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Radio  is  a mass  communications  medium  with  unequaled  flexibility, 
with  unquestioned  effectiveness.  Its  firm,  strong  pulse  is  felt  in  the 
nation’s  markets,  great  and  small.  Bartell  Broadcasting  Corporation 
has,  for  thirteen  years,  demonstrated  the  vigor  and  power  of  radio  in 
advertising  and  public  service. 


BARTELL  BROADCASTING  CORPORATION 

730  FIFTH  AVENUE,  NEW  YORK  19,  NEW  YORK 


WADO  New  York 
WOKY  Milwaukee 
WAKE  Atlanta. 
WYDE  Birmingham 
KYA  San  Francisco 
KCBQ  San  Diego 
TeleHaiti 
TeleCuracao 
TelAruba 


Represented 
nationally  by 
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'The  Seal  of  Good  Business" 


Cjrts«>v 


real  big  .... 

AND  STILL  GROWING! 


• IN  COVERAGE 

• IN  POPULARITY 

• IN  SALES  RESULTS 

KRLD-TV  continues  to  lead  in  the  great 
Southwest  . . . circulation  center  for  almost 
700,000  TV  homes  in  Texas  and  Oklahoma . . . 

Cover  the  booming,  buying  Dallas-Fort  Worth 
market . ...  recognized  net  weekly  circulation 
leader  . . . 10th  market  in  population  in 
the  nation! 

ASK  ANY  BRANHAM  MAN 

represented  nationally  by  the  Branham  Company 


TIMES  HERALD  STATIONS 


Clyde  W.  Rembert 
President 


C\wmd4,VolhA 

MAXIMUM  POWER  TV-Twin  to  KRLD  radio  1080,  CBS  outlet  with  50,000  watts 
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CLOSED  circuit; 


Major  issue  ■ FCC’s  action  announced 
last  Friday  affording  opportunity  for 
comment  on  its  drastic  sponsor  identi- 
fication notice,  but  without  suspending 
it,  makes  Sec.  317  burning  topic  at 
NAB  convention’s  FCC  forum  Wed- 
nesday morning,  April  6,  in  Chicago. 
Action,  taken  at  previous  Wednesday 
meeting,  was  not  clarified  until  Fri- 
day session  and  then  FCC  split  3-2 
with  one  member  (Bartley)  absent. 
Favoring  stay  were  Commissioners 
Hyde  and  Lee,  with  Commissioners 
Ford,  Craven  and  Cross  supporting 
retention  of  notice. 

Chairman  Ford’s  address  before  NAB 
tomorrow,  his  first  since  assuming 
chairmanship  on  March  15,  will  deal 
with  hottest  topic  in  broadcasting — 
programming.  FCC  chairman  hasn’t 
pulled  his  punches  since  he  was  ap- 
pointed to  commission  in  1957  and 
isn’t  expected  to  in  his  maiden  NAB 
appearance,  but,  as  in  past,  he  will 
disclaim  any  attempt  at  censorship, 
front  door,  back  door  or  side  door. 

Big  deals  under  study  ■ Antitrust  Divi- 
sion of  Justice  Dept,  has  undertaken 
inquiry  into  NBC-RKO  General  major 
market  station  trades  and  has  broad- 
ened inquiry  to  include  CBS  affiliation 
switch  from  RKO’s  WNAC-TV  to 
WHDH-TV  (Broadcasting,  March 
28).  Justice  Dept,  acquiescence  on 
swap  of  NAB’s  Philadelphia  properties 
(WRCV-AM-TV)  for  RKO  General’s 
Boston  properties  (WNAC-AM-FM- 
TV)  is  required  under  court  degree, 
but  department  also  is  looking  into 
collateral  aspects  including  RKO 
General’s  proposed  $11.5  million 
purchase  of  WRC-AM-FM-TV  Wash- 
ington from  NBC;  NBC’s  $7.5  million- 
plus  purchase  of  ch.  2 KTVU  (TV) 
San  Francisco,  and  now  CBS  Boston 
shift.  Antitrust  Division  lawyers  were  in 
New  York  last  week  interrogating  top 
network  and  other  officials  involved 
in  transactions. 

Crowell-Collier  in  D.C.  ■ Last  step  in 
NBC-RKO  General  multi-station  sales 
transactions — sale  of  WGMS-AM-FM 
Washington — is  now  in  works.  Negotia- 
tions are  underway  to  sell  Washington’s 
“good  music”  stations  to  Crowell- 
Collier  Publishing  Co.,  owner  of  KFWB 
Los  Angeles,  KEWB  San  Francisco  and 
KDWB  Minneapolis-St.  Paul.  Price  be- 
lieved to  be  around  $1.5  million.  RKO 
General  must  sell  its  WGMS  properties 
(which  it  bought  in  1957  for  $400,000) 
to  make  way  for  its  buy  of  NBC’s 


WRC-AM-FM-TV  Washington. 

Word  is,  informally , that  Crowell- 
Collier  does  not  plan  to  continue  pres- 
ent good  music  policy  of  WGMS  but  is 
seeking  to  persuade  another  Washington 
outlet  to  take  this  “obligation’’  off  its 
back.  Washington’s  other  full-time  good 
music  outlet  is  WASH  (FM),  owned  by 
consulting  engineer  Everett  L.  Dillard. 
It  is  part  of  QXR  Network  (fed  by 
WQXR  New  York).  Only  other  all- 
classical  schedule  is  carried  by  WMAL- 
FM  which  cuts  away  from  mother 
ABC-affiliated  am  station  at  6 p.m. 
each  night  and  programs  good  music 
until  midnight. 

Not  all  bad  ■ One  of  Congress’  most 
frequent  critics  of  broadcasting  prac- 
tices plans  this  week  to  give  broad- 
casters a round  of  applause.  Rep. 
Emanuel  Celler  (D-N.Y.),  chairman  of 
House  Judiciary  Committee  and  its 
Antitrust  Subcommittee,  intends  to 
make  speech  lauding  public  service 
records  of  several  New  York  radio  and 
television  stations.  His  main  point:  In 
considering  legislation  Congress  ought 
to  know  good  as  well  as  bad  about 
broadcasting. 

Pint-sized  VTR  ■ Ampex  Corp.  which 
stole  show  at  NAB’s  1956  convention 
with  introduction  of  video  tape  record- 
er, promised  to  uncork  another  surprise 
at  1960  exhibit  in  Chicago.  It’s  mov- 
able VTR  only  half  size  of  present 
models  and  mounted  on  casters  for  easy 
shifting  from  place  to  place.  Among 
Ampex  claims:  new  model  has  same 
performance  as  bigger  types;  occupies 
only  11  square  feet  of  floor  space;  can 
be  operated  by  one  technician  sitting  in 
chair. 

Public  service  price  ■ Who  says  broad- 
casters aren’t  interested  in  public  serv- 
ice? Not  Edward  Petry  & Co.  Pioneer 
station  representative  and  its  25  radio 
and  30  television  clients  have  just  com- 
pleted survey  which  underscores  multi- 
million-dollar  nature  of  broadcast  con- 
tributions in  this  area.  Example:  Petry 
stations  alone  averaged  more  than 
$400,000  apiece  in  time  and  talent  do- 
nations to  public  service  causes  last 
year.  Details,  with  category  break- 
downs, will  be  made  public  by  Petry  in 
Chicago  this  week  during  NAB  con- 
vention. 

Senate  schedule  ■ Senate  Commerce 
Committee  holds  important  closed  meet- 
ing April  13  when,  Chairman  Magnu- 
son  hopes,  civil  rights  debates  in  Senate 


will  be  disposed  of  and  members  can 
get  down  to  business  on  these  commu- 
nications matters:  (1)  Edward  Mills 
nomination  and  Robert  E.  Lee  renom- 
ination to  FCC,  (2)  broadcaster-net- 
work-advertiser-agency  conference  side- 
tracked by  civil  rights  in  February,  (3) 
FCC  Chairman  Ford’s  report  on  nego- 
tiations with  military  for  vhf  spectrum 
space,  (4)  free  political  tv  time  bill  and 
possibly  (5)  tv-radio  ratings. 

Sen.  Magnuson  points  out  FCC  nom- 
inations technically  won’t  be  before 
committee  until  it  meets,  and  he’ll  al- 
low two  more  weeks  for  notifying 
nominees’  home  state  senators,  putting 
hearings  April  27  at  earliest.  Possible 
Democratic  policy  objections  to  Lee 
and  Mills  nomination  should  be  weighed 
against  fact  no  potential  lame  duck 
FCC  nominee  has  been  refused  con- 
firmation in  recent  years.  But  if  this 
does  happen,  President  would  then  be 
faced  with  task  of  making  interim  ap- 
pointments. 

Didn't  say  yes — or  no  ■ There’s  still 
a ray  of  hope,  though  mighty  dim,  for 
deal  with  military  on  extension  of  vhf 
band  from  existing  12  channel  limit. 
That’s  nub  of  FCC  report  sent  to 
Chairman  Pastore  of  Senate  Commerce 
Subcommittee  on  Communications  last 
Friday.  FCC  Chairman  Frederick  W. 
Ford,  who  has  been  FCC’s  liaison  with 
military  on  allocations,  previously  had 
advised  committee  (Broadcasting, 
Feb.  8)  that  outlook  was  bleak  indeed. 
Latest  report  doesn’t  entirely  kill  off 
prospect  but  keeps  it  barely  alive. 

Split  personality  ■ Hearst  Corp.  re- 
portedly is  making  rounds  of  rep 
companies  with  PI  (per  inquiry)  deal 
on  behalf  of  trio  of  its  magazines 
(Sports  Afield,  House  Beautiful  and 
Good  Housekeeping ).  It’s  understood 
Hearst  would  pay  participating  sta- 
tions 20%  of  all  subscription  orders 
resulting  from  announcements.  Check 
at  Hearst  brought  report:  It’s  “just  talk 
so  far.” 

Bottleneck  breaker  ■ If  FCC  Chair- 
man Fred  W.  Ford  has  his  way  (and 
there’s  every  reason  to  believe  he  will), 
FCC  shortly  will  create  post  of  Direc- 
tor of  Special  Projects,  to  coordinate 
projects  requiring  FCC  action.  Chair- 
man’s candidate:  James  B.  Sheridan, 
assistant  chief  of  Economics  Division, 
Broadcast  Bureau,  who  has  been  with 
FCC  since  1941.  Mr.  Sheridan  worked 
with  chairman  while  he  was  FCC  at- 
torney back  in  1950. 
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E PLURIBUS  UNUM  SQUARED 

Suppose  each  of  the  thirteen  original  colonies  sent  an  equal 
number  of  men  to  fight  the  Redcoats.  Suppose  they  fought 
in  solid  phalanxes  of  perfect  squares  (that  is,  the  men  from 
each  colony  formed  a square  of  n men  on  a side,  so  that  the 
total  number  of  men  present  was  13n2).  Suppose  George 
Washington,  the  great  unifier,  decided  to  add  himself  to 
the  total  and  rearrange  the  works,  himself  included,  into 
one  big  solid,  perfect  square. 

1.  What’s  the  smallest  number  of  men  each  colony 
would  have  had  to  send  to  make  the  unification  possible? 

(No  fractions  permitted.  G.W.  required  whole  men.) 

2.  What  has  this  to  do  with  Washington,  D.  C.  time- 
buying? 

(We’ll  send  you  the  answer  to  the  first  question  upon  re- 
quest. Or,  if  you  send  us  the  correct  solution,  we'll  send  you 
a copy  of  Dudeney’s  “Amusements  in  Mathematics,”  pub- 
lished by  Dover  Publications,  Inc.,  N.  Y.) 

(We  never  could  figure  out  the  answer  to  the  second 
question.) 

wmal-tv 

Channel  7 Washington,  D.  C. 

An  Evening  Star  Station,  represented  by  H-R  Television,  Inc. 


Affiliated  with  WMAL.  and  WMAL-FM,  Washington,  D.C.;  WSVA-TV  and  WSVA,  Harrisonburg,  Va. 
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WEEK  IN  BRIEF 

Chicago!  Chicago!  ■ Broadcasting  industry  moves  to  temporary  head- 
quarters at  Conrad  Hilton  Hotel  for  38th  annual  NAB  Convention. 


Begins  page  38. 

CONVENTION  LEAD  STORY  Page  38 

OFFICIAL,  UNOFFICIAL  AGENDAS  Page  40 

"WHERE  TO  FIND  IT"  DIRECTORY  Page  50 


Mr.  Reagan 
week’s  Monday 


Personal  approach  packs  extra  tv  punch  ■ The  aim 

of  virtually  all  advertising  is  persuasion.  So  television, 
like  person-to-person  communication,  is  most  effective 
when  it  is  personal,  one  personality  persuading  another 
personality  and  using  logic  and  enthusiasm  which  con- 
vey a sincere  interest  in  serving  the  needs  or  desires 
of  the  prospective  buyer.  These  and  other  ideas  about 
the  personal  approach  are  explored  by  J.  Neil  Reagan, 
vice  president,  McCann-Erickson,  Hollywood,  in  this 
Memo.  Page  32. 


On-air  pay  tv  readied  for  Hartford  ■ Zenith-RKO  General  alliance 
for  toll  tv  announced.  Zenith’s  Phonevision  system  due  to  start  in 
Hartford,  Conn.,  if  FCC  approves.  RKO  General  buying  Hartford  “u” 
for  three-year  demonstration.  Page  35. 


Want  to  sell?  Use  radio  ■ Advertisers  tell  how  they  did  it,  agency  ex- 
ecutives trace  evolution  of  some  distinctive  commercials  as  RAB  holds 
its  fifth  annual  National  Radio  Advertising  Clinic.  Page  54. 

Big  advertiser  five  in  tv  ■ Procter  & Gamble  (at  $95  million-plus), 
Lever,  American  Home  Products,  Colgate-Palmolive  and  General  Foods 
tote  up  $251.8  million  worth  of  tv  gross  billing  in  1959;  P&G  is  top 
spot  tv  advertiser  and  Adell  Chemical’s  Lestoil  is  No.  1 tv  spot  brand. 
Page  56. 


Radio  spot:  new  swingabout?  ■ Two  former  spot  radio  tonnage  ad- 
vertisers, Bulova  Watch  and  Pepsodent,  break  with  campaigns  on  limited 
basis.  Page  64. 


Record  ABC  earnings  ■ Leonard  Goldenson  reports  higher  earnings  and 
income  for  ABC  and  for  parent  AB-PT.  Page  76. 

Are  ratings  scientific?  ■ Oversighter  Harris  says  he  plans  to  find  out 
and  he’s  commissioned  a study  by  statistical  survey  experts  to  determine 
validity  of  ratings.  Page  82. 

Right  to  be  heard  ■ Broadcasters  continue  demands  for  FCC  recon- 
sideration of  its  Sec.  317  interpretation  (sponsor  identification)  and 
seek  opportunity  to  comment  in  rulemaking  proceeding.  Methods  of 
compliance  are  still  buried  in  confusion.  Page  86. 

FTC  joins  FCC  on  ethics  ■ Kintner  tells  House  Commerce  Committee 
why  FTC  doesn’t  like  two  ethics  bills.  His  objections  are  mostly  the  same 
as  the  FCC’s.  Page  88. 


A buyer's  market  ■ A spring  preview  of  next  fall’s  pilots  indicates 
there’ll  be  more  situation  comedy  shows  in  next  season’s  tv  schedules. 
Page  1 1 0. 

How  the  tv  network  shows  line  up  ■ Quarterly  service  of  Broad- 
casting gives  complete  rundown  of  all  television  network  shows,  spon- 
sors, times  and  other  information.  Page  139. 


DEPARTMENTS 


AT  DEADLINE  9 

BROADCAST  ADVERTISING  54 

BUSINESS  BRIEFLY  68 

CHANGING  HANDS  72 

CLOSED  CIRCUIT  5 

COLORCASTING  108 

DATEBOOK  15 

EDITORIAL  PAGE  160 

FANFARE  ...  134 

FATES  & FORTUNES  96 

FOR  THE  RECORD  144 

GOVERNMENT  82 

INTERNATIONAL  138 


LEAD  STORY  35 

THE  MEDIA  68 

MONDAY  MEMO  32 

OPEN  MIKE  27 

OUR  RESPECTS  159 

PROGRAMMING  106 

WEEK'S  HEADLINERS  10 


BROADCASTING,  April  4,  1960 


BUY 

ONE 

GET 


THREE 

IN  MICHIGAN 

WILX-IV 

LANSING 

26th 

TV  market  nationally* — 
Lansing,  Jackson,  Battle  Creek 

WILX-IV 

JACKSON 

11th 

in  population** — 

Lansing,  Jackson,  Battle  Creek 

WILX-IV 

BATTLE  CREEK 

46.2% 

outstate  Michigan  population** 
Lansing,  Jackson,  Battle  Creek 

SERVING  MICHIGAN’S 
GOLDEN  TRIANGLE 

WIIX-TV  = 

if  ILA  I V BATTLE  CREEK 

CHANNEL  lO 

Associated  with  WILS-Lansing  WPON-Pontiac 
CONTACT  VENARD.  RINTOUL  & McBONNELL 


buys  Kansas  City  too 


TOM  MUNCHES  AN  APPLE  as  his  friends  pay  for 
the  privilege  of  whitewashing  Aunt  Polly’s  fence 
during  the  Kansas  City  Starlight  Theatre’s  pro- 
duction of  “Tom  Sawyer.” 

Photo:  Sol  Studna 


City  responds — so  say  ARB  and  Nielsen — to 
KCMO-TV  more  than  any  other  television  station. 
Month  after  month,  more  quarter-hour  firsts  for 
KCMO-TV. 


The  reason?  Because  we  program  to  get  the 
audience.  Because  we  broadcast  at  maximum 
power  from  America’s  tallest  self-supported  tower. 
Because  Kansas  City  gets  the  big  clear  picture 
on  the  world  from  KCMO-TV. 


Big  things  happen  to  Kansas  City.  It’s  chosen 
for  the  world  premiere  of  the  new  musical,  “Tom 
Sawyer.”  It’s  the  scene  of  the  dedication  of  “St. 
Martin  of  Tours,"  last  sculpture  completed  by  the 
great  Carl  Milles.  New  trafficways  and  airports. 
Steadily  rising  buying  power.  Record  breaking 
department  store  sales. 


Kansas  City’s  a moving,  imaginative,  responsive 
community  of  more  than  a million.  And  Kansas 


KCMO-TV® 


Channel  5 


pro  Tpleuicinn  / K.  Hartenbower,  Vice  President 
m * S °n  / and  General  Manager 

Network  / Sid  Tremble,  Station  Manager 
The  Tall  Tower  at  Broadcasting  House  • Kansas  City,  Mo. 


Represented  nationally  by  Katz  Agency. 
Meredith  stations  are  affiliated  with  BET- 
TER HOMES  AND  GARDENS  and  SUC- 
CESSFUL FARMING  magazines. 


WHEN-TV  The  Katz  Agency 

KPHO-TV  The  Katz  Agency 

WOW-TV  John  Blair  & Co.— Blair-TV 
John  Blair  & Co. 


SYRACUSE  WHEN 
PHOENIX  KPHO 
OMAHA  WOW 
TULSA  KRMG 


at  DEADLINE 

LATE  NEWSBREAKS  ON  THIS  PAGE  AND  NEXT  • DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  ON  PAGE  35 


SPONSOR  RULE  VIEWS  SOUGHT 

But  FCC  fails  to  suspend  Sec.  317  order 


FCC  backed  up  one  short  step  from 
controversial  sponsor  identification  no- 
tice it  issued  two  weeks  ago  and  agreed 
to  consider  comments.  But  it  refused  to 
rescind  or  stay  effectiveness  of  March 
16  interpretation  (early  story  page  86). 

In  notice  issued  Friday,  commission 
instituted  inquiry  and  invited  com- 
ments, including  “supporting  briefs  and 
memoranda  of  law,”  with  cutoff  date 
May  2. 

Action  had  concurrence  of  five 
participating  commissioners  (Commis- 
sioner Robert  T.  Bartley  was  absent), 
but  two  dissented  at  refusal  to  suspend 
effectiveness  of  March  16  notice.  Dis- 
senters were  Commissioners  Rosel  H. 
Hyde  and  Robert  E.  Lee. 

March  16  notice,  which  turned  30 
years  of  operational  practices  topsy 
turvy,  held  that  term  “consideration”  in 
Sec.  317  of  Communications  Act  has 
wide  application  (Broadcasting,  March 
21,  28).  It  tabbed  as  commercial,  and 


Satellite  relaying 
weather  data  via  tv 

Tv-equipped  space  robot  weatherman 
began  sending  meteorological  infor- 
mation back  to  Earth  Friday.  Satellite 
was  sent  into  400-mile-high  orbit  early 
in  morning.  It  will  relay  still  pictures 
of  Earth’s  cloud  cover,  permitting  bet- 
ter weather  forecasting.  Pictures  from 
dual  tv  cameras  (each  size  of  water 
glass)  were  termed  “very  good”  by 
National  Aeronautics  & Space  Admin- 
istration officials. 

Satellite  was  put  into  orbit  by  Thor- 
Able  rocket.  It  weighs  270  lbs.  and  will 
circle  Earth  every  90  minutes.  Pill- 
box-shaped satellite  is  covered  with 
9,000  solar  cells  to  recharge  nickel 
cadmium  batteries.  Expected  useful- 
ness of  experiment,  first  of  three,  is 
about  three  months. 

Two  tv  cameras  differ  in  coverage 
and  resolution.  Side-angle  camera  is 
designed  to  cover  cloud  area  up  to  800 
miles  per  side.  Narrow  angle  camera 
will  photograph  smaller  area  within  first 
camera’s  view.  Each  has  specially-de- 
signed Vi-inch  vidicon  tube  and  focal 
plane  shutter  to  permit  storage  of  still 
pictures  on  tube  screen. 

Lens  speed  of  side-angle  camera  is 
f/1.5;  narrow-angle  f/  1.8;  shutter  speed 


therefore  required  to  be  identified  as 
such,  free  records,  junkets,  furnishing 
of  program  material,  trade-outs,  and 
other  forms  of  barter  (time  for  prod- 
uct). 

Bitter  Attack  ■ Notice  was  bitterly 
attacked  by  industry  segments.  Thrust 
of  complaints  was  that  so-called  “inter- 
pretation” was  so  far-reaching  and  radi- 
cal broadcasters  should  have  chance  to 
comment  on  it  in  rulemaking  proceed- 
ing before  adoption. 

In  its  notice  of  inquiry  Friday,  FCC 
said  it  would  consider  whether  clarifica- 
tion of  March  16  notice  was  desirable. 
It  denied  requests  that  the  subject  be 
made  rulemaking. 

Commissioner  Hyde  said  that  since 
commission  may  find,  after  comments 
are  in,  that  March  16  notice  goes  be- 
yond intent  and  purpose  of  Sec.  317, 
it  should  be  suspended  until  comments 
can  be  considered.  Commissioner  Lee 
concurred  in  Mr.  Hyde’s  statement. 


1.5  milliseconds;  lines  per  frame  500; 
frames  per  second  Vz ; video  bandwidth 

62.5  kc. 

Connected  to  each  camera  is  midget 
video  tape  recorder  to  record  up  to  32 
photographs  for  later  relay.  Tape  is 
400  feet  long  and  moves  at  50  inches 
per  second. 

Fm  transmitter  in  each  photo  system 
operates  with  19  w output  on  235  me. 
Beacon  transmitters  for  tracking  oper- 
ate on  108  me  and  108.03  me,  with 
power  output  of  30  mw. 

Satellite  and  special  ground  station 
equipment  was  designed  and  construct- 
ed by  RCA’s  Astro-Electronic  Products 
Division,  under  technical  supervision  of 
U.S.  Army  Signal  Corps. 

New  Harris  probe  set 
on  bills  in  radio-tv 

FCC  is  expected  to  be  first  witness 
in  April  12-14  hearing  by  House  Com- 
munications & Power  Subcommittee  on 
Chairman  Oren  Harris’  bill  (HR  1 1341) 
to  regulate  networks  and  restrict  sta- 
tion transfers.  Invitations  to  testify  are 
being  sent  to  interested  parties  includ- 
ing networks  and  NAB.  Other  recent 
bills  related  to  Feb.  7 recommendations 
on  network  regulation  and  station  trans- 
fers in  Harris  Oversight  Subcommittee 


interim  report  (Broadcasting,  Feb.  8) 
also  will  be  considered. 

If  hearing  isn’t  concluded  that  week, 
communications  subcommittee’s  next 
open  dates  are  week  of  April  25,  since 
annual  Easter  recess  includes  April  15 
to  noon  April  19  and  Oversighters’  Dick 
Clark  hearing  starts  about  April  21 
(story  page  92). 

Other  Harris  bill  (HR  11340) — to 
restrict  payoffs  and  swap-offs  among 
applicants,  require  local  hearings  on 
original  station  applications,  authorize 
10-day  license  suspensions,  prohibit 
payola  and  plugola  and  make  rigging 
of  on-air  contest  criminal  offense — will 
be  heard  at  later  date,  along  with  sim- 
ilar bills. 

FCC  trying  to  censor, 
NAB  comments  charge 

NAB  charged  FCC  attempt  to  cen- 
sor programming  in  objection  to  pro- 
posed rulemaking  to  allow  station 
licenses  of  less  than  three  years.  Rule- 
making  elicited  little  interest  from 
broadcasters  generally,  with  only  four 
comments  received  by  Friday  (April  1) 
deadline. 

“It  seems  apparent  (the)  proposal  is 
aimed  at  programming,”  NAB  said. 
“This  to  us  is  censorship.  Through  the 
device  of  a probationary  period  the 
commission  would,  in  effect,  be  forc- 
ing complir.nce  with  some  vague  view 
of  public  taste.  ...  A grant  on  a six- 
months  or  one-year  basis  could  so 
handicap  an  operation  as  to  preclude 
it  from  getting  off  the  ground.” 

CBS  said  proposal  seems  to  be  un- 
necessary since  FCC  already  can  with- 
hold renewals  till  questions  are  re- 
solved. 

Westinghouse  Broadcasting  Co.  ap- 
proved shorter  license  periods  if  issued 
only  after  full  hearing.  WBC  renewed 
request  for  maximum  five-year  licenses 
“to  insure  greater  stability  of  opera- 
tion.” Fourth  comment  was  filed  by 
WEIL  Scranton,  Pa. 

WGA  strike  vote 

Strike  action  against  tv  and  radio 
networks  for  live  programs  (news  and 
continuity  chiefly)  and  against  some  50 
independent  tv  film  companies  author- 
ized March  31  at  membership  meetings 
of  radio-tv  branch  of  Writers  Guild  of 
America.  No  strike  is  contemplated 
immediately  as  WGA  negotiations  con- 
tinue with  networks  in  New  York  and 
film  companies  in  Hollywood,  but  WGA 
council  now  has  authority  to  call  these 
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AT  DEADLINE 


strikes  if  it  deems  necessary. 

WGA  has  been  on  strike  against 
major  motion  picture  producers  for 
both  theatrical  and  television  films  and 
against  alliance  of  tv  film  producers 
since  January  15  and  on  March  19 
also  pulled  members  from  writing  for 
tv  films  produced  by  networks.  Mem- 
bers rejected  new  proposals  of  ATSP 
as  inadequate,  but  approved  renewed 
negotiations  with  these  major  tv  film 
makers  in  attempt  to  resolve  conflict  of 
increased  domestic  residuals  and  fees 
for  foreign  runs  of  tv  filmed  programs. 

Networks  skeptical 
of  clears  rulemaking 

Deluge  of  comments  at  FCC  dead- 
line (April  1)  on  proposed  clear  chan- 
nel rulemaking  fell  into  three  groups: 
(1)  mostly  educators  asking  class  II 
channels;  (2)  protests  against  power 
boosts  for  I-As;  (3)  individual  stations 
asking  specific  clear  channel  frequen- 
cies. 

Three  networks  were  extremely  skep- 
tical. ABC  said  it  supports  main  idea 
that  many  areas  need  more  clear  chan- 
nel service,  but  said  FCC’s  plan  is  not 
“optimum.”  Better,  ABC  held,  would  be 
use  of  “broken  down  eastern  clears”  in 
three  Pacific  coast  states. 

CBS  Radio  said  it  doesn’t  advocate 
breakdown  of  clears,  but  would  not 
oppose  FCC  plan  if  it  “holds  promise” 
of  solution. 

NBC  said  need  of  people  in  areas 
where  class  II  unlimited  stations  are 
proposed  outweighs  present  service  of 
class  Is. 

Proposed  increase  of  class  I-As  to 
over  50  kw  brought  howl  of  protest. 
RKO  General  and  host  of  stations  led 
attack,  claiming  stations  in  small  com- 
munities would  be  hit  hard.  WLW  Cin- 


New ‘exhibit’ 

Motherhood  threw  a wrench 
into  FCC  hearing  Friday  when 
Marianne  Woodson  Cobb,  con- 
sulting engineer  for  one  applicant 
in  940  kc  case,  became  mother 
of  boy.  Exchange  of  engineering 
exhibits  was  due  April  5,  but  at- 
torneys for  Catonsville  Broad- 
casting Co.  (seeking  1 kw  day  in 
Catonsville,  Md.)  asked  for  con- 
tinuance on  grounds  of  “act  of 
God.”  Seven  other  parties  agreed. 
Mrs.  Cobb’s  boy,  her  fourth  child, 
arrived  at  5 a.m.  Friday  at  Wash- 
ington Hospital  Center. 


cinnati  backed  high  power  increase  as 
only  method  of  serving  unserved  areas. 

FCC  proposal  for  new  unlimited  time 
class  II  assignments  on  23  class  I- A 
channels  drew  enthusiasm  from  educa- 
tion groups. 

Conference  resolution 

Further  resolutions  on  radio-tv  re- 
leased Friday  by  1960  White  House 
Conference  on  Children  and  Youth 
(early  story  page  106).  Mass  media 
forum  urged  broadcasting  and  advertis- 
ing industries  to  assume  greater  re- 
sponsibility for  elevating  moral  and 
ethical  values  of  programs  and  to  pre- 
sent high  quality  programming  designed 
for  entertainment  and  for  education 
“as  embodied  in  the  NAB  code.”  Forum 
also  urged  religious  and  civic  groups 
to  voice  praise  and  criticism  to  na- 
tional and  local  broadcasters  in  individ- 
ual letters  and  that  state  committees  of 
White  House  Conference  conduct 
courses  “in  selection  and  proper  use 
of  tv  and  radio  (and  other  mass  media).” 

Resolutions  calling  for  scientific  re- 


search projects  into  effect  of  programs 
on  both  children  and  parents  were  pass- 
ed. These  were  similar  to  suggestions 
by  CBS’  Irving  Gitlin,  who  spoke 
opening  day.  Other  media  were  touched 
upon  in  forum’s  recommendations,  but 
greatest  cries  for  reform  were  aimed 
at  broadcasting. 

Fogel’s  fm  prediction 

Fm  in  next  10  years  will  relegate  am 
to  pages  of  history,  Henry  Fogel,  pres- 
ident of  Granco  Products,  Kew  Gar- 
dens, N.Y.,  said  in  speech  prepared  for 
delivery  yesterday  (April  3)  at  NAB 
Fm  Day  session  in  Chicago.  Short- 
range  forecast:  2,000  fm  stations  broad- 
casting stereo  in  1963,  compared  with 
900  fm  stations  today,  all  with  mon- 
aural signal;  four  million  annual  fm 
set  sales  (quarter  of  them  in  cars)  by 
1963,  compared  with  around  one  mil- 
lion last  year.  He  noted  FCC  July  dead- 
line for  filing  proposed  standards  for 
fm  stereophonic  broadcasting  and  said 
full  stereo  programs  can  be  expected 
by  end  of  year.  Mr.  Fogel  urged  set- 
makers  and  broadcasters  to  exploit 
“multi-billion  sales  potential”  of  fm. 

Fourth  Young  rep 

Southern  Advertising  Representatives 
Inc.,  fourth  member  of  Adam  Young 
station  representative  companies,  started 
operation  Friday  (April  1)  at  Atlanta 
headquarters)  (1182  W.  Peachtree  St.) 
with  other  offices  in  St.  Louis  and  New 
Orleans.  It  is  established  as  autonomous 
unit  offering  regional  services  and  as 
southern  division  of  Adam  Young  Inc. 
(radio)  and  Young  Television  Corp. 
Territory  embraces  15  states.  SAR  is 
headed  by  Harold  M.  Parks,  who  is  suc- 
ceeded in  former  position  of  eastern 
sales  manager  of  Young  Tv  by  Alfred 
T.  Parenty,  formerly  on  Chicago  sales 
staff  of  Young  Tv. 


WEEK’S  HEADLINERS 


John  D.  Burke,  vp  of  Compton  Adv.,  New  York,  appointed 
creative  director  of  agency.  Accounts  in  his  division  include 
Remington  Rand,  Ivory  Liquid,  General  Baking  and  Comet. 
He  has  been  with  Compton  since  1956  and  earlier  had  been 
copy  chief  at  Erwin  Wasey,  Ruthrauff  & Ryan,  New  York. 

Richard  H.  Close,  director  of  NBC  Spot  Sales,  promoted  to 
NBC  vp,  national  spot  sales.  He  has  been  with  NBC  27 
years,  starting  in  1933  as  page.  He  transferred  to  local  sales 
traffic  department  in  1935  and  became  supervisor  in  1942. 
He  has  since  served  in  numerous  capacities  in  Spot  Sales, 
including  manager  before  radio  and  tv  activities  were  sepa- 
rated; eastern  manager  for  radio;  eastern  manager  for  tv; 


national  manager  and  subsequently  director  of  represented 
stations.  He  became  NBC  Spot  Sales  director  in  1958. 

Mary  Jane  Morris,  secretary  of  FCC  for  six  years,  resigned 
Friday  to  enter  private  law  practice.  Miss  Morris,  attorney 
with  FCC  since  1948,  will  be  associated  with  her  brother, 
John  C.  Morris,  member  of  Michigan  state  legislature,  in 
Midland,  Mich.  She  also  will  open  Washington,  D.C.,  office. 
Miss  Morris  attended  Michigan  State  College  and  U.  of 
Michigan,  receiving  Juris  Doctor  degree  in  1943.  She 
practiced  in  New  York  and  Washington  before  joining 
FCC.  In  1944  she  served  as  assistant  to  chairman,  speakers’ 
bureau,  Republican  National  Committee.  She  is  member 
of  Michigan,  New  York  and  D.C.  bars. 

FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  & FORTUNES 
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(Just  a matter  of  Relativity ) 

• WBTV- Charlotte  is  FIRST  TV  Market  in  Entire 
Southeast  with  595,200  TV  Homes* 

• WBTV  Delivers  43%  More  Television  Homes  than 
Charlotte  Station  “B”** 

television  Magazine— January  1960  **NCS  #3 


MEMPHIS 
LOUISVILLE 
MIAMI 

BIRMINGHAM 
NEW 

NASHVILLE 
NORFOLK-PORTSMOUTH 
RICHMOND 


JEFFERSON  STANDARD  BROADCASTING  COMPANY 

UJBTV 

CHANNEL  3 © CHARLOTTE 


You'll  see  when  the  top 
home  run  hitters  of  today 
meet  in  direct  competition. 


GRABBED  BY:  CONSOLIDATED  CIGAR  in  Green  Bay,  Milwaukee,  Rockford 
and  other  midwest  markets,  SCHLITZ  BEER  in  Albany,  Ga.,  INTERNATIONAL 
HARVESTER  CO.,  in  Savannah,  Greenbay,  Tampa-St.  Petersburg,  STAGGS-BILT 
HOMES  in  Phoenix,  JOHN  LABATT,  LTD.,  OF  CANADA  in  Buffalo,  Rochester, 
Erie,  Watertown  . . and  many  others! 

SNAPPED  UP  BY:  WALB-TV,  Albany,  Ga„  WBAL-TV,  Baltimore,  WLW-T,  Cin 
cinnati,  WSAZ-TV,  Huntington-Charleston,  WLW-C,  Columbus,  O.,  WLW-D,  Day 
ton,  WLW-I,  Indianapolis,  KPLC-TV,  Lake  Charles,  WCCO-TV,  Minneapolis 
WAVY-TV,  Norfolk,  WJAR-TV,  Providence,  WROC-TV,  Rochester,  WDAU-TV 
Scranton  Wilkes-Barre,  WSJV-TV,  South  Bend-Elkhart,  WICS-TV,  Springfield,  III 
KFSD-TV,  San  Diego,  WEEK-TV,  Peoria,  KLIX-TV,  Idaho  Falls,  WLUC-TV,  Mar 
quette,  Mich.,  WAGA-TV,  Atlanta,  KTVE,  El  Dorado-Monroe.  La.,  WSVA-TV,  Har 
risonburg,  Va„  WJAC-TV,  Johnstown.  Pa.,  WLOF-TV,  Orlando,  KETV,  Omaha 
WTVW,  Evansville,  KTVH,  Wichita-Hutchinson-Great  Bend,  KTVE,  Ft.  Smith 
Ark.,  WTVY,  Tampa-St.  Petersburg,  WREX-TV,  Rockford,  III.,  WTIC-TY,  Hartford 
WRVA-TV,  Richmond  . . . and  many  others! 


NAB  “ VISIT 


Ziv-UA’s 
Hospitality 
Suite  2300 
Hotel  Conrad 
Hilton,  Chicago 


J 


' 


DISCOVER 


how  to  get 
Winter  Profits 
in  the 

Summer  Months! 


Now  Baseball's  Greatest^Lerrg^  Ball"  Sluggers 

GpJTO^AT  FOR  YOU! 

W MANTLE  • HANK  AARON 
FRANKIE  ROBINSON  • KEN  BOYER 
ROCKY  C01AVIT0  • DUKE  SNIDER 
CUC  TRIANDOS  • EDDIE  MATHEWS 


U 


and  many  others  star  in 

THE  BIG  AUDIENCE-WINNER  OF  1960 

HOME  RUN 
DERBY" 


The  new  power 
in  TV  programs! 


ZIV-UNITED  ARTISTS  INC. 

488  Madison  Ave.,  New  York  22,  N.  Y. 


ALL  THE  EXCITEMENT  OF  BASEBALL’S  BIGGEST  MOMENT! 


I 


BUT...  WKZO  Radio  Will  Do  Your  "Courting”  For  You 
In  Kalamazoo -Battle  Creek  And  Greater  Western  Michigan  I 


WKZO  Radio  causes  more  “marriages”  between  manu- 
facturers and  consumers  than  any  other  AM  station  in 
Kalamazoo-Battle  Creek  and  Greater  Western  Michigan! 

Pulse  (see  left)  gives  WKZO-AM  a total  audience  32% 
larger  than  that  of  any  other  station.  And  WKZO-AM 
keeps  the  lead  morning,  afternoon,  evening  (Monday 
through  Friday,  6 a. m. -Midnight) — No.  1 in  345  of 
360  quarter  hours  surveyed! 

Ask  Avery-Knodel  for  the  details  on  WKZO-AM. 


7-COUNTY  PULSE  REPORT 

KALAMAZOO-BATTLE  CREEK  AREA— MARCH-APRIL  1959 
SHARE  OF  AUDIENCE  — MONDAY-FRIDAY 


WKZO 

Station  “B” 

Station  "C” 

6 A.M.  - 12  NOON 

30 

21 

1 1 

12  NOON  - 6 P.M. 

27 

22 

10 

6 P.M.  - 12  MIDNIGHT 

29 

22 

10 

*Mrs.  Theresa  Vaughan,  24,  of  Sheffield,  England,  confessed  to  61  bigamous  marriages  in  5 years. 


CBS  RADIO  FOR  KALAMAZOO-BATTLE  CREEK 
AND  GREATER  WESTERN  MICHIGAN 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 


WKZO-TV  — GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  — KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS-KALAMAZOO 
WWTV  — CADILLAC,  MICHIGAN 
KOLN-TV  — LINCOLN,  NEBRASKA 
Associated  with 

WMBD  RADIO  — PEORIA,  ILLINOIS 
WMBD-TV  — PEORIA,  ILLINOIS 
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A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(*  indicates  first  or  revisod  listing) 


APRIL 


April  3-6 — NAB  Annual  Convention,  Conrad 

Hilton  Hotel,  Chicago.  Full  agenda  in  NAB  Con- 
vention section  of  this  issue. 


April  4 — Academy  of  Motion  Pictures  Arts  & 
Sciences  annual  Oscar  awards  ceremonies.  Pant- 
ages  Theatre,  Hollywood,  and  broadcast  on  NBC 
Radio-Tv  networks.  10-11:30  p.m.  EST. 

April  4 — Industry  Film  Producers  Assn,  meeting. 
7:30  p.m.  Cinesound,  1037  N.  La  Brea,  Holly- 
wood. 

April  4-6 — American  Management  Assn.'s  national 
packaging  conference.  Convention  Hall,  Atlantic 
City,  N.J. 

April  4-7 — National  Premium  Buyers  27th  annual 
exposition,  Navy  Pier,  Chicago.  Premium  Adv. 
Assn,  of  America  will  hold  its  annual  conference 
in  conjunction  with  exposition  at  same  site  April 
5.  Major  speakers:  Michael  J.  O'Connor,  mer- 
chandising director,  Tatham-Laird,  and  G.  Her- 
bert True,  director  of  creativity  research,  Visual 
Research,  Inc.;  David  H.  Trott,  advertising  man- 
ager of  Procter  & Gamble  overseas  division.  The 
National  Premium  Sales  Executives  conducts  its 
sales  and  distribution  seminar  April  3. 

April  5 — Broadcast  Pioneers  annual  dinner  meet- 
ing. Conrad  Hilton  Hotel,  Chicago. 

April  6 — Academy  of  Television  Arts  & Sciences 
forum  on  New  York  station  operations,  ABC. 

'April  7 — Special  meeting  on  educational  televi- 
sion, at  University  of  California  in  Los  Angeles, 
Humanities  Bldg.,  8 p.m.  Steve  Allen;  Rudy  Bretz, 
in  charge  of  etv  at  UCLA,  and  Frank  0.  McIntyre, 
public  relations  director,  California  Teachers  Assn., 
wili  speak. 

'April  8-June  10 — Tv  lecture  series  at  Woodlawn 
Residence  for  students  of  U.  of  Chicago,  covering 
various  aspects  of  medium.  Scheduled  speakers 
(in  order  of  appearance):  James  W.  Beach,  ABC- 
TV  Central  Div.;  Clark  B.  George,  WBBM-TV 
Chicago;  Edward  P.  Shurick,  Blair-Tv  Inc.;  Norman 
E.  Cash,  Television  Bureau  of  Adv.;  Garth  Heisig, 
Motorola  Inc.;  Donley  Fedderson,  WTTW  (TV) 
Chicago;  Don  Tennant,  Leo  Burnett  Co.;  The  Rev. 
John  S.  Banahan,  radio-tv  department,  Roman 
Catholic  Archdiocese  of  Chicago,  and  William  J. 
Gilligan,  Park  Adv.  Chairman  of  series:  Howell 
J.  Malham,  John  Blair  & Co. 

April  8-9 — Oregon  Assn,  of  Broadcasters  annual 
meeting.  Howard  Bell,  assistant  to  president,  NAB. 
is  key  speaker.  Eugene/  Ore. 

"April  8-9 — American  Assn,  for  Public  Opinion 
Research  will  launch  a western  chapter  at  an  or- 
ganization meeting  at  Leland  Stanford  U.,  Palo 
Alto,  Calif.  Organizers  are  Drs.  Charles  Glock 
and  Hanan  Selvin  of  the  U.  of  Calif,  at  Berkeley; 
Ray  Robinson,  director  of  research,  Hixson  & 
Jorgensen;  Charles  Wright,  UCLA;  Harry  Alpert, 
U.  of  Washington,  and  Mervin  Field,  conductor 
of  the  Calif.  Poll. 

"April  9-10 — Disc  Jockey  Assn.,  membership  meet- 
ing. Pick-N icollet  Hotel,  Minneapolis. 
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April  11 — Deadline  for  filing  reply  comments  to 
proposed  FCC  amendment  of  Conelrad  manual 
BC-3  to  provide  for  transmission  standards  for  the 
Conelrad  attention  signal.  Deadline  for  reply  com- 
ments is  April  25. 

April  13-16 — American  Public  Relations  Assn, 
conference,  Greenbrier  Hotel,  White  Sulphur 
Springs,  W.  Va.  Registration  can  be  made  through 
APRA  Convention  headquarters,  1010  Vermont 
Ave.,  N.W.,  Room  812,  Washington  6,  D.C. 

April  15-17 — National  Sales  Executives-Interna- 
tional  spring  finance  and  executive  committee 
meets.  Hotel  Leamington,  Minneapolis. 

April  19 — Comments  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations. 

"April  20 — Radio  Advertising  Bureau  area  sales 
clinic.  New  York.  For  complete  list  of-  subsequent 
clinics  and  cities,  see  BROADCASTING,  March  28. 

April  20 — Deadline  for  nominations  to  the  Ad- 
vertising Hall  of  Fame.  Nominations  should  be 
sent  to  the  Advertising  Federation  of  America, 
250  West  57th  Street,  New  York  19. 

April  20-21 — Council  on  Medical  Television  sec- 
ond meeting.  Discussions  and  demonstrations  open 
to  Council  members  and  invited  observers.  Clinical 
center.  National  Institute  of  Health,  Bethesda,  Md. 
April  21 — Pennsylvania  AP  Broadcasters  Assn. 
Hershey  Hotel,  Hershey,  Pa. 

April  21-22 — National  Retail  Merchants  Assn, 
board  of  directors  meet.  Hotel  Statler,  Dallas. 
April  21-23 — American  Assn,  of  Advertising 
Agencies  annual  meeting.  April  21:  business  ses- 
sions for  members  only.  April  22:  open  also  to 
advertiser  and  media  guests;  "How  AAAA  Is 
Working  on  the  Problem  of  Objectionable  Adver- 
tising," by  Robert  E.  Allen,  Fuller  & Smith  & 
Ross,  AAAA  content  improvement  committee 
chairman;  speeches  by  Charles  H.  Brower,  BBDO. 
on  agencies'  creative  responsibilities,  and  Her- 
bert M.  Cleaves,  General  Foods,  on  business  man's 
view  of  sound  advertising.  April  23,  also  open: 
economic  outlook  by  Martin  Gainsbrugh,  National 
Industrial  Conference  Board;  reports  by  Sinclair 
Wood,  British  Institute  of  Practitioners  in  Ad- 
vertising, Norman  Cousins  of  "Saturday  Review," 
Robert  Ganger  of  D'Arcy  Adv.,  AAAA  chairman; 
presentation  of  Arthur  Kudner  Award  by  David 
Ogilvy  of  Ogilvy,  Benson  & Mather.  Boca  Raton 
Hotel  and  Club,  Boca  Raton,  Fla. 

April  21-23 — New  Mexico  State  Broadcasters 
annual  spring  meeting.  Las  Cruces,  N.M. 

April  21-23 — Western  States  Advertising  Agen- 
cies Assn,  tenth  annual  conference.  Shelter  Island 
Inn,  San  Diego.  Guest  speakers:  Rep.  Bob  Wilson 
(R-Calif.)  and  Paul  Willis,  vice  president  in  charge 
of  advertising  for  the  Carnation  Co. 

"April  22  — Arizona  Broadcasters  Assn,  spring 
meeting  at  Sands  Hotel,  Tucson.  Dr.  Ben  Mark- 
land,  KUAT  (TV),  U.  of  Arizona  tv  station,  and 
Richard  S.  Salant,  CBS  vp,  will  address  morning 
session  at  the  university.  Open  discussion  sched- 
uled for  afternoon,  banquet  for  evening. 

April  22 — Assn,  of  National  Advertisers  work- 
shop on  shows  and  exhibits.  Hotel  Plaza,  New 
York. 

April  22 — Virginia  AP  Broadcasters,  National 
Press  Club,  Washington. 

April  24-27 — National  Retail  Merchants  Assn, 
sales  promotion  division  mid-year  convention. 
Paradise  Inn,  Phoenix,  Ariz. 

April  24-27 — Continental  Advertising  Agency  Net- 
work annual  convention,  Fontainbleau  Hotel, 
Miami  Beach. 

"April  24-28 — U.  of  Florida  School  of  Journalism 
& Communications  journalism-broadcasting  week, 
Gainesville.  (Broadcasting  Day,  Monday,  April 
25th.)  Speakers  will  be:  Matthew  Culligan,  gen- 
eral corporate  executive,  McCann-Erickson;  Mary 
Jane  Morris,  secretary,  FCC;  Grady  Edney,  na- 
tional program  director  for  radio,  Storer  Broad- 
casting Co.;  Charles  H.  Tower,  manager,  Dept,  of 
Broadcast  Personnel  & Economics,  NAB;  John  F. 
White,  president,  National  Educational  Television. 
April  25 — Academy  of  Television  Arts  & Sciences 
forum  on  pay  tv  vs.  free  tv. 

April  25 — National  Sales  Executives-International 
New  York  Field  Management  Institute,  Barbizon- 
Plaza  Hotel,  New  York. 

April  25-28 — American  Newspaper  Publishers 

Assn,  annual  convention.  Several  topics  related  to 


C-O-M-M-A-N-D-l-N-G 


L-E-A-D-E-R-S-H-l-P 


on  all  viewing  fronts! 


WREX-TV  continues  to 
dominate  Rockford  and 
Area  Viewing  . . . 


• AT  NIGHT 

45  of  the  Top  50  Shows  . . . 


• IN  THE  DAYTIME 

All  20  of  the  Top  20  Shows 


• TOP  WESTERNS 

7 of  the  Top  8 Shows 

• TOP  FAMILY  SHOWS 

5 of  the  Top  5 Shows 

• TOP  SPORTS, 
SYNDICATED  FILM, 
MOVIES, 

PUBLIC  SERVICE. 

*Source  ARB  Oct.  25  - Nov.  27,  1959 


IN  FACT  ...  All  Day  and 
All  Night!  . . . Every  Hour 
of  the  Week  is  “Good 
Time”  on  . . . WREX-TV 


Very  probably  you  have 
...on  yovr  own  television  screen! 

In  recent  months,  for  example,  NBC 
viewers  watched  "The  Turn  of  the 
Screw"  by  Henry  James,  “The  Moon 
and  Sixpence"  by  Somerset  Maugham, 
Stephen  Vincent  Benet's  “The  Devil 
and  Daniel  Webster"  and  Budd  Shul- 
berg's  “What  Makes  Sammy  Run?" 


On  the  drawing  boards  now  at  NBC  are 
special  television  adaptations  of  such 
literary  favorites  as  “Rebecca,"  “The 
Spiral  Staircase"  and  “Portrait  of 
Jenny.”  A new  NBC  Television  series 
based  on  F.  Van  Wyck  Mason’s  excit- 
ing novel  “The  Barbarians"  is  be- 
ing produced  on  location  in  Rome. 

Mark  Twain’s  “Roughing  It”  will  olfer 


millions  of  NBC  viewers  a 
of  the  famous  humorist  as  a 
man.  And  Henry  Steele 
definitive  source  work  on  the 
Civil  War  will  provide  the  basis 
“The  Blue  And  The  Gray,"  a 
blazing  series  of  one-hour 


A far  cry  from  the  wrestling 
aud  transplanted  vaudeville  w 


minated  the  broadcast  schedule 
ly  a decade  ago-and  a bright 
gury  of  things  to  come  during  the 
60-1961  season  in  the  demand- 
creative  medium  of  television. 

r in  its  unending  quest  for  quality 
everything  it  does,  NBC  Television 
II  continue  to  attract  outstanding 
lents  from  all  branches  of  the 


Watched 

any 

good  books 
lately? 


creative  arts.  In  addition,  NBC  will 
continue  to  discover  its  own  creators 
-writers,  directors  and  performers. 

Result:  a whole  library  of  distin- 
guished literature,  a rich  treasure  of 
music,  art  and  drama- in  color  and 
in  black  and  white -on . . . 

NBC  TELEVISION  ^ 


Gill-Perna 

National  Representatives  of 
quality  radio  and  television  stations 
cordially  invite  you  to  visit  us  during 
the  convention. 

• 

Suite  1300 

Conrad  Hilton  Hotel 


radio  and  tv  are  on  the  proposed  agenda.  Waldorf- 
Astoria  Hotel,  New  York. 

April  25-27 — Sales  Promotion  Executives  Assn, 
annual  conference.  Hotel  Astor,  New  York.  Key 
speaker:  John  Caldwell,  executive  editor.  Sales 
Management. 

April  28 — Southern  California  Broadcasters  Assn. 
Luncheon  meeting  with  program  to  be  presented 
by  Cunningham  & Walsh,  L.A.  Hollywood  Knicker- 
bocker. 

April  28-29 — Ohio  Broadcasters  Assn,  annual 
meeting.  Pick-Ohio  Hotel,  Youngstown. 

5 April  28-30 — Adv.  Federation  of  America  fifth 
district  convention,  Pick-Fort  Hayes  Hotel,  Colum- 
bus, Ohio.  Among  speakers:  Dallas  Townsend, 
CBS  News;  Edward  McNeilly,  account  executive, 
Doyle  Dane  Bernbach;  George  Head,  advertising 
and  sales  promotion  manager.  National  Cash  Reg- 
ister Co.;  Frank  Lovejoy,  Socony-Mobil,  and  Harry 
Bowzer,  Dairy-Pak  Butler.  Preceding  convention 
(April  28)  will  be  reception  and  buffet.  Winners 
of  AFA  fifth  district  advertising  contest  will  be 
announced  at  Friday  (April  29)  luncheon,  with 
presentation  of  district's  Ad  Man  of  Year  at 
evening  banquet.  Advance  registrations  being  ac- 
cepted by  Columbus  Adv.  Club  of  area  Chamber 
of  Commerce,  30  E.  Broad  St. 

April  28-30 — Alabama  Broadcasters  Assn,  annual 
convention.  Miramar  East  Hotel,  Ft.  Walton 
Beach,  Fla. 

April  29-30 — Professional  Advertising  Club  of 
Topeka,  New  Adventures  in  Advertising  workshop 
and  clinic.  Special  copy  clinic.  Washburn  U., 
Topeka,  Kan. 

April  30 — Radio  Television  News  Directors  Assn, 
spring  board  of  directors  meeting.  Sheraton  Rus- 
sell Hotel,  New  York. 

April  30 — UPI  Broadcasters  Assn,  of  Connecti- 
cut convention.  Studios  of  WTIC-AM-TV  Hartford. 
April  30-May  1 — United  Press  International 
Broadcasters  Assn,  of  Texas  annual  convention. 
UPI's  national  radio-tv  editor  of  Chicago  will  be 
featured  speaker.  Special  program  from  Air  De- 
fense Command,  Colorado  Springs.  Baker  Hotel, 
Dallas. 


MAY 

May  1-7 — Society  of  Motion  Picture  and  Tele- 
vision Engineers  semiannual  convention.  "New 
Techniques  for  Films,  Tv  and  Video  Tape."  Am- 
bassador Hotel,  Los  Angeles. 

!,May  1-7 — U.  of  Missouri  School  of  Journalism, 
Columbia,  Mo.,  annual  journalism  week.  David 
Brinkley  and  Chet  Huntley,  NBC-TV  commentators, 
will  be  among  the  speakers.  Broadcasters  Day  is 
May  4.  Mr.  Brinkley  will  address  group  that  day; 
Mr.  Huntley  will  speak  at  banquet,  May  6 at 
7 p.m. 

*May  2 — Comments  due  on  proposed  FCC  rule- 
making  to  shift  Fresno,  Calif,  to  all-uhf  market. 

May  2 — Reply  comments  due  on  FCC  rulemaking 
to  duplicate  23  clear  channels  with  additional 
nighttime  service. 

May  2-4 — Assn,  of  Canadian  Advertisers  conven- 
tion, Royal  York  Hotel,  Toronto,  Ontario. 

May  3 — Conelrad  drill  scheduled  by  FCC  for 
all  radio  and  tv  stations  in  all  states  except  Hawaii 
and  Alaska.  Duration:  one  half-hour  at  time  cor- 
responding to  1 p.m.  EST. 

*May  3 — Television  Bureau  of  Advertising  sales 
clinic.  King  Cotton  Hotel,  Greensboro,  N.C.  For 
list  of  subsequent  sales  clinics  and  their  locations, 
see  THE  MEDIA  this  issue. 

May  4 — Reply  comments  due  on  FCC  proposal  to 
add  additional  vhf  channels  to  several  principal 
markets  through  reduced  mileage  separations. 

May  4 — Station  Representatives  Assn,  awards 
luncheon.  The  Silver  Nail  Timebuyer  of  the  Year 
award  and  Gold  Key  will  be  presented.  Waldorf- 
Astoria  Hotel,  New  York. 

May  4-7 — Institute  for  Education  by  Radio  and 
Television,  under  auspices  of  Ohio  State  U., 
Deshler-Hilton  Hotel,  Columbus,  Ohio. 

* May  5-6 — Montana  Broadcasters  Assn,  annual 
meeting.  Finlen  Hotel,  Butte. 

May  5-8 — American  Women  in  Radio  & Televi- 
sion national  convention.  On  agenda:  an  all-day  in- 
dustry forum;  six  radio-tv  workshops  and  general 
session  on  radio  programming,  tv  commercials 
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CAPITAL  TYPES  # 2 


TAX 

COLLECTOR 

Not  a bad  fellow  at  heart, 
someone  once  said,  but 
no  one  can  remember  who 
said  it.  Neighbors  keep 
blinds  drawn  day  and  night. 
Spoils  books  and  plays 
for  friends  by  telling  endings. 
Shows  conformist 
tendencies  in  listening  to 
WTOP  Radio,  the  important 
station  for  reaching  the 
20-County  Greater 
Washington  area. 


WTOP 
RADIO 

Washington,  D.  C. 

Represented  by  CBS  Radio  Spot  Sales 
Operated  by 

THE  WASHINGTON  POST  BROADCAST 

WTOP  RADIO,  Washington,  D.  C. 

WTOP-TV,  Channel  9,  Washington,  D.  C. 
WJXT,  Channel  4,  Jacksonville,  Florida 


The 

Churchill 

Memoirs 

FIRST  OF  A SIGNIFICANT  SERIES 

OF  ABC  TELEVISION 

PROGRAMS  IN  THE  PUBLIC  INTEREST 

“It  is  my  earnest  hope  that  pondering 
upon  the  past  may  give  guidance  in 
days  to  come,  enable  a new  generation  to 
repair  some  of  the  errors  of  former 
years  and  thus  govern,  in  accordance 
with  the  needs  and  glory  of  man, 
the  awful  unfolding  scene  of  the  future.” 

With  these  words,  Winston  Churchill 
concludes  the  preface  to  his  memoirs. 

And  from  these  words  the  most 
ambitious  project  in  visual  history 
takes  inspiration:  ABC’s  television 
presentation  of  this  pageant  of 
the  fateful  years  from  1919  to  1949. 

To  meet  so  immense  a challenge, 
historical  film  footage — much  of  it 
never  shown  before — has  been 
gathered  from  allied  and  axis  sources. 
Cameramen  have  girdled  the  globe 
to  film  special  interviews  with  the 
history-makers  of  our  time.  For  this 
series,  President  Eisenhower,  former 
President  Truman  . . . many  German, 
Italian,  Japanese  and  Russian 
leaders  have  added  their  eye-witness 
testimony  to  the  record. 

But  dominating  the  stage,  giving 
the  vast  scene  immediacy,  color, 
dynamic  import . . . are  the  words, 
the  voice,  the  presence  of  the  great- 
est of  all  living  history-makers  . . . 
The  Right  Honorable  Winston 
Spencer  Churchill  himself. 

The  program,  with  special  musical 
score  by  Richard  Rodgers,  will  be 
brought  to  the  American  television 
public  next  fall  in  a series  of  26 
half-hour  episodes. 

Pridefully,  it  takes  its  place  in  the 
array  of  public  affairs  programs 
creating  the  significant  look  of  ABC 
Television  in  1960.  n 


WATCH  ABC-TV  IN '60 

C more  people  will ) 


YOU 

KCAN'T 

KCOVER 

TEXAS 

without 


5 & 10! 


our  plans  for  top  rated 
spots  in  class  B,  C and  D 
time  deliver  viewers  at 
lowest  cost  per  thousand. 


I BLAIR  TELEVISION  ASSOCIATES 

^ J National  Representatives 


and  educational  tv.  Final  day  will  be  devoted 
to  business  meeting,  including  election  of  officers. 
Pick-Carter  Hotel,  Cleveland. 

May  6 — Radio  & Television  Guild  of  San  Francisco 
State  College  10th  annual  conference  and  banquet. 
May  6-7 — U.  of  Wisconsin  journalism  institutes, 
Wisconsin  Center,  Madison. 

May  9-11 — Institute  of  Radio  Engineers  Sym- 
posium, Hotel  del  Coronado,  Coronado,  Calif. 

May  10 — Wisconsin  Fm  Station  Clinic,  Center 
Bldg.,  U.  of  Wisconsin,  Madison. 

*May  12 — Reply  comments  due  on  proposed  FCC 
rulemaking  to  shift  Fresno,  Calif.,  to  all-uhf  mar- 
ket. 

May  12-15 — Advertising  Federation  of  America 
Fourth  District  convention,  Beach  Club  Hotel,  Fort 
Lauderdale,  Fla. 

May  13-15 — South  Dakota  Broadcasters  Assn, 
annual  meeting.  Sheraton-Johnson  Hotel,  Rapid 
City. 

May  14-16 — Advertising  Federation  of  America 

2nd  District  convention,  Skyline  Inn,  Mt.  Pocono, 
Pa. 

May  15-18 — National  Sales  Executives-Interna- 
tional  25th  annual  international  distribution  con- 
gress and  business  aids  show,  Statler-Hilton  Hotel, 
Buffalo. 

May  17 — Academy  of  Television  Arts  & Sciences, 
forum  on  "Easterns/'  film  production  in  New 
York,  Gold  Medal  Studios,  807  E.  175th  St. 

May  18 — Sigma  Delta  Chi  annual  banquet.  Dis- 
tinguished journalism  service  awards  in  15  cate- 
gories will  be  presented.  National  Press  Club, 
Washington,  D.  C. 

*May  18-19 — Illinois  Broadcasters  Assn,  meeting. 
Hotel  Orlando,  Decatur.  Key  speakers:  FCC  Comr. 
Robert  E.  Lee  and  Walter  Schwimmer,  president 
of  syndicated-package  and  distributor  firm  bearing 
his  name. 

May  18-20 — Electronic  Industries  Assn,  annual 
convention.  Pick  Congress  Hotel,  Chicago. 

May  18-21 — Pennsylvania  Assn,  of  Broadcasters. 
Galen  Hall,  Reading,  Pa. 

May  19 — Southern  California  Broadcasters  Assn, 
luncheon  meeting.  MacManus,  John  & Adams,  L.A., 
will  present  the  program.  Hollywood  Knickerbocker. 
May  21-22 — Illinois  News  Broadcasters  Assn, 
spring  meeting,  U.  of  Illinois  campus,  Urbana. 
Combined  clinic  and  business  meeting  will  be 
jointly  sponsored  by  INBA  and  university's  Col- 
lege of  Journalism  and  Communications,  with 
some  sessions  at  Inman  Hotel,  Champaign. 

May  26-31 — National  Federation  of  Advertising 
Agencies  annual  management  conference.  Northern- 
aire  Hotel,  Three  Lakes,  Wis. 

JUNE 

June  1-3 — International  Advertising  Assn.  12th 
annual  congress,  Waldorf  Astoria,  New  York. 
*June  4 — UPI  Broadcasters  of  Pennsylvania  annual 
statewide  meeting.  Army  General  Depot,  New 
Cumberland,  9 a.m. 

June  4-5 — Oklahoma  Associated  Press  Broad- 
casters Assn.  Trade  Winds  Motel,  Tulsa. 

June  5-9 — Advertising  Federation  of  America 
convention.  Hotel  Astor,  New  York. 

June  5-9 — Assn,  of  Industrial  Advertisers  annual 
convention.  Shoreham  Hotel,  Washington,  D.C. 

June  7-23 — National  Sales  Executives-Interna- 
tional  eighth  annual  session-graduate  school  of 
sales  management  and  marketing,  Syracuse  U., 
Syracuse,  N.Y. 

June  8 — Academy  of  Television  Arts  & Sciences, 
forum  on  tv  and  politics,  ABC. 

June  12-17 — Fourth  Annual  Communications  In- 
stitute for  High  School  Students,  institute  on 
broadcasting  sponsored  by  School  of  Journalism, 
Pennsylvania  State  U.,  State  College,  Pa. 

June  13-17 — International  Advertising  Film  Fes- 
tival, Lido,  Venice,  Italy. 

June  16 — Rehearing  on  Miami  ch.  7 case  in- 
volving questions  of  ex  parte  representation  to 
FCC  commissioners.  U.S.  Customhouse,  Philadel- 
phia. 

June  15-17 — American  Marketing  Assn,  annual 
meeting.  Hotel  Leamington,  Minneapolis. 

June  19-24 — National  Advertising  Agency  Net- 
work national  conference.  Oyster  Harbors  Club, 
Osterville,  Mass. 

June  20 — National  Academy  of  Television  Arts 
& Sciences  presents  annual  Emmy  Awards.  Pres- 
entation to  be  carried  over  NBC-TV,  10-11:30 
p.m.  EDT. 


June  20-21— Chicago  Spring  Conference  on 
Broadcast  and  Television  Receivers,  Graemere 
Hotel,  that  city,  running  concurrently  with  Inter- 
national Home  Furnishings  Market.  Emphasis  will 
be  on  home  consumer  entertainment  field  under 
sponsorship  of  Chicago  Section  of  Institute  of  Ra- 
dio Engineers. 

June  22-24 — Second  National  Conference  on 
Electronic  Standards.  Co-sponsors:  National  Bureau 
of  Standards,  Institute  of  Radio  Engineer's  profes- 
sional groups  of  instrumentation  and  microwave 
theory  and  techniques  and  American  Institute  of 
Electrical  Engineers,  National  Bureau  of  Standards 
Labs,  Boulder,  Colorado. 

June  23-25 — Maryland-D.C.  Broadcasters  Assn, 
annual  meeting.  Ocean  City,  Md. 

June  24-25 — Colorado  AP  Broadcasters  Assn., 
Pueblo. 

June  26-30 — Advertising  Assn,  of  the  West,  57th 
annual  convention,  Hotel  Del  Prado,  Mexico  City. 
Theme:  "Advertising  in  the  Challenging  Sixties." 
Speakers  include  Charles  Brower,  president,  BBDO; 
James  Fish,  vp  for  advertising,  General  Mills; 
Romulito  O'Farrill,  prominent  Mexican  broadcaster; 
James  Farley,  president,  Coca  Cola  Export  Co. 
Jupe  27-29 — Institute  of  Radio  Engineers  fourth 
national  convention  on  military  electronics,  spon- 
sored by  professional  group  on  military  electronics 
of  IRE,  Sheraton-Park  Hotel,  Washington,  D.C. 

JULY 

July  24-Aug.  5 — Advertising  Federation  of  Amer- 
ica's second  annual  management  seminar  in  ad- 
vertising and  marketing.  Harvard  Business  School, 
Boston.  A limit  of  50  applicants  has  been  set  to 
be  selected  from  agency  and  advertiser  marketing 
executives,  plus  one  representative  from  each  ma- 
jor media  association.  Applications  available  from 
AFA,  250  W.  57th  St.,  New  York  19. 

AUGUST 

Aug.  19-20 — Texas  AP  Broadcasters  Assn.  Baker 
Hotel,  Mineral  Wells. 

Aug.  23-26 — Western  Electronic  Show  & Con- 
vention, Ambassador  Hotel  and  Memorial  Sports 
Arena,  Los  Angeles. 

Aug.  26-27 — Oklahoma  Broadcasters'  Assn.  West- 
ern Hills  Lodge,  Wagoner. 

Aug.  29-Sept.  2 — American  Bar  Assn,  annual 
convention,  Statler-Hilton  Hotel,  Washington 
D.C. 

SEPTEMBER 

Sept.  19-22— Institute  of  Radio  Engineers  na- 
tional symposium  on  space  electronics  and  tele- 
metry, Shoreham  Hotel,  Washington. 

*Sept.  23-24 — Texas  Associated  Press  Broad- 
casters Assn,  convention.  Mineral  Wells. 

OCTOBER 

Oct.  2-4 — Advertising  Federation  of  America 
Seventh  District  convention,  Chattanooga,  Tenn. 
Oct.  3-5 — Institute  of  Radio  Engineers  sixth  na- 
tional communications  symposium,  Hotel  Utica  and 
Utica  Memorial  Auditorium,  Utica,  N.Y. 

Oct.  5 — Assn,  of  National  Advertisers  workshop 
on  advertising  management.  Ambassador  Hotel, 
Chicago. 

Oct.  10-12 — Institute  of  Radio  Engineers  na- 
tional electronics  conference,  Sherman  Hotel, 
Chicago. 

Oct.  16-17— Texas  Assn,  of  Broadcasters  fall 
convention.  Sheraton  Dallas  Hotel,  Dallas. 

Oct.  18-21— National  Assn,  of  Educational  Broad- 
casters annual  convention.  Jack  Tar  Hotel,  San 
Francisco. 

Oct.  25-26 — Engineering  section.  Central  Can- 
ada Broadcasters  Assn.  King  Edward  Hotel,  To- 
ronto. 

Oct.  31-Nov.  2 — Institute  of  Radio  Engineers  radio 

fall  meet,  Syracuse,  N.Y. 

NOVEMBER 

Nov.  16-18 — Television  Bureau  of  Advertising 
annual  meeting.  Waldorf-Astoria,  New  York 
Nov.  26 — Utah-Idaho  Associated  Press  Broad- 
casters Assn,  convention.  Twin  Falls,  Idaho. 

JANUARY  1961 

Jan.  13-14 — Oklahoma  Broadcasters'  Assn.  Bilt- 
more  Hotel,  Oklahoma  City. 
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THING  FOR  NEWS  FOR  THI 


Starring 
The  U.  S. 

Midshipmen 


Glorious  as 
our  country’s 

history’. 


rating  o| 
,e  series . 


ratings  ■ • ■ Lab 
i n d o 2 0.3, 

iaen-NWeslaco  ■ ■ ■ ^ 


Action! 

Gallantry! 

Excitement! 


Starring 
The  Corps 
Of  Cadets 


WEST  POINT 


ZfToTnZT  T‘"g  wlnnernowavail- 

tfiese:  Buffalo 22  9 Phhtirl  ? °win9s!  Ratings  like 
Tiaio  22.9,  Philadelphia  19.2,  Wichita  25.3 


Green  Bay  . . 


Starring 

RICHARD 

CARLSON 


I LED  3 LIVES 


From  the  secret  files  of  a counterspy  for  the  FBI, 
117  gripping  half-hourstories  ofthe  patriotic  Ameri- 
can who  led  three  lives  for  his  country.  Buffalo  17.2, 
Colorado  Springs  16.3,  M 

Honolulu  16.2,  Albany-  J 
Schenectady-Troy . . . 


— 


SMASH 

RE-RUN 

RATINGS 

AND  RESULTS... 
for  stations  and 
advertisers! 


mystery! 

Thrills! 

Romance! 


Starring 

KENT 

TAYLOR 


MEN  OF  ANNAPOLIS  BOSTON  BLACKIE 

Ifiuri  w r Stations  ! America  s m°st  Successful  mystery  show  ijw  hi«i,. 


America's  most  successful  mystery  show'  58  hioh 

r s t ra,,n9s  *"-= 

ham  20.3,  Buffalo  18.5,  Mobile  21.0,  Burlington- 
Plattsburgh  . . . mm 


25.2 


Starring 

MACDONALD 

CAREY 


CHRISTIAN 


39  quality-produced,  success-proved  half  hours 
winning  sensational  ratings  like  these  for  the  show 
that  delivers  the  all-family  audience:  New  Orleans 
21 .2,  Kansas  City  18.6,  Cin- 
cinnati 20.2,  Pittsburgh 


lienee:  New  urieaua 

26.8 


CURRENT  FILES  PACKED 
WITH  SUCCESS  STORIES 


In  market  after  market,  for  show  after  show,  the 
story’s  the  same:  Economee  TV  series  offer  unlimited 
opportunities  to  strengthen  programming,  win  larger 
audiences,  build  sales  and  profits!  All  series  available 
for  full  or  alternate  sponsorship  or  as  spot  carriers  to 
fit  sales  or  program  needs. 


Action  and 
suspense  . . . 
romance  and 
humor! 


Host 

HERBERT 

MARSHALL 


TIMES  SQUARE  PLAYHOUSE 


Top  Hollywood  stars,  brilliant  stories,  and  master- 
ful showmanship  in  every  half  hour  program.  39 
exciting  dramas  with  ratings  like  Philadelphia  13.6, 
St.  Louis  19.5,  Cleveland  20.6, 

San  Antonio  • 


ke  pniiaaeipma  io.v, 

32.5 


Starring 

BRODERICK 

CRAWFORD 


For  4 Years 
TV’s  Unquestioned 
#1  Series! 


HIGHWAY  PATROL 


fymmtvi/ 


156  half  hours  of  the  series  whose  incredible  first 
run  shattered  every  possible  record!  Riding  high  in 
rerun  now  with  ratings  like  these:  Shreveport  3^ 
Fort  Wayne  28.7,  New  York  City  M 
19.2,  Knoxville  _ M 


Great  new 
stars  in 
each  show! 


Host- 

Narrator 

ADOLPHE 

MENJOU 


wri«lCCKeS,t'Pr0Ved  “ ho,Jrs  baS8d  on  stories 
18  ! "rorW's  neatest  authors.  Charleston 

18.3, Huntmgton-Ashland  22.1, 

Birmingham  . . 1 


favorite  story 


JUST  11  1 sMS  FOR  YOUR  NEAREST  McGAVREN  man 

NEW  YORK/CHICAGO/LOS  ANGELES/SAN  FRANCISCO/DETROIT/ST.  LOIHS/SEATTLE 


Joining  its  sensational  San  Francisco  sister,  KABL 
at  the  top  of  America's  Good-Music  stations. 


BUFFALO 


ANOTHER  McGAVREN  8TATI0N 


sum 


OPEN  MIKE, 

Agency  research  puzzle 

editor:  Ever  since  you  ran  my  com- 
ments on  programming  and  research  in 
Monday  Memo  (page  16,  Feb.  29), 
my  advertising  colleagues  in  Chicago 
and  New  York  have  been  calling  me. 
Their  comments  are  agreeably  surpris- 
ing: It  seems  that  the  vast  majority  of 
them  agree  with  me  completely  that 
stilted,  unimaginative,  uncreative  re- 
search has  been  the  rule  in  program- 
ming— and  that  its  use  is  decreasing 
because  its  value  is  so  limited,  if  not 
confusing. 

This  now  confuses  me.  If  so  many  of 
those  concerned  with  programming  in 
Chicago  and  New  York  agree  with  my 
simple  observations,  why  does  the  con- 
dition exist  to  such  a degree?  . . . I’m 
sure  that  the  heady  response  I got  from 
the  programming  people  will  eventu- 
ally reach  the  research  people  who  are 
charged  with  the  responsibility  in  this 
area;  they  may  even  do  something 
about  it.  — Donald  Lucky  Kanter, 
Tatham-Laird  Inc.,  Chicago. 

'Basic'  entertainment 

editor:  I have  been  out  of  town  on 
business  and  upon  my  return  to  the 
office  I was  amused  to  find  in  the 
Closed  Circuit  department  for  March 
14  a little  item  [“Musical  truce?”]  about 
ASCAP’s  program  at  the  NAB  conven- 
tion in  Chicago  on  April  6. 

For  the  record,  ASCAP  does  not 
produce  any  entertainment  at  any  con- 
vention or  meeting  unless  it  is  invited 
to  do  so.  The  NAB  invited  the  Society 
to  provide  the  show  this  year.  And, 
secondly,  whatever  differences  of  opin- 
ion may  exist  between  members  of  the 
NAB  and  the  Society,  the  fact  remains 
that  the  Society’s  catalog  of  great  music 
is  the  basic  ingredient  not  only  of  the 
broadcasting  industry  but  of  every 
other  medium  of  entertainment. 

At  any  rate,  let  me  assure  you  that 
you  and  the  broadcasters  will  enjoy  the 
ASCAP  show  at  this  year’s  convention. 
— Richard  F.  Frohlich,  Director  of  Pub- 
lic Relations,  American  Society  of 
Composers,  Authors  and  Publishers, 
New  York. 

Medical  mixup 

editor:  In  the  Feb.  1 issue  on  page  83 
part  of  the  article  on  “Medical  series 
taped”  [syndication  by  Screen  Gems]  is 
wrong.  We  did  not  use  KRON-TV  San 
Francisco  taping  facilities  for  our  “Open 
Heart  Surgery”  remote  telecast.  It  was 
not  a Larry  Williams  production.  George 
Mathiesen,  then  our  assistant  station 
manager  and  now  general  manager  of 
KYW-TV  Cleveland,  conceived  the  idea 
and  was  executive  producer.  This  was 
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TOM  WELSTEAD 
AM  RADIO  SALES 
M^^C^JEL^EN 
WILL  PROV E Tt ! 

WCKY 

IS  ■ 

some! 

BUY  I 

And  prove  it  they  will!  All  it  takes  is  the 
latest  Nielsen,  a rate  card  and  your  comp- 
tometer. Feed  the  figures  into  that  machine 
and  the  tape  will  show  you  that  WCKY  reaches  a 
staggering  number  of  radio  homes  in  the  Tri-State 
Cincinnati  area  — and  reaches  them  at  a cost  so  un- 
believably low  it’ll  take  your  breath  away.  Talk  to 
Tom  Welstead  in  New  York;  talk  to  AM  Radio  Sales 
everywhere  else;  talk  to  the  buyer  in  the  next  office; 
they’ll  show  you -and  prove  it  so  it  sticks-that 
in  the  Greater  Cincinnati  area  WCKY  is  some  buy! 


WCKY-RADIO 
50,000  WATTS 
CINCINNATI 
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To  the  people  of  the  Twin  Cities  and  the  vast  Northwest  WCCO  Television  has  become  a habit 
...  a routine  ...  a way  of  life  They  have  taken  Channel  4 into  their  homes  like  a member  of 
lily  for  they  know  they  can  depend  on  Channel  4 to  give  them  the  type  of  day -in  and  day- 
out  programming  that  suits  them  and  their  needs. 

It  is  a habit  with  housewives  to  always  include  Randy  Merriman  and  Arle  Haeberle  in  their 
daily  lives. 

Kids  storm  their  television  sets  each  afternoon  to  watch  Axel,  Bozo  and  Clancy  the  Cop. 
People  of  the  Northwest  have  learned  to  depend  upon  the  Dave  Moore  News  and  the  Dean 
Montgomery  News  on  Channel  4 because  they  know  it  is  the  complete  news,  unaltered  by  sen- 
sationalism and  bias.  Channel  4 News  is  also  the  only  place  in  Northwest  television  where  the 
viewers  find  a thought-provoking  editorial  upon  which  they  can  pause  and  reflect.  They  know 
only  Channel  4 gives  them  the  news  in  depth  . . . the  type  of  newscasting  that  fits  their  way  of  life. 

Channel  4 is  a sports  fan’s  haven  Northwest  people  not  only  get  all  the  scores  and  sports 
features  on  the  Dick  Enroth,  Rollie  Johnson  and  Don  Dahl  sports  programs,  but  here  is  where 

j 

| 


AFFILIATED  WITH  THE 


CBS -TELEVISION  NETWORK 


they  find  live  telecasts  of  all  types  of  sporting  events  . . . more  than  on  any  other  television  station 
m the  area*  The  whole  family  knows  that  through  its  affiliation  with  the  CBS  Television  Network 
it  is  assured  of  the  finest  in  television  fare.  ision  ^ ork 

and  Great  in  Tw^City  no^i^bS  “ ^tofaXwhkh™611  G°°d 

Sn^w”wCCOraeelSen'  * ^ £*  *****  ^ P3St  y6ar  !March  ’SS-FebruaryTo) 

7*00  Alw  rJjC°3  commanding  an  average  43%  share  of  the  total  audience  from 

any  other  W S* ""  Ste  ^ket/  ' “ “ in 


It  all  goes  to  prove 
the  Northwest.  Call 
learn  how  you,  too 
to  sell  your  prod-, 
and  Northwests, 


WCCO  Television  is  a Way  of  Life  in 

Peters,  Griffin,  Woodward,  Inc.  and 
can  depend  on  WCCO  Television 

uct  in  the  Minneapolis-St.  Paul 

market. 


NEGRO 


Community  Programming 

+ 


SPANISH/PUERTO  RICAN 

Programming 


of  Whirl-Wind  sales  action 

WWRL 

NEW  YORK  DE  5-1600 

* 1 0:00AM-5:30PM 
**5:30PM-1 0:00AM 


his  show  from  beginning  to  end. 
Williams  was  the  writer  and  co-producer 
along  with  KPIX’s  Dave  Parker. — A l 
Baccari  Jr.,  Manager,  Public  Relations- 
Publicity,  KPIX  (TV)  San  Francisco. 
[We’re  sorry  about  the  mixup,  but  a Screen 
Gems  news  release  writer  will  have  to 
share  part  of  the  blame. — The  Editors.] 

Burned  over  'burning  issue' 

editor:  As  a participant  in  this  year’s 
NAB  State  Presidents’  Conference,  1 
must  take  exception  to  the  paragraph 
which  appeared  on  the  Closed  Circuit 
page  of  the  Feb.  29  issue  in  which  your 
writer  referred  to  the  “burning  issue” 
of  the  second  afternoon  of  the  confer- 
ence as  being:  How  to  get  auto  license 
plates  bearing  station  call  letters.  The 
item  either  indicates  that  your  reporter 
was  asleep  through  most  of  the  meeting 
or  remained  in  attendance  for  a brief 
10  minutes. 

For  a magazine  that  is  designed  to 
serve  the  industry  I find  this  reporting 
rather  reprehensible.  It  seems  a very 
shallow  way  to  take  swipes  at  a group 
of  industry  leaders  who  spent  two  full 
days  in  discussing  industry  problems. 
While  perhaps  we  did  not  cover  every 
problem  facing  us  today,  the  meeting 
did  produce  some  very  good  information 
that  those  who  attended  could  carry 
back  to  their  separate  organizations. 

Had  your  reporter  remained  awake 
at  the  afternoon  session  on  the  second 
day,  he  would  have  heard  many  other 
discussions,  most  of  them  more  lengthy 
than  the  discussion  concerning  auto  li- 
cense plates.  Among  those  topics  that 
covered  a greater  period  of  time  was 
the  one  concerned  with  the  methods  to 
be  employed  in  handling  what  might  be 
considered  “plug”  advertising  . . . Some 
of  the  other  areas  covered  . . . were 
music  licensing,  legislative  dinners, 
standards  of  good  practice  and  group 
insurance  . . . 

This  is  one  time  that  I find  myself 
very  much  annoyed  with  the  attitude 
of  your  magazine.  It  hasn’t  happened 
often. — Milton  E.  Mitler  (WADK  New- 
port, R.I.),  President,  Rhode  Island 
Broadcasters  Assn. 

[Our  reporter,  who  covered  the  meetings, 
could  not  have  been  asleep.  He  has  in- 
somnia.— The  Editors.] 
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made  things  happen  in  Norway  . . . and 


WPEN 


WPEN  personalities  originate  remote 
broadcasts  as  part  of  a ’PENtacular  cam- 
paign available  to  all  advertisers.  Said 
Charles  Ebner,  Sales  Promotion  Depart- 
ment, Food  Fair  Stores,  concerning  a recent 
remote  of  WPEN’S  Bud  Brees:  “Increase 
in  store  traffic”.  . .“success”.  . .“definite 
appeal”.  In  Sales...  And  In  Exciting  Listen- 
ing . . . WPEN  Makes  Things  Happen  In 
Philadelphia. 

WPEN 

Represented  nationally  by  GILL-PERNA 
New  York,  Chicago,  Los  Angeles,  San  Francisco,  Boston,  Detroit 

CONSOLIDATED  SUN  RAV  STATIONS 
WPEN,  Philadelphia  . . . WSAI,  Cincinnati  . . . WALT.  Tampa 


MONDAY  MEMO 

from  J.  NEIL  REAGAN,  vice  president,  McCann-Erickson,  Hollywood 


Personal  approach  packs  extra  tv  punch 


With  electronic  and  mechanical  de- 
vices of  television  interposed  between 
advertiser  and  prospect,  it  is  essential  to 
re-establish  the  personal  approach  as 
the  primary  art  of  communication  and 
persuasion. 

The  personal  approach  has  its  basis 
in  a very  simple  fact.  Communication 
between  one  human  being  and  another 
goes  on  not  only  between  lips  and  ears, 
symbols  and  eyes,  or  even  one  brain 
and  another,  but  rather  between  one 
personality  and  another. 

In  this  day  of  high  production  costs 
in  tv  it  is  more  imperative  than  ever 
that  advertisers  and  stations  take  every 
means  to  establish  the  personal  ap- 
proach. However  many  times  a mes- 
sage may  be  multiplied  through  trans- 
mitters to  receivers — it  fails  unless  it 
lodges  in  the  mind  of  one  individual.  A 
business  enterprise  may  sell  to  a mass 
market,  but  its  operative  buying  market 
is  always  one  person  at  a time. 

How  to  Persuade  ■ The  aim  of  virtu- 
ally all  advertising  is  persuasion.  At- 
tempts to  persuade  are  not  likely  to 
succeed — in  even  face-to-face  communi- 
cations— unless  they  are  directed  not 
simply  from  a sender  to  a receiver  but 
from  personality  to  personality. 

Another  need  for  the  personal  ap- 
proach lies  in  the  fact  that  your  tele- 
vision message  differs  from  face-to-face 
communication  in  the  circumstances  of 
its  reception.  Your  television  message 
goes  to  a non-captive  individual  with 
unlimited  freedom  to  accept,  reject,  or 
ignore.  Your  message  must  overcome 
inertia  and  indifference. 

Do’s  and  Don’t’s  ■ Just  as  there  is  no 
formula  for  the  best  combination  of 
reason,  feeling,  imagination,  and  so  on, 
there  is  no  definitive  list  of  require- 
ments for  the  personal  approach.  But 
the  personal  approach  in  television  is 
most  likely  to  succeed  when  it  is  directed 
from  personality  to  personality,  from  a 
distinctive  corporate  personality  to  a 
well-defined  consumer  personality;  when 
it  is  vibrantly  human;  when  it  is  honest- 
ly consumer-oriented;  when  it  is  news- 
giving or  novel  in  expression;  and  when 
it  is  informed,  helpful,  courteous,  en- 
thusiastic, entertaining  and  clear. 

Your  broadcast  message  is  likely  to 
fail  when  it  is  directed  to  a de-personal- 
ized  market  from  an  impersonal  busi- 
ness; when  it  is  institutional;  when  it  is 
plant-oriented  or  insincerely  consumer- 
oriented;  and  when  it  is  old-hat,  unin- 
formed, self  serving,  offensive,  apathetic, 


tedious,  or  confusing.  What  is  a corpo- 
rate personality?  It  is  a company’s  his- 
tory and  heritage;  the  character,  beliefs 
and  goals  of  its  leadership;  the  character 
and  caliber  of  the  staff  which  has  de- 
cided to  share  in  the  company’s  fortunes; 
total  energies,  talents,  facilities  and  re- 
sources. And  because  a personality  can 
live  and  grow  only  through  projection, 
a corporate  personality  is  .also  the 
character  of  its  communications.  The 
personality  of  a product  is  its  utility, 
glamor,  taste,  style,  economy — and 
many  other  attributes;  but  obviously,  it 
is  also  the  character  of  its  advertising, 
selling,  promotion  and  publicity. 

Know  Your  Consumer  "Now  what 
about  the  consumer  personality?  The 
personal  approach  places  even  more 
emphasis  on  “knowing  the  consumer” 
than  does  the  basic  doctrine  of  the 
modern  marketing  concept.  It  seeks  to 
know  the  consumer  not  only  in  terms  of 
geography,  living  standards,  age,  sex, 


J.  Neil  Reagan  started  in  radio  in  1933 
as  announcer  at  WHO  Des  Moines, 
moved  to  WOC  Davenport,  Iowa,  a 
year  later  and  worked  up  to  program 
director  before  leaving  the  Midwest  for 
Hollywood  and  a sports  announcing  job 
with  KFWB  in  1939.  Five  years  later 
he  quit  the  post  of  senior  director,  CBS 
Hollywood,  to  join  McCann-Erickson 
there  as  a producer-director.  Today,  as 
vice  president  of  the  agency,  he  is  in 
charge  of  tv-radio  programming  serv- 
ices for  the  West  Coast. 


etc.,  but  in  terms  of  a well-defined  per- 
sonality. It  calls  for  a knowledge  of  the 
consumer's  interests,  drives  and  re- 
sponses— both  conscious  and  uncon- 
scious. 

When  a message  is  transmitted  from 
one  person  to  another,  it  is  known  that 
there  is  loss  of  information.  But  even 
more  harmful  for  purposes  of  persua- 
sion, there  is  a loss  of  life.  When  a 
message  is  presented  through  the  voice 
of  a television  announcer,  it  has  lost 
many  of  the  live,  human  qualities  peo- 
ple can  convey  to  each  other  in  the 
same  room.  But  these  qualities  to  a 
surprising,  sometimes  an  amazing  de- 
gree, can  be  created  or  restored  by  the 
arts  of  language,  graphics  and  theatre. 

When  all  of  these  arts  are  brought  to 
bear  by  creative  writers  and  artists  of  an 
agency  rather  than  by  “product  de- 
scribes,” “price  quoters”  and  such,  it  is 
rewarding  exercise  to  watch  and  listen 
to  a tv  commercial  and  test  it  against 
the  simple  challenge,  “Is  it  alive  or 
dead?  How  close  is  it  to  being  vibrantly 
human?” 

Advertising  Etiquette  ■ A Lord  Ches- 
terfield on  etiquette  in  advertising  is  long 
overdue.  Among  the  ingredients  of  the 
personal  approach,  advertising  prob- 
ably offends  more  against  manners  than 
any  other  one  thing.  The  reason  for  ad- 
vertising's violations,  especially  in  tv — 
pile-driving  harangues,  water-torture 
repetition,  boorish-guest  abuses,  etc. — 
is  perhaps  found  in  the  fact  that  the 
message  must  win  attention,  persuade 
and  motivate  in  a matter  of  seconds. 

Making  noise  or  banging  away  with  a 
machine-gun  spray  of  “sure-fire”  hard- 
sell is  one  solution.  It  isn’t  very  in- 
ventive, but  sometimes  loud-mouth  ad- 
vertising works,  just  as  loud-mouth  jerks 
sometimes  succeed.  But  it’s  hell  on  the 
rest  of  us  and  a doubtful  technique  for 
building  good  relation  with  a market. 
It’s  a long  way  from  the  personal  ap- 
proach. 

Entertainment  and  selling  have  had  a 
long  history  together  since  the  earliest 
fairs  and  bazaars.  The  quality  of  being 
entertaining  accounts  for  a larger  share 
of  success  in  the  personal  approach 
than  any  other.  Because  it  joins  per- 
sonalities and  humanizes  messages,  the 
personal  approach  is  the  most  com- 
prehensive and  effective  form  of  human 
communication. 

Commercials  which  observe  the  prin- 
cipal requirements  of  the  personal  ap- 
proach have  that  extra  punch  needed  to 
influence  their  audience  favorably. 
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Few  things  resist  the  exposure  of  TIME.  So,  if 
EXPOSURE  for  your  sales  message  is  your  certain 
goal,  then  it  follows  that  the  wisest  use  of  TIME 
will  accomplish  your  purpose  more  directly. 

WBAL  Television  11  in  Baltimore  provides  you  with 
a direct  line  of  communication  with  the  Maryland 
market  and  to  the  people  you  want  to  reach  at  the 
TIME  you  need  to  reach  them.  Our  fine  NBC  and 
local  programming,  our  excellent  record  of  Public 
Service,  our  constant  effort  to  integrate  our  station 


with  the  life  of  our  community  . . . assure  you  of  a 
large  and  loyal  audience  at  any  TIME. 

"The  wisest  thing  is  time  ...”  so  the  philosopher 
says.  In  the  Maryland  Market,  a WISE  TIME  BUY 
is  WBAL  Television  11. 

NBC  Affiliate/Channel  11/Associated  with  WBAL-AM  & FM. 

WBAL-TV  BALTIMORE 

Nationally  represented  by  Edward  Petry  & Co.,  Inc.  ("~X0X0) 


*the  wisest  thing  is  time  . . . Thales 
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BEN  FRANKLIN 

could  have  been'The  Mr.  Big”  of  WPTR 


Because  Ben  wouldn’t  run  "formula  radio”  any  more  than 
he  ran  a formula  publication.  We  believe  his  concept 
(like  that  of  WPTR)  would  be  to  create  the  type  of 
responsible  broadcasting  that  would  serve  its  community 
best.  The  transmission  of  news,  the  intelligent  interpreta- 
tion of  news  and  the  courage  to  take  stand  on  issues  is 
GRASS  ROOTS  RADIO  AT  ITS  BEST.  This  is  WPTR. 

WPTR  originated  "Action  — Central  News” — it  has  a 
minimum  of  48  newscasts  every  day — it  pioneered  "radio 
editorials”.  "Public  opinion  polls”  are  among  its  regular 
features.  It  delivers  more  public  service  time  to  its  area 


than  any  other  radio  station  in  this  2,000,000  plus  market. 
People  trust  it. 

Perhaps  it’s  why  WPTR  has  more  local  advertising  than 
the  next  3.  stations  combined;  more  total  advertising 
than  the  next  2 stations  in  the  market  put  together. 


50,000 

PEOPLE  WATTS 


ALBANY,  TROY,  SCHENECTADY 

The  Dominant  Station  in  the  market  according  to  Pulse. 
Right  up  there  with  Hooper,  too.  Represented  nationally 
by  Robert  E.  Eastman  & Co.,  Inc. 
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A REAL  TEST  OF  ON-AIR  TOLL  TV? 


RKO-Zenith  will  ask  FCC  to  permit  $10  million  trial  in  Hartford 


The  first,  on-the-air  pay  tv  opera- 
tion will  begin  this  year  in  Hartford, 
Conn.,  if  the  FCC  approves  it. 

The  demonstration  would  be  run  by 
multiple  broadcaster  RKO  General 
(Thomas  F.  O’Neil)  under  an  agree- 
ment with  Zenith  Radio  Corp. 

The  agreement  was  announced  last 
week.  It  commits  RKO  General  to 
spend  virtually  $10  million  on  the  three- 
year  subscription  tv  service  demonstra- 
tion. 

To  get  a transmitter  for  tollcasting, 
RKO  General  is  buying  ch.  18  WHCT 
(TV)  Hartford.  It  is  paying  $900,000 
for  the  independent  station — $190,000 
in  cash  and  the  remainder  in  notes  and 
assumption  of  obligations. 

The  station  will  continue  to  be  oper- 
ated as  a regular  broadcast  outlet,  but 
will  engage  in  pay  tv  operations  at  cer- 
tain hours  during  the  day  and  night. 

An  application  to  the  FCC  for  its 
approval  to  initiate  the  pay  tv  Hart- 
ford pay  tv  operation  is  expected  to  be 
filed  before  the  end  of  April. 

Operation  of  on-the-air  pay  tv  re- 
quires FCC  approval.  The  commission’s 
requirements — which  restrict  the  dem- 


onstration in  many  respects  — were 
issued  in  1959. 

Franchise  Set-Up  ■ Under  the  RKO 
General-Zenith  contract,  the  broadcast- 
ing company  will  be  the  key  franchise 
holder  in  the  Hartford  Phonevision 
system.  It  will  arrange  for  station  time, 
programs  and  staff. 

Zenith,  however,  will  work  closely 
with  RKO  General.  It  will  supply  RKO 
General  with  encoding  apparatus  to  be 
used  at  the  encoding  center  and  with 
decoders  to  be  sold  to  RKO  General  at 
cost.  The  decoders  will  be  leased  to 
subscribers. 

Details  of  program  supply  were  not 
made  public.  Programs  will  comprise 
Grade  A feature  motion  pictures,  sports, 
theatre  and  special  events,  but  where 
this  product  will  come  from  was  not 
divulged. 

“After  years  of  intensive  research  and 
development,”  Zenith  President  Joseph 
S.  Wright  said  last  week,  “we  have  now 
come  to  the  point  where  for  the  first 
time  in  history  thousands  of  American 
television  set  owners  can  look  forward 
to  having  shortly  the  finest  box  office 
entertainment  right  along  with  programs 


currently  sponsored  by  advertisers.” 

In  referring  to  the  new  decoding 
equipment,  Mr.  Wright  said  Zenith 
would  start  tooling  for  production  by 
the  time  the  test  authorization  is  grant- 
ed. Delivery  of  units  will  begin  in  a 
matter  of  months  thereafter,  he  stated. 

Free  and  Fee  « Thomas  F.  O’Neil, 
president  of  RKO  General,  emphasized 
that  during  the  broadcast  day  WHCT 
will  broadcast  sponsored  and  sustaining 
programs  just  like  any  other  tv  station. 
“For  a few  hours  each  day,  the  station 
will  operate  on  a subscription  basis, 
presenting  without  commercials  major 
box  office  features  not  shown  on  regu- 
lar tv.  These  will  be  available  only  to 
subscribers,  who  will  be  charged  a fee 
for  each  feature  seen  that  will  be  sub- 
stantially below  the  cost  of  going  out- 
side the  home  to  see  it.” 

Mr.  O’Neil  added  that  he  was  con- 
vinced that  a pay  tv  system  to  supple- 
ment advertising  sponsored  programs 
was  essential  to  enable  television  to  ful- 
fill its  technical  potential  of  providing 
a really  broad  service  to  the  public, 
and  to  provide  wide  availability  of  top 
flight  box  office  entertainment  that  is 


Backers  of  $10  million  toll  test  ■ The  heads  of  RKO  Gen- 
eral, owner  of  a string  of  broadcast  stations,  and  Zenith 
Radio  Corp.,  long-time  promoter  of  subscription  television, 
joined  forces  last  week  to  seek  FCC  approval  of  the  first 
significant  trial  of  on-the-eir  pay  tv.  In  picture  at  left  is 


Thomas  0‘Neil,  president  of  RKO  General,  which  will  put 
up  as  much  as  $10  million  for  a three-year  toll  try-out  in 
Hartford,  Conn.,  if  the  FCC  approves.  In  picture  at  right 
is  Joseph  S.  Wright  (1),  president  of  Zenith,  and  Pieter  E. 
van  Beek,  assistant  to  the  president  for  Phonevision. 
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Big  question:  toll  tv  by  wire  or  on  air? 


RKO  General  decided  to  take  the 
plunge  in  on-the-air  subscription  tele- 
vision because  of  bullish  reports 
about  a wired  subscription  television 
operation  in  Toronto. 

International  Telemeter’s  wired 
system  went  into  business  in  the 
Canadian  city  in  late  February.  On 
the  strength  of  subscriber  interest 
shown  there,  Telemeter  has  said  it 
intends  to  wire  other  markets  in 
Canada  and  the  U.S.  this  year 
(Broadcasting,  March  7). 

If  wired  systems  spread,  in  the 
RKO  General  view,  the  threat  to 
the  existing  tv  broadcast  system 
would  be  serious.  RKO  General 
President  Thomas  F.  O’Neil  was  rep- 
resented by  associates  last  week  as 


thinking  that  wired  systems  would 
eventually  go  after  advertising  rev- 
enue as  well  as  subscriber  fees. 
Wired  tv  could  charge  less  for  ad- 
vertising than  broadcast  tv  because 
a large  part  of  its  overhead  would  be 
supported  by  its  box-office.  Wired 
systems  also  enjoy  the  advantage  of 
operating  outside  federal  regulation, 
Mr.  O’Neil  has  pointed  out.  They 
need  to  carry  no  programs  except 
pure  entertainment.  Broadcasting  has 
expensive  obligations  beyond  that. 

To  protect  its  large  holdings  in 
broadcasting  (six  radio  stations,  four 
television  stations  and  part  of  a fifth 
tv  outlet  in  Canada),  RKO  General 
decided  to  join  with  Zenith  in  the 
test  of  on-the-air  subscription  tv. 


currently  unavailable  or  too  costly  for 
a large  proportion  of  the  public. 

The  RKO  General-Zenith  agreement 
provides  that  RKO  General  will  begin 
operating  toll  tv  when  2,000  subscrib- 
ers have  been  signed  up. 

If  pay  tv  takes  hold,  it  was  learned, 
RKO  General  has  an  option  to  institute 
Zenith  Phonevision  subscription  tv  in 
five  markets. 

The  option  is  qualified.  It  permits 
RKO  General  to  take  over  the  Phone- 
vision  franchise  in  one  city  of  the  na- 
tion’s top  three;  one  in  fourth,  fifth  or 
sixth  market,  and  one  in  the  seventh, 
eighth  and  ninth  markets.  RKO  General 
is  limited  to  serve  no  more  than  20% 


of  the  national  tv  audience  in  its  five 
markets. 

Ways  Out  ■ The  Hartford  agree- 
ment contains  a number  of  escape 
clauses.  RKO  General  is  given  the  right 
to  terminate  the  contract  if:  (1)  the 
FCC  fails  to  approve  the  application 
within  three  years  or  if  RKO  General 
has  spent  $2  million  before  then;  (2) 
the  system  cannot  sign  up  50,000  cus- 
tomers, or  (3)  RKO  General,  after 
spending  $10  million,  determines  there 
is  no  future  in  pay  tv. 

The  program  mapped  for  the  begin- 
ning of  pay  tv  falls  into  four  phases; 

1.  Secure  FCC  approval. 

2.  Offer  to  public. 


3.  Start  service  with  basic  number  of 
customers  (2,000). 

4.  Continue  service  with  increase  of 
subscribers. 

An  RKO  General  subsidiary  will  ar- 
range contracts  with  Zenith  for  equip- 
ment, through  TECO,  the  company 
which  holds  the  license  from  Zenith  for 
Phonevision.  TECO  is  largely  owned 
by  Zenith  stockholders. 

RKO  Pictures,  the  film  production 
arm  of  the  RKO  entity,  has  no  major 
backlog  of  modern,  up-to-date  feature 
films,  it  was  learned  last  week.  With 
few  exceptions  all  the  RKO  library  was 
sold  to  Matthew  M.  Fox’s  C&C  Super 
Corp.  several  years  ago.  These  are  now 
owned  by  United  Artists  Associated. 
RKO  has  not  produced  any  motion 
pictures  for  the  last  three  years. 

The  choice  of  an  independent  outlet 
in  Hartford  was  underlined  by  both 
RKO  General  and  Zenith  sources.  The 
future  of  pay  tv,  spokesmen  said,  lies 
in  using  independent,  non-network  af- 
filiated stations  which  can  use  the  extra 
income.  It  may  show  that  this  type  of 
station,  now  operating  at  a loss,  may 
operate  profitably  if  permitted  to  en- 
gage in  pay  tv. 

This  feeling  was  even  stronger  on 
the  part  of  RKO  General  regarding  the 
use  of  a uhf  station.  Any  nationwide 
expansion  of  pay  tv,  RKO  General 
feels,  will  have  to  be  on  uhf — to  test  air 
subscription  against  entrenched,  com- 
mercially-successful  vhf  operation. 

Last  week’s  announcement  stated 
that  Edward  D.  Taddei,  president  of  the 
company  now  owning  WHCT,  would 
remain  as  general  manager. 

The  insurance  capital  of  the  United 
States,  Hartford,  is  the  capital  of  the 
state  of  Connecticut  and  has  a popula- 
tion of  200,000.  In  Hartford  County 
alone  there  are  200,000  homes,  with 
over  90%  saturation  in  tv  receiver  own- 
ership. 

Four  Signals  ■ Hartford  tv  owners 
get  four  signals — from  WHCT,  from 
the  CBS-affiliated  ch.  3 WTIC  (TV) 
Hartford,  from  the  NBC-affiliated  ch. 
30  WNBC  (TV)  New  Britain,  and 
from  ABC-affiliated  ch.  8 WNHC-TV 
New  Haven. 

Interestingly  enough  RKO  General 
once  owned  50%  of  the  ch.  18  facility, 
then  with  the  call  letters  WGTH.  RKO 
General  and  the  Hartford  Times  jointly 
owned  the  station  and  sold  it  to  CBS 
in  1956  for  $650,000.  CBS  in  turn  sold 
the  uhf  outlet  to  its  present  owners  in 
1958  for  $250,000. 

RKO  General  is  the  radio-tv  division 
of  RKO  Teleradio  Pictures  Inc.,  which 
is  owned  in  turn  by  General  Tire  & 
Rubber  Co.,  Akron,  Ohio.  RKO  Gen- 
eral owns  and  operates  the  Yankee 
Network  (New  England).  It  owns  also 
WOR-AM-FM-TV  New  York,  WNAC- 
AM-TV  and  WRKO  (FM)  Boston, 


Zenith's  box-office  ■ The  decoder 
pictured  here  is  a new  Zenith  de- 
sign. It  is  said  to  be  capable  of 
taking  subscriptions  in  cash  or  credit 
- — cash  by  coins  inserted  in  slot  at 
right,  credit  by  collection  of  a print- 
ed record  and  a master  tape. 

Zenith  officials  said  last  week  they 
thought  RKO  General  would  try  out 
the  credit  system  if  the  Hartford  test 
was  authorized.  In  that  system,  the 
subscriber  turns  the  dial  on  the 
front  of  decoder  to  a code  number 
previously  announced  (in  newspaper 
or  tv  ads  or  in  direct  mail  to  sub- 
scribers). When  the  code  number 
is  turned  up,  the  decoder  unscram- 


bles the  video  and  audio  signals  that 
have  been  transmitted  through  an 
encoding  device  that  tears  both 
sound  and  picture  signals  so  they 
are  unintelligible  when  received 
without  decoding. 

Simultaneously  the  decoder  makes 
two  records  of  the  tuning,  one  print- 
ed on  a sheet  and  the  other  electron- 
ically imposed  on  a magnetic  tape. 
At  the  end  of  a billing  period,  prob- 
ably a month,  the  subscriber  pulls 
the  printed  sheet  from  the  back  of 
the  decoder  and  mails  it  with  his 
payment  to  the  pay  tv  station.  The 
tape  record  is  kept  in  the  machine, 
beyond  easy  reach  of  the  subscriber, 
as  a check  against  the  printed  bills 
the  customers  send  in.  Periodically 
pay  tv  maintenance  men  can  check 
the  tapes  to  see  if  customers  have 
been  paying  for  what  they  have  been 
getting. 

Zenith  officials  estimate  that  the 
decoders  can  be  built  and  installed, 
once  quantity  production  is  achieved, 
at  a unit  cost  of  about  $100. 
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THE  PROCTER  & GAMBLE  CO. 


GENERAL  MOTORS  CORP. 


GENERAL  FOODS  CORP. 


CHRYSLER  CORP. 


AMERICAN  AIRLINES,  INC. 


COLGATE-PALMOLIVE  CO. 


R.  J.  REYNOLDS  TOBACCO  CO. 


UNITED  AIR  LINES,  INC. 


GENERAL  MILLS,  INC. 


BROWN  & WILLIAMSON 
TOBACCO  CORP. 


FORD  MOTOR  CO. 


THE  COCA-COLA  CO. 


GENERAL  CIGAR  CO. 


VICK  CHEMICAL  COMPANY 


BEST  FOODS 


U.  S.  TOBACCO  CO, 


TEXACO  CANADA  LIMITED 


MILES  LABORATORIES,  INC. 


THE  AMERICAN  TOBACCO  CO. 


INTERNATIONAL  SHOE  CO. 


FIRESTONE 


GULF  OIL  CORP. 


STERLING  DRUG,  INC. 


LEVER  BROTHERS  CO. 


WPIX-11  carries  more  minute  advertising  from 
the  top  25  national  spot  advertisers  than  any 
other  New  York  television  station.*  ■ Leading 
advertisers  select  wpix-11  for  the  “network 
look”  of  its  programming,  its  Nielsen 
proved  quality  audience  and  the  guar- 
anteed good  company  of  other  national 
advertisers.  Your  product  message 
will  never  appear  with  “mail  order”  or 


* Broadcast  Advertiser  Reports 


over-long  commercials— because  wpix-11  does  not 
accept  this  kind  of  advertising  ■ Only  wpix-11, 
of  all  seven  New  York  TV  stations,  offers  you  so 
many  opportunities  to  place  minute  commer- 
cials in  such  a productive  selling  atmos- 
phere during  the  prime  nighttime  hours! 

Where  are  your  60-second  commercials  tonight? 


WI PH 


new 

york 
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KHJ-AM-FM-TV  Los  Angeles,  KFRC- 
AM-FM  San  Francisco,  WHBQ-AM- 
TV  Memphis,  WGMS-AM-FM  Wash- 
ington and  one-third  of  CKLW-AM- 
TV  Windsor,  Ont.  (Detroit). 

This  is  not  RKO  General’s  first  asso- 
ciation with  pay  tv.  WOR-TV  in  New 
York  was  used  as  a test  station  several 
years  ago  by  Skiatron  Television  & Elec- 
tronics Corp.  to  try  out  the  technicalities 
of  its  SubscriberVision  system.  Sub- 
scriberVision  is  similar  to  other  methods 
of  pay  tv  in  that  a scrambled  picture  is 
transmitted  and  is  unscrambled  at  the 
receiving  end  via  an  IBM-type  punch 
card. 

NBC  Deal  ■ RKO  General  also  has 
made  arrangements  to  exchange  its 
Boston  station  for  NBC’s  Philadelphia 
outlets.  It  is  also  buying  NBC’s  Wash- 


ington stations  for  $11.5  million.  Con- 
summation of  the  Washington  transfer 
will  require  RKO  General  to  sell  its 
WGMS  outlets  (Closed  Circuit,  page 
5). 

These  transactions  are  involved  in 
the  RCA  consent  decree  resulting  from 
a government  antitrust  suit  charging 
coercion  when  NBC  and  Westinghouse 
Broadcasting  Co.  exchanged  their 
Cleveland  and  Philadelphia  properties. 

FCC  Order  Strict  ■ The  FCC’s  order, 
authorizing  pay  tv,  was  issued  in  March 
1959  and  is  loaded  with  special  limita- 
tions. Some  of  them: 

■ Only  one  system  may  be  tested  in 
a city — and  only  one  city  may  be  used 
by  each  system. 

■ Tests  may  be  undertaken  only  in 
cities  receiving  four  or  more  regular 


tv  signals.  There  are  about  20  such 
markets,  it  is  estimated. 

■ The  sale  of  decoding  equipment  to 
the  public  is  prohibited. 

■ Tests  may  run  no  longer  than  three 
years. 

■ Pay  tv  operations  must  not  inter- 
fere with  or  degrade  regular  broadcast 
signals. 

The  commission’s  “Third  Notice” 
came  after  almost  two  year’s  debate 
before  the  FCC  and  the  House  Com- 
merce Committee  and  despite  the  active 
opposition  of  the  Commerce  Committee 
chairman,  Rep.  Oren  Harris  (D-Ark.). 
When  the  FCC  isued  its  report,  the 
House  Commerce  Committee  voted 
approval  by  a narrow  one-vote  margin. 
A hearing  on  toll  tv  was  held  by  the 
House  committee  in  early  1958. 


NAB  CONVENTION 


TOP  ADVANCE  REGISTRATION  AT  NAB 

Marshaling  of  defense  brings  ’em  out  at  Chicago’s  Conrad  Hilton 


The  broadcasting  business,  seared  by 
attacks  from  all  directions,  sought  ref- 
uge April  3-6  in  the  vast  corridors 
and  auditoriums  of  the  Conrad  Hilton 
Hotel,  Chicago. 

NAB’s  38th  annual  convention  found 
broadcasters  on  the  defensive  for  the 
first  time  in  years — an  alarming  pos- 
ture in  direct  contrast  to  the  1959 
convention  under  the  same  roof. 

With  the  heat  on — and  it  was  enough 
heat  to  raise  fears  for  the  course  new 
broadcast  legislation  may  take — several 
thousand  industry  executives  and  rep- 
resentatives of  satellite  interests  con- 
verged on  the  Conrad  Hilton  with  one 
question  paramount: 

Do  legislative  pressures,  fanned  by 
well-heralded  investigations  into  quiz- 
rigging and  payola,  pose  an  eventual 
threat  to  the  existence  of  the  private 
enterprise  system  of  broadcasting? 

Record  Registration  ■ The  industry’s 
response  to  these  attacks  was  reflected 
in  record-breaking  advance  registration. 
At  the  opening  of  NAB’s  convention 
office  April  1 , Everett  Revercomb,  NAB 
secretary-treasurer  and  convention  man- 
ager, reported  he  had  received  2,240 
paid-in-advance  registrations.  Of  these 
1,834  were  management  and  406  engi- 
neering delegates.  Advance  registration 
at  the  comparable  point  a year  ago 
when  NAB  met  at  the  same  hotel  was 
1,850;  final  registration  last  year  was 
2,400.  (See  Our  Respects  to  sketch 
of  Mr.  Revercomb  page  159.) 

Despite  the  triple-threat  pressures 
from  the  Congress,  the  FCC  and  Fed- 
eral Trade  Commission  plus  public  re- 
sponse to  inflammatory  headlines,  only 


one  of  the  three  Federal  agencies — 
the  FCC — is  formally  represented  on 
the  convention  agenda.  Senators,  con- 
gressmen and  FTC  members  aren’t 
billed  on  the  agenda. 

FCC  Chairman  Frederick  W.  Ford 
will  make  his  industry  bow  Tuesday  at 
the  luncheon  session,  heading  a five- 
member  delegation  from  the  commis- 
sion. The  chairman  and  four  other  com- 
missioners wifi  take  part  in  the  tradi- 
tional NAB-FCC  roundtable  Wednes- 
day morning,  a panel  that  has  helped 
clear  up  misunderstanding  through  the 
years.  Chairman  Ford  was  named 
luncheon  speaker  after  his  appoint- 
ment to  the  post  by  President  Eisen- 
hower, replacing  former  Chairman 
John  C.  Doerfer,  resigned.  Several 
FCC  staff  executives  will  participate  in 


FCC  at  NAB 

Five  of  the  six  members  of  the 
FCC  will  be  attending  the  NAB 
convention  in  Chicago  this  week, 
with  Robert  E.  Lee  the  lone  com- 
missioner planning  to  remain  in 
Washington.  Attending  the  Chi- 
cago gathering  will  be  Commis- 
sioners Frederick  W.  Ford  (chair- 
man), Rosel  Hyde,  Robert  T. 
Bartley,  T.A.M.  Craven  and  John 
S.  Cross.  Because  of  the  conven- 
tion, the  regular  Wednesday  com- 
mission meeting  will  not  be  held. 
A session  has  been  tentatively 
scheduled  for  Friday  (April  8). 


convention  meetings. 

Completing  the  government’s  role 
in  the  convention  will  be  Secretary  of 
State  Christian  Herter,  who  speaks  at 
the  April  4 luncheon. 

Truman  to  Speak  ■ Fireworks  may 
be  expected  Monday  and  Tuesday 
when  ex-President  Harry  S.  Truman 
appears  as  guest  of  Radio  Pioneers. 
Mr.  Truman  will  hold  a news  con- 
ference Monday  afternoon.  He  will 
address  the  pioneers’  banquet  Tuesday 
evening.  With  campaigning  getting  un- 
der way  for  the  1960  party  nomina- 
tions, delegates  were  wondering  if  Mr. 
Truman  might  make  some  headlines 
before  the  convention  ends. 

Early  arrivals  at  the  Conrad  Hilton 
were  discussing  a solemn  topic — selec- 
tion of  a new  NAB  president  to  fill 
the  vacancy  created  by  the  death  of 
Harold  E.  Fellows. 

An  eight-man  selection  committee 
headed  by  C.  Howard  Lane,  KOIN- 
AM-FM-TV  Portland,  Ore.,  is  expected 
to  meet  during  the  convention.  There 
was  no  advance  indication  this  group 
is  at  all  close  to  selection  of  a nominee 
for  NAB  board  consideration. 

Formal  opening  of  the  convention  is 
set  for  Monday,  10:30  a.m.,  when  Dr. 
Frank  Stanton,  president  of  CBS  Inc., 
will  deliver  a tribute  to  Mr.  Fellows, 
who  died  in  the  ninth  year  of  his  NAB 
presidency.  A board  resolution  eulogiz- 
ing Mr.  Fellows  will  be  read. 

Sunday,  April  3,  is  Fm  Day,  a new 
(Continued  on  page  42) 

Agenda  of  events  pages  40-41 
Exhibits  and  suites  page  50 
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This  is  the  kind  of  hold  our  station  has  on  people 

How  do  you  measure  loyalty ? 

Not  by  the  bare  figure  of  our  daily  audience 
(747,640  TV  homes) . Not  by  the  lines 
drawn  on  our  coverage  map  (41  counties  in 
3 states) . And  npt  by  a mere  addition  of 
their  purchasing  power  ($3,361,973,000  last 
year) . Here  in  the  WHIO-TV  area  these 
figures  are  most  impressive  — but  how,  and 
to  what  extent,  do  they  apply  to  you? 

In  full  measure,  we  say,  from  the  vantage 

Associated  with  WSB,  WSB-TV,  Atlanta,  Georgia  and  WSOC,  WSOC-TV,  Charlotte,  North  Carolina 


ONE  OF  AMERICA’S  GREAT  AREA  STATIONS 

Reaching  and  Holding  2,881,420  People 


point  of  living  with  our  audience.  Its  loyalty 
is  expressed  through  mail  counts  and  rat- 
ings, in  which  we  excel  year  after  year.  Our 
loyalty,  through  programming  of  many 
public  service  features  — and  through  such 
details  as  no  triple  spots. 

Let  George  P.  Hollingbery  tell  you  how 
these  dual  loyalties  transfer  in  depth  to 
sponsors’  effort.  He  and  his  rate  card  mean 
exactly  what  they  say. 


whio-tv 

CBS 


channel 


day  ton, 
ohio 


SUNDAY,  April  3 

9 a.m.-5  p.m.  Registration.  Lower  Lobby. 

9 a.m.  Buses  leave  south  entrance  of  Conrad  Hilton  for 
Broadcasting  golf  tournament. 

9 a.m. -5:30  p.m.  ABC  Affiliates  Meeting,  Grand  Ballroom. 

9:30  a.m. -12:30  p.m.  Assn,  of  Maximum  Service  Telecasters, 
membership  meeting.  Bel  Air  Room. 

10  a.m.- 12  noon  National  Assn,  of  Fm  Broadcasters,  Waldorf 
Room.  Presiding:  Fred  Rabell,  KITT  (FM)  San  Diego. 
Sales  and  program  seminar. 

1 1 a.m.  Regional  Broadcasters.  Williford-C. 

1 1 a.m.-l  p.m.  Daytime  Broadcasters  Assn.,  membership 
meeting.  Room  14. 

12  noon-7  p.m.  Exhibits.  Lower  Lobby. 

12:45-3  p.m.  Assn,  of  Maximum  Service  Telecasters,  board 
luncheon.  Room  9. 

1 p.m.  MBS  Affiliates  Advisory  Committee,  Royal  Skyway 
Suite  2306. 

2 p.m.  ABC-TV  Affiliates  Meeting,  Grand  Ballroom. 

2:30-5  p.m.  Waldorf  Room.  Fm  Day  Program.  Presiding: 
Ben  Strouse,  WWDC-FM  Washington. 

Fm,  Population  Explosion:  John  F.  Meagher,  NAB 
radio  vice  president;  Everett  L.  Dillard,  WASH  (FM) 
Washington,  D.C. 

Fm,  the  Count  Up:  Dr.  Sidney  Roslow,  The  Pulse 
Inc.;  Frank  Stisser,  C.E.  Hooper  Inc.;  Richard  M.  Aller- 
ton,  NAB  research  manager. 

The  Fm  Receiver  Manufacturer  Speaks:  Henry  Fogel, 
Granco  Products;  C.J.  Gentry,  Motorola  Inc.;  Ted  Leit- 
zell,  Zenith  Radio  Corp. 

Fm,  an  Official  Evaluation:  Robert  D.  Linx,  FCC 
Field  Supervisor,  Conelrad. 

If  l Owned  an  Fm  Station:  Edward  L.  Barry,  Chicago 
Tribune:  Bernie  Harrison,  Washington  Evening  Star. 

3:30  p.m.  NBC-TV  Affiliates  Meeting.  Palmer  House.  Red 
Lacquer  Room. 

3:30-5:30  p.m.  Clear  Channel  Broadcasting  Service,  member- 
ship meeting.  Room  13. 

5:30-7:30  p.m.  ABC  Affiliates  Reception,  Williford  A&B. 
6:30  p.m.  CBS-TV  Reception  and  Banquet.  Ambassador  Hotel. 
7 p.m.  VIP  Dinner.  Hotel  Drake,  Dining  Room  G. 

9 p.m.  First  Reunion  and  Smoker,  NAB  alumni  chapter, 
Harvard  Business  School  seminar.  Lower  Tower. 

MONDAY,  April  4 

7 a.m. -7  p.m.  Registration.  Lower  Lobby. 


ON  TAP  IN  CHICAGO 

Official  agenda  events  and  unofficial  sessions.  All  events 
at  Conrad  Hilton  unless  otherwise  indicated. 


8-10  a.m.  NAB  Television  Code  Review  Board,  breakfast. 
Room  12. 

8-10  a.m.  Quality  Radio  Group,  breakfast.  Room  9. 

8-10:15  a.m.  Tv  Stations  Inc.,  membership  breakfast. 
Sheraton-Blackstone,  Mayfair  Room. 

9 a.m.-9  p.m.  Exhibits.  Exhibition  Hall. 

9:15-10:30  a.m.  Crystal  Ballroom,  Sheraton-Blackstone. 
Engineering  Conference.  Presiding:  Raymond  F.  Guy,  senior 
staff  engineer,  NBC;  Session  Coordinator:  Russel  Pope, 
director  of  engineering,  KHSL-AM-TV  Chico,  Calif. 

10:30-11:45  a.m.  Grand  Ballroom.  General  Assembly. 
Presiding:  Thomas  C.  Bostic,  KIMA  Yakima,  Wash., 
1960  convention  co-chairman.  Invocation:  The  Reverend 
Kenneth  Hildebrand,  D.D.,  Central  Church  of  Chicago. 
Presentation  of  the  Colors:  Great  Lakes  Naval  Training 
Center  Color  Guard.  The  National  Anthem:  Great  Lakes 
Naval  Training  Center  Band.  Tribute:  to  Harold  E. 
Fellows,  late  NAB  president:  Dr.  Frank  Stanton,  presi- 
dent, CBS  Inc. 

Keynote  Address:  Clair  R.  McCollough,  Steinman 
Stations,  chairman  of  NAB  Policy  Committee. 

Presentation  of  NAB  Distinguished  Service  Award:  To 
Mr.  McCollough  by  G.  Richard  Shafto,  WIS-TV  Colum- 
bia, S.C.,  chairman,  NAB  Tv  Board. 

12:30-2:15  p.m.  Grand  Ballroom.  Luncheon  and  General 
Assembly.  Presiding:  Payson  Hall,  Meredith  Publishing 
Co.  Stations,  1960  convention  co-chairman.  Invocation: 
The  Most  Reverend  Raymond  P.  Hillinger,  Auxiliary 
Bishop  of  Chicago,  St.  Mel’s  Church.  “I  Speak  for 
Democracy,”  Richard  J.  Smith,  national  winner,  Voice 
of  Democracy  competition. 

Address:  Christian  A.  Herter,  Secretary  of  State. 

2:30-5:30  p.m.  Crystal  Ballroom,  Sheraton-Blackstone. 
Engineering  Conference.  Presiding:  A.  Prose  Walker,  NAB 
engineering  manager.  Session  Coordinator:  Allan  T. 
Powley,  chief  engineer,  WMAL-AM-FM-TV  Washington. 

2:30-5  p.m.  Williford  Room.  Radio  Assembly.  Presiding: 
John  F.  Meagher,  NAB  radio  vice  president. 

Opening  Remarks:  F.C.  Sowell,  WLAC  Nashville, 
Tenn.,  chairman,  NAB  Radio  Board. 

Report  to  the  Industry:  Robert  T.  Mason,  WMRN 
Marion,  Ohio,  chairman,  All-Industry  Radio  Music  Li- 
cense Committee;  Emanuel  Dannett,  New  York,  counsel. 

Prospects  on  a Silver  Platter,  SR  A presentation: 
Lawrence  Webb,  managing  director,  Station  Representa- 
tives Assn. 

Standards  of  Good  Practice:  Cliff  Gill,  KEZY  Ana- 
hiem,  Calif.,  chairman,  NAB  Standards  of  Good  Practice 
Committee;  Frank  U.  Fletcher,  Spearman  & Roberson; 
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Warren  E.  Baker,  Chadbourne,  Parke,  Whiteside  & Wolff. 

2:30-5  p.m.  Waldorf  Room.  Television  Assembly.  Presiding: 
Thad  H.  Brown  Jr.,  NAB  tv  vice  president.  Welcome: 
Payson  Hall,  Meredith  Publishing  Co.  Stations. 

The  Television  Code — Time  for  Decision:  Donald  H. 
McGannon,  Westinghouse  Broadcasting  Co.,  retiring 
chairman,  NAB  Tv  Code  Review  Board;  Mrs.  A.  Scott 
Bullitt,  KING-TV  Seattle;  E.K.  Hartenbower,  KCMO-TV 
Kansas  City;  Joseph  Herold,  KBTV  (TV)  Denver;  Robert 
W.  Ferguson,  WTRF-TV  Wheeling,  W.Va.;  James  M. 
Gaines,  WOAI-TV  San  Antonio;  George  Whitney, 
KFMB-TV  San  Diego;  Gaines  Kelley,  WFMY-TV  Greens- 
boro, N.C.;  Edward  H.  Bronson,  NAB  tv  code  affairs 
director. 

Television  Information  Office  Report:  Clair  R.  McCol- 
lough,  Steinman  Stations,  chairman,  Television  Informa- 
tion Committee;  Louis  Hausman,  director.  Television 
Information  Office. 

Washington  1960 — An  Election  Year:  David  Brinkley, 
NBC;  Mr.  Brown;  Vincent  T.  Wasilewski,  NAB  govern- 
ment relations  manager. 

TUESDAY,  April  5 

8:30-10  a.m.  Society  of  Television  Pioneers,  membership 
breakfast.  Lower  Tower. 

9 a.m. -5  p.m.  Registration.  Lower  Lobby. 

9 a.m.-7  p.m.  Exhibits.  Lower  Lobby. 

8:45  a.m.-12:30  p.m.  Crystal  Ballroom,  Sheraton-Black- 
stone.  Engineering  Conference.  Presiding:  James  D.  Parker, 
CBS-TV  director,  radio  frequency  engineering.  Session 
Coordinator:  George  Hixenbaugh,  chief  engineer,  WMT- 
AM-TV  Cedar  Rapids,  Iowa. 

10-11:30  a.m.  Grand  Ballroom.  Radio  Assembly.  The  Na- 
ture of  the  Enemy,  slide-sound  presentation  outlining 
strength  and  weakness  of  competitive  media,  a presenta- 
tion by  Radio  Advertising  Bureau.  Kevin  B.  Sweeney, 
president;  Warren  J.  Boorom,  vice  president;  Miles 
David;  Robert  H.  Alter. 

10  a.m.-12  noon  Waldorf  Room.  Television  Management 
and  Ownership  Conference  (Closed  Ssession).  Presiding: 
Mr.  Shafto.  Tv  business  session  and  NAB  Tv  Board 
elections. 

12:30-2  p.m.  Grand  Ballroom.  Luncheon  and  General  As- 
sembly. Presiding:  Mr.  Bostic.  Invocation:  The  Reverend 
Canon  J.  Ralph  Deppen,  Cathedral  of  St.  James. 
Address:  Frederick  W.  Ford,  FCC  chairman. 

2-5  p.m.  No  scheduled  convention  sessions. 

3 p.m.  Sheraton-Blackstone,  Ivy  Room.  NAB  Engineering 
Advisory  Committee. 

7:30  p.rn.  Grand  Ballroom.  Broadcast  Pioneers  Banquet. 
Speaker:  Former  President  Harry  S.  Truman. 


WEDNESDAY,  April  6 

9 a.m. -5  p.m.  Registration.  Lower  Lobby. 

9 a.m.-6  p.m.  Exhibits.  Lower  Lobby. 

9-10:15  a.m.  Williford  Room.  Labor  Clinic  (Closed  Ses- 
sion). Presiding:  Ward  L.  Quaal,  WGN  Chicago,  chair- 
man NAB  Labor  Advisory  Committee.  Participants: 
Hulbert  Taft  Jr.,  Taft  Broadcasting  Co.;  B.  Lowell  Jacob- 
sen, NBC;  Cecil  Woodland,  WEJL  Scranton,  Pa.;  Charles 
H.  Tower  and  James  H.  Hulbert,  manager  and  assistant 
manager,  NAB  Broadcast  Personnel  & Economics  Dept. 

10:30  a.m.-12  noon  Grand  Ballroom.  General  Assembly. 
Presiding:  Mr.  Hall.  Moderator:  Mr.  McCollough.  Panel 
Discussion,  Members  of  FCC:  Mr.  Ford,  Rosel  H.  Hyde, 
Robert  T.  Bartley,  Robert  E.  Lee,  T.A.M.  Craven,  John 
S.  Cross. 

12:45-2:15  p.m.  Grand  Ballroom.  Luncheon  and  General 
Assembly.  Presiding:  Warren  L.  Braun,  WSVA  Harrison- 
burg, Va.,  chairman,  Broadcast  Engineering  Conference 
Committee.  Invocation:  Rabbi  Richard  G.  Hirsch,  Uni- 
versity of  American  Hebrew  Congregations,  Chicago. 
Presentation  of  NAB  Engineering  Award:  To  Mr.  Craven. 

Address:  Whitney  North  Seymour,  president  - elect, 
American  Bar  Assn. 

NAB  Business  Session:  Mr.  McCollough  presiding. 

2:30-5  p.m.  Williford  Room.  Radio  Assembly.  Radio's 
Public  Relations — Your  Job:  Robert  L.  Pratt,  KGGF 
Coffeyville,  Kan.,  chairman,  NAB  Radio  Public  Relations 
Committee. 

Promotion  as  a Radio  Management  Function:  Charles 
A.  Wilson,  WGN  Chicago;  Janet  Byers,  KYW  Cleveland; 
James  Bowermaster,  WMT  Cedar  Rapids,  Iowa;  John  J. 
Kelly,  Storer  Broadcasting  Co.  A presentation  by  Broad- 
casters’ Promotion  Assn. 

If  I Were  Your  Program  Director:  Mitch  Miller,  Co- 
lumbia Records. 

2:30-5  p.m.  Waldorf  Room.  Television  Assembly.  Presiding: 
Thad  H.  Brown  Jr.  How  Good  Must  We  Be:  Television 
Bureau  of  Advertising  presentation.  Norman  (Pete)  Cash, 
TvB  president;  William  MacRae,  station  relations  direc- 
tor; George  Lindsay,  central  division  director. 

Spending  Money  to  Make  Money:  Moderator,  Mr. 
Tower.  “The  Automated  Station,  a Case  History,”  Roger 
Read,  WKRC-TV  Cincinnati.  “The  Economics  of  Video 
Tape,”  panel;  Russ  Baker,  Ampex;  Lawrence  Carino, 
WWL-TV  New  Orleans;  Frederick  H.  Houwink,  WMAL- 
TV  Washington;  George  Stevens,  KOTV  (TV)  Tulsa, 
Okla.;  E.C.  Tracy,  RCA. 

2:30-5:20  p.m.  Crystal  Ballroom,  Sheraton-Blackstone. 
Engineering  Conference.  Presiding:  Clure  Owen,  adminis- 
trative assistant  to  engineering  vice  president,  ABC. 
Session  Coordinator:  Ben  Wolfe,  chief  engineer,  WJZ-TV 
Baltimore. 

7:30  p.m.  Grand  Ballroom.  Annual  Convention  Banquet 
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Planners  appraise  NAB’s  I960  convention 


Planning  of  NAB’s  38th  annual  convention  in  Chicago 
was  directed  by  three  industry  figures — Clair  R.  Mc- 
Collough,  Sternman  Stations,  chairman  of  the  NAB 
Policy  Committee  directing  association  affairs  since  the 
death  of  President  Harold  E.  Fellows;  Payson  Hall, 
Meredith  Stations,  co-chairman  of  the  1960  NAB  con- 
vention Committee  and  vice  chairman  of  the  NAB  Tv 
Board,  and  Thomas  C.  Bostic,  KIMA  Yakima,  Wash., 
vice  chairman  of  the  NAB  Radio  Board  and  the  other 
convention  committee  co-chairman. 

Other  members  of  the  convention  committee  are  Fred 


A.  Knorr,  WKMH  Dearborn,  Mich.;  J.R.  Livesay,  WLBH 
Mattoon,  111.,  NAB  Engineering  Conference  liaison; 
Robert  J.  McAndrews,  KBIG  Avalon,  Calif.;  Dwight 
W.  Martin,  WAFB-TV  Baton  Rouge,  La.;  W.D.  Rogers, 
KDUB-TV  Lubbock,  Tex.;  G.  Richard  Shafto,  WIS-TV 
Columbia,  S.C.,  chairman  of  tv  board;  F.C.  Sowell, 
WLAC  Nashville,  Tenn.,  chairman  of  radio  board,  and 
Willard  E.  Walbridge,  KTRK-TV  Houston. 

Here  is  the  way  the  three  chief  convention  planners 
appraise  the  role  of,  and  the  prospects  for,  the  1960  con- 
vention in  Chicago: 


Clair  R.  McCollough: 


Since  the  beginning  of  the  broad- 
casting industry,  broadcasters  have 
had  to  maintain  constant  vigilance 
against  those  who  would  restrict  our 
ability  to  serve.  This  year  the  threat 
of  restriction  is  greater  than  ever 
before.  Our  best  defense  against 
these  restrictions  and  our  best  offense 
against  our  critics  is  constant  dedi- 
cation to  serving  the  public  and  con- 
tinued recognition  of  our  responsi- 
bilities as  radio  and  television  execu- 
tives. 

Attendance  at  NAB  conventions 
helps  us  renew  this  dedication  and 
increases  our  ability  to  recognize 
these  responsibilities.  The  38th  con- 
vention should  be  particularly  worth- 
while because  the  sessions  will  go  to 
the  heart  of  some  of  radio  and  tele- 
vision’s major  problems.  In  addition, 
there  will  be  many  opportunities  to 
talk  with  industry  leaders  and  ex- 
change ideas  on  the  business  of 
broadcasting. 


Payson  Hall: 


As  those  of  us  in  the  television 
industry  travel  the  broad  road  which 
lies  ahead,  we  will  have  great  op- 
portunities to  serve  the  public  in 
the  fields  of  entertainment,  infor- 
mation, education  and  advertising. 

The  television  management  ses- 
sions of  the  38th  NAB  convention 
will  give  owners  and  managers  the 
kind  of  information  they  need  to  do 
a better  job  of  providing  this  service 
to  the  public.  In  the  light  of  current 
problems,  television  executives  will 
be  particularly  interested  in  sessions 
dealing  with  the  television  code,  in- 
dustry efforts  toward  improving  the 
public  relations  climate  and  in  the 
appraisal  of  events  in  Washington 
this  election  year.  The  latest  facts 
and  figures  on  automation  and  ex- 
pert analysis  of  television  investment 
problems  also  will  be  highly  useful. 

These  are  the  highlights.  The  en- 
tire program  will  offer  much  of 
benefit  to  the  industry. 


Thomas  C.  Bostic: 


The  American  people  know  they 
can  count  on  radio  to  provide  them 
with  the  information,  entertainment 
and  advertising  which  is  so  import- 
ant in  their  daily  lives. 

Each  year  the  radio  broadcasting 
industry  masters  new  techniques  and 
learns  different  ways  to  provide  this 
service.  At  the  NAB  convention, 
radio  broadcasters  have  an  excellent 
opportunity  to  keep  abreast  of  these 
techniques  and  to  hear  the  views 
of  experts  on  current  problems  of 
their  medium.  Constant  improve- 
ment of  the  medium — through  ses- 
sions such  as  these — will  keep  radio 
on  the  path  to  continued  growth  in 
public  influence. 

The  radio  standards  of  good  prac- 
tice, music  licensing,  the  advertising 
dollar  and  radio’s  competitors  for 
this  dollar,  radio  public  relations, 
radio  promotion,  and  the  program 
director’s  job  are  some  of  the  sub- 
jects of  interest  this  year. 


( Continued  from  page  38) 

feature  added  to  this  year’s  program 
in  recognition  of  the  medium’s  grow- 
ing stature.  National  Assn,  of  Fm 
Broadcasters  programmed  a Sunday 
morning  session.  NAB  drew  up  the 


Sunday  afternoon  agenda.  The  day  also 
includes  a long  list  of  special-interest 
business  and  social  functions  (see  “On 
Tap  in  Chicago,”  page  40). 

Awards  to  Two  ■ A feature  of  the 
1960  convention  will  be  presentation 
of  two  NAB  awards.  Clair  R.  McCol- 


lough, Steinman  Stations,  chairman  of 
the  NAB  Policy  Committee,  will  re- 
ceive NAB’s  Distinguished  Service 
Award  at  the  formal  opening  April  4. 
He  will  deliver  the  keynote  speech,  re- 
placing the  late  NAB  president. 

The  NAB  Engineering  Award  will 
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More  and  more  people  are  better  informed  and  better  entertained 
through  spending  time  with  a “Metropolitan”  personality— 
a personality  like  each  of  our  widely-recognized  properties. 

METROPOLITAN  BROADCASTING  CORPORATION 


TELEVISION  STATIONS:  New  fork  WNEW-TV:  Washington,  D.  G.  WTTG-TV;  Peoria /Illinois  WTVH:  Stockton  - Saeramen  to  /Galiforni  a KOVH-TV 
RADIO  STATIONS:  New  York  WNEW:  Philadelphia  WIP;  Cleveland  WHK:  OUTDOOR:  Foster  and  Kleiser. 


Five  full  Vi  hours 
of  local  public  serv- 
ice programming 
each  week. 


While  serving  a single  station  market, 
WTHI-TV  fulfills  its  public  service 
responsibilities  in  a way  that  has  gained  for 
it  the  appreciation  and  support  of  its 
entire  viewing  area ...  a circumstance  that 
must  be  reflected  in  audience  response 
to  advertising  carried. 


WTHI-TV 

CHANNEL  10  • CBS-ABC 


TERRE  HAUTE 

INDIANA 


Represented  Nationally  by  Bolling  Co. 
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be  presented  at  the  April  6 luncheon 
to  FCC  Comr.  T.A.M.  Craven,  former 
engineering  consultant  and  an  author- 
ity on  allocations  and  technical  matters. 

Most  convention  sessions  will  be 
held  in  the  Grand  Ballroom  on  the 
second  floor  of  the  Conrad  Hilton  and 
four  third-floor  rooms — Waldorf,  Willi- 
ford, Beverly  and  Bel  Air.  The  upper 
and  lower  Tower  Rooms,  where  sev- 
eral meetings  are  scheduled,  are  entered 
from  the  26th  floor.  Exhibits  and  reg- 
istration are  in  the  lower  lobby. 

The  concurrent  Engineering  Confer- 
ence, which  meets  in  the  Sheraton 
Blackstone  across  the  street  from  the 
Conrad  Hilton,  will  convene  April  4 
at  9:15  a.m.  to  hear  a review  of  equip- 
ment exhibits.  The  engineers  will  join 
management  delegates  at  10:30  a.m.  for 
the  formal  opening.  They  will  attend 
a joint  management-engineering  lunch- 
eon and  start  hearing  technical  papers 
Monday  afternoon. 

Final  event  of  the  convention  will  be 
the  Wednesday  night  banquet.  Tickets 
for  the  banquet  hadn’t  been  exhausted 
March  31  but  all  luncheons  were  sell- 
outs with  Mr.  Revercomb  understood 
to  be  arranging  an  overflow  room  where 
luncheon  speakers  could  be  heard. 

Banquet  entertainment  will  be  pro- 
vided this  year  by  ASCAP,  which  alter- 
nates with  Broadcast  Music  Inc.  in  sup- 
plying banquet  talent  at  NAB  conven- 
tions. Wednesday’s  talent  includes  Rob- 
erta Sherwood,  vocalist;  June  Taylor 
Girls,  Harvey  Stone,  comedian;  The 
Dominiques,  Cuban  acrobats;  Renaux, 
magician,  and  Pompoff,  Thedy  & Fam- 
ily, comedy  musical  act.  Frank  York 
and  the  College  Inn  Orchestra  from 
the  Hotel  Sherman  will  play  for  the 
dinner  and  show. 

Five  new  members 
to  NAB  Radio  Board 

Five  new  members  will  join  the  NAB 
Radio  Board  effective  with  the  end  of 
the  Chicago  convention  April  6,  with 
seven  re-elected  directors  starting  their 
second  terms.  They  were  elected  to 
their  two-year  posts  in  March.  The  tv 
membership  will  elect  seven  directors 
at  an  April  7 business  session  in  Chi- 
cago. 

New  members  joining  the  radio  board 
are:  Richard  W.  Chapin,  KFOR  Lin- 
coln, Neb.;  Allan  Page,  KGWA  Enid, 
Okla.;  John  F.  Patt,  WJR  Detroit;  Al- 
vis  H.  Temple,  WKCT  Bowling 
Green,  Ky.,  and  Robert  T.  Mason, 
WMRN  Marion,  Ohio. 

Members  starting  their  second  terms 
are  Simon  Goldman,  WJTN  James- 
town, N.Y.;  Jack  Younts,  WEEB  South- 
ern Pines,  N.C.;  F.C.  Sowell,  WLAC 
Nashville,  Tenn.  (retiring  chairman); 
Joseph  M.  Higgins,  WTHI  Terre  Haute, 
Ind.;  George  C.  Hatch,  KALL  Salt  Lake 


City;  Robert  J.  Me  Andrews,  KBIG 
Avalon,  Calif.;  Merrill  Lindsay,  WSOY- 
FM  Decatur,  111. 

Continuing  on  the  radio  board  with 
terms  expiring  next  year  are  Daniel  W. 
Kops,;  WAVZ  New  Haven,  Conn.; 
John  S.  Booth,  WCHA  Chambersburg, 
Pa.;  Frank  Gaither,  WSB  Atlanta; 
Hugh  O.  Potter,  WOMI  Owensboro, 
Ky.;  Mig  Figi,  WAUX  Waukesha, 
Wis.;  Odin  S.  Ramsland,  KDAL  Du- 
luth, Minn.;  A.  Boyd  Kelley,  KTRN 
Wichita  Falls,  Tex.;  B.  Floyd  Parr, 
KEEN  San  Jose,  Calif.;  Thomas  C. 
Bostic,  KIMA  Yakima,  Wash,  (board 
vice  chairman) ; Harold  Hough,  WBAP 
Fort  Worth;  Rex  Howell,  KREX  Grand 
Junction,  Colo.;  F.  Ernest  Lackey, 
WHOP  Hopkinsville,  Ky.;  Richard  H. 
Mason,  WPTF-FM  Raleigh,  N.C.  Net- 
work members  are  E.J.  DeGray,  ABC 
Radio;  Arthur  Hull  Hayes,  CBS  Radio; 
Robert  F.  Hurleigh,  MBS;  P.A.  Sugg, 
NBC  Radio. 

Radio  board  members  whose  terms 


Empty  rostrum  ■ The  NAB  convention 
of  1960  will  miss  the  most  prominent 
figure  of  conventions  of  the  past  eight 
years.  Harold  E.  Fellows,  who  presided 
over  the  conventions  of  1952-59  as 
NAB  president,  died  March  8 of  a heart 
attack.  This  picture  shows  him  at  the 
opening  session  of  the  1959  conven- 
tion, in  the  same  room  of  the  same 
hotel  where  the  1960  convention  will 
officially  open  this  morning  (April  4). 


expire  during  the  convention  are:  Ben 
B.  Sanders,  KICD  Spencer,  la.;  Robert 
L.  Pratt,  KGGF  Coffeyville,  Kan.; 
John  H.  DeWitt,  Jr.,  WSM  Nashville, 
Tenn.;  Frederick  A.  Knorr,  WKMH 
Dearborn,  Mich.;  J.R.  Livesay,  WLBH 
Mattoon,  111. 

Continuing  on  the  NAB  Tv  Board 
are  Clair  R.  McCollough,  WGAL-TV 
Lancaster,  Pa.;  W.D.  Rogers,  KDUB- 
TV  Lubbock,  Tex.;  C.  Wrede  Peters- 
meyer,  Corinthian  Stations;  Willard  E. 
Walbridge,  KTRK-TV  Houston.  Net- 
work to  members  are  Alfred  Beckman, 
ABC-TV;  William  B.  Lodge,  CBS-TV; 
David  C.  Adams,  NBC-TV. 

Tv  directors  whose  terms  expire  with 
the  convention  are:  Joseph  E.  Baudino, 
Westinghouse  Broadcasting  Co.;  John 
E.  Fetzer,  WKZO-TV  Kalamazoo, 
Mich.;  Payson  Hall,  Meredith  Stations 
(retiring  vice  chairman);  C.  Howard 
Lane,  KOIN-TV  Portland,  Ore.; 
Dwight  W.  Martin,  WAFB-TV  Baton 
Rouge;  James  D.  Russell,  KKTV  (TV) 
Colorado  Springs,  Colo.,  and  G.  Rich- 
ard Shafto,  WIS-TV  Columbia,  S.C. 
(retiring  chairman). 

Network  members  of  the  boards  are 
appointed  by  the  networks. 

Expanded  tv  code 
board  holds  meet 

Donald  H.  McGannon,  Westinghouse 
Broadcasting  Co.,  will  retire  as  chair- 
man of  the  NAB  Tv  Code  Review 
Board  at  a code  board  breakfast  to  be 
held  today  (Monday)  during  the  NAB 
Chicago  convention. 

Assuming  the  chairmanship  will  be 
E.K.  Hartenbower,  KCMO-TV  Kansas 
City,  who  has  headed  the  board’s  per- 
sonal products  subcommittee. 

The  board  will  expand  from  five  to 
seven  members  at  the  breakfast  session. 
New  members  joining  the  board  will 
be  George  Whitney,  KFMB-TV  San 
Diego,  Calif.;  Robert  W.  Ferguson, 
WTRF-TV  Wheeling,  W.  Va.,  and 
James  M.  Gaines,  WOAI-TV  San 
Antonio.  Continuing  in  service  are 
Gaines  Kelley,  WFMY-TV  Greens- 
boro, N.C.;  Mrs.  A.  Scott  Bullitt, 
KING-TV  Seattle,  and  Joseph  Herold, 
KBTV  (TV)  Denver. 

Among  topics  on  the  tentative  agenda 
is  the  code  amendment  adopted  March 
9 at  the  NAB  Tv  Board  meeting.  It 
reduces  the  number  of  participation 
spots  allowed  in  a half-hour  (Broad- 
casting, March  14). 

Code  change  ■ The  text  of  this 
amendment  follows: 

“Time  Standards  for  Advertising 
Copy.  Substitute  this  language  for 
paragraph  4: 

“4.  Announcement  or  ‘participation’ 
programs  are  designed  to  accommodate 
a designated  number  of  individual  live 
or  recorded  announcements,  generally 
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At  this  moment  television  and  radio 
are  in  urgent  need  of  help . . . 


THEY  need  wise  administration  from 
within  and  wise  guidance  from 
without.  They  have  not  had  enough  of 
either,  but  right  now  wise  guidance 
from  without  is  in  especially  short 
supply. 

Instead  of  guidance,  television  and 
radio  are  getting  abuse;  instead  of  help- 
ful criticism,  they  are  getting  vilifica- 
tion. In  certain  newspapers  and  maga- 
zines broadcast-baiting  has  become  an 
editorial  policy.  The  sure  way  for  a 
politician  to  be  quoted  in  those  pub- 
lications is  to  make  a speech  denounc- 
ing television  and  radio  as  the  domain 
of  rogues  and  thieves. 

In  the  federal  government  the  pre- 
vailing attitude  toward  broadcasting  is 
punitive  when,  of  all  times  in  broadcast- 
ing history,  it  should  be  constructive. 
The  Congress  and  federal  agencies  are 
moving  toward  the  imposition  of  con- 
trols far  more  rigid  than  are  necessary 
to  correct  the  defects  in  television  and 
radio. 

Four  undesirable  conditions  in  broad- 
casting have  been  turned  up  in  govern- 
ment investigations  over  the  past  three 
years: 

1.  The  use  of  improper  influ- 
ence on  members  of  the  Federal 
Communications  Commission  by 
rival  applicants  for  television  sta- 
tions. 

2.  The  rigging  of  television  quiz 
shows. 

3.  The  acceptance  of  payola 
from  music  interests  by  perform- 
ers and  other  broadcasting  em- 
ployes. 

4.  The  broadcasting  of  false  or 
misleading  advertising. 

The  extent  and  seriousness  of  each 
of  these  disorders  have  been  exagger- 
ated. Beyond  that  the  ill-informed  as- 
sumption has  been  made  that  these 
conditions  are  symptomatic  of  general 
corruption  in  broadcasting  and  in  the 
federal  agency  that  regulates  it.  The 
cry  is  for  new  laws  and  new  rules  that 
would  be  more  suited  to  the  adminis- 
tration of  Alcatraz  than  to  the  guidance 
of  communications  media  engaged  in 
the  infinitely  complicated  job  of  creating 
and  conveying  more  entertainment  and 
more  information  to  more  people  than 
any  other  media  yet  invented. 

There  are  laws  enough.  If  the  gov- 
ernment has  failed  in  its  regulatory 
duty,  it  is  not  for  lack  of  laws,  as  the 
record  clearly  proves. 


Improper  Influence  ■ As  a con- 
sequence of  investigations  by  the  House 
Legislative  Oversight  Subcommittee,  a 
chairman  of  the  Federal  Communica- 
tions Commission  has  resigned  and  a 
member  of  the  FCC  has  been  indicted 
for  violation  of  existing  federal  laws 
and  is  awaiting  a second  trial  (his  first 
ended  in  a hung  jury).  Under  existing 
laws  and  regulations  the  U.S.  Court  of 
Appeals  has  ordered  the  FCC  to  re- 
examine four  contested  television  sta- 
tion grants,  and  the  FCC,  on  its  own 
initiative,  has  ordered  re-hearings  of 
two  others  and  is  investigating  at  least 
seven  more. 

Quiz  Rigging  ■ The  mere  disclosure 
of  this  practice  has  forced  almost  all 
quizzes  off  the  air.  Those  that  remain 
are  being  administered — by  broadcast- 
ers, not  the  government — under  con- 
trols that  make  rigging  extremely  diffi- 
cult if  not  impossible.  The  New  York 
District  Attorney  has  asserted  that  100 
witnesses  committed  perjury  during  a 
grand  jury  investigation  of  the  sub- 
ject. If  he  wishes  to  put  his  assertion 
to  a test,  he  can  request  indictments 
under  existing  New  York  criminal  law. 

Payola  ■ The  Federal  Trade  Com- 
mission has  issued  more  than  60  com- 
plaints against  record  manufacturers  or 
distributors.  The  defendants  are  charged 
with  giving  illegal  inducements  to  disc 
jockeys  or  other  radio  station  person- 
nel, in  violation  of  existing  law.  The 
Federal  Communications  Commission 
has  begun  citing  stations  for  failure  to 
identify  the  sources  of  free  records,  in 
violation  of  existing  law. 

False  Advertising  ■ The  Federal 
Trade  Commission  last  November  an- 
nounced an  intensified  campaign  against 
false  or  misleading  advertising  on  tele- 
vision. Since  then  it  has  issued  eight 
complaints,  all  charging  violations  of 
existing  law. 

(Two  important  features  of  the 
FTC’s  campaign  against  television  ad- 
vertising have  been  underplayed  or 
ignored  in  most  accounts  published  in 
newspapers  and  magazines  and  indeed 
in  the  FTC’s  own  announcements:  1. 
Of  the  eight  complaints,  only  three  were 
directed  exclusively  to  the  television  ad- 
vertising of  the  defendants;  the  other 
five  also  involved  advertising  in  news- 
papers or  magazines  or  both.  2.  In 
rigorous  monitoring  of  television  com- 
mercials, the  FTC  has  so  far  found 
only  eight  cases  to  prosecute.  Com- 


petent  authorities  estimate  that  during 
a year  at  least  7,000  different  products 
and  services  are  advertised  nationally 
on  television.) 

IN  AND  OUT  of  government  there 
are  vocal  critics  of  broadcasting 
who  are  impatient  with  the  orderly 
prosecution  of  the  wrongful  acts  that 
the  investigations  of  influence,  rigging, 
payola  and  false  advertising  have  dis- 
closed. 

These  critics  want  the  government 
to  fix  other  things  that  they,  the  critics, 
find  objectionable.  The  list  of  things 
they  want  fixed  is  as  long  as  the  list 
of  their  personal  prejudices. 

What  each  of  these  critics  really 
wants  is  a transformation  of  broadcast- 
ing to  satisfy  his  own  desires.  In  this 
respect  the  critics  are  reflecting,  in  an 
exaggerated  way,  what  is  probably  a 
universal  feeling.  It  is  reasonable  to  as- 
sume that  most  people  have  at  times 
wished  for  more  programs  of  the  kinds 
they  like  and  fewer  of  the  kinds  they 
dislike,  just  as  they  have  wished  for 
more  newspapers,  magazines  and 
movies  that  appeal  to  them  and  fewer 
that  displease  or  bore  them. 

But  most  people  have  better  sense 
than  to  ask  the  government  to  re-shape 
broadcasting  according  to  their  private 
specifications.  They  express  their  dis- 
content by  switching  to  another  pro- 
gram or  switching  off  the  set.  These  acts 
do  more  to  improve  the  quality  of  pro- 
gramming than  all  the  powers  of  the 
United  States  government  could  do. 

The  main  creative  energies  at  work 
in  broadcasting  are  directed  toward  the 
prevention  of  tuning  out  or  tuning 
elsewhere.  To  remain  in  operation  a sta- 
tion must  capture  and  keep  an  audi- 
ence. It  can  do  neither  without  pro- 
grams that  are  different  from  those  on 
competing  stations  and  more  appeal- 
ing than  the  many  non-broadcast  diver- 
sions that  are  available  to  the  public 
nowadays. 

The  advocates  of  government  con- 
trol argue  that  the  present  system  en- 
courages the  production  of  programs 
having  mass  appeal  and  discourages 
programming  for  minorities.  They  as- 
sert that  diversity  of  appeal  can  be 
assured  only  if  the  government  invokes 
and  enforces  program  standards.  This 
argument  reveals  ignorance  of  broad- 
casting’s current  structure  and  prac- 
tices. 

The  creative  process  at  work  in  the 
present  system  is  induced  and  sustained 
by  competition.  The  search  for  new 
programs  and  for  improvements  in 
those  already  on  the  air  is  compelled 
by  the  strongest  of  all  instincts,  sur- 
vival. The  process  often  fails,  but  is 


re-generated  by  failure.  The  more  sta- 
tions there  are  in  competition  with  one 
another,  the  greater  is  the  incentive  for 
each  of  them  to  find  or  create  programs 
that  will  differ  from  the  others  on  the 
air. 

In  a community  that  has  multiple 
choices  of  stations  there  is  no  “mass 
audience”  in  the  sense  that  a dominant 
majority  tunes  to  one  station,  program 
after  program,  day  after  day.  There  are 
minority  audiences  of  infinite  com- 
plexity tuning  in  and  around  and  out 
or  not  switching  on  the  set  at  all.  The 
whole  constitutes  a mass,  but  .the  whole 
is  composed  of  as  many  minorities  as 
there  are  programs. 

THE  existing  broadcasting  system  is 
its  own  best  argument  for  careful 
preservation  of  the  liberties  under  which 
it  has  developed.  In  less  than  40  years 
radio  has  grown  from  the  idea  stage 
to  a complex  of  4,107  stations.  In  only 
a dozen  years  a television  system  of 
524  commercial  stations  has  been  built. 

There  are  now  radio  sets  in  more 
than  50  million  homes,  96.3%  of  all 
U.S.  homes,  and  television  sets  in  more 
than  45  million  homes,  86.9%  of  all 
homes.  Nobody  forced  people  to  buy 
those  sets,  and  nobody  is  forcing  them 
to  use  them. 

The  proper  role  for  government  in 
the  development  of  television  and  radio 
is  the  same  as  its  role  should  be  in  the 
development  of  anything  else.  It  should 
remove  artificial  barriers  to  competition 
and  should  guard  the  public  against  the 
crimes  or  deceptions  which  there  is 
good  reason  to  proscribe  by  law. 

If  the  government  moves  beyond 
those  limits  and  into  the  field  of  pro- 
gram surveillance  or  control,  the  public 
will  be  the  loser.  As  Louis  Brandeis, 
associate  justice  of  the  United  States 
Supreme  Court,  wrote  in  1928: 

“Experience  should  teach  us  to  be 
most  on  our  guard  to  protect  liberty 
when  the  government’s  purposes  are 
beneficient.  Men  born  to  freedom  are 
naturally  alert  to  repel  invasion  of  their 
liberty  by  evil-minded  rulers.  The  great- 
est dangers  to  liberty  lurk  in  insidious 
encroachment  by  men  of  zeal,  well- 
meaning,  but  without  understanding.” 

This  message  is  presented  by  Broad- 
casting Magazine  which  for  more  than 
28  years,  as  the  principal  business  pub- 
lication in  its  field,  has  been  observing 
and  appraising  radio  and  television. 
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For  many  months  broadcasters 
have  been  subjected  to  harsh  and 
unjustified  criticism  by  many  poli- 
ticians, newspapers,  magazines  and 
the  so-called  intelligentsia. 

The  message  at  left  was  presented 
in  the  New  York  Times  March  30 
and  is  reasserted  here  to  expose  the 
speciousness  of  these  arguments  and 
argue  the  case  for  free  and  unin- 
hibited operation  by  dedicated  pro- 
fessional broadcasters. 

Broadcasters,  if  they  wish,  are 
welcome  to  rerun  this  advertisement 
in  local  newspapers,  or  use  it  on 
the  air,  with  appropriate  credit  to 
Broadcasting. 


Teeth  for  Radio  Code  ■ Three-man 
team  to  direct  spread  of  NAB  Stand- 
ards of  Practice  to  non-members  as 
well  as  member  stations  was  named 
March  28  at  meeting  of  standards 

one  minute  in  length,  which  are  car- 
ried within  the  body  of  the  program 
and  are  available  for  sale  to  individual 
advertisers. 

“If  presented  live,  one-minute  ‘partic- 
ipation’ announcements  should  not  ex- 
ceed approximately  125  words. 

“ ‘Participation’  announcements  shall 
be  scheduled  in  the  maximum  propor- 
tion of  one  minute  of  announcement 
within  every  six  minutes  of  program- 
ming, or  not  more  than  five  within  each 
thirty  minute  period  of  programming. 
The  announcements  must  be  presented 
within  the  framework  of  the  program 
period  designated  for  their  use  and 
kept  in  harmony  with  the  content  of  the 
program  in  which  they  are  placed.” 

RADIO  CODE 
Operation  team  plans 
means  of  enforcement 

NAB  has  named  a three-man  “opera- 
tional team”  to  guide  expansion  of  the 
Standards  of  Good  Practice  for  Radio 
Broadcasters  and  to  lay  plans  for  en- 
forcement machinery. 

The  standards  have  been  thrown 
open  to  non-NAB  as  well  as  NAB  mem- 
ber stations,  following  the  pattern  of 
the  association’s  Tv  Code.  Part  of  the 
team’s  job  will  be  to  plan  the  monitor- 


committee.  Members  are  (1  to  r)  Cecil 
Woodland,  WEJL  Scranton,  Pa.;  Cliff 
Gill,  KEZY  Anaheim,  Calif.,  and 
Frank  Gaither,  WSB  Atlanta.  They’ll 
also  plan  enforcement  machinery. 

ing  and  other  devices  necessary  to  ob- 
tain enforcement  of  radio  code  bans 
and  ethical  language. 

Members  of  the  team,  named  at  di- 
rection of  the  NAB  Standards  of  Good 
Practice  Committee,  are  Cliff  Gill, 
KEZY  Anaheim,  Calif.;  Cecil  Wood- 
land, WEJL  Scranton,  Pa.,  and  Frank 
Gaither,  WSB  Atlanta.  The  standards 
committee  met  March  28  in  Washing- 
ton. Members  in  addition  to  the  trio 
are  Carleton  D.  Brown,  WTVL  Water- 
ville,  Me.;  James  L.  Howe,  WIRA  Ft. 
Pierce,  Fla.;  William  McGrath,  WHDH 
Boston;  George  J.  Volger,  KWPC  Mus- 
catine, la.,  and  Jay  E.  Wagner,  WLEC 
Sandusky,  Ohio.  Merrill  Lindsay, 
WSOY  Decatur,  111.,  attended  the  meet- 
ing as  a member  of  the  NAB  Policy 
Committee  and  NAB  director. 

Staff  members  taking  part  were  John 
F.  Meagher,  radio  vice  president;  Wil- 
liam Carlisle,  station  relations  manager; 
Douglas  A.  Anello,  chief  counsel;  John 
M.  Couric,  public  relations  manager, 
and  John  Degnan,  assistant  to  Mr. 
Meagher. 

Policy  View  ■ The  committee  issued 
the  following  statement;  “It  is  the  con- 
sensus of  this  committee  that  all  re- 
sponsible broadcasters  are  fully  aware 
of  the  requirements  inherent  in  the  pres- 
ent standards  and  that  no  major  revi- 
sions are  presently  required  to  insure 


the  quality  of  broadcasting  through  its 
adherence.  Such  adherence  will  be 
further  sustained  by  the  implementation 
program  schedules  to  become  effective 
in  the  immediate  future.  Additionally 
the  committee  urges  every  station  in 
the  country  to  subscribe  to  the  stand- 
ards in  the  knowledge  that  the  more 
universal  its  support,  the  less  is  the 
danger  of  government  regulation.” 

Radio-tv  to  cover 
Chicago  highlights 

Extensive  radio-tv  coverage  will  be 
given  at  the  NAB  convention  in  Chi- 
cago. 

Coverage  will  start  April  4 with  for- 
mal opening  of  the  convention  pro- 
gram when  Dr.  Frank  Stanton,  CBS 
Inc.  president,  will  pay  a tribute  to  the 
late  NAB  President  Harold  E.  Fellows. 
In  addition  Secretary  of  State  Christian 
Herter,  FCC  Chairman  Frederick  W. 
Ford  and  the  keynote  speaker,  Clair 
R.  McCollough,  Steinman  Stations,  will 
be  covered. 

A side  attraction  that  may  draw  the 
widest  broadcast  coverage  will  be  a 
Monday  afternoon  news  conference  by 
ex-President  Harry  S.  Truman,  who 
will  address  the  Broadcast  Pioneers  ban- 
quet Tuesday  evening. 

Network  pickups  scheduled  (as  of 
early  April  1)  follow: 

NBC  Radio — Excerpts  from  Sec.  Herter  Mon- 
day (tape)  for  delayed  use  on  its  Emphasis  news 
segments,  3:12  p.m.  (CST);  Chairman  Ford,  Tues- 
day (taped)  also  Emphasis,  same  time;  Mr.  Mc- 
Collough Monday,  4:35  p.m.;  Dr.  Stanton,  Mon- 
day, 4:17  p.m. 

NBC-TV — Sec.  Herter  Monday  (taped  full  text), 
for  delayed  use,  time  to  be  announced. 

CBS  Radio — Sec.  Herter  Monday  (taped  full 
text),  for  delayed  use;  also  possibly  talks  by 
Chairman  Ford  and  Dr.  Stanton. 

CBS-TV — Unspecified  pickups  fed  by  WBBM- 
TV  Chicago  for  use  on  network  news  programs. 

ABC-Radio — Sec.  Herter  (taped)  for  scheduled 
news  programs. 

ABC-TV — Sec.  Herter  (taped),  time  unset;  also 
Telenews  coverage. 

MBS — -Sec.  Herter  Monday,  4:05  p.m.  (EST) 
and  Chairman  Ford  Tuesday,  4:05  p.m.  (EST). 

Tribute  to  Fellows 

Tribute  to  the  work  of  the  late  Harold 
E.  Fellows,  NAB  president,  on  behalf 
of  the  annual  appeals  of  the  three  major 
religious  faiths  was  paid  March  21 
through  the  Religious  Overseas  Aid 
Program  of  the  Advertising  Council. 
Mr.  Fellows  was  cited  for  his  direct 
appeal  to  all  radio  and  tv  stations,  draw- 
ing attention  to  materials  distributed 
by  the  council  and  its  task  force  agen- 
cy, Fletcher  Richards,  Calkins  & Hol- 
den. The  nation’s  radio  and  tv  broad- 
casters “have  given  generously  of  their 
invaluable  commodity,  time,  and  talent 
in  support  of  the  appeals  of  the  three 
faiths,”  it  was  stated.  Each  spring 
Catholics,  Protestants  and  Jews  conduct 
major  fund  campaigns  through  the 
council. 
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Carbonated  fun,  sizzling  excitement,  pul- 
sating public  service ...  these  are  the 
ingredients  which  give  Crowell-Collier 
stations  that  frolicking,  effervescent  sound 
...  a sound  of  complete  freedom  of  expres- 
sion devoid  of  impediments  that  bind 
creativity  so  necessary  to  keep  a radio 
station  dominant  in  its  market. 
Crowell-Collier  fun-excitement-public  serv- 
ice programming  is  aimed  at  the  warm,  fun- 
loving  hearts  of  the  people.  No  attempt  is 
made  to  cover  up  the  natural,  warm  feeling 
generated  by  Crowell-Collier  air  personnel. 

This  freedom  of  expression  then  is  the 
element  which  provides  the  fun-excitement- 
public  service ...  the  distinguishing  facets 
of  Crowell-Collier  programming. 
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WHERE  TO  FIND  IT 

All  exhibits  of  equipment  manufacturers  are  in  the  lower  lobby  Exhibition 
Hall  of  the  Conrad  Hilton  during  the  NAB  convention.  Exhibit  space  and 
the  hospitality  suites  are  as  of  March  31. 

Giant  directory  boards  in  the  Conrad  Hilton  and  Sheraton-Blackstone 
lobbies  show  associate  members’  suites.  All  suite  designations  are  in  the 
Conrad  Hilton  unless  otherwise  specified.  (E)  indicates  exhibit  space;  (H) 
hospitality  suites. 


EQUIPMENT  MANUFACTURERS 

Adler  Electronics (E)  Space  24,  (H)  923A 

Albion  Optical  Co (E)  Space  39N,  (H)  2419 

Alford  Mfg.  Co (E)  Space  25 

Alto  Fonic  (E)  Space  45N 

Ampex  Corp (E)  Space  32,  (H)  505A 

Bauer  Electronics  (E)  Space  38N 

Bogen-Presto  (E)  Space  46N 

Caterpillar  Tractor  Co (E)  Space  36 

Cellomatic  Corp (E)  Space  37N,  (H)  1834A 

Collins  Radio  Co (E)  Space  34 

Conrac  Inc (E)  Space  23 

Continental  Electronics  . .(E)  Space  33,  (H)  823A 

Continental  Mfg (E)  Space  41N,  (H)  2119 

Dage  Tv  Div (E)  Space  3 

Dresser-Ideco  (H)  823 

Electronic  Applications  (E)  Space  6 

Fairchild  Camera  (E)  Space  9A 

Foto-Video  Labs (E)  Space  19 

Gates  Radio  Co (E)  Space  2,  (H)  1519 

General  Electric  (E)  Space  31,  (H)  1500 

General  Electronics  Lab (E)  Space  35 

GPL  Div.  of  General  Precision  ....(E)  Space  26 

Harwald  Co (E)  Space  12 

Hughey  & Phillips (E)  Space  30,  (H)  2034A 

Industrial  Transmitters  (E)  Space  11 

Kahn  Research  Labs (E)  Space  5,  (H)  1135A 

Kliegl  Bros (E)  Space  17 

Kline  Iron  and  Steel  (H)  1535A 

Lumitron  Div.,  Metropolitan  Electric 

Mfg (E)  Space  15 

MacKenzie  Electronics  (E)  Space  9B 

Magne-Tronics  Inc (H)  723 

Minneapolis-Honeywell  (E)  Space  10 

Minnesota  Mining (E)  Space  40 IM 

Miratel  Inc (E)  Space  47N 

Programmatic  Broadcasting  Serv- 
ice   (E)  Space  1,  (H)  605 

RCA  (E)  Space  21,  (H)  605A 

Raytheon  Mfg.  Co.  . .(E)  Space  1-A,  (H)  1419.4 
Schafer  Custom  Engineer- 
ing   (E)  Space  14,  (H)  835A 

Stainless  Inc (H)  1506 

Standard  Electronics  (E)  28,  (H)  2519 

Swager  Tower  Corp (H)  735A 

Sarkes  Tarzian  Inc (E)  Space  18 

Telechrome  Mfg.  Corp (E)  Space  20 

Telecontrol  Corp (E)  Space  44N 

TelePrompTer  Corp (E)  Space  22,  (H)  505 

Telescript-CSP (E)  Space  8,  (H)  1234A 

Television  Specialty 

Co (E)  Space  43N,  (H)  1235A 

Tower  Construction  Co (E)  Space  16 

Utility  Tower  Co (E)  Space  4,  (H)  1924A 

Visual  Electronics (E)  Space  27,  (H)  1200 

GOVERNMENT 

U.S.  Army  (E)  Space  42N 


NAB  CONVENTION  OFFICES 

Convention  Manager  Room  1 

Everett  E.  Revercomb,  Sec.-Treas.; 

Ella  Nelson  Admin.  Asst. 

Engineering  Conference  Room  115, 

Sheraton-Blackstone 

A.  Prose  Walker,  Manager 

Convention  Exhibits  Exhibition  Hall 

George  E.  Gayou,  Exhibit  Manager 

Convention  News  Room  3 

John  M.  Couric,  Public  Relations  Mgr. 

Convention  Program  Room  1 

Howard  H.  Bell,  Assistant  to  the  President 
in  charge  of  Joint  Affairs 

NAB  STAFF  OFFICES 

Radio  

John  F.  Meagher,  Vice  President 

Television  

Thad  H.  Brown  Jr.,  Vice  President 

Broadcast  Personnel-Economics  

Charles  H.  Tower,  Manager 


Room-  2 
Room  2 
. Room  4 


Government  Relations  Room  2 

Vincent  T.  Wasilewski,  Manager 

Legal  Room  2 

Douglas  A.  Anello,  Chief  Attorney 

Organizational  Services-APBE  Room  4 

Frederick  H.  Garrigus,  Manager 

Research  Room  4 

Richard  M.  Allerton,  Manager 

Station  Relations  Lower  Lobby 

William  Carlisle,  Manager 

Television  Code  Affairs  ....Room  4 

Edward  H.  Bronson,  Director 


NETWORKS 

ABC-Radio  and  ABC-TV  .; (H)  2320-25 

CBS-Radio  (H)  1806 

CBS-TV  (H)  2305A-11A 

Keystone  Broadcasting  System (H)  806 

Mutual  (H)  2304 

NBC  (H)  Sheraton-Blackstone 

Presidential  Suite 
NTA  Sheraton-Blackstone 


PROGRAM  SERVICES 


ABC  Films  Inc (H)  1706 

M & A Alexander  Prod (H)  2419A 

CBS  Films  Inc (H)  2316-19 

Community  Club  Services  (H)  2106 

Crosby-Brown  (H)  Sheraton-Blackstone 

Harry  S.  Goodman  Prod (H)  1106A 

Governor  Television  Attr (H)  1218A 

Guild  Films  (H)  Ambassador-East 

Independent  Tv  Corp (H)  934A 

Jingle  Mill  (H)  Petite 

and  Flower  Rooms, 
Sheraton-Blackstone 

Keystone  Broadcasting  System  (H)  806 

King  Features  Syndicate  Tv  (H)  2335A 

Lang-Worth  Feature  Programs  (H)  2506 

MCA-TV  (H)  2400 

MGM-TV  (H)  2406 

Magne-Tronics  (H)  723 

Modern  Broadcasting  Inc (H)  1034A 

Modern  Talking  Picture  Serv (H)  2119A 

Pams  Productions  (H)  1035A 

Programatic  (Muzak)  (H)  605 

RCA  Recorded  Program  Services (H)  600 

Roy  Rogers  Syndication  (H)  918A 


Open  house 

Headquarters  of  the  Broad- 
casting magazine  staff  during  the 
NAB  convention  is  in  Suite  706-A 
of  the  Conrad  Hilton  Hotel.  A 
complete  editorial  newsroom  is 
operating,  with  a full  staff  of  re- 
porters covering  all  aspects  of  the 
convention. 

Representing  Broadcasting  are 
Sol  Taishoff,  Maury  Long,  Edwin 
H.  James,  Lawrence  Taishoff, 
Rufus  Crater,  Win  Levi,  Kenneth 
Cowan,  Frank  Beatty,  Don  West, 
Warren  Middleton,  John  Osbon, 
Ed  Sellers,  Bill  Merritt,  Lawrence 
Christopher,  Dawson  Neil,  Gladys 
Hall  and  Barbara  Kolar. 


Screen  Gems  (H)  2500 

SESAC  (H)  1206A 

Trans-Lux  Television  Corp (H)  1906 

United  Press  Movietone  (H)  500 

World  Broadcasting  System  (H)  1900 

Ziv-United  Artists  Inc (H)  2300 


RESEARCH  ORGANIZATIONS 


American  Research  Bureau  (H)  900 

Broadcast  Advertisers  Reports  (H)  719A 

A.C.  Nielsen  (H)  1000 

Pulse  Inc (H)  2106A 


STATION  REPRESENTATIVES 

Am  Radio  Sales (H)  Sheraton-Blackstone 

Avery-Knodel . . . (H)  1108-09  Sheraton-Blackstone 

Elisabeth  M.  Beckjorden  (H)  2508, 

Executive  House 

Chas.  Bernard  Co (H)  Ambassador-East 

Blair  Television  Assoc (H)  Drake  Hotel 

Blair-TV  (H)  Drake  Hotel 

John  Blair  & Co (H)  Drake  Hotel 

The  Bolling  Co (H)  1100 

Branham  Co (H)  Congress  Hotel 

Broadcast  Time  Sales  (H)  Unassigned 

CBS  Radio  Spot  Sales  (H)  1806 

CBS  Tv  Spot  Sales  (H)  Unassigned 

Henry  I.  Christal  Co (H)  1306 

Robert  E.  Eastman  (H)  2704 

Everett-McKinney  (H)  Executive  House 

Forjoe  & Co (H)  Congress  Hotel 

Gil-Perna  (H)  1300 

H-R  Reps.,  H-R  Tv (H)  3510-12 

Harrington,  Righter  & Parsons  (H)  709 

Sheraton-Blackstone 

Headley-Reed  (H)  700 

George  P.  Hollingbery  (H)  1600 

Hal  Holman  Co (H)  1022-23 

The  Katz  Agency (H)  3803  Executive  House 

Jack  Masla  & Co (H)  Unassigned 

Meeker  Co (H)  1700 

McGavren  (H)  Executive  House 

NBC  Spot  Sales (H)  Sheraton-Blackstone 

John  E.  Pearson  (H)  Executive  House 

Peters,  Griffin (H)  Sheraton-Blackstone 

Edward  Petry  & Co (H)  1400 

Radio-TV  Representatives  (H)  1105A 

Paul  H.  Raymer  Co.,  ..(H)  3704  Executive  House 

Television  Adv.  Reps (H)  Drake  Hotel 

Vernard,  Rintoul,  McConnell (H).  2100 

Weed  (H)  2110  Prudential  Plaza 

Adam  Young  Cos (H)  2200 


MISCELLANEOUS 


Advertising  Age  (H)  1306A 

AP  (H)  Sheraton-Blackstone,  Floor  1 

AT&T  (H)  1618A 

Balaban  Stations  (H)  Unassigned 

Blackburn  & Co (H)  1323 

BROADCASTING  (H)  706A 

Paul  Chapman  Co (H)  Unassigned 

R.C.  Crisler  & Co (H)  723A 

Wilt  Guzendorfer  & Assoc (H)  Unassigned 

Hamilton-Landis  & Assoc (H)  1722 

Media-Scope  (H)  935A 

Norman  & Norman  (H)  834A 

Printers  Ink  (H)  706 

Radio  Advertising  Bureau  (H)  1524 

Radio  Television  Daily (H)  906 

Sponsor  (li)  1106 

Standard  Rate  & Data (H)  1706A 

Television  Age  (H)  1606 

Television  Bureau  of  Advertising  (H)  819 

Television  Information  Office  819A 

Television  Magazine  (H)  2506A 

Edwin  Tornberg  & Co (H)  1318A 

Tv  Digest-TV  Guide  (H)  1319 

Tv  Stations  Inc (H)  2023A 

U-S.  Radio  (H)  923 

Variety  (H)  806A 
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compliments 


of 

a 

friend 


After 


this 


long 


hard 


winter, 

Television  will  still  be 
the 

greatest  force  for 
information, 
education, 
entertainment, 

truth 


and  advertising 


ever. 
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FROM  THE 
SIDEWALKS  OF 
NEW  YORK 
TO  THE 
VALLEYS  OF 
THE  MOON... 


Where  News  Comes  First  on... 


WRCA-TV  • 4 


NBC  in  New  York 


BROADCAST  ADVERTISING 

RADIOS  UNSOLICITED  TESTIMONIAL 


RAB  clinic  hears  advertisers  praise  medium’s  selling  prowess 


From  food  for  dogs  to  food  for  peo- 
ple— radio  can  sell  it.  And  it  can  sell 
such  assorted  other  products  and  serv- 
ices as  gasoline  for  cars,  airline  seats 
for  travelers,  and  shaving  cream  and 
deodorants  for  men. 

That  was  the  message  for  some  250 
agency,  advertiser  and  broadcast  execu- 
tives on  hand  for  Radio  Advertising 
Bureau’s  Fifth  Annual  National  Radio 
Advertising  Clinic  in  New  York  last 
Thursday.  Chicago  executives  were  to 
get  the  message  in  duplicate  presenta- 
tions there  Friday. 

Radio  success  stories  and  how-we- 
used-it  reports  were  presented  by  five 
veterans  of  National  Radio  Advertis- 
ing: William  G.  Mennen  Jr.  of  the 
Mennen  Co.,  Gordon  M.  Bain  of 
Northwest  Orient  Airlines,  Raymond  C. 
Keck  of  Cities  Service,  Robert  Llewel- 
lyn of  American  Bakeries  and  F.J.  Tor- 
rence of  John  Morrell  & Co. 

The  stories  behind  other  successful 
radio  campaigns  also  were  presented  in 
a creative  session  featuring  three  agen- 
cy executives:  Harry  K.  Renfro  of 
D’Arcy  Adv.,  St.  Louis;  Richard  Mer- 
cer, BBDO,  New  York,  and  Mark 
Forgette,  J.  Walter  Thompson  Co.,  Chi- 
cago. A series  of  roundtable  discussions 
by  media  buyers  wound  up  the  all-day 
clinic  in  each  city. 

Bread  ■ A 214 -minute  commercial 
which  many  stations  accepted  at  an 
average  rate  of  114  times  the  one- 
minute  charge  was  the  highlight  of  one 
of  the  advertiser  presentations.  This 
was  a musical  commercial  for  Tastee 
Bread,  which  Mr.  Llewellyn,  American 
Bakeries  Advertising  Manager,  said  was 
accepted — at  that  average  rate — by  80 
to  90%  of  the  stations  used  in  Tastee’s 
campaign  in  33  cities  last  fall.  Ameri- 


cans spent  approximately  $500,000,  us- 
ing at  least  60  spots  a week  in  the  33 
markets. 

Radio’s  ability  to  reach  women  just 
before  they  do  their  shopping,  its  econ- 
omy and  its  adaptability  to  saturation 
use  were  key  factors  in  the  bakeries’ 
selection  of  the  medium,  Mr.  Llewellyn 
reported.  He  credited  stations’  accept- 
ance of  the  214  -minute  commercials — 
and  their  success  in  selling  bread — to 
the  fact  that  they  were  “entertainment 
commercials”  featuring  good  music  as 
well  as  sales  message.  The  commercials 
were  made  into  albums  which  were 
given  away — more  than  1,000  in  St. 
Louis  alone — in  response  to  listeners’ 
requests,  he  asserted. 

Toiletries  ■ Mr.  Mennen,  marketing 
vice  president  of  the  Mennen  Co.,  de- 
tailed past  and  current  uses  of  radio 
by  his  concern.  From  last  July  through 
November,  Mennen  used  only  radio  to 
advertise  its  Speed  Stick  deodorant, 
Quixana,  Skin  Bracer  and  Foam  Shave. 
He  said  that  after  four  weeks  of  the 
campaign,  which  embraced  75  markets, 
“one  of  the  largest  wholesale  drug 
houses  in  St.  Louis  reported  a 50% 
increase  in  Mennen  deodorant  sales 
with  a 15%  increase  in  Foam  Shave 
and  a 25%  increase  in  Quixana.  A Los 
Angeles  drug  chain  reported  it  was 
running  out  of  stock  on  the  Skin  Bracer 
faster  than  its  normal  reorder  pattern 
[and]  similar  reports  came  in  from 
Omaha,  Detroit^  Denver,  Indianapolis, 
Miami  and  Boston.” 

He  singled  out  disc  jockeys’  knack 
for  personalizing  commercials  as  an  im- 
portant factor  which  “makes  the  bar- 
gain of  radio  an  even  bigger  bargain 
than  the  dollars-and-cents  figures  sug- 
gest.” 


Against  this  background  Mr.  Mennen 
sketched  1960  plans:  “Our  entire  Speed 
Stick  budget,  for  example,  is  now  in 
radio  (more  than  100  stations  in  the 
top  76  markets)  and  as  summer  comes 
and  people  turn  more  and  more  from 
television  to  radio,  as  they  do  every 
summer,  you’re  going  to  find  Mennen 
back  in  radio  with  a greatly  expanded 
schedule,  not  only  with  Speed  Stick 
but  with  a flock  of  other  products  for 
men.”  Looking  for  the  male  audience, 
Mennen  shoots  primarily  for  the  6-9 
a.m.  and  4-6  p.m.  periods  for  its  spots. 

Air  Travel  ■ Mr.  Bain,  sales  vice 
president  of  Northwest  Orient,  stressed 
radio’s  “extreme  flexibility”  which  “per- 
mits us  to  aim  our  advertising  at  specific 
problems  almost  overnight.”  Among 
other  success  stories  he  cited  a heavy 
two-week  radio  promotion  in  Chicago 
which,  he  said,  raised  one  flight  from 
an  average  of  17  passengers  to  a con- 
tinuing average  of  65. 

Northwest  Orient,  which  spends  close 
to  $1.5  million  a year  in  radio,  was 
the  first  major  airline  to  put  the  bulk 
of  its  budget  into  the  medium,  Mr. 
Bain  declared. 

Motor  Products  ■ Mr.  Keck,  adver- 
tising manager  of  Cities  Service,  noted 
that  starting  in  1927  his  company  used 
network  radio  continuously  for  30 
years,  from  Jessica  Dragonette  to  the 
Band  of  America.  Also  an  extensive 
user  of  spot  radio,  Cities  Service  put 
$1  million  into  this  arm  of  the  medium 
last  year. 

He  said  his  company  looks  for  sat- 
uration, timeliness  (peak  car-care  and 
driving  seasons)  and  compatibility  with 
realistic  budgeting  when  it  starts  plan- 
ning a radio  campaign.  Last  year’s  cam- 
paign— so  effective  it  brought  a budget 


I 


I 


Award  eight  best  radio  commercials;  JWT,  Esty  two  each 


Golden  record  plaques  for  the 
“eight  most  effective”  radio  com- 
mercials of  1959  were  presented  by 
the  Radio  Advertising  Bureau  at  its 
National  Radio  Advertising  Clinic 
luncheon  in  New  York  last  Thurs- 
day. The  winners  were  all  musical 
commercials.  J.  Walter  Thompson 
Co.  and  William  Esty  Co.  had  two 
winners  each. 

Allen  M.  Woodall  of  WDAK 
Columbus,  Ga.,  RAB  board  chair- 
man, made  the  presentation.  The 


winners,  the  agencies  involved  and 
the  executives  who  received  the 
awards  for  the  respective  advertisers 
and  agencies  were  as  follows  (re- 
cipient in  each  case  was  from  the 
agency,  except  as  noted). 

Budweiser  beer  (“Where  There’s 
Life  There’s  Bud”),  D’Arcy  Adv., 
President  Harry  W.  Chesley  Jr.; 
Coca-Cola  (“Be  Really  Refreshed”), 
McCann-Erickson,  Paul  E.  Foley, 
vice  president  and  assistant  general 
manager;  Ford  (“New  World  of 


Fords”),  Wallace  Elton,  JWT  vice 
president;  Nescafe  (“43  Beans”), 
John  Peace,  Esty  president;  North- 
west Orient  Airlines  (“Give  Wings 
To  Your  Heart”),  Winslow  H.  Case, 
Campbell-Mithun,  vice  president; 
Pepsi-Cola  (“Be  Sociable”),  Kenyon 
& Eckhardt,  associate  ad  director 
Mai  Murray,  Pepsi-Cola  Co.;  Schlitz 
beer  (“Real  Joy  of  Good  Living”), 
JWT,  Mr.  Elton;  Winston  Cigarettes 
(“Winston  Tastes  Good”),  Esty,  Mr. 
Peace. 
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Mr.  Torrence  Mr.  Keck  Mr.  Llewellyn  Mr.  Bain  Mr.  Mennen 

They  sing  the  praises  of  radio  in  five-part  harmony 


increase  for  radio  in  1960 — used  min- 
ute spots  on  Wednesdays,  Thursdays 
and  Fridays  plus  afternoon  and  early- 
evening  reminder  spots,  eight  seconds 
in  length,  on  weekends.  Mr.  Keck  told 
broadcasters:  “As  long  as  you  offer 
the  flexibility,  the  sound  and  eco- 
nomical means  of  reaching  the  con- 
sumer, we  should  be  good  for  another 
35  years”  in  radio. 

Dog  Food  ■ Mr.  Torrence,  advertis- 
ing director  of  Morrell,  noted  that  ra- 
dio has  been  a primary  tool  in  getting 
Red  Heart  Dog  Food  started  in  the 
1930’s  and  it  is  still  basic  to  Morrell’s 
efforts  to  maintain  and  increase  its 
share  of  the  highly  competitive,  $350 
million  dog  food  market.  Radio,  which 
he  credited  with  a major  role  in  build- 
ing Red  Heart’s  business  “from  cases 
to  car-loads,”  currently  is  being  used 
in  90  to  100  markets.  He  stressed  the 
importance  of  “week-in  and  week-out 
continuity  in  radio,”  and  said  Morrell, 
in  the  medium  for  25  years,  will  be 
“swinging  along  with  radio  at  least  for 
another  30  years,  I hope.” 

The  clinic’s  creative  session  delved 
behind  the  scenes  of  the  creation  of 
distinctive  radio  campaigns  for  Butter- 
Nut  Coffee,  Lucky  Strike  Cigarettes 
and  Seven-Up  beverage.  The  reports 
were  presented  by  creative  experts 
from  the  respective  agencies:  Mr.  Ren- 
fro, radio-tv  manager  of  D’Arcy,  St. 
Louis;  Mr.  Mercer,  vice  president  and 
radio-tv  copy  group  head  for  BBDO, 
New  York,  and  Mr.  Forgette,  vice  pres- 
ident, JWT,  Chicago. 

Mr.  Renfro  told  of  Butter-Nut’s  use 
of  off-beat  commercials  by  Stan  Freberg 
— including  a six  and  one-half  minute 
entertainment  commercial  which  on 
some  stations  was  placed  as  a program 
and  on  others  was  broken  into  60-sec- 
ond spots — to  introduce  the  product  on 
the  West  Coast.  Mr.  Mercer  traced  the 
evolution  of  Lucky  Strike’s  new  theme, 
“remember  how  great  cigarettes  used 
to  taste?”  and  Mr.  Forgette  reported  on 


the  use  of  the  Kingston  Trio  as  the  new 
radio  voice  of  Seven-Up. 

RAB  President  Kevin  Sweeney, 
Board  Chairman  Allen  M.  Woodall,  of 
WDAK  Columbus,  Ga.,  and  Miles 


How  changes  in  advertising  strategy 
boosted  sales  on  an  “old-new”  product 
for  one  client  and  a new  product  re- 
vitalized an  old  market  with  bonus  re- 
sults for  another  highlighted  an  Assn, 
of  National  Advertisers  Workshop  in 
Chicago  last  week. 

The  speakers:  H.W.  Grathwohl,  vice 
president  - advertising  for  Noxzema 
Chemical  Co.,  and  Charles  E.  Erb, 
marketing  manager  for  Westinghouse 
Electric  Corp.’s  Lamp  Division.  Allen 
F.  Flouton,  executive  vice  president  of 
Compton  Adv.  Inc.,  was  a third  speak- 
er at  the  ANA’s  new  products  work- 
shop. 

Mr.  Grathwohl  traced  the  advertising 
patterns  for  Noxzema  Instant  Lather 
Cream  introduced  in  1953  against  stiff 
competition.  The  company  did  fairly 
well,  spending  an  average  ratio  of  ad- 
vertising to  sales  and  putting  all  its 
money  in  1956  into  the  Perry  Como 
Show,  which  reached  12-14  million 
homes.  Unfortunately,  distribution 
wasn’t  holding  up  with  limited  expo- 
sure on  the  network  program. 

Getting  only  2%  of  market  share, 
Noxzema  retracted  its  steps.  It  sur- 
veyed its  distribution  pattern  and  found 
that  average  factory  sales  per  1,000 
population  ranged  from  $2.12  in  one 
territory  to  $23.52  in  another.  Thus, 
the  company  had  used  a national  tv 
show,  putting  the  same  proportionate 
share  of  its  budget  in  the  one  as  in  the 
other. 

Concentrates  on  Radio  ■ Noxzema 
decided  to  drop  tv  and  concentrate  on 
radio  and  newspapers,  in  April  1957, 


David,  RAB  vice  president  and  director 
of  promotion,  presided  over  the  ses- 
sions, which  in  most  cases  included  the 
playing  of  commercials  from  the  vari- 
ous campaigns. 


according  to  Mr.  Grathwohl.  IT  used 
saturation  techniques — flights  of  16 
weeks,  a hiatus,  then  15  weeks,  an- 
other hiatus  and  maybe  nine  weeks. 
It  bought  heavy  spot  radio  schedules 
on  three  New  York,  five  New  England, 
25  Yankee  Network  Stations.  Then 
Noxzema  wanted  to  get  an  attention 
getting  device  and  evolved  another  ap- 
proach. So,  with  a bit  more  money,  to 
spend,  it  turned  to  tv  in  August  1958, 
buying  two  stations  each  in  New  York 
and  Boston.  Sales  climbed  for  New 
York,  New  England  and  elsewhere  in 
terms  of  index  and  market  share.  Re- 
tail sales  rose  32%  in  26  months. 

Noxzema  changed  strategy  again, 
buying  the  half-hour  Love  and  Mar- 
riage series  in  90  cities  and  boosted  its 
food  store  distribution  from  19%  to 
43%  in  the  mid- Atlantic  region,  1% 
to  8%  in  Central,  7%  to  10%  in  East 
Central  and  23%  to  28%  in  New  Eng- 
land. Mr.  Grathwohl  displayed  a chart 
showing  a 54%  retail  sales  increase 
last  year  over  two  years  ago  and  a 
current  19%  gain  over  last  year. 

Mr.  Erb  described  how  Westing- 
house  unveiled  its  new  shape  “eye- 
saving” white  bulb,  which  he  claimed 
broke  a 35-year  barrier  in  the  field. 
It  poured  100%  of  its  advertising  dol- 
lars in  tv  and  print  in  the  residential 
market  behind  the  new  product.  Ship- 
ments of  new  shape  bulbs  in  1959  were 
ten  times  greater  than  those  of  con- 
ventional bulbs  in  their  best  year.  He 
noted  the  WEC’s  Lamp  Division  is 
expanding  its  budget  for  tv  and  radio. 


EXPLAIN  THEIR  AD  SUCCESSES 

Noxzema  and  Westinghouse  outline  strategy 
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SPOT  TV’S  TOP  1 00  ADVERTISERS 

P&G  leads  the  parade  with  $45  million,  Lever  Bros,  second 


Five  national  advertisers  were  respon- 
sible for  more  than  $251.8  million 
gross  billing  in  television  last  year. 

Tv  spot  billing  daring  1959  was 
$605.6  million,  compared  to  1958’s 
$511.7  million  (Broadcasting,  March 
21). 

Procter  & Gamble  alone  racked  up 
a gross  billing  of  $95,340,352,  over  $50 
million  in  network  and  another  $45 
million  in  spot.  Lever  Bros,  ranked 
second  with  more  than  a $46.8  million 
tv  gross,  split  $32.7  million  in  network 
and  $14.1  million  in  spot.  American 
Home  Products  allocated  a gross  $38.7 
million  that  fell  $28.1  million  in  net- 
work and  another  $10.6  million  in 
spot.  Colgate-Palmolive  compiled  over 
$36.3  million  of  which  $22.4  million 
was  in  network  and  $13.8  million  in 
spot.  General  Foods’  $35.4  million  was 
$20.8  million  network  and  $14.6  mil- 
lion spot. 

The  compilation  of  tv’s  top  five  was 
made  possible  last  week  with  release  by 
Television  Bureau  of  Advertising  of  the 
estimated  expenditures  (in  gross)  of 
the  top  100  national  and  regional  spot 
tv  advertisers.  Network  figures  were 
disclosed  a few  weeks  ago  (Broad- 
casting, March  21). 

Highlights  of  TvB’s  spot  report: 

P&G’s  $45  million  led  the  list 
of  100  spot  advertisers.  Adell  Chemical 


20  TOP  BRANDS 


1.  Lestoil 

2.  Duncan  Hines  Mixes 

3.  Maxwell  House  Coffee 

4.  Kellogg  Cereals 

5.  Mr.  Clean 

6.  Alka-Seltzer 

7.  Texize  Household  Cleaner 

8.  Wonder  Bread 

9.  Robert  Hall 

10.  Anahist  Cold  Remedies 

11.  Folger's  Coffee  . 

12.  Avon  Cosmetics 

13.  Colgate  Dental  Cream 

14.  Coca-Cola 

15.  Dristan  Cold  Remedies 

16.  Cheer 

17.  Profile  Bread 

18.  Viceroy 

19.  Post's  Cereals 

20.  Vick's  Cold  Remedies 


$17,627,120 
7,209,170 
6,082,340 
5,953,660 
5,796,130 
5,729,760 
4,611,480 
3,865,090 
3,836,490 
3,812,430 
3,722,440 
3,677,040 
3,629,920 
3,544,560 
3,542,570 
'3,333,470 
3,181,840' 
• 3,125,610 
3,106,540 
3,061,510 


(Lestoil  principally)  was  second  in  spot 
with  $18,132,030;  General  Foods  was 
third  at  $14,599,400;  Lever  Bros, 
fourth  at  $14,118,940;  Colgate-Palmol- 
ive fifth  with  $13,879,890;  Continental 
Baking  next  at  $10,806,480;  Warner- 
Lambert  Pharmaceuticals  followed  with 
$10,690,620;  American  Home  Products 
eighth  at  $10,657,620;  Brown  & Wil- 
liamson Tobacco  ninth  with  $9,252,- 
640,  and  Miles  Labs  was  No.  10  at 
$7,830,830. 


Lestoil  Leads  Brands  ■ Adell’s  Lestoil 
was  the  No.  1 spot  tv  brand  in  the 
nation.  That  product  alone  brought  in 
a gross  billing  of  more  than  $17.6  mil- 
lion. P&G’s  spot  support  for  Duncan 


Hines  mixes  established  the  product  line 
as  second  at  more  than  $7  million, 
followed  by  General  Foods’  Maxwell 
House,  Kellogg  cereals,  P&G’s  Mr. 
Clean  (household  liquid  detergent  and 
Lestoil  competitor);  Miles’  Alka-Seltzer 
and  Texize  (still  another  Lestoil-Mr. 
Clean  competitor). 

P&G  spent  upward  of  $3  million  for 
each  of  four  brands — Duncan  Hines 
mixes,  Mr.  Clean,  Cheer  and  Clorox. 

Foods  advertisers  made  up  the  lead- 
ing product  class  in  spot  tv,  spending 
$165.7  million,  or  18%  more  than  in 
1958.  No  other  product  group  came 
near  the  foods’  total:  drugs,  cosmetics, 
beer  and  household  cleaners  all  coming 
in  at  the  $45-53  million  range.  Ad- 
vertisers of  household  cleaners,  waxers, 
cleansers  and  polishes  increased  billing 
52%  over  their  1958  spot  tv  total 
($45.1  million  compared  to  $29.6  mil- 
lion). 

The  margin  of  nighttime  over  day- 
time, as  the  period  into  which  most 
spot  billing  fell,  narrowed  just  slightly 
in  1959  compared  to  1958.  In  1958, 
53.4%  of  spot  billing  was  registered  in 
the  nighttime  schedule;  in  1959,  the 
share  was  50.6%. 

Minute  announcements  continued  to 
get  the  lion’s  share  of  spot  billing 
(actually  more  of  the  total  in  1959 
[76.1%]  than  in  1958  [72.7%]). 


EST.  EXPENDITURES  OF  NATIONAL  & REGIONAL  SPOT  TV  ADVERTISERS  BY  PRODUCT  CLASSIFICATION 


AGRICULTURE  $ 

11,782,000 

Feeds,  meals 

1,005,000 

Miscellaneous 

777,000 

ALE,  BEER  & WINE 

47,840,000 

Beer  & ale 

42,945,000 

Wine 

4,895,000 

AMUSEMENTS,  ENTERTAINMENT 

1,019,000 

AUTOMOTIVE 

18,175,000 

Anti-freeze 

158,000 

Batteries 

449,000 

Cars 

12,143,000 

Tires  & tubes 

1,715,000 

Trucks  & trailers 

303,000 

Miscellaneous  accessories  & supplies 

3,407,000 

BUILDING  MATERIAL,  EQUIPMENT, 

FIXTURES,  PAINTS 

2,827,000 

Fixtures,  plumbing,  supplies 

503,000 

Materials 

746,000 

Paints 

1,012,000 

Power  tools 

231,000 

Miscellaneous 

335,000 

CLOTHING,  FURNISHINGS, 

ACCESSORIES 

16,273,000 

Clothing 

12,206,000 

Footwear 

2,911,000 

Hosiery 

803,000 

Miscellaneous 

353,000 

CONFECTIONS  & SOFT  DRINKS 

28,192,000 

Confections 

13,427,000 

Soft  drinks 

14,765,000 

CONSUMER  SERVICES 

17,531,000 

Dry  cleaning  & laundries 

35,000 

Financial 

2,975,000 

Insurance 

3,770,000 

Medical  & dental 

197,000 

Moving,  hauling,  storage 

488,000 

Public  utilities 

7,861,000 

Religious,  political,  unions 

969,000 

Schools  & colleges 

185,000 

Miscellaneous  services 

1,051,000 

COSMETICS  & TOILETRIES  1 

5 52,512,000 

Cosmetics 

11,844,000 

Deodorants 

5,870,000 

Depilatories 

152,000 

Hair  tonics  & shampoos 

10,982,000 

Hand  & face  creams,  lotions 

3,982,000 

Home  permanents  & coloring 

5,326,000 

Perfumes,  toilet  waters,  etc. 

1,822,000 

Razors,  blades 

2,412,000 

Shaving  creams,  lotions,  etc. 

1,488,000 

Toilet  soaps 

7,103,000 

Miscellaneous 

1,531,000 

DENTAL  PRODUCTS 

13,571,000 

Dentifrices 

8,806,000 

Mouthwashes 

3,898,000 

Miscellaneous 

867,000 

DRUG  PRODUCTS 

53,478,000 

Cold  remedies 

16,655,000 

Headache  remedies 

10,823,000 

Indigestion  remedies 

10,310,000 

Laxatives 

3,031,000 

Vitamins 

4,026,000 

Weight  aids 

1,911,000 

Miscellaneous  drug  products 

5,625,000 

Drug  stores 

1,097,000 

FOOD  & GROCERY  PRODUCTS 

165,725,000 

Baked  goods 

28,736,000 

Cereals 

15,266,000 

Coffee,  tea  & food  drinks 

36,501,000 

Condiments,  sauces,  appetizers 

7,121,000 

Dairy  products 

7,919,000 

Desserts 

1,366,000 

Dry  foods  (flour,  mixes,  rice,  etc.) 

19,489,000 

Fruits  & vegetables,  juices 

9,551,000 

Macaroni,  noodles,  chili,  etc. 

2,136,000 

Margarine,  shortenings 

8,942,000 

Meat,  poultry  & fish 

8,909,000 

Soups 

988,000 

Miscellaneous  foods 

7,850,000 

Miscellaneous  frozen  foods 

1,502,000 

Food  stores 

9,449,000 

GARDEN  SUPPLIES  & 


EQUIPMENT 

$ 808,000 

GASOLINE  & LUBRICANTS 

22,890,000 

Gasoline  & oil 

21,449,000 

Oil  additives 

1,285,000 

Miscellaneous 

156,000 

HOTELS,  RESORTS, 

RESTAURANTS 

568,000 

HOUSEHOLD  CLEANERS,  CLEANSERS. 

POLISHES,  WAXES4 

45,165,000 

Cleaners,  cleansers4 

38,128,000 

Floor  & furniture  polishes,  waxes 

3,540,000 

Glass  cleaners 

659,000 

Home  dry  cleaners 

569,000 

Shoe  polish 

1,725,000 

Miscellaneous  cleaners 

544,000 

HOUSEHOLD  EQUIPMENT— 

APPLIANCES 

4,971,000 

HOUSEHOLD  FURNISHINGS 

3,564,000 

Beds,  mattresses,  springs 

1,785,000 

Furniture  & others  furnishings 

1,779,000 

HOUSEHOLD  LAUNDRY  PRODUCTS 

36,727,000 

Bleaches,  starches 

6,702,000 

Packaged  soaps,  detergents4 

27,987,000 

Miscellaneous 

2,038,000 

HOUSEHOLD  PAPER  PRODUCTS 

4,558,000 

Cleansing  tissues 

666,000 

Food  wraps 

1,524,000 

Napkins 

314,000- 

Toilet  tissue 

1,162,000 

Miscellaneous 

892,000 

HOUSEHOLD,  GENERAL 

5,617,000 

Brooms,  brushes,  mops,  etc. 

603.000 

China,  glassware,  crockery, 

containers 

941,000 

Disinfectants,  deodorizers 

1,156,000 

Fuels  (heating,  etc.) 

309,000 

Insecticides,  rodenticides 

1,701,000 

Kitchen  utensils 

106,000 

Miscellaneous 

801,000 
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The  case  of  the  lonesome  can:  Shelves  full  at  9 am,  but  naked  as  a jaybird  at  5 pm. 


Sent  out  All  Points  Bulletin.  Same  checkout  at  all  checkout  counters  and  bins  cased.  (Same  as  department 
and  other  store  capers.)  Same  pattern— shelves  fully  stocked  at  9 am,  empty  at  5.  All  indications  same  gang 
operating  last  27  years.  Suspicious  lack  of  sponsor  turnover.  (Of  ’59-’60’s  49  advertisers,  30  renewals.)  Notorious 
shelf-emptier  must  be  Don  McNeill’s  Breakfast  Club.  Missing  hot  items  at  super  and  other  markets  include: 


ALL-PURPOSE  GELATIN.  AQUA-IVY,  AMERICAN  HOME.  APPIAN  WAY  PIZZA,  ARCHWAY  COOKIES,  AYDS,  BABYSWEET-SOOTHENE,  BELTONE  HEARING  AIDS,  BEN  MONT  CHRISTMAS  TREE  DECORATIONS.  BRUCE  CLEANING  WAX,  BURGESS  VIBROCRAFTER  CAN  OPENER. 
CHASE  8 SANBORN,  CHEF  BOY-AR-DEE.  CHEERIOS.  CLAIROL.  DEEP  HEAT  RUB.  DRISTAN,  EX-LAX,  FRED  FEAR  EASTER  EGG  COLORS,  GROSSET  8 DUNLAP,  GULF  GUARANTY  LAND  8 TITLE  CO.  (CAPE  CORAL),  HUDSON  VITAMINS.  K00L-AID,  KRETSCHMER  WHEAT  GERM. 
KVP  FREEZER  PAPER,  LADIES'  HOME  JOURNAL,  LEV0L0R  VENETIAN  BLINDS,  MAGLA  IRONING  BOARD  COVERS,  MIRACLOTH,  MUSSELMAN  APPLE  SAUCE,  NATIONAL  LP  GAS  COUNCIL,  OLSON  RUG,  PARKER  PENS,  PETER  PAUL,  PLANTABBS,  RENUZIT  FABRIC  CLEANER,  ROCK 
OFAGES.SARAN  WRAP.  SATURDAY  EVENING  POST,  6-12INSECT  REPELLENT,  SLOAN'S.  SOFSKIN,  SPRUANCE  BREAD  MIX,  STA-PUF-STA-FLO,STREETER'SPLANTTABLETS,  UNIVERSAL  COFFEEMATIC,  VAN  NUYS  SAVINGS  SLOAN,  WATCHMAKERS  OF  SWITZERLAND.ZINOPADS. 


Look  for  summer  capers!  ABC  RADIO  NETWORK 
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NOTIONS 

$ 325,000 

TRANSPORTATION  & TRAVEL 

$ 3,911,000 

PET  PRODUCTS 

6,689,000 

Air 

2,734,000 

PUBLICATIONS 

679,000 

Bus 

Rail 

422.000 

718.000 

SPORTING  GOODS,  BICYCLES, 
TOYS 

4,893,000 

Miscellaneous 

37,000 

Bicycles  & supplies 

36,000 

WATCHES,  JEWELRY,  CAMERAS 

3,830,000 

Toys  & games 

4,530,000 

Cameras,  accessories,  supplies 

1,170,000 

Miscellaneous 

327,000 

Clocks  & watches 

22,000 

STATIONERY,  OFFICE 

Jewelry 

174,000 

EQUIPMENT 

222,00.0 

Pens  & pencils 

2,211,000 

TELEVISION,  RADIO,  PHONOGRAPH, 

Miscellaneous 

253,000 

MUSICAL  INSTRUMENTS 

1,171,000 

MISCELLANEOUS 

8,600,000 

Radio  & television  sets 

381,000 

Trading  stamps 

953,000 

Records 

280,000 

Miscellaneous  products 

3,655,000 

Miscellaneous 
TOBACCO  PRODUCTS  & 

510,000 

Miscellaneous  stores 

3,992,000 

SUPPLIES 

Cigarettes 

31.490.000 

28.756.000 

TOTAL 

$605,603,000 

Cigars,  pipe  tobacco 

2,330,000 

In  1959  Liquid  cleaners  (i.e.  Lestoil)  included 

Miscellaneous 

404,000 

in  sub-class;  "Cleaners,  Cleansers. 

TOP  100  NATIONAL  AND  REGIONAL  SPOT  TELEVISION  ADVERTISERS 

1959  ANNUAL  REPORT  (Source:  TvB-Rorabaugh) 


Rank 

Est.  Expenditure 

Rank 

Est. 

Expenditure 

1. 

Procter  & Gamble 

$45,046,800 

26. 

Carter  Products 

$3,474,300 

2. 

Adell  Chemical 

18,132)030 

27. 

American  Tobacco 

3,467,440 

3. 

General  Foods 

14,599,400 

28. 

Ford  Motor  Dealers  . 

3,438,840 

4. 

Lever  Bros. 

14,118,940 

29. 

Revlon 

3,284,050 

5. 

Colgate-Palmolive 

13,879,890 

30. 

General  Mills 

3,237,710 

6. 

Continental  Baking 

10,806,480 

'31. 

Vick  Chemical 

3,115,200 

7. 

Warner-Lambert 

10,690,620 

32. 

Lanolin  Plus 

3,047,290 

8. 

American  Home  Products 

10,657,620 

33. 

B.  T.  Babbitt 

2,992,150 

9. 

Brown  & Williamson 

9,252,640 

34. 

Pepsi  Cola  Bottlers 

2,984,590 

10. 

Miles  Laboratories 

7,830,830 

35. 

Liggett  & Myers  ^ 

2,948,590 

11. 

Bristol-Myers 

7,744,650 

36. 

Andrew  Jergens 

2,923,670 

12. 

International  Latex 

7,381,340 

37. 

Wesson  Oil  & Snow  Drift 

2,883,440 

13. 

Kellogg 

5,988,600 

38. 

Borden 

2,824,470  S 

14. 

Texize  Chemicals 

5,360,900 

39. 

Food  Mfrs. 

2,769,580 

15. 

Philip  Morris 

4,387,270 

40. 

William  Wrigley,  Jr. 

2,749,420 

16. 

R.  J.  Reynolds 

4,252,450 

41. 

Gillette 

2,745,350 

17. 

Corn  Products 

4,226,190 

42. 

Drug  Research 

2,742,900 

18. 

P.  Lorillard 

4,177,170 

43. 

Pillsbury 

2,712,080 

19. 

Standard  Brands 

4,135,040 

44. 

Pabst  Brewing 

2,710,170 

20. 

United  Merchants  & Mfrs. 

3,840,970 

45. 

National  Grape  Cooperative  Ass'n 

2,601,350 

21. 

J.  A.  Folger 

3,722,440 

46. 

Nestle 

2,581,390 

22. 

Avon  Products 

3,677,040 

47. 

Norwich  Pharmacal 

2,534,960 

23. 

Sterling  Drug 

3,660,910 

48. 

American  Chicle 

2,496,540 

24. 

Anheuser-Busch 

3,649,070 

49. 

Shell  Oil 

2,451,710 

25. 

Coca-Cola  Bottlers 

3,567,960 

50. 

General  Motors  Dealers 

2,427,260 

Rank 

Est.  Expenditure 

51. 

Max  Factor 

$2,423,490 

52. 

Carling  Brewing 

2,395,710 

53. 

Jacob  Ruppert 

2,213,820 

54. 

Esso  Standard  Oil 

2,198,650 

55. 

National  Biscuit 

2,130,880 

56. 

Wander 

2,075,850 

57. 

Falstaff  Brewing 

2,061,370 

58. 

Sun  Oil 

2,038,840 

59. 

U.  S.  Borax  & Chemical 

1,998,720 

60. 

Pharma-Craft 

1,973,510 

61. 

Associated  Products 

1,956,140 

62. 

Helena  Rubinstein 

1,920,480 

63. 

Hertz 

1,915,420 

64. 

Quaker  Oats 

1,859,690 

65. 

Schlitz  Brewing 

1,850,150 

66. 

Minute  Maid 

1,822,880 

67. 

Hamm  Brewing 

1,821,880 

68. 

Ralston  Purina 

1,808,340 

69. 

Helene  Curtis  Industries 

1,787,350 

70. 

Standard  Oil  (Indiana) 

1,767,900 

71. 

Ward  Baking 

1,748,460 

72. 

E.  &.  J.  Gallo  Winery 

1,640,110 

73. 

Interstate  Bakeries 

1,586,800 

74. 

Fels  & Co. 

1,549,600 

75. 

Atlantic  Refining 

1,543,390 

76. 

Alberto-Culver 

1,535,130 

77. 

Exquisite  Form  Brassiere 

lj.507,730 

78. 

M.  J.  B.  Co. 

1,505,720 

79. 

Continental  Wax 

1,496,130 

80. 

Piel  Bros. 

1,487,830 

81. 

National  Dairy  Products 

1,445,980 

82. 

Safeway  Stores 

1,430,470 

83. 

Chesebrough-Ponds 

1,419,880 

84. 

Plough 

1,405,460 

85. 

Atlantis  Sales 

1,403,850 

86. 

Wilson  & Co. 

; 1,401,800 

87. 

General  Motors 

1,370,030 

88. 

Schick  - 

1,348,040 

89. 

Pam  Industries 

1,328,560 

. 90. 

Phillips  Petroleum 

1,325,310 

91. 

E.  F.  Drew  & Co. 

1,320,230 

92. 

Parker  Pen 

1,317,120 

93. 

Armour  & Co. 

1,291,160 

94. 

Charles  Pfizer 

1,279,910 

95. 

Vic  Tanny  Enterprises 

1,277,630 

96. 

Heublein  _.>■ 

1,273,310 

97. 

National  Brewing 

1,258,700 

98. 

Block  Drug 

1,250,630 

99. 

Pacific  Tel.  & Tel. 

1,243,960 

100. 

Kroger 

1,232,020 

in  DENVER 

K B T V 


* 


NO.  X 

9 


<3 

CHANNEL 


6 out  of  the  top  10  programs  are  on  KBTV! 

Greatest  share  of  audience  from  3 P.M.  to  sign  off! 

Greatest  number  of  homes  reached  from  3 P.M.  to  sign  off! 

The  figures  are  in . . . and  they  conclusively  prove  that  for  the  second  straight  rating 
period  . . . Channel  9 is  the  top  station  with  Denver  TV  viewers. 

Great  ABC-Television  network  shows,  powerful  local  programs  combine  with  KBTV’s 
“perpetual  promotion"  to  place  Channel  9 in  this  number  one  position. 

HOW  CAN  YOU  COVER  THE  DENVER  MARKET  WITHOUT  KBTV? 


Nielsen  Station  Index  For  Denver  February  1960 

KBTV 
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BIG 


FOR 


J 

6 modern  approaches  to  one  old  broadcasting  problem: 
finding  the  right  music  at  the  right  price. 


announces  the  new  all-LP  music 
Program  Service,  brilliantly  produced  on  hi-fi  recordings  and  featuring  the  great 
names  of  the  industry.  Six  different  purchase  plans  to  choose  from.  Outright 
ownership.  Your  choice  of  albums.  New  releases. 


Popular,  jazz,  classical,  country  and  western,  religious,  band  music,  and  the 
“DRUMMERS”*  — SESAC’s  all-new  recorded  sales  starters,  station  promos  and 
production  spots. 


To  see  and  hear  and  learn  about  the  Big  Six  purchase  plans,  visit  the  SESAC 
Hospitality  Suite  1206A  at  the  Conrad  Hilton  Hotel  during  the  1960  NAB 
Convention. 

* Trademark 


SESAC  INC. 


THE  COLISEUM  TOWER 
10  COLUMBUS  CIRCLE  - NEW  YORK 


19,  N.  Y. 
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FIRTH  LAYS  TV  SALES  CARPET 

Expands  home  decorating  show  to  1 0 markets 


Firth  Carpet  Co.  of  New  York  is 
working  its  way  up  to  wall-to-wall 
electronic  coverage.  The  company  is 
doing  it  in  easy  stages,  spreading  its 
tv  by  sections  across  the  country,  two 
markets  last  spring,  nine  or  ten  this 
season  and  maybe  20  in  the  fall. 

To  sell  its  big-ticket  merchandise. 
Firth  is  taking  an  educational — and 
economical — approach,  using  daytime 
weekly  half-hours,  10  weeks  at  a time. 
The  current  schedule,  which  is  getting 
underway  on  a staggered  basis,  grew 
out  of  a two-market  success  last  year. 

The  Firth  show,  Spotlighting  You, 
debuted  live  last  year  in  Baltimore  and 
Kalamazoo.  Results  were  so  satisfactory 
to  Firth  and  local  stores  that  this  year 
the  sponsor  and  its  agency,  W.B.  Doner 
& Co.,  decided  to  put  it  on  tape  and 
take  it  on  the  road.  Stations  on  the 
spring  1960  line-up  are  KLZ-TV  Den- 
ver, WMAR-TV  Baltimore,  KRNT-TV 
Des  Moines,  KING-TV  Seattle,  WLWI 
(TV)  Indianapolis,  KFSD-TV  San 
Diego,  WKZO-TV  Kalamazoo,  WPST- 
TV  Miami  and  WRC-TV  Washington. 
There  may  be  another  market  or  so, 
depending  on  availabilities. 

Fast  Draw  In  The  East  ■ Early  re- 
sults on  Spotlighting  You  confirm  the 
tv  strategy.  Fred  Tobey,  executive  art 
supervisor  of  the  Doner  Co.  and  ac- 
count man  for  Firth,  said  the  show 
pulled  220  mail  requests  for  a booklet 
by  Friday  morning  after  the  Wednes- 
day, March  18  debut  on  WMAR-TV 
Baltimore.  If  the  pattern  follows  last 
year’s  test  market  experience  (4,000 
Baltimore  booklet  orders  in  eight 
weeks),  this  will  build  over  the  10 
weeks,  making  the  effort  worthwhile 
both  at  the  store  and  in  the  mailbox. 


Decorating  duo  ■ Firth  consultant  Guy 
Cornell  and  show  hostess  Tykie  Casey 
on  the  San  Francisco  set  of  Spotlight- 
ing you. 

to  find  chic  women  (panelists  on  the 
show)  and  speech  that  is  free  of  regional 
peculiarities.  Mr.  Tharrett,  Mr.  Tobey 
and  Doner  producer-director  Bob  Bleyer 
worked  on  the  series  with  Bob  Glass- 
burn  of  the  KRON-TV  staff  who  was 
assigned  as  production  co-ordinator  on 
the  tape  job. 

All  commercials  are  done  live  by 
local  personalities,  but  Doner  has  set 


up  a uniform  approach.  A “soft  sell” 
tone  has  been  taken  because  “it  would 
be  wrong  to  excite  the  viewer  into  rapid 
action  or  to  hit  him  over  the  head  on 
a subject  such  as  a home  decoration 
project  that  might  involve  spending 
thousands  of  dollars,”  Firth  believes. 

Sales  Conditioning  b Harold  E. 
Wadely,  president  and  board  chairman 
of  the  carpet  firm,  sums  up  the  cam- 
paign's dual  aim:  “First,  we  want  to 
create  traffic  for  our  dealers  on  regular 
goods  at  regular  prices.  Second,  we 
want  to  educate  women  at  home  so 
they  will  know  how  to  shop  for  carpet 
intelligently.  We  have  found  that  we 
can  accomplish  each  of  these  goals,  and 
also  found  that  dealers  who  tie  in  with 
the  series  with  their  own  advertising 
and  displays  benefit  accordingly." 

Lestoil  firm  sold 

Standard  International  Corp.,  And- 
over, Mass.,  is  acquiring  Adell  Chem- 
ical Co.,  Holyoke,  Mass.,  maker  of 
Lestoil  Liquid  Detergent  and  Lestare 
Dry  Bleach,  at  an  undisclosed  sales 
price.  Adell  Chemical,  owned  by  the 
Jacob  L.  Barowsky  family,  attributed 
the  sale  mainly  to  the  unfavorable 
estate  tax  picture  and  to  the  assurance 
that  the  present  management  and  di- 
rection of  the  company  will  be  main- 
tained. 

Adell  Chemical  by  virtue  of  its  close 
kinship  to  television  (Lestoil’s  spot  tv 
story  is  perhaps  the  medium’s  top  suc- 
cess tale)  moved  from  a $90,000-a- 
year  to  a $24-million-a-year  operation 
in  only  six  years. 


TVB  SCHEDULES  SALES  CLINICS 

Local  ad  problems  subject  of  1 7 meetings 


Spotlighting  You  stars  Firth’s  decorat- 
ing consultant,  Guy  Cornell.  Designed 
as  a “service”  program,  it  tells  its  home 
decorating  story  through  questions  by 
a housewife  panel  to  Mr.  Cornell  and 
guest  decorators.  Mr.  Cornell  himself 
covers  such  general  areas  as  lighting, 
textures,  art,  draperies  and  care  of 
home  furnishings,  while  show  hostess 
Tykie  Casey  handles  a brief  “Carpet 
Corner”  feature  advising  viewers  how  to 
buy  and  care  for  carpets.  Commercials 
are  for  Firth  and  for  local  stores,  which 
coordinate  advertising  and  display  on 
their  end. 

Sponsor  and  agency  teams  licked 
last  year’s  commuting  problem  for  live 
shows  by  putting  this  season’s  run  on 
tape.  KRON-TV  San  Francisco  got  the 
job  not  only  because  of  its  bid  but 
because  John  Tharrett,  Firth’s  director 
of  merchandising,  and  the  agency  pro- 
ducers consider  San  Francisco  the  place 


Problems  in  local  tv  advertising  will 
be  treated  in  a series  of  17  sales  clinics, 
according  to  plans  described  last  week 
by  Television  Bureau  of  Advertising, 
New  York.  With  specific  application 
to  retail  stores,  the  TvB  sessions  for 
local  broadcasters  will  open  May  3 in 
Greensboro,  N.C.,  and  wind  up  June  16 
in  Seattle. 

TvB  said  the  clinics,  which  will  ex- 
amine mainly  the  “typical  department 
store”  since  it  also  includes  problems  of 
specialty  stores,  will  show  stations  how 
to  determine  the  best  local  advertising 
prospects,  how  to  study  the  prospect 
before  seeing  him  and  how  to  create  a 
tv  plan,  prepare  the  presentation  and 
follow  through. 

Three  morning  meetings  for  station 
representatives  are  also  scheduled:  Chi- 
cago on  May  20,  New  York  on  June  1 
and  Los  Angeles  on  June  10. 


TvB  executives  slated  to  direct  the 
sessions  include:  Howard  Abrahams, 
vice  president  in  charge  of  retail  sales; 
Edward  Armsby,  director  of  sales  pre- 
sentation and  promotion;  George  Lind- 
say, director  of  central  division;  William 
MacRae,  director  of  station  relations; 
Walter  McNiff,  western  division  direc- 
tor; John  Sheehan,  vice  president,  na- 
tional sales,  and  Louis  Sirota,  assistant 
director  of  retail  sales. 

The  complete  sales  clinic  schedule: 

May  3,  King  Cotton  Hotel,  Greensboro;  May  5, 
Dinkier  Plaza,  Atlanta;  May  10,  McAllister  Hotel, 
Miami;  May  12,  Shamrock-Hilton,  Houston; 
May  17,  Hotel  Leamington,  Minneapolis-St.  Paul; 
May  17,  Muehlebach  Towers,  Kansas  City. 

May  19,  Ambassador-East,  Chicago;  May  19, 
Skirvin  Hotel,  Oklahoma  City;  May  24,  Sheraton, 
Rochester;  May  24,  Sheraton-Belvedere,  Baltimore; 
May  26,  Sheraton-Plaza,  Boston;  May  26, 
Sheraton,  Louisville. 

June  2,  Statler-Hilton,  Detroit;  June  7,  Cos- 
mopolitan Western,  Denver;  June  9,  Sheraton 
West,  Los  Angeles;  June  14,  St.  Francis,  San 
Francisco;  June  16,  Olympic,  Seattle. 
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Rich  rating  rewards  are  yours  when  you  dip 

into  this  fabulous  treasure  chest  of  M-G-M  cartoons . . . featuring  a host  of 

laff-a-minute  favorites  created  by  such  top-flight 
animators  as  Tex  Avery  and  Hanna  & Barbera. 
Every  M-G-M  cartoon  offers  top-quality, 
full  animation,  more  visual  excitement,  more 
hilarious  situations,  and  more  fabulous  sight  gags. 
Watch  those  ratings  zoom  when  one  youngster 
tells  another  that  your  channel  is  programming 
these  fun-packed  M-G-M  cartoons! 


CONTACT  US  AT  THE 

NAB  CONVENTION 

ROOM  2406,  CONRAD  HILTON  HOTEL 


division  of  Metro-Goldwyn-Mayer  Inc. 
1540  Broadway-New  York,  N.Y. 


The  story  broke  early  in  January  with 
indications  of  blatant  corruption  in 
the  Chicago  Police  Department.  First 
to  be  undone:  a group  of  patrolmen 
accused  of  sponsoring  their  own  thief. 
Expose  followed  expose,  flushing 
dishonest  policemen  and  irresponsible 
higher-ups.  All  newspapers  and  radio 
and  television  stations  in  Chicago 
duly  reported  these  developments. 

WNBQ  Television  and  WMAQ  Radio, 
Chicago’s  NBC  stations,  went  further. 
Shortly  after  the  first  shocking  discovery, 
the  stations’  “City  Desk”  programs 
devoted  their  full  energies  to  a 
penetrating  examination  of  the  scandal’s 
cause  and  effect.  Every  week  since, 
these  Sunday  programs  have  continued 
the  search  by  interviewing  law 
enforcement  authorities  and  persons 
directly  concerned  with  the  issues. 

“Shadow  On  Our  City,”  a WNBQ 
documentary  series,  scheduled  in  prime 
time,  focused  on  the  political  use  the 
scandal  has  been  put  to  and  developed 
some  stunning  revelations  and  startling 
conclusions.  Regular  newscasts 
continued  to  provide  valuable  insight 
that  helped  Chicago’s  citizens  take 
intelligent  action  to  meet  the  situation. 

The  Chicago  Daily  News’  appraisal  of 
these  efforts  typifies  critical  response: 

“WNBQ  has  put  its  TV  competition  to 
shame  with  its  special  coverage  of  the 
police  scandal.  WNBQ  has  performed 
a vital,  responsible  public  service.” 

Chicagoans  now  can  look  forward  to  a 
completely  reorganized  police  department . 
and  a happier,  healthier  community. 

And  WNBQ  and  WMAQ  can  look  with  pride 
upon  a bright  new  chapter  in  a long 
history  of  public  service  programming. 


NBC  OWNED  STATIONS  IN  CHICAGO 


K&E  STAGES  MEDIA  ANALYSIS 

Admen  delve  into  case  history  study 
to  find  best  formula  for  radio-tv  client 


For  most  advertisers,  broadcasting  is 
not  a one-time  thing  but  media  to  be 
integrated  into  overall  product  strategy. 

Examples  pointing  up  this  thinking 
were  given  during  a media  cram  session 
at  an  intra-agency  seminar  held  in  New 
York  for  Kenyon  & Eckhardt  market- 
ing supervisory  executives  from  branch 
offices.  (A  session  on  tv  programming 
had  emphasized  the  risk  to  an  adver- 
tiser who  delays  his  network  tv  pur- 
chase too  long  [Broadcasting,  March 
28]). 

Media  discussions  explored  “case  his- 
tories” showing  how  studies  and  for- 
mulas are  applied  to  fit  the  advertiser’s 
distribution  pattern  of  a product.  Liter- 
ally hundreds  of  buying  formulas  had 
been  worked  out  for  one  K&E  client, 
it  was  explained,  and  are  available  to 
media  strategists  at  the  agency. 

Among  principles  and  observations 
voiced  were  these: 

Four  weeks  commercial  exposure  is 
considered  a minimum  for  an  adver- 
tiser to  build  his  product  in  television. 

How  Much?  ■ There’s  no  firm  rule 
on  how  often  is  sufficient  for  advertis- 
ing frequency.  For  that  matter,  it  was 
noted,  the  advertiser  might  use  any  one 
or  combination  of  different  approaches. 
He  might  build  slowly  moving  from 
regional  to  national  coverage;  start  na- 
tionally and  reinforce  markets  where 
he  is  weakest,  or  perhaps  spread  his 
advertising  over  the  various  media 


and/or  within  a single  medium  (in  the 
latter  case  an  illustration  in  tv  would 
be  to  buy  participations  in  network  pro- 
grams). 

Radio  listening  increases  in  the  sum- 
mer while  attention  to  other  media 
drops.  Time  spent  with  radio  in  the 
summer  goes  up  9%,  out-of-home  lis- 
tening increases  about  25%.  Over  the 
year,  tv  commands  the  most  time.  In- 
dividuals spend  an  average  20  hours 
37  minutes  per  week  with  tv  in  the 
winter,  1 8 hours  47  minutes  in  the  sum- 
mer. Radio,  however,  goes  up  from  14 
hours  29  minutes  in  the  winter  to  15 
hours  32  minutes  in  the  summer. 
(Newspapers  and  magazines  hover 
around  4 and  5 hours  respectively, 
though  magazines  drop  off  3%  in  the 
summer). 

What  Hours?  ■ The  prime  evening 
tv  hours  are  most  affected  by  distrac- 
tions of  other  activities;  daytime  suffer- 
ing the  least  (especially  noon-3  p.m. 
period)  while  the  least  affected  evening 
hours  are  those  after  10  o’clock. 
Through  the  year,  the  9-11  p.m.  pe- 
riod would  appear  to  be  “best”  on  the 
average. 

Network  tv  is  inconsistent  in  the 
depth  of  market  penetration  in  that  a 
program  in  some  markets  will  earn 
ratings  below  and  in  others  above  its 
national  average,  and  though  most  ad- 
vertisers are  aware  of  this  “few  do 
anything  about  it.”  Ideally,  K&E  feels, 


every  advertiser  ought  to  set  a reserve 
budget  “at  least  for  the  top  25  or  30 
population  centers.”  In  tv,  presumably, 
this  could  take  in  use  of  spot  for  rein- 
forcement. 

A series  of  cost  efficiency  studies  on 
reaching  men,  women  and  children  in 
the  various  national  media  were  ex- 
plained— the  attempt  made  to  show  how 
research  can  work  to  give  media  mean- 
ing to  a client’s  marketing  objective. 

A detailed  example  shown  to  the 
K&E  group  discussed  a six-city  test 
campaign  using  tv  for  a new  product. 
By  projecting  the  expected  cost  of  a 
national  campaign,  the  agency  dem- 
onstrated how  it  could  come  close, 
proportionally,  to  the  conscious  im- 
pression and  cost  via  use  of  “local”  tv. 

WANDERERS  BACK 
Bulova,  Pepsodent 
return  to  spot  radio 

The  past  week  brought  two  returnees 
to  radio  but  not  in  the  manner  to  which 
radio  audiences  previously  were  ac- 
customed. The  advertisers  were  Bulova 
Watch  Co.,  through  McCann-Erickson, 
and  Lever  Bros.’  Pepsodent  toothpaste, 
through  Foote,  Cone  & Belding. 

Bulova’s  is  the  more  extensive  spot 
radio  campaign  of  the  two;  Pepsodent 
entering  only  the  New  York  market. 

But  alert  radio  timebuyers  and  sta- 
tion salesmen  kept  tabs  on  both,  for 
these  reasons: 

Pepsodent  is  trying  out  a new  buying 
concept  developed  by  FC&B.  The  ad- 
vertiser is  using  three  or  four  stations 
in  New  York  and  may  extend  the  cam- 
paign elsewhere,  though  FC&B  is  tight- 
lipped  on  both  details  of  the  Pepsodent 
commercials  and  the  direction  in  which 
further  buying  may  go. 

On  WNEW  New  York,  for  example, 
Pepsodent  started  its  spots  (all  one- 
minute  pop  tune  announcements  in- 
cluding the  once-familiar  “where  the 
yellow  went”  line)  on  March  28.  On  the 
station — presumably  the  pattern  for 
other  placements — Pepsodent  for  16 
weeks  will  run  an  average  of  14  or  15 
spots  weekly.  The  spots  will  run  in 
four-week  cycles,  as  for  example,  the 
first  four-week  period  concentrating  in 
early  morning;  next  four  weeks  in  the 
late  afternoon-dinner  hour  area;  next 
period  in  late  morning  and  late  after- . 
noon,  etc. 

Not  So  Long  Ago  ■ It's  been  two 
years  since  Pepsodent  dropped  its  na- 
tionwide spot  campaign  using  a “where 
the  yellow  went”  jingle,  most  spots  con- 
centrated in  the  early  morning  hours. 
For  Bulova,  it’s  been  several  years  since 
"Bulova  watch  time”  has  been  on  radio. 

Bulova’s  tee-off  started  April  1,  sup- 
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Is  the  armpit  about  to  go? 


Revised  commercials  for  Ban  de- 
odorant were  rolling  out  of  the  mill 
last  week  and  moving  along  the  in- 
spection line  past  agency,  client, 
NAB  and  network  continuity-ac- 
ceptance officials.  This  new  version, 
the  third  in  the  spot’s  controversial 
career  since  last  autumn,  ought  to 
appear  late  this  week  or  early  next. 

L.H.  Bristol  Jr.,  public  relations 
director  of  Ban  manufacturer  Bris- 
tol-Myers Co.,  said  Thursday  it 
would  be  another  week  or  10  days 
before  the  revised  spot  would  be 
seen.  He  said  changes  were  minor 
in  the  new  version. 

The  latest  Ban  spot  is  said  to  hold 
a reduced  role  for  the  featured 
statue,  the  discus  thrower.  Camera 
emphasis  is  on  the  product  itself,  it 
is  understood.  Armpit  shots  have 
been  de-emphasized,  if  not  altogeth- 
er eliminated  from  the  new  video, 


and  continuity  has  been  modified, 
according  to  reports.  Mr.  Bristol 
said  it  was  only  “a  word  or  two.” 
The  NAB  Tv  Code  Board  has 
looked  at  the  Ban  advertising  more 
than  once  (Broadcasting,  Jan.  25, 
et  seq.),  sending  it  back  to  agency 
Ogilvy,  Benson  & Mather  for  succes- 
sive revisions  on  grounds  of  taste 
(the  board  emphasized  that  none  of 
its  criticisms  was  directed  at  the 
product  itself).  Network  continuity 
acceptance  departments  also  had 
raised  questions,  it  was  reported, 
possibly  even  before  the  Tv  Code 
Board  started  screening  the  copy 
(Broadcasting,  Feb.  15).  The  com- 
mercials are  seen  on  CBS-TV,  NBC- 
TV  as  well  as  in  spot  around  the 
country.  Sales  have  been  most  satis- 
factory as  controversy  raged  around 
the  tv  campaign,  company  officials 
have  indicated. 
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WMAR  ® TV,  Channel  2 

SUNPAPERS  TELEVISION,  BALTIMORE  3,  MARYLAND 

Represented  Nationally  by  THE  KATZ  AGENCY,  Incorporated 


-•'-In  Four  Weeks,  according  to  NIELSEN  Jan.  ’60  SYLVIA  talks  to  156,800  Different 
Families!  She  LEADS  in  ARB,  Dec,  ’59,  Too! 


via  Scott  hostess  of  WMAR-TV’s 

“THE  WOMAN’S  ANGLE,"  Baltimore’s  Leading * Homemakers' 
Program,  INJECTS  the  Personal  Touch  . . . into  her  Format  . . . 
with  audience  and  famous  guests  . . . Mon.  thru  Fri.,  1-1:30  p.m. 

Sylvia  personally  answers  about  600  weekly 
requests  for  information,  recipes  and  news 
about  the  Newest  Household  Products. 
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We  hope  you 
will  drop  in 
and  let  these 

ASSOCIATED 
PRESS  MEN 

say 

HELLO 

during  the 

NAB 

CONVENTION 

in  Chicago 
this  week 


ANDY  ANDERSON 


HOWARD  GRAVES 


# FRANK  STEARNS 


DOUG  LOVELACE 


AL  STINE 


TOM  STUETZER 


, . . The  Sheraton 


Room,  Floor  One,  Sheraton-Blackstone  (Open  at  5 p.m.,  Sunday,  April  3)  . . . . 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 
day  of  the  week  March  24-30  as  rated  by  the  multi-city  Arbitron  Instant 
ratings  of  American  Research  Bureau. 


Date 

Program  and  Time 

Network 

Rating 

Thur.,  March  24 

Untouchables  (9:30  p.m.) 

ABC-TV 

33.2 

Fri.,  March  25 

Tv  Guide  Awards  (8:30  p.m.) 

N BC-TV 

25.6 

Sat.,  March  26 

Gunsmoke  (10  p.m.) 

CBS-TV 

30.3 

Sun.,  March  27 

Ed  Sullivan  (8  p.m.) 

CBS-TV 

24.4 

Mon.,  March  28 

Danny  Thomas  (9  p.m.) 

CBS-TV 

27.5 

Tue.,  March  29 

Garry  Moore  (10  p.m.) 

CBS-TV 

22.8 

Wed.,  March  30 

Wagon  Train  (7:30  p.m.) 

Copyright  1960  American  Research  Bureau 

N BC-TV 

26.7 

■ Business  briefly 

Time  sales 


ported  by  more  than  a $1  million  budget 
for  a 25-week  run  in  the  top  50  markets 
using  two  or  three  stations  in  each 
market  and  as  many  as  50  ID’s  each 
week  in  each  market  (Broadcasting, 
March  14,  Feb.  1). 

The  fuss  ’n’  feathers  in  radio  buying 


and  selling  quarters  may  be  all  for 
naught.  But  should  either  advertiser’s 
campaign  catch  fire,  the  result  could 
be  two  former  “top  spot  radio  adver- 
tisers” making  a decision  to  throw 
their  blue  chips  back  into  the  me- 
dium. 


Best  takes  half  ■ Best  Foods  Div.  of 
Corn  Products  Co.  signed  alternate- 
week  sponsorship  of  Dennis  the  Menace 
on  CBS-TV,  effective  April  17  (Sun. 
7:30-8  p.m.  EST).  New  sponsor  will  al- 
ternate with  the  Kellogg  Co.,  regular 
sponsor  of  the  program  since  its  debut 
last  October.  Agency  for  Best  Foods: 
Guild,  Bascom  & Bonfigli  Inc.,  San 
Francisco. 

Breakfast  cheer  ■ General  Mills  Inc., 
for  Cheerios,  signed  a 26-week  order 
as  participating  sponsor  of  ABC  Radio’s 
Breakfast  Club  (Mon.-Fri.  9-10  a.m. 
EST).  Agency:  Dancer-Fitzgerald-Sam- 
ple,  N.Y. 


THE  MEDIA 


PROMOTION  FOR  SERIOUS  SHOWS 


Rival  stations  bury  competitive  axe  to  answer  television  critics 


In  two  major  markets,  television  sta- 
tions are  forgetting  their  rivalries  long 
enough  to  set  up  and  execute  continu- 
ing promotions  of  the  best  “serious” 
programming  carried  by  all  of  them. 

The  idea  is  to  show  opinion  leaders 
in  these  areas  that,  no  matter  what  the 
critics  say,  television  stations  carry  a 
substantial  body  of  meaty  material — 
information,  educational,  cultural  and 
special-interest  programming — day  in 
and  day  out.  The  vehicle  is  a monthly 
mailing  piece  listing  highlights  of  pro- 
gramming of  these  types  scheduled  in 
the  30  days  ahead. 

The  projects,  set  up  by  the  local  sta- 
tions with  the  assistance  of  the  Televi- 
sion Information  Office,  were  launched 
last  week  in  Los  Angeles  and  Chicago. 
Stations  in  other  markets  have  indicated 
plans  to  proceed  with  similar  promo- 
tion ventures. 

Details  At  Convention  ■ The  Los  An- 
geles and  Chicago  projects  and  how 
they  were  developed  will  be  explained 
by  TIO  Director  Louis  Hausman  as 
part  of  the  TIO  presentation  at  this 
afternoon’s  (April  4)  Television  Assem- 
bly at  the  NAB  convention.  Copies  of 
the  pilot  mailing  pieces  also  will  be 
made  available  to  conventioners. 

TIO  obviously  would  like  to  see  all 
stations  in  every  market  in  the  U.S. 
develop  similar  promotions.  Mr.  Haus- 
man feels  that,  if  conducted  on  a con- 
tinuing and  widespread  basis,  such 
undertakings  could  go  a long  way  to- 
ward dispelling  the  notion  that  tele- 
vision is  all  “low  brow”  programming 
— and  in  doing  so  would  give  the  public 
a more  accurate  picture  of  what  the 


medium  does  offer,  not  only  among 
local  viewers  but  nationally. 

It  is  not  always  easy  to  get  all  com- 
peting stations  in  a market  to  sub- 
merge their  differences  and  work  to- 
gether on  a project  of  mutual  interest, 
Mr.  Hausman  acknowledges,  but  he 
feels  that  the  Los  Angeles  and  Chicago 


Putting  its  best  foot  forward  ■ Here’s 
how  television’s  strong  points  are  em- 
phasized in  a Los  Angeles  distribution. 
This  is  a portion  of  a four  page  sum- 
mary of  April  shows,  broken  down  by 


programs  have  clearly  demonstrated 
that  it  can  be  done — successfully. 

Los  Angeles  has  seven  stations  and 
Chicago  four,  and  in  each  case  all  sta- 
tions are  cooperating. 

Methods  Vary  ■ The  mechanics  differ 
somewhat  in  the  two  cities,  although 
the  end  products  are  similar.  In  Los 


categories  (e.  g.,  current  events  and 
commentary,  books  and  book  reviews, 
music  and  the  dance,  the  theatre,  etc.). 
Copies  of  the  mailing  piece  will  be 
shown  in  Chicago. 
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Some  Television  Programs  of 


Information,  Education.  Culture  and  Special  Interest 
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vpQ 


current  events , interviews , talks 
neus  analysis  and  commentary 


]0: 15-10:45  pm  and  2:00-2:30  pm  (repeat), 
vf  j Monday  thru  Friday , Channel  11 

PAUL  COATES 


nuclear  warfare  peril. 


Sunday,  Channel  2 


broadcast  in  Los  Angeles  during  April,  I960 

2:00-2:30  pm  Sunday,  Channel  7 
COLLEGE  NEWS  CONFERENCE 
t panelists  under  producer-moderator  Ruth  Hagv  toss 
iting  and  uninhibited  questions  on  world  affairs  at 
d and  international  figures.  Senator  Hubert  Hum- 
guest  (10).  2:30-3:00  pm  Sunday,  Channel  2 

FACE  THE  NATION 
■1  of  veteran  newsmen  quiz  leading  national  and  world 
to  shed  new  light  on  important  issues  and  problems. 

2:30-3:00  pm  Sunday,  Channel  4 
CALIFORNIA  REPORT 
loh  Wright  as  host,  and  in-  cooperation  with  the  Los 
s Examiner,  this  program  brings  to  the  viewer  a look. 
Ties  shocking,  at  the  problems  and  pitfalls  facing  our 
n’l^‘  3:00-3:30  pm  Sunday,  Channel  7 

OPEN  HEARING 

econdari.  ABC  Washington  News  Bureau  Chief,  heads 
1 of  ABC  News  Washington  correspondents  in  ques- 

itional  question  of  the  day. 
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in  Seattle 

HOMO -TV 

ABC-  TV 
50%  more 

than  2nd  station 


STATION  SHARE 

KOMO-TV 

45.9 

Station  B 

. 30.5 

Station  C 

1 19.5 

Other 

1 “ 1 

KOMO-TV  ISJst  7 NIGHTS  OF  THE  WEEK 

Station  B — 1st  0 night  Station  C — 1st  0 night 

2nd  5 nights  2nd  2 nights 

3rd  2 nights  3rd  5 nights 

Source:  Nielsen  Station  Index,  Feb.  '60,  7:30-10:30  p.  m.  PST,  Sun.  thru  Sat.  based  on  total  home  impacts. 

KOMO-TV -ABC  TELEVISION 

for  Seattle-Tacoma  and  Western  Washington 

Represented  Nationally  by  THE  KATZ  AGENCY,  Inc. 
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Angeles,  after  managements  of  the 
seven  stations  agreed  to  participate,  it 
was  decided  to  retain  George  L. 
Moskovics,  television  consultant,  as 
editor  to  get  the  service  under  way. 

Mr.  Moskovics  collects  from  each 
station  a list  of  programs  with  a short 
description  of  each,  which  fall  into 
cultural,  educational  and  information 
categories.  After  he  has  screened  the 
entries  they  are  passed  upon  by  a sta- 
tion-management committee  whose 
members  will  rotate  but  which  will  con- 
sist of  one  representative  of  a network 
station  and  two  from  independents. 

The  first  Los  Angeles  mailing  (see 
cut)  which  went  to  7,000  to  10,000 
leaders  in  various  fields  in  the  area, 
lists  more  than  100  regular  series  and 
special  programs  scheduled  to  be  seen 
there  during  April.  Accompanying  it 
was  a short  explanation: 

“While  nearly  all  people  know  tele- 
vision intimately  as  a medium  of  enter- 
tainment, very  few  are  aware  of  its 
continuing  contributions  in  the  fields 
of  information,  education,  culture  and 
special  interest. 

“As  a leader  interested  in  these 
areas,  we  feel  that  you  might  find  such 
knowledge  useful  and  rewarding.  Ac- 
cordingly there  is  attached,  arranged  by 
categories  for  your  convenient  refer- 
ence, a listing  with  brief  descriptions  of 
some  of  these  programs  to  be  seen  here 
during  the  next  30  days. 

“Similar  listings  will  be  sent  you 
regularly  ...” 

Chicago:  Do  It  Yourself  ■ In  Chi- 
cago, the  stations  decided  to  do  the 
job  themselves  rather  than  retain  an 
outside  expert.  There  the  managements 
worked  out  the  original  plan  and  set 
the  policy,  assigning  the  detail  work 
to  their  respective  promotion  chiefs. 
Some  8,500  to  10,000  schedules  were 
sent  out  in  the  April  mailing,  listing 
highlight  programs  in  such  categories 
as  news,  music,  interview  and  discus- 
sion, education,  special  programs  and 
sports,  drama  and  information  reports. 

To  ease  the  local  committees’  work, 
TIO  gets  from  the  networks  in  New 
York  a listing  of  their  planned  pro- 
grams in  the  various  categories,  so  that 
the  local  job  is  limited  to  compiling 
the  appropriate  local  programs — and, 
of  course,  organizing,  printing  and  mail- 
ing the  complete  schedule. 

Mr.  Hausman  says  TIO  will  gladly 
furnish  network  schedules  and  pro- 
gram descriptions  to  stations  which 
wish  to  undertake  similar  projects  in 
other  communities.  He  is  confident  that 
in  any  but  the  biggest  markets  in  the 
country — and  perhaps  even  there — the 
job  can  be  done  by  the  stations  them- 
selves, with  no  need  to  hire  outside  help. 

Management  leaders  in  the  Los 
Angeles  project  have  included  James 
Schulke  and  Richard  Jolliffe,  KTLA 


(TV);  Tom  McCray.  KRCA  (TV); 
Robert  Wood  KNXT  (TV);  Selig 
Seligman,  KABC-TV;  Bob  Leder  and 
Howard  Wheeler,  KHJ-TV;  Richard 
Moore  and  Robert  Breckner,  KTTV 
(TV),  and  Ken  Brown  and  Alvin 
Flanagan,  KCOP  (TV). 

In  Chicago,  management  leaders  are 
Ward  Quaal,  WGN-TV;  Clark  George, 
WBBM-TV;  Lloyd  Yoder,  WNBQ  (TV) 
and  Sterling  Quinlan,  WBKB  (TV).  The 
Chicago  promotion  men  responsible  for 
compiling  the  monthly  schedule  are, 
respectively,  Jim  Hanlon,  Virgil,  Mitch- 
ell, John  Keys  and  Jim  Ascher. 


Overtime  on  a mountain  ■ The 

antenna  of  WLOS-TV  Asheville, 
N.C.,  is  located  on  the  peak  of 
Mt.  Pisgah,  6,089  ft.  high.  Engi- 
neers reporting  for  duty  at  the 
antenna  site  must  take  a specially 
contructed  3,000  ft.  cable  car  to 
the  mountain  peak.  These  frost- 
bitten gentlemen  have  been 
marooned  for  days  because  of 
heavy  snows  ...  on  overtime. 
Time  cards  turned  in  by  the  crew 
caused  gasps  in  the  WLOS-TV 
front  office  where  the  weather 
conditions  “way  up  there”  were 
not  immediately  understood.  The 
situation  was  clarified  when  the 
men  submitted  a chronological 
diary  of  events  which  read  like 
Admiral  Byrd’s  trek  to  the  Polar 
regions.  Pictured  above  is  Bill 
Padgett,  transmitter  supervisor, 
who  is  coordinating  snow  removal 
attempts  from  a phone  shack  at 
the  bottom  of  the  cable  car  run. 


Wometco  Enterprises’ 
profits  jump  in  ’59 

Wometco  Enterprises  Inc.  gross  in- 
come for  1959  was  $10,364,753  com- 
pared to  $9,366,098  for  1958,  the 
broadcast-theatre  company  reported 
last  week. 

Net  income  for  1959  was  $936,336. 
This  included  non-recurring  gains  of 
$228,786.  In  1958  net  income  was 
$588,737.  The  consolidated  balance 
sheet  showed  the  company  with  total 
assets  of  $10,540,046.  First  annual 
stockholders  meeting  since  Wometco 
became  public  owned  will  be  held  at 
the  company’s  Miami,  Fla.,  office  April 
11.  Wometco  owns  WTVJ  (TV)  Mi- 
ami, WLOS-AM-FM-TV  Asheville, 
N.C.;  and  47.5%  of  WFGA-TV  Jack- 
sonville, Fla.  It  owns  a chain  of  movie 
houses  in  Miami,  West  Palm  Beach  and 
Tampa  and  also  operates  a soft  drink, 
food  and  cigarette  vending  machine 
service  in  south  Florida  and  in  Jack- 
sonville. Wometco  recently  expanded 
its  vending  operations  to  the  Bahamas. 

Nashville  radio-tv 
cover  prison  revolt 

Nashville  broadcast  stations  covered 
their  most  important  news  event  in  a 
long  time  when  two  convicts  in  the  state 
penitentiary  held  18  hostages  more 
than  24  hours.  Live  and  film  on-the- 
scene  coverage  were  featured. 

WSM-TV  reported  it  had  two  live 
cameras  stationed  in  the  prison,  work- 
ing from  a remote  truck  with  micro- 
wave.  Coverage  was  fed  to  NBC-TV 
news  via  video  tape.  One  camera  was 
stationed  in  the  prison  lobby,  the  other 
in  a third-floor  window  overlooking 
the  courtyard. 

Prison  officials  used  WSM-TV’s  con- 
tinuous coverage  to  get  a clear  idea  of 
developments,  according  to  the  station. 
Jud  Collins,  newsman,  and  Ralph  Chris- 
tian, announcer,  headed  the  station 
staff.  When  the  siege  ended  they  inter- 
viewed hostages  and  other  principals. 

WLAC-TV  also  reported  round-the- 
clock  coverage,  feeding  CBS-TV, 
Movietone  News  and  other  tv  stations 
in  the  region  as  well  as  radio  stations. 
It  used  3,600  feet  of  film  for  25  sepa- 
rate newscasts  and  a half-hour  docu- 
mentary. 

WSIX-AM-TV  handled  film  and  beep 
reports  from  the  prison.  WSIX  reported 
a radio  newsman  was  in  the  first  squad 
car  to  reach  the  scene,  getting  a quick 
telephone  report.  A feed  was  given 
ABC  Radio  at  3:55  p.m.  Two  reporters 
were  stationed  at  the  prison  and  feeds 
were  given  40  U.S.  stations  and  Cana- 
dian outlets. 

WDRC  Hartford,  Conn.,  received 
wide  publicity  after  Bud  Steele,  staff 
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^Relative  of  another  Sports  Enthusiast 
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Scores  with 

and  SCHOENDIENST 


Sports  fans  in  the  Central  Illinois  Area 
watch  WCIA  for  complete  sports 
coverage  from  the  CBS  Television 
Network  and  the  WCIA  sports  department 
directed  by  Tom  Schoendienst.** 


George  P.  Hollingberry  — Rep. 


®wcia 


gberry  — Rep.  ■■ 

ciaH 

CHAMPAIGN 


In  addition  to  national  and  inter- 
national sports  coverage  from  CBS, 
WCIA  airs  12  sportscasts 
weekly  pi  us : 


SPECIAL  COVERAGE  OF: 


AREA  HIGH  SCHOOL  ACTION 
ILLINI  FOOTBALL  HIGHLIGHTS 
UNIVERSITY  OF  ILLINOIS  BASKETBALL 
BIG  10  TRACK 
THE  HAMBLETONIAN 
INDIANAPOLIS  “500” 


newsman,  placed  a phone  call  to  Rob- 
ert Rivera,  one  of  the  two  convicts 
involved.  WDRC  fed  a taped  account 
of  the  telephone  call  to  numerous  sta- 
tions. 


At  climax  ■ Surrounded  by  gun-toting 
police,  WSM-TV’s  Ralph  Christian 
(with  earphones)  alerts  the  tv  audience 
as  the  first  group  of  hostages  leave  the 
building  across  the  prison  court. 

SRA  asks  conference 
on  station  breaks 

Turned  down  by  the  networks,  Sta- 
tion Representatives  Assn,  is  going  di- 
rect to  stations  with  its  plea  for  a con- 
ference on  product  protection,  spot  an- 
nouncement lengths  and  other  trade 
practices  in  network  and  national  spot 
television. 

Letters  were  sent  late  last  week  by 
Lawrence  Webb,  SRA  managing  direc- 
tor, expressing  hope  that  “stations  can 
discuss  these  matters  among  themselves 
with  the  thought  that  a committee  can 
be  appointed  to  represent  the  stations 
on  trade  practices.  We  hold  on  our  in- 
vitation to  the  networks  to  participate 
in  these  discussions.” 

SRA  originally  had  proposed  that 
networks,  affiliates  and  station  repre- 
sentatives meet  to  discuss  the  possibility 
of  lengthening  station  breaks,  so  that 
stations  would  have  more  desirable  time 
to  sell  on  a spot  basis;  to  establish 
standards  on  product  protection  in  spot 
announcements  and  network  commer- 
cials, and  to  consider  any  other  mutual 
problems  that  might  be  brought  up 
(Broadcasting,  March  14).  The  net- 
works declined,  primarily  on  the  ground 
that  these  are  matters  better  handled 
by  each  network  in  discussions  with  its 
own  affiliates  (Closed  Circuit,  March 
28). 

Works  Both  Ways  ■ Mr.  Webb’s 
letter  to  stations  emphasized  that  SRA 
was  not  taking  a “one-sided  approach,” 


but  recognized  that  there  are  national 
spot  as  well  as  network  practices  that 
hurt  the  television  medium.  (Example: 
“clipping  of  network  programs  to  ob- 
tain additional  time  for  spot  announce- 
ments is  an  undesirable  practice  . . . 
unfair  to  the  network  advertisers.”) 
The  letter  continues:  “The  area  of 
product  protection  is  another  subject 
which  should  be  given  prompt  and 
proper  attention.  We  all  recognized 
that  there  is  a question  regarding 
whether  competitive  products  should  be 
scheduled,  for  example,  on  a back-to- 
back  basis.  On  the  other  hand,  requiring 
separations  of,  say,  30  minutes  or  more 
between  advertisements  for  competitive 
products  not  only  deprives  stations  of 
much  needed  revenue,  but  also  takes 
from  them  flexibility  in  their  operations 
and  in  some  instances  can  even  result 
in  serious  discrimination  against  smaller 
advertisers  who  find  that  the  need  for 
product  protection  of  the  large  ad- 
vertiser leaves  little  or  no  space  for 
them.” 


West  Coast  merger 
brings  new  accounts 


Two  West  Coast  station  representa- 
tives merged  and  have  been  appointed 
representative  for  a national  broadcast 
service. 

The  new  company, 
Torbet,  Allen  & 
Crane  Inc.,  with  of- 
fices in  San  Francisco 
and  Los  Angeles,  will 
be  associated  with 
Venard,  Rintoul  & 
McConnell  Inc.  and 
Mr.  Torbet  will  take  over  repre- 
sentation contracts  of  stations  previous- 


ly served  by  the  Robert  Allen  Co.  and 
the  Duncan  Scott  radio  and  television 
division. 

According  to  Alan  Torbet,  president 
and  Robert  Allen  and  Frank  Crane, 
vice  presidents,  they  will  serve  VR&M 
clients  in  13  western  states  while  the 
eastern  and  midwestern  VR&M  offices 
will  represent  the  new  firm’s  major  sta- 
tions in  their  areas. 

Offices  for  Torbet,  Allen  & Crane 


Choice  insurance 

Tom  Chauncey,  president  and 
general  manager  of  KOOL-AM- 
TV  Phoenix,  has  announced  that 
hereafter  those  stations  will  not 
accept  commercial  orders  for  pro- 
grams intended  for  identical  si- 
multaneous broadcast  on  two  or 
more  local  radio  or  tv  stations. 
Mr.  Chauncey  has  explained  that 
he  is  instituting  this  policy  be- 
cause he  feels  the  public  should 
have  a choice  of  programs. 


are  located  at  249  Pine  St.,  San  Fran- 
cisco, and  1213  N.  Highland  Ave., 
Hollywood. 

Changing  hands 

ANNOUNCED  ■ The  following  sale  of 
station  interests  was  announced  last 
week,  subject  to  FCC  approval. 

■ WHCT  (TV)  Hartford,  Conn.:  Sold 
by  Edward  D.  Taddei  and  associates  to 
RKO  General  for  $900,000— $190,000 
cash  and  remainder  in  notes  and  as- 
sumption of  obligations  (see  pay  tv 
story,  page  35). 

s WARK-AM-FM  Hagerstown,  Md.: 
Sold  by  United  Broadcasting  Co.  (Rich- 
ard Eaton)  to  Henry  Rau  and  associates 
for  $200,000  plus  agreement  not  to 
compete  in  area.  Mr.  Rau  and  his  group 
own  WOL-AM-FM  Washington,  D.C.; 
WNAV-AM-FM  Annapolis,  Md.,  and 
WDOV-AM-FM  Dover,  Del.  The 
Eaton  stations  include  WOOK  and 
WFAN  (FM)  Washington,  D.C.;  WSID 
Baltimore,  and  WINX-AM-FM  Rock- 
ville, Md.;  WJMO-AM-FM  Cleveland, 
Ohio;  WANT  Richmond,  Va.  and 
WMUR-TV  Manchester,  N.H.  Mr. 
Eaton  also  recently  bought  WBNX  New 
York  and  sold  WYOU  Norfolk,  Va. 
Both  are  still  pending  FCC  approval. 
WARK  is  250  w on  1490  kc  and  is 
affiliated  with  CBS.  WARK-FM  is  2.2 
kw  on  106.9  me. 

« WAPL  Appleton,  Wis.:  Sold  by 
WAPL  Radio  Inc.  (Cornelia  Forster, 
president)  to  John  J.  Dixon  of  Rock- 
ford, 111.,  for  $163,000.  Mr.  Dixon 
has  an  interest  in  WLBK  DeKalb,  111. 
WAPL  is  1 kw  daytimer  on  1570  kc. 
Broker  was  Blackburn  & Co. 

■ WAXX  Chippewa  Falls,  Wis.:  Sold 
by  Steve  Bellinger,  Keith  Coleman, 
Joseph  Townsend  and  Morris  Kemper 
to  Jack  Holden  and  son,  Don  Holden, 
for  $106,000,  with  $30,000  down.  Jack 
Holden  was  for  25  years  an  announcer 
on  WLS  Chicago.  Don  Holden  worked 
as  announcer  in  Rockford-Rock  Island, 
111.,  area  stations  and  presently  is  in 
advertising  department  of  Sloan  Valve 
Co.  Sellers  continue  to  own  WRAM 
Monmouth,  WIZZ  Streator  and 
WVMC  Mt.  Carmel,  all  Illinois. 
WAXX  is  5 kw  daytimer  on  1150  kc. 
Broker  was  Hamilton-Landis  & Assoc. 

■ KUKO  Post,  Tex.:  Sold  by  R.B.  Mc- 
Alister and  Grady  Franklin  Maples  to 
Galen  O.  Gilbert  for  $50,000.  Mr. 
Gilbert  owns  KTLQ  Tahlequah,  Okla. 
McAlister  and  Maples  continue  to  own 
KBYG  Big  Spring  and  KUCO  Little- 
field, both  Texas,  and  KBNZ  La  Junta, 
Colo.  KUKO  is  500  w daytimer  on 
1370  kc.  Transaction  was  handled  by 
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i^he  nutty  Squirrels 


• The  records? 

• No  man,  the  squirrels.  Didn’t  you  get  the  nuts? 


Yeah,  in  the  mail.  What  about  it? 

Some  nut  at  Flamingo  decided  it  pays  to  advertise. 
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Hamilton-Landis  & Assoc. 

APPROVED  ■ The  following  transfers 
of  station  interests  were  among  those 
approved  by  the  FCC  last  week  (for 
other  Commission  activities  see  For 
The  Record,  page  144). 

■ KXYZ  Houston,  Tex.:  Sold  by  a 
group  headed  by  Milton  R.  Underwood 
to  KXYZ  Inc.  for  $750,000.  Purchaser 
is  NAFI  Corp.,  which  owns  KPTV 
(TV)  Portland,  Ore.,  and  KCOP  (TV) 
Los  Angeles.  Among  NAFI  stockhold- 
ers is  Bing  Crosby  and  Kenyon  Brown. 

■ WKAZ-AM-FM  Charleston,  W.Va.: 
Sold  by  Kanawha  Valley  Broadcasting 
Co.  to  Hartley  L.  Samuels  for  $360,000. 
Mr.  Samuels,  former  NBC  and  CBS 
executive  and  one-time  general  man- 
ager of  WABC  New  York,  owns 
WDLB  Marshfield  and  WWIS  Black 
River,  both  Wisconsin. 

■ KRAM  Las  Vegas,  Nev.:  Sold  by 
KRAM  Inc.  (A.R.  Ellman  and  Anthony 
C.  Morici)  to  SUNA  Broadcasting 
Corp.  for  $310,083.  Purchasers  are 
Leonard  Blair,  Ovsay  Lipetz,  25%  each, 
and  others.  Mr.  Blair  is  a tv-film  pro- 
ducer and  director. 

■ WYFE  New  Orleans,  La.:  Sold  by 
Connie  B.  Gay  to  William  F.  Johns 
interests  for  $300,000  ($50,000  in 
cash).  Johns’  group  owns  WMIN  St. 


Paul,  Minn.;  WLOD  Pompano  Beach, 
Fla.;  KRIB  Mason  City,  Iowa,  and  is 
buying  WILD  Boston,  Mass. 

■ KUDY  Littleton,  Colo.:  Sold  by  Sky- 
line Broadcasting  Inc.,  a group  headed 
by  Dean  D.  Jarvis,  to  MOR  Broad- 
casting Co.  Financial  consideration 
consists  of  $240,000  in  rental  of  facil- 
ities for  20  years  with  an  option  to 
purchase  at  $75,000  after  19  years. 
Robert  B.  Martin,  president  of  MOR, 
is  free-lance  employe  of  several  Den- 
ver stations. 

■ KXLR  North  Little  Rock,  Ark.:  Sold 
by  J.M.  Sanders  and  associates  to  De- 
vane Clarke,  Charles  Rutherford  and 
James  K.  Dodson,  all  Dallas,  Tex., 
businessmen,  for  $215,000,  with  $40,- 
000  payable  in  cash  and  remainder 
payable  over  10  years. 


If  a weight  factor  on  the  most  view- 
ing was  to  be  given  to  one  segment  of 
U.S.  homes  according  to  income  group- 
ing, where  would  it  fall? 

Television  Bureau  of  Advertising  an- 


■ KRRV  Sherman,  Tex.:  Sold  by  Red 
River  Valley  Broadcasting  Corp.,  a 
T.B.  Lanford  station,  to  a group 
headed  by  A.  Boyd  Kelley  for  $ 185,- 
000.  Mr.  Kelley  has  a majority  inter- 
est in  KTRN  Wichita  Falls  and  is 
owner  of  KDWT  Stamford,  both 
Texas. 

■ KWG  Stockton,  Calif.:  Sold  by  Hale 
Bondurant  to  Carl  Haymond  for  $140,- 
143.  Mr.  Haymond  owns  KIT  Yakima, 
Wash. 

■ WABW  Annapolis,  Md.:  Sold  by 
WASL  Broadcasting  Co.,  group  headed 
by  Morris  Silberman,  to  ABW  Broad- 
casters Inc.  for  $116,000.  Purchasers 
are  John  Norris,  Samuel  Youse  and 
Lester  Greenewalt,  333/3  % each,  who 
have  minority  interests  in  WGSA 
Ephrata,  Pa. 


swered  this  question  last  week:  the 
“important  middle-income  home.”  TvB 
wanted  to  know  the  composition  of  the 
tv  audience  according  to  family  in- 
come. So,  A.C.  Nielsen  made  a special 
tv  study.  It  shows  that  better  educated, 
higher  income  homes  with  large  fam- 
ilies and  young  heads  of  household  are 
responsible  for  above-average  tv  view- 
ing. 

The  study  found  the  middle-income 
group  ($5,000-$7,999  income),  which 
makes  up  37%  of  U.S.  homes,  provides 
40%  of  the  viewing,  “accounting  for 
10%  more  than  its  proportionate  share 
of  total  viewing.” 

In  36%  of  U.S.  homes  there  is  at 
least  one  person  with  a four-year  high 
school  education — 38%  of  tv  viewing 
comes  from  these  homes.  This  group 
accounts  for  4%  more  than  its  propor- 
tionate share  of  viewing. 

In  23%  of  U.S.  homes,  the  families 
are  large  (five  or  more  in  the  family 
unit),  from  which  30%  of  tv  viewing 
comes  (or  30%  more  viewing  than  this 
group’s  proportionate  share). 

The  upper  income  homes  ($8,000  and 
over),  which  take  up  19%  of  the  total 
in  the  U.S.,  provide  the  same  percent- 
age in  viewing  thus  accounting  for  their 
proportionate  share.  But  44%  of  U.S. 
homes  in  the  low-income  or  under 
$5,000  figure  accounts  for  8%  less 
proportionately  (44%  of  U.S.  homes 
but  41%  of  tv  viewing). 

The  Educated  View  ■ In  the  com- 
position of  education,  it  would  appear 
the  higher  the  level  of  education  the 
more  the  viewing  as  a group.  In  31% 
of  U.S.  homes  there  is  at  least  one 
person  with  one  or  more  years  of 
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An  invitation  to  visit  us 
during  the  NAB 
convention  Chicago 
Conrad  Hilton  Hotel 
Suite  1323 
April  3-7,  1960 


NEGOTIATIONS 


FINANCING 


APPRAISALS 


*Blackbwtm  & Qmipmu/ 


Incorperoted 


RADIO  - TV  - NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Jack  V.  Harvey 
Joseph  M.  Sitrick 
Washington  Building 
STerling  3-4341 


MIDWEST 
H.  W.  Cassill 
William  B.  Ryan 
333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-6460 


ATLANTA 

Clifford  B.  Marshall 
Stanley  Whitaker 
Robert  M.  Baird 
Healey  Building 
JAckson  5-1576 


WEST  COAST 
Colin  M.  Selph 
Calif.  Bank  Bldg. 
9441  Wilshire  Blvd. 
Beverly  Hills,  Calif. 
CRestview  4-2770 


TV  HOMES  CLASSED  BY  INCOME 

Report  says  middle-income  homes  provide 
biggest  percent  of  tv  viewing  in  U.  S. 
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WAVE-TV  Gives  You 
28.8%  MORE  HEADACHES! 

(headaches  your  products  can  soothe,  that  is!) 


In  any  average  week,  at  least  28.8%  more 


people  watch  WAVE-TV  than  any  other  TV  sta- 
tion in  Kentucky,  from  sign-on  to  sign-off.  And  ALL 
these  extra  families  of  course  have  their  share  of  head- 
aches, sweet  teeth,  yens  for  new  automobiles,  etc.! 

WAVE-TV  gives  you  much  lower  costs  per  1 ,000 
than  any  other  TV  station  in  Kentucky. 

These  are  FACTS.  Ask  us  (or  NBC  Spot  Sales) 
for  the  proof. 
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NBC 

LOUISVILLE 

NBC  SPOT  SALES,  National  Representatives 


college.  As  a group  this  segment  ac- 
counts for  32%  of  tv  viewing  or  5% 
more  than  its  proportionate  share.  On 
the  other  hand,  in  the  33%  of  homes 
where  most  adults  have  less  than  a 
high-school  education,  the  group  ac- 
counts for  30%  of  tv  viewing  or  9% 
less  than  its  proportionate  share. 

As  has  been  expected,  homes  with 
heads  of  household  under  40  (the 
“young  homes”)  are  responsible  for 
heavy  viewing.  The  breakdown  in  this 
category:  34%  of  homes  have  heads  of 
household  under  40.  the  group  is  re- 
sponsible for  40%  of  tv  viewing  or 
18%  more  than  its  proportionate  share. 

On  family  size,  40%  of  tv  viewing 
comes  from  37%  of  U.S.  homes  which 
have  three  to  four  members,  the  report 
noted. 


For  the  birds 


The  advent  of  Spring  is  a happy 
time  for  everyone,  including  broad- 
casters and  birds.  This  latter  combi- 
nation became  fine  friends  during  the 
final  blizzards  experienced  across  the 
country. 

With  the  blue  grass  covered  by 
14  inches  of  white  snow,  WHOP 
Hopkinsville,  Ky.,  urged  listeners  to 
feed  the  starving  birds  in  the  area. 
A seed  company  cooperated  with 
the  station  and  distributed  over  5,000 
pounds  of  feed,  gratis,  to  watchful 
bird-lovers. 

In  Anderson,  S.C.,  another  seed 
company  became  distressed  over  the 
plight  of  our  feathered  friends  and 


placed  spot  announcements  on 
WANS  Anderson  offering  wild  bird 
seed  for  sale.  It  was  estimated  that 
nearly  50,000  birds  were  fed  as  a 
result  of  the  four-hour  campaign. 

Not  all  of  the  bird  watching  took 
place  in  the  South,  however.  Starv- 
ing pheasants  in  icy  South  Dakota 
were  saved  during  the  big  snow  by 
KELO-TV  Sioux  Falls.  The  station 
filmed  the  plight  of  the  game  birds, 
aired  a plea  and  started  the  kitty 
with  its  own  $500  contribution. 
Money  poured  in  overnight  to  buy 
10,000  bushels  of  grain  which  were 
“bombed”  to  the  birds  by  Civil  Air 
Patrol  planes. 


TRIANGLE’S  PREVIEW  PLANS 

Clipp  backs  up  words  with  action:  names 
E.H.  Sheaffer  continuity  acceptance  chief 


The  Triangle  Stations  group  will  set 
up  its  own  continuity  acceptance  de- 
partment April  18,  according  to  Roger 
W.  Clipp,  vice  president.  Edward  H. 
Sheaffer,  former  CBS  radio-tv  editing 
and  acceptance  director  in  Chicago,  has 
been  named  to  head  the  operation. 

Triangle  is  spearheading  the  move  to 
set  up  a preview  plan  for  NAB  tv  code 
enforcement,  with  Mr.  Clipp  advocating 
the  idea  to  meet  widespread  criticism 
of  tv  commercials  and  programs 
(Broadcasting,  Nov.  30,  1959  et  seq). 
Mr.  Clipp  is  a former  chairman  of  the 
NAB  Tv  Code  Review  Board. 

In  announcing  Mr.  Sheaffer’s  ap- 
pointment, Mr.  Clipp  said,  “There  is 
wide  industry  support  for  the  preview- 
ing plan  and  I believe  inevitably  it 
will  be  adopted.  Meanwhile,  however, 
in  the  absence  of  a nationwide  indus- 
try previewing  program,  we  at  Triangle 
have  decided  to  establish  our  own  inde- 
pendent department  to  examine  pro- 
gram and  commercial  content  prior  to 
acceptance.” 

Guides  to  measurement  of  commer- 
cial copy  will  be  the  NAB  Standards 
of  Good  Practice  for  Radio  Broad- 
casters, the  NAB  Tv  Code  and  Tri- 
angle’s own  policy  book,  according  to 
Mr.  Clipp.  “This  is  consistent  with  the 
Triangle  policies  followed  in  the  past 
several  years  but  we  believe  that  cen- 
tralization will  assure  consistency  of  ac- 
tion among  the  company’s  properties,” 
he  said. 

“The  continuity  acceptance  depart- 
ment will  be  autonomous,  reporting 
only  to  top  management.  Thus  we  are 
taking  this  vital  responsibility  out  of 
the  hands  of  our  program  executives 
and  our  individual  station  managers.  We 
are  doing  so  because  we  believe  that 
this  is  the  only  way,  short  of  a nation- 


wide uniform  system  of  previewing, 
that  adequate  force  and  effect  can  be 
given  to  our  voluntary  industry  codes 
and  standards. 

“Broadcasting,  particularly  television 
broadcasting,  has  become  such  a com- 
plex pursuit  that  our  program  per- 
sonnel do  not  have  time  to  combine 
the  demanding  tasks  of  administration 
with  the  all-important  function  of  inten- 
sive pre-examination  of  our  total  pro- 
gram and  commercial  product.  Mean- 
while, Triangle  stations  will  continue  to 
endorse  actively  the  approval  of  some 
practical  industrywide  plan  of  pre- 
viewing.” 

The  Clipp  preview  plan  calls  for 
superimposing  of  a code  seal  of  ap- 
proval on  broadcast  tv  commercials  and 
programs.  Mr.  Clipp  figures  this  is 
necessary  to  ward  off  additional  gov- 
ernment regulation. 

Mr.  Sheaffer  will  work  directly  with 
Triangle’s  six  tv  stations  and  five  radio 
stations.  In  eight  years  at  CBS  he 
formed  the  network’s  central  division 
continuity  acceptance  office. 

ABC  FINANCES 
Income  and  earnings 
reach  record  high 

Income  and  earnings  of  the  ABC 
Broadcasting  Division  of  American 
Broadcasting-Paramount  Theatres  Inc. 
reached  record  highs  last  year. 

In  his  annual  report  to  stockholders 
last  week,  AB-PT  President  Leonard 
H.  Goldenson  announced  a record 
$172,469,000  income  compared  to 
$136,967,000  in  1958.  The  broadcast- 
ing division  includes  ABC-TV  and 
ABC  Radio  and  their  owned  television 


and  radio  stations. 

AB-PT’s  net  earnings  in  1959  totaled 
$7,967,000  or  $1.87  a share,  the  high- 
est since  1955  and  49%  above  the 

1958  total  of  $5,344,000  (or  $1.21  a 
share).  Including  net  capital  gains, 
AB-PT’s  consolidated  earnings  hit  $1.92 
a share  compared  with  1958’s  $1.40  a 
share.  Its  gross  income  of  $287,957,000 
was  18%  above  1958.  Mr.  Goldenson 
also  noted  higher  earnings  for  the  the- 
atre division  and  a “best  year”  for 
Am-Par  records. 

Mr.  Goldenson  claimed  for  ABC- 
TV  the  largest  dollar  and  percentage 
increase  of  all  networks  in  gross  time 
sales,  and  achievement  of  second  posi- 
tion before  the  end  of  1959  in  the 
share  of  total  national  tv  audience  in 
the  prime  evening  period.  He  said 
owned  stations  also  showed  higher  sales 
and  earnings  with  ABC  Radio  improv- 
ing its  operation  compared  to  1958, 
though  continuing  to  operate  at  a loss. 

Theatre  income  was  $91,139,000  in 

1959  compared  to  $94,280,000  in 
1958,  a total  that  Mr.  Goldenson  con- 
sidered favorable  in  view  of  one  less 
week’s  business  in  the  1959  fiscal  year 
(ended  Jan.  2,  1960)  and  fewer  theatres 
operated  (from  512  in  1958  to  498  in 
1959).  Miscellaneous  income  (includ- 
ing income  of  record  and  publishing 
companies  acquired  last  year  — Am 
Par  acquired  Grand  Award  Records, 
AB-PT  acquired  the  Prairie  Farmer 
Publishing  Co.  as  well  as  WLS  Chi- 
cago) rose  from  $13,574,000  in  1958 
to  $24,349,000  in  1959. 

International  Tv  ■ Mr.  Goldenson 
reviewed  the  formation  of  ABC’s  inter- 
national division  that  took  part  in  or- 
ganizing and  holds  majority  interest  in 
a tv  network  in  Central  America.  (AB- 
PT  expects  to  acquire  minority  interests 
in  tv  stations  in  the  network  and  holds 
minority  stock  equity  in  a tv  station  in 
Australia  and  another  to  be  operated 
in  Costa  Rica.) 

Improvement  in  income  and  earnings 
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The  message  is  clear.  People -adult  people,  partic- 
ularly-listen  to  the  CBS  Owned  Radio  Stations, 
the  persuasive  voices  of  seven  of  America’s  top  ten 
markets.  Active,  alive  listeners  choose  the  Cr0’s 
because  their  programs  are  directed  to  listeners  - 
not  to  the  fringe  consciousness  of  people  with  their 
minds  on  other  matters.  Locally-produced  programs 
include  live  music,  comedy,  opinion  forums,  special 
events,  education,  regional  news,  documentaries,^ 
interviews,  sports,  farm  shows,  business  repor.tpS? 
-everything  that  interests  people.  And  a,dde6jtoJ$ 
all  this  is  the  unique  strength  of  the  CBS  Radio 
Network,  with  its  schedule  of  star  personalities,* 
drama,  comedy,  complete  news  coverage  and  anal-Jj 
ysis,  public  affairs  and  great  live  music.  This  is  m 
responsible  broadcasting.  It  gets  a responsive  audi-<F 
ence.  And  generates  response  to  your  advertising! 


RADIO  STATION'S  V/  W 

REPRESENTED  BY  CBS  RADIO  SPOT  SALES 

WCAU,  Philadelphia;  KCBS,  San  Francisco;  KNX,  Los  Angeles;  Y\ 
WEEI,  Boston;  WCBS,  New  York;  WBBM,  Chicago;  KMOX,  St.  Louis  ?* 


Omaha  stations  take 
problems  to  people 


6 to  10  P.M^Monday-Friday 
in  all  of  the  Rich 
Tidewater  Market 

NORFOLK.HAMPTON.NEWPORT  NEWS 
PORTSMOUTH  • VIRGINIA  BEACH,  VA. 


Represented  by  Avery  Knodel 


of  electronic  companies  in  which  AB- 
PT  has  stock  interests  and  gains  in  in- 
come and  attendance  for  35%  owned 
Disneyland  Park  were  reported.  AB- 
PT’s  working  capital  in  one  year  went 
up  from  more  than  $49.6  million  to 
over  $52  million. 

The  company  officially  assumed  $10 
million  under  its  1956  loan  agreement. 
About  250,000  shares  of  preferred 
stock  were  purchased  and  retired  during 
the  year  and  common  stock  equity  rose 
to  over  $82.6  million  ($19.91  a share) 
compared  to  $78.7  million  ($18.97  a 
share)  in  1958. 


Frank  P.  Fogarty,  vice  president  and 
general  manager,  WOW-AM-TV  Oma- 
ha, last  week  aired  commentaries  on 
current  broadcast  problems  in  simul- 
casts in  prime  time.  His  first  commen- 
tary was  on  March  29,  6:30-7  p.m.; 
the  second  on  March  30,  10:30-11 
p.m.,  during  which  he  was  joined  by 
the  stations’  Fred  Ebner,  sales  man- 
ager and  Bill  McBridge,  program  di- 
rector. 

Mr.  Fogarty  traced  the  problems 
from  their  beginnings  and  then  ex- 
plained subsequent  events,  recommend- 
ing that  listeners  ask  themselves 
“whether  in  fact  [various  remedies  pro- 
posed] are  beginning  of  censorship, 
thought  control  and  a dictatorship. 
Ask  yourself  too  whether  the  problem 
of  the  occasional  disc  jockey  who  takes 
payola  or  even  the  horrible  hoax  of  the 
rigged  quizzes  are  to  be  compared  with 
the  dangers  of  government  control  of 


SARNOFF  ON  PROGRAMMING 


Government  should  play  reasonable  part 


Chairman  Robert  Sarnoff  of  NBC 
took  his  stand  for  a “standard  of  rea- 
sonableness” in  government  considera- 
tion of  programming  to  the  nation’s 
radio-tv  editors  in  another  of  his  let- 
ters last  week.  Main  point:  to  defend 
and  renew  his  advocacy  of  a position 
between  those  who  want  strong  FCC 
program  regulation  and  those  who  in- 
sist on  no  FCC  intervention  at  all. 


Mr.  Sarnoff  said  those  who  advocate 
strong  control  are  proceeding  on  two 
"irresponsible  notions,”  first  that  the 
public  is  incapable  of  judging  what  it 
should  see,  and  second  that  freedom 
of  expression  does  not  apply  to  broad- 
casting. In  an  obvious  reference  to 
print  media  critics,  he  remarked  that 
“Television  by  government  prescrip- 
tion would  be  a dangerous  setback  to 
the  freedom  they  espouse  and  enjoy.” 

Those  broadcasters  and  others  who 
say  the  FCC  should  keep  hands  off  are 
“well-intentioned  but  unrealistic,”  Mr. 
Sarnoff  said,  adding  that  their  view  is 
so  rigid  and  over-simplified  that  they 
may  be  playing  into  the  hands  of  those 
who  want  stern  government  control. 

The  “standard  of  reasonableness” 
should  be  applied  in  this  manner,  ac- 
cording to  Mr.  Sarnoff:  A prospective 
broadcaster  should  himself  determine 
what  program  standards  are  best  suited 
to  a particular  locality,  and  the  FCC 
should  accept  them  unless  they  are 
clearly  unreasonable.  Similarly,  at  li- 
cense renewal  time,  the  broadcaster 
should  report  his  program  performance 
(in  narrative  rather  than  statistical 
fashion),  explaining  any  deviations 
from  the  original  plan.  The  FCC 
should  act  upon  any  “flagrant  and  un- 
explained departure”  from  that  plan  if 
it  felt  such  action  was  indicated.  Mr. 
Sarnoff  noted,  however,  that  the  FCC 
should  consider  a broadcaster's  attract- 
ing and  holding  an  audience  as  proof 
of  satisfying  public  demand. 
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A SALE  OF  TWO  CITIES 

WSPA-TV  sells  the  Spartanburg-Greenville  SUPERMARKET!  From 
its  central  tower  location  on  Paris  Mt.*  near  Greenville,  WSPA-TV 
blankets  the  rich  industrial  areas  in  and  around  these  twin  cities. 
Over  a quarter  of  a million  TV  homes  in  this  area  are  directly 
influenced  by  WSPA-TV  ...  it  is  an  important  part  of  their  daily  lives. 


This  section  of  the  thickly  populated  Southern  Piedmont  is  nationally 
recognized  as  the  Big  Market  of  today,  and  the  Giant  Market  of 
tomorrow  . . . WSPA-TV  programming  is  tailored  to  serve  and  sell 
the  Progressive  Piedmont. 


WSPA-TV 

SPARTANBURG,  S.  C. 


Saturating  the  Greenville-Spartanburg  SUPERMARKET 


Represented  Nationally  by:  GEORGE  P.  HOLLINGBERY  CO. 


* WSPA-TV  Paris  Mt.  antenna,  2209  ft.  above  sea  level — 1185  ft.  above  avg.  terrain 
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broadcasting.”  In  the  second  broadcast, 
listeners  were  told  of  existing  regula- 
tions (governmental  and  voluntary, 
such  as  NAB’s  Code  and  the  station’s 
ad  acceptance  policies). 

The  project  grew  out  of  a manage- 
ment meeting  of  the  Meredith  station 
group  in  Phoenix  earlier  this  year.  Mr. 


Plans  for  an  unprecedented  tv-radio 
campaign  to  raise  $10  million  for  Radio 
Free  Europe  were  unveiled  last  Tues- 
day (March  29)  in  a closed-circuit 
telecast  which  in  one  way  has  few 
precedents. 

The  heads  of  all  three  nation-wide 
tv  networks  made  one  of  their  rare 
appearances  together  as  members  of 
a panel  appearing  on  the  special  video- 
taped program  to  urge  industry-wide 
cooperation  in  the  drive.  RFE,  which 
counters  Russian  propaganda  with 
some  3,000  hours  of  factual  and  enter- 
tainment programming  beamed  weekly 
to  Europe’s  Iron  Curtain  countries,  will 
mark  its  10th  anniversary  luly  4. 

The  program  was  piped  into  both 
network-affiliated  and  independent  sta- 
tions throughout  the  U.S.  In  many 
communities  a single  broadcaster  played 
host  to  his  competitors — including  their 
deejays  and  other  talent — so  they  might 
all  see  and  hear  the  appeal  together. 
Donald  H.  McGannon,  president  of 
Westinghouse  Broadcasting,  presided 
over  the  program  as  chairman  of  the 
Broadcasters  for  Radio  Free  Europe 
Committee. 

Two-Week  Drive  ■ The  on-air  cam- 


Fogarty  also  has  been  speaking  before 
luncheon  groups  and  civic  organiza- 
tions. In  addition  to  inviting  listeners 
and  viewer  letters  for  reading  on  the 
air,  the  stations  are  sending  scripts  of 
the  commentaries  to  civic  leaders  ask- 
ing for  comments  which  will  be  taped 
and  used  in  later  tv  programming. 


paign — first  time  that  broadcasters  are 
carrying  the  ball  in  an  individual  sup- 
port of  the  overall  drive  for  RFE — 
is  slated  April  24  through  May  8.  It 
will  include  special  tv  and  radio  pro- 
grams, saturation  use  of  spot  announce- 
ments, appearances  and  statements  by 
leaders  in  broadcasting,  business,  gov- 
ernment, education  and  the  arts,  stars 
of  television  and  radio,  motion  pictures, 
the  theatre,  etc.  A special  kit  with  both 
on-air  and  background  materials  is 
slated  to  go  to  all  stations  within  a few 
weeks. 

Industry-wide  support  of  the  cam- 
paign was  described  as  vital  to  the 
privately  owned  RFE  and  its  role  as 
the  free  world’s  link  with  the  Iron 
Curtain  peoples — and  as  capable  of 
contributing  materially  to  the  success 
of  this  summer’s  summit  conferences. 
If  the  campaign  succeeds  in  enlisting 
the  support  of  great  numbers  of  Ameri- 
cans— one  subsidiary  objective  is  five 
million  $1  contributions — then  this 
country’s  leaders  will  have  the  obvious 
psychological  advantage  of  widespread 
public  support  of  free  world  policies,  it 
was  pointed  out. 

Participants  ■ CBS  Inc.  President 


Frank  Stanton,  NBC  Chairman  Robert 
W.  Sarnoff  and  ABC  President  Leonard 
Goldenson  made  special  appeals  on  the 
closed-circuit  program,  along  with  Mr. 
McGannon  and  W.  B.  Murphy,  presi- 
dent of  Campbell  Soup  and  chairman 
of  Crusade  for  Freedom,  the  fund- 
raising arm  of  RFE;  Joseph  Kovago, 
former  Mayor  of  Budapest,  and  three 
representatives  of  the  tv-radio  talent 
field:  Arlene  Francis,  newsman  How- 
ard K.  Smith  and  deejay  Martin  Block. 

Richard  Moore  of  KTTV  (TV)  Los 
Angeles  and  Gordon  McLendon  of  the 
McLendon  Stations  also  appeared  on 
the  telecast.  They  are  members  of  the 
Broadcasters  Committee  for  RFE,  along 
with  Mr.  McGannon,  the  three  net- 
work heads  and  W.  D.  Rogers  of 
KDUB-TV  Lubbock,  Tex.,  vice  chair- 
man of  the  committee;  Robert  Hur- 
leigh,  president  of  Mutual;  J.  Leonard 
Reinsch  of  the  Cox  Stations  and  H. 
Preston  Peters  of  Peters,  Griffin,  Wood- 
ward. Ted  Bates  agency  is  preparing 
special  material  for  the  campaign. 

Goodwill  sales  up  21% 

Total  1959  sales  of  WJR  The  Good- 
will Station  Inc.,  operating  WJR  De- 
troit and  WJRT  (TV)  Flint,  Mich., 
were  $3,966,000,  21%  above  the  1958 
figure  of  $3,275,000,  according  to  the 
annual  report  to  stockholders. 

Profits  were  down  9%  from  43  to  40 
cents  per  share  in  the  same  period, 
ascribed  to  initial  operating  losses  in  tv 
and  lower  revenues  in  radio  for  the 
first  quarter  of  1959. 

WJR  dropped  CBS  Radio  service  in 
May  1959,  with  revenues  at  a low  point 
during  the  first  five  months  of  the  year. 
With  independent  operation  and  adop- 
tion of  a “Something  for  Everyone” 
policy,  revenues  began  to  increase 
steadily.  (WJR’s  conversion  to  non- 
network operation  was  analyzed  in  a 
depth  study  in  the  Oct.  12,  1959 
Broadcasting.) 

■ Rep  Appointments 

■ KUTI  Yakima,  Wash.:  Weed  Radio 
Corp.  as  national  representative. 

■ WSOL  Tampa,  Fla.:  National  Time 
Sales  as  national  representative. 

■ WOKS  Columbus,  Ga.:  Bernard  I. 
Ochs  Co.  as  southeastern  representa- 
tive. 

■ KORK  Las  Vegas,  Nev.:  B-N-B  Time 
Sales  as  west  coast  representative. 

■ KWTX-AM-TV  Waco,  KBTX-TV 
Bryan-College  Station,  KNAL  Victoria, 
all  Texas,  and  KXII  (TV)  Ardmore, 
Okla.:  Venard,  Rintoul  & McConnell 
Inc.,  N.Y. 

■ WFBM-FM  Indianapolis:  Walker- 
Rawalt  Co.,  N.Y. 


A TOP  ECHELON  IN  A UNITED  STAND 

Panelists  McGannon,  Kovago,  McLendon,  Goldenson,  Sarnoff,  Stanton,  Moore 


SET  RADIO  FREE  EUROPE  DRIVE 

Heads  of  tv  networks  lead  campaign 
to  raise  $10  million  for  ‘truth  shows’ 
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Day  in,  day  out . . . year  after  year,  the  Triangle 
Stations  have  compiled  a record  of  continuous 

service  to  the  community  unmatched  by  any  COM!]V£UNITY 

other  broadcaster  in  America. 


LEADERS 


▲ "Studio  Schoolhouse”— America’s  old- 
est program  of  in-school  instruction  by 
a commercial  station  . . . continuously 
broadcast  on  WFIL,  Philadelphia,  since 
1943  and  on  WFIL-TV  since  1948. 

a "University  of  the  Air” —America’s 
oldest  and  largest  continuously  run 
adult  education  program  in  commer- 
cial television  . . . now  in  its  10th  year 
on  the  Triangle  Stations. 

During  1959,  Triangle  Stations  contributed 
$4,931,000*  in  time  for  public  service  announce- 
ments and  programs,  and  more  than  $361,000 
out-of-pocket  expenditures  for  public  service. 


SINCE  1922 


TRIANGLE  STATIONS 


*One-time  national  rate 


Operated  by:  Radio  and  Television  Div.  / Triangle  Publications,  Inc.  / 46th  & Market  Sts.,  Philadelphia  39,  Pa. 
WFIL-AM  • FM  • TV,  Philadelphia,  Pa.  / WNBF-AM  • FM  • TV,  Binghamton,  N.  Y.  / WLYH-TV,  Lebanon-Lancaster,  Pa. 
WFBG-AM  • TV,  Altoona-Johnstown,  Pa.  / WNHC-AM  • FM  • TV,  Hartford-New  Haven,  Conn.  / KFRE-AM  • TV  ♦ KRFM,  Fresno,  Cal. 
Triangle  National  Sales  Office,  485  Lexington  Avenue,  New  York  IT,  New  York 
Regional  Offices:  3440  Wilshire  Blvd.,  Los  Angeles  5 / 6404  Sharon  Rd.,  Baltimore  12 


GOVERNMENT 


RATINGS  NEXT  ON  OPENS  LIST.  . . 

Oversight  committee  engages  statisticians  to  probe  services 


Rep.  Oren  Harris  (D-Ark.)  revealed 
last  week  that  he  has  his  finger  deep  in  a 
new  pie:  the  broadcast  rating  services. 

He  announced  last  Monday  his  House 
Legislative  Oversight  Subcommittee  has 
engaged  and  will  pay  a trio  of  statis- 
ticians appointed  by  the  American 
Statistical  Assn,  to  carry  out  an  “in- 
dependent study”  that  would  examine 
and  evaluate  the  validity  of  the  statis- 
tical methods  used  by  the  biggest  rating 
services  (see  separate  story). 

Although  Rep.  Harris  would  not  am- 
plify beyond  the  written  announcement 
on  details  of  his  investigative  plans,  his 
reasons  for  looking  into  ratings  were 
patent:  testimony  on  the  tv  quiz  scan- 
dals last  fall  tended  to  indicate  some 
shows  were  rigged  to  make  them  more 
exciting  and  glamorous  and  thus  boost 
ratings.  Rep.  Harris  has  criticized  this 
situation  several  times  since  and  prom- 
ised to  look  into  it,  as  well  as  methods 
of  rating  “top  40”  record  lists. 

The  Arkansan — who  last  year  beat 
the  Senate  Commerce  Committee  to  the 
draw  in  grabbing  material  developed  by 
the  New  York  district  attorney  and  in 
a grand  jury  report  and  using  it  as  the 
base  for  his  tv  quiz  rigging  hearings — 
repeated  his  performance  last  week  in 
moving  into  broadcast  ratings. 

One  Day  Preview  ■ The  Senate 
group  held  a one-day  hearing  on  ratings 
in  1958  (Broadcasting,  June  30,  1958) 
and  promised  more,  but  never  got 
around  to  them  during  the  first  session 
of  the  86th  Congress  last  year.  Senate 
committee  criticism  of  television  ratings 
— as  voiced  by  member  A.S.  Mike 
Monroney  (D-Okla.) — has  been  based 
largely  on  the  quality  of  programming 
itself  rather  than  on-air  deception  tied 


to  ratings  by  the  House  Oversight 
group.  Sen.  Monroney  has  continued 
periodic  attacks  on  ratings  since  the 
1958  hearing  and  has  said  he’ll  push 
for  more  rating  hearings  this  year.  The 
Senate  committee  staff  still  is  doing  its 
homework  on  ratings. 

But  the  House  Oversight  group, 
whose  spokesmen  at  times  have  said 
they  didn’t  intend  to  duplicate  any- 
thing to  be  covered  by  the  Senate, 
apparently  has  decided  to  wait  no 
longer  if  it  ever  planned  to  wait  at  all. 
The  proposed  House  Oversight  study 
“is  not  inconsistent  with  what  we’re 
doing,”  Nick  Zapple,  professional  com- 
munications counsel  for  the  Senate 
committee,  said  last  week,  but  it 
was  obvious  Rep.  Harris  planned  to 
go  straight  to  the  heart  of  the  ratings 
matter:  whether  the  methods  used  by 
the  various  services  in  rating  viewing 
and  listenership  are  valid,  if  so  to  what 
extent,  and  their  limitations,  if  any. 

In  his  announcement  of  the  study  last 
week,  Rep.  Harris  released  a letter  he 
wrote  to  ASA  March  1 1 confirming  a 
request  to  the  statistical  group  by 
Oversight  staffers  for  a study  and  ASA’s 
decision  to  name  the  three-man  group 
to  conduct  it  and  present  findings,  in- 
dependently of  “prior  review”  by  the 
Oversight  group  or  ASA. 

Reasons  Given  ■ Rep.  Harris  in  his 
letter  said  the  Oversight  Subcommittee 
had  been  considering  “statutes  and  reg- 
ulations, or  absence  of  them,”  applica- 
ble to  the  character  of  tv  and  radio 
programs  and  that  “it  appears  from 
testimony”  that  selection  of  programs 
for  broadcast  depend  on  public  ac- 
ceptance or  preference  as  indicated  by 
ratings. 


“As  it  is  clear  that  the  determination 
of  any  such  ratings  must  be  derived 
from  statistical  procedures  involving 
sample  surveys,  our  committee  has  re- 
quested you  to  arrange  for  an  examina- 
tion and  evaluation  of  the  statistical 
methods  used  by  the  principal  rating 
services,”  Rep.  Harris  wrote. 

He  expressed  pleasure  at  ASA’s  co- 
operation in  naming  a group  to  assist 
in  “such  a technical  field,  especially  as 
I appreciate  that  is  no  small  task.” 

He  said  that  while  it  is  clear  the 
study  will  be  completely  independent, 
he  hopes  it  can  be  completed  within  a 
“reasonable  time,”  but  added  the  sub- 
committee doesn’t  want  to  stress  the 
time  element  at  the  expense  of  the 
“thoroughness”  of  the  study.  He  said 
one  rating  service  already  has  written 
to  volunteer  its  full  cooperation  in  a 
comprehensive  and  candid  study  of  its 
own  methods  and  said  he  felt  sure 
others  would  be  equally  cooperative. 

He  added  that  the  subcommittee  was 
establishing  beforehand  the  approxi- 
mate amount  of  “expense”  it  would  pay 
the  group  from  committee  funds.  ASA 
President  Morris  H.  Hansen,  in  an 
acknowledgment  March  16,  said  ASA 
would  select  a committee  “deemed  to 
be  highly  competent  professionally” 
and  the  latter  thenceforth  would  pro- 
ceed under  its  own  professional  respon- 
sibility. 

Robert  W.  Lishman,  Oversight  chief 
counsel,  said  the  study  is  being  done 
on  a cost  basis  and  the  amount  the 
subcommittee  spends  will  not  be  known 
until  the  study  group  presents  its  bills. 
He  would  not  comment  on  when  the 
subcommittee  expects  its  first  report  or 
when  the  entire  study  will  be  completed. 


. . . BUT  FRESH  MINDS’  TO  PREVAIL 


A three-man  committee  of  statistical 
scientists  that  will  carry  out  a study  of 
tv  and  radio  ratings  for  the  House 
Legislative  Oversight . Subcommittee  is 
going  into  the  task  with  “fresh  minds,” 
with  “considerable  training”  in  survey 
making  and  statistics  and  with  no  past 
commitments  or  predispositions,  its 
chairman  said  last  week. 

Dr.  William  G.  Madow,  appointed  by 
the  American  Statistical  Assn,  to  head 
ASA’s  new  Technical  Committee  on 
Broadcast  Ratings,  said  the  study  will 
get  underway  in  two  weeks,  beginning 
with  tv  ratings.  But  the  group  will  be 


“lucky”  if  it  gets  out  even  a progress 
report  before  eight  months  to  a year, 
he  said. 

Dr.  Madow  is  a staff  scientist  in  the 
mathematical  statistics  department  of 
Stanford  Research  Institute,  Menlo 
Park,  Calif.  The  other  members  are  Dr. 
Raymond  J.  lessen,  General  Analysis 
Corp.,  Los  Angeles,  and  Dr.  Herbert 
Hyman,  acting  head  of  the  sociology 
department  at  Columbia  U.,  New  York. 

The  TCBR  chairman  said  his  group 
would  start  with  television  ratings,  ac- 
cording to  tentative  plans,  but  its  full 
assignment  also  includes  radio.  He  said 


he  couldn’t  reveal  whether  the  trio  will 
examine  and  evaluate  the  methods  used 
in  compiling  “top  40”  record  lists. 

Comparisons  ‘Premature’  ■ He  said 
it  would  be  “premature”  to  say  whether 
broadcast  rating  methods  will  be  com- 
pared to  such  circulation  counts  in 
other  media  as  that  furnished  by  Audit 
Bureau  of  Circulations  in  the  news- 
paper and  magazine  fields. 

Commenting  on  whether  one  rating 
service  will  be  compared  with  another, 
he  said:  “I  doubt  if  we’ll  say  so  and  so 
is  better  than  so  and  so.”  As  to  whether 
their  methods  of  gathering  information. 
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' sizes  of  samples  and  methods  of  analyz- 
ing them  will  be  compared,  he  said: 
“We  may  and  we  may  not.  Our  business 
is  to  bring  out  ways  to  help  the  client 
(user).” 

The  group,  he  said,  will  be  more  con- 
cerned about  the  good  ways  to  use  a 
rating  service  than  the  poor  ways.  Each 
service  has  some  desirable  and  some 
dangerous  uses,  he  said,  and  “we’ll  re- 
late what  (the  ratings)  do  to  their  use.” 
He  said  the  three  spent  Monday 
afternoon  (the  day  they  were  appointed) 
in  Washington  planning  initial  pro- 
cedure, but  he  couldn’t  reveal  just  how 
they  plan  to  carry  out  the  study.  The 
ratings  field,  he  said,  has  “too  much 
importance  to  too  many  people”  and 
statements  he  makes  now  may  be  “in- 
valid” later. 

The  study  will  begin  with  letters  to 
the  major  ratings  services  and  to  users 
of  the  ratings.  Later  the  three  will  talk 
in  person  to  executives  of  the  ratings 
services  and  their  clients.  Each  of  the 
three  plans  to  add  staff  people  in  two 
to  three  months  to  help  carry  out  the 
study.  And  each  will  work  on  a part- 
time  basis  from  his  present  job  and  will 
not  consult  with  members  of  the  House 
Oversight  Subcommittee.  Each  will  re- 
ceive “a  certain  sum”  from  the  House 
group  through  ASA,  but  ASA  says 
the  amounts  have  not  been  set. 

No  ‘Interim’  Report  ■ There  will  be 
no  interim  reports  until  the  full  study 
is  complete,  though  “progress”  reports 
might  be  made,  he  said.  All  reports 
will  be  made  directly  to  ASA,  which 
will  relay  them  to  the  House  subcom- 
mittee. He  thought  he  and  his  col- 
leagues would  be  “real  lucky”  if  they 
get  out  any  kind  of  report  before  eight 
months  or  a year. 

He  said  he  feels  sure  his  group  will 
get  all  the  cooperation  it  asks  for  from 
those  who  will  be  contacted  during  the 
study.  The  statistics  committee,  he  said, 
is  concerned  not  only  with  how  precise 
are  the  methods  used  by  the  ratings 
services,  but  how  ratings  are  used.  “A 
tool  doesn’t  need  to  be  any  sharper  than 
the  use  to  which  it  is  put,”,  he  said.  He 
hopes,  he  said,  that  there  will  be  no 
need  for  a subcommittee  subpoena. 

Dr.  Madow  is  49,  married  and  lives 
in  Palo  Alto.  He  attended  public  schools 
in  Brooklyn  and  later  Columbia  U., 
receiving  his  B.A.  in  1932,  M.A.  in 
1933  and  Ph.D.  in  1938.  He  is  an 
associate  in  several  statistical  subjects, 
including  survey  making,  but  has  had 
no  connection  with  ratings  services.  He 
is  one  of  three  authors  of  a two-volume 
book,  Sample  Survey  Methods  and 
Theory,  published  in  1953.  One  of  the 
other  authors  was  ASA  President  Mor- 
ris H.  Hansen. 

Dr.  Madow  joined  SRI  in  1957. 
From  1949-57  he  was  professor  of 
mathematical  statistics  and  chairman  of 
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the  statistics  research  lab  at  the  U.  of 
Illinois  and  consulted  with  faculty 
members  making  house-to-house,  tele- 
phone and  other  surveys.  In  1956-57 
he  was  a fellow  of  the  Center  for  Ad- 
vanced Studies  in  the  Behavorial  Sci- 
ences at  Stanford,  Calif.,  a Ford 
Foundation-supported  group  headed 
then,  as  now,  by  CBS  President  Frank 
Stanton. 

Teacher,  Too  ■ In  1948  he  was 
mathematical  statistics  professor  at  the 
U.  of  North  Carolina,  teaching  research 
surveys,  survey  making  and  other  sta- 
tistical studies;  in  1946-47  he  was  visit- 


Dr.  Madow 
Chief  'fresh  mind' 


ing  professor  of  statistics  at  the  U.  of 
Sao  Paulo,  Sao  Paulo,  Brazil. 

From  1939-46  he  was  with  the  fed- 
eral government,  with  the  Census  Bu- 
reau from  1940-42  and  1944-45  as  a 
survey  statistician.  He  worked  on  the 
current  population  survey  for  the  1940 
census  and  still  is  a member  of  the 
Census  Bureau’s  panel  of  statistical  con- 
sultants. From  1942-43  he  was  with  the 
Office  of  Price  Administration  (OP A), 
supervising  a study  of  distribution  of 
income  among  families  at  one  time  and 
acting  as  advisor  in  the  rationing  de- 
partment at  another.  He  is  a fellow  and 
active  member  of  ASA. 

Dr.  Herbert  Hyman  is  professor  of 
sociology  at  Columbia  U.  and  also 
associate  director  of  Columbia’s  Bureau 
of  Applied  Social  Research,  which  has 
a long  history  of  interest  in  radio  and 
television  research.  At  Columbia  for 
10  years,  he  also  has  been  visiting  pro- 
fessor at  the  U.  of  Oslo,  Norway;  U.  of 
Ankara,  Turkey,  and  U.  of  California 


at  Berkeley.  Before  that  he  was  en- 
gaged in  research  activities  with  the 
Dept,  of  Agriculture,  OWI,  and  U.S. 
strategic  bombing  surveys  of  Germany 
and  lapan. 

He  has  had  no  experience  as  a broad- 
cast ratings  researcher — has  not  been 
connected  with  any  ratings  service — but 
teaches  sample  survey  methods  at 
Columbia  and  also  is  involved  in  com- 
munications research  there.  For  many 
years  he  was  a research  associate  with 
the  National  Opinion  Research  Center, 
which  years  ago — though  he  was  not 
with  the  outfit  at  the  time — did  some 
work  for  NAB,  as  he  recalls  (“The 
People  Look  at  Radio”  and  “Radio 
Listening  in  America”). 

With  his  fellow  committeemen  based 
on  the  West  Coast  he  figures  the  mem- 
bers “will  have  to  do  some*  traveling” 
to  get  their  work  done.  He  says  they 
plan  a thorough  job  and,  though  they 
don’t  intend  to  drag  it  out,  is  sure  it 
will  take  “more  than  a month  or  two.” 
The  committee  will  have  some  staff 
but  as  yet  he  doesn’t  know  who  or  how 
many. 

Dr.  Raymond  J.  lessen  got  his  B.S. 
in  economics  at  the  U.  of  California  at 
Berkeley  in  1937  and  his  Ph.D.  in  sta- 
tistics at  Iowa  State  U.  in  1943.  At 
Iowa  State  for  about  20  years,  he  di- 
vided his  time  between  teaching,  re- 
search and  outside  consulting.  He  was 
acting  director  of  the  statistical  lab  at 
Iowa  State  from  1947-50  and  professor 
of  statistics  there  from  1949  to  1957. 

In  1946  he  directed  a scientific  study 
of  the  Greek  elections  and  in  1948  was 
technical  director  of  a pioneer  study 
of  the  island  of  Crete  using  mod- 
ern statistical  survey  techniques  to  de- 
termine the  economic,  nutritional,  agri- 
cultural and  other  characteristics  of  an 
underdeveloped  country.  As  consultant 
to  the  U.S.  Soil  Conservation  Service 
and  the  United  Nations  Food  & Agri- 
culture Organization,  he  developed  basic 
sampling  and  field  procedures  for  con- 
ducting soil  surveys  and  sampling  pro- 
cedures for  censuses  in  Ecuador  and 
Argentina. 

Since  1957  he  has  been  project  direc- 
tor of  General  Analysis  Corp.  in  Los 
Angeles  and  he  is  also  a lecturer  on 
business  statistics  at  UCLA.  One  Los 
Angeles  researcher  called  him  a sam- 
pling expert,  a fine  mathematician  and  a 
fine  statistician  of  the  highest  integrity. 

Dr.  lessen  himself  calls  his  back- 
ground primarily  technical  and  admits 
he  has  not  had  much  direct  contact 
with  advertising  research.  He  has  known 
Dr.  Madow  for  some  time  but  has  never 
worked  with  him  on  any  project.  He 
also  met  Dr.  Hyman,  but  doesn’t  know 
him  as  well.  None  of  them  has  any 
axe  to  grind  in  audience  research,  he 
said. 

The  three  had  a brief  meeting  in 
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Don’t  bury  your  head 


BUY 

NEGRO 


An  Ostrich  with  a buried  head  misses 
many  things  that  are  most  obvious.  If  you 
haven’t  discovered  Rounsaville  Radio’s  six 
Negro  Markets  you  are  overlooking  an 
824  million  dollar  consumer  group.  That’s 
what  Negroes  in  the  Rounsaville  Radio 
area  have  ready  to  spend  AFTER  taxes! 
80%  of  their  money  is  spent  on  consumer 
items  alone.  Incomes  are  up  192%  since 
World  War  II ! To  make  sure  you’re  get- 
ting your  share  of  nearly  one  billion  dol- 
lars, use  Rounsaville  Radio!  All  six 
Rounsaville  Radio  stations  are  Number- 
One  Rated  by  BOTH  Pulse  and  Hooper. 
Call  Rounsaville  Radio  in  Atlanta,  John 
E.  Pearson,  or  Dora-Clayton  in  the  South- 
east today ! 


Personal  Letter 

An  Advertiser's  dream  is  a 
captive  audience  pre-condi- 
tioned to  buy  his  product. 
The  nearest  thing  to  this  is 
Rounsaville  Radio — 1 00% 
programmed  to  the  Negro 
audience.  Negro  performers  tell  your  sales 
story  to  their  Negro  listeners,  and  believe  me, 
they  buy!  A proper  part  of  your  budget  must 
go  to  Rounsaville  Radiooryou  miss  this  market! 
We  are  one  of  the  oldest  and  largest  broad- 
casters in  Negro  Radio. 

HAROLD  F.  WALKER 

V.P.  A Nat'l  Sales  Mgr. 


FIRST  U.  S.  NEGRO-PROGRAMMED  CHAIN 
FIRST  IN  RATING  IN  SIX  BIG  MARKETS 

WCIN  1,000  Watts  (5,000  Watts  soon)— Cin- 
cinnati's only  all  Negro-Programmed  Station! 
WLOU  5,000  Watts  — Louisville's  only  all 
Negro-Programmed  Station! 

WMBM  5,000  Watts— Miami-Miami  Beach’s 
only  full  time  Negro-Programmed  Station! 
WVOL  5,000  Watts  — Nashville’s  only  all 
Negro-Programmed  Station! 

WYLD  1,000  Watts— New  Orleans’  only  full 
time  Negro-Programmed  Station! 

WTMP  5,000  Watts— Tampa-St.  Petersburg’s 
only  all  Negro-Programmed  Station! 

BUY  ONE  OR  ALL  WITH  GROUP  DISCOUNTS! 

ROUNSAVILLE 

RADIO  STATIONS 

PEACHTREE  AT  MATHIESON,  ATLANTA  5,  GEORGIA 

ROBERT  W.  ROUNSAVILLE  HAROLD  F.  WALKER 
Owner-President  V.P.  A Nat’l  Sales  Mgr. 

JOHN  E.  PEARSON  CO.  DORA-CLAYTON 

Nat’l  Rep. Sonth-actorn  Rep. 


Washington  and  now  have  a lot  of  self- 
educating  to  do  on  the  general  subject 
of  audience  measurements,  Dr.  Jessen 
said.  He  says  they  plan  to  read  the  pub- 
lished material  in  the  field;  then  they’ll 
talk  to  the  people  who  run  the  rating 
services  and  to  the  people  who  use 
them,  primarily  in  New  York  at  the 
advertising  agency  and  network  level. 

Rating  firms  offer 
variety  of  comments 

There  was  a variety  of  comments 
from  the  rating  groups  about  the  Harris 
subcommittee  plans. 

James  W.  Seiler,  director,  American 
Research  Bureau  Inc.  (ARB):  I think 
it’s  great  . . , splendid.  This  is  the  way 
it  ought  to  be  done.  Instead  of  congress- 
men listening  to  us  and  trying  to  evalu- 
ate our  services,  this  study  would  be 
made  by  professional  people.  We  will 
cooperate  to  the  fullest.  We  always 
have  to  the  congressional  committees. 
The  more  they  know  about  what  we 
are  doing  the  better  will  be  our  stature. 
This  is  the  greatest  thing  that  could 
happen  to  us  and  I’m  absolutely  de- 
lighted. 

Pulse  withheld  comment  pending  a 
chance  to  see  and  study  what  Rep. 
Harris  said  and  plans,  but  some  officials 
there  indicated  that  this  might  be  one 
way  to  restore  a saner  viewpoint  on 
what  has  become,  with  all  the  hulla- 
baloo about  ratings,  a pretty  hysterical 
situation. 

Ed  Hynes,  president  of  Trendex, 
thought  the  study  was  unnecessary: 
“The  people  who  are  buying  our  serv- 
ice are  research  men  of  stature  in  the 
industry.  I don’t  think  they  need  the 
House  to  tell  them  whether  they  are 
buying  good  research.” 

Frank  Stisser,  President  of  C.E. 
Hooper  Inc.,  thought  the  Harris  sub- 
committee had  been  pressured  “by 
stations  with  low  ratings,”  but  said  the 
move  “might  be  a very  intelligent  thing” 
and  that  Hooper  would  cooperate.  “All 
the  talk  that’s  gone  on  about  ratings  is 
pretty  ridiculous,”  he  said,  “but  if  they 
want  to  investigate  all  of  us  it’s  a fine 
thing.” 

Joint  Front  ■ Some  of  the  rating 
services  anticipated  the  need  for  a 
joint  front  to  face  criticism  of  their  role 
in  tv,  if  one  is  to  judge  by  the  move- 
ment underway  to  organize  all  the 
services  under  a common  banner.  Pre- 
liminary plans  for  such  an  organization 
were  made  in  February  by  representa- 
tives of  Trendex,  The  Pulse,  Hooper  and 
American  Research  bureau  (Closed 
Circuit,  March  14).  Significantly,  the 
biggest  of  them  all,  A.C.  Nielsen  Co., 
declined  to  participate. 

The  four  organizations  which  con- 
curred on  the  need  to  band  together 
had  these  objectives  in  mind: 


1.  To  help  educate  broadcasters  and 
advertisers  in  the  proper  use  of  audi- 
ence measurement  and  to  assist  in  re- 
solving misconceptions  about  ratings 
and  sampling  techniques  arising  in  the 
press  and  elsewhere. 

2.  To  consider  establishing  a volun- 
tary code  of  practice  for  the  broadcast 
audience  measurement  firms. 

3.  To  recommend  acceptable  uses  of 
audience  measurement  data  in  trade  ad- 
vertising. 

4.  To  help  represent  the  broadcast 
research  industry  before  legislative  and 
other  groups. 

5.  To  retain  outside  sampling  and 
statistical  authorities  to  study  present 
research  techniques  and  recommend 
possible  improvement  within  each  basic 
method. 

Nielsen  spokesmen  explained  that 
company’s  absence  from  the  prelimi- 
nary meetings  by  saying  it  felt  such  an 
organization  unnecessary. 

Henry  Rahmel,  Executive  vice  presi- 
dent and  broadcast  division  manager, 
A.C.  Nielsen  Co.,  said: 

“We  have  received  no  word  from  the 
Harris  committee  about  this  study. 
However,  if  there  is  need  for  further 
information  on  this  subject  in  Washing- 
ton, this  step  should  prove  helpful.  I 
trust  that  those  directly  interested  will 
also  pay  us  a visit.  A first-hand  inspec- 
tion would,  I believe,  provide  a back- 
ground of  confidence  in  Nielsen 
services. 

“Last  November  I sent  a wire  to  Rep. 
Oren  Harris.  The  telegram  contained 
this  invitation: 

“ ‘In  light  of  the  activities  of  your 
committee,  we  extend  a sincere  invita- 
tion to  you  and  your  fellow  committee 
members  to  visit  our  Chicago  head- 
quarters at  an  early  date.  We  are  pre- 
pared to  give  you  all  the  background 
regarding  Nielsen  radio  and  television 
services.  The  door  is  open  and  I urge 
that  you  obtain  the  facts  first-hand. 

“ ‘Feel  free  to  bring  along  profes- 
sional experts  in  whose  judgment  you 
have  confidence.  This  is  a complex  sub- 
ject that  cannot  be  fairly  judged  from 
afar.’” 

“I  have  communicated  again  with 
Rep.  Harris  to  assure  him  of  our 
cooperation.” 

Boston  ch.  5 to  FCC 

Oral  argument  in  Boston  ch.  5 re- 
hearing is  scheduled  before  FCC  en 
banc  April  22.  Hearing  examiner  rec- 
ommended no  disqualifications  or  vacat- 
ing of  grant  to  Boston  Herald  Traveller 
(WHDH)  last  year.  Oral  argument  on 
controversial  Beaumont,  Tex.,  ch.  6 
case  will  be  heard  by  FCC  April  29. 
Contest  is  between  KFDM  and  KRIC 
that  city,  and  resulted  from  court  re- 
mand last  year.  KFDM  is  original 
grantee. 
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in  the  PITTSBURGH  AREA 


Take  TAE 
and  See 

how  you  can  buy  blindfolded 
and  reach  more  homes  for  your 
money  during  peak  viewing 
hours.  See  your  Katz  man  for  a 
demonstration.  Or  write  WTAE 
for  free  "Blindfold  Kit.” 

WTAE 

SIG  mmiON^^IN  PITTSBURGH 
CHANNEL 


SPONSOR  RULE  UNDER  WIDE  ATTACK 

Broadcasters  lament  Sec.  317  interpretation,  ask  rulemaking 


Regardless  of  its  future,  a special 
niche  in  broadcasting  history  has  been 
assured  for  FCC  Public  Notice  (60- 
239),  “Sponsorship  Identification  of 
Broadcast  Material.” 

Confusion,  indecision  and  strong 
negative  reactions  continued  to  mount 
among  broadcasters  two  weeks  after 
the  issuance  of  the  commission  notice 
which  put  a strict  new  interpretation  of 
Sec.  317  of  the  Communications  Act — 
the  rule  requiring  on-air  identification 
of  all  sponsors  and  advertisers.  FCC’s 
new  interpretation,  designed  to  curb 
plugola  (hidden  “free”  plugs)  and  “free- 
bies” (free  promotion  records  and  sim- 
ilar material),  declared  stations  must 
disclose  on  the  air  the  sources  of  all 
free  program  material  and  the  circum- 
stances of  its  acquisition  (Broadcast- 
ing, March  21). 

While  seeking  to  have  the  notice 
clarified,  stayed,  vacated  or  set  for 
rulemaking,  stations  and  industry 
groups  continued  to  institute  methods 
of  complying  with  the  order  (Broad- 
casting, March  28).  ABC  and  the 
Federal  Communications  Bar  Assn,  last 
week  joined  those  who  previously  had 
asked  that  the  public  notice  be  set  for 
rulemaking.  As  it  now  stands,  the  no- 
tice affords  broadcasters  no  opportunity 
for  official  comment. 

ABC  said  the  notice  “is  an  erroneous 
interpretation”  of  Sec.  317  in  many  re- 
spects “and  would  impose  upon  broad- 
cast licensees  requirements  which  go 
far  beyond  those  of  the  act.”  To  this  ex- 
tent, the  network  said,  the  notice  “is 
either  nullity  or  it  constitutes  rulemak- 
ing without  the  notice  and  other  pro- 
cedures required  by  the  Administra- 
tive Procedures  Act.” 

FCBA  said  “there  are  serious  and 
substantial  questions  as  to  the  legality 
and  practicability  of  the  interpreta- 
tions” of  Sec.  317  expressed  by  the 
commission.  The  controversial  section 
requires  that  all  material  broadcast  for 
which  consideration  has  been  received 
be  so  identified  through  an  on-the-air 
announcement. 

FCBA  pointed  out  the  notice  is  at 
variance  with  accepted  industry  prac- 
tices and  was  adopted  without  the  ben- 
efit of  rulemaking  or  any  other  public 
hearing.  In  addition  to  seeking  the 
right  to  comment  on  the  March  16  no- 
tice, FCBA  also  asked  that  it  be  va- 
cated. 

Second  Thoughts  ■ The  commission- 
ers themselves  are  having  pangs  of  un- 
certainty about  the  wisdom  of  issuing 
the  notice  without  affording  the  op- 


portunity to  comment.  The  matter  was 
discussed  for  approximately  four  hours 
at  the  regular  FCC  meeting  Wednes- 
day (March  30)  and  a special  meeting 
was  called  for  last  Friday  on  the  pub- 
lic notice. 

Early  last  week  some  stations  still 
had  not  received  the  FCC  notice  which 
was  mailed  to  all  broadcast  licensees. 
A commission  spokesman  said  this  was 
normal  but  that  all  had  been  mailed  a 
copy  by  the  middle  of  the  week. 

CBS  Acts  ■ CBS  Radio,  which  a 
week  earlier  had  told  its  owned  sta- 
tions to  conform  to  the  FCC’s  new 
policy  on  identification  by  announcing 
when  records  were  supplied  free  by 
manufacturers,  changed  its  mind  last 
week.  Effective  at  noon  Wednesday 
(March  30)  at  WCBS  New  York,  and 
as  soon  as  instructions  were  received  at 
other  CBS-owned  stations,  the  an- 
nouncements were  dropped.  Instead,  the 
stations  were  instructed  to  play  only 
those  records  they  had  purchased  them- 
selves. 

In  effect,  the  new  policy  padlocked 
existing  record  libraries  at  all  CBS  sta- 
tions until  it  could  be  determined  which 
records  had  been  bought  and  which 
had  come  gratis.  CBS  already  had  no- 
tified its  stations  that  they  were  to 
purchase  all  records  in  the  future  and, 
further,  that  they  must  be  purchased 
through  retail  rather  than  trade  chan- 
nels. 

WGN-AM-TV  Chicago,  which  set 


Another  reprieve 

Another  “stay”  of  execution 
was  granted  “illegal”  vhf  boosters 
last  week  when  the  FCC  extend- 
ed, for  the  fifth  time,  the  grace 
period  during  which  the  little 
repeater  stations  can  continue  to 
operate.  The  commission  first  or- 
dered the  stations  off-the-air  Dec. 
31,  1958,  giving  them  90  days  to 
comply.  The  latest  extension  lasts 
90  days  from  last  Thursday 
(March  31). 

Now  pending  before  the  FCC 
is  a rulemaking  authorizing  vhf 
boosters  with  power  not  to  ex- 
ceed 1 watt  (Docket  12116). 
Comments  have  been  taken  and 
the  rulemaking  now  is  awaiting 
final  decision.  In  Congress,  a bill 
has  passed  the  Senate  legalizing 
vhf  boosters.  It  is  now  before  the 
House  Commerce  Committee. 


up  a music  “center”  or  “record  re- 
ceiving room”  last  January,  screens 
discs  for  rejection  or  use  on  a strict 
buying  basis.  Additionally,  WGN  per- 
formers are  prohibited  from  accepting 
discs  or  visits  from  record  firms. 

The  Illinois  Broadcasters  Assn, 
joined  the  pleas  for  rulemaking  on  the 
identification  notice.  It  sent  a telegram 
to  the  commission  signed  by  President 
Bruce  W.  Dennis  of  WGN  Chicago. 
WLSI  Pikeville,  Ky„  asked  the  FCC 
for  “further  consideration.” 

Unreasonable  ■ The  notice  is  “un- 
feasible, unreasonable  and  untenable” 
and  “appears  to  be  dangerously  dam- 
aging” to  the  industry,  charged  WOWL- 
TV  Florence,  Ala.  It  makes  “a  sham 
not  only  of  the  responsibility  of  the 
licensee  to  the  public  but  of  the  entire 
business  of  broadcasting.” 

Others  seeking  reconsideration  by 
the  commission  pointed  out  that  the 
notice  would  result  in  even  more  free 
plugs  for  record  labels — a complete 
reversal  of  the  desired  result.  The 
Tennessee  Assn,  of  Broadcasters  sent 
the  following  telegram  to  the  FCC: 
“The  broadcasters  of  Tennessee  are 
deeply  concerned  over  the  terms  of 
your  public  notice  relating  to  phono- 
graph records.  Stations  have  been  giv- 
ing diligent  attention  to  the  avoidance 
of  allotting  free  plugs  for  specific  tunes, 
labels,  dealers  and  distributors.  Now  we 
are  told  to  give  them  free  time  if  we 
use  free  records.  Should  we  do  this,  all 
time  on  most  stations  would  be  all 
commercial.  If  we  accept  the  alterna- 
tive plan,  i.e.,  purchase  all  records,  the 
cost  to  many  stations  would  be  pro- 
hibitive. Also,  in  the  matter  of  acknowl- 
edging payment  to  stations  for  any  and 
all  services  rendered,  this  would  ma- 
terially alter  the  public  service  aspect 
of  a large  percentage  of  sustaining  pro- 
grams. For  example,  it  is  customary  for 
churches  to  pay  line  charges  and  engi- 
neer’s fees  for  broadcast  of  services. 
We  would  be  compelled  to  so  state.  Our 
association  respectfully  appeals  for  a 
reconsideration  of  your  ruling  with  a 
view  toward  easing  the  tremendous 
burden  its  terms  place  upon  us.” 

R.  Karl  Baker,  manager  of  WLDS 
Jacksonville,  111.,  charged  the  commis- 
sion has  ordered  stations  to  give  more, 
not  less,  publicity  to  record  companies. 
He  said  WLDS  now  makes  the  follow- 
ing announcement  to  accompany  each 
record  aired  which  was  given  to  the 
station:  “The  following  recording  was 

furnished  free  of  charge  by  

Record  Co.  to  this  station  in  full  pay- 
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WLAC-TV  newsmen  watching  building  in  state  prison  break  when  two  desperate  convicts  were 
penitentiary  at  Nashville  during  tense  moment  of  holding  18  hostages  including  three  women. 

PRISON  BREAK 

. . . and  WLAC-TV  was  there 


The  recent,  dramatic  prison  break  in  Nash- 
ville, Tennessee  (headlined  nationally  for 
two  days)  gave  WLAC-TV  another  op- 
portunity to  show  why  it  had  won  4 out  of 
5 top. news  awards  in  this  area  over  the 
past  three  years. 

Round-the-clock  coverage  of  the  28  ten- 
sion packed  hours  resulted  in  3600  feet  of 


film  being  used  for  25  exciting  local  news- 
casts and  a complete  and  compelling  half- 
hour  documentary. 

Live  feeds  and  film  were  furnished  CBS- 
TV,  Movietone  News,  and  two  regional  TV 
stations  by  WLAC-TV,  as  well  as  contin- 
uous news  to  radio  stations  all  over  the 
country. 


§y  the  “way”  station 


n as  h v i 1 1 e 


to  the  central  south 

Ask  any  Katz  man — he'll  show  you  the  way! 


Robert  M.  Reuschle.  General  Sties  Manage 


T.  B.  Baker,  Jr.,  Executive  Vice-President  and  General  Manager 
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ment  for  the  use  of  our  facilities  in 
broadcasting  this  record.” 

He  said  the  public’s  reaction  has  fol- 
lowed this  line;  “Why?”  “What  a crazy 
rule,”  “How  come  all  this  extra  plug 
for  the  record  companies?”  Mr.  Baker 
told  the  FCC  that  “your  most  recent 
directive  is  the  most  ridiculous,  the 
most  unfair  and  the  most  unworkable 
of  any  you  have  yet  issued.” 

According  to  Pat  Grande,  air  per- 
sonality on  WHLF  South  Boston,  Va. 
“the  record  companies  will  wind  up  be- 
ing the  first  commercial  enterprise  in 
the  history  of  modern  radio  to  be  given 
all  the  free  radio  time  their  hearts  de- 
sire. . . . We’ll  all  be  playing  right  into 
the  record  companies’  hands.” 

While  in  L.A.  ■ Most  stations  in 
Los  Angeles  now  are  buying  all  their 
records,  it  was  reported.  Also,  many 
are  no  longer  accepting  records  in  the 
mail  but  are  having  them  returned  to 
the  sender — at  his  cost. 

Record  promotion  men  are  permitted 
to  leave  only  one  pressing  of  a record- 
ing at  a station.  “To  add  insult  to  this 
injury,”  he  is  required  to  sign  a receipt 
for  it  and  then  return  to  pick  it  up 
after  station  personnel  have  auditioned 
the  recording. 

Vhf  wants  uhf,  too 

A Wisconsin  vhf  station  has  asked 
the  FCC  to  waive  its  duopoly  rules  and 
permit  it  to  build  and  operate  a uhf 
facility  in  the  same  city. 

WEAU-TV  (ch.  13)  Eau  Claire,  filed 
simultaneously  for  a construction  per- 
mit to  operate  on  ch.  25  in  that  city. 
“It  may  well  be  that  uhf  tv  can  be  made 
to  succeed  only  if  successful  vhf  sta- 
tions will  take  the  financial  risk  at- 
tendant upon  uhf  operation  ...” 
WEAU-TV  told  the  FCC. 

The  station  pointed  out  that  the  popu- 
lation of  Eau  Claire  has  been  limited 
to  the  service  of  only  one  tv  station 
and  that  ch.  25  “is  being  wasted.”  The 
commission  was  told  that  the  use  of 
uhf  throughout  the  country  will  be 
stimulated  by  the  proposal. 

WRCA  to  be  WNBC? 

The  National  Broadcasting  Co.  asked 
the  FCC  last  week  for  reinstatement  of 
the  WNBC  call  letters  for  its  New 
York  radio  and  tv  stations.  The  WNBC 
calls  were  changed  to  WRCA  about  six 
years  ago. 

William  N.  Davidson,  NBC  vice  pres- 
ident, stated  that  the  WNBC-AM-FM- 
TV  calls  better  identified  NBC’s  key 
stations  with  the  company. 

The  call  letters  are  currently  assigned 
to  the  New  Britain,  Conn,  tv  station 
sold  by  the  network  to  Connecticut 
Television  Inc.  It  was  part  of  the  sale 
agreement  that  the  network  would  re- 
tain the  WNBC  call  letters. 


HOUSE  BILL  DISTURBS  FTC 

Agency  ethics  measure  also  displeased  FCC 


The  Federal  Trade  Commission 
doesn’t  like  a - House  bill  on  federal 
agency  ethics  any  better  than  did  the 
FCC  and  for  essentially  the  same  rea- 
sons, FTC  Chairman  Earl  W.  Kintner 
said  last  week. 

Testifying  Thursday  before  the  House 
Commerce  Committee  headed  by  Rep. 
Oren  Harris  (D-Ark.),  also  the  author 
of  the  bill  (HR  4800),  Mr.  Kintner 
said  he  and  his  FTC  colleagues  don’t 
think  such  terms  as  “unusual  hospital- 
ity” are  sufficiently  precise;  feel  the 
bill  is  too  drastic  in  imposing  ex  parte 
bans  on  routine  procedures  as  well  as 
decisions  based  on  merits;  believe  some 
conflict  of  interest  prohibitions  are  too 
strict  and  may  scare  people  away  from 
government  service,  and  are  of  the 
opinion  that  the  bill’s  rigidity  on  gifts 
and  favors  would  preclude  ordinary 
courtesies  and  social  amenities. 

Mr.  Kintner  opposed  ex  parte  pro- 
hibitions in  all  FTC  rulemaking  cases, 
holding  none  of  the  FTC’s  rulemaking 
is  on  issues  between  parties  but  serves 


Chairman  Kintner 
He's  not  too  happy 


the  purpose  of  administering  and  inter- 
preting existing  statutes.  Rep.  Harris 
asked  him  to  submit  language  for  the 
bill  which  would  exclude  FTC  rule- 
making  from  the  ex  parte  bans. 

The  FTC  chairman  said  the  pro- 
posed ex  parte  ban  on  adjudicatory 
cases  in  HR  4800  does  not  take  into 
account  the  fact  that  the  agency  as  a 
matter  of  practice  keeps  the  names  of 
complainants  off  the  public  record;  to 
preclude  this  practice  would  hamper 
prosecution  of  cases,  he  said. 

Consent  Settlements,  Too  ■ The  same 
goes  for  negotiations  for  consent  settle- 
ments, he  suggested,  and  80%  of  FTC’s 
complaints  result  in  such  settlements, 
which,  he  declared,  are  as  effective  in 
their  prohibitions  as  a cease  and  desist 
order. 

Mr.  Kintner  said  HR  6774,  recom- 
mended by  the  American  Bar  Assn., 
would  preclude  consideration  of  mate- 
rial facts  not  in  the  record,  which  pres- 
ent law  permits.  It  also  would  prevent 
any  FTC  reliance  on  legal  theories  not 
presented  by  counsel  and  which  the 
FTC  might  want  to  include  on  its  own 
motion,  he  said. 

The  FTC’s  enforcement  is  depend- 
ent upon  complaints  from  the  public 
and  industry  and  HR  6774  would  make 
writing  and  receiving  such  complaints 
in  hearing  cases  illegal,  he  said.  He  said 
he  didn’t  see  how  enforcement  and 
criminal  sanctions  would  be  feasible 
for  various  reasons. 

The  FTC  chairman  also  opposed  a 
provision  in  HR  4800  to  prohibit  intra- 
agency communications  between  FTC 
members,  their  legal  aides  and  the  opin- 
ion staff;  requirements  for  a “fair  sum- 
mary” of  oral  ex  parte  presentations, 
and  failure  to  allow  for  certain  me- 
chanical procedures. 

Mr.  Kintner  commended  some  of  the 
FTC’s  own  rules  for  employes  on  ex 
parte  contacts,  improper  influence  and 
conflicts  of  interests  as  adequate  and 
said  he  didn’t  object  to  these  being  en- 
acted as  law.  FTC  members,  not  bound 
by  the  rules,  follow  them  as  a matter 
of  course,  he  said.  He  said  he  didn’t  ob- 
ject to  criminal  sanctions,  but  thought 
care  should  be  used  to  prevent  scatter- 
gun  application. 

Elect  Their  Own  ■ He  felt  that  giving 
the  President  power  to  remove  agency 
members  for  neglect  of  duty  or  mal- 
feasance is  a matter  for  Congress  to 
decide.  FTC  members  were  split  on 
whether  members  should  be  allowed 
to  elect  their  own  chairman  and  for  how 
long  he  would  serve. 

Mr.  Kintner  approved,  with  reserva- 
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‘“Where  else! 

CBS  Films,  Suite  23/9*. 
First-class  entertainment 
is  their  specialty.” 


’AT  THE  CONRAD  HILTON:  YOU'RE  INVITEDI 
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WEEKLY 

BUDGET? 


On  W JAR,  you'll  get  147,777 
home  impressions  on  a 6 to  9 
a.m.  schedule,  158,730  on  a 
9 a.m.  to  4 p.m.  schedule,  or 
1 64,1 90  on  a 4 to  7 p.m.  sched- 
ule, with  a higher  proportion 
of  adult  buyers,  and  the  lowest 
cost  per  thousand  impressions 
on  any  Providence  station.* 

$200 

WEEKLY 
BUDGET? 

On  WJAR,  you'll  get  394,072 
home  impressions  on  a 6 a.m. 
to  9 a.m.  schedule,  423,280  on 
a 9 a.m.  to  4 p.m.  schedule,  or 
437,840  on  a 4 p.m.  to  7 p.m. 
schedule.  WANT  RESULTS?  BUY 
ADULTS  at  the  lowest  cost  per 
thousand  in  the  market.* 

"QUALITY  IS 


WELCOME  EVERYWHERE" 

*Pulse  Oct.  '59 


Sitter  station  of  WJAR  - TV 

Represented  by 


The  Original  Station  Representative 

V- J 


tions,  the  proposal  to  assign  responsi- 
bility for  writing  opinions  on  decisions 
to  individual  agency  members.  He  felt 
that  a proposal  to  give  parties  the  right 
to  appeal  motions  within  60  to  1 20  days 
fails  to  recognize  the  time  required  for 
answers,  replies  and  requests  for  ex- 
tension of  time  and  gives  respondents 
opportunity  to  effect  needless  delays. 
He  thought  such  appeals  should  be  al- 
lowed only  in  exceptional  circum- 
stances. 

The  FTC  chairman  said  he  sees 
nothing  wrong  with  accepting  a lunch 
or  a cocktail  from  a businessman  or 
his  lawyer  if  it’s  not  done  frequently 
with  the  same  one. 

Questioned  as  to  whether  he  felt  re- 
quests from  congressmen  or  executive 
department  officials  for  status  reports 
on  cases  are  improper,  he  said  he  never 
thought  so,  but  didn’t  know  whether 
some  requests  could  be  interpreted  as 
attempts  to  influence  a case. 

FTC  charges  payola 

Charges  that  it  engaged  in  payola 
have  been  filed  against  Mercury  Record 
Corp.,  Chicago,  111.,  and  three  wholly- 


owned  subsidiary  distributing  com- 
panies. The  complaint  was  filed  by  the 
Federal  Trade  Commission  and  an- 
nounced today  (April  4). 

In  addition  to  the  record  manufac- 
turer (Mercury  label),  the  three  dis- 
tributing subsidiaries  are:  Mercury  Rec- 
ord Distributors  Inc.,  Cleveland;  Mer- 
cury Record . Sales  Corp.,  New  York, 
and  Midwest  Mercury  Record  Distribu- 
tors Inc.,  Chicago. 

The  FTC  charged  that  the  Mercury 
companies  made  unlawful  payoffs  to 
television  and  radio  disc  jockeys  to  play 
Mercury  records.  Payola  is  considered 
an  unfair  method  of  competition. 

The  respondents  have  30  days  to 
answer  the  complaint. 

This  marks  the  69th  payola  complaint 
issued  by  the  trade  agency. 

In  the  meantime,  two  New  York 
record  distributors  told  the  FTC  that 
giving  payola  is  not  illegal.  The  two 
distributors,  Ideal  Record  Products  Inc., 
New  York,  and  Ideal  Record  Products 
of  New  Jersey  Inc.,  Newark,  N.J., 
asked  the  FTC  to  dismiss  the  complaint. 
They  claimed  no  misrepresentations  or 
unfair  practices. 


Murrays  dance  to  FTC  tune 


The  dancing  Arthur  Murrays 
found  themselves  with  a hurdle  in 
the  middle  of  the  dance  floor  last 
week  when  the  Federal  Trade  Com- 
mission issued  a false  advertising 
complaint  against  the  dance  studio 
company  and  its  principals — Arthur 
and  Kathryn  Murray  and  David  A. 
Teichman. 

The  FTC  charged  that  Arthur 
Murray  Inc.,  licensor  of  some  450 
“Arthur  Murray  Studios”  through- 
out the  world,  used  deceptive  promo- 
tion schemes  to  secure  customers  and 
coercion  in  selling  dance  lessons. 

The  challenged  schemes,  accord- 
ing to  the  trade  commission,  com- 
prised telephone  quizzes,  crossword, 
dizzy  dance  and  “Lucky  Buck”  con- 
tests “in  which  winners  purportedly 
receive  a gift  certificate  for  a given 
number  of  Arthur  Murray  lessons.” 
The  “schemes,”  the  FTC  said,  were 
used  in  radio  and  tv  broadcasts  and 
in  newspaper  advertisements. 

The  complaint  charged  that  the 
promotional  offers  are  not  bona  fide 
but  “are,  instead,  a deceptive  form 
of  ‘bait’  or  ‘decoy’  attractive  to  the 
innocent,  unwary  and  unsuspecting.” 
They  are  used,  the  trade  commission 
said,  “simply  to  get  the  names  of 
persons  who  may  later  be  encour- 
aged to  purchase  dancing  instruc- 
tions. 


The  complaint  disclosed  that  the 
licensed  studios  pay  Arthur  Murray 
Inc.  10%  of  their  gross  receipts  and 
an  additional  amount  (usually  5%) 
held  in  escrow  to  protect  the  com- 
pany from  claims.  Arthur  Murray 
Inc.  itself  operates  dance  studios  in 
New  York  and  Miami  Beach,  Fla., 
the  FTC  noted.  The  respondents 
were  given  30  days  to  answer  the 
complaint. 

The  Murray  firm  announced  that 
it  had  always  tried  to  maintain 
“scrupulous  adherence  to  the  high- 
est standards  of  business  conduct.” 
It  declared  that  the  instances  cited 
by  the  FTC  were  isolated  practices 
which  had  been  corrected  when 
reported. 

There  were  reports  that  some 
Arthur  Murray  studios  suspended  or 
revised  their  advertising  following 
the  announcement  of  the  FTC  com- 
plaint. This  could  not  be  confirmed 
in  individual  instances,  but  Arthur 
Murray  Inc.  in  New  York  said  it 
had  issued  no  advertising  instruc- 
tions to  licensed  studios  and  did  not 
know  what  steps  were  being  taken. 

The  parent  company  said  it  had 
not  canceled  or  revised  any  adver- 
tising in  the  New  York  area.  The 
challenged  Lucky  Buck  radio  cam- 
paign has  been  off  the  air  since  last 
year,  but  still  in  newspaper. 
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The  art  of  candy  dipping!  Fewer  and  fewer 
possess  this  quality  touch  in  a day  of 
mechanization.  And  yet,  there  is  no  substitute 
when  it  comes  to  making  the  finest  chocolates. 
Nor,  can  mechanization  be  the  entire  answer 
when  it  comes  to  the  quality  atmosphere 
evident  in  today's  better  television  and  radio 
station  operations.  People ..  .their  skills,  their 
dedication,  their  love  of  the  finer  things 
provide  that  all-important  difference. 


RADIO  abc/nbc  * DALLAS 

Serving  the  greater  DALLAS-FORT  WORTH  market 
BROADCAST  SERVICES  OF  THE  DALLAS  MORNING  NEWS 


Represented,  by 


The  Original  Station  Representative 


BROADCASTING,  April  4,  1960 


91 


Ike  may  soon  get 
frequency  adviser 

Appointment  of  a special  adviser  to 
the  President  on  radio  frequency  usage 
is  being  considered  by  the  White  House. 

The  adviser  will  make  recommenda- 
tions to  the  President  on  the  assign- 
ment and  use  of  frequencies  allocated 
for  government  use,  it  was  learned.  He 
will  also  engage  in  studies  and  investi- 
gations,  it  is  believed,  on  the  over-all 
management  of  the  radio  spectrum  by 
government  agencies. 

The  prospective  move  became  known 
following  a Budget  Bureau  directive  to 
interested  agencies  (FCC,  "State  Dept., 
Department  of  Defense  among  others) 
requesting  comments  to  the  idea  of  es- 
tablishing an  office  on  frequency  usage 
as  part  of  the  President’s  official  fam- 
ily. The  Budget  Bureau  communication 
asked  that  the  comments  be  returned 
by  the  end  of  last  week. 

Although  the  Budget  Bureau  was 
considered  acting  for  the  President  in 
the  matter,  it  was  believed  that  the 
proposal  stemmed  from  the  Office  of 
Civilian  & Defense  Mobilization. 
OCDM  Director  Leo  A.  Hoegh  de- 
clined to  comment  on  the  matter. 

The  proposal  seems  to  take  an  in- 
between  stand  on  several  recommenda- 
tions for  frequency  management.  These 
have  been  pending  for  almost  a year. 


They  range  from  the  recommenda- 
tion of  the  Presidential  Advisory  Com- 
mittee on  Telecommunications  that  a 
National  Telecommunications  Board  be 
established  in  the  Executive  Office  of 
the  President  to  formulate  telecommu- 
nications policy,  oversee  government 
usage  of  the  spectrum  and  study  the 
over-all  use  of  the  radio  spectrum  by 
both  government  and  non-government 
users  to  the  establishment  of  a Federal 
Spectrum  Board  as  an  arm  of  Con- 
gress to  oversee  the  entire  radio  spec- 
trum and  divide  it  between  government 
and  non-government  users. 

Engineers  claim  FCC 
used  outdated  data 

The  wrong  data  for  proposed  propa- 
gation curves  was  used  by  the  FCC  in 
its  rulemaking  to  “drop-in”  vhf  chan- 
nels in  selected  markets,  the  Assn,  of 
Federal  Communications  Consulting 
Engineers  said  last  week. 

AFCCE,  with  the  strong  backing  of 
the  Assn,  of  Maximum  Service  Tele- 
casters, asked  for  a 60-day  extension 
of  the  present  April  19  deadline  to 
comment  on  the  rulemaking.  The  en- 
gineers pointed  out  that  the  commission 
based  its  propagation  curves  for  vhf 
signals  on  the  tropospheric  curves  of 
FCC  Report  2.4.16,  rather  than  using 
the  more  accurate  and  up  to  date  data 


Dick  Clark  to  testify  April  21 


ABC-TV  star  Dick  Clark  has  been 
called  to  testify  before  the  House 
Legislative  Oversight  Subcommittee 
on  the  tentative  date  of  April  21, 
subcommittee  spokesmen  acknowl- 
edged last  week. 

They  refused  to  say  whether  ABC 
officials  or  those  of  the  station  or  sta- 
tions originating  Mr.  Clark’s  ABC- 
TV  shows,  American  Bandstand  and 
Dick  Clark  Show,  are  under  sub- 
poena or  have  been  asked  to  testify. 

Robert  W.  Lishman,  Oversight 
chief  counsel,  has  indicated  the 
House  group  is  investigating  certain 
activities  of  Mr.  Clark,  his  associates 
and  ABC.  Among  these,  he  has  said, 
are  whether  Mr.  Clark  actually  has 
divested  himself  of  interests  in  17 
companies  as  per  an  agreement  with 
ABC,  whether  he  accepted  payment 
for  playing  records  on  his  shows, 
whether  he  received  money  from 
companies  he  owns  or  controls  di- 
rectly or  through  others,  whether 
the  station  originating  the  Clark 
shows  has  surrendered  program  con- 
trol to  “mercenary  interests,”  and 
whether  Mr.  Clark  has  exacted  trib- 


ute from  talent  and  composers  in 
exchange  for  exposure  on  his  shows. 


developed  by  the  Tv  Allocations  Study 
Organization. 

Available  propagation  data  do  not 
support  use  of  curves  taken  from  the 
FCC  report,  according  to  a study  made 
by  an  informal  committee,  the  petition 
said.  AFCCE  pointed  out  that  there 
are  substantial  differences  in  the  TASO 
curves  and  those  from  the  Report 
2.4.16. 

“This  difference  in  the  field  strength 
curves  would  be  sufficient  to  require  a 
complete  revision  of  any  engineering 
showings  made  on  the  basis  of  earlier 
inaccurate  data.  ...  In  short,  the  con- 
sulting engineer  cannot  proceed  intel- 
ligently until  he  knows  what  curves  to 
use,”  the  engineers’  petition  said.  It 
pointed  out  that  the  commission’s  own 
chief  engineer  is  preparing  new  propa- 
gation curves  which  should  be  ready 
in  two  weeks. 

AMST,  in  supporting  the  request  for 
extension,  said  that  it  intends  to  “file 
vigorous,  detailed  and  meaningful  com- 
ments” on  the  rulemaking. 

The  commission  already  has  grant- 
ed one  60-day  extension,  at  the  re- 
quest of  the  same  two  associations,  and 
in  granting  the  earlier  request  warned 
that  no  further  extensions  would  be 
made  without  “the  most  compelling 
considerations.”  The  proposed  rule- 
making  would  add  a third  vhf  channel 
to  selected  markets  through  reduced 
mileage  separations  (Broadcasting, 
Jan.  11,  1960). 

Four  Boston  stations 
answer  payola  charges 

Four  Boston  area  stations,  recipients 
of  FCC  309(b)  letters  because  of  al- 
leged payola  and  programming  of- 
fenses, told  the  commission  last  week 
that  the  accusations  were  unjustified. 

WMEX,  WILD  and  WORL,  all 
Boston  and  WHIL  Medford,  Mass., 
said  that  payola  safeguards  had  been 
instituted  at  their  stations  prior  to  dis- 
closures involving  their  employes.  All 
said  that  their  employes  had  been 
warned  of  the  consequences  of  under- 
the-table  payments  for  record  plugs. 

WILD  owner  Nelson  B.  Noble  told 
the  commission  that  all  records  broad- 
cast over  his  station  “were  personally 
selected  by  me  or  my  program  director 
without  any  assistance  from  the  disc 
jockey  who  may  play  them.  . . .” 
WILD  became  implicated  when  Stan 
Richards,  a former  air  personality,  told 
House  Legislative  Oversight  Subcom- 
mittee members  that  he  had  accepted 
$6,225  from  Music  Suppliers  of  New 
England  Inc.  Mr.  Richards  said  no 
payola  was  involved  because  he  played 
only  those  records  he  wanted  to. 

Mr.  Noble  said  that  his  station  log 
indicated  that  free  records  furnished 
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FRONTIER 
FIGHTER! 


That’s  a fancy  title  for  a high-voltage  condenser  but  it  dramatizes  one  responsibility  of  radio 
as  the  most  far-reaching  of  all  means  of  mass  communication.  The  real  fighters  on  our  last 
frontier  — the  limits  of  human  knowledge  — are  the  scholars  and  teachers  of  our  great  universities. 
But  when  did  you  last  have  the  opportunity  to  learn  from  any  one  of  them ? Your  answer  wiil  tell 
you  why  KRLA  presents  “Seminar”  each  Sunday  morning  at  10:30,  a specially-produced  half-hour 
with  representatives  of  five  universities  summarizing  the  newest  in  every  field  of  study. 


Newest  among  the  leaders  serving  America’s  greatest  radio  market 


DIAL  !HO  50,000  WATTS 

KRLA 


< RADIO  LOS  ANGELES 

6381  Hollywood.  Blvd.,  Los  Angeles  28  • Represented  nationally  by  Donald  Cooke  Inc.,  New  York,  Chicago,  San  Francisco 


by  Music  Suppliers  were  announced 
in  the  form  of  a commercial  before 
the  records  were  played.  Mr.  Noble 
stated  that  “I  was  not  aware  at  any 
time  . . . that  any  of  my  station  em- 
ployes were  receiving  payola.” 

Had  A Contract  ■ WORL  said  it 
had  an  87-week  contract  with  Music 
Suppliers  Inc.  to  advertise  records  dis- 
tributed by  that  company.  Each  MSI 
record  was  announced  prior  to  broad- 
cast as  “this  is  the  Music  Suppliers’ 
hit  of  the  week,”  the  station  alleged. 
“Unless  it  is  improper  for  a radio  sta- 
tion to  accept  advertising  from  a rec- 
ord company  . . . we  can  find  no  error 
in  our  handling  . . .”  WORL  said. 

Maxwell  E.  Richmond,  WMEX 
owner,  reiterated  testimony  made  be- 
fore the  House  subcommittee.  Mr. 
Richmond  declared  that  the  station 
made  charges  to  record  distributors  for 
selecting  their  records  as  the  “golden 
platter  of  the  week.”  He  said  that  this 
charge  was  based  on  negotiations  with 
distributors  and  were  for  expenses  in- 
curred by  the  station  in  handling  and 
mailing  free  records  to  listeners. 

Mr.  Richmond  challenged  the  FCC’s 
report  of  “discrepancies”  in  its  proposed 
versus  actual  program  reports.  “The 
traditional  ‘block-programming’  type 
of  operation,  upon  which  the  commis- 
sion’s yardsticks  for  evaluating  pro- 
gramming performance  of  licensees  . . . 
is  today  not  an  adequate  or  suitable 
method  for  serving  community  needs,” 
he  asserted.  He  claimed  that  the  de- 
mand for  “block-programming”  among 
the  public  and  advertisers  is  now  “ex- 
tinct.” Today,  he  suggested,  the  public 
and  advertisers  are  “stimulated”  by  a 
“more  elastic  system  in  which  shorter 
periods  of  time  are  devoted  to  particu- 
lar programs.  . . .”  So,  he  said,  a sub- 
stantial part  of  a station’s  programming 
must  consist  of  entertainment. 

WHIL  also  answered  a charge  made 
by  an  applicant  for  an  am  station  in 
Gloucester,  Mass.,  that  it  broadcast 
horseracing  programs  direct  from  the 
track  on  a regular  basis.  The  station 
said  that  it  began  these  broadcasts  in 
1958,  with  a half  hour  show  on  a daily 
basis  devoted  to  horse  racing.  It  said 
that  the  commission  was  informed  of 
the  program  in  April  of  that  year  and 
that  no  complaint  or  inquiry  was  ever 
received  from  the  agency. 

In  a related  development,  the  com- 
mission received  a request  by  Musi- 
cians Local  9,  American  Federation  of 
Musicians,  asking  for  a hearing  on  the 
renewal  of  the  four  Boston  stations. 
The  union  said  that  the  stations  run 
“with  a skeleton  staff  on  a bargain 
basement  principal.”  It  said  that  as  a 
union  it  has  economic  interest  in  the 
matter  because  of  the  lack  of  local  pro- 
gramming and  utilization  of  local  talent 
by  the  four  stations. 


‘Idle’  uhf  stations 
keep  hopes  alive 

A majority  of  “idle”  uhf  permittees 
has  asked  the  FCC  to  keep  their  con- 
struction permits  alive  with  the  hope 
that  conditions  will  improve  allowing 
them  to  build.  This  was  the  overwhelm- 
ing sentiment  expressed  in  answer  to  a 
commission  letter  sent  to  54  uhf  permit- 
tees who  had  requested  an  extension 
of  time  for  completion  dates  but  who 
have  not  commenced  station  construc- 
tion. 

With  the  deadline  last  Monday,  18 
permittees  still  had  not  replied  to  the 
FCC  letter  by  week’s  end.  Of  the  35 
replies  received,  28  permittees  asked  for 
continuance  of  cp  or  requested  an  oral 
argument.  Five  stations  told  the  com- 
mission that  they  are  willing  to  sur- 
render their  permits,  and  one  permittee 
said  it  will  go  on  the  air  next  fall  (At 
Deadline,  March  28). 

Respondents  stated  that  they  hoped 
the  FCC  would  “take  steps”  to  improve 
the  uhf  outlook.  They  said  that  aside 
from  the  pressing  competition  from  vhf 
facilities  in  many  markets,  most  uhf 
owners  were  faced  with  the  problem  of 
the  high  cost  of  receiver  conversion  to 
the  higher  channels. 

KTRX(TV)  Kennewick,  Wash.,  a ch. 
3 1 facility  which  did  not  receive  a 
commission  letter,  last  week  requested 
that  its  authorization  be  cancelled  and 
license  dismissed. 

Senate  weighs  bid 
on  catv  regulation 

The  Senate  last  week  heeded  objec- 
tions by  community  antenna  tv  opera- 
tors and  refused  to  give  unanimous 
consent  to  a bill  (S  2653)  calling  for 
FCC  regulation  of  catv  systems.  The 
objections  were  voiced  by  senators:  Sen. 
J.W.  Fulbright  (D-Ark.)  and  others,  un- 
identified. Ed  Whitney,  National  Com- 
munity Television  Assn,  executive  di- 
rector, said  his  organization  is  “work- 
ing with  key  senators  to  get  the  bill 
more  in  line  with  the  public  interest” 
(through  amendment  on  the  Senate 
floor). 

Mr.  Whitney  said  the  bill,  as  pres- 
ently written,  is  unacceptable  to  com- 
munity antenna  tv  operators  because  it 
amounts  to  a “mandate  by  which  the 
catv  industry  would  be  subordinated  to 
the  broadcast  industry  by  any  ruling 
the  FCC  might  make.” 

The  bill  defines  catv  as  broadcasting, 
provides  for  FCC  regulation  with  grants 
to  be  made  in  the  public  interest  and 
requires  catv  systems  to  carry  programs 
of  the  local  station  at  its  request.  Among 
other  things,  the  bill  requires  the  FCC 
to  consider,  in  licensing  a catv  opera- 
tion, whether  continued  operation  of 


tv  stations  in  communities  with  only 
one  tv  service  is  desirable. 

The  bill  goes  back  on  the  Senate 
calendar  to  be  scheduled  for  subsequent 
debate. 

• Government  briefs 

FCC  reversal  ■ The  FCC  reversed  it- 
self recently.  On  the  petition  of  WFBC- 
TV  (ch.  4)  Greenville,  S.C.,  the  com- 
mission reconsidered  and  set  aside  a 
grant  made  June  10,  1959  which  per- 
mitted WLOS-TV  (ch.  13)  Asheville, 
N.C.  to  identify  itself  as  Greenville 
and  Spartanburg,  S.C.,  as  well  as  Ashe- 
ville. 

Tv  grant  ■ Kaiser  Hawaiian  Village  Tv 
Inc.  has  been  granted  a construction 
permit  by  the  FCC  for  a new  tv  sta- 
tion on  ch.  13,  Hilo,  Hawaii.  Kai- 
ser is  licensee  of  KHVH-TV  Hono- 
lulu. The  FCC  made  the  grant  sub- 
ject to  the  condition  no  interference 
be  suffered  by  a Federal  Aviation 
Agency  radio  installation  in  Hawaii. 

Request  denied  ■ The  U.S.  Supreme 
Court  wrote  finis  to  a seven-year-old 
tv  case  last  week  when  it  denied  a re- 
quest by  Federal  Broadcasting  System 
Inc.  (WSAY  Rochester,  N.Y.)  to  re- 
view the  1953  grant  of  ch.  10  Roches- 
ter on  a share  time  basis  to  what  are 
now  WHEC-TV  and  WVET-TV.  The 
petition  to  the  Supreme  Court  followed 
a decision  of  the  U.S.  Court  of  Appeals 
Oct.  1,  1959  upholding  the  FCC. 

Channel  changes  ■ In  a rulemaking 
decision  last  week,  the  FCC  amended 
the  tv  table  of  assignments  to  add  ch. 
13  for  educational  use  in  Fargo,  N.D. 
Ch.  34,  now  reserved  for  Fargo,  was 
deleted.  At  the  same  time,  the  com- 
mission modified  the  license  of  KXMC- 
TV  Minot,  N.D.,  to  show  operation 
on  ch.  13  minus  instead  of  ch.  13  plus. 

Another  etv  ■ The  FCC  last  week 
granted  a construction  permit  to  the 
State  U.  of  South  Dakota,  Vermillion, 
for  a new  ch.  2 educational  tv  station. 
The  non-commercial  station  will  operate 
with  .167  kw  visual  and  .084  kw  aural 
with  an  antenna  height  of  160  ft. 

New  ID  ■ KRLD-TV  (ch.  4)  Dallas, 
Tex.,  was  given  permission  by  the  FCC 
last  week  to  identify  itself  as  Fort 
Worth  in  addition  to  Dallas.  Chairman 
Frederick  W.  Ford  and  Commissioner 
Robert  T.  Bartley  dissented. 

Grant  coming  ■ The  FCC  on  March 
30  issued  staff  instructions  directing 
preparation  of  a grant  to  Liberty  Tele- 
vision Inc.  for  a new  tv  station  in 
Eugene,  Ore.,  on  ch.  9.  The  commis- 
sion denied  the  competing  application 
of  KEED  Inc.  for  the  same  facilities.  A 
Sept.  28,  1959  initial  decision  looked 
toward  this  action. 
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Fargo 
Housewife 
Says . . , 


“KXGO 
IS  MY 
STATION!” 


IT'S  A FACT ! More  homemakers  in  Fargo  lis- 
ten to  KXGO  because  it  is  Fargo’s 

"TOP"  STATION!  According  to  the  most  cur- 
rent (December,  1959)  Pulse  Metropolitan  Area 
Report.  (And  we  are  mighty  strong  in  the  sur- 
rounding 70  counties,  too!) 

IT'S  A FACT!  Fargo  is  the  number  one  city 
in  the  country  for  Retail  Sales  per  Family,  accord- 
ing to  all  consumer  studies! 

IT'S  A FACT!  The  homemaker  spends  80%  of 
the  family  income,  and  it’s  the  metropolitan  area 
that  counts  most.  The  majority  of  food,  drug, 
apparel  and  appliance  sales  are  made  in  metro 
markets ! 

IT'S  A FACT!  KXGO  is  a favorite  “teen-age” 
station,  too.  It’s  a top  music  station  in  the  area! 


That's  why  your  Best  Radio 
Buy  in  Fargo  is  KXGO! 

KXGO  rates  are  realistic. 

When  you  check  CPM,  you’ll  find 
station  selection  is  simply  a matter  of 
value  . . . and  the  value  is  KXGO, 
priced  to  lead  in  value  in  the  entire 
Fargo-Moorhead  Metropolitan  area. 

CALL  TODAY! 


ABC  • 5,000  WATTS  • On  the  Top  of  the  Dial 


Fargo,  North  Dakota 


National  Representative  - - - Gill-Perna 
Minneapolis  Representative  - Bill  Hurley 
Fargo call  KXGO,  ADams  5-4461 


KXGO  . . . One  of  the  North  Da- 
kota Broadcasting  Com- 
pany "Market  Maker 
Stations" 

KXJB-TV,  Valley  City  KXMC-TV,  Minot 
KXGO-TV,  Fargo  KBMB-TV,  Bismarck 

KXAB-TV,  Aberdeen  KDIX-TV  Dickinson 
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FATES  & FORTUNES 


Broadcast  Advertising 

■ Dr.  Harvey  Queen, 
formerly  assistant  di- 
rector of  research  at 
Benton  & Bowles, 
N.Y.,  appointed  di- 
rector of  research  of 
Mogul  Williams  & 
Saylor,  that  city.  Dr. 
Queen  began  his  ad- 
vertising career  with 
Young  & Rubicam. 

■ James  C.  Wickersham,  marketing 
services  supervisor  and  director  for  Sales 
Communication  division  of  Communi- 
cations Affiliates  Inc.,  subsidiary  of  Mc- 
Cann-Erickson,  named  president  of  that 
division. 

■ William  M.  Nagler,  account  super- 
visor in  contact  department  of  Young 
& Rubicam,  Chicago,  named  vp  of 
agency. 

■ Robert  I.  Ban  appointed  vp  and 
group  account  manager  of  Klau-Van 
Pietersom-Dunlop,  Milwaukee.  He  pre- 
viously was  with  McCann  Erickson  and 
Erwin  Wasey,  Ruthrauff  & Ryan,  both 
in  Chicago. 

■ Alfred  K.  Eddy,  senior  timebuyer 
at  Leo  Burnett  Co.,  Chicago,  appointed 
associate  media  group  supervisor  in 
agency’s  New  York  office. 

■ James  F.  Murray,  formerly  account 
executive  with  WCAE  Pittsburgh,  to 
Vic  Maitland  & Assoc.,  that  city,  in 
similar  capacity. 

■ Mary  D.  Petr,  formerly  media  di- 
rector at  Donahue  & Coe,  Chicago, 
to  media  department  of  Campbell- 
Mithun,  that  city,  as  buyer.  Bruce 
Gunnerson,  formerly  assistant  pr 
director  at  American  Dairy  Assn.,  to 
C-M  as  writer  on  Kroger  Co.  account. 

■ Zan  Zobel,  formerly  administrative 
art  director  at  Royer  & Roger,  N.Y., 
to  Smith,  Hagel  & Knudsen,  that  city, 
in  similar  capacity. 

■ Richard  A.  Kebbon,  Jr.,  formerly 
with  Warner  Brothers  as  associate  pro- 
ducer of  77  Sunset  Strip,  Bourbon  Street 
Beat  and  producer  of  tv  commercials, 
joins  N.W.  Ayer  & Son’s  New  York 
office  as  service  representative  on  How- 
ard Johnson  account. 

■ Sigurd  S.  Larmon,  board  chairman 
of  Young  & Rubicam,  N.Y.,  re- 
appointed member  of  United  States 
Advisory  Commission  on  Information 
for  three-year  term. 


■ Alan  Hornell,  Samuel  Haven  and 
Paul  Roth,  all  media  buyers,  appointed 
assistant  media  directors,  Benton  & 
Bowles,  N.Y.  Mr.  Hornell  joined  agency 
in  1956  as  media  trainee  and  last  year 
was  appointed  media  buyer.  Mr.  Haven 
came  to  agency  in  1952  as  buyer  after 
having  held  media  posts  with  William 
H.  Weintraub  Co.  and  Arthur  Rosen- 
berg Co.  Mr.  Roth  joined  in  1956  as 
media  analyst  and  became  buyer  in 
1957. 

■ Thomas  R.  Covey  Jr.,  formerly  ac- 
count manager  and  director  of  radio 
and  tv  with  Sutherland  Abbott,  Boston, 
to  The  Bresnick  Co.,  that  city,  as  vp, 
account  supervisor  and  member  of 
plans  board. 


Mr.  Fogarty  Mr.  Lusher 


Mr.  Boe  Mr.  Ericson 

■ John  H.  Fogarty,  Wilfred  H.  Lush- 
er, Barron  B.  Boe  and  Herbert  A. 
Ericson  elected  vp’s  of  BBDO  New 
York.  Mr.  Fogarty,  account  supervisor 
on  Niagara,  Mohawk  Power  Corp.,  and 
Schaeffer  Beer,  is  in  Buffalo  office.  Mr. 
Lusher,  on  Pittsburgh  Plate  Glass  ac- 
count for  Gary  Moore  Show,  is  in  Pitts- 
burgh office.  Mr.  Boe,  account  executive 
on  General  Mills,  has  been  with  BBDO 
since  1952.  Mr.  Ericson,  who  also 
joined  BBDO  in  1952,  is  account  group 
head  of  apparel  fibers  on  du  Pont. 

■ Rodney  Wicklund  and  Stuart  Min- 
ton become  service  representatives  on 
the  Sealtest  Foods  account  at  N.W. 
Ayer  & Co.’s  New  York  office.  Mr. 
Wicklund  was  former  account  execu- 
tive at  BBDO  Minneapolis.  Mr.  Minton 
was  account  executive  for  Foote,  Cone 
& Belding,  Los  Angeles.  Harold  I. 
Gullan,  formerly  account  executive 
of  Erwin  Wasey,  Ruthrauff  & Ryan,  to 
N.W.  Ayer’s  Philadelphia  office  as  serv- 
ice representative. 


Dr.  Queen 


■ Charles  J.  Zeller  re-elected  presi- 
dent of  Guenther-Bradford  & Co.,  Chi- 
cago agency  now  in  its  75th  year  of  op- 
eration. Others  re-elected:  E.  J.  Zeller, 
vp;  William  H.  O’Brien,  secretary, 
and  A.  M.  Moore,  treasurer. 

■ Joseph  Stone,  vp  and  copy  group 
head  for  Ford  Motor  Co.  account  at 
J.  Walter  Thompson  Co.,  N.Y.,  named 
vp  and  associate  creative  director  of 
McCann-Erickson  Adv. 

■ Daniel  Van  Dyk  elected  board  chair- 
man and  Herman  L.  Johnson  presi- 
dent and  chief  executive  of  Hazel 
Bishop  Inc.  (cosmetics).  Mr.  Johnson, 
formerly  executive  vp  of  company,  suc- 
ceeds Mr.  Van  Dyk  who  continues  to 
work  full  time  for  company,  but  has 
turned  over  administrative  responsibili- 
ties to  management  team  headed  by 
Yerman  Johnson. 


■ Keith  Dresser,  formerly  with  B.T. 
Babbitt  Co.,  joins  Geyer,  Morey,  Mad- 
den & Ballard,  N.Y.,  as  vp  and  mer- 
chandising manager  on  B.T.  Babbitt 
account. 

■ Louis  J.  Kennedy,  broadcast  super- 
visor at  Kenyon  & Eckhardt,  N.Y., 
named  media  supervisor.  Edward  Kob- 
za,  broadcast  buyer,  succeeds  Mr.  Ken- 
nedy. 

■ John  G.  Burnett,  formerly  vp  of 
Rogers  & Smith  Adv.,  Dallas,  to  Tracy- 
Locke  Co.,  that  city,  as  account  execu- 
tive. 

■ William  Casey  and  Peter  Grum- 
haus  join  John  W.  Shaw  Adv.,  Chi- 
cago, as  account  executives.  Mr.  Casey 
formerly  was  with  Foote,  Cone  & Beld- 
ing and  Mr.  Grumhaus  with  J.  Walter 
Thompson  Co.,  both  Chicago.  Richard 
Hazlett,  formerly  with  Keyes,  Mad- 
den & Jones,  joins  Shaw  as  copywriter. 

■ Bob  Askey,  formerly  with  KFOR 
Lincoln,  Neb.,  to  Van  Horn  Art  & 
Adv.,  that  city,  as  director  of  radio 
and  tv. 


■ Paul  Belanger,  formerly  tv  pro- 
ducer for  BBDO,  N.Y.,  joins  Kudner 
Agency,  that  city,  as  a producer  in  tv 
department. 


■ Robert  W.  Fergu- 
son, vp  of  Erwin 
Wasey,  Ruthrauff  & 

Ryan,  Los  Angeles, 
named  merchandising 
director.  He  will  su- 
pervise all  merchan- 
dising and  sales  pro- 
motions and  will  serve 
on  marketing  and  Mr-  Ferguson 
management  committees. 
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Source:  *First  March  National  Nielsen  TV  Report,  1959  vs. 
1960,  Average  Audience  Per  Minute,  seven  nights,  8-10:30 
PM,  NYT.  fNTI  cost/ 1000  Data,  January- February,  1960, 
8-10:30  PM,  NYT-estimated  time  and  published  talent  cost. 
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■ William  B.  Mul- 
lett,  account  execu- 
tive on  Pepsi  Cola, 

American  Homeown- 
ers Insurance  Co.  and 
Griffith  Consumers 
Co.  (coal  and  fuel) 
at  Kal,  Ehrlich  & 

Merrick,  Washington, 

D.C.,  named  senior 
vp  and  member  of  board  of  directors, 
effective  May  25. 

■ Alton  D.  Farber,  formerly  assistant 
pr  director  at  J.  Walter  Thompson  Co., 
Chicago,  appointed  vp  of  Mayer  & 
O'Brien  pr  firm,  that  city. 

■ Ursula  Grumfeld,  formerly  traffic 
manager  of  Doyle  Dane  Bernbach  Los 
Angeles  office,  to  Fletcher  Richards, 
Calkins  & Holden,  that  city,  in  similar 
capacity. 

a John  W.  Amon  promoted  from  assist- 
ant director  to  vp  and  director  of  art 
department  at  Needham,  Louis  & Bror- 
by,  Chicago,  succeeding  John  H.  Kies, 
retired.  Mr.  Amon  also  will  serve  on 
agency’s  plans  board  and  operating 
committee.  C.  Franklin  Johnson  suc- 
ceeds him  as  assistant  art  director.  Al- 
bert A.  Klatt,  appointed  director  of 
creative  print  department,  continuing 
present  duties  as  vp  and  director  of 
copy  department. 


Mr.  Amon  Mr.  Klatt 


■ Ken  Jensen,  pr  director  of  Warner 
Brothers  Records,  joins  Honig-Cooper 
& Harrington,  Los  Angeles,  as  specialist 
in  publicity  and  sales  promotion. 

■ Croswell  Bowen  joins  Compton 
Adv.  as  director  of  information  and 
editorial  services. 

■ Howard  Wilson,  formerly  with  Ben 
Sackhein  Agency,  N.Y.,  to  W.B.  Don- 
ner  & Co.,  Philadelphia,  as  copy  di- 
rector. 

The  Media 

■ Tom  Bostic,  vp  and  general  man- 
ager of  Cascade  Broadcasting  Co., 
(KIMA-AM-TV  Yakima,  KEPR-AM- 
TV  Pasco-Kennewick-Richland,  KWIQ 
Moses  Lake,  KBAS-TV  Ephrata,  all 
Washington,  and  KLEW-TV  Lewiston, 
Ida.),  elected  president.  Other  appoint- 
ments: Jack  Reber,  assistant  general 
manager,  succeeds  Mr.  Bostic;  A.W. 
Talbot,  formerly  Cascade  president, 


elected  board  chairman;  Jim  Nolan, 
tv  program  director,  promoted  to  vp  in 
charge  of  tv  programs;  Bill  Grogan, 
general  tv  sales  manager,  elected  vp 
for  tv  sales  and  Joe  Kendall,  general 
manager  of  KIMA,  KEPR  and  KWIQ, 
named  vp  for  radio.  Dick  Glassaway, 
in  sales  department  of  KEPR-TV, 
named  sales  manager. 

■ Joseph  L.  Brechner,  founder  and 
principal  stockholder  of  WLOF-TV 
Orlando,  Fla.,  re-elected  president  and 
treasurer  of  Mid-Florida  Television 
Corp.  William  V.  Miller,  formerly 
with  WFLA-TV  Tampa,  Fla.,  named 
local  sales  manager  of  WLOF-TV. 
William  T.  Latham,  formerly  with 
WGLV-TV  Eaton,  Pa.,  to  WLOF-TV  as 
regional  and  national  sales  manager. 

■ Ralph  S.  Mann, 
formerly  senior  co- 
ordinator, talent  and 
contract  administra- 
tion of  NBC-TV,  ap- 
pointed director  of 
talent  and  contract 
administration.  He 
joined  NBC  in  1956, 
after  three  years’  serv- 
ice with  Music  Corp.  of  America  as 
attorney. 

■ Lionel  F.  Levy  named  to  board  of 
directors  of  WHYY  Inc.,  Philadelphia, 
which  operates  WHYY  (TV)  and 
(FM),  both  local  non-profit  commu- 
nity stations. 

a Ira  L.  Lavin,  formerly  general  man- 
ager of  KRUX  Phoenix,  Ariz.,  named 
general  manager  of  new  KPUD-AM- 
FM,  that  city,  which  was  to  have  made 
its  air  debut  last  week.  Jim  Spero, 
formerly  with  KSFO  San  Francisco, 
appointed  director  of  broadcasting. 

■ Chuck  Conner  named  general  man- 
ager of  KWEL  Midland,  Tex.  Other 
appointments:  Paul  Sanders,  formerly 
in  sales  department  of  KMID-TV,  that 
city,  named  sales  manager;  Jerry 
Teaff,  formerly  with  KPET  Lamesa, 
Tex.,  program  manager;  Jim  R.  Bowen, 
chief  engineer  and  Mike  Flood,  for- 
merly with  KMID-TV,  staff  announcer. 
b Jim  Uglum,  formerly  manager  of 
KSJB  Jamestown,  to  KUTT  Fargo- 
Moorhead,  both  North  Dakota,  in  simi- 
lar capacity.  Other  appointments:  Ron 
Titus,  formerly  assistant  manager,  and 
Bob  Lazich,  formerly  program  director, 
both  KSJB.  to  KUTT  as  sales  manager 
and  news  director,  respectively.  John 
(Red)  Alix  and  Dunc  Anderson, 
both  formerly  with  CJOB  Winnipeg, 
Man.,  Can.,  to  KUTT  as  program  di- 
rector and  air  personality,  respectively. 

■ Stephen  A.  Mann,  president  of  In- 
tercontinental Services  Ltd.  (overseas 
radio-tv  rep  firm),  joins  ABC  as  sales 
manager  of  International  Div. 


Mr.  Mullett 


Mr.  Mann 


■ William  H.  Schwarz  named  man- 
ager of  program  services  for  Peters, 
Griffin,  Woodward,  with  responsibility 
for  extending  services  to  stations  com- 
pany represents  through  counsel  in  all 
areas  of  program  activity.  Mr.  Schwarz 
formerly  was  program  director  at 
KDKA  Pittsburgh. 

■ Chris  Lance  joins  KYA  San  Fran- 
cisco as  director  of  operations. 

■ Ronald  C.  Tuten, 
general  manager  of 
WNVY  Pensacola 
Fla.,  appointed  exec- 
utive vp.  Mr.  Tuten, 
with  15  years  experi- 
ence in  various  capac- 
ities of  broadcasting, 
previously  was  station 
manager  of  WIVY 
Jacksonville,  Fla. 

■ Bart  Swift,  formerly  sales  manager, 
group  communications  division  of  the 
TelePrompTer  Corp.,  N.Y.,  named 
national  director  of  sales  development 
of  Theatre  Network  Television  Inc., 
there. 


Mr.  Tuten 


■ Robert  G.  Patt,  manager  of  adver- 
tising and  promotion  for  WCBS-TV 
New  York,  named  manager  of  adver- 
tising and  promotion  of  WRCA-AM- 
TV,  that  city. 


■ Virgil  G.  Evans 
Jr.,  managing  director 
of  WBT  Charlotte, 
N.C.,  resigns  effective 
May  1 to  accept  post 
as  assistant  general 
manager  of  WCSC 
Inc.,  Charleston,  S.C. 
Mr.  Evans  also  will 
serve  as  national  sales 
manager  for  WCSC- 
TV. 


Mr.  Evans 


■ James  T.  McKnight  and  Robert 
W.  Jonscher  join  NAB  as  field  staff 
representatives.  Mr.  McKnight,  for- 
merly midwestern  division  manager  of 
World  Broadcasting  System,  will  be 
stationed  in  San  Francisco.  Mr.  Jon- 
scher, formerly  part  owner  and  general 
manager  of  WONN  Lakeland,  Fla.,  will 
cover  eastern  territory. 

■ Robert  LaRue,  for- 
merly owner  of 
KVHC  O’Neill,  Neb., 
named  chief  engineer 
of  KRAK  Stockton- 
Sacramento,  Calif. 
Mr.  LaRue  previously 
was  chief  engineer  of 
K G M S Sacramento 
and  was  on  engineer- 
ing staff  of  KOA  Denver. 
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in  the  eyes  of  adult  Milwaukee 


V~ 


tt\ 


WTMJ-TV  is  wa?/  m /ront  of  all  other  Milwaukee 
stations  in  attracting  adult  viewers  — the  purchasing  power  in 
Milwaukee.  And  do  you  know  there  are  1,828,600  people  in  Greater 
Milwaukee?  That  retail  sales  average  over  $45,500,000  weekly? 
These,  and  many  more  “do-you-knows”  are  included  in  WTMJ-TV’s 
new  market-facts  booklet.  The  coupon  will  send  your  free  copy  on 
its  way.  Mail  it  today ! 


Send  for  market- 
facts  booklet  on 
viewing  habits  & 
buying  power  of 
adult  Milwaukee 


Represented  by:  

HARRINGTON.  RIGHTER  & PARSONS  - New  York,  Chicago,  San  Francisco.  Atlanta.  Boston,  Detroit 
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William  T.  Klumb,  National  Sales  Manager 

WTMJ-TV  Dept.  B 
Milwaukee,  Wisconsin 

Please  send  free  booklet  covering 
Milwaukee-TV  market  information. 

name 

TITLE 

ADDRESS 

CITY ZONE STATE 


Avery-Knodel  names  four  new  vps 


Mr.  Tormey  Mr.  White  Mr.  O’Sullivan  Mr.  Neihengen 


Avery-Knodel  Inc.,  N.Y.,  radio-tv 
station  rep  firm,  last  week  promoted 
four  veteran  sales  managers  to  vp 
of  their  respective  departments.  They 
are:  John  J.  Tormey  (for  radio, 
New  York),  Thomas  J.  White  (for 
tv.  New  York),  Roger  O’Sullivan 
(for  radio,  Chicago)  and  Raymond 
M.  Neihengen  (for  tv,  Chicago). 
Each  has  been  on  Avery-Knodel's 
sales  force  10  years  or  more,  with 
exception  of  Mr.  Neihengen  who 
joined  company  six  years  ago.  Mr. 
Tormey,  also  assistant  treasurer  of 
company,  previously  was  with  Ed- 


ward Petry  Co.,  WOR  New  York 
and  CBS  radio,  as  supervisor  of  net- 
work operations.  Mr.  White  came  to 
company  12  years  ago  from  Eastern 
Airlines  where  he  was  Great  Lakes 
Div.  sales  manager.  Mr.  O’Sullivan, 
who  is  also  assistant  secretary  of 
company,  entered  rep  field  as  secre- 
tary to  Bill  Knodel  at  Chicago  office 
in  1947.  Mr.  Neihengen  previously 
held  various  positions  with  NBC 
Radio,  ABC  Radio  Spot  Sales  Div. 
and  Free  & Peters  Inc.  where  he  was 
radio  salesman  for  eight  and  one- 
half  years. 


■ Merle  Block,  formerly  promotion 
director  of  KFI  Los  Angeles,  to  KPOP, 
that  city,  in  similar  capacity. 

■ Dale  F.  Palmer,  formerly  account 
executive  at  WPVL  Plainesville,  to 
WGAR  Cleveland,  both  Ohio,  as  sales 
promotion-publicity  director.  Sidney 
Andorn  joins  WGAR  as  newscaster. 

■ Dominic  Quinn,  formerly  with 
WIND  Chicago,  to  KDKA  Pittsburgh 
as  program  manager,  succeeding  Wil- 
liam H.  Schwartz,  who  joins  Peters, 
Griffin  & Woodward,  station  rep. 

■ Norman  Polman,  air  personality 
with  WNHC  New  Haven,  Conn.,  named 
program  manager. 

■ John  Dolan,  formerly  of  CHJS-TV 
St.  Johns,  New  Brunswick,  and  John 
I.  Tomcho,  formerly  of  WPTA-TV 
Fort  Wayne,  Ind.,  to  WWTV-TV  Cad- 
illac, Mich.,  as  producer-directors. 

■ Richard  H.  McCann,  account  exec- 
utive at  KBON  Omaha,  Neb.,  assumes 
additional  duties  of  director  of  com- 
munity relations. 

■ Sherman  Mason,  formerly  assistant 
news  director  of  WSMI  Litchfield-Hills- 
boro,  111.,  to  WEW  St.  Louis  as  traffic 
and  continuity  director. 

■ Jean  Grant,  formerly  promotion 
manager  of  KSLA-TV  Shreveport,  La., 
to  WJXT  Jacksonville,  Fla.,  in  pro- 
motion department. 


■ George  R.  Oliviere,  formerly  sales 
manager  of  WOL  Washington,  to 
WTTG  (TV),  that  city,  as  account 
executive. 

■ Joe  Long,  news  director  of  KILT 
Houston,  promoted  to  managing  editor 
of  KLIF  Dallas,  both  Texas,  and  ap- 
pointed vp  in  charge  of  news  and  spe- 
cial events  for  all  McLendon  stations 
which  also  include:  KABL  San  Fran- 
cisco, KISA  San  Antonio,  KEEL, 
Shreveport,  La.,  and  WAKY  Louis- 
ville, Ky. 

■ Jay  L.  Schiller,  director  of  media 
research  at  Lennen  and  Newell,  N.Y., 
becomes  research  manager  at  Radio 
Advertising  Bureau,  Inc.  Before  join- 
ing Lennen  and  Newell,  Mr.  Schiller 
was  director  of  research  at  National 
Telefilm  Assoc. 

■ Fulton  Wilkins,  formerly  with  CBS 
Radio  Spot  Sales,  to  KFSO  San  Fran- 
cisco as  account  executive. 

■ Chuck  Johnson,  reporter  and  news- 
caster at  WHLI  Hempstead,  L.I.,  ap- 
pointed news  director. 

■ Don  Hughes,  formerly  news  direc- 
tor of  KAKC  Tulsa,  Okla.,  to  KRAK 
Stockton-Sacramento,  Calif.,  in  similar 
capacity. 

■ Bruce  Rice,  formerly  sports  director 
of  KCMO  Kansas  City,  to  KNX  Los 
Angeles  in  sports  department. 


■ Bob  Thompson  joins  KMAP  Bakers- 
field, Calif.,  as  sports  director. 

■ Norman  Harrington,  formerly 
on  news  staff  of  KOLD-AM-TV  Phoe- 
nix, Ariz.,  to  KOOL-AM-TV  that  city, 
as  news  director. 

■ Paul  Rust  named  director  of  news 
for  WIP  Philadelphia.  Dick  Carr,  for- 
merly program  director  of  WCUE 
Akron,  Ohio,  to  WIP  as  air  personality. 

■ Leonard  Allen  and  Donald  V. 
Meaney,  appointed  managers  of  foreign 
and  national  news,  respectively,  for 
NBC.  Mr.  Allen  was  manager  of  tv 
news  film  assignments.  Mr.  Meaney 
was  national  tv  news  editor. 

■ Bennie  L.  Williams,  assistant  man- 
ager of  KMUR  Salt  Lake  City,  assumes 
additional  duties  as  director  of  mer- 
chandising, publicity  and  pr.  Other 
staff  changes:  Chet  Wood  named  ac- 
count executive;  Lee  Roberts,  an- 
nouncer-disc jockey;  Bill  Grubbe* 
director  of  news  and  special  events: 
Paul  Droubay,  production  staff;  F. 
William  Houghtaling,  production 
supervisor-program  director  and  Lery 
Taniyama,  traffic  and  women’s  director. 

■ Stanley  M.  Bloom,  formerly  direc- 
tor of  marketing  and  distribution  for 
Longines-Wittnauer  Watch  Co.,  named 
director  of  marketing  at  CBS  Radio 
Spot  Sales. 

■ Summer  Pearl,  formerly  general 
manager  of  WICE  Providence,  R.I.. 
appointed  sales  manager  of  WFYI 
Mineola-Garden  City,  L.I. 

■ Anthony  Boschetti  and  Arthur 
Kane  named  to  unit  managers  staff, 
studio  operations  department  of  CBS- 


Pressman  reelected 

Gabe  Pressman  of  NBC  was  re- 
elected president  of  the  Radio- 
Newsreel  - Television  Working 
Press  Assn,  of  New  York  at  the 
group’s  installation  banquet  last 
month.  Others  elected:  Larry 
Racies,  CBS,  chairman  of  the 
board  of  governors;  Herb 
Schwartz,  CBS,  first  vp;  Tom 
O’Brien,  WINS,  second  vp; 
Charles  Campbell,  freelancer, 
secretary;  Irving  Heitzner,  free- 
lancer, assistant  secretary;  Rich- 
ard Milbauer,  Newsfilm  USA, 
treasurer,  and  George  Jordan, 
NBC,  sergeant  at  arms.  Walter 
Arm,  deputy  commissioner  of  the 
New  York  police  department, 
was  selected  as  the  recipient  of 
the  first  annual  Freedom  of  In- 
formation Award  for  his  role  in 
“recognizing  equal  access  rights 
to  the  news.” 
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MOZART 


* 


Good  Music  rings 
up  Safes  in 
Southern  California 


vj/  • ^ * 

or,  how  our  great  variety  of  music  makes  us  one 

of  Los  Angeles’  top  six  radio  stations  February  1960  Pulse) 


Good  music  commands  a quality  audience— and 
here  at  KFAC  AM  and  FM  a big  audience,  too. 
Credit  goes  to  KFAC’s  musical  variety.  A world  of 
melody,  light  and  serious,  ranging  from  Broadway 
to  Beethoven,  is  presented  with  such  lack  of  repeti- 


tion that  no  title  is  played  more  than  once  in 
ten  days  of  programming. 

KFAC  renewals  tell  the  story.  43  current  adver- 
tisers are  in  their  2nd  to  20th  continuous  year  of  suc- 
cessful KFAC  selling.  We  invite  you  to  join  them. 


AM-FM 


The  Music  Stations  for  Southern  California 

24-hour  simultaneous  AM-FM  at  one  low  cost 

Represented  by  The  Bolling  Company,  Inc. 


PRUDENTIAL  SQUARE • LOS  ANGELES 
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WHAT 
ARE  YOU 
LOOKING  FOR 
AT  THE 
NAB 

CONVENTION? 


LOOKING  FOR  FUN 


Governor  Television’s 
3 day  continuing 
Cocktail  Party  . . . with 

• Miss  California 

• Non-stop  entertainment 

• Hi-speed  bar  service 

• Continuous  smorgasbord 


LOOKING  FOR  PROFIT 


Governor  Television’s 
Post  1955  American 
Star  Package  . . . with 

• major  company  releases 

• leading  American  stars 

• proven  box-office  values 

• titles  at  convention 


LOOKING  FOR  VALUE 


Governor  Television’s 
Other  New  Attractions 
And  Proven  Winners  . . . like 

• New!  Rendezvous  with 
Adventure 

• New!  Wonder  World 

• Laurel  & Hardy 

• Buck  & Pepito 


LOOK  FOR  SUITE  1218A 


Hotel  Conrad-Hilton 
April  4,  5,  6 

Governor  Television  Attractions 

375  Park  Avenue,  New  York  22,  N.Y. 


102  (FATES  & FORTUNES) 


TV  Network.  Mr.  Boschetti  has  been 
connected  with  various  areas  of  oper- 
ations department  for  past  10  years. 
Mr.  Kane  formerly  was  with  radio-tv 
department  of  McCann-Erickson,  Inc., 
involved  in  both  business  administra- 
tion and  production  of  commercials 
for  tv. 

■ Charles  E.  Larkins,  formerly  with 
KTUL-AM-TV  Tulsa,  Okla.,  to  WOAI- 
TV  San  Antonio,  Tex.,  as  promotion 
manager. 

■ Michael  J.  Shan,  formerly  account 
executive  with  Baker/ Johnson  & Dick- 
inson Adv.,  Milwaukee,  to  WISN-TV, 
that  city,  in  similar  capacity.  William 

M.  Plante,  formerly  with  WNMP 
Evanston,  111.,  joins  WISN  as  an- 
nouncer. 

■ Bob  Kiley  joins  WISH  Indianapolis 
as  account  executive. 

■ Joseph  P.  Aley,  formerly  radio  ac- 
count executive  at  the  Weed  Co.,  sta- 
tion rep,  to  The  Branham  Co.,  N.Y.,  in 
similar  capacity.  Leif  Line  joins  Bran- 
ham in  promotion  and  research  depart- 
ment. 

■ John  DeMott  joins  KEYT  (TV) 
Santa  Barbara,  Calif.,  as  account  exec- 
utive. 

■ Will  Fowler,  formerly  pr  director 
of  American  Airlines  and  previously 
writer  for  Red  Skelton,  appointed  direc- 
tor of  news  and  public  affairs  for 
KTTV(TV)  Los  Angeles. 

■ Bernard  J.  Shusman,  formerly  news- 
writer-reporter  for  WBUD  Trenton, 

N. J.,  to  WAST  Albany,  N.Y.,  as  news 
editor. 

n Bob  Carmichael,  formerly  program 
director  of  KREM  Spokane,  to  KQDE 
Seattle,  both  Wash.,  in  similar  capacity. 


Directors  elect 

Cactus  Pryor,  KTBC-TV  Aus- 
tin, Tex.,  elected  president  of 
Southwestern  Assoc,  of  Program 
Directors  for  Television.  Other 
officers:  John  Furguson,  WBRZ- 
TV  Baton  Rouge,  La.,  1st  vp; 
Pete  McCausland,  KENS-TV 
San  Antonio,  2nd  vp;  John  Ar- 
ville,  KWTV  (TV)  Oklahoma 
City,  secretary;  Larry  McHale, 
KLAB-TV  Alexandria,  La.,  treas- 
urer; Joe  Jerkins,  WKY-TV 
Oklahoma  City,  immediate  past 
president  and  Bob  Odom,  KLFY- 
TV  Lafayette,  La.,  Jack  Bomar, 
KATV  (TV)  Little  Rock,  Ark., 
J.B.  Chase,  KOCO-TV  Oklahoma 
City  and  Bernie  Bracher, 
KROD-TV  El  Paso,  Tex.,  all 
directors. 


■ Sandy  Paul,  formerly  program  direc- 
tor-announcer at  KAFE-FM  Oakland, 
to  KIBE  and  KDFC  (FM)  San  Fran- 
cisco in  similar  capacity. 

■ Hal  B.  McCarley,  WBLE  Batesville, 
elected  president  of  Mississippi  Broad- 
casters Assn.,  succeeding  Joseph  W. 
Carson,  WOKK  Meridian.  Other  offi- 
cers elected:  Fred  Beard,  WJDX  Jack- 
son,  vp,  and  Clete  Quick,  WSUH  Ox- 
ford, secretary-treasurer. 

Programming 

■ Harold  Claster  joins  Romper  Room 
(international  tv  kindergarten  show) 
as  corporation  vp. 

■ William  Finkeldey,  vp,  Show  Corp. 
of  America,  joins  Crosby/ Brown  Pro- 
ductions as  eastern  sales  manager,  with 
offices  at  230  Park  Ave.,  N.Y. 

■ Russ  Raycroft,  national  tv  director 
of  Wilding  Pictures,  named  eastern 
sales  manager  of  UPA  Pictures  with 
headquarters  in  New  York. 

■ Herbert  T.  Schottenfeld,  vp  in 
charge  of  legal  affairs  of  United  Artists 
Corp.  tv  operations,  named  assistant 
to  general  counsel  of  UA. 

■ Frank  Eyrl  named  assistant  general 
business  manager  of  United  Press  In- 
ternational with  headquarters  in  New 
York.  Mr.  Eyrl  has  been  director  of 
services  for  UPI  in  Germany,  Austria, 
Italy  and  Scandinavian  countries  since 
1950. 

■ Pat  McCormick  and  Ric  Eyrich 
join  staff  of  NBC-TV’s  The  Jack  Paar 
Show. 

■ Gerry  Geronimi,  cartoon  director 
at  Walt  Disney  Studios  for  29  years, 
joins  UPA  pictures  Inc.  as  director  for 
shorts  and  tv  spots. 

■ Oscar  Rudolph,  veteran  tv  director 
who  has  worked  on  Alcoa-Goodyear 
Theatre,  signs  three-year  directing  con- 
tract with  Screen  Gems,  N.Y. 

■ James  D.  Hawthorne  joins  Wilding 
Inc.  (film  producer)  as  account  execu- 
tive in  Cleveland  office. 

Equipment  & Eng’ring 

■ Ted  S.  Hoffman,  corporate  director 
of  industrial  relations  of  Hoffman  Elec- 
tronics Corp.,  Los  Angeles,  named  vp. 

■ S.  Martin  Fassler  named  manager- 
marketing  for  General  Electric  tv  re- 
ceiver department,  Syracuse,  N.Y.  He 
formerly  was  manager  of  radio  market- 
ing. 

■ William  H.  Weed  appointed  adver- 
tising and  sales  promotion  manager  for 
Raytheon  Co’s,  Newton,  Mass.,  indus- 
trail  components  division.  Dr.  Glen 
Wade  appointed  associate  director  of 
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The  air  line  ivith  the  BIG  JETS 


Pure  white,  pure  jet,  pure  luxury  . . . these  are  the  marks  of  the  world’s 
fastest  jetliners,  Delta’s  new  Convair  880’ s.  Carrying  84  passengers  in 
superlative  comfort,  the  880’s  will  make  their  debut  in  May,  augment- 
ing Delta’s  fleet  of  magnificent  Douglas  DC-8  jets  and  increasing  the 
number  of  cities  served  by  Delta  with  pure  jets  from  eight  to  eighteen 
in  the  United  States  and  the  Caribbean. 
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Gillin  award 

David  A.  Gourd,  president  of 
Radio  Nord  Inc.,  operators  of 
CKRN  Rouyn,  CKVD  Val  D’Or, 
CHAD  Amos,  and  CKLS  La- 
Sarre,  all  Quebec,  was  presented 
with  the  John  J.  Gillin  Jr.  memo- 
rial award  for  public  service  at  the 
annual  dinner  of  the  Canadian 
Assn,  of  Broadcasters  March  23. 
The  award,  in  memory  of  John 
J.  Gillin  Jr.  of  WOW  Omaha, 
Neb.,  who  regularly  attended  CAB 
meetings,  has  been  presented  an- 
nually since  1951. 


engineering  and  general  research  for 
microwave  and  power  tube  division. 

■ Rouholah  Zargarpur  and  Robert 
Nordin  named  manager  of  manufac- 
turing engineering  and  manager  of  de- 
signs and  specifications,  respectively, 
for  Shure  Bros.  Inc.,  Evanston,  111., 
producers  of  hi-fi  equipment  and  elec- 
tronic components. 

International 

■ Steve  Krantz  named  general  man- 
ager of  Screen  Gems  Ltd.,  (Canada) 


and  will  set  up  Canadian  co-production 
arrangements  for  both  tv  film  and  video 
tape  programs  for  world  wide  distribu- 
tion. Mr.  Krantz  has  been  director  of 
program  development  for  Screen  Gems 
Inc.,  N.Y.,  since  1956,  and  before  that, 
program  director  of  WRCA-AM-TV, 
that  city. 

■ Jim  Morris,  formerly  of  Young  & 
Rubicam  Ltd.,  Toronto,  appointed  sales 
manager  of  CBM  Montreal,  and  CBC 
English-language  radio  network  in  Que- 
bec province  area. 

■ Gayle  Honey,  formerly  of  Cockfield, 
Brown  & Co.  Ltd.,  Toronto  advertising 
agency,  named  program  organizer  of 
farm  and  fisheries  department  of  Ca- 
nadian Broadcasting  Corp.,  Toronto. 

■ Gwen  Rudolphe,  radio-tv  timebuyer 
of  Foster  Adv.  Ltd.,  Toronto,  to  Baker 
Adv.  Ltd.,  there,  in  similar  capacity. 

■ Fern  Langlois,  audio  operator  of 
CKGN-TV  North  Bay,  Ont.,  to  CHEX- 
TV  Peterborough,  Ont.,  in  similar  ca- 
pacity. 

■ Ralph  Fear,  salesman  of  CHEX 
Peterborough,  Ont.,  to  sales  manager 
of  CKGB  Timmins,  Ont. 

■ Michael  Wynn-Willson,  formerly 
air  personality  with  WSEX  Hamilton, 


NO,  THIS  IS  “KNOE-LAND” 


(embracing  industrial,  progressive  North  Louisiana,  South 
Arkansas,  West  Mississippi) 


JUST  LOOK  AT  THIS  MARKET  DATA 

Population  1,520,100  Drug  Sales  $ 40,355,000 

Households  423,600  Automotive  Sales  $ 299,539,000 

Consumer  Spendable  Income  General  Merchandise  $ 148,789,000 

$1,761,169,000  Total  Retail  Sales  $1,286,256,000 
Food  Sales  $ 300,486,000 


KNOE-TV  AVERAGES  75.9%  SHARE  OF  AUDIENCE 

According  to  November  1959  ARB  we  average  75.9%  share  of  audience  from  Sign  On  to 
Sign  Off  7 days  a week. 

KNOE-TV 

Channel  8 
Monroe,  Louisiana 

Photo:  El  Dorado  Chemical  Plant,  Inorganic  Chemicals  Division,  Monsanto  Chemical  Company, 
'producing  fertilizer  products  for  agriculture , El  Dorado,  Arkansas. 


C B S • A B C 
A James  A.  Noe  Station 
Represented  by 
H-R  Television,  Inc. 


Mass.,  to  BBC-TV  London  as  host  of 
new  show,  Laugh  Line. 


Allied  Fields 

■ John  H.  Battison 
has  announced  estab- 
lishment of  consulting 
radio-tv  engineering 
office  in  Washington, 

D.C.  (LaSalle  Bldg.). 

Mr.  Battison,  most  re- 
cently owner-operator 
of  KAVE-AM-TV 
Carlsbad,  N.M.,  was 
assistant  chief  allocations  engineer, 
ABC,  1947-49,  operated  his  consulting 
engineering  office  in  Washington  until 
1955,  and  after  sale  of  KAVE  proper- 
ties served  as  consultant  in  the  building 
of  the  $3  million  studio  facilities  for 
Associated  Redifusion  Ltd.  in  London. 


Mr.  Battison 


Deaths 


■ A.  Frank  Katzen- 
tine,  58,  owner  of 
WKAT  Miami  Beach 
and  formerly  mayor 
of  that  city,  died 
March  27  of  heart  at- 
tack. Mr.  Katzentine 
was  one  of  three  los- 
ing applicants  in 
Mr.  Katzentine  famed  Miami  ch.  10 
case.  He  broke  into  broadcasting  in 
1937  when  he  founded  WKAT. 


■ Charles  E.J.  Clifford,  59,  creative 
director  and  vice  chairman  of  Kastor, 
Hilton,  Chesley,  Clifford  & Atherton, 
N.Y.,  died  of  heart  attack  March  29. 
He  previously  was  vp  of  Benton  & 
Bowles,  working  on  such  accounts  as 
Coty,  Procter  & Gamble,  General 
Foods  and  CBS. 


■ Myron  A.  Mahler, 

46,  senior  vp,  creative 
director  for  air  media 
and  principal  of  Mo- 
gul Williams  & Say- 
lor, New  York,  died 
of  cancer  March  29. 

Mr.  Mahler  wrote 
many  radio-tv  com- 
mercial jingles,  of 
which  some  of  the  better-known  were: 
“National  Shoes  Ring  the  Beir  and 
“Man  Oh  Manischewitz,  What  a Wine!” 
He  joined  the  agency  as  copywriter  in 
1943  and  had  served  company  continu- 
ously since  that  time. 


Mr.  Mahler 


■ James  T.  Richardson,  36,  vp  of 
Caldwell,  Larkin  & Sidener-Van  Riper, 
Indianapolis  advertising  agency,  died 
March  20. 


■ Franklin  P.  Adams,  78,  former 
newspaper  columnist,  playwright  and 
panelist  on  Information  Please,  both  on 
radio  and  tv,  died  March  23. 
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WWJ  makes  it  easy  for  Bengal  fans  to  enjoy  every  daytime  game 
during  the  1960  season.  Located  near  the  middle  of  the  dial 

at  9-5-0,  and  with  power  that  blankets  Detroit  and  southeastern 
Michigan,  WWJ  garners  a tremendous  audience  for  the  baseball 
games  and  adjacent  programming. 


Another  facet  of  WWJ’s  Total  Radio  concept— another 

reason  to  call  your  PGW  Colonel  today. 


TOTAL  RADIO  FOR  THE  TOTAL  MAN 


1 A f % A f | AM  and  FM 

W WJ  RADIO 

Detroit’s  Basic  Radio  Station 
NBC  Affiliate 


NATIONAL  REPRESENTATIVES:  PETERS,  GRIFFIN,  WOODWARD,  INC.  . OWNED  AND  OPERATED  BY  THE  DETROIT  NEWS 
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PROGRAMMING  

YOUTH  CONFERENCE  RAKES  OVER  TV 

Calls  for  tighter  government  controls;  better  program  quality 


Resolutions  condemning  tv  and  radio 
programming  and  calling  for  more 
stringent  government  control  over 
broadcasting  were  voted  unanimously 
by  the  1960  White  House  Conference 
on  Children  and  Youth.  Several  forums 
were  held  on  mass  media’s  effect  on 
youth  with  tv  coming  under  the  heavi- 


est barrage.  The  White  House  Confer- 
ence is  an  international  decennial  meet- 
ing in  Washington — this  year  over  7,500 
educators,  social  workers  and  civic 
group  representatives  attended. 

Among  the  resolutions  was  one  call- 
ing for  mass  media,  with  special 
emphasis  on  radio-tv,  to  accept  “greater 


responsibility  for  transmitting  the  ideals 
and  values  which  make  for  the  whole- 
some American  culture.”  It  suggested 
that  federal  regulatory  and  self-regulat- 
ing agencies  should  improve  the  quality 
of  programming  and  advertising  and 
take  steps  to  eliminate  shows  with 
emphasis  on  sex  and  crime. 

Another  resolution,  to  implement  the 
first,  recommended  that  the  President 
appoint  “a  high-level  advisory  board  to 
make  suggestions  to  appropriate  agen- 
cies regarding  content  of  radio  and 
tv  programming”  especially  as  it  affects 
children  and  youth. 

Still  another  resolution  recommended 
public  and  private  financial  support  at 
local,  state  and  national  levels  for  fur- 
ther development  of  non-commercial 
educational  stations.  A bill  which  would 
accomplish  this  objective  has  been 
passed  by  the  Senate  with  a similar  bill 
reported  favorably  by  the  House  Com- 
merce Committee. 

Fireworks  ■ The  conference,  which 
was  marked  by  a series  of  crises  in  sev- 
eral areas,  exploded  two  bombshells 
concerning  broadcasting.  On  March  28, 
Irving  Gitlin,  program  executive,  cre- 
ative projects,  CBS  News,  New  York, 
addressed  a forum  in  which  he  called 
for  a crash  research  project  to  dis- 
cover the  effect  of  tv  on  children.  He 
emphasized  that  “tv  is  America,”  and 
that  it  is  each  citizen’s  responsibility. 

The  next  day  several  conference 
members  charged  that  the  forum  had 
been  weighted  in  favor  of  the  networks 
by  presenting  Mr.  Gitlin  as  the  first 
speaker.  Mr.  Gitlin  replied  that  the 
charge  was  irresponsible  “particularly 
in  view  of  my  plea  to  the  broadcasting 
industry  and  the  public  at  large  for 
special  attention  to  research  and  action 
in  the  area  of  children’s  programming.” 

On  March  29  Eva  H.  Grant,  editor 
of  the  National  Parent-Teacher  Maga- 
zine, Chicago,  fired  both  barrels  at 
radio-tv  in  another  meeting  of  the  same 
mass-media  forum.  She  said  the  net- 
works were  not  “giving  the  public  what 
it  wants,”  and  that  “we  dare  the  net- 
works to  have  a national  survey,  con- 
ducted by  a reliable  research  agency, 
on  what  people  want  to  see.  . . . We 
would  wager  an  oil-king’s  income  tax 
that  the  American  people’s  TV-IQ  will 
be  higher  than  the  moronic  one  usually 
attributed  to  them.”  She  implied  that 
current  tv  ratings  are  loaded  and  in- 
valid. As  for  tv  commercials,  Mrs. 
Grant  claimed  they  are  turning  pre- 
school children  into  “little  tyrants  of 


See  our  Full  Line  of 
Animation  Projectors 
at  NAB -Booth  37N 


L CORPORATION 
756  Seventh  Avenue  • New  York  19,  New  York 

Leaders  in  Audio-Visual  Equipment 
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A service  of  Gulf  Oil  Corporation  in  the  cause 
of  creating — through  the  facts  as  we  see  them 
— a fuller  understanding  of  the  oil  industry. 

Size  for  whose  sake? 


Big  Business,  some  will  answer  quickly,  serves  only  itself.  Its  aims,  as  they 
see  it,  are  fewer  and  fewer  competitors,  fatter  and  fatter  profits.  They 
ignore  the  fact  that  much  of  today’s  business  is  big  simply  because  it  has 
to  be  big  to  supply  our  needs.  Let’s  look  at  a few  facts  on  business  that 
are  all  too  often  overlooked. 


Q.  These  days,  exactly  how  big  is  the 
job  Oil  must  do? 

A.  Let’s  express  it  in  production  figures. 
These,  of  course,  only  hint  at  our  huge 
consumer  appetite  for  oil.  The  industry 
refined  2,789,404,000  barrels  of  crude  oil 
in  1958.  That’s  more  than  7,642,000  bar- 
rels a day.  We  also  drilled  47,758  new 
wells.  Doing  so  helped  add  235,512,000 
barrels  to  our  proven  reserves  under- 
ground. That’s  one  more  assurance  we 
have  of  continuing  to  meet  our  oil  needs 
tomorrow. 

Q.  In  doing  this  job,  don’t  a few  big  com- 
panies dominate  the  rest  of  the  industry? 

A.  Not  at  all.  The  industry  includes 
some  12,000  individual  oil  producers  and 
28,000  individual  marketers.  And  there 
are  291  operating  refineries  in  the  U.  S. 
owned  by  186  different  companies.  No 
one  or  two  or  ten  of  these  companies 
monopolize  the  business. 

Q.  How  is  the  volume  of  business  spread 
among  these  refiners? 

A.  In  1958,  the  largest  refiner  had  10.3% 
of  all  refinery  production.  The  top  five 
refiners  together  had  37.9%  of  this  “run.” 
The  top  ten  had  less  than  61%.  Refining 
is  big  business — but  it  doesn’t  rule  out 
healthy  competition. 

Q.  But  why  must  refining  companies  be 
big  business  in  the  first  place? 

A.  A few  statistics  may  help  answer  that 
one.  Today’s  standard  50,000-barrel-a- 
day  refinery  costs  about  $75-80  million. 
And  while  the  outlay  for  capital  equip- 
ment for  all  U.S.  industry  runs  to  $ 1 7,900 
for  each  production  worker,  it  comes  to 
$77,700  for  the  refining  industry.  A small 
business  could  hardly  afford  that. 


Q.  Up  to  now  we’ve  talked  a lot  about 
refining.  What  of  exploration? 

A.  Our  driller  today  spends  $13.80  to 
drill  just  a single  foot.  And,  on  an  aver- 
age, he  must  go  down  4, 1 60  feet  to  find 
oil — if  he  finds  it  at  all.  A “dry”  hole 
cost  $2,000  in  1859  when  the  U.  S.  oil 
industry  was  born.  Today  it  can  run  up 
to  $3  million.  Yet,  drilling  costs  are  only 
part  of  the  picture.  Companies  now 
searching  for  oil  in  offshore  waters,  just 
as  an  example,  operate  the  biggest  heli- 
copter seryice  in  the  world. 

Q . Then  there  is  little  room  for  the  “ loner” 
in  the  oil  industry. 

A.  As  far  as  risky  foreign  operation  and 
costly  offshore  exploration  go  this  is 
probably  true.  But  onshore,  here  at 
home,  not  true.  Take  drilling.  The  small 
“independents”  were  able  to  provide 
three  of  eight  barrels  of  oil  the  U.S.  pro- 
duced. Also,  mostof  thecountry’s  574,900 
oil  wells  are  small  producers,  averaging 
11.7  barrels  a day.  So,  there  is  a special 
need  for  these  “independents.”  But  their 
oil  must  be  transported  by  pipeline  and 
often  by  tanker,  too,  to  its  refinery  des- 
tination. This  again  is  big  business. 

Q.  Do  we  need  bigness  at  the  selling  end 
of  the  business  too? 

A.  No,  as  we  already  said,  there  are 
28,000  marketers  in  the  oil  industry.  And 
there  are  about  200,000  primary  service 
stations  selling  oil  products  to  the  public. 
About  90%  of  these  stations  are  owned 
by  small  independent  businessmen. 

Q.  You  suggested  before  that  bigness 
helped  here  at  the  gas  pump.  How? 

A.  It  has  helped  raise  the  quality  of  oil 
products  while  holding  down  the  cost  to 


the  public.  For  example,  to  raise  gaso- 
line octane  by  just  one  number  to  meet 
the  needs  of  today’s  high  compression 
automobile  engines  costs  the  industry 
some  $200  million.  And  oil  has  kept  up 
with  the  costly  race  to  boost  quality 
without  an  appreciable  rise  in  prices. 

Q.  Can  you  cite  some  figures  on  price 
holding? 

A.  Gasoline  prices,  excluding  Federal 
and  State  taxes,  averaged  20.27^  a gal- 
lon in  1949,  against  21.09^  in  1959.  That’s 
a rise  of  less  than  a penny  a gallon  in 
over  ten  years.  Of  course,  gasoline  taxes 
jumped  from  6.52^  to  10.12 jz  in  the  same 
period.  The  whole  range  of  oil  product 
prices  has  risen  far  less  than  the  U.  S. 
index  of  retail  commodity  prices. 

Q.  Even  so,  aren’t  oil  industry  profits 
way  above  other  industries? 

A.  Hardly.  The  stiff  competition,  the 
risks  of  exploration,  and  the  rising  costs 
we  spoke  of  all  help  keep  oil  profits 
down.  The  industry’s  net  income  after 
taxes  in  1958  was  10.2%  of  net  worth, 
against  9.8%  for  all  manufacturing.  Big- 
ness does  not  mean  exorbitant  profits. 

Q.  If  bigness  hasn’t  meant  exorbitant 
prices  or  profits,  hasn’t  it  given  the  oil 
industry  undue  power  in  our  government? 

A.  If  anything,  it’s  the  other  way  around. 
The  criticism  that  bigness  has  to  be 
“badness”  dogs  the  oil  industry  in  devi- 
ous ways.  The  industry,  for  example,  has 
been  called  on  the  carpet  by  one  branch 
of  government  for  doing  what  another 
branch  has  asked.  But,  often  the  public 
only  remembers  the  headlines  of  the 
charge,  even  though  no  basis  for  it  ex- 
isted. Again  and  again,  big  business  is 
hurt  by  lack  of  knowledge  about  it.  The 
best  defense  for  bigness  is  helping  people 
understand  it. 


We  welcome  further  questions  and  comment. 
Please  address  them  to  Gulf  Oil  Corp., 
Room  1300,  Gulf  Bldg.,  Pittsburgh  30,  Pa. 
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the  supermarket,”  and  that  “as  long  as 
children  are  considered  a market,  the 
air  will  permit  the  free  exploitation, 
and  not  the  freedom  and  dignity,  of  the 
young.” 

Vulgarity  and  bad  grammar  on  the 
air  also  met  with  Mrs.  Grant’s  violent 
disapproval.  Furthermore  “we  parents 
do  not  want  our  children  viewing  pro- 
grams that  take  them  on  a voyage  of 
violence,”  she  said.  “A  program’s  suc- 
cess seems  to  depend  on  how  high  a 
heap  of  dead  men  pile  up  in  25  min- 
utes.” She  ended  her  polemic  with 
the  warning  that  unless  abuses  were 
rectified  “many  of  us  will  not  only  turn 
off  the  dial,  but  also  unplug  the  set 
and  see  that  it  stays  unplugged.” 

TIO  Responds  ■ Mrs.  Grant’s  speech 
brought  immediate  response  from  Louis 
Hausman,  director  of  the  Television 
Information  Office.  He  said  her  chal- 
lenge for  an  accurate  survey  had  been 
accepted  “months  before  it  was  ever 
issued.”  He  called  attention  to  a CBS- 
financed  project,  being  conducted  by 
independent  experts,  encompassing  a de- 
tailed survey  and  analysis  of  what 
people  want  from  tv,  which  had  been 
announced  a year  ago  by  CBS  Presi- 
dent Frank  Stanton. 

George  Comte,  vice  president  and 
general  manager  of  WTMJ-TV  Milwau- 
kee, wired  industry  leaders  in  response 
to  Mrs.  Grant’s  “dare”  that  he  believes 
a “competent  survey  announced  as  a 
tv  effort  of  NAB  at  the  convention” 
would  do  a great  deal  to  counteract 
current  unfavorable  publicity.  He  stated 
that  WTMJ-AM-TV  “would  be  happy 
to  underwrite  a fair  share  of  the  effort 
and  urgently  urges  consideration  of  the 
project.” 

Many  of  the  speakers  at  the  forum 
took  a less  dim  view  of  broadcasting. 
Dr.  Frances  Horwich,  “Miss  Frances” 
of  Ding  Dong  School  stated  “Tv  is  the 
most  potent  means  of  communication 
and  exerts  pressure  on  children  and 
youth.  However,  this  is  not  the  single 
responsibility  of  tv,  but  the  combined 
responsibility  of  home,  school  and 
church.”  She  suggested  tv  stations 
should  have  professional  child  experts 
on  their  staffs. 

Dr.  Leo  Bartemeier,  medical  director 
of  the  Seton  Psychiatric  Institute,  Balti- 
more, minimized  tv’s  adverse  effects  on 
youth.  “By  the  time  children  are  old 
enough  to  watch  tv  their  basic  patterns 
are  already  established.  Their  reactions 
to  tv  programs  are  the  same  as  their 
reaction  to  family  or  teacher,”  he  said. 
Parents  who  blame  tv  for  their  chil- 
dren’s misbehavior  are  only  denying 
their  own  responsibility,  he  asserted. 

Excessive  Viewing  ■ Dr.  Chester  D. 
Babcock,  executive  director  of  instruc- 
tion and  curriculum  research,  Seattle 
public  schools,  said  that  excessive 
watching  of  tv  or  listening  to  radio 


was  the  major  evil  or  problem.  He  com- 
mended etv  as  a teaching  aid. 

Newspapers,  magazines  and  comic 
books  also  received  passing  criticism 
from  various  speakers. 

Programs  cited  by  the  mass-media 
forum  as  “true  to  life,  wholesome  and 
presenting  positive  ideals  with  a de- 
sired emphasis”  were:  Father  Knows 
Best,  Leave  It  to  Beaver,  the  Danny 
Thomas  Show,  Walt  Disney  programs, 
Twentieth  Century  and  Omnibus. 

Hallmark  plans  fund 
for  tv  drama,  writing 

Establishment  of  the  Hallmark  Fund 
for  Television  Drama  and  the  inaugura- 
tion of  an  international  teleplay  writing 
competition  were  announced  last  week 
by  Hallmark  Cards  as  a two-point  pro- 
gram to  stimulate  the  writing  of  original 
dramatic  works  for  tv.  Both  activities, 
set  up  as  part  of  the  celebration  of  the 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST). 

NBC-TV 

April  4-8,  11-13  (6:30-7  a.m.)  Con- 
tinental Classroom. 

April  4-8,  11-13  (11-11:30  a.m.)  Price 
Is  Right,  participating  sponsors. 

April  4-8,  11-13  (12:30-1  p.m.)  It 
Could  Be  You,  participating  sponsors. 

April  5,  12  (8:30-9:30)  Ford  Startime, 
Ford  through  J.  Walter  Thompson. 

April  5,  12  (9:30-10  p.m.)  Arthur 

Murray  Party,  P.  Lorillard  through  Lennen 
& Newell  and  Sterling  Drug  through  Nor- 
man, Craig  & Kurrimel. 

April  6-13  (8:30-9  p.m.)  Price  Is  Right, 
Lever  through  Ogilvy  Benson  & Mather  and 
Speidel  through  Norman,  Craig  & Kummel. 

April  6-13  (9-10  p.m.)  Perry  Como's 
Kraft  Music  Hall,  Kraft  through  J.  Walter 
Thompson. 

April  7 (9:30-10  p.m.)  The  Ford  Show, 
Ford  through  J.  Walter  Thompson. 

April  8 (8:30-10  p.m.)  Art  Carney 
Show,  A.C.  Sparkplug  through  Campbell- 
Ewald  & United  Motors  Service  through 
D.P.  Brother. 

April  9 (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

April  9 (10:30-11  a.m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

April  9 (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

April  10  (9-10  p.m.)  Dinah  Shore  Chevy 
Show,  Chevrolet  through  Campbell-Ewald. 

April  10  (11  a.m. -noon)  Palm  Sunday 
Church  Service,  from  Christ  Episcopal 
Church  in  Cincinnati,  Ohio. 

April  10  (2-4:30)  NBC  Opera  Co.  pre- 
sents Mozart's  Don  Giovanni,  Florist's  Tele- 
graph Delivery  through  Keyes,  Madden  & 
Jones. 

April  10  (6:30-8  p.m.)  Hallmark  Hall  of 
Fame,  Hallmark  through  Foote,  Cone  & 
Belding. 

April  10  (8-9  p.m.)  Our  American  Heri- 
tage, sustaining. 

April  11  (10-11  p.m.)  The  Steve  Allen 
Plymouth  Show,  Plymouth  through  N.W. 
Ayer. 


greeting  card  company’s  50th  anniver- 
sary this  year,  are  expected  to  continue 
indefinitely,  J.C.  Hall,  president,  said 
Wednesday  (March  30)  in  announcing 
the  program  in  Los  Angeles. 

The  fund  was  described  as  a revolv- 
ing sum  of  from  $50,000  to  $250,000 
which  will  be  available  to  George 
Schaefer,  producer-director  of  the 
Hallmark  Hall  of  Fame  series  on  NBC- 
TV,  to  draw  on  in  purchasing  original 
tv  dramas  and  in  financing  the  awards. 
The  first  competition  will  get  under  way 
immediately  with  a Sept.  1 deadline  of- 
fering cash  prizes  of  $5,000,  $3,000 
and  $1,500  for  original  90-minute 
dramatic  scripts  suitable  for  presenta- 
tion in  tv. 

Citing  the  success  of  “Little  Moon 
of  Alban,”  one  of  the  few  originals  to 
have  been  used  on  the  Hallmark  Series, 
Mr.  Schaefer  said  that  while  funds  have 
always  been  available  for  the  purchase 
of  original  scripts  for  Hall  of  Fame, 
the  new  setup  will  enable  him  to  com- 
mission treatments  and  to  encourage 
top  professional  writers  as  well  as  un- 
knowns to  turn  their  hands  to  tv 
dramas.  “If  two  out  of  next  year’s  six 
Hall  of  Fame  broadcasts  turn  out  to  be 
originals,  I’ll  feel  extremely  happy,”  he 
said. 

Schubert  returns 

In  a turnabout  transaction,  Bernard 
L.  Schubert  Inc.,  New  York,  reported 
last  week  that  control  of  the  company 
has  been  re-assumed  by  Mr.  Schubert 
and  his  financial  supporters.  National 
Outlook  Corp.,  a New  York  investment 
company,  had  assumed  control  recently 
of  the  tv  film  production-distribution 
company  on  the  basis  of  debts  owed  by 
the  Schubert  company  (Broadcasting, 
March  7 ) , but  the  Schubert  group  since 
has  retired  all  the  debts. 

Medical  scoop 

The  life-saving  discovery  of  two 
chemical  regulators  which  prevent  fatal 
hemorrhaging  in  lukemia  was  first  an- 
nounced on  the  weekly  Hospital  Cor- 
ridors program  on  WTOL-TV  Toledo, 
Ohio.  The  program,  usually  seen  at  2 
p.m.  Saturdays,  was  shifted  to  a pre- 
empted half-hour  of  prime  time — Wed- 
nesday, March  23,  8 to  8:30  p.m. — 
due  to  the  significance  of  Dr.  Bernhard 
Steinberg’s  announcement.  Dr.  Stein- 
berg said  on  the  program  that  the  effect 
of  the  regulators  on  lukemia  patients 
can  be  roughly  compared  to  the  use 
of  insulin  on  diabetics,  but  he  empha- 
sized that  the  discoveries  would  not  be 
available  for  public  use  for  at  least  two 
more  years.  Dr.  Steinberg,  a Toledo 
pathologist,  has  been  working  with 
blood  cells  for  14  years.  Hospital  Cor- 
ridors is  produced  by  WTOL-TV  in 
cooperation  with  the  Hospital  Council 
of  Toledo. 
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Ample  supply  of  shows  on  hand  to  fill  next  year’s  vacancies 
Producers  emphasize  situation  comedies  instead  of  westerns 


A healthy  abundance  of  tv  program 
pilot  films  and  tapes  is  on  hand  to  help 
fill  the  vacancies  in  next  fall’s  network 
schedules. 

However,  since  about  two-thirds  of 
next  season’s  programs  will  be  addi- 
tional chapters  of  existing  shows,  the 
spring  pilot  market  is  definitely  a 
“buyers  market.” 

What  is  left  open  is  important, 
though.  It’s  about  25  hours  of  network 
time  each  week.  That’s  room  for  50  new 
half-hour  programs.  At  an  average  pro- 
duction cost  of  $40-50,000  per  half- 
hour,  this  adds  up  to  better  than  $2 
million  weekly. 
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Currently  eyeing  those  network  time- 
slots  are  the  producers  of  more  than 
150  pilots.  In  some  cases  the  pilot  is 
ready  for  showing.  In  some,  the  script 
is  ready  for  filming  or  taping.  In  other 
cases  the  idea  is  still  in  the  talking 
stage.  Only  a handful  will  succeed  in 
completing  the  full  course  from  creator 
to  producer  to  sponsor  to  network,  thus 
assuring  financial  backing  for  produc- 
tion of  a series  of  26  or  39  programs. 
Of  the  network  rejects,  some  will  show 
up  in  syndication  for  sale  to  individual 
tv  stations. 

Along  Agency  Row  ■ In  New  York, 
the  major  agencies  are  already  screen- 


ing the  pilots  of  potential  new  tv  shows. 
Last  week,  Broadcasting  took  a cross 
section  sampling  of  agency  reactions 
and  opinions.  (Top  programming  execu- 
tives were  checked  in  each  case.) 

On  the  basis  of  pilots  seen  so  far, 
it  appears  that  situation  comedies  are 
receiving  the  chief  emphasis  of  the  pro- 
duction companies. 

The  current  move  in  programming 
appears  to  be  toward  the  non-violent, 
lovable  and  light  format  of  family  situ- 
ations that  entertain  without  shocking. 
Westerns  are  still  being  pushed.  But 
there  are  fewer  western  pilots  as  so 
many  of  the  current  quick-draw,  shoot- 
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Photo  at  left  ■ In  the  past  few 
weeks  agencies  have  been  holding 
screenings  such  as  this  one  in 
New  York  at  McCann-Erickson 
(of  MGM-TV’s  Dr.  Kildare  pilot 
film).  At  right  (1  to  r):  Thomas  P. 
Losee,  executive  vp  and  assistant 
general  manager;  Thomas  A.  Mc- 
Avity,  vice  president,  client  serv- 
ices; Mary  Harris,  director,  tv- 
radio  programming  services; 
backs  to  camera:  George  Newi 
(foreground),  junior  executive, 
new  program  development;  Hal 
Graham,  director,  tv-radio  client 
services;  Curt  Peterson,  account 
executive,  all  M-E  Productions 
(programming  division  of  agency). 


em-up  series  are  slated  to  continue  next 
year. 

The  buying  of  series  on  the  basis  of 
pilots  is,  for  the  most  part,  in  advance 
of  last  season.  But  so  much  of  a client’s 
buying  decision  is  keyed  to  a network 
“lock  up”  of  schedule  that  there  is 
still  some  time  to  go  before  the  buying 
of  pilots  reaches  a peak. 

Same,  Better,  Bad  ■ In  the  opinion 
of  agencies  checked,  the  quality  of  pi- 
lots seen  ranges  from  the  “same  as  last 
year”  to  “a  little  better” — or  as  one 
agency  put  it;  “bad.” 

Agencies  interviewed  included  J. 
Walter  Thompson;  McCann-Erickson 
(M-E  Productions,  Inc.),  Benton  & 
Bowles;  Sullivan,  Stauffer,  Colwell  & 
Bayles;  William  Esty;  Grey  Adv.; 
Fletcher  Richards,  Calkins  & Holden; 
Cunningham  & Walsh,  and  another 
major  tv  agency  that  asked  that  it  not 
be  identified  by  name. 

Reason  for  the  agency  executive 
seeking  anonymity  became  obvious 
when  he  said  he  had  seen  70  or  80  pi- 
lots and  could  point  to  only  “one  or 
two  I could  flip  over.”  A half-dozen  to 
a dozen,  he  said,  were  “interesting”  but 
the  “concept  or  director  should  have 
been  changed.”  His  overall  judgment: 
run  of  the  mill  “except  for  a very  few 
which  were  extremely  poor.” 

One  agency  noted  that  one-hour  net- 
work shows  generally  appear  to  be  com- 
mitted. But,  half-hours  “are  not  locked 
up  more  than  usual.” 

Early  Buys  ■ Benton  & Bowles  re- 
ports it  has  purchased  three  shows — 
two  for  General  Foods  (The  Andy  Grif- 
fith Show  produced  by  Marterto  and 
Angel  produced  by  CBS  Films)  and  a 
third,  for  Procter  & Gamble  (Peter 
Loves  Mary  starring  Peter  Lind  Hayes 
and  Mary  Healy  and  produced  by  Four 
Star  Productions).  Angel  will  be  on 
CBS-TV.  The  other  two  are  not  yet  set. 
B&B  buying  is  ahead  of  its  1959  pace. 

In  another  purchase  last  week,  it 
was  announced  that  Kaiser  Industries 
has  purchased  Hong  Kong  an  hour-long 


show  for  exposure  on  ABC-TV  next 
fall  (see  page  113). 

Buying  on  the  networks  is  still  un- 
settled. One  large  agency  said  the  situa- 
tion varies  according  to  advertiser.  In 
some  instances,  networks  are  unable  to 
answer  client  orders.  In  general,  ABC  is 
scheduling  earlier,  the  situation  is 
spotty  at  NBC  while  CBS  appears  “un- 
willing” to  lock  up  its  schedule  this  far 
in  advance. 

William  Esty  observed  that  one  rea- 
son for  advance  selling  of  pilots  is  the 
need  for  producers  to  have  more  time 
to  start  production  once  a plot  has  been 
accepted.  It  was  added  that  the  danger 
of  a writers’  strike  “could  defeat  every- 
body’s purpose.” 

Agencies  generally  agreed  there’s  a 
sharper  advertiser  interest  in  situation 
comedies  but  “no  slack  in  interest”  for 
westerns,  which  continue  at  about  last 
year’s  level.  Also  mentioned:  private  eye 
shows,  mysteries  and  non-western  ac- 
tion programs. 

The  Catalog  ■ The  following  list  of 
capsule  descriptions  of  1960  pilots  was 
assembled  by  Broadcasting  in  Holly- 
wood as  a spring  buyer’s  guide  of  tv 
shows  now  in  the  making.  The  list  is 
not  complete.  No  such  compilation  ever 
could  be  when  listed  items  are  being 
dropped  and  new  ones  added  almost 
daily.  But  it  does  give  an  indication  of 
what  may  be  added  to  the  nation’s  tv 
diet  come  fall. 

(Unless  otherwise  noted,  the  indi- 
vidual series  is  a half-hour  show,  on 
film,  in  black-and-white.) 

Action-adventure 

Arena — A young  sports  promoter 
and  his  society  girl  friend  are  the  cen- 
tral characters  in  this  behind-the-scenes 
sports  series,  created  by  Art  and  Jo 
Napoleon  for  Ron  Com.  Producer: 
Nert  Nodella.  Executive  producer:  Al- 
vin Cooperman.  Harry  Julian  wrote  the 
pilot,  to  be  filmed  this  month  at  20th 
Century-Fox  Tv. 

Asphalt  Jungle  — An  incorruptible 
police  commissioner  attempts  to  clean 
up  a corrupt  city  in  this  tv  version  of 
the  MGM  movie,  an  hour-long  series 
which  MGM-TV  is  packaging  for 
ABC-TV. 

The  Barbarians — The  second  Punic 
War  (218-201  B.C.),  when  Hannibal’s 
armies  were  invading  Italy,  is  the  set- 
ting for  this  adventure  series  of  60- 
minute  color  shows  which  Mahin-Rack- 
in  Productions  will  film  this  spring  on 
location  around  Rome  for  NBC-TV. 
John  Lee  Mahin  and  Martin  Rackin 
are  co-producers  and  will  also  write 
some  of  the  scripts.  Jack  Palance  will 
star. 

The  Beachcomber  — Adventure  and 


humor  in  a South  Seas  setting.  Filmas- 
ter  is  producing  at  Republic  Studios 
and  on  location  in  Hawaii.  Producer: 
Joseph  Shaftel.  Writer:  Walter  Brown 
Newman.  Star:  Cameron  Mitchell. 

The  Blue  and  the  Gray — Ben  Can- 
field  (Darryl  Hickman)  is  a Union 
soldier;  his  brother  Jeff  (Dick  Davalos) 
wears  the  Confederate  gray,  in  this 
Civil  War  series  of  60-minute  telecasts 
which  NBC-TV  is  readying.  James 
Warner  Bellah  is  writing  the  scripts 
from  authentic  narratives  collected  by 
historian  Henry  Steele  Commager, 
story  consultant  for  the  series.  Pilot  is 
being  filmed  at  MGM  with  Gordon 
Kay  as  producer,  R.G.  Springsteen  as 
director. 

The  Boston  Terror- — A Harvard 
trained  criminologist,  played  by  Robert 
Vaughn,  is  the  focal  point  of  this 
Homewood  Productions  series,  created 
by  Blake  Edwards,  who  will  supervise 
the  entire  production,  and  Tom  Wald- 
man,  who  wrote  the  pilot  with  Frank 
Waldman.  Tom  Waldman  produced 
the  pilot  and  will  produce  the  series. 

Box  13- — A fiction  writer  uses  clas- 
sified ads — “will  go  anywhere,  do 
anything.  Box  13” — to  get  material  for 
his  novels. in  this  series,  based  on  Alan 
Ladd’s  radio  show.  A Jaguar  Produc- 
tions package,  with  Alan  Ladd  as  pro- 
ducer, William  Leslie  as  star.  Pilot  was 
filmed  at  Paramount. 

The  Brothers  Brannagan  — Two 
brothers,  one  serious,  the  other  easily 
diverted  from  business,  especially  by  a 
girl,  are  partners  in  a Phoenix  detective 
agency  in  this  CBS  Films  series.  Steve 
Dunn  and  Mark  Roberts  are  starred. 
Wilbur  Stark  is  producer.  Six  episodes 
have  been  filmed  at  MGM. 

Call  Me  First — -“If  in  trouble  call 
me  first,”  read  the  ads  placed  by  a mod- 
ern day  Don  Quixote  who  relieves  the 
monotony  of  his  daytime  occupation 
as  owner-manager  of  a book  store  by 
aiding  those  in  trouble.  Reed  Maxwell 
and  Jackie  Coogan  are  co-starred  in 
this  CBS  Films  series,  created  and  pro- 
duced by  Herb  Meadow,  with  Paul 
Stewart  as  director.  Pilot  went  before 
the  cameras  March  24. 

Canine  Six — The  Canine  Corps  of 
the  Baltimore  Police  Dept,  provides  the 
setting  for  this  hour-long  series  which 
Sharpe-Lewis  Productions  is  producing 
for  CBS-TV.  Don  Sharpe  and  Warren 
Lewis  created  the  series  and  are  co- 
producers. Nat  East  is  the  star.  Pilot 
was  filmed  on  location  in  Baltimore. 

Danger  Zone — Real  events,  recorded 
by  Pathe  newsreel  cameramen,  and  in- 
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Mutual  affiliates  are  giving  network 
clients  over  90%  clearance  in  peak 
daytime  hours.  You  don’t  do  that 
if  you’re  unhappy. 

Mutual  Stations  are  making  more 
money  than  they  ever  made  before. 
Certainly  that’s  a most  happy  picture. 

The  total  audience  reached  by  the 
affiliated  stations  is  larger  than  it  ever 
was  in  the  New  Mutual’s  history. 

That  makes  us  feel  pretty  good,  too. 

Matter  of  fact  we’re  throwing  a party 
at  the  convention  to  celebrate  the  fact 
that  everybody’s  happy. 

WE’RE  IN  THE  ROYAL  SKYWAY  SUITE 
AT  THE  CONRAD  HILT0N-R00M  2304 
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terviews  with  men  who  took  part  in 
them,  make  up  this  documentary-action 
series  which  Ross-Danzig  is  producing 
for  distribution  by  Crosby/ Brown  Pro- 
ductions. Col.  Gregory  (Pappy)  Boy- 
ington  is  host. 

The  Drumbeater  — The  old  west 
(1870’s)  is  the  setting,  but  the  hero  is 
no  hard  riding,  fast  shooting  cowboy, 
he’s  a press  agent  in  this  series  created 
by  Billy  Friedberg  and  Doc  Simon. 
Tony  Randall  will  star.  Ed  Montagne 
will  produce,  with  Abner  Greshler  as 
executive  producer.  Co-producers:  CBS- 
TV,  R.G.  Productions  and  Bonnaker 
Productions. 

For  Men  Only — Lee  Cobb  will  act 
as  host  and  narrator  of  this  anthology 
series  of  adventure  stories  that  will  be 
filmed  at  Desilu  for  ABC-TV. 

The  Glorious  Fourth — The  exploits 
of  the  fourth  regiment  of  the  Confed- 
erate army  are  shown  in  this  Screen 
Gems  series,  written  and  produced  by 
Richard  Simmons  and  starring  Dick 
Yorke.  William  Sackheim  is  executive 
producer.  Initial  episode  is  to  be  used 
as  tonight’s  (April  4)  program  of  the 
Alcoa  Theatre  series  on  NBC-TV. 

Headquarters  — New  York’s  Head- 
quarters Squad  provides  the  setting  of 
this  police  drama  series.  Alvin  Boretz 
wrote  the  pilot;  Franklin  Schaffner  is 
the  producer.  Schalfner-Boretz  is  pro- 
ducing it  for  NBC-TV. 

Hollywood  Angel — This  differs  from 
the  usual  Hollywood-based  adventure 
series  in  that  the  central  character, 
Christopher  Angel  (played  by  Robert 
Webber),  is  a public  relations  man, 
not  a private  eye.  NBC-TV  is  produc- 
ing, with  Richard  Berg  as  writer-pro- 
ducer. 

Hong  Kong — A foreign  correspond- 
ent, Rod  Taylor,  whose  newsbeat  is 
Asia,  is  the  central  figure  of  this  series, 
created  by  Robert  Bruckner,  with  Wil- 
liam Self  as  executive  producer.  20th 
Century-Fox  Television  produces  for 
ABC-TV,  which  will  broadcast  the 
hour-long  series  Wednesdays,  7:30- 
8:30  p.m.,  with  Kaiser  Industries  as 
sponsor. 

The  Iron  Horseman — Adventures  in 
the  early  days  of  railroading  in  the 
Southwest.  Pilot,  to  be  produced  by 
Mirisch  Video  for  NBC-TV,  with  Wil- 
liam H.  Wright  as  producer,  was  writ- 
ten by  Leslie  Stevens  and  Richard  Alan 
Simmons. 

The  Islanders  — Attractive  con  - girl 
teams  up  with  two  young  adventurers 
(male)  to  start  an  air  line  operating 


among  the  islands  of  the  South  Pacific. 
Diane  Brewster,  Bill  Reynolds  and 
James  Philbrook  are  starred.  MGM-TV 
has  completed  pilot  for  ABC-TV.  Pro- 
ducer: Richard  Bare,  who  also  created 
the  series  of  hour-long  programs. 

Jericho — A gentleman  gunman  (Guy 
Madison)  accepts  assignments  as  an 
unofficial  secret  service  agent  for  the 
President  and  others  in  a late  19th 
century  period.  Guy  Madison  Produc- 
tion is  packaging;  Herb  Meadow  wrote 
the  pilot,  which  was  produced  by  Helen 
Ainsworth,  with  Herbert  Mendelson 
as  associate  produced. 

Joe  Domino — A man  who,  for  mon- 
ey, will  get  done  things  not  easily  ac- 
complished through  usual  methods,  is 
the  title  character  in  this  series  which 
Filmways  Tv  Productions  is  preparing. 
A1  Simon  is  producer.  Leonard  Heide- 
man  wrote  the  pilot,  which  will  be 
filmed  when  the  lead  has  been  cast. 

Jim  Dandy — John  Raitt,  portraying 
a traveling  salesman  in  the  West  in  the 
1890’s,  will  occasionally  do  a bit  of 
singing  along  with  his  acting.  Filmaster 
is  packaging  this  series,  created  by  Her- 


man Hoffman  and  Jack  Emanuel,  with 
Ned  Perrin  as  producer.  Pilot  is  com- 
pleted. 

King  of  Diamonds — The  New  York 
diamond  market  is  the  setting  for  this 
CBS-TV  packaged  series,  which  Harry 
Tatleman  will  produce.  Harold  Med- 
ford wrote  the  pilot. 

Klondike — The  Yukon  gold  rush  of 
1897-99  is  the  setting  for  this  adven- 
ture series,  based  on  Pierre  Barton’s 
book,  “The  Klondike  Fever.”  Ziv  Tele- 
vision Programs  is  filming  the  pilot  for 
NBC-TV.  Producer:  William  Conrad. 
Writer  (pilot):  Sam  Peckinpah.  Star: 
Ralph  Taegar. 

Las  Vegas  Beat — The  nation’s  gam- 
bling capital  and  its  lavish  entertain- 
ment spots  provide  the  background  for 
this  series  to  be  produced  by  Goodson- 
Todman  in  association  with  Fenady- 
Kershner  - Kowalski.  Andrew  Fenady, 
Irvin  Kershner  and  Bernard  Kowalski, 
conceived  the  idea  and  will  serve  as 
writers  and  producers  of  the  series. 

Latitude  Zero  — Adventures  under- 
water comprise  this  science-fiction  type 


Hong  Kong-ward  ■ At  least  one  tv 
pilot  has  found  an  angel  for  next  year. 
A group  from  the  U.S.  mainland 
journeyed  to  Honolulu  to  sign  up 
Kaiser  Industries  for  Hong  Kong,  one- 
hour  series  to  premiere  on  ABC-TV 
next  season.  Principals  in  the  deal  are 
Henry  J.  Kaiser  (seated  1)  and  ABC- 
TV  President  Oliver  Treyz  (seated  sec- 


ond from  r).  Others  at  the  luau  (1  to 
r):  Edgar  F.  Kaiser,  president  of  Kaiser 
Industries;  Peter  G.  Levathes,  president 
of  20th  Century  Fox  Televison;  Mort 
Werner,  vice  president  in  charge  of  tele- 
vision operations,  Young  & Rubicam, 
New  York,  and  William  Calhoun, 
Young  & Rubicam  vice  president  in  San 
Francisco. 
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Mass  audience  museum  ■ Vincent 
Van  Gogh  stands  to  gain  an  unprec- 
edented audience  of  millions  in  a 
week  over  the  “day  watch’’’  service 
on  WNTA-TV  New  York.  Paint- 
ings such  as  “Starry  Night”  (above 
r.)  from  five  museums  are  shown 
hourly  on  the  nine-hour  show,  Mon- 
day through  Saturday.  WNTA-TV 
puts  its  weekly  audience  at  1.4  mil- 
lion different  homes  and  1.6  million 
patrons  of  shopping  areas.  Art  col- 
lector Selig  S.  Burrows  is  consult- 
ant on  the  project  which  offers  paint- 


series,  filmed  in  color  and  combining 
live  and  animation  sequences  with  spe- 
cial effects.  Created  by  Anne  and  Tod 
Sherdeman.  Don  Sharpe  and  Warren 
Lewis  are  co-producers.  Not  cast  yet. 

Love  and  War — -A  pair  of  tv  camera- 
men, Richard  Greene  and  Robert 
Strauss,  chase  news,  adventure  and 
dames  in  this  comedy-adventure  series 
to  be  filmed  by  Revue  Productions  for 
CBS-TV.  Producer:  Richard  Irving. 

Initial  episode  will  be  seen  as  a G.E. 
Theatre  program. 

The  Man — An  undercover  operator 
(Neville  Brand)  fights  crime  on  a glo- 
bal scale  in  this  series  created  by  Ber- 
nard Girard,  who  is  also  writer-pro- 
ducer, with  Philip  N.  Krasne  as  execu- 
tive producer.  Pilot  was  filmed  at  Cal- 
ifornia Studios. 

The  Man  from  Washington — Based 
on  files  of  the  U.S.  Dept,  of  Interior. 
NTA  will  film  pilot  in  April.  Producer: 
Adrian  Samish.  Writer:  Bill  Ballinger. 
NTA  supervisor:  Frank  De  Felitta. 

Man  on  the  Beach — The  seaside  su- 
burb of  Los  Angeles,  Santa  Monica,  is 
the  scene  of  this  detective  series,  pro- 
duced by  La  Mesa  Productions  in  con- 
junction with  CBS-TV.  Dewey  Martin 
and  Lucy  Marlowe  star  in  the  pilot.  A1 
Scalpone  is  the  producer. 

Maritime  Lawyer — An  attorney  spe- 
cializing in  maritime  law  has  adven- 
tures on  the  seven  seas.  NTA  will  film 
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ings  from  the  Museum  of  Modern 
Art,  Whitney  Museum,  Guggenheim 
Museum,  Brooklyn  Museum  and 
Newark  Museum.  WNTA-TV  tele- 
vises a quantity  of  its  own  “live”  art 
in  the  course  of  a day,  focusing 
cameras  on  mechanical  toys,  animals, 
goldfish,  babies,  children  and  other 
sights  over  a musical  background. 
A total  260  shopping  areas  are 
equipped  for  “Daywatch  Storevi- 
sion,”  including  supermarkets,  drug 
stores,  laundry  centers,  appliance 
stores,  luncheonettes  and  restaurants. 


pilot  in  April.  Producer:  Lindsley  Par- 
sons. Writer:  Jameson  Brewer.  NTA 
supervisor:  Frank  De  Felitta. 

Mountain  Man  — Rocky  Mountain 
guides  are  the  heroes  of  this  CBS-TV 
produced  series,  starring  Peter  Palmer. 
James  Gunn  and  Hunt  Stromberg  Jr. 
created  the  story  idea,  pilot  was  written 
by  Kathleen  Hite,  produced  by  Norman 
Macdonnel,  directed  by  Louis  King. 

Naked  City — New  York  policemen 
are  the  heroes  of  this  hour-long  series, 
sequel  to  half-hour  series  now  on  ABC- 
TV  and  headed  for  the  same  network. 
Herbert  B.  Leonard  is  producer.  Filmed 
in  New  York  by  Screen  Gems. 

Port  of  Entry  — Spies,  narcotic 
smugglers  and  gunrunners  are  only  a 
few  types  against  whom  the  U.S.  Im- 
migration Service  maintains  constant 
vigilance.  A USIS  New  York  area  op- 
erative is  the  hero  of  this  action  series, 
which  Jack  Chertok  Productions  is 
making  for  NBC-TV.  Barry  Trivers 
wrote  the  pilot  which  Mr.  Chertok  will 
produce. 

The  Quiet  Three — Guitarist  Duane 
Eddy  stars  as  a musician  with  a travel- 
ing band  in  this  tv  tape  series  of  ad- 
venture with  music,  produced  by  Greg- 
mark  Productions.  Ben  De  Motto 
wrote  the  pilot.  He  and  Mr.  Eddy  are 
co-producers  with  Lester  Sill  and  Lee 
Hazlewood. 

Raven — Lt.  Raven  of  Los  Angeles 


County  sheriff’s  office  patrols  Sunset 
Strip  in  this  series  to  be  produced  at 
Screen  Gems  for  NBC-TV.  Jonas  Sein- 
field  and  Donald  L.  Gold  created  the 
60-minute  series.  William  Sackheim 
will  be  executive  producer.  Stars:  Skip 
Homeier,  in  the  title  role,  and  Paul 
Anka.  Lewis  Reed  wrote  the  pilot. 

The  Renegade — Two  young  oppor- 
tunists, an  Englishman  and  an  Irish- 
man, find  America  in  Civil  War  time 
an  ideal  place  to  pursue  their  search 
for  adventure,  gold  and  girls.  Mahin- 
Rackin  Productions  filmed  a pilot  at 
MGM  of  the  hour-long  color  program 
for  NBC-TV.  John  Lee  Mahin  and 
Martin  Rackin  are  co-producers  of  the 
series  they  created  and  will  write  some 
of  the  episodes.  Steve  Cochran  and 
Richard  Ney  portray  the  two  principal 
characters. 

Rogue  for  Hire — A World  War  II 
aviator,  still  seeking  adventure,  becomes 
a charter  pilot.  Created  by  Seton  I. 
Miller,  with  Philip  N.  Krasne  as  pro- 
ducer, the  series  stars  Jerome  Thor. 
Pilot  was  filmed  at  California  Studios 
for  CBS  Films. 

Route  66 — Two  teenage  boys  (Mar- 
tin Milner  and  George  Maharis)  seek 
and  find  adventure  on  the  road.  Herb- 
ert B.  Leonard  is  producing  the  pilot 
for  the  60-minute  series  which  Screen 
Gems  will  release. 

Savage  of  the  Deep — Keith  Larsen 
stars  in  this  hour-long  underwater  ad- 
venture series,  packaged  by  Ziv  for 
CBS-TV.  Producer:  Ivan  Tors.  Writer 
of  pilot:  Art  Arthur. 

Sea  Rover — Adventures  on  the  high 
seas  make  up  this  series,  which  Jana 
Enterprises  will  co-produce  with  Screen 
Gems.  Art  and  Jo  Napoleon,  who  cre- 
ated the  series,  will  also  be  its  writers 
and  directors.  Harry  Ackerman  will  be 
executive  producer.  Still  in  planning 
stage. 

Shock  Squad — The  advance  unit  of 
the  Dade  County,  Fla.  (Miami)  sher- 
iff’s office  lives  up  to  its  nickname  in 
this  series,  created  by  John  Florea,  who 
is  producing  it  for  Vortex  Productions. 
Pilot  will  be  filmed  this  spring. 

Simon  Lash,  Detective — Frank  Grub- 
er created  this  Allied  Artists  series,  the 
adventures  of  a detective  in  today’s 
West,  with  Jock  Mahoney  in  the  title 
role.  Pilot  is  completed.  Series  will  be 
syndicated  by  ABC-TV  Films. 

Sinbad  the  Sailor — Animation  and 
live  action  are  combined  in  this  color 
series  which  Charles  Schneer  Produc- 
tions and  Screen  Gems  will  co-produce 
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Broadcast  Music,  Inc. 
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POWERFUL 
15KW 

FM 

TRANSMITTER 


Superior  in  every  way!  That’s  the  opinion 
of  experts  reviewing  the  circuitry  and 
cabinetry  of  the  most  powerful  FM  trans- 
mitter in  regular  production — the  GEL 
FMT10A.  Built  by  the  quality  manufac- 
turer of  successful  multiplex  equipment, 
and  a leader  in  quality  high  power  FM. 


General  Electronic  Laboratories,  Inc. 

195  Massachusetts  Ave.  Cambridge,  Mass.,  University  4-7920,  Sal  Fulchino,  Broadcast  Sales  Mgr. 


See  the  GEL  FMTioA  on 
display  during  the  NAB  Con- 
vention in  Booth  35.  Or  visit 
the  Hospitality  Suite  1200, 
Conrad  Hilton. 


Sold  Nationally  by: 


this  summer  or  fall  for  release  in  1961. 
Producer:  Seymour  Dorner. 

610  Park  Avenue — Private  detectives 
operate  against  an  elegant  New  York 
background  in  this  hour-long  series, 
produced  by  Plautus  Productions  in 
cooperation  with  CBS-TV.  Stars:  Bob 
Sterling  and  Chester  Morris.  Producer: 
Arthur  Lewis.  Executive  producer: 
Herbert  Brodkin.  Pilot  produced  in 
New  York  from  an  original  by  Ernest 
Kinoy. 

Solitaire  — Unlike  the  Maverick 
brothers,  who  operated  in  the  old  West, 
the  brothers  Solitaire  make  modern 
Paris  their  headquarters.  Warner  Bros, 
is  producing  this  hour-long  series  for 
ABC-TV. 

Squad  Car — The  calls  come  in  to 
Police  Headquarters  and  the  squad  cars 
go  out  in  this  series  based  on  the  rec- 
ords of  the  Los  Angeles  Police  Dept., 
packaged  by  Key  Productions  for  syn- 
dication by  Crosby/ Brown  Productions. 
Ed  Leftwich  is  producer-director.  Paul 
Bryar  stars. 

Sunken  Treasure  — Adventures  of  a 
salvage  crew  seeking  buried  treasure, 
packaged  by  Herts-Lion  with  Seaqua- 
rium  in  Miami  as  co-producer. 

The  Sword — Color  series  based  on 
action  Bible  stories,  to  be  packaged  as 
either  half-hour  or  full-hour  programs 
by  Herts-Lion.  Four  scripts  and  13 
outlines  completed. 

Third  Platoon  — Drama,  comedy, 
tragedy  are  all  present  in  this  World 
War  II  series  produced  by  Jaguar  Pro- 
ductions in  association  with  Paramount 
Tv.  Aaron  Spelling  wrote  and  produced 
the  pilot,  with  Alan  Ladd  as  executive 
producer. 

36  Maiden  Lane — An  insurance  in- 
vestigator’s office  in  downtown  Man- 
hattan is  the  scene  of  this  adventure 
series,  co-starring  Scott  McKay  and 
Diana  Van  Der  Vlis.  CBS  Films  will 
produce  in  New  York,  where  George 
Justin,  producer,  will  film  the  pilot 
starting  April  6. 

Thriller — Boris  Karloff  will  be  host 
to  this  anthology  of  hour-long  myster- 
ies, including  adaptations  of  novels  and 
short  stories  and  also  original  scripts. 
Hubbell  Robinson  Productions  is  film- 
ing the  pilot  at  Revue  for  NBC-TV, 
with  Fletcher  Markle  as  producer. 

Turnpike — New  Jersey  State  Troop- 
ers, patrolling  the  turnpike  between 
New  York  and  Philadelphia,  are  the 
heroes  of  this  series  which  CBS  Films 
will  film  on  location  along  the  New 
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Take 
four... 
from 
RCA  j 
Recorded 
Program 
Services 


The  Automotive 
Sales  Library 
New  and  unique : a powerful 
radio  commercial  campaign 
designed  to  tap  the  largest 
source  of  local  radio  revenue 
—new  and  used  car  dealers 
—plus  every  other  business 
associated  with  automo- 
biles. In  the  package : over 
700  lead-ins,  spots,  and 
“featurettes,”  including 
hints  for  car-owners,  and 
informative  sell-spots  on 
every  make  of  used  car  from 
1954  through  1959. 


Thesaurus 
Musical  Library 
Now  in  preparation:  a series 
of  200  L.P.’s  containing  2000 
selections— all  specially 
programmed  for  15-minute 
broadcasts.  These  selections 
are  the  cream  of  the 
Thesaurus  music  library 
and  new  releases  added 
monthly  keep  you  right 
up-to-date. 


The  Jackie 
Robinson  Show 
An  exciting  new  five-minute 
radio  series  starring 
one  of  the  nation’s  most 
dynamic  sports  personalities, 
and  his  big-name  guest 
stars  (such  as  Ed  Sullivan, 
Don  Drysdale,  and  Johnny 
Mathis)  with  anecdotes  of 
great  sports  events.  Audition 
“Jackie  Robinson’s  Sports 
Shots.’’  It’s  available  for 
sponsor  presentation  now. 


Thesaurus 
Commercial  Library 
A low-cost,  high-potential 
commercial  radio  service 
that  gives  local  stations  the 
hig-time  sound.  The  Library 
consists  of  commercial 
campaigns,  station  promotion 
IDs,  singing  jingles,  etc., 
and  each  month  new 
additions  are  made  to  keep 
you  on  top  in  the  solid- 
selling Sixties. 


At  the  NAB  Convention:  Get  the  full  details  on  these  and  other 
Thesaurus  features  in  Suite  600  of  the  Conrad  Hilton. 

RCA  RECORDED  PROGRAM  SERVICES® 

New  York,  Chicago,  Atlanta,  Dallas,  Nashville,  Hollywood 
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PROJECT  MERCURY  SPACE  CAPSULE,  being  developed  by  the  McDonnell  Aircraft  Company,  will  orbit  the  earth  with  a 
human  pilot.  Western  Electric  was  selected  by  the  National  Aeronautics  and  Space  Administration  to  head  up  the  industrial  team 
that  is  building  the  world-wide  tracking  and  ground  instrumentation  network  necessary  to  keep  in  contact  with  the  space  capsule. 


SPACE-AGE  COMMUNICATIONS 


As  the  space-age  becomes  a reality,  Western  Electric's  arsenal  of  communications 
experience  continues  in  the  service  of  the  nation  . . . tracking  astronauts  and 
missiles  in  space  and  shielding  the  nation  with  far-flung  electronic  networks. 


Because  of  our  vast  background  in  handling  complex  electronic 
and  communications  projects  for  the  Bell  Telephone  System,  the 
Government  has  selected  Western  Electric  as  prime  contractor  on 
vital  military  communications,  defense  and  tracking  networks. 

With  high-speed  intercontinental  bombers  in  the  ’50s  came  the 
urgent  need  for  electronic  warning  systems.  When  the  Air  Force 
decided  to  build  a fence  of  radar  stations  across  the  Arctic,  West- 
ern Electric  was  named  prime  contractor  and  completed  the  mas- 
sive project  in  just  32  months.  This  Distant  Early  Warning  ( DEW ) 
Line— since  extended  to  the  Aleutian  Islands  and  soon  across 
Greenland— will  stretch  5,000  miles  in  our  defense. 

We  have  also  been  asked  to  provide  management  services  for 
the  construction  of  the  Semi-Automatic  Ground  Environment 
( SAGE ) System  and  to  design  and  build  the  rearward  communi- 
cations for  BMEWS.  SAGE  will  be  a complex  of  inter-connecting 
computers,  radars  and  other  equipment  making  up  electronic 
ground  environment  in  each  Air  Defense  Sector.  BMEWS  will 
use  long-range  radar  installations  for  rapid  warning  and  precise, 
trajectory  predictions  of  enemy  ballistic  missiles. 

W.E.  has  been  recently  named  by  the  National  Aeronautics  and 
Space  Administration  to  lead  an  industrial  team  which  is  engi- 
neering and  installing  the  global  tracking  and  control  system  for 
manned  space  vehicles.  This  is  “Project  Mercury,”  planned  for 
next  year  to  orbit  an  astronaut  120  miles  in  space. 

We  at  Western  Electric  are  indeed  proud  to  help  provide  the 
United  States  with  the  best  military  communications,  warning,  and 
hacking  systems  that  modern  science  can  achieve. 


BMEWS  SUBMARINE  CABLE  is  laid  by  HMS  Monarch  in  the  remote, 
ice-choked  ocean  north  of  the  Arctic  Circle.  Western  Electric  was 
assigned  the  responsibility  for  development  and  construction  of  the  rear- 
ward communications  for  the  Ballistic  Missile  Early  Warning  System. 


WHITE  ALICE  STATION  perches  among  some  of 
the  roughest  terrain  in  northwestern  Alaska.  Built 
by  W.E.  for  the  United  States  Air  Force,  the  33- 
station  system  provides  Alaska  with  greatly  improved 
military  and  civilian  long  distance  communications. 


SAGE  PROJECTION  SCREEN  presents  situation 
display  to  Sector  Commander  at  Semi-Automatic 
Ground  Environment  direction  center— allowing  a po- 
tential enemy  air  attack  to  be  quickly  detected  and  mis- 
siles and  fighter  aircraft  directed  to  selected  targets. 


DEW  LINE  STATION  on  Baffin  Island  is  part  of 


the  largest  single  defense  system  ever  constructed 
—an  operating  radar  system  across  the  top  of  North 
America,  having  its  own  communications  network. 


WANT  ACTION? 

FOLLOW  ME! 


I'll  flash  your  sales  message 
to  73,496  square  miles  of  the 
U.S.A.  at  one  crack.  It's  the 
huge  market  called  KELO- 
LAND.  No  one  tv  station  could 
possibly  reach  it  all — but  my 
television  booster  hookup 
does.  When  your  message 
beams  on  KELO-tv  Sioux  Falls, 
it  beams  simultaneously 
throughout  103  counties  of 
South  Dakota,  Minnesota, 
Iowa,  Nebraska,  North  Dako- 
ta. Remember — one  rate  card, 
KELO-tv,  delivers  it  all.  You 
get  this  tremendous  action  at 
lower  cost-per-thousand. 

KELO-LAND 

KELO-tv  SIOUX  FALLS;  and  boosters 
KDLO-tv  Aberdeen.  Huron,  Watertown 

KPLO-tv  Pierre.  Valentine,  Chamberlain 
General  Offices:  Sioux  Falls,  S.D. 

Represented  nationally  by  H-R 
In  Minneapolis  by  Wayne  Evans  & Associates 


Jersey  turnpike.  Frank  LaTourette  is 
producer.  Pilot  will  be  made  this 
month. 

The  Venturers — Three  war  veterans 
acquire  a miniature  submarine  which 
they  use  for  salvage  and  other  under- 
water exploits.  Herbert  B.  Leonard  is 
producing  the  series  in  Italy  for  re- 
lease through  Screen  Gems.  Sterling 
Silliphant  is  the  writer.  Stars  are  James 
Brown,  Johnny  Seven  and  Kier  Dullea. 

The  Victim — Files  of  the  Los  An- 
geles coroner’s  inquests  are  dramatized 
in  this  series  which  Herts-Lion  is  pack- 
aging for  syndication  by  Official  Films. 
Five  scripts  by  various  writers  have 
been  completed. 

Whispering  Smith — Detection  in  the 
old  West  is  the  theme  of  this  hour-long 
series,  with  a background  of  the  Denver 
Police  Dept,  in  the  1870’s.  MCA-TV 
is  producing  this  series,  being  filmed 
at  Revue  for  NBC-TV.  Producer: 
Herbert  Coleman.  Executive  producer: 
Richard  Lewis.  Various  writers.  Stars: 
Audie  Murphy,  Guy  Mitchell,  Sam 
Buffington. 

Whodunit — Mystery  anthology,  each 
program  produced  so  that  the  viewer 
has  all  the  clues  needed  to  identify  the 
criminal  before  he  is  revealed  on  cam- 
era. Pilot,  filmed  at  20th  Century-Fox 
Tv  for  NBC-TV,  was  produced  by 
Dominick  Dunne,  from  script  by 
Thelma  Schnee.  Other  programs  are  by 
various  writers. 

Willy  Dante — The  gambler-nightclub 
owner  played  by  Dick  Powell  in  the 
first  Four  Star  series  made  some  years 
ago  is  now  Howard  Duff  in  the  new 
series  being  produced  by  the  same  com- 
pany. Aaron  Spelling  wrote  the  original 
script.  Mike  Meshikoff  is  the  producer. 
Pilot  is  completed. 

The  Yank- — A doctor  who  fought 
with  Sherman  returns  after  the  Civil 
War  to  help  rebuild  the  South  he  had 
helped  destroy.  Goodson-Todman  is 
producing.  Writer-producer:  Andrew 
Fenady.  Star:  James  Drury.  Pilot  now 
being  filmed  at  Paramount.  ABC-TV 
has  first  refusal  right. 

Young  Man  With  a Badge — A po- 
liceman battles  juvenile  delinquency  in 
this  Vortex  series,  created  by  John 
Florea,  who  will  produce  the  pilot  be- 
fore summer.  Bob  Hammer  wrote  the 
initial  script. 

Comedy 

All  in  the  Family — What  happens 
when  a wealthy  family  loses  its  money. 
Pat  Crowley,  Lurene  Tuttle,  Henry  Hull 


and  Adam  West  star  in  pilot  made  at 
Screen  Gems.  Producer:  Winston 
O'Keefe.  Executive  producer:  Harry 
Ackerman.  Writers:  Nate  Monaster, 
Norman  Tokar.  Pilot  was  previewed  on 
the  March  28  broadcast  of  the  Alcoa- 
Goody  ear  Theatre. 

Morey  Amsterdam  Show  — Veteran 
comic  Morey  Amsterdam  stars  in  this 
five-minute  series  being  packaged  by 
Regis  Films  for  syndication  by  both 
tape  and  film.  Shull  Bonsall  is  execu- 
tive producer;  Lee  Orgel  is  producer. 

Angel — The  groom  is  American,  the 
bride  is  French;  that’s  the  special  angle 
of  this  situation  comedy.  Jess  Oppen- 
heimer  is  producer  of  this  CBS  Films 
series,  starring  Annie  Farge  and  Mar- 
shall Thompson,  which  has  been  sold 
to  CBS-TV  for  fall  release. 

Brewster’s  Millions — The  misadven- 
tures of  a man  who  has  to  spend  several 
million  dollars  in  a specified  time,  in- 
spired by  the  best-selling  novel  of  some 
50  years  ago.  Herts-Lion  is  producing. 

Bringing  Up  Mother — An  elderly  but 
lively  lady  is  the  central  character  of 
this  domestic  comedy  series  which  is  in 
the  planning  stage  at  Screen  Gems. 

The  Brown  Horse — Jan  Clayton  will 
star  in  series  to  be  produced  by  Jack 
Chertok  Productions,  with  Mr.  Chertok 
as  producer. 

Calling  Miss  Peters — Love  in  a de- 
partment store  furniture  department  is 
frustrated  by  a store  ruling  against  hus- 
band and  wife  working  together,  in  this 
Screen  Gems  series.  Stars:  Elinor  Dona- 
hue, Tony  Travis.  Creator:  Norman 
Krasna.  Producer:  Eddie  Buzzell.  Ex- 
ecutive producer:  Harry  Ackerman. 

Pilot  will  be  shown  April  25  on  Alcoa- 
Goody  ear  Theatre. 

Chuck — Jack  Benny’s  J & M Produc- 
tions will  produce  this  domestic  comedy 
created  by  Henry  Garson  and  Robert 
O’Brien,  after  casting  and  script  prob- 
lems have  been  settled. 

The  Fred  Clark  Show — The  home  life 
of  a judge,  Fred  Clark,  with  Audrey 
Totter  providing  the  feminine  interest, 
is  depicted  in  this  Revue  series.  Pilot  has 
been  completed. 

Confidentially  Yours  — Dan  Duryea 
stars  as  a human  interest  newspaper 
columnist  in  this  Revue  packaged  se- 
ries, produced  by  Richard  Irving.  Pilot 
is  completed. 

Crusoe’s  Island — Dave  King  is  starred 
as  a man  who  works  on  a privately 
owned  resort-type  island  in  this  Ron 
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Read  All  About  Them 

THE  GJUUWWJI  TELEVISION 
VIEWERSHIP  SURVEY 
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weighs  Five  and  Three-Quarter  Pounds 
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Measures  twelve  by  nineteen  inches  — 
dwarfs  “Broadcasting -packed  with  facts  — 
what  makes  British  Viewers  tick—  who  views 
what,  when,  how  often  — yours  for  the  asking 
— if  you  really  want  it  — just  write: 
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duPont  Award  winners  ■ At  an 

awards  dinner  in  Washington  are 
representatives  of  the  donors  and  re- 
cipients of  the  17th  annual  Alfred  1. 
duPont  Awards  (see  At  Deadline, 
March  28).  Left  to  right:  Carl  E. 
Lee,  executive  vice  president,  Fetzer 
stations,  owner  of  KOLN-TV  Lin- 
coln, Neb.,  winner  of  the  small 
station  award;  A.  James  Ebel,  vice 
president  and  general  manager  of 
KOLN-TV;  Malcolm  Klein,  execu- 
tive vice  president  and  general  man- 
ager of  WNTA-TV  New  York,  win- 
ner of  the  large  station  award;  Mrs. 


Alfred  I.  duPont;  Ted  Cott,  vice 
president,  CBS  News  who  accepted 
the  commentator  award  for  David 
Schoenbrun,  CBS’  Paris  correspond- 
ent, and  Dr.  Fred  C.  Cole,  president 
of  Washington  & Lee  U.,  which 
administers  the  awards. 

The  recipients  receive  $ 1 ,000  each 
in  addition  to  the  plaques.  Under 
the  terms  of  the  awards  program, 
they  have  the  opportunity  to  estab- 
lish scholarships  in  the  communica- 
tions field  in  their  names  and  that 
of  Alfred  I.  duPont  at  the  universi- 
ties of  their  choice. 


Com  series.  Alvin  Cooperman  is  execu- 
tive producer.  Milt  Rosen  wrote  the 
pilot,  to  be  filmed  at  20th  Century-Fox 
Tv  this  month. 

Down  Home — A small  town  editor, 
portrayed  by  Pat  Buttram,  is  the  central 
figure  in  this  series.  20th  Century-Fox 
Television  filmed  the  pilot  for  ABC-TV. 
Hal  Kanter  created,  produced  and  di- 
rected. William  Self  is  executive  pro- 
ducer. 

The  Tom  Ewell  Show  — Madelyn 
Pugh  Martin  and  Bob  Carroll  Jr.  (long 
time  writers  of  I Love  Lucy)  created 
and  wrote  the  pilot  script  for  the  domes- 
tic comedy  series  starring  Tom  Ewell. 
Four  Star  has  completed  the  pilot  of  the 
series,  which  has  been  purchased  by 
CBS-TV.  Tom  McDermott  is  executive 
producer. 

The  Eye  and  I — Misadventures  of  a 
private  detective.  Vortex  Productions 
will  produce  pilot  written  by  Dick 
Donovan  with  John  Florea  as  producer. 

Father  of  the  Bride — This  tv  series, 
which  MGM-TV  is  producing  for  ABC- 


TV,  hopes  to  duplicate  the  success  of 
the  book  and  movie  in  humorously  re- 
counting the  trials  of  a man  whose 
daughter  is  getting  married. 

For  the  Love  of  Mike — Adventures 
of  a teenage  girl,  starring  Shirley  Jones. 
Screen  Gems  has  completed  the  pilot 
for  CBS-TV.  Creator:  Stan  Shapiro. 
Producer:  Ed  Rissen.  Executive  pro- 
ducer: Harry  Ackerman. 

Funny  World  — Jim  Hawthorne  is 
writer,  producer  and  star  of  this  3V2- 
minute  film  series,  which  utilizes  film 
footage  of  amusing  and  unusual  goings- 
on,  with  Mr.  Hawthorne’s  own  brand  of 
comic  comment.  KTTV  Program  Sales 
is  packaging  130  of  these  programs  for 
syndication. 

The  Andy  Griffith  Show — Andy  Grif- 
fith appears  as  a peace  officer  in  a small 
southern  town  in  this  series  which  Gen- 
eral Foods  will  sponsor  this  fall.  Mar- 
terto  Productions  is  packaging  the  series, 
with  Arthur  Standard  as  writer-producer 
and  Sheldon  Leonard,  who  created  the 
idea,  as  executive  producer.  The  pilot 
was  used  as  an  episode  in  the  CBS-TV 


Danny  Thomas  Show,  also  produced 
by  Marterto  and  also  sponsored  by  Gen- 
eral Foods.  Time  and  network  of  the 
new  series  are  not  set. 

Grindl — A domestic  sent  each  week 
by  an  employment  agency  to  a differ- 
ent assignment,  Grindl  (played  by  Mary 
Grace  Canfield),  meets  what  Screen 
Gems,  packager  of  the  series,  describes 
as  “tragedy,  but  a delightfully  tongue- 
in-cheek  sort  of  tragedy,”  on  her  vari- 
ous jobs.  David  Swift  is  creator-writer- 
director-producer.  Pilot  is  available. 

Guestward  Ho  — Joanne  Dru  and 
Mark  Miller  portray  the  young  couple 
from  New  York  who  try  to  run  a dude 
ranch  in  New  Mexico,  adapted  from  the 
Patrick  Dennis  novel.  Desilu  is  filming 
for  ABC-TV.  Producer:  Jerry  Thorpe. 
Writer:  Ron  Alexander. 

The  Happiest  Millionaire — The  home 
life  of  a rich  man  who  refused  to  let 
his  money  interfere  with  his  thoroughly 
enjoying  himself,  based  on  the  Broad- 
way play  of  the  same  title.  Hampshire 
Assoc,  will  produce. 

Happy  — A young  married  couple 
(Ronny  Burns  and  Yvonne  Lime),  an 
old  uncle  (Lloyd  Corrigan)  and  a year- 
old  but  talking  baby  encounter  amus- 
ing problems  in  Palm  Springs,  Calif. 
Ron  Com  Productions  is  packager  with 
Manny  Rosenberg  the  producer,  Alvin 
Cooperman  the  executive  producer, 
George  Brown  and  Frank  Gill  the  writ- 
ers. Pilot  was  filmed  at  20th  Century- 
Fox. 

The  Happy  Time — Home  life  of  a 
French  Canadian  family  at  the  turn  of 
the  century,  based  on  the  successful 
stage  play.  Hollis  Productions  put  the 
pilot  on  tv  tape  at  Paramount  Televi- 
sion Productions.  Stars:  Claude  Dau- 
phin, Mischa  Auer.  Producer:  Charles 
Irving.  Writer:  Samuel  Taylor. 

Harrigan  and  Son — Pat  O’Brien  stars 
in  the  adventures  of  a father  and  son 
who  are  also  law  partners.  Produced 
by  Desilu  for  ABC-TV.  Cy  Howard  is 
writer,  producer  and  executive  producer. 

Harry’s  Business — The  trials  and  trib- 
ulations of  a druggist.  Alvin  Cooperman 
produces  for  Ron  Com.  Writers  are 
Barbara  Hammer  and  Henry  Sharp. 
Ray  Walston  and  Elena  Verduga  are 
starred.  Pilot  is  completed. 

Harry’s  Girls — An  American  enter- 
tainer traveling  in  Europe  with  four 
show  girls;  that’s  the  theme  of  this  se- 
ries, being  produced  in  Europe  by 
Michel  Productions  for  MGM-TV. 

Here  Comes  Melinda — Spring  Bying- 
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CHIEF  ENGINEER’S  REPORT  ON  RCA-6448 


C.  E.  Smith 
WKOW-TV 
Madison,  Wisconsin 


12,000 

"TROUBLE-FREE" 

HOURS 

ON  CHANNEL  27... 
AND  NO 
LET-DOWN 
IN  SIGHT! 


Read  what  Chief  Engineer  C.  E.  Smith  of  WKOW-TV  in  Madison,  Wisconsin,  has  to 
say  about  the  RCA-6448  beam  power  tube: 

“One  of  our  RCA-6448’s  has  clocked  12,000  hours  of  service  in  our  visual  power 
amplifier.  Another  just  passed  the  10,500  hour  mark  in  our  aural  power  amplifier.  Both 
tubes  are  still  delivering  top  performance.  Long  tube  life  like  this  is  a big  item  in  keep- 
ing transmitter  operating  expenses  down.” 

Many  UHF-TV  stations  all  over  the  country  have  discovered  that  proper  care  of  their 
RCA-6448 ’s  often  pays  off  in  extended  service  jar  beyond  normal  tube  life  expectancy . 
Result:  reduced  transmitter  maintenance  and  downtime,  more  hours  of  service  per  tube 
dollar. 

Contact  your  RCA  Electron  Tube  Distributor  whenever  you  need  tubes  for  broad- 
casting and  telecasting  operations.  He  also  carries  a complete  line  of  high-quality  RCA 
Sound  Tape  for  your  convenience. 


RADIO  CORPORATION  OF  AMERICA 

Electron  Tube  Division  Harrison,  N.  J. 


ANOTHER  WAY  RCA  SERVES  THE  BROADCASTING  INDUSTRY  THROUGH  ELECTRONICS 


HOW  TO  GET  MORE  HOURS 
FROM  AN  RCA-6448 

• Use  only  high-quality  water  to  fill  the 
water  system  initially  and  make  provision  for 
continuous  regeneration  of  the  system  water. 
(A  suitable  method  is  given  in  the  RCA-6448 
technical  bulletin.)  Be  liberal  with  water  flow 
through  tube  ducts. 

• Make  certain  that  electronic  protective  de- 
vices are  functioning  properly. 

• "Break-in"  new  tube  in  accordance  with  in- 
structions in  the  RCA-6448  technical  bulletin. 

• Raise  filament  voltage  gradually  (prevents 
undue  thermal  stresses  in  the  filament).  Run 
both  filament  sections  at  same  voltage— ob- 
tained from  well-regulated  supply. 

• Operate  filament  at  lowest  voltage  practi- 
cal for  adequate  emission  (not  less  than 
1.25V  per  section).  During  standbys  of  up  to 
2 hours  reduce  filament  voltage  to  80%  of 
normal  value.  For  longer  periods,  turn  off 
filament  power. 

• Avoid  stresses  at  ceramic  seals— especially 
when  tightening  or  removing  water  fittings. 

• Operate  spare  tubes  periodically. 

• Keep  all  tube  surfaces  CLEAN— to  avoid 
leakage  and  voltage  breakdown. 


VISIT  THE  RCA  EXHIBIT  AT  THE  NAB  CONVENTION 


KJEO-TV 

Central  California’s 
jjljtl  Prime  Time  Station 
with  proof  from  the 
viewers  themselves:* 


Channel 


A WEEK 


DELIVERS  MORE 
VIEWER  HOMES 
FROM  6 to  10  P.M.! 

(Source:  Current  ARB  with  34.8  Rating) 
Yet  KJEO-TV  rates  are 
right  with  the  lowest  in 
the  area.  See  your  H-R 
Representative  early  for 
your  best  prime  time  buys. 


Fresno,  California 

J.E.  O’Neill  — President 


Joe  Drilling  — Vice  President 

and  General  Manager 
W.O.  Edholm — Commercial  Manager 
See  your  H-R  representative  H-R*f 


ton  stars  as  a middle-aged  baby  sitter. 
Screen  Gems  is  packaging.  Producer: 
Charles  FitzSimons,  who  created  the  se- 
ries. Executive  producer:  Harry  Acker- 
man. 

The  Home  Team — Frank  (/  Remem- 
ber Mama)  Gabrielson  created  this  new 
series  about  a widower  (Don  De  Fore) 
with  four  daughters,  aged  8 to  18.  Ron 
Com  is  the  producing  company.  Alvin 
Cooperman  the  producer.  Pilot  is  com- 
pleted. 

Hooray  for  Hollywood — Movie  ex- 
ploitation is  spoofed  in  this  story  of  the 
unhappy  lot  of  the  press  agent  of  a 
publicity-mad  movie  producer.  Jess  Op- 
penheimer  is  executive  producer  of  this 
NBC-TV  series.  Pilot  was  written  by 
Arnold  Rosen  and  Coleman  Jacoby. 

1 Married  a Dog — Rapp-Krasne  Pro- 
ductions are  keeping  the  plot  line  top 
secret  until  the  pilot  is  ready  to  show. 
Philip  Rapp  is  producer;  Philip  N. 
Krasne  is  executive  producer. 

Ivy  League — A middle-aged  ex-Ma- 
rine  decides  to  get  a college  education 
in  this  series  produced  by  Jaguar  Pro- 
ductions in  association  with  Bilbin  Pro- 
ductions. William  Bendix  is  starred. 
Jameson  Brewer  and  Dan  Nathan  creat- 
ed the  series.  Everett  Freeman  produced 
the  pilot,  filmed  at  Revue.  Alan  Ladd 
was  executive  producer. 

Killer  Diller — A marshal  who  would 
rather  sing  than  fight  is  the  hero  of  this 
series,  packaged  by  Warner  Bros,  for 
ABC-TV. 

The  Law  and  Mr.  Jones — The  domes- 
tic life  of  a lawyer,  played  by  James 
Whitmore,  is  the  setting  of  this  domestic 
comedy  series,  produced  by  Four  Star 
and  purchased  by  Procter  & Gamble. 
Cy  Gomberg  is  creator-writer-producer. 

The  Major  and  the  Minor — Gisele 
MacKenzie  will  star  in  this  Jack  Chertok 
series. 

Man  of  the  House — A fatherless  12- 
year-old  boy  (Teddy  Rooney)  assumes 
family  responsibilities  in  the  Rapp- 
Krasne  series.  Philip  Rapp  is  producer 
and  writer  in  collaboration  with  Rich- 
ard M.  Powell;  Philip  N.  Krasne  is  ex- 
ecutive producer.  Pilot  was  filmed  at 
California  Studios. 

My  Sister  Eileen — Anne  Helm  is  the 
beautiful  - but  - dumb  Eileen,  Elaine 
Stritch  her  harassed  sister  Ruth,  in  the 
tv  version  of  the  successful  stories,  play, 
movie  and  musical.  Screen  Gems  has 
completed  the  pilot,  written  by  Don 
Beaumont,  directed  by  Oscar  Rudolf, 
produced  by  Winston  O’Keefe. 


No  Place  Like  Home — Gordon  and 
Sheila  MacRae  portray  themselves  in 
this  family  comedy  centering  on  the 
home  life  of  a tv  actor-producer.  Home 
James  Productions  is  producing  the 
pilot,  created  and  written  by  Ed  James, 
in  association  with  NBC-TV. 

Oh,  Those  Bells  — Three  brothers, 
named  Bell  in  the  script  but  portrayed 
by  the  Wiere  Brothers,  work  for  a 
theatrical  property  house  in  this  series, 
co-packaged  by  CBS-TV  and  Davana 
Productions,  which  also  features  Henry 
Norell  and  Carol  Bryan.  Sam  and  Jules 
White  are  producers,  with  Ben  Brady 
as  executive  producer. 

One  Happy  Family — Three  genera- 
tions are  involved  in  this  family  com- 
edy, featuring  Dick  Sargent  and  Jody 
Warner  as  the  young  couple,  Chick 
Chandler  and  Elizabeth  Frazer  as  the 
father  and  mother  and  Jack  Kirkwood 
and  Cheerio  Meredith  as  the  grandpar- 
ents. Goodson-Todman  is  filming  the 
pilot  at  Desilu  for  NBC-TV.  Produced 
and  written  by  Sid  Dorfman  and  A1 
Lewis. 

Open  All  Year — Alan  King  stars  as 
a nightclub  comic  who  retires  to  a New 
Hampshire  hotel  in  this  comedy  series 
produced  by  Phil  Silvers’  Tracnan  Pro- 
ductions for  CBS-TV.  Pilot  was  filmed 
in  New  York. 

Peter  Loves  Mary  — The  popular 
nightclub  team,  Peter  Lind  Hayes  and 
Mary  Healy,  play  a suburban  husband 
and  wife,  not  entertainers,  in  this  Four 
Star  series,  created,  written  and  pro- 
duced by  Don  Simon.  Pilot  is  completed 
and  series  sold  to  Procter  & Gamble. 

Picture  Window — Created  and  writ- 
ten by  Max  Shulman,  produced  and  di- 
rected by  Rod  Amateau,  this  comedy 
of  suburbia  is  co-produced  by  Cottage 
Industries  (owned  by  Shulman  and 
Amateau)  and  20th  Century-Fox  Tele- 
vision. CBS-TV  reportedly  interested  in 
the  pilot,  which  was  filmed  in  February. 

Pete  and  Gladys — The  neighbors  of 
December  Bride  blossom  out  in  a series 
of  their  own,  starring  Harry  Morgan, 
Cara  Williams  and  Verna  Felton.  CBS- 
TV  has  filmed  the  pilot.  Producer;  Parke 
Levy.  Writers:  Bill  Manhoff  and  Mr. 
Levy. 

Room  For  One  More — Warner  Broth- 
ers is  producing  this  series,  based  on 
the  movie  about  George  and  Anna  Rose 
and  their  adopted  children,  for  ABC- 
TV. 

The  Three  Stooges  Scrapbook — Made 
tv  headliners  by  their  old  movie  shorts, 
the  Three  Stooges  operating  under  Corn- 
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ANEW  HETERODYNE 
MICROWAVE  RELAY  for 


Multihop  and  Terminal  Use 

Designed  and  Produced  by  SARKES  TARZIAN,  Inc. 


FEATURES 


• For  network  or  STL 

• 800  Line  Resolution 

• Full  Repeater  XTAL 
Control 

• Transparent  to  Repeated 
Signal 

• No  Limit  on  Number 
of  Hops 


• Unattended  Operation 

• Terminal  Equipment 
XTAL  Controlled 

• Will  Diplex  Up  to 
Three  15  kc  Sound 
Channels  if  Desired 

• 2000 me  Reliable 
Operation 

• Realistically  Priced 


The  use  of  the  Heterodyne  principle  eliminates  the  linearity  and 
noise  problems  prevalent  in  standard  video  relay  units.  Also,  the 
demodulation  process  is  absent  in  Heterodyne  equipment.  Prob- 
lems in  differential  gain  and  phase  are  eliminated  at  all  except  the 
terminal  points. 


RMW-1A  Heterodyne  Re- 
peater Microwave  unit.  Other 
basic  configurations  include 
a Terminal  Transmitter  and 
Terminal  Receiver 


VISIT  OUR  SPACE  #18  AT  THE  NAB  SHOW 

Write  for  complete  technical  information 
Broadcast  Equipment  Division 

RKES  TARZIAN  INC 

east  hillside  drive,  bloomington,  indiana 
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Meet 


DAREN  F.McGAVREN  Co. 


NEW  YORK  • CHICAGO  • DETROIT 


SAN  FRANCISCO  • LOS  ANGELES  • SEATTLE 


FOR  FACTS  ABOUT  NATIONAL  SALES 

. . . ask  the  man  who  knows ! 


at  the 

EXECUTIVE  HOUSE 


DAREN  F.  McGAVREN,  President 
RALPH  GUILD,  Executive  V.P. 


N.A.B.  CONVENTION 
April  3rd  thru  7th 


here  it  is  . . . QUICK-Q 


the  touch  and  go 
improvement  in  radio 
station  operation 

A combination  player-recorder,  new 
QUICK-Q  is  a compact,  light  weight,  com- 
pletely portable  instrument  that  speeds 
and  simplifies  radio  stations'  use  of  spot 
commercials.  Its  comparatively  low  initial 
and  operating  costs  and  ease  of  operation 
make  this  carefully  engineered  machine 
ideal  for  medium  and  small  size  stations, 
where  investment  in  complex  systems  is 
economically  impossible.  QUICK-Q  per- 
forms precisely  in  proper  sequence  . . . 
handles  spots  ranging  from  10-second 
to  five-minute  duration,  conveniently  car- 
tridged.  QUICK-Q  units  currently  are  on 
the  air.  Complete  information  available 
on  features,  no-obligation  trial  period, 
costs.  Write  today. 

THE  C.  H.  ALVORD  Co. 

10C0  Farmington  Avenue 
West  Hartford,  Connecticut 


edy  III  Productions  are  now  producing 
their  own  tv  series,  each  program  being 
half  live  action,  half  animated  cartoons. 
Norman  Maurer  is  producer;  Elwood 
Ullman  is  writer. 

Three  Wishes — A lovely  girl  (not  yet 
cast),  a genie  (Rustavo  Rajo)  and  an 
Arabian  Nights  type  lamp  are  the  basic 
elements  of  this  series  which  Sharpe- 
Lewis  Productions  is  packaging  for 
NBC-TV.  Series  was  created  by  Douglas 
Fairbanks  Jr.  and  Robert  Riley  Crutch- 
er. Don  Sharpe  and  Wafren  Lewis  are 
co-producers. 

Time  Out  For  Ginger — The  lives  and 
loves  of  the  subteen  set,  adapted  for  tv 
from  the  Broadway  hit  show  by  Ronald 
Alexander.  Ziv  is  producing. 

Tolliver’s  Trolley — The  people  who 
regularly  ride  the  streetcar  between 
downtown  Los  Angeles  and  Venice,  sea- 
side suburban  community,  are  central 
characters  in  this  series,  to  be  pack- 
aged by  a new  company  which  Phil 
Karlson  will  organize  on  his  return  from 
Okinawa,  where  he  is  directing  the 
movie,  “Hell  to  Eternity.”  Series  was 
created  some  years  ago  by  Mr.  Karlson 
and  Steve  Allen. 

The  David  Wayne  Show — A writer 
who  works  at  home,  when  his  family 
permits  him  to,  is  played  by  David 
Wayne  in  this  Revue  series,  based  on 
the  book  by  Arthur  Marx,  who  also 
wrote  the  pilot,  which  has  been  com- 
pleted. 

The  Wonderful  World  of  Wilbur  Pope 
— The  magazine  stories  of  Walter 
Brooks  about  a talking  horse  are  the 
basis  of  this  tv  series,  projected  by  Film- 
ways  Tv  Productions.  Arthur  Lubin  will 
produce. 

Drama 

Band  of  Gold — James  Franciscus  and 
Suzanne  Pleshette  play  husband  and 
wife  in  each  program  of  this  anthology 
series,  but  a different  married  couple 
each  week.  Bud  Norman  created  the  se- 
ries; Katherine  and  Dale  Eunson  are 
the  writers;  Norman  Lear  is  the  pro- 
ducer for  Tandem  Productions,  which  is 
packaging  the  series  in  association  with 
Paramount  Pictures.  Pilot  has  been 
completed. 

The  Defenders — A father-son  lawyer 
team  (E.G.  Marshall  and  Robert  Reed) 
are  the  major  characters  in  this  Reginald 
Rose  60-minute  series,  based  on  an  old 
Kraft  Theatre  program.  Palutus  Produc- 
tions and  CBS-TV  are  co-producers. 
Herbert  Brodkin  is  executive  producer. 
George  Justin  produced  the  pilot  at 
MGM-TV. 

Dr.  Kate — The  life  story  of  a woman 


country  doctor,  to  be  played  by  Jane 
Wyman,  will  be  depicted  in  this  series, 
based  on  the  biography  of  the  late  Dr. 
Kate  Newcomb  by  Adele  Comandini, 
to  be  produced  by  a new  company  be- 
ing formed  by  Miss  Wyman,  Miss  Co- 
mandini and  Josef  Shaftel,  the  producer. 
Pilot  will  be  filmed  by  Filmaster  Pro- 
ductions. 

Dr.  Kildare — Aging  experience  vies 
with  young  enthusiasm  in  a hospital 
setting  in  this  tv  adaptation  of  the  mo- 
tion picture  series.  Lew  Ayres  and  Joe 
Cronin  star,  Collier  Young  produces 
for  MGM-TV. 

Emergency  Ward  — The  emergency 
ward  of  a big  city  hospital  is  the  setting 
for  true-to-life  dramas,  tv  taped  by 
Paramount  Television  Productions  for 
Hollis  Productions.  Producer:  Frank 
LaTourette.  Writers:  Jim  Moser,  Samuel 
Newman,  Ed  Lakso  and  others.  Star: 
Vinton  Hayworth.  Pilot  completed. 

Henry  D. — A small  town  lawyer  is 
the  central  character  in  this  dramatic 
series  which  Tandem  Productions  is 
packaging  in  association  with  Para- 
mount Pictures.  James  Hanlon  wrote 
the  pilot,  which  has  been  filmed.  Bud 
Yorkin  directed;  Norman  Lear  pro- 
duced; Charles  Aidman  and  Tex  Ritter 
are  starred. 

Logan — A young  lawyer  in  a New 
York  law  firm  is  the  central  character 
in  this  hour-long  series  that  Hubbell 
Robinson  is  packaging  for  ABC-TV. 

333  Montgomery  — Real-life  court- 
room adventures  of  Jake  Erlich,  San 
Francisco  trial  lawyer,  taken  from  his 
book,  Never  Plead  Guilty,  are  the  basis 
of  the  tv  series  being  packaged  by 
Screen  Gems.  Gene  Roddenberry  wrote 
and  produced  the  pilot,  filmed  in  San 
Francisco,  with  Robert  Sparks  as  ex- 
ecutive producer  and  DeForest  Kelley 
as  the  lawyer. 

M.R.  — International  lawyers  help 
Americans  abroad  get  out  of  legal  en- 
tanglements in  this  series  to  be  filmed 
by  Vortex  Productions.  Charles  Beau- 
mont wrote  the  initial  script.  John 
Florea  is  creator-producer. 

Municipal  Court — True-to-life  trag- 
edy and  comedy  are  shown  in  these 
courtroom  adventures,  produced  in 
documentary  fashion  by  Hollis  Produc- 
tions and  tv  taped  by  Paramount  Tele- 
vision Productions.  Producer:  Larry 

Menkin.  Writer:  Marvin  Petal.  Star: 
Charles  Irving.  78  episodes  completed 
for  syndication  by  PTP. 

Barbara  Stanwyck  Theater — After  a 
year’s  preparation,  this  series  can  be 
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^ Over  $3,000,000  in 


ales  Since  Jan.  1 


Phoenix,  Ariz, 

Bakersfield,  Calif.#  KLYD 
Fresno,  Calif. 

Los  Angeles,  Calilj  KTLA 
Sacramento,  Califl  KCRA 
San  Diego,  Calif.  '^KFSD 
San  Francisco,  Cali4  KPIX 
Colorado  Springs,  C®lo.  KKTV 
New  Haven,  Conn.  %/NHC 
Washington,  D.  C 
Orlando,  Fla.  WDBO  \ 
Honolulu,  Hawaii  KHVH 
Chicago,  III.  WBBM 
Peoria,  III.  WEEK 
Fort  Wayne,  Ind.  WKJG 
New  Orleans,  La.  WWL 
Bangor,  Maine  WLBZ 
Portland,  Maine  WCSH 
Baltimore,  Md.  WBAL 
Boston,  Mass.  WBZ 
Bay  City-Saginaw,  Mich.  V 
Detroit,  Mich.  CKLW 
Grand  Rapids- 
Kalamazoo,  Mich.  WOOD 
Duluth,  Minn.  WDSM 
Minneapolis-St.  Paul,  Minn. 

St.  Louis,  Mo.  KMOX 
Cape  Girardeau,  Mo.- 
Paducah,  Ky.  KFVS 
Billings,  Mont.  KGHL 
Holdrege-Kearney- 
Hayes  Center,  Nebr.  KHOL 
Omaha,  Nebr.  KMTV 
Albuquerque,  N.  M.  KOAT 
Binghamton,  N.  Y.  WNBF 
New  York,  N.  Y.  WPIX 
Buffalo,  N.  Y.  WKBN 


Bismarck-Minot,  I 


KFYR 


Greenville,  N.  C.  WNCT 
Cleveland,  Ohio  KYW-TV 
Youngstown,  Ohio  WKBN 
Portland,  Ore.  KGW 
Altoona,  Pa.  WFBG 
Lebanon,  Pa.  WLYH 
Philadelphia,  Pa.  WFIL 
Pittsburgh,  Pa.  WTAE 
Lubbock,  Texas  KDUB 
San  Antonio,  Texas  KENS 
Waco-Temple,  Texas  KCEN 
Salt  Lake  City,  Utah  KUTV 
Huntington,  W.  Va.  WSAZ 
Bristol,  Tenn.  WCYB 
Richmond,  Va.  WRVA 
Roanoke,  Va.  WSLS 
Yakima,  Wash.  KNDO 
Spokane,  Wash.  KREM 
Seattle,  Wash.  KING 
Green  Bay,  Wis.  WBAY 


208  All-New 
Episodes  Now 


Fall  Release!!! 


• I consider  POPEYE  the  granddaddy  of  them  all!  We’ve  made  plenty  of  spinach 

with  this  one.  fred  thrower  . . . wpix-tv  . . . new  york  city 

• A new  dimension  for  television’s  No.  1 animated  character— stories  updated — 

animation  topnotch.  james  schulke  . . . ktla  . . . los  angeles,  calif. 

• This  new  series  will  project  POPEYE’ s popularity  far  into  the  future. 

JOHN  D.  SCHEUER  . . . TRIANGLE 

• The  market  can  never  have  enough  of  POPEYE  . . . still  one  of  the  best  central 

characters  around.  bennet  korn  . . . metropolitan  broadcasting 

• A smash  hit ! Our  stations,. large  and  small,  are  delighted. 

SID  COHEN  . . . FILM  SERVICES  CORPORATION 


Audition  Prints  Immediately  Available 


Write,  wire  or  call:  AL  BRODAX,  Director 


ART  GROSS,  Director  of  Sales 


235  East  45th  Street, 
New  York  17,  N.  Y. 


P.S.  Let's  talk  at  the  convention  in  Suite  2335-A 
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Radio* s Newspaper 
of  the  Air 

A Revolutionary  New  Program- 
ming Service  offering  on  Radio 
the  features  people  read  most  in 
their  papers. 

MAKES  STATIONS  SOUND 

* DIFFERENT. 

MAKES  COMMERCIALS 

* MEAN  MORE. 

BECOMES  AN  IMPORTANT 

* PART  OF  TODAY'S  FAST 
PACED  FORMAT. 

ONE  MINUTE  SHOWS.  Comedy, 
Hollywood,  Advice  to  Lovelorn, 
Child  Care,  Health,  Financial, 
Sports,  Woman's  Page,  Boating, 
and  more.  All  designed  to  enter- 
tain and  inform  your  listeners. 

Many  major  markets  are  already 
sold.  Get  the  facts  on  exclusive 
rights  in  your  market  NOW. 

HARRY  S.  GOODMAN 
PRODUCTIONS,  INC. 

1 9 E.  53  St.,  New  York,  22 

NAB  Hospitality  Suite:  1105-A, 
Conrad  Hilton,  Chicago 


DECEMBER  PULSE*  SHOWS1 


Further  proof  that  KIMN  delivers  more 
audience,  more  often,  than  any  other 
Denver  radio  station.  Sell  our  great, 
rich  market  with  Denver's  number  one 
station! 

^DECEMBER, 1959 

guf  I n m gys  key  station 

B IWI  Intermountain  Network 

5,000  WATTS  AT  950 

REPRESENTED  NATIONALLY  BY  AVERY-KNODEL,  INC. 
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developed  either  as  a single-character 
series,  starring  Miss  Stanwyck  as  a Hong 
Kong  adventuress-gambler,  or  an  anthol- 
ogy with  Miss  Stanwyck  as  regular 
hostess  and  occasional  star.  Louis  F. 
Edelman  is  packaging  in  association 
with  NBC-TV.  Producer:  William  H. 
Wright,  with  various  writers  and  direc- 
tors. 

Underground  U.S.A.  — Coleen  Gray 
stars  as  Marion  Miller,  undercover  agent 
and  the  nation’s  most  decorated  woman 
in  this  Rox  Productions  package,  created 
and  produced  by  Alyce  Canfield,  with 
Lew  Landers  as  executive  producer. 
Pilot  has  been  completed.  ABC-TV  has 
the  series  under  option. 

Youth  Court  — Juvenile  Court  pro- 
ceedings are  simulated  in  this  quasi- 
documentary series  video-taped  by  Para- 
mount Television  Productions  for  Hollis 
Productions.  Producer:  James  Tracy. 
Writer:  Marvin  Petal.  Russell  Lane  plays 
the  judge.  78  episodes  completed  for 
syndication  by  PTP. 

Western 

The  Avenger- — The  Sundown  Kid 
(played  by  Vic  Morrow)  seeks  down 
his  father’s  killers  through  the  old  West 
in  the  days  immediately  following  the 
Civil  War.  NBC-TV  is  packaging.  Pro- 
ducer: David  Dortort.  Pilot,  written  by 
Clair  Huffaker  and  directed  by  Chris- 
tian Nyby,  will  be  used  as  a Bonanza 
episode. 

Bordertown — A town  on  the  Mex- 
ican border  provides  excitement  for 
people  from  both  sides  of  the  line  and, 
it  is  hoped,  entertainment  for  today’s 


What's  new  in  Tasmania  ■ 

Screen  Gems  reports  that  Tas- 
manian Tv  Ltd.,  which  operates 
a commercial  station  in  Hobart, 
has  bought  12  series  from  SG, 
described  as  the  “first  purchase 
of  U.S.  tv  programs”  in  that 
country.  Included  in  the  sale  are: 
Dennis,  the  Menace,  Father 
Knows  Best,  Huckleberry  Hound, 
Rescue  8 and  Rin  Tin  Tin. 


tv  audience.  Ed  Nelson  stars  in  the 
pilot,  written  and  produced  by  Aaron 
Spelling.  Four  Star  is  the  packager. 

Brady — Mike  Road  and  Robert  Gist 
are  featured  in  this  Jack  Chertok  series. 
Pilot  was  made  at  MGM. 

The  Code  of  Jonathan  West — An  ex- 
Confederate  officer  (Fess  Parker)  tries 
to  build  a useful  life  for  himself  in  the 
post-Civil  War  West.  Hampshire  Assoc, 
filmed  the  pilot,  produced  by  Harry 
Tatelman  and  written  by  John  Paxton, 
for  CBS-TV.  It  will  be  previewed  on  the 
General  Electric  Theatre  on  CBS-TV. 
April  17. 

Defiance — A fort  on  the  Western 
prairies  in  the  post-Civil  War  era  is  the 
scene  of  this  hour-long  series,  created 
and  written  by  John  Champion.  Revue 
Productions  expects  to  film  the  pilot 
this  week. 

The  Frontiersman- — A gun  - toting 
teacher  who  preferred  to  fight  with 
books  but  could  use  his  fists  or,  as  a last 
resort,  his  gun,  is  played  by  Gene 
Evans  in  this  Mirisch-McCrea  series. 
Producers:  Walter  Mirisch  and  Joel 
McCrea.  Writers:  Robert  Schaefer  and 
Eric  Freiwald.  Pilot  filmed  at  Four 
Star.  Joel  McCrea  is  available  for  guest 
appearances. 

The  Hanging  Judge — Isaac  Parker, 
judge  of  the  Oklahoma  Territory,  where 
he  was  feared  by  the  outlaws  for  his 
swift  and  sure  justice,  was  the  real  life 
original  of  the  character  played  by 
Frank  Lovejoy  in  this  Mirisch-McCrea 
series.  Walter  Mirisch  and  Joel  Mc- 
Crea are  co-producers;  Franklin  Coen 
wrote  the  pilot,  filmed  at  Four  Star. 
Joel  McCrea  will  make  an  occasional 
guest  appearance. 

Hard  Cases — Dean  Jones  portrays  a 
working  cowhand  who  settles  hard 
cases  himself  in  this  Four  Star  series, 
based  on  the  Luke  Short  novel. 

The  Hawk — A soldier  with  a special 
mission  rides  into  the  post-Civil  War 
West,  two  Indians  at  his  sides,  in  this 
series  being  packaged  by  CBS  Films. 
Producer:  Aubrey  Schenck.  Director: 
Howard  W.  Koch.  Star:  Richard  Coo- 
gan,  with  John  Drake  and  Armand 
Alzamoro  as  regular  members  of  the 
cast.  Alfred  Newman  is  scoring  the 
music.  Pilot  has  been  completed. 

J.P. — Mark  Stevens  plays  the  justice 
of  peace  in  a small  town  in  Northern 
California,  the  only  law  in  town.  Four 
Star  has  filmed  pilot  for  ABC-TV.  Pro- 
ducer: Vincent  Fennelly.  Creator:  John 
Robinson. 

The  Legend  of  Tom  Horn — An  In- 
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The  American  people  have  learned  through  experience  that  certain  names  and  symbols  stand 
for  quality  products : Stradivarius  means  the  best  of  violins ; sterling  is  the  hallmark  of 
fine  silver,  a In  music  ASCAP  means  top  quality  whether  in  the  popular  field,  Broadway 
productions,  Hollywood  motion  pictures,  or  in  the  field  of  concert  and  symphonic  music. 
■Your  ASCAP  license  puts  at  the  disposal  of  your  station  all  of  the  works  of  the  Society’s 
more  than  5000  composer-author  members.  JHE  AMERICAN  SOCIETY  OF  COMPOSERS,  AUTHORS 

m ASCAP  is  the  symbol  of  quality  in  music!  AND  PUBLISHERS  575  Madison  Avenue,  New  York  22,  NewYork 
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Of 

quality. . . 


The  Station 
Viewed  the  Most 

CHANNEL  4 

ONLY  VHF  IN  COLUMBUS 

172,870  TV  Homes,  in  47  Counties 

Per  family  income 
in  Metropolitan  Columbus 
is  eighth  highest  in  the  nation 

UIRBI-TU 

COLUMBUS,  GEORGIA 


CONVENTION 

See  Marv  Kempner  or 
Peter  Frank 
at  the  Hilton 


Personalized  Station 
Identification 

JINGLES 

"Deadline 

Washington" 

Your  Own 

CAPITAL  REPORTER 

RICHARD  H.  ULLMAN,  Inc. 

295  Delaware  Ave.,  Buffalo,  N.  Y. 
570  Fifth  Ave.,  New  York 


Be  Sure  To  See  Us  At  The 

N.A.B.  CONVENTION 


Produced  by  Stars  International 
Productions,  Inc. — Hollywood 


dian  scout  turned  Pinkerton  detective, 
Tom  Horn  is  a new  type  of  Western 
hero,  portrayed  by  Patrick  O’Neal  in 
this  series,  produced  by  Mirisch-Mc- 
Crea.  Walter  Mirisch  and  Joel  McCrea 
are  the  producers;  Paul  Savage  wrote 
the  pilot,  filmed  at  Four  Star.  Joel  Mc- 
Crea will  make  an  occasional  guest  ap- 
pearance. 

Outlaws  — Famous  outlaws  of  the 
Oklahoma  Territory  in  the  1890’s 
match  their  wits  and  shooting  skill  with 
U.S.  Marshal  Evett  Caine,  played  by 
Barton  MacLane  in  the  hour-long  se- 
ries. Douglas  Heyes  wrote  the  pilot, 
filmed  in  color  at  MGM-TV  for  NBC- 
TV.  Robert  Bassler  is  the  producer. 

Proud  Earth — John  Larch  and  Vini 
Janis  star  in  story  of  a family  which 
leaves  the  East  to  seek  a new  home  in 
the  West,  circa  1885.  Screen  Gems 
filmed  the  pilot,  written  by  Sam  Rolfe, 
with  William  Sackheim  as  producer  and 
executive  producer. 

The  Reno  Brothers  — Revenge  for 
the  murder  of  their  other  brothers  is 
sought  by  this  Western  hard  riding, 
hard  fighting  duo,  who  made  their  first 
appearance  on  the  March  4 broadcast 
of  Johnny  Ringo.  A Four  Star  produc- 
tion. Producer:  Aaron  Spelling.  Pilot 
was  written  by  John  Falvo. 

Stagecoach  West  — Stagecoach  line 
from  Tipton,  Mo.,  to  San  Francisco 
is  the  background  for  the  hour-long 
dramas  featuring  Robert  Bray,  Richard 
Eyer  and  Wayne  Rogers.  Pilot  has  been 
produced  by  Four  Star  for  ABC-TV. 
Producer:  Vincent  Fennelly.  Creator: 
John  Robinson. 

Tate — The  central  character  is  a one- 
armed,  Bible  quoting  gun  slinger.  Ron 
Com  Productions  produces  the  series 
for  NBC-TV.  Shelley  Hull  the  pro- 
ducer and  Alvin  Cooperman  the  execu- 
tive producer  of  the  series,  created  by 
H.J.  Link  and  starring  David  MacLean. 
Pilot  was  filmed  at  20th  Century-Fox. 

Two  Faces  West  — Identical  twin 
brothers,  a doctor  and  a gunslinger, 
are  brought  into  conflict  in  this  series, 
created  by  Jonas  Seinfeld  and  Donald 
Gold,  which  Screen  Gems  is  producing 
for  syndication.  Robert  Sparks  is  ex- 
ecutive producer.  Matthew  Rapf  pro- 
ducer and  Edward  Rissien  associate 
producer.  Charles  Bateman  stars  in  the 
dual  role  of  the  brothers.  Pilot  is 
available. 

The  Westerner — A roving  cowboy 
(Brian  Keith)  and  his  dog  (the  orig- 
inal “Old  Yeller”  made  famous  by 
Walt  Disney)  find  adventure  in  the 
Southwest  in  the  1890’s.  Packaged  by 


Four  Star  for  NBC-TV.  Sam  Peckin- 
pah is  producer-writer.  Pilot  available. 

Wrangler — A typical  American  cow- 
boy in  the  best  romantic  tradition,  tall, 
lean,  with  a sense  of  humor,  is  the 
hero  of  this  series,  in  a Montana  set- 
ting. Jayson  Evers  plays  the  lead  in 
what  Hollis  Productions  claims  is  the 
first  taped  Western,  to  be  syndicated  by 
Paramount  Television  Productions. 
Producer:  Paul  Harrison.  Executive 

producer:  Charles  Irving.  Creator- 

writer:  Gene  Roddenberry. 

Miscellaneous 

Adventures  of  Tintin — (Cartoon).  Eu- 
rope's favorite  cartoon  character,  Tin- 
tin,  is  featured  in  this  series,  animated 
in  color  by  Larry  Harmon  Productions 
from  the  original  cartoons  of  Herge.  Tv 
animations  are  made  in  seven-minute 
segments  which  can  be  used  as  daily 
installments  of  a strip  or  combined  into 
a weekly  half-hour  series.  Pilot  se- 
quences have  been  completed. 

Adventures  of  Tom  Sawyer — (Juve- 
nile). Mark  Twain’s  famous  story  of  a 
Hannibal,  Mo.,  boy’s  adventures  will  be 
adapted  for  television  by  Screen  Gems, 
with  William  Sackheim  as  executive 
producer.  Plans  also  call  for  a similar 
tv  series  based  on  Twain’s  Adventures 
of  Huckleberry  Finn. 

Big  Jake — (Detective).  Detective  Sgt. 
(Big  Jake)  Sloan,  middle-aged  “police- 
man’s policeman,”  whose  sympathetic 
nature  constantly  conflicts  with  his  sense 
of  duty,  is  portrayed  by  Andy  Devine. 
John  and  Ward  Hawkins  wrote  the  orig- 
inal Saturday  Evening  Post  stories  and 
are  adapting  them  into  tv  scripts  which 
Louis  F.  Edelman  is  producing  in  asso- 
ciation with  NBC-TV.  Pilot  is  available. 

Celebration  at  Ciros — (Variety).  Para- 
mount Television  Productions  will  tape 
this  series  at  Ciros  for  syndication,  in 
association  with  the  club’s  operator, 
Frank  Sennes.  Roberta  Linn  will  be 
hostess.  A1  Burton  is  writer-producer. 
Pilot  is  completed. 

Championship  Billiards  — (Sports). 
Jerry  Hill  created  this  series  of  exhibi- 
tion matches  of  pocket  billiards  by  out- 
standing players,  taped  at  KTTV  (TV) 
Los  Angeles  as  hour-long  programs 
which  will  be  placed  into  syndication. 
William  Griffiths  and  James  Lawson  are 
the  producers,  for  Billiards  Productions. 

Churchill — (Documentary).  Memoirs 
of  Sir  Winston  Churchill  are  the  basis 
of  this  historical  series  which  Screen 
Gems  is  producing  in  conjunction  with 
ABC-TV  for  broadcasting  on  that  net- 
work this  fall. 
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f@~  n nt n itn  p 9 ..  . . the  tape  transport  and  playback  unit  of  an 
entirely  new  system,  designed  to  give  the  advanced  broad- 
caster the  ultimate  benefit  from  magnetic  tape  cartridges. 


f§~nhthiTnpq . . . . with  reproduction  quality  equal  to  first 
rate  professional  tape  equipment.  While  (Wnhthitnpo . will 
perform  essentially  all  programming  duties,  it  is  especially 
suited  for  superb  reproduction  of  announcements,  production 
aids,  themes,  and  the  top  tunes  of  the  week. 


f©~nnTniTnpo  . . . offering  split-second  operation.  Several 
(W nntmTnp q units  may  be  cross  connected  to  give  com- 
pletely automatic  programming  segments.  This  is  the  answer 
for  those  who  desire  interspersed  automatic  and  live  or  man- 
ual programming  from  the  same  equipment.  One  switch 
converts  a fl?  nntnitnpo . system  from  manual  to  automatic 


(and  vice  versa)  operation  in  a split  second.  The  precision 
operation  of  (Wnntnitnpo  . allows  the  unit  to  be  stopped  and 
started  between  syllables  without  noticeable  wow.  It  also 
permits  consistently  tighter  cueing  on  the  start  of  any  pro- 
gramming segment  than  can  be  obtained  with  other  similar 
equipment. 

The  system  includes,  in  addition  to  Eanlnitnpg , the  Record- 
ing Amplifier,  4-channel  Switcher,  Remote  Panel  and  other 
accessory  items. 

Developed  and  manufactured  exclusively  by  Gates,  the 
fg  nntniTnno . is  an  excellent  partner  for  the  famous  Gates 
Spot  Tape  Recorder,  where  even  greater  versatility  is  desired. 
For  complete  information,  write  today  for  Bulletin  CT-603 
. . . yours  for  the  asking. 


GATES  RADIO  COMPANY 

Subsidiary  of  Harris-lntertypc  Corporation 

QUINCY,  ILLINOIS 

Offices  in: 

HOUSTON;  WASHINGTON,  D.C. 

In  Canada: 

CANADIAN  MARCONI  COMPANY 


A 


Meet 

McGAVREN  T-V 

WelwiMn . ffijM£Aen/a/iveA 

NEW  YORK  • CHICAGO  • DETROIT 
SAN  FRANCISCO  • LOS  ANGELES  • SEATTLE 

FOR  FACTS  ABOUT  NATIONAL  SALES 

. . . ask  the  man  who  knows! 


at  the 

EXECUTIVE  HOUSE 


DAREN  F.  McGAVRtN,  President 
KEN  JOHNSON,  Executive  V.P. 

N.A.B.  CONVENTION 
April  3rd  thru  7th 


RELIGIOUS 
PUBLIC  SERVICE 
PROGRAMMING 

FREE 

For  Radio  and  TV  Stations 

Two  13-week,  15-minute 
series  on  “The  Ten  Com- 
mandments” and  “The 
Lord’s  Prayer”  ...  A public 
service  for  Radio  and  TV 
stations  . . . Non-Denomi- 
national  . . . Without  emo- 
tional appeals  and  commer- 
cialism for  the  mature  spir- 
itual and  cultural  needs  of 
all  communities. 


Write  for  Audition  Print  or  Tape 

THE  BACK  TO  GOD  HOUR 

10858  S.  Michigan  Ave.,  Chicago  28,  III. 


The  Flagstones  — (Cartoon  comedy). 
Modern  suburban  family  transplanted 
to  the  stone  age  is  depicted  by  Hanna- 
Barbera  Productions  in  this  adult  car- 
toon series  filmed  at  Screen  Gems  for 
ABC-TV. 

Flight  to  Adventure — (Travel).  Far- 
away places  with  strange-sounding 
names  are  visited  by  Bill  Burrud  in  this 
series  which  will  “tell  the  dramatic,  ad- 
venturous, suspenseful  stories  of  these 
wonderful  places,”  according  to  the  pro- 
ducer. Bill  Burrud  Productions  crews 
are  filming  the  programs,  financed  by 
KCOP  (TV)  Los  Angeles,  for  distribu- 
tion through  William  Morris  Agency. 

Henry  and  His  Claymates — (Car- 
toon). Henry  is  a panda  who  plays  with 
sculptor's  clay  and  creates  a collection 
of  fantastically  shaped  friends  in  this 
five-minute,  full  color  series  which  Art 
Clokey  Films  is  photographing  frame- 
by-frame  for  syndication  in  the  U.S.  by 
California  National  Productions  and 
abroad  by  Fremantle  International. 

Magic  of  the  Atom  — (Educational). 
The  use  of  the  atom  is  the  subject  of 
this  series  of  26  quarter-hour  films,  pro- 
duced by  Herts-Lion.  Leo  Handel  is  the 
producer;  Marvin  Miller  and  Monroe 
Manning  the  co-narrators. 

Michael  Shayne  — (Detective).  Rich- 
ard Denning  portrays  the  Miami  detec- 
tive who  is  one  of  the  most  popular 
private  eyes  in  mystery  fiction,  with 
Patricia  Donahue  as  his  secretary-girl 
friend,  Jerry  Paris  as  his  reporter  pal 
and  Herbert  Rudley  as  Police  Chief  Will 
Gentry.  Four  Star  is  packaging  the  hour- 
long  series  for  NBC-TV.  Joseph  Hoff- 
man is  producer,  Robert  Florey  is  di- 
rector of  the  pilot,  written  by  Shayne’s 
creator,  novelist  Brett  Halliday. 

Mr.  Aladdin  — (Fantasy).  A man 
with  the  unusual  ability  to  make  wishes 
come  true  is  the  central  figure  in  this 
series,  which  Filmways  Tv  Productions 
is  producing  in  association  with  CBS 
Films  for  1961  airing.  Writer:  James 
Allardice.  Producer;  A1  Simon. 

Mr.  Keene,  T racer  of  Lost  Persons — 
(Detective).  Tv  adaptation  of  the  de- 
tective program  that  ran  19  years  on 
radio.  Ib  Melchior  and  Leo  Handel 
wrote  the  pilot  for  this  Herts-Lion 
series.  ABC-TV. 

Q.T.  Hush — (Cartoon).  Animated 
burlesque  of  a private  eye  adventure 
series,  created  by  Lou  Zukor  and  Rudy 
Catoldi,  this  series  of  five-minute  ani- 
mated programs  is  designed  for  daily 
telecasting,  with  10  episodes  making  a 
complete  dramatic  sequence.  Anima- 
tion Assoc,  of  Hollywood  produces  for 
syndication  by  M&A  Alexander  Pro- 
ductions. 


Sincerely,  Maria  Palmer — (Advice). 
Miss  Palmer  answers  letters  (Why 
don’t  the  boys  like  me?  How  can  I get 
along  with  my  sister-in-law?)  on  this 
3 Vi -minute  taped  series,  packaged  by 
KTTV  Program  Sales  for  syndication. 
Plan  calls  for  130  programs. 

Sir  Loin  and  the  Dragon — (Car- 
toon). An  addlepated  knight,  whose 
valet  is  a dragon,  ventures  forth  in 
this  animated  series  produced  by  TV 
Spots,  with  Bob  Ganon  as  producer 
and  Shull  Bonsall  as  executive  pro- 
ducer. Pilot  episodes  are  completed. 

Sweet  Success  — (Documentary). 
Successful  individuals  of  all  varieties 
are  interviewed  by  Jack  Douglas,  who 
gets  them  to  explain  how  they  achieved 
success  in  this  series  which  he  created 
for  his  Jack  Douglas  Productions.  In- 
dependent Television  Corp.  has  pur- 
chased the  series  for  syndication.  Pilot 
is  completed. 

13  Demon  Street  — (Horror).  Lon 
Chaney  hosts  this  series  of  supernat- 
ural stories,  which  Herts-Lion  is  film- 
ing in  Sweden  for  Crosby/ Brown  Pro- 
ductions. Producer:  Gus  Unger.  Direc- 
tor: Curt  Siodmak.  Pilot  is  completed. 

The  Unexpected — (Suspense).  Man’s 
encounters  with  phenomena  not  yet  ex- 
plained by  science  are  dealt  with  in 
this  hour-long  series,  to  be  produced 
by  Hampshire  Assoc,  for  CBS-TV.  Pro- 
ducer: Harry  Tatelman.  Writer:  John 
Paxton. 

What  Are  the  Odds? — (Human  In- 
terest). People  who  have  succeeded 
against  big  odds  are  interviewed  by 
Bob  Warren  in  this  series,  packaged 
by  Herts-Lion  Productions.  Producer- 
director:  Ken  Herts.  Writer:  Leo 

Guild.  39  episodes  are  completed  for 
syndication  by  Official  Films. 

What  Would  You  Do? — (Panel). 
Panelists  present  humorous  solutions 
to  everyday  problems  in  this  series, 
based  on  Leo  Guild’s  column  in  the 
New  York  Post,  which  Herts-Lion  is 
packaging  for  network  sale. 

The  World  of  . . . — (Documentary). 
A different  celebrity  will  be  profiled  each 
week  in  this  new  NBC-TV  series,  which 
will  have  a permanent  host  who  will 
interview  the  subject  and  recreate  his 
personal  history.  Don  B.  Hyatt  is  ex- 
ecutive producer. 


WNJ  R 

1st  in  new  york 
dec.  negro  pulse 

(BASED  ON  U.S.  CENSUS) 
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SHOP  FROM  HOME  BY  TV.  It’s  raining  hard  and  she’s  two-way  TV-telephone.  She  sees  the  merchandise  in  color 

busy.  So  she  presses  a button  and  talks  to  the  store  over  a and  makes  her  choice.  Already,  they’re  working  on  this. 


POWER  COMPANIES  BUILD  FOR  YOUR  FUTURE  ELECTRIC  LIVING 


All  kinds  of  exciting  new  electric 
appliances  are  just  around  the  cor- 
ner, the  inventors  say. 

One  of  these  days  you  may  shop 
by  TV  . . . have  an  appliance  that 
takes  food  from  the  freezer  to  the 
range,  then  cooks  and  serves  it,  all 
electrically  . . . and  a scrubber  that 
cleans  the  kitchen  floor  automati- 
cally and  scurries  back  to  its  own 
wall-cupboard. 

You’ll  probably  put  twice  as  much 
electricity  to  work  as  you  do  today 
—twice  as  much  doing  chores  for 
you  at  home,  and  twice  as  much 
helping  you  in  your  job. 

That’s  why  the  hundreds  of  inde- 
pendent electric  light  and  power 


companies  are  building  new  plants 
and  facilities  to  double  their  sup- 
ply in  ten  years.  They  and  their 
millions  of  owners  invest  close  to 
$4,000,000,000  a year,  which  means 
the  companies  can  build  without 
using  taxpayers’  money. 

In  spite  of  this,  certain  people 
are  urging  the  government  to  build 
billions  of  dollars  worth  of  federal 
electric  power  systems— on  top  of 
nearly  $5,500,000,000  of  taxpayers’ 
money  already  spent  for  such  “pub- 
lic power.” 

You  can  get  more  facts  and  figures 
about  this  in  a new,  free  booklet. 
Just  fill  in  and  mail  the  coupon  at 
the  right. 


POWER  COMPANIES 

Room  1108-U,  1271  Ave.  of  the  Americas 

New  York  20,  N.  Y. 

Please  send  material  checked  below: 

□ The  new,  free  booklet,  “Who  Pays 
for  Government-in-the-Electric- 
Business?”... telling  how  my  taxes 
are  affected  when  the  government 
gets  into  the  electric  business, 
and  important  facts  about  the  in- 
dependent electric  companies. 

□ Names  of  companies  that  sponsor 
this  advertisement. 

Name 

(Please  print) 

Address 

City Zone 

State  
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j Attention  \ 

I advertisers ! \ 

l Piel’s  Beer  is  sponsoring  ' 
INTERPOL  CALLING,  ' 
starring  Charles  Korvin  as 
Inspector  Paul  Duval 
on  New  York’s  WPIX, 
Sunday  nights  at  10:30. 
Now  Interpol’s  story, 
which  the  public  has  been 
reading  about  in 
Reader’s  Digest  and  other 
magazines  and 
newspapers,  comes  to  i 
* television  ...  J 

\ presented  by  / 

\ Piel’s.  / 

\ / 

\ 

\ 

\ V 


like  you  and  me, 

/ INTERPOL  CALLING  \ 

| and  Piel’s  make  a | 

sure-fire  selling  « 

I combination.  And  if  I may  * 
. make  one  small  pun,  J 

\ both  Duval  and  Piel’s  i 

y always  keep  their  ' 

heads  ...  in  any  ) 
situation.  y 

V ^ 


\ 


'INTERPOL  CM1IMS’ 

the  new  television  series  that 
Bert,  Harry,  Bi itz-Wei nhard , 
Pfeiffer’s,  Labatts,  Miller  High  Life, 
Santa  Fe  Winery  and  so  many 
other  kinds  of  advertisers  are 
buying,  buying,  buying! 


§ INDEPENDENT 
TELEVISION 
CORPORATION 

488  Madison  Ave.  • N.  Y.  22  • PLaza  5-2100 

ITC  OF  CANADA,  LTD. 

100  University  Ave.  • Toronto  1,  Ont.  • EMpire  2-1166 

©I960  PIEL  BROS./  BROOKLYN,  N.  Y. 


FANFARE 


Pony  express  rides  again 

St.  Joseph,  Mo.,  prepared  elaborate 
festivities  for  the  centennial  of  the 
Pony  Express  service,  highlighted  yes- 
terday (Sunday)  by  a re-creation  of  the 
westward  mail  run  from  that  city. 
Thereafter,  says  California  National 
Productions,  syndicator  of  Pony  Ex- 
press, “as  in  television  syndication, 
there  will  be  reruns  of  the  reruns,” 
with  more  re-enactments  of  the  run  and 
personal  appearances  by  tv  star  Grant 
Sullivan  at  various  points  in  the  West. 

Pony  Express  premiered  on  WDAF- 
TV  St.  Joseph  Saturday.  Leading  up  to 
the  big  Sunday  ride,  there  were  ap- 
pearances by  the  series  star  on  tv  and 
at  such  events  as  the  Pony  Express  Ball 
and  the  Pony  Express  Parade  as  grand 
marshal.  Missouri  Gov.  James  T.  Blair 
Jr.  and  Kansas  Gov.  George  Docking 
spoke  Sunday  before  the  rider  started 
at  2 p.m.  on  the  Overland  Trail  lead- 
ing to  Sacramento,  Calif. 


Starting  in  May,  Mr.  Sullivan  will 
make  appearances  at  these  southwestern 
stations  where  American  Petrofina  Co. 
is  sponsoring  the  CNP  show:  KRLD-TV 
Dallas,  KSLA-TV  Shreveport,  KRBC- 
TV  Abilene,  KCBD-TV  Lubbock,  KVII 
(TV)  Amarillo,  KSYD-TV  Wichita 
Falls,  KTUL-TV  Tulsa,  KARD-TV 
Wichita  and  KTVI  (TV)  St.  Louis. 

In  the  national  Pony  Express  cen- 
tennial observance  it  has  been  reported 
that  the  Post  Office  plans  a special 
stamp  and  the  Treasury  Dept,  has  been 
authorized  by  Congress  to  strike  special 
commemorative  medals  during  the  cen- 
tennial year.  Many  historial  organiza- 
tions are  observing  the  event,  with  Presi- 
dent Eisenhower  honorary  chairman  of 
the  centennial  association  and  western 
governors  included  in  the  group. 

Pressure-sensitive 

Pressure-sensitive  auto  stickers  similar 
to  the  familiar  “Made  in  Texas  by 


Stylish  buggy  ■ Seated  in  the  1929 
Plymouth  given  away  by  WSPA 
Spartanburg,  S.C.,  in  its  30th  anni- 
versary contest  is  Walter  Brown,  the 
station’s  president  and  general  man- 
ager. Admiring  the  vehicle  (1.  to  r.) 
are  Eric  Salline,  national  manager  of 
CBS  Affiliate  relations,  Charlie  New- 
comb, WSPA’s  program  manager, 
and  D.S.  Burnside,  treasurer  of 
WSPA.  The  contest  winner  was  a 
schoolteacher  who  utilized  the  sta- 
tion’s call  letters  to  make  the  slogan 


“Where  Sound  Performance  At- 
tracts.” Over  230  listeners  qualified 
by  meeting  the  deadline  and  sub- 
mitting a slogan  with  the  call  letters. 
As  further  anniversary  festivity,  the 
station  announced  $100  bond  award 
to  the  listener  born  nearest  the  time 
of  the  station’s  sign-on.  On  that  date 
in  1960,  the  original  programs  were 
recreated  and  simulcast  on  WSPA- 
TV.  Network  dignitaries  and  person- 
alities of  the  station  at  its  inception 
were  among  the  guests. 
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The  equipment  listed  is  but  a cross  section  of  the 
full  Collins  line.  Reliable,  high  fidelity  perform- 
ance is  the  result  of  the  straightforward  design  of 
Collins  broadcast  equipment.  Whatever  your 
broadcast  needs  — from  microphone  to  antenna  — • 
specify  Collins,  your  one  complete  source  for 
high  fidelity,  high  quality  broadcast  equipment. 


QUALITY  BROADCAST  EQUIPMENT 


NEWEST  ADDITIONS 
TO  THE 

COLLINS  HIGH  FIDELITY 
BROADCAST  LINE 


« # (■— j * # % f 


Collins  Announcer  — sets  up  anywhere 
with  complete  three  channel  studio  console 
facilities.  Easily  carried  in  trunk  or  rear 
seat  of  car. 


212G-1  Speech  Input  Console  — Controls 
simultaneous  broadcasting  and  auditioning 
any  combination  of  9 of  13  inputs. 


M-60  Remote  Microphone-Amplifier  — 
One  hand-size  unit  combines  the  functions 
of  a one  channel  remote  amplifier  and  a 
dynamic  omnidirectional  microphone. 


Automatic  Tape  Control  — Complete 
continuous  programming  — at  just  the 
press  of  a button.  Automatic  cueing  and 
stopping. 


M-40  Studio  Microphone,  M-20  Lavalier 
Microphone  — dynamic,  omnidirectional 
microphones  specifically  designed  for  radio 
and  television  use.  Smooth  response  over 
60-18,000  cps  frequency  range. 


Look  for  these  and  many,  many  more  new  additions 
to  the  quality  line  of  Collins  broadcast  equipment, 

at  this  year’s  NAB  Convention  in  Chicago,  April  3-7. 


Call  or  write  your  Collins  representative  for  complete  information  about  the  new  additions  to  the  Collins  Broad- 
cast line  or  write  for  your  free  Broadcast  Equipment  Catalog,  Collins  Radio  Company,  Cedar  Rapids,  Iowa. 


• BURBANK,  CALIFORN 


COLLINS  RADIO  COMPANY 


CEDAR  RAPIDS,  IOWA 


DALLAS,  TEXAS 


WORLD'S  MOST  ADVANCED 


Around  the  world 


TRANSMITTERS  - DISPLAYED 
IN  BOOTH  33  AT  NAB  SHOW 
BY  DESIGNERS  AND  BUILDERS 
OF  SUPER  POWER  RADIO - 


James  O.  Weldon 
Bill  Witty  Tom  Moseley 

Mark  Bullock  Willie  Mitchell 

Dick  Buckner  Ray  Tucker 

Vernon  Collins 

C-<TYct-Ln-e-rLjLcLJL 

MANUFACTURING  COMPANY 
4212  S.  Buckner  Blvd.  Dallas  27,  Texas 
SUBSIDIARY  OF  LING-ALTEC  ELECTRONICS.  INC. 


In  the  Radio-TV  Publishing  Field 
only  BROADCASTING  is  a 
member  of  Audit  Bureau  of 
Circulations  and  Associated  Business 
Publications 


—HOWARD  E.  STARK_ 

Brokers  and  Financial 
Consultants 

Television  Stations 
Radio  Stations 

50  East  58th  Street 
New  York22,N.Y.  ELdorado  5-0405 


Fresh-Up  Freddie  At  Buckingham  Palace 


Fresh-Up  Freddie,  a sales  repre- 
sentative for  Seven-Up  who  rather 
resembles  a woodpecker,  has  just 
completed  a trip  around  the  world. 
The  grand  tour  was  arranged  by 
KTVI  (TV)  St.  Louis  with  the  co- 
operation of  KLM  Air  Lines  as  well 
as  St.  Louis  and  national  Seven-up 
personnel. 

The  project  was  suggested  by  a 
national  Seven-Up  promotion  con- 
test by  ABC  with  its  affiliates  in 
support  of  Zorro.  Don  Curran, 
KTVI’s  promotion  manager,  came 
up  with  the  idea  of  sending  a 14- 
inch  doll  of  the  soft  drink’s  trade- 
mark item,  Fresh-Up  Freddie, 
around  the  world.  And  so  Freddie,  in 
his  transparent  plastic  travelling  case, 
was  wished  bon  voyage  on  the 
Coffee  Break  program  and  set  off  on 
his  adventure,  chaperoned  by  KLM 
stewardesses. 

Hundreds  of  photographs  were 


sent  back  to  the  station  as  the  bird 
visited  over  20  foreign  countries. 
These  were  incorporated  into  store 
displays  and  shown  on  KTVI.  The 
Seven-Up  bottlers  in  St.  Louis 
brought  out  a special  Fresh-Up 
Freddie  doll  to  be  offered  as  a pre- 
mium for  a dollar  in  addition  to 
coupons  attached  to  six-packs.  Over 
5,000  were  sold  in  the  area.  The 
displays  and  premiums  were  heavily 
advertised  on  the  station  through  a 
saturation  spot  campaign  which 
KTVI  says  more  than  compensated 
for  its  expense  in  the  promotion. 

A midget  impersonated  the  wood- 
pecker throughout  St.  Louis  distrib- 
uting free  balloons,  pencils  and 
rulers.  He  stopped  traffic  downtown 
and  was  well  received  in  schools  and 
hospitals.  The  St.  Louis  Seven-Up 
bottlers  reported  a strong  increase  in 
sales  which  they  attributed  to  the 
promotion. 


Texans”  sign  were  distributed  by 
KOMO-TV  Seattle.  The  station’s  stick- 
ers, however,  promote  ABC-TV  shows 
featured  by  it.  Examples:  “Built  in  Chi- 
cago by  The  Untouchables”;  “Made  in 
Disneyland  by  Mickey  Mouse";  “Pro- 
tected by  Robert  Taylor's  Detectives”; 
“Made  in  Mulkilteo  by  The  Real  Mc- 
Coys.” 


Guide  to  'Ivanhoe' 

A teaching  guide  to  the  Ivanhoe  tv 
film  series  has  been  prepared  by  Screen 
Gems  for  use  by  stations  and  sponsors 
as  a promotional  aide.  The  guide,  dec- 
orated with  stills  of  the  program,  sug- 
gests ways  in  which  teachers  of  several 
grades  can  direct  their  students’  interest 
into  various  educational  channels. 
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Here’s  black  and  white  proof  of 
the  full  coverage  you  get  with 

RADIO  HUCKSTERS 
and  AIRLIFTS  from 
LAHG-WORTH 


APPAREL  AND  ACCESSORIES 

Clothing 

Furs 

Hats 

Shoes 

ATTENTION  GETTERS  — TAGS 

Attention  Getters 
Kibitzers 

Names  and  Words 
Pre-Commercial  Announcements 
Tags 

AUTOMOTIVE 

Automobile 
Garages 
Gasoline 
Service  Station 
Tires 
Trailers 

CALENDAR  EVENTS 

Anniversaries 
Back  to  School 
Birthdays 
Brides 
Christmas 
Elections 
Father’s  Day 
Graduation 
Mother's  Day 
New  Year 
Vacation 
Valentine  ' 

DINING  AND  LODGING 

Motels,  Hotels 
Restaurants 

DRUGS  AND  SERVICES 

DRUG  STORES 
Brand  Names 
Cosmetics 
Guaranteed 
Medicine 
Prescriptions 
Quality 
Vitamins 


FAMILY  FINANCIAL  SERVICES 

Banks 

Credit 

Credit  Union 
Insurance 
Investments 
Loans 
Real  Estate 
Savings  & Loan 

FARM  EQUIPMENT/SERVICE 

Equipment 

Supplies 

FOOD  AND  BEVERAGE 

Bakeries 

Beer 

Dairies 

Fruit  Vegetable 
Grocery 
Poultry 
Soft  Drink 
Super  Markets 

FURNISHINGS  AND  APPLIANCES 

Appliances 
Drapes  & Curtains 
Floor  Covering 
Furniture 

GIFTS  AND  GLAMOUR 

Beauty  Salon 
Florists 
Gifts 
Jewelry 
Slenderizing 
Toys 

HOME  IMPROVEMENT 

Builder’s  Supplies 
Do-It-Yourself 
Garden 
Hardware 
Paint  & Wallpaper 
Screens  & Storm  Windows 

PERSONAL  SERVICES 

Car  Rental 
Cleaners 


Employment 
Laundries 
Moving  & Storage 
Photographer 
Radio-TV  Repairs 

PLUMBING  AND  HEATING 

Air  Conditioning 
Heating 

SPECIAL  SALES 

Dollar  Day 
Sale 

SPORTS  AND  ENTERTAINMENT 

Baseball 
Fairs 
Football 
Golf  Course 
Hobbies 
Music/Records 
Nite  Life 
Sporting  Goods 
Swimming 
Theaters 

STATION  AIDS 

Fanfares 
Instrumentals 
Public  Service 
Reggie  Frobisher 
Safety 

Sandy  The  Scotsman 
Sound  Effects 
Station  Breaks 
Themes 
Time  Signals 
Toni  Taylor 
Weather 

STORE/PRODUCT  PROMOTIONS 

Any  Product 
Any  Store 
Business  Names 
Department  Stores 
Group  Sales  Promotion  #1 
Shopping  Centers 

gHraEKang  i i ih—m 
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* 


see  our  ad  opposite  page 


RAY  V.  HAMILTON 


RAY  V.  HAMILTON,  Washing- 
ton office,  will  be  registered  in  Suite 
1722-23-24  at  the  Conrad  Hilton 
Hotel,  Chicago,  April  3-7,  during 
the  National  Association  of  Broad- 
casters’ 38th  annual  convention. 

Ray  will  appreciate  hearing 
from  you  during  the  convention  in 
the — 

HAMILTON-LANDIS  & 
ASSOCIATES 

suite  • 1722-23-24 


* 


see  our  ad  opposite  page 


DeWITT  "JUDGE"  LANDIS 


DeWITT  "JUDGE”  LANDIS, 
Dallas,  will  be  registered  in  Suite 
1722-23-24  at  the  Conrad  Hilton 
Hotel,  Chicago,  April  3-7,  during 
the  National  Association  of  Broad- 
casters’ 38th  annual  convention. 

“Judge”  will  appreciate  hearing 
from  you  during  the  convention 
in  the— 

HAMILTON-LANDIS  & 
ASSOCIATES 

suite  • 1722-23-24 


INTERNATIONAL 


NEWSPAPER  GETS  TORONTO  TV 


‘Toronto  Telegram’  wins  over  8 opponents 


Less  than  a week  after  completing 
hearings  among  nine  applicants  for  a 
second  Toronto  television  station,  the 
Board  of  Broadcast  Governors  on 
March  25  announced  at  Ottawa  that 
it  had  recommended  to  the  Minister 
of  Transport  the  license  be  granted  to 
Baton  Aldred  Rogers  Broadcasting  Ltd. 
Owners  include  the  Toronto  Telegram, 
evening  daily,  51%;  Foster  Hewitt, 
sportscaster  and  owner  of  CKFH  To- 
ronto, 10%,  and  Paul  Nathanson,  pres- 
ident of  Sovereign  Film  Distributors 
Ltd.,  Toronto,  who  owns  a minority 
interest  in  CHCH-TV  Hamilton,  Ont., 
10%. 

Other  shareholders  in  Baton  Aldred 
Rogers  Ltd.,  are  Joel  Aldred,  commen- 
tator and  commercial  announcer,  who 
will  be  president  of  the  company;  Ed- 
ward S.  Rogers,  Toronto,  who  will  be 
vice-president,  and  whose  father  started 
CFRB  Toronto,  in  1927,  and  Rai 
Purdy,  Toronto  program  producer  who 
helped  Canadian  radio-newspaper  chain 
owner  Roy  Thomson  establish  Scottish 
Television  Ltd.  at  Edinburg,  Scotland. 

Directors  of  Baton  Aldred  Rogers 
Broadcasting  Ltd.  include  lawyer 
Charles  L.  Dubin  as  secretary,  Delbert 
S.  Perigoe,  vice-president  and  manag- 
ing director  of  the  Toronto  Telegram, 
as  treasurer;  and  Toronto  lawyers  John 
W.  Graham  and  Allan  L.  Beattie. 

The  Toronto  ch.  9 station  with  325 
kw  video,  and  162  kw  audio,  and  an- 
tenna 925  feet  above  average  terrain, 
is  considered  one  of  the  choicest  Cana- 
dian television  properties.  Baton  Aldred 
Rogers  Broadcasting  Ltd.  is  expected 
to  go  on  the  air  January  1 with  86  hours 
of  weekly  programming,  which  will 
have  61.73%  Canadian  content  to  meet 
BBG  minimum  requirements  of  55%. 
Station  will  be  located  in  the  north 
central  part  of  Toronto  with  a split- 
level  studio  and  headquarters  building 
on  a 20-acre  site.  The  building  will  have 
three  studios.  A theatre  studio  for  audi- 
ence shows  will  be  available  in  down- 
town Toronto. 

While  the  Toronto  Telegram  owns 
51%  of  the  voting  stock,  it  will  limit 
its  profits  to  40%  of  the  total.  Its  equity 
ownership  will  be  42.5%.  The  Toronto 
Telegram  will  supply  $1,277,113  of  the 
total  capital  of  $3,000,813.  Alfred  Rog- 
ers Ltd.  will  supply  $1,085,240,  Foster 
Hewitt  $319,200,  Sovereign  Film  Dis- 
tributors Ltd.  $319,200,  and  Heath- 
court  Blvd.  Investments  Ltd.,  $60.  Of 
the  $3  million  capital,  $801,213  will 
be  raised  by  issuance  of  common  and 
preferred  shares  and  $2,199,400  in  6% 


debenture  bonds.  The  company  plans 
spending  about  $2  million  on  land, 
buildings  and  equipment,  $1  million 
for  operations  for  the  first  three  years. 
The  company  expects  revenues  in  the 
first  year  of  $4,664,900  and  expenses  of 
$4,503,500  including  $1,646,000  for 
live  programming. 

Toronto  Telegram  ownership,  the  ap- 
plication revealed,  rests  in  23,999  com- 
mon shares  held  by  trusts,  the  benefi- 
ciaries of  which  are  the  children  of 
John  Bassett,  president  of  the  Toronto 
Telegram,  and  chairman  of  Baton 
Aldred  Rogers  Broadcasting  Ltd.,  and 
the  children  of  John  David  Eaton,  de- 
partment chain  store  owner  of  T.  Eaton 
Co.  Ltd.,  largest  retail  organization  in 
Canada. 

In  addition  to  the  new  ch.  9 station, 
Toronto  viewers  are  also  served  by 
CBLT  (TV)  Toronto,  ch.  6;  WGR-TV 
Buffalo,  N.Y.,  ch.  2;  WBEN-TV  Buf- 
falo, ch.  4;  WKBW-TV  Buffalo,  ch.  7; 
and  CHCH-TV  Hamilton,  Ont.,  ch.  11. 

CMQ’s  bank  accounts 
seized  by  Castro 

The  National  Bank  of  Cuba  last  week 
froze  the  accounts  of  that  country’s  last 
independent  radio-television  outlet, 
CMQ.  The  move  was  seen  as  a prel- 
ude to  the  Castro  government’s  seizure 
of  the  network. 

The  station’s  leading  commentator, 
Luis  Conte  Aguero  who  recently 
charged  that  the  Cuban  government 
was  overrun  with  communists,  also  had 
his  account  frozen.  Senor  Aguero  has 
fled  to  the  Argentine  Embassy  where 
he  has  been  granted  asylum. 

Sources  at  the  National  Bank  said 
that  the  action  will  be  followed  by  a 
formal  investigation  to  determine  wheth- 
er Goar  and  Abel  Mestre,  the  network 
owners,  and  Senor  Aguero,  acquired 
any  savings  through  illegal  contacts 
with  former  dictator  Batista. 

The  Mestre  brothers’  holdings  include 
Circuito  CMQ,  S.A.  with  tv  relay  sta- 
tions in  Camaguey,  Matanzas,  Santa 
Clara  and  Santiago  de  Cuba  and  an 
island-wide  group  of  radio  stations. 
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SOUND  CORPORATION 
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TV  NETWORK  SHOWSHEET 


Networks  are  listed  alphabetically 
with  the  following  information:  time, 
program  title  in  italics,  followed  by 
sponsors  or  type  of  sponsorship.  Ab- 


SUNDAY  MORNING 

10-11  a.m. 

ABC-TV  No  network  service. 

CBS-TV  10-10:30  Lamp  Unto  My  Feet,  sust., 
L:  10:30-11  Look  Up  and  Live,  sust.,  L. 
NBC-TV  No  network  service. 

11  a.m.-Noon 

ABC-TV  No  network  service. 

CBS-TV  11-11:30  FYI,  sust.,  L;  11:30-12  Cam- 
era Three,  sust.,  L. 

NBC-TV  No  network  service. 

SUNDAY  AFTERNOON 

Noon-1  p.m. 

ABC-TV  12-12:30  Bishop  Pike,  sust.,  L;  last 
play  date  May  15,  1960.  No  network  service 
after  that  date;  12:30-1  Johns  Hopkins  File, 
sust.,  L. 

CBS-TV  12-12:55  CBS-TV  Workshop,  sust.,  L; 
12:55-1  pan.  CBS-TV  News,  sust.,  L. 

NBC-TV  No  network  service. 

1- 2  p.m. 

ABC-TV  College  News  Conference,  sust.,  L; 
1:30-2  No  network  service. 

CBS-TV  No  network  service. 

NBC-TV  No  network  service. 

2- 3  p.m. 

ABC-TV  No  network  service. 

CBS-TV  No  network  service. 

NBC-TV  Pro  Basketball,  Bayuk,  Gen.  Mills, 
alt.,  Schick  alt.,  Anheuser  Busch  (Reg.),  L. 

3- 4  p.m. 

ABC-TV  3-3:30  Open  Hearing,  sust.,  L;  3:30-4 
Championship  Bridge,  North  American-Van 
Lines.  Last  play  date  April  10.  After  this 


breviations:  sust.,  sustaining;  part.,  par- 
ticipating; alt.,  alternate  sponsor;  co-op, 
cooperative  local  sponsorships.  F,  film; 
L,  live;  T,  video  tape.  All  times  are  EST. 


date,  no  network  service. 

CBS-TV  3-4:30  Sunday  Sports  Special,  Schlitz, 
alt.  wks.  L and  F. 

NBC-TV  Pro  Basketball,  cont. 

4- 5  p.m. 

ABC-TV  No  network  service. 

CBS-TV  4-4:30  Sunday  Sports  Special,  cont.; 
4:30-5  Face  the  Nation,  sust.,  L. 

NBC-TV  4-4:30  Basketball,  cont.;  4:30-5  World 
Championship  Golf,  A.S.R.  Products,  Bayuk, 
L. 

5- 6  p.m. 

ABC-TV  5-5:30  Matty’s  Funday  Funnies,  sust., 
L;  5:30-6  Lone  Ranger,  Gen.  Mills,  Sweets, 
Lionel,  F. 

CBS-TV  5-5:30  Conquest,  sust.,  L;  5:30-6  Col- 
lege Bowl,  General  Electric,  F. 

NBC-TV  5-5:30  Golf,  cont.;  5:30-6  Time: 
Present,  Kemper,  alt.,  L&F. 

SUNDAY  EVENING 

6- 7  p.m. 

ABC-TV  No  network  service. 

CBS-TV  6-6:30  Small  World,  Olin  Mathieson, 
F;  6:30-7  Twentieth  Century,  Prudential,  F. 
NBC-TV  6-6:30  Meet  the  Press,  U.S.  Tobacco, 
alt.,  L.;  6:30-7  Saber  of  London,  Sterling 
Drug,  F. 

7- 8  p.m. 

ABC-TV  7-7:30  Broken  Arrow,  Mars,  F;  7:30-8 
Maverick,  Kaiser,  Drackett,  F. 

CBS-TV  7-7:30  Lassie,  Campbell  Soup,  F; 
7:30-8  Dennis  the  Menace,  Best  Foods,  F. 
NBC-TV  Overland  Trail,  Lorillard,  Warner- 
Lambert,  Breck,  P&G,  F. 

8- 9  p.m. 

ABC-TV  8-8:30  Maverick,  cont.;  8:30-9  Law- 


PROGRAMS,  TIMES,  SPONSORS 

Published  first  issue  in  each  quarter 


man,  Reynolds  Tobacco,  Whitehall,  F. 
CBS-TV  Ed  Sullivan  Show,  Colgate,  Eastman 
Kodak,  L. 

NBC-TV  Sunday  Showcase,  part.,  L. 

9- 10  p.m. 

ABC-TV  9-9:30  The  Rebel,  P&G,  Liggett  & 
Meyers,  F;  9:30-10  The  Alaskans,  L&M, 
Armour,  7-Up,  duPont,  Chevrolet,  Polk 
Miller,  F. 

CBS-TV  9-9:30  GE  Theatre,  Gen.  Electric,  F; 
9:30-10  Alfred  Hitchcock,  Bristol-Myers,  F. 
NBC-TV  Chevy  Show,  Chevrolet,  L. 

10- 11  p.m. 

ABC-TV  10-10:30  The  Alaskans,  cont.;  10:30- 
11  Johnny  Staccato,  Alberto-Culver,  F. 
CBS-TV  10-10:30  Jack  Benny  Show,  alt.  with 
George  Gobel  Show,  Lever,  L&F.;  10:30-11 
What’s  My  Line?,  Kellogg,  Sunbeam,  L. 
NBC-TV  10-10:30  Loretta  Young  Show,  Toni, 
Warner-Lambert  alt.,  F;  10:30-11  No  net- 
work service. 

11- 11:15  p.m. 

ABC-TV  No  network  service. 

CBS-TV  Sunday  News  Special,  Whitehall  alt. 
with  Carter,  L. 

NBC-TV  No  network  service. 

MONDAY-FRIDAY  MORNING 

7- 8  a.m. 

ABC-TV  No  network  service. 

CBS-TV  No  network  service. 

NBC-TV  Today,  Adams  Corp.,  American 
Dairy  Assn.,  Beltone,  Berkshire  Mills,  Bis- 
sell,  J.R.  Clark  Co.,  Durkee,  E.I.  duPont 
De  Nemours,  Nat’l  Presto,  Stokely  Van 
Camp,  Arvida,  T,  L. 

8- 9  a.m. 

ABC-TV  No  network  service. 

CBS-TV  8-8:15  CBS  News,  sust.,  L;  8:15-9 
Captain  Kangaroo,  part.,  L. 

NBC-TV  Today,  cont. 


FOR  THE  SALE  OR  PURCHASE  OF  A RADIO  OR  TELEVISION  STATION 


$55,000 

CENTRAL  CALIFORNIA  — Fulltime  radio 
station  in  fast-growing,  extremely  pros- 
perous area.  Breaking  even  now  but 
needs  owner-manager  to  realize  the  po- 
tential. $15,000  down  and  balance  on 
easy  terms. 

$700,000 

TWO  MIDWESTERN  RADIO  STATIONS— 

Both  fulltime  network  outlets.  Located  so 
owner  can  live  midway,  operate  both 
properties  thereby  effecting  substantial 
savings.  Rich,  active,  growing,  prosper- 
ous, agricultural,  manufacturing  and  near 
summer  and  winter  resort  area.  29% 
down  with  the  balance-  secured  by  own 
assets  and  payable  out  over  seven  to 
eight  years. 

$125,000 

PACIFIC  NORTHWEST — Daytime  radio  sta- 
tion in  market  of  over  200,000.  Price  in- 


cludes land  and  transmitter  building — 
well  equipped.  Present  owner  lives  on 
east  coast  and  this  property  needs  per- 
sonal owner  attention.  Price  of  $125,000 
with  29%  down. 

$1,800,000 

VHF  TELEVISION  STATION— Profitable 
operation  in  stable  market.  We  have  all 
the  facts  here  at  convention.  Terms  sub- 
stantially cash. 

$65,000 

EASTERN  DAYTIMER— In  single  station 
Pennsylvania  market.  On  a breakeven 
basis  with  absentee  ownership.  $20,000 
down  and  the  $45,000  at  $9,000  a year. 

$100,000 

SOUTHWEST  FULLTIMER  — Single  station 
market.  Grossing  over  $60,000  with  ex- 
cellent ownership  earnings.  Building  and 
land  evaluated  at  $23,000  go  with  sale. 


$26,000  down  will  handle  with  the  bal- 
ance out  over  TWELVE  YEARS. 

$400^000 

SOUTHEASTERN  FULLTIME  REGIONAL— 

Profitable,  popular  top  Nielsen  rating — 
major  market  in  Carolinas  just  made 
available  in  $400,000  bracket  with  25% 
down  and  terms  can  be  negotiated. 
Grossed  over  quarter  million  last  year 
. . . running  ahead  thus  far  this  year. 
Population  projected  to  increase  100,000 
next  five  years.  City  retail  sales  presently 
$330,000,000.00  and  projected  to  be  over 
$450,000,000.00  in  five  years. 

$125^000 

ROCKY  MOUNTAIN  STATE— Daytimer  with 
excellent  dial  position  in  prosperous,  fast 
growing  market.  Retail  trading  area  pop- 
ulation well  over  100,000.  Station  needs 
fulltime  owner-manager  attention.  Priced 
at  $125,000  with  $25,000  down  and  bal- 
ance out  over  ten  years. 


COME  SEE  US-SUITE  1722-1723-1724-CONRAD  HILTON 


HAMILTON-LANDIS  & ASSOCIATES  '»c 


Brokers 

WASHINGTON,  D.C. 

Ray  V.  Hamilton 
John  D.  Stebbins 
1737  DeSales  St.  N.W. 
Executive  3-3456 


Radio  and  Television  Stations 


Newspapers 


CHICAGO 

Richard  A.  Shaheen 
1714  Tribune  Tower 
DEIaware  7-2754 


DALLAS 

DeWitt  'Judge'  Landis 
1511  Bryan  Street 
Riverside  8-1175 


SAN  FRANCISCO 

John  F.  Hardesty 
1 1 1 Sutter  Street 
EXbrook  2-5671 


Nationwide 


Negotiations  • Financing 


Appraisals 
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Chateau  Frontenac,  Quebec 


IMPOSING! 

MONUMENTAL! 

but  only  a 
small  part 
of  an 

IMPRESSIVE 

picture  presented 
daily  to  over 
175,000  TV  HOMES 


Reps:  Weed  Television  Corp. 
Scharf  Broadcast  Sales  Ltd. 
Jos.  A.  Hardy  & Co.  Ltd. 


9- 10  a.m. 

ABC-TV  No  network  service. 

CBS-TV  No  network  service. 

NBC-TV  Today,  cont. 

10- 11  a.m. 

ABC-TV  No  network  service. 

CBS-TV  10-10:30  The  Red  Rowe  Show,  sust., 
L;  10:30-11  On  The  Go,  sust.,  F. 

NBC-TV  10-10:30  Dough  Re  Mi,  Nabisco, 
Sweets  Co.,  L;  10:30-11  Play  Your  Hunch, 
Sterling  Drug,  L. 

11  a.m.-Noon 

ABC-TV  No  network  service. 

CBS-TV  11-11:30  I Love  Lucy,  Lever,  Gerber, 
U.S.  Steel,  Simoniz,  Gen.  Mills,  Mennen, 
Armstrong,  Kodak,  F;  11:30-12  December 
Bride,  Scott,  Colgate,  Simoniz,  F. 

NBC-TV  11-11:30  The  Price  Is  Right,  Ponds, 
Congoleum,  Sterling,  Whitehall,  Lever,  Na- 
bisco, Standard  Brands,  Frigidaire,  Heinz, 
Culver,  Miles,  L;  11:30-12  Concentration, 
Culver,  Lever,  Ponds,  Frigidaire,  Miles, 
Nabisco,  Brillo,  Whitehall,  Heinz,  Brown 
& Williamson,  L. 


MONDAY-FRIDAY  AFTERNOON, 
EARLY  EVENING  AND  LATE  NIGHT 

Noon-1  p.m. 

ABC-TV  12-12:30  Restless  Gun,  part.,  F;  12:30- 
1 Love  That  Bob,  part.,  F. 

CBS-TV  12-12:30  Love  of  Life,  American 
Home  Products,  Lever,  Gen.  Mills.,  Nabisco, 
Dumas  Milner,  Gold  Seal,  Armstrong,  Toni, 
Standard  Brands,  Quaker  Oats,  L;  12:30- 
12:45  Search  for  Tomorrow,  P&G,  L;  12:45- 
1 Guiding  Light,  P&G,  L. 

NBC-TV  12-12:30  Truth,  or  Consequences, 
Miles,  Ponds,  P&G,  Whitehall,  Nabisco, 
Culver,  Heinz,  Rexall,  Standard  Brands. 
Frigidaire,  Congoleum,  L;  12:30-1  It  Could 
Be  You,  Whitehall,  Ben-Gay,  Ponds,  P&G, 
Miles,  Culver,  Heinz,  Nestle,  Block  Drug, 
Congoleum,  Nabisco,  Frigidaire,  Brillo, 
Standard  Brands,  L. 

1- 2  p.in. 

ABC-TV  1-1:30  About  Faces,  part.,  L;  1:30-2 
No  network  service. 

CBS-TV  1-1:05  Network  News,  sust.,  L;  1:05- 
1:30  No  network  service;  1:30-2  As  the 
World  Turns,  Carnation,  P&G,  Pillsbury, 
Standard  Brands,  Sterling  Drug,  Nabisco, 
Quaker  Oats,  Gen.  Mills,  Helene  Curtis,  L. 
NBC-TV  No  network  service. 

2- 3  p.m. 

ABC-TV  2-2:30  Day  in  Court,  part.,  L;  2:30-3 
Gale  Storm  Show,  part,  F. 

CBS-TV  2-2:30  For  Better  or  Worse,  Lever, 
Scott  and  sust.  segments,  Gold  Seal,  Dumas 
Milner,  Toni,  L;  2:30-3  Art  Linkletter’s 
Houseparty,  Kellogg,  Lever,  Pillsbury, 
Chicken  O'  the  Sea,  Carnation,  S.C.  John- 
son, Scott,  Toni,  Hoover,  Bauer  & Black, 
Armstrong,  L. 

NBC-TV  2-2:30  Queen  For  A Day,  P&G, 
Block  Drug,  Culver,  Ben-Gay,  Nestle,  Con- 
goleum, Heinz,  Nabisco,  Ponds,  L;  2:30-3 
Loretta  Young  Theatre,  Nestle,  Frigidaire, 
Heinz,  F. 

3- 4  p.m. 

ABC-TV  3-3:30  Beat  the  Clock,  part,  L;  3:30-4 
Who  Do  You  Trust?,  part.,  L. 

CBS-TV  3-3:30  The  Millionaire,  Standard 


Brands,  Simoniz,  Colgate-Palmolive,  Quak- 
er Oats,  and  sust.,  L;  3:30-4  The  Verdict  Is 
Yours,  American  Home  Products,  Toni, 
Lever,  Sterling  Drug,  Scott,  Dumas  Milner, 
Simoniz,  Standard  Brands,  L. 

NBC-TV  3-3:30  Young  Dr.  Malone,  Lever, 
Proctor  Elec.,  Sterling,  Rexall,  Heinz,  Miles, 
Culver,  L;  3:30-4  From  These  Roots,  Lever, 
Nestle,  Standard  Brands,  L. 

4- 5  p.m. 

ABC-TV  4-5:30  American  Bandstand,  part.,  L. 
CBS-TV  4-4:15  The  Brighter  Day,  P&G,  L; 
4:15-4:30  Secret  Storm,  American  Home 
Products,  Remington  Rand,  Standard 
Brands,  Gen.  Mills,  Scott,  L;  4:30-5  Edge  of 
Night,  P&G,  S.C.  Johnson,  Armstrong, 
Helene  Curtis,  Pet  Milk,  American  Home 
Products,  Pillsbury,  Sterling  Drug,  Nabisco, 
and  sust.,  L. 

NBC-TV  4-4:30  Comedy  Playhouse,  Ponds, 
Rexall,  Proctor  Elec.,  F;  4:30-5  Adventure 
Time,  F. 

5- 6  p.m. 

ABC-TV  5-5:30  American  Bandstand,  cont.; 
5:30-6  (Mon.,  Fri.)  Rin  Tin  Tin,  part.,  F; 
(Tue.,  Thur.)  Rocky  and  His  Friends,  part., 
F;  (Wed.)  My  Friend  Flicka,  part.,  F. 
CBS-TV  No  network  service. 

NBC-TV  No  network  service. 

6- 7:30  p.m. 

ABC-TV  6-7:15  No  network  service;  7:15-7:30 
News,  sust.,  L. 

CBS-TV  6-6:45  No  network  service;  6:45-7 
News  (weekly  Mon.,  alt.  Tue.,  Wed.,  Thur., 
Fri.),  American  Home  Products  (alt.  Tue., 
Thur.,  Fri.),  Philip  Morris;  (alt.  Wed.) 
Carter,  L;  7-7:15  No  network  service;  7:15= 
7:30  News  (weekly  Mon.,  alt.  Tue.,  Wed., 
Thur.,  Fri.),  American  Home  Products  (alt. 
Tue.,  Thur.,  Fri.),  Philip  Morris  (alt.  Wed.), 
Carter,  L. 

NBC-TV  6-6:45  No  network  service;  6:45-7 
Huntley -Brinkley  News,  Texaco,  L;  7-7:30 
No  network  service. 

11:15  p.m.-l  a.m. 

ABC-TV  No  network  service. 

CBS-TV  No  network  service. 

NBC-TV  Jack  Paar  Show,  Adams  Corp., 
Adolph’s,  Alberto-Culver,  American  Mari- 
etta, Bayuk,  Ben  Mont  Papers,  Block  Drug, 
Bon  Ami,  Calgon,  Durkee,  F&F  Labs.,  Day- 
ser-Roth,  Mennen,  Palm  Beach  Co.,  Pola- 
roid, Amity  Leather,  Sandura,  W.F.  Schrafft 
& Sons,  Sealy,  Stokely-Van  Camp,  Stude- 
baker-Packard,  Sylvania,  Warner-Lambert, 
various  sponsors,  T. 


MONDAY  EVENING 

7:30-8  p.m. 

ABC-TV  7:30-8:30  Cheyenne,  J&J,  American 
Chicle,  Armour,  Ritchie,  P&G,  Ralston,  F. 
CBS-TV  Kate  Smith  Show,  American  Home 
Products,  L. 

NBC-TV  7:30-8:30  Riverboat,  Noxzema,  Sun- 
shine, F. 

8-9  p.m. 

ABC-TV  8-8:30  Cheyenne,  cont.;  8:30-9:30 
Bourbon  Street  Beat,  Reynolds  Metals, 
Brown  & Williamson,  P&G,  Helene  Curtis, 
Van  Heusen,  Libbey-Owens-Ford,  duPont, 
F. 

CBS-TV  8-8:30  The  Texan,  Brown  & William- 
son, alt.  with  All  State,  F;  8:30-9  Father 


— 
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“The  more  you  get,  the  more  you  can  spend. 
And  this  will  bring  prosperity.” 

So  goes  the  thinking  in  many  a public 
expression  during  the  last  few  years. 

But  merely  getting  more  wages,  without 
producing  more  goods,  does  not  bring 
prosperity.  It  brings  inflation. 

To  earn  more,  a man  should  produce 
more:  by  producing  more,  he  earns  more. 
This  is  simple,  old-fashioned  logic  and  old- 
fashioned  morality. 

The  gimme,  gimme,  gimme  demand 
every  year  without  reference  to  earning 
causes  inflation.  And  inflation  can  rob  us 
all  of  the  prosperous  business  promised 
in  the  Golden  Sixties,  because  inflation 
dissipates,  destroys  savings. 


INFLATION  ROBS  US  ALL 


New  products  which  reduce  costs  and  give 
the  customer  more  for  his  money  are  the 
soundest  means  of  increasing  purchasing 
power  without  creating  inflation. 

Among  the  many  products  Republic  Steel 
has  developed  for  residential  construction 
are  hollow  metal  doors.  These  doors  can’t 
warp,  swell,  or  shrink.  Moisture  and  temper- 
ature changes  cannot  affect  them.  They  are 
engineered  to  fit  right,  close  tight,  open  and 
close  smoothly,  silently.  They’re  easy  to  paint 
to  harmonize  with  interior  decorations. 

The  component  includes  complete  frame, 
door,  and  hardware.  Installation  is  fast.  Each 
door  is  factory-fitted  to  eliminate  cutting  and 
planing  on  the  job.  Requires  no  maintenance 
call-back  expense.  Steel  doors  add  lasting 
value  at  low  over-all  cost  to  any  home.  Ask 
your  builder  about  Truscon  Steel  Doors,  built 
by  Republic’s  Truscon  Division. 


REPUBLIC 

STEEL 

CLEVELAND  1,  OHIO 

(rigs) 
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CORPORATION 

Representing 

RAI  RADIOTELEVISIONE  ITALIANA 
ITALIAN  RADIO  TV  SYSTEM 

400  Madison  Avenue,  New  York  17,  N.Y. 
Phone:  PLaza  5-7861 

Giorgio  E.  Padovano 

Exec.  Vice  President 


• FULLY  TRANSISTORIZED 

• LIFETIME  BATTERY 

• FLAT  TO  10,000  CYCLES 


THE  SPOT  RECORDING  ^ 

TAPE 


Where  you  go.  Mini- 
tape goes,  with  its 
own  power  and  pre- 
cision recording  unit 
in  one  compact  alu- 
minum case.  Sports, 
crime,  special  events 
...  no  other  recorder 
can  do  the  job  of 
Minitape.  Quality 
equal  to  finest  AC- 
operated  units.  Get 
all  the  facts  about 
Minitape  today! 


STANCIL-HOFFMAN  CORP. 

921  N.  Highland  Ave.  * Hollywaed  38,  Calif. 


"DEADLINE 

WASHINGTON” 


Personalized  Station 
Identification 


JINGLES 

CONVENTION 

See  Marv  Kempner  or 
Peter  Frank 
at  the  Hilton 


RICHARD  H.  ULLMAN,  Inc. 

295  Delaware  Ave.,  Buffalo,  N.  Y. 
570  Fifth  Ave.,  New  York 


Knows  Best,  Lever,  Scott  Paper,  F. 

NBC-TV  8-8:30  Riverboat,  cont.;  8:30-9  Tales 
of  Wells  Fargo,  American  Tobacco,  alt.  with 
P&G,  F. 

9- 10  p.m. 

ABC-TV  9-9:30  Bourbon  Street  Beat,  cont.; 
9:30-10  Adventures  in  Paradise,  Liggett  & 
Myers,  Reynolds  Metals,  duPont,  Armour, 
F. 

CBS-TV  9-9:30  Danny  Thomas  Show,  Gen. 
Foods,  F;  9:30-10  Ann  Sothern  Show,  Gen. 
Foods,  F. 

NBC-TV  9-9:30  Peter  Gunn,  Bristol  Myers, 
R.J.  Reynolds,  F;  9:30-10  Alcoa  Goodyear 
Theatre,  Alcoa,  alt.  with  Goodyear,  F. 

10- 11  p.m. 

ABC-TV  10-10:30  Adventures  in  Paradise, 
cont.;  10:30-11  Amateur  Hour,  Pharmaceuti- 
cals, L. 

CBS-TV  10-10:30  Hennesey,  P.  Lorillard,  alt. 
with  Gen.  Foods,  F;  10:30-11  June  Allyson, 
duPont,  F. 

NBC-TV  Steve  Allen,  Plymouth,  L. 


TUESDAY  EVENING 

7:30-8  p.in. 

ABC-TV  Bronco,  alt.  with  Sugarfoot,  Brown 
& Williamson,  Quaker  Oats,  Helene  Curtis, 
Carnation  Milk,  Haggers,  duPont,  Gen. 
Mills,  Chevrolet,  Simoniz,  F. 

CBS-TV  No  network  service. 

NBC-TV  Laramie,  L&M,  Warner-Lambert, 
Ansco  Camera,  P&G,  Sunshine  Biscuit, 
Miles,  Colgate,  F. 

8- 9  p.m. 

ABC-TV  8-8:30  Bronco  or  Sugarfoot,  cont.; 
8:30-9  Wyatt  Earp,  Gen.  Mills,  P&G,  F. 
CBS-TV  8-8:30  Dennis  O’Keefe  Show,  Olds- 
mobile,  F;  8:30-9  Dobie  Gillis,  Philip  Mor- 
ris, alt.  with  Pillsbury,  F. 

NBC-TV  8-8:30  Laramie,  cont.;  8:30-9  Ford 
Startime,  Ford,  T. 

9- 10  p.m. 

ABC-TV  9-9:30  Rifleman,  Miles  Labs.,  Ral- 
ston, P&G,  F;  9:30-10  Colt  .45,  Brown  & 
Williamson,  Whitehall,  F. 

CBS-TV  9-9:30  Tightrope,  Pharmaceuticals, 
L;  9:30-10  Red  Skelton,  S.C.  Johnson,  Pet 
Milk,  F. 

NBC-TV  9-9:30  Ford  Startime,  cont.;  9:30-10 


SPECIALS  ON  NETWORK 
ABC-TV 

April  15:  1:30-2  p.m. 

The  Shroud  of  Turin. 

April  20:  8:30-10  p.m. 

Ninotchka,  General  Mills,  Westclox. 
April  27:  10-11  p.m. 

Invitation  to  Paris,  Renault. 

May  12:  9:30-10:30  p.m. 

Frank  Sinatra  Show,  Timex. 

CBS-TV 

April  7:  8-9:30  p.m. 

duPont  Show  of  the  Month,  duPont. 
April  8:  9-10  p.m. 

Manhattan. 

April  9:  5-6  p.m. 

Masters  Golf  Tournament,  Travelers 
Insurance,  American  Express. 

April  10:  4-5:30  p.m. 

Masters  Golf  Tournament,  Travelers 
Insurance,  American  Express. 

April  21:  10-11  p.m. 

CBS  Reports,  Bell  & Howell,  Goodrich. 
April  22:  9-10  p.m. 

Manhattan. 

April  27:  10-11  a.m. 

Woman! 

May  6:  9-10  p.m. 

Arthur  Godfrey  Special,  Greyhound, 
Sears  Roebuck. 

May  7:  5:15-5:45  p.m. 

Kentucky  Derby,  Schlitz. 

May  7:  9-10  p.m. 

Phil  Silvers  Special,  Carling. 

May  18:  10-11  p.m. 

Jack  Benny  Hour,  Benrus,  Greyhound 
(repeat  of  Nov.  7,  1959  special) 

May  19:  9:30-11  p.m. 

Buick  Electra  Playhouse,  Gen.  Motors. 
May  21:  5:30-6  p.m. 

Pimlico  Preakness,  Schlitz. 

May  27:  9-10  p.m. 

Ringling  Bros.  Circus. 

May  27:  10-11  p.m. 

CBS  Reports,  Bell  & Howell, 

Goodrich. 


Arthur  Murray  Party,  P.  Lorillard,  alt.  with 
Sterling,  L. 

10-11  p.m. 

ABC-TV  10-10:30  Alcoa  Presents,  Aluminum 
Co.  of  America,  F;  10:30-11  Keep  Talking, 
Mutual  of  Omaha,  L. 

CBS-TV  Garry  Moore  Show,  Kellogg,  S.C. 
Johnson,  Polaroid,  Pittsburgh  Plate  Glass, 

NBC-TV  10-10:30  M-Squad,  American  Tobac- 
co, alt.,  F.  10:30-11  No  network  service. 


WEDNESDAY  EVENING 

7:30-8  p.m. 

ABC-TV  7:30-8  Music  For  a Spring  Night, 
sust.,  L. 

CBS-TV  7:30-8:30  Be  Our  Guest,  American 
Home  Products,  Hazel  Bishop,  Manhattan 
Shirt,  Helene  Curtis,  L. 

NBC-TV  Wagon  Train,  Ford,  National  Bis- 
quit,  R.J.  Reynolds,  F. 

8- 9  p.m. 

ABC-TV  8-8:30  Music  For  a Spring  Night, 
cont.;  8:30-9  Ozzie  & Harriet,  Eastman 
Kodak,  Quaker  Oats,  F. 

CBS-TV  8-8:30  Be  Our  Guest,  cont.;  8:30-9 
Men  Into  Space,  American  Tobacco,  F. 
NBC-TV  8-8:30  Wagon  Train,  cont.;  8:30-9 
The  Price  Is  Right,  Lever,  Spiedel,  L. 

9- 10  p.m. 

ABC-TV  Hawaiian  Eye,  Carter,  Whitehall, 
Ritchie,  American  Chicle,  F. 

CBS-TV  9-9:30  The  Millionaire,  Colgate,  F; 
9:30-10  I’ve  Got  A Secret,  R.J.  Reynolds, 
alt.  with  Bristol-Myers,  L. 

NBC-TV  Perry  Como  Show,  Kraft,  L. 

10- 11  p.m. 

ABC-TV  10-10:45  Wednesday  Night  Fights, 
Miles  Labs.,  Brown  & Williamson,  L;  10:45- 
11  No  network  service. 

CBS-TV  U.S.  Steel  Hour,  U.S.  Steel,  alt.  with 
Armstrong  Circle  Theatre,  Armstrong  Cork, 
L. 

NBC-TV  10-10:30  This  Is  Your  Life,  P&G,  F; 
10:30-11  Wichita  Town,  P&G,  T. 

THURSDAY  EVENING 

7:30-8  p.m. 

ABC-TV  Steve  Canyon,  sust.,  F. 


TV  IN  APRIL,  MAY  & JUNE 

June  3:  9-10  p.m. 

Manhattan. 

June  11:  4:30-5  p.m. 

Belmont  Stakes,  Schlitz. 

June  17:  9-10  p.m. 

CBS  Reports,  Bell  & Howell,  Schlitz. 

NBC-TV 

April  4:  10:30 — conclusion. 

Oscar  Awards,  Academy  of  Motion 
Picture  Arts  & Sciences. 

April  8:  8:30-10  p.m. 

Art  Carney,  AC/UMS. 

April  10:  6:30-8  p.m. 

Hallmark  Hall  of  Fame,  Hallmark. 
April  10:  8-9  p.m. 

Our  American  Heritage,  Equitable. 
April  15:  8:30-9:30  p.m. 

Jerry  Lewis  Show,  Timex. 

April  16:  8:30-9:30  p.m. 

Andy  Williams  Pontiac  Show,  Pontiac. 
April  20:  9-10  p.m. 

Bob  Hope  Show,  Buick. 

April  22:  8:30-9:30  p.m. 

Mark  Twain’s  America. 

April  24:  8-9  p.m. 

Rexall  Special,  Rexall. 

April  26:  10-11  p.m. 

Jack  Parr  Special. 

April  29:  8:30-9:30  p.m. 

Bell  Telephone  Hour,  AT&T. 

May  2:  9:30-11  p.m. 

Hallmark  Hall  of  Fame,  Hallmark. 

May  6 : 8 :30-9 :30  p.m. 

Art  Carney,  AC/UMS. 

May  12:  10-11:30  p.m. 

Emmy  Awards,  Benrus,  P&G. 

May  13:  10-11  p.m. 

Gene  Kelly,  Pontiac. 

May  15 : 8-9  p.m. 

News  Special. 

May  27 : 8 :30-9 :30  p.m. 

News  Special. 

June  3:  8:30-9:30  p.m. 

Summer  on  Ice,  Brewers’  Foundation. 
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CBS-TV  No  network  service. 

NBC-TV  Law  of  the  Plainsman,  Ansco  Cam- 
era, Sunshine  Biscuits,  Renault,  F. 

8- 9  p.m. 

ABC-TV  8-8:30  Donna  Reed  Show,  Campbell 
Soup,  J&J,  F;  8:30-9  The  Real  McCoys, 
P&G,  F. 

CBS-TV  8-8:30  Betty  Hutton,  Gen.  Foods,  F: 
8:30-9  Johnny  Ringo,  S.C.  Johnson,  alt.  with 
P.  Lorillard,  F. 

NBC-TV  8-8:30  Bat  Masterson,  Sealtest,  F; 
8:30-9  Johnny  Staccato,  R.J.  Reynolds,  alt. 
with  Bristol-Myers,  F. 

9- 10  p.m. 

ABC-TV  9-9:30  Pat  Boone  Show,  Chevrolet, 
L;  9:30-10:30  The  Untouchables,  L&M,  Col- 
gate, Carnation,  HJ.  Ritchie,  Armour,  7-Up, 
duPont,  F. 

CBS-TV  9-9:30  Zane  Grey  Theatre,  S.C.  John- 
son, Gen.  Foods,  F;  9:30-10  Markham, 
Schlitz,  alt.  with  Renault,  F. 

NBC-TV  9-9:30  Bachelor  Father,  American 
Tobacco,  alt.  with  Whitehall,  F;  9:30-10 
The  Ford  Show,  Ford,  L. 

10- 11  p.m. 

ABC-TV  10-10:30  The  Untouchables,  cont.; 
10:30-11  Take  A Good  Look,  Consolidated 
Cigars,  F. 

CBS-TV  10-11  Revlon  Revue,  Revlon. 

NBC-TV  10-10:30  You  Bet  Your  Life,  Lever, 
alt.  with  Pharmaceuticals,  F;  10:30-11  The 
Lawless  Years,  Alberto-Culver,  F. 


FRIDAY  EVENING 

7:30-8  p.m. 

ABC-TV  Walt  Disney  Presents,  Ward  Baking, 
Mars,  Canada  Dry,  Derby,  F. 

CBS-TV  Rawhide,  Parliament,  H.C.  Moores, 
Nabisco,  Wm.  Wrigley,  Colgate,  L. 

NBC-TV  People  Are  Funny,  Greyhound, 
Glenbrook,  alt.,  F. 

8- 9  p.m. 

ABC-TV  8-8:30  Walt  Disney  Presents,  cont.; 
8:30-9  Man  From  Blackhawk,  Miles,  R.J. 
Reynolds,  F. 

CBS-TV  8-8:30  Rawhide,  cont.;  8:30-9  Hotel 
de  Paree,  Carter,  Liggett  & Myers,  L. 
NBC-TV  8-8:30  Troubleshooters,  Philip  Mor- 
ris, alt.  with  H-A  Hair  Arranger,  F;  8:30-9 
Specials,  L. 

9- 10  p.m. 

ABC-TV  77  Sunset  Strip,  American  Chicle, 
Whitehall,  Ritchie,  R.J.  Reynolds,  F. 
CBS-TV  Desilu  Playhouse,  Westinghouse,  alt. 
wks.,  F. 

NBC-TV  9-9:30  Specials,  cont.;  9:30-10  Mas- 
querade Party,  Block  Drug,  Hazel  Bishop, 


10-11  p.m. 

ABC-TV  10-10:30  Robert  Taylor’s  Detectives, 
P&G,  F;  10:30-11  Black  Saddle,  L&M,  Al- 
berto Culver,  F. 

CBS-TV  10-10:30  Twilight  Zone,  Kimberly- 
Clark,  alt.  with  Gen.  Foods,  F;  10:30-11 
Person  to  Person,  Carter,  alt.  with  Allstate, 
L. 

NBC-TV  Cavalcade  of  Sports,  Gillette,  L. 


SATURDAY  MORN.  & AFTERNOON 

10-11  a.m. 

ABC-TV  No  network  service. 

CBS-TV  10-10:30  Heckle  & Jeckle,  Gen.  Mills, 
F;  10:15-10:30  Mighty  Mouse,  Colgate-Palm- 
olive, alt.  wks.,  F. 

NBC-TV  10-10:30  Howdy  Doody,  Continental 
Baking,  Nabisco,  L;  10:30-11  Ruff  and  Red- 
dy, Gen.  Foods,  alt.  with  Borden,  F. 

11  a.m.-Noon 

ABC-TV  No  network  service. 

CBS-TV  11-11:15  Lone  Ranger,  Gen.  Mills; 
11:15-11:30  Lone  Ranger,  sust.,  F;  11:30-12 
I Love  Lucy,  sust.,  F. 

NBC-TV  11-11:30  Fury,  General  Foods,  with 
Borden,  F;  11:30-12  Circus  Boy,  Miles,  alt. 
with  sust.,  F. 

Noon-1  p.m. 

ABC-TV  12-12:30  Lunch  with  Soupy  Sales, 
Gen.  Foods,  L;  12:30-1  No  network  service. 
CBS-TV  12-12:30  Sky  King,  Nabisco,  F;  12:30-1 
No  network  service. 

NBC-TV  12-12:30  True  Story,  Sterling  Drug, 
I2F;  12:30-1  Detective’s  Diary,  Sterling 
Drug,  F. 

1-2  p.m. 

ABC-TV  No  network  service. 

CBS-TV  1-1:30  Saturday  News,  sust.,  L;  1:30-2 
No  network  service. 

NBC-TV  No  network  service. 


2-5  p.m. 

ABC-TV  No  network  service. 

CBS-TV  2-conclusion  Baseball — Game  of  the 
Week,  part.,  L. 

NBC-TV  2-4:30  Pro  Basketball,  Bayuk,  An- 
heuser-Busch, Gen.  Mills,  L;  4:30-5:30 
World  Champion  Golf,  Bayuk,  alt.,  Ameri- 
can Safety  Razor,  L. 

5-7:30  p.m. 

ABC-TV  No  network  service. 

CBS-TV  4-7 :30  No  network  service. 

NBC-TV  5-5:30  World  Championship  Golf, 
cont.;  5:30-7:30  No  network  service. 

SATURDAY  EVENING 

7:30-8  p.m. 

ABC-TV  Dick  Clark  Show,  Beech-Nut,  Life 
Savers,  L. 

CBS-TV  Perry  Mason,  Colgate,  Gulf,  Hamm, 
Philip  Morris,  Sterling  Drug,  F. 

NBC-TV  Bonanza,  RCA,  L&M,  F. 

8-9  p.m. 

ABC-TV  8-8:30  John  Gunther’s  High  Road, 


Ralston,  F;  8:30-9  Leave  It  To  Beaver, 
Ralston,  F. 

CBS-TV  8-8:30  Perry  Mason,  cont.;  8:30-9 
Wanted — Dead  or  Alive,  Brown  & William- 
son, alt.  with  Kimberly-Clark,  F. 

NBC-TV  8-8:30  Bonanza,  cont.;  8:30-9  Man 
and  the  Challenge,  Chemstrand,  alt.  with 
R.J.  Reynolds,  F. 

9- 10  p.m. 

ABC-TV  Dodge  Dancing  Party,  Dodge,  L. 
CBS-TV  9-9:30  Mr.  Lucky,  Lever,  alt.  with 
Brown  & Williamson,  F;  9:30-10  Have  Gun, 
Will  Travel,  Lever,  Whitehall,  F. 

NBC-TV  9-9:30  The  Deputy,  Kellogg,  alt.  with 
General  Cigar,  F;  9:30-10:30  World  Wide  60, 
sust.,  F. 

10- 11  p.m. 

ABC-TV  Jubilee  USA,  Massey  - Ferguson, 
part.,  L. 

CBS-TV  10-10:30  Gunsmoke,  Liggett  & Myers, 
Remington  Rand,  F;  10:30-11  No  network 
service. 

NBC-TV  10-10:30  World  Wide  60,  cont.;  10:30- 
11  Man  From  Interpol,  Sterling,  F. 


ECONOMY  VIDEO  SYSTEMS  . . . 
From  ELECTRON  CORPORATION 


For  Education  For  Commercial 

From  a single  camera  to  a complete  broadcast  or  closed 
circuit  television  system.  Electron  Corporation  provides  a sat- 
isfactory result  at,  oftentimes,  startlingly  low  prices.  May 
we  hear  your  ideas  and  give  you  a quote  on  your  needs? 


Broadcast  Television  Packages 
Closed  Circuit  Television  Systems 
Translator  Television  Systems 


Economy  Television  Camera  Chains 
Remote  Control  Television  Systems 
Television  Distribution  & Receiving  Systems 


ELECTRON  CORPORATION 


P.O.  Box  5570 
Dallas,  Texas 


Subsidiary  of  Ling-Altec  Electronics,  Inc. 

Phone:  Adams  5-3424 
or  Adams  5-3273 
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ULTRA 

REEL!! 


For  answers  to  your  tape  problems,  see 
your  3M  representative  or  write:  Dept. 
MBX-40, 3M  Company,  St.  Paul  6,  Minn. 

^^INMESOTA  ^/JlNING  AND  ^MANUFACTURING  COMPAN  T 

"SCOTCH"  is  a registered  trademark  of  the  3M  Co„  St.  Paul  6,  Minn. 


Visit 

MODERN 

BROADCASTING, 

INC 

Suite  21 19A 
CONRAD  HILTON 
HOTEL 

JERRY  GOLDEN 
CARL  PORCO 
MARK  SMERNOFF 
KEN  COOPER 


FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

March  24  through  March  30.  Includes  data  on  new  stations,  changes  in 
existing  stations,  ownership  changes,  hearing  cases,  rules  & standards 
changes  and  routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
— very  high  frequency,  uhf — ultra  high  fre- 
quency. ant. — antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watts,  me — mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  uni. 
— unlimited  hours,  kc — kilocycles.  SCA — 
subsidiary  communications  authorization. 
SSA — special  service  authorization. — STA — 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann.  Announced. 

New  Tv  Stations 

ACTIONS  BY  FCC 

Kaiser  Hawaiian  Village,  Hilo,  Hawaii — 
Granted  cp  for  new  tv  station  to  operate 
on  ch.  13;  ERP  3.7  dbk  (2.34  kw)  vis.  and 
1.4  dbk  (1.38  kw)  aur.;  ant.-  height  minus 
670  ft.;  engineering  conditions  and  subject 
to  causing  no  interference  to  Federal  Avia- 
tion Agency  radio  installations  in  Hawaii. 
Ann.  Mar.  24. 

*The  School  District  of  Kansas  City, 
Kansas  City,  Mo. — Waived  sec.  3.685  (a)  of 
rules  and  granted  application  for  new  non- 
commercial educational  tv  station  to  op- 
erate on  ch.  *19;  ERP  12.5  dbk  (17.8  kw) 
vis.  and  9.9  dbk  (9.77  kw)  aur.;  ant.  height 
510  ft.  Ann.  Mar.  24. 

Lake  Huron  Bcstg.  Corp.;  Gerity  Bcstg. 
Co.,  Alpena,  Mich. — Designated  for  consoli- 
dated hearing  applications  for  new  tv  sta- 
tions to  operate  on  ch.  9.  Ann.  Mar.  24. 

Existing  Tv  Stations 

ACTIONS  BY  FCC 

KSTF  (TV)  Scottshluff,  Neb.  — Granted 
waiver  of  sec.  3.652  (a)  of  rules  to  permit 
KSTF  (TV)  to  identify  itself  with  Gering 
as  well  as  Scottsbluff.  Comr.  Bartley  dis- 
sented. Ann.  Mar.  24. 

W SPA- TV  Spartanburg,  S.C.— By  letter, 
advised  that  action  on  application  for  cp  to 
relocate  WSPA-TV  from  its  present  site  on 
Paris  Mountain  to  site  on  Caesar’s  Head 
Mountain  and  other  related  changes  will 
be  deferred  until  conclusion  of  remand  pro- 
ceeding on  its  application  to  change  trans. 
site,  etc.  Ann.  Mar.  24. 

Tv  Translators 

ACTIONS  BY  FCC 

Kaiser  Hawaiian  Village,  Honohina,  Ha- 
waii— Granted  cp  for  new  tv  translator  sta- 
tion on  ch.  76  to  translate  programs  of 
KMVI-TV  (ch.  12)  Wailuku,  Maui.  Ann. 
Mar.  24. 

Hawaiian  Bcstg.  System,  Lihue,  Kauai, 
Hawaii — Granted  cp  for  new  tv  translator 
station  on  ch.  70  to  translate  programs  of 
KGMB-TV  (ch.  9)  Honolulu.  Ann.  Mar.  24. 

Cap  Rock  Translator  System  Inc.,  Mem- 
phis, Tex. — Granted  applications  for  three 
new  tv  translator  stations  on  chs.  71,  77  and 
80  to  translate  programs  of  Amarillo  sta- 
tions KGNC-TV  (ch.  4),  KVII  (ch.  7)  and 
KFDA-TV  (ch.  10),  respectively.  Ann. 
Mar.  24. 


Yakima  Wireless  Community  Tv  Assn. 
Inc.,  Yakima,  Selah,  Cowiche  and  Naches 
Heights,  all  Washington — Granted  cps  for 
two  new  tv  translator  stations  on  ch.  73  to 
serve  Yakima  and  Selah  and  on  ch.  78  to 
serve  Cowiche  and  Naches  Heights  area  by 
translating  programs  of  KOMO-TV  (ch.  4) 
Seattle.  Chmn.  Ford  dissented.  Ann.  Mar. 

24. 

New  Am  Stations 

ACTIONS  BY  FCC 

Providence,  R.I. — Radio  Rhode  Island  Inc. 
Granted  990  kc,  50  kw  D.  P.O.  address  111 
Westminister  St.,  Room  405,  Providence. 
Estimated  construction  cost  $229,616,  first 
year  operating  cost  $180,000,  revenue  $240,- 
000.  Owners  are  Harry  Pinkerson  (62.5%) 
and  others.  Mr.  Pinkerson  is  in  women’s 
clothing  business.  Ann.  Mar.  25. 

APPLICATIONS 

West  Side  Radio,  Tracy,  Calif. — Amend- 
ment to  application  for  cp  to  change  hours 
of  operation  from  D to  uni.,  using  power 
of  500  w (increase  power  from  250  w), 
change  ant.-trans.  location  and  studio  loca- 
tion, change  from  DA-D  to  DA-D  and  N 
(DA-1),  changes  in  DA  system  and  ground 
system  and  change  type  trans.  (710  kc). 
Ann.  Mar.  25. 

Galen  O.  Gilbert,  Aurora,  Mo. — Amend- 
ment to  application  for  cp  for  new  station 
to  change  frequency  from  1550  kc  to  940 
kc,  decrease  power  from  1 kw  to  500  w, 
make  changes  in  ant.  system  (increase 
height)  and  change  type  trans.  Ann.  Mar. 

25. 

Carmichael,  Calif. — Olympic  Bcstrs.  Inc. 
710  kc,  250  w D.  P.O.  address  % D.D.  Kahle, 
860  Jewell  Ave.,  Pacific  Grove,  Calif.  Esti- 
mated construction  cost  $96,435,  first  year 
operating  cost  $100,000,  revenue  $125,000. 
Principals  include  William  E.  Boeing  Jr., 
90%,  and  Douglas  D.  Kahle,  10%.  Mr.  Boe- 
ing is  owner  of  KEDO  Longview,  Wash., 
KPAM  and  KPFM  Portland,  Ore.  Mr.  Kahle 
has  interest  in  KWIN  Ashland,  Ore.,  and  is 
employe  of  Edwin  Tornberg  & Co.,  media 
brokers.  Ann.  Mar.  30. 

Ft.  Myers,  Fla.— William  H.  Martin  1350 
kc,  1 kw  D.  P.O.  address  Box  1222,  Lake- 
land, Fla.  Estimated  construction  cost  $16,- 
050,  first  year  operating  cost  $48,000,  revenue 
$60,000.  Applicant  has  interest  in  WYSE 
Lakeland,  WOOO  Deland,  WHYS  Ocala, 
and  WMEN,  Tallahassee,  all  Florida.  Ann. 
Mar.  24. 

Largo,  Fla. — Seminole  Bcstg.  Co.  900  kc, 
1 kw  D.  P.O.  address  580  Indian  Rocks  Rd., 
Largo,  Fla.  Estimated  construction  cost 
$17,377,  first  year  operating  cost  $31,500, 
revenue  $46,000.  Principals  include  Robert 
A.  Petelle,  Elizabeth  A.  McCord,  and  Nor- 
man Bie  Jr.,  33!'3%  each.  Mr.  Petelle  and 
Mrs.  McCord  are  in  insurance.  Mr.  Bie  is 
attorney.  Ann.  Mar.  28. 

Cochran,  Ga. — Frank  Van  Hobbs  1310  kc, 
.5  kw  D.  P.O.  address  Box  325  Green  Cove 
Springs,  Fla.  Estimated  construction  cost 
$15,000,  first  year  operating  cost  $24,000, 
revenue  $30,000.  Applicant  owns  WGRC 
Green  Cove  Springs,  Fla.  Ann.  Mar.  24. 


NEW  YORK-’ 

60  East  42nd  Street 

EDWIN  TORNBERG 

MUrray  Hill  7-4242 

WEST  COAST 

& COMPANY,  INC. 

860  Jewell  Avenue. 

Pacific  Grove,  Californio 

NEGOTIATORS  FOR  THE  PURCHASE  AND 

Frontier  2-7475  , 

SALE  OF  RADIO  AND  TELEVISION  STATIONS 

WASHINGTON. 

EVALUATIONS 

1625  Eye  Street,  N.W. 

FINANCIAL  ADVISERS 

District  7-8531 
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Indianapolis,  Ind. — Hoosier  Bcstg.  Corp. 
1150  kc,  1 kw.  P.O.  address  3000  East  65th 
St.,  Indianapolis,  Ind.  Estimated  construc- 
tion cost  $34,650,  first  year  operating  cost 
$180,000,  revenue  $227,000.  Principals  in- 
clude Philip  R.  Hedback,  78%,  and  others. 
Mr.  Hedback  is  in  heating  and  air-condi- 
tioning. Ann.  Mar.  24. 

Indianapolis,  Ind. — Independent  Indianap- 
olis Bcstg.  Corp.  1150  kc,  1 kw.  P.O.  address 
% Tavels,  3301  West  Central  Ave.,  Toledo, 
Ohio.  Estimated  construction  cost  $74,161, 
first  year  operating  cost  $84,000,  revenue 
$120,000.  Principals  include  Marvin  E.  Tavel, 
70%,  and  others.  Mr.  Tavel  is  in  retail 
furniture.  Arm.  Mar.  28. 

Edina,  Minn. — Edina  Corp.  1080  kc,  10 
kw.  P.O.  address  Box  762,  '■/,  KYSN  Colo- 
rado Springs,  Colo.  Estimated  construction 
cost  $103,985,  first  year  operating  cost  $120,- 
000,  revenue  $150,000.  Principals  are  John 
C.  Hunter,  Robert  Donner  Jr.,  Kenneth 
Palmer  and  Croil  Hunter,  25%  each.  Croil 
Hunter  is  in  banking.  Other  principals  are 
owners  of  KYSN  Colorado  Springs,  Colo. 
John  C.  Hunter  is  majority  stockholder  in 
WCMP  Pine  City,  Minn,  and  in  KOWB 
Laramie,  Wyo.  Ann.  Mar.  28. 

Aurora,  Mo. — B.J.  Hart  940  kc,  500  w D. 
P.O.  address  Box  310,  Mt.  Vernon,  Mo.  Esti- 
mated construction  cost  $27,000,  first  year 
operating  cost  $30,000,  revenue  $35,000.  Ap- 
plicant is  in  laundry  business.  Ann.  Mar.  30. 

Ventnor-Margate,  N.J. — Marymac  Bcstrs. 
1570  kc,  1 kw.  P.O.  address  2000  P St., 
Washington,  D.C.  Estimated  construction 
cost  $21,500,  first  year  operating  cost  $45,000, 
revenue  $55,000.  Principals  are  John  R.  and 
Mary  C.  McKenna,  equal  partners.  Mr. 
McKenna,  a radio  engineer,  was  former 
stockholder  in  WGLN  Glen  Falls  and 
WKNY  Kingston,  both  New  York.  Ann. 
Mar.  30. 

Niles,  Ohio— Niles  Bcstg.  Co.  1540  kc,  .5 
kw  D.  P.O.  address  411  Mahoning  Bank 
Bldg.,  Youngstown,  Ohio.  Estimated  con- 
struction cost  $35,779,  first  year  operating 
cost  $42,000,  revenue  $58,000.  Principals  in- 
clude Frank  Bevilacqua,  Stephen  Conti,  40% 
each.  Peter  Michaels,  2%.  Mr.  Bevilacqua 
is  in  life  insurance.  Mr.  Conti  is  in  bakery 
business.  Mr.  Michaels  is  lawyer.  Ann. 
Mar.  25. 


Existing  Am  Stations 

ACTIONS  BY  FCC 

KDB  Santa  Barbara,  Calif. — Is  being  ad- 
vised that  application  for  renewal  of  license 
indicates  necessity  of  hearing  in  light  of 
over-all  programming  operations  and  dis- 
parity between  program  representations 
and  actual  operation.  Ann.  Mar.  24. 

WPRA  Mayaguez,  P.R. — Granted  exten- 
sion of  authority  to  Sept.  30  to  operate  with 
temporary  vertical  ant.,  pending  final  dis- 
position of  applications  involving  move  of 
facilities  of  WPRA  (990  kc)  to  Guaynabo. 
Ann.  Mar.  24. 

KWSC  Pullman,  Wash.,  KTW  Seattle, 
Wash. — Designated  for  consolidated  hear- 
ing applications  for  renewal  of  licenses  of 
KWSC  & aux.  and  KTW  and  mod.  of  li- 
cense of  KWSC  to  specify  uni.  time  opera- 
tion. KWSC  and  KTW  now  share  time  at 
night  on  1250  kc,  5 kw,  and  operate  simul- 
taneously daytime.  Ann.  Mar.  24. 

APPLICATIONS 

KVIP  Redding,  Calif.— Cp  to  increase 
power  from  1 kw  to  5 kw  and  install  new 
trans.  (540  kc).  Ann.  Mar.  29. 

KLOK  San  Jose,  Calif. — Cp  to  increase 
nighttime  power  from  1 kw  to  5 kw  and 
make  changes  in  nighttime  DA  pattern. 
(Request  waiver  of  sec.  3.28  - (c)  of  rules.) 
(1170  kc.)  Ann.  Mar.  28. 

KCRT  Trinidad,  Colo. — Mod.  of  license 
to  change  hours  of  operation  from  uni.  to 
specified  hours  (1240  kc).  Sign-on  to  8 p.m. 
daily.  Ann.  Mar.  25. 

KOEL  Oelwein,  Iowa — Cp  to  increase 
daytime  power  from  1 kw  to  5 kw,  make 
changes  in  DA  system  (one  additional 
tower)  and  install  new  trans.  (950  kc).  Ann. 
Mar.  25. 

KFNF  Shenandoah,  Iowa  — Cp  to  in- 
crease power  from  500  w,  1 kw  D.  Change 
ant.-trans.  and  studio  locations,  install  DA 
D and  N (DA-2)  and  new  ground  system, 
install  new  trans.  and  change  station  loca- 
tion to  Council  Bluffs,  Iowa  (920  kc).  Ann. 
Mar.  28. 

KWOS  Jefferson  City,  Mo. — Cp  to  in- 
crease daytime  power  from  250  w to  1 kw 
and  install  new  trans.  (Request  waiver  of 
sec.  3.28  (c)  of  rules.)  (1240  kc.)  Ann.  Mar. 
28. 

KARA  Albuquerque,  N.M. — Cp  to  change 
frequency  from  1310  kc  to  860  kc  and  make 
changes  in  ant.  system  (increase  height). 
Ann.  Mar.  28. 

WHOT  Campbell,  Ohio — Cp  to  change 
frequency  from  1570  kc  to  1330  kc,  change 
hours  of  operation  from  D to  uni.  using 
power  of  1 kw,  install  new  trans.  at  dif- 


ferent trans.  site  with  DA  for  nighttime  use 
(two  ant.-trans.  locations),  changes  in  pres- 
ent DA  for  daytime  use  (4  additional  tow- 
ers) (DA-2).  (Request  waiver  of  sec  3.28 
(c)  of  rules  for  daytime  operation.)  Ann. 
Mar.  30. 

WPME  Punxsutawney,  Pa.  — Cp  to  in- 
crease power  from  1 kw  to  5 kw  (with  pow- 
er reduced  to  1 kw  during  critical  hours) 
and  install  new  trans.  (1540  kc).  Ann. 
Mar.  28. 

KIUN  Pecos,  Tex. — Cp  to  increase  day- 
time power  from  250  w to  1 kw  and  install 
new  trans.  (1400  kc).  Ann.  Mar.  24. 

WTAP  Parkersburg,  W.Va. — Cp  to  in- 
crease daytime  power  from  250  w to  1 kw 
and  install  new  trans.  (Request  waiver  of 
sec.  3.28  (c)  (3)  of  rules.)  (1230  kc.)  Ann. 
Mar.  28. 


New  Fm  Stations 

ACTIONS  BY  FCC 

Little  Rock,  Ark. — Hi-Fi  Fm  Bstg.  Co. 
Granted  94.1  me,  31  kw.  P.O.  address  311 
Main  St.,  Little  Rock,  Ark.  Estimated  con- 
struction cost  $35,770,  first  year  operating 
cost  $35,000,  revenue  $40,000.  Principal  ap- 
plicant is  James  A.  Moses  (96%%).  Mr. 
Moses  is  in  record  business.  Ann.  Mar.  24. 

APPLICATIONS 

Boise,  Idaho  — Good  Music  Bcstg.  Co. 
99.9  me,  18.92  kw.  P.O.  address  802  Bannock 
St.,  Boise,  Idaho.  Estimated  construction 
cost  $26,000,  first  year  operating  cost  $32,500, 
revenue  $40,500.  Principals  include  Roger  L. 
Hagadone,  John  W.  Warren,  49%  each,  and 
others.  Mr.  Warren  is  in  stocks  and  bonds. 
Mr.  Hagadone  has  interest  in  KCIX-TV 
Nampa,  Idaho.  Ann.  Mar.  25. 

Minneapolis,  Minn. — Plains  Radio  Bcstg. 
Co.  100.3  me,  8.88  kw.  P.O.  address  Ama- 
rillo, Tex.  Estimated  construction  cost  $31,- 
332,  first  year  operating  cost  $36,000,  reve- 
nue $45,000.  Plains  Radio  is  81%  owned  by 
Globe-News  Publishing  Co.,  of  which  Ed 
Fagg  Trusts  has  53.676%  interest.  Globe- 
News  is  licensee  of  KGNC-TV  Amarillo. 
Plains  Radio  is  licensee  of  KGNC-AM-FM 
Amarillo,  KFYO  Lubbock,  both  Texas.  Mr. 
Trusts  also  holds  19%  interest  in  Plains 
Radio.  Ann.  Mar.  28. 

Atlantic  City,  N.J. — South  Jersey  Radio 
Inc.  103.7  me,  3.07  kw.  P.O.  address  Old 
Turnpike,  Pleasantville,  N.J.  Estimated 
construction  cost  $8,755,  first  year  operating 
cost  $2,500,  revenue  $5,000.  Principals  in- 
clude Harlan  G.  Murrelle,  Howard  L. 
Green,  16.6%  each,  and  others.  Applicants 
also  own  WOND  Pleasantville,  N.J.  and 
WMMB  Melbourne,  Fla.  Ann.  Mar.  24. 

Miamisburg,  Ohio — Miami  Valley  Chris- 
tian Bcstg.  Assn.  93.9  me,  6.533  kw.  P.O.  ad- 
dress Box  222,  Miamisburg,  Ohio.  Estimated 
construction  cost  $19,250,  first  year  opera- 
ting cost  $36,000,  revenue  $48,000.  Miami 
Valley  is  a nonprofit,  religious  association. 
Ann.  ' Mar.  28. 


Existing  Fm  Stations 

ACTIONS  BY  FCC 

KDKA  - FM  Pittsburgh,  Pa.  — Granted 
temporary  authority  to  Sept.  30  to  transmit 
play-by-play  descriptions  of  Pittsburgh 
Pirates  baseball  games  to  other  am  and  fm 
stations  within  its  service  area;  multiplex 
operation  on  subcarrier  frequency  of  about 
67  kc  to  conform  with  sec.  3.319  of  sub- 
sidiary communications  rules,  and  partici- 
pating stations  to  comply  with  secs.  3.121 
and  3.291  of  rebroadcast  rules.  Ann.  Mar.  24. 

Ownership  Changes 

ACTIONS  BY  FCC 

KXLR  North  Little  Rock,  Ark. — Granted 
assignment  of  license  to  Arkansas  Bcstg. 
Inc.  (Devane  Clarke,  president);  considera- 
tion $215,000.  Ann.  Mar.  30. 

KWG  Stockton,  Calif. — Granted  assign- 
ment of  license  to  KMO  Inc.  (Carl  E.  Hay- 
mond,  major  stockholder  of  KIT  Yakima, 
Wash.);  consideration  $140,143.  Ann.  Mar.  30. 

KUDY  Littleton,  Colo. — Granted  assign- 
ment of  license  to  M-O-R  Bcstg.  Corp. 
(Robert  B.  Martin,  president);  considera- 
tion $240,000  rental  for  20  years  with  option 
to  purchase  for  $75,000  after  19  years.  Ann. 
Mar.  30. 

KEEP  Twin  Falls,  Idaho — Granted  trans- 
fer of  negative  control  to  Janice  M.  and 
Ralph  W.  Burden  Jr.;  consideration  $100 
for  50%  interest.  Mr.  Burden  has  been  gen- 
eral manager  of  KEEP.  Ann.  Mar.  30. 

KNDY  Marysville,  Kan. — Granted  assign- 
ment of  license  to  Wyman  N.  and  Willa  M. 
Schnepp,  as  tenants-in-common;  considera- 
tion $45,000.  Ann.  Mar.  24. 

WYFE  New  Orleans,  La. — Granted  assign- 
ment of  license  from  WYFE  Inc.  (Connie 
B.  Gay,  president)  to  WWOM  Inc.  (William 
F.  Johns  Jr.,  president,  has  interest  in 
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WITHIN  A STONE’S  THROW 
OF  COMMUNICATIONS  ROW! 

One  of  New  York’s 
most  desirable  locations 


MADISON  AVENUE 
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A Bigger  and  Better 


Just  steps  from  anywhere  . . . 
now  with  500  individually  deco- 
rated rooms  and  suites  — and 
completely  air  conditioned. 


WMIN  St.  Paul,  Minn.;  WLOD  Pompano 
Beach,  Fla.,  and  KRIB  Mason  City,  Iowa); 
consideration  $300,000.  Comr.  Bartley  dis- 
sented. Ann.  Mar.  30. 

KCLP  Rayville,  La. — Granted  assignment 
of  license  to  John  Touchstone;  considera- 
tion $40,000.  Ann.  Mar.  30. 

WCME  Brunswick,  Me. — Granted  transfer 
of  control  from  Glenn  H.  Hilmer  and 
Clifford  G.  Kemberling  to  Roger  H.  Straw- 
bridge  and  William  N.  McKeen;  considera- 
tion $96,221  includes  51%  interest  in  WHOU 
Houlton,  Me.  Ann.  Mar.  30. 

WHOU  Houlton,  Me. — Granted  (1)  re- 
newal of  license  and  (2)  transfer  of  control 
from  Westminster  Bcstg.  Co.  to  Glenn  H. 
Hilmer;  stock  transaction.  Ann.  Mar.  30. 

WABW  Annapolis,  Md. — Granted  assign- 
ment of  license  to  ABW  Bcstrs.  Inc  (John 
Norris,  Samuel  Youse  and  Lester  Greenwalt, 
who  have  75%  interest  in  WGSA  Ephrata, 
Pa.);  consideration  $116,000.  Ann.  Mar.  30. 

WMAB  Munising,  Mich. — Granted  assign- 
ment of  license  from  Charles  A.  Symon, 
Stanley  L.  Sadak  and  John  E.  Codding  to 
Symon  and  Sadak.  Mr.  Codding  transferred 
his  interest  to  remaining  two  partners  for 
their  assumption  of  liabilities.  Ann.  Mar. 
30. 

KLFD  Litchfield,  Mirin.— Granted  assign- 
ment of  license  to  C.W.  Doebler  & Assoc. 
Inc.  (C.W.  Doebler,  president);  considera- 
tion $28,300  for  lease  of  all  property  for  5 
years  with  option  to  buy  at  end  of  lease 
for  $44,750.  Ann.  Mar.  24. 

WCRR  Corinth,  Miss. — Granted  transfer 
of  control  from  George  W.  Scott  Jr.  to 
Luther  C.  Moore,  W.I.  Dove  and  Dexter 
C.  Cadle;  $1,000  and  other  considerations. 
Mr.  Dove  has  interest  in  WTUP  Tupelo  and 
WGCM  Gulfport,  both  Mississippi;  WBOP 
Pensacola,  Fla.  and  WTUG  Tuscaloosa,  Ala. 
Ann.  Mar.  30. 

KTNC  Falls  City,  Neb. — Granted  assign- 
ment of  license  to  John  J.  Busche  and 
LeRoy  W.  and  William  Hardt,  d/b  as  Falls 
City  Bcstg.  Co.;  consideration  $55,000  plus 
purchase  of  accounts  receivable  for  75% 
of  book  amount  thereof.  Ann.  Mar.  24. 

KRAM  Las  Vegas,  Nev.— Granted  assign- 
ment of  license  to  SUNA  Bcstg.  Corp.  (L. 
Blair,  president);  consideration  $310,083. 
Ann.  Mar.  30. 

WINE-AM-FM  Amherst,  N.Y.  — Granted 
assignment  of  cps  and  licenses  from  John 
W.  Kluge  and  Marcus  J.  Austad  (Mark 
Evans)  to  McLendon  Corp.;  consideration 
$287,500.  Comr.  Bartley  dissented.  Assignee 
owns  KLIF  and  KOST  (FM)  Dallas,  KILT 
and  KROW  (FM)  Houston,  both  Texas,  and 
WAXY  Louisville,  Ky.,  and,  through  sub- 
sidiaries or  affiliates,  owns  KTSA  San 
Antonio,  Tex.,  KEEL  Shreveport,  La.,  and 
KABI  Oakland,  Calif.  Ann.  Mar.  24. 

KOMB  Cottage  Grove,  Ore. — Granted  as- 
signment of  license  from  Orlo  and  Thelma 
Bagley  to  Peter  John  Ryan  and  Milton 
Avery  Viken;  consideration  $35,000.  Ann. 
Mar.  24. 

KCCR  Pierre,  S.D. — Granted  transfer  of 
control  to  LeRoy  Okerlund,  et  al.;  consider- 
ation $40,000.  Mr.  Okerlund  and  two  other 
transferees  own  KCOG  Centerville,  Iowa. 
Ann.  Mar.  30. 

KASE  Austin,  Tex. — Granted  relinquish- 
ment of  positive  control  by  Jacob  A.  New- 
born Jr.,  trustee  for  Nancy  and  Nena  New- 
born, to  Dr.  E.J.  Lund  (present  25%  owner) 
who  will  purchase  additional  25%  interest 
for  $15,000.  Comr.  Bartley  abstained  from 
voting.  Ann.  Mar.  30. 

KCLE-AM-FM  Cleburne,  Tex.— Granted 
assignment  of  licenses  and  SCA  to  Jim 
Gordon  Inc.;  consideration  $145,000  plus 
$119,100  for  equipment  purchase,  employ- 
ment contracts  and  lease  agreements.  Ann. 
Mar.  24. 


The  magnificent  new 


17  E.  52  St. 

Your  rendezvous  for  dining 
deliberately  and  well  . . . 
open  every  day  of  the  week 
for  luncheon,  cocktails, 
dinner,  supper. 


KXYZ  Houston,  Tex.  — Granted  assign- 
ment of  licenses  to  KXYZ  Inc.  (Kenyon 
Brown,  president,  and  Harry  L.  (Bing) 
Crosby  Jr.,  board  chairman);  consideration 
$750,000.  Assignee  is  wholly  owned  by 
NAFI  Corp.  (KPTV  Portland,  Ore.,  and 
KCOP-TV  Los  Angeles,  Calif.).  Comr.  Bart- 
ley dissented;  Comr.  Cross  abstained  from 
voting.  Ann.  Mar.  30. 

KLBG  Liberty,  Tex.  — Granted  assign- 
ment of  cp  to  Felix  and  James  J.  Joynt, 
d/b  as  KWLD  Bcstg.  Co.;  consideration 
$61,076.  Ann.  Mar.  30. 

KSML  Seminole,  Tex. — Granted  assign- 
ment of  license  to  C.C.  Woodson  and  Fred 
V.  Barbee  Jr.,  d/b  as  KSML  Bcstrs.;  con- 
sideration $40,000.  Ann.  Mar.  30. 

KRRV  Sherman,  Tex. — Granted  assign- 
ment of  licenses  to  Red  River  Bcstg.  Co.  (A. 
Boyd  Kelley,  president,  owns  KDWT  Stam- 
ford, and  is  92%  owner  of  KTRN  Wichita 
Falls);  consideration  $185,000.  Comr.  Bartley 
dissented.  Ann.  Mar.  30. 

KTRN  Wichita  Falls,  Tex. — Granted  trans- 
fer of  control  from  Oliver,  Joan  S.  and  A. 
Boyd  Kelley  and  Robert  W.  Harmon  to 


Bcstg.  Assoc.  Inc.;  consideration  $379,450. 
Transferee  is  controlled  by  C.A.  Sammons 
who,  through  holdings,  has  majority  stock 
in  KWAT  Watertown,  S.D.  Ann.  Mar.  24. 

WSTA  Charlotte  Amalie,  V.I.— Granted 
assignment  of  license  to  William  M.  O’Neil; 
consideration  $86,000.  Mr.  O’Neil  has  inter- 
est in  WSKP  Miami,  Fla.,  and  his  imme- 
diate family  has  2.14%  stock  in  General 
Tire  & Rubber  Co.,  which,  through  RKO 
General  Inc.,  has  interest  in  6 am,  5 fm, 
and  4 tv  stations.  Ann.  Mar.  24. 

WKAZ  - AM  - FM  Charleston,  W.Va.  — 
Granted  assignment  of  licenses  to  Radio 
WKAZ  Inc.  (Hartley  L.  Samuels,  president 
and  controlling  stockholders  own  WDLB 
Marshfield  and  WWIS  Black  River  Falls, 
both  Wisconsin) ; consideration  $360,000. 
Ann.  Mar.  30. 

APPLICATIONS 

KHSJ  Hemet,  Calif. — Seeks  assignment 
of  license  from  L & B Bcstg.  Co.  to  Ro- 
mona  Bcstg.  Co.  for  $85,000.  Principals  are 
Robert  B.  Griffin,  52%,  Paul  O.  Sprague, 
32%  and  Robert  T.  Griffin,  16%.  Robert  B. 
Griffin  has  interest  in  KITO  San  Bernardino, 
Calif,  and  is  employe  of  KWKW  Pasadena. 
Mr.  Sprague  is  employe  of  typesetter  firm. 
Robert  T.  Griffin  was  recently  discharged 
from  military  service.  Ann.  Mar.  30. 

KVFM  San  Fernando,  Calif. — Seeks  as- 
signment of  license  from  San  Fernando 
Valley  Bcstg.  Co.  to  Spectra  Bcstg.  Inc. 
for  $65,000.  Principals  include  John  D. 
Stroud,  41.8%,  Quentin  K.  Peterson,  16.2%, 
and  Don  Pedretti,  14%,  and  others.  Messrs. 
Stroud  and  Pedretti  employes  of  KVFM. 
Mr.  Peterson  is  engineer.  Ann.  Mar.  28. 

WSRA  Milton,  Fla. — Seeks  transfer  of 
control  of  Santa  Rose  Bcstg.  Co.  from 
James  C.  Smith  III,  83%,  to  Frederick  A.  W. 
Davis  for  $29,400.  Mr.  Davis  has  majority 
interests  in  WGLC  Centerville,  Miss.,  and 
KASO  Minden,  La.  Ann.  Mar.  25. 

WWCC  Bremen,  Ga. — Seeks  assignment 
of  license  from  West  Georgia  Bcstg.  Co. 
to  WBCA  for  $60,000.  Principals  are  James 
H.  Faulkner,  60%,  James  E.  Stewart,  25%, 
and  E.B.  Morrissette,  15%,  owners  of  WBCA 
Bay  Minette,  and  WHED  Foley,  both  Ala- 
bama. Ann.  Mar.  28. 

WAYX  Waycross,  Ga. — Seeks  transfer  of 
control  of  WAYX  Inc.  from  Ethel  Wood- 
ward Williams,  Jack  E.  Williams  Jr.,  Hey- 
ward Burnet,  and  J.  Mack  Barnes,  execu- 
tors of  estate  of  Jack  Williams,  sole  owner, 
to  Charles  N.  Mayo,  1%,  Eva  Williams  Jem- 
ison,  37Vi%,  and  Bettie  Williams  Mayo, 
36!72%,  beneficiaries  under  the  will,  and 
Allen  M.  Woodall,  WAYX  station  manager. 
No  financial  consideration  involved  from 
beneficiaries.  Mr.  Woodall  pays  $2500  for 
his  shares.  Ann.  Mar.  28. 

KANI  Hailua,  Hawaii. — Seeks  assignment 
of  license  from  Windward  Bcstg.  Co.  to 
Oahu  Bcstg.  Co.  for  $20,000.  Principals  are 
Jerry  J.  Neville  and  Jack  Latham,  equal 
partners.  Mr.  Neville  is  in  news  wire  serv- 
ice handling.  Mr.  Latham  is  employe  KRCA 
Hollywood,  Calif.  Ann.  Mar.  24. 

KRIB  Mason  City,  Iowa — Seeks  transfer 
of  control  of  Western  Bcstg.  Co.  from  Wil- 
liam F.  Johns  Jr.,  51%,  and  others,  to 
Franklin  Bcstg.  Co.  by  reason  of  stock 
transfer  of  225  shares  of  Franklin  common 
for  each  unit  of  two  shares  of  Western 
common.  Mr.  Johns  owns  43.6%  of  Franklin 
Bcstg.  Ann.  Mar.  30. 

WHEN  Harrodsburg,  Ky. — Seeks  transfer 
of  control  of  Fort  Harrod  Bcstg.  Corp. 
from  R.F.  Niemeier,  I.G.  Spencer  Sr.,  Vic- 
tor Bellamy,  30%  each,  and  I.G.  Spencer 
Jr.,  10%,  to  R.F.  Niemeier  and  Victor  Bel- 
lamy, equal  partners,  for  relinquishments 
of  note  and  mortgage  held  on  estate  of 
I.G.  Spencer  Sr.  Ann.  Mar.  30. 

WSBS  Great  Barrington,  Mass. — Seeks 
assignment  of  license  from  Berkshire 
Bcstg.  Co.  to  The  Berkshires  Inc.  for 
$115,175.  Principals  are  J.  Leo  and  Catherine 
Mellon  Dowd,  50%  each.  Mr.  Dowd  is  in 
advertising.  Ann.  Mar.  24. 

WMIN  St.  Paul,  Minn. — Seeks  transfer  of 
control  of  Franklin  Bcstg.  Co.  from  Wil- 
liam F.  Johns  Jr.,  80%,  and  others,  to 
William  F.  Johns  Jr.,  43.6%,  and  17  other 
stockholders  (12  new),  with  48%  of  stock 
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being  offered  for  public  sale.  Franklin  is 
owner  of  WLOD  Pompano  Beach,  Fla.,  has 
applications  pending  before  commission 
for  other  stations.  Mr.  Johns  also  controls 
KRIB  Mason  City,  Iowa.  Transfer  will  in- 
corporate all  business  interest  into  Frank- 
lin. Ann.  Mar.  30. 


WHAM  Rochester,  N.Y.— Seeks  transfer 
of  negative  control  of  Genesee  Bcstg.  Corp. 
from  Henry  I.  Christal  Co.  and  Combined 
Centurv  Theatres,  Inc.,  50%  each,  to  Henry 
I.  Christal  Co.,  100%,  for  $375,000.  Transfer 
includes  WHFM  (FM)  Rochester.  Ann. 
Mar.  25. 

WHFM  (FM)  Rochester,  N.Y. — Seeks 
transfer  of  negative  control  of  Genesee 
Bcstg.  Corp.  from  Henry  I.  Christal  Co. 
and  Combined  Century  Theatres,  Inc.,  50% 
each,  to  Henry  I.  Christal  Co.,  100% 
for  $375,000.  Transfer  includes  WHAM 
Rochester.  Ann.  Mar.  25. 

KLPR  Oklahoma  City,  Okla.— Seeks  trans- 
fer of  control  of  Big  Chief  Bcstg.  Co.  from 
Lovell  Morris  Jack  Beasley,  50%.  B.M. 
Wells,  40%,  and  Leon  C.  Nance,  10%,  to 
Mr.  Beasley,  60%,  and  Mr.  Nance,  40%, 
for  $35,814  paid  to  Mr.  Wells  for  his  shares. 
Ann.  Mar.  24. 

WCBG  Chambersburg,  Pa. — Seeks  trans- 
fer of  control  of  Reese  Bcstg.  Co.  from 
James  R.  Reese  Jr.,  80%,  and  Norman  E. 
Messner,  20%,  to  Norman  E.  Messner,  Sam- 
uel Youse,  John  H.  Norris  and  Lester 
Grenewalt,  25%  each,  for  $80,000.  Messrs. 
Youse,  Norris  and  Grenewalt  are  owners 
of  WGSA  Ephrata,  Pa.  and  WABW  An- 
napolis, Md.  Ann.  Mar.  24. 

WRKH  Rockwood,  Tenn.— Seeks  assign- 
ment of  license  from  Roane  Bcstg.  Co.  to 
Blue  Ridge  Bcstg.  Co.  for  $67,000.  Princi- 
pals are  J.A.  and  Virginia  F.  Gallunore, 
50%  each.  Blue  Ridge  is  licensee  of  WSNW- 
AM-FM.  Principals  also  have  interests  in 
WLFA  LaFayette,  Ga.,  WBAW  Barnwell, 
S.C.  Mr.  Gallimore  has  holdings  in  WSSC 
Sumter,  S.C.  Ann.  Mar.  24. 

KUKO  Post,  Tex. — Seeks  assignment  of 
license  from  Maples-McAlister  Bcstg.  Co. 
to  KUKO  for  $49,800.  Principals  are  Galen 
O.  Gilbert,  66%%,  and  Pnil  Crenshaw, 
3313%.  Mr.  Gilbert  is  employe  and  former 
stockholder,  KTIQ  Tahlequah,  Okla.  Mr. 
Crenshaw  is  in  record  distribution.  Ann. 
Mar.  24. 


KIXL  San  Angelo,  Tex.— Seeks  transfer 
of  control  of  Burkhart  Bcstg.  Corp.  from 
Elizabeth  Burkhart  and  Harry  G.  Burkhart 
HI,  33 1 3 % each,  to  Petty  Durwood  John- 
son, 66%%,  for  $16,000.  Mr.  Johnson  holds 
like  interest  in  KVWC  Vernon,  Tex.  and  is 
former  owner  of  KWEL  Midland,  Tex.  Ann. 
Mar.  24. 


KITE  Terrell  Hills,  Tex.— Seeks  transfer 
of  control  of  Connie  B.  Gay  Inc.  from 
Connie  B.  Gay,  sole  owner,  to  Townsend 
U.S.  & International  Growth  Fund,  Inc. 
for  $421,985.  $167,666  will  be  paid  in  cash, 
balance  in  Great  American  Industries  stock 
valued  at  $3.00  per  share.  Townsend  U.S. 
is  a mutual  fund  firm,  headed  by  Morris 
M.  Townsend.  Great  American  Industries 
owns  13%  of  outstanding  stock  of  Town- 
send U.S.  Ann.  Mar.  25. 


KGKB  Tyler,  Tex.— Seeks  assignment  of 
license  from  Oil  Center  Bcstg.  Co.  to  KGBK 
Inc.  for  $125,100.  Principals  are  Harry 
O’Connor,  31.41%,  Wallace  Barbee,  26.6%, 
and  others.  Mr.  O’Connor  has  interest  in 
KTXO  Sherman,  Tex.  Mr.  Barbee  is  in 
insurance.  Ann.  Mar.  24. 

KWIC  Salt  Lake  City,  Utah— Seeks  as- 
signment of  license  from  Sugarhouse  Bcstg. 
Co.  to  Sugarhouse  Bcstg.  Inc.,  a corpora- 
tion, by  means  of  property  transfer.  New 
stockholders  will  be  Starley  D.  Bush  and 
Thomas  M.  Ivory,  25%  each.  Messrs.  Bush 
and  Ivory  are  employes  of  KWIC  and  as- 
sume stock  interest  by  transferring  certain 
broadcast  equipment  to  corporation.  Par 
value  of  such  equipment  is  said  to  equal 
$15,000.  Ann.  Mar.  24. 


KLOG  Kelso,  Wash.— Seeks  assignment  of 
license  from  James  D.  Higson  to  K-L 
Bcstrs.  Inc.  for  $65,000.  Principals  include 
Margaret  Alice  Nagle,  25.58%,  Marcus  F. 
Delaunay,  25.11%,  and  others.  Mr.  Delaunay 
is  former  employe  of  KTVW  Seattle,  Wash., 
and  KGON  Portland,  Ore.  Ann.  Mar.  28. 


Hearing  Cases 

FINAL  DECISIONS 

■ By  separate  letters,  commission  denied 
following  pleadings  by  Lar  Daly,  Chicago, 
111.:  (1)  a July  30,  1959  request  that  Colum- 
bia Bcstg.  System  be  ordered  to  afford  him 
equal  time  to  reply  to  comments  on  news 
discussion  program:  (2)  an  Aug.  28,  1959 
request  for  reconsideration  of  denial  to 
order  “6  tv  and/or  radio  networks  and  23 
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tv  licensees”  to  give  him  free  time  to  reply 
to  newscasts,  and  (3)  Nov.  3,  1959  request 
for  reconsideration  of  commission  ruling 
denying  him  dual  equal  time  as  candidate 
on  two  tickets.  Ann.  Mar.  24. 

■ By  memorandum  opinion  and  order, 
commission  denied  (1)  petition  by  Sam 
Kamin  and  James  A.  Howenstine,  d/b  as 
Citizens  Bcstg.  Co.,  applicant  for  new  am 
station  in  Lima,  Ohio  (940  kc,  250  w,  DA, 
D),  for  reconsideration  of  action  of  Dec  16, 
1959,  accepting  for  filing  as  of  May  15,  1959 
the  application  of  Muskingum  Bcstg.  Co.  for 
new  station  in  Zanesville,  Ohio  (940  kc,  1 
kw,  DA,  D),  and  July  2 amendment  to  ap- 
plication which,  among  other  things,  re- 
submitted bank  letter,  and  (2)  Citizens’ 
petition  for  consideration  by  full  commis- 
sion and  other  relief.  Comr.  Bartley  voted 
to  strike  latter  petition.  Ann.  Mar.  24. 

■ By  memorandum  opinion  and  order, 
commission  granted  petition  and  supple- 
ment by  Nick  J.  Chaconas  and  accepted 
amendments  to  his  application  for  new  am 
station  to  operate  on  1150  kc  in  Gaithers- 
burg, Md.,  to  reflect  new  financial  agreement 
due  to  death  of  William  B.  Brown.  (Aug.  12 
1959  initial  decision  looked  toward  grant- 
ing Chaconas  application  and  denying  mu- 
tually exclusive  applications  of  Tri-County 
Bcstg.  Co.,  Laurel,  Md.,  and  TCA  Bcstg. 
Corp.,  College  Park,  Md.)  Ann.  Mar.  25. 

■ By  memorandum  opinion  and  order, 
commission  granted  petition  and  supplement 
by  Irvenna  Bcstg.  Co.  for  reconsideration 
and  grant  without  hearing  of  its  applica- 
tion for  new  am  station  to  operate  on  1550 
kc,  1 kw,  D,  in  Irvine,  Ky.;  engineering 
condition  and  subject,  further,  that  grant 
shall  neither  prejudice  nor  strengthen  ap- 
plications of  Kingsport  Bcstg.  Co.,  (WKPT) 
Kingsport,  Tenn.,  or  John  K.  Rogers,  Bris- 
tol, Tenn.,  in  determination  to  be  made 
under  the  307(b)  issue.  Chairman  Ford  and 
Comr.  Cross  dissented.  Ann.  Mar.  25. 

■ By  memorandum  opinion  and  order, 
commission  granted  petition  by  Courier- 
Times  Inc.  for  reconsideration  and  grant 
without  hearing  its  application  for  new  am 
station  to  operate  on  1550  kc,  250  w,  uni., 
DA-2,  in  New  Castle,  Ind.;  engineering 
condition  and  subject.,  further,  that  grant 
shall  neither  prejudice  nor  strengthen  ap- 
plications of  Rollins  Bcstg.  Inc.  (WBEE) 
Harvey.  111.,  or  Radio  Crawfordsville  Inc., 
Crawfordsville,  Ind.,  in  determination  to  be 
made  under  the  307(b)  issue.  Chairman  Ford 
dissented.  Ann.  Mar.  25. 

■ By  memorandum  opinion  and  order, 
commission  granted  petition  by  Mainline 
Bcstg.  Co.  for  reconsideration  and  grant 
without  hearing  its  application  for  new  am 
station  to  operate  on  1470  kc,  500  w,  D,  in 
Johnstown,  Pa.;  engineering  condition  and 
subject  that  grant  shall  neither  prejudice 
nor  strengthen  application  of  Central  Bcstg. 
Co.,  (WARD)  Johnstown,  Pa.,  in  determina- 
tions to  be  made  under  the  307(b)  and 
3.28(c)  issues.  Chairman  Ford  and  Comr. 
Cross  dissented.  Ann.  Mar.  25. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Century 
Bcstg.  Corp.  for  reconsideration  and  grant 
without  hearing  its  application  to  increase 
daytime  power  of  station  WCRO  Johnstown, 
Pa.,  from  250  w to  1 kw,  continuing  opera- 
tion on  1230  kc,  250  w-N,  which  is  in  con- 
solidated hearing.  Ann.  Mar.  25. 

■ By  memorandum  opinion  and  order 
commission  denied  petition  of  WJMJ  Bcstg. 
Corp.  to  reopen  record  on  its  application  and 
that  of  Young  People’s  Church  of  Air  Inc., 


for  new  class  B fm  stations  in  Philadelphia, 
Pa.  Comr.  Craven  dissented.  (May  27,  1959 
initial  decision  looked  toward  granting 
Young  People’s  application  and  denying 
WJMJ.)  Ann.  Mar.  30. 

■ By  decision,  commission  granted  ap- 
plication of  Westminster  Bcstg.  Co.  to  in- 
crease power  of  station  WCME  Brunswick, 
Me.,  from  500  w to  1 kw,  continuing  opera- 
tion on  900  kc,  D.  Chairman  Ford  dissented; 
Comr.  Hyde  not  participating.  Feb.  4, 
1959  initial  decision  looked  toward  this 
action.  Ann.  Mar.  30. 

■ By  order,  commission  made  effective 
immediately  Feb.  10  initial  decision  as 
modified  by  commission  and  granted  the 
application  of  Hess-Hawkins  Co.,  to  in- 
crease daytime  power,  of  station  WAMV 
East  St.  Louis,  111.,  from  250  w to  500  w, 
continuing  operation  on  1490  kc,  250  w-N. 
Ann.  Mar.  30. 

■ By  decision,  commission  denied  appli- 

cation of  Cy  Blumenthal,  tr/as  Denbigh 
Bcstg.  Co.  for  new  am  station  to  operate 
on  1570  kc,  250  w,  D,  in  Denbigh,  Va.  Comr. 
Craven  not  participating.  Mar.  26,  1959 

initial  decision  looked  toward  this  action. 
Ann.  Mar.  30. 

■ By  order,  commission  (1)  on  motion  by 
Kern  County  Bcstg.  Co.  (KLYD-TV,  ch. 
17)  Bakersfield,  Calif.,  dismissed  and  set 
aside  protest,  and  (2)  on  request  by  Bakers- 
field Bcstg.  Co.,  reinstated  and  affirmed 
Oct.  20,  1959  grant  of  its  application  to 
change  trans.  location  of  station  KBAK-TV 
(ch.  29)  Bakersfield,  from  about  6 miles 
north  of  that  city  to  site  atop  Breckenridge 
Mountain,  about  24  miles  east/northeast  of 
Bakersfield,  make  changes  in  equipment, 
type  trans.  and  ant.,  increase  vis.  ERP  to 
120  kw  and  ant.  height  to  3,690  ft.  Ann. 
Mar.  25. 

Staff  Instructions 

■ Commission  on  March  30  directed 
preparation  of  document  looking  toward 
granting  application  of  Liberty  Tv  Inc., 
for  new  tv  station  to  operate  on  ch.  9 in 
Eugene,  Ore.,  and  denying  competing  appli- 
cation of  KEED  Inc.,  for  same  facilities. 
Sept.  28,  1959  initial  decision  looked  toward 
this  action.  Ann.  Mar.  30. 

■ Commission  on  March  30  directed  prep- 
aration of  document  looking  toward  grant- 
ing application  of  Riverside  Church  in  City 
of  New  York  for  new  class  B fm  station  to 
operate  on  106.7  me  in  New  York,  N.Y., 
and  denying  competing  application  of 
Huntington-Montauk  Bcstg.  Co.,  for  same 
facilities  in  Huntington,  Long  Island,  N.Y. 
July  2,  1959  initial  decision  looked  toward 
this  action.  Ann.  Mar.  30. 

INITIAL  DECISIONS 

■ Hearing  Examiner  Herbert  Sharfman 
issued  initial  decision  looking  toward  grant- 
ing application  of  Herbert  T.  Graham  for 
new  am  station  to  operate  on  1010  kc,  500 
w,  D,  DA,  in  Lansing,  Mich.,  and  denying 
application  of  Triad  Television  Corp.  for 
same  facilities.  Ann.  Mar.  24. 

■ Hearing  Examiner  Forest  L.  McClenning 
issued  initial  decision  looking  toward  grant- 
ing application  of  Los  Banos  Bcstg.  Co.  for 
new  am  station  to  operate  on  1330  kc,  500 
w,  D,  in  Los  Banos,  Calif.;  engineering  con- 
dition. Ann.  Mar.  29. 

OTHER  ACTIONS 

■ By  memorandum  opinion  and  order, 
commission  dismissed  protest  by  William  J. 
Harris  Jr.,  former  general  manager  of  sta- 
tion WGNS,  directed  against  Feb.  10  grant 
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Color  styling  adds  harmony  to 
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Or  write  for  descriptive  litera- 
ture to  RCA,  Dept.  F-22,  Build- 
ing 15-1,  Camden,  New  Jersey. 


RADIO  CORPORATION 
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of  assignment  of  license  of  station  WGNS 
Murfreesboro,  Tenn.,  from  WGNS  Inc.,  to 
Regional  Bcstg.  Corp.  Comr.  Bartley  dis- 
sented. Ann.  Mar.  24. 

■ Commission  granted  SCA  for  following 
fm  stations  to  engage  in  functional  music 
operations  on  a multiplex  basis;  KCVR-FM 
Lodi,  Calif.;  KJLM  San  Diego,  Calif.;  and 
KGAF-FM  Gainesville,  Ga.  Ann.  Mar.  24. 

■ By  memorandum  opinion  and  order, 
commission,  on  petition  by  WMRC  Inc. 
(WFBC-TV,  ch.  4)  Greenville,  S.C.,  recon- 
sidered and  set  aside  June  10,  1959  grant 
and  denied  request  by  Skywave  Bcstg.  Co. 
for  waiver  of  sec.  3.652(a)  of  rules  to  per- 
mit WLOS-TV  (ch.  13)  Asheville,  N.C.,  to 
identify  itself  as  Greenville  and  Spartan- 
burg, S.C.,  as  well  as  Asheville.  Ann.  Mar. 
24. 

q Granted  petitions  by  Garrett  Bcstg. 
Corp.,  and  Birney  Imes  Jr.,  for  dismissal 
without  prejudice  of  their  applications  for 
am  facilities  in  West  Memphis,  Ark.,  and 
retained  in  hearing  status  remaining  ap- 
plications in  consolidation — Newport  Bcstg. 
Co.  and  Crittenden  County  Bcstg  Co.,  both 
for  am  facilities  in  West  Memphis.  Action 
Mar.  25. 

■ By  order,  commission  denied  petition 
of  Air  Transport  Assn,  of  America,  Air 
Line  Pilots  Assn.,  International,  Aircraft 
Owners  and  Pilots  Assn,  and  National  Busi- 
ness Aircraft  Assn.,  for  stay  of  hearing 
date  in  proceeding  on  application  of  M&M 
Bcstg.  Co.  for  mod.  of  cp  of  station 
WLUK-TV  Marinette,  Wis.  Ann.  Mar.  25. 

■ By  report  and  order  and  further  notice 
of  proposed  rulemaking,  commission  deter- 
mined that  public  interest  would  be  served 
by  shifting  Fresno,  Calif.,  to  all-uhf  com- 
mercial operations  and,  accordingly,  invites 
comments  by  May  2 to  proposals  to  (1) 
either  reserve  ch.  12  (now  commercial)  for 
noncommercial  educational  use  in  Fresno 
and  at  same  time  make  ch.  18  (now  educa- 
tional) available  for  commercial  use  there, 
or  reassign  ch.  12  from  Fresno  to  Santa 
Barbara,  and  (2)  substitute  ch.  59  for  ch.  30 
at  Madera  and  reassign  ch.  30  from  Madera 
to  Fresno.  Adoption  of  any  proposal  to 
make  other  use  of  ch.  12  will  be  subject 
to  decisions  reached  in  separate  proceedings 
involving  KFRE-TV’s  rights  as  present  oc- 
cupant of  that  channel  in  Fresno.  Triangle 
Publications  Inc.,  operator  of  station  KFRE- 
TV,  has  pending  an  application  for  renewal 
of  license.  Although  commission  concluded 
that  it  could  now  properly  issue  to  Triangle 
a renewal  of  license  authorizing  it  to  op- 
erate on  ch.  53  (which  was  assigned  to 
Fresno  prior  to  institution  of  this  proceed- 
ing) instead  of  ch.  12,  it  reserved  to  Tri- 
angle all  its  rights  to  an  adjudicatory  hear- 
ing and  will  act  separately  on  license  re- 
newal in  light  of  any  matters,  not  related 
to  this  proceeding,  which  might  have  to 
be  considered,  and  KFRE-TV  meanwhile 
will  be  permitted  to  continue  operation  on 
ch.  12. 

Commission  vacated  previous  show  cause 
orders  issued  in  this  proceeding,  and  denied 
pleadings  inconsistent  with  above. 

Two  uhf  stations  (KMJ-TV,  ch  24,  and 
KEJO,  ch.  47)  and  one  vhf  station  (KFRE- 
TV,  ch.  12)  are  now  operating  in  Fresno. 

Comr.  Cross  dissented  with  statement. 
Ann.  Mar.  24. 

■ By  report  and  order,  commission  re- 
laxed limitations  adopted  April  9,  1959 

(effective  following  May  16)  implementing 
new  “cut-off”  procedure  for  processing  of 
am  broadcast  applications,  and  amended 
part  1 of  rules  to  permit  certain  types  of 
amendments  to  applications  on  the  proc- 
essing line  without  assignment  of  new  file 
numbers,  effective  April  1. 

Specifically,  it  amended  sec.  1.354(h)  (1) 
to  permit,  without  assignment  of  new  file 
number,  amendment  of  am  application  to 
make  changes  in  type  of  equipment  spec- 
ified, decrease  power  of  hours  of  opera- 
tion, change  trans.  site,  change  from  non- 
DA  to  DA,  increase  or  decrease  radiation 
of  non-DA  without  increasing  power,  or 
make  changes  in  DA,  provided  that  such 
amendments  do  not  involve  new  or  in- 
creased interference  problems. 

It  appears  that  many  applicants  have 
tended  to  withhold  engineering  amend- 
ments to  their  applications  until  after 
designation  for  hearing  in  order  to  avoid 
risk  of  having  new  file  number  assigned. 
Therefore,  in  order  to  correct  any  erroneous 
construction  of  effect  of  cut-off  procedure 
on  engineering  amendments  during  hear- 
ing stage,  commission  also  amended  sec. 
1.311(b)  to  make  it  plain  that,  with  respect 
to  such  amendments,  good  cause  will  be 
found  to  exist  only  if  (in  addition  to  usual 
good  cause  considerations)  amendment  is 
necessitated  by  events  which  applicant 
could  not  reasonably  have  foreseen,  such 
as  recent  notification  of  new  foreign  sta- 
tion; or  loss  of  trans.  site  by  condemnation 
or  imposition  of  zoning  restrictions,  amend- 
ment could  not  reasonably  have  been  made 


prior  to  designation  for  hearing;  and  it  does 
not  require  enlargement  of  issues  or  addi- 
tion of  new  parties  to  proceeding. 

Commission  is  of  opinion  that  above  re- 
laxations enabling  applicants  to  make 
amendments  will  eliminate  certain  problems 
and  decrease  the  processing  complexities. 

Comr.  Bartley  dissented  to  that  portion 
permitting  application  amendments  after 
cut-off  date.  Ann.  Mar.  24. 

■ By  order,  on  motion  by  Radio  Rhode 
Island,  commission  made  effective  imme- 
diately Jan.  26  initial  decision,  as  modified 
by  commission,  and  (1)  granted  Radio 
Rhode  Island  cp  for  new  am  station  to 
operate  on  990  kc,  50  kw,  DA,  D,  in  Provi- 
dence, R.I.;  (2)  granted  petitions  of  Golden 
Gate  Corp.  and  Camden  Bcstg.  Co.,  to  dis- 
miss without  prejudice  their  applications 
for  similar  facilities  in  Providence;  and 
(3)  held  in  default  and  dismissed  applica- 
tion of  Bristol  County  Bcstg.  Co.  for  new 
station  on  990  kc,  500  w,  D,  in  Warren, 
R.I.;  denied  request  by  Bristol  for  addi- 
tional time  to  file  exceptions.  Ann.  Mar.  25. 

■ By  decision,  commission  granted  appli- 

cation of  Times  and  News  Publishing  Co. 
to  change  facilities  of  station  WGET  Gettys- 
burg, Pa.,  from  1450  kc,  250  w,  uni.,  to  1320 
kc,  500  w-N,  1 kw-LS,  DA-2,  and  denied 
applications  of  Monocacy  Bcstg.  Co.  for  new 
station  to  operate  on  1320  kc,  1 kw,  DA-2, 
uni.,  in  Gettysburg  and  Price  Bcstrs.  Inc., 
for  new  station  on  1320  kc,  1 kw,  D,  in 
Frederick,  Md.  Comrs.  Craven  and  Cross 
dissented.  June  23,  1959  initial  decision 

looked  toward  granting  Price  and  denying 
Monocacy  and  WGET  applications.  Ann. 
Mar.  25. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  WPGC  Inc. 
for  reconsideration  of  order  designating  for 
hearing  its  application  to  change  main 
studio  location  of  am  station  WPGC  (1580 
kc,  10  kw,  DA,  D)  from  Morningside,  Md., 
to  Washington,  D.C.  Ann.  Mar.  25. 

■ By  order,  commission  denied  petition 
by  Radio  Toms  River,  Toms  River,  N.J., 
for  review  of  hearing  examiner’s  grant  of 
petition  by  Harlan  Murrelle  and  Assoc,  to 
amend  their  application  for  new  am  station 
in  Lakewood,  N.J.,  regarding  certain  fi- 
nancial data.  Applications  of  Radio  Toms 
River  and  Murrelle  are  in  consolidated 
hearing  with  applications  of  Fredericks- 
burg Bcstg.  Corp.  (WFVA)  Fredericksburg, 
Va.,  et  al.  By  separate  memorandum  opin- 
ion and  order  in  same  proceeding,  commis- 
sion (1)  granted  petition  by  Rossmoyne 
Corp.  (WCMB)  Harrisburg,  Pa.,  for  review 
of  chief  hearing  examiner’s  dismissal  of 
WCMB  petition  to  intervene;  (2)  set  aside 
that  ruling;  and  (3)  made  WCMB  a party 
respondent  with  respect  to  application  of 
Keystone  Bcstg.  Corp.  (WKBO)  Harrisburg. 
Comr.  Bartley  dissented  to  memorandum 
opinion  and  order.  Ann.  Mar.  25. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Pillar  of  Fire 
Inc.  ( WAWZ-FM)  Zarephath,  N.J.,  for  en- 
largement of  issues  in  proceeding  on  its 
applications  and  those  of  Eastern  States 
Bcstg.  Corp.  (WSNJ-FM)  Bridgeton,  N.J., 
and  Bulletin  Co.,  Philadelphia,  Pa.  Ann. 
Mar.  25. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Mojave 
Bcstrs.  for  reconsideration  of  chief  hearing 
examiner’s  order  dismissing  with  prejudice 
Mojave  application  to  increase  power  from 
100  w,  uni.,  to  1 kw-LS,  250  w-N,  continu- 
ing operation  on  1340  kc  which  was  in  con- 
solidated hearing.  Comrs.  Craven  and  Cross 
dissented.  Ann.  Mar.  25. 

B Commission  scheduled  following  pro- 
ceedings for  oral  argument  on  dates  shown: 

April  22 — Boston,  Mass.,  tv  ch.  5 remand 
proceedings. 

April  29 — Beaumont  Bcstg.  Corp.  (KFDM- 
TV)  and  Enterprise  Co.,  for  tv  stations  to 
operate  on  ch.  6 in  Beaumont,  Tex.  Ann. 
Mar.  25. 


Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Chief  Hearing  Examiner 
James  D.  Cunningham 

■ Scheduled  hearings  in  following  pro- 
ceedings on  dates  shown:  May  25:  In  Med- 
ford, Ore.,  tv  ch.  10  proceeding  (TOT  In- 
dustries Inc.,  et  al.);  May  31;  am  applica- 
tions of  Rogue  Valley  Bcstrs.  Inc.  (KWIN) 
Ashland,  Ore.,  et  al..  Independent  Bcstg. 
Co.  (KTTS)  Springfield,  Mo.:  June  1;  am 
applications  of  Clarence  E.  Wilson,  Hobbs, 
N.M.,  and  Morton  Bcstg.  Co.,  Morton,  Tex.; 
June  2 : On  applications  of  Plains  Radio 
Bcstg.  Co.  and  Jacob  Wilson  Henock  for  fm 
facilities  in  Detroit,  Mich.,  am  application 
of  Southern  Oregon  Bcstg.  Co.  (KAGI) 
Grants  Pass,  Ore.  Action  Mar.  22. 
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711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  B.C.  REpublic  7-3984 
Member  AFCCE 

L.  H.  Carr  & Associates 

Consulting 
Radio  8 Television 
Engineers 

Washington  6,  D.  C.  Fart  Evans 

1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

GUY  C.  HUTCHESON 

P.  0.  Box  32  CRestview  4-8721 

1100  W.  Abram 
ARLINGTON,  TEXAS 

SILLIMAN,  MOFFET  & 
ROHRER 

1405  G $t„  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 
Associates 

George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.  Hickory  7-2401 
Riverside,  III. 

(A  Chicago  suburb) 

HAMMETT  & EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San  Francisco  2S,  California 
Diamond  2-5208 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 
Brecksville,  Ohio 
(a  Cleveland  Suburb) 

Tel:  JAckson  6-4386  P.  O.  Box  82 
Member  AFCCE 

J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
P.O.  Box  9044 
Austin  17,  Texas 
GLendaie  2-3073 

A.  E.  Towne  Assocs.,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 

420  Taylor  St. 

San  Francisco  2,  Calif. 

PR.  5-3100 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 
Applications — Field  Engineering 
Suite  641  Kanawha  Hotel  Bldg. 

Charleston,  W.  Va.  Dickens  2-6281 

Service  Directory 

PRECISION  FREQUENCY 
MEASUREMENTS 

COMMERCIAL*  RADIO 
MONITORING  CO. 

103  S.  Market  St., 

Lee's  Summit,  Mo. 

Phone  Konsas  City,  BR.  1-2338 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 

Phone  TRewbridge  6-2810 


—Established  1926- 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 

Laboratories,  Great  Notch,  N.  J. 
Member  AFCCE 

GEORGE  C DAVIS 

CONSULTING  ENGINEBtS 
RADIO  & TELEVISION 
501-514  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

GAUTNEY  & JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  & Culver 

Munsey  Building  District  7-8215 

Washington  4,  D.  C. 

Member  AFCCE 

KEAR  & KENNEDY 

1302  IBth  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
FLeetwood  7-8447 

Member  AFCCE 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
Oliver  2-8520 

GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 
Radio-Television 
Communication  s-Electronici 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 
Member  AFCCE 

JOHN  B.  HEFFELFINGBl 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

JULES  COHEN 

Consulting  Electronic  Engineer 
617  Albee  Bldg.  Executive  3-4616 
1426  G St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 

VIR  N.  JAMES 

SPECIALTY 

DIRECTIONAL  ANTENNAS 
1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 

Member  AFCCE 

MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 

NEptune  4-4242  NEptune  4-9558 

NUGENT  SHARP 

Consulting  Radio  Engineer 
809-1 1 Warner  Building 
Washington  4,  D.C. 
District  7-4443 

Associate  Member 
Institute  of  Radio  Engineers 

COLLECTIONS 

For  the  Industry 
ALL  OVER  THE  WORLD 
TV — Radio — Film  and  Media 
Accounts  Receivable 
No  Collection — No  Commission 
STANDARD  ACTUARIAL 
WARRANTY  CO. 

220  West  42nd  St.,  N.  Y.  36,  N.  Y. 
LO  5-5990 

M.  R.  KARIG  & ASSOCS. 

BROADCAST  CONSULTANTS 

Engineering  Applications 

Management  Programming 

Sales 

Glens  Falls,  N.Y. 

Glens  Falls  2-3575  Hudson  Falls  4-6780 

CAPITOL  RADIO 
ENGINEERING  INSTITUTE 

Accredited  Technical  Institute  Curricula 

3224  1 6th  St.,  N.  W. 
Washington  10,  D.  C. 

Practical  Proadcast,  TV  Electronics 
engineering  home  study  and  residence 
course.^ Write  For  Free  Catalog,  epee- 

FREQUENCY 

MEASUREMENT 

AM-FM-TV 

WLAK  Electroaiec  Service,  Inc. 
P.O.  Box  1211,  Lakeland,  Florida 
Mutual  2-3145  3-3819 
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Produced  by  Stars  International 
Productions,  Inc. — Hollywood 


PLUS 

Personalized  Station 
Identification 

JINGLES 

PLUS 

'Deadline 

Washington' 

See  You  At  The 

CONVENTION 

Ask  for  Marv  Kempner  or 
Peter  Frank 
at  the  Hilton 


RICHARD  H.  ULLMAN,  Inc. 

295  Delaware  Ave.,  Buffalo,  N.  Y. 
570  Fifth  Ave.,  New  York 


WHEN  YOU  GO  FM 

Join  the  Many  Others  Using 

ITA  FM  TRANSMITTERS 

All  powers  up  to  50  KW! 


RACE  KELT  KTWR 

KASK  KFMP  KTYM 

KATY  KHPC  KWGS  WEKZ  WPRC 

KBCO  KNFM*  KXLU  WFAW  WRTI 

KEFM  KSFM  KYFM  WKCR*  WSOM 
l RADY*  KSPC  WBIE  WMVO  WSTR 
KUFM  WEAV  WSMI  KVIl* 
KTVA  WCCC*  KOCW  KIRO 


* Equipped  also  with  ITA  Remote  Control. 

Beauty,  dependability  and  lots  more  are 
yours  in  the  new  line  of  FM  transmitters 
designed  and  built  by  ITA.  So  easy  to  run — 
all  controls  up  front.  Simplicity  . . . vertical 
chassis  accessibility  . . . standard  parts — 
and  you'll  save  floor  space. 

You'll  like  the  realistic  price,  too,  which  in- 
cludes installation  supervision.  ITA  trans- 
mitters keep  on  saving  you  money  over  the 
years. 

Do  as  many  others  have,  check  into  these 
ITA  designs  now.  When  you  go  FM — we 
think  you'll  go  ITA! 


A 


By  Far 

Your  Best  FM  Buy 


INDUSTRIAL  TRANSMITTERS 
AND  ANTENNAS  • UPPER  DARBY,  PA. 


By  Hearing  Examiner  J.D.  Bond 

■ Pursuant  to  agreements  reached  by 
parties  at  March  24  hearing,  continued 
further  hearing  on  applications  in  group  3, 
Cookeville  Bcstg.  Co.,  Cookeville,  Tenn.,  et 
al.,  to  May  9.  Action  Mar.  24. 

■ Scheduled  further  evidentiary  hearing 
for  May  2 in  proceeding  on  applications  of 
Kansas  Bcstrs.  Inc.  and  Salina  Radio  Inc. 
for  am  facilities  in  Salina,  Kans.  Action 
Mar.  24. 

■ Granted  petition  by  Pillar  of  Fire  Inc. 
(WAWZ-FM)  Zarephath,  N.J.,  and  extended 
from  March  28  to  April  11  date  for  ex- 
changing engineering  exhibits  in  proceed- 
ing on  its  fm  application  et  al.  Action 
Mar.  25. 

■ Continued  evidentiary  hearing  from 
March  28  to  April  18  in  order  to  provide 
time  to  act  on  petition  by  Pine  Tree  Tele- 
casting Corp.  (WPTT)  Augusta,  Me.,  for 
dismissal  without  prejudice  of  its  tv  appli- 
cation. Action  Mar.  25. 

By  Hearing  Examiner  Charles  J.  Frederick 

■ Granted  petition  by  Rodney  F.  Johnson 
(KWJJ)  Portland,  Ore.,  for  continuance 
except  that,  instead  of  on  May  2,  as  re- 
quested, further  hearing  will  commence 
May  4 in  proceeding  on  his  application. 
Action  Mar.  29. 

By  Hearing  Examiner  Isadore  A.  Honig 

■ Issued  memorandum  formalizing  ruling 
made  by  examiner  at  March  24  hearing 
session  in  proceeding  on  application  of 
M & M Bcstg.  Co.  for  mod.  of  cp  for  station 
WLUK-TV  Marinette,  Wis.,  which  denied 
oral  motion  of  Federal  Aviation  Agency  for 
adjournment  of' hearing  on  M & M’s  appli- 
cation until  final  action  by  commission  on 
pending  petition  by  Federal  Aviation  Agen- 
cy et  al.,  for  modification  or  clarification 
of  issues.  Action  Mar.  25. 

By  Hearing  Examiner  Annie  Neal  Huntting 

■ Granted  petition  by  Tri-State  Bcstg.  Co. 
(WGTA)  Summerville,  Ga.,  for  continuance 
of  hearing  from  March  28  to  May  17  in 
proceeding  on  its  am  application.  Action 
Mar.  24. 

By  Hearing  Examiner  David  I.  Kraushaar 

■ On  own  motion,  scheduled  a prehearing 
conference  for  April  14  in  proceeding  on 
applications  of  Plains  Radio  Bcstg.  Co.  and 
Jacob  Wilson  Henock  for  new  fm  stations 
in  Detroit,  Mich.  Action  Mar.  24. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ Continued  further  prehearing  confer- 
ence from  2 p.m.,  March  25,  to  2 p.m.,  April 

1,  in  proceeding  on  am  applications  of 
Beloit  Bcstrs.  Inc.  (WBEL)  South  Beloit, 
111.,  et  al.  Action  Mar,  24. 

By  Hearing  Examiner  Forest  L.  McClenning 

■ Granted  petition  by  Radio  Americas 
Corp.  (WORA)  Mayaguez,  P.R.,  for  leave 
to  make  changes  in  engineering  data  in 
proceeding  on  its  am  application.  Action 
Mar.  22. 

By  Hearing  Examiner  Herbert  Sharfman 

■ Upon  request  of  applicants  and  with- 
out objection  by  Broadcast  Bureau,  further 
continued  hearing  from  March  30  to  May 

2,  and  from  March  22  to  April  25  for  notice 
of  witnesses  desired  for  cross-examination 
in  proceeding  on  applications  of  Lawrence 
W.  Felt  and  International  Good  Music  Inc., 
for  fm  facilities  in  Carlsbad  and  San  Diego, 
Calif.  Action  Mar.  22. 

■ Scheduled  a prehearing  conference  for 
April  22  in  proceeding  on  applications  of 
Clarence  E.  Wilson  and  Morton  Bcstg.  Co. 
for  new  am  stations  in  Hobbs,  N.M.,  and 
Morton,  Tex.  Action  Mar.  24. 


a Granted  petition  by  Mid-America 
Bcstrs.  Inc.,  for  leave  to  amend  its  appli- 
caton  by  proposing  new  DA  for  its  am  sta- 
tion KOBY  San  Francisco,  Calif.,  to  mini- 
mize interference  to  be  caused  by  KOBY 
to  operation  of  applicant  Robert  L.  Lippert 
for  new  am  station  in  Fresno,  Calif.  Action 
Mar.  28;  and  by  action  of  Mar.  29  vacated 
Mar.  28  order,  granted  petition  by  Broad- 
cast Bureau  and  extended  time  through 
April  4 to  file  response  to  Mid-America’s 
petition  for  leave  to  amend. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

a Granted  joint  petition  by  Guilford  Ad- 
vertising Inc.  (WPET)  and  WPET  Inc., 
Greensboro,  N.C.,  for  leave  to  amend  am 
application  to  show  change  in  name  from 
Guilford  Advertising  Inc.,  to  WPET  Inc., 
to  show  its  legal  and  financial  qualifications 
and  proposed  programming  schedule;  dis- 
missed as  moot  pleading  by  Evening  News 
Association  Inc.,  for  permission  to  file  op- 
position to  petition  by  Western  Ohio  Bcstg. 
Co.  for  leave  to  amend  its  application  for  am 
facilities  in  Delphos,  Ohio;  applications  are 
in  consolidated  proceeding  on  am  applica- 
tions of  Florence  Bcstg.  Co.,  Brownsville, 
Tenn.,  et  al.  Actions  Mar.  22. 

H Scheduled  prehearing  conference  for 
April  12  in  Panama  City,  Fla.,  ch.  13  pro- 
ceeding (TBC  Inc.  and  Bay  Video  Inc). 
Action  Mar.  22. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

■ Dismissed  as  moot  motion  by  Finley 
Bcstg.  Co.  (KSRO)  Santa  Rosa,  Calif.,  for 
extension  of  time  to  exchange  final  en- 
gineering exhbits  in  proceeding  on  its  am 
application  in  consolidated  proceeding  with 
am  applications  of  James  E.  Walley,  Oro- 
ville,  Calif.,  et  al.  Action  Mar.  22;  granted 
petition  by  Western  States  Radio  (KIST) 
Santa  Barbara,  Calif.,  for  leave  to  amend 
its  application  in  this  proceeding  for 
change  in  engineering  statement.  Action 
Mar.  23. 

■ Granted  petition  by  Bay  Area  Elec- 
tronic Assoc.,  and  extended  to  April  8 time 
to  file  proposed  findings  of  fact  and  con- 
clusions, and  to  April  18  to  file  reply  find- 
ings in  proceeding  on  its  application  for 
am  facilities  in  Santa  Rosa,  Calif.  Action 
Mar.  24. 

■ Upon  request  of  Raymond  I.  Kandel 
and  Gus  Zaharis,  scheduled  oral  argument 
for  9 a.m.,  March  30,  on  its  petition  for 
leave  to  amend  its  application  for  am  facil- 
ities in  Zanesville,  Ohio;  application  is  in 
group  2 of  consolidated  proceeding  on  am 
applications  of  Florence  Bcstg.  Co.,  Browns- 
ville, Tenn.,  et  al.  Action  Mar.  25. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  March  25 

WTTC-FM  Towanda,  Pa. — Granted  as- 
signment of  license  to  Victor  A.  Michael, 
et  al. 

WMBI  Chicago,  HI. — Granted  cp  to  make 
changes  in  ant.  system  (increase  height); 
conditions. 

KSYX  Santa  Rosa,  N.M. — Granted  mod. 
of  cp  to  change  ant.-trans.  location,  type 
trans.,  studio  location  to  same  as  trans.  and 
delete  request  for  remote  control  operation 
of  trans. 

KMET  Paradise,  Calif. — Granted  mod.  of 
cp  to  change  ant.-trans.,  studio  and  remote 
control  location,  and  type  trans.;  conditions. 

KSWO-TV  Lawton,  Okla. — Granted  ex- 
tension of  completion  date  to  April  29. 
Actions  of  March  24 

WREC  Memphis,  Tenn. — Granted  cp  to 
install  new  trans.  and  cp  to  install  new 
trans.  as  an  auxiliary  trans.  at  present 
trans.  location. 


America’s  Leading  Business  Brokers 


interested  in  buying  or  selling  Radio  and  TV  Properties? 


Whan  your  business  is  transacted  through 
the  David  Jaret  Corp.,  you  are  assured  of 
reliability  and  expert  service  backed  by  our 
37  years  of  reputable  brokerage. 


1 50  MONTAGUE  STREET 
BROOKLYN  1 , N.  Y. 

ULster  2-5600 

gfpis  ■ 
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KVIC  Victoria,  Tex. — Granted  cp  to  in- 
stall new  type  trans. 

KDKD  Clinton,  Mo. — Granted  cp  to  install 
new  trans. 

WCSH  Portland,  Me. — Granted  cp  to  in- 
stall new  type  trans. 

KEST  Boise,  Idaho — Granted  extension  of 
completion  date  to  July  30. 

WBAI(FM)  New  York,  N.Y. — Granted 
request  for  cancellation  of  SCA. 

WRTL  Sheboygan,  Wis. — Granted  author- 
ity to  sign-off  at  6 p.m.,  CST,  for  period 
April  1 through  Aug.  31. 

WSRO  Marlborough,  Mass. — Granted  au- 
thority to  sign-off  at  6 p.m.,  EST,  for  period 
May  1 through  Aug.  31. 

WCHO  Washington  Court  House,  Ohio — 
Granted  authority  to  sign-off  at  7 p.m.  for 
period  April  1 through  Aug.  31,  except  for 
special  events  when  station  may  operate 
to  licensed  sign-off  time. 

WCRA  Effingham,  111— Granted  authority 
to  sign-off  at  7 p.m.,  CDT,  for  period  May 
1 through  Sept.  30. 

WORM  Savannah,  Tenn.— Granted  au- 
thority to  sign-on  at  6 a.m.,  sign-off  at  6 
p.m.,  for  period  April  1 through  Aug.  31. 

RUBE  Pendleton,  Ore. — Granted  author- 
ity to  sign-on  at  6 a.m.,  sign-off  at  6 p.m., 
for  period  April  1 through  Sept.  30. 

WLMJ  Jackson,  Ohio — Granted  authority 
to  sign-off  at  7 p.m.,  EST,  for  period  April 
1 through  Aug.  31,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

WAIN  Columbia,  Ry.— Granted  authority 
to  sign-off  at  6 p.m.,  for  period  April  1 
through  Aug.  31. 

WROV  Wellston,  Ohio — Granted  author- 
ity to  sign-off  at  7 p.m.,  for  period  May  1 
through  Aug.  31,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

Actions  of  March  23 


WCDC,  WPRO-TV,  WTVD— Adams,  Mass., 
Providence,  R.I.,  and  Durham,  N.C. — 
Granted  mod.  of  licenses  to  change  name 
to  Capital  Cities  Bcstg.  Corp. 

WTAR  Norfolk,  Va. — Granted  mod.  of  li- 
censes to  change  name  to  WTAR  Radio-TV 
Corp. 

WICU-AM-TV  Erie,  Pa. — Granted  mod.  of 
licenses  to  change  name  to  Air-Way  Inc. 

WDTI  Danville,  Va. — Granted  license  for 
am  station  and  specify  studio  location  and 
remote  control  point  from  same  location; 
condition. 

WRRG  Mobile,  Ala. — Granted  cp  to  install 
new  type  trans. 

WFIL  Philadelphia,  Pa. — Granted  cp  to 
install  new  aux.  trans.  (location  of  main 
trans.),  and  operate  trans.  by  remote  control 
(tv  trans.  location)  while  employing  DA-2. 

WOTT  Watertown,  N.Y. — Granted  cp  to 
make  changes  in  ant.  system;  condition. 

WENR  Union  City,  Tenn. — Granted  cp  to 
install  new  type  trans. 

WCDB  (TV),  WTEN  (TV),  WCDA  (TV) 
Hagaman,  Albany  (Vail  Mills),  Albany,  all 
New  York — Granted  mod.  of  cps  and  SCA 
to  change  name  to  Capital  Cities  Bcstg. 
Corp. 

RANA  Anaconda,  Mont.— Granted  author- 
ity to  leave  the  air  at  6:05  p.m.,  daily  for 
period  ending  June  30. 


Actions  of  March  22 

RPEN  (FM)  San  Francisco,  Calif. — Grant- 
ed cp  to  increase  ERP  to  45  kw,  increase 
ant.  height  to  1,100  ft.,  make  changes  in 
ant.  system,  installation  new  ant.;  remote 
control  permitted. 

■ Following  stations  were  granted  ex- 
tensions of  completion  dates  as  shown : 
KJBS  San  Francisco,  Calif.,  to  Sept.  22; 
without  prejudice  to  whatever  further  ac- 
tion commission  deems  appropriate  in  con- 
nection with  petition  for  declaratory  ruling 
and  other  relief  dated  March  4,  1960,  filed 
by  Service  Bcstg.  Co.,  and  related  plead- 
ings; KDUB-TV  Lubbock,  Tex.,  to  Apr.  20. 

Actions  of  March  21 

WROM  Rome,  Ga. — Granted  assignment  of 
license  to  Dean  Covington,  et  al. 

WMNE  Menomonie,  Wis. — Granted  invol- 
untary assignment  of  license  from  the  estate 
of  Charles  Whitford  to  Chris  and  Wendell 
Hansen  and  Evelyn  Whitford. 

RSAY  San  Francisco,  Calif. — Granted  mod. 
of  license  to  change  name  to  Grant  R. 
Wrathall,  et  al.,  d/b  as  RSAY  Bcstg.  Co. 

■ Following  stations  were  granted  ex- 
tensions of  completion  dates  as  shown: 
WDBF  Delray.  Fla.  to  July  1,  and  WMPM 
Smithfield,  N.C.,  to  Sept.  4. 

RFSC  Denver,  Colo. — Granted  change  of 
remote  control  authority. 

RGRB  Tyler,  Tex. — Granted  change  of 
remote  control  authority. 

PETITION  FOR  RULEMARING 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Miss  A.  Nis- 
enbaum,  member  of  teaching  profession  at 
Oscoda,  Mich.,  for  rulemaking  to  amend 
licensing  requirements  so  as  to  make  edu- 
cational organizations  under  private  con- 
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trol  ineligible  for  noncommercial  educa- 
tional fm  station  license  unless  they  are 
accredited  by  state  departments  of  educa- 
tion and/or  recognized  regional  and  na- 
tional educational  accrediting  organiza- 
tions. Ann.  Mar.  24. 

License  Renewals 

Following  stations  were  granted  renewal 
of  license:  KTIX  Seattle,  Wash.;  KKID  Pen- 
dleton, Ore.;  KRSC  Othello,  Wash.;  KHIT 
Walla  Walla,  Wash.;  KTEL  Walla  Walla, 
Wash.;  KFSG  Los  Angeles,  Calif.;  KTOY 
Tacoma,  Wash.;  KBCA(FM)  Los  Angeles, 
Calif.;  WEAW  Evanston,  111.;  WCME  Bruns- 
wick, Me.;  WLNH  Laconia,  N.H.;  WFLM 
Plymouth,  Mass;  WRUM  Rumford,  Me.; 
WWSR  St.  Albans,  Vt.;  WHYN-TV  Spring- 
field,  Mass. 

New  FCC  processing  line  announced 

Following  applications  are  at  top  of 
am  processing  line  and  will  be  consid- 


ered by  FCC  beginning  April  30,  com- 
mission has  announced.  Any  new  appli- 
cations or  changes  in  current  applica- 
tions that  may  conflict  with  those  that 
follow  must  be  filed  with  FCC  by  close 
of  business  April  29,  in  order  to  be 
considered. 

Applications  from  the  top  of  process- 
ing line: 

BP-12855— RELR  Elko,  Nev.,  Elko  Bcstg. 
Co.  Has:  1240kc,  250w,  uni.  Req:  1240ke, 
250w,  lkw-LS,  uni. 

BP-12858 — New,  Ashburn,  Ga.,  Emory  L. 
Pope.  Req:  1570kc,  lkw,  D. 

BP-12862— New,  Beaufort,  S.C.,  Sea  Island 
Bcstg.  Co.  Req.  1490kc,  lOOw,  uni. 

Continued  on  page  157 


“HOW  TO  SELL  TOWERS...” 


An  old  friend  and  customer  once  wrote  to  me,  say- 
ing: “There  are  two  ways  to  sell  towers.  One  way 
is  to  make  ad---  good  tower;  the  second  way  is 
to  be  a h — of  a nice  guy.”  He  then  added,  “You 
are  a master  at  both.” 

Having  been  in  the  tower  business  for  a long  time, 
we’re  sure  of  the  first  way— that’s  why  we  make  a 
d — good  tower!  We  try  hard  at  the  second  way, 
too,  but  we’ll  let  you  judge  for  yourself  how  well 
we  do  at  that. 


Visit  us  at  our  suite! 

Walter  Guzewicz 
Henry  Guzewicz 
Dick  Eberlf, 

John  Fisher 
Bill  Walther 
Towers  that  Stand  Up 


amless,  ine. 

NORTH  WALES  • PENNSYLVANIA 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

• SITUATIONS  WANTED  204  per  word — $2.00  minimum  • HELP  WANTED  254  per  word — $ 2.00  minimum. 

• DISPLAY  ads  $20.00  per  inch — STATIONS  FOR  SALE  advertising  require  display  space. 

• All  other  classifications  304  per  word — $4.00  minimum. 

• No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
etc.,  sent  to  box  numbers  are  sent  at  owner’s  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 

Help  Wanted — (Cont’d) 

Help  Wanted — (Cont’d) 

Help  Wanted — Management 

Sales 

Announcers 

Manager  for  Florida  medium  metropolitan 
market.  Station  owned  by  established  out- 
of-state  broadcasting  company.  Replies  con- 
fidential. Box  816S,  BROADCASTING. 

California  medium  market  regional  radio 
station  No.  1 in  market  needs  manager. 
Must  be  capable  of  running  tight  ten  per- 
son staff — strong  on  sales  and  organization. 
Send  resume  and  references  to  Box  855S. 
BROADCASTING. 


Wanted.  Man  who  wants  to  sell  not  spend  to 
manage  a full  time  midwest  regional  in 
single  station  market  over  12,000.  Terrific 
opportunity.  Compensation  excellent.  Grow- 
ing city,  wholesome  community  life,  new 
schools — ideal  for  family  man.  Other  busi- 
ness activities  force  owner  to  give  up  active 
management.  Box  876S,  BROADCASTING. 


Medium  market  mid-western  daytimer 
needs  experienced  general  manager.  Send 
full  details  and  references.  Box  898S, 
BROADCASTING. 


Radio  sales  manager.  Number  one  in  three 
station  market.  Network  affiliate.  Must  have 
proven  sales  record.  Excellent  opportunity. 
$10,000  plus  incentive  arrangement.  Box 
906S,  BROADCASTING. 


Assistant  manager  for  eastern  station.  Need 
experienced  airman  willing  to  work  hard 
to  show  capability  for  eventual  manage- 
ment. Sales  experience  preferred  but  not 
essential.  Must  have  car,  good  employment 
and  personal  record.  Must  be  married,  must 
be  willing  to  visit  station  for  personal  in- 
terview eventually.  Good  salary  plus  bonus 
arrangement.  Excellent  opportunity  for  an 
announcer-salesman  who  wants  to  move  up. 
Send  tape,  resume  and  photo.  Box  919S, 
BROADCASTING. 


Wanted,  experienced  commercial  manager 
for  Station  WBBT,  Lyons,  Ga. 


New  York  market  station  WNJR-Newark 
seeking  a man  who  is  now  a medium  mar- 
ket manager  or  a major  market  operations 
manager.  Ability  to  supervise  all  depts.  im- 
portant. Send  resume  and  photo  to  Tim 
Crow,  Rollins  Broadcasting,  P.O.  Box  1389, 
Wilmington,  Del. 


Sales 


$100-$150  weekly  guarantee  plus  commis- 
sion and  bonus  plan  for  aggressive  self- 
starter salesman.  Top  station  Washington, 
D.C.  market.  Box  8ff7P,  BROADCASTING. 
You  do  very  well  financially  in  radio  sales 
and  have  been  selling  fulltime  for  at  least 
3 years.  You  want  to  move  to  Florida  and 
really  live  12  months  out  of  the  year.  This 
is  your  chance.  Your  potential  in  this  south 
Florida  coastal  metropolitan  market  is  ex- 
cellent with  opportunity  to  advance  to  sales 
manager  or  general  manager  of  one  of  the 
3 stations  in  the  chain.  Give  references  and 
tell  all  in  the  first  letter.  Box  283S,  BROAD- 

CASTING. 

St.  Louis-top  independent.  Top  money  and 
future  for  salesman  who  loves  to  sell.  Box 

563S,  BROADCASTING. 

$100-$150  guarantee  Delaware  good  music 
station.  Need  sales  idea  man  with  at  least 
three  years  experience.  60th  market.  Box 

681S,  BROADCASTING. 

Are  you  ready  to  step  up  in  sales  work.  Here 
is  an  opportunity.  Texas.  Box  880S,  BROAD- 

CASTING, 

Small  community  station  in  northeast  North 
Carolina  needs  salesman  to  take  over  sales 
department.  Excellent  future  with  family 
group.  Must  have  good  references.  Also 
opening  for  announcer-salesman  or  an- 
nouncer-newsman who  wants  to  grow  with 
progressive  organization.  Box  897S,  BROAD- 
CASTING. 


Regional  sales  manager  top-rated  5 kw. 
Proven  sales  record  required.  $150  weekly 
draw  against  commission.  Box  907S, 
BROADCASTING. 


California  radio-tv  multiple  station  opera- 
tion now  expanding  hours,  sales  efforts,  and 
fm — needs  salesmen  for  both  radio  and  tv 
with  proven  sales  record — also  local  tv  sales 
manager — we  need  radio  announcers  with 
first  class  tickets — also  woman  for  book- 
keeping department— and  a top  flight  all- 
around  executive  secretary.  Give  complete 
resume,  experience  and  references  first  let- 
ter. Announcers  submit  tape  made  at  7‘/2 
rpm.  Ideal  working  conditions.  Fringe  bene- 
fits. Most  beautiful  section  of  California. 
Reply  in  detail  to  Department  B,  KSBW- 
AM  and  TV,  P.O.  Box  1651,  Salinas,  Cali- 
fornia. 


Salesman  kilowatt  daytime.  Commission 
with  guarantee.  Growth  area.  KITTY,  Palm- 
dale, California. 


Salesman-announcer.  Fm  experience  de- 
sired but  not  essential.  WFMM,  44  W.  Bid- 
dle St.,  Baltimore,  Maryland. 


Time  salesman  for  top-rated  dominant  sta- 
tion in  solid  midwest  market.  Excellent 
earning  potential  for  man  who  loves  to  sell, 
and  who  can  produce.  Permanent  position, 
with  fringe  benefits  and  incentives.  Send 
complete  resume  to:  Gordon  Sherman, 

WMAY,  Springfield,  Illinois. 


Announcers 


Energetic  and  ambitious  announcers  need- 
ed for  top-rated  operation  in  west  Texas. 
Box  159R,  BROADCASTING. 


Modern  number  one  format  station  in  one 
of  ten  largest  markets  auditioning  fast- 
paced,  live-wire  announcers.  Key  station 
leading  chain  offers  Dig  pay,  big  opportu- 
nity. Send  tape  to  Box  864P,  BROADCAST- 
ING. 


South  Florida.  Metro  market.  Need  fast 
paced,  lively  swinging  dj.  Rush  tape,  re- 
sume. Box  284S,  BROADCASTING. 


Northern  Ohio  medium  market  needs  ex- 
perienced dj  with  good  sense  of  production 
who  wants  to  learn  modern  radio  under 
expert  guidance.  Man  we  want  is  in  mid- 
twenties, mature  and  willing  to  follow  di- 
rections. Send  resume  and  tape  to  Box 
753S,  BROADCASTING. 


Florida  independent  making  opening  for 
morning  announcer-dj.  Send  complete  re- 
sume with  picture  and  tape.  Sales  oppor- 
tunity too  if  desired.  Must  have  applications 
by  April  10th.  Box  825S,  BROADCASTING. 


Radio  is  better  than  ever  and  we’re  a good 
radio  station.  We’re  looking  for  a mature, 
experienced  radio  announcer  who  wants  to 
grow  with  a solid,  stable  organization.  All 
the  benefits  of  course,  but  mostly  good  ra- 
dio. If  you’re  interested  in  immediate  staff 
opening,  if  you’re  mature  and  experienced, 
and  if  you’re  not  a disc  jockey,  send  tape, 
resume  and  salary  expected  to  Box  851S, 
BROADCASTING. 


Opportunity  ahead  for  all-around  radio 
man:  sharp  dj  who  wants  extra  earnings 
for  selling  or  production.  Advancement 
possible  in  growing  rocky  mountain  organi- 
zation. Fringe  benefits  include  profit  shar- 
ing. Box  861S,  BROADCASTING. 


Need  two  experienced  combo  men.  One  an- 
nouncer-engineer with  first  phone.  One  an- 
nouncer-salesman. Growing  station  in  grow- 
ing, competitive  market  in  central  Texas. 
Send  complete  resume.  Box  875S,  BROAD- 
CASTING. 


Opportunity  for  married  staff  announcer. 
Send  resume.  Texas.  Network  station.  Box 
879S,  BROADCASTING. 


Announcer  with  first  phone  ticket.  No  en- 
gineering experience  necessary,  no  main- 
tenance required,  just  ticket  and  good  air 
work.  Need  experienced  announcer  with 
good  employment  and  personal  history.  Ex- 
cellent chance  for  advancement  to  manage- 
ment position  in  this  chain.  Send  tape, 
resume,  photo.  Box  920S,  BROADCASTING. 


Wanted  . . . Good  announcer-maintenance 
engineer  (1st  phone)  for  “quality  sound” 
250  w New  England  station.  For  tape  re- 
turn, included  postage.  Send  full  details. 
Box  934S,  BROADCASTING. 


Announcer-salesmen  quality  voice  for  35,- 
000  market.  No  beginners.  No  rock  and 
rollers.  Send  tape  to:  Manager,  KADO, 
Marshall,  Texas. 


Announcer  with  first  ticket,  experienced, 
or  inexperienced  with  good  potential.  No 
rockers,  western  please.  Send  tape,  resume, 
references.  KGHM,  Brookfield. 


Staff  announcer  who  can  double  on  high 
school  sports.  Also  salesman  who  can  write 
copy  and  announce.  About  June  first.  Write 
all  including  work  references.  Applications 
must  withstand  careful  screening.  KRLN, 
Canon  City,  Colo. 


Announcer  needed  by  regional  station.  Pre- 
fer man  interested  in  selling  time.  KTOE, 
Mankato,  Minn. 


Combo-announcer  with  first  ticket.  No 
maintenance  necessary.  Adult  format  with 
emphasis  on  news.  Send  resume,  tape  and 
pix  to  G.  C.  Packard,  KTRC,  Box  1715, 
Santa,  Fe,  N.M. 


New  Dallas  station  has  immediate  opening 
for  an  experienced  announcer  and  a news 
man.  Good  basic  radio  voice  imperative. 
Bright,  swinging  young-adult  music,  no  top 
40.  Send  tape,  resume,  and  photo  to  KVIL, 
4152  Mockingbird  Lane,  Dallas,  Texas. 


Wanted:  Experienced  announcer,  married, 
sober,  apply:  Gene  Stanley,  Manager,  KZEE, 
Weatherford,  Texas. 


Wanted:  Announcer  with  first  class  ticket, 
maintenance  not  necessary.  WAMD,  Aber- 
deen, Md. 


Wanted:  Experienced  announcer/engineer 

desiring  to  relocate  in  small,  friendly  Illi- 
nois community.  Must  enter  into  civic  af- 
fairs and  become  part  of  close-knit  station 
operation  and  community.  Will  be  station’s 
only  engineer  and  will  pull  regular  an- 
nouncing schedule.  State  salary  require- 
ment, but  keep  in  line  with  experience. 
Send  tape,  photo  and  resume  to  George 
Walker,  Manager,  WCRA,  Effingham,  Illi- 
nois. 


Announcer  for  5000  watt  good  music  sta- 
tion serving  large  population  area  and  lush 
Wisconsin  vacation  land.  Must  be  authorita- 
tive on  news.  $85  weekly.  Tapes  to  WCWC, 
Ripon,  Wisconsin. 


Experienced,  mature  disc  jockey  with  good 
sense  of  showmanship  and  tight  production. 
Long  established  adult  appeal  station  in  live 
market.  Salary  minimum  after  first  year 
$6,240.00.  Send  tape,  photo  and  details  to 
WFDF,  Flint,  Michigan. 


Wanted:  Announcer  with  first  phone  ticket. 
Live  in  the  heart  of  Wisconsin’s  vacation- 
land.  Up  to  $100.00  weekly.  Contact  Man- 
ager,  WHSM,  Hayward,  Wisconsin. 
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Help  Wanted — (Cont’d) 


Help  Wanted — (Cont’d) 


Situations  Wanted — (Cont’d) 


Announcers 


WHYE  in  Roanoke,  Virginia  has  opening  for 
ambitious,  modern  radio-man,  capable  of 
a top  dj  show.  Number  1 with  swinging 
but  not  screaming  format.  Excellent  ad- 
vancement opportunities.  Rush  tape,  photo, 
and  expected  salary  to  Bill  Victor,  Prog. 
Dir.,  WHYE. 


WKAI  Radio,  Centre-Macomb,  Illinois  needs 
two  all-around  staff  announcers  now.  Con- 
tact Bob  Douglas,  Temple  3-4129.  Personal 
interview. 


Announcer-Copywriter.  Resume,  tape,  sam- 
ple copy  to  WKLZ,  Kalamazoo,  Michigan. 


Saginaw,  Michigan,  CBS  affiliate,  looking 
for  experienced,  good  morning  man,  pref- 
erably from  Michigan  for  permanent  tight 
production  schedule.  Send  tape,  photo, 
resume  first  letter  to:  Fred  Krell,  WSGW, 
Saginaw,  Michigan  or  call  Fred  Krell, 
Pleasant  3-4456. 


WWOL,  Buffalo,  New  York,  under  new 
ownership,  needs  staff  announcer.  ABC  af- 
filiate with  middle-of-the  road  continental 
music  format.  Must  be  sufficiently  versatile 
to  handle  some  news  assignments.  Write  or 
call  Arnold  C.  Johnson,  MOhawk  1200. 


Announcers!  Many  opportunities  for  experi- 
enced broadcasters.  Tapes  (include  return 
postage)  and  resumes  required  before  inter- 
views. Contact,  Paul  Baron,  Broadcast  Man- 
ager, Lennox  Personnel  Agency,  630-5th 
Avenue,  NY  20,  NY. 


Technical 


Experienced  engineer — East  coast  (south- 
east) station.  5 kw  daytaler  remote  control. 
15  to  20  hours  announcing:  will  train.  Good 
salary.  Box  686S,  BROADCASTING. 


Chief  engineer  with  announcing  ability  for 
a Wisconsin  radio  station.  Excellent  oppor- 
tunities. Send  tape  and  resume.  Box  877S, 
BROADCASTING. 


Chief  engineer  for  large  community  an- 
tenna system  in  Louisiana.  Background  of 
maintenance  and  repair,  and  knowledge  of 
video  and  antennas  required.  $600  monthly 
salary — truck  furnished.  Box  918S,  BROAD- 
CASTING. 


Wanted — First  class  engineer  by  250  watt 
station  in  upper  New  York  state.  Salary  one 
hundred  dollars  plus  per  week.  Send  res- 
ume to  Box  923S,  BROADCASTING. 


Immediate  opening  for  aggressive  transmit- 
ter engineer,  WAMS,  Wilmington,  Del. 
Chance  to  join  radio-tv  chain.  Send  snap 
and  resume  to  Tim  Crow,  Rollins  Broad- 
casting, P.O.  Box  1389,  Wilmington,  Del. 


First  phone  engineer.  Handy  with  tools  and 
electronic  equipment,  to  maintain  present 
equipment  and  build  new  am  station.  No 
announcing  or  operating  shifts.  Just  right 
man  who  likes  working  with  radio  gear. 
Send  resume  to  Charles  Halle,  WCCM,  Law- 
rence, Mass. 


Production-Programming,  Others 


Excellent  opportunity  for  good  producer. 
Number  one  independent  major  Ohio  mar- 
ket, $6,000  plus  with  multiple  company.  Box 
562S,  BROADCASTING. 


News  director  NBC  affiliate.  Direct  com- 
pletely equipped  radio  and  tv  department, 
supervise  department  of  sister  station.  De- 
partment personnel  experienced,  intelligent, 
conscientious.  If  not  satisfied  with  present 
position,  send  photo  and  resume.  Box  905S, 
BROADCASTNG. 


Somewhere,  an  announcer  knows  he  is 
qualified  for  program  director!  We  want 
sincere  young  man  looking  for  ultimate  in 
advancement  with  good  growing  organiza- 
tion small  market,  but  we’re  professional, 
and  we  like  people.  If  you  fit,  please  send 
photo,  tape,  showing  production  ability. 
Box  913S,  BROADCASTING. 


Major  New  England  radio  station  wants 
young,  male,  copywriter  to  serve  as  con- 
tinuity chief.  Experience  in  similar  position 
at  radio  station  essential.  Forward  biog- 
raphy, samples  of  work,  and  state  salary 
required.  Box  922S,  BROADCASTING. 


Production-Programming,  Others 


Jersey  station  seeks  newsman  to  gather 
and  write  local,  requires  voice  and  board 
operation.  Send  tape,  photo,  resume,  to 
Box  928S,  BROADCASTING. 


Expanding  midwest  station  needs  fast, 
capable  copywriter  for  spot  commercials. 
Excellent  working  conditions.  Above  aver- 
age fringe  benefits.  Send  resume  and  sam- 
ples to  Larry  Robinson,  Continuity  Direc- 
tor, KGLO-AM,  FM,  TV,  Mason  City,  Iowa. 


Wanted  immediately,  experienced  produc- 
tion manager  5000  watter.  Best  of  refer- 
ences required,  good  pay.  One  of  North 
Carolina’s  best  equipped  stations.  Contact 
Greely  N.  Hilton,  General  Manager,  WBUY, 
Lexington,  N.C. 


Need  a local  news  man  for  small,  news- 
minded  station.  One-man  department,  sal- 
ary commensurate  with  experience.  Con- 
tact Manager  or  Program  Director  WDLC 
Port  Jervis,  N.Y. 


RADIO 


Situations  Wanted — Management 


Sales  manager  with  proven  record  in  radio 
sales  and  management  plus  tv  experience 
desires  relocation.  Fifteen  years  in  major 
and  medium-sized  markets.  Middle-aged, 
married  and  reliable.  Excellent  references. 
Box  887S,  BROADCASTING. 


Management  team  available.  36  years  com- 
bined management  and  all  departments. 
Versatile.  Operate  small  staff.  Outstanding 
sales  and  programming.  College  back- 
ground. First  phone.  Presently  employed. 
Interested  position  with  profit  potential — 
preferably  mid- Atlantic  states.  Box  889S, 
BROADCASTNG. 


Manager  or  assistant  manager  with  promo- 
tion opportunity.  Twelve  years  experience 
all  phases.  Excellent  announcer.  Good  sales 
ideas.  Presently  pd.  Age  33.  Box  901S, 
BROADCASTING. 


Wanted  to  lease — Radio  station  in  Rocky 
Mountain  area — by  two  young,  experienced 
men.  Send  replies  to  Box  910S,  BROAD- 
CASTING. 


General  manager.  Sales  background.  Me- 
dium market  stations.  13  years  broadcast- 
ing. Box  926S,  BROADCASTING. 


Sales 


Sales  manager,  married,  age  37,  handle 
announcing  chores  too.  Good  background 
of  success.  Presently  employed  in  major 
market  in  program,  desire  to  return  to 
smaller  market  as  sales  manager.  I can 
produce.  Past  member  Rotary — past  presi- 
dent Kiwanis.  Box  927S,  BROADCASTING. 


Announcers 


Sports  announcer  play-by-play  all  sports. 
Plenty  of  experience.  Box  636S,  BROAD- 
CASTING. 


Experienced  dj  and  newsman.  23-single,  with 
car.  Tape  and  resume  on  request.  Box  783S, 
BROADCASTING. 


Desire  year-round  sports  schedule.  Fully 
experienced  in  play-by-play  and  staff  an- 
nouncing. Family  man,  28,  3 years  college, 
2 years  radio-tv  school,  3 years  radio  ex- 
perience. Employed  as  sports  director.  In- 
terested in  radio-tv  combination.  Box  809S, 
BROADCASTING. 


Same  song  . . . second  verse.  Qualified  an- 
nouncer, 8 years  experience,  sales,  pd, 
sports.  Prefer  “Wabash  to  Missouri”  or 
Florida.  Have  car  . . . Can  travel.  Box  812S, 
BROADCASTING. 


Negro  announcer,  3 years.  Desires  to  relo- 
cate. R&B,  gospel,  sales.  Box  814S,  BROAD- 
CASTING. 


Can  you  top  this?  Now  working  48  hours 
for  $130.  Interested  in  shortening  hours. 
Number  one  morning  man.  Happy  adult 
wake-up  show.  Box  820S,  BROADCASTING. 


Young  dj,  announcer,  newsman  seeking  to 
relocate  midwest  or  east  coast.  1 year  ex- 
perience, 2 years  college — untinged  by  pay- 
ola. Box  863S,  BROADCASTING. 


Announcers 


Young,  alert,  aggressive  disc  jockey,  capable 
newsman.  2y2  years  broadcasting  experi- 
ence. Single,  effective  air-salesman.  South 
or  southwest  market  preferred.  Currently 
employed.  Box  865S,  BROADCASTING. 


Idea  gal.  Station’s  best  pal.  Clever  deejay. 
Hire  me  today!  Box  868S,  BROADCASTING. 


Employed  part-time,  want  full-time  radio 
and/or  tv  announcing.  News,  good  music, 
commercials.  Vet,  23,  single.  Inquire,  you’ll 
hire.  Box  867S,  BROADCASTING. 


Young  announcer,  dj  solid  seller.  Loaded 
with  talent.  Anywhere.  Box  872S,  BROAD- 
CASTING. 


Jazz,  good  pops  dj,  two  years  morning  man 
experience,  married,  23.  Box  873S,  BROAD- 
CASTING. 


Young  talented  man  seeks  position  as  radio 
and  tv  announcer.  Box  874S,  BROADCAST- 
ING. 


Experienced  announcer  desires  relocation. 
No  top  40,  adult  level  programming  only. 
Interested  in  sales  and  promotion.  Box  882S, 
BROADCASTING. 


Experienced  announcer  current  pd  5 kw 
quarter  million  market,  seeks  new  horizons. 
Strong  copy,  commercial  production.  On 
camera  experience.  Prefer  midwest,  $95 
start.  Box  890S,  BROADCASTING. 


Sports  announcer,  versatile,  6 years  radio, 
2 tv.  Family  man,  desires  permanent  position 
with  west  or  west  coast  station.  Resume  on 
request.  Box  891S,  BROADCASTING. 


Summer  relief  . . . Experienced  combo 
announcer.  Prefer  north  central  good  music 
independent  or  network  station.  Now  at- 
tending college.  Received  $275  in  network 
am-tv  operation.  Tape  and  photo  available. 
Box  892S,  BROADCASTING. 


Recent  broadcasting  school  grad.  Young, 
single,  ambitious,  cooperative.  No  car.  South 
or  midwest.  Box  893S,  BROADCASTING. 


First  phone  deejay.  Delivery  warm,  pleas- 
ant, sincere.  Experienced  all  phases.  Box 
896S,  BROADCASTING. 


With  the  Army,  college,  and  top-grade 
training  as  dj  and  newscaster  behind  me, 
need  just  the  opportunity  to  prove  my 
worth.  Anywhere.  Available  late  April. 
Prefer  adult  programming.  Box  916S, 
BROADCASTING. 

Woman,  employed  in  radio  air  work,  wishes 
to  relocate.  Tape  on  request.  Box  935S, 
BROADCASTING. 


Experienced  college  student  seeks  summer 
announcing  work.  Five  years  experience 
in  all  phases  of  radio.  Vevsatile,  personable 
and  eager.  Box  932S,  BROADCASTING. 


Single,  mature,  desires  position  anywhere 
on  east  coast  as  staff  announcer  or  combo 
work.  Experienced.  Will  follow  your  format. 
Call  collect  TAlbet  2-0716  or  write  630  E. 
Dover  Street,  Easton,  Maryland. 


Staff  announcer  wants  change.  Six  years 
experience,  all  phases.  Morning  man,  news, 
rock  and  roll.  Age  26,  sober,  dependable. 
Married,  one  child.  $75.00  minimum.  Write 
LeRoy  Childress,  Box  146,  Mount  Airy, 
North  Carolina. 


Announcer-pd  No.  1 Hooper-rated.  Vet,  re- 
locating. In  radio  since  1953.  Brad  Harris, 
559  Hendrix  Street,  Brooklyn  7,  N.Y.  HY  8- 
5479. 


Staff  announcer  with  first  ticket.  Single. 
Operate  board  and  all  staff  duties.  Warren 
Hill,  601  11th  St.,  Havre,  Montana.  Phone 
265-2851. 


Morning  personality,  23,  married,  draft  ex- 
empt, 5 years  experience,  available  now ! 
Rick  McHargue,  Route  1,  Trenton,  Missouri. 
Phone  1589W4. 


Announcer,  1st  phone,  no  maintenance,  no 
car.  $90  plus  traveling  expense.  BE  7-6721 
after  5 p.m.  Walter  Piasecki,  2219  N.  Park- 
side,  Chicago. 


DJ  experienced  in  all  phases  of  announc- 
ing, desires  position  in  Chicago  area.  Mar- 
ried, 23,  will  work  hard.  Dave  Rogers,  73 
Clifton  Avenue,  Mansfield,  Ohio.  LA.  2-4091. 
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Situations  Wanted — (Cont’d) 


Announcers 


Staff  announcer.  First  ticket.  DJ  and  all 
staff  duties.  Have  car.  Single,  22.  Bob  Stone, 
510  16th  St.,  Oakland,  California.  TWinoaks 
3-9928. 


Technical 


Due  to  recent  re-organization,  we  are  forced 
to  release  combo-man.  He  served  as  our 
chief  engineer  and  program  director.  Single, 
reliable.  Familiar  with  all  phases  small  sta- 
tion operation.  We  want  to  find  him  a good 
home.  Box  800S,  BROADCASTING. 


Position  wanted  in  midwest  or  Florida. 
First  phone,  14  years  experience,  10  years 
as  chief.  Write  Box  909S,  BROADCAST- 
ING. 


Experienced  engineer,  salesman,  farm  di- 
rector looking  for  permanent  position.  Mid- 
west. Box  915S,  BROADCASTING. 


Engineer,  fist  ticket,  limited  board  experi- 
ence. Prefer  western,  rock.  Write  Box 
924S,  BROADCASTING. 


Engineer.  2 years  running  1000  watt  xmitter. 
3 years  radio  and  television  repair.  2 years 
electronic  school.  2nd  ticket.  25,  married. 
Raymond  Bour,  5636  N.  Ashland,  Chicago. 


Chief  engineer  and  dj  of  a 10  kw  desiring 
a position  in  a radio  and  tv  combination. 
West  coast  preferred  but  will  consider  all 
others.  W.  Macumber,  3130  Dyer  St.,  Apt. 
4,  El  Paso,  Texas.  Phone  LO  6-6173. 


Chief  or  assistant,  nine  years  radio,  one  tv. 
Joe  McClain,  WASK,  Lafayette,  Indiana. 


Production-Programming,  Others 


Summer  position  in  New  England  desired 
by  young  college  man  with  4 years’  experi- 
ence in  all  phases  of  radio,  including  assist- 
ant to  manager  and  announcing.  Presently 
living  in  Boston.  Excellent  recommenda- 
tions by  top  men  in  the  field.  Box  804S, 
BROADCASTING. 


Copywriter-producer,  experienced  copywrit- 
er at  top  4A  ad  agency  desires  move  to 
other  side  of  counter  to  broadcasting.  Box 
883S,  BROADCASTING. 


Sports  director.  5Vz  years  experience.  Play- 
by-play  all  sports.  Married,  veteran,  de- 
sires move  into  larger  market.  Dependable, 
references.  Box  894S,  BROADCASTING. 


Copywriter  - announcer.  Mature,  college 
M.A.  broadcasting  school.  Experienced  ad 
man.  Available  now.  Box  929S,  BROAD- 
CASTING. 


Radio  news  director,  presently  employed, 
wants  to  work  in  major  market.  Has  15 
continuous  years  experience,  several  na- 
tional news  “breaks”.  10514  Plymouth  Ave., 
Detroit  4,  Michigan. 


Veteran  news  director.  Weatherman.  Avia- 
tor. Publicity-promotion.  Won’t  drive  car. 
Russ  Brinkley,  Box  1228,  Harrisburg,  Pa. 


TELEVISION 


Help  Wanted — Sales 


Salesman  for  major  Ohio  vhf  market.  Ex- 
cellent sales  climate.  Good  account  and 
prospect  list,  salary  and  commission,  profit 
sharing.  Send  complete  job  history  includ- 
ing billing  data.  Only  men  with  complete 
market  experience  and  desiring  more  than 
$10,000  annually,  please.  Box  845S,  BROAD- 
CASTING. 


California  medium  market  network  tv  sta- 
tion needs  local  sales  manager  and  local 
salesmen  who  can  produce.  Send  resume 
and  references  to  Box  854S,  BROADCAST- 
ING. 


California  radio-tv  multiple  station  opera- 
tion now  expanding  hours,  sales  efforts,  and 
fm — needs  salesmen  for  both  radio  and  tv 
with  proven  sales  record — also  local  tv 
sales  manager — we  need  radio  announcers 
with  first  class  tickets — also  woman  for 
bookkeeping  department — and  a top  flight 
all-around  executive  secretary.  Give  com- 
plete resume,  experience  and  references 
first  letter.  Announcers  submit  tape  made 
at  7%  rpm.  Ideal  working  conditions. 
Fringe  benefits.  Most  beautiful  section  of 
California.  Reply  in  detail  to  Department 
B,  KSBW-AM  and  TV,  P.O.  Box  1651, 
Salinas,  California. 


Help  Wanted — (Cont’d) 


Announcers 


Television  news  personality.  Large,  mid- 
western  television  station  seeks  top-notch 
news  personality.  Must  have  thorough 
knowledge  of  on-the-air,  writing,  and  inter- 
view techniques.  Box  835S,  BROADCAST- 
ING. 


Bright  fast-paced  dj  ready  for  pd  for  top- 
rated  modern  music  station.  Opportunity 
for  television  experience  and  training.  Send 
tape,  picture  and  resume  Box  904S,  BROAD- 
CASTING. 


Technical 


New  full  powered  upper  midwest  vhf,  has 
openings  for  experienced  transmitter  engi- 
neers. Latest  RCA  equipment.  Send  resume 
and  photo  to  Box  704S,  BROADCASTING. 


Florida  living  has  many  advantages.  Ex- 
perienced studio  maintenance  engineer  for 
network  affiliate.  Opportunity  for  right 
man.  Send  resume  of  experience,  salary 
expected,  references  and  snapshot  first  let- 
ter. Box  780S,  BROADCASTING. 


Wanted,  first  class  licensed  enineer  tv  stu- 
dio— transmitter.  Experience  in  all  phases 
tv  required.  Immediate  opening  KHOL-TV, 
Holdrege,  Nebraska.  Phone  W.M.  Greely, 
WYman  5-5952. 


Wanted — Engineer  with  first  class  license 
for  summer  vacation  relief.  Possibility  of 
permanent  employment.  Excellent  opportu- 
nity to  gain  experience  in  both  radio  and 
tv.  Position  available  April  15th.  Contact 
Edward  M.  Tink,  Director  of  Engineering, 
KWWL-TV,  Waterloo,  Iowa. 


WTOC-TV,  Savannah,  Georgia,  needs  first 
class  engineer  or  qualified  experienced 
technician.  Reply  by  letter  giving  complete 
qualifications,  references,  photograph  and 
salary  requirement  to  chief  engineer. 


TV  studio  engineers  for  design,  test,  and 
field  engineering.  Rapidly  expanding  pro- 
gressive company.  All  benefits,  plus  rapid 
advancement  for  qualified  engineers.  Foto- 
Video  Laboratories,  Inc.  CE.  9-6100,  Cedar 
Grove.  New  Jersey. 


TELEVISION 


Situations  Wanted — Management 


Don’t  mail  contract!  Interview  desired  for 
management  or  sales  management.  Box 
899S,  BROADCASTING. 


Sales 


Executive  type  salesman  with  six  years  ex- 
perience in  major  market  and  ten  years  in 
radio  sales  and  management  now  available. 
Past  commission  earnings  well  above  aver- 
age but  primarily  interested  in  sound 
permanent  connection.  Mature,  married, 
sober.  Best  references.  Box  888S,  BROAD- 
CASTING. 


Experienced  television  salesman,  familiar 
all  phases,  presently  employed,  excellent 
background.  Box  900S,  BROADCASTING. 


Announcers 


Darn  good  newsman!  Convincing  commer- 
cials! Industrious.  Experienced.  Reliable. 
Mature  family  man.  Box  903S,  BROAD- 
CASTING. 


Technical 


1st  phone.  Two  years  experience  operation. 
Some  maintenance  and  microwave.  Box 
886S,  BROADCASTING. 


Graduating  interns,  technical  and  produc- 
tion, trained  in  modern  fully  equipped 
studios  by  commercial  minded  instructors 
now  available.  Contact  Intern  Supervisor, 
WTHS-TV,  Miami. 


Production-Programming,  Others 


A rare  combination  of  across  the  board 
experience.  First,  10  years  as  a radio'  per- 
former. . . . Then  into  television  as  a di- 
rector, program  director  and  producer  of 
both  local  and  network  programs.  . . . 
Add  a year  of  the  same  in  an  advertising 
agency  plus  7 years  of  successful  sales  work 
for  2 national  television  companies.  Imagi- 
native selling  and  creative  programming 
either  way  it’s  a rare  combination  ready  to 
go  to  work  for  you.  Box  785S,  BROAD- 
CASTING. 


Situations  Wanted — (Cont’d) 


Production-Programming,  Others 


Aggressive  television-radio  newsman,  3 
years  experience  midwest-east,  B.S.  degree, 
appealing  delivery,  still-motion  photogra- 
phy, married.  Box  853S,  BROADCASTNG. 


Imagination  and  enthusiasm.  Producer-di- 
rector. 6 years  major  market — awards — top 
ratings.  Will  create,  organize,  and  execute. 
Resume— references.  Box  862S,  BROAD- 
CASTING. 


Producer-director:  Network  ass’t.  director 
desires  position  as  director-production  man- 
ager. College  graduate,  young  family  man. 
Have  stop-watch  will  travel!  Box  871S, 
BROADCASTING. 


Directing-assistant  directing.  Broadcasting 
college  grad.  Consider  top  man  in  depart- 
ment. Laid-off  for  seniority  reason.  Excel- 
lent references.  Box  881S,  BROADCAST- 
ING. 


Help  me!  I am  being  held  prisoner!  Young, 
impatient  news  editor  trapped  three  years 
at  top  ten  television  station.  No  room  for 
fast  advancement;  few  on-camera  opportu- 
nities for  professional  newsman.  Desper- 
ately need  challenging  news  or  public  af- 
fairs writing  post,  or  regular  on-camera 
news  slot  in  smaller  market.  Box  902S, 
BROADCASTING. 


Assistant  to  manager  with  many  years  ex- 
perience hardsell  uhf’s  in  mixed  markets; 
tv  sales,  program,  production,  operations, 
promotion,  news;  top  references,  now  lo- 
cated, contemplating  change.  Box  908S, 
BROADCASTING. 


Newsman.  15  year  background,  8 years 
radio-tv  news.  Box  925S,  BROADCASTING. 


FOR  SALE 


Equipment 


Western  Electric  dual  channel  console, 
4 pre-amps,  2 pgm  amps,  good  condition. 
$350.00.  Box  837S,  BROADCASTING. 


For  sale,  Gates  remote  control.  Cabinets  in- 
cluded. Looks  like  new.  One  half  original 
cost.  Box  866S,  BROADCASTING. 


5 kw  tv  transmitter  channels  2-6.  25  kw 
amplifiers  2-6  and  7-13.  Also  sync  genera- 
tors, Polyefex  scanners,  etc.  Box  878S, 
BROADCASTING. 


RCA  type  300  three  tower  phase  monitor; 
three  antenna  0-8  ammeters.  Reasonable. 
KFRO,  Longview,  Texas. 


RCA  76-B  console,  complete,  $495.  Magne- 
cord  PT-6  portable  recorder  and  mixer, 
$295.  Presto  6-N  disc  recorder,  $150.  KMED, 
Medford,  Oregon. 


8-Bay  Collins  fm  antenna,  excellent  condi- 
tion, $1,400.00.  Perfect  for  stereo  broadcast- 
ing: 2 Langevin  program  amplifiers,  1 

Langevin  VU  panel,  60  Langevin  output 
transformers  with  selective  switching.  Fac- 
tory wired  and  rack  mounted.  Cost  $2,800.00. 
In  new  condition,  $450.00.  See  me  at  NAB 
convention  or  write  William  O.  Barry, 
WFMB,  Nashville,  Tennessee. 


Two  Tapak  duplex  tape  recorders.  Excel- 
lent condition,  $150  each.  R.  Lucia,  WHAM, 
Rochester  3,  N.Y. 


Collins  21A  5 kw  transmitter  maintained  in 
original  condition.  Now  available.  Examine 
under  operating  conditions.  Excellent  qual- 
ity. Ten  years  old.  Price  $4,500.  Terms.  Ad- 
dress Radio  Station  WISE,  75  Scenic  High- 
way, Asheville,  N.C. 


Recently  combined  transmitter  and  studios. 
Now  have  complete  Gates  RDCIO  remote 
control  unit  for  sale.  Includes:  Type  M5240 
studio  unit;  M5241  transmitter  unit;  5144 
R.F.  amplifier  for  monitors;  M-4703C  motor 
driven  rheostat  used  with  Collins  20V  trans- 
mitter; remote  antenna  current  unit  M-3759. 
About  four  years  old.  First  $650.00  buys 
complete  outfit.  Contact  Wes  Ninemier, 
WTAW,  Bryan,  Texas. 


Why  buy  a used  transmitter?  Build  your 
own  1000/250  watt  transmitter.  See  Bauer 
ad,  page  121,  March  28  issue  of  Broadcast- 
ing. 


Limited  quantity  new  General  Electric 
model  4BC3A1  consoles  $250.  Davis  Elec- 
tronics, 20  Fernbank  Avenue,  Delmar,  N.Y. 
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FOR  SALE 

WANTED  TO  BUY 

RADIO 

Equipment — ( Cant’d ) 

Equipment 

Help  Wanted — Sales 

Commercial  crystals  and  new  or  replace- 
ment crystals  for  RCA,  Gates,  W.E.,  Bliley 
and  J-K  holders,  regrinding,  repair,  etc. 
BC-604  crystals.  Also  am  monitor  service. 
Nationwide  unsolicited  testimonials  praise 
our  products  and  fast  service.  Eidson  Elec- 
tronics Co.,  Box  31,  Temple,  Texas. 


Test,  studio,  terminal,  transmitting,  moni- 
tor, (pix  freq.)  and  STL  equipment.  All  in- 
quiries promptly  answered.  We  buy  above 
also.  Electrofind,  550  Fifth  Avenue,  N.Y.C. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto-Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100. 


Tv  video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  different  models  8" 
thru  24".  Miratel,  Inc.,  1080  Dionne  St.,  St. 
Paul,  Minn. 


General  Radio  model  516-C  RF  bridge. 
Good  condition.  Price  $200.00.  Lewis  M. 
Owens,  Columbia,  Ky. 


5 kw  transmitter  Gates  BC-5A  complete 
with  tubes  and  crystal  in  good  operating 
condition.  Currently  on  air  at  KYOK, 
Houston,  Texas.  Price  $5900.  Terms  can 
be  arranged.  Available  for  immediate  ship- 
ment. Stanley  Ray,  505  Baronne  St.,  New 
Orleans  12,  La. 


Teflon  coaxial  transmission  line  1%",  51 
ohm.  Unused.  Suitable  for  am,  fm,  vhf-tv, 
communication  systems,  and  some  micro- 
wave  frequencies.  RETMA  flanges.  Write: 
Sacramento  Research  Labs.,  3421-58th  Street, 
Sacramento  20,  California. 


Microwave  transmission  line— Andrew  1%" 
rigid  51.5  ohm,  teflon  insulated.  Large 
quantity,  complete  with  connectors,  ells, 
hardware,  cables  and  dehydrating  equip- 
ment. New.  Unused  bargain.  Sierra  Western 
Electric  Cable  Company,  1401  Middle  Har- 
bor Road,  Oakland  20,  California. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenbumie,  Md.  Day  phone  SO.  6-0766 — 
Night  and  emergency  phone  SO.  1-1361. 
Write  or  call  collect. 


Receiving  and  transmitting  tubes  for  all 
types  of  communication  systems.  Complete 
stock.  Immediate  delivery.  Write  for  free 
comprehensive  catalog — a most  useful  ref- 
erence source  and  pricing  guide.  Discounts 
to  end  users.  United  National  Labs.,  Inc., 
840  B Main  Street,  Paterson,  N.J. 


WANTED  TO  BUY 


Stations 


Station  or  cp  wanted  east  or  south,  100,000 
to  500,000  market  population.  Financially 
responsible.  Expert  operator  has  exception- 
ally lucrative  offer  for  right  station.  Con- 
fidential. Box  577S,  BROADCASTING. 


Trade  my  $15,000  equity  in  two  lovely  new 
apartment  buildings  in  Santa  Ana,  Cali- 
fornia (near  LA.)  as  down  payment  on 
radio  station  in  western  U.S.  Approximately 
fifteen  years  background  looking  for  owner- 
ship. Reply  789S,  BROADCASTING. 


Mr.  Station  Owner — Middle  Atlantic  or 
southeast  area — in  market  50,000  to  500,000. 
If  profits  are  low,  or  you  want  to  retire, 
and  want  to  sell,  write  to  a financially  re- 
sponsible party.  Give  details  in  confidence. 
Principals  only.  Write  869S,  BROADCAST- 
ING. 


Financially  responsible  broadcasters  inter- 
ested in  outright  purchase  of  radio  station 
on  Atlantic  or  Gulf  Coast  area.  Supply  de- 
tails, billings,  earnings  and  physical  facili- 
ties. Box  870S,  BROADCASTING. 


Will  buy — construction  permit  for  am  in 
small  or  medium  market.  Replies  complete- 
ly confidential.  Box  895S,  BROADCASTING. 


Responsible  broadcaster  interested  in  leas- 
ing a small  market  station  in  Texas  or  ad- 
joining states.  Purchase  option  desirable. 
Box  933S,  BROADCASTING. 


10  to  15  kw  uhf  transmitter,  antenna,  fre- 
quency monitor,  master  monitor  and  switch- 
er slide  and  film  equipment,  multiplexer  and 
film  camera.  Box  732S,  BROADCASTING. 


Wanted  to  buy — 1%"  co-ax,  rigid  transmis- 
sion line.  Send  full  information  to  Box  860S, 
BROADCASTING . 


3-5  kw  fm  transmitter  with  or  without  tape 
player  and  accessories.  Also  interested  250  w 
to  10  kw,  am  and  fm.  Submit  details.  Com- 
pass Electronics  Supply,  75  Varick  Street, 
New  York  13. 


STL,  test,  monitor  and  tubes  any  type,  any 
quantity.  Electrofind,  550  Fifth  Avenue, 
New  York  City. 


Need  six-bay  high-band  television  antenna, 
RCA  type  TF-6A1  or  equivalent.  Write, 
stating  age  condition  and  price.  Hammett 
& Edison,  Consulting  Radio  Engineers,  P.O. 
Box  68,  International  Airport,  San  Francis- 
co 28,  California. 


INSTRUCTIONS 


1—  — — — — — — — — — — — — ’ 

THIS  IS  NOT  THE 
USUAL  RADIO  JOB! 

An  organization  with  3 AM's — 2 TV's, 
is  adding  a KEY  MAN  IN  SALES  at 
one  of  the  radio  stations. 

The  man  we  seek  is  sincere,  confident, 
interested  in  associating  with  young, 
intelligent  hard-working  broadcasters 
(consider  good  salesman,  no  mana- 
gerial experience  necessary). 

Good,  growing  market.  Answer  with 
full  resume. 

Box  912S,  BROADCASTING 

J 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood, 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas, 
Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
May  4,  June  29.  August  31,  October  26, 
1960.  January  4,  1961.  For  information,  ref- 
erences and  reservations  write  William  B. 
Ogden,  Radio  Operational  Engineering 
School,  1150  West  Olive  Avenue,  Burbank, 
California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta.  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


Yes,  our  graduates  get  good  jobs  as  an- 
nouncers, writers,  salesmen,  chief  engineers, 
managers,  owners.  15  years  experience 
training  men  who  now  work  in  southern 
radio-tv.  Lower  prices,  time  payments,  as- 
sured placement.  Keegan  Technical  Insti- 
tute, 207  Madison,  Memphis,  Tennessee. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


Come  and  get  it!  Your  FCC  license,  that  is. 
Six  weeks  intensive  training  qualifies  you 
to  pass  examination.  The  Pathfinder  Meth- 
od, 510  16th  St.,  Oakland,  California. 


Approved  FCC  operator’s  license  course  of- 
fered by  New  York’s  oldest  broadcasting 
school.  This  proven  ticket-getter  given 
by  FCC  experts  for  those  hesitant  about 
crash  courses.  Register  now  for  classes  start- 
ing monthly.  Day,  20  weeks.  Evening,  31 
weeks.  Academy  of  Broadcasting  Arts,  316 
West  57th  Street,  NYC  19,  PLaza  7-3211. 


MISCELLANEOUS 


Anyone  knowing  the  whereabouts  of  Lin- 
wood  T.  “Ted”  Crutchfield  is  asked  to  com- 
municate with  me  at  once.  If  you  are  his 
employer  this  will  be  of  vital  interest  to 
you.  Box  930S,  BROADCASTING. 


Commercial  religious  accounts:  Want  com- 
missionable  rates,  availabilities.  Gospel 
Broadcasters  Agency,  Schell  City,  Missouri. 


Production  radio  spots.  No  jingles.  Free 
audition  tape.  M-J  Productions,  2899  Tem- 
pleton Road,  Columbus,  Ohio. 


CALIFORNIA  RADIO-TV 


Multiple  station  operation  now  expanding 
hours,  sales  efforts,  and  FM — needs  sales- 
men for  both  radio  and  tv  with  proven 
sales  record — also  local  TV  sales  manager 
— we  need  radio  announcers  with  first 
class  tickets — also  woman  for  bookkeep- 
ing department — and  a top  flight  all- 
around  executive  secretary.  Give  complete 
resume,  experience  and  references  first 
letter.  Announcers  submit  tape  made  at 
7Vi  RPM.  Ideal  working  conditions. 
Fringe  benefits.  Most  beautiful  section  of 
California.  Reply  in  detail  to  Department 
B.  KSBW-AM  and  TV,  P.O.  Box  1651, 
SAUNAS,  CALIFORNIA 


Announcers 


KQV 

Pittsburgh 

Number  one  station  needs  a swing- 
ing, modern  radio  DJ.  Air  mail 
tape,  resume  and  photo  to: 

Dick  Drury 
Program  Director 

KQV 

Pittsburgh  19,  Penna. 


ANNOUNCERS 

LACK  THAT  PROFESSIONAL  SOUND?  AUDI-  \ 
TION  TAPE  NOT  A POLISHED  . . . SHOW- 
CASE? 

ADVANCED  PROFESSIONAL  coaching  with 
NEW  YORK  BROADCASTERS.  Our  tapes  are 
job  getters.  Ask  to  hear  sample. 

"Let  us  analyze  present  tape.  NO  CHARGE." 

***  Call  ...  MR.  KEITH  . . . SU  7-6938. 

NEW  YORK  SCHOOL  OF  ANNOUNCING  & SPEECH 

160  West  73rd  Street  ***BY  APPT.  ONLY 
New  York  23,  N.Y.  SU  7-6938 
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Help  Wanted — (Cont’d) 


Production-Programming,  Others 


WANTED 

PUBLICITY-PROMOTION  MANAGER 

Radio  and  television  station  in 
major  mid-south  market.  Idea 
and  all  - around  promotion 
man.  State  detailed  experience 
and  salary  required. 

Box  91  IS,  BROADCASTING 


RADIO 


Situations  Wanted 


Production-Programming,  Others 


A Dynamic 
Modern  Radio 
PROGRAM  DIRECTOR 
With  ideas  galore.  My  approach  to 
modern  radio  is  intelligent  and  ma- 
ture. Even  the  agency  men  listen  for 
the  pure  enjoyment.  Now  employed 
as  pd  at  the  No.  1 station  in  a very 
large  market.  If  you  want  me  for 
only  one  year — don’t  bother.  Seeking 
permanency.  Size  of  market  is  of  no 
concern  as  long  as  the  general  pic- 
ture is  a healthy  one.  Have  family. 
Box  93 IS,  BROADCASTING 


TELEVISION 


Help  Wanted — Technical 


EXPERIENCED 
TV  PERSONNEL  WANTED 

Engineers,  Production,  etc.  Reverend 
Percy  Crawford,  WPCA-TV,  1230 
East  Mermaid  Lane,  Philadelphia 
18,  Pa. 


WANTED  TO  BUY 


Stations 


UP  TO  ONE  MILLION  DOLLARS  CASH 
AVAILABLE 

As  down  payment  on  VHF  property  or 
combination  VHF-AM.  Am  not  a broker  and 
do  not  wish  to  deal  with  one.  Am  private 
individual  who  recently  has  come  into  the 
above  available  Funds  and  wish  to  expand. 
Will  be  at  the  NAB  Convention,  but  to 
protect  my  identity  from  curiosity  seek- 
ers will  ask  for  my  mail  at  the  desk  of 
the  Conrad-Hilton  under  a nom  de  plume 
of  Roger  Norton.  Address  any  replies  to 
this  name  and  mark  "Please  hold  for  ar- 
rival." If  not  able  to  contact  me  during 
conventions,  write  me  at: 

Box  917S,  BROADCASTING 


STATIONS 


STATION  FOR  LEASE 

In  top  130  markets  with  option  to 
buy.  Under  $10,000  required  in  cash. 
Low  monthly  payments. 

Box  864S,  BROADCASTING 


§ SOUTH  TEXAS  FULLTIME  | 

§ Low  frequency  and  high  soil  con-  J 
£ ductivity  gives  this  station  excellent  N 

Y coverage  of  densely  populated  area,  c 
vj>  Grossed  #80,000  in  1959  with  good  J 
£ earnings.  #105,000  with  #30,000  § 
*!  down  and  balance  over  10  years.  c 

V BOX  884S,  BROADCASTING  5 


SOUTHWEST  PLAINS  STATE 

Beautifully  equipped  1,000  watt  full- 
timer  in  single  market.  Grossing  near 
$100,000  and  showing  good  earnings. 
Priced  at  $110,000  with  29  percent 
down  and  good  terms  on  balance. 

Box  885S,  BROADCASTING 


CALIFORNIA  DAYTIMER 

Very  desirable  single  station  growth 
market.  No  other  frequencies  available 
for  the  area.  Should  gross  $100,000  this 
year.  A low  down-payment  with  a 12- 
year  payoff  and  good  real  estate 
makes  this  property  an  attractive  buy 
at  $175,000. 

Box  92 IS,  BROADCASTING 


Calif. 

Single 

250w 

65M 

terms 

Texas 

Single 

250w 

25M 

7 dn. 

Miss. 

Single 

250w 

39M 

terms 

La. 

Single 

500w 

52  M 

terms 

Miss. 

Single 

250w 

140M 

10  yrs. 

Tenn. 

Single 

lkw-D 

55M 

cash 

Va. 

Single 

250w 

60M 

29%  dn. 

III. 

Single 

500w 

95M 

29%  dn. 

Va. 

Single 

lkw-D 

80M 

terms 

Calif. 

Single 

250w 

68  M 

15  dn. 

W.  Va. 

Small 

250w 

40  M 

10  dn. 

Fla. 

Small 

250w 

55M 

29%  dn. 

Fla. 

Small 

250w 

85M 

8 dn. 

N.Y. 

Medium 

lkw-D 

150M 

29%  dn. 

La. 

Medium 

lkw 

150M 

terms 

Ga. 

Metro 

5kw 

200M 

29%  dn. 

Va. 

Metro 

250w 

330M 

25%  dn. 

Ala. 

Metro 

lkw-D 

175M 

terms 

N.C. 

Metro 

500w 

170M 

11  yrs. 

Fla. 

Large 

5kw 

185M 

29%  dn. 

S.E. 

Maj-Sub  lkw-D 

150M 

low  dn. 

South 

Major 

250w 

275M 

29%  dn. 

And  Others 

PAUL 

H . 

CHAPMAN  COMPANY 

1 N C O R P 

ORATED 

MEDIA  BROKERS 

Atlanta 

Chicago 

Please  address: 

New  York 

1 182  W.  Peachtree 

San  Francisco 

Atlanta  9,  Ga. 

NAB  CONVENTION,  CONRADHILTON,  CHICAGO 

THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


FOR  SALE 


— GUNZENDORFER— 

ARIZONA — 100  watt  daytimer  $60,- 
000.  Down  payment  $15,000.  Then  500 
per  month.  ARIZONIA — 250  watt  full- 
timer  $75,000.  Easy  terms.  CALIFOR- 
NIA— Regional  1000  watts  fulltimer 
$275,000.  OREGON — 250  watt  fulltimer 
$80,000.  $20,000  down.  CALIFORNIA 

F.M.  $85,000 — $25,000  down — OREGON 
F.M.  $150,000.  29%  down — Terms. 

WILT  GUNZENDORFER 
AND  ASSOCIATES 

8630  W.  Olympic,  Los  Angeles,  Calif. 

Licensed.  Brokers — Financial  Consultants 

Phone  Olympia  2-5676 


West  Coast  Regional  fulltimer.  Making 
excellent  profits.  Terrific  coverage  of  top 
area.  One  of  the  most  desirable  markets 
in  the  nation  in  which  to  live.  $400,000. 
Good  terms  to  qualified  buyer. — Southwest 
regional.  Profitable  operation,  good  medi- 
um market.  887,500  29% — Texas  full- 
timer.  Single  market.  Good  potential.  Mak- 
ing money.  $50,000  1/3  down. — South- 
west regional.  In  black.  Single  market. 
Good  profits.  $49,500  inch  real  estate. 
29% — West  Coast  fulltime  regional.  In 
black.  $275,000.  Terms. — Southwest  re- 
gional. Major  market.  Well  operated,  mak- 
ing money.  $225,000  29%.  PATT  MC- 
DONALD CO.,  Box  9266.  Austin,  Texas. 
GL.  3-8080.  Or,  Jack  Koste,  60  E.  42nd., 
N.Y.  17,  N.Y.  MU  2-4813. 


NORMAN  & NORMAN 

INCORPORATED 
Brokers  — Consultants  — Appraisers 

RADIO-TELEVISION  STATIONS 


I NAB  CONVENTION 

Suite  834A 
Conrad  Hilton  Hotel 


Security  Bldg.  Davenport,  Iowa 


STATIONS  FOR  SALE 

MOUNTAIN  STATES— WEST.  Good 
size  market.  Doing  $80,000  a year. 
Asking  $100,000  with  29%. 
NORTHWEST.  Man  and  wife  opera- 
tion. Doing  $36,000  a year.  $50,- 
000  with  29%  down. 

CALIFORNIA.  Earns  $45,000  a 
year  before  depreciation  and  taxes. 
Asking  $300,000  with  29%  down. 
EAST.  Daytimer.  Near  top  25  mar- 
ket. Priced  at  $150,000  with  29% 
down. 

MOUNTAIN  STATE-SOUTH.  Net 
$15,000  a year.  Asking  $75,000 
with  29%  down. 

Many  Other  Fine  Properties 
Everywhere. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 

HO.  4-7279 
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WANTED  TO  BUY 


Equipment 


WANTED  AT  ONCE 
FOR  CASH 

12  KW.  UHF  transmitter,  antenna, 
and  complete  studio  equipment. 
Channel  19  preferred  but  not  essen- 
tial. 

Write,  phone,  wire 

LES  COMBS 

Phone  ATIantic  7-2020 

Station  WSTU 

Stuart,  Florida 


Employment  Service 


STEP  UP  TO  A BETTER 
JOB  THE  EASY  WAY! ! 

Many  announcers  and  others  have  found 
that  it  pays  to  get  your  job  through  pro- 
fessional placement. 

TOP  JOB  PLACEMENTS 
IN  THE  SOUTHEAST 

Free  registration  — Conf.  Service 
Professional  Placement 
458  Peachtree  Arcade 
JA  5-4841  Atlanta,  Ga. 


CAREER 

OPPORTUNITIES 

Announcers — Sales  Manager — Time  Sales 
— Engineers — We  have  openings  avail- 
able in  all  categories — in  many  markets. 
Write  NOW  for  an  application. 

BROADCAST  CAREERS 

6230  Troost  Ave.  Kansas  City  10,  Mo. 
HI  4-2900 


Dollar 

for 

Dollar 


you  can’t  beat  a 
classified  ad  in  getting 
top-flight  personnel 


SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING  through  March  30 

ON  AIR 

CP  TOTAL  APPLICATIONS 

Lie.  Cps. 

Not  on  air 

For  new  stations 

AM  3,405  60 

77 

827 

FM  645  65 

175 

106 

TV  472  53 

104 

120 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  March  30 

VHF 

UHF 

TV 

Commercial  448 

77 

525 

Non-commercial  33 

10 

43 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  February  29,  1960 

AM 

FM 

TV 

Licensed  (all  on  air) 

3,404 

645 

4721 

CPs  on  air  (new  stations) 

58 

51 

552 

CPs  not  on  air  (new  stations) 

79 

152 

97 

Total  authorized  stations 

. 3,541 

848 

672 

Applications  for  new  stations  (not  in  hearing) 

583 

78 

58 

Applications  for  new  stations  (in  hearing) 

231 

34 

65 

Total  applications  for  new  stations 

814 

112 

123 

Applications  for  major  changes  (not  in  hearing) 

683 

35 

35 

Applications  for  major  changes  (in  hearing) 

188 

10 

20 

Total  applications  for  major  changes 

871 

45 

55 

Licenses  deleted 

0 

1 

0 

CPs  deleted 

0 

0 

0 

1 There  are,  in  addition,  ten  tv  stations  which  are  no  longer  on  the 

air,  but  retain  their 

licenses. 

* There  are,  in  addition,  38  tv  cp-holders  which 

were  on  the  air  at 

one  time  but 

are  no 

longer  in  operation  and  one  which  has  not  started 

operation. 

Continued  from  page  151 

BP-12865 — New,  Nashville,  Ga.,  Hanson  R. 
Carter.  Req:  1600kc,  lkw,  D. 

BP-12866 — New,  Lordsburg,  N.M.,  Alan 
A.  Koff.  Req:  950kc,  lkw,  D. 

BP-12869 — WMOH  Hamilton,  Ohio,  Fort 
Hamilton  Bcstg.  Co.  Has:  1450kc,  250w,  uni. 
Req:  1450kc,  250w,  lkw-LS,  uni. 

BP-12871 — WAVO  Decatur,  Ga.,  Great 
Commission  Gospel  Assn.  Inc.  Has:  1420kc, 
500w,  DA,  D (Avondale  Estates).  Req: 
1420kc,  lkw,  DA,  D (Decatur). 

BP-12872 — New,  Canton,  N.C.,  Vernon  E. 
Pressley.  Req:  920kc,  500w,  D. 

BP-12877 — New,  Clinton,  Tenn.,  Clinton 
Bcstrs.  Inc.  Req:  1380kc,  lkw,  D. 

BP-12885— WAUX  Waukesha,  Wis.,  Wau- 
kesha Bcstg.  Co.  Has:  1510kc,  250w,  D.  Req: 
1510kc,  lOkw,  DA,  D. 

BP-12886 — New,  Spencer,  W.Va.,  Spencer 
Bcstg.  Co.  Req:  1400kc,  250w,  uni. 

BP-12888 — WKVA  Lewistown,  Pa.,  Central 
Pennsylvania  Bcstg.  Co.  Has:  920kc,  lkw,  D. 
Req:  920kc,  500w,  5kw-LS,  DA-2,  uni. 

BP-12889 — New,  Barnesville,  Ga.,  A.S. 
Riviere.  Req.  1590kc,  lkw,  D. 

BP-12892 — WBTN  Bennington,  Vt.,  Cata- 
mount Bcstrs.  Inc.  Has:  1370kc,  500w,  D. 
Req:  1370kc,  lkw,  D. 

BP-12895— New,  Rugby,  N.D.,  Rugby 
Bcstrs.  Req:  1450kc,  250w,  uni. 

BP-12904 — WTNT  Tallahassee,  Fla.,  Tal- 
lahassee Appliance  Corp.  Has:  1450kc,  250w, 
uni.  Req:  1450kc,  250w,  lkw-LS,  uni. 

BP-12905— WRWH  Cleveland,  Ga.,  Newsic 
Inc.  Has:  1350kc,  500w,  D.  Req:  1350kc, 
lkw,  D. 

BP-12909 — New,  Dishman,  Wash.,  Bar 
None  Inc.  Req:  1430kc,  lkw,  D. 

BP-12910 — WPAY  Portsmouth,  Ohio,  Paul 
F.  Braden.  Has:  1400kc,  250w,  uni.  Req: 
1400kc,  250w,  lkw-LS,  uni. 

BP-12912 — New,  Clinton,  Tenn.,  Clinton 
Bcstg.  Co.  Req:  1570kc,  250w,  D. 

BP-12913 — New,  Houston,  Miss.,  Robert 
F.  Neathery.  Req:  1250kc,  500w,  D. 

BP-12914 — New,  Punta  Gorda,  Fla.,  Lind- 
say Bcstg.  Co.  Req:  1350kc,  500w,  DA,  D. 

BP-12918 — WAEB  Allentown,  Pa.,  WAEB 
Bcstrs.  Inc.  Has:  790kc,  500w,  lkw-LS,  DA- 
2 uni.  Req:  790kc,  lkw,  DA-2,  uni. 

BP-12919— WKNY  Kingston,  N.Y.,  King- 
ston Bcstg.  Corp.  Has:  1490kc,  250w,  uni. 
Req:  1490kc,  250w,  lkw-LS,  uni. 

BP-12923 — New,  Blackshear,  Ga.,  Collins 
Corporation  of  Georgia.  Req:  1350kc,  500w, 
D. 

BP-12925 — New,  Clinton,  Tenn.,  Mountain 
Empire  Radio  Co.  Req:  1460kc,  500w,  D. 

BP-12926 — New,  Eagle  River,  Wis.,  Eagle 
| River  Bcstg.  Co.  Req:  950kc,  lkw,  D. 


BP-12927— KLIQ  Portland,  Ore.,  KLIQ 

Bcstrs.  Has:  1290kc,  lkw,  D.  Req:  1290kc, 
5kw,  D. 

BP-12930 — New,  Mariposa,  Calif.,  Uni- 
versal Electronics  Network.  Req:  790kc, 
500w,  D. 

BP-12933— KLAK  Lakewood,  Colo.,  Lake- 
wood  Bcstg.  Service.  Has:  1600kc,  lkw,  DA- 
N,  uni.  Req:  1600kc,  lkw,  5kw-LS,  DA-N, 
uni. 

BP-12936 — New,  Benson,  N.C.,  George  G. 
Beasley.  Req:  1580kc,  lkw,  D. 

BP-12937— KMAR  Winnsboro,  La.,  Frank- 
lin Bcstg.  Co.  Has:  1570kc,  500w,  D.  Req: 
1570kc,  lkw,  D. 

BP-12939— New,  Nashville,  Ga.,  Radio 
Nashville.  Req:  1550kc,  lkw,  D. 

BMP-8480— WLAT  Conway,  S.C.,  Coastal 
Bcstg.  Co.  Has:  (CP)  1330kc,  5kw,  D.  Req: 
(MP)  1330kc,  500w,  5kw-LS,  DA-N,  uni. 

BP-12941 — New,  Las  Vegas,  Nev.,  Las 
Vegas  Electronics.  Req:  970kc,  500w,  D. 

BP-12942 — KMUL  Muleshoe,  Tex.,  Radio 
Station  KMUL.  Has:  1380kc,  500w,  D.  Req: 
1380kc,  lkw,  D. 

BP-12943— KFIR  North  Bend,  Ore.,  Bay 
Bcstg.  Co.  Has:  1340kc,  250w,  uni.  Req: 
1340ke,  250w,  lkw-LS,  uni. 

BP-12944— KORD  Pasco,  Wash.,  Music 
Bcstrs.  Has:  910kc,  lkw,  D.  Req:  910kc, 
5kw,  D. 

BP-12946 — New,  Latham,  N.Y.,  Iroquois 
Bcstg.  Co.  Req:  1600kc,  500w,  D. 

Applicants  on  which  309(b)  letters  have 
been  issued: 

BP-12857— WABY  Albany,  N.Y.,  Eastern 
New  York  Bcstg.  Corp.  Has:  1400kc,  250w, 
uni.  Req:  1400kc,  250w,  lkw-LS,  uni. 

BP-12868 — New,  Houston,  Tex.,  Taft  Bcstg. 
Co.  Req:  lOlOkc,  lkw,  dA,  D. 

BP-12876 — New,  Sapulpa,  Okla.,  Sapulpa 
Bcstrs.  Req:  1550kc,  250w,  D. 

BP-12880— WSJM  St.  Joseph,  Mich.,  WSJM 
Inc.  Has:  1400kc,  250w,  uni.  Req:  1400kc, 
250w,  lkw-LS,  uni. 

BP-12891 — New,  Redwood  City,  Calif., 
Western  States  Bcstg.  Co.  Req:  850kc,  500w, 
DA-1,  uni. 

BP-12903— New,  Seattle,  Wash.,  Paul  R. 
Heitmeyer.  Req:  1440ke.  lkw,  D. 

BP-12911— WJHO  Opelika,  Ala.,  Opelika- 
Auburn  Bcstg  Co.  Has:  1400kc,  250w,  uni. 
Req:  1400kc,  250w,  lkw-LS,  uni. 

BP12916 — WSOY  Decatur,  111.,  Illinois 
Bcstg.  Co.  Has:  1340kc,  250w,  uni.  Req: 
1340ke,  250 w,  lkw-LS,  uni. 

BP-12922— WMID  Atlantic  City,  N.J.,  Mid- 
Atlantic  Bcstg.  Co.  Has:  1340kc,  250w,  uni. 
Req:  1340kc,  250w,  lkw-LS,  uni. 

BP-12938— New,  Roseville,  Calif.,  Trans- 
Sierra  Radio.  Req:  1430kc,  500w,  DA,  D. 

BP-12940— WJBW  New  Orleans,  La.,  Ra- 
dio New  Orleans.  Has:  1230kc,  250w,  uni. 
Req:  1230kc,  250w,  lkw-LS,  uni. 
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WITH  TELEGRAMS-FOR-PROMOTION  SERVICE! 


Want  to  reach  everybody,  everywhere,  all  at  once?  Western 
Union’s  Telegrams-For-Promotion  Service  is  the  one  quick, 
sure,  efficient  way  of  doing  just  that.  Your  message  is 
delivered  to  all  your  prospects  simultaneously  . . . with  the 
importance  only  a telegram  can  provide.  Read  and  remem- 
bered with  real  impact!  How  to  do  it?  Just  give  us  one  copy 
of  the  message  and  your  list.  We  do  the  rest. 

Wire  us  collect  for  information  and  action.  Address:  Western 
Union,  Special  Service  Division,  Dept.  1-B,  New  York,  N.  Y. 


WESTERN  UNION 

SPECIAL  SERVICES 
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OUR  RESPECTS  TO  . . . 

Everett  Eugene  Revercomb 


You  think  you’ve  got  troubles!  Con- 
sider the  case  of  Everett  Revercomb, 
NAB  secretary-treasurer  and  general 
manager  of  the  industry’s  1960  con- 
vention. 

Back  in  the  southwest  corner  of  the 
Conrad  Hilton’s  third  floor  the  man 
around  whom  the  convention  revolves 
can  be  found  before  breakfast,  through- 
out the  day,  and  usually  after  dinner 
in  Room  1. 

Phones  ring,  hotel  officials  move  in 
and  out,  convention  delegates  enter  to 
squawk  about  their  lousy  rooms,  house 
dicks  deliver  tips  about  unscheduled 
goings-on  in  secluded  places,  and  pry- 
ing newsmen  probe  for  answers  to 
assorted  and  often  insidious  questions. 
When  he  can  dodge  this  assorted  may- 
hem he’s  all  over  the  world’s  largest 
hotel,  trouble  shooting  and  checking 
up  on  a few  thousand  minor  details. 

All  this  is  old  stuff  to  Everett  Rever- 
comb. He’s  done  it  before — many  times 
before.  After  all,  he  attended  his  first 
NAB  convention  a quarter-century  ago 
(July  6-8,  1936,  in  the  same  hotel,  then 
known  as  the  Stevens).  Besides,  he  has 
at  an  adjacent  desk  his  administrative 
assistant,  Ella  Nelson,  who  also  has  had 
a quarter-century  of  NAB  conventions. 

“Rev,”  as  he’s  known  to  industry 
friends,  is  a native  Washingtonian.  He 
was  born  Jan.  28,  1914.  His  father, 
employed  in  the  District  of  Columbia 
government,  moved  in  1918  to  McLean, 
Va.,  nine  miles  across  the  Potomac 
from  Washington. 

He  attended  public  and  high  school 
in  McLean  and  was  valedictorian  of 
the  class  of  1930.  He  was  graduated 
from  Duke  U.,  Durham,  N.C.,  in  1935 
with  a degree  in  business  administra- 
tion, having  interrupted  his  studies  for 
a time  to  work  as  office  manager  of 
Washington  Golf  & Country  Club.  At 
Duke  his  courses  included  accounting, 
business  finance  and  related  topics. 

College  to  NAB  ■ After  graduation 
his  first  permanent  job  was  at  NAB, 
then  located  in  the  National  Press  Build- 
ing. His  arrival  increased  the  staff  to 
four.  The  other  three  were  James  W. 
Baldwin,  former  NRA  chief  for  broad- 
casting under  this  two-year  emergency 
program  of  the  New  Deal;  Mrs.  Nelson, 
and  Bert  Siebert,  now  Mrs.  James  C. 
McNary,  wife  of  the  engineering  con- 
sultant. At  that  time  the  association 
had  376  members  (it  now  has  2,468). 

He  served  NAB  as  auditor  through 
Mr.  Baldwin’s  administration  and  that 
of  Mark  Ethridge,  who  was  drafted 
as  president  pro  tem  following  Mr. 
Baldwin’s  departure  in  1938.  A few 


months  later  Neville  Miller,  Louisville’s 
famed  “Flood  Mayor”  then  at  Prince- 
ton U.,  was  elected  first  paid  president. 

War  service  interrupted  Rev’s  career 
at  NAB  in  1943.  He  joined  the  Navy 
and  was  promptly  assigned  a desk  job 
hardly  a mile  away  from  the  NAB 
office.  As  a lieutenant  senior  grade  in 
the  Office  of  the  Director  of  Naval 
Communications  he  served  three  years. 
“I  sailed  across  the  Potomac  every  day 
from  Virginia  to  the  District  of  Col- 
umbia— by  bus  or  auto,  naturally,”  he 
recalls. 

Three  years  later  he  returned  to  pri- 
vate life  and  the  NAB.  His  home  life 
hadn’t  been  interrupted  by  war  service, 
since  McLean  is  a Washington  suburb. 
In  1940  he  had  married  Dorothy 
Elouise  Faidley,  of  McLean,  a child- 
hood sweetheart. 

New  Title  ■ At  NAB  he  resumed 
work  with  a new  title,  assistant  treas- 
urer. He  had  served  over  two  pre-war 
years  under  C.E.  (Bee)  Arney  Jr.,  who 
had  been  elected  secretary-treasurer  in 
1940.  After  four  years  as  assistant 
treasurer  he  resigned  to  become  admin- 
istrative assistant  at  George  Washing- 
ton U.,  in  Washington.  Two  years  later 
he  was  elected  controller  of  National 
Assn,  of  Home  Builders,  comparable 
in  budget  and  staff  to  NAB. 

The  late  Harold  E.  Fellows  had  taken 
over  the  NAB  presidency  in  1951.  A 
few  years  later  Mr.  Arney  was  ap- 
proaching retirement  because  of  ill 
health.  The  NAB  board  elected  Rev 
Secretary-treasurer  in  March  1956. 
Since  that  time  he  has  occupied  the  big 
NAB  first-floor  office  where  the  asso- 


NAB’s  Revercomb 


Must  man  in  Chicago 


ciation’s  business  affairs  are  conducted. 

Actually  the  secretary-treasurer  of 
NAB  has  a whole  series  of  jobs  that 
break  down  into  two  main  categories — 
business  affairs  and  management  of 
meetings.  Both  teem  with  headachey 
tribulations  but  this  tall,  lanky  execu- 
tive handles  them  in  the  deadpan  man- 
ner of  the  professional  auditor. 

Quiet  in  demeanor,  he  has  a deep  and 
resonant  voice  that  can  be  heard  several 
offices  away,  especially  when  he  tells 
a telephoner  for  the  tenth  time,  “I’m 
sorry,  but  all  the  convention  suites  are 
gone.” 

Luckily  Rev  doesn’t  ruffle  easily, 
even  at  conventions.  With  all  the  loose 
ends  and  complex  details  of  the  job, 
especially  as  a convention  approaches, 
he’s  able  to  don  his  hat  and  start  home 
without  showing  a sign  of  weariness. 
He’s  never  taken  a tranquilizer — and 
that  includes  convention  week. 

As  NAB  secretary  Rev  is  custodian  of 
association  property,  records  and  by- 
laws; acts  as  secretary  of  the  board  of 
directors;  serves  notice  of  all  meetings, 
including  committee  sessions,  and  at- 
tends them;  keeps  records  of  these 
meetings. 

Holds  Pursestrings  ■ In  his  role  as 
treasurer  he  collects  all  dues  and  money, 
and  spends  association  funds  as  author- 
ized; prepares  monthly  reports  of  re- 
ceipts and  disbursements,  and  supervises 
elections  and  referendum  votes. 

Actually  the  job  of  convention  man- 
ager is  an  active  undertaking  eight 
months  of  the  year.  Planning  for  the 
1960  meeting  was  begun  last  Septem- 
ber before  the  NAB  fall  conferences 
started — and  he  arranges  them,  too. 

Always  an  association  man,  he  be- 
longs to  a few  civic  groups — past  presi- 
dent of  McLean  Lions  Club  and  Citi- 
zens Assn,  member  of  board,  Trinity 
Methodist  Church;  past  master  of  Ma- 
sonic lodge,  and  a former  assistant 
scout  master.  The  Revercombs  have  two 
boys,  Eugene  Jr.  17  and  Steven  Lee 
14.  His  favorite  pastime — rooting  for 
the  boys  in  their  athletic  activities. 

After  sessions  with  the  NAB  Con- 
vention Committee,  the  board  and  other 
groups,  he  faces  as  convention  time 
approaches  the  actual  physical  arrange- 
ments in  the  hotel — meeting  rooms, 
suite  assignments,  seats,  head  tables, 
visual  gear,  menus  and  attendance. 

Looking  back  a quarter-century,  he 
said,  “Delegates  are  more  serious- 
minded  than  was  the  case  in  1936.  The 
industry  has  grown  tremendously,  busi- 
ness methods  are  more  complicated 
and  regulatory  problems  are  more 
serious.” 

Convention  planning  moves  slowly. 
But  after  it’s  all  over  April  7,  Rev  will 
wrap  up  the  last  Chicago  details  in  a 
day. 
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EDITORIALS 


Let’s  give  toll  a test 

AS  REPORTED  elsewhere  in  this  issue,  Zenith  and 
i RKO  General  have  joined  their  substantial  forces  to 
give  on-the-air  subscription  television  its  first  significant  test. 

The  conditions  proposed  in  the  Zenith-RKO  plan  appear 
to  correspond  with  those  prescribed  by  the  FCC  a year 
ago.  It  is  our  view  that  official  approval  ought  to  be  given 
after  appropriate  analysis. 

We  say  this  knowing  it  will  seem  a departure  from  a 
policy  we  have  vigorously  advocated  over  many  years. 

Historically  this  publication  has  argued  against  on-the-air 
subscription  television.  If  our  position  has  changed,  as  it  has 
to  the  degree  that  we  now  think  a carefully  controlled  test 
is  admissible,  it  is  because  times  have  changed.  The  condi- 
tions prevailing  now  differ  considerably  from  those  that 
prevailed  during  and  before  the  great  debates  over  subscrip- 
tion television  in  1957-58. 

Our  opposition  to  subscription  television  was  based 
mainly  on  our  belief  that  its  introduction  would  disrupt 
if  not  destroy  the  free  system  that  was  then  expanding  at 
a rate  that  promised  to  deliver  an  unprecedented  volume 
and  quality  of  entertainment  and  information  to  the  Ameri- 
can public.  That  promise  has  been  more  than  fulfilled,  but 
the  expansion  of  station  facilities  has  now  been  arrested. 

In  the  past  year  there  has  been  a net  gain  of  only  five 
operating  commercial  stations.  The  net  gain  in  the  next 
year  is  likely  to  be  less.  Barring  sudden  breakthroughs  in 
uhf  technology,  or  sudden  acquisition  of  more  vhf  space 
from  other  spectrum  users,  or,  with  consequent  disaster 
to  the  whole  system,  a wholesale  degradation  of  present  vhf 
standards  to  wedge  more  stations  into  the  vhf  range,  the 
U.S.  commercial  television  system  appears  to  be  fixed  at 
approximately  the  number  of  stations  now  on  the  air. 

There  is  hope,  of  course,  that  in  the  long  range  it  may 
be  possible  to  find  ways  to  use  more  of  the  facilities  that 
are  now  awaiting  occupancy  by  commercial  stations.  But 
there  are  enough  doubts  about  that  development  and  its 
date  to  justify  the  kind  of  controlled  exploration  of  sub- 
scription television  that  Zenith  and  RKO  are  proposing. 
There  will  be  the  opportunity  to  appraise  policy  after  the 
Hartford  test. 

The  existing  system  is  strong  enough  now  to  survive  new 
competition  for  audience  and,  if  necessary,  to  adapt  to 
changing  times.  It  wasn’t  strong  enough  two  years,  three 
years,  ago.  Whatever  the  outcome  of  the  Hartford  test,  the 
American  public  is  guaranteed  at  least  its  present  quantity 
and  equality  of  television  programming,  which  is  to  say  the 
most  and  the  best  television  in  the  world. 

Spring  training 

BOTH  Congress  and  the  FCC  are  putting  on  a dazzling 
exhibition  of  legislative  and  regulatory  pyrotechnics.  It 
may  be  sheer  coincidence  that  these  come  on  the  eve  of 
the  NAB  convention  in  Chicago  this  week. 

Chairman  Oren  Harris’  Oversight  Committee  has  moved 
from  the  Mack  sensation,  the  Goldfine-Sherman  Adams 
case,  quiz-rigging  and  payola  (with  minor  excursions  into 
other  non-broadcast  areas)  into  ratings.  In  so  doing  it  is 
stealing  a march  on  Sen.  A.S.  Mike  Monroney  (D.  Okla), 
who  several  years  ago  staked  off  this  area  as  his  private 
investigatory  preserve. 

The  FCC  has  capped  a series  of  secondary  crack-downs 
with  its  massive  March  16  attack  on  purported  derelictions 
in  sponsor  identification.  It  descended  upon  5,000  unsus- 
pecting broadcasters  with  an  interpretation  of  Section  317  of 
the  law  that  threw  them  into  a tizzy.  It  attempted  to 
ameloriate  the  injury  the  other  day  by  giving  broadcasters, 


belatedly,  a chance  to  state  their  case — a slight  oversight 
on  the  commission’s  part  in  its  original  action.  It’s  too  bad 
the  FCC  didn’t  re-open  the  matter  for  rule-making. 

We  haven’t  made  a recent  count,  but  a sniff  in  the 
direction  of  Capitol  Hill  yields  the  odor  of  a dozen  new 
bills  to  bind  and  gag  broadcasters  in  different  ways. 

Broadcasters  have  no  quarrel  with  those  bills  to  outlaw 
quiz-rigging  or  payola.  These  practices  already  are  non- 
existent. They  should  be  made  criminal  offenses  where  they 
involve  corruption.  But  those  omnibus  bills  to  all  but  re- 
write the  existing  law  would  impose  upon  stations  sanctions 
and  restrictions  unheard  of  in  the  regulation  of  private 
enterprise  outside  the  common-carrier  field. 

This  bombardment  will  continue,  we  imagine,  as  long 
as  the  Oversight  Committee’s  funds  hold  out,  or  until  the 
committee  can  find  better  pay-dirt  in  other  areas  of  govern- 
ment activity. 

The  only  hope  is  that  this  election  year  will  bring  an 
early  adjournment  of  Congress.  The  investigating  com- 
mittees, of  course,  can  meet  during  the  recess,  but  most 
members  have  a little  fence-mending  to  do  back  home. 

So  more  grist  is  supplied  to  the  overloaded  agenda  in 
Chicago  this  week. 

Image  building 

THE  broadcasters’  $10  million  fund-raising  campaign  for 
Radio  Free  Europe,  described  elsewhere  in  this  issue, 
is  correctly  called  unprecedented.  Never  before  have  all 
the  skills  and  talents  of  broadcasting  been  enlisted  for  a 
special  RFE  drive  above  and  beyond  the  coordinated  efforts 
of  all  media.  In  the  two-week  on-the-air  campaign  which 
starts  April  24,  the  responsibility  rests  upon  television  and 
radio  alone. 

This  is  more  than  a responsibility;  it  is  an  opportunity 
which  itself  is  unprecedented.  For  the  first  time  since  the 
quiz-rigging  investigation  broke  last  fall,  bruised  and 
battered  broadcasters  have  a chance  to  show,  in  a single 
common  enterprise,  the  immense  abilities  of  radio  and  tele- 
vision to  work  in  the  public  interest.  It  is  their  best  as  well 
as  first  opportunity  to  answer,  in  one  voice,  the  charge 
that  they  are  insensitive  to  public  service  needs. 

There  is  no  need  to  expand  here  on  the  importance  of 
Radio  Free  Europe.  Perhaps  more  than  any  other  single 
group,  broadcasters  know  its  value.  We  have  no  doubt — 
indeed,  there  is  a long  history  of  performance  in  other 
RFE  and  countless  similar  campaigns  to  prove — that  they 
would  get  behind  this  fund-raising  venture  even  if  it  were 
not  so  clearly  to  their  own  benefit  to  do  so. 


Drawn  for  BROADCASTING  by  Sid  Hix 

“I  had  a horrible  dream  last  night  ...  I dreamt  all  those 
private  eyes  on  tv  were  investigating  us!” 
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(and  sheep  and  hogs,  too!) 


Allow  us  to  introduce  three  traveling  representatives  of  the  Kansas  City  Livestock 
Yards.  These  beauties  and  their  fellow  beasts  still  come  about  as  close  to  being 
worth  their  weight  in  bullion  as  anything  on  the  market. 

To  talk  to  this  $400,000,000  market,  and  the  thousands  of  cattlemen  who  ship  to 
the  Kansas  City  market,  the  Kansas  City  Livestock  Yards  spends  a major  portion 
of  its  advertising  budget  on  WDAF  Radio. 


When  you  want  to  reach  these  thousands  of  stockmen  with  nearly  a half  billion 
dollars  to  spend  (and  the  other  folks  with  two  billion  to  spend),  don’t  you  think 
you  should  use  WDAF  Radio,  too? 


WDAF  610  RADIO*  SIGNAL  HILL  • Kansas  City,  Mo. 

A SUBSIDIARY  OF  NATIONAL  THEATRES  a TELEVISION.  INC  / REPRESENTED  BY  HENRY  I.  CHRISTAL  CO..  INC. 


A 


I 


'Several  things.  They’re  creative.  They’re  enthusiastic. 
They  have  the  manpower.  Their  research  is  excellent. 
And  to  top  it  off . . . they’re  aggressive.” 


Do  the  five  points  above  describe 
the  kind  of  rep  you’re  looking  for? 

The  search  ends 
in  Suite  2200 

of  the  Conrad  Hilton,  during  the  NAB 
Convention.  Adam  Young  and  Jim  O’Grady 
would  like  to  say  Hello,  and  tell  you  the 
performance  story  behind  our  recent 
growth  news:  More  manpower,  more  space, 
more  facilities. 


YOUNG  TELEVISION  CORP. 

An  Adam  Young  Company 
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The  new  power  in  TV  programs 


See  Duke  Snider 
battle  Hank  Aaron  on 


starring  MICKEY  MANTLE  • ERNIE  BANKS  • GIL  HODGES 
FRANKIE  ROBINSON  • WILLIE  MAYS  • GUS  TRIANDOS 
ROCKY  COLAVITO  • EDDIE  MATHEWS  and  many  others. 


SOLD! 


SCHLITZ  BEER  • INTERNATIONAL  HARVESTER 
CONSOLIDATED  CIGARS  • JOHN  LABATT,  LTD. 
and  many  more. 


ZIV-UNITED 
488  Madison  Ave.. 


ARTISTS  INC. 
New  York  22.  N.  Y. 


MORE  OF  YOUR  SIOUX  CITY  CUSTOMERS  ARE  WATCHING  KVTV 


Things  looked  bad  for  the  Ice  Capades  Show  in  Sioux  City  last  February.  Winter  storms  and  flu  hit  the 
city  at  the  same  time,  and  the  wrong  time.  But  mail  orders  from  surrounding  counties  saved  the  day. 
People  came  from  as  far  as  150  miles  from  parts  of  four  states.  The  10  Ice  Capades  shows  drew  near- 
capacity houses  in  spite  of  the  weather  and  flu!  The  majority  of  the  promotion  budget  was  spent  on  a 
saturation  spot  schedule  on  KVTV  Channel  9.  As  Bill  Hawkins,  promotion  director  for  the  Harmon- 
O’Laughlin  Enterprises  stated:  "With  things  against  us  the  way  they  were  I give  TV,  especially  KVTV, 
the  lion’s  share  of  the  credit  for  saving  the  show.”  More  proof  that  no  matter  what  time  it  is  — day  or 
night  — more  people  in  the  Sioux  City  area  watch  KVTV. 
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viewers  spend  well  and  wisely 


$3,871,587,000  retail 


sales 
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There’s  a story  of  sales-security  for.  your  product 

in  this  far-reaching  Channel  8 market.  Here  are 

prospects  with  money  to  spend.  But,  more  potent 

is  the  fact  that  station  WGAL-TV  delivers  an 

audience  which  is  greater  than  the  combined 

audience  of  all  other  stations  in  its  coverage  area. 
(See  ARB  or  Nielsen  surveys.) 

WGAL-TV 

CkajutM  S 

Lancaster,  Pa. 

NBC  and  CBS 


STEINMAN  STATION 
Clair  McCollough,  Pres. 


Representative:  The  MEEKER  Company, 


Los  Angeles  • San  Francisco 
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CLOSED  CIRCUIT* 


Triangle's  quota  ■ KFSD-AM-TV  San 
Diego  is  earmarked  for  acquisition  by 
Triangle  Publications.  Property  (ch.  10 
KFSD-TV  on  air  since  1953,  and  5 kw 
600  kc  KFSD  established  in  1925)  is 
owned  by  Newsweek  magazine,  46.22%, 
and  Fox,  Wells  & Rogers,  42.55%. 
Price  believed  to  be  in  neighborhood 
of  $7  million,  with  transaction  under- 
stood to  have  been  negotiated  through 
Howard  Stark,  broker. 

Triangle,  in  addition  to  Philadelphia 
Inquirer,  Tv  Guide  and  associated  pub- 
lications, owns  WFIL-AM-FM-TV  Phil- 
adelphia, WFBG  - AM  - TV  Altoona, 
WLYH-TV  Lebanon,  all  Pennsylvania; 
WNBF-AM-FM-TV  Binghamton,  N.Y.; 
WNHC  - AM  - FM  - TV  New  Haven, 
Conn.,  and  KFRE-AM-TV  and  KRFM 
(FM)  Fresno,  Calif.  All  tv  outlets  are 
vhf  except  WLYH-TV.  Fresno  may  be- 
come uhf  under  pending  FCC  proposal 
(Broadcasting,  March  28).  Acquisition 
of  KFSD-TV  would  give  Triangle  full 
portfolio — five  v’s  and  two  u’s. 

Make  haste  slowly  ■ Although  several 
hundred  names  have  been  advanced  to 
NAB  selection  committee  for  late  Har- 
old Fellows’  successor  as  NAB  presi- 
dent, there’s  little  likelihood  that  fast 
action  will  be  taken.  Under  chairman- 
ship of  Howard  Lane  (KOIN-AM-TV 
Portland)  eight-man  committee  is 
screening  suggestions  and  is  soliciting 
more.  If  right  man  emerges,  committee 
could  move  swiftly  in  making  its  recom- 
mendation to  combined  boards,  but  best 
guess  is  that  several  weeks — maybe 
months — may  elapse  before  crystalliza- 
tion. Nominees  include  many  figures  in 
public  life,  leading  broadcasters,  mem- 
bers of  Congress,  judges  and  attorneys. 

More  than  cursory  thought  is  being 
given  to  dual  top  echelon  of  NAB,  with 
policy-level  president  and  administra- 
tive-level executive  vice  president. 
There’s  also  suggestion,  favorably  re- 
ceived in  some  quarters,  that  board 
chairmanship  (Mr.  Fellows  held  dual 
role  of  chairman  and  president)  be 
rotated  annually  among  top  broadcast- 
ers as  is  done  in  other  associations.  Re- 
cipient of  distinguished  service  award 
(Clair  McCollough,  chairman  of  tem- 
porary regency,  was  this  year’s  selec- 
tion) would  automatically  become  board 
chairman. 

ABC's  option  ■ ABC-TV’s  placement 
of  one  of  its  “Doerfer  plan”  public 
service  half-hours  in  7-7:30  p.m.  slot 
(Expedition  on  Tuesdays)  is  being 
branded  breach  of  faith  by  representa- 


tives of  both  CBS-TV  and  NBC-TV. 
Those  critics  feel  there  was  gentleman’s 
agreement  to  put  public  service  com- 
mitments into  normal  option  time,  as 
CBS  and  NBC  have  done.  ABC-TV 
says  it’s  amending  station  contracts  to 
bring  7-7:30  into  network  option  time 
on  Tuesdays.  It  argues  that  this  series 
of  visits  to  famous  places  ought  to  be 
available  to  youth  as  well  as  adults  and 
says  that,  indeed,  possibility  of  thus 
revising  option  time  for  public  service 
show  was  discussed  with  ex-FCC  Chair- 
man John  Doerfer  in  presence  of  top 
CBS  and  NBC  officials  and  that  they 
did  not  protest. 

Harris  and  Sec.  317  ■ Subject  of  spon- 
sorship identification  is  going  to  get  air- 
ing even  before  May  2 deadline  for 
comments  on  FCC’s  controversial 
March  16  interpretation.  It  is  integral 
part  of  HR-11341,  introduced  by  Rep. 
Oren  Harris  (D-Ark.)  just  two  weeks 
ago  and  among  batch  of  bills  to  be  con- 
sidered by  Mr.  Harris’  House  Com- 
merce Committee  tomorrow  (story  page 
92).  Lead-off  witnesses  are  FCC  com- 
missioners, and  bill’s  Sec.  317  revisions 
are  bound  to  be  related  to  FCC’s  action. 

Congressman  Harris’  bill  goes  step 
beyond  FCC  posture  on  definition  of 
payment  or  consideration.  Bill  identifies 
use  of  “property”  as  payment — which 
would  mean  that  any  material  given  to 
station  would  have  to  be  counted  as 
commercial  (free  records,  for  example). 
This  is  doubly  dangerous  to  broadcast- 
ers for  passage  of  bill  would  freeze 
FCC’s  present  position  into  statute. 

UPI  and  tape  ■ New  audio  tape  serv- 
ice for  radio  stations  is  being  developed 
by  United  Press  International.  There 
was  test  run  last  week  when  taped  inter- 
view with  eloping  heiress  Gamble  Bene- 
dict and  Andre  Porumbeanu  was  of- 
fered to  UPI  radio  clients  and  taken  by 
some  30  stations.  Tape  service,  expect- 
ed to  start  later  this  year,  will  deal  pri- 
marily with  news-feature  material  and 
will  be  handled  by  mail. 

Catv  empire  ■ TelePrompTer  Corp., 
which  now  owns  four  community  an- 
tenna systems  in  mountain  states  plus 
one  microwave  relay,  is  in  final  negotia- 
tions for  four  additional  systems  and 
has  options  on  1 1 others,  plus  two  addi- 
tional microwave  relays,  according  to 
Irving  B.  Kahn,  president.  Aside  from 
independent  operation  of  catvs,  it’s  pre- 
sumed that  TelePrompTer,  which  is 
partly  owned  by  Western  Union,  con- 
templates tieing  in  service  eventually 
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with  its  closed  circuit  operations  in 
major  markets.  While  no  estimate  of 
investment  was  given,  it’s  known  to  run 
substantially  into  seven  figures. 

TelePrompTer  Corp.  has  repurchased 
its  European  licensee,  TelePrompTer 
Ltd.  of  London.  Company  will  serve 
as  headquarters  for  European  and  over- 
seas operations  in  closed  circuit  and 
related  areas.  Company  also  is  entering 
Asiatic  field,  according  to  Mr.  Kahn, 
who  has  just  returned  from  round-the- 
world  trip,  with  emphasis  on  under- 
developed nations. 

Watch  for  fm  ■ There’s  one  problem 
confronting  fm  broadcasting  that  may 
temper  new  enthusiasm  for  medium  fol- 
lowing NAB  convention:  With  number 
of  stations  doubling,  tripling  and  even 
quintupling  in  many  markets,  there  may 
be  temporary  down-swing  in  average 
time  sales.  But  fm’s  supporters  figure 
medium  will  recover  through  sheer 
momentum  of  spirited  selling,  attractive 
programming  and  growth  of  circulation. 

Last-minute  escape  ■ Goar  Mestre, 
Cuban  broadcasting  executive  and  busi- 
nessman, got  out  of  Havana  one  hour 
before  his  properties  and  accounts  were 
impounded  and  taken  over  by  Castro 
government.  Details  are  not  revealed, 
but  he  is  now  in  United  States.  Mr. 
Mestre,  well  known  to  American  broad- 
casters and  heretofore  regular  attendant 
at  NAB  conventions,  did  not  make  Chi- 
cago sessions.  Mrs.  Mestre,  an  Argen- 
tine citizen,  is  applicant  for  new  tele- 
vision facility  in  that  republic,  and  Mr. 
Mestre  may  build  that  station  while 
awaiting  outcome  of  events  in  Cuba. 
Inflation  note  ■ Elroy  McCaw’s  WINS 
New  York  independent  is  object  of 
many  acquisitive  attentions.  Reports 
were  current  last  week  that  offers  as 
high  as  $10  million  had  been  made  for 
station  which  was  purchased  by  Mr. 
McCaw  for  $450,000  in  1953. 

Network  breather  ■ Shift  of  House 
Oversight’s  Dick  Clark  hearings  from 
tentative  April  21  hearing  to  April  26 
set  some  observers  thinking  last  week 
Chairman  Harris  might  shoehorn  in 
hearings  on  network  regulation  bills 
(HR  11340,  others)  April  20-21,  after 
Congress  returns  from  Easter  recess. 
But  network  sources  say  they  had  rea- 
sonable assurance  network  regulation 
bills  won’t  be  heard  until  May.  If  that 
schedule  pans  out,  networks  are  rea- 
sonably safe  from  regulatory  legislation 
now.  Congress  hopes  to  adjourn  in 
June. 
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The  1960  Presidential  race  understandably  is  a major  topic  of  conversation 
in  Detroit  as  elsewhere.  But  in  daytime  television  in  Detroit,  women 
viewers  already  have  voted  overwhelmingly  for  WJBK-TV.  According 
to  Nielsen’s  two-month  figures,  it’s  Channel  2 almost  2 to  1 over 
the  closest  competitor,  with  proportionately  lower  cost  per  thousand. 
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WEEK  IN  BRIEF- 


Mr.  Cole 


East  is  east  and  west  is  west  ■ The  twain  never  meets 
because  “coasts  prejudice”  is  so  deeply  rooted  that  there 
is  little  hope  for  any  sort  of  empathy  between  the 
Madison  Avenuer  and  the  Sunset  Boulevarder.  Not  only 
are  neuroses  different,  but  clothes,  women,  booze  and 
other  hobbies  seem  to  take  different  forms  and  shapes 
east  and  west.  But  there’s  a chance  for  a happy  mar- 
riage between  Hollywood  producers  and  New  York  tv 
experts  according  to  John  G.  Cole,  senior  tv  producer, 
Sullivan,  Stauffer,  Colwell  & Bayles,  N.Y.,  (but  recently 


transferred  from  Hollywood)  in  this  week’s  Monday  Memo.  Page  22. 

Networks  setting  up  fall  battle  lines  ■ Tentative  plans  reveal  fewer 
westerns,  more  situation  comedies.  CBS  plans  more  specials.  Page  27. 

ABC-TV  hails  gains  ■ Affiliates  in  peppy  meeting  hear  progress  reports, 
see  blueprints  for  15  new  nighttime  programs.  Page  28. 

NBC-TV  reveals  its  fall  plans  too  ■ Affiliates  told  network  plans  to 
spend  $120  million  putting  fall  shows  together.  Page  30. 

Automakers  set  record  in  1959  ■ They  spent  $48  million  in  tv.  Spot 
tv  tripled  over  previous  year  as  network  spending  dropped  $4.5  million. 
Page  30. 

BBDO  pleases  Pepsi  ■ After  month  of  examining  agencies,  soft  drink 
advertiser  selects  BBDO  to  replace  Kenyon  & Eckhardt  as  agency  for 
estimated  $10-12  million  account.  Page  34. 

The  confusing  Chicago  story  ■ NAB  holds  biggest,  best-attended  con- 
vention in  history.  Broadcasters  returned  home  just  as  confused,  however, 
about  the  FCC’s  recent  Sec.  317  interpretation.  Pages  46-82. 

Tv  networks  gross  10.9%  more  ■ January  1960  total  network  gross 
billing  hits  over  $57.7  million.  Page  83. 

WFCC  gets  it  again  ■ The  agency  gets  another  full  scaled  investigation. 
This  time  its  the  House  Independent  Offices  Appropriations  Subcommittee 
quizzing  commissioners  on  the  1960-61  budget.  Page  84. 

Credit  where  it's  due  ■ Rep.  Emanuel  Celler,  who’s  tilted  lots  of  lances 
at  broadcasters,  this  time  tilts  his  hat  to  nine  New  York  stations.  Page  90. 

Equipment:  automation  spreads  ■ Exhibition  hall  at  the  NAB  conven- 
tion clearly  displayed  how  automation  is  mushrooming  as  the  equipment 
design  answer  to  rising  manpower  and  maintenance  costs.  New  interest 
in  fm  and  color  tv  also  was  evident.  Electronic  editing  of  video  tape 
and  other  innovations  displayed.  Page  94. 

Big  settlement  ■ Musicians  accept  $3.5  million  offered  by  American 
Federation  of  Musicians  to  settle  trust  fund  policy  case.  Page  102. 

Whip  cracks  in  Canada  ■ Board  of  Broadcast  Governors  limits  border 
outlet  CKLW-TV  Windsor,  Ont. -Detroit  renewal  to  one  year.  Takes 
others  to  task  for  non-Canadian  programming.  Page  105. 
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Bartlesville  pay  tv 
firm  may  try  again 

Man  who  stubbed  his  financial  toe 
in  pay  tv  test  in  Bartlesville,  Okla., 
wants  to  try  again  after  studying  new 
facets  of  Toronto’s  experiment. 

Video  Independent  Theatres  Corp., 
which  operated  unsuccessful  pay  tv  ex- 
periment in  Bartlesville  in  1957,  is  ne- 
gotiating with  International  Telemeter 
Co.  for  Telemeter  franchises  in  as  many 
as  36  cities  and  towns  in  Southwest, 
including  Bartlesville. 

Henry  Griffing,  president  of  Video 
Independent  Theatres,  told  news  confer- 
ence in  New  York  Friday  (April  8) 
that  he  had  “just  returned  from  Toron- 
to” where  he  had  studied  Telemeter’s 
Toronto  wired  tv  pay  operation  and  is 
convinced  that  this  “was  the  most  ex- 
citing and  revolutionary  entertainment 
innovation  since  the  advent  of  talking 
pictures.”  He  said  he  has  permits  to 
operate  pay  tv  systems  in  36  munici- 
palities. 

Louis  A.  Novins,  Telemeter  president 
who  attended  conference,  confirmed 
that  negotiations  are  in  progress  but 
would  not  elaborate  on  the  imminence 
of  agreement  between  Telemeter  and 
Video  Independent.  He  added  that 
“We’ll  be  able  to  answer  with  more 
precision  shortly.” 

Mr.  Griffing  said  Telemeter  system  is 
“more  practicable”  than  Bartlesville 
operation  because  Toronto  customer 
pays  cash  for  each  program  and  selects 
and  pays  for  only  those  programs  de- 
sired. In  Bartlesville,  he  explained,  cus- 
tomers paid  monthly  fee  and  had  no 
choice  of  programming.  There  were  no 
means  of  ascertaining  how  many  people 


saw  given  show  in  Oklahoma  pay  tv 
project,  he  added. 

Video  Independent  Theatres,  in  ad- 
dition to  movie  chain,  is  multiple 
owner  of  community  tv  systems  in 
southwest,  including  Ardmore,  Altus, 
Mangum,  Hugo  and  Hobart,  Okla- 
homa; Sherman,  Wellington,  Childress, 
Port  Lavaca  and  Memphis,  Texas; 
Concordia,  Kansas;  Clarksdale  and 
Gulfport,  Mississippi.  Theatre  company 
also  has  major  interests  in  KWTV  (TV) 
Oklahoma  City,  KTUL-TV  Tulsa  and 
KATV(TV)  Little  Rock. 

Station  sales  granted 

Following  sales  of  radio  stations  were 
approved  Friday  by  FCC: 

■ WKCB-WKCQ  (FM)— Sold  by 
Richard  P.  McGee  to  John  J.  and 
Elizabeth  M.  Bowman  for  $157,500. 

■ KXGI  Ft.  Madison,  Iowa — Sold 
by  Richard  and  Cecil  Gillespie  to  Hay- 
ward L.  Talley  for  $109,300,  plus  $8,- 
200  not  to  compete  within  50  miles  for 
10  years.  Mr.  Talley  is  majority  owner 
of  WSMI  Litchfield,  111. 

■ WRIM  Pahokee,  Fla.— Sold  by 
Garden  of  the  Glades  Co.  (Max  Mace, 
president)  to  Jack  Mann,  Robert  R. 
Pauley,  Richard  S.  Jackson  and  Peter 
Taylor  for  $45,000.  Mr.  Mann  owns 
WTYS  Marianna,  Fla. 

■ KSFE  Needles,  Calif.— Sold  by 
Needles  Broadcasting  Co.  (B.  J.  Fitz- 
patrick, president)  to  SHS  Broadcasting 
Corp.  (D.  Shuirman,  president),  for 
$35,000  with  option  to  purchase  land 
and  buildings. 

Sale  of  WSHE  Raleigh,  N.  C.,  by 
John  C.  Green  Jr.  and  associates  to 
Louis  P.  Heyman  for  $166,500  has 
been  announced.  Station  is  500  w day- 


timer  on  570  kc.  Transaction  was  han- 
dled by  David  Jaret  Corp.  and  is  sub- 
ject to  FCC  approval. 

CBS  remains  firm 
in  race  issue  denial 

CBS  stood  firm  Friday  in  its  denial 
that  CBS-TV  camera  crew  had  instigat- 
ed racial  demonstration  in  Nashville, 
Tenn.,  in  hopes  of  getting  films  of  vio- 
lence. 

CBS  officials  reiterated  their  position 
after  Tennessee  Gov.  Buford  Ellington 
renewed  his  charges,  first  leveled  two 
weeks  earlier.  They  said  crew  was  in 
Nashville  to  film  documentary  on  train- 
ing methods  used  by  Negroes  in  cam- 
paign for  equal  treatment  at  lunch 
counters  and  was  not  even  aware  that 
sit-in  demonstrations  were  planned  until 
they  were  under  way.  They  “categoric- 
ally” denied  instigation  charges,  which 
they  said  were  started  by  newspaper- 
man who  was  denied  admittance  to  “sit- 
in  school”  which  CBS  crew  had  permis- 
sion to  cover. 

Gov.  Ellington,  who  rejected  CBS 
President  Frank  Stanton’s  demand  for 
apology  for  his  original  accusation,  re- 
newed charge  on  strength  of  state  in- 
vestigation which  he  claimed  proved  him 
right  in  first  place. 

Agency  merger 

Agreement  for  proposed  merger  be- 
tween Anderson  & Cairns,  New  York, 
and  James  Thomas  Chirurg  Co.,  New 
York  and  Boston,  was  announced  Fri- 
day subject  to  confirmation  by  stock- 
holders of  both  agencies.  Combined 
billings  total  $11  million. 


Peace  treaty  framed  in  SAG  strike 


Producers  of  theatrical  motion  pic- 
tures will  pay  actors  6%  of  receipts, 
minus  deduction  of  40%  for  distribu- 
tion expenses,  when  films  made  after 
Jan.  1,  1960  are  released  to  free  tv 
under  distribution  agreement,  accord- 
ing to  contract  announced  Friday 
(April  8)  by  negotiators  for  Screen 
Actors  Guild  and  Assn,  of  Motion 
Picture  Producers.  When  ratified  by 
members  of  SAG  and  AMPP,  new 
pact  will  be  effective  retroactive  to 
Feb.  1,  1960. 

If  theatrical  pictures  made  after 
Jan.  31  are  sold  outright  to  tv,  de- 


duction is  reduced  to  10%.  For 
movies  made  between  Aug.  1,  1948 
and  Jan.  31,  1960,  actors  will  re- 
ceive no  additional  payment.  How- 
ever, producers  agreed  to  make  past- 
service-credit  payment  of  $2.25  mil- 
lion in  10  annual  installments  to 
bring  actors  into  line  with  industry 
pension  plan  in  effect  for  other 
movie  workers  since  1953.  Producers 
also  agreed  to  make  initial  payment 
of  $375,000  to  establish  health  and 
welfare  fund  for  actors,  plus  sum 
equal  to  5%  of  actors’  salaries  up 
to  maximum  of  $100,000  per  actor 


per  picture  for  work  done  after  Jan. 
31,  1960. 

Contract  lumps  pay  tv  with  the- 
atrical movies,  but  provides  that  if 
pay  tv  becomes  reality,  with  “mate- 
rial effect  on  the  theatrical  box  of- 
fice,” contract  can  be  reopened  in 
its  final  year  on  minimum  wage  rates 
only. 

SAG  will  mail  ballots  this  week  to 
members  to  vote  on  terms  of  con- 
tract. Mass-membership  meeting, 
called  for  April  18,  will  vote  on  end- 
ing strike  against  major  studios, 
which  began  March  7. 
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Conelrad  filing  delayed 

FCC  Friday  postponed  deadline  for 
comments  on  Conelrad  attention  signal 
standards  (Broadcasting,  March  21) 
from  April  11  to  June  13.  This  was  at 
request  of  NAB  (early  story  page  87). 
Commission  Friday  also  amended  rules 
to  give  non-network-affiliated  stations 
free  telephone  connection  to  aural 
broadcast  networks  during  Conelrad 
drill  or  radio  alert.  This  provision  ap- 
plies only  to  independent  stations 
holding  FCC  national  defense  emer- 
gency authorizations  and  which  have 
connection  to  telephone  company  cen- 
tral office  for  this  purpose.  Network 
approval  also  must  be  obtained,  FCC 
said. 

Slim  witness  list 

NAB’s  Vincent  Wasilewski,  govern- 
ment relations  manager,  was  added  Fri- 
day to  sparse  list  of  witnesses  who’ll 
testify  at  two-day  House  Communica- 
tions & Power  Subcommittee  hearings 
tomorrow  (Tuesday)  and  Wednesday 
(story  page  92).  ABC  and  NBC  have 
no  plans  to  testify,  latter  observing 
notice  was  short  and  was  issued  while 
everybody  was  at  NAB  convention. 

President  Frank  Fletcher  of  Federal 
Communications  Bar  Assn,  said  FCBA’s 
executive  committee  will  meet  today  to 
decide  on  taking  position  on  bills  under 
study  and,  if  so,  he  or  Warren  Baker, 
chairman  of  FCBA’s  legislative  com- 
mittee, will  be  spokesman. 


■ Business  briefly 

Pistols  & patriots  ■ Canada  Dry 
Bottlers  reportedly  shopping  for  con- 
centrated radio  schedules  in  100  or  so 
“key  markets”  for  tie-in  next  month 
with  national  promotion  keyed  to  net- 
work tv.  Canada  Dry  Corp.  is  spot- 
lighting its  sponsorship  of  ABC-TV 
Walt  Disney  Presents  (Fri.  7:30-8:30 
p.m.)  with  premiums,  offering  flintlock 
cap  pistols  for  50  cents  and  two  bottle 
caps  and  distributing  “Swamp  Fox” 
comic  books  with  soft-drink  bottles. 
Disney  Swamp  Fox  episodes  deal  with 
Revolutionary  War  guerrilla,  Gen. 
Francis  Marion.  Agency  is  J.M.  Mathes 
Inc.,  N.Y. 

Will  keep  specials  ■ Rexall’s  attach- 
ment to  National  Velvet,  MGM-TV  half 
hour  series,  for  next  fall  will  not  mean 
complete  pulhout  by  advertiser  from 
specials.  Rexall  can  be  expected  to  con- 
tinue sponsorship  of  one-time  shots, 
though  at  lesser  frequency,  because  of 
high  success  it’s  had  over  past  years  in 
dovetailing  tv  special  with  Rexall’s 
famous  l<t  sale  promotion.  BBDO  is 
agency. 

Bell  rings  again  ■ AT&T  has  renewed 
Bell  Telephone  Hour  on  NBC-TV  next 
season  with  alternate-week  hour  shows, 
still  on  Friday  but  half-hour  later,  9-10 
p.m.,  beginning  Sept.  30.  Schedule  will 
be  expanded  beyond  this  season’s  13, 
which  ends  April  29,  but  network  and 
sponsor  would  not  say  how  much. 
AT&T  also  will  telecast  one  new  show 


in  science  series  of  past  several  seasons 
(this  year’s  two  were  re-run  hours). 
Agency:  N.W.  Ayer  & Son,  Phila. 

Shirt  tale  ■ Manhattan  Shirt  Co.,  N.Y., 
is  setting  overall  ad  budget  for  fall 
three  times  greater  than  last  autumn. 
Tv  will  figure  in  Manhattan’s  planning, 
availabilities  for  spot  to  be  shopped  in 
late  spring  or  early  summer  (campaign 
kicks  off  in  August).  Manhattan  may 
“spot”  in  network  (participations). 
Daniel  & Charles,  N.Y.,  is  agency. 

Jonesboro,  Ark.,  ch.  8 

FCC  Friday  (April  8)  made  effective 
immediately  March  10  initial  decision 
and  granted  ch.  8 Jonesboro,  Ark.,  to 
George  T.  Hernreich.  Mr.  Hernreich 
was  only  applicant  remaining  for  new 
tv  station  following  withdrawal  several 
weeks  ago  of  KBTM  Jonesboro.  He 
owns  KFPW  Ft.  Smith,  Ark.,  and 
formerly  owned  50%  of  KNAC-TV 
(now  KFSA-TV)  Ft.  Smith. 

MGM-TV  signs  Ferrer 

Jose  Ferrer  signed  by  MGM-TV  to 
produce  and  star  in  Hercule  Poirot  to 
be  filmed  as  weekly  hour-long  series 
based  on  Agatha  Christie  stories  to 
which  MGM-TV  has  tv  rights.  Mystery 
author  Christie  will  be  available  as  story 
consultant  on  series.  MGM-TV  Friday 
claimed  advertiser  interest  already  re- 
ceived in  advance  of  company’s  formal 
announcement  today  (April  11). 


WEEK’S  HEADLINERS 


Carl  Burkland,  veteran  broadcaster 
serving  as  consultant  to  Television  Infor- 
mation Office,  named  TIO  general  man- 
ager. He  will  serve  under  Louis  Hausman, 

TIO  director.  Mr.  Burkland,  formerly  CBS 
Spot  Sales  executive  and  executive  vice- 
president  of  WAVY-TV  Portsmouth-New- 
port  News-Norfolk,  Va.,  became  TIO 
consultant  last  December.  He  previously 
served  as  general  manager  of  WTOP 
Washington  D.C. 

Robert  A.  Schmid, 

vice-president  of  Head- 
ley-Reed  Co.,  New  York, 
station  representative, 
appointed  executive  vice- 
president  and  I.N.  (Jack) 
Hardingham,  promoted 
from  vice-president  to 
senior  vice-president.  Mr. 
Schmid,  who  joined 


Headley- Reed  in  1959,  is  in  charge  of  station  development. 
Earlier  he  had  been  vice-president  of  RKO  General  and 
Mutual  from  1945-58.  Mr.  Hardingham  has  been  with 
Headley-Reed  since  1950  in  various  executive  capacities 
and  earlier  had  been  on  sales  staffs  of  WOV  New  York 
(now  WADO)  and  NBC. 

Robert  M.  Weitman,  vice-president  in 
charge  of  independent  productions  for 
CBS-TV,  appointed  vice-president  in 
charge  of  television  production  for  Metro- 
Goldwyn-Mayer,  Culver  City,  Calif.  The 
appointment  was  said  to  point  up  “in- 
creasing emphasis  on  television  activities 
by  MGM.”  Mr.  Weitman  joined  CBS-TV 
in  February  1956  as  vice-president  in 
charge  of  program  development  and 
earlier  had  been  vice-president  in  charge  of  network  pro- 
gramming and  talent  for  ABC.  George  Shupert  is  vice- 
president  in  charge  of  television  for  MGM  in  New  York. 

FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  & FORTUNES 


Mr.  Burkland 


Mr.  Schmid  Mr. 

Hardingham 


Mr.  Weitman 
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“East  Side.  West  Side 
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All  Around  the  Town" 

AN  OPEN  LETTER  TO  DETROIT  RADIO  TIME  BUYERS 
AND  AD  AGENCY  EXECUTIVES 


This  is  the  story  of  the  invisible  Trojan  Horse  which 
rides  the  air  waves  of  metropolitan  Detroit,  ener- 
gized by  kilowatts  and  kilocycles.  He  is  an  invisible 
enigma  who  would  construct  invisible  barriers  to  limit 
the  proved  expanse  of  our  radio  w aves.  He  presents  to 
you  a dramatic  and  presumably  plausible  story  of  our 
coverage  limitations.  He  presents,  in  fact,  everything 
but  simple  proof  . . . the  simple  proof  of  turning  on  your 
AM  radio  during  the  daytime  and  tuning  it  to  1310. 

Our  Sales  Representatives  who  regularly  call  on  you 
have  recentlv  (we  say  "recently”  . . . because  for  13 
years  you  have  been  buying  us)  . . . have  recently  been 
"snowed”  with  a new'  . . . and  dangerously  inaccurate 
"East  Side  Story”  concerning  the  coverage  of  WKMH. 
When  the  storv  finally  assumed  proportions  short  of 
libel  . . . here’s  what  we  did: 

Jack  Sitta  (National  Sales  Manager,  WKMH)  and 
Bill  Cartwright  (Detroit  Petry  Representative)  started 
out  one  cold  Saturdav  morning  to  visit  the  homes  of 
seven  prominent  Detroit  Time  Buyers  and  Agencv 
Executives  who  live  on  the  East  Side.  They  were  in  a 
betting  mood  and  were  armed  accordingly.  They  were 
also  armed  with  a Six-Transistor  Radio. 


This  Ad  appeared  in  the  Detroit  News, 
Times  and  Free  Press  the  week  of  March  14th. 
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Their  bet:  That  they  could  tune  in  WKMH  clear  as 
a bell  in  every  one  of  these  homes,  even  beyond  Grosse 
Pointe,  way  out  to  St.  Clair  Shores.  In  no  instance  did 
they  have  to  pay  off  on  the  bet.  * * * In  every  instance, 
WKMH  came  in  "loud  and  clear.” 

Moral:  Time  Buyers  listen  to  a lot  of  salesmen.  * * * 
Many  of  them  are  good  salesmen.  * * * Sometimes  the 
enthusiasm  of  the  pitch  can  cloud  the  facts.  Yes,  and 
sometimes  ...  a Trojan  Horse  gets  into  the  act  and  does 
a real  disservice  to  radio — and  to  selling  in  general. 

WE  THOUGHT  YOU’D  BE  INTERESTED 

In  knowing  the  locations  of  the  east  side  friends  and 
neighbors  in  whose  homes  Jack  and  Bill  visited  on  Satur- 
day, March  5,  1960 — and  where,  without  exception, 
WKMH  was  received  "loud  and  clear.”  We  didn’t  select 
where  these  people  live;  they  did: 

1.  Cal  Nixon, Young  &Rubicam, Inc., 22037  Grossedale,  St.Clair  Shores 

2.  Judy  Anderson,  McCann-Erickson,  Inc.,  13585  Cedargrove,  Detroit 

3.  Art  wible,  Maxon,  Inc.,  1012  Buckingham  Rd.,  Grosse  Pointe 

4.  Ron  Post,  ROSS  Roy,  6126  Farmhrook,  Detroit 

5.  Carl  Hassel , Ross  Roy,  445  Roland,  Grosse  Pointe 

6.  Woody  Crouse,  BBD  & 0,  211  Moran  Rd.,  Grosse  Pointe  Farms 

7.  Jerry  Abbs,  Otto  & Abbs,  1019  Cadieux  Rd.,  Grosse  Pointe 


" East  Side , West  Side/ 

All  Around  the  Town”. . . 

WKMH 

THE  CBS  STATION 

BLANKETS  DETROIT 


Represented  By  EDWARD  PETRY  & CO.,  INC. 
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Everybody's 
watching  . . . 


the  only  primary 
NBC  outlet 
between  Atlanta 
and  the  Gulf! 


• WALB-TV  is  the  only  home- 
town station  serving  Albany, 
South  Georgia's  only  metro- 
politan market. 

• Grade  "B"  area  also  in- 
cludes Thomasville,  Val- 
dosta, Moultrie,  Ga.,  and 
Tallahassee,  Fla. 

• Over  750,000  people  with 
$739  million  spendable  in- 
come! 

• 316,000  watts  . . . 1,000 
foot  tower! 


WALB-TV 

ALBANY.  GA.  mTO 

CHANNEL  10 


Represented  nationally  by 
Venard,  Rintoul  & McConnell,  Inc. 

In  the  South  by  James  S.  Ayers  Co. 


A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(indicates  first  or  revised  listing) 


APRIL 

* April  11 — C.:  Chapin  Cutler,  Bell  Telephone 
Labs.,  will  speak  on  "Tv  Relay  Communications 
by  Passive  Satellites"  before  Professional  Group 
on  Broadcasting  and  Professional  Group  on  Com- 
munications Systems,  Institute  of  Radio  Engineers, 
Washington  chapter.  8 p.m.,  Pepco  Auditorium, 
Washington,  D.C. 

April  11 — Deadline  for  filing  reply  comments  to 
proposed  FCC  amendment  of  Conelrad  manual- 
BC-3  to  provide  for  transmission  standards  for  the 
Conelrad  attention  signal.  Deadline  for  reply  com- 
ments is  April  25. 

April  13-16 — American  Public  Relations  Assn. 

conference,  Greenbrier  Hotel,  White  Sulphur 
Springs,  W.  V a.  Registration  can  be  made  through 
APRA  Convention  headquarters,  1010  Vermont 
Ave.,  N.W.,  Room  812,  Washington  6,  D.C. 

April  15-17 — National  Sales  Executives-Interna- 
tional  spring  finance  and  executive  committee 
meets,  Hotel  Leamington,  Minneapolis. 

April  20 — Radio  Advertising  Bureau  area  sales 
clinic.  New  York.  For  complete  list  of  subsequent 
clinics  and  cities,  see  BROADCASTING,  March  28. 
April  20 — Deadline  for  nominations  to  the  Ad- 
vertising Hall  of  Fame.  Nominations  should  be 
sent  to  the  Advertising  Federation  of  America, 
250  West  57th  Street,  New  York  19. 

* April  20 — Pittsburgh  Radio  & Television  Club 
luncheon  meeting.  Comr.  Edward  T.  Tait  of  FTC 
will  be  guest  speaker.  12  noon,  Hotel  Sherwyn. 
April  20-21 — Council  on  Medical  Television  sec- 
ond meeting.  Discussions  and  demonstrations  open 
to  Council  members  and  invited  observers.  Clinical 
center.  National  Institute  of  Health,  Bethesda,  Md. 
“April  21 — New  York  Chapter  of  Academy  of  Tv 
Arts  & Sciences.  Guest  speaker:  Robert  W.  Sam- 
off,  NBC  board,  chairman.  Luncheon  meeting, 
Hotel  Biltmore. 

April  21 — Pennsylvania  AP  Broadcasters  Assn. 
Hershey  Hotel,  Hershey,  Pa. 

'April  21 — United  Press  International  Broadcast- 
ers Assn,  of  Massachusetts,  annual  spring  meeting. 
Raytheon  laboratory,  Wayland,  Mass. 

April  21-22 — National  Retail  Merchants  Assn, 
board  of  directors  meet.  Hotel  Statler,  Dallas. 
April  21-23 — American  Assn,  of  Advertising 

Agencies  annual  meeting.  April  21:  business  ses- 
sions for  members  only.  April  22:  open  also  to 
advertiser  and  media  guests;  "How  AAAA  Is 
Working  on  the  Problem  of  Objectionable  Adver- 
tising," by  Robert  E.  Allen,  Fuller  & Smith  & 
Ross,  AAAA  content  improvement  committee 
chairman;  speeches  by  Charles  H.  Brower,  BBDO. 
on  agencies'  creative  responsibilities,  and  Her- 
bert M.  Cleaves,  General  Foods,  on  business  man's 
view  of  sound  advertising.  April  23,  also  open: 
economic  outlook  by  Martin  Gainsbrugh,  National 
Industrial  Conference  Board;  reports  by  Sinclair 
Wood,  British  Institute  of  Practitioners  in  Ad- 
vertising, Norman  Cousins  of  "Saturday  Review," 
Robert  Ganger  of  D'Arcy  Adv.,  AAAA  chairman; 
presentation  of  Arthur  Kudner  Award  by  David 
Ogilvy  of  Ogilvy,  Benson  & Mather.  Boca  Raton 
Hotel  and  Club,  Boca  Raton,  Fla. 

April  21-23 — New  Mexico  State  Broadcasters 
annual  spring  meeting.  Las  Cruces,  N.M. 


April  21-23 — Western  States  Advertising  Agen- 
cies Assn,  tenth  annual  conference.  Shelter  Island 
Inn,  San  Diego.  Guest  speakers:  Rep.  Bob  Wilson 
(R-Calif.)  and  Paul  Willis,  vice  president  in  charge 
of  advertising  for  the  Carnation  Co. 

'April  22-23 — National  Assn,  of  Educational 
Broadcasters,  Region-  II  annual  conference.  Bilt- 
more Hotel,  Atlanta.  FCC  Comr.  Rosel  Hyde  is 
featured  speaker. 

"April  22  — Arizona  Broadcasters  Assn,  spring 
meeting  at  Sands  Hotel,  Tucson.  Dr.  Ben  Mark- 
land,  KUAT  (TV),  U.  of  Arizona  tv  station,  and 
Richard  S.  Salant,  CBS  vp,  will  address  morning 
session  at  the  university.  Charles  H.  Tower,  man- 
ager, Dept,  of  Broadcast  Personnel  & Economics, 
NAB,  will  speak  to  afternoon  session.  Arizona's 
Gov.  Paul  Fannin  will  address  evening  banquet. 
Open  discussion  scheduled  for  afternoon,  banquet 
for  evening. 

"April  22 — Oral  argument  before  FCC  en  banc 
on  Boston  ch.  5 rehearing  involving  purported 
ex  parte  representations,  with  initial  decision  by 
Judge  Horace  Stern  recommending  no  disqualifica- 
tions or  vacating  of  grant. 

April  22 — Assn,  of  National  Advertisers  work- 
shop on  shows  and  exhibits.  Hotel  Plaza,  New 
York. 

April  22 — Virginia  AP  Broadcasters,  National 
Press  Club,  Washington. 

April  24-27 — National  Retail  Merchants  Assn, 
sales  promotion  division  mid-year  convention. 
Paradise  Inn,  Phoenix,  Ariz. 

April  24-27 — Continental  Advertising  Agency  Net- 
work annual  convention,  Fontainbleau  Hotel, 
Miami  Beach. 

April  24-28 — U.  of  Florida  School  of  Journalism 
& Communications  journalism-broadcasting  week, 
Gainesville.  (Broadcasting  Day,  Monday,  April 
25th.)  Speakers  will  be:  Matthew  Culligan,  gen- 
eral corporate  executive,  McCann-Erickson;  Mary 
Jane  Morris,  secretary,  FCC;  Grady  Edney,  na- 
tional program  director  for  radio,  Storer  Broad- 
casting Co.;  Charles  H.  Tower,  manager,  Dept,  of 
Broadcast  Personnel  & Economics,  NAB;  John  F. 
White,  president,  National  Educational  Television. 
April  25 — Academy  of  Television  Arts  & Sciences 
forum  on  pay  tv  vs.  free  tv. 

April  25 — National  Sales  Executives-International 
New  York  Field  Management  Institute,  Barbizon- 
Plaza  Hotel,  New  York. 

April  25-28 — American  Newspaper  Publishers 
Assn,  annual  convention.  Several  topics  related  to 
radio  and  tv  are  on  the  proposed  agenda.  Waldorf- 
Astoria  Hotel,  New  York. 

April  25-27 — Sales  Promotion  Executives  Assn, 
annual  conference,  Hotel  Astor,  New  York.  Key 
speaker:  John  Caldwell,  executive  editor.  Sales 
Management. 

April  27 — Radio  & Television  Executives  Society 
roundtable  on  "How  to  Report  a Political  Con- 
vention" with  J.  Gilbert  Baird,  sales  promotion 
manager.  Westinghouse  Electric's  major  appliances 
division,  and  Paul  Levitan-,  CBS  News'  director  of 
special  events.  Luncheon,  12:30  p.m..  Palm  Ter- 
race, Hotel  Roosevelt,  New  York. 

April  28 — Southern  California  Broadcasters  Assn. 
Luncheon  meeting  with  program  to  be  presented 
by  Cunningham  & Walsh,  L.A.  Hollywood  Knicker- 
bocker. 

April  28-29 — Ohio  Broadcasters  Assn,  annual 
meeting.  Pick-Ohio  Hotel,  Youngstown. 

April  28-30 — Adv.  Federation  of  America  fifth 
district  convention,  Pick-Fort  Hayes  Hotel,  Colum- 
bus, Ohio.  Among  speakers:  Dallas  Townsend, 
CBS  News;  Edward  McNeilly,  account  executive, 
Doyle  Dane  Bernbach;  George  Head,  advertising 
and  sales  promotion  manager.  National  Cash  Reg- 
ister Co.;  Frank  Lovejoy,  Socony-Mobil,  and  Harry 
Bowzer,  Dairy-Pak  Butler.  Preceding  convention 
(April  28)  will  be  reception  and  buffet.  Winners 
of  AFA  fifth  district  advertising  contest  will  be 
announced  at  Friday  (April  29)  luncheon,  with 
presentation  of  district's  Ad  Man  of  Year  at 
evening  banquet.  Advance  registrations  being  ac- 
cepted by  Columbus  Adv.  Club  of  area  Chamber 
of  Commerce,  30  E.  Broad  St. 

April  28-30 — Alabama  Broadcasters  Assn,  annual 
convention.  Miramar  East  Hotel,  Ft.  Walton 
Beach,  Fla. 

April  29-30 — Professional  Advertising  Club  of 
Topeka,  New  Adventures  in  Advertising  workshop 
and  clinic.  Special  copy  clinic.  Washburn  U., 
Topeka,  Kan. 
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HR  ON  is  TV  in  Sf 


So^l.  T^zattctJcaJCS  cvte. - So&L  cm  KgoM-TV 


#1  TV  STATION 
FOR  25 

CONSECUTIVE 

MONTHS 

(ARB  total  week  share  of  audience,  _ 

Jan.  '58 -Jan.  '60)  ‘SAN  FRANCISCO  CHRONICLE  • NBC  AFFILIATE  . CHANNEL  4 . PETERS.  GRIFFIN,  WOODWARD 
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FIRST  RERUNS  OF  ABC-TV 
“ALL-STAR  GOLF”  NOW  AVAILABLE 
FOR  LOCAL  SALE 


DEC.  1958  RATINGS 
MARKET  BY  MARKET 

Albuquerque,  N.  Mex.. ...  9.3 

Augusta,  Ga 15.3 

Baltimore,  Md .....16.0 

Birmingham,  Ala 15.9 

Boston,  Mass 9.0 

Cadillac-Traverse 

City,  Mich 12.8 

Charleston,  S.  C 13.8 

Cleveland,  Ohio 8.7  j 

Columbia— Jefferson 

City,  Mo. 17.5  ■ 

Columbus,  Ohio 9.4  ~- 

Dallas,  Tex 10.5  5 

Davenport- Rock  *■ 

Island- Moline,  III...  11. 3 "" 

Des  Moines- Ames,  la...  .13.6 

Detroit,  Mich 8.3  aj 

Durham- Raleigh,  N.  C...  9.3  ^ 

Evansville,  Ind- 

Anderson,  Ky 16.1  “ 

Fresno,  Calif 11.0  ^ 

Grand  Rapids- 

Kalamazoo,  M ich 1 0.2 

Greensboro-Winston-  "S 

Salem,  N.  C 12.5  ^1 

Houston,  Tex 11.2 

Jackson,  Miss 17.4 

Jacksonville,  Fla 2C.1  ^ 

Johnson  City,  Tenn.- 

Bristol,  Va. 17.3  ^ 

Kansas  City,  Mo 11.0  m 

Louisville,  Ky 18.0  ^ 

Milwaukee,  Wise 9.3  ^ 

Nashville,  Tenn 14.7  ^ 

Norfolk- Portsmouth-  *3 

Newport,  Va 25.3  ^ 

Omaha,  Nebr 14.4  ^ 

Philadelphia,  Pa 9.3 

Pittsburgh,  Pa 11.3  - 

Portland,  Ore 10.6  i 

Richmond- Petersburg, 

Va 11.3 

Rome- Utica,  N.  Y 19.6 


San  Francisco— 
Oakland,  Calif., 
Santa  Barbara-San 
Louis  Obispo,  C 

Savannah,  Ga 

Shreveport.  La 

Sioux  City,  la 

Tulsa,  Okia 


One  hour  of  action-packed  thrills- 
catching  millions  of  viewers  at  the 
height  of  their  golf  enthusiasm! 


Built-in  sponsor  loyalty 
during  the  big  sportswear, 
beverage,  outdoor  living  and 
spending  season. 


Released  market-by-market 
just  two  weeks  ago  . . . 42  top 
markets  already  closed. 


WALTER  SCHWIMMER,  INC 

FRanklin  2-4392 

75  East  Wacker  Drive,  Chicago  1,  Illinois 


“The  cashier  slipped 
and  caught  her  foot  in  a 
loose  basket  of  money 

. . . now  we  are  $12.60  short.” 


“.  . . but  it’s  a small  price  to  pay  for  the  enter- 
tainment,” concludes  the  manager  of  a Fort 
Wayne  company,  in  a tongue-in-cheek  fan  letter 
to  Ann  Colone. 

The  Ann  Colone  Show  (wane-tv,  week- 
days, 1 to  1 :25  p.m.)  includes  burlesqued  as  well 
as  conventional  physical  exercises,  interviews 
with  visiting  firemen,  occasional  cooking  sprees, 
and,  on  one  memorable  occasion,  an  un- 
scheduled bout  with  a chimpanzee  that  tripped 
her  on  a mike  cord. 

“Ask  stout  lady  giving  instructions  to  please 
join  in  ” “My  tv  picture’s  off  but  I still  hear 
sound  . . . hope  you  do  hair-curling  part  again 
when  set’s  fixed  . . .”  “My  specialty  is  spaghetti 
...  I get  the  real  cheese  at  your  brother’s  grocery. 


. . .”  (From  real,  live  letters;  Ann’s  brother 
hasn’t  written,  but  we  understand  he  also 
approves.) 

The  Ann  Colone  Show  is  daily  confirma- 
tion of  the  vitality  of  local,  live  daytime  tv.  It 
takes  its  viewers  (85  % women)  out  of  the  kitchen, 
provides  color,  humor,  and  serious  information, 
draws  an  audience  double  that  of  either  of  two 
competing  network  shows.  It  typifies  the  Cor- 
inthian approach  to  programming — that  it  is 
not  enough  to  rely  on  network  service,  even 
when  it  is  as  good  as  CBS  makes  it.  Corinthian 
stations  create  their  own  programs  to  meet  spe- 
cific regional  needs  and  tastes.  This  builds  audi- 
ence loyalty,  wins  viewer  respect,  helps  make 
friendly  prospects  for  our  advertisers. 
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Houston  (cbs-tv  Spot  Sales) 
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WISH-TV 

Indianapolis  (H-R) 

WANE-AM 

Fort  Wayne  (H-R) 

WISH-AM 

Indianapolis  (H-R) 
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Tv  specials  sell  for  Benrus 

editor:  ...  I have  been  travelling  ex- 
tensively and  have  only  just  returned 
to  my  office  to  find  myself  modestly 
famous. 

While  I know  that  this  fame  is  as 
ephemeral  as  today’s  snow,  I am  none 
the  less  most  pleased.  A good  deal  of 
the  pleasure  stems  from  hearing  from 
nice  people  and  friends  who  used  my 
article  in  your  magazine  (Monday 
Memo,  page  24,  March  14)  as  an 
excuse  or  a reason  for  calling  me  or 
writing  me.  . . . — Harvey  M.  Bond, 
Advertising  Director,  Benrus  Watch 
Co.,  New  York. 

The  other  way  around 

editor:  Your  good  publication  saw 
fit  to  report  in  some  detail  on  the 
speech  by  Paul  Morgan,  Campbell- 
Mithun  vice  president  and  head  of  our 
Los  Angeles  office,  to  the  Southern 
California  Broadcasters  Assn.  (Broad- 
casting, March  21). 

Due  apparently  to  a “lost  line,”  you 
quote  Mr.  Morgan  as  saying  “ . . . satu- 
ration radio  is  . . . perhaps  the  number 
one  mistake  advertisers  make  in  Los 
Angeles  ...” 

Actually,  Paul  Morgan  said  just  the 
opposite.  To  quote: 

“ . . . Saturation  radio  for  mass-con- 
sumed products  such  as  food  gets  buyer 
action!  We  have  proof  on  this  in  prod- 
uct after  product.  . . . Don’t  undersell 
radio.  Try  to  help  the  advertiser  budget 
enough  dollars  to  do  the  job.  In  my 
opinion,  underbudgeting  is  perhaps  the 
number  one  mistake  advertisers  make 
in  Los  Angeles.” 

The  misquote  places  us  in  a position 
of  seeming  to  talk  against  something 
we  believe  in  strongly.  Walt  Angrist, 
public  relations  director,  Campbell- 
Mithun  Inc.,  Minneapolis,  Minn. 

Drug  market  potential 

editor:  I was  very  interested  in  the  an- 
nouncement in  your  issue  of  March  7 
(page  40)  entitled  “Drug  market."  It 
appears  that  a great  opportunity  awaits 
broadcasters  in  small  and  medium-sized 
communities  for  this  kind  of  commer- 
cial traffic. 

Our  experience  in  a market  of  ap- 
proximately 230,000  may  be  of  interest: 
we  learned  that  the  average  local  drug 
store  spent  some  $50  a year  for  adver- 
tising: we  discovered  that  no  commit- 
ments could  be  made  by  the  local  Phar- 
maceutical Assn.  We  were  required  to 
solicit  some  80  drug  stores  individual- 
ly ..  . 

In  March  1957,  NBC  ran  a tremen- 
dous 30-day  promotion  on  a public- 
service  basis  for  the  local  druggists  of 


the  nation.  It  appeared  to  furnish  the 
ideal  vehicle  for  my  initial  efforts  with 
the  druggists.  Some  70  elected  to  sup- 
plement the  promotion  with  minute 
spots  . . . the  average  expenditure  was 
$30.  With  an  assist  from  one  of  the 
local  suppliers  we  topped  $2,500  in  a 
category  completely  new  to  our  station. 

With  our  broadcast  of  Yankee  base- 
ball games  beginning  in  mid- April,  it 
was  comparatively  easy  to  capitalize  on 
my  many  new  contacts.  A 30-minute 
program  preceding  the  games  was  com- 
pletely bought  out  by  the  druggists  for 
the  season  . . . Some  of  the  initial  com- 
mitments are  still  in  effect.  The  total 
budget  for  each  drug  store  on  our  sta- 
tion starts  from  $180  a year  and  goes 
upward  to  include  20  or  30  clients  who 
spend  in  excess  of  $250  a year. 

Warning:  Before  the  presentation,  the 
decision  must  be  made  as  to  whether 
the  promotion  will  be  open  or  available 
only  to  the  local  Pharmaceutical  Assn, 
members. — Joseph  P.  Kimble,  Sales 
Manager,  WSCR  Scranton,  Pa. 

Criticism  is  two-way  street 

editor:  Agency  media  director  Clay 
Rossland  (Campbell-Mithun  Inc.,  Chi- 
cago) charges  because  newspapers  are 
competitive  to  broadcasting  press  view- 
points “are  not  necessarily  . . . un- 
biased” (Monday  Memo,  page  20, 
March  21).  True! 

Most  Detroit  critics  I know,  jolly  old 
Andy  Wilson  (radio-tv,  Times),  twink- 
ling brush-cut  J.  Dorsey  Callaghan 
(drama,  Free  Press)  and  amiable  John 
McManus  (books.  News),  for  example, 
are  biased  in  favor  of  the  media  they 
criticize. 

If  they  weren’t  they’d  be  raving  mad 
men.  Is  agency-man  Rossland  so  ac- 
climated to  sponsor-subservience  he 
can’t  understand  the  simple  fact  of  the 
press  that  most  editors  and  publishers 
wouldn’t  dream  of  asking  critics  to 
slant  their  stuff? 

Point  in  example:  Harvey  Taylor 
writing  in  Detroit  Times  of  Civic  Light 
Opera  (big  deal,  now  defunct,  project 
underwritten  by  most  big  Detroit  ad- 
vertisers) : “Last  night’s  production 

may  not  have  been  light,  and  it  cer- 


■Kfl  BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.60.  Add  $1.00 
er  year  for  Canadian  and  foreign  postage, 
ubscriber's  occupation  required.  Regular  is- 
sues 354  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton fc,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 


19 


KJEO-TV 

Central  California’s 
#1  Prime  Time  Station 
with  proof  from  the 
viewers  themselves:* 


Channel 


A WEEK 


DELIVERS  MORE 
VIEWER  HOMES 
FROM  6 to  10  P.M.! 

(Source:  Current  ARB  with  34.8  Rating) 
Yet  KJEO-TV  rates  are 
right  with  the  lowest  in 
the  area.  See  your  H-R 
Representative  early  for 
your  best  prime  time  buys. 


Fresno,  California 

J.E.  O’Neill  — President 


Joe  Drilling  — Vice  President 

and  General  Manager 
W.O.  Edholm — Commercial  Manager 
See  your  H-R  representative  H-R*f 


tainly  wasn’t  opera,  but  by  God  it  was 
civic!”  . 

Radio-tv  reviewing  the  press  is  a 
good  idea;  glad  to  see  CBS  is  going  to 
do  it;  Time  and  Newsweek  have  been 
at  it  for  years. — W.T.  Rabe,  Radio-Tv 
Critic,  The  Michigan  Catholic,  and 
Radio-Tv  Program  Director,  U.  of 
Detroit. 

editor:  I was  most  interested  in  Clay 
Rossland’s  comments  (Monday  Memo, 
March  21)  on  the  fact  that  no  broad- 
casters criticize  the  newspaper  industry 
in  the  same  way  in  which  they  (the 
newspapers)  criticize  the  broadcasting 
industry. 

However,  I am  wondering  if  Mr. 
Rossland  is  aware  that  a Cincinnati 
radio  station  (WSAI)  is  engaging  in 
just  this  sort  of  activity.  Several  times 
a day  either  the  news  director  or  the 
general  manager  devote  time  to  com- 
ment on  the  two  Cincinnati  newspapers. 
The  comments  are  not  always  critical, 
but  they  are  usually  very  good. — Rich- 
ard H.  Gleick,  WMUB  ( FM ) ( Miami 
[/.),  Oxford,  Ohio. 

editor:  Clay  Rossland’s  Monday 

Memo  is  as  welcome  and  refreshing 
an  article  I’ve  come  across  in  some 
time  ...  I’d  appreciate  permission  to 
use  all  or  part  of  Mr.  Rossland’s  article 
on  one  of  my  future  programs  and,  if 
possible,  for  insertion  in  an  area  news- 
paper or  two.  It’s  worth  a try. — Bert 
Getzug,  KBRK  Brookings,  S.D. 
[Permission  granted  providing  the  article 
is  not  quoted  out  of  context  and  full  credit 
is  given.— THE  EDITORS.] 

Sen.  Proxmire  gives  his  views 

editor:  In  all  fairness,  I would  ap- 
preciate it  very  much  if  you  would 
print  some  of  the  testimony  which  I did 
in  fact  give  to  the  House  Committee 
on  Interstate  & Foreign  Commerce  on 
the  bill  for  a code  of  ethics  for  regu- 
latory agencies  . . . 

I’m  delighted  that  you  have  high- 
lighted this  situation,  but  I feel  very 
strongly  that  your  presentation  (Broad- 
casting, March  28)  has  been  about  as 
unfair  and  unbalanced  as  it  can  pos- 
sibly be. 

I'm  enclosing  a complete  text  of  my 
remarks  before  the  House  Committee 
on  Interstate  & Foreign  Commerce  . . . 

You  will  notice  that  I explicitly  say 
that  a Senator  not  only  can  call  on 
bureaus,  agencies,  etc.,  but  that  I in 
fact  do  it  myself,  that  I consider  it 
a duty  . . . 

You  will  notice  that  at  no  time  did 
I ever  say  that  Senators  or  Congress- 
men should  not  approach  or  write  fed- 
eral agencies  ...  You  will  notice  that 
I also  claim  that  it  was  very  important 
that  the  Senator  make  such  a contact 
in  some  form  which  could  be  made 


public.  This  is  exactly  why  I wrote  a 
letter  to  the  chairman  of  the  FCC  in- 
stead of  following  a much  more  con- 
venient and  easy  practice  of  making  a 
telephone  call.  You  will  also  notice  that 
these  letters  which  I have  written  are 
in  fact  public  record  and  publicly  avail- 
able . . . 

In  the  light  of  all  this,  where  is  the 
contradiction  between  my  testimony 
and  my  actual  policies  as  represented 
in  my  letters  back  in  1958?  Further  let 
me  ask  where  there  is  any  improper 
or  unethical  conduct  on  my  part? 

You  will  notice  that  in  the  course 
of  my  testimony  before  the  [commit- 
tee] I not  only  urged  the  adoption  of  an 
ethical  code  for  the  regulatory  agencies. 
I also  said  that  I strongly  favored  a 
separate  bill  to  provide  a code  of  ethics 
for  the  Congress  to  proscribe  members 
of  Congress  from  accepting  hospitality 
from  lobbyists  just  as  in  my  judgment 
members  of  federal  agencies  should  be 
proscribed  from  accepting  hospitality 
from  people  who  have  business  before 
their  agencies.  — William  Proxmire, 
U.S.S. 

[Sen.  Proxmire  is  right,  of  course,  that  in 
his  testimony  before  the  House  committee 
he  upheld  the  right  of  members  of  Congress 
to  “contact”  agencies  on  behalf  of  their  con- 
stituents. But,  in  our  view,  those  who  urge 
a stricter  morality  on  the  part  of  regulatory 
officials  themselves  must  be,  like  Caesar’s 
wife,  above  the  suspicion  of  attempting  to 
influence  the  outcome  of  a regulatory  mat- 
ter. Sen.  Proxmire  cannot  deny  that'he  at- 
tempted just  that  in  the  Marinette-Green 
Bay  case,  albeit  his  correspondence  was 
made  part  of  the  public  record. — THE  EDI- 
TORS] 

Pay  for  not  watching 

editor:  The  current  hassle  between 
cartoonist  A1  Capp  and  his  New  York 
telephone  company  over  being  charged 
extra  for  not  being  listed  in  the  tele- 
phone directory  has  potentialities. 

For  instance:  pay  tv  is  obsolete  be- 
fore getting  started.  The  idea  should 
be  to  make  people  pay  for  not  watching 
tv  at  all.  Then  the  pollsters  could  de- 
termine what  program  people  are  will- 
ing to  pay  not  to  watch  and  thereby 
assemble  some  meaningful  statistics. 
The  FCC  could  then  determine  what 
stations  are  fulfilling  their  undefinable 
“public  interest”  phrase  by  assuming 
that  the  stations  doing  the  best  job  of 
keeping  people  away  from  the  degrad- 
ing influence  of  tv  must  be  doing  so 
“in  the  public  interest.”  This  is  merely 
the  reverse  negative  logic  the  commis- 
sion has  applied  in  other  decisions. 

BBDO  could  buy  space  in  newspapers 
to  inform  the  public  of  the  public  serv- 
ice their  clients  were  performing  by 
buying  time  on  the  tv  stations  that  the 
public  was  paying  for  the  privilege  of 
not  watching. 

And  the  “new  Confederacy”  could 
solve  their  right-to-vote  dilemma  by 
simply  instituting  a high  non-poll  tax 
for  the  privilege  of  not  voting.  . . . 
— Lewis  Sherlock,  Denver,  Colo. 
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THE  LEADER 


IN  PULSE  AND  HOOPER 


(Nov.  59) 


TAMPA -ST.  PETERSBURG 

ONE  OF  AMERICA’S  10  FASTEST  GROWING  MARKETS 


10,000  watts. .. twice  the  power  of 
any  other  station  in  the  market 

Delivers  the  market  at  the  lowest 
cost  per  thousand 

Total  coverage  area 
delivers  the  big  plus  market 
of  21  rich  Florida 
counties 


Represented  nationally  by 


GILL-PERNA 


CONSOLIDATED  SUN  RAY  STATIONS 

WPEH,  Philadelphia  . . . WSAI,  Cincinnati . . . WALT,  Tampa 
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MONDAY  MEMO 

from  JOHN  G.  COLE,  senior  tv  producer,  Sullivan,  Stauffer,  Colwell  & Bayles,  New  York 

Which  city  do  you  dig? 


For  25  years,  more  or  less,  broad- 
casters and  advertising  men  have  been 
traveling  back  and  forth  from  coast  to 
coast,  interchanging  talent  with  client, 
agency  with  producer,  salesmanship 
with  showmanship.  Has  this  quarter  of 
a century  brought  the  two  coasts  to- 
gether in  terms  of  opinions,  attitudes 
and  ideas?  Well,  according  to  a com- 
pletely partial  survey  based  on  un- 
substantiated and  irrelevant  information 
the  answer  is:  “Well,  hardly!”  The  East 
just  doesn’t  dig  the  West,  and  visa 
versa.  Jet  or  no  jet,  the  coasts  are  still 
as  far  apart,  opinion-wise,  as  they  were 
in  the  days  of  the  covered  wagons. 

And  why  not?  What  Southern  Cali- 
fornia broadcaster  in  his  right  mind  is 
going  to  know  or  care  very  much  about 
“optimum  productive  marketing  mix” 
(don't  ask  us  what  it  means)  “new  busi- 
ness-oriented exposure”  (who's  losing 
what  accounts)  “media  fringe  areas" 
and  “advertising  erosion  factors.”  By 
the  same  token,  the  average  eastern  ad 
man  is  a little  bewildered  by  strobe 
effects,  lens  densities,  mat-a-scope,  opti- 
cal sound  and  registered  fine  grains. 

But  what  about  the  world  outside 
business?  Doesn't  the  coast  see  eye  to 
eye  on  everyday  things  like  social  life, 
friendship,  the  weather?  Again:  “Well, 
hardly!”  New  York  and  Los  Angeles 
have  some  definite  ideas  about  each 
other  and  some  of  them  are  pretty 
pithy.  To  wit-wise: 

Weather 

Hollywood  says: 

There  are  only  two  kinds  of  weather 
in  the  East — August  and  blizzards. 

New  York  says: 

The  climate  in  California  is  fine — 
if  you  can  stand  sunshine  24  hours  a 
day. 

Commuting 

Hollywood  says: 

Commuter  trains  are  like  cattle  cars 
when  you  get  on  and  slaughter  chutes 
when  you  get  off.  I wouldn’t  take  three 
hours  out  of  my  day  to  suffer  like  that 
if  I owned  the  railroad. 

New  York  says: 

What  would  California  do  without 
the  frantic  freeways?  Someone  has  to 
support  Forest  Lawn. 

Amusement 

Hollywood  says: 

What  is  all  this  nonsense  about  mu- 
seums and  art  galleries?  90%  of  the 
New  Yorkers  don't  know  the  difference 
between  a fossil  and  a Picasso. 


New  York  says: 

They  spend  millions  to  make  Holly- 
wood the  Entertainment  Capital  of  the 
World,  but  you  can’t  get  a $4.80  ticket 
to  a first-class  play. 

Television 

Hollywood  says: 

You  can  always  tell  a New  York  tv 
program  because  the  lighting  is  bad, 
the  women  homely,  and  the  plots  de- 
pressing. 

New  York  says: 

You  can  always  tell  a Hollywood  tv 
program  because  the  only  believable 
thing  in  it  is  the  horse. 


John  G.  Cole  began  his  advertising 
career  in  mid-’30s  in  copy  dept,  and 
radio  production  at  Gardner  Adv.,  St. 
Louis,  moving  to  Compton  Adv.,  N.Y., 
in  1939  as  copywriter  on  Procter  & 
Gamble.  In  1941  he  returned  as  direc- 
tor of  Vox  Pop  show  for  Ruthrauff  & 
Ryan.  For  eight  years  he  was  radio  di- 
rector and  tv  supervisor  (Ellery  Queen, 
The  Shadow,  Aunt  Jenny,  Arthur  God- 
frey, Big  Town,  Four  Star  Revue,  etc.), 
the  last  three  as  head  of  radio-tv  pro- 
duction for  R&R.  He  went  west  in  1953 
as  assistant  director  of  Hollywood  office 
of  Sullivan,  Stauffer,  Colwell  & Bayles, 
but  transferred  back  to  New  York  last 
April.  He  is  now  senior  tv  producer  for 
SSC&B. 


Dining 

Hollywood  says: 

Definition  of  a New  York  restaurant: 
A converted  brownstone  that  needs  a 
coat  of  paint.  The  lower  the  ceilings, 
the  higher  the  prices. 

New  York  says: 

Hollywood  is  a great  restaurant  town 
if  you  like  eating  avocados  in  the  dark. 

Friendship 

Hollywood  says: 

Even  if  you  want  to,  it’s  pretty  tough 
to  cut  through  the  knot  in  that  old 
school  tie. 

New  York  says: 

A friend  in  California  is  anyone 
you’ve  done  business  with  in  the  past 
24  hours. 

Clothes 

Hollywood  says: 

You  will  never  catch  me  walking 
down  Madison  Ave.  with  a rolled  um- 
brella and  a charcoal  brown  derby. 
New  York  says: 

If  you  really  want  to  get  dressed  up 
in  Hollywood,  you  put  on  a clean  sweat 
shirt. 

Business 

Hollywood  says: 

All  business  in  New  York  is  con- 
ducted between  3:30  and  5:00  p.m. 
right  after  the  client  luncheon  and  just 
before  the  commuter  cocktail. 

New  York  says: 

Manana! 

Social  Life 

Hollywood  says: 

The  Connecticut  cocktail  party  is 
composed  of  equal  parts  of  Beefeater’s 
Gin,  Bermuda  shorts  and  bum  dialogue. 
New  York  says: 

No  matter  how  hot  it  gets  during  the 
day  in  California,  there  still  is  nothing 
to  do  at  night. 

So  what  can  broadcasters  and  ad- 
vertisers do  about  this  frightening  spread 
in  ideas?  What  can  they  do?  They  can 
rejoice  in  it!  This  is  what  creates  the 
healthy  feeling  of  competition  that’s 
exciting  and  idea-provoking. 

When  you  get  a top  Hollywood  pro- 
ducer enthusiastically  combining  his 
talents  with  a New  York  tv  expert  (who 
knows  when  and  where  to  put  the 
show)  you’ve  got  a happy  marriage. 
When  a top  commercial  producer  adds 
that  extra  touch  of  Hollywood  know- 
how to  a hard-hitting  sales  message, 
you’ve  got  a winning  combination. 
Opinion-wise,  viva  la  difference! 
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HOW  DOES  A RIVET  SOUND?  Like  the  noisy  whir  of  huge  cranes  and  rising  girders.  Like  the 

wham,  thwack  of  a pile  driver  or  the  bellow  of  a busy  foreman.  Loud,  rushing,  prosperous  noise.  It’s  a proud  sound  . . . 
the  busy  sound  . . . the  booming  sound  of  the  remodeling  of  a city.  Here  in  Baltimore,  it’s  also  the  gigantic  sound  of  the 
world’s  largest  steel  plant  where  Marylanders  earn  millions  of  dollars  each  year  . . . spend  millions  of  dollars  each  year. 
Add  this  to  the  millions  more  earned  by  Marylanders  in  other  industries  and  you  have  one  of  the  richest  most  valuable 
markets  in  the  country.  And,  right  in  the  middle  of  this  market  is  the  voice  of  this  market,  WBAL-RADIO  ...  a station 
that  can  iron  out  your  clients’  sales  problems.  It’s  the  station  that  produces  sales.  It’s  a steel  at  twice  the  price ! The  pro- 
gressive station  with  the  Sound  of  Elegance,  the  Sound  of  the  Sixties.  WBAL-RADIO,  BALTIMORE 

Broadcasting  in  the  Maryland  tradition  /Nationally  represented  by  Daren  F.  McGavren  Co.,  Inc.  Associated  with  WBAL  FM-TV 


PUT  THEM  ALL  TO- 
GETHER AND  THEY 
SPELL  CHANNEL  10, 
WSLS-TV  IN  ROANOKE, 
VIRGINIA.  PUT  THEM 

TOGETHER 58 

COUNTY  MARKET,  TO- 
TAL TV  HOMES,  448,000. 
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Compliments  by  the  sackful! 
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wife  who  wrote:  "Your  station  has  always  af-  ( as  expressed  by  the  volume  and  content  of 
forded  the  finest  entertainment ...  we  have  our  mail,  is  more  impressive,  we  think, 

lived  in  many  parts  of  the  country  and  never  M than  any  rating  picture  could  be. 
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NETWORKS  PRIME  FOR  FALL  BATTLE 

■ A three-network  scramble  for  tv  audience  begins  to  shape  up 

■ There’ll  be  decline  in  westerns,  rise  in  situation  comedy 

■ CBS  and  NBC  still  strong  on  specials,  ABC  on  regular  shows 


The  big  guns  with  which  the  three 
television  networks  will  fight  it  out  for 
1960-61  program  supremacy  were  be- 
ing set  in  place  last  week. 

Every  indication  pointed  to  the 
closest  fight  for  audience  favor  that 
television  has  yet  seen. 

ABC-TV  and  NBC-TV  formally  re- 
vealed their  tentative  new  fall  nighttime 
schedules  in  affiliates’  meetings  which 
also  left  little  doubt  that  their  guns  were 
being  trained  first  on  each  other.  CBS- 
TV  in  No.  1 position  by  both  ABC-TV 
and  NBC-TV  counts,  had  no  affiliates 
meeting  and  revealed  no  plans,  but  it 
was  learned  that  its  nighttime  schedule 
is  approximately  three-fourths  set.  The 
basic  components  of  this  lineup  are 
identified  in  the  chart  on  page  29. 

In  addition  to  the  array  of  regular 
programming,  the  networks  were  draw- 
ing up  their  “secret  weapons” — the  spe- 
cials. 

The  Difference  ■ Many  observers 
thought  these  might  be  even  more  tell- 
ing than  the  regular  series  in  the  battle 
for  audience,  though  this  thought  ob- 
viously was  not  shared  by  ABC-TV, 
traditionally  long  on  regular  program- 
ming and  short  on  specials  and  planning 
to  maintain  much  the  same  pattern  next 
season. 

One  of  the  things  disclosed  by  the 
new  program  planning  is  what  won’t  be 
back  next  year — at  least  47  programs 
now  on  the  air  are  missing  from  cur- 
rent drafts  of  the  schedule. 

ABC-TV  will  give  up  on  The 
Alaskans,  Johnny  Staccato  (also  on 
NBC-TV  now),  Bourbon  St.  Beat,  Orig- 
inal Amateur  Hour,  the  Bronco  and 
Sugarfoot  combination  (which  may 
yet  find  its  way  back  into  the  schedule). 
Broken  Arrow,  Keep  Talking,  Steve 
Canyon,  Take  A Good  Look,  Wednes- 
day Night  Fights  (but  ABC-TV  will 
have  Gillette’s  fights  on  Saturday),  Pat 
Boone  Chevy  Showroom,  Man  From 
Black  Hawk,  Black  Saddle,  John  Gun- 
ther’s High  Road,  and  Jubilee  USA . 

CBS-TV  gave  up  Alfred  Hitchcock 
Presents  to  NBC-TV,  and  will  drop 
The  Texan,  Dennis  O’Keefe,  Tightrope, 
Man  Into  Space,  The  Millionaire,  Kate 


Smith  Show,  Be  Our  Guest,  Ann  Sothern 
Show,  Johnny  Ringo,  Hotel  de  Paree, 
Manhattan,  Mr.  Lucky  and  Markam. 

NBC-TV  turned  in  its  Sunday  Show- 
case specials  series  and  its  Friday  night 
specials  time  period  (while  opening  an 
hour  on  Monday  to  specials),  lost  Peter 
Gunn  and  the  Gillette  fights  to  ABC- 
TV,  and  dropped  Alcoa-Goodyear  The- 
atre, Law  of  the  Plainsman,  The  Law- 
less Years,  Masquerade  Party,  Arthur 
Murray,  Ford  Startime,  Wichita  Town, 
Johnny  Staccato,  People  Are  Funny, 
Troubleshooters,  M-Squad,  Man  and 
the  Challenge  and  Man  from  Interpol. 

Westerns  Down  ■ The  current  stand- 
ings turn  up  another  interesting  point: 
It  looks  as  if  westerns  have  reached 
saturation  and  from  here  on  they  will 
be  fewer  than  in  the  past.  ABC-TV  has 
added  only  one  new  western  this  year, 
while  dropping  three  of  its  old  ones. 
At  NBC-TV  the  score  is  reversed: 
Three  new  westerns  against  a single 
old  one  biting  the  dust.  CBS-TV  has 
plans  to  drop  three  westerns,  and  it’s 


New  guns  for  NBC-TV  ■ Don  Durgin, 
sales  vice  president  of  NBC-TV,  had 
the  spotlight  while  one  of  the  network’s 
new  fall  programming  entries  had  the 
screen  when  affiliates  and  network  offi- 
cials got  together  at  the  NAB  conven- 


understood  that  there  are  no  plans  for 
new  ones  in  the  schedule. 

And  while  science  and  other  space 
age  developments  will  play  a big  role  in 
planned  public  service  and  documen- 
tary shows,  they’re  waning  as  fictional 
material.  Two  space  shows  found  their 
way  into  last  year’s  schedule.  Both  will 
disappear  this  year,  with  no  replace- 
ments in  that  category. 

Mystery-detective  shows  are  still  pop- 
ular, but  there’s  no  overwhelming  trend. 
ABC-TV’s  adding  three  and  dropping 
three.  NBC-TV’s  adding  six  and  drop- 
ping three.  CBS-TV’s  dropping  two  at 
present  does  not  have  any  new  ones  in 
its  new  schedule. 

Comedy  and  situation  comedy  look 
strong  next  fall.  ABC-TV’s  adding  four, 
dropping  one;  NBC-TV’s  adding  three, 
dropping  none,  and  CBS-TV,  while 
dropping  at  least  two,  is  known  to  have 
added  three  already  with  plans  for 
several  more. 

Specials  Up  at  CBS  ■ Specials  will 
still  be  a major  factor.  CBS-TV  is  plan- 


tion  last  week.  The  scene  is  from  The 
Tall  Man,  a series  built  around  the 
rivalry  of  New  Mexico  Sheriff  Pat  Gar- 
rett and  Billy  the  Kid.  It  goes  into  the 
Monday  night  9 p.m.  slot  vacated  by 
Peter  Gunn,  moving  to  ABC-TV. 


BROADCASTING,  April  11,  1960 


27 


ning  even  more  this  year  than  last, 
including  26  CBS  Reports  hours,  and 
is  modifying  contracts  with  sponsors  to 
allow  more  than  the  two  pre-emptions 
of  each  show  allowed  last  year.  NBC- 
TV  already  knows  it  will  have  eight 
Bob  Hope  specials,  two  with  Jerry  Lewis, 
six  with  Dean  Martin,  eight  David  O. 
Selznick  dramas,  five  Dore  Schary  Civil 
War  specials  plus  the  Oscar,  Emmy  and 
Tv  Guide  award  shows.  It  has  set  aside 
the  10-11  p.m.  Monday  hour  for  spe- 
cials, which  will  include  an  undeter- 
mined number  of  Steve  Allen  programs. 
ABC-TV  will  stick  to  its  emphasis  on 
regular  shows  with  relatively  few  spe- 
cials. 

The  reluctance  of  CBS-TV  to  make 

Bulls  on  the  loose 

ABC-TV  trotted  out  Henry  and 
Edgar  Kaiser,  Spyros  Skouras  and  Pete 
Levathes,  two  agency  presidents,  key 
executives  of  Bristol-Myers  and  Ral- 
ston-Purina,  five  girl  cheerleaders  and 
the  chairman  of  the  FCC  to  pep  up  its 
April  3 meeting  with  affiliates. 

Some  250  representatives  of  affiliates 
at  the  Sunday  afternoon  session  in  Chi- 
cago heard  network  executives  report 
in  football  talk — a lingo  especially 
popular  at  ABC-TV  since  its  coup  with 
the  NCAA  football  games  a few  weeks 
ago — that  their  network  already  has 
carried  the  programming  ball  deep  into 
enemy  territory  and  now  has  it  “first 
down  and  goal  to  go.” 

President  Oliver  Treyz  and  his  col- 
leagues had  some  news  to  break — in- 
cluding the  snaring  of  the  high-rated 
Peter  Gunn  detective  series  from  NBC 
complete  with  its  sponsor,  Bristol- 
Myers.  The  affiliates  heard  of  15  new 
programs  for  the  fall  schedule  (see  page 
29),  plus  further  details  on  the  hour- 
long  Hong  Kong  adventure  series  with 
which  ABC  hopes  to  buck  NBC’s  high- 
riding  Wagon  Train  for  the  first  time. 

Big  Day  ■ On  the  money  side,  with- 
out going  into  details,  Leonard  Golden- 
son,  president  of  the  parent  American 
Broadcasting-Paramount  Theatres,  re- 
ported that  on  one  day  alone,  the  Friday 
before  the  meeting.  President  Treyz  had 
racked  up  $89  million  in  orders,  or 
more  than  ABC-TV  used  to  bill  in  a 
whole  year.  The  figure  covered  both 
time  and  production  costs. 

Frederick  Ford,  new  chairman  of  the 
FCC,  spoke  briefly  at  the  end  of  the 
three-hour  session.  He  said  it  was  the 
first  such  meeting  he  had  ever  attended 
and  that  he  was  “much  impressed.”  Re- 
calling that  he  participated  as  commis- 
sion counsel  in  the  FCC  hearings  on  the 
merger  of  a hard-pressed  ABC  with 
United  Paramount  Theatres  in  the  early 
1950’s,  he  decided  both  he  and  the  net- 
work had  “made  some  progress”  since 
then. 


public  its  plans  was  attributed  by  its 
own  officials  to  realistic  competitive 
caution:  A desire  to  (1)  wait  and  see 
what  the  other  networks  have  scheduled 
before  committing  its  own  plans,  and 
(2)  minimize  the  opposition’s  chance  to 
employ  this  same  counter-programming 
technique  against  CBS-TV. 

For  similar  reasons  few  people  ex- 
pected the  schedules  revealed  by  ABC- 
TV  and  NBC-TV  to  their  affiliates  to 
remain  pat.  Indeed,  ABC-TV  made  one 
change  last  week,  substituting  an  an- 
thology for  the  originally  schedule  D 
Solitaire  in  the  Friday-night  lineup. 
Further  changes  seemed  sure.  But  mean- 
while the  night-in  and  night-out  agenda 
stood  last  week  as  depicted  on  page  29. 

at  ABC-TV 

Industrialist  Henry  Kaiser,  intro- 
duced by  his  son  Edgar,  urged  affiliates 
to  get  behind  the  new  Kaiser-sponsored 
Hong  Kong  series.  He  called  for  them 
to  support  it  as  solidly  as  they  had 
backed  Maverick  when  that  show  first 
came  up  against  what  was  then  the 
virtually  unchallenged  combination  of 
Jack  Benny  and  Ed  Sullivan  (CBS-TV) 
and  Steve  Allen  (NBC-TV).  In  putting 
Hong  Kong  against  Wagon  Train  in  the 
7 : 30  Wednesday  period,  he  said,  “we’re 
tackling  an  even  tougher  objective.” 
But  he  showed  no  doubt  that  an  all-out 
effort  by  the  producers  20th  Century- 
Fox  Television;  the  network,  the  affili- 
ates, the  sponsor  and  the  agency,  Young 
& Rubicam,  would  make  the  venture 


Happy  prospects  ■ ABC-TV  affiliates 
were  given  exuberant  descriptions  of 
the  network’s  fall  program  plans  by 
Leonard  Goldenson  (1),  president  of 
American  Broadcasting  - Paramount 
Theatres,  and  Oliver  Treyz,  president 
of  ABC-TV.  Here  they  beam  in  con- 
templation of  the  new  schedule. 


as  successful  as  Maverick  has  been. 

‘Into  the  Brush.’  ■ If  anyone,  includ- 
ing FCC  Chairman  Ford,  had  any 
doubt  about  where  Mr.  Kaiser  stood  on 
the  question  of  advertiser  involvement 
in  programming,  the  industrialist  set 
them  straight: 

“Were  Edgar  and  I and  our  asso- 
ciates concerned  with  getting  into  the 
brush  of  details?  You  bet  we  were!  We 
believe  that  anything  worthy  of  our 
going  into  with  others  deserves  our 
organization  contributing  our  own  best, 
unstinted  efforts.  We  see  participation 
in  a major  national  television  project  as 
demanding  complete  teamwork  by  all 
concerned.  We  need  to  feel  that  the 
Kaiser  organizations  absolutely  believed 
in  and  would  do  our  part,  shoulder  to 
shoulder,  with  ABC-TV  and  20th  Cen- 
tury-Fox Television  and  you  of  the 
stations.  . . . 

“.  . . Never  has  there  been  as  poten- 
tially powerful  a medium  of  reaching 
people’s  minds  as  television.  Yet  tele- 
vision’s power  is  undermined  by  shoddy 
programs  and  by  sloppy,  ineffectual 
commercials.  Television  earns  its  way 
only  as  it  does  a top  job  for  the  people 
and  also  for  the  advertiser.  Together, 
we  must  always  do  a better  job  right 
down  the  line.  . . .” 

Mr.  Skouras,  head  of  20th  Century- 
Fox,  and  Mr.  Levathes,  president  of 
the  television  subsidiary,  also  appeared 
briefly  in  support  of  the  Hong  Kong 
project,  which  President  Treyz  de- 
scribed as  “the  most  expensive  weekly 
one-hour  series  in  the  history  of  ABC 
and,  I believe,  in  the  history  of  the  tele- 
vision medium.”  Others  estimated  un- 
officially that  the  weekly  cost  would 
come  to  about  $135,000  for  production 
alone. 

Why  Gunn  Traveled  ■ George  Grib- 
bin,  president  of  Young  & Rubicam, 
Kaiser  agency  on  the  program,  and 
Walter  Craig,  head  of  Norman,  Craig 
& Kummel,  the  other  Kaiser  agency, 
also  were  introduced  to  the  affiliate  dele- 
gation. 

Ed  Gailthorpe,  vice  president  of  Bris- 
tol-Myers, said  his  company’s  decision 
to  move  Peter  Gunn  to  ABC  was  based 
on  ABC’s  “meteoric  growth.”  He  was 
sorry,  he  said,  “that  we  didn’t  have 
the  foresight  to  move  sooner.”  He  urged 
affiliates  to  (1)  clear  for  it  and  (2)  pro- 
mote it. 

Geoffrey  Baker,  vice  president  of 
Ralston  Purina,  sketched  his  company’s 
philosophy  that  there’s  more  to  tele- 
vision than  high  ratings.  Ralston 
Purina,  now  sponsoring  High  Road, 
which  is  not  slated  to  return  next  fall, 
will  sponsor  Expedition  in  the  1960-61 
season.  This  is  one  of  ABC-TV’s  two 
half-hour  entries  in  the  all-network 
public-service  plan  worked  out  at  the 
suggestion  of  former  FCC  Chairman 
John  C.  Doerfer.  It  is  being  scheduled 
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How  next  fall’s  tv  network  schedule  looks  now 


7-7:30 

7:30-8 

8-8:30 

8:30-9 

| 9-9:30 

9:30-10 

| 10-10:30 

10:30-11 

ABC 

DISNEY 
(starts  6:30) 

MAVERICK 

LAWMAN 

REBEL 

ISLANDERS 

CHURCHILL 

CBS 

LASSIE 

DENNIS 
THE  MENACE 

ED  SULLIVAN 

GE  THEATRE 

JACK  BENNY 

WHAT'S 
MY  LINE 

SUNDAY 

NBC 

PROJECT  X 

NO  PLACE 
LIKE  HOME 

ONE  HAPPY 
FAMILY 

DINAH 

SHORE 

LORETTA 

YOUNG 

BARBARA 

STANWYCK 

ABC 

CHEYENNE 

SURFSIDESIX 

ADVENTURES  IN  PARADISE 

1 

PETER  GUNN 

CBS 

BRINGING 
UP  BUDDY 

DANNY 

THOMAS 

ANDY 

GRIFFITH 

HENNESEY 

FACE 

THE  NATION 

MONDAY 

NBC 

RIVERB0AT 

WELLS 

FARG0- 

TALL  MAN 

HOLLYWOOD 

ANGEL 

SPECIALS 

ABC 

EXPEDITION 

BUGS  BUNNY 

RIFLEMAN 

WYATT  EARP 

STAGECOACH  WEST 

ONE  STEP 
BEYOND 

STATION 

TIME 

CBS 

FATHER 
KNOWS  BEST 

TOM  EWELL 

SKELTON 

GARRY 

MOORE 

TUESDAY 

NBC 

LARAMIE 

HITCHCOCK 

1 DANTE 

WESTERNER 

THRILLER 

ABC 

HONG 

KONG 

0ZZIE  & 
HARRIET 

HAWAIIAN  EYE 

NAKED  CITY 

CBS 

601  PARK  AVE. 

U.S.  STEEL/ARMSTRONG 

WEDNESDAY 

NBC 

WAGON  TRAIN 

PRICE  IS 
RIGHT 

PERRY 

COMO 

PETER  & 
MARY 

TAB  HUNTER 

ABC 

GUESTWARD 

HO 

DONNA  REED 

McCOYS 

DOWN  HOME 

UNTOUCHABLES 

YANK 

CBS 

ALLYS0N 

THURSDAY 

NBC 

OUTLAWS 

MASTERS0N 

BACH. 

FATHER 

TENN.  FORD 

GR0UCH0 

THIS  IS 
YOUR  LIFE 

ABC 

CLARK 

HARRIGAN 

FLINT 
| STONES 

77  SUNSET  STRIP 

DETECTIVES 

ANTHOLOGY 

SERIES 

CBS 

RAWHIDE 

PUB.  SVC. 

FRIDAY 

NBC 

RAVEN 

1 HEADQ'TRS 

AT&T  MUSICALS 

MICHAEL 

SHAYNE 

ABC 

ROARING  20's 

BEAVER 

LAWRENCE  WELK 

GILLETTE  FIGHTS 

CBS 

PERRY 

MASON 

WANTED 

HAVE  GUN 

GUNSM0KE 

STATION 

TIME 

SATURDAY 

NBC 

BONANZA 

KLONDIKE 

DEPUTY  | 

WORLD 

WIDE  60 

STATION 

TIME 

Tuesdays  at  7-7:30,  station  time.  But 
ABC-TV  said  that  in  return  it  would 
leave  10:30-11  on  those  nights  open 
for  affiliates  to  program  locally. 

Costs  Cut  ■ Mr.  Baker  said  ABC- 
TV’s  President  Treyz  had  cut  the  spon- 
sorship cost  of  Expedition  “to  the 
bone.”  Ralston  Purina,  he  said,  is  will- 
ing to  pass  up  high-priced,  high-rating 
shows  so  long  as  it  can  get  modestly 
priced  programs  which  do  a job  com- 
mercially. He  credited  television  as  an 
important  factor  in  the  company’s  own 
growth. 

Mr.  Baker  also  said  that  Ralston 
Purina  hoped  to  furnish  material — not 
as  a sponsor  and  not  for  credit — which 
would  enable  affiliates  to  present  local 
public-service  programs  tied  in  with 
the  Expedition  theme. 


ABC-TV’s  second  public-service  entry 
in  the  three-network  pact  is  a 26-week 
documentary  series  based  on  Sir  Win- 
ston Churchill’s  memoirs,  which  is  set 
for  Sundays  at  10:30-11.  But  officials 
indicated  there  will  be  an  increasing 
number  of  public -affairs  specials.  Mr. 
Goldenson  said  the  public-affairs  budg- 
et was  being  expanded  “three  or  four 
times”  and  might  be  increased  further. 

After  an  opening  by  five  cheerlead- 
ers, a story  of  ABC-TV  growth  was 
spelled  out  in  a slide-film  presentation 
by  Julius  Barnathan,  vice  president  for 
affiliated  stations,  and  Bert  Briber,  di- 
rector of  sales  development.  They  said 
ABC-TV’s  share  of  audience  is  No.  1 
in  the  so-called  Nielsen  multi-network 
area,  24  markets  where  all  three  net- 
works compete:  ABC-TV’s  share  was 


placed  at  35.1%,  as  against  CBS-TV’s 
33.8  and  NBC’s  31.1.  But  because  ABC 
lacks  “equal  station  facilities”  in  a num- 
ber of  markets,  they  continued,  it  is 
second  in  national  share:  33.5%  as 
against  35.9  for  CBS-TV  and  30.6  for 
NBC-TV.  Some  of  the  missing  markets: 
Louisville,  Grand  Rapids,  Providence, 
Birmingham,  Jacksonville,  Rochester, 
and  Syracuse. 

Resolutions  ■ In  half-hour  program 
ratings,  the  affiliates  were  told,  their 
network  has  done  “very  well,”  with  20 
of  the  top  50,  compared  to  21  for  CBS- 
TV  and  9 for  NBC-TV.  Moreover,  it 
was  reported,  of  the  61  three-station 
markets  ABC-TV  affiliates  are  first  in 
27,  CBS-TV  first  in  25  and  NBC-TV 
first  in  9. 

NBC-TV  PLANS:  NEXT  PAGE 
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NBC-TV  FALL  NIGHTTIME  PLANS 

Affiliates  hear  that  network  will  spend 
$120  million  to  put  its  shows  together 


NBC-TV  let  its  affiliates  in  on  their 
fall  nighttime  program  schedule  last 
week  (April  3),  along  with  the  news 
that  the  network  would  spend  $120 
million  to  put  it  together.  The  already- 
set  inventory  includes  23  new  series, 
even  though  fewer  than  that  number 
will  find  a slot  in  the  fall. 

The  meeting,  which  NBC-TV  staged 
in  the  Palmer  House  at  the  same  time 
ABC-TV  was  conducting  its  version  in 
the  Hilton  (preceding  story),  was  notable 
for  its  contrast  to  that  other  meeting. 
Whereas  ABC-TV  relied  heavily  on  out- 
side talent  to  help  stir  affiliate  enthusi- 
asm, NBC-TV  kept  it  in  the  family. 

Aside  from  general  remarks  by  Chair- 
man Robert  Sarnoff  and  President  Rob- 
ert Kintner,  the  show  was  in  the  hands 
of  Don  Durgin,  network  sales  vice 
president  who  briefed  affiliates  on  the 
fall  schedule,  and  Sydney  H.  Eiges,  pub- 
lic information  vice  president,  who  de- 
scribed extensive  promotion  plans  be- 
hind the  schedule. 

The  increasing  rivalry  between  NBC- 
TV  and  ABC-TV  was  obvious  in  a num- 
ber of  remarks  sprinkled  throughout 
the  various  presentations.  In  several 
asides  Mr.  Durgin  referred  to  trade  ads 
run  by  ABC-TV  citing  rating  triumphs 
over  NBC-TV,  and  took  pains  to  (1) 
point  out  that  the  particular  ratings  were 
for  limited  hours  in  a limited  number 


of  markets,  and  (2)  that  subsequent, 
full  national  ratings  showed  NBC-TV 
ahead  of  ABC-TV.  He  also  showed  some 
rating  tabulations  that  found  westerns 
on  NBC-TV  and  CBS-TV  faring  better 
than  westerns  on  ABC-TV,  “the  net- 
work with  the  most  westerns.” 

Scatter  Eggs  ■ Mr.  Sarnoff,  in  a ref- 
erence to  ABC-TV  so  clear  that  it  didn’t 
need  identification,  said  that  “we  will 
not  put  all  our  eggs  into  one  basket 
that  stands  for  a single  narrow  segment 
of  programming  — especially  when  it 
happens  to  be  the  kind  that  is  under 
the  heaviest  attack.  It  means,  among 
other  things,  that  we  will  never  take  an 
ad  depicting  NBC  as  a rabbit.”  And  in 
an  appeal  to  those  dual  affiliates  which 
can  choose  between  ABC-TV  and  NBC- 
TV  programs,  he  remarked  that  “if  you 
walk  away  from  World  Wide  60  [now 
sustaining,  Sat.  9:30-10:30]  to  take  the 
fights  [sold,  Sat.  10-11],  you  will  not 
only  be  undermining  our  public  affairs 
efforts  in  your  behalf,  you  will  be  feed- 
ing the  rabbit.” 

Mr.  Sarnoff  also  had  a competitive 
thrust  for  CBS-TV.  While  describing 
NBC-TV  as  the  network  with  full  cov- 
erage from  7 a.m.  to  1 a.m.,  the  color 
network  and  the  No.  1 network  in  sports 
and  news  coverage,  he  also  said  it  was 
the  network  that  “met  the  challenge  of 


recent  events  not  by  pressing  the  panic 
button  but  by  taking  sane,  considered 
and  substantial  measures  of  self  regu- 
lation and  forward  looking  program- 
ming.” 

Mr.  Durgin’s  presentation  stressed 
NBC-TV’s  advance  in  daytime  billing, 
which  he  said  jumped  over  $16  million 
during  1 959  while  ABC-TV  was  gaining 
$7  million  and  CBS-TV  was  gaining 
$6.8  million.  This  jump  put  NBC-TV’s 
daytime  billings  at  $81,532,000,  sec- 
ond to  CBS-TV’s  $92,566,000  and 
ahead  of  ABC-TV’s  $29,005,000.  (In 
over-all  1959  billings  NBC-TV  stood  at 
$235,291,000  against  CBS-TV’s  $266,- 
355,000  and  ABC-TV’s  $125,665,000.) 

Mr.  Durgin  also  described  a new 
NBC-TV  campaign  to  combat  printed 
media  attacks  on  television.  He  pointed 
out  that  in  January  this  year  the  New 
York  Times  and  Herald-Tribune  car- 
ried 70  full  page  print  media  ads  crit- 
icizing tv  as  a media  buy. 

Promotion  Push  ■ Mr.  Eiges  paraded 
a number  of  new  promotional  tech- 
niques before  the  affiliates.  They  in- 
cluded “Station  to  Station  Call”  (closed 
circuits  outlining  promotion  plans  and 
featuring  at  least  three  affiliate  promo- 
tion men  at  each  session,  the  first  April 
21),  “Instant  Promos”  (late-minute 
promotion  spots  closed  circuited  to  af- 
filiates for  taping  and  presentation  in 
the  programming  that  same  night)  and 
“All-Night  Billboarding”  (an  as  yet  un- 
disclosed technique  by  which  the  net- 
work will  billboard  upcoming  shows 
without  taking  away  from  either  net- 
work or  station  time). 


BROADCAST  ADVERTISING 

THE  AUTOMAKERS’  HEAVY  TV  TAB 

It  was  $48  million  in  ’59  with  spot  getting  bigger  chunk 


Automobile  manufacturers  spent  a 
record  high  of  almost  $48  million  in 
television  in  1959  but  changed  their 
buying  pattern  last  year.  Expenditures 
in  spot  tv  nearly  tripled  from  slightly 
more  than  $4.1  million  in  1958  to  $12.1 
million  last  year,  while  network  invest- 


ment dipped  from  almost  $42  million 
in  1958  to  $37.5  million  in  1959. 

These  are  the  salient  features  of  a 
report  on  the  auto  industry  being  issued 
today  (April  11)  by  the  Television  Bu- 
reau of  Advertising.  TvB  listed  gross 
time  expenditures  for  network  and  na- 


tional and  regional  spot  tv  at  $48,966,- 
026,  an  increase  of  6%  over  the  $46,- 
119,575  in  1958. 

The  surge  in  spot  tv  can  be  attributed 
to  a keener  awareness  by  auto  adver- 
tisers of  the  flexibility  of  the  medium, 
according  to  TvB,  and  to  the  use  of 


Manufacturer  & dealer  gross  time  billings  in  tv 


Spot 

Network 

TOTAL 

Spot 

Network 

TOTAL 

American  Motors 

$1,826,430 

$1,826,430 

Renault,  Inc. 

634,030 

1,431,689 

2,065,719 

Chrysler  Corp. 

2,001,420 

9,137,813 

11,139,233 

Studebaker  Packard 

85,050 

568,524 

653,574 

Ford  Motor  Co. 

4,163,560 

11,860,128 

16,023,688 

Willys  Motors 

846,473 

846,473 

General  Motors  Corp. 

2,953,590 

14,284,558 

17,252,667 

All  figures  for  1959. 

Passenger 

cars  by  brand:  how  they  spent  for  tv 

Brand 

Spot 

Network 

TOTAL* 

Brand 

Spot 

Network 

TOTAL* 

1.  Ford 

$3,718,610 

$6,971,973 

$10,690,583 

7.  Buick 

158,070 

2,290,425 

2,448,495 

2.  Chevrolet 

1,668,340 

6,999,165 

8,667,505 

8.  Dauphine 

634,030 

1,391,643 

2,025,673 

3.  Dodge 

308,210 

3,982,647 

4,290,857 

9.  Rambler 

1,823,630 

1,823,630 

4.  Plymouth 

583,860 

3,271,125 

3,854,985 

10.  Pontiac 

661,660 

854,670 

1,516,330 

5.  Oldsmobile 

399,110 

2,985,241 

3,384,351 

■ 

6.  Mercury 

236,550 

2,728,540 

2,965,090 

* Manufacturer  and  Dealer  gross  time  billings 
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THE  REAL  McCOYS 


DINAH  SHORE 


DONNA  REED  SHOW 


AMERICAN  BANDSTAND 


ARTHUR  MURRAY 


THIS  IS  YOUR  LIFE 


THE  LONE  RANGER 


GAIL  STORM 


Advertisers  who  know  the  value  of  a big  "viewers  per 
home”  figure  can  make  book  on  this  — nowhere  in  the 
Carolinas  will  you  find  family  fare  to  equal  that  of 
Charlotte’s  WSOC-TV.  The  pick  of  NBC  and  ABC,  plus 
high-rated  syndicates  and  top  film  libraries,  is  rapidly 
changing  the  viewing  habits  of  America’s  25th  largest 
tv  market.  Buy  WSOC-TV,  the  big  area  station. 


WSfC-TV 


CHARLOTTE  9— NBC  and  ABC.  Represented  by  H-R 


WSOC  and  WSOC-TV  are  associated  with  WSB  and  WSB-TV,  Atlanta;  WHIO  and  WHIO-TV,  Dayton 
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FROM 
ANY 
ANGLE! 

Any  way  you  look  at  it,  KNXT  is  first  in  Los  Angeles.  Sixty  consecutive  Nielsens  prove  it. 
What’s  more,  the  latest  report  shows  KNXT’s  audience  popularity  at  an  all-season  high! 

Channel  2’s  share  of  total-day  audience  is  33%  ahead  of  the  second  station,  40%  ahead 
of  the  third.  And  17  of  the  top  30  nighttime,  7 of  the  top  10  daytime  shows  are  on  KNXT. 

Commercial  effectiveness?  Again,  KNXT  is  far  ahead.  When  600  Southern  Californians 
were  asked  their  choice  of  the  station  “most  likely”  to  carry  the  commercials  of  a company 
known  for  honesty  and  reliability,  51%  chose  KNXT. . . more  than  double  the  number  voting 
for  the  runner-up,  and  more  than  twice  those  voting  for  the  other  five  stations  combined. 

From  any  angle— audience  size,  program  popularity  or  commercial  responsiveness— 
your  best  buy  in  seven-station  Los  Angeles  remains  . . . CBS  Owned 

Channel  2 • Represented  by  CBS  Television  Spot  Sales 


Make  of  Car 

Choices  for  spot 

Network 

or  network  by  auto  brands 

Spot  Make  of  Car 

Network 

Spot 

Alfa-Romeo 

— 

X 

Jaguar 

Ambassador 

— 

x 

Lanzia 



X 

Austin 

— 

X 

Lark 

X 

X 

Borgward 

— 

x 

Lincoln 

x 

X 

Buick 

x 

x 

Lloyd 



Cadillac 

— 

x 

MG 



X 

Caravel 

X 

— 

Mercedes-Benz 



X 

Chevrolet 

x 

X 

Mercury 

X 

Chrysler 

X 

X 

Morris  Minor 



X 

Citroen 



X 

Oldsmobile 

X 

X 

Continental 

X 

— 

Packard 



X 

Corvair 

X 

— 

Peugeot 



X 

DKW 

' — 

X 

Plymouth 

X 

X 

Dart 

X 

X 

Pontiac 

x 

X 

Datsun 

— 

x 

Rambler 



X 

Dauphine 

X 

X 

Simca 

x 

X 

DeSoto 

x 

X 

Studebaker 



X 

Dodge 

x 

X 

TR  3 



X 

Edsel 

x 

x 

Toyopet 



X 

Falcon 

x 

X 

Triumph 

— 

X 

Fiat 

— 

x 

Valiant 

x 

x 

Ford 

x 

X 

Vauxhall 

, - 

X 

Ford  (English) 

— 

x 

Vespa 



X 

Hillman 

— 

x 

Volkswagen 

X 

X 

Hudson 

- — 

X 

Volvo 

— 

X 

Imperial 

X 

X 

Willys 

X 

X 

spot  particularly  by  compact  car  manu- 
facturers. Foreign  car  companies  were 
spirited  spot  tv  advertisers,  TvB’s  com- 
pilation shows. 

General  Motors  Corp.  topped  the 
list  of  auto  spenders  in  tv  in  1959  with 
more  than  $17.2  million,  followed  by 
Ford  Motor  Co.  ($16  million)  and 
Chrysler  Corp.  ($11.1  million).  (Spot 
figures  were  based  on  TVB-Rorabaugh 
and  network  figures  on  leading  nation- 
al advertisers-broadcast  advertisers  re- 
ports). 

Jump  in  tv  billing 
led  by  Prudential 

Led  by  Prudential  Insurance  Co.’s 
$3,776,169  in  network  tv,  the  nations 
insurance  companies  last  year  billed 
$14,040,755  in  network  and  spot  tele- 
vision, a 44  percent  increase  over 
1958’s  total  of  $9,717,696,  according 
to  figures  released  last  week  by  Tele- 
vision Bureau  of  Advertising,  New 
York.  Prudential  was  also  the  leader  in 
policy  sales  in  1959,  it  was  pointed  out. 

TvB  set  network  tv  gross  time  bill- 
ings in  1959  for  insurance  companies 
totalled  $10,270,755.  (Source:  LNA- 
BAR);  spot  tv  gross  time  billings  were 
$3,770,000  (source:  TvB-Rorabaugh). 

Top  tv  spenders  were: 


Prudential  Life 

Spot 

Network 

TOTAL 

Insurance  Co. 
Allstate  In- 

— 

$3,776,169 

$3,776,169 

surance  Co. 
Mutual  Benefit 
Health  & Acci 

1,964,691 

1,964,691 

dent  Assoc. 
Equitable  Life 
Assurance  Soc. 

22,160 

1,622,120 

1,644,280 

of  the  US 
State  Farm 
Mutual  Auto- 
mobile Ins. 

93,440 

1,349,817 

1,443,257 

Co. 

James  S. 

122,400 

562,429 

684,829 

Kemper  & Co. 
National  Assoc, 
of  Insurance 

676,331 

676,331 

Agents 

582,920 

■ 

582,920 

Schwerin  surveys  ads 

A survey  of  commercials  tested  by 
the  Schwerin  Research  Corp.,  New 
York,  during  1958  and  1959  reveals 
that  as  a group,  all-cartoon  commercials 
are  “the  least  effective  kind.”  The  rea- 
son: the  totally  animated  commercial, 
SRC  says,  is  “too  entertaining  . . . the 
viewer  is  beguiled  by  the  enjoyment 
without  being  sold.” 

SRC’s  survey  shows  that  48%  of 
totally  animated  commercials  are  in- 
effective, as  compared  with  34%  of  the 
live  action  and  27%  of  the  live-cartoon 
commercials.  Schwerin  notes  that  ani- 
mation, in  conjunction  with  live  action, 
has  “much  to  recommend  it”  flexibility 
that  permits  the  advertisers  to  “charm 
the  viewer  before  selling  him  and  to 
blend  exaggerated  hyperbole  or  humor 
with  naturalistic  demonstration.” 


PEPSI  TO  BBDO 

Agency  gets  account 
worth  $10-12  million 

It’s  been  a lush  spring  for  BBDO.  Last 
week,  the  agency  received  its  second 
new  major  client:  Pepsi-Cola  Co.,  New 
York,  an  account  worth  an  estimated 
$10-12  million.  Only  a few  weeks  be- 
fore, BBDO  rang  up  the  Dodge  ac- 
count, which  comes  to  about  $17 
million  in  yearly  billing. 

In  about  one  month  BBDO  has  been 
tapped  to  handle  some  $27-29  million  in 
estimated  billings  (in  accepting  Dodge 
effective  in  August,  BBDO  gives  up 
$8-10  million  in  DeSoto-Valiant  busi- 
ness). BBDO,  meantime,  is  getting  addi- 
tional dealer  association  via  the  Dodge 
shift.  Pepsi  also  stands  for  bottler  ad- 
vertising which  is  apart  from  the  basic 
corporate  structure  BBDO  handles. 

Pepsi  has  used  both  radio  and  tv,  but 
in  the  past  few  years  has  wielded  its 
heaviest  broadcast  punch  in  network 
radio  using  all  four  networks  in  a satu- 
ration cover  starting  in  late  winter  and 
concluding  in  the  summer. 

From  the  start  of  Pepsi’s  search  be- 
gun March  3,  it  was  known  BBDO  was 
in  the  running  and  that  the  account  if 
shifted  from  Kenyon  & Eckhardt  where 
it  had  been  since  1956  would  go  to 
one  of  the  agency  giants. 

Tough  Exam  ■ Just  before  Pepsi’s 
announcement  April  6,  word  leaked 
that  K&E  had  lost  the  account,  and 
that  BBDO,  Doyle  Dane  Berbach,  Ted 
Bates,  Norman,  Craig  & Kummel, 
Compton  and  Leo  Burnett  were  being 
considered.  Pepsi’s  president,  Herbert 
L.  Barnet  last  week  called  the  appraisal 
“the  most  intensive  and  exhaustive  ex- 
amination of  those  agencies  equipped  to 
fill  the  company’s  requirements.” 

Mr.  Barnet  said  Pepsi’s  sales  in  the 


past  decade  increased  182%,  or  a rate 
of  growth  five  times  that  of  the  rest  of 
the  soft-drink  industry.  The  company’s 
“ambitious  plans  for  growth  in  the  dec- 
ade ahead  necessitated  an  examination 
of  all  possible  advertising  and  marketing 
facilities  available  to  it,”  Mr.  Barnet 
said,  and  “the  selection  of  BBDO  was 
the  result.  . . .”  The  Pepsi  echelon  con- 
sidering agency  presentations  also  in- 
cluded William  Durkee,  vice  president 
for  marketing;  John  Soughan,  vice  presi- 
dent of  marketing  services,  and  Philip 
Hinerfield,  advertising  vice  president. 

Chrysler  clips  Welk 
to  half-time  in  Fall 

Dodge  division  of  Chrysler  Corp.  is 
cutting  in  half  its  next  season’s  spon- 
sorship of  Lawrence  Welk  Show  on 
ABC-TV.  The  reduction  amounts  to 
an  alternate  hour  of  the  program  which 
is  in  the  Saturday,  9-10  p.m.  period  (re- 
portedly Welk  will  stay  in  that  time.) 

The  decision  followed  an  announce- 
ment last  month  (Broadcasting,  March 
21)  that  Dodge  would  switch  from 
Grant  Adv.  to  BBDO.  Involved  in  the 
change  is  an  estimated  $17  million  in 
yearly  billing,  about  half  of  which  in 
the  past  had  been  earmarked  for  the 
Welk  effort.  It  was  made  known  last 
week  that  BBDO,  though  it  doesn’t 
take  over  officially  until  August,  had 
been  consulted  in  the  decision  on  Welk. 
Also  reported:  ABC-TV  is  offering  the 
alternate  hour  to  a single  sponsor  or 
two  advertisers. 

It’s  understood  that  Dodge’s  decision 
partly  rested  on  this  consideration:  By 
advertising  a full  hour  every  other 
week  the  automaker  will  continue  to 
benefit  from  identification  with  the  pro- 
gram while  releasing  additional  money 
for  more  “flexible”  advertising. 
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IN  INLAND  CALIFORNIA  (and  western  Nevada) 


Kern  County  Administrative  and  Courts  Building 


Beeline  station  radio  broadcast  markets  are  fertile 
with  sales  potential.  For  example,  in  Bakersfield  — 
home  city  of  KERN  — retail  sales  are  even  greater 
than  in  Erie,  Pa.  (with  almost  3 times  more  popula- 
tion) and  San  Bernadino,  Calif,  (almost  twice  as 
big!).* 

Kern  County,  with  Bakersfield  its  county  seat,  pro- 
duces a quarter  of  all  the  State’s  oil  . . . is  the  third 
largest  agricultural  county  in  U.  S.  . . . is  important 
in  mining,  food-processing,  metal  fabrication  and  as 
a distribution  center. 

The  most  effective  way  to  beam  your  radio  mes- 
sage into  the  thriving  Bakersfield  market  is  on  KERN, 
the  Beeline  station  in  Bakersfield. 

As  a group,  Beeline  stations  give  you  more  radio 
homes  than  any  combination  of  competitive  stations 
...  at  by  far  the  lowest  cost  per  thousand. 

(Nielsen  & SR&D) 

*Sales  Management’s  1959  Survey  of  Buying  Power 
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SACRAMENTO,  CALIFORNIA 

PAUL  H.  RAYMER  CO., 
NATIONAL  REPRESENTATIVE 
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The  best  way  to  reach  the  rich  heart  of  the  Central  South? 
Through  its  main  TV  artery:  WLAC-TV,  covering  a 91-county,  4-state  area 
that’s  pulsing  with  vast  sales  potential! 

This  virtually  unduplicated  network  coverage  (proved  by  NCS  #3) 
and  unparalleled  local  programming  maintain  WLAC-TV’s  acknowledged 
position  of  leadership.  of  course. 


the  “way”  station 


nashville 


to  the  central  south 

Ask  any  Katz  man — he’ll  show  you  the  way! 


Robert  M.  Reuschle,  General  Sales  Manager 


T.  B.  Baker,  Jr.,  Executive  Vice-President  and  General  Manager 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television 

network  shows  for  each 

day  of  the  week  March  31-April  6 as  rated  by  the  multi-city 

Arbitron 

' 

Instant  ratings  of  America  Research  Bureau. 

Date 

Program  and  Time 

Network 

Rating 

Thur.,  March  31 

Untouchables  (9:30  p.m.) 

ABC-TV 

29.1 

Fri.,  April  1 

Twilight  Zone  (10  p.m.) 

CBS-TV 

23.4 

Sat.,  April  2 

Gunsmoke  (10  p.m.) 

CBS-TV 

28.8 

Sun.,  April  3 

Playhouse  90  (8  p.m.) 

CBS-TV 

24.1 

Mon.,  April  4 

Oscar  Night  (10  p.m.) 

NBC-TV 

51.0 

Tue.,  April  5 

Red  Skelton  (9:30  p.m.) 

CBS-TV 

24.3 

Wed.,  April  6 

Wagon  Train  (7:30  p.m.) 

NBC-TV 

30.8 

Copyright  1960  American  Research  Bureau 

■ Business  briefly 

Time  sales 

'Play'  extended  ■ Standard  Oil  Co. 
(New  Jersey),  N.Y.,  which  signed  for 
13-week  sponsorship  of  The  Play  of  the 
Week  drama  series  on  WNTA-TV  New 
York  seven  days  a week  and  on  WTOP- 
TV  Washington  once  weekly,  ending 
May  8,  last  week  extended  the  pact 
until  June  13  when  the  program  goes 
off  the  air  for  the  summer.  Agency: 
Ogilvy,  Benson  & Mather,  N.Y. 

Wedding  date  ■ Yardley  of  London 
Inc.  (cosmetics  and  toiletries),  via  N.W. 
Ayer  & Son,  will  sponsor  ABC-TV’s 
Princess  Margaret’s  Wedding  special 
coverage  on  May  6 (Fri.  5-5:30  p.m. 
EDT).  Program  will  pre-empt  the  last 
30  minutes  of  American  Bandstand  on 
that  date.  ABC  News,  in  cooperation 
with  the  BBC,  plans  to  video-tape  the 
entire  event. 

Spring  polish  ■ The  Simoniz  Co.,  Chi- 
cago, signed  with  ABC-TV  for  20  quar- 
ter-hour participations  in  daytime  pro- 
gramming covering  eight  weeks,  plus 
participation  in  two  half-hours  of  the 
alternating  Sugarfoot/ Bronco  series 
(Tue.,  7:30-8:30  p.m.).  Agency:  Young 
& Rubicam,  Chicago. 


All  over  town  ■ United  Artists  Corp., 
New  York,  purchased  1,500  radio-tv 
spot  announcements  on  14  metropolitan 
New  York  stations  to  herald  the  arrival 
last  week  of  the  Hecht-Hill-Lancaster 
production,  “The  Unforgiven”  at 
Loew’s  Capitol  theatre.  Around-the- 
clock  air  campaign  uses  spots  ranging 
in  length  from  10  seconds  to  one-min- 
ute. On-air  exploitation  will  be  extend- 
ed to  an  undetermined  number  of  other 
markets.  Agency  in  New  York  drive: 
Monroe-Greenthal  & Co.,  business 
placed  direct  in  other  cities. 

New  and  old  ■ Scott  Paper  Co.,  Ches- 
ter, Pa.,  has  signed  to  sponsor  a new 
situation  comedy  series,  Bringing  Up 
Buddy  over  CBS-TV  (Mon.,  8:30-9 


p.m.)  and  renewing  Father  Knows  Best 
over  CBS-TV  in  a new  time  period 
(Tues.,  8-8:30  p.m.),  both  starting  next 
September.  Agency:  J.  Walter  Thomp- 
son Co.,  N.Y. 

Mexican  business  ■ Kenyon  & 
Eckhardt  de  Mexico  has  been  appointed 
to  handle  advertising  for  Kraft  Foods 
and  Cerveceria  Cuauhtemoc  (Carta 
Blanca  premium  beer).  K&E  already 
handled  the  brewery’s  popular  price 
brand  Don  Quijote  Colosal  Beer. 

Unchained  ■ McCulloch  Corp.  (chain 
saws),  Los  Angeles,  starting  saturation 
radio-tv  campaign  to  run  through  mid- 
May  in  the  Pacific  Northwest.  Spon- 
sored shows  include  Saturday  Sports 
Special  on  CBS  Radio  and  Hank  Wea- 


Three  measures  of  national  advertising  media 


In  its  national  audience,  in  atten- 
tion (time  spent  with  tv)  and  in  the 
investment  of  national  advertisers, 
tv  has  scored  impressive  gains  com- 
pared to  other  national  media  such 
as  magazines  and  newspapers.  So  re- 
ports CBS-TV  to  its  affiliates. 

In  a letter  to  station  managers, 
Carl  Ward,  CBS-TV  vice  president, 


notes  the  material  (explanations 
and  charts)  is  of  use  for  either 
reference  or  in  sales  promotion. 
Much  of  the  data  deals  with  CBS 
program  standings  and  ratings.  The 
charts  below,  however,  underline  the 
strength  of  tv  compared  to  other  na- 
tional media.  The  three  measures 
are:  audience,  50%  gain  for  tv  since 


1954;  time  spent,  people  over  12 
years  of  age  spend  twice  as  much 
time  with  tv  as  with  newspapers  and 
magazines  combined;  sponsor  invest- 
ment, advertisers  have  doubled  dol- 
lar quantity  in  network  and  national 
spot  in  past  five  years,  spending  44% 
more  of  budgets  in  tv  than  in  maga- 
zines, 51%  more  than  in  newspapers. 


Circulation  trends,  1954-59 


Hours  of  attention  per  day 


Spent  by  national  advertisers 


Fourth  quarter,  1959  Tv 
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Crosley  Broadcasting  Corporation, 
a division  of  Aveo 


"As  long  as  there  is  a voice,  there  is 
hope  . . Since  World  War  II,  the 
Voice  of  America  has  been  the  voice 
of  freedom  and  truth  and  hope  for 
peoples  of  the  world. 

And  for  these  past  18  years,  the 
Crosley  Broadcasting  Corporation 
is  proud  to  have  played  a part  in 
this  Voice  of  America.  Since  1942 
Crosley  has  operated  6 transmitters 
near  Bethany,  Ohio,  as  a link  in 
the  Voice  of  America,  International 
Broadcasting  Service  of  the  United 
States  Information  Agency — helping 
to  beam  broadcasts  in  37  languages 
to  countries  of  the  globe. 


RICA 


This  is  one  of  the  many  public 
services  of  the  Crosley  Broadcasting 
Corporation,  whose  principle  has 
always  been  that  its  WLW  Radio 
and  TV  Stations  must  give  endless 
service  to  their  communities. 

And  thru  cooperation  with  the 
Voice  of  America,  it  is  service  to 
the  community  of  the  world. 

This  is  our  pride  and  our  privilege. 
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ONE 

STATION 

GETS 

MORE 

AND 

MORE 

of  the 

SPRINGFIELD 

MASSACHUSETTS 

Metropolitan  Market 


Among  7 stations  with 
studios  in  the  Springfield 
area,  WSPR  has  a greater 
share  of  the  daytime 
listening  audience  than  the 
other  6 stations  combined 
— and  keeps  on  getting 
more! 

(Jan.  '60  — Feb.  '60  Hooper) 


Get  fill  the 

Call  Hollingbery  or  Kettell-Car- 
ter  for  rates  and  availabilities 


1000  WATTS  1270  KC 

SPRINGFIELD,  MASSACHUSETTS 


ver  News  on  ABC  Radio.  Other  radio- 
tv sports  and  news  shows  will  be  on  a 
local  station  basis.  Agency:  Fuller  & 
Smith  & Ross,  L.A. 

Coffee  markets  ■ General  Foods  Corp., 
White  Plains,  N.Y.,  has  started  intro- 
ductory campaigns  for  Instant  Yuban 
coffee  in  Philadelphia,  Atlanta  and  St. 
Louis  markets.  Multiple  spot  tv  an- 
nouncements are  included.  Agency: 
Benton  & Bowles,  N.Y. 

'Flintstones'  set  ■ Miles  Labs,  Elkhart, 
Ind.  (Wade  Adv.),  and  R.J.  Reynolds 
Tobacco  Co.,  N.Y.  (Wm.  Esty),  signed 
to  co-sponsor  new  situation  comedy 
series.  The  Flintstones,  next  season  on 
ABC-TV  (Fri.  8:30-9  p.m.).  Previously 
titled  The  Flagstones,  animated  series 
relates  contemporary  language,  be- 
havior and  problems  to  prehistoric  set- 
ting. Network  purchased  series  from 
Screen  Gems,  tv  subsidiary  of  Columbia 
Pictures. 

Prestone  push  ■ Union  Carbide  Con- 
sumer Products  Co.  (Prestone  car  pol- 
ish), Div.  of  Union  Carbide  Corp., 
N.Y.,  will  enter  some  25  major  mar- 
kets this  spring  with  minute  spots 


The  fact  of  just  so  much  available 
tv  time  may  present  a future  serious 
problem  for  the  major  advertiser. 

In  essence  this  was  the  viewpoint 
from  one  of  tv’s  blue-chip  advertis- 
ers— P.  Lorillard  Co.  as  voiced  by 
Board  Chairman  Lewis  Gruber  at 
a stockholders’  meeting  in  New  York 
last  week.  He  noted  tv  has  become 
a medium  in  which  the  advertiser 
spreads  sponsorship  to  reach  “the 
proper  age  group”  while  avoiding 
long-term  commitments  to  hedge 
against  “being  caught  in  an  ebb-tide 
of  waning  talent  and  program  popu- 
larity.” Said  Mr.  Gruber:  “When  we 
feel  a program  has  served  its  pur- 
pose, we  seek  a replacement.” 
Greater  budgets  and  more  prod- 
ucts are  heading  toward  tv,  Mr. 
Gruber  noted,  and  there’s  only  so 
much  time  to  accommodate  the  in- 
creased splitting  of  messages.  He 
warned  advertisers  may  find  it  diffi- 
cult from  the  standpoint  of  achiev- 
ing “clear  product  exposure.” 

Mr.  Gruber,  whose  company  last 
year  placed  third  among  tobacco 
advertisers  in  tv  by  spending  an 
estimated  $17  million  gross  in  net- 
work and  national  spot  (R.J.  Reyn- 
olds was  first  followed  by  Brown  & 
Williamson),  commented: 

Television  “is  a media  of  fads  and 
fancies,  ruled  by  audience  influence 
and  questionable  ratings.”  He  noted 


shown  daily  during  late  evening  hours. 
It’s  estimated  31  million  car  owners, 
52%  of  the  nation’s  total,  will  see  the 
introductory  campaign,  which  features 
the  use  of  a high-silicone  polish  in  a 
newly  designed  container.  Agency: 
Wm.  Esty  Co.,  N.Y. 

Sunspots  ■ Sun  Oil  Co.,  Philadelphia, 
has  launched  an  all  major  media  cam- 
paign to  introduce  its  new  Sunoco 
Blend  200X  gasoline.  The  spring  push 
includes  commercials  in  40  tv  and  60 
radio  markets,  in  addition  to  announce- 
ments on  the  Sunoco  Three-Star  Extra 
news  program  on  NBC  Radio.  Agency: 
William  Esty  Co.,  N.Y. 

Fun  theme  ■ Bireley’s  Inc.  (syrup  bases 
for  fruit-flavored  beverages),  Chicago, 
has  set  an  extensive  promotion  program 
for  franchised  dealers.  Included  in  the 
campaign  are  radio  and  tv  commercials 
prepared  by  its  agency,  Irving  J.  Rosen- 
bloom  & Assoc.,  for  local  dealer  use. 
Utilizing  main  theme  of  “Have  a ball 
with  Bireley’s”  and  corollary  one  of 
“Fruit-flavored  fun,”  the  commercials 
feature  cartoon-like  characters  (the 
“Brats”)  depicted  in  sports  events.  On 
radio  they  sing,  stutter  and  spell  out 


problem 

“high  ratings  are  not  necessarily  in- 
dicative of  magic  selling  ability. 
Many  shows  with  moderate  ratings 
do  far  better  at  the  cash  register.” 


Cut  of  a different  kind  H Lorillard 
Board  Chairman  Lewis  Gruber,  who 
voiced  concern  about  advertisers  get- 
ting their  share  of  tv  time,  takes 
time  out  at  the  stockholders’  meet- 
ing to  slice  up  the  company’s  200th 
birthday  cake. 


A future 
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If 


it’s  reach 
you  want 


Send  for  free  specimen  reports  and  descriptive 
material  on  NSI  nationwide  services 
covering  every  tv  market  and  major 
radio  markets.  See  for  yourself  why, 
more  than  ever  before,  decision  makers 
are  relying  on  Nielsen  Reports. 


. . . Nielsen  Station  Index  gives  you  all  the  dimensions 
you  need  for  all  competitive  tv  markets: 

• total  number  of  homes  viewing  each  station  by  quarter  hour 

• total  number  of  different  homes  reached  by  successive 
broadcasts  and  frequency  of  reaching  them 

• detailed  composition  of  each  time-period  audience 

NSI®  supplies  these  useful  measurements 
for  both  Metro/Central  Areas  and  total 
station  reach— with  known  and 
acceptable  accuracy. 


Nielsen  Station  Index 


CALL  . . .WIRE  . . . OR  WRITE  TODAY 
FOR  ALL  THE  FACTS 

CHICAGO  1,  ILLINOIS 
360  N.  Michigan  Ave.,  FRanklin  2-3810 


a service  of  A.  C.  Nielsen  Company 

2101  Howard  Street,  Chicago  45,  Illinois  • HOIIycourt  5-4400 


NEW  YORK  22,  NEW  YORK 
575  Lexington  Ave.,  Murray  Hill  8-1020 
MENLO  PARK,  CALIFORNIA 
TO  Willow  Road,  DAvenport  5-0021 
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LONG  ISLAND  IS  A MAJOR  MARKET! 


THE  GREATER 
LONG  ISLAND  MARKET 

(Nassau-Suffolk) 


REACHES 
MORE  BUYING 
INCOME  THAN 
DALLAS 

DENVER  & DAYTON 

PUT  TOGETHER! 

$4,714,210,000 

(Sales  Mgt.) 


WHLI 

Dominates  the  Major  Long  Island  Market  (Nassau) 
. . . Delivers  MORE  Audience  than  any  other 
Network  or  Independent  Station! 

(Pulse) 


>10,000  WATTS 


WHLI 

AM  1100 
EM  98  3 

HEMPSTEAD 
LONG  ISLAND,  N.  T. 

tk  mt  of 
Iwj  idutul 

Represented  by  Gill-Perna 


the  “fruit-flavored”  message;  on  tv  (20- 
second  spots  and  8-second  IDs)  they 
urge  viewers  to  “buy,  buy,  buy  Bire- 
ley’s.” 

Agency  appointments 

■ Agfa  Inc.  (distributor  of  photographic 
equipment),  Armour  Alliance  (manufac- 
turer of  coated  abrasives  and  cushioning 
products),  Mobay  Products  (manufac- 
turer and  marketer  of  thermoplastic 
polycarbonate  resin  for  engineering  ap- 
plications), and  The  Otto  firm  (large 
dairy  in  western  Pennsylvania)  appoint 
Ketchum,  MacLeod  & Grove,  Pitts- 
burgh. 

■ United  Packers  Inc.  (Red  Crown 
canned  meats),  Chicago,  appoints  M.M. 
Fisher  Assoc.,  same  city,  to  handle  its 
advertising.  Company  has  used  radio-tv. 

■ The  Chicago  & North  Western  Rail- 
way System  appoints  Compton  Adv. 
Inc.,  N.Y.  Charles  Mikuta  named  ac- 
count supervisor. 

■ Anheuser-Busch  Inc.,  St.  Louis,  ap- 
points J.M.  Mathes  Inc.,  N.Y.  and  Mi- 
ami, to  handle  advertising  for  its  Regal 
beer  and  ale  accounts,  effective  April  9. 

■ E.  Regensburg  & Sons,  N.Y.,  appoints 
Heineman,  Kleinfeld,  Shaw  & Joseph 
Inc.  as  agency  for  Admiration  cigars 
and  Medalist  cigars. 

■ Ever  Sweet  Corp.  (processor  of  chilled 
juices),  Lyons,  111.,  appoints  Doyle  Dane 


Bernbach,  Chicago,  to  handle  its  ac- 
count effective  June  1. 

■ Duquesne  Light  Co.,  Pittsburgh,  ap- 
points BBDO,  that  city,  as  its  first  ad- 
vertising agency.  The  electric  utility 
serves  metropolitan  Pittsburgh. 

■ Also  in  Advertising 

Great  outdoors  ■ Two  stations  and 
RCA  (for  color  tv)  were  among  43 
advertisers  to  win  awards  in  the  Out- 
door Advertising  Assn,  of  America’s 
nationwide  contest.  WFIL-AM-TV  Phil- 
adelphia took  first  place  in  the  category 
requiring  use  of  24-sheet  posters  and 
painted  bulletins.  WRVA  Richmond, 
Va.,  tied  for  second  in  the  category  of 
24-sheet  poster  campaigns  of  more  than 
three  but  less  than  12  months’  duration. 
RCA  Victor  Distributing  Corp.  of  Chi- 
cago took  first  prize  for  24-sheet  post 
campaigns  in  markets  of  more  than  one 
million  population. 

Talent  on  tape  ■ Giantview  Television 
Network,  Detroit,  on  April  15  will 
make  available  to  ad  agencies  and  other 
firms  that  hire  tv  and  movie  talent,  a di- 
rectory assembled  on  two  reels  of  video 
tape.  Scheduled  to  be  updated  about 
every  two  months,  the  current  directory 
includes  some  100  actors,  actresses, 
models  and  announcers.  The  directory 
will  be  a free  service  to  employers  of 
talent  throughout  the  midwest,  accord- 
ing to  Stanley  R.  Akers,  Giantview 
president,  and  the  listing  will  be  avail- 
able on  request. 


The  new  blood  in  tv  network  buying 


It’s  not  just  the  blue-chip  spenders 
among  advertisers  that  make  up  the 
network  tv  billing.  As  reported  by 
Television  Bureau  of  Advertising 
last  week,  51%  of  the  following 
group  of  59  advertisers  using  the 
medium  in  1959  for  the  first  time 
spent  less  than  $200,000  each.  The 
following  list  of  newcomers  also 
points  up  an  increased  diversification 
among  tv  users: 


Allied  Van  Lines  $ 235,587 

Am.  Agricultural  Chem.  Co.  25,660 

Am.  Luggage  Works  25,897 

Artfield  Creations  8,000 

Arvida  Corp.  32,084 

Barclay  Mfg.  Co.  33,758 

Berkshire  Knitting  Mills  172,737 

Botany  Industries  42,610 

Boyer  International  Labs  181,599 

Chicago  Printed  String  Co.  31,698 

J.  R.  Clark  Co.  64,554 

Colorforms,  Inc.  116,000 

Coty  Inc.  126,530 

Diamond  Nat'l  Corp.  54,028 

Walt  Disney  Productions  104,157 

Drug  Research  Corp.  2,453,349 

Dusharme  Products,  Inc.  100,250 

E.  Roosevelt  Inst,  for  Cancer 
Research  114,735 

Equitable  Life  Assur.  Soc.  of 
the  US  1,349,817 

F & F Labs  7,126 

Gaylord  Products  99,060 


General  Aniline  & Film  Corp. 

598,978 

Genesee  Brewing  Co. 

44,688 

Getty  Oil  Co. 

14,275 

Hickok  Mfg.  Co. 

133,850 

Jaymar  Ruby,  Inc. 

22,300 

Karoff,  Inc. 

20,821 

Kayser-Roth  Corp. 

645,821 

I.  B.  Kleinert  Rubber  Co. 

511,742 

Lanvin  Parfumes 

72,108 

Lincoln  Nat'l  Life  Ins. 

73,176 

Magnus  Organ  Corp. 

45,552 

Maremont  Automotive  Products 

170,924 

Massey  Ferguson 

1,789,730 

McGregor  Doniger 

48,138 

North  A.  Van  Lines 

169,220 

Ohio  Oil  Co. 

26,111 

Old  London  Foods 

123,820 

Palm  Beach  Co. 

151,818 

Paper  Novelty  Mfg.  Co. 

12,990 

Pioneer  Industries 

29,029 

Puritron  Corp. 

16,084 

Rainbow  Crafts 

28,000 

Shakespeare  Co. 

24,263 

Frank  G.  Shattuck  Co. 

170,233 

Henry  I.  Siegel  Co. 

21,080 

Sinclair  Oil  Corp. 

127,050 

South  Penn  Oil  Co. 

6,893 

Standard  Oil  Co.  of  Calif. 

7,500 

Stanley  Warner  Corp. 

14,570 

Sterling  Silversmiths  Guild  of  Am. 

131,182 

Syntex  Chemical  Co. 

73,588 

Travelers  Insurance  Co. 

65,750 

U.  S.  Brewers  Foundation,  Inc. 

311,325 

United  Airlines 

30,156 

E.  R.  Wagner  Mfg.  Co. 

55,615 

Ward  Baking  Co. 

111,470 

Watchmakers  of  Switzerland 

113,085 

Wyler  & Co. 

52,000 

Source:  LNA-BAR  Released  by  TvB. 
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Fargo  is  the  SPENDINGEST 

city  in  the  U.  S.  A. 


And  WDAY  gets  by  far  the  biggest  audience 
in  this  54 -county  area! 

The  Consumer  Markets  pages  of  "Radio  Rates” 
show  that  Fargo  is  the  No.  1 city  in  the  U.S.A., 
for  Retail  Sales  Per  Family! 

Also  — the  Jan.  19-Feb.  13,  1959  Pulse  Area 
Survey  shows  that  WDAY  is  by  jar  the  top  station 
among  37  that  compete  for  audience  in  our  54- 
county  area. 

All  this  confirms  the  wisdom  of  you  advertisers 
who  have  been  choosing  WDAY  since  1922! 

There  just  ain’t  no  station  anywhere  else  in  the 
U.S.  that  does  so  much  — for  so  many  — for  so 
little!  Ask  PGW! 


PULSE  AREA  REPORT  (54  COUNTIES) 

JAN.  19  - FEB.  13,  1959 

SHARE  OF  AUDIENCE  — IN-HOME  & OUT-OF-HOME 


6 A.M.-12  N. 

12  N.-6  P.M. 

6 P.M.-Mid. 

WDAY 

24 

23 

24 

STA.  B 

12 

15 

16 

STA.  C 

9 

10 

10 

STA.  D 

8 

8 

8 

STA.  E 

6 

6 

6 

STA.  F 

3 

4 

3 

32  Others 

38 

34 

33 

WDAY 

FARGO,  N.  D. 

NBC  • 5000  WATTS 
970  KILOCYCLES 
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-PETERS,  GRIFFIN,  WOODWARD,  INC., 
Exclusive  National  Representatives 
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In  February 
NBC  Television 
reprogrammed 
its  afternoon 
lineup.  Mere 
are  the  dramatic 
results. 


according  to 
Nielsen,  * 


Fact. , . 

the  big 

daytime  trend 

is  to  NBC . 

Average  rating 
up  22%..  .from  7.6  to  9.3 

Average  share  of  audience 
up  10%..  .from  33.5  to  37.0 

Average  homes  per  minute 


Fact. . . 

NBCs  morning 

leadership  continues. 

■21 % greater  share 
of  audience  than  the 

second  network. 


Fact.  . 

NBCs  afternoon 
audience  increased  29%  ! 

Every  time  period 
• from  Queen  For  A Day 
at  2 pm  to  Adventure  Time 
at  4:30 .. .up  in 
share  of  audience. 


up  24%. . . from  3,193,000 
to  3,956,000 


8 7 Jo  greater 

share  than  the 
third  network. 


The  Loretta  Young 
Theatre . . . up  63%  over 

the  former  program , 


look  what's  happening 


I 


Fact... 

NBC  wins  half 
of  oil  top-rated 
half  hours. 

NBC 6 half  hours 

Net.  #2...  6 half  hours 
Net.*  3 ...0  half  hours 

(i Every  NBC  program 
except  one  reaches  more 
omes  per  average  minute 
lan  any  program  on 
a third  network.) 


Fact . . . 

Six  of  NBC’s  seven 
audience  participation 
programs  out-puii  competing 
programming  on  both 
of  the  other  networks. 

Fact... 

NBC 

TELEVISION 

ivei.wo  Mverage. . . x,ouu,uuu  tvtn.w* . . . ao.  / S I & 

Homes  Per  Minute  Net.*  3 ...23.2  Iw 3Z  T Ww 


NBC  Average. . . 4,70U,UUU 
Homes  Per  Minute 

Net. *2  Average. . . 3,700,000 
Homes  Per  Minute 

4k?  o Knn  nnn 


NBC  leads  in 
overa/f  average 
program  share. 

NBC. ...37.0 

htai  -*0  T 


n broad  daylight  / 


*NT!  Average  Audience,  10  am-1  pm 


and  2-5  pm  Mon.-Fri.,  including 


NBC  sustaining  ratings. 


Feb.  land  Mar.  I,  1960. 


THE  MEDIA  

IT  WAS  A BEWILDERING  CONVENTION 

■ Biggest,  best-attended,  most  business  like  of  all  NAB  meets 

■ How  to  live  under  FCC’s  Sec.  317  big  topic  of  conversation 

■ Broadcasters  appeared  confused,  but  so  did  members  of  FCC 


Confusion  stole  the  show  in  Chicago 
last  week. 

Broadcasters  met  around  the  car- 
peted acreage  of  the  Conrad  Hilton 
hotel,  world’s  largest,  to  discuss  their 
common  and  collective  crises  at  one  of 
the  darkest  moments  in  industry  his- 
tory. 

Under  NAB  auspices  they  took  part 
in  the  biggest  and  best-attended  con- 
vention of  all  time — judging  on  the 
basis  of  physical  arrangements. 

Shot  at  from  all  sides,  they  had  gone 
to  Chicago  to  seek  mutual  solace,  clari- 
fication of  federal  goings-on  they 
couldn’t  comprehend  and  a chance  to 
talk  over  all  the  trouble. 

Congressional  probes,  FCC  double- 
talk,  bloody  headlines,  charges  of  moral 
laxity.  These  were  the  subjects  on  dele- 
gates’ minds. 

It  was  enough  to  drive  a delegate  to 
drink. 

Often  it  did.  Yet  the  38th  annual 
NAB  convention  was  restrained  and 
serious  as  conventions  go — a business- 


like assemblage,  mild  in  tone  and  de- 
void of  the  playful  happiness  of  many 
meetings. 

Complicated  ■ Judging  by  the  com- 
ments of  departing  delegates,  broad- 
casters weren’t  able  to  take  many  col- 
lective steps  to  eradicate  their  problems. 
It  wasn’t  that  simple.  But  they  reviewed 
constructive  moves  designed  to  cope 
with  public  and  press  agitation. 

Heard  above  everything  was  one  cry 
— how  to  live  under  Sec.  317,  the 
FCC’s  recent  order  defining  in  many 
hundreds  of  bureaucratic  words  the 
meaning  of  the  rule  governing  sponsor 
identification. 

Some  broadcasters  felt  the  most  help- 
ful part  of  the  convention  was  the  in- 
formal exchanging  of  views  on  the  way 
sponsors,  free  records  and  assorted 
other  day-to-day  contacts  should  be 
identified  on  the  air. 

If  broadcasters  were  baffled,  they  had 
distinguished  company — the  members 
of  the  FCC. 

The  men  who  conceived  and  handed 


down  the  sponsor  policy  appeared  just 
as  confused  as  broadcasters  about  the 
meaning  of  their  bureaucratic  baby. 

What  Does  It  Mean?  ■ After  listen- 
ing several  days  to  official  and  off-the- 
cuff  FCC  pronouncements,  many  dele- 
gates were  still  unable  to  figure  out  what 
the  commission  meant.  They  weren’t 
at  all  sure  how  to  identify  free  phono- 
graph records,  tapes  from  Congress- 
men, barter  deals  and,  perhaps,  the 
donor  of  a free  ducat  to  a box  supper 
at  the  Baptist  church. 

That’s  the  way  broadcasters  were  talk- 
ing after  several  days  in  Chicago. 

Least  confused  of  the  conventioneers 
were  the  delegates  representing  equip- 
ment and  program  firms. 

Business  was  booming  all  over  the 
two  exhibit  halls,  around  hospitality 
suites  and  even  in  elevators.  Important 
money — millions  of  dollars — went  into 
firm  contract  commitments.  These  were 
backed  up  by  prospective  sales  of  new 
transmitters,  advanced  tv  tape  record- 
ers, latest  tv  cameras,  refined  automa- 
tion devices  for  both  radio  and  tv,  tape 
cartridges  and  other  accessories. 

From  NAB’s  official  standpoint  the 
show  was  brilliant  and  successful — the 
largest  registration  and  best-arranged 
production  in  the  association’s  history. 
Attendance  at  meetings  was  unprece- 
dented, a reflection  of  the  serious  way 
delegates  approached  their  problems. 

Taxed  Facilities  ■ Traffic  confusion 
developed  as  the  convention  outgrew 
the  combined  auditorium  facilities  of 
the  Conrad  Hilton  and  the  adjoining 
Sheraton-Blackstone.  In  the  latter  hotel 
the  satellite  Engineering  Conference  had 
to  turn  away  technical  delegates.  The 
grand  ballroom  of  the  Conrad  Hilton 
was  jammed  with  standees  a half-dozen 
times. 

One  of  the  convention’s  surprises  was 
the  April  3 Fm  Day  meeting.  Dele- 
gates were  standing  all  around  one  of 
the  major  auditoriums  despite  the  com- 
petition of  network  affiliate  meetings. 

Fm  was  a prime  talking  point  all  dur- 
ing the  convention.  Big  money  was  in 
evidence  as  station  brokers  received  in- 
quiries. Some  of  the  more  prominent 
representative  firms  were  no  longer 
looking  down  their  noses  at  the  newer 
aural  medium.  Even  the  long  indifferent 
manufacturers  of  radio  sets  were  in- 


NAB's  new  Tv  Board  ■ Seven  tv 
directors  were  elected  by  the  tv  mem- 
bership at  Chicago  (see  story).  New 
board  (seated,  clockwise):  Eugene  E. 
Thomas,  KETV  (TV)  Omaha;  Camp- 
bell Arnoux,  WTAR-TV  Norfolk, 
Va.;  Clair  R.  McCollough,  Steinman 
Stations;  William  B.  Quarton,  WMT- 
TV  Cedar  Rapids,  Iowa;  David  C. 
Adams,  NBC-TV;  Willard  E.  Wal- 


bridge,  KTRK-TV  Houston;  Dwight 
W.  Martin,  WAFB-TV  Baton  Rouge, 
La.,  elected  vice  chairman.  Stand- 
ing: W.  D.  Rogers,  KDUB-TV  Lub- 
bock, Tex.,  elected  chairman;  Wil- 
liam B.  Lodge,  CBS-TV;  Joseph  S. 
Sinclair,  WJAR-TV  Providence,  R.I.; 
Alfred  Beckman,  ABC-TV;  Joseph 
C.  Drilling,  KJEO-TV  Fresno;  C. 
Wrede  Petersmeyer,  Corinthian. 


46 


BROADCASTING,  April  11,  1960 


THE  POWER  OF  PEOPLE,  not  machines,  or  technology,  or  formula,  but 
interested,  thinking,  warm-hearted  and  loyal  people  are  selling  your  products 
and  services  every  day  at  the  Balaban  Stations.  Nothing  sells  people  like  people 
and  at  Balaban,  we’ve  got  people  . . . the  right  kind  . . . the  right  amount  to  sell 
for  you.  Meet  just  a sampling  of  our  key  personnel. 


WIL 

St.  Louis 

KBOX 

Dallas 


WRIT 

Milwaukee 


THE  BALABAN  STATIONS 

in  tempo  with  the  times 

John  F.  Box,  Jr., 
Managing  Director 
SOLD  NATIONALLY  BY 
ROBERT  E.  EASTMAN 


THE  MOST  EXPERIENCED  FLAGSHIP  STATIONS  IN  THE  NATION 


Lee  Rothman 
Program  Director,  WRIT 


1 

Milton  Ritzlin 
Central  Auditor, 
St.  Louis 


Johnny  Borders 


Programming,  WRIT 


Jerry  Clemmons 
P[ogra  mining,  KBOX 


4® 

Gene  Chase 
Night  News  Ed.,  WIL 


Clarke  Webber 
Programming,  WRIT 


Reed  Farrell 
Programming,  WIL 
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tensely  interested. 

As  available  fm  facilities  become 
scarce  in  larger  markets,  prospects  for 
fm  appeared  brighter  than  at  any  time 
since  the  FCC  started  luring  capital  into 
the  band  during  post-war  years. 

Lending  color  to  the  convention  pro- 
gramming were  two  notables — ex-Presi- 
dent  Harry  S.  Truman,  who  appeared 
at  the  Broadcast  Pioneers  dinner,  and 
Secretary  of  State  Christian  Herter, 
luncheon  speaker. 

The  Absentees  ■ Conspicuously  ab- 
sent from  the  program  was  important 
representation  from  some  of  the  prin- 
cipals in  the  broadcast  field — members 
of  Congress,  the  Federal  Trade  Com- 
mission, advertisers  and  agencies.  Some 
advertising  spokesmen  took  part  in 
satellite  conventions  such  as  the  Na- 
tional Assn,  of  Fm  Broadcasters,  a sales 
promotion  organization. 

As  usual  much  of  the  business  of 
broadcasting  was  conducted  at  the  con- 
vention scene,  and  behind  the  scenes, 
too.  Station  representatives,  attorneys, 
brokers  and  program  suppliers  had  a 
busy  time  during  the  four  convention 
days. 

Networks  took  advantage  of  the  con- 
gregated broadcasters  to  hold  affiliate 
meetings  and  to  confer  informally.  Fall 
tv  network  schedules  were  unveiled  to 
affiliates.  In  the  race  for  business,  ABC- 
TV  claimed  to  have  gained  ground  on 
its  competitive  networks.  It  unveiled 
plans  for  a New  York  headquarters 
building. 

NBC  Radio  claimed  92%  of  affiliates 
have  endorsed  the  network’s  new  pro- 
gram format.  Mutual’s  affiliate  advisory 
group  applauded  the  McCarthy-Fergu- 
son  group,  which  took  control  last  sum- 
mer after  the  network  had  been  kicked 
around  several  years  by  assorted  owners. 

New  Gear  ■ Many  broadcasters  felt 
the  equipment  show  was  worth  the  cost 
of  the  trip  to  Chicago.  Interest  was  high 
in  such  items  as  the  RCA  41A-inch  tv 
camera;  Collins,  Gates  and  other  car- 
tridges for  radio  tapes;  GE’s  new  line, 
including  a camera  described  as  mak- 
ing old  16mm  prints  look  good;  the 
pint-size  Ampex  tv  recorder  as  well  as 
a new  standard-size  model,  all  equipped 
with  the  intersync  system  that  permits 
clean  mixing  of  multiple  program 
sources. 

Rear  screen  projectors  appeared  in 
new  form.  Radio  and  tv  studio  and 
transmitter  automation  systems  held 
delegates’  interest.  Among  captivating 
exhibits  was  the  Bauer  1 kw  am  trans- 
mitter kit,  a do-it-yourself  job  that  was 
described  as  a money-saver. 

Tape-editing  and  splicing  devices 
looked  good  to  many  delegates  and  of- 
fered promise  of  early  tape-syndicate 
services.  Traffic  was  unusually  heavy 
around  the  exhibit  rooms. 

The  exhibits  included  a dozen  lines 


Tribute  to  Fellows  ■ At  the  opening 
session  of  the  NAB  convention  last 
Monday,  Frank  Stanton,  CBS  president, 
delivered  a memorial  to  Harold  E. 
Fellows,  NAB  president,  who  died 
March  8.  “Broadcasting  never  had  a 
more  effective,  more  respected  or  more 
diligent  ambassador,”  Dr.  Stanton  said. 

of  fm  gear,  another  indication  of  the 
exceptional  interest  in  that  medium. 

With  this  expansion,  and  the  fact 
that  over  15  million  fm  sets  are  in  the 
public’s  hands,  receiver  manufacturers 
eagerly  introduced  new  models. 

Attendance  Up  ■ Registration  at  the 
convention  totaled  2,810  delegates — 
2,238  management  and  572  engineer- 
ing. This  compares  to  2,400  a year  ago. 

Tribute  was  paid  at  convention  events 
to  the  late  NAB  president,  Harold  E. 
Fellows.  Around  the  meeting  spots  his 
name  was  mentioned  reverently  by 
broadcasters.  A eulogy  was  paid  at  the 
first  formal  session  of  the  convention 
by  Frank  Stanton,  CBS  Inc.  president. 
The  NAB  board  and  a convention  re- 
solution also  paid  respect  to  Mr.  Fel- 
lows. 

Clair  R.  McCollough,  Steinman  Sta- 
tions, who  received  NAB’s  Distin- 
guished Service  Award,  was  keynote 
speaker.  He  criticized  guerilla  warfare 


within  the  industry,  called  for  a clean- 
up campaign  and  suggested  corrective 
steps  to  deal  with  trade  deals,  rate 
manipulations  and  other  practices. 

Meetings  were  held  by  two  special 
committees — the  policy  group  directing 
NAB  affairs,  headed  by  Mr.  McCol- 
lough, and  the  committee  named  to 
find  a candidate  to  succeed  Mr.  Fel- 
lows. The  policy  guiders  reviewed  as- 
sociation operating  proposals  such  as 
the  expansion  of  the  tv  code  structure 
and  implementation  of  the  standards 
of  practice. 

The  tv  and  radio  codes  comprise  a 
primary  weapon  in  the  organized  effort 
to  meet  public  criticism  through  im- 
proved ethical  practices,  programming 
improvement  and  sharper  commercial 
rules.  Donald  H.  McGannon,  Westing- 
house  Broadcasting  Co.,  retired  as  tv 
code  chairman.  His  successor  is  E.K. 
Hartenbower,  Meredith  stations. 

Plain  Talk  ■ Mr.  McGannon  did 
some  plain  talking  as  he  made  his  final 
appearance  as  chairman. 

He  warned  against  adopting  an  at- 
titude of  “Relax  fellows,  it’ll  all  blow 
over.”  That’s  the  sure  way  to  get  the 
industry  into  deeper  trouble,  he  said. 

Warnings  abounded  all  during  the 
convention.  Broadcasters  accepted  them 
seriously.  The  spirit  of  play  was  less 
apparent  than  at  any  recent  convention. 

But  the  dominant  topic  was  the 
FCC’s  failure  to  shed  light  on  its  spon- 
sor identification  policy. 

“How  do  they  expect  us  to  obey  an 
order  they  don’t  understand  themsel- 
ves,” a broadcaster  observed  after  the 
FCC  panel  session. 

For  company,  he  had  a lot  of  fellow 
station  operators  who  felt  the  same  way 
and  said  so  every  time  an  ear  was  avail- 
able. 

There  was  much  grief  to  rave  about 
and  a lot  of  opportunities  to  talk  and 
squawk. 

It  was  that  kind  of  a convention. 

A behavior  code 

A veteran  broadcaster  offered  tv  sta- 
tions a simple  set  of  behavior  rules  dur- 
ing the  current  crisis.  Speaking  at  the 
NAB’s  April  4 tv  session  in  Chicago, 
Payson  Hall,  Meredith  Stations,  sug- 
gested these  guideposts: 

Broadcasters  should  continue  to  sup- 
port the  NAB,  the  Tv  Code  and  the 
Television  Information  Office. 

They  should  tell  their  story  frequent- 
ly to  their  Representatives  and  Senators. 

They  should  be  conscious  of  extend- 
ing their  influence  locally  by  develop- 
ing responsible  editorializing. 

They  should  keep  in  mind  what  their 
long-range  interests  are  and  refuse  ad- 
vertising or  programming  which  do  not 
coincide  with  long-range  interests. 
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Audience  Profile  #6 


331,034  WWDC  housewives 
are  in  the  prime  buying 
age  group  of  25  to  49— 

17.5%  above  the  total  sample 
Washington,  D.C.  average  * 

A most  pleasing  " 'young  to 
middle-aged  spread”  for  you ! 

*PULSE  Audience  Image  Study— July,  1959 

WWDC 

. . . the  station  that  keeps  people  in  mind 

WASHINGTON,  D.C.— REPRESENTED  NATIONALLY  BY  JOHN  BLAIR  & CO. 
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And  in  growing  Jacksonville,  Fla. — it's  WWDC-owned  Radio  WMBR 
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Our  Man  in  India 


Arthur  Godfrey  has  never  been  content  to  coast. 
He  is  a perpetually  interested  man-in  our  world, 
in  the  different  people  and  things  in  it. 

Perhaps  that  is  why  he  is  so  interesting  to  others, 
and  so  successful  in  a business  in  which  you  must 
interest  others,  all  the  time. 

In  February,  Arthur  Godfrey  went  off  to  see  India 
and  the  East.  As  listeners  already  know  from 
broadcasts  sent  back  from  the  scene,  it  has  been 
an  unforgettable  time.  On  his  return,  they  will  be 
sharing  even  more  closely  in  the  adventure.  And  he 
knows  how  to  share  it. 

The  Embassy  of  India  in  Washington,  comment- 
ing on  his  visit,  exactly  described  the  impact  of 
Arthur  Godfrey  on  the  air.  “We  are  additionally 
pleased,”  they  said,  “that  it  is  Mr.  Godfrey  who  is 
bringing  these  reports  to  radio  listeners  in  the 
United  States,  because  we  have  a rather  firm  im- 
pression that  Mr.  Godfrey . . . has  a remarkably 
strong  rapport  with  the  American  public.” 

And  so  he  has. 

Advertisers,  as  well  as  embassies,  well  know  it. 


The  CBS  Radio  Network 


CONFUSION  ON  PLUGOLA’  NOTICE 


Broadcasters  receive  four  different  opinions  from  FCC 


Broadcasters,  seeking  guidance  on 
how  best  to  comply  with  the  FCC’s 
recent  interpretation  of  sponsor  identi- 
fication requirements,  received  four 
different  opinions  from  five  commis- 
sioners at  the  NAB  convention  last 
week. 

Sec.  317  of  the  Communications  Act 
and  the  commission’s  March  16  public 
notice  (Broadcasting,  March  20)  drew 
the  lion’s  share  of  the  questions  during 
the  annual  FCC  panel  Wednesday 
morning  (April  6).  From  answers  given 
to  over  2,000  station  executives  present, 
the  broadcasters  received  a definite  im- 
pression that  no  licensees  were  going 
to  be  called  to  justice  immediately  as  a 
result  of  the  March  notice. 

But  they  left  the  huge  Conrad  Hilton 
banquet  room  just  as  confused  as  ever 
over  how  best  to  fulfill  the  FCC  edict 
that  they  must  identify  the  source  of  all 
material  broadcast.  One  question  asked 
in  the  corridors  by  delegates  how  often 
and  what  form  announcements  should 
take  that  records  played  by  a station 
were  given  free.  The  commissioners’ 
positions: 

Chairman  Frederick  W.  Ford — Such 
announcement  must  be  made  within 
“reasonable  proximity”  of  when  the 
record  is  played,  but  not  necessarily  im- 
mediately afterward.  Specifically  he 
said  three  times  a day  would  not  be 
often  enough. 


Commissioner  T.A.M.  Craven — 
Broadcasters  are  entitled  to  make  a 
“practical  application”  of  the  ruling 
and  are  not  required  to  make  repeated 
announcements  after  every  free  record 
is  played. 

Commissioner  Robert  T.  Bartley — 
An  announcement  identifying  donor  of 
record  should  be  given  at  the  time  it  is 
played.  He  also  said  that  swap-out  and 
barter  agreements  would  have  to  be 
revealed  in  aired  announcements. 

Commissioner  John  S.  Cross — After 
every  song  if  free  records  come  from 
various  donors.  If  a block  from  the 
same  manufacturer  or  distributor  is 
played  altogether,  one  identification 
for  the  whole  group  would  be  sufficient, 
he  said.  However,  Commissioner  Cross 
felt,  if  repeated  announcements  are 
made  the  broadcaster  soon  would  lose 
his  audience  and  no  longer  be  faced 
with  the  problem.  The  FCC  is  “de- 
termined to  stamp  out  this  deception,” 
he  warned. 

Commissioner  Rosel  H.  Hyde — 
Comr.  Hyde  made  no  direct  comment 
on  how  a broadcasterer  should  identify 
free  records  when  they  are  aired,  but 
he  did  make  his  views  known  in  an- 
swer to  another  question.  Three  com- 
missioners were  asked  what  a station 
should  do  when  it  orders  10  records 
from  a distributor  and  pays  for  them 
but  receives  100  instead.  Comr.  Hyde 


advised  that  the  un-asked-for  90  record- 
ings be  kept  around  until  the  FCC  con- 
siders the  comments  in  its  inquiry  into 
the  March  16  notice  (Broadcasting, 
April  4).  Comr.  Cross  said  the  whole 
100  would  have  to  be  identified  as 
“free”  since  the  90  would  taint  the  10 
while  Comr.  Craven  said  that  the  extra 
90  should  be  dumped  in  the  waste- 
basket and  forgotten. 

Comrs.  Hyde  and  Robert  E.  Lee 
(Comr.  Lee  did  not  attend  the  conven- 
tion) were  the  two  members  who 
favored  staying  effectiveness  of  the 
FCC  Sec.  317  ruling  when  comments 
on  it  were  invited. 

Wild  Applause  ■ Whenever  one  of 
the  commissioners  said  something  that 
the  standing-room  only  audience 
wanted  to  hear,  he  was  greeted  with 
wild  applause.  Comr.  Ford’s  statement 
that  the  commission  would  not  be  “too 
much  concerned”  with  existing  station 
record  libraries  was  greeted  enthusiasti- 
cally. He  said  that  he  has  been  im- 
pressed with  licensees  efforts  to  com- 
ply with  the  order  and  that  most  prob- 
lems have  been  caused  by  uncertainty. 
He  agreed  that  it  is  a difficult  task  for 
stations  to  determine  which  of  their 
records  were  acquired  without  charge. 

Questioned  about  the  FCC  order  that 
stations  must  pay  more  than  a “nominal 
cost”  for  records,  the  chairman  said 
broadcasters  will  know  when  they  are 


Give  and  take  ■ The  broadcasters  asked,  the  commissioners  ent.  L to  r:  T.A.M.  Craven,  Rosel  Hyde,  Chairman  Fred- 
answered  at  last  Wednesday’s  FCC  panel  session  during  the  erick  Ford,  Robert  Bartley  and  John  Cross.  Clair  McCol- 

NAB  convention.  Five  of  the  six  commissioners  were  pres-  lough  (at  podium),  moderated  the  session. 
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in  Cleveland,  particularly 


A spot  announcement 
on  WHK  is  the  only  wsf 
she  can  get  through 
to  him  now.  For  she’s 
not  the  only  one 
who’s  overboard. 

He  is,  too— overboard 
for  Metropolitan’s  brand 
of  news,  service  and 
showmanship  which 
rescued  WHK  from  the 
deep,  and  brought 
it  Cleveland’s  second 
largest*  radio  audience. 

Is  your  product  in 
competition-infested 
waters?  S.O.S.  Blair, 
or  General  Manager 
Jack  Thayer.  Just 
call  Express  1-5000. 


WHK 


Cleveland^ 

A station 
of  the 

Metropolitan  Broadcasting 
Corporation 


1 Pulse,  20.3  %~6  A.  M. -Midnight,  Monday-Friday,  December,  1959  . Hooper,  2 1.1%t*7  A. M. -6  P.M., Monday-Friday,  January-Feb<i;-..)\i9oG 


on  the 
go  with 
Tony  Moe 


BANKERS  BANK 
on  KSO  RADIO! 

Doing  business  with  bankers 
keeps  you  on  your  toes.  I 
learned  fast  that  banking  is  a 
volume  business  and  bankers 
look  first  for  a station’s  ability 
to  bring  lots  of  people  to  their 
doors.  In  Des  Moines  that 
means  KSO  Radio.  The  proof 
is  KSO’s  great  lineup  of  finan- 
cial advertisers:  the  Iowa-Des 
Moines  National  Bank  . . . Cen- 
tral National  Bank  . . . Capital 
City  State  Bank  . . . Valley 
Bank  and  Trust  . . . National 
Banks  of  Des  Moines  . . . 
United  Federal  Savings  and 
Loan.  Get  the  highest  rate  of 
return  on  your  advertising  dol- 
lar, too.  Bank  on  KSO  Radio  to 
blanket  Des  Moines  and  all 
Central  Iowa.  Compound  your 
interest!  Get  the  facts  from 
your  H-R  salesman. 


DES  MOINES  and  CENTRAL  IOWA 


LARRY  BENTSON  TONY  MOE  JOE  FLOYD 

President  Vice-Pres.-Gen.  Mgr.  Vice-Pres. 


Associated  with  WLOL,  Minneapolis-St. 
Paul;  KELO-Land  TV  (KELO-tv,  KDLO-tv, 
KPLO-tv);  KELO  Radio,  Sioux  Falls,  S.D. 


paying  a fair  price  and  when  an  effort 
is  being  made  merely  to  “cover-up” 
something  received  free.  “If  it  is  a rea- 
sonable price  and  not  a sham,  then  you 
have  no  problems,”  he  said. 

Asked  if  one  aired  announcement 
that  a record  was  received  free  would 
constitute  payment,  Chairman  Ford 
said  he  thought  it  would  if  a formal 
agreement  to  this  effect  was  made. 
Thus,  he  said,  the  station  would  have 
no  further  problem  in  subsequent  plays 
of  the  same  recording.  He  said  that 
after  the  FCC  has  studied  the  com- 
ments in  its  inquiry,  legislation  may 
well  be  needed  to  amend  Sec.  317. 

The  commissioners  reserved  com- 
ment as  to  whether  disc  jockeys  may 
(1)  emcee  record  hops  for  a talent  fee 
and  (2)  announce  such  appearances 
without  logging  a commercial.  Com- 
missioner Hyde  said  this  problem  will 
be  taken  up  by  the  FCC  and  invited 
comments  on  it  in  the  present  inquiry. 

Commissioner  Cross  disagreed  with 
a contention  from  the  floor  that  identi- 
fication of  a distributor  or  label  as  the 
donor  of  a record  would  constitute 
“plugola.” 

Convention  Luncheon  ■ On  the  pre- 
vious day  (Tuesday),  Chairman  Fred- 
erick W.  Ford  devoted  the  major  por- 
tion of  his  address  before  a convention 
luncheon  to  programming  and  Sec.  317. 
In  his  first  major  address  since  becom- 
ing FCC  chairman,  he  said  that  broad- 
casters are  not  meeting  their  program- 
ming obligations  to  children. 

Chairman  Ford  also  told  a capacity 
crowd  of  over  1,200  that  the  commis- 
sion’s March  16  interpretation  of  Sec. 
317  was  designed  (1)  to  apprise  broad- 
casters of  the  commission’s  views  with 


Applause  for  radio-tv  ■ Secretary 
of  State  Christian  A.  Herter  told 
the  NAB  convention’s  Monday 
(April  4)  luncheon  that  radio  and 
television  serve  the  nation  well  in 
keeping  people  informed  on  ob- 
jectives and  development  of  foreign 
policy.  He  said  that  tv  overseas  is 
beginning  to  make  the  strides  it  has 
in  this  country,  and  said  the  U.S. 
Information  Agency  is  gearing  to 
make  full  use  of  the  medium  abroad. 
Secretary  Herter  specifically  praised 
broadcasters’  cooperation  in  support- 
ing the  Crusade  for  Freedom.  Speak- 
ing of  the  “generous  support”  the 
State  Dept,  had  received  from  the 
late  Harold  Fellows,  the  secretary 
said  “his  ability  was  matched  by  his 
patriotic  willingness  to  serve,  and  we 
share  your  sorrow  at  his  loss.”  Mr. 
Herter’s  address  outlined  the  status 
of  and  prospects  for  U.S.  foreign 
policy. 


respect  to  past  practices,  (2)  serve  as 
a guide  for  future  operations,  and  (3) 
permit  action  on  hundreds  of  pending 
applications. 

Because  of  its  payola  inquiry,  the 
FCC  had  held  up  over  400  applications 
awaiting  action  and  the  public  notice 
will  permit  action  on  these,  he  said. 

The  commission  chairman  said  that 
he  hesitated  to  speak  about  program 
content  because  he  recognized  that  it 
is  the  broadcaster’s  responsibility  to 
program  in  the  public  interest.  “I  share 
with  you  the  belief  that  neither  the 
commission,  the  Congress  nor  the  pub- 
lic wants  anyone  in  government  to  dic- 
tate what  should  or  should  not  be 
broadcast,”  he  said.  “Public  comment 
and  complaints  about  excessive  violence 
have,  however,  reached  such  propor- 
tions that  I feel  compelled  to  mention  it.” 

Particularly  singled  out  for  comment 
were  programs  seen  by  the  youth  of 
America.  “When  I consider  the  attrac- 
tion that  television  has  for  children  . . . 
I cannot  help  but  feel  that  all  that 
needs  to  be  done  in  this  area  is  not  being 
done.  In  short,  is  television’s  responsi- 
bility toward  children  being  met?” 

He  said  it  is  not  simply  a question 
of  too  much  of  this  type  of  program- 
ming or  advertising.  “Rather,  it  is  the 
question  of  whether  this  industry  will 
measure  up  to  its  self-imposed  respon- 
sibilities with  respect  to  the  advance- 
ment of  education,  religion  and  cul- 
ture, the  provision  of  wholesome  enter- 
tainment, its  special  responsibility  to- 
ward children,  decency  and  decorum  in 
production,  its  unique  position  as  a 
vehicle  for  community  affairs  and  its 
factual,  fair  and  unbiased  treatment 
of  news,  public  events  and  controversial 
issues,”  the  chairman  said. 
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Sure  he  fights  polio ! . . . even  tuberculosis,  fire  and  crime,  poverty  and  delinquency. 
He  helps  the  handicapped  and  finds  foster  parents  for  homeless  children.  Who  is  he?  He’s  a 
diamond  stylus,  the  business  end  of  a radio  station  turntable.  At  KRLA,  he  works  around 
the  clock  with  much  of  his  time  devoted  to  spot  campaigns  in  the  public  interest. . . up  to  150 
announcements  in  an  average  week.  During  National  Health  Week— co-operating  with  the 
March  of  Dimes  and  the  Community  Health  Association  — KRLA  used  400  spots  to  promote  the 
KRLA  Polio  Clinic.  Thousands  of  people  came  to  the  Clinic,  in  downtown  Los  Angeles, 
for  polio  immunization!  This  is  public  service.  Wherever  you  find  it  in  depth,  like  this,  you’ll 
find  a radio  station  that  is  a beneficial,  and  effective,  force  in  its  community. 


Newest  among  the  leaders  serving  America’s  greatest  radio  market 


DIAL  WO  50,000  WATTS 

KRLA 

I RADIO  LOS  ANGELES 


\ 


6381  Hollywood  Blvd.,  Los  Angeles  28  • Represented  nationally  by  Donald  Cooke  Inc.,  New  York,  Chicago,  San  Francisco 


RADIO  S PUBLIC  IMAGE  LOOKS  BLEAK 

Assembly  agrees  it  must  be  improved  to  keep  government  out 


The  public  image  of  radio  has  reached 
an  all-firne  low  level  and  must  be 
changed  by  the  industry  or  the  govern- 
ment will  step  into  the  picture  with  new 
and  unwanted  regulations. 

That  was  the  overwhelming  consen- 
sus at  a spirited  Monday  afternoon  radio 
assembly,  attended  by  a record  700  sta- 
tion executives,  during  the  NAB  con- 
vention in  Chicago.  Participation  from 
the  floor  reached  a peak  with  a call 
being  sounded  for  broadcasters  to  “stop 
running  around  with  their  tails  between 
their  legs”  and  defend  themselves. 

Other  highlights  of  the  three-hour  ses- 
sion: 

■ Report  from  F.C.  Sowell,  NAB  ra- 
dio board  chairman,  that  radio  mem- 
bership in  the  association  and  its  Stand- 
ards of  Good  Practice  has  reached  a 
record  high. 

■ Announcement  that  the  All-Indus- 
try Radio  Music  License  Committee  will 
disband  in  favor  of  a streamlined  7- 
member  continuing  committee. 

■ Word  that  Broadcast  Music  Inc. 
has  agreed  to  a trial  revision  of  its 
copyright  agreements,  resulting  in  a sav- 
ing up  to  $100,000  for  stations. 

■ “Prospects  on  a Silver  Platter”  sales 
presentation  by  Station  Representatives 
Assn. 


. . and  then  I said"  ■ Ex- 

President  Harry  S.  Truman  was 
reminiscing  all  evening  April  5 
before  and  during  his  address  to 
the  Broadcast  Pioneers  dinner  in 
Chicago.  Mr.  Truman  was  pre- 
sented, among  other  gifts,  a gold 
RCA  microphone.  Here  he’s  talk- 
ing with  Merle  S.  Jones,  president 
of  the  Pioneers  and  head  of  the 
CBS  Tv  Stations  Div.,  who  pre- 
sided at  the  dinner. 


Mr.  Sowell  told  the  assembled  dele- 
gates that  “we  in  the  radio  business  are 
finding  it  pretty  difficult  to  figure  out 
just  how  badly  we  are  hurt.  Before 
one  wound  can  heal,  others  show  up  to 
compound  our  distress.”  He  paid  high 
tribute  to  the  NAB  staff  and  radio  board 
who  “guide  our  ship  through  the  most 
troubled  waters  we  have  ever  experi- 
enced.” 

The  radio  chairman  said  that  there 
now  are  1,586  am  and  480  fm  mem- 
bers of  NAB — a record  high  in  both 
categories.  Pointing  out  that  Radio 
Month  is  just  three  weeks  away,  Mr. 
Sowell  said  that  this  would  be  a good 
time  for  stations  to  cite  their  own  vir- 
tues. “Our  sins  have  been  emblazoned 
on  the  front  pages  of  the  press  for 
months  on  end,”  he  said.  “It  is  high 
time  for  somebody  to  be  extolling  our 
virtues.  If  it  means  we  have  to  do  it 
ourselves,  then  let’s  do  it.” 

Mr.  Sowell,  vice  president  and  general 
manager  of  WLAC  Nashville,  told  his 
colleagues  that  they  must  put  up  a 
united  front.  This  is  the  only  way  the 
industry  can  adequately  cope  with  at- 
tacks from  the  outside,  he  said. 

Only  One  Choice  ■ Cliff  Gill,  chair- 
man of  the  NAB  standards  of  good 
practice  committee,  had  some  blunt 
words  for  the  delegates  on  the  advisabili- 
ty of  getting  behind  his  committee.  “Ei- 
ther we  as  a broadcasting  industry  pro- 
ceed to  regulate  ourselves  or  the  gov- 
ernment is  going  to  do  it  for  us,”  he 
warned.  “On  the  matter  of  self  regula- 
tion, now  is  the  time  for  the  industry 
to  put  up  or  shut  up.  And  for  some 
station  operators  it  may  be  the  time 
to  put  up  or  shut  down.” 

He  said  the  members  of  his  committee 
and  NAB  have  been  alarmed  by  (1)  the 
serious  threat  of  more  rigid  government 
control  and  (2)  the  lack  of  interest  or 
apathy  on  the  part  of  too  many  broad- 
casters. Mr.  Gill,  president  of  KEZY 
Anaheim,  Calif.,  charged  that  stations 
have  failed  to  support  the  committee’s 
crash  program  to  answer  critics. 

Acceptance  of  the  NAB  “implementa- 
tion plan,”  designed  to  acquaint  the 
public  with  the  association,  was  less 
than  overwhelming,  he  said.  In  January 
1959,  there  were  611  subscribers  to  the 
standards  of  good  practice.  Following 
an  appeal  at  the  1959  convention,  the 
number  had  risen  only  to  683,  Mr.  Gill 
said.  In  January,  the  number  of  sub- 
scribers had  reached  1,200  (60%  of 
NAB  members)  and  today  it  is  up  to 
62.3%. 

He  pointed  out  that  amendments  to 
the  code  have  been  adopted  to  cover 
rigged  quiz  programs,  payola  and  loaded 


interviews  and  the  membership  has  been 
thrown  open  to  radio  stations  which  are 
not  members  of  NAB.  Also,  for  the  first 
time  in  history  the  standards  of  good 
practices  will  have  an  enforcement  pro- 
gram. Thus,  Mr.  Gill  said,  additional 
personnel  will  be  hired  to  work  on 
the  regulatory  program  and  a research 
firm  will  monitor  stations  on  a spot- 
check  basis  and  in  response  to  com- 
plaints. 

Two  weeks  ago,  the  committee  on 
standards  of  good  practice  appointed  a 
special  three-man  operations  committee, 
composed  of  Mr.  Gill,  Frank  Gaither, 
WSB  Atlanta,  and  Cecil  Woodland, 
WEJL  Scranton,  Pa.,  to  establish  the 
new  enforcement  program.  This  group 
will  meet  May  2 in  Washington.  At 
the  same  meeting,  the  committee  amend- 
ed one  of  the  most  objectionable  phases 
of  the  standards;  henceforth  subscribers 
will  be  permitted  IV2  minutes  of  com- 
mercial time  per  five  minute  segment 
instead  of  1!4  minutes. 

In  conclusion,  Mr.  Gill  made  the 
following  plea:  “When  in  the  near  fu- 
ture you  receive  a communication  from 
NAB  regarding  the  new  industry  self- 
regulation plan,  here  is  what  I beg  you 
to  do.  Open  it  with  alacrity.  Read  it 
with  interest.  Take  the  action  requested. 
And  then  thank  God  because  an  active, 
alert  trade  association  made  certain  the 
envelope  with  the  stamp  got  there  ahead 
of  the  one  with  the  frank  [the  FCC].” 

Music  License  Activities  ■ Robert  T. 
Mason,  president  of  WMRN  Marion, 
Ohio,  and  chairman  of  the  all-industry 
radio  music  licensing  committee,  re- 
ported on  the  activities  of  that  group. 
With  him  was  the  committee’s  counsel, 
Emanuel  Dannett  of  New  York,  to 
answer  questions  concerning  the  new 
contract  with  ASCAP. 

Mr.  Mason  said  that  the  17-man  com- 
mittee would  go  out  of  existence  this 
month  but  that  a new  seven-man  con- 
tinuing committee  would  be  formed, 
composed  principally  of  the  old  mem- 
bers. The  new  group  will  enter  into 
negotiations  with  SESAC  for  a new 
contract  with  that  music  licensing  or- 
ganization. The  committee  also  plans 
to  close  its  New  York  office  April  30. 

Mr.  Dannett  said  that  BMI  has  been 
asked — and  agreed  on  a trial  basis — to 
revise  the  methods  of  computing  costs 
in  determining  BMI’s  license  fees.  This 
means  a concession  to  the  industry  as 
BMI  contracts  were  renewed  last  fall 
at  the  old  rates  and  stations  stand  to 
benefit  by  approximately  $100,000.  For 
a period  of  six  months  beginning  May 
1,  stations  will  have  the  option  of  com- 
puting BMI  fees  under  the  old  contract 
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IVScCoilough  says  there  are  deeper  ills  than  rigging,  payofa 


The  chairman  of  the  regency  that 
is  temporarily  running  the  NAB  said 
last  week  broadcasting  needs  a major 
clean-up  campaign. 

Clair  R.  McCollough,  of  the  Stein- 
man  Stations,  said  that  the  postwar 
scramble  for  position  among  radio 
and  television  broadcasters  had  de- 
generated into  guerilla  warfare  “in 
far  too  many  instances.” 

Mr.  McCollough  delivered  the  key- 
note speech  at  the  opening  general 
session  of  the  NAB  convention  last 
Monday  morning.  At  the  same  ses- 
sion he  received  the  association’s 
distinguished  service  award  (see  pic- 
ture this  page). 

Quiz  rigging  and  payola  are  symp- 
toms of  more  basic  malpractices,  Mr. 
McCollough  said.  “Rate  manipula- 
tions, trade  deals,  down-grading  the 
competition  in  our  own  media”  are 
among  the  “underlying  ills,”  he  said. 

Unless  these  malpractices  are  cor- 
rected, broadcasters  risk  the  loss  of 
advertiser  confidence.  “More  dis- 
turbing than  that,  however,”  Mr. 
McCollough  said,  “is  the  greater  peril 
of  attracting  to  our  industry  the 
charlatans,  the  deal  makers,  the  un- 
principled who,  by  attrition  through 
the  years,  can  destroy  the  confidence 
of  the  public  itself.” 

Self-Examination  ■ All  broadcast- 
ers should  now  take  a hard  look  at 
prevailing  business  practices,  he  said. 

“Do  we  have  a profit  and  loss 
statement  for  the  listeners  and  view- 
ers we  serve  as  well  as  for  our  audi- 
tors?” he  asked. 

“Are  we  selling  a valuable  service 
— or  are  we  bartering  it? 

“Are  we  selling  a valuable  service 
— or  are  we  auctioning  it?” 

The  15  years  since  World  War  II 
have  been  marked,  said  Mr.  McCol- 
lough, by  “the  postwar  radio  stam- 
pede and  the  astonishing  growth  of 
television;  by  the  consequent  chang- 
ing patterns  in  broadcast  program- 
ming; by  the  dislocation  of  radio  net- 
work economy  and  by  the  unre- 
strained performance  of  some  of  the 
newcomers  in  their  anxiety  to  cap- 


ture audience  and  revenue  by  what- 
ever means  at  their  disposal.” 

At  first  there  was  “an  enervating 
period  of  rate  cutting,”  he  said.  Now 
there  is  “the  far  more  dangerous 
situation  where  some  radio  stations 
do  not  have  established  rates.”  And 
“manifestations  of  the  same  practice 
are  now  appearing  in  television.” 
The  Choices  a It  is  time,  said  Mr. 
McCollough,  for  “intensive  self-in- 
spection.” 

The  alternative  will  be  “further 
depredations  of  one  sort  or  another 
— and  consequent  injury  to  our  de- 
fenses against  our  detractors.” 

The  repair  of  broadcasting  defects 


Distinguished  service  ■ Clair  Mc- 
Collough (1),  Steinman  Stations,  was 
given  the  NAB’s  annual  distin- 
guished service  award  at  the  opening 
session  of  the  association’s  conven- 
tion last  Monday.  The  presentation 


must  begin  with  individual  broadcast- 
ers, said  Mr.  McCollough,  but  indi- 
vidual action  by  itself  is  not  enough. 
“In  those  areas  where  custom  dictates 
and  the  law  permits  us  to  act  in  con- 
cert, we  must  allow  no  abridgement,” 
he  said.  “The  broadcasting  industry 
must  place  great  stress  upon  this  ‘one- 
ness’ factor  in  the  days  ahead.” 
The  NAB,  he  said,  performs  “the 
most  essential  function  of  any  or- 
ganization in  broadcasting.”  The  rec- 
ord of  its  accomplishments  to  date 
is  so  good  that  “you  could  pay  your 
dues  to  the  NAB  from  now  on  for 
the  rest  of  your  natural  life  and  still 
owe  money  on  the  obligation.” 


was  made  by  G.  Richard  Shafto, 
WIS-TV  Columbia,  S.C.,  chairman 
of  the  NAB  Television  Board.  The 
award  was  given  for  Mr.  McCol- 
lough’s  “record  of  industry  citizen- 
ship unique  in  . . . broadcasting.” 


or  under  terms  of  the  ASCAP  agree- 
ment. 

Syndey  Kaye,  BMI  board  chairman, 
said  that  broadcasters  who  want  to  take 
advantage  of  the  new  accounting  sys- 
tem should  write  to  the  licensing  firm 
for  new  forms. 

The  Washington  View  ■ Washington 
attorneys  Frank  Fletcher  and  Warren 
Baker  gave  the  radio  delegates  an  in- 
sight into  what  the  government  can  do 
now  and  what  it  might  possibly  do  in 


the  future.  Mr.  Fletcher,  president  of 
the  Federal  Communications  Bar  Assn, 
and  member  of  the  law  firm  of  Spear- 
man & Roberson,  outlined  proper  areas 
of  present  government  regulation  in 
broadcasting.  He  confirmed  that  the 
FCC’s  March  16  public  notice  on  spon- 
sor identification  left  the  legal  profession 
in  just  as  confused  a state  as  the  broad- 
casting industry. 

Mr.  Baker,  former  FCC  general  coun- 
sel and  now  in  the  Washington  office 


of  Chadbourne,  Parke,  Whiteside  & 
Wolff,  said  that  competition  is  the 
principal  means  of  regulation  but  it 
does  not  always  work.  He  criticized 
those  stations  which  put  programs  on 
the  air  because  their  competitors  do  or 
plead  that  they  did  not  have  time  to 
investigate  thoroughly  what  they  broad- 
cast. 

Agreeing  with  the  general  theme  of 
the  meeting,  Mr.  Baker  stressed  that  the 
image  of  broadcasting  is  so  poor  that 
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it  must  be  changed — either  by  the  in- 
dustry, or  if  that  fails,  the  government. 
He  said  99%  of  the  officials  in  Wash- 
ington do  not  want  the  government  to 
dictate  what  is  good  programming  taste 
but  warned  that  the  vocal  1%  will  win 
if  self-improvements  are  not  made.  The 
industry  is  judged  by  its  worst,  not  its 
best,  he  pointed  out.  “Self  regulation  is 
in  reality  self  preservation,”  Mr.  Baker 
stressed. 

Wilson  T.  Porter  of  WMMS  Bath, 
Me.,  speaking  from  the  floor,  received 
an  ovation  when  he  urged  broadcasters 
to  get  the  true  story  before  the  public — 
that  payola  is  not  an  exclusive  of  the 


broadcaster  media.  It  is  time  for  the 
industry  to  stop  pleading  “we  did  wrong 
but  we  promise  to  do  better  in  the  fu- 
ture.” 

Several  other  station  executives  rose 
to  defend  the  huge  majority  of  sta- 
tions and  to  urge  a concerted  counter- 
attack against  critics.  NAB  should  take 
the  lead  in  an  organized  campaign  to 
regain  a favorable  public  image,  the 
delegates  told  the  NAB  executives. 

So  many  station  managers  wanted  to 
be  heard  that  the  allotted  time  for  the 
meeting  ran  out  and  John  F.  Meagher, 
NAB  vice  president  for  radio  who  was 
presiding,  had  to  adjourn  the  session 


although  several  still  were  seeking  the 
floor. 

Earlier,  Lawrence  Webb  and  Wilmot 
(Bill)  Losee  of  Station  Representatives 
Assn,  presented  a 15-minute  color  slide 
presentation  with  sound  designed  to  sell 
radio  as  the  best  means  to  reach  the 
housewife.  Mr.  Webb,  SRA  managing 
director,  said  that  1959  was  the  biggest 
year  in  national  spot  radio  history- — 
with  estimated  billings  of  $176,782,000, 
up  2.8%  over  1958 — and  predicted  that 
the  figure  would  reach  $2  million  in 
1960. 

NBC  affiliates  endorse 
new  program  format 

Affiliates  representing  92%  of  the 
NBC  Radio  station  lineup  have  endorsed 
the  network’s  new  programming  format 
and  an  even  larger  number — 94%- — 
feel  that  it  has  helped  them  become 
“better  sounding”  stations,  George  Har- 
vey of  WFLA  Tampa,  chairman  of  the 
NBC  Radio  Network  Affiliates  Commit- 
tee, reported  last  week.  He  said  the 
figures  were  based  on  a poll  of  the 
network’s  200  affiliates. 

Mr.  Harvey’s  report  was  made  at  a 
meeting  of  the  affiliates  committee  and 
network  officials  last  Tuesday  in  Chi- 
cago. The  committee  also  issued  a state- 
ment commending  the  network  for  its 
new  format,  which  went  into  effect  in 
January  emphasizing  news,  news  analy- 
sis, public  events  and  the  “Monitor” 
service.  The  committee  also  singled  out 
William  K.  McDaniel,  vice  president  in 
charge  of  the  network,  for  leading  in 
the  execution  of  the  new  format,  which 
it  called  “the  industry’s  only  forward- 
looking  concept.” 

NBC  Chairman  Robert  W.  Sarnoff, 
President  Robert  E.  Kintner,  Senior  Ex- 
ecutive Vice  President  David  C.  Adams 
and  Mr.  McDaniel  headed  the  NBC  con- 
tingent at  the  meeting.  Mr.  Harvey  and 
Douglas  Manship  of  WJBO  Baton 
Rouge,  La.,  secretary,  led  the  eight  com- 
mitteemen representing  affiliates. 

New  measurement 
for  radio  planned 

A movement  for  a new  measurement 
of  radio  coverage  was  launched  and 
gathered  momentum  at  the  NAB  con- 
vention last  week. 

Some  40  to  50  stations  attended  a 
meeting  called  by  officials  of  Crosley 
Broadcasting  Co.  to  appraise  the  ex- 
tent of  interest  in  such  a project, 
which  would  be  the  first  for  radio  since 
A.C.  Nielsen  Co.’s  NCS  No.  2 in  1956. 

Crosley  authorities  appeared  well 
pleased  by  station  reaction  at  the  meet- 
ing. They  said  the  next  move  would  be 
the  Nielsen  company’s.  Nielsen  is  ex- 
pected shortly  to  begin  approaching 
networks,  agencies  and  stations  gen- 
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AVERAGE  AUDIENCE  RATINGS* 

ABC-TV 

19.4 

NET  2 

H mm  . . w 

Or  if  you’re  a night  man:  ABC  came  in  1st  three  nights  of  the  week,  2nd  four 
nights  of  the  week,  3rd  no  nights  of  the  week.  *Source:  Nielsen  First  April 
24-Market  TV  Report,  week  ending  March  27,  all  seven  nights,  8-10:30  PM,  NYT. 


ABC  TELEVISION  0 


Changing  hands 

ANNOUNCED  • The  following  sale  of 
station  interests  was  announced  last 
week,  subject  to  FCC  approval. 

a WPDQ  Jacksonville,  Fla.:  Sold  by 
Robert  R.  Feagin  and  James  R.  Stock- 
ton  to  Ohio  Broadcasting  Co.  (WHBC 
Canton,  Ohio)  for  over  $500,000.  Ohio 
Broadcasting  is  headed  by  Eugene  Carr 
and  is  a subsidiary  of  Brush-Moore 
Newspapers  ( Canton  Repository,  etc.). 
Mr.  Feagin  is  remaining  as  manager  of 
WPDQ  and  no  immediate  changes  in 
personnel  or  programming  are  contem- 
plated. WPDQ  is  5 kw  independent  on 
600  kc. 

■ KNGS  Hanford,  Calif.:  Sold  by  A.J. 
Krisik  and  Ellsworth  Peck  to  John  C. 
Cohan  for  $360,000.  Mr.  Cohan  re- 


cently sold  KSBW-AM-FM-TV  Salinas- 
Monterey,  and  KSBY-TV  San  Luis 
Obispo,  both  Calif.  He  also  owns 
KVEC  San  Luis  Obispo.  Mr.  Krisik  is 
majority  owner  of  KFIV  Modesto  and 
board  chairman  of  KJBS  San  Francisco, 
both  California.  KNGS  is  1 kw  on  620 
kc.  Broker  was  Hamilton-Landis  & 
Assoc. 

® KOME  Tulsa,  Okla.:  Sold  by  Charles 
W.  Holt  and  associates  to  Franklin 
Broadcasting  Co.  for  $315,000.  Frank- 
lin Broadcasting  is  part  of  William  F. 
Johns  group,  which  also  includes 
WMIN  St.  Paul,  WLOD  Pompano 
Beach,  Fla.;  KRIB  Mason  City,  Iowa, 
and  WYFE  New  Orleans.  Johns  group 
is  also  buying  WILD  Boston,  Mass. 
KOME  is  5 kw  day,  1 kw  night  on 
1500  kc.  Transaction  was  handled  by 
Patt  McDonald  Co. 


a WTYM  East  Longmeadow  (Spring- 
field),  Mass.:  Sold  by  Paul  Perreault  and 
Art  Tacker  to  Executive  Broadcasting 
Corp.  for  $140,000.  Executive  Broad- 
casting is  headed  by  Stanley  M.  Ulanoff, 
Long  Island  realtor,  bowling  alley  in- 
terests and  author.  Station  is  5 kw  day- 
timer  on  1600  kc.  Transaction  was 
handled  by  Edwin  Tornberg  & Co. 

■ WTHR  Panama  City,  Fla.:  Sold  by 
Mrs.  Helen  King  to  Van  Lane  for  $90,- 
000.  Mr.  Lane  is  KYW  sportscaster. 
WTHR  is  500  w daytimer  on  1480  kc. 
Broker  was  Blackburn  & Co. 

■ WPKO  Waverly,  Ohio:  Sold  by  War- 
ren W.  Cooper  and  associates  to  Ohio 
Quests  Inc.  for  $40,000.  James  B.  Den- 
ton, air  personality,  is  president  of  buy- 
ing group.  WPKO  is  1 kw  daytimer  on 
1380  kc.  Broker  was  R.C.  Crisler  & Co. 


erally  in  an  effort  to  determine  whether 
there  is  adequate  support  for  a radio 
NCS  3. 

Leaders  in  last  week’s  meeting  felt 
the  timing  was  right  for  a new  radio 
measurement.  In  addition  to  the  con- 
siderable time  lapse  since  the  last  one, 
during  which  many  changes  in  radio 
programming  have  evolved,  it  was 


noted  that  a 1960-61  measurement 
could  tie  into  results  of  the  U.8.  census 
now  being  conducted. 

There  was  a strong  feeling  that  any 
new  coverage  study  should  show  not 
only  the  circulation  of  individual  sta- 
tions but  also  add  a feature  not  present 
in  past  coverage  studies;  the  number  of 
homes  reached  by  radio  generally  dur- 


ing significant  periods — day,  week, 
month,  etc. — apart  from  tune-in  to  spe- 
cific stations.  This  type  of  information, 
it  was  pointed  out,  would  have  basic 
importance  in  selling  radio  as  a medi- 
um, just  as  individual  station  data 
would  be  important  in  buying  and  sell- 
ing specific  advertising  campaigns. 

Peter  Lasker,  sales  vice  president  of 
Crosley,  presided  over  the  meeting  in 
Chicago  last  Tuesday. 

CCBS  hears  comments 

Clear  Channel  Broadcasting  Service’s 
annual  meeting  during  the  NAB  con- 
vention was  devoted  to  discussion  of  the 
group’s  comments  before  the  FCC  on 
proposed  clear  channel  rulemaking  (At 
Deadline,  April  4).  Reports  on  these 
FCC  developments  were  given  by  CCBS 
Director  Gayle  Gupton  and  Washing- 
ton counsel  Reed  Rollo. 

John  H.  DeWitt,  president  of  WSM 
Nashville  and  chairman  of  CCBS’  engi- 
neering committee,  reported  on  the  en- 
gineering phase  of  the  group’s  com- 
ments to  the  FCC.  He  explained  the 
data  included  some  100  maps  showing 
the  effects  of  signal  duplication  and 
what  would  be  accomplished  through 
the  use  of  higher  power. 

Mr.  Gupton  said  CCBS  again  had  re- 
ceived support  by  resolution  from  the 
National  Grange  and  the  National 
Council  of  Farmer  Cooperatives.  The 
Illinois  Farmers  Union  adopted  a reso- 
lution favoring  the  CCBS  position  in 
January,  he  said. 

In  its  comments  to  the  commission, 
CCBS  said  that  all  rural  homes  should 
have  a choice  of  four  adequate  night- 
time radio  signals.  They  asked  the  FCC 
to  raise  power  limitations  to  at  least 
750  kw  so  that  this  could  be  accom- 
plished. 


last  week's  NAB  Convention  brought  some  new 
Blackburn  & Company.  Among  them  are: 

SOUTHWEST 

Successful  full  time  operated  facilities  in 
fast  growing  important  top  100  market. 
$100,000  cash  down. 

CALIFORNIA 


and  interesting  properties  to 


$350,000 


$200,000 


Profitable  full  time  station  serving  unusual 
growth  area.  Excellent  management, 

SOUTHEAST 


SB 50,000 


Metropolitan  coastal  market.  Property  with 
demonstrable  growth  capacity.  Low  down 
payment  and  reasonable  payout. 

VIRGINIA 


$00,000 


Steadily  improving  daytimer,  now  profit- 
able, in  a strong  radio  market.  Good  phys- 
ical plant.  $25,000  cash  down. 


NEGOTIATIONS 


FINANCING 


APPRAISALS 


‘JBlackhiwn  & Compamf 

Incorporated 

RADIO  - TV  - NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Jack  V.  Harvey 
Joseph  M.  Sitrick 
Washington  Building 
Sterling  3-4341 


MIDWEST 
H.  W.  Cassill 
William  B.  Ryan 
333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-6460 


ATLANTA 

Clifford  B.  Marshall 
Stanley  Whitaker 
Robert  M.  Baird 
Healey  Building 
JAckson  5-1576 


WEST  COAST 
Colin  M.  Selph 
Calif.  Bank  Bldg. 
9441  Wilshire  Blvd. 
Beverly  Hills,  Calif. 
CRestview  4-2770 
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NEW 

NSI 

PROVES 


WCKY 
IS 


SOME 

BUY 


And  what  dramatic  proof!  That  new 
Nielsen  shows  that  in  every  time 
period  throughout  the  day  WCKY 
now  reaches  more  people  ...  as 
many  as  1,044,400  different  homes 
monthly  in  just  one  three-hour 
block.  But  even  more  important, 
one  quarter-hour  program  now  de- 
livers betterthan  a million  different 
adults  in  just  four  weeks.  Tom  Wei- 
stead  in  New  York  and  AM  Radio 
Sales  will  show  you  why  WCKY  is 
some  great  buy! 

WCKY  • RADIO 
50,000  WATTS 
CINCINNATI 
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WHS-TV  NBC/ABC 

COLUMBIA,  SOUTH  CAROLINA 


a station  of 

THE  BROADCASTING  COMPANY  OF  THE  SOUTH 

WIS-TV,  Channel  10,  Columbia,  S.  C. 
WSFA-TV,  Channel  12,  Montgomery,  Ala. 
WIS,  560,  Columbia,  S.  C. 

WIST,  930,  Charlotte,  N.  C. 


TV  CODE  GETS  CHICAGO  HYPO 


Strengthened  offices  to  enforce  rules 


NAB’s  television  code  structure, 
beefed  up  to  keep  pace  with  current 
public  feeling  and  the  medium’s  general 
image,  was  unveiled  last  week  before 
the  Chicago  convention. 

With  a membership  expanded  from 
five  to  seven,  the  code  administration 
will  have  stronger  offices  to  maintain 
enforcement  and  keep  broadcasters 
abreast  of  code  rules  as  well  as  their 
application. 

A major  change  in  top  staffing  came 
with  the  end  of  Donald  H.  Gannon’s 
term  as  Tv  Code  Board  chairman.  The 
Westinghouse  Broadcasting  Co.  presi- 
dent was  acclaimed  by  the  board  as  he 
retired  from  the  post.  Fifth  code  chair- 
man, he  was  praised  for  “the  great 
progress  made  in  advancing  the  cause 
of  the  tv  code”  and  for  the  growth  and 
recognition  attained  by  the  code  in  the 
tv  industry. 

Taking  over  as  new  chairman  was 
E.K.  Hartenbower,  Meredith  Stations. 
As  chairman  of  the  board’s  personal 
products  subcommittee,  Mr.  Harten- 
bower directed  studies  into  one  of  the 
most  sensitive  phases  of  television. 

Mr.  McGannon’s  farewell  address  to 
the  tv  membership  reviewed  his  admin- 
istration and  traced  growth  of  code 
membership  from  a low  of  269  mem- 
bers last  summer  to  the  present  380,  or 
75%  of  all  tv  commercial  stations. 

“The  code  atmosphere  is  far  less 
pressurized  than  that  which  we  have  ex- 
perienced in  the  last  eight  or  10 


months,”  he  said.  “Our  future  consists 
of  perfecting  the  basic  plan.  On  the  one 
hand  we  must  guard  against  the  im- 
practical, the  unnecessarily  puristic,  or 
the  tendency  to  be  more  onerous  or 
more  restrictive  than  perhaps  even  the 
governmental  agencies  might  be  if  our 
self-regulatory  efforts  were  to  fail.  On 
the  other  hand,  our  problem  is  one  of 
demonstrating  that  self-regulation  is  not 
just  a cliche.  It  means  just  what  the 
words  imply — a control,  a disciplining 
of  our  own  business  and  business  activ- 
ities with  a view  to  protecting  our 
public  from  deception,  from  impro- 
priety, from  bad  taste,  from  excesses 
and  from  blatancy.” 

New  members  joining  the  Tv  Code 
Board  were  Robert  W.  Ferguson, 
WTRF-TV  Wheeling,  W.  Va.;  James 
M.  Gaines,  WOAI-TV  San  Antonio, 
Tex.,  and  George  Whitney,  KFMB-TV 
San  Diego,  Calif.  Continuing  in  service 
are  Mrs.  A.  Scott  Bullitt,  KING-TV  Se- 
attle; Joseph  Herold,  KBTV  (TV)  Den- 
ver, and  Gaines  Kelley,  WFMY-TV 
Greensboro,  N.C. 

Expansion  plans  include  additional 
staff  help  to  back  up  the  Washington 
headquarters  operation,  headed  by  Ed- 
ward Bronson  and  Harry  Ward,  direc- 
tor and  assistant  director,  respectively, 
of  tv  code  affairs.  The  Hollywood  office 
will  be  strengthened  and  another  will 
be  opened  in  New  York  to  keep  in 
touch  with  agencies,  advertisers  and 
networks. 


New  code  board  takes  over  ■ NAB’s 
Tv  Code  Review  Board  was  expanded 
from  five  to  seven  members  effective 
with  the  convention.  The  current  slate 
(1  to  r):  seated,  George  Whitney,  KFMB- 
TV  San  Diego,  Calif.;  Mrs.  A.  Scott 
Bullitt,  KING-TV  Seattle,  and  E.  K. 
Hartenbower,  KCMO-TV  Kansas  City, 


chairman;  standing,  Edward  H.  Bron- 
son, tv  code  affairs  director;  Joseph 
Herold,  KBTV(TV)  Denver;  Robert  W. 
Ferguson,  WTRF-TV  Wheeling,  W.  Va., 
and  Gaines  Kelley,  WFMY-TV  Greens- 
boro, N.  C.  Missing  from  photo:  James 
M.  Gaines,  WOAI-TV  San  Antonio, 
Tex. 
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Now,  you  can  reach  every 
viewing  man,  woman  and 

child  in  Michigan’s  other  big 
market  with  one  single-station  buy! 
(Grade  “A”  signal  or  better,  too!) 

WJR 

Channel  12— Flint 

$ 

W.  | 

PRIMARY  AFFILIATE 

Represented  by  HARRINGTON,  RIGHTER  & PARSONS,  INC.  • New  York  • Chicago  • Detroit  • Boston  • San  Francisco  • Atlanta 
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FM’S  STAR  GROWS  EVEN  BRIGHTER 

Report  shows  gains  on  am,  tv  with  record  15  million  sets 


Fm  broadcasting  made  an  impressive 
showing  last  week  at  the  NAB  Chicago 
convention.  The  medium  is  gaining  on 
am  broadcasting,  and  on  television  too, 
the  convention  was  told, 

Several  signs  of  progress  appeared 
in  Chicago: 

Station  brokers  were  receiving  nu- 
merous inquiries  from  potential  buyers 
of  fm  stations,  particularly  in  major 
markets.  Set  manufacturers  appeared 
with  fm  auto  receivers  competitively 
priced,  with  am  sets. 

The  new  National  Assn,  of  Fm 
Broadcasters  went  into  action  as  a 
full-fledged  sales  promotion  unit  and 
in  effect  declared  war  on  Radio  Ad- 
vertising Bureau.  NAB’s  Fm  Day  pro- 
gram drew  a standing-room  overflow 
audience.  Population  explosion  and 
growth  of  suburbs  were  described  as 
offering  fm  a chance  to  put  prime  serv- 
ice into  areas  where  am  stations  have 
coverage  troubles.  Fm  programming  is 
becoming  more  diversified,  including 
many  pop-standard  music  stations  and 
even  a country-music  outlet. 

Fm  circulation  is  at  an  alltime  peak, 
over  15  million  sets.  Madison  Avenue 
is  starting  to  do  serious  fm  research. 
Optimistic  forecasts  went  so  far  as  to 
predict  fm  will  replace  am  within  a 
decade,  following  the  trend  in  Europe. 

Many  types  of  fm  equipment  were 


Policy  makers  ■ Officers  and  directors 
of  the  National  Assn,  of  Fm  Broad- 
casters were  elected  at  a meeting  held 
during  the  NAB  convention.  Seated 
(1  to  r):  Frank  Knorr  Jr.,  WPKM  (FM) 
Tampa,  Fla.,  secretary;  T.  Mitchell 
Hastings  Jr.,  Concert  Network,  execu- 
tive vice  president;  Fred  Rabell,  KITT 
(FM)  San  Diego,  president,  and  Bill 


on  display  in  the  equipment  show — 
more  than  have  been  seen  in  several 
years. 

Progress  Report  ■ The  first  Fm  Day, 
Sunday,  April  3,  in  broadcasting  his- 
tory was  split  into  two  main  segments 
— NAFMB's  morning  program  (story 
page  66)  and  NAB’s  afternoon  session. 

Fm’s  quota  of  operating  stations  in- 
creased by  105  outlets  in  a year — 591 
to  696 — NAB's  radio  vice  president, 
John  F.  Meagher,  told  the  afternoon 
meeting.  Everett  L.  Dillard,  WASH 
(FM)  Washington,  traced  the  fantastic 
growth  of  suburban  areas  and  said  fre- 
quencies are  becoming  scarce,  partic- 
ularly in  major  markets. 

Frank  Stisser,  president  of  C.E. 
Hooper  Inc.,  cited  an  increase  in  set 
ownership  and  the  number  of  fm  sta- 
tions. He  said  fm  programming  is  in- 
creasing; pointed  to  a need  for  more 
quantitative  fm  research;  chided  fm  sta- 
tions for  a poor  job  of  station  identifi- 
cation on  the  air  and  inferior  produc- 
tion of  commercials,  and  suggested  they 
do  a better  job  with  news. 

Laurence  Roslow  of  The  Pulse  said 
advertisers  need  more  research  on  fm’s 
coverage  and  circulation  and  declared 
rapid  population  growth  offers  a good 
chance  for  expansion  of  the  fm  me- 
dium. 

Technical  Advances  ■ The  program 


Tomberlin,  KMLA  (FM)  Los  Angeles, 
treasurer.  Standing  (1  to  r):  William 
Drenthe,  WCLM  (FM)  Chicago; 
Thomas  Daugherty,  WKJF  (FM)  Pitts- 
burgh; Henry  W.  Slavick,  WMCF  (FM) 
Memphis,  Tenn.;  Lynn  Christian, 
KHGM  (EM)  Houston,  and  Harold 
Tanner,  WLDM  (FM)  Detroit.  They 
were  elected  April  2. 


became  meaty  as  spokesmen  for  three 
major  set  manufacturers  indicated  that 
industry  is  taking  increased  interest  in 
the  fm  medium.  Ted  Leitzel,  Zenith 
Radio  Corp.,  reminded  that  Zenith  has 
made  three-fourths  of  all  fm  sets  for 
many  years.  He  unveiled  a new  Zenith 
am-fm  portable  receiver  that  will  re- 
tail for  $189. 

C.J.  Gentry,  Motorola  Inc.,  came 
through  with  an  announcement  that  fm 
delegates  believe  is  historic  in  impor- 
tance— development  of  a competitively 
priced  fm  auto  receiver.  (Fm  broadcast- 
ers have  been  trying  ever  since  World 
War  II  to  get  set  makers  interested  in 
an  auto  model.)  It  will  be  marked  at 
$125  and  was  described  as  having  ex- 
cellent performance  characteristics.  Am 
car  radios  range  from  $75  to  $150.  The 
set  has  a 6x9-inch  speaker  with  15  w 
output.  “People  want  good  sound,”  Mr. 
Gentry  said. 

Henry  Fogel,  president  of  Granco 
Products,  created  a stir  with  his  predic- 
tion that  “fm  may  replace  am  within  a 
decade.”  He  sees  a billion-dollar  annual 
sales  potential  in  the  receiver  market. 

“Annual  sales  of  fm  sets  may  reach 
4 million  units  by  1963  compared  to 
1 million  in  1959,”  he  said.  Granco  for 
years  has  been  a leading  maker  of  low 
cost  fm  sets.  Mr.  Fogel  said  only  fm 
can  handle  stereo,  a development  held 
up  pending  an  FCC  decision  on  stand- 
ards. He  predicted  2,000  fm  stations  will 
be  operating  by  1963  and  predicted 
full  stereo  will  be  available  by  that 
time. 

Embarrassing  Question  ■ The  set- 
makers  panel  ran  into  a small  riot  in 
the  question-answer  session  when  broad- 
casters wanted  to  know  why  manufac- 
turers did  a heavy  share  of  their 
advertising  outside  the  fm  medium.  Mr. 
Leitzel  was  reminded  that  a Miami,  Lla., 
distributor  gave  newspapers  a 75-25  co- 
op advertising  ratio  whereas  radio  was 
on  a 50-50  basis. 

But  Mr.  Gentry  had  the  worst  time, 
again  because  of  Miami  distribution  as 
well  as  failure  to  use  radio  in  other 
cities.  Asked  why  Motorola  didn’t  use 
radio  in  Miami,  Mr.  Gentry  said  it  was 
up  to  stations  to  sell  the  distributor. 
When  he  suggested  Motorola  liked  bill- 
boards and  print  medium  because  of 
mass  circulation,  the  audience  voiced 
disapproval. 

Two  newspaper  radio-tv  columnists 
appeared  on  a panel,  “If  I owned  an 
Fm  Station.”  Edward  L.  Barry,  Chi- 
cago Tribune,  and  Bernie  Harrison, 
Washington  (D.  C.)  Star,  agreed  that 
many  fm  stations  do  an  inferior  job  of 
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supplying  program  information  to  news- 
papers. They  lauded  the  fm  medium 
for  musical  programming  of  high  quality 
and  twitted  am  radio  for  programming 
to  a teenage  minority  audience. 

Robert  D.  Linx,  FCC  western  divi- 
sion field  supervisor,  said  fm  is  essen- 
tial in  case  of  disaster,  providing  com- 
munications facilities  that  would  be  “one 
of  the  few  reliable  means  of  communi- 
cations.” He  urged  fm  broadcasters  to 
cooperate  in  disaster  network  develop- 
ment. 

Ben  Strause  of  WWDC-FM  Washing- 
ton presided  at  the  NAB  fm  session. 

Fm  group  plans  sales 
race  against  am  radio 

A new  fm  sales  project,  National 
Assn,  of  Fm  Broadcasters,  has  actively 
joined  the  race  for  aural  radio  business. 

NAFMB  flexed  its  muscles  just  prior 
to  the  opening  of  NAB’s  Chicago  con- 
vention by,  in  effect,  declaring  war  on 
Radio  Advertising  Bureau.  It  held  its 
own  meeting  April  2 and  joined  NAB’s 
Fm  Day,  April  3,  with  a half-day  pro- 
gram (see  page  64). 

Miffed  because  RAB  had  decided  it 
will  not  sell  fm  in  competition  against 
am  radio,  an  NAFMB  board  resolution 
stated  the  association  found  RAB’s 
policy  “inconsistent  both  within  itself 


inasmuch  as  fm  is  competitive  with 
am,  and  with  the  stated  purposes  of  the 
NAFMB.”  The  board  added  that  it 
“feels  compelled  to  reject  the  current 
philosophies  of  RAB  insofar  as  fm  is 
concerned.” 

Fred  Rabell,  KITT  (FM)  San  Diego, 
was  re-elected  NAFMB  president.  The 
association  grew  out  of  the  1959  NAB 
convention.  Its  paid  membership  was 
said  to  have  reached  the  100  mark  dur- 
ing last  week’s  convention.  Dues  range 
from  $5  to  $20  a month. 

FCC  Surprise  ■ James  E.  Barr,  assist- 
ant chief  of  the  FCC  Broadcast  Bureau, 
threw  a surprise  into  the  April  3 session 
when  he  said  the  FCC’s  study  of  stereo 
broadcasting  is  giving  serious  considera- 
tion to  commercial  stereo  as  a sub- 
scriber service.  Many  NAFMB  mem- 
bers, as  well  as  non-members  who  were 
guests  at  the  meeting,  voiced  surprise 
that  official  thought  was  being  given  to 
pay  stereo  as  against  broadcast  stereo 
through  multiplex  fm  transmission. 

Mr.  Barr  reviewed  the  history  of  mul- 
tiplexing and  stereo.  He  said  the  fm 
stereo  field  has  been  narrowed  down 
to  four  or  five  basic  systems.  He  feels 
there  will  be  rulemaking  procedure  after 
the  commission  acts  on  stereo  standards. 

The  NAFMB  meeting  heard  an  fm 
testimonial  from  Bob  White,  sales  man- 
ager of  Nelson  Chevrolet,  Chicago,  who 


said  the  firm  sells  three  to  five  autos  a 
week  via  WCLM  (FM)  there.  “Fm  will 
always  be  on  our  advertising  budget,” 
he  said.  “It’s  the  best  buck  I spend  on 
advertising.” 

Mr.  Rabell  cited  nationwide  Pulse 
data  showing  that  over  10%  of  all  re- 
tail establishments  have  fm  sets.  The  fig- 
ures show  listening  in  fm  homes  reach- 
ing a peak  of  45%  between  6 and  9 
p.m.  Other  findings:  51.3%  of  fm 
homes  listen  daily,  56.5%  weekly; 
main  reasons  for  listening — good  music 
49%,  better  sound  17.9%,  lack  of  talk 
14.8%,  better  programs  3.9%,  relaxa- 
tion 3.9%  and  news-weather  2.7%. 

Officers  elected  besides  Mr.  Rabell 
were:  T.  Mitchell  Hastings,  Concert  Net- 
work, executive  vice  president;  Frank 
Knorr,  WPKM  (FM)  Tampa,  Fla.,  sec- 
retary, and  Bill  Tomberlin,  KMLA 
(FM)  Los  Angeles,  treasurer.  Named 
directors  were  (including  officers): 
Thomas  J.  Daugherty,  WKJF  (FM) 
Pittsburgh;  Lynn  Christian,  KHGM 
(FM)  Houston;  William  G.  Drenthe, 
WCLM  (FM)  Chicago;  Harold  I.  Tan- 
ner, WLDM  (FM)  Detroit;  Gary  Gie- 
low,  KPEN  (FM)  Atherton,  Calif.;  Bill 
Tomberlin,  KMLA  (FM)  Los  Angeles; 
William  Harley,  WHA-FM  Madison, 
Wis.  (educational);  Henry  Slavick, 
WMCF  (FM)  Memphis,  and  Jack 
Kiefer,  KMCA  (FM)  Los  Angeles. 


FM NETWORK FORMS 
West  Coast  plan 
includes  rep  firm 

A multi-faceted  fm  business  was  an- 
nounced last  week  by  International 
Good  Music  Inc.,  a new  subsidiary  of 
KVOS  Inc.,  Bellingham,  Wash.  It  will 
encompass  a network  of  automated  fm 
stations  on  the  West  Coast,  a joint  pro- 
gramming-representation plan  for  the 
top  25  fm  markets,  and  an  fm  program 
; service  for  general  sale. 

Basic  operation  of  International  Good 
Music  will  be  a West  Coast  station 
; group  to  be  called  the  “Heritage  Sta- 
tions.” As  outlined  by  Rogan  Jones, 
president  of  IGM,  the  group  will  in- 
clude KGMI  (FM)  Bellingham;  KGMG 
I (FM)  Portland,  Ore.;  KGMJ  (FM) 
I Seattle,  Wash.;  KFMU  (FM)  Los  Ange- 
1 I les;  KFMW  (FM)  San  Bernardino, 
I Calif.,  and  stations  in  San  Diego  and 
I San  Francisco.  The  Jones  group  has  an 
I application  pending  for  purchase  of 
I KFMU  and  KFMW,  is  applying  for  a 
I new  facility  in  San  Diego  and  is  nego- 
tiating to  buy  an  existing  fm  in  San 
Francisco. 

All  these  “Heritage”  stations  will 
program  the  same  18-hour  schedule  of 
programming  and  commercials,  operat- 
I ing  under  an  automation  technique  de- 


veloped by  the  group.  The  programs 
themselves  will  be  constructed  under 
direction  of  Alfred  Wallenstein,  noted 
conductor  and  one-time  director  of  the 
Wallenstein  Sinfonietta  on  the  Mutual 
network.  All  recordings  will  be  trans- 
ferred to  tape  in  Bellingham  and  bi- 
cycled to  the  six  other  stations. 

Emphasis  on  Economy  ■ The  IGM 
plan  envisions  operating  with  minimum 
personnel  and  overhead  requirements. 
This  translates  to  one  full-time  employe 
in  each  market  (a  combination  news- 
public  relations  man)  and  a part-time 
engineer  to  change  tapes.  There  need 
be  no  studio  facilities  in  the  usual  sense; 
each  station  can  “piggyback”  in  the 
studios  of  an  existing  station  in  the  mar- 
ket. The  only  studio  equipment  will  be 
a $7,200  automated  tape  playback  unit. 

The  programming  itself  will  include 
classical,  light  classical,  show  tunes  and 
other  “good  music”  types.  Commercials 
will  be  limited  to  a maximum  of  six 
minutes  per  hour,  with  no  jingles  or 
“hard  sell.”  Because  all  seven  Heritage 
stations  would  use  the  same  commer- 
cials, sales  will  be  restricted  to  national 
or  regional  accounts. 

Mr.  Jones  is  backing  his  initial  pro- 
motion with  a new  Politz  study  of  the 
West  Coast  in  fm  market.  He  believes 
the  stations  will  be  able  to  offer  a 35 
cent  cost-per-thousand. 


Handle  with  care  ■ William  Taylor, 
operations  manager  for  the  Interna- 
tional Good  Music  group,  transfers  re- 
cordings to  tape  at  Bellingham  head- 
quarters. He  wears  gloves  to  avoid 
damaging  the  records. 

Other  Plans  ■ The  same  program- 
ming, minus  commercials,  that  goes  on 
the  Heritage  stations  will  be  offered 
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“My  children...” 

PORNOGRAPHY:  THE  BUSINESS  OF  EVIL 

“I  think  he  got  his  ideas  from  that  hook  that 
i night” 

“The  books  you  can  get  five  for  a dollar  . . . you 
! can  ahvays  buy  the  pictures  easy.” 

“...involves  chainings,  beatings .. .masochistic 
practices  you  ruould  find  in  a glossary  of  abnormal 
i psychology.” 

“The  national  syndicated  smut  racket  grosses 
approximately  half  a million  dollars  a year.” 
Obscene  books,  literature  and  motion  pictures 
have  been  flooding  the  nation  since  the  end  of  the 
war.  To  find  out  just  how  far  this  racket  ate  into 
the  life  of  Boston,  “capital  of  U.S.  morality”, 
WBZ  News  Director  Jerry  Landay  and  his  staff 
spent  months  researching  pornography  in  Boston. 
They  taped  interviews  with  members  of  Boston’s 
Vice  Squad,  the  D.A.’s  office,  parole  boards  of 
detention  centers  . . . with  men,  women  and  chil- 
dren personally  involved  . . . and  edited  the  tapes 


into  “Pornography:  The  Business  of  Evil”,  an 
hour-long  program  shocking  in  its  revelations  of 
degeneracy. 

The  smut  racket  knows  no  barriers.  Wealthy 
homes  and  work-a-day  homes  . . . highly  educated 
and  illiterate  people  have  all  dipped  into  this 
morass  of  filth.  Most  disconcerting,  however,  were 
the  pitiful  experiences  of  five  and  six-year-olds 
exposed  to  decadent  photographs  and  forced  into 
awkward  situations  and  moral  degradation. 

After  hearing  the  program,  Massachusetts  Gov- 
ernor Foster  Furcolo  declared  an  emergency  to 
put  into  effect  immediately  a new  law  establishing 
heavier  penalties  for  violation  of  the  state’s 
obscene  literature  curbs. 

The  Boston  Federation  of  Organizations,  rep- 
resenting 140,000  members  of  52  women’s  clubs, 
organized  an  all-community  roundup  against 
pornography  which  is  still  in  progress. 

YI7"D  T7  +WBZA 
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Broadcasting  is  most  effective  on  stations  that  have  earned  the  respect  and  confidence  of  the  communities  they  serve. 
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to  other  fm  stations  in  non-competing 
markets.  In  the  top  25  markets  the 
company  will  offer  a representation 
service,  too.  This  will  be  headed  by 
Fred  Bernstein  with  offices  at  28  W. 
44th  St.,  New  York. 

Mr.  Jones  said  that  any  stations 
buying  the  programming  would  be  able 
to  operate  under  the  same  automated 
system.  Each  would  have  to  purchase 
the  $7,200  automation  unit  (basic  Am- 
pex  design  with  a switching  arrange- 
ment engineered  by  the  Jones  group). 
He  theorized  that  a prospective  fm 
broadcaster  might  be  able  to  go  on  the 
air  using  the  IGM  programming  set-up 
for  a maximum  investment  of  $20,000. 

Fm  Unlimited  expands 

Fm  Unlimited,  Chicago-based  repre- 
sentative and  sales  promotion  firm,  an- 
nounced expansion  last  week  into  man- 
agement and/or  engineering  consulting 
services  for  broadcasters,  station  repre- 
sentatives, agencies  and  clients. 

The  organization  will  help  prepare 
applications  for  new  stations  and  coun- 
sel station  management  in  engineering, 
sales,  programming  and  promotion.  It 
also  will  supply  information  to  repre- 
sentatives who  contemplate  going  into 
fm  representation,  according  to  Charles 
W.  Kline,  president  of  Fm  Unlimited. 
Agencies  also  can  avail  themselves  of 


counseling  designed  to  make  fm  adver- 
tising more  effective.  The  company  an- 
nounced previously  that  it  had  entered 
the  fm  program  syndication  field. 

TIO  project  review 
shows  diversification 

One  year  after  its  conception,  Tele- 
vision Information  Office  is  operating 
a diversified  series  of  image-building 
projects  designed  to  meet  the  Wide- 
spread attacks  against  the  medium. 
TIO’s  program  was  reviewed  April  4 
during  the  NAB  Chicago  convention 
by  Clair  R.  McCollough,  Steinman  Sta- 
tions, chairman  of  the  policy-making 
Television  Information  Committee,  and 
by  Louis  Hausman,  operating  head  of 
TIO. 

Newest  of  the  TIO  projects  is  a two- 
city  cooperative  move  in  which  Los 
Angeles  and  Chicago  stations  publish 
monthly  information  bulletins  pointing 
out  tv’s  contributions  in  information, 
education  and  the  arts  (Broadcasting, 
April  4).  Each  city  is  circulating  10,- 
000  copies  of  bulletins  covering  pro- 
gramming in  its  area. 

Mr.  Hausman  said  the  Los  Angeles 
and  Chicago  cooperative  bulletins  show 
how  broadcasters  can  work  effectively 
at  the  local  level  in  contacting  thought 
leaders  in  the  community.  TIO  projects 


include  a planned  film  about  the  tv 
industry.  Mr.  McCollough  said  TIO  has 
150  paying  member  stations,  plus  net- 
works, with  dues  running  around  $500,- 
000.  “We  need  another  150  stations,” 
he  said.  C.  Wrede  Petersmeyer,  Corin- 
thian Stations,  called  on  individual  sta- 
tions to  initiate  their  own  image-build- 
ing campaigns.  He  said  station  person- 
nel should  speak  at  local  meetings  and 
suggested  use  of  tv’s  own  facilities  to 
answer  attacks  on  the  medium. 

David  Brinkley,  NBC  commentator, 
and  Vincent  T.  Wasilewski,  NAB  gov- 
ernment relations  manager,  participated 
in  a panel  discussion  on  political  and 
legislative  problems.  Mr.  Brinkley  said 
it  won’t  make  a great  deal  of  difference 
who  wins  the  Presidential  election  this 
year  “since  the  nation  is  committed  to 
a middle-of-the-road  policy  and  the 
President  can’t  change  this  basic  polit- 
ical philosophy.” 

Mr.  Wasilewski  said  the  communica- 
tions committees  of  Congress  aren’t 
likely  to  change  much  at  the  next  ses- 
sion of  Congress.  Older  party  leaders 
will  remain  in  control,  he  added,  and 
he  doubted  if  any  drastic  broadcast 
legislation  will  be  enacted.  He  urged 
every  station  to  oppose  legislation  de- 
signed to  require  stations  to  donate 
one  hour  of  prime  time  a week  to  cam- 
paign speeches. 
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MUSIC  MAN  ON  THE  MUDDY  OLD  RIVER 

Most  people  living  along  the  Ohio  used  to  think  of 
it  as  a muddy  old  river— if  they  thought  of  it  at  all. 
But  KDKA  had  a different  notion  about  it.  So  — 
last  summer,  Robert  Austin  Boudreau  and  his 
American  Wind  Symphony,  co-sponsored  by 
KDKA,  were  sent  on  a mission:  to  rhapsodize 
from  a river  barge  to  twelve  cities  along  the  river. 

The  result  of  this  voyage  is  best  told  by  a towns- 
man* of  one  of  those  cities : 


“It  was  a typical  hot  July  night  last  Wednesday 
when  Huntington  (W.  Va.)  tucked  an  old  blanket 
under  arm,  took  cushion  in  hand  and  headed  down 
the  bank  toward  the  Ohio  River.  An  orchestra  was 
scheduled  to  play  on  a barge  moored  close  to  the 
bank  and  it  seemed  as  good  a way  as  any  to  relax 
and  get  cool  — to  sprawl  on  the  riverbank  and  lis- 
ten to  music. 

“It  would  be  a light  program  . . . for  relaxation. 

“No  one  expected  to  come  away  ‘thinking.’  No 
one  expected  to  get  bawled  out,  not  even  by  a Bos- 
ton professor  conducting  a Pittsburgh  orchestra. 
But  that’s  what  happened. 

“Robert  Boudreau  conducting  the  American 
Wind  Symphony  paused  between  numbers  to  give 
what  presumed  to  be  an  informal  chat.  He  told  his 
listeners  he’d  been  warned  not  to  come  to  Hunt- 
ington because  the  city  was  notorious  for  staying 
home  even  before  the  distracting  days  of  televi- 
sion. He  expressed  his  gratification  for  the  large 
audience  attending. 

“He  spoke  of  the  beautiful  river  that  had  been 
given  us  and  the  dirty  river  we  had  made  of  it.  He 
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AMST  DENOUNCES  V DROP-INS 

Chaos  seen  if  case-by-case  action  taken 


The  Assn,  of  Maximum  Service  Tele- 
casters re-affirmed  its  stand  against  any 
FCC-authorized  breakdown  in  mini- 
mum mileage  separations  for  co-chan- 
nel and  adjacent-channel  tv  assign- 
ments at  a general  membership  meet- 
ing April  3 in  Chicago. 

A record  186  station  executives  from 
AMST  member  stations  attended  the 
meeting  and  re-elected  Jack  Harris, 
KPRC-TV  Houston,  president.  Mr. 
Harris  announced  that  the  association’s 
membership  is  now  at  an  all-time  high, 
with  141  member  stations. 

Ernest  W.  Jennes,  legal  counsel,  out- 
lined AMST’s  continued  fight  against 
reduced  mileage  separations  and  ques- 
tioned whether  tv  really  has  an  alloca- 
tions problem.  He  stated  that  99%  of 
the  American  public  can  receive  at  least 
one  tv  signal;  94%  three  or  more,  and 
80%  four  or  more.  “Do  facts  such  as 
these  warrant  a breakdown  of  the  pres- 
ent system  of  television?”  he  asked. 

“Any  program  involving  any  devia- 
tion from  mileage  separations,  no  mat- 
ter how  carefully  designed  or  planned, 
opens  the  door  to  service  deterioration,” 
Mr.  Jennes  stressed.  “This  door  should 
remain  closed.”  He  said  that  separa- 


tions have  worked  to  prevent  progres- 
sive erosion  of  tv  service  and  compared 
tv  with  the  history  of  am  which  “has 
been  one  of  steady  and  progressive 
chipping  away  at  existing  service.” 

Potential  Chaos  ■ Referring  to  cur- 
rent FCC  rulemaking,  the  attorney  said 
that  if  the  commission  does  make  drop- 
ins,  it  should  consider  all  such  proposals 
in  one  proceeding  and  keep  such  drop- 
ins  to  an  absolute  minimum.  “If  the 
commission  starts  dropping  in  stations 
case  by  case  at  short  mileage  separa- 
tions, a general  breakdown  of  separa- 
tions and  chaotic  interference  are  just 
a matter  of  time,”  Mr.  Jennes  stated. 

“For  four  long  years  we  have  opposed 
many  efforts  to  set  up  a jerry-built  sys- 
stem  of  vhf  allocations,  with  low-pow- 
ered stations  operating  very  close  to 
each  other  and  providing  many  small 
islands  of  service  in  the  midst  of  vast 
areas  of  interference.”  He  said  the  com- 
mission could  justifably  do  nothing 
about  allocations  but  this  is  very  un- 
likely. “A  number  of  pressures  have 
built  up  which  make  non-action  very 
difficult  even  though  it  could  well  be 
a sensible  course  of  action,”  Mr.  Jennes 
told  the  AMST  members.  He  continued: 


“There  are  those  who  say  that  a 
scarcity  of  tv  facilities  is  at  the  root 
of  all  of  tv  problems,  including  the 
charges  that  tv  stations  are  not  program- 
ming in  the  public  interest.  ...  It  is 
difficult  to  be  patient  with  this  kind 
of  talk.  . . . Has  the  tremendous  amount 
of  competition  in  am  radio  resulted  in 
better  programming  in  the  public  inter- 
est? I defy  anybody  to  look  at  radio 
today  and  say  with  a straight  face  that 
radio  programming  is  generally  better 
today  than  20  years  ago.” 

Lester  W.  Lindow,  AMST  executive 
director,  reviewed  the  many  activities 
of  the  association  during  the  past  two 
years.  He  pointed  out  that  in  the  past 
year,  more  than  one  out  of  every  10 
tv  stations  have  been  threatened  with  in- 
creased interference  and  deteriorated 
coverage  as  a result  of  “drop-in”  pro- 
posals before  the  FCC.  AMST  has  op- 
posed all  of  these,  which  would  have 
affected  44  different  American  tv  sta- 
tions. Efforts  to  break  down  mileage 
separations  “are  stronger  than  ever  and 
we  are  facing  our  most  serious  battle,” 
Mr.  Lindow  stressed. 

Last  Year  ■ He  listed  as  the  two 
principal  AMST  activities  during  the 
past  year  participation  in  the  commis- 
sion’s 25-890  me  proceedings  and  ap- 
pearances on  the  spectrum  panel  formed 
by  the  House  Communications  Subcom- 


was,  of  course,  referring  to  the  sanitary  disposal 
of  waste.  He  touched  on  the  value  of  the  river 
recreation-wise.  In  addition  to  putting  on  a good 
show  complete  with  fireworks  he  sent  most  of  his 
audience  away  thinking. 

“If  a concert  could  be  presented  successfully 
why  not  other  means  of  entertainment,  including 
stage  plays  and  even  the  revival  of  the  minstrel- 
type  of  entertainment  which  had  its  start  on  the 
river  showboats  of  old  ? 

“The  city  is  well  aware  of  its  advantages 
industry-wise . . . and  what  of  its  advantages  tour- 
ist-wise? Such  a recreation  project  would  be  of 
benefit  not  only  to  the  area  but  would  bring  tour- 
ists into  the  city  as  well . . . 

“Listening  to  the  music  against  the  backdrop  of 
height  and  the  sheen  of  water,  with  the  lights  of 
small  boats  gliding  by  in  the  darkness,  brought 
home  to  many  the  thought  that  the  dirty  old  Ohio 
River  has  its  artistic  possibilities. 

“Why  not  a cultural  project  from  what  has 
hitherto  been  only  commercial?  Why  not  Ohio 
River  Festival? 


“Impossible?  Think  about  it.” 

The  orchestra  played  to  crowds  of  50,000.  And 
everywhere  people  are  asking  the  same  questions, 
and  others  — about  boating,  water  sports,  river 
jazz,  show  boats  and  lots  more. 

Next  year,  the  KDKA  Concert  Barge  will  re- 
visit all  twelve  cities  by  request,  and  make  eight 
new  stops.  How  much  more  will  the  trip  accom- 
plish than  bringing  live  concert  music  within  ear- 
shot of  industrial  towns  teeming  with  people? 
Will  this  discovery  of  the  Ohio’s  value  as  a cul- 
tural center  take  hold  ? 

It’s  too  early  to  tell.  But  one  thing  KDKA  knows 
for  sure : people  are  thinking.  In  fact,  not  since  a 
steamship  first  navigated  up  that  muddy  old  river 
and  opened  the  doors  to  the  West  has  there  been 
such  excitement  about  it.  And  everyone  knows 
what  that  led  to. 

♦Bill  Belanger  in  the  Herald-Advertiser,  Huntington,  W.  Va. 

KDKA  PITTSBURGH 


Broadcasting  is  most  effective  on  stations  that  have  earned  the  respect  and  confidence  of  the  communities  they  serve. 
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mittee.  The  association  opposed  a House 
bill  establishing  a three-man  frequency 
allocations  board,  which  was  introduced 
by  Rep.  Oren  Harris  (D-Ark.)  follow- 
ing the  panel  meetings. 

Mr.  Lindow  said  AMST  would  sup- 
port the  proposed  FCC  study  of  uhfs 
ability  to  service  a metropolitan  area 
such  as  New  York  City,  provided  the 
industry  is  permitted  to  participate  in 
the  experiment.  The  commission  now  is 
seeking  $2.5  million  from  Congress  to 
conduct  the  study  without  industry  par- 
ticipation. 

Howard  Head,  AMST  engineering 
counsel,  outlined  the  association’s  work 
in  that  area.  He  said  AMST  studies  are 
essential  because  no  other  organiza- 
tion has  an  active  program  for  collect- 
ing engineering  data  on  a methodical, 
objective  basis.  The  purpose  of  these 
studies,  he  said,  is  to  make  the  most 
accurate,  possible  prediction  of  the  con- 
sequences of  allocation  changes  related 
to  both  uhf  and  vhf. 

He  cited  a recently-completed  study 
in  conjunction  with  Iowa  State,  on  ad- 
jacent-channel mileage  separations. 
While  results  have  not  been  analyzed, 
they  indicate  that  reducing  the  mileage 
separations  from  60  to  40  miles  “would 
cause  more  interference  to  existing 
service  than  the  commission  intends,” 
Mr.  Head  said.  He  said  AMST  has  re- 


cently undertaken  a study  in  Philadel- 
phia and  Baltimore  to  determine  the  be- 
havior patterns  of  vhf  signals.  Results 
then  will  be  compared  with  similar  uhf 
studies. 

Ruination  ■ In  a pamphlet  given  to 
member  stations,  AMST  said  that  the 
commission’s  proposal  to  reduce  mile- 
age separations  to  provide  a third  vhf 
service  in  principal  markets  “could  ruin 
much  television  service  especially  in 
rural  and  small  town  America.”  AMST 
maintained  it  would  weaken  efforts  to 
obtain  more  space  in  the  vhf  band  from 
the  government  and  that  standards  for 
dropping-in  v’s  are  “vague  and  im- 
precise.” 

A membership  resolution  endorsed 
the  position  the  association  has  taken 
on  all  problems  during  the  past  year 
and  approved  plans  for  activities  during 
1960.  In  addition  to  Mr.  Harris,  the 
following  officers  were  elected:  Charles 
H.  Crutchfield,  WBTV  (TV)  Charlotte, 
N.  C.,  first  vice  president;  Donald  D. 
Davis,  KMBC-TV  Kansas  City,  second 
vice  president;  Harold  Essex,  WSJS-TV 
Winston-Salem,  N.C.,  secretary-treas- 
urer, and  Mr.  Lindow,  assistant  secre- 
tary-treasurer. 

Elected  to  the  board  of  directors  for 
one-year  terms:  Roger  W.  Clipp,  WFIL- 
TV  ' Philadelphia;  John  H.  DeWitt, 
WSM-TV  Nashville;  Joseph  B.  Epper- 


son, WEWS  (TV)  Cleveland;  John  S. 
Hayes,  WTOP-TV  Washington;  Harold 
Hough,  WBAP-TV  Ft.  Worth;  Alex 
Keese,  WFAA-TV  Dallas;  C.  Howard 
Lane,  KOIN-TV  Portland,  Ore.;  David 
C.  Moore,  WGR-TV  Buffalo,  N.  Y.; 
Carter  W.  Parham,  WDEF-TV  Chat- 
tanooga, Tenn.;  C.  Wrede  Petersmeyer, 
WISH-TV  Indianapolis;  Lawrence  H. 
Rogers  II,  WKRC-TV  Cincinnati;  Har- 
old C.  Stuart,  KVOO-TV  Tulsa;  Harold 
Grams,  KSD-TV  St.  Louis;  Edwin 
Wheeler,  WWJ-TV  Detroit,  and  Messrs. 
Crutchfield,  Davis,  Essex,  Harris  and 
Lindow. 

Named  to  the  executive  committee 
were  Messrs.  Harris,  Crutchfield,  Davis, 
DeWitt,  Essex,  Hayes  and  Petersmeyer. 

Payola  rare  says  PAB 

Cases  of  payola  in  the  broadcasting 
industry  have  been  rare,  the  Pennsyl- 
vania Congressional  delegation  was  told 
March  29  at  a Washington  luncheon 
hosted  by  Pennsylvania  Assn,  of  Broad-  j 
casters.  Cecil  Woodland,  WEJL  Scran- 
ton, Pa.,  PAB  president,  told  the  legis-  j 
lators  it  is  unfortunate  for  the  public  j 
service  activities  of  broadcasters  “are  1 
not  as  well  publicized  as  payola,  rigged  ] 
programs  and  other  bad  examples.” 

Mr.  Woodland  told  the  legislators  | 
PAB  has  drawn  up  a voluntary  code  of  > 
ethics,  soon  to  be  distributed. 


KNOW  YOUR  ENEMY,  RAB  ADVISES 

Means  to  improve  radio  billing,  service,  image  spelled  out 


Five  ways  to  improve  radio’s  billings, 
its  service  and  its  image  were  spelled 
out  by  Radio  Advertising  Bureau  in  a 
90-minute  presentation  to  a crowded 
radio  assembly  at  the  NAB  convention 
Tuesday  morning. 

Radio  station  operators  were  told 
they  should: 

■ Quit  attacking  one  another  and  con- 
centrate their  fire  on  competitive  media. 

■ Use  their  own  station  facilities  to 
improve  the  medium’s  image  and  ac- 
ceptance. They  should  do  this,  RAB 
said,  “at  least  20  times  a day  for  the 
next  three  months,”  beginning  im- 
mediately. 

■ Develop  the  best  possible  radio-vs.- 
newspapers  and  radio-vs. -television  sales 
stories  and  insist  that  their  salesmen  use 
them  “at  least  once  a day  for  the  next 
year.” 

■ Try  every  week  to  enlarge  their 
audiences  “by  better  programming,  by 
dramatic  promotion,  or  by  both.” 

■ Rediscover  and  use  “the  most  im- 
portant single  piece  of  equipment  at 
any  station — your  backbone.” 

The  broadcaster’s  backbone,  RAB 
President  Kevin  Sweeney  reiterated,  is 


what  makes  his  station  strong:  For  ex- 
ample, he  said,  “when  you  have  a prob- 
lem persuading  an  agency  to  listen  to 
radio’s  story,  if  you  have  a backbone 
you  go  to  the  advertiser."  Or  “when 
there’s  a civic  problem  that  needs  ac- 
tion in  your  community,  if  you  have  a 
backbone  you  editorialize.” 

Enemies  Evaluated  ■ President 
Sweeney,  Vice  President  and  Promotion 
Director  Miles  David,  Vice  President 
and  Member  Service  Director  Warren 
Boorom,  and  Sales  Administration  Man- 
ager Robert  H.  Alter  combined  forces 
to  sketch  the  strengths  and  weaknesses 
of  radio’s  major  competitors  in  a pres- 
entation called  “The  Nature  of  the 
Enemy.”  Radio’s  own  strengths  in  com- 
petition with  these  media  were  empha- 
sized. 

Radio's  “enemies,”  RAB  said,  in- 
clude not  only  newspapers,  television, 
magazines,  outdoor  direct  mail,  trading 
stamps  and  car  cards,  but  also  “some 
of  the  largest  advertising  agencies  in 
the  country.”  Four  of  the  top  25  agen- 
cies were  said  to  invest  less  than  3% 
of  their  budgets  in  radio.  The  agen- 
cies were  not  named,  but  at  one  point 


an  RAB  aide  began  distributing  apples 
— a sort  of  trademark  of  Leo  Burnett 
Co.,  Chicago.  Among  radio’s  agency 
friends — those  putting  the  largest  per- 
centage of  their  billings  into  the  me- 
dium— were  listed  Cunningham  & 
Walsh;  Grey;  Ayer;  Sullivan,  Stauffer, 
Colwell  & Bayles;  Esty,  and  Erwin 
Wasey,  Ruthrauff  & Ryan. 

Among  the  weaknesses  attributed  to 
principal  competitors  of  radio  were 
these : 

■ Television:  Average  evening  ratings 
have  dropped  and  probably  will  con- 
tinue to  do  so  as  a third  competitive 
network  grows  stronger;  a dispropor- 
tionately large  amount  of  viewing  is 
done  by  40%  of  U.S.  families,  with  the 
result  that  another  40% — where  radio 
listening  is  stronger — does  only  18% 
of  total  viewing  and  thus  is  only  lightly 
reached  by  tv;  audiences  get  smaller 
in  summer;  daytime  television  does  not 
deliver  a mass  audience;  tv  has  many 
“sales  failures,”  as  opposed  to  sales 
successes. 

■ Newspaper  weaknesses:  Failure  of 
circulation  to  keep  pace  with  market 
growth  (in  Dallas,  it  was  noted,  for 


These  are  the  things  that  matter  most  to  me  . . . 


“Our  helpless  and 
handicapped...” 

. . . last  in  line,  as  usual.  Had  to  work  late  at  the 
office  again.  Then  a quick  snack  and  a mad  dash  to 
KYW.  Hope  I’m  in  good  voice  tonight. 

Last  night  we  xvent  to  an  orphanage.  Tonight, 
a hospital.  Never  thought  one  night  stands  would 
mean  so  much  to  me.  I joined  the  road  shoiv  for 
the  experience,  and  thought  it  might  help  me 
break  into  radio. 

But  some  of  these  people  I ivork  with  do  it  just 
to  help  raise  money  for  charity. 

Couldn’t  understand  that  at  all,  at  first.  But 
when  I go  into  my  act  and  see  those  faces  light  up 
- little  boys,  veterans  in  wheel  chairs,  old  people 


who  can  hardly  see.  Well,  if  you  were  Ethel  Mer- 
man on  Broadway,  you  couldn’t  get  more  of  a 
response. 

There  are  128  other  people  in  the  KYW  Road 
Show  — singers,  dancers,  mimes,  jugglers  — aged 
7 to  55  — and  each  must  feel  somewhat  like  this. 
They  put  on  their  act  twice  a week,  sometimes 
four  nights  a week . . . travel  up  to  50  miles  outside 
Cleveland  city  limits  ...  to  help  raise  money  for 
charitable  and  welfare  groups. 

Last  year  the  KYW  Road  Show  received  the 
American  Legion  Citation  of  Merit,  a prize  rarely 
awarded  to  non-Legionnaires,  for  its  contribution 
to  the  civic  and  community  life  of  Northern  Ohio. 

KYW  CLEVELAND 
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No  slipped  discs  here  ■ RAB  Presi- 
dent Kevin  Sweeney  uses  a model  in 
a skeleton  suit  to  make  his  point  about 

example,  that  newspaper  circulation 
grew  1%  while  number  of  households 
increased  50%);  rate  increases  are 
outdistancing  circulation  gains;  cover- 
age is  poor  in  suburbs;  readers  spend 
relatively  little  time  with  newspapers 
(39  minutes  a day  as  compared  to  1 


the  importance  of  the  broadcaster’s 
backbone  in  radio  station  operation, 
during  RAB’s  presentation. 

hour  54  minutes  listening  to  radio). 

■ Magazine  weaknesses:  They’re  hav- 
ing trouble  selling  subscriptions  with- 
out cutting  prices  (more  than  60%  of 
subscriptions  sold  by  eight  leading 
magazines  in  a recent  six-month  period 
were  at  cut  prices);  they  don’t  attract 


truly  national  audiences  (seven  of  the 
largest  fail  to  reach  44%  of  all  people 
over  10  years  of  age);  they  account  for 
only  6%  of  time  spent  with  major 
media,  as  compared  to  32%  for  radio. 

Enemy  Strengths  ■ Among  the 
strengths  of  radio’s  competitors  which 
RAB  officials  cited  were  newspapers’ 
use  of  color  (985  of  1,700  newspapers 
have  it,  and  68%  of  color  revenues  are 
local),  their  tradition  of  retailer  accept- 
ance, their  ability  to  give  news  in  detail 
and  their  exclusive  columns  and  other 
features;  magazines’  growing  use  of 
regional  editions,  their  “editorial  vi- 
tality” (“they  know  that  most  people 
do  their  thinking  below  the  waist”), 
their  use  of  gatefold  ads  and  no- 
premium bleeds,  their  aggressive  sales 
promotion  and  the  fact  that  their  sales- 
men far  outnumber  radio’s;  television’s 
glamor,  its  sales  promotion  and  the 
amount  of  time  spent  watching  it. 

RAB  officials  predicted  that  40  to  50 
daily  newspapers  would  “die”  in  the 
next  few  years  from  low  profits  and 
high  costs. 

They  also  said  that  monitoring  of 
radio  stations’  own  advertising  showed 
that  91%  is  directed  against  other 
radio  stations,  and  that  a canvass  of 
agencies  indicated  that  eight  out  of  ten 
radio-station  presentations  were  simi- 
larly aimed  at  other  stations.  This  prac- 


tice,  the  stations  were  told,  “is  like 
putting  a pistol  to  your  own  head  and 
pulling  the  trigger.” 

Reporting  on  its  own  sales  activities, 
RAB  cited  these  examples;  $450,000 
worth  of  radio  sold  to  a regional  coffee 
advertiser  for  which  RAB  did  basic 


marketing  research  linked  with  radio;  a 
radio  test  campaign  currently  being  con- 
ducted by  an  advertiser  using  saturation 
plans  worked  out  by  the  bureau;  a 
$ 100,000-plus  schedule  just  sold  to  a 
store  chain  after  an  analysis  of  the 
company’s  specific  problems. 


THE  FIGHT  FOR  FREEDOM 

Must  oppose  restrictions,  Seymour  says 


The  president-elect  of  the  American 
Bar  Assn,  last  week  likened  broadcast- 
ing to  the  law  as  professions  equally 
concerned  with  freedom,  equally  carry- 
ing “a  harness  of  obligation”  and  equal- 
ly in  need  of  better  public  understand- 
ing. 

Whitney  North  Seymour  made  his 
first  appearance  on  behalf  of  the  NAB 
as  the  association’s  special  counsel  in 
the  FCC’s  program  hearings  last  Jan. 
26  (Broadcasting,  Feb.  1,  1960).  He 
made  his  second  last  Wednesday  as  the 
luncheon  speaker  at  the  NAB’s  annual 
convention  in  Chicago. 

Both  broadcasters  and  lawyers,  he 
said  last  week,  must  vigorously  oppose 
restrictions  on  the  “practice  of  our  call- 
ings.” 

“But  with  the  right  to  practice 
freely,”  he  said,  “goes  the  public  obliga- 


tion to  do  it  as  responsibly  as  possible 
. . . Freedom  is  not  just  the  privilege  of 
doing  what  we  please.” 

Test  of  service  ■ How  should  broad- 
casters themselves  test  whether  they  are 
practicing  responsibility  as  well  as  priv- 
ilege? There  is  no  set  of  rules  by  which 
that  question  can  be  answered,  Mr. 
Seymour  said,  but  he  suggested  the 
best  measurement  he  knew  was  de- 
scribed by  the  famed  poet,  Robert 
Frost.  Men  can  tell  if  they  deserve  the 
liberty  they  have  if  they  have  an  easy 
feeling  in  their  hearts. 

“If  you  feel  easy  in  your  hearts,” 
Mr.  Seymour  told  the  broadcasters, 
“you  will  know  you  are  meeting  the 
test.” 

There  is  much  misunderstanding 
among  the  public  about  both  broadcast- 
ing and  the  law,  Mr.  Seymour  said. 


The  law  has  problems  explaining  to 
people  why,  for  example,  it  is  essential 
to  our  democratic  life  that  good  law- 
yers should  defend  vicious  criminals. 

Broadcasting  has  problems  explain- 
ing to  some  people  why  it  is  necessary 
to  carry  popular  programs  instead  of 
an  exclusive  repertory  of  Shakespeare, 
science  lectures  and  serious  discussions. 

Some  parents,  said  Mr.  Seymour,  are 
“much  too  inclined  to  expect  other 
people  to  do  the  job  the  parents  ought 
to  be  doing.” 

Taste  must  be  learned  in  the  home, 
he  said.  “Parents  who  look  to  television 
or  the  schools  to  teach  manners  and 
morals  are  shifting  their  own  responsi- 
bilities.” 

Mental  exercise  ■ Yet  broadcasting 
could  do  more  than  has  been  done  to 
make  full  use  of  its  technological  ad- 
vantages, he  said.  There  is  a need  for 
“more  good-natured  argument  about 
everything  in  this  country,”  Mr.  Sey- 
mour said.  “We  should  get  everybody 
arguing  more  and  more  on  television, 
in  the  home,  everywhere.” 

It  is  through  intelligent  argument,  he 
said,  that  minds  are  sharpened  and 
vistas  widened.  The  type  of  argument 
he  was  arguing  for,  he  said,  was  “argu- 
ment based  on  mutual  respect.” 

Broadcasting  should  also  do  more  to 
stimulate  the  “ardor  of  our  young  peo- 


These  are  the  things  that  matter  most  to  me  . . . 


“The  emergencies...” 

WHAT’S  A PENNY  PITCH? 

To  most  people  it’s  a line  you  pitch  to.  Closest 
penny’s  the  winner  and  takes  all. 

To  WOWO  listeners  it’s  different.  They  pitch 
pennies  by  the  thousands  to  a kitty  at  WOWO  . . . 
to  help  losers  in  the  game  of  life.  It  started  in  ’54, 
and  has  been  going  on  ever  since. 

That  first  year  they  pitched  pennies  for  a new 
typewriter  to  help  a crippled  lad  to  continue  put- 
ting out  a local  newspaper  — his  sole  means  of 
support. 

In  ’55  pennies  were  pitched  toward  power  tools 
for  a disabled  veteran.  As  a result  he  was  able  to 
start  his  own  woodworking  business. 

In  ’56  WOWO  pennies  rebuilt  a home  for  an 
elderly  couple,  unable  to  modernize  on  their  own. 

The  next  year  WOWO  broadcast  the  story  of  a 
blind  woman  and  her  four  children,  about  to  be 
evicted  from  their  small  apartment.  15,654  listen- 


ers played  . . . and  purchased  a home  for  this 
family. 

In  ’58  WOWO  coins  jingled  their  way  up  to  re- 
building a home  and  playground  facilities  for  a 
couple  that  sheltered  orphans. 

Last  year  WOWO  listeners  burned  a mortgage 
for  a widow  and  six  children.  19,232  people  played 
that  game.  The  kitty : $11,230  — enough  to  pay  the 
mortgage  and  provide  for  a much  needed  opera- 
tion for  one  of  the  children. 

The  game  that  started  with  a typewriter  for  a 
small  boy  has  furnished  homes  for  needy  families. 

What  will  the  stakes  be  next  year?  No  one  can 
say  for  sure.  One  thing  is  certain.  No  station  in 
the  Tri-State  area  is  more  eager  to  help  its  com- 
munity ...  no  station  better  known  for  the  help 
already  given. 

WOWO  FORT  WAYNE 
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Barrister  Seymour 
Oppose  restrictions 

pie”  who  are  eager  for  new  experiences 
and  new  knowledge,  Mr.  Seymour  said. 

The  Constitution  ■ Mr.  Seymour 
summarized  for  the  NAB  delegates  the 
testimony  he  gave  the  FCC  last  Janu- 
ary. 

“First,”  he  said,  “there  is  no  doubt 
that  the  First  Amendment  protects 


broadcasting  just  as  it  protects  other 
forms  of  communications.”  The  FCC 
is  prohibited  from  exercising  any  meas- 
ure of  program  control. 

In  carrying  out  the  mandates  of  the 
Communications  Act,  the  FCC  may 
consider  questions  of  character;  it  may 
consider  the  question  whether  an  appli- 
cant is  seeking  a facility  for  purely 
personal  gain;  it  may  hold  people  to 
their  promises;  and  it  may  ask  appli- 
cants to  indicate  how  they  are  seeking 
to  find  out  and  to  meet  the  needs  of 
responsible  elements  in  their  commu- 
nity. But  beyond  that  the  commission 
cannot  go. 

Petry  study  points  up 
public  service  time 

Broadcasters’  day-in,  day-out  contri- 
butions to  public  service  causes  were 
pointed  up  last  week  in  a study  show- 
ing that  the  stations  represented  by 
Edward  Petry  & Co.  donated  more 
than  $22.6  million  to  such  projects  in 
1959  (Closed  Circuit,  April  4). 

The  30  Petry-represented  television 
stations  contributed  $17,081,925  in 
time  and  talent  to  public  service  ven- 
tures, according  to  the  report.  The 
figure  for  the  25  Petry  radio  stations 


was  placed  at  $5,531,580.  These  totals 
encompass  144,001  television  and  245,- 
705  radio  announcements  and  29,218 
television  and  16,776  radio  programs 
— more  than  1,000  announcements  a 
day  and  almost  900  programs  a week 
on  the  Petry  stations  alone.  The  differ- 
ence in  dollar  totals  for  radio  and  tele- 
vision was  attributed  primarily  to  dif- 
ferences in  radio  and  tv  rate  structures. 

Edward  E.  Voynow,  Petry  president, 
said  the  survey  was  undertaken  by  the 
Petry  company  and  its  client  stations 
to  “help  put  the  contributions  of  Amer- 
ican broadcasting  into  clearer  perspec- 
tive.” He  said  the  findings  “dramatize 
the  dimensions  of  giving  to  worthy 
causes  by  a top  cross-section  of  our 
industry.  . . . 

“No  other  force  in  the  communica- 
tions field  can  begin  to  approach  the 
size,  scope  and  effectiveness  of  the 
broadcasting  industry’s  effort  in  the 
public  service.” 

The  range  of  community  interests 
supported  by  the  Petry  stations  was 
indicated  in  this  tabulation  of  principal 
beneficiaries  by  category:  $2,936,012  to 
civic  groups;  $2,712,718  to  religious 
projects  and  organizations;  $2,533,806 
to  Ad  Council  projects;  $2,029,920  to 
education;  $1,997,820  to  health  and 
medicine,  and  $1,004,032  to  the  com- 
munity fund. 


TV  AGENDA:  VTR,  AUTOMATION 

Pane!  discussion  stresses  money  savings 


The  economies,  revenues  and  cost  of 
video  tape  operations  and  a look  at 
automation  in  both  the  production  and 
clerical  phases  of  tv  broadcasting  drew 
the  attention  of  station  operators  at 
the  closing  television  assembly  of  the 
NAB  convention  Wednesday  (April  6). 

Video  tape  and  automation  shared 
the  agenda  with  TvB’s  “Exponential” 
presentation,  a study  of  the  need  for 
increased  advertising  to  step  up  con- 
sumption— and  of  television’s  unique 
abilities  in  that  goods-moving  role.  The 
presentation,  shown  earlier  in  Chicago, 
New  York  and  Washington  and  slated 
to  become  available  to  TvB  members 
shortly  for  local  and  regional  use,  was 
coupled  with  a warning  by  TvB  Presi- 
dent Norman  E.  Cash  that  television, 
which  billed  $1.5  billion  in  1959,  will 
have  to  add  another  $1.3  billion  by 
1 970  merely  to  maintain  its  current 
share  (13.8%)  of  the  total  advertising 
dollar. 

Actually,  Mr.  Cash  said,  television 
should  aim  for  at  least  a 24%  share 
by  1970 — a total  of  more  than  $5  bil- 
lion. By  that  time,  he  said,  some  52 
million  homes  will  be  tv-equipped,  per- 


haps 150  additional  stations  will  be  in 
operation  and  at  least  half  of  all  net- 
work programming  should  be  in  color. 

The  TvB  head  reiterated  his  claim 
that  television  is  “very  much  under- 
priced.'’  Instead  of  being  priced  at 
minimum  rates,  as  now,  television 
should  be  “the  most  expensive  of  all 
advertising  media”  if  effectiveness  were 
the  determining  factor,  he  said. 

Tape  Talk  ■ In  a panel  study  of 
“The  Economics  of  Video  Tape,”  Law- 
rence Carino  of  WWL-TV  New  Orleans 
and  George  Stevens  of  KOTV  (TV) 
Tulsa  reported  on  their  experiences  with 
tape,  Russ  Baker  of  Ampex  and  E.C. 
Tracy  of  RCA  approached  the  subject 
from  the  manufacturer’s  standpoint  and 
Frederick  Houwink  of  WMAL-TV 
Washington  appeared  as  representative 
of  a station  which  thus  far  has  not 
elected  to  put  in  tape  equipment. 

Mr.  Carino  said  WWL-TV,  whose 
weekend  programming  is  handled  by 
tape,  is  saving  $30,000  a year  on  engi- 
neering overtime  alone,  but  noted  that 
this  figure  might  be  above  average  be- 
cause of  a unique  labor  situation  at 
his  station. 


Mr.  Stevens  cited  the  ease  of  making 
“speculative  commercials”  via  tape  and 
said  several  new  advertisers  had  been 
developed  in  this  way  by  KOTV.  But, 
he  said,  a bigger  advantage  of  tape  was 
in  the  greater  flexibility  it  gave  to  pro- 
gramming. Similarly,  Mr.  Carino  said 
WWL-TV  uses  it  extensively  for  pro- 
gram specials — one  of  which  involves 
192  splices  and  would  be  impossible  to 
do  live  (no  trouble  has  been  encoun- 
tered in  splicing,  he  said,  though  at 
least  one  station  operator  in  the  audi- 
ence indicated  he  had  had  no  such  easy 
experience). 

Fees  charged  for  the  use  of  station 
VTR  equipment  for  both  commercials 
and  programs  were  cited  as  another  im- 
portant source  of  income.  These 
charges,  Mr.  Carino  said,  have  added 
to  WWL-TV’s  income  by  amounts  run- 
ning into  five  figures  per  month. 

Mr.  Stevens  reported  a 14%  increase 
in  local  sales  at  KOTV  since  vtr  equip- 
ment was  put  into  use  two  years  ago. 

The  trend  in  vtr  prices  was  de- 
scribed by  the  manufacturers’  repre- 
sentatives as  being  reasonably  stable. 
Cost  of  the  basic  VTR  black-and-white 
unit  is  about  $50,000,  to  which  sup- 
plementary equipment  may  add  from 
$3,000  to  $10,000. 

In  a look  at  maintenance  costs  Mr. 


These  are  the  things  that  matter  most  to  me  . . . 


“Our  schools...” 

$250  TO  60  BACK! 

No  more  pencils 
No  more  books 

No  more  teacher’s  dirty  looks! 

It  used  to  be  you’d  hear  this  in  June,  when 
school  ended.  But  in  Chicago  the  happy  chant  had 
mournful  overtones  to  adults  hearing  it  in  Sep- 
tember. The  nation’s  second  largest  city  looked 
upon  Its  school  drop-outs  and  late  enrollments  as  a 
grave  social  hazard.  “What  would  they  do  instead 
this  year?  In  ten  years,  what  then ”? 

To  help  reverse  this  trend,  WIND  launched  a 
“Start  School  When  School  Starts”  campaign. 


Forty  to  fifty  spots  ran  each  day. 

But  WIND  didn’t  stop  with  spots. 

The  station  sponsored  a “Start  School  Contest” 
with  a $25  daily  award  and  $250  grand  prize. 
Teenagers  entered  by  completing  this  sentence: 
“I  am  going  back  to  school  when  school  starts 
because . . 

“We  ran  this  campaign  to  sell  the  value  of  a 
high  school  education,  just  as  we  sell  the  value  of 
cigarettes,  cars,  beer  or  coffee,”  says  WIND’S 
Dom  Quinn. 

Result  was  that  WIND  had  3,500  entries. 
Chicago  schools  had  neiv  highs  in  enrollments. 

WIND  CHICAGO 
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Carino  estimated  that  repairs  and  up- 
keep had  come  to  about  $1,000  in  10 
months  at  WWL-TV. 

Mr.  Houwink,  the  panel’s  hold-out 
against  vtr,  said  he  was  “all  for  it” 
but  that  its  importance  must  be  evalu- 
ated in  relation  to  “other  uses  for  our 
money,”  such  as  station  expansion, 
heavy  outlays  for  programming,  pro- 
motion and  the  like.  Thus  far,  he  said, 
WMAL-TV  has  felt  that  other  invest- 
ments were  more  important. 

Tv  By  Automation  ■ Charles  H. 
Tower,  manager  of  NAB’s  department 
of  broadcast  personnel  and  economics, 
presided  over  the  session  and  also  in- 
troduced Roger  Read  of  Taft  Broad- 
casting for  a report  on  WKRC-TV  Cin- 
cinnati, “the  automated  station,”  and 
Edwin  Hush  of  Business  Research 
Corp.,  Chicago,  who  reported  on  auto- 
mation in  office  procedures. 

Mr.  Read,  administrative  vice  presi- 
dent in  charge  of  planning  for  Taft 
Broadcasting,  said  automation  equip- 
ment cost  WKRC-TV  about  $145,000 
but  had  accomplished  the  station’s  ob- 
jectives— at  least  well  enough  to  con- 
vince management  that  the  investment 
was  “not  in  vain.”  He  reviewed  some 
of  the  advantages  but  pointed  out  that 
there  were  some  limitations,  too:  For 


instance,  he  said,  automation  eliminated 
the  need  for  about  eight  engineers, 
saving  $67,100  in  operating  expenses 
for  one  year,  but  at  the  same  time  had 
the  practical  effect  of  making  remote 
telecasts  impossible. 

Mr.  Hush  said  technicians  had  not 
yet  reached  but  were  rapidly  approach- 
ing the  ability  to  achieve  automation 
of  the  office  on  a par  with  automation 
already  achieved  in  television  produc- 
tion. But,  he  said,  “getting  it  started  is 
up  to  management.” 

Several  resolutions 
passed  in  Chicago 

Broadcasters  formally  voiced  their 
confusion  over  the  FCC’s  policy  state- 
ment on  Sec.  317  (sponsor  identifica- 
tion) at  the  NAB  convention  in  a re- 
solution adopted  at  the  formal  business 
session. 

A series  of  resolutions  covering  rou- 
tine convention  matters  included  one 
dealing  with  Sec.  317.  NAB  reminded 
that  its  Policy  Committee,  had  protest- 
ed the  FCC’s  statement  on  Sec.  317 
along  with  other  petitioners,  leading  to 
a Commission  invitation  for  comments. 

“A  literal  observance  would  seem  to 
impel  impractical  broadcasting  proce- 


dures in  all  areas  of  programming,  in- 
cluding, but  not  limited  to,  news,  music,  ; 
religion,  education  and  public  service, 
and  thus  seriously  jeopardize  the  quali- 
ty of  service  to  the  public,”  the  resolu- 
tion noted. 

The  membership  endorsed  the  policy 
statement  of  its  own  committee  and  re- 
solved that  individual  broadcasters  be 
urged  to  file  comments  explaining  their  | 
views  on  the  Sec.  317  notice. 

Other  resolutions  endorsed  a tribute 
of  praise  to  the  late  President  Harold 
E.  Fellows  and  thanked  FCC  members  j 
and  other  speakers  for  their  part  in  the 
convention  program.  A resolution  laud- 
ing Inter-American  Assn,  of  Broadcast- 
ers for  its  fight  on  behalf  of  free  speech 
in  the  Americas  was  adopted  at  the  sug- 
gestion of  Herbert  E.  Evans,  Peoples 
Broadcasting  Co. 

Another  resolution  expressed  the 
NAB's  appreciation  to  Frank  Stanton, 
CBS  president,  for  a “significant  and 
lasting  service  in  leading  the  successful 
campaign  to  free  broadcast  journalism 
from  restrictive  provisions  of  Sec.  315 
of  the  Communications  Act.”  The 
political  broadcasting  law  was  amended 
last  year  to  exempt  newscasts,  news 
interviews  and  news  documentaries 
from  equal  time  requirements  when 
political  candidates  appear. 


GIBBON 


DEEJAY 


Quality  Radio  Group 
plans  reactivation 

A programming-promotion-public  re- 
I lations  clinic  next  June  will  serve  as  a 
I springboard  for  the  “reactivation”  of 
I Quality  Radio  Group  as  a recognizable 
I industry  entity. 

That  was  the  general  reaction  of 
I QRG  members  following  a Chicago 
I meeting  conducted  last  week  by  Ward 
I L.  Quaal,  vice  president  and  general 
| manager  of  WGN-AM-TV  Chicago  and 

I president  of  the  group. 

The  two-day  clinic,  designed  to  em- 
I brace  all  facets  of  station  operation, 
I is  expected  to  give  the  relatively  dor- 
I mant  organization  of  19  major,  high 
I power  stations  a shot  in  the  arm.  De- 
tails on  time  and  location  of  the  clinic 
will  be  announced  soon,  Mr.  Quaal 
reported. 

Gustav  Brandborg,  general  manager 
of  KVOO  Tulsa,  Okla.,  will  serve  as 
chairman  of  the  planning  committee, 
which  also  includes  Frank  Gaither,  gen- 
| eral  manager  of  WSB  Atlanta  and  vice 
president  of  Quality;  Stanton  P.  Kettler, 
executive  vice  president  in  charge  of 
operations,  Storer  Broadcasting  Co.,  and 
Charles  A.  Wilson,  advertising  and  sales 
promotion  manager  of  WGN-AM-TV. 
Chicago. 


?»ftv<<Uon 
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Victors  B Don  Lindsey  (1),  regional 
sales  manager  of  WTVP  (TV)  De- 
catur, 111.,  and  Gene  Bell  (r),  local 
sales  manager  of  WTVP,  made  a 
one-station  sweep  of  the  two  main 
events  of  Broadcasting’s  annual  golf 
tournament  at  the  NAB  convention. 
Their  awards  were  presented  by  Sol 
Taishoff,  editor-publisher.  Mr.  Lind- 
sey won  low  gross  with  a 41,  Mr. 


Bell  the  blind  bogey  low  net  with 
23.  Marshall  Pengra  (not  pictured), 
general  manager  of  KLTV  (TV) 
Tyler,  Tex.,  won  the  “F-Emmy”  tro- 
phy presented  by  KMLA  (FM)  Los 
Angeles  with  a low  gross  of  41.  The 
tournament  was  postponed  from 
Sunday  until  Wednesday,  and  re- 
duced from  18  to  9 holes,  because 
of  local  floods. 


These  are  the  things  that  matter  most  to  me  . . . 


“Our  town...” 

PORTLAND’S  CURIOUS  COLLECTION 


A 


Portland,  Oregon  has  one  of  the  nation’s  newest 
and  finest  zoos.  Soon  it  will  be  the  only  zoo  in  the 
world  to  feature  in  its  collection  an  authentic  dee- 
jay  — a.  KEX  disk  jockey. 

What’s  more,  the  KEX  man  is  committed  to  do 
a broadcast  from  inside  the  cage,  while  his  col- 
leagues hurl  peanuts  at  him. 

What  inspired  this  monkey  business?  Port- 
landers had  spent  two  years  and  half  a million 
dollars  in  labor  and  materials  building  the  world’s 
largest,  most  spectacular  recreation  railway  for 
their  zoo.  But  last  November,  just  $10,000  away 
from  completion,  funds  ran  out  and  all  work 
stopped. 


KEX  stepped  in. 

The  dee  jays  organized  a gigantic  community 
dance  . . . and  came  up  with  a zany  but  immensely 
successful  contest  among  themselves.  Object:  to 
see  who  could  get  the  largest  number  of  listeners 
to  contribute.  Booby  prize : the  monkey’s  cage  and 
a shower  of  peanuts. 

Well  over  half  the  $10,000  needed  to  complete 
the  Zoo  Railway  has  already  been  raised.  As  the 
contest  draws  to  a close  (KEX  promised  delivery 
of  the  full  amount  this  spring) , townspeople  are 
feeding  the  kitty  with  unabated  zeal. 

What  a curious,  wonderful  way  to  build  a recre- 
ational railway! 

KEX  PORTLAND 
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Build  local  image, 
radio  members  told 

A strong  image  of  broadcast  sta- 
tions and  the  entire  broadcast  structure 
should  be  built  locally,  NAB  radio 
members  were  told  at  the  April  6 radio 
session  in  Chicago. 

A three-part  promotion-program 
meeting  heard  speakers  discuss  public 
relations  techniques,  promotion  meth- 
ods and  programming  policies. 

Robert  L.  Pratt,  KGGF  Coffeyville, 
Kan.,  chairman  of  the  NAB  Public  Re- 
lations Committee,  explained  NAB’s 
public  service  aids  for  radio  stations, 
including  films,  jingles  and  speech  ma- 
terials. He  called  for  support  of  the 
Voice  of  Democracy  program  , and  Na- 
tional Radio  Month,  to  be  observed 
during  May. 

Four  members  of  Broadcasters’  Pro- 
motion Assn,  offered  a promotion  pres- 
entation. They  were  Janet  Byers,  KYW 
Cleveland;  Charles  A.  Wilson,  WGN 
Chicago;  James  Bowermaster,  WMT 
Cedar  Rapids,  Iowa,  and  John  J.  Kelly, 
Storer  Broadcasting  Co.  They  described 
promotion  as  a management  function, 
listing  ways  of  promoting  stations, 
urging  careful  planning  and  cautioning 
against  over-promotion. 

Mitch  Miller,  Columbia  Records, 
said  radio  is  “the  No.  1 medium  to 


transmit  music  and  news.”  He  said  the 
high-quality  recordings  available  to  sta- 
tions offer  wide  opportunity  for  bal- 
anced programming.  Mr.  Miller  advised 
balanced  programming  and  warned 
against  underestimating  the  musical 


Product-protection  standards  and 
40-second  station  breaks  on  ABC-TV 
nighttime  programs  were  proposed  by 
the  network’s  affiliates  last  week. 

Station  sources  said  affiliates  recom- 
mended that  protection  be  allowed  only 
between  competing  products,  not  be- 
tween competing  advertisers  promoting 
non-competitive  products;  that  protec- 
tion be  limited  to  15  minutes’  separa- 
tion between  competing  products,  and 
that  no  protection  be  accorded  products 
promoted  in  participations  or  time 
bought  “on  any  other  basis  except  full 
or  conventional  alternate-week  sponsor- 
ship.” 

The  expanded  station  breaks  would 
enable  affiliates  to  sell  two  20-second 
spots  between  network  programs.  At 
present  they  have  30  seconds. 

These  subjects  presumably  were 


taste  of  the  audience,  particularly  young 
people. 

“Television  music  is  still  in  the  Stone 
Age,”  he  said.  He  urged  radio  stations 
to  apply  professional  management  skills 
to  programming. 


among  those  discussed  at  a meeting 
of  the  affiliates’  board  of  governors  with 
ABC-TV  President  Oliver  Treyz  and 
other  officials  of  the  network  at  a 
meeting  during  the  NAB  convention  in 
Chicago.  They  are  similar  to  those  sug- 
gested by  Station  Representatives  Assn, 
as  agenda  material  for  a meeting  of  net- 
works, stations  and  station  reps  (Broad- 
casting, April  4,  March  14). 

Without  going  into  the  questions 
dealt  with,  the  affiliates  board  acknowl- 
edged that  matters  of  mutual  interest 
had  been  covered  in  the  session  with 
ABC-TV  officials.  They  said  no  de- 
cision was  reached  on  any  of  the  sub- 
jects but  that  network  and  affiliates  were 
“basically  in  accord  on  all  matters”  and 
had  “pledged  to  move  forward  to 
achieve  their  common  aims.”  Another 
session  later  in  the  spring  or  early  in 


PRODUCT  PROTECTION  ASKED 

ABC  affiliates  for  longer  station  breaks 


These  are  the  things  that  matter  most  to  me  . . . 


“My  neighbor s..  ” 

THE  WORLD’S  MOST 
UNUSUAL  PYRAMID  CLUB 

In  1944  a fantastic  experiment  in  rehabilitation 
of  underdeveloped  countries  was  begun : the 
Heifer  Project.  44  heifers  were  sent  to  Puerto 
Rican  farmers  with  the  understanding  that 
their  offspring  would  be  distributed  among  their 
neighbors. 

It  was  the  beginning  of  a world-wide  pyramid  club 


■ 


ABC  building  plans  ■ At  its  tele- 
vision affiliates  meeting  in  Chicago 
last  week  ABC  showed  drawings  of 
a 30-story  headquarters  building  to 
be  erected  on  the  side  of  the  net- 
work’s present  New  York  offices.  In 
this  picture  Leonard  Goldenson  (1), 
president  of  AB-PT,  the  parent  com- 
pany of  the  network,  describes  the 
building  to  Spyros  Skouras,  president 
of  20th  Century  Fox,  and  David  B. 
Wallerstein,  president  of  Balaban  & 
Katz  Theatres. 

ABC  officials  gave  out  few  details 
about  the  project — which  is  yet  to 
be  approved  by  the  corporation’s 
board.  But  it  was  learned  that  the 
management  plan  contemplates  the 
beginning  of  construction  in  about 
two  years.  The  block  of  land  in  the 
Lincoln  Square  area  of  New  York 
where  ABC  now  has  its  headquarters 
is  owned  by  AB-PT.  All  buildings 
now  on  the  plot  will  be  razed  to  make 
way  for  the  new  construction.  The 
new  building  will  be  owned  by  AB- 
PT  and  largely  occupied  by  its  own 
broadcasting  and  theatrical  opera- 
tions. It  will  contain  a complex  of 


television  studios,  including  color 
equipment,  and  will  be  the  center  for 
ABC  production  in  the  East. 

The  ABC  headquarters  site  faces 
a new  development,  the  Lincoln  Cen- 


ter for  the  Performing  Arts,  planned 
as  a massive  collection  of  theatrical 
and  musical  enterprises  including  a 
new  Metropolitan  Opera  House.  The 
Austin  Co.  will  design  and  build. 


the  summer  was  expected.  Lake  City,  was  elected  chairman  of  the  The  affiliates  also  elected  Howard 

Officers  Elected  ■ Brent  H.  Kirk,  board  of  governors  of  ABC-TV  affiliates  Maschmeier,  WNHC-TV  New  Haven, 

general  manager  of  KUTV  (TV)  Salt  at  a meeting  in  Chicago  last  week.  Conn.,  as  vice  chairman;  John  F.  Dille, 


. . . whose  dividend  today  may  be  anything  from 
goats,  hatching  eggs,  pigs ...  to  rabbits,  honey 
bees,  sheep  or  horses. 

The  Congregational  Churches  of  New  England 
had  been  taking  part  in  the  Heifer  Project  for 
many  years.  Last  November,  they  were  shipping 
44  heifers  to  Iran.  Members  of  the  congregation 
were  going  along,  too,  as  handlers  of  the  animals 
and  as  observers  of  the  results  of  previous  ship- 
ments to  other  countries. 

WBZ-TV  felt  the  story  of  this  modern  pilgrim- 
age would  make  an  especially  effective  Christmas 
show  and  sent  cameras  along  to  record  the  trip 
on  film. 

Result:  Heifers  for  Hope,  a one-of-its-kind 
documentary. 

Boston  viewers  watched  as  the  men,  women, 
boys  and  girls  who  had  raised  money  to  buy  the 
livestock  through  cake  sales  and  “heifer  hops” 
gathered  at  Boston’s  Logan  International  Air- 
port. Just  before  take-off  ministers  blessed  the 
animals.  Then  — a Teheranian  orphanage,  recip- 


ient of  a heifer.  Cameras  panned  the  neighbor- 
ing farms  that  would  eventually  profit. 

Next  stop:  Greece.  A priest  told  Bostonians 
how  the  Project  replenished  the  livestock  of  his 
town,  ravaged  by  four  waves  of  invasion  in  a ten- 
year  period.  A mother  explained  gratefully  that 
for  the  first  time,  and  only  because  of  the  Proj- 
ject,  her  child  is  properly  nourished.  Farmers, 
town  officials,  even  children  told  what  the  Heifer 
Project  meant  to  them. 

The  trip  started  on  Thanksgiving  Day.  It 
ended  on  Christmas  Eve.  It  involved  people  reach- 
ing out  halfway  across  the  world  to  help  other 
people.  WBZ-TV  feels  it  will  stimulate  even 
greater  interest  in  the  Heifer  Project. 

It  was  a most  appropriate  Christmas  program 
for  it  told  the  story  of  the  greatest  gift  man 
knows  — the  gift  of  Hope  where  there  was  none. 

WBZ-TV  BOSTON 
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Jr.,  WSJV-TV  Elkhart,  Ind.,  secretary, 
and  John  T.  Gelder,  Jr„  WCHS-TV 
Charleston,  W.Va.,  treasurer. 

Four  incumbents  were  re-elected  to 
the  board:  Joseph  H.  FQadky,  KCRG- 
TV  Cedar  Rapids,  Iowa;  Joseph  Ber- 
nard, KTVI  (TV)  St.  Louis;  Joseph 
Drilling,  KJEO-TV  Fresno,  Calif.,  and 
Donald  Davis,  KMBC-TV  Kansas  City. 

Fred  Houwink,  WMAL-TV  Washing- 
ton, was  given  an  award  for  his  serv- 
ices as  chairman  of  the  affiliates  group. 
Also  honored  were  Willard  Walbridge, 
KTRK-TV  Houston;  Joseph  Herold, 
KBTV-TV  Denver,  and  Harry  LeBrun, 
WLWA  (TV)  Atlanta.  ABC-TV  was 
commended  for  “outstanding  progress 
in  all  facets  of  television.” 

Mutual  affiliates 
agree  to  ‘freeze’ 

The  Mutual  Affiliates  Advisory  Com- 
mittee, which  represents  affiliates  in 
dealing  with  the  network,  decided  in 
Chicago  that  the  status  quo  was  the  best 
course  for  now.  The  committee  was 
“frozen”  at  least  for  the  remainder  of 
1960  and  probably  until  next  year’s 
NAB  convention. 

This  action  sidestepped  for  the  mo- 
ment plans  to  organize  Mutual’s  affi- 
liates into  their  own,  self-supported  or- 


ganization completely  autonomous  from 
the  network.  The  MAAC,  although 
elected  by  Mutual  stations  by  districts 
of  the  country,  is  subsidized  by  the  net- 
work. 

In  discussions  with  network  officials 
the  MAAC  heard  that  the  possible  sale 
of  25%  of  Mutual  to  Minnesota  Min- 
ing & Manufacturing  (Broadcasting, 
March  14)  would  bring  in  $400,000  to 
$500,000  in  advertising  revenue. 

Plough’s  plans  told 
at  Chicago  meeting 

Plough  Inc.  plans  to  beef  up  its  news 
operation  among  its  five  stations  and 
will  concentrate  more  heavily  on  com- 
munity service  information,  it  was  re- 
ported last  week. 

Programming,  sales  and  engineering 
problems  occupied  the  attention  of  the 
general  managers  of  the  five  Plough 
Inc.  stations  at  a pre-NAB  convention 
meeting  in  Chicago’s  Drake  Hotel  April 
2-3. 

Harold  R.  Krelstein,  president  of  the 
Plough  broadcasting  subsidiaries,  re- 
ported an  improvement  in  audience 
ratings  position  of  its  outlets  since 
Plough  dropped  its  Top  40  music  for- 
mat. He  also  noted  that  Plough  stations 


have  resorted  to  a policy  of  buying  all 
records  they  play  on  the  air.  Ways  and 
means  of  improving  community  service 
information  and  projected  expansion 
of  news  personnel  looking  toward 
stronger  territorial  coverage  also  were 
discussed. 

Attending  the  meeting  besides  Mr. 
Krelstein  were  Roy  Whisand,  vice  presi- 
dent and  general  manager,  WCOP-AM- 
FM  Boston;  Byron  Millenson,  vice 
president  and  general  manager,  WCAO- 
AM-FM  Baltimore;  Claude  Frazier,  vice 
president  and  general  manager,  WPLO- 
AM-FM  Atlanta;  Charles  DeVois, 
vice  president  and  general  manager, 
WMPS  Memphis;  Frederick  J.  Harm, 
vice  president  and  general  manager, 
WJJD  Chicago;  Gene  Plumstead,  vice 
president-programming;  Roger  May, 
vice  president-sales,  and  Joe  Deaderick, 
vice  president-engineering. 


Prospects  for  continued  operation  of 
Regional  Broadcasters  appeared  during 
the  group’s  membership  meeting  in  Chi- 
cago April  3.  Several  broadcasters  pres- 
ent urged  further  existence  of  the  or- 
ganization to  cope  with  special  prob- 
lems which  might  require  group  atten- 


Regional  Broadcasters 
future  up-in-air 


These  are  the  things  that  matter  most  to  me  . . . 


“My  rights...” 

NO  ROOM  FOR  THE  PUBLIC 
-OR  IS  THERE? 

Maryland’s  State  Legislature  charged  the  Balti- 
more Commissioner  of  Police  to  be  guilty  of 
misconduct  in  office  and  incompetence  . . . and 
recommended  an  immediate  removal  from  office. 

A hearing  was  promptly  scheduled.  The  only 
hitch : it  was  a gubernatorial  hearing  — a closed 
affair. 

WJZ-TV  raised  two  important  questions:  isn’t 
the  public  obligated  to  take  an  active  interest  in 
proceedings  related  to  the  conduct  of  a man 
entrusted  with  the  safety  of  their  homes  and  fam- 


BRO  ADC  ASTI  NG,  April  11,  1960 


Sol  Taishoff,  Broadcasting;  Mark 
Woods,  former  ABC  president  and 
now  prominent  Florida  realtor;  Jo- 
seph Csida,  eastern  vice  president, 
Capitol  Records;  Ted  Bergmann, 
president,  Parkson  Adv.;  John  E. 
Fetzer,  owner  of  Fetzer  stations  and 
chairman  of  the  Detroit  Tigers;  Col. 
Ed  Kirby,  USO  public  relations  di- 
rector who  was  escorting  officer; 
William  S.  Hedges,  NBC  vice  presi- 
dent; Honor  Man  Ream;  Col.  Lester 
W.  Lindow,  executive  director,  Assn, 
of  Maximum  Service  Telecasters; 
Clair  R.  McCollough,  president, 
Steinman  stations;  chairman  of  NAB 
Policy  Committee  and  chairman  of 
VIPers;  Robert  D.  Swezey,  consult- 
ant to  Secretary  of  Labor  Mitchell 
and  part  owner  of  WDSU  Broad- 
casting Corp.;  Don  Kearney,  Corin- 
thian stations. 

Kneeling:  Morris  Novik,  broad- 
cast consultant. 


Reunion  in  Chicago  ■ Broadcasters 
who  toured  the  European  Theater  of 
operations  under  Army  auspices  in 
1945  held  their  annual  reunion  in 
Chicago  April  3 in  conjunction  with 


the  NAB  convention.  Joseph  H. 
Ream,  CBS-TV  vice  president  (wear- 
ing authentic  British  beret)  was 
awarded  the  rotating  plaque  as  VIP 
of  the  Year.  Other  VIP’s  (1  to  r): 


tion.  They  voted  to  send  letters  to  all 
fulltime  Class  III,  II  and  I-B  stations 
to  learn  if  enough  are  interested  in 
underwriting  the  cost. 

Payson  Hall,  Meredith  Pub.  Co.  Sta- 
tions, chairman  pro-tem  of  the  organiz- 
ing committee  of  Regional  Broadcasters, 


and  Hollis  Seavey,  its  director,  reported 
on  the  successful  effort  to  support  Sen- 
ate ratification  of  the  1950  North 
American  Regional  Broadcasting  Agree- 
ment and  the  broadcasting  agreement 
with  Mexico. 

Mr.  Hall  expressed  thanks  to  all 


broadcasters  involved  for  their  coopera- 
tion and  said  all  Meredith  Stations  will 
give  full  support  to  Regional  Broad- 
casters should  it  be  decided  to  extend 
the  life  of  the  organization.  He  said, 
however,  that  other  duties  force  him  to 
drop  his  leadership  role  in  the  group. 


ilies  ? Aren’t  the  people  entitled  to  complete  cover- 
age in  such  cases,  rather  than  excerpts  — as  a 
guarantee  of  fairness  to  both  sides? 

Governor’s  initial  reaction:  “This  executive 
hearing  has  many  of  the  aspects  of  a j'udicial  pro- 
ceeding and  to  the  extent  possible,  the  Governor 
will  adhere  to  the  rules,  procedures  and  customs 
of  Canon  35.” 

Or  - NIX  ON  TV  COVERAGE ! 

But  WJZ-TV  persisted  in  its  demand  that  the 
people  be  informed,  completely.  The  Governor 
submitted  the  matter  to  a U.S.  District  Court 
Judge.  After  review,  the  Governor’s  Office  granted 
permission  to  televise  the  one-hour  summations 
by  both  sides,  provided  the  telecast  was  not  live. 
WJZ-TV  swung  into  action  — 

1.  cancelled  all  regular  programming  beginning 
at  1 : 00  PM  on  the  day  of  the  hearing. 

2.  assigned  full  engineering  and  production  staffs 
to  originate  a direct  remote  telecast  from  the 
hearing  rooms  at  the  Maryland  State  House  in 
Annapolis,  20  miles  from  Baltimore. 


3.  recorded  the  entire  proceedings  on  Videotape. 

4.  broadcast  the  proceedings  in  their  entirety. 
Richard  W.  Case,  Special  Legal  Advisor  to  the 

Governor:  “Fortunately,  I did  have  an  oppor- 
tunity to  see  some  of  the  program  presented  by 
WJZ-TV.  I thought  it  was  very  well  done ...  I 
have  heard  a number  of  attorneys  say  they  could 
see  no  reason  why  important  appellate  cases  could 
not  be  visually  recorded.” 

Governor  Tawes:  “I  was  entirely  satisfied  with 
the  television  coverage  given  by  WJZ-TV  . . . My 
sincere  thanks  to  you  for  your  cooperation  in  the 
matter.” 

WJZ-TV  proved  that  it  could  televise  such 
major  events  with  an  absolute  minimum  of  dis- 
traction to  the  participants  and  with  no  editorial 
bias  resulting  from  extraneous  comments  or  exci- 
sion of  any  proceedings. 

W JZ  "TV  BALTIMORE 
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CBS  boosts  employes’ 
pay,  other  benefits 


HARRY  HEARD 
Truman  highlights 
Pioneers  dinner 

Broadcast  Pioneers  provided  a pres- 
tige highspot  at  the  NAB  convention 
last  week  as  ex-President  Harry  S.  Tru- 
man appeared  as  feature  speaker  at 
the  organization’s  annual  banquet.  The 
dinner  drew  a capacity  crowd  in  the 
grand  ballroom  of  the  Conrad  Hilton 
Hotel. 

Mr.  Truman  put  on  his  usual  good 
show,  mixing  nostalgia  with  quips  about 
current  and  past  radio  history.  He  was 
presented  the  distinguished  service 
award  of  the  group  and  a host  of  other 
gifts,  prompting  him  to  observe,  “I  like 
payola.” 

Mr.  Truman  was  introduced  by 
Merle  S.  Jones,  CBS,  president  of  the 
Pioneers.  Awards  were  presented  by 
William  S.  Hedges,  NBC,  chairman  of 
the  Hall  of  Fame  and  Awards  Com- 
mittee. Sol  Taishoff,  Broadcasting,  was 
banquet  chairman  with  Ward  L.  Quaal, 
WGN  Chicago,  chairman  of  the  local 
banquet  committee. 

Citations  were  presented  to  Sydney 
M.  Kaye,  attorney  and  BMI  counsel; 
Harold  Hough,  WBAP  Fort  Worth  (in 
absentia);  Mark  Woods,  first  president 


of  the  pioneers;  H.  Leslie  Atlass,  re- 
tired from  CBS,  and  Vladimir  K. 
Zworykin,  RCA,  inventor  of  the  icon- 
oscope tube  (in  absentia).  A Hall  of 
Fame  award  was  given  the  late  M.H. 
Aylesworth,  first  president  of  NBC.  It 
was  acknowledged  by  his  daughter, 
Mrs.  Dorothy  Gwyer,  of  New  York. 

Mr.  Truman  recalled,  with  impromp- 
tu sound  effects,  his  experiences  with 
the  cat-whisker  gadgets  of  early  radio 
days  and  the  later  addition  of  a horn. 
He  said  broadcasters  “are  fine  people” 
but  hinted  plainly  he  sometimes  pushed 
a button  to  silence  the  tv  during  a foot- 
powder  plug. 

He  reminded  broadcasters  of  the  re- 
sponsibility they  face  in  operating  a 
mass  medium  and  recalled  how  legisla- 
tion was  adopted  in  1888-90  when  rail- 
roads became  big  business.  A few  of- 
fenders can  cause  troubles  for  everyone 
else  in  broadcasting,  he  said.  “You  want 
to  make  the  United  States  the  greatest 
republic  in  the  world  and  you  have 
more  responsibility  than  any  other  or- 
ganization in  the  world,”  he  said.  “We 
are  on  the  threshold  of  the  greatest  era 
in  history.” 

Mr.  Truman’s  talk  was  preceded  by 
playbacks  of  some  of  his  old  campaign 
give-’em-hell  speeches.  He  was  present- 
ed with  complete  tapes  of  his  network 
broadcasts  as  President  and  a gold  rec- 
ord of  campaign  speech  excerpts. 


CBS  employes  had  some  good  news 
last  week — a “substantial”  increase  in 
the  fund  available  for  merit  raises,  an 
extra  holiday  each  year,  an  extra  week’s 
vacation  (after  25  years  of  service), 
liberalized  payments  for  overtime  on 
weekends,  an  extension  of  severance 
pay  allowances  and,  for  clerical  work- 
ers and  others  in  the  salary-grade  levels, 
a 4%  general  pay  raise. 

These  changes  are  in  addition  to  a 
stock-purchase  plan  for  employes  and 
a new  pension  arrangement  which  are 
to  be  voted  on  at  the  annual  meeting 
of  CBS  stockholders  on  April  20  1 

(Broadcasting,  March  28). 

Employes  have  been  notified  that, 
effective  last  week,  there  was  a “solid 
increase”  in  the  merit  fund  set  aside 
for  salary  raises  to  be  given  in  special 
recognition  of  outstanding  work.  They 
also  were  told  that  they  would  get  a 
fourth  week  of  vacation  starting  in  their 
25th  year  of  service  (except  for  de- 
partment heads  the  top  limit  has  been 
three  weeks,  reached  after  five  years  of 
service);  that  election  day  is  being 
added  to  the  eight  holidays  they  already 
get  each  year;  that  weekend  work  will 
bring  overtime  pay  for  a minimum  of 
four  hours,  and  that  severance  pay 


NETWORK  BILLING  UP  10.9% 

ABC-TV  shows  24.2%  gain  in  January 


j schedules  are  being  extended  from  the 
old  maximum  of  six  weeks  after  three 
years’  service,  to  seven  weeks  for  em- 
j ployes  with  four  to  five  years  and  eight 
I weeks  for  those  with  five  years  or  more. 

Headliner  awards  go 
to  radio-tv  newsmen 

Four  tv  awards  and  four  to  radio 
were  among  the  24  announced  by  the 
National  Headliners  Club  for  outstand- 
ing journalistic  achievement  in  1959. 

Public  service  awards  went  to  KMOX 
St.  Louis  and  KPIX  (TV)  San  Fran- 
cisco for  radio  and  tv  respectively. 
NBC’s  News  on  the  Hour  won  top 
honors  for  network  radio  news  broad- 
casting with  the  local  radio  news  cover- 
age award  taken  by  WNEW  New 
York.  WMRN  was  winner  in  the  local 
radio  editorials  category.  ABC-TV  won 
the  award  for  consistently  outstanding 
tv  network  coverage;  the  local  tv  award 
going  to  Gabe  Pressman  of  WRCA- 
TV  New  York.  Mario  Biasetti  of  CBS 
News  won  the  award  for  the  best  news- 
reel, whether  theatre  or  tv,  for  his  work 
on  the  Nicaraguan  invasion  “where  he 
both  effected  and  filmed  the  surrender 
of  a rebel  band,”  according  to  the 
Headliners  Club. 

The  award  for  the  best  radio  and  tv 
newspaper  columns  was  won  by  Paul 
Molloy  of  the  Chicago  Sun  Times. 


Network  tv  gross  billing  got  off  to 
a January  start  of  $57,756,267,  a 
10.9%  increase  over  the  same  month 
in  1959  ($52,076,179).  ABC-TV  had  a 
gross  billing  of  more  than  $13.2  mil- 
lion, a 24.2%  gain.  Both  CBS-TV  and 
NBC-TV  moved  upward,  CBS’  $23.5 
million  plus,  a 6.5%  increase,  and 
NBC’s  $20.95  million  representing  an 
8.6%  increase. 

The  gross  billings  were  released  last 
week  by  Television  Bureau  of  Adver- 
tising, the  figures  compiled  by  Leading 
National  Advertisers  and  Broadcast 
Advertiser  Reports. 

Nighttime  billing  increased  20%, 

from  over  $33.7  million  in  January 
1959  to  more  than  $40.4  million  in 
January  1960.  Daytime  billing  went 
up  5.8%,  from  $17.2  million-plus  to 
over  $18.3  million. 

NETWORK  TELEVISION  GROSS  TIME  BILLINGS 
Source:  LNA-BAR 

January  % 

1959  1960  Change 

ABC-TV  $10,647,078  $13,227,680  +24.2 

CBS-TV  22,129,248  23,578,557  + 6.5 

NBC-TV  19,299,853  20,950,030  + 8.6 

TOTAL  $52,076,179  $57,756,267  +10.9 


DAY  PARTS 

January  % 


1959 

1960 

Change 

Daytime 

$18,321,279 

$17,259,284 

— 5.8 

Mon.-Fri. 

15,162,498 

13,297,483 

-12.3 

Sat.  & Sun. 

3,158,781 

3,961,801 

+ 25.4 

Nighttime 

33,754,900 

40,496,983 

+ 20.0 

TOTAL 

$52,076,179 

$57,756,267 

+ 10.9 

LNA-BAR:  Gross  time  Costs  Only 


CBS  fellows  named 

CBS  Foundation  news  and  public 
affairs  fellowships  to  Columbia  U.  for 
the  year  1960-61  are  to  be  announced 
today  (April  11).  The  eight  winners 
will  get  awarded  a year  of  special  study 
to  strengthen  their  backgrounds  for 
meeting  responsibilities  in  electronic 
journalism.  The  winners: 

Richard  H.  Compton,  KVTV  (TV) 
Sioux  City,  Iowa;  Kevin  F.  Delany, 
CBS  News,  New  York;  Stephen  Fen- 
tress, KMOX-TV  St.  Louis;  Richard 
Gibson,  WCBS  News,  New  York; 
Richard  O.  Moore,  KQED  (TV)  San 
Francisco;  Richard  Richter,  CBS  News, 
New  York;  Neal  L.  Spelce  Jr.,  KTBC- 
AM-TV  Austin,  Tex.,  and  Raymond 
T.  Yelkin,  KUHT  (TV)  Houston,  Tex. 


These  are  the  things  that  matter  most  to  me  . . . 


“Our  transportation...” 

There’s  a serious,  nasty  problem  in  booming  Pitts- 
burgh — not  one  cent  is  being  spent  for  mass 
transit.  One  of  the  most  important  facets  of  a 
major  city  is  in  a mess. 

Pittsburgh’s  Chamber  of  Commerce  knew 
something  had  to  be  done  about  it.  But  how  do  you 
present  a complicated  problem  to  a community 
without  being  dull? 

The  Chamber’s  first  step : contact  KDKA-TV. 

KDKA-TV  had  facilities  to  get  the  Chamber  of 
Commerce  campaign  against  traffic  snarl  rolling 
in  a hurry.  Already  on  KDKA-TV’s  program 
schedule : “Decision,”  a half-hour  public  interest 
program  in  prime  time.  “Decision”  has  already 
probed  such  touchy  topics  as  “Inflation”  and 
“Unemployment.”  “Mass  Transit”  was  added  to 


the  program  schedule. 

KDKA-TV  cameras  called  on  various  com- 
munity leaders  — the  head  of  the  trolley  system,  a 
department  store  president,  a civic  leader,  a well- 
informed  citizen.  Each  spoke  up  sharply  and  Pitts- 
burghers got  a realistic  understanding  of  their 
problem.  The  decision  was  now  up  to  them. 

Television  again  demonstrated  that  it  can  act 
fast.  That  it  can  serve  its  community  — and  do  it 
dynamically. 

One  Pittsburgh  newspaperman’s  comment : “An 
effective  demonstration  of  how  to  get  rid  of  that 
flat  cliche,  the  panel  of  experts,  and  still  retain 
the  punch  of  interviews.  The  program  . . . was  a 
hard-hitting  look  at  a nasty  Pittsburgh  problem.” 

KDKA-TV  PITTSBURGH 


Broadcasting  is  most  effective  on  stations  that  have  earned  the  respect  and  confidence  of  the  communities  they  serve . 
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ANOTHER  THIRD  DEGREE  FOR  FCC 

Budget  hearing  was  full  investigation  of  agency’s  activities 


While  the  line  of  questioning  belied 
the  fact,  it  was  indeed  the  House  In- 
dependent Offices  Appropriations  Sub- 
committee quizzing  members  of  the 
FCC  last  March  1 on  the  commission’s 
proposed  fiscal  1961  budget. 

But,  with  over  half  the  questions 
concerning  quiz  rigging,  payola,  false 
advertising,  “monopolistic”  tv  networks 
and  “lost  public  confidence”  in  the 
FCC,  the  commissioners  could  be  par- 
doned if  they  thought  they  were  facing 
once  again  the  House  Legislative  Over- 
sight Subcommittee. 

Testimony  of  the  secret  hearing, 
during  which  the  FCC  testified  on  its 
request  for  $13.5  million  next  year, 
was  released  today  (April  11).  The 
money  requested  is  up  $3.5  million 
over  the  $10.55  million  appropriated 
for  fiscal  1960,  ending  June  30. 

The  major  portion  of  the  increase — 
$2.25  million — -is  earmarked  for  a pro- 
posed study  of  uhf  to  be  conducted  in 
New  York  City.  This  item  also  was  by 
far  the  most  controversial.  (For  details 


of  what  the  proposed  study  entails,  see 
Broadcasting,  Feb.  8.) 

Commissioner  Lee  said  the  proposed 
uhf  study  is  the  most  important  item 
that  has  appeared  in  an  FCC  budget 
during  his  seven  years  on  the  commis- 
sion. He  said  New  York  was  chosen 
for  the  experiment,  which  is  to  include 
the  construction  of  two  uhf  stations, 
because  it  offers  the  worst  possible  con- 
ditions for  reception  of  uhf  signals. 

Rep.  Albert  Thomas  (D-Tex.),  sub- 
committee chairman,  said  it  appears 
that  “someone  wants  to  sell  some  equip- 
ment. . . . Why  should  not  the  industry 
do  its  own  research  and  development?” 
Commissioner  Lee,  the  government’s 
most  outspoken  proponent  of  uhf,  re- 
plied that  the  inspiration  came  from 
the  subcommittee’s  frequent  criticisms 
of  the  FCC  in  the  past  for  depending 
on  the  industry  to  do  the  agency's  re- 
search. 

In  two  years,  the  commissioner  said, 
it  should  be  determined  whether  uhf 
will  work  in  New  York,  and  if  not,  tv 


will  lose  its  allocations  in  that  portion 
of  the  band  to  other  users.  Rep.  Thom- 
as thought  the  National  Academy  of 
Science  could  come  up  with  an  answer 
if  given  $250,000,  instead  of  $2.25  mil- 
lion. “Let  me  suggest  to  you  that  you 
consult  that  crowd  for  awhile  and  let 
them  take  a look  at  it  and  maybe  you 
can  ...  get  everything  you  want,”  he 
told  the  commissioners. 

The  Old  Bandwagon  ■ The  members 
of  the  subcommittee  took  up  the  entire 
morning  hours  of  the  one-day  hearing 
in  quizzing  the  commissioners  about 
the  ills  of  radio  and  tv  that  have  been 
making  headlines  for  the  past  several 
months.  The  chairman  wanted  to  know 
what  the  FCC  is  doing  “in  the  great 
field  of  advertising  where  certainly  a 
lot  of  loose  statements  are  made.  . . .” 
He  challenged  the  contention  of  then 
FCC  Chairman  John  C.  Doerfer  that 
jurisdiction  in  this  area  lies  with  the 
FTC. 

Rep.  Thomas  maintained  that  the 
commission  does  have  jurisdiction  and 


_ criticized  the  agency  for  not  using  its 
1 60  field  monitors  to  police  program- 
^ ming  and  advertising.  Commissioner 
Doerfer’s  explanation  that  they  were 
* assigned  to  check  for  technical  viola- 
tions only  did  not  satisfy  the  subcom- 
mittee members. 

Rep.  Sidney  R.  Yates  (D-Ill.),  ac- 
cused the  commission  of  disregarding 
local  needs  in  renewing  NBC’s  WNBQ 
of  | (TV)  Chicago.  He  maintained  that  the 
' i commission  should  require  that  certain 
amounts  of  time  be  set  aside  for  local 

- i programming  and  advertisers.  He  dis- 
a * agreed  with  Commissioner  Rosel  Hyde’s 

- contention  that  this  would  be  censor- 
he  ship. 

“What  you  are  saying  ...  is  that  the 
en  | j [Communications]  Act  itself  permits 
tire  j!  two  or  three  big  broadcasting  com- 
\ | panies  to  have  a monopoly  and  domi- 
' ! nate,”  Rep.  Thomas  charged.  “Through 
en  your  own  rules  and  regulations  you 
:ral  have  fostered  this  monopoly.  . . . You 
have  closed  your  eyes  and  ears  to  what 
■eat  the  people  want.” 

Rep.  Joe  L.  Evins  (D-Tenn.)  said 
that  the  FCC  has  lost  the  public’s  con- 
ben  fidence.  “You  have  been  drifting  in  the 
mat  field.  I think  it  is  time  you  addressed 
•he  I yourself  to  protecting  the  public  inter- 
est and  not  the  vested  interests,”  he 
me  said. 

/:  j This  statement  brought  a strong  pro- 




test  from  Commissioner  Doerfer,  who 
said:  “I  reject  that  appraisal  of  our 
work,  Mr.  Congressman.  I do  not  think 
it  is  warranted.”  When  members  of  the 
subcommittee  were  criticising  the  com- 
mission for  not  revoking  a broadcast 
license  since  1932,  Mr.  Doerfer  re- 
torted: "[  would  like  to  have  you  point 
out  to  me  what  license  should  have 
been  revoked.  . . .” 

Lengthy  questioning  of  the  commis- 
sioners also  was  directed  toward  such 
subjects  as  payola,  quiz  rigging  and  the 
13-month  backlog  in  processing  am 
applications. 

Zeckendorf  suing 
Outlet  for  $8  million 

An  $8  million  damage  suit  has  been 
filed  by  New  York  realtor  William 
Zeckendorf  against  a Providence,  R.I., 
bank  and  trustees  of  the  Outlet  Co. 
stock.  The  suit  is  an  outcome  of  the 
legal  battle  instituted  last  year  by  Jo- 
seph S.  Sinclair,  grandson  of  the  Outlet 
Co.  founder  and  executive  of  the  de- 
partment store’s  WJAR-AM-TV  Provi- 
dence. This  resulted  in  an  injunction 
staying  the  sale  to  Mr.  Zeckendorf’s 
91065  Corp.  (Broadcasting,  July  27, 
1959). 

An  option  to  purchase  55,230  shares 


of  Outlet  Co.  stock  at  $120  was  ob- 
tained in  1958  by  Roger  L.  Stevens, 
New  York  realtor,  who  subsequently 
transferred  the  option  to  Mr.  Zecken- 
dorf. Mr.  Sinclair  brought  suit  to  stay 
the  $12  million  transaction  on  the 
ground  that  he  could  have  obtained  a 
better  price. 

A Rhode  Island  court  found  that  the 
Industrial  National  Bank,  one  of  the 
trustees,  was  involved  in  a conflict  of 
interest  and  the  trustees  failed  to  ob- 
tain a better  price. 

Seeks  catv  controls 

FCC  authorization  to  exercise  con- 
trol over  radio-tv  receiving  antenna 
towers — as  the  agency  now  controls 
transmitting  towers — is  sought  in  a bill 
(S  3343)  introduced  last  week  by  Sen. 
Warren  Magnuson  (D-Wash.)  at  the 
commission’s  request.  The  bill  would 
apply  to  booster  antennas,  catv  receiv- 
ing installations  and  private  antennas 
owned  by  individuals  for  radio  or  tv 
reception.  The  agency  controls  micro- 
wave  relay  towers  through  its  jurisdic- 
tion over  common  carrier  grants. 

The  FCC  said  the  public  and  avia- 
tion interests  have  expressed  concern 
over  receiving  antenna  towers  not  used 
for  transmission. 


These  are  the  things  that  matter  most  to  me  . . . 


“Our  hospitals...” 

“After  seeing  the  condition  of  the  patients,  I 
would  beg,  borrow  or  steal  to  prevent  anyone  from 
going  to  a state  mental  hospital.” 

— KYW-TV  Reporter  Hugh  Dananeeau 

Something  just  had  to  be  done  to  improve  the  con- 
dition of  Cleveland’s  state  mental  hospitals . . . and 
KYW-TV  did  what  no  other  medium  could  do. 

KYW-TV  moved  right  into  the  mental  hospitals 
with  cameras  and  microphones.  Viewers  saw  the 
deplorable  conditions  first  hand. 

16,000  feet  of  film  were  edited  into  four  one- 
hour  programs  dubbed  “Forgotten  People.”  The 
series,  scheduled  in  prime  time,  replaced  two  pop- 
ular network  shows.  Result : ARB  ratings  doubled 
those  of  the  previous  month. 


The  impact  upon  viewers  was  so  great  that 
letters  and  phone  calls  poured  in  immediately. 
Governor  DiSalle  allowed  KYW-TV  news  and 
cameramen  to  accompany  him  on  his  tour  of 
mental  institutions  in  Delaware,  New  York,  New 
Jersey  and  Connecticut  soon  after  the  series. 

The  Governor’s  action  proved  that  “Forgotten 
People”  invoked  the  concern  of  those  in  the  audi- 
ence nearest  to  the  problem  and  those  best  equip- 
ped to  do  something  about  it.  Plans  have  been 
announced  for  a new  hospital.  And  hundreds  have 
volunteered  their  services. 

KYW-TV  CLEVELAND 
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CATV  FIGHT  HAS  NEW  TWIST 

Montana  station  asks  microwave  relay  ban 


The  fight  of  telecasters  against  com- 
munity tv  systems  took  a new  turn 
last  week. 

A Montana  multiple  television  sta- 
tion owner  asked  the  FCC  to  ban  micro- 
wave  relay  grants  which  would  carry 
metropolitan  area  tv  signals  to  small 
town  catv  systems  in  conflict  with  local 
tv  stations. 

And,  at  the  same  time,  a second 
network  has  made  it  known  that  it 
believes  catv  systems  should  carry  the 
local  station  on  its  lines,  particularly 
when  distant  signals  are  brought  in  on 
microwave  relays. 

The  petition  for  rulemaking  was  filed 
last  week  by  Television  Montana  (Ed 
Craney),  licensee  of  KXLF-TV  Butte 
and  KXLJ-TV  Helena.  The  request 
was  based  on  the  grounds  that  the 
microwaving  of  tv  signals  from  larger 
cities  to  smaller  communities  for  dis- 
tribution by  catv  is  destructive  to  local 
tv  broadcasting. 

The  petitioner  cited  recognition  by 
Canada  of  the  impact  of  microwave 
operation  upon  the  overall  tv  alloca- 
tion plan  and  the  adoption  of  a rule 
which  conditions  microwave  relay  grants 


to  areas  “not  served  by  existing  Cana- 
dian television  stations.”  It  also  pointed 
out  that  the  Canadian  rule  requires 
that  a microwave  license  be  voided 
when  a tv  station  begins  operating  in 
the  area. 

Seeks  Rule  Change  ■ Television  Mon- 
tana asked  that  Part  21  of  the  FCC’s 
rules  be  revised  to  ban  microwave 
grants  (1)  to  systems  which  carry  a 
program  already  being  carried  by  the 
single,  local  tv  station  and  (2)  which 
would  “adversely  affect”  existing  local 
single  tv  operation. 

NBC  was  the  network  which  took  a 
position  on  catv  systems,  following 
much  the  same  approach  taken  by  CBS 
earlier  (Broadcasting,  March  28). 

In  a March  25  letter  to  the  City 
Council  of  Scottsbluff,  Neb.,  NBC  Vice 
President  David  C.  Adams  stated  that 
the  network  believed  a microwave  sys- 
tem should  not  be  approved  unless  the 
consent  of  the  station  has  been  obtained 
for  use  on  a catv  system.  It  also  de- 
clared that  it  had  certain  property 
rights  in  its  network  programs  and  that 
these  property  rights  are  violated  when 
NBC  programs  are  picked  up  by  catv 


systems  without  consent.  NBC  has  never 
granted  such  consent,  Mr.  Adams  said. 

Mr.  Adams’  letter  was  sent  to  the 
Scottsbluff  council  at  the  request  of 
William  C.  Grove,  general  manager  of 
Frontier  Broadcasting  Co.  Frontier  op- 
erates KSTF  (TV)  in  Scottsbluff. 

The  interest  of  Scottsbluff  officials 
in  the  catv  situation  stems  from  the 
prospect  of  an  application  being  filed 
for  a catv  franchise. 

Bar  Assn,  recommends 
‘ex  parte’  legislation 

Federal  agencies  have  not  been  able 
to  deal  with  the  problem  of  backdoor 
influence  up  to  now  and  legislation  is 
indicated,  American  Bar  Assn,  repre- 
sentatives told  the  House  Commerce 
Committee  last  week  (also  see  page  88). 

Testifying  in  favor  of  the  ABA-rec- 
ommended  bill  (HR  6774)  to  prohibit 
ex  parte  contacts  with  FCC  members 
and  other  agency  people  involved  in 
agency  decisional  processes,  Donald  C. 
Beelar  of  ABA's  Federal  Administra- 
tive Practice  Act  committee  and  Bryce 
Rea  Jr.  of  the  association’s  administra- 
tive law  section  committee  said  agen- 
cies have  imposed  standards  of  conduct 
on  others,  but  not  on  themselves. 

The  ABA  spokesmen  expressed  doubt 


These  are  the  things  that  matter  most  to  me  . . . 


“Religion...” 

THE  BEATNIKS  AND  CHRIST 

They  love  Jesus  in  an  off-beat  way,  with  that 
hipster  feeling  that  He  was  a very  misunderstood 
person . . . xvould  be  even  more  so  today.  They 
identify  with  the  figure  of  Christ . . . see  them- 
selves as  innocents,  as  the  victim  Christ,  slaugh- 
tered by  an  insensitive  society. 

The  Rev.  Pierre  Delattre  is  speaking  on  KPIX’s 
“Against  the  Stream,”  unique  half-hour  series  on 
morality  in  the  Beat  Rebellion.  He  points  to  their 
sandals  and  beards  . . . explains  these  are  the  out- 
ward signs  of  their  identification  with  Christ . . . 
and  the  program  continues. 


ra 

Another  FCC  list 

Another  processing  list  of  stand- 
ard broadcasting  station  applica- 
tions has  been  announced  by  the 
FCC.  The  new  list  will  be  ready 
for  processing  on  April  30,  and 
any  applications  which  should  be 
considered  with  those  on  the  list 
must  be  filed  no  later  than  April 
29.  The  first  application  on  the 
list  is  BP-12855,  filed  by  KELK 
Elko,  Nev.,  for  a change  in  fa- 
cilities. 


00!  ! 

agency  members  can  protect  themselves 
from  misconduct  by  a fellow  agency 
member  and  asked  that  ex  parte  pro- 
hibitions apply  to  all  proceedings  sub- 
ject to  notice  and  opportunity  for  hear- 
ing. The  agency  would  have  discretion 
..  to  apply  the  law  to  rulemaking  pro- 
ceedings of  an  adversary  character  by 
specifying  a case  in  the  hearing  notice 
as  subject  to  the  proposed  law,  they 
said. 

They  said  most  case  litigation  at  the 
federal  level  is  being  conducted  by 
federal  agencies,  not  the  courts,  with 
1 00  agency  tribunals  trying  a great 
variety  of  cases  and  agency  trial  ex- 
aminers outnumbering  district  federal 


judges.  A litigant  before  a federal  agen- 
cy has  a right  to  expect  the  same  as- 
surance of  fair  play  he  associates  with 
administration  of  justice  by  the  courts, 
they  said. 

Conelrad  proposal 
viewed  unfavorably 

FCC’s  proposed  rule-making  to 
amend  the  Conelrad  manual  to  provide 
for  specific  transmission  standards  for 
the  Conelrad  attention  signal  was  con- 
sidered technically  and  economically 
unfavorable  during  discussions  of  NAB 
Engineering  Advisory  Committee  mem- 
bers at  the  Chicago  convention. 

The  committee  met  Tuesday  after- 
noon and  considered  this  proposal  as 
well  as  other  pending  FCC  technical 
proceedings,  including  the  tv  channel 
spacing  proposal.  The  NAB  group 
took  no  position  on  channel  spacing. 

The  Conelrad  proposal,  announced 
by  FCC  late  last  year  (Broadcasting, 
Jan.  4),  was  designed  to  permit  the 
manufacture  of  low-cost  highly  reliable 
Conelrad-equipped  consumer  radios 
which  would  be  activated  by  the  “at- 
tention” signal.  The  NAB  group  con- 
sidered the  technical  requirements  too 
strict  and  found  the  cost  to  the  individ- 
ual broadcaster  would  exceed  $1,000. 


FCC  had  estimated  the  cost  at  $150. 

Committee  members  attending  the 
Chicago  meeting  included  Chairman 
A.  James  Ebel,  KOLN-TV  Lincoln, 
Neb.;  Jerrold  L.  Martin,  WKMH-AM- 
FM  Dearborn,  Mich.;  Andrew  L.  Ham- 
merschmidt,  NBC-TV;  James  H.  Butts, 
KBTV  (TV)  Denver;  John  T.  Wilner, 
WBAL-AM-TV  Baltimore;  Howard  T. 
Head,  A.D.  Ring  & Assoc.;  James  D. 
Parker,  CBS-TV;  Clure  Owen  (for 
Frank  Marx),  ABC,  and  A.  Prose 
Walker  and  George  Bartlett,  NAB. 

New  York  DA  to  end 
payola  investigation 

The  New  York  District  Attorney’s 
office  indicated  last  week  that  its  in- 
vestigation into  payola  and  disc  jockeys 
will  be  concluded  by  the  end  of  this 
month.  The  books  and  financial  records 
of  more  than  100  recording  companies 
have  been  subpoenaed  by  the  District 
Attorney’s  office  and,  a spokesman  said, 
all  information  will  be  turned  over  to 
the  Grand  Jury  examining  payola  with- 
in the  next  few  weeks. 

Lonny  Starr,  a former  disc  jockey  for 
WNEW  New  York,  was  questioned  last 
week  by  district  attorney  aides.  Mr. 
Starr  was  discharged  by  the  station  two 
weeks  ago,  but  WNEW  officials  would 


A phonograph  plays  a poem : “Crucifixion”  by 
Lawrence  Ferlinghetti.  Enter  willowy  girl. 
Supple,  she  dances  to  the  words : He  was  a kind 
of  carpenter  from  some  square  type  place  like 
Galilee  . . . who  said  the  cat  ivho  really  laid  it  on 
us  all  was  his  Dad  . . . 

Bongo  drums.  A man  stands.  He  sees  himself  as 
Christ.  Raspy  voiced:  I was  framed.  Reading 
poetry  in  public  without  a permit  is  a crime. 
Maybe  the  laivyer  Judas  can  swing  it  othenvise. 

A high  trembling  voice : No  saint  is  sane  who 
sings  upon  the  cross.  No  saint  is  sane. 

Poets,  artists,  musicians  . . . one  after  another 
sings  of  man’s  soul ...  his  search  for  Beauty  and 
! Truth. 

Now  a question  from  the  Rev.  Pierre  Delattre. 
The  jarring  sounds  fall  into  harmony  as  one 
explains : We  Beat  People  differ  in  many  things, 
but  we  are  all  sure  ivho  the  enemy  is.  There  are 
too  few  of  us.  Too  many  of  them.  So  we  leave. 

To  the  millions  of  San  Franciscans  tuned  in  to 
KPIX  that  afternoon,  the  grave  words  had  a jolt- 


ing effect.  In  the  past  ten  years  they’ve  seen  their 
city  become  the  heart  of  Beatdom,  U.S.A.  Now 
through  KPIX  — and  in  one  of  the  most  unusual 
and  dynamic  examples  of  religious  programming 
yet  conceived  — they  were  face  to  face  with  their 
new  neighbors. 

And  so  was  the  entire  nation  through  Time 
magazine’s  coverage  of  the  KPIX  show  and  Rev. 
Mr.  Delattre. 

Result : at  the  very  least,  a greater  knowledge 
of  the  Beat  phenomenon  and  its  implications, 
religious  and  moral.  As  a spokesman  for  the 
Council  of  Churches  put  it  following  the  show,  the 
program  was  indeed  “indicative  of  a creative 
spirit.”  Or,  in  the  words  of  Rev.  Paul  K.  Shelford, 
executive  director  of  the  Council:  “Delattre’s 
willingness  to  understand  these  people  and  to  help 
them  be  understood  is  a good  thing.” 

KPIX  SAN  FRANCISCO 


Broadcasting  is  most  effective  on  stations  that  have  earned  the  respect  and  confidence  ef  the  communities  they  serve. 
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not  comment  on  reports  that  the  disc 
jockey’s  dismissal  was  connected  with 
his  scheduled  appearance  before  the 
District  Attorney. 

After  the  payola  investigation  is  com- 
pleted, the  District  Attorney  is  expected 
to  hear  testimony  before  a grand  jury 
on  possible  perjury  of  principals  in- 
volved in  last  year’s  Grand  Jury  probe 
of  the  tv  quiz  scandals. 

More  time  on  drop-ins 

A request  by  the  Assn,  of  Federal 
Communications  Consulting  Engineers 
and  the  Assn,  of  Maximum  Service 
Telecasters  for  more  time  to  comment 
on  FCC  rulemaking  to  dropin  new  vhfs 
in  selected  markets  was  granted  April 
1 by  FCC. 

The  deadline  was  extended  from 
April  19  to  June  30,  with  reply  com- 
ments due  July  5.  Groups  asked  time 
so  as  to  rely  on  new  propagation  curves 
promised  by  FCC  by  May  1 . 

‘Space’  show  interest 

Some  members  of  House  Oversight 
Subcommittee  want  to  know  why  tv 
networks  refused  to  carry  hour-long 
Race  for  Space  sponsored  by  Shulton 
Inc.,  which  instead  will  place  special 
program  with  110  tv  stations  on  indi- 
vidual basis  sometime  week  of  April 


24  (Broadcasting,  March  28).  Over- 
sight staff  began  boning  up  on  case  last 
week,  but  Robert  W.  Lishman,  general 
counsel,  said  he  didn’t  think  anything 
would  come  of  it. 

Stations  protest 
union  intervention 

Two  Boston  area  stations  protested 
to  the  FCC  against  the  attempted  inter- 
vention of  the  American  Federation  of 
Musicians  into  their  license  renewal 
proceedings. 

Musician’s  Local  9 had  asked  the 
commission  for  a hearing  on  the  re- 
newal of  four  Boston  area  stations  be- 
cause of  the  lack  of  local  programming 
and  utilization  of  live  local  talent 
(Broadcasting,  April  4).  The  four, 
WMEX,  WILD,  WORL,  all  Boston 
and  WHIL  Medford,  were  recipients 
of  309(b)  letters  because  of  alleged 
program  abuses  and  payola  issues. 

WORL  and  WHIL  told  the  FCC  last 
week  that  the  union  request,  if  granted 
by  the  commission,  “would  constitute 
a basic  and  extraordinary  change  in 
policy  [of  the  FCC]  as  to  programming 
requirements  imposed  on  licensees.” 
The  commission  has  never  said,  the 
stations  asserted,  that  live  musical  pro- 
gramming was  a requirement  with 
which  all  stations  must  comply. 


Ex  parte  bill  fails 
in  Senate  passage  try 

The  Senate  refused  to  pass  by  unan- 
imous consent  a bill  (S  1734)  to 
tighten  the  law  against  off-the-record 
contacts  in  adjudicatory  hearing  cases. 

It  was  understood  Sen.  John  A.  Car- 
roll  (D-Colo.),  chairman  of  the  Senate 
Administrative  Practices  Subcommittee 
which  has  been  studying  federal  regu- 
latory agency  ethics,  objected  to  the 
bill,  thus  making  it  controversial  legis- 
lation requiring  debate. 

S 1734  imposes  prohibitions  on  not 
only  the  parties  in  a case  but  on  any 
other  person  against  making  off-the- 
record  contacts  in  the  case  specifically 
with  FCC  members  and  other  FCC 
people  taking  part  in  the  decisional 
process,  but  exempts  talks  among  FCC 
members,  their  assistants  and  the  review 
staff  as  presently  authorized. 

Out  of  the  cobwebs 

Reaching  into  its  dusty  archives,  the 
FCC  finally  terminated  a ten-year-old 
proposed  rulemaking  which  sought  to 
place  a temporary  limit  on  the  number 
of  programming  hours  a station  would 
be  permitted  to  accept  from  any  one 
network.  The  limitation  was  intended 
to  meet  problems  posed  by  the  then 


Summing  up— 

The  things  that  matter  most  to  people  . . . matter  to  us.  As  they  should  to  any 
responsible  broadcaster. 

For  only  by  searching  out  community  problems  and  participating  in  their 
solutions  can  a broadcaster  gain  the  community’s  confidence  - his  key  to  good 
audience,  good  service  to  advertisers. 

Hence,  the  preceding  examples  of  WBC  programming.  And  the  community 
responses  described  in  those  stories.  Unsolicited  recognition,  enthusiastically 
given  . . . received  with  a sense  of  fulfillment  by  the  WBC  stations  ...  as  were 
Sylvania  Awards,  Edison  Awards,  Freedom  Foundation  and  other  awards  for 
public  service  programming  last  year. 
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Few  and  far  between 


Nearly  60%  of  the  4,842  operat- 
ing am,  fm  and  tv  stations  have  de- 
clared under  oath  to  the  FCC  that 
they  have  received  no  payola  in  any 
form,  including  free  records.  Of  the 
remaining  there  are  only  eight  cases 
of  "serious  payola,”  according  to 
FCC  Chairman  Frederick  W.  Ford. 

During  his  speech  before  the  Tues- 
day luncheon  at  the  NAB  convention 
in  Chicago  (see  page  54),  Comr. 
Ford  disclosed  for  the  first  time  a 
percentage  breakdown  of  station  re- 
plies to  the  commission’s  two-part 
payola  questionnaire  of  last  Decem- 
ber. The  results:  2,757  stations 

(59%  ) disclaimed  any  payola  in  any 
form:  447  (9.5%  ) said  they  received 
consideration  other  than  cash  for 


which  no  sponsorship  announcement 
was  made;  50  (1%)  said  employes 
had  received  undisclosed  cash  pay- 
ments; 18  (.4%)  disclosed  instances 
where  the  station  itself  had  received 
payments  without  identifying  the 
source;  1,374  (29%)  replied  that 
they  had  received  free  records. 

The  chairman  said  that  an  addi- 
tional 27  stations  filed  incomplete 
responses  and  169  outlets  are  un- 
accounted for.  He  did  not  attempt 
to  give  any  further  breakdown  of  the 
figures  but  said  in  a large  majority 
of  cases  the  “other  consideration” 
received  was  of  a very  minor  nature. 
He  said  that  a summary  of  the  re- 
plies has  been  sent  to  Congress. 


existing  freeze  on  tv  applications,  “and 
is  no  longer  necessary." 

Another  stale  piece  from  the  FCC 
bag  of  goodies  denied  a May  23,  1955 
petition  by  Gerico  Investment  Co.,  li- 
censee of  WITV  (TV)  Ft.  Lauderdale, 
Fla.  The  company  had  asked  the  com- 
mission to  institute  rulemaking  pro- 
ceedings to  prohibit  a tv  station  from 
broadcasting  the  programs  of  more 
than  one  network  if  another  facility 
in  the  same  area  also  wanted  to  air 
the  programs  of  the  second  network. 

Daytimers  taking 
fight  to  Congress 

Daytime  Broadcasters  Assn,  last  week 
claimed  to  have  gathered  steam  in  its 
membership  drive,  while  awaiting  pro- 
jected hearings  by  Rep.  Oren  Harris’ 
Legislative  Oversight  Subcommittee. 

DBA  took  stock  of  itself  and  day- 
timers  at  a meeting  before  the  NAB 
convention.  Its  spokesmen  also  took  a 
few  more  passing  swipes  at  the  FCC 
and  promised  that  some  of  its  “policies 
and  practices”  will  get  a full  redress 
before  the  Harris  group,  which  will  hold 
hearings  on  four  House  bills  involving 
daytime  stations. 

In  gathering  membership  strength, 
DBA  stressed  that  $25  dues  will  pay  up 
members  for  the  rest  of  1960.  It  claims 
to  have  nearly  doubled  its  rolls.  About 
50-55  association  members  attended  the 
DBA  meeting. 

Ray  Livesay,  WLBH  Mattoon,  111., 
DBA  board  chairman,  reviewed  the  day- 
timers’  bid  for  fixed  hours  of  opera- 
tion from  6 a.m.  to  6 p.m.  or  sunrise 
to  sunset,  whichever  is  longer.  He 
charged  the  FCC  with  discriminatory 
practices  and  held  that  Congress  has 
final  responsibility  for  resolving  the 
daytimer-clear  channel  issue. 

Mr.  Livesay’s  presentation  reiterated 


that  at  least  800  communities  in  the 
country  could  gain  full  time  service  if 
two  Class  1-A  50  kw  clear  outlets  were 
placed  on  the  same  channel.  Six  or 
eight  more  Class  IV  (local)  channels 
could  be  allocated,  thus  freeing  one  of 
the  clear  channels  for  full  time  opera- 
tion by  about  100  daytime  outlets.  He 
used  Los  Angeles  and  New  York  as 
cases  in  point. 

Added  Mr.  Livesay:  FCC  policies  and 
practices  should  be  based  on  what  is 
in  the  public  interest  “not  on  who  has 
the  most  luxurious  yacht.” 

Richard  Adams,  WKOX  Framing- 
ham, Mass.,  and  DBA  president,  pre- 
sided over  the  two-hour  session,  with  a 
report  by  Ben  Cottone,  DBA  legal  coun- 
sel, on  its  opposition  to  the  Senate-rati- 
fied U.  S.-Mexican  Broadcast  Agree- 
ment this  past  February. 

Music  tax  relief 

The  Senate  has  passed,  with  an 
amendment,  a House  approved  bill  (HR 
7588)  to  exempt  companies  which  re- 
ceive more  than  50%  of  their  gross 
income  from  copyright  royalties  from 
the  personal  holding  company  tax.  The 
tax  relief,  tailored  for  music  publishers, 
also  is  conditioned  on  such  companies 
having  business  deductions  of  more 
than  50%  of  gross  income  and  having 
no  more  than  10%  of  other  personal 
holding  company  income. 

The  Senate  added  an  amendment  to 
make  it  clear  that  copyright  royalties 
do  not  include  income  from  leasing  of 
motion  picture  films,  which  has  been 
held  to  be  rents  and  not  royalties.  The 
bill  goes  to  the  White  House  if  the 
House  accepts  the  Senate  amendment. 

Sen.  Harry  Byrd  (D-Va.)  said  royalty 
income  is  legitimate  and  music  publish- 
ers are  eligible  because  sources  of  in- 
come have  shifted  from  sales  of  sheet 
music  to  royalties  from  radio  and  tv. 


buy  4 TV  markets  with  one 
purchase,  one  film,  one  billing! 
AND  you  can  save  enough  (be- 
cause of  combination  rates)  to  buy 
an  additional  market!  It's  a BIG 
market  — so,  you  get  the  addition- 
al bonus  of  BIG  co-ordinated  pro- 
motion and  merchandising  assist- 
ance! 


west  texa,s 
televis  ion 
network 
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GOTHAM  STATIONS  WIN  PRAISE 


Tough  critic  Celler  finds  words  of  approval 


Congressmen  hell-bent  for  election 
and  for  passing  new  laws  to  get  the 
rascals  out  of  broadcasting  last  week 
received  some  advice  from  an  old  pro. 
Radio  and  tv  also  have  their  good  side, 
he  said,  and  legislators  ought  to  ponder 
this  before  they  join  the  pack. 

Other  congressmen  have  said  the 
same  thing,  some  even  when  the  House 
Legislative  Oversight  Subcommittee  was 
reaching  for  its  highest  C.  But  the 
kicker  last  week  was  who  was  saying  it: 
Rep.  Emanuel  Celler  (D-N.Y.),  a 
doughty  David  who  has  hurled  stones 
at  broadcasting  Goliaths  with  the  best 
of  them  as  chairman  of  the  House 
Antitrust  Subcommittee. 

The  New  Yorker,  whose  wide-rang- 
ing probes  and  hearings  in  the  broad- 
casting field  nearly  four  years  ago  gave 
the  trade  terms  “payola”  and  “free 
plug”  to  the  public  prints,  last  week 
told  how  he  had  gone  looking  in  his 
own  backyard  for  something  good  about 
radio  and  tv. 

He  found  plenty,  he  assured  his  col- 
leagues Wednesday  in  a speech  on  the 
House  floor,  in  a report  submitted  at 
his  request  from  the  New  York  State 
Assn,  of  Radio  & Tv  Broadcasters.  It 
covered  the  1959  activities  of  seven 
radio  stations  and  two  tv  outlets,  all 
in  New  York  City,  in  civil  defense, 
non-commercial  spot  announcements, 
community  service  programming  and 
public  affairs  programs.  The  stations: 
WQXR.  WMCA,  WCBS,  WNEW, 
WABC,  WRCA-AM-TV,  WOR-AM- 
TV. 

Condemnation  Unjustified  ■ Rep. 
Celler  said  he  feels  “there  has  been  a 
tendency  for  wholesale  condemnation 
of  broadcasters’  practices,  whether  jus- 
tified or  not.  Unless  we  evaluate  the 
entire  picture — taking  into  account  the 
achievements  of  broadcasting  as  well  as 
its  failures — we  will  be  in  no  position 
to  legislate  effectively  in  the  public  in- 
terest.” 

He  said  Oversight  disclosures  of 
rigged  quiz  shows,  payola  and  decep- 
tive advertising  followed  his  own  sub- 
committee’s findings  of  restrictive  prac- 
tices by  networks  and  others  in  tv  and 
a tendency  by  the  FCC  to  identify  its 
functions  with  the  private  interests  it 
regulates.  He  believes  laws  may  be 
necessary  to  regulate  networks,  end 
ex  parte  communications  at  the  FCC, 
supervise  station  sales  more  closely  and 
set  aside  a specified  amount  of  time 
for  public  service  programming. 

Broadcasting  has  been  important  to 
national  growth  and  welfare,  he  said, 
and  the  people  and  policies  contributing 
to  this  are  entitled  to  recognition  and 


achievement.  “Perhaps  we  have  become 
overly  accustomed  to  receiving  and  en- 
joying its  many  services.  Perhaps  we 
are  taking  its  many  contributions  for 
granted.” 

Civil  Defense  ■ The  report  on  New 
York  broadcasters,  he  said,  showed  in 
1959  they  contributed  thousands  of 
staff  man-hours  and  thousands  of  dol- 
lars in  equipment,  broadcast  time  and 
tests  to  implement  Conelrad  plans  for 
civil  defense,  all  voluntary  and  at  their 
own  expense.  One  tv  station  carried  a 
10-week  tv  series,  produced  in  coopera- 
tion with  the  Office  of  Civil  Defense 
Mobilization,  which  highlighted  man’s 
need  to  adjust  in  a nuclear  age. 

Non-commercial  Spots  ■ The  stations 
gave  more  than  90,000  minutes  valued 
at  more  than  $6.5  million  for  upward 
of  1 10,000  announcements  to  more  than 
2,400  organizations.  “The  sheer  magni- 
tude of  these  figures,”  Rep.  Celler  said, 
“is  worthy  of  note.” 

Community  Service  Programming  ■ 
This  category  exceeded  even  free  spots 
because  entire  programs  were  planned 
and  executed  by  the  stations,  Rep.  Cel- 
ler said.  But,  he  said,  some  were  spon- 
sored and  sponsors  must  share  credit 
where  they  supported  programs.  This 
programming  accounted  for  more  than 
220,000  minutes  of  broadcasting  time 
worth  more  than  $10  million,  he  said. 
Individual  stations,  he  said,  carried 
such  programs  as  notifications  of  school 
closings,  explanations  of  functions  with- 
in the  city  government,  support  of 


Rep.  Celler 

Hits  'wholesale  condemnation' 


various  civic  and  cultural  organizations, 
functions  of  the  FBI,  information  on 
income  taxes,  encouragement  of  mu- 
sical talent  in  schools,  safety  and  fire 
prevention  and  campaigns  for  gifts  to 
children  in  hospitals. 

Public  Affairs  Programming  ■ The 
nine  stations  provided  more  than  1,500 
public  affairs  programs  in  addition  to 
news,  representing  42,000  minutes  of 
air  time  valued  at  $1.3  million.  Sample 
programs  covered  juvenile  delinquency, 
music  and  musical  events,  debates  on 
public  issues,  interviews  of  office  hold- 
ers and  programs  on  Puerto  Rican  mi- 
gration and  anti-Semitism  problems. 

VHF  SPACE 
OCDM  studying  FCC 
plan  for  allocation 

The  Office  of  Civil  Defense  Mobiliza- 
tion says  it  will  try  to  reach  a “firm 
position”  in  six  weeks  on  the  FCC’s 
proposals  to  obtain  spectrum  space 
from  the  military  for  additional  vhf 
channels,  FCC  Chairman  Frederick  W. 
Ford  has  informed  the  Senate  (Closed 
Circuit,  April  4). 

Mr.  Ford  disclosed  this  in  a progress 
report  at  the  request  of  Chairman  lohn 
O.  Pastore  (D-R.I.)  of  the  Senate  Com- 
munications Subcommittee  on  the 
status  of  the  FCC’s  negotiations  with 
OCDM  and  military  agencies  for  more 
vhf  space  in  the  50-1215  me  band. 

The  FCC  chairman,  assigned  to  the 
negotiating  nearly  a year  ago,  said  two 
meetings  have  been  held  on  the  policy 
level  with  the  FCC,  OCDM  and  the 
military  groups,  the  last  on  March  31. 

At  this  meeting,  the  FCC  received 
the  “impression”  that  executive  branch 
representatives  felt  national  defense 
would  be  jeopardized  by  reallocations 
to  assign  50  vhf  channels  for  tv,  Mr. 
Ford  reported.  He  said  the  FCC  at  the 
first  meeting  was  asked  to  furnish  a 
specific  30-channel  proposal — the  mini- 
mum the  agency  considers  necessary  for 
the  foreseeable  future — and  this  was. 
discussed  at  the  second  meeting,  includ- 
ing the  possibility  of  implementing  it 
within  about  10  years. 

Meetings  Continue  ■ The  FCC  chair- 
man indicated  meetings  on  the  policy 
level  are  continuing  and  presumably 
one  of  them  would  be  held  in  about 
six  weeks  when  the  OCDM  hopes  to 
reach  its  “firm  position”  on  FCC  pro- 
posals. 

The  policy  level  meetings  among  the 
FCC,  OCDM  and  military  agencies  fol- 
lowed completion  last  Dec.  15  of  a fact 
finding  study  by  FCC  and  OCDM  tech- 
nical staffers  on  long  range  improve- 
ment of  frequency  allocations  in  the 
50-1215  me  band.  The  study  was  an- 
nounced by  the  FCC  April  30,  1959, 
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and  a progress  report  was  issued  July 
30,  1959. 

The  technical  representatives  consid- 
ered (1)  present  allocations  and  uses  of 
50-1215  me;  (2)  new  requirements  of 
government  and  non-government  serv- 
ices, including  several  alternative  pro- 
posals for  tv  made  by  the  FCC;  (3) 
radio  propagation  factors  that  would 
influence  the  choice  of  new  or  expand- 
ed services;  (4)  problems  faced  in  shift- 
ing services  from  one  part  of  the  spec- 
trum to  another,  including  optimum 
frequencies  and  other  technical  factors, 
equipment  investments  and  internation- 
al requirements  for  standardized  fre- 


Hearings  will  be  held  tomorrow 
(Tuesday)  and  Wednesday  by  the  House 
Communications  & Power  Subcommit- 
tee covering  payola,  free  plugs,  quiz 
rigging,  original  grants  made  without 
hearing,  quickie  grants  resulting  from 
mergers  or  other  agreements  among 
applicants  and  shorter  license  periods 
or  disciplinary  license  suspensions. 

Only  the  FCC  and  Thomas  K.  Fisher, 
CBS-TV  vice  president  and  general 
attorney,  had  indicated  acceptance  by 
late  Thursday  of  invitations  to  testify 
sent  out  by  Chairman  Oren  Harris  (D- 
Ark.). 

The  hearings,  starting  at  10  a.m.  to- 
morrow, cover  these  bills: 

HR  11341,  Rep.  Harris,  to  require 
a local  hearing  on  original  station  appli- 
cations, restrict  payoffs  and  swap-offs 
among  competing  applicants  to  achieve 
uncontested  grants,  provide  10-day  li- 
cense suspensions,  require  announce- 
ments of  payola  or  free  plugs  and  pro- 
hibit rigging  of  on-air  contests  under 
criminal  penalty. 

HR  7017,  Rep.  Harris,  to  prohibit 
quickie  grants  without  hearing  and  au- 
thorize FCC  to  grant  petitions  for  re- 
hearings on  decisions. 

HR  10241,  Rep.  John  Bennett  (R- 
Mich.),  to  prohibit  deception  in  pro- 
gramming, with  criminal  penalty.  HR 
10242,  Rep.  Bennett,  to  provide  one- 
year  conditional  license  renewals  or  30- 
day  suspensions. 

HR  11397,  Rep.  Emanuel  Celler 
(D-N.Y.),  to  prohibit  payola  involving 
broadcasts  of  records  or  musical  works. 
HR  1 1398,  Rep.  Celler,  to  provide  one- 
year  conditional  licenses. 

S 1 898  (approved  by  the  Senate  Aug. 
19,  1959),  Sen.  Warren  G.  Magnuson 
(D-Wash.) — similar  to  HR  7017  (fore- 
going). 

Rep.  Harris  at  first  planned  to  hold 
hearings  Monday  through  Thursday  of 
this  week  on  these  bills  and  others  to 
regulate  the  networks  and  to  restrict 


quency  allocations. 

The  FCC  alternative  plans  for  tv 
were  for  (1)  a 50-channel  vhf  system 
including  the  present  12  vhf  channels, 

(2)  a 50-channel  contiguous  vhf  sys- 
tem using  chs.  7-13  but  giving  up  2-6, 

(3)  a contiguous  25-channel  vhf  system 
using  chs.  7-13,  (4)  a 70-channel  all- 
uhf  system  and  (5)  the  present  82- 
channel  vhf-uhf  system. 

Mr.  Ford  noted  last  week  that  FCC 
Commissioner  Robert  E.  Lee  still  favors 
an  all-uhf  system  and  feels  continued 
negotiating  for  additional  vhf  for  tv 
will  only  delay  eventual  adoption  of 
all  uhf. 


station  transfers,  then  dropped  immedi- 
ate plans  for  the  network  and  transfer 
bills  and  cut  today  (Monday)  from  the 
schedule.  Later  last  week  he  cut  Thurs- 
day from  the  schedule  and  plans  to  use 
that  day  to  question  Federal  Power 
Commission  witnesses  returning  to  test- 
ify on  federal  agency  ethics  bills. 

Dick  Clark  testimony 
now  set  for  April  26 

ABC-TV  personality  Dick  Clark  goes 
on  the  House  Legislative  Oversight 
Subcommittee’s  witness  stand  April  26 
and  Chairman  Oren  Harris  (D-Ark.) 
said  he  hopes  the  appearance  of  Mr. 
Clark  and  some  20-30  other  witnesses 
will  wind  up  the  Oversight’s  payola 
inquiry. 

Mr.  Clark  is  the  only  scheduled  wit- 
ness to  be  identified  so  far,  though  the 
subcommittee  has  indicated  those  as- 
sociated with  him,  including  possibly 
representatives  of  ABC-TV  and  stations 
originating  his  shows  on  that  network, 
will  be  on  hand  to  testify. 

Rep.  Harris  said  his  group  will  “ex- 
plore in  detail  the  actual  workings  of 
the  affected  industries,”  which,  he  said, 
are  the  popular  music  and  broadcast- 
ing fields. 


Money  for  L.A. 

The  barrier  to  FCC  plans  to 
continue  its  program  hearings 
with  sessions  in  Los  Angeles  was 
lifted  Thursday  when  the  Senate 
gave  final  congressional  approval 
to  a supplemental  appropriations 
bill  (HR  10743)  which  carries 
$25,000  additional  travel  money 
for  the  agency  this  year.  The 
FCC  needs  that  much  to  get  of- 
ficials who  will  conduct  the  hear- 
ing to  the  West  Coast  and  back. 


■ Government  briefs 

Granted  and  denied  ■ The  appli- 
cation of  WBOF  Virginia  Beach,  Va., 
to  change  facilities  from  1600  kc,  1 kw 
D to  1550  kc,  5 kw  D has  been  granted 
by  the  FCC.  At  the  same  time,  the 
application  of  Cy  Blumenthal  for  a 
new  am  on  1570  kc,  250  w D in  Den- 
bigh, Va.,  was  denied.  The  proposed 
new  station  would  cause  an  overlap 
with  WOMS  Norfolk,  Va.,  a station 
owned  by  Mr.  Blumenthal,  the  FCC 
noted  in  its  initial  decision  of  March 
26,  1959.  Commissioner  T.A.M.  Cra- 
ven did  not  participate. 

Wrist  slapped  ■ WATR-TV  Water- 
bury,  Conn.,  joined  the  long  list  of  sta- 
tions whose  wrists  have  been  slapped 
by  the  FCC  for  running  a kinescope  of 
the  Kohler  hearings  without  sponsor- 
ship identification  (Broadcasting, 
April  21,  1958,  et  seq.) . A film  of  the 
famed  strike  hearing  before  the  Senate 
labor-management  committee  was  sent 
gratis  to  tv  stations  by  the  National 
Assn,  of  Manufacturers.  Some  two 
dozen  stations  used  the  kinescope  with- 
out identifying  NAM  as  sponsor.  The 
FCC  renewed  the  license  of  WATR- 
TV  but  sent  the  station  a reminder  of 
the  requirement  for  full  identification 
of  the  source  of  such  material. 

Paint  those  towers  ■ The  Senate  has 
approved,  by  unanimous  consent,  a 
bill  (S  2812)  to  require  licensees  or 
other  owners  of  unused  tv  and  radio 
towers  to  keep  them  painted  and  light- 
ed, as  required  by  FCC  rules  for  those 
in  broadcast  use,  until  they  are  dis- 
mantled. 

Petition  denied  ■ A petition  for  rule- 
making  filed  by  KFJZ-TV  (ch.  11) 
Fort  Worth,  Tex.,  has  been  denied 
by  the  FCC.  KFJZ-TV  had  proposed 
that  the  commission  switch  etv  ch.  2 
from  Denton,  Tex.,  to  Fort  Worth  for 
commercial  use.  It  also  proposed  that 
ch.  1 1 Fort  Worth  be  moved  to  Den- 
ton for  educational  use.  Commissioner 
Rosel  H.  Hyde  dissented. 

To  close  record  ■ The  record  in  the 
Greensboro-High  Point,  N.C.,  ch.  8 
proceeding  will  be  closed  April  25.  The 
FCC  hearing,  which  began  Dec.  14, 
1959,  involves  Jefferson  Standard 
Broadcasting  Co.  and  TriCities  Broad- 
casting Co.,  both  of  Greensboro,  and 
High  Point  Tv  Co.  and  Southern 
Broadcasters,  both  of  High  Point.  Pro- 
posed findings  will  be  filed  July  1. 

Asks  for  vhf  ■ A Johnstown,  Pa.,  de- 
partment store  asked  the  FCC  to  in- 
stitute rulemaking  proceedings  to  allo- 
cate an  additional  vhf  channel  in  the 
Johnstown-Altoona  area.  The  petition- 
er, Penn  Traffic  Co.,  asked  the  com- 
mission to  add  ch.  3 or  8. 


MORE  HARRIS  HEARINGS  SET 

Payola,  plugs,  station  grants  among  topics 
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W GAN -TV  transmitling  tower,  Portland,  Maine,  Held  aloft  by  Roebling  bridge  strand. 


18  "'Good  Guys”  From  Roebling  Hold  World’s  Tallest 
Man-Made  Structure  Proudly  Erect 


This  is  just  about  as  high  as  you  can  go 
without  a launching  pad.  This  KIMCO 
tower  was  designed,  fabricated  and  built 
by  Kline  Iron  & Steel  Company,  Columbia, 
South  Carolina,  for  WGAN-TV,  Port- 
land, Maine.  It  reaches  1619  feet  into 
space.  Man  has  yet  to  go  higher  and  still 
be  anchored  to  Mother  Earth. 

Holding  this  "air-borne”  giant  up  there 
are  eighteen  prestretched  galvanized  guys, 
made  of  Roebling  bridge  strand  at  their 
plant  in  Trenton,  New  Jersey.  These  guys 
measure  some  four  and  a half  miles  in 
BROADCASTING,  April  11,  1960 


length.  Other  breath-taking  statistics  are: 
520,000  lbs.  of  steel  in  the  tower  and  the 
longest  vertical  lift  elevator  ever  construc- 
ted. As  for  nuts  and  bolts  — there  are 
13,400  of  them. 

There’s  only  one  place  to  go  when  you 
have  a guying  problem  and  that’s  to 
Roebling’s.  Our  experience  and  facilities 
for  solving  all  types  of  suspension  prob- 
lems and  in  meeting  the  soaring  needs  of 
broadcasters  everywhere  are  unlimited. 
Write  Bridge  Engineering,  John  A.  Roeb- 
ling’s Sons  Division,  Trenton  2,  N.  J. 


Strand  Dia. 
(Inches) 

Total  Length 

(ft.) 

Average  Length 
Each  Guy 

3 @ 1-1/4 

2025 

675 

3 @ 1-5/16 

2370 

790 

9 @ 1-7/16 

13065 

3 @ - 970 
3 @ - 1505 
3 @-1880 

3 @ 1-9/16 

5040 

1680 

Designed,  fabricated  and  erected  by  Kline  Iron 

& Steel  Co.,  Columbia,  South  Carolina. 

ROEBLING 

Branch  Offices  in  Principal  Cities  ^ 

John  A.  Roebling's  Sons  Division  '**SB*2b 
The  Colorado  Fuel  and  Iron  Corporation  '00 
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EQUIPMENT  & ENGINEERING 

EQUIPMENT:  AUTOMATION  SPREADS 

Cutting  manpower  and  maintenance  costs,  on-air  fluffs  is  goal 


Extensive  automation  of  radio-tv 
technical  operations  was  the  obvious 
highlight  of  this  year’s  engineering  ex- 
hibit during  the  NAB  convention  in 
Chicago. 

Automation  of  tv  switching  opera- 
tions ■ — from  full-station  around-the- 
clock  systems  to  smaller  installations 
which  take  the  “panic”  out  of  station- 
break  time — was  among  the  most 
dramatic  innovations  displayed,  along 
with  the  many  new  tape  cartridge  semi- 
automation systems  for  radio  (see  sepa- 
rate story  page  99). 

Plug-in  modules,  control  simplification 
and  increased  ruggedness  and  reliability 
of  equipment  and  components  height- 
ened the  emphasis  on  overall  engineer- 
ing design  to  help  management  cut 
swelling  maintenance  and  manpower 
costs  on  the  technical  side  of  the  ledger 
and  to  eliminate  costly  human  errors 
in  on-air  operations  where  lost  reve- 
nue time  can  never  be  recovered. 

Vtr,  Fm  and  Color  ■ Electronic 
editing  developments  in  video  tape 
signalled  a new  era  for  tape  commer- 
cials and  syndication  (story  page  67). 
Resurgence  of  fm  transmitters  and 
growth  of  fm  receivers  and  multiplex 
equipment  was  evidenced  also  among 
exhibitors  (story  page  98).  The  color 
tv  potential  appeared  brighter  as  addi- 
tional firms  displayed  camera  chains 


and  other  color  instrumentation. 

New  4!A-inch  image  orthicon  mono- 
chrome cameras  appeared  among  sev- 
eral exhibits  while  built-in  flexibility 
in  lighting  control  systems  also  was 
evident.  Transistors  and  other  tiny 
solid  state  devices  permitted  significant 
new  reductions  in  equipment  size, 
weight  and  power  requirements  while 
at  the  same  time  increasing  reliability, 
ruggedness  and  maintenance-free  op- 
eration of  various  equipments. 

Buying  and  selling  was  brisk  in  the 
Conrad  Hilton  exhibit  hall  as  many  ex- 
hibitors reported  sales  well  ahead  of 
previous  years.  Some  observed  station 
managers  and  owners  were  buying  bull- 
ishly  with  an  eye  to  devices  which 
would  mean  lopg-run  reductions  in 
operating  costs. 

They  had  a richly  furnished  “store” 
to  shop  in:  more  than  $15  million 
worth  of  equipment  was  on  display. 

RCA:  One-Stop  Shop  ■ An  auto- 
mated tv  system,  a new  “big-image” 
studio  camera  (TK-12),  an  advanced 
video  tape  recorder  which  can  incor- 
porate an  electronic  editing  unit  now 
in  final  stages  of  development,  and  a 
half-scale  model  of  the  tv  weather 
satellite  now  circling  the  earth  (At 
Deadline,  April  4)  were  the  highlight 
features  of  RCA’s  record-size  exhibit. 
Theme  of  the  line  was  equipment  de- 


sign incorporating  high  reliability  and 
permitting  minimum  of  technical  skill 
and  man  hours  for  operators. 

Since  tv  operating  costs  have  doubled 
in  the  past  decade,  RCA  said  its  new 
automation  control  system  can  effective- 
ly help  reduce  overall  costs  while  also 
eliminating  costly  mistakes  which  often 
occur  during  the  “panic  period”  of  sta- 
tion breaks  and  other  situations  involv- 
ing complex  switching.  RCA’s  exhibit 
featured  the  complete  operation  system 
newly  installed  at  WKRC-TV  Cincin- 
nati (Broadcasting,  Jan.  11). 

A simpler  type  of  automation  system 
available  to  stations  does  all  the  switch- 
ing functions  encountered  during  a 
station  break  period,  handling  up  to 
15  audio  and  video  sources  and  10, 
15  or  20  operations,  Maximum  time 
of  presentation  for  any  event  is  15 
minutes  and  59  seconds  and  the  mini- 
mum is  one  second.  The  operator 
pushes  only  one  “start”  button  and 
automatically  programs  the  full  break 
period.  During  the  ensuing  program 
time  he  can  “re-set”  for  the  next  break. 

RCA’s  completely  new  monochrome 
tv  camera,  the  TK-12  ($19,500),  fea- 
tures a 41A-inch  image  orthicon  tube 
compared  with  the  standard  3-inch  tube 
now  in  use.  This  enables  higher  pic- 
ture resolution  and  better  gray  scale 
rendition,  both  essential  in  copying 
video  tapes.  High  quality  initial  tapes 
and  subsequent  copy  tapes  up  to  the 
fourth  generation  are  possible,  RCA 
said. 

The  TK-12  uses  nuvistor  tubes  in  the 
video  preamplifier  and  other  camera 
modules  to  achieve  considerable  reduc- 
tion in  size  and  one  half  the  power. 
High  stability  in  circuitry  makes  the 
camera  ready  for  work  within  one  or 
two  minutes  after  being  turned  on  and 
precludes  former  day-to-day  adjust- 
ments. 

Set-up  controls  for  the  camera  chain 
are  mounted  at  the  rear  of  the  TK-12 
and  controls  on  the  chain  itself  are 
minimal,  permitting  an  operator  to 
handle  up  to  six  chains  simultaneously 
instead  of  the  usual  two.  In  network 
operation  alone  this  could  save  an  esti- 
mated $1  million  in  man-hours  an- 
nually, according  to  one  unofficial 
source. 

RCA  also  featured  a new  lightweight 
general  purpose  ribbon-type  micro- 
phone, the  BK-11A,  for  high  fidelity 
pickup  of  both  speech  and  music  in 
studios  and  interior  remotes.  It  weighs 
only  two  pounds.  Other  items:  new  5 
kw  am  transmitter,  two  new  fm  trans- 


‘ Psycho-physiological’  color  tv 


From  down  Mexico  way  came  a 
technical  tickler  for  convention  en- 
gineers. A black-and-white  video 
tape,  recorded  in 
monochrome  on  a 
standard  Ampex 
VR-  1 000  at 
XHGC-TV  Mexico 
City  using  a mono- 
chrome camera 
chain,  was  played 
by  an  Ampex  In- 
ternational custom- 
er on  a monochrome  VR-1000C  at 
the  Ampex  exhibit  booth.  The  tape 
displayed  a spinning  ball  on  which 
observers  perceived  distinct  stripes  of 
— color:  purple,  blue,  red,  green  and 
to  some  observers,  yellow.  There  is 
no  color  on  the  screen  in  the  ordi- 
nary sense,  but  the  viewer  “sees” 
color  as  the  spinning  “flicker  rate” 
keys  his  optical  nerves  correctly, 
where  the  “seeing”  of  color  or  any- 


Dr.  Gonzalez 


thing  else  is  done  anyway,  it  was 
noted. 

The  demonstration  tape  was  made 
by  Dr.  Guillermo  Gonzalez  Camar- 
ena  of  Telesistema  Mexicano,  which 
also  operates  XHTV  (TV)  and 
XEW-TV,  both  Mexico  City,  and 
15  other  tv  outlets  in  Mexico.  It  was 
intended  to  show  how  the  color  ef- 
fect could  be  used  to  “attract  at- 
tention” to  commercials  since  the 
ordinary  monochrome  receiver  now 
in  the  home  would  display  the  color 
effect  to  viewers.  He  plans  to  use  it 
in  Mexican  tv  commercials  soon. 

Telesistema  Mexicano  has  1 1 Am- 
pex vtr’s  in  operation.  XHGC-TV 
has  used  vtr  for  two  years.  Dr.  Gon- 
zalez Camarena  got  an  early  start 
in  tv.  He  began  his  engineering  ex- 
periments in  mid-1930’s  and  obtained 
a U.S.-Mexican  patent  in  1940  for 
a field  sequential  color  tv  system. 
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The  new  Presto  850  is  the  only  professional  tape 
recorder  that  converts  in  seconds  from  V2 " to 
hi"  tape,  and  vice  versa— and  it’s  from  Presto, 
makers  of  more  professional  sound-recording 
equipment  than  any  other  manufacturer  in  the 
world.  The  new,  flexible  850  ends  the  need  to 
keep  expensive  equipment  sitting  around  idle. 
Conversion  from  V2"  to  %"  tape  head  assemblies 
requires  only  a screwdriver  and  a few  seconds. 

Based  on  the  successful  800,  the  use-proved  850 
provides  such  exclusive  features  as:  an  edit 
switch  for  one-hand  runoff  during  editing  and 
assembly  of  master  tapes,  eliminating  messy 
tape  overflow  • a molded  epoxy-resin  drum  brake 
system  with  double  shoes  to  end  brake-main- 
tenance headaches  • four-position  plug-in  head 
assemblies  instantly  interchangeable  without 
realignment  • three-track  stereo  master  control 
(optional)  for  special  recording  effects  • three 
Presto  A908  amplifiers  stacked  on  an  easy-to- 
work-a’t  console,  in  portable  cases  or  for  rack . 

The  850  delivers  a high  production  editing  rate 


at  significantly  lower  operating  costs.  Separate 
switches  provide  correct  tension  even  when  reel 
sizes  are  mixed.  Pop-up  playback  head  shield  for 
right-hand  head  disappears  in  STOP  and  FAST, 
completely  exposing  all  heads  for  easy  sweep 
loading  and  fast,  sure  editing.  Safe  tape  han- 
dling at  top  speed  is  assured.  Interlocks  prevent 
accidental  use  of  RECORD  circuit. 


To  get  complete  specifications  on  the  new  850, 
which  is  available  in  console,  portable  and  rack- 
mounting models,  mail  this  coupon  today. 

(B^  BOGEN-PRESTO,  Dept.  B-4,  Paramus,  N.  J. 
A Division  of  The  Siegler  Corporation. 

Name 

Address 

City 

PR 


.Zone State. 
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Distinguished  engineer  ■ FCC 

Commissioner  T.A.M.  Craven  (1) 
received  the  NAB’s  engineering 
achievement  award  at  the  associa- 
tion’s convention  in  Chicago  last 
Wednesday.  The  award  was  pre- 
sented by  A.  Prose  Walker  (r),  NAB 
manager  of  engineering. 

In  presenting  the  award  Mr.  Walk- 
er described  Mr.  Craven’s  long  serv- 
ice in  engineering  beginning  with  an 
assignment  as  radio  officer  on  a Navy 
battleship  in  1911.  In  the  early  30s, 
after  retiring  from  the  Navy,  Mr. 
Craven  did  much  to  develop  the 


principles  of  directional  antennas 
“without  which  many  of  you  broad- 
casters would  not  be  in  business  to- 
day,” Mr.  Walker  said. 

The  commissioner  was  also  cited 
for  his  participation  in  many  interna- 
tional radio  conferences.  Special 
mention  was  made  of  his  leadership 
of  the  U.S.  delegation  to  the  Inter- 
national Telecommunications  Union 
conference  in  Geneva  last  year  dur- 
ing which  the  U.S.  attained  “every 
significant  . . . objective”  in  the  al- 
location of  radio  spectrums  from  10 
kc  to  40,000  me. 


mitters  (see  story  page  98)  and  tran- 
sistorized tape  recorder. 

GE  ‘Supermarket’  ■ General  Elec- 
tric Co.’s  exhibit,  aside  from  the  prom- 
inence of  its  monochrome  and  color 
tv  systems,  featured  GE’s  new  Eastman 
16mm  continuous  projector.  Model  350 
($12,500,  less  vidicon  channel),  which 
is  claimed  to  give  35mm  picture  quality 
and  conceal  film  scratches  and  other 
imperfections.  With  continuous  projec- 
tion through  the  machine  (no  stop-go 
gate  action  is  involved),  high  resolution 
is  possible.  The  unique  optical  system 
eliminates  film  imperfections  in  the 
final  picture.  Machine  also  incorporates 
automatic  film  shrinkage  compensation. 

The  continuous  projector  was  devel- 
oped by  GE  in  collaboration  with  CBS 
and  Eastman  Kodak.  CBS  has  ordered 
several. 

GE  showed  its  new  PC- 10- A color 
camera  ($49,500)  and  PC-ll-A  mono- 
chrome camera  ($17,000),  both  with 
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extensive  new  design  features.  The  color 
camera  is  said  to  be  the  first  ever  built 
using  printed  circuits  and  transistors  to 
replace  bulky  wiring  and  tubes,  result- 
ing in  weight  saving  of  75  lbs.  New 
optical  system  reduces  shading  and 
eliminates  such  other  problems  as  astig- 
matism. The  monochrome  camera  is 
also  said  to  be  the  first  to  use  transistors 
in  the  video  pre-amp  to  achieve  greater 
stability. 

High  emphasis  also  was  placed  by 
GE  on  its  supersensitive  image  orthicon 
tube,  GL-7629,  which  permits  studio 
color  pickup,  with  only  40  ft.  candles 
of  light,  about  one-tenth  that  normally 
required.  Tube  also  serves  in  difficult 
remote  situations  for  monochrome.  An- 
other new  item  introduced:  BA-26-A 
portable  audio  amplifier,  fully  transis- 
torized, with  four  mike  inputs. 

Ampex,  Collins,  Gates  ■ New  V2  -inch 
image  orthicon  Marconi  Mark  IV  tv 
camera  chain  distributed  in  the  U.S.  by 


Ampex  Corp.  was  one  highlight  of  the 
Ampex  exhibit  (for  tv  tape  innovations, 
see  separate  story).  Full  line  of  audio 
tape  units  and  components  also  was 
shown. 

Collins  Radio  displayed  its  full  line 
of  transmitters,  audio  consoles,  a new 
nine-channel  audio  console  and  an  au- 
tomatic level  amplifier.  In  its  micro- 
phone line,  a new  remote  mike  with 
completely  self-contained  power-pack 
and  pre-amp  (about  10-in.  long,  1-in. 
diameter)  was  shown. 

Gates  Radio  Co.  unveiled  its  new 
50  kw  am  broadcast  transmitter  which, 
though  large  (11  ft.  wide,  five  ft.  deep, 
6V2  ft.  high,  including  internal  blow- 
ers), is  actually  compact  in  size — about 
half  that  of  a previous  model.  The 
model  (BC-50C)  includes  a complete 
dry  rectifier  system  for  all  dc  voltages 
and  is  available  with  either  internal  or 
central  external  blowers. 

‘Three-Stage’  Color  ■ Telechrome 
Mfg.  Corp.  showed  its  new  line  of  EMI 
Electronics  Ltd.  monochrome  and  color 
tv  camera  chains,  including  the  new 
414 -inch  image  orthicon  monochrome 
Model  230  ($16,900)  and  three-vidi- 
con  color  camera  ($35,000).  Tele- 
chrome also  featured  its  new  Model 
490-A  special  effects  generator  ($4,- 
990)  for  wipes  and  matting  of  color 
and  monochrome.  A total  of  72  differ- 
ent effects  can  be  produced  and  moved 
to  any  picture  position  or  action  by  a 
“joy  stick”  control. 

Telechrome  displayed  its  package  of 
three-stage  instrumentation  for  tv  sta- 
tions wishing  to  enter  color.  Stations 
can  acquire  the  package  in  three  steps: 
basic  equipment  for  producing  NTSC 
encoded  signals  from  color  bars;  sup- 
plementary equipment  for  creating  pic- 
tures from  color  transparencies  and 
feeding  picture  and  sound  to  the  trans- 
mitter, and  full  facilities  for  transmit- 
ting, receiving,  monitoring  and  ana- 
lyzing composite  NTSC  color  pictures. 
Firm  also  displayed  full  line  of  video 
test  equipment. 

Visual  Electronics  Corp.’s  unitized 
tv  program  automation  system,  one  of 
the  most  complex  and  eye-catching  de- 
vices at  the  exhibit  hall,  contains  a pre- 
set system  for  handling  the  “panic”  sta- 
tion break  period  and  can  be  expanded 
to  provide  complete  automatic  opera- 
tion of  all  master  control  switching  and 
related  functions.  Visual  offers  preset 
manual  and  elapsed  time  automatic 
sequencing  equipment,  with  prices  rang- 
ing from  $5,800  to  $15,700  and  from 
$10,150  to  $29,950,  respectively. 

Called  the  “Spot  Saver,”  the  system 
will  automatically  run  a station’s  video 
and  audio  switching  and  provide  auto- 
matic “anticipated”  projector  and  video 
tape  machine  starts.  It  can  be  set  up  to 
handle  individual  breaks  or  may  be 
programmed  by  a simple  punched  tape 
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reader,  costing  less  than  $1,000,  to  run 
a station’s  complete  day  of  operation. 
The  system  has  features  to  allow  for 
any  last  minute  changes  or  corrections. 
Visual  plans  to  make  initial  station  in- 
stallations this  summer  and  is  taking 
orders  for  120-day  delivery. 

‘Do-It-Yourself  Transmitter  ■ Bauer 
Electronics  Corp.’s  1 kw  am  transmitter 
“do-it-yourself”  kit  ($3,495)  was  de- 
scribed as  “the  only  real  and  economi- 
cal answer”  for  Class  IV  daytime  sta- 
tions seeking  power  increases.  Their 
engineering  departments  can  build  the 
complete  kit  in  approximately  100 
hours,  Bauer  claims.  Factory  represen- 
1 tative  checks  it  out  when  assembled. 
Bauer  also  unveiled  a newly-designed 
■ 5 kw  am  transmitter. 

Cellomatic  showed  its  new  animation 
[ projector  ($5,500)  for  tv  newscasts, 
j commercials,  weather  shows,  sports  and 
I general  programming.  With  the  projec- 
E tor  and  up-dated  materials  supplied  by 
I Cellomatic,  telecasters  can  produce 
I their  own  optical  effects  on  one-self- 
I contained  unit  for  live  or  tape  ani- 
: K mation. 

Kahn  Research  Labs.,  departing  from 
: E previous  emphasis  on  fm,  displayed  all 
: E am  stereophonic  transmitter  adapters, 

II  compatible  single  sideband  adapters 
| and  symetra-peak  network.  The  sys- 
I tern  permits  compatible  stereo  broad- 
:<  I casts  on  a single  am  transmitter.  Kahn 
a I showed  how  reception  can  be  obtained 
I on  two  standard  am  receivers, 

Broadcast  automation  got  another 
a-  I boost  with  Schafer  Custom  Engineer- 
55  ing’s  new  Model  1200  system  ($12,000) 
s:  j comprising  four  Ampex  recorders,  two 
l Seeburg  library  units  and  associated 
I automation  electronics.  With  the  sys- 
| i tern,  an  announcer  can  prepare  a full 
id  I day  of  programming  in  a few  hours. 

Television  Specialty  Co.  (Division  of 
Federal  Mfg.  & Engineering  Co.)  un- 
a.  I veiled  its  new  dual  screen  slide  projec- 
s tor  for  tv  studio  use  ($3,750).  It  will 
. | be  available  for  delivery  late  in  April. 

The  unit  is  claimed  to  achieve  greater 
»d  [ light  output  with  2100  lamps  than  most 
I 3000  w types. 

Hand-Held  Sound-on-Film  ■ Tele- 
1.  vision  Specialty  also  unveiled  a new 
. 1 1 transistorized  amplifier-mixer  which  re- 
duces the  weight  of  Auricon  Cine-Voice 
•a.  II  16mm  camera  sound  conversions  by 
one-half.  The  new  unit  permits  a tv 
' newsreel  man  to  travel  alone  and  still 
be  fully  equipped  to  get  sound-on-film. 
Separate  shoulder  pack  carries  recharge- 
I able  power  pack  to  drive  camera  motor 
and  exposure  lamp.  New  unit  fits  all 
Auricons  without  conversion  modifica- 
tions, previously  required. 

Fairchild  Camera  displayed  its  new 
hand-held,  single  system  magnetic 
sound  camera,  Cinefonic  16.  Also 
shown  is  the  Mini-Rapid  automatic 
16mm  processor,  with  dry-to-dry  proc- 
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essing  of  100  ft.  of  film  in  20  minutes. 

General  Precision  Lab.  showed  its 
new  600  line  resolution  film  camera,  its 
vidicon  studio  camera  chain  and  other 
gear  such  as  its  wideband  video  and 
pulse  distribution  amplifiers. 

Foto-Video’s  new  transistorized  por- 
table sync  generator  ($1,500)  attracted 
wide  attention  for  its  eight-to-one 
weight  reduction  and  small  size.  It  uses 
only  2 w power,  compared  to  700  w 
requirement  of  previous  units.  Tiny 
V-515  vidicon  camera  ($1,995  less 
lens),  new  8-inch  tv  monitor  ($325)  and 


full  line  of  amplifiers,  power  supplies 
and  test  gear  was  shown.  Plug-in  mod- 
ules were  big  features. 

In  the  lighting  control  field,  Kliegl 
Bros,  introduced  a master  preset  con- 
trol console  ($50,000)  developed  in  col- 
laboration with  ITT  Labs,  to  handle  up 
to  500  scene  changes.  Up  to  300  lamps 
can  be  controlled  by  the  transistorized 
preset  console  no  larger  than  a small 
desk.  Kliegl  also  displayed  its  expand- 
ed line  of  silicon  controlled  rectifier 
dimmers,  first  introduced  as  a 4 kw 
control  and  now  available  at  3,  6,  10 


see 


LUMITRON 


first! 


For  well-rounded,  well-founded  consultation  and  design  assistance  in  TV  lighting 
see  LUMITRON  . . . the  first  name  in  theatrical  lighting  since  1892.  LUMITRON 
is  ready  to  serve  your  needs,  economically,  in  everything  from  spots  to  complete, 
custom-tailored,  all-electronic  lighting  control  systems. 

FOR  INSTANCE  — The  dramatic  new  LUMITRON  C*J*R/Auto-Punch  System, 
now  in  ABC’s  huge  New  York  studios  TV-1  and 
TV-2,  is  today’s  most  advanced,  most  reliable  elec- 
tronic lighting  control  system.  There  is  none  finer. 

For  the  complete  package  . . . for  plans  assistance, 
components  or  fully  integrated  systems  designed  to 
meet  your  needs  and  budget . . . consult  LUMITRON 
today.  Write  for  descriptive  literature. 


97 


Tape  pitch  ■ KTTV  (TV)  Los  An- 
geles, an  ardent  and  commercial 
video  tape  fan,  put  together  the 
newest  technical  advantages  of  vtr 
and  some  of  its  own  showmanship 
in  a 20-minute  tape  spiel  it  played 
to  NAB  delegates  at  the  convention. 
Cheered  by  the  response  it  received, 
the  station  took  it  to  New  York  over 
the  weekend  to  set  up  stand  on 
Madison  Ave. 

KTTV’s  point:  to  put  vtr  through 
all  its  newest  tricks  in  one  sitting 
and  to  answer  the  questions  its  sales- 
men hear  most  from  agency  men. 


and  12  kw  ratings.  A board  of  a dozen 
6 kw  (most  studio  tv  lamps  rate  at 
5 kw)  with  a three-scene  preset  con- 
trol would  range  about  $12,500;  with 
six  non-dim  circuits  and  six  dimmers, 
$8,700. 

Lumitron  showed  its  complete  line 
of  light  controls,  including  auto-trans- 
formers,  magnetic  amplifiers  and  solid 
state  power  control  rectifiers  (one  of 
the  solid  state  systems  have  been  in- 
stalled at  ABC-TV  New  York  with 
IBM  punchcard  preset). 

New  Zoom  Lens  ■ Albion  Optical 
Co.  showed  its  new  Varotal  Mark  III 
zoom  lens  ($9,000)  plus  its  line  of 
lenses  for  the  new  4 Vi -inch  tv  camera. 
Alto  Fonic,  which  claims  to  have  one 
of  the  largest  and  most  diversified  music 
libraries  in  existence,  displayed  its  back- 
ground music  program  services  and 
equipment  available  on  lease  basis. 
Presto-Bogen  showed  a full  line  of  mul- 
tiple channel  audio  tape  recorders,  plus 
its  new  S-l  stereo  disc  cutting  head, 
claimed  absolutely  stable  from  30  to 
20,000  cps. 

Dage  displayed  its  entire  line  of  tv 
studio  equipment,  featuring  its  all-new 
transistorized  camera  and  back-pack 
transmitter  system.  Electronic  Appli- 
cations introduced  the  Norton  fm  relay 
receiver  for  single  or  diversity  relay, 
plus  the  portable  and  fully  transistorized 
Nagra  III  tape  recorder  ($945),  assem- 
bled in  the  U.S.  from  Swiss  parts.  Min- 
neapolis Honeywell  Regulator  Co. 
showed  its  automatic  logger-controller 
for  transmitter  operation.  It  logs  con- 
tinuously on  a 12-inch,  strip  chart  15 


KTTV  hopes  the  demonstration  will 
quiet  lingering  doubts  about  tape's 
abilities  which  have  caused  some 
agencies  to  hold  off  trying  tape  for 
their  commercial  campaigns. 

The  presentation  “stars”  lohn 
Vrba,  KTTV  sales  vice  president, 
and  Ed  Benham,  chief  engineer,  in 
a conducted  tour  of  the  station's 
tape  facilities,  both  in  studios  and 
in  a mobile  unit.  The  technically- 
minded  can  see  how  tape,  recorded 
on  the  new  Ampex  VR-1000C  with 
“Inter-Syne”  and  utilizing  a special 
effects  generator,  can  perform  wipes, 
pop-ons,  superimpositions  and  other 
effects  with  ease.  The  more  art- 
minded  can  enjoy  smart  dance  se- 
quences and  languorous  shots  of  an 
eye-catching  model. 

KTTV  believes  the  presentation 
should  be  a shot-in-the-arm  to  the 
whole  vtr  industry — as  well  as  of 
direct  benefit  to  its  tape  business. 
New  York  showings  will  be  ar- 
ranged through  KTTV’s  representa- 
tive, Blair-Tv. 


different  parameters  which  can  be  car- 
ried over  50  miles  of  low  cost  telephone 
pair  to  remote  logging  locations. 

Harwald  displayed  its  new  Protect-O- 
Film  processing  unit  ($995)  which 
cleans  and  conditions  16mm  film  at 
speeds  up  to  1,000  ft./min.  Its  Model 
Q film  inspection  machine  also  was 
shown. 

Sarkes  Tarzian  featured  its  new  het- 
erodyne relay  system  ($12,000  per  re- 
peater) for  tv  microwave.  It  is  com- 
pletely crystal  controlled.  Full  tv  cam- 
era line,  video  switching  and  other 
gear  was  shown. 

Alford  displayed  its  vhf  and  uhf  an- 
tennas as  well  as  its  new  3 Vi -in.  coaxial 
switch. 

TelePrompTer  showed  its  updated 
Model  6000  front  and  rear  screen  pro- 
jector ($2,995  complete  with  remote 
controls)  which  can  discharge  its  rack 
of  65  slides  (Polaroid  included)  at  the 
rate  of  86  per  minute,  creating  anima- 
tion effects.  Continental  Electronics 
showed  its  line  of  1 kw  to  50  kw  am 
transmitters,  with  remote  control.  The 
1 kw  model  is  new.  Altec  Lansing  fea- 
tured its  new  250  SU  audio  control 
console  with  plug-in  modules,  plus  new 
condenser  microphones  and  a new  limit- 
ing amplifier. 

Miratel  Inc.  exhibited  its  line  of  tv 
monitors,  new  two-way  citizen’s  radio 
system  (for  station  remote  communica- 
tion) and  Conelrad  alerting  equipment. 
Telecontrol  demonstrated  its  new  con- 
cept in  switching  of  video,  sync,  audio 
and  tally  circuits.  Preset  modules  elimi- 
nate manual  functions. 

Other  Developments  ■ Among  other 


developments  shown  at  the  convention 
were  television  translator  systems  by 
Adler  Electronics  Inc.;  code  beacons, 
obstruction  lights  and  lightning  rod  as- 
semblies by  Hughey  & Phillips;  selec- 
tion of  tv  optics  by  Burke  & lames  Inc., 
photographic  equipment  firm;  complete 
line  of  Scotch  brand  magnetic  tape  and 
associated  products  for  broadcasting, 
by  Minnesota  Mining  & Mfg.  Co.;  dis- 
play of  automated  broadcasting  equip- 
ment by  Programmatic  Broadcasting 
Service  (division  of  Muzak),  now  being 
used  by  169  am  and  fm  stations  in 
conjunction  with  the  firm’s  monthly 
music  tape  packages;  1 w microwave 
relay  system  for  monochrome  and  color 
by  Raytheon  Co.;  wide  range  of  Struc- 
tural elements  for  towers  available 
from  Utility  Towers;  towers  and  passive 
reflectors  offered  by  Tower  Construc- 
tion; standby  power  and  generator 
units  by  Caterpillar  Tractor  Co.,  in- 
cluding automatic  engine  starting  con- 
trols, switchers  and  battery  chargers  by 
Automatic  Switch  Co. 

Fm  gear  wins  interest 
at  convention  Fm  Day 

Electronic  manufacturers  are  taking  ij 
a new  look  at  fm,  activating  production  J f 
of  transmitters  and  related  equipment  t 
in  view  of  renewed  industry  interest  in  j 
the  medium. 

About  a dozen  companies  displayed  I 
their  fm  wares  at  last  week’s  NAB  ! 
convention,  ranging  from  multiplex  and 
relay  receivers  to  various  power  trans-  jj  , 
mitters.  Exhibitors  reported  considerable 
interest  in  fm  gear,  stimulated  by  ob-  j , 
servance  of  Fm  Day,  April  3 (see  j ' 
separate  story). 

The  exhibitors:  RCA,  Collins  Radio 
Co.,  Gates  Radio,  General  Electronic  i 
Labs,  Kahn  Research  Labs,  Continen-  ! 
tal  Mfg.  Co.,  Browning  Labs,  Standard  - c 
Electronics,  Electronic  Applications  I ; 
Inc.,  Industrial  Transmitters  & An-  i 
tennas  Inc.,  Tower  Construction  Co.,  j \ 
Saxkes  Tarzion  and  Calbest  Electronics,  j i 

RCA  introduced  two  new  dual  pur- 
pose fm  transmitters,  the  1-kw  BTF-1D 
and  the  10-kw  BTF-10C,  the  latter  ’ 
representing  a stepped-up  version  of  the  j « 
RCA  5 kw  fm  transmitter.  Both  new  j 
transmitters  have  been  developed  for  I 
conventional  fm  broadcasting  and  such  j 
multiplex  operations  as  piped-in  music  1 « 
systems.  The  higher  power  unit  employs  j 
the  BTE-10B  fm  exciter  which  is  com-  || 
pletely  self-contained  and  includes  its  | 
own  power  supply. 

Other  equipment  newly  available  for  j 
fm: 

Collins — 15,  10,  7.5  and  5 kw  and  j 
250  w fm  transmitters.  •f  1 

Gates — A “constant  level  program  j 
amplifier”  for  reducing  background  | 
noise  and  smoothing  out  fm  and  tv 
audio  broadcasts.  Among  its  advan-  j 
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tages:  elimination  of  fluctuation  due  to 
changes  in  program  level,  an  expander 
for  more  complete  automatic  gain  con- 
trol, and  utilization  as  a peak  limiter 
in  fm  and  tv  applications. 

Standard  Electronics  (Div.  of  Radio 
Engineering  Labs) — 10  and  5 kw  am- 
plifiers and  1 kw  and  250  w transmitters 
for  simplex,  fm  and/or  fm  stereo  and 
other  multiplex  services. 

Industrial  Transmitters  and  Anten- 
nas (IT A) — 15  and  10  kw  and  10  w fm 
broadcast  transmitters. 

General  Electronic  Labs — 1 kw  and 
15  kw  fm  transmitters — and  fm  multi- 
plex system  permitting  integration  of  a 
main  channel  and  one  or  two  sub-chan- 
nels into  an  allocated  fm  channel,  for 
use  with  any  existing-type  fm  broad- 
cast transmitter  and  including  an  ex- 
citer sub-channel  generator  and  other 
items. 

Sarkes  Tarzian  Inc. — Only  exhibitor 
to  show  an  fm  receiver,  a small  unit 
priced  at  $19.95,  for  which  the  com- 
pany says  it’s  received  substantial  or- 
ders. 

Browning — Multiplex  receivers  said 
to  have  simplified  circuitry  and  fewer 
tubes  and  monitors  designed  to  gua- 
rantee signals  during  the  current  ex- 
perimental period  of  multiplex  stereo 
broadcasting. 

Continental  Mfg.  Co. — McMartin 
custom  receivers,  with  estimated  sales 
of  about  250  per  month. 

Tower  Construction  Co. — Fm  mic- 
rowave towers. 

TAPE  CARTRIDGES 
Systems  for  stations 
sell  well  in  Chicago 

Business  was  brisk  in  tape  cartridge 
systems  for  radio  stations  at  the  NAB 
convention  last  week  semi-automation 
technique  is  expected  to  bloom  even- 
tually into  the  agency-advertiser  field 
with  spots  supplied  to  stations  already 
recorded  in  the  tape  cartridge  rather 
than  on  today’s  familiar  transcription. 

At  least  that  was  the  opinion  ex- 
pressed among  some  convention  exhib- 
itors who  said  they  plan  to  take  their 
story  to  station  representatives  and 
agencies  just  as  soon  as  sufficient  sta- 
tion circulation  is  achieved  with  the 
new  devices.  But  right  now  one  prob- 
lem will  have  to  be  solved:  the  systems 
are  not  all  compatible.  Some  are  suffi- 
ciently compatible  so  that  tapes  can  be 
interchanged  among  their  systems,  but 
others  are  not. 

Agencies  and  advertisers  are  said  to 
be  interested  in  the  tight,  uniform,  high 
quality-low  fluff  production  enabled  by 
tape  cartridge  systems  and  especially  by 
the  assurance  that  all  of  the  spots  they 
supply  to  stations  will  actually  get  on 
the  air  (with  transcriptions  bearing, 


say,  five  different  cuttings  or  versions 
of  a spot,  the  tendency  is  for  the  opera- 
tor to  play  only  the  first  one  or  two 
outside  cuts,  or  the  one  “he  particular- 
ly likes”).  Stations  like  the  error-free 
automation  made  possible  in  precise 
cueing  of  spots,  station  breaks,  promos, 
sound  effects,  bridges  or  entire  pro- 
gram segments  up  to  three-quarters  of 
an  hour. 

Collins  Radio  Co.,  which  introduced 
Automatic  Tape  Control  Inc.’s  tape 
cartridge  system  for  automatic  pro- 
gramming of  spots  and  other  program 
elements  at  the  1959  convention,  ap- 
peared this  year  with  ATC’s  improved 
and  modified  system.  It  continues  to 
use  the  standard  Fidelipac  tape  car- 
tridge supplied  by  Waters  Conley  Co. 
with  the  tape  loop  recorded  double 
track,  one  track  for  program  material 
and  the  other  for  the  1,000  cycle  auto- 
matic cueing  tone.  But  the  playback 
unit  features  a completely  modified  tape 
deck  (a  standard  Viking  deck  was  used 
earlier)  and  other  refinements. 

Between  the  1959  and  1960  conven- 
tions, Collins  equipped  400  stations  with 
its  tape  system,  helping  pave  the  way 
for  the  high  interest  in  all  of  the  tape 
cartridge  systems  shown  this  year. 

Competition  Expands  ■ Four  other 
firms  exhibited  tape  cartridge  systems 
this  year.  These  included  Broadcast 


Electronic  Inc.,’s  Spotmaster  (Fidelipac 
cartridge,  double  - track,  1,000  cycle 
cue  tone;  compatible  with  Collins); 
Gates  Radio  Co.,  a subsidiary  of  Harris 
Intertype  Corp.,  with  its  Cartritape 
(Fidelipac  cartridge,  double-track,  1,000 
cycle  cue  tone;  compatible  with  Collins 
and  Spotmaster);  Shafer  Custom  Engi- 
neering Division  of  Textron  Inc.,  with 
its  Model  2000  (Fidelipac  cartridge, 
single  - track,  silver  - painted  cue  spot; 
partially  compatible  with  Collins,  Gates 
and  Spotmaster  if  cueing  changes  are 
made  in  each  instance);  and  Mackenzie 
Electronic  Inc.’s  five-channel  selective 
program  repeater,  No.  5CPB  (custom 
cartridge,  half-track — with  second  track 
“open”  to  allow  future  developments 
such  as  stereo  or  further  automation 
control  cueing,  silver-painted  cue  spot; 
not  compatible  with  any  other  system). 

Broadcast  Electronics  has  been  mar- 
keting Spotmaster  recorders  ($295)  and 
playback  units  ($595)  for  about  a year 
and  a half,  and  had  equipped  some 
70  stations  up  to  the  time  of  the  con- 
vention. It  introduced  a new  Model 
500  which  is  a combination  recorder- 
playback  unit  ($695).  Recording  heads 
are  easily  accessible  for  cleaning,  BEI 
emphasized,  since  all  Fidelipac  car- 
tridge tapes  are  lubricated  and  deposit 
this  graphite  compound  on  the  heads 
and  rollers.  BEI  recently  named  Visual 


A UNIQUE  OFFER  FROM  WARNER  BROS. 


A COMPLETE  LIBRARY  OF  125  LP’S,  YOURS 
FOR  ONLY  $100.  Albums  Specially  Selected  from 
the  Wide  Range  of  Programming  Material  on  War- 
ner Bros.  Records. 

Any  recognized  AM  or  FM  radio  station  in  the  50  United  States  may  now 
receive  a complete  programming  library  of  125  monaural  or  stereo  LPs  from 
Warner  Bros.  Records’  widely  acclaimed  hi-fi  catalog.  These  LPs  will  be  sent  to 
you  postpaid  for  only  $100.  This  service  allows  any  radio  station  to  build  or 
augment  its  complete  programming  library  from  albums  recorded  by  the  only 
record  company  whose  entire  catalog  has  been  recorded  in  today’s  unequalled 
sound  techniques. 

“The  sound  is  so  outstandingly  brilliant  that  these  records  positively  shine 
with  aural  brilliance” — High  Fidelity. 

WHAT  YOU  WILL  RECEIVE : 125  LPs  from  a catalog  containing  this  range 
of  albums : Instrumentals;  Pop  Classics;  Jazz;  Vocals;  Dance;  Show  Music; 
Soundtracks ; Band;  Piano;  Humor;  Organ;  Continental  Pops;  Religious ; 
Hawaiian;  Choral  . . . 

BY  SUCH  ARTISTS  AS : George  Greeley,  Bing  Crosby,  The  Everly  Bros.,  Muir  Mathieson, 
Matty  Mattlock,  Heindorf,  Edd  Byrnes,  John  Scott  Trotter,  Warren  Barker,  Ira  Ironstrings,  Chico 
Hamilton,  Pete  Kelly's  Big  7,  The  Mary  Kaye  Trio,  Henry  Mancini,  Buddy  Cole  . . . 


Please  send  postpaid  125  Warner  Bros.  Albums  spe- 
cially selected  for  “Perfection  in  Programming.” 
Enclosed  is  check  for  $100.  (Check  must  accompany 
order.) 

NAME: CALL  LETTERS: 

STREET  ADDRESS:  . \ 

CITY:  ZONE: STATE:  

(This  offer  expires  June  30,  1960) 

CHECK  ONE;  STEREO MONAURAL  ... 


Warner  Bros.  Records 
158  West  Verdugo  Rd. 
Burbank,  California 
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Electronics  Corp.  as  its  national  dis- 
tributor. 

Gates  Cartritape  ($520)  is  a slot-in- 
sert type  which  can  be  stacked  and/or 
interconnected  so  that  completely  auto- 
matic programming  sements  are  pos- 
sible. A simple  instantaneous  switch 
converts  from  manual  to  automatic  op- 
eration. A recording  amplifier  unit  is 
available  ($345)  which  plugs  into  any 
Cartritape.  Relay  operation  permits  re- 
cording or  playback  without  reconnec- 
tion each  time. 

Sister  device  which  Gates  is  offering 
for  sound  automation  is  the  ST- 101  spot 
tape  recorder  ($995),  using  a 13-inch- 
wide  tape  on  which  101  parallel  chan- 
nels can  accommodate  101  spots  up  to 
90  seconds  in  length  (or  multiple  spots 
on  each  channel) . A sliding  scale  selec- 
tor permits  the  operator  to  pick  out  the 
spot  to  be  played  back  when  the  play 
button  is  pressed. 

‘Dialing’  Spots  « Schafer  said  the 
silver-paint  spot  cue  system  on  its  car- 
tridge recorder  Model  2000  ($475)  is 
more  error-free  than  electronic  tone 
cueing  since  the  silver  spot  method 
prevents  over-extended  recording  on  the 


Electronic  video  tape  “editing”  de- 
velopments by  Ampex  and  RCA  plus 
refined  electronic  and  mechanical  aids 
to  physical  splicing  of  video  tape  by 
Conrac  Inc.,  Telescript-CSP  Inc.  and 
Ampex  which  were  demonstrated  or 
reported  during  the  NAB  convention 
were  hailed  last  week  as  pushing  tv 
tape  well  over  the  threshold  of  a bright 
new  era  for  program  syndication  and 
commercial  production. 

The  electronic  editing  function — per- 
mitting the  tv  tape  producer  to  blend 
special  effects  such  as  superimpositions, 
wipes,  dissolves  and  split-screen  during 
a continuous  recording  session  and 
without  mechanical  splicing — has  been 
one  major  obstacle  to  the  full  bloom 
of  tape  syndication  and  commercial 
production.  An  example  of  the  new 
potential  was  shown  in  a demonstration 
tape  produced  by  KTTV  (TV)  Los  An- 
geles (see  page  98). 

The  Ampex  and  RCA  electronic  edit- 
ing developments,  which  involve  precise 
control  (one-tenth  of  a millionth  of  a 
second)  of  the  recording  head  wheel 
(it  spins  14,400  rpm)  and  related  cir- 
cuitry, permits  full  sync  control  during 
recording  or  playback.  This  means  that 
the  tape  machine  becomes  a comple- 
mentary unit  within  a tv  system  the 
same  as  a camera  chain  or  film  scanner, 
keyed  to  the  main  station  sync  (or  net- 
work), and  fully  flexible  as  a system 
component  in  what  can  be  done  with 


tape  loop  which  would  wipe  out  the 
first  part  of  the  spot.  (The  cue  methods 
on  all  systems  permit  tape  loops  to  be 
automatically  lined  up  for  later  replay.) 
Schafer  also  introduced  its  Spotter 
S-200  ($4995  with  memory  drum  for 
pre-set  sequential  automation)  whereby 
up  to  200  full  minute  spots  can  be 
“banked”  on  a standard  Ampex  re- 
corder and  dialed  out  via  a telephone- 
type  dial  system  when  setting  up  for 
airing. 

Mackenzie’s  5-CPB  ($1,250)  with 
five  channels  as  the  basic  unit  compares 
to  modular  coupling  of  five  of  any 
other  system’s  single-channel  units  and 
permits  a wide  range  of  semi-automated 
sequential  programming  situations. 
Since  the  tapes  in  its  special  cartridges 
are  not  lubricated,  there  is  no  head- 
cleaning problem,  Mackenzie  said.  Tape 
plays  run  from  two  seconds  to  five  min- 
utes. Mackenzie  does  not  supply  a re- 
corder, since  most  stations  can  use  their 
other  recorders  anyway.  But  tape  car- 
tridges must  be  assembled  and  loaded. 
The  firm  plans  to  introduce  a single- 
channel record-playback  unit  soon 
($485)  and  supply  encapsuled  tapes 
ready  to  record. 


it.  Heretofore,  because  effective  sync 
lock  was  not  practical,  the  tape  machine 
has  stood  alone.  When  in  use,  all  other 
elements  became  a slave  to  it. 

Although  the  editing  function  is  the 
significant  programming  factor  achieved 
in  the  development,  the  overall  opera- 
tional flexibility  achieved  is  considered 
of  substantial  importance  also,  exhibit 
officials  pointed  out.  “In  other  words, 
the  development  means  the  tail  no 
longer  wags  the  dog,”  they  explained. 

Ampex  calls  its  development  “Inter- 
Sync”  and  has  incorporated  this  feature 
in  its  new  VR-1000C  shown  at  the 
convention.  It  also  is  available  as  an 
extra  in  the  new  compact  VR-1001 
recorder  which  Ampex  unveiled  in  Chi- 
cago. RCA’s  development,  while  not 
yet  incorporated  in  its  tv  tape  line,  is 
in  final  stages  in  Camden  and  already 
on  order  for  firm  delivery  within  a 
couple  of  months  to  one  major  custo- 
mer. RCA  simply  refers  to  it  as  its 
“electronic  editing  unit.” 

New  Picture  Stability  ■ Among  other 
refinements  in  RCA’s  video  tape  re- 
corder for  monochrome  and  color  is 
a compressed-air  “bearing”  for  the  re- 
cording-head wheel.  The  precise  toler- 
ances are  maintained  now  for  longer 
periods  (with  resulting  stability  in  pic- 
ture quality)  since  the  head  wheel  spins 
its  14,400  rpm  on  a cushion  of  air 
instead  of  metal  bearings,  which  were 
subject  to  uneven  wear,  RCA  said. 


An  electronic  quadrature  head-wheel 
adjustment  system  permits  easy  correc- 
tion of  phase  discrepancies  in  playing 
back  a tape  made  on  another  machine 
or  for  making  adjustments  of  the  re- 
cording heads  while  recording.  RCA’s 
basic  vtr  cost  is  $49,500  monochrome, 
$63,000  color. 

The  new  Ampex  VR-1000C  incor- 
porates intersync  and  is  priced  the  same 
as  the  previous  model  without  it, 
$52,950  monochrome,  $59,950  color 
(earlier,  color  add-on  was  an  extra 
$19,500  on  the  black-and-white  cost). 

Ampex  reported  NBC-TV  has  or- 
dered six  more  color  converters  for  use 
at  Burbank.  The  network  already  has 
12  complete  Ampex  color  machines 
operating  in  New  York  plus  two  con- 
versions, Ampex  said.  The  vtr  firm 
said  that  although  it  had  a cross-li- 
censing agreement  with  RCA  on  vtr 
color,  Ampex  developed  its  own  color 
circuitry  without  using  any  of  the  basic 
RCA  patents. 

Ampex’s  new  compact  machine,  the 
VR-1001  A,  cuts  weight  by  one-third 
to  one-half  of  the  big  model  and  uses 
but  11  sq.  ft.  of  floor  space  (19  sq.  ft. 
for  the  larger  model).  It  still  employs 
vacuum  tube  circuits.  The  VR-1001A 
starts  at  $42,950;  with  Inter-Sync,  $48,- 
400. 

New  Tape  Editors  a In  the  field  of 
mechanical  splicing  and  tape  editing, 
there  were  three  developments  disclosed 
at  the  convention,  one  each  by  Tele- 
script-CSP, Conrac  and  Ampex.  Tele- 
script introduced  an  electronic  attach- 
ment for  the  standard  Ampex  mechani- 
cal splicer.  This  tape  editor  attachment 
($1,200)  eliminates  microscopes,  chem- 
ical preparations  and  the  time-consum- 
ing search  for  the  edit  pulse  on  the 
tape.  An  exclusive  vibrating  head 
“finds”  the  edit  pulse  on  the  tape  and 
displays  it  on  an  oscilloscope. 

Ampex  did  not  announce  it,  but  it 
was  learned  that  the  vtr  firm  has  devel- 
oped a modified  mechanical  splicer 
which  uses  a light  circuit  to  flash  when 
the  edit  pulse  is  properly  positioned. 

Conrac’s  contribution  involves  a full 
equipment  rack  of  gear  plus  full-screen 
monitor,  which  is  a special  memory- 
storage  tube.  Called  the  Video-Chek 
Multi-Frame  Storage  Unit  ($6,000)  the 
Conrac  rig  spots  and  freezes  on  the 
tube  four  full  frames  from  a sequence 
of  the  video  tape.  The  editor  can  pick 
his  frame  to  be  edited  from  the  succes- 
sive sequences  possible,  narrowing  down 
to  the  exact  frame  to  cut. 

Conrac’s  unit  further  serves  as  a 
storage  system  for  “still”  highlights  of 
sporting  events  or  other  programming, 
the  pictures  being  retained  on  the  mem- 
ory tube  for  as  long  as  eight  hours  if 
necessary.  Ampex  worked  out  a modi- 
fication of  its  tape  machine  to  permit 
the  editor  to  mark  the  tape. 


ELECTRONIC  VTR  EDITING 

Mew  tape  techniques  hailed  at  NAB 
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NAB  HEARS  TECHNICAL  PAPERS 

Engineering  innovations  are  highlighted 


Radio-tv  automation  as  a “new  way 
of  life,”  plans  for  radio  stereophonic 
field  tests  and  the  art  of  switching  from 
live  to  tape  and  back  in  television  pro- 
vided some  of  the  highlights  of  last 
week’s  14th  annual  broadcast  engineer- 
ing conference  in  Chicago. 

NAB  delegates  also  heard  technical 
papers  on  tv  picture  quality,  recent 
FCC  rule  changes,  constant  level  pro- 
gram amplifiers,  video  tape  interchange- 
ability  requirements  and  improvements 
in  tv  cameras.  A separate  engineering 
conference  was  held  April  4-6  under 
chairmanship  of  A.  Prose  Walker, 
NAB  engineering  manager. 

Automatic  radio  programming  is  be- 
ing utilized  by  an  increasing  number 
of  radio  stations,  Paul  C.  Schafer,  head 
of  Schafer  Custom  Engineering  Div., 
Textron  Inc.,  told  NAB  delegates.  Pro- 
gramming includes  music,  commercials, 
public  service  announcements  and  even 
weather,  he  noted,  claiming  a handful 
of  employes,  working  daytime  only, 
can  assemble  enough  for  complete  24- 
hour  automatic  operations.  Even  disc 
jockeys  have  been  “automated,”  he 
pointed  out. 

Developments  in  tv  program  assem- 
bly have  made  automation  practical  and 
basic  automation  equipment  has  been 
installed  at  several  tv  stations,  according 
to  Floyd  R.  McNicol,  manager  of 
RCA’s  broadcast  systems  group. 

Field  Testing  ■ Plans  for  a field 
test  of  stereo  equipment  by  the  Na- 
tional Radio  Stereophonic  Committee 
were  revealed  by  C.G.  Lloyd,  its  former 
chairman.  He  reported  that  the  tests, 
looking  toward  FCC  authorization  of 
a stereo  broadcast  system,  would  prob- 
ably be  conducted  from  KDKA-FM 
Pittsburgh  and  perhaps  elsewhere. 

Delegates  also  were  told  that  switch- 
ing from  live  to  taped  tv  and  back  has 
become  flawless  because  of  a new  ac- 
cessory, the  “Inter-Sync”  tv  signal  syn- 
chronizer, described  by  loseph  Roizon, 
application  engineering  manager  of 
Ampex  Corp.,  as  “a  new  breakthrough 
in  the  video  recording  art.”  He  spoke 
along  with  M.  C.  Worster,  eastern  divi- 
sion manager  of  ABC’s  tv  engineering 
operations. 

K.B.  Benson,  manager  of  CBS-TV’s 
audio  video  systems,  claimed  that  video 
tape  can  be  interchanged  freely  with 
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high  performance,  provided  there  is 
proper  maintenance  and  controls. 

With  respect  to  tv  picture  quality, 
delegates  were  reminded  that  careful 
control  is  needed  in  switching  between 
color  and  monochrome  in  the  interest 
of  equal  brightness  and  contrast.  G.  Ed- 
ward Hamilton,  ABC’s  director  of  en- 
gineering operations,  reported  that  best 
results  can  be  obtained  by  using  IRE 
rolloff  standards,  with  a reduction  in 
tolerance  to  one-half  the  limits  recom- 
mended. 

Picture  Upgrading  ■ James  E.  Barr, 
assistant  chief  of  FCC’s  broadcast  bu- 
reau, told  engineering  representatives 
that  recently  changed  tv  broadcasting 
rules  are  designed  to  give  viewers  a 
better  tv  picture. 

Also  in  connection  with  viewing, 
CBS  reported  it  has  eliminated  com- 
plaints of  “unpleasantly  loud”  spots  in 
tv  broadcasts  since  it  installed  new 
equipment  and  practices  to  smooth  them 
out.  The  revision  was  described  by 
Robert  B.  Monroe,  manager  of  its  audio 
video  systems,  as  “another  forward 
step”  in  telecasting.  The  action  was 
taken  in  1957  after  viewers  complained 
about  toned  up  commercials  and  pro- 
gram segments.  CBS-TV  installed  an 
automatic  gain  control  amplifier  in  the 
studio  audio  channel  and  set  up  an  ob- 
servation or  monitoring  post  in  its  en- 
gineering lab. 

Leveling  Amplifier  ■ An  amplifier  to 
reduce  background  noise  and  smooth 
out  tv  audio  and  fm  radio  broadcasts 
was  displayed  and  described  by  Gates 
Radio  Co.  during  the  engineering  sess- 
ions. The  Constant  Level  Program  Am- 
plifier was  described  by  John  K.  Birch 
and  Charles  W.  King,  Gates  projects 
engineers,  as  a boon  to  broadcasting. 
The  biggest  fault  of  present  peak-lim- 
iting amplifiers  is  that  the  noise  level  is 
raised  in  proportion  to  the  reduction  of 
in  volume  of  the  broadcast  signal,  they 
claimed. 

The  amplifier  eliminates  fluctuation 
of  background  noise  due  to  changes  in 
program  level  and  offers  an  expander 
for  more  completely  automatic  gain 
control,  while  qualifying  it  for  use  as 
a peak  limiter  in  tv-fm  applications. 

Other  papers  touched  on  techniques 
for  reducing  heights  of  tv  towers  with- 
out impairment  of  operating  efficiency 
and  on  a tunnel  diode  for  performing 
many  broadcasting  jobs  “faster,  better 
and  cheaper.”  The  tiny  diode  meets 
low  power  requirements  and  gives  re- 
liable performance  in  extreme  tempera- 
ture ranges. 

Reducing  tv  tower  heights  was  dis- 
cussed by  Dr.  Frank  G.  Kear  and  John 
H.  Mullaney,  consulting  engineers. 
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Further  proof  that  KIMN  delivers  more 
audience,  more  often,  than  any  other 
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rich  market  with  Denver's  number  one 
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PROGRAMMING 

$3.5  MILLION  SUIT  SETTLEMENT 

Hollywood  musicians  agree  to  accept  AFM  terms,  end  litigation 


The  Hollywood  musicians  who  three 
years  ago  went  to  court  in  protest  over 
the  trust  fund  policies  of  their  parent 
union,  the  American  Federation  of 
Musicians,  have  agreed  to  drop  their 
litigation  and  accept  a lump  payment 
of  $3.5  million  offered  by  AFM. 

Action  was  taken  April  3 at  a mass 
meeting  in  Hollywood,  after  their  at- 
torneys, Harold  A.  Fendler  and  Daniel 
A.  Weber,  had  explained  the  AFM 
offer  and  urged  its  acceptance.  In  ex- 
change, the  rebel  musicians  agreed  to 
drop  the  four  lawsuits  they  have  in  Cali- 
fornia courts  against  the  AFM. 

As  a result  of  the  settlement,  which 
must  be  approved  by  the  courts  before 
it  becomes  final,  approximately  $2.25 
million  will  be  distributed  to  some  6,- 
000  phonograph  recording  musicians 
and  another  $1  million  among  3,000 
musicians  previously  employed  in  mak- 
ing motion  pictures  which  have  been 
released  for  use  on  television.  Musicians 
who  have  made  transcriptions  for  radio 
use  will  also  share  in  the  distribution. 

The  settlement  represents  about  15 
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cents  on  the  dollar  of  the  sums  the 
Hollywood  musicians  are  suing  for. 
The  four  suits  encompass  both  the  re- 
cording and  the  film  field,  asking  ap- 
proximately $15  million  for  recording 
musicians,  approximately  $8  million 
for  musicians  working  on  motion  pic- 
tures for  theatres  or  tv. 

Alleged  Illegality  ■ Basis  of  the  suits 
is  the  premise  that  the  AFM  acted  il- 
legally in  negotiating  wage  increases 
for  musicians  employed  in  recording 
and  films  plus  royalty  payments  for  the 
sale  of  records  to  the  public  and  of 
films  to  tv.  Revenue  was  planned  for 
a trust  fund  for  the  benefit  of  all  AFM 
members  rather  than  distributed  among 
the  individual  musicians  engaged  in 
making  the  particular  recordings  and 
films. 

The  suits  were  launched  late  in  1956 
(Broadcasting,  Nov.  26,  1956)  and 
proceeded  slowly  through  the  courts, 
with  rulings  inevitably  appealed.  Early 
last  year  the  plaintiffs  received  a set- 
back when  Los  Angeles  Superior  Court 


Judge  Clarence  L.  Kincaid  ruled  that  ) 
members  of  an  unincorporated  associa- 
tion  like  the  AFM  could  not  legally  sueli 
that  association  (Broadcasting,  March 
16,  1959).  A few  weeks  later,  however, 
they  won  an  important  victory  when 
Judge  Kincaid  awarded  them  wage  in- 11 
creases  negotiated  by  the  AFM  from  j 
recording  companies  on  the  grounds  I 
that  these  increases  had  been  illegally  i j 
diverted  from  the  individual  musicians  j 
into  the  trust  funds. 

Following  that  ruling,  negotiations  for  !| 
an  out-of-court  settlement  began,  even-  i 
tuating  in  the  offer  accepted  by  the  Hoi-  r 
lywood  plaintiffs.  Its  terms  were  worked 
out  by  Samuel  R.  Rosenbaum,  trustee  [ 
of  the  funds;  Frank  Adams,  counsel  for  L 
Mr.  Rosenbaum;  Henry  Kaiser  and  : 
Michael  G.  Luddy,  attorney  for  AFM, 
and  Messrs.  Fendler  and  Weber. 

Upgrading  film 
quality  endorsed 

A project  designed  to  upgrade  the 
quality  of  syndicated  film  product  was  ! 
adopted  unanimously  by  some  150  tele- 
vision station  executives  at  a closed 
meeting  of  the  Tv  Stations  Inc.  mem- 
bership last  Monday  (April  4)  during 
the  NAB  convention. 

Tv  Stations  Inc.,  a film  negotiating  I 
and  consulting  organization,  is  com- 
posed of  106  television  licensees  having 
stations  in  118  markets.  The  weight  it 
carries  in  the  syndicated  and  feature 
film  field  is  indicated  in  reports  that  its  [ 
members  last  year  bought  approxi- 
mately $8  million  worth  of  films  and 
this  year  are  buying  at  an  annual  rate 
of  $12  million. 

Details  of  its  quality-improvement 
plan  were  not  made  public.  But  the 
project  reportedly  involves  (1)  insist- 
ence on  network-quality  product  and 
(2)  a sort  of  advisory  service  for  syndi- 
cators and  producers,  in  which  Tv  Sta-  1 
tions  Inc.  would  canvass  its  members 
and  report  on  what  types  of  program  : 
are  most  wanted.  The  organization 
counts  on  the  economies  it  offers  to 
syndicators  in  drastically  reduced  distri- 
bution costs,  plus  the  current  slack  in 
syndication  business,  to  help  win  coop- 
eration of  the  film  interests  in  its  prod- 
uct-improvement program. 

The  plan  was  presented  to  Tv  Sta- 
tions Inc.  members  by  W.D.  (Dub) 
Rogers  of  KDUB-TV  Lubbock,  Tex., 
chairman  of  the  organization,  and  Herb 
Jacobs,  its  president  and  operating  head. 


do  they  differ. 


ADVENTISTS  are  not  radical  innovators — - 

they  re-emphasize  time-honored  beliefs 


r„._.  Background  reference  volume  on  the  Write*  Adventist  Public  Relations  Office 

rree.  2eVenth-day'  Adventist  Church,  128  pp.,  * Washington  12,  D.  C. 

thumb-indexed,  leatherette-bound.  RAndolph  3-0800 
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New  NTA  ‘Play’  unit 
to  be  headed  by  Miner 


National  Telefilm  Assoc.,  New  York, 
announced  last  week  that  the  Play  of 
the  Week  Production  Co.  has  been 
formed  as  a new  division  of  NTA  to 
develop  and  produce 
tv  series  on  tape  for 
national,  regional  or 
syndicated  sale. 
’■  Worthington  (Tony) 

Miner,  well-known  tv 
producer,  has  been 
named  executive  pro- 
ducer of  the  new 
Mr.  Miner  company,  which  will 

be  responsible  for  the  two-hour  drama- 
tic series,  The  Play  of  the  Week,  as 
well  as  new  presentations. 

David  Susskind,  who  has  been  serv- 
ing as  executive  producer  of  The  Play 
since  its  inception  last  October,  will 
continue  to  produce  individual  plays 
for  the  series  but  will  devote  additional 
time  to  other  projects.  Mr.  Miner  will 
supervise  the  operating  staff  of  the 
dramatic  series,  which  includes  pro- 
ducers Henry  T.  Weinstein,  Lewis 
Freedman  and  Jack  Kuney. 

Mr.  Miner  was  a Broadway  producer 
between  1929-1939  when  he  joined 
CBS  as  manager  of  program  develop- 
ment. At  CBS-TV  he  produced  such  tv 
series  as  Studio  One,  The  Toast  of  the 
Town,  Mr.  I.  Magination,  and  The 
Goldbergs,  and  later  at  NBC-TV,  he 
was  executive  producer  of  Medic  and 
Frontier. 


■ Program  notes 

Sound  awards  ■ The  Motion  Picture 
Sound  Editors,  at  their  seventh  annual 
awards  luncheon  in  Hollywood  last 
month,  honored  the  sound  editors  of 
“Ben  Hur”  (MGM)  and  The  Untouch- 
ables (Desilu  tv  series).  Those  honored 
for  their  work  on  the  biblical  film  were: 
Milo  B.  Lory,  Van  James,  Kendrick 
Kinney,  John  Logan,  Harold  Hum- 
brock,  Kurt  Herrnfeld,  Scott  Perry, 
Lovell  Norman  and  John  Lipow.  The 
Untouchables,  awards  went  to  Joseph 
G.  Sorokin,  Josef  Von  Stroheim,  Frank 
R.  White,  Joe  Kavigan  and  Terry 
Morse. 

Lone  Star  formed  ■ Lone  Star  Tv  Pro- 
ductions Inc.,  Dallas-based  tv  produc- 
tion and  distributing  company,  has  been 
formed  with  Robert  Montgomery  as 
president.  Available  are  half-hour  shows, 
feature-length  films  and  the  new  15- 
minute  series.  Songs  of  Inspiration,  fea- 
turing the  Imperial  Quartet  and  Marion 
Snyder.  Address:  Lone  Star  TV  Pro- 
ductions Inc.,  3020  Fairmont,  Dallas, 
Texas. 

More  'Stooges'  shorts  ■ Screen  Gems 
BROADCASTING,  April  11,  1960 


Inc.,  N.Y.,  released  72  additional  com- 
edy shorts  of  the  “Three  Stooges”  during 
the  NAB  Convention  last  week.  Initial 
group  of  78  “Stooges”  shorts  went  on 
the  air  in  October  1958,  followed  by 
release  of  40  additional  shorts  in  the 
spring  of  1959.  “Stooges”  shorts  are 
now  playing  on  165  stations,  according 
to  SG  officials. 

Feeds  network  ■ KCPX-TV  Salt  Lake 
City  will  produce  the  Sunday  Showcase 
on  April  17  for  the  NBC-TV  network. 
The  station  will  vtr  an  Easter  show 
featuring  the  Salt  Lake  City  Tabernacle 
Choir  and  the  Utah  Symphony  Or- 
chestra under  Maurice  Abravenel. 

New  western  ■ Walter  Brennan,  tv 
and  motion  picture  star,  has  announced 
he  will  produce  a new  western  tv  series 
based  on  the  stories  of  Walt  Coburn, 
cowboy-author.  The  stories  will  relate 
the  adventures  of  two  central  characters, 
played  in  the  pilot  film  by  Lief  Erick- 
son and  Chris  Robinson.  The  series 
will  be  called  Barbed  Wire. 

Summer  suspense  ■ NBC-TV  has 
cleared  the  way  for  a new  one-hour  sus- 
pense series  to  be  colorcast  on  Friday 
nights  starting  July  1.  Moment  of  Fear, 
produced  by  Robert  Stevens,  will  move 
into  the  time-spot  currently  occupied  by 


Gillette  Cavalcade  of  Sports  and  Phillies 
Jackpot  Bowling  (10-11  p.m.  EDT). 

Makes  contact  ■ ABC-TV  has  slotted 
Steve  Canyon  for  the  Thursday  7:30- 
8 p.m.  period.  Based  on  Milton  Caniff 
comic  strip,  adventure  series  was  pre- 
viously on  NBC-TV.  It  is  produced 
by  Pegasus  Productions.  ABC-TV  had 
announced  earlier  that  Polka-Go-Round 
would  occupy  the  time  period. 

Blacklist  ■ National  Assn,  for  Better 
Radio  and  Television  is  circulating  a 
list  of  96  programs  which  it  considers 
unacceptable  for  children’s  viewing, 
with  a letter  urging  recipients  to  write 
to  sponsors,  networks  and  stations  about 
them.  “Because  of  the  influence  of  spon- 
sors over  program  content,  we  are 
giving  the  names  of  sponsors  of  net- 
work programs,”  NAFBRAT  writes. 
“We  believe  it  is  most  important  that 
the  listener-viewer  crash  the  ‘iron  rating 
curtain’  to  reach  the  sponsor.  Letters 
should  also  be  sent  to  the  managers  of 
stations  as  the  licensee  has  the  legal 
responsibility  for  what  goes  out  over 
the  air.”  NAFBRAT  suggests  that  the 
letters  “be  specific,”  naming  the  pro- 
gram, station  and  time  and  stating  what 
parts  were  particularly  liked  or  disliked; 
further  suggests  that  letters  be  addressed 
“to  the  head  man.  He  is  responsible.” 


The  old  order  cliangeth  yielding  place  to  new 1 


* Alfred  Tennyson 
"The  Coming  of 
Arthur  Lord” 


From  December  ’55  to  January  ’59  KROC-TV  gained 
competition  lost  55%. 


in  audience,  top 


RETAIL  SALES  PER  FAMILY:  $6,137  (1ST  IN  U.S.) 


KROC-TV 


NBC 


CHANNEL  ROCHESTER 

10  MINNESOTA 

Represented  by  Meeker  Co. 


G.  David  Gentling,  gen'I.  mgr. 


HARRY  S.  HYETT  COMPANY,  MINNEAPOLIS 


ELISABETH  BECKJORDAN,  NETWORK  REPRESENTATIVE 
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Tv-film  producers  get 
directors’  demands 

A 16%%  salary  increase,  residuals 
based  on  actual  salaries,  payment  for 
foreign  use,  a pension  fund  and  im- 
proved credits  are  among  the  demands 
the  Directors  Guild  of  America  has 
presented  to  tv  film  producers.  Present 
contract  with  producers  expires  April 
30  but  negotiations  have  not  yet  been 
scheduled. 

The  salary  increase  demand  is  from 
$600  to  $700  a week  for  freelance  di- 
rectors. Residual  percentage  payments 
are  to  be  the  same  as  at  present  except 
that  the  base  asked  for  is  the  salary 
actually  paid  the  director,  not  the  mini- 
mum scale  now  used  for  calculating  re- 
run payments.  At  the  present  time,  the 
director  receives  35%  of  scale  for  the 
second  run  of  the  film;  30%  for  the 
third  run,  etc.,  through  six  reruns. 

DGA  proposes  that  foreign  runs  shall 
count  as  additional  runs.  This  demand 
seems  somewhat  ambiguous  when  con- 
sidered with  a demand  that  if  the  total 
of  six  reruns  is  achieved  in  the  U.S. 
and  Canada  only,  an  additional  25% 
shall  be  paid  to  cover  all  subsequent 
foreign  showings. 

The  new  pension  plan  proposal  is  for 
the  producer  to  contribute  an  amount 
equal  to  5%  of  the  director’s  salary 
while  the  director  himself  contributes 

2Vz  % . 

Credits  Demanded  ■ What  was  said 
to  be  a major  point  in  the  DGA  de- 
mands concerns  credits.  It  is  asked  that 
the  director’s  credit  card  be  the  last 
titled  card  to  be  shown  before  the  first 
scene  of  the  film.  Currently,  the  pro- 
ducer has  a choice  for  giving  the  director 
credits. 

First  and  second  assistant  directors 
are  also  included  in  the  DGA  pro- 
posals. The  guild  is  asking  that  resi- 
duals be  given  to  the  assistants  if  they 
are  paid  to  anyone  beside  actors,  writers, 
directors,  producers  and  musicians.  In 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST). 

NBC-TV 

April  11-14,  19,  20  (6:30-7  a.m.)  Con- 
tinental Classroom. 

April  11-15,  18-20  (11-11:30  a.m.) 

Price  Is  Right,  participating  sponsors. 

April  11-15,  18-20  (12:30-1  p.m.)  It 
Could  Be  You,  participating  sponsors. 

April  11,  18  (10-11  p.m.)  The  Steve 
Allen  Plymouth  Show,  Plymouth  through 
N.W.  Ayer. 

April  12,  19  (8:30-9:30)  Ford  Startime, 
Ford  through  J.  Walter  Thompson. 

April  12,  19  (9:30-10  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Lennen 
& Newell  and  Sterling  Drug  through  Nor- 
man, Craig  & Kummel. 

April  13,  20  (8:30-9  p.m.)  Price  Is 
Right,  Lever  through  Ogilvy,  Benson  & 
Mather  and  Speidei  through  Norman, 
Craig  & Kummel. 

April  13,  20  (9-10  p.m.)  Perry  Como's 
Kraft  Music  Hall,  Kraft  through  J.  Walter 
Thompson. 

April  14  (9:30-10  p.m.)  The  Ford  Show, 
Ford  through  J.  Walter  Thompson. 

April  15  (8:30-9:30  p.m.)  Jerry  Lewis 
Timex  Show,  Timex  through  Doner  & Peck. 

April  15  (9:30-10  p.m.)  Masquerade 
Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Gray  Advertising. 

April  16  (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

April  16  (10:30-11  a.m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

April  16  (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

April  16  (8:30-9:30  p.m.)  Pontiac  Star 
Parade,  Pontiac  through  MacManus,  John 
& Adams. 

April  16  (9:30-10:30  p.m.)  World  Wide 
'60,  sustaining. 

April  17  (11  a.m.-l2  noon)  Easter  Mass 
from  St.  Peter  in  Chains  Cathedral,  Cin- 
cinnati, Ohio,  sustaining. 

April  17  (8-9  p.m.)  Easter  Sunday  Show- 
case, sustaining. 

April  17  (9-10  p.m.)  Dinah  Shore  Chevy 
Show,  Chevrolet  through  Campbell-Ewald. 


addition,  it  is  demanded  that  a producer 
who  sells  distribution  rights  be  held 
responsible  for  residual  payments  to 
DGA  if  the  distributor  fails  to  make 
them  despite  contractual  agreement  to 
do  so. 


M Film  Sales 

The  National  Football  League  Pre- 
sents (Peter  De  Met  Productions 
Sold  to  KTVI  (TV)  St.  Louis  (to  be 
sponsored  by  Falstaff  Brewing  Co.); 
WCAU-TV  Philadelphia;  WVEC-TV 
Norfolk,  Va.;  KOTV  (TV)  Tulsa; 
WTOL-TV  Toledo,  Ohio,  and  WHYN  j 
(TV)  Springfield,  Mass. 

Now  in  105  markets. 

Almanac  (Official  Films) 

Sold  to  WRGP-TV  Chattanooga, 
Tenn.;  KLRI-TV  Las  Vegas,  Nev.;  , 
KOOL-TV  Phoenix,  Ariz.;  KTVO  (TV)  \ 
Ottumwa,  Iowa,  and  WLOF-TV  Or- 
lando, Fla. 

Now  in  48  markets. 

Four  Just  Men  (Independent  Tv  Corp.) 

Sold  to  Czechoslovakia,  marking 
second  ITC  sale  behind  Iron  Curtain. 
Lassie  was  recently  sold  to  Yugoslavia. 

Now  in  155  U.S.  markets,  full  CBC 
network  and  16  other  countries. 

Home  Run  Derby  (ZlV-United  Artists 
Tv) 

Sold  to  Salma  Chevrolet  and  Haberle 
Congress  Brewing  Co.  for  WSYR-TV 
Syracuse,  N.Y.;  Municipal  Auto  Sales 
and  Coca-Cola  Bottling  Co.  for 
WCKT(TV)  Miami;  K&L  distributors 
of  Seattle  (Budweiser  beer)  for  five 
Alaskan  outlets;  WPSD-TV  Paducah,  , 
Ky.;  KRNT-TV  Des  Moines,  Iowa;  i 
KLYD-TV  Bakersfield,  Calif.;  KJEO-  ( 
TV  Fresno,  Calif.,  WDAF-TV  Kansas 
City;  WEAR-TV  Pensacola,  Fla.; 
KVIP-TV  Redding,  Calif.,  and  KPRC- 
TV  Houston. 

Now  in  112  markets. 

Tales  of  the  Vikings  (Ziv-United  Artists 

Tv) 

Sold  to  WBIR-TV  Knoxville,  Tenn.; 
KXLF-TV  Butte,  Mont.;  WJRT  (TV) 
Flint,  Mich.;  WCYB-TV  Bristol,  Tenn.- 
Bristol,  Va.;  WKYT  (TV)  Lexington, 
Ky.;  WISN-TV  Milwaukee;  WCOV- 
TV  Montgomery,  Ala.;  WSJV  (TV) 
South  Bend,  Ind.,  and  KSPG  (TV) 
Tulsa,  Okla. 

Now  in  124  markets. 

Dennis  the  Menace  (Screen  Gems) 

Sold  to  two  British  program  contrac- 
tors: Granada  tv  for  Lancashire  and 
Yorkshire  and  Associated-Rediffusion  in  j 
London.  Series  title  in  England  is  “Den- 
nis (The  Pickle).” 

Johnny  Midnight  (MCA-TV) 

Sold  to  Joseph  Schmidt  Brewers  in 
two  South  Dakota  markets,  Gateway- 
Key-Little  Giant  Markets  in  Kentucky, 
Parks  Men’s  Wear  in  Oklahoma,  Coca- 
Cola  distributor  in  Alabama,  and 
Pfeiffer  Brewing  in  three  markets  in 
Michigan,  Indiana  and  Ohio. 

Now  in  approximately  122  markets. 
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TV  News  from  M&A  ALEXANDER! 


^ery  |mportant  |p 


ICTURES 

ERSONALITIES 

RODUCT 


The  greatest  star -name  package 
ever  offered  to  television! 


Call,  Write  or  wire  ... 

M & A ALEXANDER  PRODUCTIONS,  INC, 

Hollywood: 

6040  Sunset  Boulevard,  Hollywood  4-3414 
- New  York  City: 

Larry  Stern,  141  East  55th  Street,  PLaza  5-5266 
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THE  WHIP  CRACKS  IN  CANADA 

CKLW-TV  renewal  shortened;  others  studied 


Canadian  broadcasters  are  going  to 
have  to  toe  the  line. 

The  Board  of  Broadcast  Governors, 
independent  regulatory  body  for  which 
broadcasters  fought  almost  two  decades 
to  obtain,  has  issued  a warning  that  it 
means  business.  CKLW-TV  Windsor, 
Ont.,  has  been  recommended  by  the 
BBG  for  only  a one-year  renewal  of 
its  license,  following  a public  hearing 
at  Toronto  on  March  14.  The  BBG 
announcement  of  its  recommendations 
to  the  Minister  of  Transport  was  made 
at  Ottawa  on  March  31. 

The  BBG  stated  that  it  “expects 
CKLW-TV,  within  the  ensuing  year, 
to  demonstrate  its  intention  and  ability 
to  meet  the  requirement  of  45%  Cana- 
dian content  as  of  April  1,  1961,  as 
required  by  section  6(3)  of  the  Radio 
(tv)  Broadcasting  regulations.” 

At  the  BBG  hearing  in  Toronto, 
Cam  Ritchie,  station  manager,  was  told 
of  the  many  letters  received  by  the 
BBG  from  listeners  that  the  station  was 
not  programming  Canadian  content. 
Following  the  complaints,  he  said,  the 
BBG  itself  monitored  the  station  for 
a week  (Broadcasting,  March  21).  The 
station  was  programming  for  its  De- 
troit audience  rather  than  its  Canadian 
audience,  BBG  members  intimated. 

CKLW-TV  was  the  only  one  of  14 
tv  stations,  30  am  and  two  fm  stations 
whose  licenses  expired  March  31,  to 
have  its  license  renewed  for  only  one 
year.  The  others  had  their  licenses  re- 
newed for  two,  three,  four  or  five 
years,  to  make  it  easier  for  the  BBG 
to  review  operations  for  renewal. 

No  Live  Shows  ■ CKWS-TV  Kings- 
ton, Ont.,  was  called  on  the  carpet  by 
BBG  at  its  Toronto  hearing  because  of 
complaints  from  viewers  of  lack  of  live 
local  programming.  BBG  also  mon- 
itored this  station.  Its  license  was  rec- 
ommended for  renewal  for  two  years 
and  the  BBG  “expects  the  station  dur- 
ing the  ensuing  two  years  to  show  evi- 
dence of  increased  local  programming 
of  a satisfactory  quality.” 

A new  tv  station  was  recommended 
by  the  BBG  following  the  Toronto  hear- 
ing for  CBC  at  Sturgeon  Falls,  Ont.,  on 
ch.  7.  The  station  will  carry  French- 
language  CBC  network  programs.  A 


WNJR 

1st  in  new  york 
dec.  negro  pulse 

(BASED  ON  U.S.  CENSUS) 


satellite  station  at  Sudbury,  Ont.,  on 
ch.  1 3 was  also  recommended  for  CBC 
to  carry  the  French-language  programs 
from  Sturgeon  Falls  to  the  Sudbury 
area. 

Two  other  satellite  stations  were  rec- 
ommended for  the  CBC  in  western 
Canada.  Both  would  act  as  satellites  to 
CBUT  (TV)  Vancouver,  B.C.  One  is 
for  Courtenay,  B.C.,  on  ch.  7,  and  the 
other  is  at  Nelson,  B.C.,  on  ch.  9. 

CFCL-TV  Timmins,  Ont.,  was  rec- 
ommended for  a power  boost  from  18.5 
kw  video  and  9.25  kw  audio  power,  to 
100  kw  video  and  50  kw  audio,  on 
ch.  6. 

A power  boost  asked  for  by  CHCH- 
TV  Hamilton,  Ont.,  and  opposed  by 
Toronto  and  Kingston,  Ont.,  stations, 
has  been  deferred.  CHCH-TV  had 
asked  for  an  increase  to  maximum 
power  on  ch.  11  of  325  kw  video  and 
182  kw  audio.  BBG  stated  its  defer- 
ment would  be  “until  after  the  prob- 
lems affecting  the  technical  conditions 
of  the  application  have  been  satisfac- 
torily resolved.” 

CKTB  St.  Catharines,  Ont.,  was 
given  a daytime  power  increase  from 
5 kw  to  10  kw  with  night-time  power 
to  remain  at  5 kw  on  610  kc.  CHVC 
Niagara  Falls,  Ont.,  was  recommended 
for  a power  boost  from  5 kw  to  10  kw 
on  1600  kc  and  change  of  antenna  site. 
Low  power  relay  transmitter  CBLN 
Nakina,  Ont.,  owned  by  CBC  as  a relay 
of  CBL  Toronto,  Ont.,  was  recom- 
mended for  a power  boost  from  20  to 
40  watts  on  1240  kc. 

RCA  Inti,  complex 
planned  for  Italy 

RCA  International  Ltd.,  Montreal, 
has  signed  contracts  with  an  Italian 
government  agency  to  develop  its 
proposed  $25  million  electronics  manu- 
facturing complex  in  Southern  Italy. 
The  agreement  specifies  that  RCA  In- 
ternational may  purchase  from  the 
Italian  government  all  or  part  of  the 
manufacturing  complex  it  creates  dur- 
ing the  period  of  the  contract — five  to 
10  years — and  then  to  continue  opera- 
tions as  a private  enterprise. 

The  RCA  subsidiary’s  agreement 
with  the  Istituto  Per  La  Ricostruzione 
Industriale  (IRI),  an  agency  comparable 
to  the  former  Reconstruction  Finance 
Corp.  in  the  U.S.,  RCA  said,  promises 
substantial  new  employment  in  one  of 
that  nation’s  underdeveloped  areas.  The 
program  was  made  known  March  28 
by  the  Hon.  Aldo  Fascetti,  board  chair- 
man of  IRI,  and  John  L.  Burns,  RCA 
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president,  following  their  meeting  in 
New  York. 

Work  on  the  project  is  expected  to 
start  immediately.  It  aims  to  expand 
Italy’s  electronics  business  in  the  new 
European  economic  community,  to 
boost  industrialization  of  the  largely 
agricultural  section  of  Italy  known  as 
the  “Messogiorno,”  and  to  encourage 


ALL  DAY  COLOR 
KMTV(TV)  devotes  full 
broadcast  day  to  tint 

A complete  telecast  day  given  over 
to  color.  That  was  the  17-hour  track 
record  chalked  up  yesterday  (April  10) 
by  KMTV  (TV)  Omaha  in  a multi- 
fringe promotion  with  all  the  merchan- 
dising frills. 

KMTV  programmed  all  day  in  tint 
tv,  carrying  10  hours  of  local  and 
seven  of  networks  shows  without  a 
break.  Joining  in  the  extensive  promo- 
t:on  were  an  RCA  distributor.  The 
Sidles  Co.;  some  50  dealers,  and  Oma- 
ha’s four  leading  realty  firms. 

Owen  Saddler,  general  manager  of 
the  May  Broadcasting  Co.’s  station, 


In  New  York  City 


has  MORE 

Negro  programming 


than  ALL  other 
stations  combined 


private  capital  to  invest  in  manufactur- 
ing enterprises  in  Italy.  The  initial  phase 
of  the  program  is  designed  to  expand 
existing  facilities  and  build  new  ones 
in  the  making  of  tubes,  semi-conductors 
and  other  components.  RCA  will  estab- 
lish several  schools  to  train  Italian 
personnel. 

RCA  International  named  Meade 

FANFARE  

pointed  out  that  KMTV  pioneered  in 
local  live  color  in  1955.  He  claimed 
the  latest  promotion,  titled  “Spring  Into 
Color,”  marked  the  first  time  any  sta- 
tion has  programmed  a complete  day 
in  color. 

KMTV  arranged  for  radio-tv  appli- 
ance dealers  in  the  Omaha  metropoli- 
tan area  to  hold  open  house,  setting  up 
registration  desks  for  visitors  and  giv- 
ing away  RCA  color  receivers  in  draw- 
ings. Four  real  estate  organizations,  in 
showing  homes,  pointed  out  that  all 
were  equipped  with  tint  sets.  Radio-tv- 
appliance  and  other  specialty  stores  car- 
ried banners  and  streamers  in  their 
windows  heralding  the  color  spectacu- 
lar. KMTV  also  utilized  radio  promo- 
tion, buying  a schedule  of  30-50  spot 
announcements  on  local  station  KFAB 
in  advance  of  “Spring  Into  Color”  day. 

Color  programming  included  such 
special  “one-shot”  fare  as  Sunday 
church  services,  feature  motion  pic- 
tures and  live  features,  sports,  news, 
drama  and  a fashion  show.  One  high- 
light was  a telecast  of  the  city’s  Spring 
Music  Festival  featuring  the  Omaha 
Symphony  Orchestra.  There  are  an 
estimated  8,000-10,000  color  receivers 
in  the  Omaha  area. 

April  fooling 

Practical  jokers  at  radio  stations  cele- 
brated their  name  day  with  a rash  of 
April  Fool  pranks.  KTOK  Oklahoma 
City  began  at  one  second  past  midnight 
with  a sign-off  announcement  telling 
listeners  it  was  going  off  the  air  for 
good  since  “we’re  tired  of  beating  our 
brains  out,  day  and  night,  to  keep  you 
entertained  and  informed,  without  a 
word  of  appreciation  from  any  of  you.” 
Horrified  listeners  jammed  the  switch- 
boards for  the  rest  of  the  night,  re- 
ceiving April  Fool  salutations  and 
soothing  reassurances.  The  next  day 
disc  jockeys  broadcast  emergency  po- 
lice warnings  that  all  red  cars  had  been 
banned  from  the  city  streets  after  noon 
in  a drive  for  conservative  colors.  The 
resulting  furor  drew  a cease-and-desist 
order  from  the  police,  who  along  with 
several  red-colored-car  drivers,  did  not 
find  the  joke  hilarious. 

WIP  Philadelphia  ran  a contest  in- 


Brunet,  RCA  staff  vice  president  and 
former  managing  director  of  the  Inter- 
national Division,  to  head  the  first  step 
in  the  plan.  According  to  RCA,  Mr. 
Brunet  will  be  managing  director  of  an 
expanded  tube  manufacturing  plant  at 
Aquila.  Current  annual  sales  volume  of 
Italy’s  electronics  business  is  estimated 
at  $200  million. 


viting  listeners  to  call  in  any  time  they  j 
heard  a “goof”  on  WIP  on  the  fatal  i 
day,  April  1.  Prize  was  $6.10  to  the 
first  caller  on  each  goof  (the  station’s 
frequency).  An  electronic  device  re- 
corded 15,987  calls  for  the  total  14 
goofs  with  1,700  pouring  in  during  one  I 
peak  hour.  A contest  for  experts — I 
agency  members — offering  a 5-minute 
phone  call  to  any  place  on  earth,  was 
awarded  to  the  one  who  guessed  closest  I] 
to  the  number  of  goof-contest  calls.  j 

WING  Dayton,  Ohio,  surreptitiously  ; 
set  the  clock  back  a year  by  playing  last  j 
year’s  hit  tunes  on  its  Hit  of  the  Week  I 
show.  Puzzled  listeners  kept  switch-  1 
board  operators  busy. 

Of  thee  we  sing 

Composing  anthems  to  their  fair  city  j 
of  Saskatoon,  Saskatchewan,  two  disc 
jockeys  of  CFQC  there  raised  money  j 
in  behalf  of  World  Refugee  Year. 

Announcers  Frank  Callaghan  and  j 
Bob  Bradburn,  who  had  for  years  en-  i ; 
gaged  in  a friendly  rivalry  over  the  air, 
each  composed  and  recorded  a song  j . 
about  the  city.  Listeners  were  asked  to 
send  contributions  with  each  penny  sent  I J 
entitling  them  to  one  vote  in  the  song 
contest.  Letters  came  from  as  far  away  i i 
as  Germany  and  listeners  backed  their  j 
favorites  avidly.  The  contest  lasted  three 
weeks.  Before  it  began,  the  personalities 
said  they  hoped  to  raise  $200  for  the  1 
charity;  the  final  tally  was  $1,265. 

Pcsar  for  the  course 

Winner  of  the  “Jack  Paar  Undisputed 
Ego  Champion  Contest”  conducted  by  ’ 

KRAK  Stockton-Sacramento,  Calif.,  tj 

was  a Newman,  Calif.,  man  who 
guessed  closest  to  the  actual  473  times 
that  Mr.  Paar  said  “I”  and  “me”  on  his 
first  program  after  his  self-imposed 
exile  from  tv.  The  station  received  over 
4,000  entries  in  the  contest,  with  one 
entry  coming  from  as  far  afield  as 
Milford,  Mich.  The  guesses  ranged  from 
a modest  25  up  into  the  thousands. 

The  lucky  winner  was  awarded  a tape 
of  the  triumphant-return  program  with 
commercials  edited  out,  which  KRAK 
describes  as  “the  grand  prize  Paar 
excellence.” 
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■ Drumbeats 

Arbor  Harbor  ■ KCBS  San  Francisco 
reports  success  in  its  “plant-a-tree 
week"’  campaign  to  beautify  the  Bay 
Area  (Fanfare,  March  14).  The  sta- 
tion says  during  the  week,  March  6-12, 
some  5,700  trees  were  planted  in  28 
different  communities  in  the  area. 
KCBS  organized  the  planting  by  civic 
groups  and  donated  air  time  and  per- 
sonnel to  the  project.  Sunnyvale  won 
the  perpetual  trophy  for  the  most  sig- 
nificant landscaping  improvement  dur- 
ing the  campaign. 

Almanacs  ■ KDKA-TV  Pittsburgh  of- 
fered the  public  copies  of  the  Farmer’s 
Almanac,  for  which  they  had  purchased 
the  franchise  in  that  city,  at  15  cents 
per  copy  as  a promotional  tie-in  with 
the  station’s  meteorological  weather 
forecasting  service.  Within  a month 
KDKA-TV  had  disposed  of  the  entire 
stock  of  20,000  copies,  each  with  a 
front-and-back  cover  ad.  Response  was 
considered  so  satisfactory,  the  station 
has  signed  a contract  to  repeat  the  pro- 
motion next  year. 

Longhair  from  the  Lone  Star  ■ Joe 

Steussy,  a 16-year-old  classical  pianist, 
won  KNUZ  Houston  Hi-Fi  Club’s  tal- 
ent contest  over  a dozen  highschool 
singers,  guitarists  and  specialists  in  rock 
’n’  roll.  The  finalists  were  culled  from 
the  club’s  72,000  teenage  members  and 
the  elimination  staged  during  an  hour 
telecast  over  KTRK-TV  Houston. 
KNUZ  describes  Mr.  Steussy  as  being 
“in  the  Van  Cliburn  tradition,”  and 
proudly  announces  that  he  will  be  eli- 
gible for  the  Texas  finals  in  Coca-Cola’s 
nationwide  talent  hunt. 

Bait  ■ KELP  El  Paso,  Tex.,  appropri- 
ately centered  its  latest  promotion 
around  fishing.  Rainbow  trout  were 
placed  in  a 60-foot  long  tank.  KELP 
furnished  fishing  gear  and  bait  and 
charged  the  fishermen  50  cents  for  10 
minutes  casting.  The  two  people  bag- 
ging the  largest  trouts  were  treated  to  a 
weekend  at  a skiing  resort.  The  pro- 
ceeds of  the  promotion,  conducted  in 
cooperation  with  the  Lone  Star  Brew- 
ery, San  Antonio,  topped  $500  and 
were  donated  to  charity. 

Sponsored  song  ■ Aluminum  Co.  of 
America  is  getting  extra  corporate  and 
product  identification  from  its  Alcoa 
Presents  series  (ABC-TV  10-10:30  p.m.) 
and  the  customers  are  paying  for  it. 
More  than  90,000  copies  of  music  from 
the  series  were  pressed  to  meet  dealer 
demand  for  the  Decca  long-play  rec- 
ord, “Music  From  One  Step  Beyond.” 
Composer  Harry  Lubin  conducts  the 
Berliner  Symphoniker  in  11  numbers 
he  wrote  to  back  up  the  occult  Alcoa 
Presents  stories. 


Paid  in  full 

Business  suffered  in  Asheville, 
N.C.,  during  a record-breaking 
snowstorm.  But  WLOS,  that  city, 
came  to  the  aid  of  merchants, 
making  thousands  of  public  serv- 
ice announcements  on  behalf  of 
businesses  and  factories.  Then  the 
station  sent  each  one  a bill  marked 
“paid”  to  remind  them  of  the 
service  that  had  been  rendered. 
“WLOS  Radio  is  your  most  effec- 
tive way  to  reach  the  public 
quickly,”  the  statement  said. 


Holiday  joy  ■ Each  holiday  brings  a 
special  promotion  for  WCKY  Cincin- 
nati listeners.  A week  before  St.  Val- 
entine’s Day,  the  station  announced 
that  boxes  of  candy  and  bouquets  of 
roses  would  be  given  hourly  in  a draw- 
ing from  cards  sent  in.  On  Washing- 
ton’s Birthday,  the  prize  was  a year’s 
supply  of  frozen  pies  (starting  with 
cherry).  The  station  says  thousands 
of  cards  and  letters  were  sent  on  both 
holidays.  Income  Tax  Day  is  next  on 
the  list  but  bonuses  have  not  been  an- 
nounced as  yet. 

Charity  campaign  ■ Generous  Phila- 


delphians contributed  more  than  $2,500 
to  the  Overbrook  School  for  the  Blind 
in  response  to  appeals  by  WPEN,  that 
city.  The  funds  were  raised  for  rebuild- 
ing following  a devastating  fire  at  the 
school.  The  campaign  was  conducted 
by  WPEN’s  air  personalities. 

Foods  & drugs  ■ Avery-Knodel  Inc., 
New  York,  has  released  a tv  mar- 
ket study  for  spot  advertisers  whose 
products  are  sold  in  retail  food  and  drug 
outlets.  Covering  stations  in  25  markets, 
the  study  is  being  distributed  to  adver- 
tisers and  agencies.  Among  the  items 
listed  on  the  report:  basic  staples  stock- 
ed by  both  supermarkets  and  drug  out- 
lets; days  and  nights  of  heaviest  volume 
buying;  working  hours  for  industrial 
labor  shifts;  opening  and  closing  hours 
for  businesses,  and  the  percentage  of 
families  owning  their  own  homes. 
Snow  job  ■ WIL  St.  Louis  sent  a 
memo  to  all  advertising  agencies  twit- 
ting newspapers  for  their  coverage  of  a 
large  snow  storm.  An  item  from  the 
paper,  stating  that  no  snow  was  fore- 
cast, was  reprinted  with  the  comment: 
“If  you  dug  this  issue  from  under  the 
snow  in  your  yard  last  night,  we  remind 
you  that  only  radio  can  keep  up  with 
the  weather  in  St.  Louis  . . . and  St. 
Louis  keeps  up  with  the  weather  on 
WIL’s  24  hour  Weather  Watch." 


business  machines  corp. 
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Broadcast  Advertising 

Mrs.  Betty  Bevel,  co-founder  of  Bev- 
el Assoc.,  Dallas  and  Ft.  Worth  ad- 
vertising-pr  firm,  elected  chairman  of 
board  and  treasurer.  Phillip  L.  Hol- 
loway, executive  vp,  named  president. 
Charles  Hamilton,  named  vp  and  Pat 
England,  secretary. 

William  R.  Hillenbrand,  formerly 
president  of  Bryan  Houston  agency 
and  recently  vp  of  Donahue  & Coe, 
joins  Lambert  & Feasley,  N.Y.,  as 
executive  vp. 

William  M.  Nagler,  supervisor  of 
Borden  Co.  and  Northern  Paper  Mills 
accounts  at  Young  & Rubicam’s  Chi- 
cago office,  named  vp. 

David  Savage,  formerly  executive 
vp  of  Bernard  L.  Schubert  Inc.,  be- 
comes vp  and  director  of  radio  and  tv 
for  Lynn  Baker,  N.Y. 

Jack  H.  Stilwell,  formerly  radio-tv 
director;  Ray  Hansen,  account  execu- 
tive; Norman  Phelps,  creative  services 
director,  and  Bill  Nelson,  radio-tv  di- 
rector, all  appointed  vps  at  The  Caples 
Co.,  Chicago. 

Donald  G.  Cutler  and  Michael  M. 
Minchin  Jr.  named  vp,  account  man- 
agement and  vp,  respectively,  at  Erwin 
Wasey,  Ruthrauff  & Ryan,  Los  An- 
geles. Mr.  Cutler  formerly  was  vp 
and  Mr.  Minchin  account  supervisor. 

Robert  L.  Haag  and  Charles  A. 
Pratt  named  retail  division  national 
sales  manager  and  advertising  manager, 
respectively,  for  Alberto-Culver  Co. 

Joseph  T.  Lewis  promoted  from 
brand  supervisor  for  group  products 
to  brand  promotion  director  at  The 
Toni  Co.,  division  of  Gillette  Co.  He 
will  supervise  advertising,  brand  pro- 
motion and  packaging  for  company’s 
complete  line  of  products. 


FATES  & FORTUNES 

Robert  Bassindale  promoted  from 
copy  group  head  to  group  creative  su- 
pervisor at  Tatham-Laird,  Chicago. 

Dwight  S.  Reynolds,  formerly  ad- 
vertising manager  at  Alberto-Culver, 
Chicago,  appointed  media  supervisor 
on  that  account  at  Wade  Adv.  Inc., 
same  city.  H.G.  Schroeder  named  as- 
sociate media  on  same  account. 

George  R.  Nelson, 

founder  and  owner 
of  George  R.  Nel- 
son Inc.  and  Nelson 
Ideas,  both  Schenec- 
tady, N.Y.,  retires. 

He  will  remain  as 
consultant  for  both 
organizations.  He 
previously  was  co- 
founder, vp  and  general  manager  of 
WSNY,  that  city. 

Alexander  E.  Cantwell  and  Ira 
Avery  elected  vps  of  BBDO  New  York. 
Mr.  Cantwell,  in  charge  of  live  and 
video  tape  tv  and  radio  production, 
came  to  BBDO  in  1950  as  writer  in  pr 
department.  He  joined  tv  department 
the  following  year.  Mr.  Avery,  account 
supervisor  for  United  States  Steel, 
joined  BBDO  15  years  ago. 

Melvin  Birnbaum  and  Jack  Bishop 

named  vps  of  Boyle-Midway  Div.  of 
American  Homes  Products  Corp.  Both 
joined  American  Home  Products  in 
1959. 

Robert  J.  McMahon  joins  Fuller  & 
Smith  & Ross,  Pittsburgh,  as  account 
supervisor  for  Westinghouse  General 
Products  Div.  Mr.  McMahon  was  for- 
merly vp  and  chairman  of  plans  board 
of  The  Rumrill  Co.,  Rochester,  N.Y., 
where  he  was  also  group  head  on  East- 
man Kodak  account. 

Bernard  F.  Klein  appointed  head  of 
new  industrial  division  of  Wade  Adv., 
Los  Angeles. 


Ray  Hunter,  associate  media  director 
of  BBDO,  Pittsburgh,  becomes  media 
director,  succeeding  Harold  Middleton, 
who  retires. 

Anthony  C.  DePierro,  formerly  vp 
and  director  of  media,  Geyer,  Morey, 
Madden  & Ballard,  N.Y.,  from  1948- 
52;  then  vp,  plans  review  board  mem- 
ber, and  director  of  media,  Lennen  & 
Newell,  that  city,  rejoins  Geyer  agency 
as  vp  and  assistant  to  president. 

Helen  Davis,  chief  timebuyer  at 
Clinton  E.  Frank,  Chicago,  to  J.  Walter 
Thompson  Co.,  N.Y. , as  timebuyer  on  1 
Tender  Leaf  Tea  and  Chase  & Sanborn  j 
coffee  accounts  of  Standard  Brands  Inc. 

Alex  T.  Franz,  president  of  Alex  T. 
Franz  Inc.,  elected  chairman  of  Chi-  j 
cago  Council  of  AAAA.  Robert  H. 
Brinkerhoff,  vp  of  Young  & Rubicam, 
vice  chairman;  and  William  C.  Ed- 
wards, vp  of  D’Arcy  Adv.,  secretary- 
treasurer.  Governors  elected  were: 
William  H.  Adler,  president  of  William 
Hart  Adler  Inc.;  William  C.  Lyddan, 
vp  of  Campbell-Mithun;  Chester  L. 
Posey,  vp  of  McCann-Erickson  Inc.;  - 
Robert  Ross,  vp  of  Arthur  Meyerhoff 
& Assoc.;  John  V.  Sandberg,  vp  of  j 
J.  Walter  Thompson  Co.,  and  Arthur 
W.  Schultz,  vp  of  Foote,  Cone  & 
Belding. 

Edward  M.  Gallager,  supervisor  for 
Ivory  Liquid  and  Procter  & Gamble 
Canadian  brands  accounts,  elected  vp  J 
of  Compton  Adv.  Mr.  Gallager  has 
been  with  Compton  since  1953. 

Norbert  A.  Witt,  vp  in  charge  of 
sales  at  Noxzema  Chemical  Co.,  elected  ; e 
executive  vp. 

John  C.  Simmons,  advertising  man- 
ager of  Dr.  Pepper  Co.,  named  vp  of  T 
advertising. 

Herb  Faigen  joins  Krupnick  & 
Assoc.,  St.  Louis,  as  production  man-  jl 
ager. 

Robert  Enderlin,  formerly  produc-  | 
tion  supervisor  at  McCann-Erickson,  to  i 
Wexton  Adv.,  N.Y.,  as  traffic  manager. 

Mary  Kimbrough,  formerly  feature 
writer  for  St.  Louis  Post-Dispatch,  joins  j I 
creative  department  of  Gardner  Adv., 
that  city. 

Laura  Miller,  formerly  with  Com- 
munications Counselors,  L.A.,  as  ac-  j 
count  executive,  to  Enyart  & Rose  | 
Adv.,  that  city,  as  pr  account  director. 

Richard  N.  Shoppelry,  formerly  j 
with  Donahue  & Coe,  L.A.,  to  Hixson 
& Jorgensen,  that  city,  in  creative  de- 
partment. 

Stanley  Ross  joins  creative  depart-  | 
ment  of  Wade  Adv.,  Los  Angeles. 

Charles  Teague  and  David  Cullum 

named  account  service  men  at  Tracy-  j 
Lock  Co.,  Dallas. 


America’s  Leading  Business  Brokers 


interested  in  buying  or  selling  Radio  and  TV  Properties? 


When  your  business  is  transacted  through 
the  David  Jaret  Corp.,  you  are  assured  of 
reliability  and  expert  service  backed  by  our 
37  years  of  reputable  brokerage. 
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150  MONTAGUE  STREET 
BROOKLYN  1,  N.Y. 
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Kenyon  & Eckhardt  service  awards 


Service  awards.  Ten  years  serv- 
ice or  more  with  Kenyon  & Eck- 
hardt earned  62  employes  gifts 
and  a place  at  a first-time  recep- 
tion and  dinner  given  by  the 
agency’s  board  of  directors  at 
New  York’s  Savoy  Hilton. 

At  left,  it’s  a mutual  handshake 
between  Edwin  Cox  (r),  board 
chairman,  and  Vice  President 
Joseph  P.  Braun,  media  direc- 
tor, each  with  26  years.  Marcy 
A.  Ward,  Edward  Mante  and 
Ethna  Carroll  share  the  lon- 
gevity honors,  however,  each  with 
30  years. 

The  awards,  presented  by  Wil- 
liam B.  Lewis  (15  years),  K&E 
president,  were  gold  cuff  links 
or  charm  bracelets  for  10  years, 
gold  money  clips,  belt  buckles  or 
sterling  silver  bowls  for  15  years, 
silver  bowls,  diamond  studded 
clips  or  buckles  for  20  years  and 
inscribed  silver  trays  for  30  years. 


Frances  Marotta,  formerly  execu- 
tive secretary  with  Friend-Reiss  Adv., 
becomes  media  director  at  Moss  Assoc. 

Jack  Sullivan,  formerly  with  G.M. 
Basford  Co.,  and  William  Douglas  Mc- 
Adams Inc.,  becomes  service  manager 
on  the  Upjohn  group  account  at  Sudler 
& Hennessey,  N.Y. 

Roy  N.  Williams,  formerly  at  St. 
Georges  & Keyes,  N.Y.,  to  Earle  Lud- 
gin  & Co.,  Chicago,  as  account  execu- 
tive. 

Henry  J.  Norman,  formerly  general 
sales  manager  of  Pharnaco  Inc.,  divi- 
sion of  Schering  Corp.,  joins  marketing 
department  of  BBDO,  N.Y. 

Buxton  Lowry,  formerly  with  Los 
Angeles  office  of  Donahue  & Coe  Adv., 
to  Fletcher  Richards,  Calkins  & Hold- 
en, that  city,  as  senior  writer. 

Richard  K.  Gershman  and  Thomas 
M.  Hopkinson  join  Milburn  McCarty 
Assoc.,  N.Y.,  pr  agency,  as  account  ex- 
ecutives. Mr.  Gershman  was  assistant 
news  editor  of  NEA  feature  service; 
Mr.  Hopkinson  was  in  press  informa- 
tion department  of  CBS-TV  Network. 

Mrs.  Connie  Kratzok  joins  Yardis 
Adv.,  Philadelphia. 


WHJR 

1st  in  new  york 
dec.  negro  pulse 
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Walter  R.  Stone,  formerly  account 
executive  at  Geyer,  Morey,  Madden  & 
Ballard,  N.Y.,  to  Compton  Adv.  as  ex- 
ecutive on  Mobil  Oil  account. 

The  Media 

Robert  J.  Hoth,  vp  and  general  man- 
ager of  KAKC  Tulsa,  Okla.,  named 
executive  vp  of  Public  Radio  Corp., 
owner  of  KIOA  Des  Moines,  Iowa, 
KBKC  Kansas  City  and  KAKC. 


Mr.  Grosby 


Art  Holt,  formerly  account  executive 
at  KABL  San  Francisco-Oakland,  pro- 
moted to  general  manager  of  WYSL 
(formerly  WINE)  Buffalo,  N.Y.  Both 
are  McLendon  stations.  Mr.  Holt  pre- 
viously was  on  sales  staffs  of  WEZE 
Boston  and  KIXL  Dallas.  Al  Grosby, 
formerly  on  sales  staff  of  WAKY  Louis- 
ville, Ky.,  to  WYSL-AM-FM  as  sales 
manager. 

J.G.  (Bob)  Greer,  formerly  with 
KILE  Galveston,  named  manager  of 
KTLW  Texas  City,  both  Texas,  suc- 
ceeding Roy  E.  Hanson.  Mr.  Greer 
previously  was  with  WGN  Chicago. 

Edward  H.  Sheaffer,  formerly  di- 
rector of  editing  and  acceptance  for 
CBS-TV  and  Radio,  Chicago,  joins  Tri- 
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While  serving  a single 
station  market,  WTHI-TV 
fulfills  its  public  service  re- 
sponsibilities in  a way  that 
has  gained  for  it  the  appre- 
ciation and  support  of  its 
entire  viewing  area ...  a cir- 
cumstance that  must  be  re- 
flected in  audience  response 
to  advertising  carried. 

Five  full  34  Hours  of  local 
public  service  program- 
ming each  week. 


WTHI-TV 

CHANNEL  10  CBS  • ABC 

TERRE  HAUTE 


Represented  Nationally  by  Bolling  Co. 


angle  stations  as  director  of  continuity 
acceptance,  effective  April  18. 


Mr.  McCoy 


Dodge  City,  both  Kansas. 


Dale  McCoy  Jr.  ap- 
pointed general  man- 
ager of  KAKE  Wich- 
ita, Kan.  He  formerly 
was  sales  manager  of 
KFBI,  that  city.  Pre- 
viously he  was  sales 
manager  of  KVBG 
Great  Bend  and  on 
sales  staff  of  KGNO 


Perry  W.  Carle,  general  manager  of 
KPOA  Honolulu,  resigns.  He  will  enter 
Army  for  short  active  duty  tour  and  an- 
nounce future  broadcast  plans  shortly. 

Ashley  Dawes  joins  WFMY  - TV 
Greensboro,  N.C.,  as  operations  man- 
ager. He  formerly  was  with  WLOS 
Asheville,  N.C.,  in  similar  capacity. 


Bailey  W.  Hobgood,  formerly  pro- 
gram manager  of  WBT  Charlotte,  N.C., 
named  operations  manager  of  new 
WYFM  (FM)  that  city.  Other  appoint- 
ments: Bill  Vaughn,  advertising  direc- 
tor and  Tom  Ashcraft,  commercial 
manager. 


Gerald  Quick,  formerly  commercial 
manager  of  WNOK  Columbia,  S.C., 
named  director  of  local  and  regional 
sales  for  WIS,  that  city. 


James  A.  Gustaf- 
son, account  execu- 
tive at  WTTG  (TV) 
Washington,  D.C., 
promoted  to  local 
Jiky  sales  manager.  He 

B^ijk  / previously  was  ac- 

^ TIB  count  executive  for 

WOL,  that  city,  and 

sales  manager  of 
WDON  Wheaton,  Md.,  and  WASH- 
FM  Washington,  D.C. 


Mr. 
Gustafson 


George  Andrick,  manager  of  WSAZ 
Huntington,  W.Va.,  assumes  additional 
duties  as  local  sales  manager  of  WSAZ- 
TV. 


APBE  elections 

Bruce  A.  Linton,  U.  of  Kan- 
sas, elected  president  of  Assn, 
for  Professional  Broadcasting 
Education.  APBE  is  a joint  co- 
operative venture  between  NAB 
and  colleges  offering  professional 
courses  in  broadcasting. 

Other  officers  elected:  Earl 

Dougherty,  KXEO  Mexico,  Mo., 
vp,  and  Richard  M.  Brown, 
KPOJ  Portland,  Ore.,  secretary- 
treasurer.  Mr.  Brown  is  NAB 
representative  on  APBE  board. 

Other  officers  elected:  Earl 

besides  Messrs.  Dougherty  and 
Brown,  are  William  Holm, 
WLPO  LaSalle,  111.;  John  Ja- 
cobs Jr.,  WDUN  Gainesville, 
Ga.,  and  William  Swartley, 
WBZ  Boston.  Educator  board 
members  besides  Mr.  Linton  are 
Richard  Goggin,  New  York  U.; 
Kenneth  Harwood,  U.  of  South- 
ern California;  Leo  Martin, 
Michigan  State  U.,  and  Harold 
Niven,  U.  of  Washington. 
Glenn  Starlin,  U.  of  Oregon,  is 
retiring  president. 


Hugh  Wallace  promoted  from  as- 
sistant sales  promotion  manager  to  na- 
tional sales  account  executive  of 
WNAC-AM-TV  Boston  and  Yankee 
network.  Michael  Horn,  advertising 
and  promotion  manager  and  account 
executive  promoted  to  local  sales  ac- 
count executive. 

Robert  J.  Sullivan,  formerly  with 
CBS  Spot  Sales,  named  manager  of 
sales  development  for  NBC  Spot  Sales. 
Al  Ordover,  and  Steve  Kirschenbaum 

appointed  tv  sales  development  special- 
ist and  sales  promotion  supervisor,  re- 
spectively. William  McGee,  joins 
NBC  Spot  Sales  as  salesman. 

Fred  von  Hofen,  formerly  vp  and 
general  manager  of  KVI  Seattle,  Wash., 


to  KOL,  that  city,  as  executive  in 
charge  of  national  sales. 


Donald  C.  Kamin, 

formerly  with  The 
Katz  agency,  appoint- 
ed midwest  sales  man- 
ager for  Storer  Broad- 
casting Co.,  succeed- 
ing George  Lyons 
who  transfers  to  New 
York  office  to  head 
national  sales  for 
WSPD-TV  Toleda,  Ohio,  member  of 
Storer  group. 


Mr.  Kamin 


Phil  Ellis  named  director  of  regional 
sales  for  WPTF  Raleigh,  N.C.  Other 
appointments:  Warren  Barfield,  direc- 
tor of  local  sales;  Jerry  Elliot,  news 
editor,  and  Bill  Jackson  sports  director 
and  assistant  program  manager. 

John  M.  Rohrbach  Jr.,  broadcast 
supervisor  on  Joseph  Schlitz  Brewing 
Co.  account  at  J.  Walter  Thompson  Co., 
Chicago,  joins  sales  staff  of  NBC-TV 
Spot  Sales,  that  city,  effective  April  15. 


Edward  T.  McCann  Jr.,  formerly 
commercial  manager  of  WNEB  Wor- 
cester, Mass.,  to  WTAG,  that  city,  in 
similar  capacity. 


Clay  E.  Forker, 

formerly  vp  and  office 
manager  of  Paul  H. 

Raymer  Co.,  Chicago 
rep  firm,  appointed 
national  sales  man- 
ager of  WFGA-TV 
Jacksonville,  Fla.  Pre- 
viously, he  was  with 
BBDO  and  Campbell- 
Ewald.  William  Walker,  regional  sales 
manager,  named  assistant  national  sales 
manager. 


Mr.  Forker 


Bob  Leach,  account  executive  at 
KEZY  Anaheim,  Calif.,  named  sales 
development  manager  for  Orange 
County  area. 


Gil  Thompson,  formerly  account  ex- 
ecutive at  WCAU  Philadelphia,  to  CBS 
Radio  Spot  Sales,  Chicago,  in  similar 
capacity. 


Lew  Carpenter,  professional  foot- 
ball player  with  Green  Bay  Packers, 
joins  advertising  staff  of  WLUK-TV, 
that  city. 

Herman  Pease,  formerly  with 
WGR-TV  Buffalo,  to  WROC-TV  Ro- 
chester, both  New  York,  as  production 
manager. 

Ron  MacDonald  joins  KREM  Spo- 
kane, Wash.,  as  program  director. 


Charlie  Trussell,  air  personality 
with  KXEL  Waterloo,  Iowa,  appointed 
program  director. 
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Richard  Rector  and  William  Halla- 

han  named  commercial  producer  and 
assistant  commercial  producer,  respec- 
tively, for  CBS-TV  New  York.  Mr. 
Rector  formerly  was  manager  of  op- 
erations and  scheduling.  Mr.  Hallahan 
formerly  was  business  and  production 
manager  for  Robert  Herridge  Theater 
Productions. 

Ed  Dunbar  named  head  of  new  San 
Francisco  office  of  KNDO-TV  Yakima, 
Wash. 

Pete  Watkins,  recently  broadcast 
time  salesman  for  Gill-Perna,  radio 
reps,  N.Y.,  to  tv  sales  staff  of  Peters, 
Griffin,  Woodward  Inc.,  that  city. 

Frank  Maruca,  formerly  account 
executive  with  Ketonum  MacLeod  & 
Grove,  Pittsburgh,  appointed  program 
and  sales  coordinator  of  KQV,  that  city. 

Peter  F.  Yaman,  formerly  with 
NTA  Spot  Sales,  named  sales  repre- 
sentative for  Television  Adv.  Represen- 
tatives, N.Y. 

Graham  White,  formerly  at  Ziv-Tv, 
N.Y.,  to  NBC  Central  Div.  Radio  Spot 
Sales,  Chicago,  as  account  executive. 

Joseph  D.  Payne,  manager  of 
George  P.  Hollingbery  Co.’s  Detroit 
office,  to  New  York  office  in  tv  de- 
partment. 

Peter  Prince,  formerly  account  ex- 
ecutive with  Prince  & Co.,  Detroit  ad- 
vertising agency,  joins  Broadcast  Time 
Sales,  New  York. 

Don  Pierce,  formerly  state  sales 
manager  of  WFMY-TV  Greensboro, 
N.C.,  to  WSPA-TV  Spartanburg,  S.C., 
as  account  executive. 

Frank  Woodman  appointed  pro- 
gram director  of  KPDQ  Portland,  Ore. 

Ron  Baxley,  formerly  program  di- 
rector of  KTSA  San  Antonio  to  WYSL 
Buffalo,  N.Y.,  in  similar  capacity. 

Nick  Charles,  chief  announcer  of 
WGBB  Freeport,  N.Y.,  named  pro- 
gram director. 

Ross  Wilder  Jr.,  formerly  opera- 
tions manager  in  McLendon  Ebony 
Radio  Network,  joins  KFDM  Beau- 
mont, Tex.,  as  program  director. 

Joel  Levy  promoted  from  film  de- 
partment director  to  assistant  program 
director  of  WAST  (TV)  Albany,  N.Y. 

Gilmore  Nunn,  formerly  U.S.  dele- 
gate to  Inter-American  Broadcasting 
Assn.  IAAB  board  member,  will  be 
awarded  honorary  degree  June  3 by 
Yankton  (S.D.)  College  in  recognition 
of  services  on  behalf  of  friendship 
among  Americas  through  broadcasting. 


Cal  Zethmayr,  formerly  announcer- 
air  personality  with  WALB-AM-TV 
Albany,  Ga.,  to  WLAU  Laurel,  Miss., 
as  director  of  news  and  special  events. 

Leonard  Traube,  formerly  editor  of 
music,  tv  and  variety  fields  for  Variety, 
becomes  director  of  information  serv- 
ices and  advertising  for  WCBS-TV 
New  York. 

Don  Cook,  formerly  executive  pro- 
ducer with  KNXT  (TV)  Los  Angeles, 
joins  sports  department  of  CBS  as  pro- 
ducer-director. 

Wally  Thornton,  formerly  produc- 
tion director  of  KISN  Portland,  Ore., 
to  KRAK  Stockton-Sacramento,  Calif., 
as  program  director. 

Art  Hill,  formerly  news  director 
with  WSWW  Platteville,  Wis.,  to  WSJM 
St.  Joseph,  Mich.,  in  similar  capacity. 

Donald  Monroe,  formerly  of  WSIV 
Pekin,  to  news  staff  of  WPEO  Peoria, 
both  Illinois. 

Stan  Garfin  and  David  R.  Skinner 

join  WTAR-TV  Norfolk,  Va.,  as  news 
staffers.  Mr.  Garfin  formerly  was  with 
KASI  Ames,  Iowa,  and  Mr.  Skinner 
with  WKNX-AM-TV  Saginaw,  Mich. 

Bill  (Turk)  Thompson,  formerly 
pr-promotion  director  and  air  person- 
ality with  KWIZ,  to  KFIL-FM,  both 
Santa  Ana,  Calif.,  in  similar  capacities. 

Keith  Larkin,  formerly  of  KXL  Port- 
land, Ore.,  named  manager  of  new 
promotion  department  of  H.S.  Jacob- 
son & Assoc,  (radio-tv  rep  firm),  that 
city. 

David  Brinkley,  NBC  newsman, 
named  president  of  Washington  Chapter 
of  Academy  of  TV  Arts  & Sciences, 
succeeding  John  Secondari  of  ABC, 
who  was  promoted  to  producer  for  spe- 
cial projects,  ABC  News,  and  trans- 
ferred from  Washington. 

Ron  Cochran,  newsman  with  WCBS- 
TV  New  York,  will  undertake  CBS 
news  assignment,  notably  1:00  pm  daily 
news  program  produced  for  CBS-TV 
New  York. 

Henry  Roepken,  press  information 
director  at  WBBM  Chicago,  assumes 
additional  duties  as  audience  promo- 
tion manager. 

Nat  W.  Jackson,  formerly  news  di- 
rector of  KHTV  (TV)  Portland,  Ore., 
to  KISN,  that  city,  as  continuity  direc- 
tor. 

John  Tillman,  WPIX  (TV)  New 
York’s  tv  news  reporter,  named  news 
director. 

Herb  Homes,  director  for  WPIX 
(TV)  New  York,  becomes  executive 
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producer.  He  will  continue  to  direct 
various  programs,  in  addition  to  devel- 
oping new  program  ideas  and  supervis- 
ing all  live  shows  produced  by  WPIX. 

Tom  Moorehead  named  sports  di- 
rector of  WRCV  Philadelphia. 

Harold  Mack,  newscaster  with 
KCMO  Kansas  City,  assigned  to  spe- 
cial news  division  to  handle  all  local 
sports  programs  for  KCMO-AM-TV. 

Gordon  Bensing,  news  reporter  for 
WADS  Ansonia,  Conn.,  appointed  news 
director. 

Ernest  Lee  Jahncke,  NBC  director 
of  practices,  elected  to  Society  of  Tele- 
vision Pioneers  board. 

Jack  Walters,  formerly  news  bureau 
chief  of  Stars  and  Stripes  in  Austria  and 
Germany,  joins  WCBS  New  York  as 
writer  and  narrator. 

Tom  Molloy  joins  WSAI  Cincinnati 
as  mobile  news  reporter. 

Jack  Hooley,  on  news  staff  of 
WROC-TV  Rochester,  N.Y.,  promoted 
to  news  director. 

Dick  Brown,  formerly  air  personal- 
ity with  WPOP  Hartford,  Conn.,  to 
KDKA  Pittsburgh  in  similar  capacity. 

Art  Hern,  Chicago  radio-tv  person- 
ality, signed  by  WNWC  (FM)  Palatine, 
111.,  for  new  weekly  interview  series. 

Bill  Veeck,  president  of  Chicago 
White  Sox,  and  wife,  Mary  Frances, 
signed  by  WGN-TV,  that  city,  for  new 
weekly  series.  Inside  Baseball,  starting 
April  11. 

Jim  Melvin,  formerly  program  di- 
rector and  promotions  manager  of 
WSIC  Statesville,  to  WTOB  Winston- 
Salem,  both  North  Carolina,  as  an- 
nouncer-air personality. 

Ron  Carney,  formerly  with  McCann- 
Erickson,  Cleveland,  to  WAPI  Birm- 
ingham, Ala.,  as  air  personality. 


Don  Bradley,  formerly  of  WJIM-TV 
Lansing,  to  WJRT  Flint,  both  Michi- 
gan, as  announcer-host.  Dave  Course 
joins  WJRT  as  continuity  writer. 

Sam  Brown  joins  WARL  Arlington, 
Va.,  as  disc  jockey. 

Tom  Brown,  formerly  air  personality 
with  WHK  Cleveland,  to  WIP  Philadel- 
phia in  similar  capacity. 

Dick  Reid,  formerly  air  personality 
with  KFKQ-AM-TV  St.  Joseph,  Mo., 
to  WOKO  Albany,  N.Y.,  in  similar  ca- 
pacity. 

Al  Jarvis  and  Ray  Briem  both  join 
KLAC  Los  Angeles  as  air  personalities. 
Mr.  Jarvis  formerly  was  with  KFMB, 
that  city,  and  Mr.  Briem  with  KING 
Seattle,  Wash. 

Ken  Kirklander,  formerly  staff  an- 
nouncer with  WNBF-AM-FM-TV  Bing- 
hamton, to  WKBW-TV  Buffalo,  both 
New  York,  as  announcer-newscaster. 

Jack  Comley  joins  WKNB  New  Brit- 
ain, Conn.,  as  air  personality. 

Programming 

Bernie  Seligman  named  head  of 
William  Morris  Agency’s  comedy  writ- 
ers-and-property-development  depart- 
ment. Mr.  Seligman,  who  has  been  with 
talent  agency  for  15  years,  has  been 
agent-administrator  of  firm’s  New  York 
legitimate  theatre-motion  picture  de- 
partment since  1956. 

Arthur  S.  Gross,  formerly  vp  of 
Flamingo  Films,  appointed  sales  man- 
ager of  King  Features  Tv  Productions, 
N.Y. 

Paul  L.  Pease,  treasurer  and  member 
of  board  of  directors  of  Walt  Disney 
Productions,  resigns.  Future  plans  will 
be  announced  shortly. 

David  Sontag,  executive  in  NBC- 
TV  program  department,  working  in 
talent  and  program  development,  be- 


comes manager,  programs — New  York 
for  CBS  Films. 

Lowell  Benedict  resigns  as  pr  direc- 
tor of  Trans-Lux  Corp.  to  form  own 
publicity  organization  at  228  West  10th 
St.,  N.Y.  Lou  H.  Gerard  succeeds  Mr. 
Benedict. 

James  T.  Victory  and  James  H. 
McCormick,  formerly  account  super- 
visors in  CBS  Films’  New  York  office, 
named  director  of  syndication  sales  and 
eastern  sales  manager,  respectively. 

William  Asworth  and  Bates  Halsey 

join  United  Artists  Associated  National 
sales  division.  Mr.  Asworth  formerly 
was  national  sales  manager  of  WSPD- 
TV  Toledo,  Ohio.  Mr.  Halsey  former- 
ly was  eastern  sales  manager  for  WEEK 
Tv  Corp. 

Edward  L.  Brant  and  Robert  N. 
Bennyhoff  appointed  commercial  man- 
ager and  southwestern  division  manager 
of  UPI,  respectively.  Mr.  Brant,  for- 
merly southwestern  division  manager, 
succeeds  Pierre  A.  Miner,  who  died 
recently.  Mr.  Bennyhoff,  formerly 
southwestern  assistant  division  man- 
ager, succeeds  Mr.  Brant.  Peter  S.  Wil- 
lett, formerly  division  business  man- 
ager for  UPI,  Atlanta,  Ga.,  becomes 
news  picture  manager  for  UPI,  Chi- 
cago. 

Herbert  G.  Luft,  production  execu- 
tive and  columnist,  appointed  historian 
of  Hollywood  Motion  Picture  and  Tel- 
evision Museum. 

Equipment  & Eng’ring 

I.  Robert  Ross  named  general  man- 
ager of  U.S.  Transistor  Corp.,  Syosset, 
L.I.  Mr.  Ross  was  pioneer  in  distribu- 
tion of  tv  sets  in  1946. 

Anthony  Dillon  appointed  general 
sales  manager  of  Sony  Corp.,  N.Y.  He 
formerly  was  with  Roland  Radio  Corp. 
and  RCA.  He  will  be  in  charge  of  dis- 
tribution and  sales  of  transistor  radios 
and  new  direct  image  battery-operated 
portable  tv  sets  soon  to  be  released. 

Leland  W.  Aurick,  formerly  admin- 
istrator, industrial  advertising,  engaged 
in  directing  industrial  advertising  in 
both  renewal  and  original  equipment 
markets,  becomes  manager,  advertising 
and  sales  promotion,  industrial  market, 
RCA  electron  tube  division. 

William  Nielson,  formerly  project 
engineer  at  Philco  Corp.,  appointed 
regional  broadcast  sales  engineer  (for 
western  states)  at  Gates  Radio  Co., 
subsidiary  of  Harris-Intertype  Corp. 

J.  Paul  Januzzo,  formerly  advertis- 
ing and  sales  promotion  manager  for 
Industrial  Tube  Products  at  RCA  Elec- 
tron Tube  Division,  joins  Kudner  Agen- 

BROADCASTING,  April  11,  1960 


ALLIED  always  has  the  BROADCAST  TUBES  you  need 


IMMEDIATE  DELIVERY  ON 


RCA  6166  f 


allied  is  the  world’s  largest 
supplier  of  power  and  special- 
purpose  tubes  for  broadcast 
station  use.  Look  to  us  for  imme- 
diate, expert  shipment  from  the 
world’s  largest  stocks  of  elec- 
tronic supplies  and  equipment. 


See  your  allied 
1960  Complete  Buy- 
ing Guide  for  sta- 
tion equipment  and 
supplies.  Get  what 
you  want  when  you 
want  it.  Catalog 
copies  are  available 
on  request. 


ALLIED  RADIO 

i N.  Western  Ave.,  Chicago  80,  I 
Phone:  HAymarkel  1-6800 
TWX:  CO-2898 
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Canadians  elect 

Murray  T.  Brown,  general 
manager  of  CFPL-AM-FM-TV 
London,  Ont.,  elected  president 
of  Canadian  Assn,  of  Broadcast- 
ers, succeeding  Malcolm  Neill, 
CFNB  Fredericton,  N.B.  Ralph 
Snelgrove,  CKVR-TV  and 
CKBB  Barrie,  Ont.,  elected  vp 
for  radio,  and  R.  G.  Chapman, 
CHBC-TV  Kelowna,  B.C.,  as  vp 
for  tv.  Directors  elected  were: 
R.  F.  Large,  CFCY-AM-TV 
Charlottetown,  P.E.I.;  J.A.C. 
Lewis,  CKEN  Kentville,  N.S.; 
Don  Jamieson,  CJON-AM-TV 
St.  John’s,  Nfld.;  D.A.  Gourd, 
CKRN-AM-TV  Rouyn,  Que.; 
R.  Couture,  CKSB  St.  Boniface, 
Man.;  T.  Fortier,  CHRC  Quebec; 
Tom  Burham,  CKRS-AM-TV 
Jonquiere,  Que.;  T.D.  French, 
CKLC  Kingston,  Ont.:  A.F.  Wa- 
ters, CHUM  Toronto,  Ont.: 
H.C.  Caine,  CHWO  Oakville, 
Ont.;  J.O.  Blick,  CJOB  Winni- 
peg, Man.;  J.  Love,  CFCN  Cal- 
gary, Alta.;  E.  A.  Rawlinson, 
CKBI  Prince  Albert,  Sask.;  G.  B. 
Nelson,  CFQC-TV  Saskatoon, 
Sask.;  K.  Hutcheson,  CJAV  Port 
Alberni,  B.C.;  and  J.L.  Sayers, 
CFUN  Vancouver,  B.C. 


cy,  N.Y.,  as  assistant  account  manager 
on  Sylvania  tubes  and  semi-conductors. 


Lawrence  Weiland  joins  Ampex 
Professional  Products  Co.,  Redwood 
City,  Calif.,  as  staff  assistant  to  Charles 
Ginsburg,  manager  of  video  engineer- 
|i  ing.  Mr.  Weiland  formerly  was  man- 
ager of  advanced  planning  for  engi- 
neering at  NBC,  New  York. 

Gordon  Smith  appointed  district 
I sales  manager  of  tv,  radio  and  stereo 
hi-fi  for  Packard-Bell  Electronics,  Los 
Angeles,  in  northern  California  area. 

John  J.  Lucy  and  Robert  A.  Chal- 
mers, named  district  managers  for  Ray- 
theon Co.’s  Distributor  Products  Div. 
Both  formerly  were  with  General  Elec- 
tric Co.  Mr.  Lucy  will  headquarter  in 
Charlotte,  N.C.,  and  Mr.  Chalmers  in 
Atlanta,  Ga. 

Government 

Bill  Cardin  joins  Federal  Housing 
Administration  as  public  information 
director  and  special  asisstant  on  com- 
munications affairs.  He  previously  was 
news  director  of  KCMO  Kansas  City. 

Allied  Fields 

Tom  E.  Beal,  G.B.  Knutson  and 


John  P.  Hilmes,  all  formerly  with 
KBKC  Mission,  Kan.,  form  Broadcast 
Careers,  radio-tv  employment  service 
in  Kansas  City.  Mr.  Beal  formerly 
was  president  and  general  manager  of 
KBKC,  Mr.  Knutson,  vp  and  Mr. 
Hilmes,  treasurer.  Address  of  new  firm 
is  6230  Troost  Ave.,  Kansas  City,  Mo. 
Phone:  Hiland  4-2900. 

C.  William  Paul  and  Alvin  Schwartz 

named  director  of  special  projects  and 
research  director  respectively,  for  In- 
stitute for  Motivational  Research.  Mr. 
Paul  was  builder  of  homes  in  West- 
chester County,  and  inventor  and  mer- 
chandiser of  consumer  household  prod- 
ucts and  toys.  Mr.  Schwartz  has  done  tv 
and  film  research  for  Warner  Brothers, 
Transfilm  and  other  companies;  oper- 
ated his  own  research-pr  firm. 

International 

Alwin  D.L.  Zecha  named  Asian 
sales  manager  for  Screen  Gems. 

Jack  O.  Blick,  CJOB  Winnipeg, 
Man.,  and  John  F.  Hirtle,  CKBW 
Bridgewater,  N.S.,  named  directors  of 
co-operative  Bureau  of  Broadcast 
Measurements. 

Tony  Jock,  CHVC  Niagara  Falls, 
Ont.,  and  Don  Ambrose,  CFPA  Port 
Arthur,  Ont.,  to  CHEX  Peterborough, 
Ont.,  as  announcers. 


Bert  Cobb,  CKWS-TV  Kingston, 
Ont.,  to  new  CKY-TV  Winnipeg,  Man., 
as  engineer* 

Deaths 

Jason  Pate,  44, 

president  and  general 
manager  of  WASA 
Havre  de  Grace,  Md., 
died  April  2 of  a cer- 
ebral hemorrhage.  He 
was  president  of  Mary- 
land-D.C.  Broadcast- 
ers Assn,  and  Chesa- 
peake Associated  Press 
Radio-Tv  Broadcasters  Assn.  Among 
survivors  is  wife,  Mrs.  Virginia  F. 
Pate,  part  owner  of  WASA. 

Michael  Dreyfuss,  32,  veteran  tv 
director,  died  March  30  of  heart  at- 
tack in  New  York.  He  was  reportedly 
at  work  casting  new  play  for  CBS-TV’s 
U.S.  Steel  Hour  when  stricken.  Mr. 
Dreyfuss,  who  started  stage  career  in 
“Life  With  Father,”  appeared  in  many 
Broadway  plays  before  turning  to  tv  di- 
rection four  years  ago.  He  was  associ- 
ated with  Lux  Video  Theatre  and 
Omnibus  before  going  to  Steel  Hour. 

Frank  Eschen,  50,  special  events  di- 
rector of  KSD-AM-TV  St.  Louis,  died 
of  heart  attack  March  25.  He  was 
veteran  of  30  years  in  Broadcasting 
and  was  to  have  celebrated  25th  year 
with  KSD  in  May. 


Mr.  Pate 


WESTERN 

250  watt  daytimer  in  Rocky  Mountain  area.  Station 
potential  $100,000  a year.  Asking  $125,000  on  terms. 


CENTRAL 

Midwestern  daytimer  in  rich  agricultural  area.  Ex- 
tremely good  potential  for  owner-operator.  Price 
$180,000.  Lower  price  possible  with  larger  down 
payment. 


NORTHWEST 

250  watt  fulltime  in  Western  major  market.  Avail- 
able on  very  low  down  payment.  Price  $210,000 — 
with  generous  terms. 


HAMILTON-LANDIS  S.  ASSOCIATES,  Inc. 

BROKERS  • RADIO  AND  TELEVISION  STATIONS  • NEWSPAPERS 


WASHINGTON,  D.C. 
Ray  V.  Hamilton 
John  D.  Stebbins 
1737  DeSales  St.  N.W. 
Executive  3-3456 


CHICAGO 

Richard  A.  Shaheen 
1714  Tribune  Tower 
DEIaware  7-2754 


DALLAS 

DeWitt  'Judge'  Landis 
1511  Bryan  Street 
Riverside  8-1175 


SAN  FRANCISCO 
John  F.  Hardesty 
1 1 1 Sutter  Street 
EXbrook  2-5671 


NATIONWIDE  • NEGOTIATIONS  • FINANCING  • APPRAISALS 
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FOR  THE  RECORD  _ 

Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

Marti  31  through  April  6,  Includes  data  on  new  stations,  changes  in 
existing  stations,  ownership  changes,  hearing  cases,  rules  & standards 
changes  and  routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
— very  high  frequency,  uhf — ultra  high  fre- 
quency. ant. — antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watts,  me — mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  uni. 
—unlimited  hours,  kc — kilocycles.  SCA — 
subsidiary  communications  authorization. 
SSA — special  service  authorization. — STA — 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann.  Announced. 

New  Tv  Stations 

ACTIONS  BY  FCC 

State  U.  of  South  Dakota,  Vermillion, 
S.D. — Granted  cp  for  new  noncommercial 
educational  tv  station  to  operate  on  ch. 
*2;  ERP  minus  7.8  dbk  (0.167  kw)  vis.  and 
minus  10.8  dbk  (0.084  kw)  aur.;  ant.  height 
160  ft.  engineering  condition.  Ann.  Mar.  31. 

Existing  Tv  Stations 

ACTIONS  BY  FCC 

WEAR-TV  Pensacola,  Fla. — Granted  re- 
quest for  temporary  authority  to  operate 
from  site  specified  in  outstanding  cp  grant- 
ed Oct.  7,  1959,  with  ERP  of  7.94  kw  and 
temporary  ant.  and  ant.  height  1,100  ft. 
Comr.  Bartley  dissented.  Ann.  Mar.  31. 

KRLD-TV  Dallas,  Tex. — Granted  waiver 
of  Sec.  3.652(a)  to  permit  KRLD-TV  to 
identify  itself  as  Ft.  Worth  as  well  as 
Dallas.  Chairman  Ford  and  Comr.  Bartley 
dissented.  Ann.  Mar.  31. 

Tv  Translator  Stations 

ACTIONS  BY  FCC 

Libby  Video  Club,  Libby,  Mont. — Granted 
cp  for  new  tv  translator  station  on  ch.  76 
to  translate  programs  of  station  KXLY-TV 
(eh.  4)  Spokane,  Wash.  Ann.  Mar.  31. 

New  Am  Stations 

ACTIONS  BY  FCC 

Reedsport,  Ore. — Oregon  Coast  Bcstrs. 
Granted  1470  kc,  5 kw  D.  P.O.  address  Box 
N,  North  Bend,  Ore.  Estimated  construc- 
tion cost  $6,000,  first  year  operating  cost 
$30,000.  Walter  J.  Kraus,  sole  owner,  is  in 
real  estate,  gas  production,  etc.  Ann.  Mar. 
31. 

APPLICATIONS 

Muskegon  Heights,  Mich. — Muskegon 
Heights  Bcstg.l  Co.,  1520  kc,  .250  kw  D.P.O. 
address  % William  Kuiper,  WFUR,  Grand 
Rapids,  Mich.  Estimated  construction  cost 
$35,090,  first  year  operating  cost  $48,000, 
revenue  $60,000.  Principals  include  William 
Kuiper,  William  E.  Kuiper  and  Peter  J. 
Vanden  Bosch,  33!'3%  each,  owners  of 
WFUM  Grand  Rapids.  Mich.  Ann.  April  1. 

Cherryville,  N.C. — Cherryville  Bcstg.  Co., 
1590  kc,  .5  kw  D.  P.O.  address  109  E.  Syca- 
more St.,  Lincolnton,  N.C.  Estimated  con- 
struction cost  $14,205,  first  year  operating 
cost  $24,000,  revenue  $30,000.  Applicant  is 


Jack  W.  Franks,  who  is  in  small  loan  busi- 
ness. Ann.  April  1. 

Shelton,  Wash— ABT  Inc.,  1280  kc,  1 kw  D. 
P.O.  address  3206  South  Lome,  Olympia, 
Wash.  Estimated  construction  cost  $12,156, 
first  year  operating  cost  $24,000,  revenue 
$33,000.  Principals  include  Bruce  E.  Jorgen- 
son, Allen  D.  Lamb,  and  Thomas  C.  Town- 
send, 331/3%  each.  Applicants  are  all  in  in- 
surance; Mr.  Lamb  is  employe  of  KXRO 
Aberdeen,  Wash.  Ann.  Mar.  31. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

KZUN  Opportunity,  Wash. — Set  aside 
March  16  grant  of  renewal  of  license  and 
placed  application  in  file  pending  response 
to  March  14  request  for  additional  informa- 
tion concerning  overall  programming  and 
policy  with  respect  to  spot  announcements. 
Ann.  Mar.  31. 

WATR  Waterbury,  Conn. — Granted  re- 
newal of  license.  By  letter  is  being  remind- 
ed of  requirement  for  full  identification  of 
source  and/or  sponsor  as  result  of  telecast- 
ing by  WATR-TV  of  kinescope  summaries 
of  “Kohler  hearings.”  Ann.  Mar.  31. 

WTTT  Arlington,  Fla.;  WJNC  Jackson- 
ville, N.C.;  WFOY  St.  Augustine,  Fla.; 
WMMB  Melbourne,  Fla.;  WRAL  Raleigh, 
N.C. — Designated  for  consolidated  hearing 
applications  for  increased  power;  WTTT  on 
1220  kc  and  others  on  1240  kc;  made  WALD 
Walterboro,  S.C.;  WENC  Whiteville,  N.C.; 
WISP  Kinston,  N.C.;  WWPF,  Palatka,  Fla.; 
WTMA  Charleston,  S.C.;  WWNS  Statesboro, 
Ga.,  and  WINK  Fort  Myers,  Fla.,  parties 
to  proceeding.  Chairman  Ford  absent.  Ann. 
Mar.  31. 

KWRO  Coquille,  Ore — Granted  increase 
of  power  from  1 kw  to  5 kw,  continuing 
operation  on  630  kc,  D;  remote  control 
permitted.  Chairman  Ford  absent.  Ann.  Mar. 
31. 

APPLICATIONS 

KBLA  Burbank,  Calif. — Mod.  of  cp  to 
change  ant.-trans.  location  and  make 
changes  in  DA  system.  (1500  kc).  Ann. 
Mar.  31. 

WCLI  Corning,  N.Y. — Cp  to  increase  day- 
time power  from  250  w to  1 kw;  install  new 
trans.  (1450).  Ann.  April  6. 

WCHI  Chillicothe,  Ohio — Cp  to  increase 
power  from  500  w to  1 kw;  install  new 
trans.  (1350  kc).  Ann.  April  6. 

KSMO  Salem,  Mo. — Cp  to  increase  day- 
time power  from  250  w to  1 kw;  install 
new  trans.  (1340  kc).  Ann.  April  6. 

KERV  Kerrville,  Tex. — Cp  to  increase 
daytime  power  from  250  w to  1 kw  and 
install  new  trans.  (1230  kc).  Ann.  April  6. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Barberton,  Ohio  — Independent  Music 
Bcstrs.  Inc.  Granted  94.9  me,  110.9  kw.  P.O. 
address  546  E.  Florida  Ave.,  Youngstown, 
Ohio.  Estimated  construction  cost  $40,433, 
first  year  operating  cost  $28,500,  revenue 
$50,000.  Principals  include  George  B.  Hanna 


60.9%  and  others.  Mr.  Hanna  is  in  insurance  il 
business.  Ann.  Mar.  31. 

San  Juan,  P.R. — Radio  Station  WIBS  Inc.  i 
Granted  102.5  me,  3.3  w.  P.O.  address  Box  ] 
4504,  San  Juan,  P.R.  Estimated  construction  j 
cost  $7,119,  first  year  operating  cost  $55,903,  I 
revenue  $36,565.  Radio  station  WIBS  Inc.  j 
owns  WIAC  San  Juan.  Louis  Mejia  is  ma-  ! 
jority  owner.  Ann.  Mar.  31. 

APPLICATIONS 

San  Jose,  Calif. — G.  Stuart  Nixon,  106.5 
me,  17.6  kw.  P.O.  office  address  Box  174,  I 
Mission  San  Jose,  Calif.  Estimated  con-  1 1 
struction  cost  $19,400,  first  year  operating  i I 
cost  $16,500,  revenue  $18,000.  Applicant  is 
former  newspaper  publisher  and  editor,  is 
presently  in  public  relations.  Ann.  April  4. 

Denver,  Colo.  — Francisco  V.  Sanchez, 

106.9  me.  2.775  kw.  P.O.  address  2185  Broad- 
way, Denver,  Colo.  Estimated  construction 
cost  $13,016,  first  year  operating  cost  $3,600, 
revenue  $3,000.  Applicant  is  owner  of 
KFSC  Denver.  Ann.  April  4. 

St.  Petersburg,  Fla.  — Donald  Crawford, 

105.9  me,  106.25  kw.  P.O.  address  48  Wood- 
ale  Rd.,  Philadelphia,  Pa.  Estimated  con- 
struction cost  $39,328,  first  year  operating 
cost  $30,000,  revenue  $34,000.  Applicant  is 
general  manager  of  WPCA-TV  Philadel- 
phia, Pa.  Ann.  April  3. 

Marietta,  Ga. — Kenco  Bcstg.  Co.,  96.1  me, 
6.35  kw.  P.O.  address  1396  Oak  Grove 
Drive,  Decatur,  Ga.  Estimated  construction 
cost  $24,936,  first  year  operating  cost  $28,- 
140,  revenue  $45,500.  Principals  include  Don- 
ald Kennedy,  A.  Gordon  Swan,  James  B. 
Lathom,  18.458%  each,  and  others.  Messrs. 
Kennedy  and  Swan  are  employes  of  WSB- 
TV  Atlanta.  Mr.  Lathom  is  in  steel  spe- 
cialties. Ann.  April  6. 

Bethesda,  Md. — High  Fidelity  Bcstrs.  Inc., 
102.3  me,  1 kw.  P.O.  address  4425  Chestnut 
St..  Bethesda,  Md.  Estimated  construction 
cost  $3,356,  first  year  operating  cost  $11,730, 
revenue  $16,425.  Robert  Carpenter,  30%, 
William  Tynan,  27%,  and  Margaret  Tynan, 
3%.  Mr.  Carpenter  is  electronic  scientist. 
Mr.  Tynan  is  engineer.  Ann.  April  1. 

Bay  City,  Mich. — Gerity  Bcstg.  Co.,  102.5 
me,  42.5  kw.  P.O.  address  Adrian,  Mich. 
Estimated  construction  cost  $51,417,  first 
year  operating  cost  $30,000,  revenue  $30,- 
000.  Applicant  is  group  headed  by  James 
Gerity  Jr.,  licensees  of  WABJ  Adrian  and 
WNEM-TV  Bay  City,  both  Michigan.  Ann. 
April  1. 

Albuquerque,  N.M. — Darrel  K.  Burns,  92.9 
me,  3.26  kw.  P.O.  office  address  3870-B 
Arizona  St.,  Los  Alamos,  N.M.  Estimated 
construction  cost  $15,107,  first  year  operat- 
ing cost  $36,000,  revenue  $39,999.  Applicant 
is  50%  owner  of  KRSN-AM-FM  Los  Alamos, 
N.M.  Ann.  April  1. 

Albuquerque,  N.M.  — KDEF  Bcstg.  Co., 
94.1  me,  1.3  kw.  P.O.  office  address  506  2d 
St.,  N.W.,  Albuquerque,  N.M.  Estimated 
construction  cost  $11,195,  first  year  operat- 
ing cost  $25,000,  revenue  $30,060.  Principals 
are  Frank  Quinn,  58.3%,  Arthur  Ilfeld, 
24.9%,  and  Eileen  Quinn,  16.7%,  licensees 
of  KDEF  Albuquerque.  Ann.  April  5. 

Ownership  Changes 

APPLICATIONS 

WJBS  DeLand,  Fla. — Seeks  transfer  of 
control  of  WJBS  Inc.  from  Charles  B.  Britt 
and  James  S.  Ayers,  equal  partners,  to 
Dale  S.  and  Frances  L.  Phares,  sole  owners, 
for  $65,000  plus  accounts  receivable.  Mr. 
Phares  formerly  had  interests  in  WMFJ 
Daytona  Beach,  Fla.,  KTEM  Temple,  Tex., 
and  WBYS  Canton,  111.  He  is  presently  in 
advertising.  Ann.  Mar.  31. 

WSTN  St.  Augustine,  Fla. — Seeks  assign- 
ment of  license  from  Harold  William 
Critchlow  to  D&R  Bcstg.  Corp.  for  $82,000. 
Majority  stockholder  is  Leonard  Desson, 
95%,  who  is  in  retail  poultry  business.  Ann. 
April  6. 

KAFP  Petaluma,  Calif. — Seeks  assignment 
of  license  from  Best.  Assoc.  Inc.  to  Lloyd 
Burlingham  for  $115,000.  Mr.  Burlingham  is 
owner  of  KCVR-AM-FM  Lodi.  Calif.,  and 
majority  stockholder  in  KNOG  Nogales, 
Ariz.  Ann.  April  5. 

KXXX  Colby,  Kans.— Seeks  transfer  of 
control  of  Western  Plains  Bcstg.  Co.  from 
J.  Herbert  Hollister,  Harry  A.  Searle  Jr., 
Helen  Searle  Blanchard,  20%  each,  and  Don 
Searle,  40%,  to  Don  Searle,  52%,  J.  Herbert 
Hollister,  20%,  Harry  A.  Searle  Jr.,  and 
Helen  Searle  Blanchard.  14%,  for  $30,000. 
Sale  also  includes  KMMJ  Grand  Island, 
Neb.  Ann.  April  5. 

KFRM  Concordia,  Kans. — Seeks  transfer 
of  control  from  KMBC  Bcstg.  Co.  to  Cook 
Bcstg.  Co.,  merger  into  parent  company. 

No  financial  consideration  involved;  no 
change  in  stockholders.  Ann.  Mar.  30. 

WARK-AM-FM  Hagerstown,  Md.— Seeks 
assignment  of  license  from  United  Bcstg.  Co. 
of  Western  Maryland  Inc.  to  WARK  Inc. 
for  $200,000  plus  $67,500  for  agreement  not 
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PROFESSIONAL  CARDS 


JANSKY  & BAILEY  INC. 

Executive  Offices  ME.  #-5411 

1735  DeSoles  St.,  N.  W. 
Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  FEderal  3-4800 
Member  AFCCE 


Commercial  Radio  Equip.  Co. 

Everett  L Dillard,  Sen.  Mgr. 
INTERNATIONAL  BLDG.  Dl.  7-1319 
WASHINGTON,  D.  C. 

r>.  O.  BOX  7837  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 


RUSSELL  P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  D C.  REpublic  7-3984 
Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 
Associates 

George  M.  Sklom,  Robert  A.  Jones 
19  E. Quincy  St.  Hickory  7-2401 
Riverside,  III. 

(A  Chicago  suburb) 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
#200  Snowville  Road 
Breduville,  Ohio 
(a  Cleveland  Suburb) 

Tel:  JAckson  6-4386  P.  O.  Box  82 
Member  AFCCE 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 

420  Taylor  St. 

San  Francisco  2,  Colif. 


PRECISION  FREQUENCY 
MEASUREMENTS 

COMMERCIAL  RADIO 
MONITORING  CO. 

103  S.  Market  St., 
lee's  Summit,  Mo. 

Phone  Kansas  City,  BR.  1-2338 


JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 
Member  AFCCE 


A.  D.  Ring  & Associates 

30  Years'  Experience  in  Radio 
Engineering 

1710  H St.,  N.W.  Republic  7-2347 
WASHINGTON  6,  D.  C. 
Member  AFCCE 


L.  H.  Carr  & Associates 

Consulting 
Radio  & Television 
Engineers 

Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 


HAMMETT  & EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San  Francisco  28,  California 
Diamond  2-5208 


J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
P.O.  Box  9044 
Austin  17,  Texas 
Glendale  2-3073 


PETE  JOHNSON 

Consulting  ans-fm-tv  Engineers 
Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
OsaHeeton,  W.  Va.  Dickens  2-6281 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 

Phone  TRowbridge  6-2810 


—Established  1926- 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 

Laboratories,  Great  Notch,  N.  J. 
Member  AFCCE 


GAUTNEY  & JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 


KEAR  & KENNEDY 

1302  18th  St„  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
OLiver  2-8520 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 

DIRECTIONAL  ANTENNAS 
1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Stroot 
Lufkin,  Texas 

NEptune  4-4242  NEptune  4-9558 


M.  R.  KARIG  & ASSOCS. 

BROADCAST  CONSULTANTS 

Engineering  Applications 

Management  Programming 

Sales 

Glens  Falls,  N.Y. 

Glens  Falls  2-3575  Hudson  Falls  4-6780 


SPOT  YOUR  FIRM'S  NAME  HERE 
To  Be  Seen  by  85,000*  Readers 
— among  them,  the  decision-mak- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians—applicants  for  am,  fm,  tv 
and  facsimile  facilities. 

*ARB  Continuing  Readership  Study 


GEORGE  C DAVIS 

CONSULTING  ENGINEERS 
RADIO  & TELEVISION 
501-514  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Lohnes  & Culver 

Munsey  Building  District  7-8215 
Washington  4,  D.  C. 

Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
FLeetwood  7-8447 

Member  AFCCE 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 
Radio-Television 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 
Member  AFCCE 


JULES  COHEN 

Consulting  Electronic  Engineer 
617  Albee  Bldg.  Executive  3-4616 
1426  G St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 

Member  AFCCE 


NUGENT  SHARP 

Consulting  Radio  Engineer 
809-11  Warner  Building 
Washington  4,  D.C. 
District  7-4443 

Associate  Member 
Institute  of  Radio  Engineers 


JOHN  H.  BATTISON 
AND  ASSOCIATES 

Consulting  Engineers  AM-FM 
SPECIALTY  TV 

209A  LaSalle  Building 
1028  Connecticut  Ave.,  N.W. 
Washington  6,  D.  C. 
RE  7-04  58 


PAUL  DEAN  FORD 

Broadcast  Engineering  Consultant 
4341  South  8th  Street 
Terre  Haute,  Indiana 
Crawford  4496 
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to  compete.  Principals  are  Henry  Rau,  30%, 
Helen  Rau,  17.5%,  Lloyd  Smith,  15%,  and 
others.  Messrs.  Rau  and  Smith  have  inter- 
ests in  WOL-AM-FM  Washington,  D.C.; 
WDOV-AM-FM  Dover,  Del.;  and  WNAV- 
AM-FM  Annapolis,  Md.  Ann.  Mar.  31. 

WAMY  Amory,  Miss. — Seeks  transfer  of 
control  of  Southern  Electronics  Co.  from 
Robert  L.  McRaney  and  Robert  E.  Evans, 
50%  each,  to  Robert  E.  Evans  as  sole  owner. 
In  exchange  for  his  holdings  in  Southern 
Electronics  Co.,  licensee  of  WAMY  Amory 
and  WONA  Winona,  both  Mississippi,  Mr. 
McRaney  received  all  assets  of  the  corpora- 
tion excluding  assets  of  WONA.  WAMY 
will  be  solely  owned  by  Bob  McRaney 
Enterprises,  Inc.,  of  which  Mr.  McRaney  is 
only  stockholder,  Ann.  April  5. 

KMBC-AM-TV  Kansas  City,  Mo. — Seeks 
transfer  of  control  from  KMBC  Bcstg.  Co. 
to  Cook  Bcstg.  Co.  merger  into  parent 
company.  No  financial  consideration  in- 
volved; no  change  in  stockholders.  Ann. 
Mar.  30. 

KFBB-AM-TV  Great  Falls,  Mont.— Seeks 
assignment  of  license  from  Wilkins  Best, 
to  KFBB  Bcstg.  Corp.,  merger  into  parent 
corporation.  No  financial  consideration  in- 
volved in  assignment.  FCC  approved  trans- 
fer of  control  to  KFBB  Mar.  7.  Ann. 
Mar.  30. 

KMMJ  Grand  Island,  Neb. — Seeks  trans- 
fer of  control  of  Town  & Farm  Co.  from  J. 
Herbert  Hollister,  Harry  A.  Searle  Jr., 
Helen  Searle  Blanchard,  20%  each,  and 
Don  Searle,  40%,  to  Don  Searle,  52%,  J. 
Herbert  Hollister,  20%,  Harry  A.  Searle 
Jr.  and  Helen  Searle  Blanchard,  14%  each, 
for  $30,000.  Sale  also  includes  KXXX  Colby, 
Kans.  Ann.  April  5. 

WBNX  New  York,  N.Y. — Seeks  assign- 
ment of  license  from  WBNX  Bcstg.  Co.  to 
United  Bcstg.  Co.  for  $680,000  plus  $60,000 
payable  to  William  I.  Moore,  vice  presi- 
dent of  WBNX,  not  to  compete  for  three 
years  or  within  50  miles  of  station.  Pur- 
chaser is  Richard  Eaton  who  has  interest 
in  WOOK  and  WFAN  (FM),  both  Washing- 
ton, D.C.;  WSID-AM-FM  Baltimore, 
WARK-AM-FM  Hagerstown,  WINX  Rock- 
ville, all  Maryland;  WJMO  and  WCUY 
(FM).  both  Cleveland  Heights,  Ohio; 
WANT  Richmond,  WYOU  Newport  News, 
both  Virginia;  and  WMUR-TV  Manchester, 
N.H.  Ann.  Mar.  31. 

KLIQ  Portland,  Oreg. — Seeks  assignment 
of  license  from  KLIQ  Bcstrs  (partnership) 
to  KLIQ  Bcstrs.  (corporation).  No  financial 
consideration  involved.  No  change  in  stock- 
holders. Ann.  April  1. 


WOPI-AM-FM  Bristol,  Term. — Seeks  as- 
signment of  license  from  Radiophone  Bcstg. 
to  Pioneer  Bcstg.  Corp.  Radiophone  is 
wholly-owned  subsidiary  of  Pioneer.  No 
financial  consideration  involved.  Ann.  Mar. 
31. 

Hearing  Cases 

FINAL  DECISIONS 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  WJMJ 
Bcstg.  Corp.  to  reopen  record  on  its  appli- 
cation and  that  of  Young  People’s  Church 
of  the  Air  Inc.,  for  new  class  B fm  sta- 
tions in  Philadelphia,  Pa.  Comr.  Craven  dis- 
sented. (May  27,  1959  initial  Decision  looked 
toward  granting  Young  People’s  application 
and  denying  WJMJ.)  Ann.  Mar.  30. 

a By  decision,  commission  granted  appli- 
cation of  Westminster  Bcstg.  Co.  to  in- 
crease power  of  station  WCME  Brunswick, 
Me.,  from  500  w to  1 kw,  continuing  opera- 
tion on  900  kc,  D.  Chairman  Ford  dis- 
sented; Comr.  Hyde  not  participating. 
Feb..  4,  1959  initial  decision  looked  toward 
this  action.  Ann.  Mar.  30. 

■ By  order,  commission  made  effective 
immediately  Feb.  10  initial  decision  as 
modified  by  commission  and  granted  appli- 
cation of  Hess-Hawkins  Co.  to  increase 
daytime  power  of  station  WAMV  East  St. 
Louis,  111.,  from  250  w to  500  w,  continuing 
operation  on  1490  kc,  250  w-N.  Ann.  Mar.  30. 

■ By  decision,  commission  denied  appli- 
cation of  Cy  Blumenthal,  tr/as  Denbigh 
Bcstg.  Co.  for  new  am  station  to  operate 
on  1570  kc,  250  w.  D,  in  Denbigh,  Va. 
Comm.  Craven  not  participating.  March 
26,  1959  initial  decision  looked  toward  this 
action.  Ann.  Mar.  30. 

■ By  report  and  order,  commission  final- 
ized rulemaking  and  amended  tv  table 
of  assignments  by  “dropping  in”  ch.  *13 
for  noncommercial  educational  use  in  Far- 
go, N.D.,  and  deleting  reservation  now  on 
ch.  34  in  that  city.  At  same  time,  it  modi- 
fied license  of  KXMC-TV  Minot,  N.D.,  to 
specify  operation  on  ch.  13  minus  instead 
of  ch.  13  plus,  subject  to  submission  of 
technical  data  by  KXMC-TV.  Ann.  Mar.  31. 

■ By  report  and  order,  commission  denied 
petition  by  Texas  State  Network  Inc. 
(KFJZ-TV  ch.  11)  Fort  Worth,  Tex.,  and 
terminated  rulemaking  proceeding  on  its 
proposal  to  switch  educational  ch.  *2  from 
Denton  to  Fort  Worth,  for  commercial  use 
there,  and  commercial  ch.  11  from  Fort 
Worth  to  Denton  for  educational  use. 


Comm.  Hyde  dissented.  Ann.  Mar.  31. 

■ By  report  and  order,  commission  term- 
inated its  proceeding  in  Docket  9807.  It 
concerned  proposed  rulemaking,  instituted 
Oct.  6,  1950,  which  looked  toward  tempor- 
ary limit  on  number  of  hours  of  programs 
which  tv  station  would  be  permitted  to 
accept  from  any  one  network.  It  was  in- 
tended to  meet  certain  problems  posed  by 
then  existing  “freeze”  on  tv  operations  and 
is  no  longer  necessary.  Ann.  Mar.  31. 

■ By  memorandum  opinion  and  order, 
commission  denied  May  23,  1955  petition  by 
Gerico  Investment  Co.  for  institution  of 
rulemaking  proceeding  to  prohibit  tv  sta- 
tion from  broadcasting  programs  of  more 
than  one  network  if  another  tv  station  in 
same  area  is  ready  and  willing  to  affiliate 
with  and  broadcast  programs  of  second  net- 
work. Commission  held  that  petitioner 
failed  to  indicate  that  proposal  was  either 
necessary  or  appropriate;  also  that  pro- 
posal is  inconsistent  with  Section  3.658  of 
rules  designed  to  protect  freedom  of  sta- 
tions affiliated  with  one  network  to  broad- 
cast programs  of  competing  networks.  Ann. 
Mar.  31. 

■ By  memorandum  opinion  and  order, 
commission  (1)  dismissed  protest  by  KTAG 
Assoc.,  permittee  of  KTAG-TV  (ch.  25) 
Lake  Charles,  La.,  to  February  3 grant  of 
cp  to  Texas  Goldcoast  Tv  Inc.,  licensee 
of  KPAC-TV  (ch.  4)  Port  Arthur,  Tex.,  to 
move  trans.  from  16  miles  north  of  Port 
Arthur  to  27  miles  northeast  of  Port  Arthur 
and  32  miles  northwest  of  Lake  Charles, 
increase  ant.  height  from  700  to  990  feet 
and  make  other  equipment  changes;  and 
(2)  denied  KTAG-TV  petition  for  recon- 
sideration. Comr.  Lee  concurred  with 
statement.  Ann.  April  4. 

■ By  memorandum  opinion  and  order,  de- 
nied petition  by  James  H.  Ranger,  William 
R.  Sinclair  and  Ed  J.  Zuchelli,  d/b  as  Radio 
Cabrillo,  for  reconsideration  of  commission 
action  of  Dec.  22,  1959  dismissing  applica- 
tion for  new  am  station  to  operate  on  1480 
kc,  500  w,  D,  in  Atascadero,  Calif.  Chair- 
man Ford  absent.  Ann.  Mar.  31. 

INITIAL  DECISIONS 

■ Hearing  Examiner  H.  Gifford  Irion  is- 
sued an  initial  decision  looking  toward 
granting  applications  of  (1)  Garden  City 
Bcstg.  Co.,  Inc.,  to  increase  power  of  sta- 
tion WAUG  Augusta,  Ga.,  from  1 kw  to  5 
kw,  continuing  operation  on  1050  kc,  D, 
conditioned  that  application  be  retained  in 
hearing  status  and  held  in  pending  file 
without  final  action  pursuant  to  commis- 
sion’s public  notice  of  June  18,  1957,  pend- 
ing ratification  and  entry  into  force  of 
agreement  between  the  United  States  and 
Mexico  with  respect  to  operation  on  Mexi- 
can clear  channels  with  5 kw  power  during 
daytime  hours,  and  (2)  Macon  County 
Bcstg.  Co.  for  new  station  on  1050  kc,  250 
w,  D,  in  Montezuma,  Ga.  Ann.  April  1. 

OTHER  ACTIONS 

■ Granted  applications  of  Maine  Radio 
and  Tv  Co.  for  renewal  of  license  of  sta- 
tion WCSH-TV  (ch.  6)  Portland,  Me.,  sub- 
ject to  outcome  of  proceeding  which  looks 
toward  reassigning  ch.  6 from  Bedford, 
Mass.,  to  Providence,  R.I.,  which  might  in- 
volve short  separation  with  co-channel  sta- 
tion WCSH-TV.  Ann.  Mar.  31. 

■ Granted  application  by  Liberty  Bcstg. 
Co.  for  license  of  KLBG  (1050  kc,  250  w, 
D,  DA)  Liberty,  Tex.,  with  waiver  of  Sec. 
3.188(b)  of  rules  with  respect  to  minimum 
signal  strength  provided  over  Liberty  busi- 
ness area.  Ann.  Mar.  31. 

B Commisson  granted  applications  by 
WDOD-FM  Chattanooga,  Tenn.  and  WJMC- 
FM  Rice  Lake,  Wis.  to  engage  in  functional 
music  operation  on  a multiplex  basis.  Ann. 
Mar.  31. 

■ Commission  extended  for  90  days,  from 
March  31,  1960,  period  of  grace  for  existing 
repeaters  (boosters)  which  operate  on  vhf 
channels.  Comr.  Bartley  dissented.  Cur- 
rent rulemaking  proceeding  proposes  to 
permit  operation  of  low  power  translators 
in  vhf  bands.  Ann.  Mar.  31. 

■ By  order,  commission  on  petition  by 
Assoc,  of  Federal  Communications  Consult- 
ing Engineers,  extended  time  for  filing 
comments  and  replies  to  June  20  and  July 
5,  respectively,  in  rulemaking  proceeding 
on  interim  policy  on  vhf  tv  channel  assign- 
ments and  amendment  of  Part  3 concern- 
ing tv  engineering  standards.  Ann.  April  1. 

a By  order,  commission  granted  in  part 
petition  by  Maine  Radio  and  Tv  Co. 
(WESH-TV,  ch.  6)  Portland,  Me.,  and  ex- 
tended time  for  filing  comments  and  replies 
to  June  20  and  July  5,  respectively,  in  rule- 
making  proceeding  affecting  tv  table  of  as- 
signments in  Providence,  R.I.,  and  New 
Bedford,  Mass.  Ann.  April  1. 

■ By  order,  commission  extended  time 
for  filing  comments  and  replies  to  June  20 
and  July  5,  respectively,  in  rulemaking 
proceeding  affecting  tv  table  of  assignments 
in  Grand  Rapids,  Cadillac,  Traverse  City 
and  Alpena,  all  Michigan.  Ann.  April  1. 

BROADCASTING,  April  11,  1960 


4* 


Hi 


AMCI... 


• Omnidirectional  TV 

Transmitting  Antennas 

• Directional  TV 

Transmitting  Antennas 

• Tower-mounted  TV 

Transmitting  Antennas 

• Standby  TV 

Transmitting  Antennas 

• Diplexers 

• Coaxial  Switches 

. . . have  been  proven 
in  service. 

Write  for  information 
and  catalog. 


ALFORD 

Manufacturing  Company 


mm 


299  ATLANTIC  AVE.,  BOSTON,  MASS. 


16  (FOR  THE  RECORD) 


Commercial 

Non-commercial 


SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING  through  April  6 

ON  AIR  CP  TOTAL  APPLICATIONS 

Lie.  Gps.  Not  on  air  For  new  stations 

3,405  62  76  829 

645  68  174  112 

472  54  104  120 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  April  6 

VHF  UHF  TV 

448  77  525 

33  11  44 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  February  29,  1960 


AM 

FM 

TV 

Licensed  (all  on  air) 

3,404 

645 

47  21 

CPs  on  air  (new  stations) 

58 

51 

552 

CPs  not  on  air  (new  stations) 

79 

152 

97 

Total  authorized  stations 

3,541 

848 

672 

Applications  for  new  stations  (not  In  hearing) 

583 

78 

58 

Applications  for  new  stations  (in  hearing) 

231 

34 

65 

Total  applications  for  new  stations 

814 

112 

123 

Applications  for  major  changes  (not  In  hearing) 

683 

35 

35 

Applications  for  major  changes  (in  hearing) 

188 

10 

20 

Total  applications  for  major  changes 

871 

45 

55 

Licenses  deleted 

0 

1 

0 

CPs  deleted 

0 

0 

0 

1 There  are,  in  addition,  ten  tv  stations  which  are  no 
licenses. 

longer  on 

the  air,  but 

retain  their 

* There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air 
longer  in  operation  and  one  which  has  not  started  operation. 

at  one  time 

but  are  no 

■ By  memorandum  opinion  and  order, 
commission,  on  its  own  motion,  modified  its 
March  25  decision  (which,  by  Comr.  Ford 
(chairman),  Hyde  and  Bartley,  with  Comrs. 
Craven  and  Cross  dissenting,  granted  ap- 
plication of  Times  and  News  Publishing 
Co.  to  change  facilities  of  station  WGET 
Gettysburg,  Pa.,  from  1450  kc,  250  w,  Unl„ 
to  1320  kc,  500  w-N,  1 kw-LS,  DA-2,  and 
denied  applications  of  Monocacy  Bcstg.  Co. 
for  new  station  to  operate  on  1320  kc,  1 kw, 
DA-2,  Uni.,  in  Gettysburg,  and  Price  Bcstg. 
Inc.,  for  new  station  on  1320  kc,  1 kw  D,  in 
Frederick,  Md.)  to  make  clear  that  Comrs. 
Craven  and  Cross  would  grant  the  applica- 
tion of  Price  Bcstrs  Inc.,  and  deny  other 
two;  affirmed  March  25  decision  in  all  other 
respects.  Ann.  April  1. 

Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Commissioner  John  S.  Cross 

■ Granted  petition  by  Tribune  Pub.  Co. 
to  reopen  record  in  Portland,  Ore.,  tv  ch.  2 
proceeding,  and  accepted  amendment  to  its 
application  reflecting  death  of  Frank  S. 
Baker,  president,  majority  stockholder  and 
director,  disposition  of  stock  he  owned  in 
Tribune,  etc.,  and  closed  record.  Action 
Mar.  29. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

■ Granted  petition  by  Heart  of  Texas 
Bcstrs.  for  dismissal  without  prejudice  of 
its  application  for  am  facilities  in  Waco, 
Tex.;  and  retained  in  hearing  status  re- 
maining applications  involved  in  consoli- 
dation. Action  Mar.  28. 

a Scheduled  hearing  for  May  31  on  ap- 
plications of  Lake  Huron  Bcstg.  Corp.  and 
Gerity  Broadcasting  Co.,  for  new  tv  sta- 
tions to  operate  on  ch.  9 in  Alpena,  Mich. 
Action  Mar.  30. 

a Granted  petition  by  Orange  County 
Bcstrs.  for  dismissal  without  prejudice  of 
its  application  for  new  am  station  in  ana- 
heim,  Calif.  Action  April  1. 

a Scheduled  oral  argument  for  9:30  a.m., 
April  6,  on  petition  by  Florence  Bcstg.  Co., 
to  dismiss  without  prejudice  its  application 
for  new  am  station  in  Brownsville,  Tenn., 
in  consolidated  am  proceeding  and  opposi- 
tion thereto  by  Broadcast  Bureau.  Action 
April  4. 

a Granted  petition  by  Radio  Toms  River 
for  dismissal  without  prejudice  of  its  ap- 
plication for  new  am  station  in  Toms  River, 
N.J.  which  was  in  consolidated  proceeding 
on  am  applications  of  Fredericksburg 
Bcstg.  Corp.  (WFVA)  Fredericksburg,  Va., 
et  al.  Action  April  4. 

■ Scheduled  oral  argument  for  9:15  a.m., 
April  8,  on  petition  by  KOWBoy  Bcstg.  Co. 
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(KOWB)  Laramie,  Wyo.,  for  leave  to  in- 
tervene in  proceeding  on  am  applications 
of  Laramie  Bcstrs.,  Laramie,  et  al.  Action 
April  5. 

■ Upon  consideration  of  notice  received 
on  March  30  from  Frank  A.  Taylor  of  in- 
tention to  withdraw  his  application  for  am 
facilities  in  Haines  City,  Fla.,  dismissed  ap- 
plication with  prejudice,  and  retained  in 
hearing  status  remaining  am  applications 
involved  in  consolidation — Zephyr  Bcstg. 
Corp.,  Zephyrhills,  and  Myron  A.  Reck 
( WTRR),  Sanford,  both  Florida.  Action 
April  5. 

By  Hearing  Examiner  J.  D.  Bond 

■ Pursuant  to  agreements  reached  by  all 
parties  at  March  29  hearing,  continued  to 
date  to  be  fixed  by  subsequent  order 
further  hearings  in  proceeding  on  applica- 
tion of  Bill  S.  Lahm  for  new  am  station  in 
Wisconsin  Rapids,  Wis.  Action  Mar.  29. 

■ Granted  joint  petition  by  WACO  Radio 
Co.  and  Radio  Bcstrs.  Inc.,  Waco,  Tex.,  and 
continued  dates  for  certain  procedural 
steps  in  proceeding  on  their  am  applica- 
tions et  al — commencement  of  hearing  upon 
engineering  and  nonengineering  matters 
from  April  4 (engineering)  and  May  10 
(nonengineering)  to  May  17.  Action  April  1. 

■ Denied  petition  by  High  Fidelity  Sta- 
tions Inc.  (KPAP)  Redding,  Calif.,  for  con- 
tinuance of  April  6 hearing  on  its  am  ap- 
plication. Action  April  4. 

■ Granted  petition  by  Tv  Corp.  of  Mich- 
igan Inc.,  and  extended  from  April  6 to 
April  11  time  to  file  proposed  findings  of 
fact  and  conclusions  of  law,  and  from  April 
20  to  April  25  to  file  reply  pleadings  in  pro- 
ceeding on  application  of  WOOD  Bcstg.  Inc. 
(WOOD-TV)  Grand  Rapids,  Mich.  Action 
April  5. 

By  Hearing  Examiner  Thomas  H.  Donahue 

H Granted  petition  by  Inter-Cities  Bcstg. 
Co.  for  continuance  of  certain  procedural 
steps  in  proceeding  on  its  application  for 
am  facilities  in  Livonia,  Mich.;  continued 
hearing  from  April  18  to  June  1.  Action 
April  4. 

By  Hearing  Examiner  Charles  J.  Frederick 

■ Granted  petition  by  Broadcast  Bureau 
for  an  extension  of  time  to  April  15  to  file 
its  proposed  findings  and  conclusions  in 
proceeding  on  application  of  WHAS  Inc. 
(WHAS-TV  ch.  11)  Louisville,  Ky.;  dis- 
missed as  moot  March  1 petition  for  ex- 
tension of  time.  Action  Mar.  29. 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  to  and  including  March  31 
time  to  file  responsive  pleadings  to  peti- 

Continued  on  page  122 
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Equipping  a 
Radio  Station? 


Miniature 

Microphone 

only  $8250 


This  RCA  Miniature  Dy- 
namic Microphone  is  as 
inconspicuous  as  modern 
microphone  design  can  make 
it ! Just  2%"  long,  it  weighs 
but  2.3  ounces.  And,  in 
spite  of  its  compactness, 
the  BK-6B  is  a durable, 
high-quality  microphone. 
Try  it  for  remotes!  You’ll 
find  it  excellent  for  inter- 
views, panel  shows  and 
sports.  It’s  a great  value 
at  $82.50! 

Order  your  BK-6B  now!  Write 
to  RCA,  Dept.  FB-22,  Building 
15-1,  Camden,  N.  J.  Whatever 
yourhroadcast  equipment  needs, 
see  RCA  FIRST! 


RADIO  CORPORATION 
of  AMERICA 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

• SITUATIONS  WANTED  20$  per  word — $2.00  minimum  • HELP  WANTED  25$  per  word — $2.00  minimum. 

• DISPLAY  ads  £20.00  per  inch— STATIONS  FOR  SALE  advertising  require  display  space. 

• All  other  classifications  30$  per  word — $4.00  minimum. 

• No  charge  for  blind  box  number-  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
etc.,  sent  to  box  numbers  are  sent  at  owner’s  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 

Help  Wanted — (Cont’d) 

Help  Wanted — (Cont’d) 

Help  Wanted — Management 

Sales 

Announcers 

Wanted.  Man  who  wants  to  sell  not  spend  to 
manage  a full  time  midwest  regional  in 
single  station  market  over  12,000.  Terrific 
opportunity.  Compensation  excellent.  Grow- 
ing city,  wholesome  community  life,  new 
schools— ideal  for  family  man.  Other  busi- 
ness activities  force  owner  to  give  up  active 
management.  Box  876S,  BROADCASTING. 


Medium  market  mid-western  daytimer 
needs  experienced  general  manager.  Send 
full  details  and  references.  Box  898S, 
BROADCASTING. 


Assistant  manager  for  eastern  station.  Need 
experienced  airman  willing  to  work  hard 
to  show  capability  for  eventual  manage- 
ment. Sales  experience  preferred  but  not 
essential.  Must  have  car,  good  employment 
and  personal  record.  Must  be  married,  must 
be  willing  to  visit  station  for  personal  in- 
terview eventually.  Good  salary  plus  bonus 
arrangement.  Excellent  opportunity  for  an 
announcer-salesman  who  wants  to  move  up. 
Send  tape,  resume  and  photo.  Box  919S, 
BROADCASTING. 


Wanted:  Young,  aggressive  man.  Permanent 
job  in  Montana’s  top  organization.  Sales 
manager/manager  calibre.  Earn  $7800-$12,- 
000.  Proven  credit  ref.  Age  22-35.  Need 
typing,  creative  ability.  Must  be  aggressive, 
long-hour  man  with  soft-sell  approach. 
40,000  pop.  college  town.  Ski,  fish,  hunt, 
Summary,  picture,  present  earning  to  Bob 
Churney,  KGVO,  Box  1405,  Missoula,  Mont. 


Wanted,  experienced  commercial  manager 
for  Station  WBBT,  Lyons,  Ga. 


New  York  market  station  WNJR-Newark 
seeking  a man  who  is  now  a medium  mar- 
ket manager  or  a major  market  operations 
manager.  Ability  to  supervise  all  depts.  im- 
ortant.  Send  resume  and  photo  to  Tim 
row,  Rollins  Broadcasting,  P.O.  Box  1389, 
Wilmington,  Del. 


Sales 


$100-8150  weekly  guarantee  plus  commis- 
sion and  bonus  plan  for  aggressive  self- 
starter salesman.  Top  station  Washington, 
D.C.  market.  Box  867P,  BROADCASTING. 


You  do  very  well  financially  in  radio  sales 
and  have  been  selling  fulltime  for  at  least 
3 years.  You  want  to  move  to  Florida  and 
really  live  12  months  out  of  the  year.  This 
is  your  chance.  Your  potential  in  this  south 
Florida  coastal  metropolitan  market  is  ex- 
cellent with  opportunity  to  advance  to  sales 
manager  or  general  manager  of  one  of  the 
3 stations  in  the  chain.  Give  references  and 
tell  all  in  the  first  letter.  Box  283S,  BROAD- 
CASTING. 


Are  you  ready  to  step  up  in  sales  work.  Here 
is  an  opportunity.  Texas.  Box  880S,  BROAD- 
CASTING. 


Salesman  wanted  Florida  east  coast  top  in- 
dependent. Send  details  Box  940S,  BROAD- 
CASTING. 


Local  sales  manager  for  midwest  (north, 
south  central)  10,000  watt  radio  station. 
Prefer  man  with  assistant  sales  direction 
experience  in  this  region.  He  will  direct 
sales  activities  of  three  men.  Must  be  strong 
in  creative  selling.  Station  is  programmed 
on  service,  news  and  middle  music.  Give 
full  details  and  current  earning  status.  Box 
948S,  BROADCASTING. 


Commercial  manager.  Require  experienced, 
successful  salesman  for  N.W.  college  town 
near  and  covering  Portland-Vancouver  mar- 
ket. Guarantee.  Exceptionally  hi  commis- 
sion. Immediate  opening.  Box  985S,  BROAD- 
CASTING. 


Wanted,  aggressive  man  for  radio  time  sales. 
Southwestern  Minnesota  market.  Some  ex- 
perience preferred.  Box  991S,  BROADCAST- 
ING. 


Wanted:  Salesman-sports  announcer.  Main 
job  sales,  but  must  call  football  and  basket- 
ball, base  plus  commission,  good  potential 
for  man  who  likes  to  sell.  Send  tape,  photo 
and  resume  to  KOLT,  Scottsbluff,  Nebraska. 


Announcers 


Modern  number  one  format  station  in  one 
of  ten  largest  markets  auditioning  fast- 
paced,  live-wire  announcers.  Key  station 
leading  chain  offers  big  pay,  big  opportu- 
nity. Send  tape  to  Box  864P,  BROADCAST- 
ING. 


South  Florida.  Metro  market.  Need  fast 
paced,  lively  swinging  dj.  Rush  tape,  re- 
sume. Box  284S,  BROADCASTING. 


Radio  is  better  than  ever  and  we’re  a good 
radio  station.  We’re  looking  for  a mature, 
experienced  radio  announcer  who  wants  to 
grow  with  a solid,  stable  organization.  All 
the  benefits  of  course,  but  mostly  good  ra- 
dio. If  you’re  interested  in  immediate  staff 
opening,  if  you’re  mature  and  experienced, 
and  if  you’re  not  a disc  jockey,  send  tape, 
resume  and  salary  expected  to  Box  851S, 
BROADCASTING. 


Opportunity  ahead  for  all-around  radio 
man;  sharp  dj  who  wants  extra  earnings 
for  selling  or  production.  Advancement 
possible  in  growing  rocky  mountain  organi- 
zation. Fringe  benefits  include  profit  shar- 
ing. Box  861S,  BROADCASTING. 


Opportunity  for  married  staff  announcer. 
Send  resume.  Texas.  Network  station.  Box 
879S,  BROADCASTING. 


Announcer  with  first  phone  ticket.  No  en- 
gineering experience  necessary,  no  main- 
tenance required,  just  ticket  and  good  air 
work.  Need  experienced  announcer  with 
good  employment  and  personal  history.  Ex- 
cellent chance  for  advancement  to  manage- 
ment position  in  this  chain.  Send  tape, 
resume,  photo.  Box  920S,  BROADCASTING. 


FM  announcer  wanted  for  quality  music 
station  New  England  outlet  for  QXR 
Network.  Salary  $70-75  weekly  with  good 
possibility  of  additional  fees  for  extra  work 
on  our  tv  station.  Send  tape,  resume,  photo. 
Box  942S,  BROADCASTING. 


We  want  a topflight  announcer,  mature 
mind,  company  man,  congenial.  Good  pro- 
duction, tight  shows.  Join  Florida’s  top 
metro.  Mkt.  team,  send  tape  and  personal 
presentation,  then  must  have  personal  audi- 
tion. No  tapes  can  be  returned.  Address  to 
Box  943S,  BROADCASTING. 


Top  morning  man  for  #1  audience  rated  5 
kw  independent.  Major  New  England  mar- 
ket. Excellent  salary.  Merit  raises.  Resume/ 
tape.  Box  986S,  BROADCASTING. 


Permanent  position  for  experienced  an- 
nouncer. Prefer  first  class  ticket  but  will 
consider  top  man  without.  Same  position 
involves  radio  announcing  shifts  plus  op- 
portunity for  television  commercials.  Send 
full  details  including  audition  and  photos 
KGHF-KKTV,  Pueblo,  Colo. 


Announcer  needed  by  regional  station.  Pre- 
fer man  interested  in  selling  time.  KTOE, 
Mankato,  Minn. 


Combo-announcer  with  first  ticket.  No 
maintenance  necessary.  Adult  format  with 
emphasis  on  news.  Send  resume,  tape  and 
pix  to  G.  C.  Packard,  KTRC,  Box  1715, 
Santa,  Fe,  N.M. 


New  Dallas  station  has  immediate  opening 
for  an  experienced  announcer  and  a news 
man.  Good  basic  radio  voice  imperative. 
Bright,  swinging  young-adult  music,  no  top 
40.  Send  tape,  resume,  and  photo  to  KVIL, 
4152  Mockingbird  Lane,  Dallas,  Texas. 


Wanted:  April  8.  Announcer-operator.  Abil- 
ity to  build  strong  personality  middle-of- 
the-road  record  show.  Am-fm  schedule. 
Positive  commercial  delivery.  Contact  Pro- 
gram Director;  KWPC,  Muscatine,  Iowa. 


Wanted:  Announcer  with  first  class  ticket, 
maintenance  not  necessary.  WAMD,  Aber- 
deen, Md. 


Wanted:  Experienced  announcer /engineer 

desiring  to  relocate  in  Small,  friendly  Illi- 
nois community.  Must  enter  into  civic  af- 
fairs and  become  part  of  close-knit  station 
operation  and  community.  Will  be  station’s 
only  engineer  and  will  pull  regular  an- 
nouncing schedule.  State  salary  require- 
ment, but  keep  in  line  with  experience. 
Send  tape,  photo  and  resume  to  George 
Walker,  Manager,  WCRA,  Effingham,  Illi- 
nois. 


WEEL,  Fairfax,  Virginia  expanding  staff. 
Newest  fulltime,  24  hour  a day  station  in 
metropolitan  Washington,  D.C.,  area  has 
immediate  need  for  good  men  with  solid  ex- 
erience  and  background,  one  man  with 
rst  phone.  Interesting  operation,  formula 
but  not  format  station.  Pleasant  working 
conditions,  opportunity  to  grow  with  fast 
developing  station.  If  you’re  young,  bright, 
not  afraid  to  work  hard,  have  initiative 
and  ideas,  this  may  be  the  station  you’ve 
been  looking  for.  Must  have  experience. 
Send  complete  details  including  salary  re- 
quirements, first  letter  including  tape.  Tape 
will  not  be  returned  unless  specifically  re- 
quested. 


Experienced,  mature  disc  jockey  with  good 
sense  of  showmanship  and  tight  production. 
Long  established  adult  appeal  station  in  live 
market.  Salary  minimum  after  first  year 
$6,240.00.  Send  tape,  photo  and  details  to 
WFDF,  Flint,  Michigan. 


Announcer-Copywriter.  Resume,  tape,  sam- 
ple copy  to  WKLZ,  Kalamazoo,  Michigan. 


Opportunity  for  young  sales  minded  man 
who  can  also  work  board  part-time.  Illi- 
nois kilowatt  daytimer.  Send  all  informa- 
tion including  tape  and  salary  expected 
to  Manager,  WMOK,  Metropolis,  Illinois. 
Top  station  in  central  Wisconsin  looking 
for  morning  or  night  man.  First  phone  not 
required  blit  helpful.  Send  tape,  resume, 
photo,  etc.  to  WRIG,  Wausau,  Wisconsin. 
Announcer — for  dj-staff.  Experienced.  Re- 
laxed good  music  format.  Work  days.  Bene- 
fits. Tape,  photo  and  resume  to  Ed  Huot, 

WTRC,  Elkhart,  Indiana,  NBC. 

WWOL,  Buffalo,  New  York,  under  new 
ownership,  needs  staff  announcer.  ABC  af- 
filiate with  middle-of-the  road  continental 
music  format.  Must  be  sufficiently  versatile 
to  handle  some  news  assignments.  Write  or 
call  Arnold  C.  Johnson,  MOhawk  1200. 
Announcers.  Many  immediate  job  openings 
for  good  announcers  throughout  the  S.E. 
Free  registration.  Confidential,  Professional 
Placement,  458  Peachtree  Arcade,  Atlanta, 
Ga.  


Technical 


Experienced  engineer — East  coast  (south- 
east) station.  5 kw  daytimer  remote  control. 
15  to  20  hours  announcing;  will  train.  Good 

salary.  Box  686S.  BROADCASTING. 

Chief  engineer  with  announcing  ability  for 
a Wisconsin  radio  station.  Excellent  oppor- 
tunities. Send  tape  and  resume.  Box  877S, 
BROADCASTING. 
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Help  Wanted — (Cont’d) 

Situations  Wanted — (Cont’d) 

Situations  Wanted — (Cont’d) 

Technical 

Sales 

Announcers 

1st  class  ticket  and  1st  class  voice,  gets  1st 
class  salary  at  one  of  Florida’s  finest  inde- 
pendents, modern  radio — 3 years  #1.  Send 
tape  and  resume  Box  944S,  BROADCAST- 
ING. No  tapes  can  be  returned. 

Immediate  opening  for  aggressive  transmit- 
ter engineer,  WAMS,  Wilmington,  Del. 
Chance  to  join  radio-tv  chain.  Send  snap 
and  resume  to  Tim  Crow,  Rollins  Broad- 
casting, P.O.  Box  1389,  Wilmington,  Del. 

Need  chief  engineer  with  mike  experience 
by  May  first  for  WHLF,  South  Boston,  Vir- 
ginia. Salary  good  for  the  right  man.  Call 
2-9988  or  write  John  L.  Cole,  Jr.,  WHLF. 

Production-Programming,  Others 

Jersey  station  seeks  newsman  to  gather 
and  write  local,  requires  voice  and  board 
operation.  Send  tape,  photo,  resume,  to 
Box  928S,  BROADCASTING. 

Top  sales  and  production  personnel.  KASE, 
Austin,  Texas. 

Expanding  midwest  station  needs  fast, 
capable  copywriter  for  spot  commercials. 
Excellent  working  conditions.  Above  aver- 
age fringe  benefits.  Send  resume  and  sam- 
ples to  Larry  Robinson,  Continuity  Direc- 
tor, KGLO-AM,  FM,  TV,  Mason  City,  Iowa. 

Female.  Experienced  copy  chief,  fulltime, 
permanent  references,  continuity  samples 
and  recent  photo  in  first  letter.  Michael 
Dillon.  Pgm.  Dir.,  KOB  Radio,  P.O.  Box 
1351,  Albuquerque,  New  Mexico. 

Need  a local  news  man  for  small,  news- 
minded  station.  One-man  department,  sal- 
ary commensurate  with  experience.  Con- 
tact Manager  or  Program  Director  WDLC 
Port  Jervis,  N.Y. 

Floorman-A.D.  Wanted,  experienced  man 
•with  some  directing  ability.  Good  opportu- 
nity for  advancement.  Write  Jim  Lynagh, 
WTOL-TV,  Toledo,  Ohio. 

Need  immediately,  traffic-continuity  girl. 
Call  or  wire  availability  and  background 
to  Jerry  Granger,  WWCA,  Gary,  Indiana. 


Regional  network  or  multiple  station  owner. 
According  to  SRA,  62%  of  all  national  sales 
are  made  in  the  New  York  market.  By 
establishing  your  own  office  there  you  can 
achieve  exclusive  representation  and  make 
sure  you  get  your  share  at  minimum  cost. 
This  ad  placed  by  individual  with  over  14 
years  experience  selling  to  New  York  agen- 
cies. Background  includes  management,  pro- 
motion, sales,  public  relations.  Box  515S, 
BROADCASTING. 

Radio  sales/management:  99  and  44/100% 
salesmanship  can  be  yours  for  the  opening 
of  the  right  door.  Yes.  I have  management 
experience,  but  I prefer  not  to  be  chained 
to  a desk — let  me  get  out  where  I can  bring 
home  the  bacon.  Strong  background  in 
radio — local  national  sales  and  rep  experi- 
ence. Presently  employed,  but  want  a 
brighter  future.  Let’s  get  together.  You 
supply  the  incentive,  I’ll  supply  the  sales. 
Am  not  opposed  to  relocating,  but  most  of 
my  experience  and  contacts  are  in  New 
York,  therefore  would  prefer  to  stay.  Top 
references  from  top  people.  Box  987S, 
BROADCASTING. 


Sports  announcer  play-by-play  all  sports. 
Plenty  of  experience.  Box  636S,  BROAD- 
CASTING. 

Recent  graduate  SRT  school,  young,  in- 
dustrious, well  equipped  to  handle  any  and 
all  phases  of  radio  and  tv,  announcing, 
including  advertising  copy,  writing,  on  the 
spot  interviews,  disc  jockey  work,  sports- 
casting,  ad  lib  shows,  forum  type  discus- 
sions, etc.  Willing  to  trade  time  for  experi- 
ence. Prefer  New  England,  but  open  to  all 
offers.  Box  949S,  BROADCASTING. 

DJ,  announcer.  Good  on  news,  sports,  com- 
mercials. Also  salesman.  Box  950S,  BROAD- 
CASTING. 


Good  announcer  wants  to  be  good  in  the 
San  Francisco  bay  area,  not  in  the  east 
where  he  is  now.  Can  handle  any  type  pro- 
gramming with  personality.  Box  952S, 
BROADCASTING. 


A record  personality  with  today’s  enthusi- 
asm and  production  know-how,  plus  yester- 
day’s intelligent  air-salesmanship.  Four 
years  top  experience,  Atlantic  seaboard 
major  markets,  ranging  from  staff  to  pd. 
Currently  at  50  kw  affiliate  in  major 
market.  University  grad,  25,  married,  solid 


Announcer,  salesman.  One  year  experience 
married,  veteran,  radio  school.  Prefer  south 
Desire  change.  Box  977S,  BROADCASTING. 

Announcer/program  director.  Versatile,  ex- 
perienced. Offers  top  quality.  Seeks  growth. 
Box  982S,  BROADCASTING. 

Announcer,  young,  realistic,  ambitious. 
Cheerful  style.  Tape  available.  Excellent 
training.  Box  983S,  BROADCASTING. 

Top  40  dj-young,  ambitious.  Has  schooling. 
Presently  employed.  Desires  Penna.,  Mary- 
JandjOr  New  Jersey  area.  Box  984S,  BROAD- 
CASTING. 

Talented  beginner.  Strong  on  news  and 
commercials,  versatile  dj,  mature  voice, 
smooth  style.  Veteran.  Box  988S,  BROAD- 
CASTING. 

Personality  dj— Something  a little  different; 
good  ratings  in  one  of  top  ten  markets. 
Five  years  experience,  26,  college  grad.  Box 
992S,  BROADCASTING. 

Beatnik-humorist  air  personality-salesman 
wants  night  or  all  night  spot.  Idea  man 
wants  to  work  for  idea  men.  3J/2  years  ex- 
perience. Presently  employed  in  medium 
New  England  market.  Strictly  pro-voice 
with  J azzbo-Sahl  style.  Tapes  etc.,  avail- 
able to  creative,  real-sell  stations,  no  iuke- 
boxes.  Box  993S,  BROADCASTING. 

First  phone!  Five  years  experience  in  all 
phases  of  radio.  Personal  interview  required 
California  only.  $125.00  weekly.  Midnight 
to  dawn  preferred.  No  r&r,  r&b  or  c.w. 
Irv  Geller,  3723  Lemon  Avenue,  Long 
Beach  7,  California.  GArfield  421-14. 

Announcer-pd  No.  1 Hooper-rated.  Vet  re- 
locating. In  radio  since  1953.  Brad  Harris, 
559  Hendrix  Street,  Brooklyn  7,  N.Y.  HY  8- 


Situations  Wanted — Management 


Experienced  manager  and  commercial  man- 
ager. Seventeen  years  all  phases  radio  and 
television.  Married,  college  degree.  Com- 
pleting six  years  manager  and  commercial 
manager  same  company.  New  owners  makes 
change  necessary.  Excellent  references. 
Box  945S,  BROADCASTING. 


Wanted:  Station  in  midwest  to  manage  on 
percentage  with  option  to  buy,  or  will 
lease.  Excellent  references,  all  replies  con- 
fidential. Write  Box  947S,  BROADCASTING. 


General  manager.  Sales  background.  Me- 
dium market  stations.  13  years  broadcast- 
ing. Box  926S,  BROADCASTING. 


Manager,  emphasis  sales.  12  years  radio,  2 
years  manager,  4 years  time  broker,  news- 
caster, 1st  phone,  civic  minded,  mixer, 
former  actor,  dress  well,  new  car,  two 
hungry  teenagers,  wife  fine  steno,  own 
home  but  will  go  anywhere  if  challenge 
interesting.  No  top  forty  please.  That’s 
the  reason  for  this  my  first  ad.  Presently 
metro  market  but  like  smaller  communities 
if  schools  are  ok.  Will  answer  all  inquiries 
with  complete  resume.  Box  959S,  BROAD- 
CASTING. 


Manager.  Radio  and/or  tv.  Sales,  program- 
ming. administration,  production.  Capable. 
Box  981S,  BROADCASTING. 


Manager — Family  man,  nine  years  radio. 
Announcing  - programming  - production  - 
sports.  Sales  my  forte.  Prefer  small  popu- 
lation ten  to  twenty  thousand.  Salary  plus 
commission.  Option  to  invest  preferred. 
Reply  Box  843,  Sterling,  Colorado. 


Sales 


Sales  work  wanted.  29,  experienced,  inter- 
ested in  management,  investment,  midwest, 
west.  Box  941 S,  BROADCASTING. 


Sportscaster.  Seven  years  play-by-play  ex- 
perience— basketball,  football,  baseball, 
hockey.  Seek  opportunity  with  sports- 
minded  station  medium  or  major  market. 
Thorough  knowledge  all  phases  radio. 
Family  man.  Veteran.  Box  953S,  BROAD- 
CASTING. 


Expensive  sound,  deep  tones.  “The  voice,” 
wanting  more  experience.  Illinois  or  Cali- 
fornia. Box  956S,  BROADCASTING. 


No  stars  in  eyes!  Operate  board-some  ex- 
perience-first offer.  South.  Box  957S, 
BROADCASTING. 


Part  time : Capable  announcer  desires  week- 
end or  fill-in  work  in  metropolitan  N.Y. 
area.  Experience  in  SDorts,  news,  dj.  Box 
958S,  BROADCASTING. 


Summer  replacement  with  five  years  ex- 
perience in  medium  market.  Available  June 
through  August.  University  student  desires 
improvement.  Strong  dj,  sports,  can  handle 
news,  writing.  For  tape,  resume,  write  Box 
961S,  BROADCASTING. 


C&W  disc  jockey,  8 years  experience.  Rated 
number  one  air-salesman  in  present  market. 
Some  time  sales  preferred.  Also  tv  experi- 
ence. Box  964S,  BROADCASTING. 


Experienced  morning  man  5 kw  fulltimer 
seeks  larger  market  midwest.  Currently  in 
quarter  million  market.  Experience  tight 
production  and  format.  $95  start.  Box  968S, 
BROADCASTING. 


First  phone,  6 years  experience  combo,  pro- 
fessional radio  school  graduate,  college 
journalism  degree,  5 years  competitive  ra- 
dio market  time  sales,  top  salesman,  write 
own  copy,  play-by-play,  self  starter,  32, 
married,  children.  Prefer  music  and  news 
outlets,  but  have  sold  and  worked  them  all. 
Must  have  $125.00  weekly  for  announcing 
plus  15%  for  sales.  No  “far”  south  stations 
considered.  Box  970S,  BROADCASTING. 


Man,  age  30,  good  voice.  Two  years  radio 
school.  Short  on  experience,  have  third 
ticket.  Will  travel.  What  have  you?  Tape 
on  request.  Robert  Holland,  Box  745,  Ingle- 
wood, California.  Telephone  Torrey  6-7170. 

Announcer,  moderate  experience.  Audition 
tape  on  request.  David  Lipman,  1829  Caton 
Ave.,  Brooklyn,  N.Y.  BU  4-1016. 


Young,  reliable,  professional  broadcasting 
school  graduate,  desires  start  in  radio.  Con- 
tact David  Pfeiffer,  5938  South  Sawyer, 
Chicago  29,  Illinois. 


Staff  announcer,  first  license,  copy,  all  staff 
duties.  Some  college,  Quinn,  2419  Encinal 
Ave.,  Sacramento,  California.  GArden 
8-4193. 


Technical 


Position  wanted  in  midwest  or  Florida. 
First  phone,  14  years  experience,  10  years 
as  chief.  Write  Box  909S,  BROADCAST- 
ING. 


Florida  first  phone  announcer  available.  $90 
minimum.  Box  954S,  BROADCASTING. 


Experienced  engineer  1st  phone  desires 
position  in  east,  can  announce  if  required. 
Available  immediately.  Box  969S,  BROAD- 
CASTING. 


Engineer — 1st  phone.  Experienced.  Have 
had  light  announcing  schedule,  plus  sales. 
Don’t  drink,  married,  age  43.  Prefer  south- 
west. Stewart  Bean,  Box  309,  Hereford, 
Texas.  Phone  EM  4-1377. 


Versatile,  dependable,  39  years  old,  first 
phone,  married.  Served  7 years  radio  as 
chief  engineer,  announcer,  boardman.  9 
months  tv  as  switcher.  Bob  Pearson,  63 
East  Greenwich  Avenue.  West  Warwick, 
Rhode  Island,  Valley  1-6034. 


Producer-director  completely  experienced 
in  all  phases  of  production  desires  oppor- 
tunity in  sales.  Box  976S,  BROADCASTING. 


Experienced  first  phone  morning  man.  Mar- 
ried, reliable.  No  split  shift.  Box  972S, 
BROADCASTING. 


Chief  engineer-announcer  1st  phone.  $100 
week  minimum,  no  top  40.  Howard  Spidle, 
720  6th,  Sunnyside,  Washington,  Temple 
7-3751. 
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Situations  W anted — ( Cont’d ) 

TELEVISION 

Help  Wanted — (Cont’d) 

Production-Programming,  Others 

Help  Wanted — Announcers 

Technical 

Hard  working  news  director-air  personality. 
Wants  to  work!  Experienced  newscaster- 
editor-reporter-interviewer.  Double  as  dee- 
jay.  Nine  years  broadcasting  experience. 
Journalism  degree.  Good  references.  All  in- 
quiries carefully  studied  and  replied.  Box 
966 S,  BROADCASTING. 

Bright  fast-paced  dj  ready  for  pd  for  top- 
rated  modern  music  station.  Opportunity 
for  television  experience  and  training.  Send 
tape,  picture  and  resume  Box  904S,  BROAD- 
CASTING. 

Wanted — Engineer  with  first  class  license 
for  summer  vacation  relief.  Possibility  of 
permanent  employment.  Excellent  opportu- 
nity to  gain  experience  in  both  radio  and 
tv.  Position  available  April  15th.  Contact 
Edward  M.  Tink,  Director  of  Engineering, 
KWWL-TV,  Waterloo,  Iowa. 

Wanted:  Newscaster-reporter.  Florida  tv 

station,  top  market.  Send  full  details,  sof 
or  tape  and  picture.  Box  946S,  BROAD- 

WTOC-TV, Savannah,  Georgia,  needs  first 

CASTING. 

class  engineer  or  qualified  experienced 

Newsman-program  director.  15  years  radio- 
television includes  broadcasting,  reporting 

Technical 

technician.  Reply  by  letter  giving  complete 
qualifications,  references,  photograph  and 
salary  requirement  to  chief  engineer. 

and  writing.  Prefer  to  settle  in  Florida.  Box 

Supervisory  engineer  wanted  Engineer  with 

978S,  BROADCASTING. 

qualifications  for  supervisory  duties  with 
pioneer  basic  major  network  station  in 
upper  south.  Must  have  a first  class  radio- 
telephone license  with  experience  on  studio, 
VTR,  and  transmitter  equipment.  Excellent 
working  conditions  with  holidays,  vaca- 
tions, and  insurance.  Send  full  resume  with 

TV  studio  engineers  for  design,  test,  and 
field  engineering.  Rapidly  expanding  pro- 
gressive company.  All  benefits,  plus  rapid 
advancement  for  qualified  engineers.  Foto- 
Video  Laboratories,  Inc.  CE.  9-6100,  Cedar 
Grove,  New  Jersey. 

News  director  McLendon  background-news- 
paper experience-capable  administrator-4 
years  tv.  Presently  employed,  nationally 
recognized.  Available  for  major  market. 

Box  980S,  BROADCASTING. 

picture  to  Box  974S,  BROADCASTING. 

Production-Programming,  Others 

• 

• 

Key  personnel  needed  for  new  tv  station. 
Write  Jim  Brady,  KIFI,  Idaho  Falls,  Idaho. 

IMAGINATIVE 

INDIVIDUAL 

CAPABLE 

OF 

ADVANCED 

TELEVISION 

ENGINEERING: 

RCA  has  several  unusually  attractive  openings  in  its  Broadcast  Studio  Engi- 
neering Division. 

New  assignments  include  development  and  design  of  color  cameras,  television 
tape  recording,  and  other  TV  studio  equipment  ...  as  well  as  systems  and 
project  engineering  involving  the  planning  of  TV  equipment  for  automatic 
programming. 

These  openings  call  for  television  specialists  with  initiative,  ability  and  above 
all,  imagination.  Preferred  candidates  will  have  an  advanced  degree  in  elec- 
trical engineering.  Tangible  achievements  in  broadcasting,  or  TV  development 
and  design,  will  gain  special  consideration. 

If  you  qualify,  and  are  interested  in  advancing  your  professional  career  with 
a steadily-growing  organization  that  is  a leader  in  its  field,  we  invite  you  to 
arrange  a confidential  interview  by  sending  a resume  to: 

Mr.  M.  H.  Kessler,  Dept.  BR-40 
Professional  Placement  Office 
RCA,  Building  10-1 
Camden  2,  New  Jersey 


RADIO  CORPORATION  OF  AMERICA 

Industrial  Electronic  Products 


TELEVISION 


Situations  Wanted — Management 

Is  your  station  editorializing  on  newscasts? 
Screening  commercials  before  acceptance? 
Both  will  be  S.O.P.  as  industry  matures. 
Tv  station  owner  with  similar  convictions 
can  size  up  blunt,  follow-throughing,  suc- 
cessful commercial  manager  in  250,000  set 
city  seeking  small  market  station  manager- 
ship, preferably  southeast.  Solid  eleven 
year  record,  character  to  match.  Box  979S, 
BROADCASTING. 

Announcers 

Announcer  ...  7 years  experience  in  small 
market  radio  and  tv.  35,  family  man,  sober, 
best  of  references.  Excellent  commercial 
and  news  delivery.  Wants  opportunity  to 
earn  in  larger  market.  Now  in  upper  mid- 
west. Will  move  anywhere.  Please  write 
Box  962S,  BROADCASTING. 

Moving  up.  Journalism  grad  (Ph.b)  10- 
years  radio-tv  wants  larger  market.  Excel- 
lent on  camera  delivery.  Photo,  news- 
writing know-how.  26,  married,  family.  SOF 
available.  $650.00  start.  Box  971S,  BROAD- 
CASTING. 

Four  years  television  schooling,  28  years 
old,  married,  1 child.  Television  opportu- 
nity is  what  I need.  Give  me  a chance. 
I’ll  produce.  Excellent  references.  Box 
9 90S,  BROADCASTING. 

TV  personality-35,  creative  on-camera  per- 
former, delivers  selling  commercials.  Also 
news,  sports,  weather.  Harvard  graduate, 
excellent  references.  Smog  forces  reloca- 
tion. George  Hershey,  77278  Hollywood 
Blvd.,  Hollywood,  California,  HO  3-7673. 

Technical 

TV  engineer  1st  class  ticket,  10  years  ex- 
perience, 3 radio,  7 tv.  Immediately  avail- 
able. Any  reasonable  salary  considered.  Re- 
sume on  request.  Box  955S,  BROADCAST- 
ING. 

Graduating  trainees  available.  Not  licensed, 
but  competent  and  reliable.  Handle  equip- 
ment like  veterans.  Production  wise.  Con- 
tact Intern  Supervisor,  WTHS-TV,  Miami. 

Have  ticket.  Will  travel.  Would  like  tv  con- 
trol. Minimum  experience  in  tv.  15  months 
experience  in  am  transmitter.  Write:  Lee 
Master,  3932  Xenia  Ave.  No.,  Robbinsdale 
22,  Minnesota. 

Production-Programming,  Others 


Television  weatherman-cartoonist.  Man  of 
many  talents.  Experienced  children’s  per- 
sonality, announcer,  director,  newscaster, 
writer.  Nine  years  broadcasting  experi- 
ence. College  grad,  journalism  degree.  Let 
me  send  you  my  interesting  resume.  Box 
967S,  BROADCASTING. 

TV  director  available  immediately  with 
minimum  cost  per  dollar  to  owner  for  maxi- 
mum results  to  audience.  Fourteen  years  of 
production  know-how  is  pointed  out  in  my 
resume  and  personal  interview.  Distance  no 
problem.  Box  989S,  BROADCASTING. 
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FOR  SALE 


WANTED  TO  BUY 


RADIO 


Equipment 


For  sale,  Gates  remote  control.  Cabinets  in- 
cluded. Looks  like  new.  One  half  original 
cost.  Box  866S,  BROADCASTING. 


5 kw  tv  transmitter  channels  2-6.  25  kw 
amplifiers  2-6  and  7-13.  Also  sync  genera- 
tors, Polyefex  scanners,  etc.  Box  878S, 
BROADCASTING. 


RCA  type  300  three  tower  phase  monitor; 
three  antenna  0-8  ammeters.  Reasonable. 
KFRO,  Longview,  Texas. 


RCA  76-B  console,  complete,  $495.  Magne- 
cord  PT-6  portable  recorder  and  mixer, 
$295.  Presto  6-N  disc  recorder,  $150.  KMED, 
Medford,  Oregon. 


Two  DuMont  Type  TA-191A  Cinecon  flying 
spot  scanner  film  projectors  in  excellent 
condition  and  complete  with  two  video 
amps.,  power  supplies,  local  and  remote 
control  panels,  spare  parts  and  tools.  Equip- 
ment lists  and  costs.  2 Projectors  5363-B, 
$2,500— $5,000.  2 Ped  5337-A,  $900— $1,800. 

Including:  2 local  controls  5356- A,  2 audio 
amps  5421- A,  2 power  supply  5422-A,  2 exc. 
lamp  sup.  5423-A.  2 Video  Amps.  5310-C, 
$375— $750.  2 power  Sup.  5019-A,  $300— $600. 
1 Remote  Panel  5355-B,  $200— $200.  Total 
$8,350.  Please  reply  to  E.  Newton  Wray,  c/c 
KTBS-TV,  Shreveport,  La. 


For  sale  equipment — Going  under  one  roof 
—will  sacrifice  Gates  remote  control  unit 
model  RDC  10 — complete  with  RF  amplifier 
— five  years  old  and  in  perfect  condition — 
Price  $750.00.  W-PAP  in  Fernandina  Beach. 
Florida. 


Why  buy  a used  transmitter?  Build  your 
own  1000/250  watt  transmitter.  See  Bauer 
ad,  page  121,  March  28  issue  of  Broadcast- 
ing. 


Commercial  test,  monitoring,  terminal,  mi- 
crowave, and  assorted  transmitting  and 
studio  equipment.  Tubes  and  components 
also  bought  and  sold.  Electro-Find,  550 
Fifth  Avenue,  N.Y.C. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto-Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100. 


Tv  video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  different  models  8" 
thru  24".  Miratel,  Inc.,  1080  Dionne  St.,  St. 
Paul,  Minn. 


General  Electric,  4BC1A1,  two-studio,  6 
channel  console  $250.00.  Fairchild  record- 
ing table,  lathe,  head,  amplifier,  complete, 
$150.00.  Both  $350.00.  Good  condition.  Louis 
Pannone,  609  North  James,  Rome,  New 
York. 


5 kw  transmitter  Gates  BC-5A  complete 
with  tubes  and  crystal  in  good  operating 
condition.  Currently  on  air  at  KYOK, 
Houston,  Texas.  Price  $5900.  Terms  can 
be  arranged.  Available  for  immediate  ship- 
ment. Stanley  Ray,  505  Baronne  St.,  New 
Orleans  12,  La. 


Microwave  transmission  line — Andrew  1%" 
rigid  51.5  ohm,  teflon  insulated.  Large 
quantity,  complete  with  connectors,  ells, 
hardware,  cables  and  dehydrating  equip- 
ment. New.  Unused  bargain.  Sierra  Western 
Electric  Cable  Company,  1401  Middle  Har- 
bor Road,  Oakland  20,  California. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  Inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenburnie,  Md.  Day  phone  SO.  6-0766 — 
Night  and  emergency  phone  SO.  1-1361. 
Write  or  call  collect. 


WANTED  TO  BUY 


Stations 


Station  or  cp  wanted  east  or  south,  100,000 
to  500,000  market  population.  Financially 
responsible.  Expert  operator  has  exception- 
ally lucrative  offer  for  right  station.  Con- 
fidential. Box  577S,  BROADCASTING. 


Equipment 


Wanted  to  buy—  l5/a"  co-ax,  rigid  transmis- 
sion line.  Send  full  information  to  Box  860S, 

BROADCASTING. 

Audio  console  WE  25B,  C or  D,  or  equal. 
Write,  wire,  or  call,  Mr.  Ell,  58  Ferry  St., 
Newark  1,  N.J.,  MArket  3-7470  with  avail- 
ability, price  and  condition. 


Equipment — (Cont’d ) 


Situations  Wanted 


Any  type  or  quantity  of  terminal  monitor, 
test,  studio  or  microwave  equipment  in- 
cluding tubes.  Electro-Find,  550  Fifth  Ave- 
nue, N.Y.C. 


Need  six-bay  high-band  television  antenna, 
RCA  type  TF-6A1  or  equivalent.  Write, 
stating  age  condition  and  price.  Hammett 
& Edison,  Consulting  Radio  Engineers,  P.O. 
Box  68.  International  Airport,  San  Francis- 
co 28,  California. 


INSTRUCTIONS 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood, 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics.  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas, 
Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
May  4,  June  29,  August  31,  October  26, 
1960.  January  4,  1961.  For  information,  ref- 
erences and  reservations  write  William  B. 
Ogden,  Radio  Operational  Engineering 
School,  1150  West  Olive  Avenue,  Burbank, 
California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta.  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


Come  and  get  it!  Your  FCC  license,  that  is. 
Six  weeks  intensive  training  qualifies  you 
to  pass  examination.  The  Pathfinder  Meth- 
od, 510  16th  St.,  Oakland,  California. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


MISCELLANEOUS 


Anyone  knowing  the  whereabouts  of  Lin- 
wood  T.  “Ted”  Crutchfield  is  asked  to  com- 
municate with  me  at  once.  If  you  are  his 
employer  this  will  be  of  vital  interest  to 
you.  Box  930S,  BROADCASTING. 


Production  radio  spots.  No  jingles.  Free 
audition  tape.  M-J  Productions,  2899  Tem- 
pleton Road,  Columbus,  Ohio. 


Want  commissionable  religious  rates  on  5 
kw  to  50  kw  stations.  Gospel  Broadcasters 
Agency,  Schell  City,  Missouri. 


RADIO 


Help  Wanted — Announcers 

ANNOUNCERS- 

LACK  THAT  PROFESSIONAL  SOUND?  AUDI- 
TION TAPE  NOT  A POLISHED  . . . SHOW- 
CASE? 

ADVANCED  PROFESSIONAL  coaching  with 
NEW  YORK  BROADCASTERS.  Our  tape*  are 
job  getters.  Ask  to  hear  sample. 

"Let  us  analyze  present  tape.  NO  CHARGE." 
***  Call  . . . MR.  KEITH  . . . SU  7-6938. 

NEW  YORK  SCHOOL  OF  ANNOUNCING  & SPEECH 

160  West  73rd  Street  ***BY  APPT.  ONLY 
New  York  23,  N.Y.  SU  7-6938 


Production-Programming,  Others 


! NEWS  DIRECTOR 

; With  dynamic,  big  voice — to  head  ■ 
S top  news  operation  on  top  station.  ! 
; Send  resume,  tape  and  salary  require-  : 
■ ments  immediately  to  . . . 

Larry  Monroe 
KIOA 

Des  Moines,  Iowa 




Production-Programming,  Others 


TOP-FLIGHT  PERSONALITIES  (husband-wife 
team).  Through  fluke  situation  currently 
grounded  rural  area;  want  out.  We're  bet- 
ter than  average,  but  willing  to  talk 
terms.  Major  market  radio-tv,  big-time 
Show  Biz  backgrounds.  Mature,  excellent 
teamwork,  fine  references,  productive,  ver- 
satile, cooperative.  Have  extremely  strong 
family-type  Children's  TV  show  appealing 
moppets  through  oldsters.  Pulls  sponsors. 
Can  work  with/without  film,  cartoons. 
And/or  intelligent,  warm,  entertaining 
adult  radio/tv  show  appealing  to  buying 
public.  Not  afraid  of  competition  or  hard 
work.  (Husband  also  experienced  radio- 
tv  announcer;  can  fill  if  desired.)  Our 
show(s)  or  willing  to  work  in  with  yours. 
Prefer  East,  but  will  consider  any  size- 
able market.  Let  us  be  an  asset  to  your 
operation.  Available  reasonable  notice. 
BOX  963S,  BROADCASTING 


TELEVISION 


Situations  Wanted — Technical 


Production-Programming,  Others 


CAN  YOU 
USE  ME 
ON  YOUR 
TV? 


Six  years  all-round  showbiz-public 
relations  experience;  pro  dancer; 
good  ad-libber;  secretarial  knowl- 
edge. 

READY  TO  START  NOW! 
LILI  JANE 
Walnut  5-4170 
537  East  21st  Street 
Indianapolis,  Indiana 


Employment  Service 


CAREER  OPPORTUNITIES 

Announcers  — Sales  Manager  — Time  Sales 
— Engineers  — We  have  openings  avail- 
able in  all  categories— in  many  markets. 
Write  NOW  for  an  application. 

BROADCAST  CAREERS 

6230  Troost  Ave.  Kansas  City  10,  Mo. 
HI  4-2900 


MISCELLANEOUS 


BROADCAST  PRINTING 

Continuity  J|  £2 

Pa?er  TSSo 

16# — white  paper — black  ink.  Send 
copy  of  paper  you  are  now  using  with 
check.  Colored  paper — add  $1.00  per 
1000.  Punching  for  binder  $2.50  per 
5000. 

FREEBERN  PRESS,  INC. 
Broadcast  Printers 
Hudson  Falls,  N.Y. 
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STATIONS 


CALIFORNIA  DAYTIMER  • 

Very  desirable  single  station  growth  * 
market.  No  other  frequencies  available  m 
for  the  area.  Should  gross  $100,000  this  • 
year.  A low  down-payment  with  a 12-  J 
year  payoff  and  good  real  estate  * 
makes  this  property  an  attractive  buy  • 
at  $175,000.  J 

Box  92 1 S,  BROADCAST! N0  / • 

1 • 


250w 

65M 

terms 

250w 

25M 

7 dn. 

250w 

39M 

terms 

500w 

52  M 

terms 

250w 

140M 

10  yrs. 

lkw-D 

55M 

cash 

250w 

60  M 

29%  dn. 

500w 

95M 

29%  dn. 

lkw-D 

80M 

terms 

250w 

68M 

15  dn. 

lkw-D 

69  M 

29%  dn. 

250w 

40  M 

10  dn. 

250w 

55M 

29%  dn. 

250w 

85  M 

8 dn. 

lkw-D 

150M 

29%  dn. 

5kw 

200M 

29%  dn. 

250w 

330M 

25%  dn. 

lkw-D 

175M 

terms 

500w 

170M 

11  yrs. 

5kw 

185M 

29%  dn. 

lkw-D 

150IV1 

low  dn. 

250w 

275M 

29%  dn. 

Calif.  Single 

Texas  Single 

Miss.  Single 

La.  Single 

Miss.  Single 

Tenn.  Single 

Va.  Single 

III.  Single 

Va.  Single 

Calif.  Single 

Calif.  Small 

W.  Va.  Small 

Fla.  Small 

Fla.  Small 

N.Y.  Medium 

Ga.  Metro 

Va.  Metro 

Ala.  Metro 

N.C.  Metro 

Fla.  Large 

S.E.  Maj-Sub 

South  Major 

And  Others 

PAUL  H. 

CHAPMAN 


Atlanta 
Chicago 
New  York 
San  Francisco 


COM  PA  N Y 


MEDIA  BROKERS 

Please  address: 
1182  W.  Peachtree 
Atlanta  9,  Sa. 


THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


STATIONS 
FOR  SALE 

Middle  Atlantic  States 
Florida 

W.  B.  GRIMES  & CO. 

1519  Connecticut  Avenue,  N.W. 
Washington  6,  D.C. 

DEcatur  2-6312 


NORMAN  & NORMAN 

INCORPORATED 
Brokers  — Consultants  — Appraisers 

RADIO-TELEVISION  STATIONS 

Nation-Wid»  Service 
Experienced  Broadcasters 
Confidential  Negotiations 

Security  Bldg.  Davenport,  Iowa 


FOR  SALE 


West  Coast  fulltime  regional.  Big  money 
maker.  Excellent  coverage  of  one  of  best 
sections  on  the  coast.  Station  dominant  in 
city  and  entire  section.  Loaded  with  equip- 
ment. #400,000  Terms. — Southern  region- 
al, medium  market.  In  black.  Highly  di- 
versified area.  A dandy  property  at  #87,500 
29% — Texas  single  market  fulltimer 
showing  nice  profit.  #48,000  incl.  real 
estate.  Approx.  1/3  down. — Southwest  re- 
gional major  market.  Making  money.  Real 
estate  incl.  at  #225,000.  29% — To  buy  or 
sell,  contact  PATT  McDONALD,  Box 
9266,  Austin,  Texas.  Or,  Jack  Koste,  60 
E.  42nd  NY  17,  NY,  MU.  2-4813. 


STATIONS  FOR  SALE 

CALIFORNIA.  Small,  ideal  man  and 
wife  operation.  $20,000  down. 

NORTHWEST.  Man  and  wife  opera- 
tion. Doing  $36,000  a year.  Asking 
$50,000  with  29%  down. 

ROCKY  MOUNTAIN  — SOUTH. 
This  station  nets  $15,000  a year. 
Full  time.  Asking  $75,000  with 
29%  down. 

FLORIDA— Full  time.  Well  estab- 
lished. Doing  over  $90,000  a year. 
Asking  $175,000  with  29%  down. 

Many  Other  Fine  Properties 
Everywhere. 

JACK  L.  STOLL  & ASSOCS. 
Suite  600-601 
6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 

HO.  4-7279 


Dollar 


for 


Dollar 


you  can’t  beat  a 
classified  ad  in  getting 
top-flight  personnel 


Continued  from  page  117 

tion  by  William  C.  Forrest  (WIBW)  Topeka, 
Kan.,  and  WBOW  Inc.  (WBOW)  Terre 
Haute,  Ind.,  directed  against  commission’s 
memorandum  opinion  and  order  released 
Feb.  9,  enlarging  issues  in  consolidated 
proceeding  on  am  applications  of  Fred- 
ericksburg Bcstg.  Corp.  (WFVA)  Fred- 
ericksburg, Va.,  et  al.  Action  Mar.  24. 

■ Granted  petition  by  Fairview  Bcstrs. 
for  leave  to  amend  its  application  for  new 
am  station  in  Rensselaer,  N.Y.,  to  show 
new  trans.  site;  application  is  consolidated 
for  hearing  with  application  of  Sanford  L. 
Hirschberg  and  Gerald  R.  McGuire  for  new 
am  station  in  Cohoes-Watervliet,  N.Y.  Ac- 
tion Mar.  31. 

By  Hearing  Examiner  Millard  F.  French 

■ Granted  motion  by  WTSP-TV  Inc.,  and 
extended  from  April  1 to  April  15  the  time 
to  file  reply  to  conclusions  in  Largo,  Fla., 
tv  ch.  10  proceeding.  Action  Mar.  31. 

By  Hearing  Examiner  Annie  Neal  Huntting 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  time  for  filing  reply  findings 
of  fact  and  conclusions  from  April  11  to 
April  22  in  proceeding  on  applications  of 
James  J.  Williams  and  Charles  E.  Springer 
for  am  facilities  in  Williamsburg  and  High- 
land Springs,  Va.  Action  Mar.  29. 

a Denied  motion  by  Arenze  Bcstrs.  and 
James  M.  Hagerman  and  John  I.  Groom, 
partnership,  for  indefinite  continuance  of 
hearing  on  application  of  Cal-Coast  Bcstrs. 
for  new  am  station  in  Santa  Maria,  Calif. 
Action  Mar.  30. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ Scheduled  prehearing  conference  for 
April  19,  9:30  a.m.,  in  Medford,  Ore.,  tv 
ch.  10  proceeding  (TOT  Industries  Inc., 
Radio  Medford  Inc.,  and  Medford  Tele- 
casting Corp.)  Action  Mar.  30. 

By  Hearing  Examiner  Jay  A.  Kyle 

■ Scheduled  May  16  for  Martin  Karig, 
Johnstown,  N.Y.,  to  submit  his  direct  affir- 
mative case  in  writing  to  other  parties  in 
proceeding  on  his  application  for  new  am 
station  in  Johnstown,  and  June  1 for  each 
party  to  notify  other  parties  as  to  individ- 
uals desired  for  cross  examination.  Action 
Mar.  31. 

a On  own  motion,  scheduled  further  pre- 
hearing  conference  for  April  18  on  appli- 
cations of  American  Broadcasting-Para- 
mount Theatres  Inc.  (KABC-FM)  Los  An- 
geles, and  Tri  Counties  Public  Service  Inc. 
(KUDU-FM)  Ventura-Oxnard,  Calif.  Action 
April  4. 

By  Hearing  Examiner  Forest  L.  McClenning 
a Scheduled  prehearing  conference  for 
April  26  in  proceeding  on  applications  of 
Independent  Bcstg.  Co.  and  High  Fidelity 
Music  Co.,  for  new  fm  stations  in  Darien, 
Conn.,  and  Port  Jefferson,  N.Y.  Action 
April  4. 

By  Hearing  Examiner  Herbert  Sharfman 
a Continued  from  March  31  to  May  12 
hearing  on  application  of  CHE  Bcstg.  Co., 
for  new  am  station  in  Albuquerque,  N.M. 
Action  Mar.  31. 

By  Hearing  Examiner  Elizabeth  C.  Smith 
a Dismissed  petition  by  Department  of 
Education  of  Puerto  Rico  (WIPR)  San 
Juan,  P.R.,  to  enlarge  issues  in  proceeding 
on  am  applications  of  Florence  Bcstg.  Co., 
Brownsville,  Tenn.,  et  al.  Action  Mar.  29. 

m Granted  request  by  Booth  Bcstg.  Co. 
(WSGW)  Saginaw,  Mich.,  and  extended  to 
April  13  time  to  file  reply  findings  in  pro- 
ceeding on  its  am  application.  Action  Mar. 
30. 

a Denied  petition  by  Raymond  I.  Kandel 
and  Gus  Zaharis  for  leave  to  amend  their 
application  for  new  am  station  in  Zanes- 
ville, Ohio,  to  change  from  non-DA  to  DA 
operation  and  change  trans.  site,  and  re- 
jected amendment;  application  is  consoli- 
dated with  am  applications  of  Florence 
Bcstg.  Co.,  Brownsville,  Tenn.,  et  al.  Ac- 
tion Mar.  30. 

■ Denied  petition  by  Western  Ohio  Bcstg. 
Co.,  for  leave  to  amend  its  application  for 
new  am  station  in  Delphos,  Ohio,  to  change 
from  non-DA  to  DA  operation,  and  rejected 
amendment;  denied  motion  by  Citizens 
Bcstg.  Co.  to  strike  preliminary  engineer- 
ing data  exchanged  by  Western  and  to  hold 
such  applicant  in  default  insofar  as  it  re- 
quests that  engineering  data  of  Western  be 
stricken,  without  prejudice,  however,  to 
exchange  by  Western  of  its  engineering 
exhibits  which  conform  with  its  applica- 
tion not  later  than  five  days  after  release 
of  this  memorandum  opinion  and  order; 
application  is  in  consolidated  proceeding 
with  am  applications  of  Florence  Bcstg. 
Co.,  Brownsville,  Term.,  et  al.  Action  Mar. 
30. 

■ Denied  petition  by  Shelby  Bcstg.  Co.  for 
leave  to  amend  its  application  for  am  facil- 
ities in  Shelbyville.  Ky.,  by  decreasing 
height  of  its  ant.  from  330  to  160  ft.,  utiliz- 
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ing  same  trans.  location  and  ground  sys- 
tem; application  is  consolidated  with  am 
applications  of  Florence  Bcstg.  Co.,  Browns- 
ville, Tenn.,  et  al.  Action  Mar\  31. 

■ Granted  joint  petition  by  Catonsville 
, Bcstg.  Co.,  Catonsville,  Md.,  and  Tenth 
| District  Bcstg.  Co.,  McLean,  Va.,  and  con- 
tinued from  April  5 to  April  22  time  to 
exchange  final  engineering  exhibits  by  ap- 
plicants in  group  3 and  continued  prehear- 
ing conference  of  such  group  from  April  11 
to  April  29  in  consolidated  proceeding  on 
am  applications  of  Florence  Bcstg.  Co.,  Inc., 
Brownsville,  Tenn.,  et  al.  Action  April  5. 

BROADCAST  ACTIONS 
by  the  Broadcast  Bureau 
Actions  of  April  1 

WMAB  Munising-Alger  Bcstg.  Co.,  Muni- 
sing,  Mich. — Granted  assignment  of  license 
to  company  of  same  name. 

KCRG-TV  Cedar  Rapids,  Iowa — Granted 
cp  to  make  changes  in  trans.  (change  di- 
plexer)  and  other  equipment  changes. 

WADS  Ansonia,  Conn. — Granted  cp  to 
install  new  trans. 

KTBC  Austin,  Tex. — Granted  cp  to  in- 
stall new  trans.  to  be  used  as  alternate 
main  trans.  at  night  and  aux.  trans.  day 
from  present  trans.  site;  remote  control 
permitted. 

KXII  (TV)  Ardmore,  Okla. — Granted  mod. 
of  cp  to  make  change  in  trans. 

KICY  Nome,  Alaska — Granted  extension 
of  completion  date  to  June  1. 

Actions  of  March  31 

WDOL  Athens,  Ga. — Granted  assignment 
of  license  to  University  City,  Inc. 

KENS  San  Antonio,  Tex. — Granted  mod. 
of  license  to  operate  main  trans.  by  remote 
control  while  using  non-DA. 

WSAZ  Huntington,  W.Va. — Granted  mod. 
of  license  to  operate  main  trans.  by  remote 
control  using  DA  N (DA-N);  conditions. 

KNCO  Garden  City,  Kan. — Granted  mod. 
of  license  to  operate  trans.  by  remote  con- 
trol. 

♦WMBI-FM  Chicago,  111. — Granted  cp  to 
replace  expired  permit  for  noncommercial 
educational  fm  station. 

KOSU-FM  Stillwater,  Okla. — Granted  cp 
to  install  new  type  trans. 

WHMA  Anniston,  Ala. — Granted  cp  to 
install  alternate  main  trans.  (main  trans. 
location);  remote  control  permitted  while 
using  non-DA. 

♦WMBI-FM  Chicago,  111. — Granted  mod. 
of  cp  to  change  type  ant.  and  decrease 
ERP  to  44  kw;  condition. 

KYSN  Colorado  Springs,  Colo. — Remote 
control  permitted  while  usmg  non-DA. 

WMLF  Pineville,  Ky.— Granted  authority 
to  sign-off  at  8 p.m.  for  period  through 
Sept.  30,  except  for  special  events. 

KELY  Ely,  Nev. — Granted  extension  of 
authority  to  sign-off  at  6 p.m.  for  period 
ending  Sept.  30. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KORN- 
TV  Mitchell,  S.D..  to  June  15;  KNDI  Hono- 
lulu, Hawaii,  to  May  1;  *KCPS  (FM)  Ta- 
coma, Wash.,  to  May  15;  WFAB  Miami- 
South  Miami,  Fla.,  to  Sept.  30;  WBRB  Mt. 
Clemens,  Mich.,  to  June  1;  WXMT  Merrill, 
Wis.,  to  Oct.  1. 

Actions  of  March  30 

WHAM,  WHFM  (FM)  Rochester,  N.Y.- 
Granted  acquisition  of  positive  control  of 
Henry  I.  Christal  Co.,  through  purchase  of 
stock  from  Combined  Century  Theatres  Inc. 

KDWT  Stanford,  Tex. — Granted  assign- 
ment of  license  to  ABKO  Bcstg.  Co. 

KGBX  Springfield,  Mo. — Granted  cp  to 
install  new  type  trans. 

WSAR  Falls  River,  Mass. — Granted  cp  to 
install  new  trans.  (main  trans.  location)  for 
aux.  purposes  only. 


KIXZ  Amarillo,  Tex. — Granted  mod.  of 
cp  to  change  type  trans.,  D & N. 

W74AD,  W81AC  Paw  Paw,  Largent, 
Levels,  Okonoke  and  Points,  all  West  Vir- 
ginia— Granted  mod.  of  cps  to  change  ERP 
to  108  w and  make  changes  in  transmission 
line. 

a Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WKBX 
Kissimmee,  Fla.,  to  July  31;  KLAN  Le- 
moore,  Calif.,  to  July  31,  and  WCAW  Char- 
leston, W.Va.,  to  May  31. 

WCHN  Norwich,  N.Y.— Granted  author- 
ity to  sign-off  at  7 p.m.,  EDST,  for  period 
May  I through  Sept.  30,  except  for  special 
events  when  station  may  operate  to  li- 
censed sign-off  time. 

KOMB  Cottage  Grove,  Ore. — Granted  au- 
thority to  operate  specified  hours  for  pe- 
riod ending  April  30. 

KXH  (TV)  Ardmore,  Okla. — Granted  re- 
quest to  reconsider  and  set  aside  action  of 
March  2 granting  which  authorized  change 
in  ERP  from  vis.  214  kw,  aur.,  107  kw  to 
vis.  171  kw,  aur.  85.5  kw;  change  in  studio 
location  and  other  equipment,  and  dis- 
missal without  prejudice. 

Actions  of  March  29 

KWSD  Mt.  Shasta,  Calif. — Granted  ac- 
quisition of  positive  control  by  David  Rees 
through  purchase  of  stock  from  Arthur 
Adler. 

WZYX  Cowan,  Tenn,  — Granted  relin- 
quishment of  negative  control  by  each 
Charles  Roy  Morris  and  George  W.  Clai- 
borne through  sale  of  stock  to  James  F. 
Spencer. 

KDAC  Fort  Bragg,  Calif. — Granted  in- 
voluntary assignment  of  license  from  estate 
of  Edward  A.  Mertle  to  Ardith  M.  Mertle. 

WKSK  West  Jefferson,  N.C. — Granted  as- 
signment of  license  to  Childress  Bcstg. 
Corp.  of  West  Jefferson. 

WISE  AsheviUe,  N.C. — Granted  cp  to  in- 
stall new  alternate  main  trans.  (present 
trans.  location),  employing  non-DA  D hrs. 
only. 

WFLW  Monticello,  Ky.— Granted  author- 
ity to  sign-off  at  6 p.m.,  for  period  April  1 
through  Aug.  31. 

KGHM  Brookfield,  Mo. — Granted  author- 
ity to  sign-off  at  6:15  p.m.  for  period  April 
1 through  Aug.  31. 

Actions  of  March  28 

WCRM  Clare,  Mich. — Granted  extension 
of  completion  date  to  Aug.  31. 

WDLA  Walton,  N.Y. — Granted  authority 
to  sign-off  at  6 p.m.,  EST,  for  period  be- 
ginning April  25  through  Sept.  30,  except 
for  special  events  when  station  may  op- 
erate to  licensed  sign-off  time. 

WGYV  Greenville,  Ala. — Granted  author- 
ity to  sign-off  at  6 p.m.,  local  time,  for 
period  April  1 through  Aug.  31. 

WIZZ  Streator,  HI. — Granted  authority 
to  sign-off  at  6 p.m.,  local  time,  for  period 
April  1 through  Aug.  31,  except  for  spe- 
cial events  when  station  may  operate  to 
licensed  sign-off  time. 

PETITION  FOR  RULEMAKING 

American  Broadcasting  Company,  New 
York,  N.Y. — Requests  institution  of  rule- 
making  proceedings  to  consider  matters 
raised  in  FCC  Public  Notice  “Sponsorship 
Identification  of  Broadcast  Material’’,  March 
16,  1960. 

Kern  County  Bcstg.  Co.,  Bakersfield, 
Calif. — *Requests  reservation  of  ch.  39  in 
Bakersfield,  Calif,  for  non-commercial  edu- 
cational use  denied  by  report  and  order  and 
further  notice  of  proposed  rulemaking 
adopted  March  24,  1960  and  released  March 
25,  1960. 

S.  Nisenbaum,  Oscoda,  Mich. — *Request 
revision  of  Sec.  3.503(a)  (2)  to  read  as  fol- 
lows; “In  determining  the  eligibility  of 
privately  controlled  educational  organiza- 
tions, a noncommercial  educational  fm 
broadcast  station  will  be  licensed  only  to 
an  accredited,  educational  institution,  or  its 
affiliated  bodies.  Said  accreditation  shall  be 
by  State  Departments  of  Education  and/or 
recognized  regional  and  national  education- 
al accrediting  organizations”;  also,  further 
request  that  no  authorizations  for  noncom- 
mercial educational  fm  facilities,  other  than 
to  accredited,  educational  institutions  or 
affiliated  bodies,  be  made  by  the  Commis- 
sion prior  to  its  acting  upon  this  petition 
*denied  by  memorandum  opinion  and  order 
adopted  March  24,  1960  and  released  March 
29,  1960. 

License  Renewals 

■ Following  stations  were  granted  re- 
newal of  license:  WGAN-TV  Portland,  Me.; 
WJAR  Providence,  R.I.;  WBRY  Waterbury, 
Conn.;  WDEV  Waterbury,  Vt.;  WGUY 
Bangor,  Me.:  WHAV  Haverhill,  Mass.; 

WHEB  Portsmouth,  N.H.;  WICH  Norwich, 
Conn.;  WIDE  Biddeford,  Me.;  WILI  Willi- 
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APRIL  PROCEEDINGS 
FOCUSES  ON 


ELECTRONICS 


VITAL  NERVE 
CENTER  OF  MAN’S 
EXPLORATION  OF 
THE  UNIVERSE! 


Man’s  escape  from  the  confines  of  his  planet  offers  him  revolution- 
ary opportunities  for  performing  whole  new  ranges  of  scientific  experiments, 
notably  in  such  fields  as  astronomy,  physics  and  geophysics.  Electronics, 
because  it  provides  the  vital  nerve  system  for  such  experiments,  will  be  at 
the  very  center  of  these  new  exploits  in  space.  Moreover,  earth  satellites, 
possibly  in  a 24-hour  equatorial  orbit,  promise  to  open  a new  era  in  global 
communications  in  which  almost  limitless  bandwidths  may  become  avail- 
able at  relatively  low  cost. 

Comprehensive  Report  On  The  Present  And  Future  Role  of  Electronics  In  Space  Exploits 


PARTIAL  CONTENTS  OF  THIS 
APRIL  SPACE  ELECTRONICS  ISSUE: 


“The  NASA  Space  Science  Program" 

“A  Comparison  of  Chemical  and  Electric  Propulsion  Systems  for  In- 
terplanetary Travel,”  by  C.  Salzer,  R.  T.  Craig  and  C.  W.  Fetheroff 
“Photon  Propelled  Space  Vehicles,"  by  D.  C.  Hock,  F.  N.  McMillan, 
and  A.  R.  Tanguay,  Radiation,  Inc. 

"Interplanetary  Navigation,”  by  G.  M.  Clemence,  USN  Observatory 
"Navigation  Using  Signals  from  High  Altitude  Satellites,"  by  A.  B. 
Moody,  USN  Hydrographic  Office 

"Inertial  Guidance  Limitations  Imposed  by  Fluctuation  in  Gyro- 
scopes," by  G.  C.  Newton,  Jr.,  MIT 

"Propagation  and  Communications  Problems  in  Space,"  by  J.  H. 

Vogelman,  Dynamic  Electronics-New  York,  Inc. 

“Communication  Satellites,”  by  D.  L.  Jacoby,  U.  S.  Army  Signal  Re- 
search & Development  Lab. 

"Interference  and  Channel  Allocation  Problems  Associated  with  Orbit- 
ing Satellite  Communication  Relays,”  by  F.  E.  Bond,  C.  R.  Cahn  and 
H.  F.  Meyer,  Ramo-Wooldridge 
“Solar  Batteries,”  by  A.  I.  Daniel,  USASRDL 
"Extra-Terrestrial  Radio  Tracking  and  Communication,"  by  M.  H. 
Brockman,  H.  R.  Buchanan,  R.  L.  Choate  and  L.  R.  Mailing,  NASA- 
California  Institute  of  Tech. 


“Tracking  and  Display  of  Earth  Satellites,"  by  F.  F.  Slack  and  A.  A. 

Sandberg,  AF  Cambridge  Research  Center 

"Interplanetary  Telemetering,"  by  R.  H.  Dimond,  Radiation,  Inc. 

"The  Telemetry  and  Communication  Problem  of  Re-Entrant  Space 
Vehicles,”  by  E.  F.  Dirsa,  Admiral  Corp. 


"Radiation  and  Instrumentation  Electronics  for  the  Pioneer  III  and 
IV  Space  Probes,”  by  C.  Josias,  California  Institute  of  Technology 


"Applications  of  Doppler  Measurements  to  Problems 
in  Relativity,  Space  Probe  Tracking  and  Geodesy,”  by 
R.  R.  Newton,  The  Johns  Hopkins  University 
“High  Speed  Electrometers  for  Rocket  and  Satellite 
Experiments,"  by  J.  Praglin  and  W.  A.  Nichols,  Keithley 
Instruments,  Inc. 


In  this  important  special  issue  are  articles  on 
propulsion,  navigation  and  guidance,  communica- 
tion, tracking  and  surveillance,  telemetry  and  in- 
strumentation and  measurements.  There  are  over 
50  of  these  studies,  each  one  contributing  to  the 
radio-engineers’  interest  in  space  — for  perform- 
ing new  scientific  experiments,  global  commu- 
nications and  space  travel. 

This  Space  Electronics  issue  is  another 
in  the  many  services  offered  members  of  the  IRE. 
Non-members  of  the  Institute  of  Radio  Engineers, 
however,  are  invited  to  reserve  a copy  of  this  vital 
report  by  returning  the  coupon  below,  today. 


THE  INSTITUTE  OF  RADIO  ENGINEERS 

1 Easf  79th  Street, 

New  York  21,  N.  Y. 

Enclosed  is  $3.00 

Enclosed  is  company  purchase  order  for 
the  April,  1960,  issue  on  Space  Electronics. 

All  IRE  members  will  receive  this  April  is- 
sue as  usual.  Extra  copies  to  members, 

$1.25  each  (only  one  to  a member). 


Name. 


Company. 


Address. 


City  & State. 
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OUR  RESPECTS  TO 


Richard  Ellis  Ryan 


If  you  have  a worthwhile  civic  pro- 
gram to  put  over  in  San  Jose,  Calif., 
there’s  one  sure-fire  formula  for  suc- 
cess: get  Dick  Ryan  behind  the  project. 

In  the  little  more  than  a dozen  post- 
war years  that  Dick  has  lived  and 
worked  in  San  Jose,  while  he  has  risen 
from  salesman  at  KLOK  to  station 
manager,  he  has  had  time  to  work  on 
hospital  boards  and  for  the  Community 
Chest.  He  has  served  as  president  of 
the  PTA  group  in  nearby  Los  Gatos 
(site  of  his  family  residence  until  last 
month’s  move  to  Campbell,  another 
1 San  Jose  suburb)  and  as  a director  of 
the  Better  Business  Bureau  of  Santa 
| Clara  Valley. 

Dick  helped  establish  a church  of  his 
j denomination  — Church  of  Religious 
I Science — in  San  Jose,  starting  by  liter- 
j ally  hiring  a hall  and  having  services 
j piped  down  from  San  Francisco  (a  mat- 
! ter  of  50  miles)  each  Sunday,  no  local 
j minister  being  then  available.  Today, 
i the  congregation  listens  to  its  own  pas- 
! tor  in  its  own  church  building. 

Up  the  AAW  Ladder  ■ In  his  own 
world  of  advertising,  Dick  has  played 
a role  far  beyond  that  of  the  average 
; executive  who  figures  he’s  done  right 
by  his  professional  field  if  he  attends 
ad  club  meetings  on  an  average  of  once 
a month.  He  began  by  working  in  his 
own  local  group,  the  San  Jose  Adver- 
tising Club,  which  elected  him  presi- 
dent in  1950.  This  got  him  actively  into 
the  Advertising  Assn,  of  the  West,  west- 
I em  counterpart  of  the  Advertising  Fed- 
eration of  America,  made  up  of  all  the 
advertising  clubs  in  the  nation’s  west- 
| emmost  states,  now  including  Alaska 
and  Hawaii  as  well  as  those  on  the 
i Pacific  Coast  and  in  the  Rocky  Moun- 
tain area. 

At  AAW,  Dick  has  held  virtually  ev- 
ery office  in  the  organization.  He  was 
vice  president  for  the  fourth  district 
(including  seven  ad  clubs  in  northern 
and  central  California  and  one  in  Reno, 
Nev.)  for  two  years  and  then  was  elect- 
ed to  the  thankless  job  of  treasurer  in 
1955.  The  next  year  he  assumed  the 
even  more  thankless  position  of  chair- 
man of  the  AAW  appropriations  com- 
mittee. In  1957,  he  was  elected  AAW 
secretary.  The  following  year,  at  the 
Vancouver  convention,  he  became  sen- 
ior vice  president  and  last  June,  when 
AAW  members  held  their  annual  ses- 
sion in  Tahoe,  they  made  Dick  their 
president. 

Crusade  for  Better  Ads  ■ Since  then, 
Dick  has  been  stumping  the  West,  cam- 
paigning for  better  and  more  believable 
advertising.  Advertising  that  misrepre- 


sents the  goods  or  services  it  purports 
to  sell  or  that  directly  or  by  implica- 
tion leads  the  public  to  expect  some- 
thing more  than  the  advertised  product 
or  service  can  deliver  is  all-around  bad 
advertising,  he  declares.  It’s  bad  for  the 
advertiser  who  sponsors  such  advertis- 
ing, bad  for  the  agency  which  places  it 
and  bad  for  the  medium  that  accepts 
it.  Most  serious  of  all,  he  feels,  any 
bad  ad  is  bad  for  advertising  in  gen- 
eral, for  people  misled  by  one  adver- 
tisement tend  to  become  cynically  dis- 
trustful of  all  advertising. 

The  KLOK  manager  made  a survey 
of  San  Jose  business  and  professional 
people  and  reported  95%  did  not  be- 
lieve advertising  claims  made  for  ciga- 
rettes, drug  products  and  jewelry.  As 
AAW  head,  he’s  pushing  for  member 
clubs  to  set  up  ethical  advertising  com- 
mittees to  discourage  objectionable  ads. 
(Broadcasting,  Jan.  25). 

Born  March  10,  1911,  in  Connors- 
ville,  Ind.,  Richard  Ellis  Ryan  is  a by- 
product of  the  Culver  summer  naval 
school  (1928),  Phillips  Exeter  Academy 
(1929),  Dartmouth  (1929-31)  and 
Northwestern  (1931-32).  It  was  at  Dart- 
mouth he  received  his  indoctrination 
into  advertising  as  a space  salesman 
for  the  college  humor  mazagine,  The 
Jack  O’Lantern.  Never  satisfied  with  a 
slice  when  the  whole  cake  is  at  hand, 
Dick  went  into  the  advertising  agency 
business  in  his  sophomore  year,  writing 
ads  for  his  accounts  and  placing  them 
in  the  local  papers. 

If  Dick  or  his  clients  had  known 
about  the  value  of  radio  as  a local  me- 
dium, he  might  today  be  an  advertising 
agency  tycoon.  But  they  didn’t  and 


KLOK’s  Ryan 
Sold  by  tales  in  Pacific 


when  he  left  Northwestern  he  turned 
his  back  on  advertising  for  life  insur- 
ance. This  move  was  encouraged  by  his 
father,  who  maintained  that  selling  life 
insurance  was  a sure-fire  method  of 
learning  to  sell  anything. 

Selling  Feat  ■ Dick  proved  to  be  an 
apt  student.  In  six  months  he  sold  a 
quarter  of  a million  dollars  worth  of  in- 
surance in  Cleveland,  quite  an  achieve- 
ment for  1932  when  the  depression  was 
at  its  deepest.  In  addition  to  his  com- 
missions, he  won  an  all-expense  Carib- 
bean cruise  for  him  and  his  bride, 
Nancy  Rossow,  the  daughter  of  the 
commandant  of  Culver  Military  Acad- 
emy. Dick  had  met  Nancy  during  a 
visit  to  Culver  as  an  alumnus  and  they 
were  married  in  December  1932. 

Despite  his  early  success,  Dick  left 
insurance  after  two  years  for  automo- 
tive sales,  starting  as  a lecturer  at  auto 
shows  for  Pontiac  and  soon  becoming 
that  company’s  district  manager  in  Wil- 
mington, Del.  His  territory  extended 
into  all  of  the  surrounding  states  and 
kept  him  traveling  five  full  days  a 
week,  so  it  was  with  no  regrets  that  he 
switched  from  cars  to  tires  as  a sales- 
man for  Lee  Tire  Co.,  a job  he  kept 
until  1941,  when  he  joined  the  national 
preparation  for  war  by  spending  a year 
in  an  Indiana  munitions  plant. 

Dick  spent  the  war  in  the  Navy, 
with  13  months  in  the  Pacific,  and  was 
in  on  the  invasion  of  Okinawa.  As  a 
member  of  the  task  group  that  took  the 
first  Marines  into  Nagasaki  for  the  oc- 
cupation, he  can  testify  personally  to 
the  effectiveness  of  the  atom  bomb.  It 
was  in  the  Navy  he  got  his  first  training 
in  communications.  More  important, 
the  Navy  introduced  him  to  Dick  Ber- 
trandias,  who  had  been  an  NBC  pro- 
ducer and  who  so  regaled  him  with  the 
wonders  of  radio  that  at  war’s  end,  dis- 
charged as  a lieutenant,  Dick  resolved 
to  break  into  commercial  radio. 

Ryan  Meets  Radio  ■ A second  de- 
termination, shared  by  many  another 
midwesterner  in  the  services,  was  to  stay 
in  California.  Dick  fulfilled  both  pur- 
poses during  a visit  to  San  Jose,  when 
he  met  Ed  Barker,  owner  of  KLOK. 
He  had  little  trouble  convincing  Mr. 
Barker  that  anyone  who  could  sell  life 
insurance  and  automobiles  during  a de- 
pression could  sell  radio  time  in  the 
post-war  boom  era  with  ease.  He  joined 
the  KLOK  sales  staff  and  by  1950  had 
worked  his  way  to  the  top  of  that  de- 
partment and  become  commercial  man- 
ager. In  1955  he  added  the  duties  of 
general  manager. 

Dick’s  hobbies  range  from  model 
railroading  to  full  scale  sailing.  He 
spends  many  weekends  teaching  his  ten- 
year-old  daughter  Carolyn,  the  delicate 
technique  of  trout  fishing  and  the  whole 
family  shares  a keen  interest  in  Arizona 
dude  ranching. 
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EDITORIALS 


Chicago  postlude  . . . 

BROADCASTERS  met  face-to-face  with  their  government 
regulators  in  Chicago  last  week.  The  results  were  not 
particularly  illuminating. 

It  was  a subdued  convention  of  the  NAB.  Delegates  were 
distraught  over  the  sudden  loss  last  month  of  their  dedicated 
president,  Harold  E.  Fellows.  And  they  were  agitated  over 
the  FCC  crackdowns  and  Capitol  Hill  bombardments. 

But  they  kept  their  equilibrium.  The  enormous  job  of 
policy  direction  in  this  time  of  crisis  had  been  picked  up  by 
a three-man  committee  of  seasoned  broadcasters  who  are 
enlisted  for  the  duration,  until  a new  president  is  found. 
Dissidents  out  of  sympathy  with  the  NAB  aren't  rocking  the 
boat.  They  will  await  new  leadership  before  considering  re- 
organization moves.  This  is  as  it  should  be. 

. . . Confusion  compounded 

BROADCASTERS  looked  expactantly  to  the  annual  panel 
discussion  of  members  of  the  FCC.  They  hungered  for 
guidance  to  replace  the  uncertainty  surrounding  the  FCC’s 
March  16  notice  on  sponsor  identification.  What  ensued 
was  a cataclysm  of  confusion.  The  five  FCC  members  who 
participated  in  the  Section  317  discussion  were  sympathetic 
and  sincere,  but  they  pulled  in  four  different  directions  in 
their  interpretation  of  the  application  of  317.  There  were 
broad  and  there  were  narrow  views,  but  each  commissioner 
expressed  his  personal  views  only. 

To  us  it  was  evident  that  the  FCC  really  didn’t  under- 
stand the  complexities  of  the  sponsor  identification  problem. 
They  had  had  access  to  most  of  the  questions  which  had 
been  submitted  in  advance  and,  indeed,  had  either  written 
out  or  thought  out  their  responses  (one  wag  wondered 
whether  this  wasn’t  rigged  quizzing). 

The  FCC  has  agreed  to  consider  comments  from  broad- 
casters on  the  Section  317  notice.  These  are  due  May  2.  But 
it  didn’t  stay  the  effectiveness  of  that  order  as  two  of  the 
five  voting  commissioners  proposed.  We  think  that  was  a 
mistake,  and  we  believe  that  perhaps  other  members  of 
the  commission  were  persuaded,  after  their  participation  in 
the  Chicago  meetings  that  they  had  acted  without  appro- 
priate consideration. 

Broadcasters  are  left  to  their  own  devices  in  their  appli- 
cation of  the  new  notice.  We  doubt  whether  a majority  of 
the  commission  will  move  summarily  against  stations  which 
in  good  faith  adopt  the  broad  and  liberal  interpretation  of 
the  panel  participants  as  against  those  who  narrowly  hold 
that  every  single  record  or  “hand-out”  be  precisely  labelled 
and  immediately  identified.  This  crazy-quilt  programming 
is  proving  far  more  offensive  than  the  purported  evil  it  is 
supposed  to  correct. 

The  Section  317  notice  was  a staff  document.  The  staff 
members  who  drafted  it  were  not  in  Chicago  last  week  be- 
cause of  budget  limitations  and  perhaps  of  policy  fraterniz- 
ing growing  out  of  the  Oversight  Committee  frenzy.  They 
should  have  been  there.  If  they  were  familiar  with  broad- 
casting problems  and  with  the  sincerity  of  most  broadcasters, 
such  assinine  effusions  as  the  Section  317  notice  would  not 
have  been  fed  to  the  FCC. 

There’s  another  object  lesson  in  the  Section  317  hysteria. 
Suppose  the  FCC  should  essay  to  go  into  program  controls 
(we  call  it  per  se  censorship)?  There  isn’t  a government 
building  in  Washington  big  enough  to  house  the  staff  that 
would  be  required.  And  the  budget  needed  soon  would 
exceed  the  national  debt.  The  public  would  be  in  the 
same  boat  as  the  comrades  under  the  shadow  of  the  Kremlin. 
A better  example,  closer  to  home  is  in  Cuba  where  all  of  tv 
now  is  in  the  hands  of  Castro’s  bearded  beatniks. 


Make  way  for  fm 

Fm  WAS  the  NAB  convention  sleeper  last  week.  The 
Fm  Day  program  drew  a packed  house  that  surprised 
fm’s  most  ardent  rooters,  and  fm  has  always  been  noted 
for  the  ardor  of  its  backers.  The  convention  closed  with 
many  delegates  convinced  they’d  better  file  for  an  fm  per- 
mit before  it’s  too  late,  especially  in  large  markets. 

The  reasons  for  fm’s  prominence  at  Chicago  were  simple: 

Set  makers  are  finally  getting  interested  because  they  see 
a mass  market  for  receivers  plus  a potential  market  for  fm 
auto  radios;  programming  is  becoming  more  diversified, 
moving  out  of  the  long-hair  bracket  into  a wide  range  of 
service;  networking  of  service  is  developing — and  with 
sponsors,  too;  fm’s  boosters  are  no  longer  regarded  as  over- 
enthusiastic  talkers  whose  hopes  aren’t  matched  by  facts. 

There  was  a tendency  among  some  fm  backers  to  over- 
rate fm’s  progress,  a natural  result  of  the  scant  basis  for 
a natural  optimism  that  prevailed  in  the  past.  Fm  has  a 
long,  long  way  to  go.  But  all  who  took  an  appraising  , look 
at  fm’s  present  posture  were  in  agreement  that  the  medium 
must  be  taken  seriously.  And  many  of  them  were  wondering 
if  fm  poses  a threat  to  am  broadcasting,  in  view  of  fm’s 
amazing  growth  in  Europe. 

Sixty  useful  years 

TWO  of  broadcasting’s  outstanding  citizens  were  honored 
last  week  at  the  NAB  convention  in  Chicago.  Clair 
R.  McCollough,  president  of  the  Steinman  Stations,  received 
the  coveted  distinguished  service  award  and  FCC  Com- 
missioner T.A.M.  Craven  was  given  recognition  as  the 
recipient  of  the  engineering  achievement  award. 

The  careers  of  these  men  have  not  been  parallel  profes- 
sionally although  they  cover  the  same  time  span.  Comdr. 
Craven,  reared  in  the  Navy  tradition,  exemplified  leadership  ; 
qualities  from  his  Naval  Academy  days.  He  is  serving  his 
second  separate  term  on  the  FCC — the  first  man  in  history 
to  do  so.  His  prowess  in  diplomacy  has  been  demonstrated 
many  times  in  international  communications  conferences 
where  he  has  never  lost  a battle.  He  is  a public  servant  of 
the  highest  order. 

Clair  McCollough  is  more  than  a broadcaster.  He  is  a 
broadcaster’s  broadcaster.  His  entire  career  has  been  with  the 
Steinman  Stations  in  his  native  Lancaster  where  his  father 
was  a distinguished  editor.  He  has  brought  the  grassroots 
concept  into  broadcasting  affairs.  His  statesmanship  has  been 
reflected  in  almost  every  major  development  in  broadcasting 
during  30  years  of  indefatigable  stewardship. 

We  add  our  hearty  “well  done”  to  two  of  broadcasting’s 
men  of  destiny. 


Drawn  for  BROADCASTING  by  Bill  Davey,  KSTP-AM-TV  Minneapolis-St.  Paul. 


“I’d  like  to  trade  a headache  for  an  upset  stomach.” 


126 


BROADCASTING,  April  11,  1960 


creates  buying  power  in  the  Piedmont  Industrial  Crescent  ! 

The  South's  expanding  steel  industry  is  another  reason  why  WFMY-TV  . , , 
located  in  the  heart  of  the  industrial  piedmont  ...  is  the  dominant  selling  influence 
in  this  $3,000,000,000  market.  WFMY-TV  serves  . . . and  sells  in  this  heavy 

industrial  54-county  area  where  2,250,000  people  live,  work  and  buy. 


uif  my  -tv 

GREENSBORO,  N.  C. 

'NOW  IN  OUR  11th  YEAR  OF  SERVICE' 
Represented  by  Harrington,  Righter  and  Parsons,  Inc. 
New  York,  Chicago,  San  Francisco,  Atlanta,  Boston,  Detroit 


First  in  New  York  State’s  3rd  largest 
market  with  31.5%  more  homes  reached 


than  the  second  station. 


Total  TV  Homes  Reached 


327,200 


Station  X 


248,800 


■ ARB  Rev.  Jan.  15,  I960 
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WHO-TV  is  part  of  Central  Broadcasting  Company, 
which  also  owns  and  operates  WHO  Radio, 

Des  Moines;  WOC-TV,  Davenport 


DTPOURRI  OF  POPULARITY! 


Consistent,  predictable  popularity  month  - after- month 
. . . this  is  the  profile  of  WHO-TV’s  highly  successful 
Early  Show. 

In  just  the  past  three  months  Early  Show  has  received 
an  almost  unbelievable  vote  of  viewer  confidence.  Since 
last  November  the  average  number  of  viewers  per 
quarter  hour  have  increased  by  19 % and  the  average 
homes  delivered  per  quarter  hour  by  23%  (NSI  Survey, 
Des  Moines-Ames  Area — February,  I960). 

The  Early  Show  (Monday  through  Friday,  4 p.m.* 
6:05  p.m.)  is  Central  Iowa’s  only  late  afternoon  family 
television  fare — cartoons*  for  kids , movies*  for  mom, 
news  for  dad.  The  Early  Show  attracts  every  segment 
of  the  audience. 

Ask  your  PGW  Colonel  about  WHO-TV’s  spectacular 
bargains  in  spot  availabilities,  on  this  and  other  station- 
time success  shows! 


*MGM  Package  Ac  WARNER  BROTHERS  "Vanguard”  Ac  "Showcase 
Package ” ★ NTA  "Dream,"  "Champagne,”  "Lion”  Ac  SCREEN 

GEMS  "Sweet  65”  Ac  HOLLYWOOD  TELEVISION  SERVICE  " Con- 
stellation” Ac  M and  A ALEXANDER  "Imperial  Prestige ” Ac  PAR- 
AMOUNT LIBRARY  and  others. 
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WHEELING:  llm 

One  Station  Reaching  The 


dUII TV  MARKET 

Booming  Upper  Ohio  Valley 


No.  18 

WTRF-TV  Image  Series 

TOYS 

The  Louis  Marx  Company  of  Glendale, 
West  Virginia  (8  miles  south  of  Wheeling, ) 
is  a 15  million  dollar  Wheeling  area  in- 
dustry producing  steel  and  plastic  toys, 
anything  from  a complete  Ben-Hur  Set 
to  a Cape  Canaveral  Missile  Base.  In 
this  36-county  market  where  nearly  2 
million  people  earn  over  a 2y2  billion 
dollar  spendable  income,  Marx  Toys  em- 
ploys 1000  people  and  dispenses  a 4J4 
million  dollar  annual  payroll.  People  who 
earn  are  people  who  spend  . . . Marx  em- 
ployees typify  the  folks  who  comprise  the 
big  and  buying  WTRF-TV  audience.  Are 
these  folks  getting  your  message  . . . are 
you  ringing  up  sales  in  the  7500  retail 
outlets  here? 


WORLDyS  LARGEST  TOY  MAKER 


For  availabilities,  call  Bob  ___  1 

ilWln"  < 

Ferguson,  VP  and  Gen.  Mgr.,  316,000  watts 

| D j ne,work  color 

or  Needham  Smith,  Sales  Manager,  1 

L_p— f. 

at  CEdar  2-7777. 

National  Rep.,  George  P.  WHEELING  7 

Hollingbery  Company. 

. d .1  j 

WEST  VIRGINIA 

~ JJ  - .V  - - _-J  > ■■ 

don't  buy 
furniture . . . 


WJAC-TV  certainly  believes  in  statistics  . . . 
after  all,  according  to  both  ARB  and  Nielsen, 
it’s  Number  1 in  the  Johnstown- Altoona  Mar- 
ket. But  facts  and  figures  aren’t  too  impor- 
tant if  they’re  not  backed  up  by  concrete  sales 
results! 

That’s  where  “people”  come  in  . . . people  who 
watch  WJAC-TV  consistently.  They’re  the 
buyers!  Here’s  the  way  Mr.  Samuel  Rapo- 
port,  owner  of  Penn  Furniture  Stores,  puts  it: 

"It's  a proven  fact  that  by  advertising  on 
WJAC-TV,  more  people  see  our  merchandise; 
therefore,  more  people  buy  at  our  stores.  Very 
simple  . . . very  successful.  We  wouldn't  be 
without  WJAC-TV.  It  does  the  job  of  reaching 
the  public  . . . and  that's  what  counts." 

WJAC-TV  is  the  “can  do”  station  that  will 
back  up  statistics  with  sales  results  . . . 
for  you! 

Get  the  whole  story  from 

HARRINGTON,  RIGHTER 
AND  PARSONS,  INC. 
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represented  nationally  by  the  Branham  Company 


THE  DALLAS  TIMES  HERALD  STATIONS 


Ckoumel  4,DaMaA~F(yit  Wiydk 

MAXIMUM  POWER  TV-Twin  to  KRLD  radio  1080,  CBS  outlet  with  50,000  watts. 


Clyde  W.  Rember 
President 


The  CIRCLE  of  POWER 

In  the  great  Southwest,  the  Circle  of  Power  starts 
with  Channel  4 — center  of  the  booming,  buying 
Dallas  - Fort  Worth  Market  . . 10th  in  population 
of  growing  TV  cities  . . . dominant  influence  in 
almost  700,000  TV  Homes  . . . ask  your  Branham 
Man  about  KRLD-TV  "Circle  of  Power". 

" The  Seal  of  Good  Business " 
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CLOSED  CIRCUIT® 


Now  it's  MMMMBS  ■ It’s  exit  Mc- 
Carthy, enter  Minnesota  Mining  & 
Manufacturing  Co.  as  owner  of  Mutual 
Broadcasting  System.  Agreement  has 
been  reached  for  sale  of  oft-sold  MBS 
to  3M,  headquartered  in  St.  Paul,  for 
in  excess  of  $1.25  million,  but  an- 
nouncement likely  won’t  be  forthcom- 
ing for  fortnight.  Since  no  station  li- 
censes are  involved,  transaction  does 
not  require  FCC  approval. 

Albert  Gregory  McCarthy,  attorney  - 
industrialist,  who  acquired  MBS  last 
July  following  Alexander  Guterma 
debacle,  disposes  of  his  50%  as  does 
25%  owner  Chester  H.  Ferguson, 
Tampa,  Fla.,  attorney,  but  3M  will  ac- 
quire 100%  of  property,  having  pre- 
viously negotiated  for  outstanding  25% 
held  in  treasury  stock.  Mr.  McCarthy 
reportedly  was  in  Europe  last  weekend 
but  had  negotiated  transaction  before 
departure.  It’s  believed  McCarthy 
group  had  invested  in  neighborhood  of 
$1.5  million  in  network. 

Competition  for  Listerine  ■ In  deepest 
secrecy,  television  test  has  been  prepared 
and  is  due  to  start  today  (April  18)  in 
several  markets  for  what  may  become 
multi-million-dollar  account  in  short 
order.  It’s  for  new  Johnson  & Johnson 
mouthwash  called  Micrin,  with  which 
J&J  hopes  to  challenge  Listerine’s  long- 
standing supremacy.  Plans  for  Micrin 
introduction  were  so  hush-hush  that, 
according  to  some  accounts,  samples 
were  stored  in  bank  vault  to  keep  word 
from  getting  out.  Even  last  Friday, 
three  days  before  tests  were  to  break, 
authorities  at  J&J  agency,  Young  & 
Rubicam,  refused  to  confirm  or  deny 
reports  of  plans  (but  one  broadcaster 
who  said  he’d  tasted  Micrin  pronounced 
it  “good”).  Test  markets  understood  to 
include  Columbus,  Ohio;  Portland,  Ore. 
and  Eureka-Redding  and  Sacramento, 
Calif. 

Sweeney's  new  deal  ■ There’s  been  no 
noise  about  it,  but  Kevin  Sweeney  was 
signed  more  than  six  weeks  ago  to  con- 
tinue as  president  of  Radio  Advertising 
Bureau  for  another  five  years.  Deal 
came  to  light  after  Mr.  Sweeney’s  name 
popped  up  among  those  of  possible  suc- 
cessors to  late  Harold  Fellows  as  head 
of  NAB.  New  contract  goes  back  to 
March  1,  more  than  week  before  Mr. 
Fellows’  death,  and  runs  to  same  date 
in  1965.  Mr.  Sweeney  has  been  RAB 
president  since  January  1954.  Mr. 
Sweeney’s  new  base  is  reportedly  be- 
tween $35,000  and  $40,000  a year, 
plus  some  $12,000  a year  in  deferred 


payments  applicable  after  end  of  new 
contract  when  he  becomes  consultant 
to  RAB  with  other  financial  benefits. 

On  the  scene  ■ For  second  year  in  row, 
TvB  is  holding  its  semi-annual  board 
meeting  as  close  as  it  can  get  to  some 
of  television’s  best  customers.  Meeting 
will  be  held  at  Boca  Raton,  Fla.,  Thurs- 
day (April  21),  same  day  American 
Assn,  of  Advertising  Agencies  conven- 
tion gets  under  way  there.  Agency  offi- 
cials will  be  guests  of  bureau  at  cock- 
tail party  that  night. 

Strategy  ■ Observers  at  House  Sub- 
committee on  Communications  hearings 
last  week  discerned  possible  legislative 
manuever  whereby  legislation  to  amend 
Communications  Act  might  be  tacked 
on  to  non-controversial  bill  in  hope  of 
averting  Senate  hearings.  Senate-passed 
S 1898,  proposed  by  American  Bar 
Assn,  and  dealing  with  procedural 
phases,  is  now  before  House  Committee 
and  presumably  would  be  vehicle  on 
which  rider  incorporating  legislation 
urged  by  Chairman  Oren  Harris  (D.- 
Ark.)  would  be  attached  (see  page  66). 
Among  other  things,  Chairman  Harris 
wants  reinstatement  of  Avco  procedure, 
FCC  hearings  in  field,  network  licen- 
sing and  control,  and  sponsor  identi- 
fication with  possible  revision  recom- 
mended by  FCC. 

FCC  proved  last  week  it  could  act 
upon  24  hours’  notice  when  it  was  called 
upon.  House  Oversight  Committee 
chairman,  with  FCC  Chairman  Fred- 
erick W.  Ford  on  stand  last  Tuesday, 
asked  for  suggested  language  on  Sec. 
317  ( sponsor  identification)  and  FCC, 
on  Wednesday,  proposed  adding  of  pro- 
viso to  section  which  would  give  it  dis- 
cretionary power  in  public  interest, 
convenience  and  necessity  so  that  literal 
application  where  hardship  might  be 
caused  could  be  avoided.  Broadcasters 
contend  FCC’s  March  16  interpreta- 
tion, which  majority  regarded  as  re- 
quired under  the  law,  invokes  extreme 
hardship  and  is  utterly  impracticable. 

Brown  leaving  NAB?  ■ First  major 
change  in  NAB  headquarters  staffing 
may  be  withdrawal  of  Thad  H.  Brown 
Jr.,  tv  vice-president,  who  has  been 
thinking  of  entering  private  practice  of 
communications  law.  Mr.  Brown  has 
agreed  to  stay  in  vice-presidency  during 
period  of  reorganization  following  re- 
cent death  of  President  Fellows. 

Study  committee  ■ It’s  good  bet  that 
Frank  Pellegrin,  H-R  Television  vice- 
president,  in  one  of  last  actions  as  out- 


going president  of  Radio  & Television 
Executives  Society,  will  appoint  study 
committee  to  explore  ways  to  carry 
through  Brig.  Gen.  David  Sarnoff’s  call 
for  high-level  symposium  of  opinion 
leaders  to  analyze  tv’s  role  in  Ameri- 
can life.  RCA  board  chairman  made  his 
proposal  at  RTES’s  20th  anniversary 
dinner  in  New  York  month  ago  (Broad- 
casting, March  14).  Group  of  RTES 
members  four  years  ago  worked  out 
preliminaries  for  radio-tv  conference  to 
be  held  at  Syracuse  U.,  but  idea  failed 
to  gather  industry  support. 

Belk's  buy  ■ Sale  of  5 kw  day,  1 kw 
night  (930  kc)  WIST  Charlotte  for 
gross  figure  of  $580,000  to  Carolina 
Broadcasting  Co.  (WSOC-AM-FM-TV) 
(page  58)  promptly  triggered  new  nego- 
tiations for  sale  of  existing  250  w WSOC 
(1240  kc)  by  latter  to  Henderson  Belk 
for  some  $200,000.  Mr.  Belk,  execu- 
tive of  Belk  department  stores  in  South- 
east (some  400  stores  in  chain)  per- 
sonally is  negotiating  for  station  and 
previously  had  made  offer  for  WIST. 

Job  open  ■ Two  names  being  men- 
tioned most  prominently  to  succeed 
Mary  Jane  Morris  as  FCC  secretary 
are  Evelyn  Eppley,  who  would  like  to 
have  job,  and  Charles  Smoot,  who  has 
not  said  he  would  take  it.  Miss  Eppley 
was  legal  assistant  to  former  FCC 
Chairman  John  Doerfer,  and  Mr. 
Smoot  is  assistant  general  counsel  in 
charge  of  legislation.  If  Mr.  Smoot 
takes  job,  one  report  has  Paul  Mc- 
Donaugh,  Mr.  Doerfer’s  administrative 
assistant,  taking  over  legislative  func- 
tions. There  is  strong  feeling,  however, 
that  commission  may  bring  in  outsider 
as  new  secretary. 

Confirmation  ■ Appearance  April  27 
of  FCC  Commissioner  Robert  E.  Lee 
and  Commissioner-designate  Edward 
K.  Mills  Jr.  before  Senate  Commerce 
Committee  does  not  necessarily  mean 
swift  confirmation.  Committee  simply 
gave  usual  “two  weeks’  notice”  to  pend- 
ing nominees  at  its  meeting  last 
Wednesday.  If  nominations  are  con- 
strued as  “routine”,  favorable  reports 
promptly  will  ensue,  but  if  questions 
arise,  it’s  expected  new  date  will  be  set 
for  appearance  of  either  or  both  nomi- 
nees. Commissioner  Lee,  D.C.  Repub- 
lican, has  been  nominated  for  new 
seven-year  term  beginning  July  1,  while 
Attorney  Mills,  New  Jersey  Republi- 
can, was  named  to  fill  unexpired  por- 
tion of  term  of  former  Chairman  John 
C.  Doerfer,  resigned,  which  terminates 
June' 30,  1961. 
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IMPRESSION 


IMPRESSION:  An  exclusive  news  concept  has  attracted 

a large  and  devoted  audience  for  WJW-TV  in  Cleveland. 
CITY  CAMERA  and  CITY  REPORT  (highest  rated -A.R.B.  & 
Nielsen)  provide  fast-paced  picture  stories  of  late  local  and 
area  news  twice  each  week  night.  Cleveland’s  biggest  camera 
team  and  a persistent,  inquisitive  news  staff  virtually  blanket 
Northern  Ohio.  • Yes,  viewers  are  impressed  with  that  extra 
sparkle  on  Channel  8.  You  are  in  good  company  and  . . . . 


YOU  KNOW  WHERE  YOU  RE  GOING  WITH 


CBS  CLEVELAND 


A STORER  STATION  • REPRESENTED  BY  THE  KATZ  AGENCY 
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WEEK  IN  BRIEF 


How  Sara  Lee  bakes  $25  million  'cake'  ■ There  are 
three  big  reasons  why  Sara  Lee  spends  one-half  of  its 
$2  million  budget  on  radio-tv:  on-air  personality  en- 
dorsement, opportunity  to  demonstrate  its  bakery  prod- 
uct quality  and  excitement  potential.  But  there  are 
some  problems  in  broadcast  buying  too.  All  in  all, 
Sara  Lee  since  1951  has  increased  gross  sales  from 
$400,000  to  $25  million.  Kenneth  A.  Harris,  Sara  Lee’s 
director  of  advertising,  tells  the  story  in  this  week’s 


Monday  Memo.  Page  24. 


Public  service  can  sell  ■ And  it  can  be  sold,  too.  That’s  the  consensus 
among  almost  300  agency  people  in  an  NBC  Spot  Sales  timebuyer 
opinion  panel.  But,  say  most,  stations  don’t  give  agencies  enough  in- 
formation to  justify  the  decision  to  buy.  Page  29. 

Cigarettes,  beer  and  toys  ■ They  have  this  in  common:  Increased  use 
of  television  and  a decided  rise  in  output  and  sales.  Page  40. 

AAAA  convention  ■ Agency  association’s  progress  in  dealing  with  “ob- 
jectionable” advertising  to  be  described  in  feature  of  three-day  meeting 
this  week  at  Boca  Raton,  Fla.  Agency-client  relationships,  problems  of 
the  1960’s  and  economic  outlook  among  other  highlights.  Page  42. 


Awards  ■ Five  tv  commercials  spotlighted  by  Art  Directors  Club  of 
New  York  as  it  gives  its  annual  awards.  Page  46. 

Man  on  a hot  seat  ■ New  chairman  of  NAB  Tv  Code  Review  Board, 
E.K.  (Joe)  Hartenbower,  is  well  suited  to  one  of  the  industry’s  toughest 
jobs  through  code  experience,  calm  approach  to  problems  and  ability  to 
organize.  Page  62. 


Does  play  constitute  pay?  ■ Harris  subcommittee  airs  Harris’  own  and 
other  bills,  but  most  of  the  criticism  in  two-day  hearing  is  aimed  at  Sec. 
317  and  the  even  stiffer  bill  to  amend  it.  Page  66. 

Brighter  horizons  ■ FTC’s  Earl  Kintner  says  there  are  fewer  objection- 
able ads  around  these  days.  He  credits  self-regulation.  Page  74. 

Comparative  demerit?  ■ KTVI  (TV)  St.  Louis  should  get  comparative 
demerit  in  any  further  consideration  of  disposition  of  ch.  2 deinter- 
mixture case,  FCC  associate  general  counsel  says  in  labeling  Judge  Stern’s 
initial  decision  contrary  to  the  evidence.  Page  76. 

What  they're  running  ■ Network  summer  hiatuses  fade  as  nighttime 
re-runs  take  over  in  82  shows  out  of  110.  Page  82. 

Foreign  residuals  ■ Writers,  producers  hit  snag  over  foreign  sales  of 
U.S.-produced  tv  programs.  Page  88. 


Visual  communications  ■ Conference  in  New  York  hears  Pat  Weaver 
call  for  cultural  breakthrough  in  tv  and  an  Ampex  prediction  of  tape 
supplanting  film  production  in  tv.  Page  90. 
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The  King  of  the  Golden  Triangle  takes  all 
three  mid-Michigan  markets  with  a city 
grade  signal  and  gives  you  the  jump  on 
46%  of  the  state’s  population  (outside  De- 
troit). Nationally  11th  in  Retail  Sales*, 
26th  in  TV  Households**.  Check  these 
facts  with  Venard,  Rintoul  & McConnell, 
Inc.  Your  move! 

*SRDS  Consumer  Market  Data 
•‘Television  Age  100  Top  Markets  — 11/30/59 


CHANNEL  110 


CHANNEL  lO 


SERVING  MICHIGAN’S 

GOLDEN  TRIANGLE 

Associated  with  / WILS- Lansing,  WPON  - Pontiac 
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the  better. 


Cordially^ 


Paul  Adanti 

Vice  President 


PA/gb 


WHEN  YOU  WANT  TO  SELL  SYRACUSE 

WHEN-TV 

CBS  IN  CENTRAL  N.  Y. 


A MEREDITH  TELEVISION  STATION  AFFILIATED  WITH  BETTER 
HOMES  & GARDENS  AND  SUCCESSFUL  FARMING  MAGAZINES 

KRMG/WOW  WOW-TV/  WHEN 

Tulsa/  Omaha  / Syracuse 


KCMO  KCMO-TV/KPHO  KPHO-TV 


Kansas  City 
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LATE  NEWSBREAKS  ON  THIS  PAGE  AND  NEXT  • DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  ON  PAGE  29 


PAULEY  NEW  ABC  RADIO  CHIEF 

DeGray  resigns;  Goldenson  cites  expansion 


ABC  Radio  Network  lost  its  presi- 
dent last  week,  will  replace  him  with 
I vice  president,  but  reports  of  severe 
cutbacks  in  network  operations  were 
denied. 

Edward  J.  DeGray’s  resignation  as 
president,  effective  April  29,  was  an- 
nounced by  Leonard  H.  Goldenson, 
president  of  parent  American  Broad- 
casting-Paramount Theatres.  Robert  R. 
Pauley,  now  eastern  sales  manager  of 
ABC  Radio,  will  become  operating 
head  of  network  with  title  of  vice  presi- 
dent in  charge. 

In  making  announcement  Mr. 
Goldenson  said:  “ABC  is  in  network 
radio  to  stay  and  we  plan  to  expand 
our  programming  service  to  the  mil- 
lions of  Americans  to  whom  network 
broadcasts  are  a daily  necessity.” 
Planned  expansion  was  not  described. 


For  past  two  weeks  there  have  been 
reports,  all  denied,  that  AB-PT  high 
command  has  ordered  sharp  economies 
in  radio  network. 

Mr.  Pauley,  36,  joined  ABC  Radio 
as  account  executive  in  October  1957 
after  serving  with  Benton  & Bowles, 
NBC  Radio  and  WOR  New  York.  He 
became  eastern  sales  manager  in  March 
1958. 

Mr.  DeGray,  named  vice  president  in 
charge  of  ABC  Radio  in  March  1958 
and  president  last  June,  formerly  was 
station  relations  vice  president.  Before 
joining  ABC  Radio  in  1955  he  was 
with  CBS  for  some  18  years  in  several 
capacities  including  office  manager  and 
assistant  general  manager  of  then-CBS- 
owned  WBT  Charlotte,  N.C.,  in  1940s 
and,  later,  director  of  station  relations 
for  CBS  Radio. 


RKO  General  files 
WHCT  (TV)  purchase 

First  step  in  RKO  General  Inc. 
plans  to  test  Zenith  Phonevision  pay  tv 
system  was  taken  Friday  (April  15) 
when  RKO  General  asked  FCC  ap- 
proval for  $900,000  purchase  of  ch.  18 
WHCT  (TV)  Hartford,  Conn.  (Broad- 
cast, April  4).  Actual  licensee  will  be 
RKO  General  affiliate,  Hartford  Phone- 
vision  Co.,  which  is  buying  WHCT 
from  Capitol  Broadcasting  Co.  (Ed- 
ward D.  Taddei,  David  K.  Harris  and 
Michael  J.  Goode). 

RKO  General  said  application  for 
FCC  approval  of  on-air  pay  tv  will  be 
filed  “within  reasonable  time”  after 
WHCT  purchase  is  consummated.  This 
means  that  pay  tv  in  Hartford  still  is 
minimum  of  several  months  away. 
WHCT  sales  contract  provides  that 
either  party  may  cancel  if  FCC  has  not 
approved  sale  within  12  months. 

Application  gave  no  indication  what 
portion  of  broadcast  day  WHCT 
planned  to  devote  to  subscription  view- 
ing and  what  part  would  be  on  free 
basis,  with  two  to  be  intermixed  dur- 
ing broadcast  day.  Included  in  pur- 
chase is  $150,000  for  WHCT’s  non- 
tangible and  non-fixed  assets  and  lease 
from  Capitol  of  Tangible  and  fixed  as- 
sets. Capitol  also  obtained  option  to 
purchase  10%  of  Hartford  Phone- 
vision  for  $5,000  and  first-refusal  rights 
on  WHCT  in  event  RKO  General  sells 
station. 


Harold  Day  dies 

Harold  B.  Day,  52,  ABC-TV  vice 
president  for  daytime  network  sales, 
died  of  heart  attack  in  his  office  in  New 
York  Friday  (April  15).  He  had  been 
with  network  since  1942  and  had  served 
as  account  executive,  manager  of  west- 
ern division  and  director  of  daytime 
programs.  He  was  elected  vice  president 
last  December. 


Solid  front 

Cooperative  promotion  of  tele- 
vision’s “serious”  programming, 
started  in  Los  Angeles  and  Chi- 
cago few  weeks  ago  (Broadcast- 
ing, April  4),  is  spreading  to 
other  cities.  Idea  is  for  all  stations 
within  each  market  to  get  to- 
gether and  publish — for  distribu- 
tion to  area’s  “opinion  leaders” — 
monthly  program  guide  giving 
highlights  of  information,  educa- 
tional, cultural  and  special-in- 
terest shows  coming  up  on  all 
outlets.  Louis  Hausman,  director 
of  Television  Information  Office, 
who  assisted  in  setting  up  Los 
Angeles  and  Chicago  projects,  is 
slated  to  meet  this  week  with  sta- 
tions in  Washington,  Detroit  and 
New  York  for  same  purpose. 
Some  leading  multi-station  owners 
are  among  those  reported  in- 
terested in  similar  ventures  in 
their  markets. 


Election  year:  it’s 
Lar  Daly  time  again 

Ubiquitous  Lar  (America  First)  Daly, 
perennial  splinter  candidate,  has  “put  it” 
to  networks  again  in  endeavor  to  get 
national  air  time  as  professed  candidate 
for  Democratic  presidential  nomina- 
tion. 

Consensus  of  networks  Friday  was 
that  Daly  requests  refer  to  news  inter- 
view programs  which  specifically  are 
exempted  from  Sec.  315  equal  time  re- 
quirements. 

Through  his  attorney,  Mr.  Daly  wrote 
each  of  three  network  presidents  April 
12  demanding  equal  time  to  answer  ap- 
pearances of  Sens.  John  F.  Kennedy 
and  Hubert  H.  Humphrey  on  CBS’ 
Face  the  Nation  and  Sen.  Humphrey 
on  NBC’s  Meet  the  Press  and  ABC’s 
College  News  Conference. 

Mr.  Daly’s  letter  related  he  is  cer- 
tified, bona  fide  candidate  for  Demo- 
cratic nomination  in  states  of  Mary- 
land and  Indiana.  It  said  Mr.  Daly 
understood  last  year’s  amendment  of 
Sec.  315,  but  was  relying  on  network’s 
fair  play  to  all  “newsworthy”  candi- 
dates. 

Admiral  color  sales  up 

Color  tv  has  been  moving  “at  an  ex- 
cellent rate”  and  company  sales  are  ex- 
pected to  double  in  1960,  Ross  D. 
Siragusa,  president  of  Admiral  Corp., 
told  annual  shareholders’  meeting  in 
Chicago  Thursday.  He  cited  upsurge  in 
movement  in  color  and  tv-stereo  high 
fidelity  products.  Mr.  Siragusa  predicted 
first  quarter  sales  would  rise  7%  over 
same  period  last  year.  Admiral’s  tv  sales 
from  distributors  are  33%  ahead  of 
1959  first  quarter,  compared  with  in- 
dustry increase  of  16%.  Major  factors, 
he  reported,  are  acceptance  of  Ad- 
miral’s wide-angle  19-  and  23-inch  tv 
sets.  He  also  saw  “serious  threat”  in 
Japanese  competition  to  American 
manufacturers  and  labor,  noting  over 
half  of  5 million  transistor  radios  sold 
in  U.S.  last  year  involved  Japanese 
manufacture  of  components. 

They  like  it  lively 

Survey  conducted  by  Mutual  among 
radio-tv  directors  of  leading  advertising 
agencies  reveals  agency  men  want  radio 
stations  to  be  “provocative”  and  com- 
ment on  community  affairs.  Thirty-one 
respondents  of  100  agency  executives 
canvassed  stressed  discussion  of  vital 
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community  issues  on  radio,  with  both 
sides  of  problem  aired.  Only  one  execu- 
tive said  he  didn’t  consider  station’s 
“image”  in  placing  broadcast  orders. 
Robert  F.  Hurleigh,  Mutual  president, 
will  send  details  of  survey  to  Mutual 
affiliates  this  week. 

Collins  ‘down  under’ 

Collins  Radio  Co.  has  formed  sub- 
sidiary, Collins  Radio  (Australia)  Ltd., 
in  Melbourne  for  sales  and  service  in 
Australia,  New  Zealand  and  Southeast 
Asia,  James  G.  Flynn,  Collins  presi- 
dent, announced  Friday. 

KLGA  sold  for  $80,000 

Station  sale  announced  Friday: 
KLGA  Algona,  Iowa,  sold  by  Frederick 
Epstein  and  associates  to  Harry  Snyder, 
Robert  W.  Behling  and  Robert  A.  Wil- 
son for  $80,000.  Messrs  Snyder  and 
Behling  own  KHUB  Fremont,  Neb. 
Mr.  Wilson  is  sales  manager  of  KLEM 
LeMars,  Iowa.  Mr.  Epstein  and  group 
continue  to  own  KSTT  Davenport, 


Iowa.  KLGA  is  5 kw  daytimer  on  1600 
kc.  Broker  was  Hamilton-Landis  & 
Assoc.  Sale  is  subject  to  FCC  approval. 

State  to  sue  Daley 

State’s  Attorney  Benjamin  Adamow- 
ski  revealed  late  last  week  he  will  file 
suit  this  week  in  Chicago  Superior 
Court  against  Chicago  Mayor  Richard 
J.  Daley  and  city  council  for  banning 
radio-tv  coverage  of  proceedings.  He 
said  suit  would  hold  that  council  is 
violating  state  law  which,  he  claims,  re- 
quires legislative  bodies  to  open  doors 
to  all  media  (early  story  page  60). 

NTA  joins  ch.  12  bids 

Multiple  station  owner  National 
Telefilm  Assoc.  Friday  (April  15)  be- 
came fifth  applicant  for  new  tv  station 
on  ch.  12  Wilmington,  Del.,  when  bid 
was  filed  with  FCC.  Other  appli- 
cants for  vhf  facility,  relinquished  by 
Storer  Broadcasting  Co.,  are  Rollins 
Broadcasting  Inc.,  Metropolitan  Broad- 


casting Corp.,  Wilmington  Tv  Co.  (all 
three  of  whom  own  other  broadcast 
stations),  and  educational  WHYY 
Philadelphia.  NTA  owns  WNTA-AM- 
FM-TV  Newark,  WDAF  - AM  - TV 
Kansas  City  and  KMSP-TV  Minne- 
apolis. 

DuMont  reports  profit 

Allen  B.  DuMont  Labs.,  Clifton, 
N.J.,  reports  today  (April  18)  profit  of 
$1,315,904  and  gross  income  of  $19,- 
467,469  for  fiscal  year  ended  Jan.  3. 
Fiscal  year  gross  income  for  1958 
totaled  $30,165,988  and  loss  of  $9,- 
503,698  was  sustained.  Sale  of  com- 
pany's East  Paterson,  N.J.,  plant  and 
other  capital  assets  during  1959  re- 
sulted in  gain  of  $1,532,929,  which 
was  partially  offset  by  deficit  from 
operations  in  amount  of  $217,025.  D.T. 
Schultz,  president  of  DuMont,  said 
current  liabilities,  which  were  reduced 
by  $5  million  in  1958,  were  further 
reduced  in  past  year  by  $6.7  million. 
Working  capital  at  year  end  amounted 
to  $8,392,000,  he  said. 
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Felix  Jackson,  who 

joined  NBC  last  month 
as  vp  assigned  to  west 
coast  program  depart- 
ment, appointed  vp 
NBC-TV  network  pro- 
grams, West  Coast.  Carl 
Lindemann  Jr.,  vp  day- 
time programming  for 
NBC-TV  since  April 
1959,  appointed  vp,  program  sales.  Mr.  Jackson,  from 
1933-48  was  writer-producer  of  motion  pictures  in  Europe 
and  Hollywood  and  later  served  with  Young  & Rubicam 
and  CBS-TV  as  producer  of  such  programs  as  Studio  One, 
Schlitz  Playhouse  of  Stars  and  Four  Star  Playhouse.  Mr. 
Lindemann  joined  network  in  1948  as  associate  producer 
of  Kate  Smith  Hour  and  has  served  company  continuously 
in  various  programming  executive  posts.  Earlier,  he  had 
been  with  Foote,  Cone  & Belding,  N.Y. 


Mr.  Jackson  Mr.  Lindemann 


James  B.  Sheridan,  appointed  by  FCC 
Chairman  Frederick  W.  Ford  as  special 
assistant  (Closed  Circuit,  April  4)  with 
particular  duties  of  checking  out  major 
matters  on  commission  agenda  and  use  of 
FCC  manpower.  Mr.  Sheridan  moves  from 
his  post  as  assistant  chief  of  Economics 
Div.,  Broadcast  Bureau,  immediately  to 
assume  new  duties.  He  has  been  with 
commission  since  1941,  where  he  started 
as  special  research  consultant  in  Economics  Div.  of  then 
Office  of  Chief  Accountant.  In  1947  he  became  chief  of 
Broadcast  Bureau’s  Business  Economics  Branch.  In  1950 


he  was  made  assistant  chief  of  Broadcast  Bureau’s  Econom- 
ics Div.  and  from  1956  to  1959  was  acting  chief.  Mr. 
Sheridan  will  be  located  in  Chairman  Ford’s  office. 

John  P.  Taylor,  manager  of  marketing  plans  and  services 
for  RCA’s  Industrial  Electronics  Products  activities,  ap- 
pointed to  new  post  of  manager  of  marketing  administra- 
tion, Broadcast  and  Television  Equipment  Division  of  that 
company.  He  joined  RCA  in  1930  as  engineer  and  has 
served  company  since  that  date  in  various  posts,  including 
sales  engineer,  field  sales  representative,  section  sales  man- 
ager and  advertising-promotion  manager  for  broadcast 
division. 

Wesley  I.  Nunn,  65,  advertising  man- 
ager of  Standard  Oil  Co.  of  Indiana,  blue 
chip  broadcast  client,  for  nearly  24  years, 
retires  April  23.  Robert  B.  Irons,  assistant 
advertising  manager,  succeeds  Mr.  Nunn. 

Karl  Muller,  Standard  district  manager, 
replaces  Mr.  Irons.  Mr.  Nunn  active  with 
other  petroleum  firms  (Continental,  Mary- 
land Oil)  and  in  various  advertising  capac- 
ities, joined  Standard  in  1936.  He  is  cred- 
ited with  placing  substantial  16-state  regional  radio-tv  buys 
during  tenure.  Mr.  Nunn  is  past  chairman  of  Assn,  of  Na- 
tional Advertisers  and  Adv.  Federation  of  America;  grad- 
uate director  of  The  Advertising  Council,  former  secretary- 
director  of  Audit  Bureau  of  Circulations,  past  president  of 
Chicago  Federated  Adv.  Club  and  former  director  of  Na- 
tional Safety  Council.  Mr.  Irons  joined  Standard  24  years 
ago,  rising  through  distribution,  advertising,  pr,  sales  and 
was  appointed  assistant  advertising  manager  in  1957. 

FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  & FORTUNES 
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Time-buyer  Socrates,  visiting  Washington,  D.  C.,  has 
been  shown  the  logic  of  combination  buying  on 
WMAL-TV  and  affiliate  WSVA-TV.  The  final  piece 
of  logic  is  a cocktail  party,  where  a discussion  of 
schedule  construction  segues  into  a discussion  of  mar- 
tini construction.  One  recondite  soul  proposes  this 
problem. 

You  have  half  a glass  of  vermouth  (it  might  be  better 
than  nothing).  An  associate  has  another  glass,  twice 
as  large,  one-third  full  of  vermouth.  A bottle  of  gin 
appears.  In  the  interest  of  science,  both  glasses  are 
filled  with  gin,  then  emptied  into  a shaker.  Now,  be- 
fore you  pour  the  whole  mess  on  ice : What  is  the  ratio 
of  gin  to  vermouth? 

(Send  us  the  solution— try  to  avoid  commentary  on  the 
merit  of  the  proportions— and  win  a copy  of  Dudeney’s 
“Amusements  in  Mathematics,”  published  by  Dover 
Publications,  Inc.,  New  York.) 

wmal-tv 

Channel  7 Washington,  D.  C. 

An  Evening  Star  Station,  represented  by  H-R  Television,  Inc. 

Affiliated  with  WMAL  and  WMAL-FM,  Washington,  D.C.;  WSVA-TV  and  WSVA,  Harrisonburg,  Va. 
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AMERICA’S  No.  1 FILMED  SPORT  SERIES 
FOR  6 STRAIGHT  YEARS 


Championship 
Bowling 

NOW  AVAILABLE  FOR  SPRING-SUMMER  RELEASE 

156  ONE-HOUR  SHOWS  TO  SELECT  FROM... 

Here  are  a few  of  the  stars:  Steve  Nagy  • Lou  Campi  • Bill  Lillard 
Buzz  Fazio  • Dick  Hoover  • Buddy  Bomar  • Ed  Kawolics 
Tom  Hennessey  • Therman  Gibson  • Glenn  Allison 
Stan  Gifford  • Ray  Bluth  • Ned  Day  • Pete  Carter 


WGN-TV  Seattle KOMO-TV 

KTVI-TV  Kansas  City.  . .KCMO-TV  ..... 

d.  . . KONO-TV  Los  Angeles KHJ-TV  3(1(1  45  30(111101131 

WOR-TV  Detroit WXYZ-TV 

Minneapolis.  . .WCCO-TV 


BIG,  BIG  RATINGS  YEAR  'ROUND 

The  re-runs  in  summer  rate  within  two  points  of  the  winter  first  runs 
Average  rating  (Dec.’59)  in  stations  coast-to- coast— 15.7 

(All  in  Class  C time  periods) 


CHICAGO:  #9  OUT  OF  OVER  lOO  SYNDICATED  SHOWS 
SEATTLE:  #5  OF  ALL  SYNDICATED  SHOWS 

Top  rated  movie  of  the  entire  month 16.5 

Championship  Bowling  (against  the  top  rated  movie)  . . 21  .1 


THE  IDEAL  SHOW  for  car  dealers',  beer  and  soft  drink 
distributors  or  for  a local  retailer  who  wants  powerful, 
proved  impact  on  summer  audiences. 

IDEAL  as  a station  spot  carrier  for  tobacco,  men’s  shave 
cream,  hair  tonic,  medicinal,  or  beverage  accounts. 


for  details,  write  or  call 

WALTER  SCHWIMMER,  INC 


75  East  Wacker  Drive,  Chicago  1,  Illinois 
FRanklin  2-4392 


LETTER  from  the 
EDITOR  and  PUBLISHER 


Dear  Subscriber: 

On  rare  occasions  in  the  nearly 
29  years  that  we  have  published 
Broadcasting  have  we  pre-empted 
space  for  a special  message  such  as 
this.  We  feel  this  intrusion  is  war- 
ranted because  of  what  has  followed 
in  the  wake  of  our  full-page  adver- 
tisement in  the  New  York  Times  of 
March  30,  which  was  reprinted  in 
the  April  4 issue  of  Broadcasting. 

The  advertisement  dealt  with  the 
harsh  and  unjustified  criticism  of 
broadcasters  by  many  politicians, 
newspapers,  magazines  and  others. 
It  admitted  there  were  undesirable 
conditions  in  broadcasting,  but  it 
argued  that  the  cures  lay  in  wise 
administration  from  within  and  wise 
guidance  from  without. 

The  advertisement  evoked  many 
gracious  messages — too  many  to 
quote  in  this  space.  There  were  tele- 
grams, letters  or  calls  from  highly 
placed  federal  officials  and  from 
advertisers,  advertising  agencies, 
broadcasters  and  other  businessmen. 
Thousands  of  reprints  were  re- 
quested. 

Sen.  Warren  G.  Magnuson  (D. 
Wash.),  chairman  of  the  Senate 
Interstate  and  Foreign  Commerce 
Committee,  in  placing  the  New  York 
Times  page  in  the  Congressional 
Record,  commended  it  as  “provoca- 
tive reading  for  members  of  the 
Senate.” 

David  Sarnoff  wrote  he  agreed 
“wholeheartedly  ...  on  the  need  for 
indoctrinating  those  outside  of  the 
broadcasting  industry.” 

Dr.  Frank  Stanton  called  to  say 
“thanks  for  everybody”  for  a “dis- 
tinct service  to  all  broadcasters.” 

Leonard  Goldenson  wired:  “What 
you  said  you  should  have  said  and 
you  have  the  right  to  say  it.” 

Victor  Emanuel,  chairman  of 
Avco  Corporation,  wrote:  “.  . . what 
you  say  is  a great  defense  of  free- 
dom applicable  to  the  printed  word 
as  well  as  the  spoken  one  and  also, 
in  my  opinion,  to  all  enterprise  in 
this  country.” 

Frank  E.  Pellegrin,  president  of 
the  Radio-Television  Executives  So- 


ciety, New  York,  sent  4,000  reprints 
to  advertisers  and  agencies  on  behalf 
of  H-R  Television  Inc.,  with  the 
notation  that  the  message  “deserves 
the  widest  possible  circulation  and 
attention  on  the  part  of  everyone 
engaged  in  advertising  or  in  media 
of  all  kinds.” 

Edward  Petry,  pioneer  station  rep- 
resentative, wrote  that  “it  is  regretta- 
ble that  we  have  to  indoctrinate  the 
public  as  well  as  officials  of  govern- 
ment, by  paying  for  space  in  news- 
papers which  take  every  opportu- 
nity to  deprecate  our  entire  indus- 
try.” 

James  C.  Hagerty,  press  secretary 
to  the  President,  wrote:  “It  was  a 
good  job,  well  done.” 

Richard  A.R.  Pinkham,  senior 
vice  president,  Ted  Bates,  wrote:  “It 
badly  needed  saying  and  was  beau- 
tifully said.” 

Whitney  North  Seymour,  presi- 
dent-elect of  the  American  Bar 
Assn.,  described  the  advertisement 
as  an  eloquent  statement  of  the  case 
against  government  control.  Mr. 
Seymour,  an  authority  on  constitu- 
tional law  and  special  counsel  to  the 
NAB  during  the  FCC’s  programming 
hearing,  took  occasion  during  his 
speech  to  the  NAB  convention  last 
week  to  recommend  the  message  for 
its  “clarity  of  prose.” 

T.  Rex  Rhodes,  of  the  Bank  of 
New  York,  wrote:  “It  is  distressing 
that  an  editorial  comment  such  as 
your  ad  embodied,  had  been  made 
necessary  by  a good  deal  of  slanted 
reporting  and  opportunism.” 

To  these  and  to  the  scores  who 
wrote  us  we  express  our  sincere 
thanks. 

To  those  who  reprinted  the  ad- 
vertisement in  their  local  newspa- 
pers and  who  broadcast  it  over  their 
station  facilities  we  extend  our  ap- 
preciation. 

Sincerely, 


BROADCASTING  PUBLICATIONS  INC. 

President Sol  Taishoff 

Vice  President Maury  Long 

Vice  President Edwin  H.  James 

Secretary  H.  H.  Tash 

Treasurer B.  T.  Taishoff 

Comptroller  Irving  C.  Miller 

Asst.  Sec.-Treas..  . .Lawrence  B.  Taishoff 
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WEAPON? 

Secret,  no.  You’ll  find  this  on  both  sides  of  the  Iron  Curtain.  It’s  only  a power  tube  for  a 
radio  transmitter.  But  weapon,  yes.  The  power  of  radio  is  a weapon  of  destruction  or  construction . . . 
and  only  on  our  side  of  the  Iron  Curtain  could  that  power  be  used  to  broadcast  a program  like 
“Scope  Unlimited!’  This  documentary  presentation  of  all  sides  of  all  issues  is  produced 
by  the  KRLA  Public  Affairs  Department  Sunday  mornings  at  ten.  “Scope  Unlimited”  is  another 
illustration  of  KRLA  leadership  in  modern-day,  independent  radio  programming:  music,  news  and 
service  features  carefully  proportioned  to  attract,  build  and  serve  a maximum  audience. 


Newest  among  the  leaders  serving  America’s  greatest  radio  market 


DIAL  1110  50,000  WATTS 

KRLA 

I RADIO  LOS  ANGELES 


6381  Hollywood  Blvd.,  Los  Angeles  28  ♦ Represented  nationally  by  Donald  Cooke  Inc.,  New  York,  Chicago,  San  Francisco 


YOU 

KCAN'T 

KCOVER 

TEXAS 

without 


KCEN-TV 


M.  P.  ! 


also  stands  for  military 
pay  roll  ...  the  buying 
power  of  6 Central 
Texas  bases  zero-ed 
in  on  our  call  signal. 


A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(indicates  first  or  revised  listing) 


’'April  18-20 — Collegiate  Advertising  Conference 
of  Mid-America,  sponsored  by  Chicago  Federated 
Adv.  Club  for  35  students  (mostly  marketing  and 
journalism  majors)  from  10  states.  Program  con- 
sists of  discussions  with  leading  advertisers,- agen- 
cies, media  executives  and  other  key  marketing 
personnel  and  visits  to  such  firms  as  Standard 
Oil  Co.  of  Indiana,  A.C.  Nielsen  Co.,  Swift  & Co., 
McCann-Erickson,  Fred.  A.  Niles  Productions  (film 
company)  and  General  Foods  Corp.  plant,  Robert 
B.  Irons,  assistant  advertising  manager  of  Stand- 
ard Oil,  is  conference  chairman  and  William  C. 
Edwards,  vp  and  Chicago  manager,  D'Arcy  Adv. 
Co.,  promotion  and  registration  chairman.  Head- 
quarters: Conrad  Hilton  Hotel. 

April  20 — Radio  Advertising  Bureau  area  sales 
clinic,  New  York.  For  complete  list  of  subsequent 
clinics  and  cities,  see  BROADCASTING,  March  28. 
April  20 — Deadline  for  nominations  to  the  Ad- 
vertising Hall  of  Fame.  Nominations  should  be 
sent  to  the  Advertising  Federation  of  America, 
250  West  57th  Street,  New  York  19. 

April  20 — Pittsburgh  Radio  & Television  Club 
luncheon  meeting.  Comr.  Edward  T.  Tait  of  FTC 
will  be  guest  speaker.  12  noon,  Hotel  SherWyn. 
April  20-21 — Council  on  Medical  Television  sec- 
ond meeting.  Discussions  and  demonstrations  open 
to  Council  members  and  invited  observers.  Clinical 
center.  National  Institute  of  Health,  Bethesda,  Md. 
Speakers  will  include  Edward  Stanky,  director  of 
public  affairs,  NBC,  and  Gilbert  Seldes,  director 
of  the  Annenberg  School  of  Communications,  U.  of 
Pennsylvania. 

’'April  21 — Assn,  of  National  Advertisers  work- 
shop on  "Advertising  to  Business  and  Industry." 
Hotel  Plaza,  New  York. 

April  21 — New  York  Chapter  of  Academy  of  Tv 
Arts  & Sciences.  Guest  speaker:  Robert  W.  Sam- 
off,  NBC  board  chairman.  Luncheon  meeting,. 
Hotel  Biltmore. 

April  21 — Pennsylvania  AP  Broadcasters  Assn. 
Hershey  Hotel,  Hershey,  Pa. 

April  21 — United  Press  International  Broadcast- 
ers Assn,  of  Massachusetts,  annual  spring  meeting. 
Raytheon  laboratory,  Wayland,  Mass. 

April  21-22 — National  Retail  Merchants  Assn, 
board  of  directors  meet,  Hotel  Statler,  Dallas. 
April  21-23 — American  Assn,  of  Advertising 

Agencies  annual  meeting.  April  21:  business  ses- 
sions for  members  only.  April  22:  open  also  to 
advertiser  and  media  guests;  "How  AAAA  Is 
Working  on  the  Problem  of  Objectionable  Adver- 
tising," by  Robert  E.  Allen,  Fuller  & Smith  & 
Ross,  AAAA  content  improvement  committee 
chairman;  speeches  by  Charles  H.  Brower,  BBDO. 
on  agencies'  creative  responsibilities,  and  Her- 
bert M.  Cleaves,  General  Foods,  on  business  man's 
view  of  sound  advertising.  April  23,  also  open: 
economic  outlook  by  Martin  Gainsbrugh,  National 
Industrial  Conference  Board;  reports  by  Sinclair 
Wood,  British  Institute  of  Practitioners  in  Ad- 
vertising, Norman  Cousins  of  "Saturday  Review," 
Robert  Ganger  of  D'Arcy  Adv.,  AAAA  chairman; 
presentation  of  Arthur  Kudner  Award  by  David 
Ogilvy  of  Ogilvy,  Benson  & Mather.  Boca  Raton 
Hotel  and  Club,  Boca  Raton,  Fla. 


April  21-23 — New  Mexico  State  Broadcasters  an- 
nual spring  meeting.  Las  Cruces,  N.M. 

April  21-23 — Western  States  Advertising  Agen- 
cies Assn,  tenth  annual  conference.  Shelter  Island 
Inn,  San  Diego.  Guest  speakers:  Rep.  Bob  Wilson 
(R-Calif.)  and  Paul  Willis,  vice  president  in  charge 
of  advertising  for  the  Carnation  Co. 

April  22-23 — National  Assn,  of  Educational 
Broadcasters,  Region  II  annual  conference.  Bilt- 
more Hotel,  Atlanta.  FCC  Comr.  Rosel  Hyde  is 
featured  speaker. 

April  22 — Arizona  Broadcasters  Assn,  spring 
meeting  at  Sands  Hotel,  Tucson.  Dr.  Ben  Mark- 
land,  KUAT  (TV),  U.  of  Arizona  tv  station,  and 
Richard  S.  Salant,  CBS  vp,  will  address  morning 
session  at  the  university.  Charles  H.  Tower,  man- 
ager, Dept,  of  Broadcast  Personnel  & Economics, 
NAB,  will  speak  to  afternoon  session.  Arizona's 
Gov.  Paul  Fannin  will  address  evening  banquet. 
Open  discussion  scheduled  for  afternoon,  banquet 
for  evening. 

April  22 — Oral  argument  before  FCC  en  banc 
on  Boston  ch.  5 rehearing  involving  purported 
ex  parte  representations,  with  initial  decision  by 
Judge  Horace  Stern  recommending  no  disqualifica- 
tions or  vacating  of  grant. 

April  22 — Assn,  of  National  Advertisers  work- 
shop on  shows  and  exhibits.  Hotel  Plaza,  New 
York. 

April  22 — Virginia  AP  Broadcasters,  National 
Press  Club,  Washington. 

April  24-27 — National  Retail  Merchants  Assn, 
sales  promotion  division  mid-year  convention, 
Paradise  Inn,  Phoenix,  Ariz. 

April  24-27 — Continental  Advertising  Agency  Net- 
work annual  convention,  Fontainbleau  Hotel, 
Miami  Beach. 

April  24-28 — U.  of  Florida  School  of  Journalism 
& Communications  journalism-broadcasting  week, 
Gainesville.  (Broadcasting  Day,  Monday,  April 
25th.)  Speakers  will  be:  Matthew  Culligan,  gen- 
eral corporate  executive,  McCann-Erickson;  Mary 
Jane  Morris,  former  secretary,  FCC;  Grady  Edney, 
national  program  director  for  radio,  Storer  Broad- 
casting Co.;  Charles  H.  Tower,  manager,  Dept,  of 
Broadcast  Personnel  & Economics,  NAB;  John  F. 
White,  president,  National  Educational  Television. 
April  25 — Academy  of  Television  Arts  & Sciences 
forum  on  pay  tv  vs.  free  tv. 

April  25 — National  Sales  Executives-International 
New  York  Field  Management  Institute,  Barbizon- 
Plaza  Hotel,  New  York. 

April  25-28 — American  Newspaper  Publishers 
Assn,  annual  convention.  Several  topics  related  to 
radio  and  tv  are  on  the  proposed  agenda.  Waldorf- 
Astoria  Hotel,  New  York. 

April  25-27 — Sales  Promotion  Executives  Assn, 
annual  conference,  Hotel  Astor,  New  York..  Key 
speaker:  John  Caldwell,  executive  editor.  Sales 
Management. 

April  27 — Radio  & Television  Executives  Society 
roundtable  on  "How  to  Report  a Political  Con- 
vention" with  J.  Gilbert  Baird,  sales  promotion 
manager.  Westinghouse  Electric's  major  appliances 
division,,  and  Paul  Levitan,  CBS  News'  director  of 
special  events.  Luncheon,  12:30  p.m..  Palm  Ter- 
race, Hotel  Roosevelt,  New  York. 

April  28 — Southern  California  Broadcasters  Assn. 
Luncheon  meeting  with  program  to  be  presented 
by  Cunningham  & Walsh,  L.A.  Hollywood  Knicker- 
bocker. 

April  28-29 — Ohio  Broadcasters  Assn,  annual 
meeting.  Pick-Ohio  Hotel,  Youngstown. 

April  28-30 — Adv.  Federation  of  America  fifth 
district  convention,  Pick-Fort  Hayes  Hotel,  Colum- 
bus, Ohio.  Among  speakers:  Dallas  Townsend, 
CBS  News;  Edward  McNeilly,  account  executive, 
Doyle  Dane  Bernbach;  George  Head,  advertising 
and  sales  promotion  manager,  National  Cash  Reg- 
ister Co.;  Frank  Lovejoy,  Socony-Mobil,  and  Harry 
Bowzer,  Dairy-Pak  Butler.  Preceding  convention  . 
(April  28)  will  be  reception  and  buffet.  Winners 
of  AFA  fifth  district  advertising  contest  will  be 
announced  at  Friday  (April  29)  luncheon,  with 
presentation  of  district's  Ad  Man  of  Year  at 
evening  banquet.  Advance  registrations  being  ac- 
cepted by  Columbus  Adv.  Club  of  area  Chamber 
of  Commerce,  30  E.  Broad  St. 

April  28-30 — Alabama  Broadcasters  Assn,  annual 
convention.  Miramar  East  Hotel,  Ft.  Walton 
Beach,  Fla. 

April  29-30 — Professional  Advertising  Club  of 
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One  of  the 
worlds  greatest 
house-to-house 
salesmen 


(sometimes) 


He  can  make  as  many  as  18,000,000  calls  a 
minute,  and  get  inside  the  house  every  time.  But 
what  happens  then?  Does  he  get  the  order,  or  just 
tell  a few  jokes  and  leave? 

The  answer  is  important,  because  this  salesman 
doesn’t  work  on  a commission  basis;  he  gets  paid, 


and  paid  plenty,  whether  he  makes  the  sale  or  not. 

At  N.  W.  Ayer  & Son  we’ve  learned  a lot  about 
how  to  make  this  gifted  but  hard-to-handle  fellow 
really  go  to  work.  When  he  does,  he  proves  to 
be  one  of  the  greatest  house-to-house  salesmen 
in  the  world.  N.  W.  AYER  & SON,  INC. 


The  commercial  is  the  payoff 


“SOUP’S  ON” 

in 

Northern  Michigan's 
PAUL  BUNYANIAND 

ALL  THE  TIME! 


PBN  STATIONS 


Tv 

Radio 

WPBN-TV 

WTCM 

Traverse  City 

Traverse  City 

WATT 

Cadillac 

WTOM-TV 

WATZ 

Alpena 

Cheboygan 

WMBN 

Petoskey 

WATC 

Gaylord 

SERVE 

382,260  hungry  year  'round  residents 
—plus  thousands  of  summer  resorters 
—who  eat  like  you  know  what! 
$122,557,800  Food  Sales  in  1959 

If  you  have  an  appetite  for 

BIGGER-BETTER  SALES 

Let  us  cook  up 
a fresh  batch  tor  you! 

Paul  Bunyan  Network 

Les  Biederman 
General  Manager 

national  representatives 

Venard,  Rintoul  & McConnell 


Topeka,  New  Adventures  in  Advertising  workshop 
and  clinic.  Special  copy  clinic.  Washburn  U., 
Topeka,  Kan. 

*April  29 — Oral  argument  before  FCC  en  banc 
on  Beaumont  ch.  6 case  involving  competitive  ap- 
plications by  KFDM  and  KRIC  that  city.  Court 
remanded  case  last  year  for  further  hearings. 
KFDM  holds  original  grant  for  that  channel. 

April  29 — Better  Business  Bureau  of  Los  An- 
geles 30th  anniversary  luncheon.  Earl  W.  Kintner, 
FTC  chairman,  will  speak  on  "The  Unsoiled  Sell." 
Biltmore  Bowl. 

April  30 — Radio  Television  News  Directors  Assn, 
spring  board  of  directors  meeting.  Sheraton  Rus- 
sell Hotel,  New  York. 

April  30 — UPI  Broadcasters  Assn,  of  Connecti- 
cut convention.  Studies  ®f  WTIC-AM-TV  Hartford. 
’‘April  30 — Georgia  AP  Broadcasters  Assn,  news 
clinic.  Atlanta. 

‘‘April  30  — Wyoming  AP  Broadcasters  annual 
meeting.  Gladstone  Hotel,  Casper. 

April  30-May  1 — United  Press  International 
Broadcasters  Assn,  of  Texas  annual  convention. 
UPI's  national  radio-tv  editor  of  Chicago  will  be 
featured  speaker.  Special  program  from  Air  De- 
fense Command,  Colorado  Springs.  Baker  Hotel, 
Dallas. 

MAY 

May  1-7 — Society  of  Motion  Picture  and  Tele- 
vision Engineers  semiannual  convention.  "New 
Techniques  for  Films,  Tv  and  Video  Tape."  Am- 
bassador Hotel,  Los  Angeles. 

May  1-7 — U.  of  Missouri  School  of  Journalism, 
Columbia,  Mo.,  annual  journalism  week.  David 
Brinkley  and  Chet  HUntley,  NBC-TV  commentators, 
will  be  among  the  speakers.  Broadcasters  Day  is 
May  4.  Mr.  Brinkley  will  address  group  that  day; 
Mr.  Huntley  will  speak  at  banquet.  May  6 at 
7 p.m. 

May  2 — Deadline  for  comments  on  FCC's  March  - 
16  notice  of  sponsorship  identication  applying  to 

OPEN 

Drug  maker's  tv  success 

editor:  In  the  March  7 issue  page  30 
you  ran  an  article  about  my  medical 
special  events  tv  series  under  the  head 
“Drug  maker  uses  tv  for  soft  sell.”  It 
is  an  excellent  article,  accurate  in  every 
detail.  In  fact,  I liked  it  so  well  that 
I want  a dozen  copies. — Howard  Whit- 
man, Howard  Whitman  Productions, 
Westport,  Conn. 

Mattel  Inc.  is  sponsor:  Part  II 

editor:  On  Jan.  5 I wrote  you  about 
an  incorrect  listing  for  Matty’s  Funday 
Funnies  on  your  Tv  Network  Show- 
sheet  (Open  Mike,  Jan.  18).  Now 
that  the  next  issue  of  the  Tv  Network 
Showsheet  has  been  published  in  the 
issue  of  April  4,  I see  that  the  informa- 
tion is  once  again  incorrect  . . . 

The  listing  should  read:  “Sunday 
afternoon,  ABC-TV  5-5:30  p.m.,  Mat- 
ty’s Funday  Funnies,  Mattel  Inc.,  F.” — 
Alfred  Harvey,  President,  Harvey  Films 
Inc. 

[Mr.  Harvey  should  get  A-plus  for  his 
patience  and  restraint.  How  could  we  pos- 
sibly explain  a double  goof? — The  Ed- 
tors.] 

Disagrees  with  catv  group 

editor:  I am  surprised  that  you  have 
not  published  a reply  to  the  unfair 
letter  of  Milton  J.  Shapp  [Jerrold  Elec- 
tronics Corp.  president]  in  your  Open 
Mike  section  of  the  March  7 issue.  . . . 

I would  appreciate  having  my  letter 
to  Mr.  Shapp  considered  . . . : 

“You  mentioned  that  some  92  or  93 


free  records,  junkets,  furnishing  of  program  mate- 
rial, etc.  Comments  are  required  to  include  sup- 
porting briefs  and  memoranda  of  law. 

May  2 — Comments  due  on  proposed  FCC  rule- 
making  to  shift  Fresnb,  Calif,  to  all-uhf  market. 
‘‘May  2 — Comments  due  on  FCC  interpretation  of 
Sec.  317  requiring  sponsorship  identification. 

May  2 — Reply  comments  due  on  FCC  rulemaking 
to  duplicate  23  clear  channels  with  additional 
nighttime  service. 

May  2-4 — Assn,  of  Canadian  Advertisers  conven- 
tion, Royal  York  Hotel,  Toronto,  Ontario. 

May  3 — Conelrad  drill  scheduled  by  FCC  for 
all  radio  and  tv  stations  in  all  states  except  Hawaii 
and  Alaska.  Duration:  one  half-hour  at  time  cor- 
responding to  1 p.m.  EST. 

May  3 — Television  Bureau  of  Advertising  sales 
clinic.  King  Cotton  Hotel,  Greensboro,  N.C.  For 
list  of  subsequent  sales  clinics  and  their  locations, 
see  BROADCASTING,  April  4. 

May  A — Station  Representatives  Assn,  awards 
luncheon.  The  Silver  Nail  Timebuyer  of  the  Year 
award  and  Geld  Key  will  be  presented.  Waldorf- 
Astoria  Hotel,  New  York. 

May  4-7 — Institute  for  Education  by  Radio  and 
Television,  under  auspices  of  Ohio  State  U., 
Deshler-Hilton  Hotel,  Columbus,  Ohio.  Among 
speakers  and  panelists  will  be  FCC  Chairman 
Frederick  W.  Ford;  Ralph  McGill,  editor,  Atlanta 
Constitution,  and  Matthew  J.  Culligan,  general 
corporate  executive,  McCann-Erickson. 

May  5-6 — Montana  Broadcasters  Assn,  annual 
meeting.  Finlen  Hotel,  Butte. 

May  5-8 — American  Women  in  Radio  & Televi- 
sion national  convention.  On  agenda:  an  all-day  in- 
dustry forum;  six  radio-tv  workshops  and  general 
session  on  radio  programming,  tv  commercials 
and  educational  tv.  Final  day  will  be  devoted 
to  business  meeting,  including  election  of  officers. 
Pick-Carter  Hotel,  Cleveland. 

MIKE 

tv  stations  have  gone  off  the  air  since 
the  post  freeze.  I have  been  able  to 
verify  approximately  91  instances  . . . 
of  which  80  were  uhf.  In  approxi- 
mately 90%  of  the  uhf  cases,  the  story 
is  well  known  in  regards  to  their  com- 
peting with  vhf  stations.  All  total,  13 
were  in  competition  with  catv.  This 
actually  increases  by  a large  percentage 
the  number  of  stations  claiming  catv 
trouble.  . . . 

“You  also  mentioned  some  42  cities 
in  which  catv  operators  and  broad- 
casters co-existed.  I would  appreciate 
a list.  . . . 

“Being  familiar  with  the  station  situ- 
ation in  Pennsylvania,  I have  some  facts 
which  might  interest  you.  There  have 
been  nine  stations  which  have  gone 
black  in  this  state  with  catv  in  four  of 
these  cities.  There  are  19  stations  on  the 
air  in  1 1 cities  and  only  one  of  these 
contains  a catv  system.  . . . 

“1  am  a member  of  a group  seeking 
a channel  for  Sunbury,  Pa.,  and  you 
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Springtime  is 
hatchin’  time.  But 
unlike  the  Little  Red 
Hen,  you  can’t  just  sit 
on  the  nest  and  wait 
for  profits  to  hatch. 
Whether  your  sales 
message  is  aimed  at  the 
egghead  or  the  slick 
chick  . . . the  hard-boiled 
businessman  or  the 
adolescent  rooster, 
KTVH,  CBS  affiliate, 
has  the  programs  to 
appeal  to  all  these 
interests. 


Put  your  sales  problems 
in  the  KTVH  nest, 
where  they’re  sure  to 
hatch  into  sales  that  lead 
to  profits.  This  exclusive 
CBS-TV  affiliate  for 
Central  Kansas  reaches 
the  audiences  that  count, 
delivering  The  News, 
Weather,  and  Sports  at 
6 P.  M.  and  10  P.M.  to 
more  Central  Kansas 
homes*  than  any  other 
TV  station.  Why  brood 
over  springtime  profits  ? 

KTVH  is  a natural 
brooder  for  the  hatching 
of  successful  flocks  of  sales 
ideas  and  profits.  When 
KTVH  delivers  your 
message  to  Wichita  and  14 
other  Kansas  communities, 
the  results  are  something 
for  YOU  to  CROW  about! 


Nielsen,  February,  1960. 


ILAIFt  TELEVISION  ASSOCIATES 

National  Representatives 


KANSAS 


WICHITA  AND  HUTCHINSON 


might  be  surprised  at  the  reactions  we 
have  been  getting  from  the  so-called 
non-competitors.  So  far  they  have  man- 
aged to  delay  our  plans  in  one  form  or 
another  approximately  three  months. 
We  are  determined  to  provide  the  area 
with  an  additional  service  and  will  put 
the  station  on  the  air  with  or  without 
their  cooperation.  . . ''-—-Richard.  L. 
Fenstermacher,  Broadcast  Services,  P. 
O.  Box  227,  Lewisburg,  Pa. 

Criticism's  tender  spot 

editor:  Some  people  close  to  the  tv 
industry  are  excruciatingly  sensitive  to 
tv  critiques  by  newspaper  columnists 
(witness  the  Monday  Memo  by  Clay 
Rossland  in  Broadcasting  March  21). 

Yet  these  sensitive  types  take  for 
granted  the  great  dollops  of  promo- 
tional space,  free  and  uncritical,  given 
tv  by  daily  newspapers  each  week. 

Is  there  a tv  station  in  the  country 
which  regularly  donates  free  time  to 
promoting  the  coverage  and  features 
of  newspapers  in  its  area? — C.  R. 
Appleby,  Partner,  The  Daily  Report 
and  KASK-AM-FM  Ontario,  Calif. 

Another  automation  system 

editor:  It  has  come  to  our  attention 
that  there  was  a recent  story  about  the 
newest  advances  in  automation  for  the 
broadcaster  [“Perspective  ’60”  issue, 
Feb.  15;  also  see  NAB  convention  ex- 
hibits story,  April  10  issue].  For  your 
information  our  firm  has  been  manu- 
facturing an  automation  unit  since 
April  1959.  Our  Auto  Jockey  has  more 
of  the  most  wanted  features,  including 
lower  cost,  faster  operation,  electronic- 
ally cued  records  (spins  them  and  backs 
them  up),  tapes  cued  by  sound,  abso- 
lutely no  silence  between  tapes  or  at 
the  start  of  a record.  . . . The  first  of 
these  units  was  installed  at  KTKR  Taft, 
Calif.,  while  I was  owner  of  the  station 
in  July  1958.  It  is  still  in  operation.- — 
Kenneth  Aitken,  President,  S haler- Ait- 
ken  Communications,  Taft,  Calif. 

Long-run  religious  series 

editor:  The  recent  exchange  of  letters 
on  long-time  religious  broadcasts  (Open 
Mike,  March  14,  Feb.  29)  was  of  spe- 
cial interest  to  all  of  us  at  WIP. 

The  oldest  continuous  program  on 
WIP,  the  oldest  radio  station  in  Phila- 
delphia, is  the  Sunday  morning  1 1 a.m. 
broadcast  of  the  services  from  Holy 
Trinity  Episcopal  Church.  It  has  been 
on  the  air  without  interruption  since 
Dec.  23,  1922,  just  nine  months  after 
WIP  made  its  bow  on  the  local  scene. — 
Florence  Lowe,  Director  of  Public  Re- 
lations, WIP  Philadelphia. 

[St.  Paul’s  Episcopal  Church  began  on 
WWJ  Detroit  April  16,  1922;  Calvary 
Baptist  Church,  New  York,  began  March 
4,  1923,  on  its  own  station,  now  is  on 
WABC  there. — The  Editors.] 


White  House  conference 

editor:  While  the  White  House  Con- 
ference on  Children  and  Youth  may 
not  have  received  the  kindest  attention 
from  the  press  ...  I feel  that  the  public 
should  know  something  about  the  mood 
and  temper  of  the  participants  and  the 
work  groups  in  which  they  participated. 

In  the  work  group  on  radio-tv,  in 
which  I participated,  the  position  of  the 
delegates  was  quite  clear.  . . . We  im- 
plored the  FCC  to  exercise  its  authority 
through  already  existing  legislation  [in- 
cluding the  standards  in  the  1946  re- 
port] more  popularly  known  as  the 
“Blue  Book.”  . . . We  urged  the  public 
to  exercise  discrimination  through  its 
use  of  tuning  dials,  purchases  and 
public  expression  of  opinion. 

We  recommended  to  the  President 
that  members  of  the  regulatory  agencies 
be  appointed  without  regard  to  political 
party  allegiance  and  with  consideration 
to  public  service,  integrity  and  compe- 
tency in  the  arts  and  sciences.  We  also 
recommended  the  establishment  of  a 
National  Advisory  Commission  to  work 
with  the  FCC  and  to  help  determine 
broadcasting  in  the  public  interest. 

We  strongly  urged  that  when  com- 
plaints are  made  about  the  program- 
ming policy  of  individual  stations,  that 
license  renewal  hearings  should  be  held 
in  the  local  community  to  provide  op- 
portunity for  responsible  public  opinion 
to  be  heard  on  the  stewardship  of  the 
licensee.  . . . 

If  the  published  reports  ...  are 
couched  in  rather  mild  language,  it  will 
be  only  because  the  editorial  committee 
was  instructed  to  be  concise  and  to  ex- 
press ideas  in  positive  fashion  without 
philosophy  or  rationale.  However,  my 
impression  of  the  temper  of  the  work- 
shop groups  was  anything  but  mild.  . . . 
— Henry  H.  Mamet,  Executive  Direc- 
tor, Broadcasting  Commission,  Chi- 
cago Board  of  Rabbis. 

The  hope  of  youth 


editor:  ...  A young  man  just  sinking 
his  roots  into  the  field  of  broadcasting 
is  abound  with  idealism,  but  constant 
battering  at  the  hands  of  irresponsible 
stations  leads  him  to  almost  believe  the 
station  manager’s  battle  cry,  “This  is 
a business”  and  its  follow-up  “This  is  ! 
reality.”  Refuse  to  conform  . . . refuse 
to  believe  that  high  ideals  have  no  place 
. . . and  you  are  out  of  a job. 

Many  young  men  coming  from  col- 
leges and  universities,  well  steeped  in 
the  theory  of  moral  responsibility,  are 
searching  for  quality  stations  that  real- 
ize that  radio-tv  is  more  than  a mere 
business.  By  giving  them  a chance  to 
prove  themselves,  it  might  prove  to  be 
a contribution  to  the  betterment  of 


radio. — Peter  W.  Duncan,  Class  of 
1960,  School  of  Journalism,  Pennsyl- 
vania State  U .,  University  Park,  Pa. 
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TREAT  YOURSELF  TO 
EXTRA  CARE  SERVICE  ON 
UNITED  AIR  LINES  DC-8  JET 


On  United  Air  Lines  DC-8  Jet  Mainliner®  you  will 
find  extra  care  is  everywhere.  You  will  enjoy  delicious 
meals  on  the  DC -8,  prepared  by  master  chefs,  served 
graciously  by  attentive  stewardesses.  You  will  settle 
back  and  relax  in  the  biggest,  highest,  widest  seats 
in  the  sky.  You  will  enjoy  friendly  conversation  and 
relaxation  in  either  of  the  two  colorful  “living  room’’ 
lounges — one  for  First  Class  and  one  for  Coach 


passengers.  It’s  a real  treat,  flying  the  DC-8.  Why 
not  treat  yourself  soon?  Call  your  Travel  Agent  or 
your  local  United  Air  Lines  office  for  de  luxe  First 
Class  or  thrifty  Custom  Coach  accommodations. 

DC-8  NONSTOP  SERVICE:  NEW  YORK,  PHILADELPHIA, 
WASHINGTON-BALTIMORE,  CHICAGO,  LOS  ANGELES, 

SAN  FRANCISCO,  PORTLAND,  SEATTLE-TACOMA,  and  HAWAII. 


JET  MAINLINER,  BY  DOUGLAS 


THE  BEST  OF  THE  JETS.  . . PLUS  UNITED  S EXTRA  CARE 


The  comfortable  high,  wide  DC-8  seat  adds  privacy  to  your  dining  pleasure. 


MONDAY  MEMO 

from  KENNETH  A.  HARRIS,  director  of  advertising , Kitchens  of  Sara  Lee  Inc.,  Chicago 


How  Sara  Lee  bakes  $25  million  ‘cake’ 


There  are  three  main  reasons  why 
Sara  Lee  spends  50%  of  its  $2  million 
advertising  budget  on  broadcast  media: 
(1)  The  importance  of  endorsement  of 
Sara  Lee  products  by  national  and  local 
broadcast  personalities;  (2)  the  oppor- 
tunity to  fully  demonstrate  the  quality 
ingredients  story  that  is  so  important 
to  all  Sara  Lee  products,  and  (3)  the 
excitement  that  can  be  created  by  prop- 
erly merchandising  national  and  local 
personalities  and  programs  to  the  trade 
and  consumers. 

In  the  selection  of  “buys”  in  broad- 
cast media,  ratings  generally  are  not 
very  important. 

We  feel  it  is  much  more  important 
to  be  associated  with  the  right  type  of 
program — one  that  provides  a good  sell- 
ing environment  and  strong  merchandis- 
ing opportunities,  than  to  allow  our 
evaluation  to  be  based  on  ratings.  There 
are  some  very  highly  rated  shows  that 
Sara  Lee  would  never  consider  sponsor- 
ing. There  also  have  been  programs  and 
“specials”  that  other  advertisers  turned 
down  because  of  potentially  low  ratings 
that  proved  to  be  excellent  buys. 

Some  of  these  buys  that  were  par- 
ticularly successful  for  Sara  Lee  in- 
cluded, in  1958,  the  ABC-TV  election 
night  telecast.  It  was  offered  to  Sara 
Lee  after  many  national  advertisers 
turned  it  down.  When  this  program  was 
offered  to  us  a week  before  it  was  to 
be  telecast,  we  made  an  immediate  de- 
cision to  buy.  The  results  were  excel- 
lent, a good  sales  increase  resulted,  and 
by  the  way,  the  ratings  on  a cost-per- 
thousand  basis  turned  out  to  be  excel- 
lent. Another  example  is  our  current 
Chicago  sponsorship  of  the  critically 
acclaimed  Play  of  the  Week. 

Presently  we  are  in  our  third  year 
of  sponsorship  of  Arthur  Godfrey  Time 
on  CBS  Radio  and  are  completing  our 
first  year  of  sponsoring  Captain  Kanga- 
roo on  CBS-TV.  On  a local  basis  we  are 
in  the  midst  of  the  biggest  radio  con- 
tinuity campaign  in  Sara  Lee  history. 
Currently  close  to  100  personalities  in 
key  Sara  Lee  markets  are  selling  the 
"omplete  line  of  Sara  Lee  baked  goods 
to  their  loyal  audiences.  Response  has 
been  excellent. 

Often  Overlooked  ■ What  are  some 
of  the  main  problems  Sara  Lee  has  ex- 
perienced in  using  broadcast  media  on 
a network  basis?  Oftentimes  the  net- 
works overlook  Sara  Lee  (and  no  doubt 
other  advertisers  our  size)  as  a potential 
sponsor  until  the  program  has  been  pre- 
sented to  all  the  “blue  chip”  advertisers. 


We  feel  this  is  a mistake  because  our 
advertising  budget  is  designed  to  allow 
great  flexibility  and,  because  we  are  a 
small  company,  we  make  over-night  de- 
cisions on  “hot”  buys.  Also,  because 
we  are  in  a growth  cycle  we  often  make 
additional  advertising  investment  appro- 
priations if  the  situation  warrants  it. 

What  about  problems  experienced  in 
local  market  buys?  There  are  several 
areas  where  broadcast  media  should 
improve. 

Perhaps  the  most  important  is  mak- 
ing good  local  tv  spots  available  to  short 
term  advertisers.  Because  the  limits  of 
the  Sara  Lee  budget  prevents  13  or  26 
week  spot  commitments  we  find  it  ex- 
tremely difficult  to  buy  good  prime  time 
spots  in  many  local  areas.  Our  local 
campaigns  most  often  are  seasonal  and 
last  for  two  or  three  week  cycles. 

During  these  campaigns  we  have 
large  budgets  available  for  local  spot 
purchases,  yet  quite  often  find  ourselves 
forced  to  divert  these  funds  to  other 
media  because  not  enough  satisfactory 
tv  spots  are  available  to  us  as  an  “in 
and  out”  local  advertiser. 


Ken  Harris  joined  Sara  Lee  in  sales  in 
1954  after  having  been  associated  with 
two  advertising  agencies  and  the  Chi- 
cago Tribune.  From  divisional  sales 
manager,  he  was  promoted  to  advertis- 
ing director  in  1958.  He  is  responsible 
for  both  the  advertising  and  the  public 
relations  program  in  conjunction  with 
the  Sara  Lee  agency,  Cunningham  and 
Walsh,  and  its  pr  firm,  Daniel  J.  Edel- 
man  & Assoc. 


Merchandising  ■ Another  area  where 
improvement  is  needed  is  that  of  net- 
works and  local  stations  providing  more 
merchandising  cooperation.  Here,  tv  and 
radio  could  take  a lesson  from  print 
media,  where  excellent  cooperation  is 
provided. 

One  of  the  strongest  selling  points 
newspapers  offer  is  their  localized  ap- 
proach. This  is  extremely  important 
when  merchandising  a campaign  to  the 
local  sales  force,  customers  and  con- 
sumers. 

Actually,  broadcasting  is  just  as  “lo- 
calized,” but  because  of  the  lack  of 
effort  of  the  media  to  capitalize  on  this 
aspect,  far  greater  efforts  on  the  part 
of  the  manufacturer  are  necessary  in 
order  to  achieve  full  merchandising  im- 
pact at  a local  level.  There  are,  of 
course,  many  exceptions. 

Spots  and  Rates  ■ There  are  two 
other  problem  areas  in  using  broadcast 
media.  The  first  concerns  buying  spot 
tv  and  radio  and  the  fact  that  few  sta- 
tions will  accept  orders  more  than  30 
days  in  advance  of  the  starting  date. 

This  presents  a severe  problem  be- 
cause it  may  take  over  a week  before 
it  is  possible  to  evaluate  all  the  avail- 
abilities in  a given  market.  Then,  if 
there  are  not  good  availabilities,  other 
media  strategy  must  be  developed  on  a 
“helter-skelter”  basis. 

The  second  point  concerns  the  “buga- 
boo” of  national  vs.  local  rates  on  spot 
buys.  Sara  Lee  buys  spots  at  national 
rates  through  our  agency,  Cunningham 
& Walsh,  but  it  is  a strong  temptation 
for  a national  advertiser  not  to  buy  tv 
or  radio  spots  locally  when  they  are 
offered  at  up  to  25%  less  than  rate  card. 
Oftentimes  the  spots  offered  at  the  dis- 
count price  are  better  than  those  the 
national  representatives  have  available. 

A uniform  policy  should  be  estab- 
lished with  local  rates  meaning  just  that, 
available  to  local  advertisers  only,  or 
better  still,  offer  one  rate  only  to  both 
national  and  local  advertisers. 

How  important  is  broadcast  media  to 
future  Sara  Lee  advertising  plans? 

Since  Sara  Lee  was  founded  in  1951 
(sales  $400,000),  approximately  50% 
of  our  advertising  budget  has  been 
spent  in  broadcast  media.  We  are  in  the 
midst  of  planning  our  1960-61  adver- 
tising appropriation  (1960  sales  esti- 
mate $25  million). 

Assuming  that  proper  advertising  ve- 
hicles are  available,  this  forthcoming 
year  will  represent  the  largest  Sara  Lee 
expenditure  in  broadcast  media. 
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The  value  of  TIME  is  our  use  of  it.  Thus,  productivity 
becomes  the  significant  indication  of  our  TIME’S  worth. 

At  WBAL-TV  in  Baltimore,  productivity  is  our  principal 
orientation.  We  seek  to  use  our  TIME  well  by  employing 
good  creative  talent,  good  judgment  and  good  taste  to 
produce  the  kind  of  programs  that  people  watch. 

With  many  award-winning  public  service  features  to 
our  credit,  and  with  over  75  live  local  shows  each 
week,  the  variety,  quality  and  interest  of  our  regular 
schedule  is  not  easily  matched.  Every  minute  of  our  day 
is  planned  with  care  and  consideration  for  our  public 


responsibility  and  executed  with  the  attention  of  pro- 
fessional excellence.  Audience  and  sales  follow  naturally 
this  healthy  pattern  of  productivity. 

"TIME  is  a sandpile  we  run  our  fingers  in,”  the  philoso- 
pher says.  At  WBAL  Television  11  in  Baltimore,  we 
cup  our  hands  tightly. 

NBC  Affiliate/Channel  11/Associated  with  WBAL-AM  & FM. 

WBAL-TV  BALTIMORE 

Nationally  represented  by  Edward  Petry  & Co.,  Inc. 
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There’s  WUA  I in  Jacksonville,  where 


(tFMa 


the  figure  coverage  and  the  coverage  figures  both 
deserve  a place  in  the  sun ! 

WJXT  more  than  doubles  your  county  coverage 
and  triples  your  audience  in  the 
booming  Northeast  Florida-South  Georgia 
region.  The  score  on  counties: 

66  vs  28.  The  score  on  ratings:  all  but  6 of  the 
top  50  shows  on  WJXT  according 
to  Nielsen.  On  every  score,  there’s  more, 
much  more  to  WJXT! 


WJXT 


JACKSONVILLE,  FLORIDA 

Represented  by  CBS  Television  Spot  Sales 


rated  by  The  Washington  Post  Broadcast  Division  : 

JXT  Channel  4 , Jacksonville,  Florida  WTOP  Radio  Washington,  D.  C.  WTOP-TV  Channel  9,  Washington,  D.  C 


WKRG'TV 


CHANNEL  5 MOBILE,  ALA. 

Call  Avery-Knodel,  Representative , 
or  C.  P.  Persons , Jr.,  General  Manager 

BROADCASTING,  April  18,  1960 


28 


BA  BROADCASTING 

THE  IUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 

April  18,  1960 

Vol.  58  No.  16 

THERE’S  MONEY  IN  PUBLIC  SERVICE 

■ Radio  and  tv  can  increase  income  as  well  as  prestige 

■ Most  buyers  say  public  service  has  ‘sales  appeal’ 

■ NBC  Spot  Sales’  Timebuyer  Opinion  Panel  gives  details 


Broadcasters  are  neglecting  their 
pocketbooks  as  well  as  their  prestige 
by  not  putting  more  emphasis  on  public 
service  programming. 

If  they  would  do  more — and  pro- 
mote it  more — they  would  sell  more. 

These  conclusions,  defying  the  popu- 
lar conception  that  public  service  lacks 
commercial  appeal,  represent  the  major- 
ity thinking  in  a group  of  292  agency 
buyers  and  executives  who  participated 
in  the  sixth  NBC  Spot  Sales’  “Time- 
buyer  Opinion  Panel.”  Results  of  the 
study  are  being  released  today  (April 
18).  Highlights  of  the  findings: 

■ Two  out  of  three  panelists  think  a 
good  public  service  image  improves  a 
station’s  sales  effectiveness  for  adver- 
tisers. 

■ Six  out  of  ten  have  bought  or 
would  buy  spots  adjacent  to  public 
service  programming. 

■ Seven  out  of  ten  would  be  more 
inclined  to  recommend  the  purchase 
of  a public  service  program  if  stations 
supplied  more  qualitative  information. 


A majority  think  stations  are  “seriously 
remiss”  about  reporting  their  public 
service  activities. 

■ More  than  nine  out  of  ten  think 
public  service  programming  can  be  a 
good  vehicle  for  building  an  advertiser’s 
corporate  image.  Two  of  three  con- 
sider it  effective  in  selling  a high-cost 
hard-goods  product  (but  only  one  in 
four  think  it  can  move  a low-cost,  high- 
turnover  item  effectively). 

■ Eight  out  of  ten  think  controver- 
sial subjects  can  be  explored  without 
harm  to  a program’s  sponsor,  provided 
both  sides  are  presented  fairly. 

■ Six  out  of  ten  think  advertiser  in- 
terest in  television  public  service  pro- 
gramming will  increase  in  the  years 
ahead.  Almost  five  out  of  ten  expect 
increased  interest  in  radio  public 
service  programming. 

■ Almost  seven  out  of  ten  believe 
that  big-budget  advertisers  should  share 
the  responsibility  for  public  service  pro- 
gramming by  sponsoring  some  of  it. 

■ News  significance,  documentaries 


and  local  problems  rank  1-2-3  in  audi- 
ence appeal  in  nighttime  public  service 
programming  in  the  opinion  of  the 
panelists.  By  program  type,  their  cur- 
rent commercial  interests  are  primarily 
in  news  and  weather,  convention  and 
election  coverage,  legislative  reports, 
religious  programming,  classical  music 
programs  and  such  special-interest 
shows  as  farm  news,  market  reports, 
etc. 

■ Imaginative  presentation,  good 
production-direction-writing,  wide  view- 
er and/or  listener  appeal  and  timeli- 
ness or  newsworthiness  were  most  fre- 
quently mentioned  as  qualities  needed 
to  make  a public  service  program  com- 
mercially attractive.  Others  included 
quality  talent  and  guests,  judicious 
choice  of  subject  matter,  objectivity 
and  accuracy,  informative  matter, 
straightforward  approach  on  contro- 
versy, local  appeal,  advance  promotion 
and  publicity  and  more  advantageous 
scheduling. 

In  releasing  the  report,  Richard  H. 


Public  service:  radio  does  it;  television  is  next 


Television  and  advertising  have 
reached  a point  of  maturity  where 
both  stand  to  gain  from  public 
service  programming.  So  suggests 
Sam  B.  Vitt,  vice 
president  and  asso- 
ciate media  direc- 
tor of  Doherty, 

Clifford,  Steers  & 

Shenfield,  New 
York,  in  comments 
contained  in  the 
public  service  pro- 
gramming study 
being  released  today  (April  18)  by 
NBC  Spot  Sales  (see  above).  In  Mr. 
Vitt’s  words: 

“Public  service  programming  . . . 
is  just  coming  of  age.  Perhaps  this 
maturing  will  be  further  stimulated 
by  the  recent  criticisms  of  the  broad- 
casting and  advertising  industries. 
But  it  is  not  really  surprising  that 


public  service  programming  is  where 
it  is  now,  nor  that  it  appears  headed 
for  a brighter,  more  productive  fu- 
ture. 

“In  the  first  place,  if  one  is  con- 
cerned about  public  service  program- 
ming in  the  broadcast  industry,  it 
is  probably  that  either  consciously 
or  unconsciously  he  is  thinking  about 
television.  For  certainly  radio,  in 
reality,  today  is  public  service  pro- 
gramming to  a considerable  degree. 
With  its  news,  time  signals,  weather 
reports,  traffic  analysis,  panels,  etc., 
all  held  together  with  music,  radio 
has  fashioned  its  survival  out  of 
public  service  programming. 

“Television,  of  coarse,  is  another 
story.  But  it  does  not  seem  unfair 
to  say  that  its  difference  is  princi- 
pally one  of  youth.  In  the  begin- 
ning it  faced  the  question  of  survival 
and  after  successfully  surviving  a 


period  of  technical  awkwardness,  a 
period  of  programming  development 
and  a period  of  adjusting  to  a third 
network,  it  would  appear  now  that 
the  necessary  attentions  may  be 
focused  against  public  service  pro- 
gramming. Additionally  it  would 
seem  that  as  television  matured,  so 
did  many  of  the  advertisers  utilizing 
the  medium,  and  as  a result  not  a 
few  of  them  find  themselves  at  a 
point  where  they  can  effectively  util- 
ize the  principal  merits  of  public 
service  programming. 

“So  ...  it  would  appear  that 
historically,  in  terms  of  growth,  both 
the  television  industry  and  the  ad- 
vertising industry  have  developed  si- 
multaneously to  the  point  where  pub- 
lic service  programming  [becomes 
more  attractive]  as  being  potentially 
mutually  advantageous  to  them 
both.” 


Mr.  Vitt 
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The  opinions  of  the  agency  panel 


NBC  Spot  Sales  surveyed  292  agency  timebuyers  and 
executives  about  the  U.S.  on  the  major  questions  surround- 
ing public  service  programming  by  radio-tv,  its  present 
commercial  appeal  and  its  prospects.  Here’s  a breakdown 
of  replies  to  the  principal  questions: 

TABLE  1:  HOW  GREAT  IS  SPONSOR  INTEREST? 

Has  one  of  your  clients  expressed  an  interest  in,  or  have 


you  recommended  to  a client,  the  sponsorship  of  a station 
public  service  program? 


r & 

Broadcast 

billings 

Over 

Under 

Total 

$1 

mill. 

$1 

mill. 

(a)  RADIO 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Yes 

93 

36 

25 

28 

68 

41 

No 

156 

61 

59 

65 

97 

58 

Don't  know 

8 

3 

6 

7 

2 

1 

Total  respondents 

■ 257 

(100) 

90 

(100) 

167 

(100) 

Over 

Under 

Total 

$1 

mill. 

$1 

mill. 

(b)  TV 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Yes 

Ill 

42 

41 

40 

70 

43 

No 

143 

54 

55 

54 

88 

54 

Don't  know 

10 

4 

6 

6 

4 

3 

Total  respondents 

264 

(100) 

' 102 

(100) 

162 

(100) 

TABLE  2:  IS  STRONG  IMAGE  A BIG  SELLER? 

In  your  opinion,  does  it  tend  to  run  true  that  a station 


that  develops  a strong  public  service  image  also  provides 
greater  sales  effectiveness  for  advertisers? 


Broadcast 

billings 

Over 

Under 

Total 

$1 

mill. 

$1  mill. 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Yes 

188 

65 

60 

56 

128 

70 

No 

54 

19 

29 

27 

25 

14 

No  opinion 

47 

16 

18 

17 

29 

16 

Total  respondents 

289 

(100) 

107 

(100) 

182 

(100) 

TABLE  4:  MORE  DATA,  MORE  INCLINATION  TO  BUY? 

Do  you  believe  that  you  would  be  more  inclined  to  recom- 
mend the  purchase  of  a public  service  program  if  you  were 
supplied  with  more  qualitative  audience  information  than 
is  presently  available  to  you? 

Broadcast  billings 
Over  Under 


Total 

$i 

. mill. 

$i 

mill. 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Yes 

207 

72 

76  | 

71 

131 

72 

No 

30 

10 

15 

14 

15 

8 

Don't  know 

53 

18 

16 

15 

37 

20 

Total  respondents 

290 

(100) 

107 

(100) 

183 

(100) 

TABLE  5:  QUALITY 

TREND- 

—UP 

OR 

DOWN? 

In  general,  do  you  think  that  over  the  past  few  years  the 
quality  level  of  public  service  programming  has  increased, 
decreased  or  remained  about  the  same? 


Broadcast  billings 
Over  Under 


Total 

$1 

mill. 

$1 

mill. 

(a)  RADIO 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Increased 

114 

40 

51 

48 

63 

35 

Decreased 

87 

30 

22 

21 

65 

36 

The  same 

81 

28 

31 

30 

50 

28 

Don't  know 

4 

2 

1 

1 

3 

1 

Total  respondents 

286 

(100) 

105 

(100) 

181 

(100) 

Over 

Under 

Total 

$1 

mill. 

$1 

mill. 

(b)  TV 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Increased 

185 

65 

79 

76 

106 

59 

Decreased 

30 

11 

7 

7 

23 

13 

The  same 

64 

23 

18 

17 

46 

26 

Don't  know 

4 

1 

• 

— 

4 

2 

Total  respondents 

283 

(100) 

104 

(100) 

179 

(100) 

TABLE  6:  CAN  THE  'PS'  PROGRAM  REALLY  SELL? 

In  your  opinion,  can  a public  service  program  be  an 
effective  advertising  vehicle? 


TABLE  3:  HOW'S  COMMERCIAL  'ENVIRONMENT? 


Many  people  in  the  industry  believe  that  the  type  of  pro- 
gramming surrounding  a commercial  has  a distinct  bearing 
on  the  commercial’s  sales  effectiveness.  Aside  from  audi- 


ence size,  do  you  feel  that  public  service  programming  is 
more  or  less  desirable  a surrounding  than  the  average  com- 


v 6 

Broadcast 

billings 

Over 

Under 

Total 

$1 

mill. 

$1  mill. 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

More  desirable 

99 

35 

37 

35 

62 

35 

Less  desirable 

63 

22 

23 

22 

40 

22 

No  difference 

89 

32 

30 

29 

59 

33 

Don't  know 

32 

11 

15 

14 

17 

10 

Total  respondents 

283 

(100) 

105 

(100) 

178 

(100) 

(a)  to  help  mold  a corporate  image 


Total 

$1 

Broadcast 

Over 

mill. 

billings 
Under 
$1  mill. 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Yes 

276 

95 

105 

98 

171 

93 

No 

7 

2 

1 

1 

6 

3 

No  opinion 

8 

3 

1 

1 

7 

4 

Total  respondents 

291 

(100) 

107 

(100) 

184 

(100) 

(b)  to  help  promote  a high  cost  hard  goods  product 


Total 

$1 

Over 

mill. 

Under 
$1  mill. 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Yes 

180 

64 

77 

73 

103 

59 

No 

50 

18 

14 

13 

36 

20 

No  opinion 

53 

18 

15 

14 

38 

21 

Total  respondents 

283 

(100) 

106 

(100) 

177 

(100) 

Close,  vice  president  in  charge  of  NBC 
Spot  Sales,  noted  that  “the  results  are 
not  meant  to  be  projected  to  the  total 
universe  of  several  thousand  persons 
engaged,  directly  or  indirectly,  in  the 
purchase  of  broadcast  time.”  But,  he 
said,  they  do  “offer  an  interesting  re- 
flection of  current  opinions  among  a 
very  important  and  articulate  section 
of  the  timebuying  fraternity.” 

The  292  panelists  represent  225  ad- 
vertising agencies  or  offices  throughout 
the  U.S.  A total  of  37%  are  with  agen- 
cies billing  more  than  $1  million  a year 
and,  as  in  past  panel  studies,  the  view- 
points were  reported  not  only  for  the 
entire  group  but  also  for  large  and 


small  agencies  separately. 

Many  Meanings  ■ The  panelists  de- 
fined public  service  in  different  ways. 
Some,  for  instance,  thought  World 
Series  broadcasts  fall  into  that  category; 
others  did  not.  Sanford  L.  Kahn,  radio- 
tv director  of  Mulle,  Breen  & Waldie, 
Los  Angeles,  defined  it  as  “any  program 
that  fills  a definite  need.”  Others,  like 
Leslie  B.  Sterne,  radio  director  of 
Smith,  Taylor  & Jenkins,  Pittsburgh, 
considered  it  akin  to  the  color  gray, 
capable  of  falling  “anywhere  between 
pure  white  and  absolute  black.” 

Two-thirds  of  the  respondents — and 
an  even  larger  percentage  of  the  small- 
agency  group — held  that  a station  with 


a strong  public  service  image  is  more 
effective  for  advertisers  (see  Table  2). 
Among  big  agencies  this  feeling  was 
somewhat  less  prevalent  (56%),  al- 
though a number  of  major-agency  ex- 
ecutives went  on  record  with  strong 
convictions.  For  instance: 

Arthur  S.  Pardoll,  associate  media 
director,  Foote,  Cone  & Belding,  New 
York — “Through  diversified  public 

service  programming  a station  has  an 
excellent  opportunity  to  establish  a 
close  identity  with  the  local  community. 
In  this  way  the  broadcaster  can  pro- 
vide a favorable  backdrop  for  the  ad- 
vertisers’ messages.  The  image  of  the 
station  can  have  an  effect  upon  the 
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. . . rating  ‘sell  appeal’  of  public  service 


(c)  to  help  promote  a low  cost  high  turnover  product 


TABLE  10:  WHICH  PROGRAMS  APPEAL  MOST? 


Total 

$1 

Over 
. mill. 

Under 
$1  mill. 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Yes 

71 

25 

24 

23 

47 

26 

No 

139 

49 

55 

51 

84 

47 

No  opinion 

75 

26 

28 

26 

47 

27 

Total  respondents 

285 

(100) 

107 

(100) 

178 

(100) 

TABLE  7:  DOES  QUALITY  OFFSET  MASS? 

Admittedly,  public  service  programming  appeals  to  a 
limited  audience.  In  your  opinion,  can  the  qualitative  charac- 
teristics of  this  audience  offset  for  an  advertiser  the  lack 
of  mass  appeal? 

Broadcast  billings 


Total 

$1 

Over 

mill. 

Under 
$1  mill. 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Yes 

210 

73 

84 

80 

126 

69 

No 

44 

15 

12 

11 

32 

18 

No  opinion 

33 

12 

9 

9 

24 

13 

1 otal  respondents 

287 

(100) 

105 

(100) 

182 

(100) 

TABLE  8:  WOULD  YOU  BUY  ADJACENCIES? 

Have  you  or  would  you  purchase  spot  availabilities  ad- 
jacent to  public  service  programming? 


Broadcast 

billings 

Over 

Under  | 

Total  $1 

mill. 

$1 

mill. 

(a)  RADIO 

No. 

Pet.  No. 

Pet. 

No. 

Pet. 

Yes 

171 

60  57 

54 

114 

63 

No 

- 50 

17  19 

18 

31 

17 

Don't  know 

67 

23  30 

28 

37 

20 

Total  respondents 

288 

(100)  106 

(100) 

182 

(100) 

Over 

Under 

Total  $1 

mill. 

?1 

mill. 

(b)  TV 

No. 

Pet.  No. 

Pet. 

No. 

Pet. 

Yes 

180 

63  62 

58 

118 

66 

No 

43 

15  18 

17 

25 

14 

Don't  know 

64 

22  27 

25 

37 

20 

Total  respondents 

287 

(100)  107 

(100) 

180 

(100) 

TABLE  9:  CAN 

CONTROVERSY  SELL? 

Sometimes  controversy  is  the  very  heart  of  a public  serv- 
ice program.  Do  you  believe  that  the  exploration  of  a con- 
troversial subject  is  detrimental  to  the  program’s  sponsor  if 
both  sides  of  the  issue  are  fairly  presented? 


Which  types  of  public  service  programming  do  you  feel 
would  have  the  greatest  audience  appeal  in  evening  time? 
(Please  rate  the  following  from  1-9.) 


Total 

Broadcast 
Over 
$1  mill. 

billings 
Under 
$1  mill. 

Weighted  ranking* 

Score 

Rank 

Score 

Rank 

Score  Rank 

Panel  discussion 

1018 

8 

439 

6 

579 

8 

Documentary 

1833 

2 

737 

2 

1096 

2 

Political 

1238 

5 

478 

5 

760 

4 

Cultural' 

1149 

6 

416 

7 

733 

6 

News  significance 

2183 

1 

817 

1 

1366 

1 

Religious 

565 

9 

198 

9 

367 

9 

Educational 

1046 

7 

369 

8 

677 

7 

Local  problem 

1664 

3 

569 

3 

1095 

3 

Scientific  ~ 

1280 

4 

529 

4 

751 

-5 

* Computed  by  assigning  a weight  , of  "9 

" for  1st  Choice, 

"8"  for 

2nd 

Choice,  "7"  for  3rd 

Choice,  "6" 

for  4th  ( 

Choice,  ’ 

"5"  for  5th  Choice, 

"4” 

for  6th  Choice,  “3" 

for  7th,  "2" 

for  8th 

and  "1' 

" for  9th 

Choice. 

TABLE  11:  WILL  SPONSORS  BUY  MORE? 

Do  you  believe  that  advertising  will,  in  the  coming  years, 
be  more  inclined  to  sponsor  public  service  programming? 


Total 

$1 

Broadcast 

Over 

mill. 

billings 
Under 
$1  mill. 

(a)  RADIO 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Yes 

- 138 

48 

52 

49 

86 

47 

No 

49 

17 

24 

23 

25 

14 

Don't  know 

101 

35 

30 

28 

71 

39 

Total  respondents 

288 

(100) 

106 

(100) 

182 

(100) 

Total 

$1 

Over 

mill. 

Under 
$1  mill,  i 

(b)  TV 

No. 

Pet. 

No. 

Pet. 

No. 

Pet; 

Yes 

186 

64 

75 

•70 

Ill 

61 

No 

25 

9 

• 14 

13 

11 

6 

Don't  know 

79 

27 

18 

17 

61 

33 

Total  respondents 

290 

(100) 

107 

(100) 

183 

(100) 

TABLE  12:  SPONSORS'  RESPONSIBILITY  TOO? 

The  responsibility  for  public  service  programming  lies  with 
the  broadcast  industry.  Do  you  feel  that  the  heavy  users  of 
broadcast  time  (i.e.,  major  corporations)  should  share  this 
responsibility  by  sponsoring  some  of  this  programming  in 
the  same  way  they  support  scholastic  awards,  research  proj- 
ects, and  community  health,  educational  and  welfare  or- 
ganizations? 


Broadcast 

billings 

Over 

Under 

Total 

$1 

mill. 

$1  mill. 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

Yes 

32 

11 

7 

6 

25 

14 

Yes 

No 

231 

79 

87 

81 

144 

79 

No 

Don't  know 

28 

10 

14 

13 

14 

7 

No  opinion 

Total  respondents 

291 

(100) 

108 

(100) 

183 

(100) 

Total  respondents 

reception  of  this  message.  Therefore 
it  behooves  stations  to  put  their  best 
foot  forward”  in  public  service  shows. 

Donald  E.  Leonard,  media  director, 
Fuller  & Smith  & Ross,  New  York — 
I believe  each  radio  and  tv  station 
develops  an  image — call  it  ‘community 
character’ — and  the  primary  ingredient 
is  public  service.  Radio  in  particular 
is  not  generally  lauded  for  public  serv- 
ices because  the  listener  is  accustomed 
to,  and  expects,  radio  to  do  the  things 
that  it,  of  all  media,  is  best  equipped 
to  do.  Notices  concerning  school  clos- 
ing due  to  bad  weather  are  a good  ex- 
ample. ...  As  damning  as  some  attacks 
on  broadcast  media  seem  to  be,  the  fact 


remains  that  all  participate  in  public 
service  in  varying  degrees.  It  would 
seem  that  radio,  specifically,  does  this 
so  well,  without  touting  the  fact  that 
it  is  being  done,  that  the  average 
listener  accepts  rather  than  expects.” 
Audience  Quality  vs.  Size  ■ It  was 
acknowledged  that  public  service  pro- 
gramming generally  appeals  to  a limited 
audience — but  73%  of  the  panelists 
(even  more  among  big  agencies) 
thought  the  qualitative  characteristics 
of  such  an  audience  can  offset  the  lack 
of  mass  appeal  (Table  7).  But  they 
said  they  needed  this  type  of  informa- 
tion in  order  to  recommend  a public 
service  program  to  their  clients  (Table 


Broadcast  billings 
Over  Linder 


Total 

$1 

mill. 

$1 

mill. 

No. 

Pet. 

No. 

Pet. 

No. 

Pet. 

195 

68 

70 

66 

125 

70 

62 

22 

24 

23 

38 

21 

28 

10 

12 

11 

16 

9 

285 

(100) 

106 

(100) 

179 

(100) 

4).  Don  Heller,  broadcast  buyer  for 
N.W.  Ayer  & Son,  Philadelphia,  sum- 
marized this  point  of  view  as  follows: 

“Public  service  programming,  I be- 
lieve, attracts  the  ‘seldom’  or  ‘selective’ 
viewer.  Therefore  it  brings  back  to 
television  an  additional  audience.  I 
would  venture  to  say  that  this  group 
encompasses  the  upper  portion  of  the 
market  in  terms  of  education,  income, 
community  leadership  and  trend  set- 
ters. Qualitative  studies  of  the  public 
service  audience  would  be  extremely 
helpful  in  our  evaluation  of  this  pro- 
gramming for  use  by  [prestige] 
products.” 

Wanted:  More  Information  ■ But  not 
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many  stations  are  supplying  that  sort 
of  information.  A large  majority  of  the 
respondents  said  they  never  receive 
such  reports,  although  they  thought  this 
data  would  make  effective  station  mail- 
ings. Here  are  some  of  their  quotes: 

“.  . . I am  not  aware  of  any  con- 
tinuing series  of  reports  to  agencies  on 
all  the  public  service  activities  of  a 
station,  although  networks  and  indi- 
vidual stations  often  report  on  a single 
broadcast  or  telecast.” 

“.  . . Reports  should  include  history 
of  program,  ratings,  homes  delivered 
and  qualitative  audience  information; 
also  audience  reaction  and  results  if 
the  station  has  pinpointed  these.” 

“.  . . I have  never  personally  seen 
such  a report.  ...  It  should  have  rudi- 
mentary information  as  to  schedule  of 
spots,  programs,  time  periods,  special 
station  promotion  efforts.” 

Although  public  service  program- 
ming as  a rule  may  attract  less  than 
a mass  following,  the  panelists  did 
undertake  to  rate  nine  program  types 
according  to  ability  to  pull  large  audi- 


ences in  evening  time:  News  signifi- 
cance, documentary,  local  problems, 
scientific,  political,  cultural,  edu- 
cational, panel  discussion  and  relig- 
ious programs  were  ranked  in  that 
order  (Table  10). 

Controversy  Not  Bad  ■ Despite  wide- 
ly publicized  exceptions  in  the  past, 
the  agency  people  said  they  did  not 
regard  the  treatment  of  controversial 
issues  as  harmful  to  a program’s  spon- 
sor if  it  is  handled  fairly.  That  was  the 
verdict  of  79%  of  the  panelists 
(81%  of  those  with  large  agencies) 
and  another  10%  (13%  in  large 

agencies)  said  they  didn’t  know  the 
answer  (Table  9). 

A total  of  36%  said  they  had  recom- 
mended— or  a client  had  expreseed  in- 
terest in — sponsorship  of  a radio  public 
service  program.  In  tv  the  percentage 
was  somewhat  higher:  42%.  For  both 
radio  and  tv  the  interest  was  higher 
among  agencies  billing  less  than  $1  mil- 
lion a year  than  among  larger  agencies. 
(See  Table  1.)  Six  out  of  ten  have 
bought  or  would  be  willing  to  buy  spots 


adjacent  to  public  service  programs 
(Table  8). 

Some  of  those  who  have  used  public 
service  programming  offered  enthusias- 
tic reports  on  the  result: 

James  B.  Rogers,  president  of  Rogers 
& Collins,  Baltimore — “We  are  prob- 
ably one  of  the  few  agencies  in  this 
market  that  have  employed  public  serv- 
ice approach  to  a commercial  problem. 
We  feel  quite  strongly  that  this  is  an 
embryo  vehicle  for  commercial  partici- 
pation and  that  the  future  will  see  many 
more  sponsors  using  this  tack  for  foun- 
dation media  planning.  Great  care  must 
be  taken,  however,  to  buy  on  an  indi- 
vidual need.’’ 

Trent  Christman,  director  of  radio 
and  tv,  Holst  & Male,  Honolulu — “This 
agency  is  currently  producing  for 
Hawaiian  Electric  Co.  a series  of  25 
one-  and  two-hour  public  service  pro- 
grams [which  cover]  all  aspects  of 
Hawaiian  heritage  and  culture,  past, 
present  and  future.  We  feel  that  this 
program  can  and  does  do  an  excep- 
tional job  of  maintaining  a valuable 


National  Guard’s  light  touch  sells  recruiting 


A public  interest  campaign,  com- 
peting with  hundreds  of  others  for  a 
place  on  the  station  schedule,  has  to 
earn  its  way  in  listener  appeal. 

Fletcher  Richards,  Calkins  & 
Holden,  taking  on  the  National 
Guard  recruiting-community  rela- 
tions account  this  year,  decided  to 
upset  tradition  and  take  a light- 
hearted approach  to  the  subject  of 
“missile  age  minutemen.”  A room- 
full  of  Pentagon  brass  bought  the 
idea  and  by  now  60  and  20-second 
prints  have  been  shipped  to  a na- 
tional saturation  list  of  550  stations. 

The  film  opens  on  a whistling  boy 
drawing  a line  in  limbo.  (1.  above)  A 
smaller  boy  walks  in  and  asks: 
“What’s  that?”  Older  boy:  “That’s 
the  first  line  of  defense.”  Younger 
boy:  “What’s  that?” 

The  young  artist  flips  the  line  to 
show  a sign  (over  creaking  sound)  (r. 
above).  Older  boy:  “The  National 
Guard.”  Younger:  “Guard  against 
what?” 


Wind  spins  the  boys  and  blows  in 
a live  action  scene  (1.  below)  Older: 
“The  unexpected.”  In  succeeding 
frames  they  watch  civil  emergencies 
and  military  scenes. 

(Over  march  music  c.  below). 
Younger:  “Hey,  how  come  you  know 
so  much  about  the  National  Guard 
anyhow?”  Older:  “ ‘Cause  my  Pop 
told  me.  He’s  a corporal  in  the  Na- 
tional Guard.” 

Younger  (r.  below):  “Gee!  How 
about  that?”  A final  cut  to  the  guard 


logo  follows.  Steve  Roppolo,  agency 
writer-producer,  created  the  spot.  Vic 
Miranda,  art  director,  did  the  story- 
board and  Pintoff  Productions  filmed. 

Others  responsible:  Lt.  Col.  James 
R.  Connor,  chief  of  the  National 
Guard  Bureau  office  of  public  affairs; 
Sy  Frolick,  Fletcher  Richards  senior 
vice  president  and  director  of  tv-ra- 
dio; Bruce  Jacobs,  account  executive, 
and  Bob  Nugent,  tv-radio  account 
executive,  who  “sold”  the  storyboard 
in  Washington. 
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THE  PROCTER  & GAMBLE  CO. 


GENERAL  MOTORS  CORP. 


BRISTOL-MYERS  CO. 


GENERAL  FOODS  CORP. 


CHRYSLER  CORP. 


AMERICAN  AIRLINES,  INC. 


COLGATE-PALMOLIVE  CO. 


R.  J.  REYNOLDS  TOBACCO  CO. 


UNITED  AIR  LINES,  INC. 
GENERAL  MILLS,  INC. 


NATIONAL  BISCUIT  CO. 


U.  S.  RUBBER  CO. 


BROWN  & WILLIAMSON 
TOBACCO  CORP. 


FORD  MOTOR  CO. 


THE  COCA-COLA  CO. 


GENERAL  CIGAR  CO. 


BORDEN'S 


TRANS-WORLD  AIRLINES,  INC. 


VICK  CHEMICAL  COMPANY 


BEST  FOODS 


U.  S.  TOBACCO  CO. 


TEXACO  CANADA  LIMITED 


KELLOGG  COMPANY 


MILES  LABORATORIES,  INC. 


THE  AMERICAN  TOBACCO  CO. 


CANNON  MILLS,  INC. 


INTERNATIONAL  SHOE  CO. 


FIRESTONE 


GULF  OIL  CORP. 


STERLING  DRUG,  INC. 


LEVER  BROTHERS  CO. 


WPIX-11  carries  more  minute  advertising  from 
the  top  25  national  spot  advertisers  than  any 
other  New  York  television  station.*  ■ Leading 
advertisers  select  wpix-11  for  the  “network 
look”  of  its  programming,  its  Nielsen 
proved  quality  audience  and  the  guar 
anteed  good  company  of  other  national 
advertisers.  Your  product  message 
will  never  appear  with  “mail  order”  or 


* Broadcast  Advertiser  Reports 


over-long  commercials-  because  wpix-11  does  not 
accept  this  kind  of  advertising  ■ Only  wpix-11, 
of  all  seven  New  York  TV  stations,  offers  you  so 
many  opportunities  to  place  minute  commer- 
cials in  such  a productive  selling  atmos- 
phere during  the  prime  nighttime  hours ! 

Where  are  your  60-second  commercials  tonight? 


WIFE 


new 

york 
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The  check  came  in  a letter  saying:  “I  send  it  to  you 
because  I thought  your  coverage  of  Squaw  Valley 
was  superb.  And  I understand  it  cost  you  a pretty 
penny  over  and  above  any  advertising  income.” 

The  letter  was  one  of  literally  thousands  reflect- 
ing the  excitement  and  appreciation  felt  by  80 
million  Americans  who  watched  the  series  of  14 
programs  on  the  CBS  Television  Network  covering 
the  1960  Winter  Olympic  Games. 

They  came  from  all  elements  of  the  population— 
from  some  of  the  highest  ranking  government  offi- 
cials, one  of  whom  described  the  broadcasts  as  “a 
spectacular  job  of  detailed  coverage”— as  well  as 
from  farmers,  teenagers,  businessmen,  and  house- 
wives. A Midwestern  newspaper  published  an  edi- 
torial headed  “CBS  deserves  a gold  medal.” 

It  goes  without  saying  that  this  remarkable  surge 
of  enthusiasm  was  especially  gratifying  to  the  real 
sponsor  of  the  series— Renault,  Inc.— which  was  able 
to  demonstrate  the  quality  of  its  automobiles  to 
tremendous  daily  audiences.  During  the  average 
minute  that  the  14  broadcasts  were  on  the  air  they 
commanded  the  undivided  attention  of  20  million 
viewers.  More  people  watched  these  broadcasts  than 
the  combined  viewers  of  all  other  programs  on  the 
air  at  the  same  time. 

Naturally  this  overwhelming  response  pleased  us, 
too,  since  it  set  the  stage  for  our  exclusive  coverage 
of  the  Summer  Olympics  next  August  and  Septem- 
ber against  the  magnificent  backdrop  of  Rome.  (For 
18  consecutive  days,  in  a series  of  29  broadcasts, 
you  will  see  the  world’s  foremost  athletes  compet- 
ing in  the  historic  Marathon  and  Pentathlon  events, 
as  well  as  in  32  other  sports  contests  ranging  from 
boxing  to  yachting.)  It  set  the  stage,  too,  for  an  ad- 
vertiser to  write  a check  making  him  a sponsor.  In 
fact,  we’re  expecting  it. 

CBS  TELEVISION  NETWORK 


A MOST 

UNEXPECTED 

SPONSOR 


FOR  A MOST 
SPECTACULAR 
PROGRAM! 


Do-it-yourself  public  service  creates  a symphony 


WIKB  Iron  River,  Mich.,  discov- 
ering the  wide-spread  public  accep- 
tance of  its  new  two-hour  classical 
and  light-concert  music  show,  Even- 
ing Serenade,  went  a step  further  by 
establishing  what  it  terms  the  first 
community  symphony  orchestra 
sponsored  by  a broadcasting  facility. 

Through  Edwin  Phelps,  WIKB 
vice  president  and  general  manager, 
and  a handful  of  interested  parties,  a 


group  of  area  musicians  and  music 
lovers  was  assembled  to  discuss  the 
matter.  Twenty-three  attended  the 
first  meeting  and  membership  later 
swelled  to  33.  WIKB  agreed  to  un- 
derwrite all  organizational  expenses 
and  publicity,  with  Mr.  Phelps  as 
business  manager. 

With  rehearsals  in  full  swing, 
WIKB  began  pounding  the  promo- 
tional drums  with  a flourish  of  spot 


announcements  which  gathered  mo- 
mentum, first  to  wire  services,  the 
daily  press  and  finally  to  state  and 
government  officials. 

The  symphony  made  its  debut 
before  a capacity  audience  two 
months  ago  and  was  a great  suc- 
cess. Future  plans  call  for  guest 
soloists,  under-the-stars  concerts  and 
a series  of  spring,  fall  and  winter 
appearances. 


company  image  while  at  the  same  time 
providing  a vehicle  to  showcase  the 
company’s  selling  spots.” 

Owen  N.  Dailey,  Owen  N.  Dailey 
Adv.,  Bakersfield,  Calif. — “The  shows 
we  have  programmed  [documentaries 
on  major  surgery]  have  been  highly 
successful  both  from  the  standpoint  of 
audience  and  that  of  the  medical  pro- 
fession. . . . Customer  response  has 
been  excellent.  . . 

Exceptions  ■ Not  all  panelists  could 
give  success  stories.  One  said  his  agency 
recommended  public  service  to  its 
clients  regularly  but  was  consistently 
turned  down  on  the  basis  of  low  ratings. 
Or,  as  put  by  Mai  Ochs,  Grey  Adv., 
New  York:  “There  is  much  good  public 
service  programming  available.  Un- 
fortunately, too  many  sponsors  are  in- 
terested only  in  ratings  and  numbers.” 

Approximately  two-thirds  of  the  pan- 
elists thought  television’s  public  service 
programming  had  improved  in  the  past 
few  years.  Two-fifths  thought  radio’s 
had  too  (Table  5).  This  belief  was 
more  prevalent  in  large  agencies,  where 
respondents  also  were  more  inclined 
to  expect  increased  sponsorship  of  pub- 
lic service  programs  in  the  future 
(Table  11). 

What  Service  Can  Sell  ■ The  ability 
of  public  service  programs  to  promote 
the  sponsor’s  corporate  image  was  rec- 
ognized by  95%  of  the  respondents — 
and  by  98%  of  those  in  larger  agencies. 
But  a majority  (64%)  felt  these  pro- 
grams could  sell  high-priced  hard  goods 
as  well,  although  only  a fourth  thought 
they  would  be  a good  investment  for 
a low-cost,  fast  turnover  item  [Table 
5 (c)]. 

Sales  effectiveness  was  explored  from 
another  angle  in  a question  asking  the 
agency  buyers  to  compare  public  serv- 
ice with  average  commercial  program- 
ming as  a setting  for  advertising  mes- 
sages, apart  from  audience  size.  One  out 
of  three  thought  public  service  more 
desirable  and  another  32%  saw  no 
difference,  while  22%  considered  it 
less  desirable  and  11%  had  no  opinion 
(Table  3).  Sixty  percent  said  they  had 
bought  or  would  be  willing  to  buy  spots 
adjacent  to  public  service  shows  (Table 


10).  Said  Jack  Scanlon,  media  buyer 
at  Benton  & Bowles,  New  York: 

“I  don’t  think  we  should  ever  under- 
estimate the  level  of  interest  of  our 
audience.  Certainly,  editorial  associa- 
tion and  ‘thinking’  interest  in  a pro- 
gram should  provide  some  additional 
value  to  selected  types  of  products.” 
And  Jack  K.  Carver,  media  super- 
visor of  Doherty,  Clifford,  Steers  & 
Shenfield,  New  York,  said:  “The  ques- 
tion of  whether  public  service  program- 
ming is  a more  or  less  desirable  back- 
drop for  a commercial  depends  on  sev- 
eral factors:  products  being  advertised; 
the  commercial  itself — how  and  what 
it  says  and  does,  and  the  type  of  pro- 
gram— commercials  that  blend  in  edi- 
torially with  a program  can  best  re- 
tain the  attention  of  the  audience.” 
Sponsor  Responsibility  ■ More  than 
two-thirds  of  the  panelists  thought  that 
high-budget  sponsors  ought  to  share 
broadcasters’  responsibility  for  present- 
ing public  interest  programs  (Table 
12).  Observations  included: 

Alice  Ross,  timebuyer,  Heineman, 
Kleinfeld,  Shaw  & Joseph,  New  York — 
“It  is  the  responsibility  of  large  business 
interests  to  help  in  the  dissemination  of 
public  service  programming  since  . . . 
they  have  a great  deal  to  gain  if  they 
assist  in  creating  an  even  more  aware 
citizenry  than  we  now  have.  This  in- 
cludes the  networks  along  with  large 
corporations.  ...  If  businessmen  who 
have  the  most  to  gain  don’t  do  some- 
thing and  do  it  fast,  the  government 
might  be  forced  to  step  in  and  the 
situation  would  worsen.” 

Curtis  G.  Williams,  owner,  Cushing- 
Williams  Adv.,  Phoenix — “Contrary  to 
some  strong  opinion,  I feel  that  good, 
effective  public  service  programming 
will  have  to  come  from  heavy  users  of 
broadcast  time.  This  stuff  all  takes 
money  and  brains  and  . . . this  means 
from  successful  business.” 

What’s  Good?  ■ The  panelists  showed 
a wide  range  of  ideas  about  what  sub- 
jects would  be  good  for  exploration  in 
public  service  programs — and  how  they 
should  be  handled.  For  instance: 

Janet  Murphy,  broadcast  media  su- 


pervisor, L.C.  Gumbinner,  New  York 
— “More  local  issues  should  be  ex- 
plored.” 

Walter  Guild,  president,  Guild, 
Bascom  & Bonfigli,  San  Francisco — 
“ ‘Public  service’  programming  does  not 
have  to  be  ‘egghead’  programming. 
Your  [panel  questionnaire]  categories 
do  not  include  such  things  as  travel- 
foreign  subject-biographical  programs, 
etc.,  yet  these,  too,  perform  a public 
service  plus  entertainment.” 

Leonard  Kay,  broadcast  supervisor, 
McCann-Erickson,  Chicago  — “Public 
service  need  not  be  dull  and  dry.  I 
believe  the  answer  lies  with  the  writers 
and  producers.  . . . What’s  really 
needed  ...  is  a campaign  by  the  broad- 
casters to  raise  the  image  of  public 
service  programming.” 

Robert  J.  Smith,  media  supervisor, 
W.B.  Doner  & Co.,  Chicago — “The 
public  service  program  can  be  an  effec- 
tive tool  for  the  advertiser  if  done  in 
a favorable  image  and  merchandised 
for  greater  sales  effectiveness.” 

Kenneth  W.  Wittleder,  vice  presi- 
dent, Stern,  Walters  & Simmons,  Chi- 
cago— “Don’t  call  it  public  service 
(how  about  ‘special  interest’  shows?). 
The  term  is  too  self-conscious  to  pro- 
spective buyer  and  viewer.  Put  top  talent 
to  work  creating  them  and  promote 
shows  in  other  media  and  in  cross 
plugs.” 

William  W.  Cook,  vice  president, 
Dennis,  Parsons  & Cook,  Jacksonville, 
Fla. — . . final  production  of  a public 
service  program  [should  be]  the  respon- 
sibility of  the  ‘show  business’  people 
at  the  station.  This  should  insure  that 
material  that  might  otherwise  be  dull 
will  be  handled  in  an  interesting  and 
dramatic  manner.” 

Dalton  E.  Nelson,  Fischbein  Adv.. 
Minneapolis — “Those  programs  serving 
the  public  interest  that  have  been 
treated  with  a light,  sometimes  humor- 
ous touch,  have  an  audience  . . . and 
will  keep  right  on  having  an  audi- 
ence. . . .” 

Stanley  Newman,  media  director, 
Richard  K.  Manoff,  New  York — “Good 
public  service  programs  like  any  good 
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In  the  WFBR  audience,  there  are  proportionately  20%  more  car  owners  of  1956  or  newer  model 
cars  than  in  the  total  sample,  which  includes  listeners  to  all  Baltimore  stations.* 

When  you  advertise  on  WFBR,  you  reach  the  people  who  have  the  spendable  income  and  who  spend  it. 

* In  a recent  Qualitative  Survey  in  the  metropolitan 
Baltimore  area,  The  Pulse,  Incorporated,  matched 
certain  socio-economic  factors  with  radio  station 
listening  habits. 
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BALTIMORE,  MARYLAND 


Represented  by  John  Blair  and  Company 
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the  well-dressed  market 


$223,529,000 


apparel  sales 


Representative : The  MEEKER  Company,  Inc.  New  York 


In  this  multi-city  market— Lancaster,  Harrisburg, 
York,  and  numerous  other  cities— buying  is 
solidly  in  fashion.  Two  reasons:  the  people  have 
money  and  spend  it.  This  Channel  8 station  de- 
livers an  audience  greater  than  the  combined 

audience  of  all  other  stations  in  its  coverage  area. 
(See  ARB  or  Nielsen  surveys.) 

WGAL-TV 

CJuuuotA  t? 

Lancaster,  Pa. 

NBC  and  CBS 

STEINMAN  STATION 
Clair  McCollough,  Pres. 

Chicago  • Los  Angeles  ■ San  Francisco 
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Programs  require  expensive  and  time- 
:onsuming  production  efforts.  The  best 
herefore  almost  always  will  have  to 
:ome  from  network  sources.  Public 
.ervice  programs  produced  by  stations 
hould  restrict  themselves  to  prepared 
ormats  that  can  be  economically  pro- 
duced without  sacrifice  in  quality.” 
What’s  Wrong?  ■ With  their  ideas, 
many  respondents  also  mixed  criticism 
pf  some  broadcasters’  general  approach 
o public  service  shows: 

Ruth  L.  Simonds,  media  director, 
Bennett  & Northrop,  Boston — “Except 
:or  the  few  network  or  large-company 
Rations  and  some  very  few  fine  inde- 


■ 

PULSE 


TOP  20  NETWORK  JAN.  4-10 

1.  Wagon  Train  32.2 

2.  Gunsmoke  30.7 

3.  Ed  Sullivan  27.9 

4.  Have  Gun,  Will  Travel  27.3 

5.  Jack  Benny  27.1 

6.  Perry  Mason  27.0 

7.  Perry  Como  26.9 

7.  U.S.  Steel  Hour  26.9 

8.  Bob  Hope  26.5 

8.  Dinah  Shore  26.5 

8.  Danny  Thomas  26.5 

9.  77  Sunset  Strip  26.1 

10.  Father  Knows  Best  25.7 

11.  Maverick  25.4 

12.  Alfred  Hitchcock  25.0 

13.  Art  Carney  24.8 

14.  Wanted  Dead  or  Alive  24.1 

15.  Loretta  Young  24.0 

15.  Rifleman  24.0 

16.  Red  Skelton  23.4 
16.  Special  Tonight  23.4 

Copyright  I960  by  The  Pulse  Inc. 


TOP  10  NETWORK  PROGRAMS 

Tv  report  for  2 weeks  ending  March  20,  1960 
TOTAL  AUDIENCE  t 


Rank 

No.  homes 
(000) 

1.  Wagon  Train 

20,928 

2.  Gunsmoke 

18,622 

3.  Ed  Sullivan  Show 

17,176 

4.  Jack  Benny  Hour 

16,498 

5.  77  Sunset  Strip 

15,006 

6.  Perry  Como-Music  Hall 

14,916 

7.  Playhouse  90 

14,780 

8.  Price  Is  Right — 8:30  P.M. 

14,780 

9.  Have  Gun,  Will  Travel 

14,645 

10.  Danny  Thomas  Show 

14,645 

Rank 

Rating* 

1.  Wagon  Train 

47.0 

2.  Gunsmoke 

43.0 

3.  Ed  Sullivan  Show 

38.7 

4.  Jack  Benny  Hour 

5.  77  Sunset  Strip 

6.  Perry  Como-Music  Hall 

7.  Playhouse  90 

8.  Price  Is  Right— 8:30  P.M. 

9.  Have  Gun,  Will  Travel 
10.  Danny  Thomas  Show 

AVERAGErAUDIENCE  % 


38.0 

34.5 
33.8 

33.6 
33.5 
33.5 

33.0 


Rank 

1.  Wagon  Train 

2.  Gunsmoke 

3.  Ed  Sullivan  Show 

4.  Have  Gun,  Will  Travel 

5.  Price  Is  Right— 8:30  P.M. 


No.  homes 
(000) 
17,718 
17,583 
13,967 
13,831 
13,786 


pendents,  the  average  small-station 
operator  has  no  interest  in  program- 
ming as  such.  He  has  no  interest  per- 
sonally in  cultural  or  civic  things  and 
so  doesn’t  think  anyone  else  has.  He 
sees  broadcasting  as  a business,  not  as 
a 20th  century  wonder  and  creative 
medium  for  helping  to  improve  the 
world  physically  and  intellectually.” 
Ben  Leighton,  timebuyer,  Campbell- 
Mithun,  Minneapolis — “Too  often,  pub- 
lic service  programming  has  been  per- 
formed and  reported  to  the  FCC  (as 
well  as  to  some  advertisers)  with  tongue 
in  cheek.  ...  By  use  of  mature,  in- 
telligent personnel,  management  con- 


6. Danny  Thomas  Show  13,786 

7.  Jack  Benny  Hour  13,379 

8.  Father  Knows  Best  13,379 

9.  Red  Skelton  Show  13,198 

10.  77  Sunset  Strip  13,063 

Rank  Rating* 

1.  Gunsmoke  40.6 

2.  Wagon  Train  39.8 

3.  Have  Gun,  Will  Travel  31.6 

4.  Ed  Sullivan  Show  31.5 

5.  Price  Is  Right— 8:30  P.M.  31.3 

6.  Danny  Thomas  Show  31.0 

7.  Jack  Benny  Hour  30.8 

8.  Father  Knows  Best  30.1 

9.  77  Sunset  Strip  30.1 

10.  Red  Skelton  Show  29.9 


t Homes  reached  by  all  or  any  part  of  the 
program,  except  for  homes  viewing  only 
1 to  5 minutes. 

* Percented  ratings  are  based  on  tv  homes 
within  reach  of  station  facilities  used  by 
each  program. 

? Homes  reached  during  the  average  minute 
of  the  program. 

Copyright  1960  A.C.  Nielsen  Co. 


TOP  TEN  NETWORK  PROGRAMS 
MARCH  1-7,  1960 

Name  of  Program  Rating 


1. 

Wagon  Train 

. . 36.7 

2. 

Gunsmoke 

35.3 

3. 

Have  Gun,  Will  Travel 

34.5 

4. 

Red  Skelton 

33.4 

5. 

The  Untouchables 

32.6 

6. 

Father  Knows  Best 

31.4 

7. 

Ed  Sullivan 

29.8 

8. 

Real  McCoys 

28.8 

9. 

Garry  Moore 

28.5 

10. 

77  Sunset  Strip 

28.2 

Name  of  Program 

No.  homes 
(000) 

1. 

Wagon  Train 

15,800 

2. 

Gunsmoke 

15,300 

3. 

Have  Gun,  Will  Travel 

14,800 

4. 

Red  Skelton 

14,300 

5. 

The  Untouchables 

13,700 

6. 

Father  Knows  Best 

13,500 

7. 

Ed  Sullivan 

12,800 

8. 

Real  McCoys 

12,200 

9. 

Marry  Moore 

12,200 

10. 

77  Sunset  Strip 

11,900 

Copyright,  1960  VIDE0DEX  INC. 


BACKGROUND:  The  following  programs,  in 
alphabetical  order,  appear  in  this  week's 
BROADCASTING  tv  ratings  roundup.  Informa- 
tion is  in  following  order:  program  name,  net- 
work, number  of  stations,  sponsor,  agency,  day 
and  time. 

Jack  Benny  Hour  (CBS-181):  Benrus,  Grey- 
hound (both  Grey),  Sat.,  March  19,  10-11 
p.m. 

Art  Carney  (NBC-152):  United  Motor  Serv- 
ice Delco  Remy  Batteries  Divs.  of  General 
Motors  (both  C-E),  AC  Sparkplug  Div.  of 
GM  (Brother),  Fri.,  Jan.  8,  8-9:30  p.m. 


trol  and  diligent  research,  stations  can 
. . . program  public  service  features 
profitably.” 

Alan  M.  Berger,  radio-tv  director, 
Tilds  & Cantz,  Los  Angeles — “Too 
often  stations  consider  the  broadcast- 
ing of  an  announcement  supporting 
Community  Chest,  Red  Cross,  etc.  as 
their  contribution  to  servicing  the  pub- 
lic. This,  to  my  way  of  thinking,  is 
dangerously  shallow.  . . .” 

Howard  M.  Paul,  marketing  coordi- 
nator, Van  Handel,  Milwaukee — “The 
stations  themselves  are  responsible  for 
having  made  the  term  ‘public  service’ 
something  Johnny  should  get  his  mouth 


Perry  Como  (NBC-151):  Kraft  (JWT),  Wed. 
9-10  p.m. 

Father  Knows  Best  (CBS-155):  Lever  Bros., 
Scott  Paper  (both  JWT),  Mon.  8:30-9  p.m. 

Gunsmoke  (CBS-201):  Liggett  & Myers 

(DFS),  Remington  Rand  (Y&R),  Sat.  10- 
10:30  p.m. 

Have  Gun,  Will  Travel  (CBS-164):  Lever  Bros. 
(JWT),  American  Home  Products  (Bates), 
Sat.  9:30-10  p.m. 

Alfred  Hitchcock  (CBS-182):  Bristol-Myers 

(Y&R),  Sun.  9:30-10  p.m. 

Bob  Hope  Show  (NBC-162):  Buick  (M-E), 
Wed.,  Jan.  13,  9-10  p.m. 

Lassie  (CBS-141):  Campbell  Soup  (BBD0), 
Sun.  7-7:30  p.m. 

Perry  Mason  (CBS-150):  Colgate-Palmolive 
(Bates),  Gulf  Oil  (Y&R),  Sat.  7:30-8:30 
p.m. 

Maverick  (ABC-144):  Kaiser,  Drackett  (both 
Y&R),  Sun.  7:30-8:30  p.m. 

Garry  Moore  (CBS-160):  S.C.  Johnson  (NLB), 
Pittsburgh  Plate  Glass  (BBD0),  Kellogg 
(Burnett),  Polaroid  (DDB),  Tue.  10-11 
p.m. 

Playhouse  90  (CBS-169):  American  Gas  Assn. 
(L&B),  Allstate  Insurance  (Burnett),  R.J. 
Reynolds  (Esty),  Mon.,  March  7,  9:30-11 
p.m. 

Price  Is  Right  (NBC-158):  Lever  (0BM), 

Speidel  (NCK),  Wed.  8:30-9  p.m. 

Real  McCoys  (ABC-148):  P&G  (Compton), 
Thur.  8:30-9  p.m. 

Rifleman  (ABC-142):  Miles  Labs  (Wade), 

Ralston  Purina  (Gardner),  P&G  (B&B), 
Tues.  9-9:30  p.m. 

Dinah  Shore  (NBC-180):  Chevrolet  (C-E), 
Sun.  9-10  p.m. 

Red  Skelton  Show  (CBS-170):  S.C.  Johnson 
(FCB),  Pet  Milk  (Gardner),  Tue.  9:30-10 
p.m. 

Special  Tonight  (CBS-163):  General  Mills 

(BBDO),  Westclox  (BBD0),  Thur.,  Jan.  7, 
9:30-11  p.m. 

77  Sunset  Strip  (ABC-174):  American  Chicle, 
Whitehall  (both  Bates),  R.J.  Reynolds  (Esty), 
Brylcreem  (K&E),  Fri.  9-10  p.m. 

Ed  Sullivan  Show  (CBS-181):  Colgate-Palm- 
olive (Bates),  Eastman  Kodak  (JWT),  Sun. 
8-9  p.m. 

Danny  Thomas  Show  (CBS-202):  General  Foods 
(B&B),  Mon.  9-9:30  p.m. 

Untouchables  (ABC-127):  Liggett  & Myers 
(M-E),  Warner-Lambert  (L&F),  Seven-Up 
(JWT),  Luden's  (Mathes),  Armour  (FCB), 
Lewis  Howe  (M-E),  Carnation  (EWRR), 
Thur.  9:30-10:30  p.m. 

U.S.  Steel  Hour  (CBS-126):  U.S.  Steel 

(BBDO),  alt.  Wed.  10-11  p.m. 

Wagon  Train  (NBC-184):  Ford  (JWT),  R.J. 
Reynolds  (Esty)  National  Biscuit  Co.  (M-E), 
Wed.  7:30-8  p.m. 

Wanted,  Dead  Or  Alive,  (CBS-180):  Brown  & 
Williamson  (Bates),  Kimberly-Clark  (FCB), 
Sat.  8:30-9  p.m. 

Winter  Olympics  (CBS-183):  Renault  (Kudner), 
Schlitz  (JWT),  Union  Oil  (Y&R),  Sun.,  Feb. 
21,  2-5  p.m. 

Loretta  Young  (NBC-174):  Toni  (North), 

Warner-Lambert  (L&F),  Sun.  10-10:30 
p.m. 

Wanted  Dead  or  Alive  (CBS-180):  Brown  & 
Williamson  (Bates),  Kimberly-Clark  (FCB), 
Sat.  8:30-9  p.m. 
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washed  out  with  soap  for  saying.  The 
reason  is  that  so  many  public  service 
programs  are  carried  on  a sustaining 
basis.  Little  money,  even  less  effort, 
goes  into  them.” 

Paul  Silver,  president,  Paul  Silver 
Adv.,  Baltimore — “Public  service  pro- 
gramming could  and  should  be  made 
imaginative,  vibrant,  alive.  To  the  dis- 
credit of  the  broadcasting  and  adver- 
tising industries,  I personally  feel  that 
the  average  magazine  article  packs  more 
of  a wallop  than  the  best  of  broadcast- 
ing to  date.  Broadcast  has  shackled 
itself  with  an  ‘equal  air  time’  attitude 
toward  every  major  item  of  discussion 
and  has  a deep  underlying  fear  that 
a potential  advertiser  might  be  driven 
away  by  something  the  station  or  net- 
work says.  Until  the  silk  gloves  are 


removed,  you  will  never  produce  truly 
effective  programming  in  the  public 
interest.” 

Rene  James  Reyes,  media  director, 
Jackson  Assoc.,  Holyoke,  Mass. — “The 
general  tendency  to  schedule  public 
service  programming  on  Sunday  morn- 
ing and  other  time  periods  of  least  view- 
ing ...  is  a sad  state  of  affairs.  This 
tends  to  encourage  mediocre  or  down- 
right poor  production  and  program- 
ming, since  the  attitude  is  that  no  one 
is  taking  time  to  watch  their  television 
sets  anyway.” 

Patricia  Hutchison,  media  buyer,  H. 
L.  Douglas  Adv.,  Orlando,  Fla. — “Too 
much  public  service  programming  is 
downright  boring.  Too  much  time  is 
spent  trying  to  cram  in  facts,  figures, 
unimportant  statistics  and  personalities. 


Too  little  time  is  spent  in  creative,  im-  > 
aginative  production.  ...” 

R.A.  Patterson,  Gordon  Schonfarber 
& Assoc.,  Providence,  R.I. — “On  the 
whole,  public  service  programming  is 
fairly  well  done.  Subjects  are  usually 
timely — they  are  informative  and  in- 
teresting. Like  anything  else,  there  oc- 
casionally is  a dud  that  appeals  to  the 
minority  and  is  dull.” 

Clifford  Gill,  Clifford  Gill  Agency, 
Beverly  Hills — “Public  service  pro- 
gramming is  not  public  service.  An  en- 
lightening few  words  or  few  feet  of 
film  in  a commercial  program — that  . 
happen  to  be  there  because  they  belong 
there — can  accomplish  a greater  public 
service  mission  than  a full  hour  of  un- 
interesting togetherness.” 


BROADCAST  ADVERTISING 

TVS  SMOKESCREEN  GETS  THICKER 

Tobacco  companies,  breweries,  toys,  up  tv  expenditures  in  ?59 


There’s  more  cigarette  advertising  in 
television  now  than  in  previous  years 
and  it’s  the  filter-tips  which  account  for 
the  major  flow. 

The  tobacco  industry  last  year  spent 
$106.6  million  at  gross  rates  for  net- 
work and  national  spot,  compared  with 
$98.4  million  in  1958.  Last  year’s  tv 
investment  represents  about  $2  out  of 
every  $3  spent  on  tobacco  advertising. 

Cigarette  advertising  (spot  and  net- 
work tv  gross  time  billings)  came  to 
$96.3  million  contrasted  to  $89.2  mil- 
lion in  1958.  (Cigars  and  pipe  adver- 
tising on  tv  accounted  for  the  other 
tobacco  billing.) 

This  data  was  released  today  (April 
18)  by  the  Television  Bureau  of  Adver- 
tising along  with  these  sum-ups  of  toy 
and  brewery  advertiser  activity  in  1959: 


■ A record  pace  in  tv  for  the  brew- 
ers: $48.9  million  gross  billing  in  net- 
work and  spot  in  1959  compared  to 
$46.1  million  in  1958.  Cited  by  TvB: 
The  unusual  and  varied  approaches — 
for  example,  Erie  Brewing  Co.  (Koeh- 
ler beer)  meeting  sales  results  through 
2-second  spots  in  competition  with 
large  national  brands,  and  Anheuser- 
Busch  (Busch  Bavarian  beer)  develop- 
ing the  practice  of  tailoring  its  distribu- 
tion pattern  to  the  reach  of  the  tv 
signal. 

■ Toy  advertisers  increased  use  of 
national  tv  (network  and  spot)  from 
$3.4  million  in  1958  to  last  year’s  $6.2 
million,  a 77%  boost  in  gross  billing. 
The  case  of  Mattel  Inc.:  Before  1955 
and  its  tv  use,  the  ad  budget  was  about 
$50,000  a year.  With  its  tv  entrance 


the  advertiser’s  budget  went  to  $500,- 
000  and  in  1959  the  Mattel  gross  time 
expenditures  were  $853,600.  During 
this  five-year  period  Mattel’s  gross  sales 
increased  315%.  The  case  of  Louis 
Marx  & Co.:  Entered  tv  for  the  first 
time  last  year,  though  it  formerly  had 
never  advertised  in  any  medium.  It 
spent  $676,535  at  gross  rates  for  tv 
time  (network  and  spot)  in  1959. 

Among  the  cigarette  brands,  7 of  the 
10  leaders  in  tv  were  filters.  The  10 
brands  accounted  for  more  than  72% 
of  all  cigarette  sales  in  1959.  Top 
brand:  Kent,  a filter-tip,  which  placed 
over  $10.1  million  gross  in  tv  (network 
and  spot).  The  five  major  tobacco  com- 
panies according  to  their  rank  in  tv 
billing:  R.J.  Reynolds,  Brown  & Wil- 
liamson, P.  Lorillard,  Liggett  & Myers, 


Tv  spending  by  major  tobacco  companies 


Spot" 

Network** 

TOTAL 

R.J.  Reynolds 

$4,252,450 

$16,123,827 

$20,376,277 

Brown  & Williamson 

9,252,640 

8,592,953 

17,845,593 

P.  Lorillard 

4,177,170 

12,825,558 

17,002,728 

Liggett  & Myers 

2,948,590 

11,591,507 

14,540,097 

American  Tobacco 

3,467,440 

9,881,440 

13,348,880 

Philip  Morris 

4,387,270 

8,595,078 

12,982,348 

The  top  ten  cigarette 

brands  in 

1959 

Spot 

Network 

TOTAL 

1.  Kent  cigarettes 

$2,859,230 

$7,331,735 

$10,190,965 

2.  Viceroy  cigarettes 

3,125,610 

5,236,084 

8,361,694 

3.  Winston  cigarettes 

1,096,860 

6,195,042 

7,291,902 

4.  Salem  cigarettes 

2,266,130 

4,633,990 

6,900,120 

5.  L & M cigarettes 

1,474,890 

5,093,975 

6,568,865 

6.  Camel  cigarettes 

809.000 

5.275.128 

6.084.128 

7.  Pall  Mall  cigarettes 

1,020,600 

4,098,601 

5,119,201 

8.  Parliament  cigarettes 

2,285,540 

2,705,102 

4,990,642 

9.  Chesterfield  cigarettes 

392,380 

3,968,516 

4,360,896 

10.  Tareyton  cigarettes 

1,676,670 

2,091,869 

3,768,539 

Cigar  companies  blew  tv  smokerings  too 

Spot 

Network 

TOTAL 

Bayuk  Cigars 

$ 163,210 

$5,962,772 

$6,125,982 

Consolidated  Cigar 

1,101,850 

782,115 

1,883,965 

General  Cigar 

439,110 

550,926 

990,036 

Toy  and  game  manufacturers  discover  tv 


Company 

Network 

Spot 

TOTAL 

1.  Mattel  Inc. 

$801,740 

$ 51,860 

$853,600 

2.  Remco  Industries 

103,275 

661,900 

765,175 

3.  Louis  Marx 

249,845 

426,690 

676,535 

4.  Colorforms  Inc. 

116,000 

307,710 

432,710 

5.  Ideal  Toy 

42,9% 

268,520 

311,516 

6.  Emenee  Industries 

— 

287,470 

287,470 

7.  American  Character 

Doll  83,275 

184,310 

267,585 

9.  Selchow  & Righter 

— 

183,510 

183,510 

8.  Hassenfeld  Bros. 

40,000 

211,390 

251,390 

10.  Harold  Hahn 

Top  ten  brewers 

in  1959 

172,360 

172,360 

Spot* 

Network** 

TOTAL 

Anheuser-Busch 

$3,641,720 

$ 343,427 

$3,985,147 

Falstaff  Brewing 

2,061,370 

1,634,569 

3,695,939 

Schlitz  Brewing 

1,850,150 

1,410,407 

3,260,557 

Carling  Brewing 

2,395,710 

319,807 

2,715,517 

Pabst  Brewing 

2,710,170 

— 

2,710,170 

Hamm  Brewing 

1,821,880 

600,461 

2,422,341 

Jacob  Ruppert 

2,213,820 

— 

2,213,820 

National  Brewing 

1,258,700 

298,481 

1,557,181 

Piel  Bros. 

1,487,830 

— 

1,487,830 

P.  Ballantine  & Sons 

1,216,730 

117,690 

1,334,420 

* Source:  TvB-Rorabaugh 
**  Source:  LNA-BAR,  Released  by  TvB 
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THIS 

IS 

CIRCULATION? 


But  what  about  Mr.  Timebuyer?  Why  didn’t  the 
pictures  and  fancy  layouts  captivate  him ? Well, 
he’s  a busy  man  and  he  puts  it  this  way : 

“There  isn't  time  to  read  them  all!" 


facts  on  everything  significant  in  the  television 
and  radio  business.  When  he  can  get  all  this  from 
one  publication,  why  bother  to  read  a whole  basket- 
ful of  others? 


Effie  may  well  be  the  first  to  open  this  TV-radio 
“business”  publication  she’s  j ust  found  in  Mr.  Time- 
buyer’s  basket.  Gets  lonely  here  at  night,  and  Effie 
likes  the  pictures  on  the  slick  paper. 


There  isn’t  time  to  plow  through  the  1,000-odd 
pages  of  assorted  reading  matter  sent  him  monthly 
under  the  guise  of  TV-radio  “information”.  He’s 
particularly  tight-fisted  with  time  for  magazines 
that  arrive  gratuitously,  without  being  asked  for. 

After  all,  he  receives  — and  pays  for  — BROAD- 
CASTING every  week.  Its  pages  give  him,  con- 
cisely and  accurately,  the  full  background  of  latest 


BROADCASTING  is  the  only  TV-radio  business 
journal  qualifying  for  membership  in  the  Audit 
Bureau  of  Circulations  — which  verifies  paid  circu- 
lation publications  exclusively.  This  is  an  impor- 
tant assurance  for  advertisers  who  would  rather 
have  their  messages  in  a medium  people  want 
enough  to  pay  for  — instead  of  ones  that  have  to  be 
given  away.  Makes  sense,  don’t  you  think? 


P.S.  — BROADCASTING’S  guaranteed 
circulation  is  now  at  25,000. 


BROADCASTING 

THE  BUSINESSWEEK  LY  OF  TELEVISION  AND  RADIO 
1T35  DeSales  Street,  N.W.,  Washington  6,  D.  C. 

New  York — Chicago  — Hollywood 


AAAA  CONVENTION  PLANS 

Boca  Raton  meet  to  air  objectionable  ad 
problems  and  methods  of  solving  them 


American  (a  heavy  user  of  syndicated 
shows  in  its  spot  buying)  and  Philip 
Morris.  Reynolds,  leader  in  domestic 
cigarette  output  (30.3%  share  of  the 
market),  was  tops  in  tobacco  company 
network  sponsorship.  Brown  & William- 
son led  in  spot. 

Sales  Rise  ■ In  1959,  TvB  observed 
that  a new  record  in  cigarette  sales 
found  456  billion  units  sold  compared 
to  436  billion  units  the  year  previous, 
with  4 of  the  5 major  cigarette  com- 
panies showing  earnings  at  an  all-time 
high  despite  costs  of  introducing  new 
brands.  Filter-tips  took  a 50.5%  share 
of  the  market  last  year,  followed  by 
regulars  with  30.5%  and  king-size  ac- 
counting for  19%. 

TvB  in  assembling  sales  figures  noted 
also  that  the  brewers  expect  a new 
record  of  some  89  million  barrels  to 
be  produced  in  1960  while  toy  sales 
were  at  the  $1.65  billion  level  last  year 
compared  to  $1.4  billion  in  1958. 


Seven  hundred  members  and  guests 
of  the  American  Assn,  of  Advertising 
Agencies  are  expected  to  participate  in 
the  AAAA  annual  meeting  this  week 
at  the  Boca  Raton  (Fla.)  Flotel  and 
Club. 

The  convention  gets  under  way  with 
business  sessions  on  Thursday  for  mem- 
bers only,  followed  by  open  meetings 
Friday  and  Saturday  with  advertiser 
and  media  guests  also  attending. 

A report  on  what  AAAA  is  doing 
about  the  problem  of  objectionable  ad- 
vertising will  be  one  highlight  of  the 
three-day  session.  It  will  deal  with  the 
association’s  interchange  system  of  han- 
dling criticisms  of  advertising  and  will 
be  presented  Friday  morning  by  Robert 


E.  Allen  of  Fuller  & Smith  & Ross, 
chairman  of  AAAA’s  board  committee 
on  improvement  of  advertising  content. 

Agencies  and  Clients  ■ Another  fea- 
ture, to  be  covered  in  a closed  session, 
will  deal  with  “The  client-agency  work- 
ing relationship,”  a subject  that  often 
has  received  priority  attention  in  meet- 
ings of  both  agencies  and  advertisers  in 
recent  years.  This  is  one  of  three  sub- 
jects to  be  explored  in  concurrent  meet- 
ings Thursday  afternoon;  the  others  are 
“Making  your  payroll  dollars  more 
productive”  and  “What  you  can  do 
about  it”  if  house  agencies  are  a prob- 
lem. 

Not  on  the  program  but  slated  for 
showing  several  times  during  the  con- 
vention are  a collection  of  television 
commercials  that  won  awards  in  the 
1959  international  film  festival  at 
Cannes  and  a group  of  other  commer- 
cials demonstrating  “new  and  fresh 
techniques.” 

Elections  will  be  held  Thursday  and 
the  new  officers  announced  at  the  Fri- 
day session  by  Robert  M.  Ganger  of 
D'Arcy  Adv.,  New  York,  current 
AAAA  chairman. 

Film  Show  ■ The  Friday  morning 
agenda  also  includes  a filmed  panel 
presentation  exploring  the  question 
“Are  the  people  brighter  than  we 
think?”  James  T.  Aubrey  Jr.,  president 
of  the  CBS-TV  network,  will  introduce 
the  presentation,  in  which  Richard  D. 
Heffner,  director  of  special  services  for 
CBS-TV  information  services,  is  mod- 
erator of  a panel  composed  of  Elmo 
Roper  of  Elmo  Roper  & Assoc.,  re- 
search; William  A.  Lyndgate  of  Earl 
Newsom  & Co.,  public  relations;  Dr. 
Paul  I.  Lyness  of  Gallup  & Robinson, 
research,  and  Pierre  Martineau,  re- 
search and  marketing  director  for  the 
Chicago  Tribune. 

Charles  H.  Brower  of  BBDO  will 
discuss  “The  climate  of  greatness,” 
David  Ogilvy  of  Ogilvy,  Benson  & 
Mather  will  present  the  second  annual 
Arthur  Kudner  Award,  and  Herbert 
M.  Cleaves  of  General  Foods  will  speak 
on  “Advertising  means  business,”  also 
at  the  Friday  morning  meeting. 

The  Saturday  agenda  includes  talks 
by  Fairfax  M.  Cone  of  Foote,  Cone  & 
Belding,  Chicago,  on  “Some  problems 
to  dispose  of  in  the  sixties”;  Sinclair 
Wood,  president  of  London’s  Institute 
of  Practitioners  in  Advertising,  on 
“Agency  management’s  responsibility  in 
the  selection  and  training  of  agency 
personnel”;  Martin  Gainsbrugh,  chief 
economist  of  the  National  Industrial 


Barnyard  symphony  ■ Suppose 
you  were  to  pour  yourself  the  third 
martini  of  the  evening,  switch  on 
your  tv  and  see  a pig  knuckling 
down  to  a honky  tonk  tune  on  the 
piano  while  his  partner,  a hen,  did 
a frantic  dance- — would  you  take  the 
pledge?  The  question  posed  is  not 
rhetorical,  because  martinis  not 
withstanding,  viewers  of  WMT-TV 
Cedar  Rapids,  Iowa,  are  being  treat- 
ed to  the  sight  of  a pig-hen  combo, 
that  provides  a minute  of  entertain- 
ing, if  not  highly  inconventional 
entertainment. 

The  pig  and  hen,  “employes”  of 
the  feed  department  of  Rath  Packing 
Co.,  have  star  billing  on  a series  of 
filmed  commercials  which  started 
April  2 over  the  Iowa  station. 


Neither  Knuckles  the  pig  or  Nellie 
the  hen  have  had  any  sort  of  pro- 
fessional training,  although  an  Ar- 
kansas veternarian  and  his  staff  did 
show  them  the  bare  rudiments  of  the 
act,  instructing  Knuckles  on  how  to 
swing  and  Nellie  on  how  to  square 
dance,  calypso  and  honky  tonk. 

The  series  was  created  and  pro- 
duced by  Colle  & McVoy,  Min- 
neapolis ad  agency,  with  music  com- 
posed and  arranged  by  Herb  Pil- 
hofer,  a jazz  composer.  Commercials 
will  also  be  seen  on  several  other 
Iowa  stations,  starting  in  late  April. 

No  mention  was  made  as  to 
whether  the  new  act  would  make  an 
album,  but  a Madison  Ave.  wise 
guy  would  have  a field  day  with  the 
title. 
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How  the  television  receiver  works, 

including  a gratuitous  comment  about  evolution 


Electronic  bumps  run  down  a flat  lead-in 
made  of  two  parallel  wires,  after  having  been 
plucked  from  thin  air  by  the  business  end 
(not  to  be  confused  with  the  editorial,  or 
reflector,  end)  of  a prehensile  antenna  finger 
generally  wrapped  around  a chimney.  In 
strong  signal  areas  the  bumps  crawl  thru  the 
walls  and  the  finger  may  be  dispensed  with. 


The  tuner  (“front  end”  to  us  au  cour au- 
teurs) accepts  the  hash  of  plucked  signals, 
selects  a channel  with  the  help  of  a person 
(“human  being”),  who  applies  a kind  of 
discriminatory  judgment  that  makes  it  all 
worth  while  (in  Eastern  Iowa  at  least).  The 
tuner’s  larynx  makes  smorgasbord  out  of  the 
hash,  selecting  and  amplifying  the  picture 
and  sound  seeds  which  come  wrapped  in 
the  same  bump,  or  hull.  The  tuner  IFs  the 
RF  into  the  IF  and  video  amplifiers. 


A video  detector  (not  to  be  confused  with 
Mike  Hammer)  detects  the  video  and  sep- 
arates the  men  from  the  boys  and  the  picture 
from  the  sounds.  The  men  are  shunted  to 
ground,  the  picture  bumps  go  into  more 
video  amplifiers  (the  picture  bump  getting 
bigger  and  bigger),  the  boys  and  the  sound 
bumps  go  thru  the  audio  section  where  the 
frequency-modulated  signal  bump  is  ampli- 
fied, demodulated,  deboyed,  amplified,  and 
engaged  to  be  married,  after  which  it  goes 
into  the  loud  speaker  and  there  you  are. 


Back  to  the  video  bump.  The  AGC  cir- 
cuit and  assorted  video  amplifiers  send  the 
picture  seeds  on  to  the  CRT  (not  to  be  con- 
fused with  the  IRT,  or  you’ll  end  up  in  Far 
Rockaway),  where  it  gets  synced,  swept 
(sweeped?),  high  voltaged,  yoked,  scanned, 
and  investigated  by  the  SCPA. 


Various  controls  are  scattered  around  the 
outside  of  a set.  These  knobs,  screws  and 
dinguses  are  there  for  one  purpose:  twisting. 
Without  them  a reasonably  curious  set  owner 
would  have  to  resort  to  baton  twirling  when 
a picture  started  rolling,  which  would  be  bad 
for  the  psyche  and  furniture. 

Well,  that’s  about  it.  In  Eastern  Iowa, 
evolution  may  be  observed  at  work:  Because 
WMT-TV  (Channel  2)  (CBS  television  for 
Eastern  Iowa)  is  number  one  in  share  of 
audience  in  all  time  periods  from  9 a.m.  un- 
til sign-off  Sunday  thru  Saturday  (no  matter 
what  survey  service  you  subscribe  to ) , most 
channel  selectors  of  the  front  ends  of  sets  in 
the  area  have  atrophied.  The  Katz  Agency, 
our  national  reps,  has  additional  anthropo- 
logical and  technical  data. 
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ON  THE  SPOT! 

WITH  THE  BEST  SPOT  BUY 
from 

MAINE  to  NEW  ORLEANS 

•Ml 

and  the  Lobster  Network 
Portland  and  the  state  of 
MAINE 

•WARE 

Ware,  Worcester 

Springfield, 

MASSACHUSETTS 

•WHIL 

Boston, 

MASSACHUSETTS 

•WWOK 

Charlotte, 

NORTH  CAROLINA 

•WJBW 

New  Orleans, 
LOUISIANA 

Reaching  a total  population  of 

OVER  5,730,000 

with  a buying  income  of 

$6,100,000,000 

GET  YOUR  SHARE! 
See  your 

National  Representative 

RICHARD  O'CONNELL  CO. 

WLOB,  WHIL,  WWOK,  WJBW 

BREEN  & WARD  CO. 

WARE 

TARLOW 

ASSOCIATES 

SHERWOOD  J.  TARLOW,  president 


Conference  Board,  on  “The  economic 
outlook  for  1960  and  beyond";  Norman 
Cousins,  editor-in-chief  of  Saturday 
Review,  on  “The  advertising  man’s  re- 
sponsibility in  the  non-military  show- 
down which  is  coming  up  in  the  world,” 
and  retiring  chairman  Ganger  on 
“Growth  is  our  business.” 

The  convention  will  be  preceded  by 
the  annual  meeting  of  AAAA  region 
and  council  governors  on  Wednesday. 
The  annual  meeting  will  be  held  Satur- 
day evening  with  Richard  L.  Wilson, 
chief  of  the  Washington  Bureau  of 
Cowles  Publications,  as  principal  speak- 
er. 

New  service  will  test 
commercials’  effect 

The  creation  of  Television  Adver- 
tising Research  (TAR),  an  in-home 
evaluation  service  to  test  the  effective- 
ness of  tv  commercials  and  program- 
ming, was  announced  April  11  by 
George  K.  Gould,  president  of  NTA 
Telestudios  Inc. 

The  new  service,  which  will  be  a 
division  of  NTA  Telestudios,  is  de- 
signed to  measure  a commercial’s  ef- 
fectiveness under  typical  viewing  con- 
ditions, according  to  Mr.  Gould.  Prior 
to  a telecast,  200  households  are  se- 
lected by  a random  sampling  method; 
reached  by  telephone,  and  alerted  to 
watch  a time  segment  that  includes  the 
test  program.  A token  premium  is  of- 
fered for  viewers’  cooperation,  but  they 
are  not  aware  they  are  participating  in 
an  experiment,  Mr.  Gould  stated. 

Immediately  after  the  telecast,  train- 
ed interviewers  will  begin  personal 
interviews  in  each  of  the  pre-selected 
households.  The  TAR  method  will  re- 
port on  the  following  measurements: 
the  extent  to  which  the  commercial 
creates  a memorable  impression;  the 
extent  to  which  people  are  likely  to 
purchase  the  product  as  a result  of 
the  commercial;  the  extent  to  which 
people  believe  and  accept  the  claims, 
and  the  extent  to  which  the  specific 
elements  of  the  commercial  are  re- 
membered by  the  viewer.  The  research 
for  the  service  will  be  conducted  by 
Blankenship,  Gruneau  & Ostberg  Inc., 
New  York. 

Pepsi  tips  Reynolds 
out  of  top  radio  spot 

Pepsi-Cola  jumped  to  the  top  of  the 
“home  broadcasts”  list  in  February’s 
Nielsen  Top  20  advertisers  in  network 
radio.  Pharmaco  Inc.,  a front-runner 
since  the  preceding  four  weeks,  jumped 
up  to  number  one  in  commercial  time. 

Pepsi’s  ascendancy  means  that  R.J. 
Reynolds  is  out  of  the  leadership  spot 


in  the  homes  list  after  holding  the  place 
for  1 1 months.  Whitehall  drops  to  num- 
ber two  in  minutes  after  a consistent 
lead  since  November. 

The  complete  Top  20  from  the  Na- 
tional Nielsen  Radio  Index: 


HOME  BROADCASTS 

No. 

of 

Rank  Advertiser  B'dcsts 

Total 

Home 

B'dcsts 

Delivered 

(000) 

1. 

Pepsi-Cola 

382 

171,941 

2. 

R.J.  Reynolds 

300 

132,538 

3. 

Pharmaco 

357 

129,571 

4. 

Time,  Inc. 

201 

120,263 

5. 

Renault 

170 

108,845 

6. 

Whitehall-Am.  Home  Prods. 

137 

95,839 

7. 

Grove  Div.-Bristol-Myers 

108 

75,468 

8. 

Ex-Lax 

159 

75,364 

9. 

Kellogg 

88 

69,242 

10. 

Frito 

146 

54,799 

11. 

Sterling  Drug 

103 

42,387 

12. 

F & F Labs. 

135 

41,233 

13. 

Hudson  Vitamin 

122 

39,561 

14. 

Automotive-Amer.  Motors 

89 

38,379 

15. 

Radio  Corp.  of  America 

88 

37,884 

16. 

Campbell  Soup 

44 

37,140 

17. 

Sylvania  Electric 

61 

36,741 

18. 

A.E.  Staley 

40 

36,646 

19. 

Sunsweet  Growers 

51 

36,201 

20. 

Chevrolet-Gen.  Motors 

46 

31,203 

COMMERCIAL  MINUTES 
No. 

Comm'l 

Mins. 

Rank  Advertiser  Aired 

Total 
Comm'l 
Min.  Del'd 
(000) 

1. 

Pharmaco 

303 

103,013 

2. 

Whitehall-Am.  Home  Prods. 

138 

90,125 

3. 

Time,  Inc. 

147 

82,022 

4. 

Renault 

128 

75,147 

5. 

R.J.  Reynolds 

193 

71,603 

6. 

Grove  Div.-Bristol-Myers 

93 

58,218 

7. 

Pepsi-Cola 

122 

57,866 

8. 

Kellogg 

73 

53,376 

9. 

Wm.  Wrigley,  Jr. 

90 

51,283 

10. 

Ex-Lax 

96 

45,180 

11. 

Sterling  Drug 

117 

44,667 

12. 

Oldsmobile-Gen.  Motors 

43 

39,164 

13. 

Chevrolet-Gen.  Motors 

58 

36,597 

14. 

A.E.  Staley 

40 

33,873 

15. 

Sylvania  Electric 

55 

32,450 

16. 

Hudson  Vitamin 

101 

31,849 

17. 

Longines-Wittnauer 

70 

30,978 

18. 

Monroe  Auto  Equipment 

53 

29,342 

19. 

Automotive-Amer.  Motors 

67 

27,113 

20. 

Radio  Corp.  of  America 

66 

26,425 

Ranked  by  total  home  broadcasts  delivered  and  by 
total  commercial  minutes  delivered  for  individual 
advertisers  by  all  programs  and  participation  on 
all  radio  networks  used. 

Copyright  1960  by  A.C.  Nielsen  Company 

D-F-S  expands  its 
Chicago  operation 

Dancer-Fitzgerald-Sample  is  expand- 
ing the  “scope  and  operations”  of  its 
Chicago  office,  with  emphasis  on  crea- 
tive and  service  facilities  for  its  radio- 
tv and  other  accounts. 

Harbinger  of  the  realignment  was  the 
appointment  of  Henry  Hempstead, 
formerly  head  of  Benton  & Bowles’ 
Detroit  office,  as  vice  president  in  asso- 
ciation with  F.  Sewall  Gardner,  Chi- 
cago office  chief,  in  account  supervisory 
and  management  activities. 

Among  broadcast  accounts  serviced 
by  D-F-S  in  Chicago  are  Swift  & Co.’s 
Pard  dog  food  and  Cruncher  (spot  tv 
and  radio),  Frito  Co.  (heavy  in  radio 
for  Fritos)  and  Carey  Salt  Co.  (spot 
radio  and  tv),  among  others. 

Other  appointments  were  those  of 
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STRONGER  THAN  EVER! 


AFTER  3 YEARS,  TEXAS  BUILDS 
RATINGS  . with  Bugs  Bunny,  Porkey  Pig, 
Tweety,  Sylvester  and  all  the  other  favorite 
Warner  Brothers  Cartoons.  These  fabulous  char- 
acters have  lifted  their  full-hour  rating  from  a 
robust  17.3  to  a lusty  22.9  on  KDUB-TV  in  Lub- 
bock...  almost  50%  higher  than  three  years  ago. 

Want  to  put  muscles  in  your  ratings?  Then  feed 
your  audience  a steady  diet  of  U.a.a«’s  Popeye 
and  Warner  Brothers  Cartoons!  For  each  year  — 
more  and  more  children  reach  the  age  group  that 
begins  to  enjoy  these  popular  cartoon  characters. 
Add  them  to  the  millions  of  already  devoted  viewers 
of  all  ages,  and  you  are  virtually  guaranteed 
stronger  ratings  for  years  to  come. 


AFTER  3 YEARS,  POPEYE  STRENGTHENS 
RATINGS  COAST-TO-COAST 


March  '57  February  ’60 


WBMS-TV 

COLUMBUS,  OHIO 

13.9 

19.1 

WPRO-TV 

PROVIDENCE,  R.  I. 

19.5 

24.9 

KFSD-TV 

SAN  DIEGO,  CALIF. 

15.5 

18.4 

WSBT-TV 

SOUTH  BEND,  IND. 

14.9 

17.4 

KREM-TV 

SPOKANE,  WASH. 

18.7 

19.7 

KCRA-TV 

SACRAMENTO,  CALIF. 

10.7 

13.4 

KRON-TV 

SAN  FRANCISCO,  CALIF. 

10.6 

13.9 

WPIX 

NEW  YORK,  N.  Y. 

14.9 

14.3 

KTLA 

LOS  ANGELES,  CALIF. 

12.0 

11.5 

WBEN-TV 

BUFFALO,  N.Y. 

14.4 

14.3 

AFTER  3 YEARS,  POWERFUL  ARB  AVER- 
AGE IN  137  MARKETS  - regardless  of  station, 
time  'period  or  competition- gives  Popeye  a muscular  rating 
of  over  15. 


WRITE-WIRE-PHONE 

New  York,  247  Park  Ave.,  MUrray  Hill  7-7800 
Chicago.  75  E.  Wacker  Drive.  DEarborn  2-2030 
Dallas,  1511  Bryan  Street.  Riverside  7-8553 
Los  Angeles.  400  S.  Beverly  Dr..  CRestview  6-5886 


U.O.O. 

UNITED  ARTISTS  ASSOCIATED,  me. 


Art  Directors  Club  honors  five  tv  ads 


Awards  were  announced  April  12 
at  a luncheon  of  the  39th  annual 
national  exhibition  of  advertising  and 
editorial  art  and  design  of  the  Art 
Directors  Club  of  New  York.  The 
club  placed  on  display  in  the  Astor 
Gallery  of  the  Waldorf-Astoria 
Hotel  in  New  York  a total  of  474 
entries  from  some  14,000  submis- 
sions. 

Two  art  directors  club  medals  and 
three  awards  of  distinctive  merit 
were  presented  in  the  av  category. 

Aside  from  those  main  awards, 
Mort  Rubenstein,  CBS-TV  stations, 
and  the  late  William  Golden  (died 
October  1959),  CBS-TV,  received 
awards  of  distinctive  merit  in  adver- 
tising design,  while  Raymond  Jacobs 
was  presented  with  an  advertising 
art  award  of  distinctive  merit  for  his 
photograph  in  a WCBS  New  York 
advertisement.  A special  commemo- 
rative also  was  made  to  Mr.  Golden 
in  recognition  of  a lifetime  devotion 
“to  the  highest  principles  of  creative 
design.” 

Four  management  award  medals 
were  presented  to  Warner  S.  Shelly, 
president,  N.W.  Ayer;  David  L. 
Luke,  West  Virginia  Pulp  & Paper 
Co.;  Herbert  R.  Mayes,  editor, 
McCall’s  magazine,  and  Frank  Pace, 


Merit  award  ■ Olin  Mathieson 
Chemical  Corp.  Full  animation.  Art 
director:  Saul  Bass  & Assoc.;  design- 
er: Saul  Bass;  artists:  Bill  Melendez, 
Art  Goodman,  Lou  Stouman,  Play- 
house Pictures,  Sacramento  Peak 
Observatory,  Air  Force  Cambridge 
Research  Center;  music:  Elmer  Bern- 
stein; producing  company:  Playhouse 
Pictures;  agency:  D’Arcy  Advertising 
Co.;  advertiser:  Olin  Mathieson 

Chemical  Corp. 


board  chairman,  General  Dynamics 
Corp.  The  awards  were  for  inspira- 
tion and  encouragement  given  to  art 
direction.  Mr.  Shelly  was  cited  for 
the  agency’s  support  to  its  art  di- 
rectors “resulting  in  the  high  stand- 
ards of  excellence  for  its  clients.” 
The  club  medals  in  tv  were  award- 
ed to  Robert  Gage  of  Doyle  Dane 
Bernbach  for  the  Philip  Morris’  Al- 
pine cigarette  commercials,  and 
jointly  to  John  Wilson  and  Stan 
Freberg  for  a commercial  series  for 
Instant  Butter  Nut  Coffee  (Buchanan- 
Thomas).  The  Alpine  commercial 


Club  medal  ■ Alpine  cigarettes. 
Film,  live  action.  Art  director  design- 
er: Robert  Gage;  writer:  Phyllis 
Robinson;  agency  producer:  Ernest 
Hartman;  Agency:  Doyle  Dane 

Bernbach;  production  company:  El- 
liot, Unger  & Elliot;  music:  Mitch 
Leigh,  Music  Makers  Inc.;  advertis- 
er: Philip  Morris. 


Merit  award  ■ Rival  dog  food.  Full 
animation.  Art  directors  writers: 
Alex  Anderson,  Fred  Crippen;  artist: 
John  Marshall;  designers:  Fred  Crip- 
pen, John  Marshall;  producing  com- 
pany: Pantomime  Pictures  Inc.; 

agency:  Guild,  Bascom  & Bonfigli; 
advertiser:  Rival  Dog  Food  Co. 


was  in  the  film,  live  action  category, 
Butter-Nut  in  full  animation. 

The  winners  of  the  awards  of  dis- 
tinctive merit  in  tv:  Stephen  Frank- 
furt, Young  & Rubicam,  for  John- 
son & Johnson  commercials  (film, 
live  action),  recipient  last  year  of  a 
special  medal  for  a series  of  J&J 
commercials;  Alex  Anderson  and 
Fred  Crippen  (art  directors-writers). 
Guild  Bascom  & Bonfigli,  for  Rival 
Dog  Food  Co.  (full  animation),  and 
Saul  Bass  & Assoc,  for  Olin  Mathie- 
son Chemical  Corp.,  through  D’Arcy 
Adv.  (full  animation). 


Club  medal  ■ Butter-Nut  coffee. 
Full  animation.  Art  directors:  John 
Wilson,  Stan  Freberg;  writer:  Stan 
Freberg;  artist:  Emery  Hawkins;  de- 
signers: Dean  Spille,  Chris  Jenkyns; 
music:  Dennis  Farnon;  producers: 
Freberg,  Ltd. — Fine  Arts  Produc- 
tions; agency:  Buchanan  - Thomas; 
advertiser:  Instant  Butter-Nut  coffee. 


Merit  award  ■ Johnson  & Johnson. 
Film,  live  action,  art  director:  Steph- 
en Frankfurt;  writer:  William 

Schnurr;  photographer:  Irving  Penn; 
producing  company:  On  Film  Inc.; 
agency:  Young  & Rubicam;  adver- 
tiser: Johnson  & Johnson. 


George  Schantz,  formerly  at  Tatham- 
Laird,  as  assistant  account  executive  on 
Fritos  and  New  Era  potato  chips  and 
of  Arthur  Silver,  previously  with  Foote, 
Cone  & Belding,  to  D-F-S’  copy  depart- 
ment. No  changes  are  planned  directly 
involving  broadcast  personnel,  with 
Thomas  O’Connell  continuing  as  radio- 


tv director. 

As  onetime  manager  of  B&B’s  De- 
troit office,  Mr.  Hempstead  supervised 
the  Studebaker  and  Studebaker-Pack- 
ard  corporate  accounts.  He  also  was 
vice  president  of  Geyer,  Newell  & 
Ganger  Inc.,  heading  its  Detroit  office, 
where  he  serviced  the  Nash-Kelvinator 


and  Gordon  Baking  Co.  accounts.  He 
most  recently  headed  up  his  own  agency 
in  Chicago. 

Mr.  Silver  served  as  copy  writer  on 
the  Dial  soap,  Johnson  wax  and  Kraft 
foods  accounts.  Mr.  Schantz  was  ac- 
count service  manager  at  Tatharn- 
Laird. 
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•,  touchy  question.. .seldom  discussed  openly.  But  discussed  penetratingly  and  i 
>f  distinguished  guests  on  CBS  Owned  WBBM-TV,  where  Chicagoans  look  for -an 
imaginative,  courageous,  provocative  local  television  programming  throughout 
People  who  value  their  time  find  more  worth  watching  on  WBBM-TV.  Which  is,  s 
is  so  valuable  on  WBBM-TV;  Chicago’s  top-rated  television  station  for  57  cons< 


WBBM-TV,  CHANNEL  2 IN  CHICAGO- CBS  OWNED 


■ Business  briefly 

Time  sales 

Top  Brass  buying  ■ Revlon  Inc.,  N.Y., 
for  its  Top  Brass  men’s  toiletries,  will 
enter  top  1 0 markets  May  2 with  night- 
time tv  minute  spots  in  a six-week  cam- 
paign. Agency:  Mogul  Williams  & Say- 
lor Inc.,  N.Y. 

Boyle-Midway  multi-brand  ■ Boyle- 
Midway  Div.  of  American  Home  Prod- 
ucts launches  a multi-brand  promotion, 
first  in  B-M’s  history,  on  network  tv 
this  week.  Starting  on  April  21,  the  ad- 
vertiser will  be  spotting  its  60-second 
contest  commercial  on  12  network  tv 
shows  in  which  the  division  participates 
(includes  shows  on  all  three  networks). 
Products  are  all  in  the  household  cate- 
gory: Aero  Wax  floorwax,  Easy-Off 
oven  cleaner,  Wizard  room  deodorizer, 
Wizard  Wick,  Sani-Flush  and  Easy-Off 
window  cleaner.  Commercials  will  in- 
vite housewives  to  enter  a $75,000 
sweepstakes.  Entry  blanks  will  be  avail- 
able in  retail  outlets.  J.  Walter  Thomp- 
son is  Boyle-Midway’s  agency. 

Dude  ranching  ■ Ralston  Purina  Co., 
St.  Louis  (Guild,  Bascom  & Bonfigli), 
and  the  Seven-Up  Co.,  St.  Louis  (J. 
Walter  Thompson),  will  co-sponsor 
Guestward  Ho!,  a new  comedy  series 
about  a New  York  family  that  opens  a 
dude  ranch  in  New  Mexico.  It  is  sched- 
uled for  next  season  on  ABC-TV 
(Thur.  7:30-8  p.m.  EST).  The  Desilu 
produced  series,  which  is  based  on  the 
book  of  the  same  title  by  Patrick  Den- 
nis and  Barbara  Hooton,  will  star  Jo- 
anne Dru  and  Mark  Miller. 

Taps  ice  show  ■ U.S.  Brewers  Founda- 
tion, N.Y.,  signed  sponsorship  of  NBC- 
TV  hour-long  color  special.  Summer  on 
Ice — 1960,  scheduled  for  June  2 (Thur. 
9:30-10:30  p.m.  EDT).  Starring  Craig 


( Peter  Gunn)  Stevens  as  host,  Gisele 
Mac  Kenzie,  Tab  Hunter  and  the  cast 
of  Ice  Capades  of  1960,  the  program 
will  originate  on  color  video  tape  at 
the  Pan  Pacific  Auditorium  in  Holly- 
wood. It  will  pre-empt  The  Ford  Show 
and  You  Bet  Your  Life.  Agency:  J. 
Walter  Thompson,  N.Y. 

Joins  Clark  show  ■ Positan  Corp.,  sub- 
sidiary of  Drug  Research  Corp.,  N.Y., 
last  week  became  the  24th  participating 
advertiser  in  ABC-TV’s  American 
Bandstand  (Mon.-Fri.  4-5:30  p.m. 
EST).  Positan  purchased  13  alternate 
quarter  hours  for  26  weeks,  starting 
April  19.  Agency:  Kastor,  Hilton, 

Chesley,  Clifford  & Atherton,  N.Y. 

Water  chaser  ■ U.S.  Brewers  Founda- 
tion, N.Y.,  signed  sponsorship  of  NBC- 
TV  color  special,  Esther  Williams  at 
Cypress  Gardens,  which  will  be  video- 
taped in  Florida  for  presentation  Aug. 
8 (10-11  p.m.  EDT).  Appearing  as 
guests  on  the  hour-long  musical-water 
show  will  be  Fernando  Lamas  and  Joey 
Bishop.  Agency:  J.  Walter  Thompson, 
N.Y. 

June  renewed  ■ E.I.  duPont  de  Ne- 
mours & Co.  (Textile  Fibers  Dept.), 
Wilmington,  sponsor  of  June  Ally  son 
Show  on  CBS-TV  (Mon.  10:30-11  p.m.), 
renewed  the  weekly  dramatic  series  for 
next  season  in  a new  time  slot  (Thur. 
10:30-11  p.m.  EST).  Produced  by  Dick 
Powell  for  Four  Star  Productions,  the 
series  will  continue  in  its  current  time 
period  during  the  summer,  the  network 
said. 

Sweet  smell  of  bakery  buys  ■ The 

Kitchens  of  Sara  Lee  (baked  goods), 
Chicago,  bought  saturation  spot  sched- 
ule on  three  radio  and  three  tv  stations 
in  that  city,  effective  April  7 for  three 
weeks,  to  introduce  their  new  frozen 
Chicken  Sara  Lee.  Agency:  Cunning- 


ham & Walsh.  Company  also  bought 
half-sponsorship  with  Miller  Brewing 
Co.  of  NT  A Play  of  the  Week  on  WGN- 
TV  Chicago,  April  17-June  12.  Miller 
agency:  Mathisson  & Assoc.,  Milwau- 
kee. Sara  Lee  spot  schedule  will  run 
about  $25,000.  It  spends  about  30-33% 
of  estimated  $2  million  annual  adver- 
tising budget  in  broadcast  media,  with 
sponsorship  of  Arthur  Godfrey  CBS 
Radio  show  and  Captain  Kangaroo  on 
CBS-TV  for  which  it  spends  about 
$500,000.  Its  annual  sales  currently  are 
running  about  $25  million  as  against 
$10  million  two  years  ago. 

Hot  summer  ■ The  Rolley  Co.’s  Sea 
and  Ski,  suntan  lotion,  will  make  its 
first  move  into  network  tv  this  summer 
with  participations  on  NBC’s  Jack  Paar 
Show  and  Today,  it  was  announced. 
While  refusing  to  release  budget  figures, 
Charles  A.  Rolley,  executive  director, 
said  this  would  be  the  biggest  consumer 
campaign  in  the  company’s  11 -year  his- 
tory. Network  time  in  June  and  July 
had  been  ordered  and  confirmed.  Foote, 
Cone  & Belding,  San  Francisco,  is  the 
agency. 

Date  with  Jeannie  ■ Procter  & Gamble 
Co.  made  a June  30  appointment  with 
The  Jeannie  Carson  Show  on  ABC-TV 
(Thur.  9-9:30  p.m.  EDT).  The  situa- 
tion comedy  series,  which  stars  singer 
Jeannie  Carson,  is  a Four  Star  pro- 
duction. The  program  concerns  prob- 
lems encountered  by  an  out  spoken 
Scottish  girl  as  she  becomes  acquainted 
with  America.  Agency:  Grey  Adv., 
N.Y. 

'Bandstand'  ■ Carter  Products  Inc.,  via 
Sullivan,  Stauffer,  Colwell  & Bayles, 
N.Y.,  and  General  Foods  Corp.  (D- 
Zerta),  through  Foote,  Cone  & Belding, 
N.Y.,  signed  renewal  and  new  order 
respectively  for  ABC-TV’s  American 


96%  of  budget  goes  to  radio 


Radio  sells  like  “hotcakes”  for 
Mother’s  Cake  & Cookie  Co.,  Oak- 
land, Calif. 

Mother’s  is  a home-grown  Cali- 
fornia company  that  distributes 
throughout  the  state.  In  the  past 
few  years,  sales  have  spurted  each 
year,  coinciding  with  their  prepon- 
derantly heavy  investment  in  local  ra- 
dio in  the  markets  in  which  Mother’s 
distributes.  Last  year,  for  example, 
the  company  operated  with  an  ad- 
vertising budget  of  $205,000.  And 
96%  of  it  was  in  radio. 

Sales  in  1959  rose  about  11% 
over  1958,  company  officials  reveal. 
As  a result,  the  advertising  allotment 
for  1960  is  being  upped  by  14%. 


Through  its  advertising  agency, 
Guild,  Bascom  & Bonfigli,  San 
Francisco,  Mother’s  buys  a total  of 
275  one-minute  spot  announcements 
in  San  Francisco,  Los  Angeles,  San 
Diego,  Stockton,  Fresno,  San  Ber- 
nardino, Chico  and  Sacramento  at 
times  of  the  day  to  hit  the  primary 
target — the  housewife. 

GB&B  officials  also  give  credit  to 
the  well-planned  promotions  and 
Mother’s  hard-hitting  sales  force. 
The  promotions  include  contests  tied 
in  with  the  station’s  advertising  and 
trade  promotions  in  cooperation  with 
the  local  supermarket  or  grocery. 
Robert  Whitehead,  GB&B  account 
executive  on  Mother’s,  sums  up  the 


company’s  successful  involvement 
with  radio  in  this  way: 

“The  sales  success  Mother’s  has 
enjoyed  in  the  past  few  years  has 
justified  better  than  any  yardstick 
the  confidence  we  have  in  radio  as 
an  effective  medium.  Radio  delivers 
the  maximum  saturation  aimed  at 
our  best  potential  customer  — the 
housewife— and  its  flexibility  makes 
it  possible  to  coincide  with  Mother’s 
regularly-scheduled  trade  promotions 
at  a realistic  cost.  Add  to  this  the 
benefits  of  complete  merchandising 
and  promotional  cooperation  from 
the  stations,  and  it  provides  Mother’s 
with  a well-rounded  program  at  both 
consumer  and  trade  levels.” 
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station  on  the  move 


Channel 

13 


New  proof 
of  progress— 

®7  million  worth- 
in  the 

market  on  the  move! 

TAMPA  - 
ST.  PETERSBURG 

This  giant  new  span  of  concrete  and 
steel,  dedicated  by  Florida’s  Gover- 
nor LeRoy  Collins  on  January  15, 
is  the  third  bridge  linking  Florida’s 
Hillsborough  County  (Tampa)  and 
Pinellas  County  (St.  Petersburg  and 
Clearwater). 

Dominating  Tampa  - St.  Petersburg, 
“market  on  the  move,”  is  the  station 
on  the  move,  WTVT — your  most  prof- 
itable buy  in  the  entire  Southeast! 


TOTAL  SHARE  OF  AUDIENCE 

48.6% Latest  ARB 

Check  the  Top  50  Shows! 


ARB 

Nielsen 

WTVT 

37 

WTVT 

34 

Station  B 

9 

Station  B 

16 

Station  C 

4 

Station  C 

O 
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■ 


MOST  NATIONAL 


of  any  Boston  TV  station 

193  compared  to  148  for  the  second-place  station. 


And  look  at  these  other  facts  about  WBZ-TV ! ■ Most  local  air  personalities  — more 
than  any  other  Boston  TV  station.  ■ Most  newscasts  of  any  Boston  TV  station. 
■ Public  service  programming  — 284  hours  and  12,667  spot  announcements  contributed 
last  year  to  203  charitable  projects.  ■ Largest  TV  share  of  audience.*  ■ Most  awards 
of  all  Boston  TV  stations.  *arb 

That’s  why  in  Boston,  no  TV  spot  campaign  is  complete  without  the  WBC  station  — 

Represented  by  Television  Advertising  Representatives,  Inc.  WBZ-TV 

) WESTINGHOUSE  BROADCASTING  COMPANY,  INC.  BOSTON 


Bandstand  (Mon.-Fri.  4-5:30  p.m.  EST). 

Tea  readings  ■ Thomas  J.  Lipton  Inc., 
Hoboken,  N.J.,  which  has  been  testing 
its  Lipton  instant  tea  for  past  year, 
introduced  product  nationally  April  1 1 . 
First  tv  exposure:  Father  Knows  Best 
on  CBS-TV.  Spot  tv  starts  at  end  of 
May  in  minimum  of  80  major  markets 
using  20-second  and  one-minute  com- 
mercials and  some  IDs.  Radio  spot  also 
will  be  used  in  selected  markets.  Com- 
pany says  its  new  product — Lipton ’s 
first  new  “tea  development”  since  its 
foursided  “flow  through”  tea  bag  in 
1954 — will  be  given  greater  frequency 
on  tv  compared  to  any  other  competing 
tea  company.  Agency:  Sullivan,  Stauf- 
fer, Colwell  & Bayles,  N.Y. 

Banking  on  Hemingway  ■ Bankers 
Life  & Casualty  Co.,  Chicago  April  9 
began  sponsorship  of  a new  ABC  Radio 
series  entitled  Here’s  Hemingway,  star- 
ring newsman  Frank  Hemingway,  who 
discusses  timely  topics  of  a human  in- 
terest nature  (Sat.  10-10:10  a.m.  EST). 
Agency:  Phillips  & Cherbo,  Chicago. 

Deputized  ■ General  Cigar  Corp.  has 
renewed  alternate-week  sponsorship  of 
NBC-TV’s  The  Deputy  for  1960-61 
season.  Western  series  starring  Henry 
Fonda  premiered  Sept.  12,  1959  (Sat. 
9-9:30  p.m.  EST).  General  Cigar’s 
sponsorship  will  be  continued  through 
summer  schedule  (June  18-Sept.  7), 
which  will  include  two  new  half-hours 
in  addition  to  reruns.  Performances  by 


Mr.  Fonda,  limited  this  season  by  other 
commitments,  will  be  doubled  next  sea- 
son. Agency:  Young  & Rubicam,  N.  Y. 

Radio  money  ■ General  Mills  (Wheat- 
ies),  through  Knox-Reeves,  Minneap- 
olis, will  sponsor  two  5-minute  pro- 
grams starring  athlete-minister  Bob 
Richards  across  board  on  CBS  Radio 
beginning  May  2.  Programs  will  be 
“moral  profiles”  of  famous  people  and 
are  scheduled  at  12:30  and  7:55  p.m. 

Pick  seven  ■ Chesebrough-Pond’s  Inc., 
N.Y.  (J.  Walter  Thompson),  and  Sun- 
beam Corp.,  Chicago  (Perrin-Paus  Co., 
Chicago),  signed  participation  sched- 
ules in  seven  ABC-TV  daytime  pro- 
grams. C-P  order  of  some  146  quarter- 
hours  over  period  of  38  weeks  is  con- 
sidered by  ABC-TV  as  one  of  its  largest 
daytime  sales  this  season.  Sunbeam  will 
run  eight  weeks. 

'Back  to  school'  ■ W.A.  .Sheaffer  Co. 
(pen  products),  Fort  Madison,  Iowa,  is 
lining  up  schedule  of  animated  tv  com- 
mercials in  about  70  markets  for  “back 
to  school”  promotion  in  August.  Com- 
pany conducted  a similar  regional  pro- 
motion last  year  in  central  U.S.,  uti- 
lizing about  30  markets,  but  new  cam- 
paign signifies  national  spot  tv  coverage. 
UPA  Pictures  Inc.  will  produce  com- 
mercials. Agency:  BBDO,  Chicago. 

Pick  a pair  ■ Anheuser-Busch  Inc. 
(Budweiser  beer),  St.  Louis,  has  bought 
saturation  spot  schedules  on  145  tv  and 


450  radio  stations  in  May  and  June  for 
its  fourth  annual  “Pick  a pair  of  6- 
paks”  promotion.  Agency:  D’Arcy  1 

Adv.,  that  city. 

Agency  appointments 


■ Brooks  Foods  Inc.,  Collinsville,  111., 
manufacturer  of  condiments  and  soups, 
appoints  S.E.  Zubrow,  Phila.,  to  handle 
advertising  and  merchandising.  Inten- 
sive use  of  local  media  is  planned  in 
selected  markets  throughout  the  Mid- 
west, according  to  the  agency. 


■ Eatwell  Provision  Inc.,  Fall  River, 
Mass.,  processor  of  Nopoli  brand  Ital- 
ian-style  meat  specialties  appoints  Weiss 
& Geller,  N.Y  The  agency  announces 
that  tv  spot  is  contemplated  for  future 
use,  and  that  a saturation  radio  cam- 
paign is  to  begin  May  9 on  WRCA 
New  York,  with  a schedule  of  approxi- 
mately 30  10-second  and  minute  spots 
per  week  for  an  indefinite  period.  Nop- 
oli’s  previous  broadcast  exposure  was 
limited  to  participation  in  a Saturday 
cooking  show  over  WOR  New  York. 

■ WLS  Chicago  appoints  Reach  Mc- 
Clinton  & Co.  of  Illinois,  as  its  adver- 
tising agency.  Lester  A.  Weinrott,  R-M 
vp  will  be  account  supervisor  and 
George  C.  Mead  account  executive. 

■ Rambler  Dealers’  Assn,  of  Washing- 
ton, D.C.  named  Geyer,  Morey,  Mad- 
den & Ballard  Inc.,  N.Y.,  to  handle  in- 
tensified newspaper,  television  and  ra- 
dio campaigns.  The  District  dealer 


Radio-tv  prove  speed  not  restricted  to  highways 


Radio-tv’s  ability  to  capitalize  on 
a current  event  as  the  basis  for  an 
immediate  sales  message  was  again 
demonstrated  following  the  Mobilgas 
Economy  Run. 

Tv  moved  to  get  the  news  that 
Rambler  had  won  the  test  run  to  tv 
viewers  of  Southern  California  with- 
in 24  hours  of  the  announcement  of 
the  Rambler  victory.  Anderson-Mc- 
Connell,  Los  Angeles,  agency  for 
Rambler  Dealers  of  Southern  Cali- 
fornia, had  spots  on  KTTV  (TV)  the 
day  following  the  run  reporting  the 


Rambler  moved  fast  . . . 


exact  number  of  miles  per  gallon 
achieved  by  Rambler  in  the  contest. 

With  all  of  tv’s  speed,  its  produc- 
tion requisites  made  it  no  match  for 
radio.  Within  four  hours  after  the 
results  of  the  Economy  Run  were 
made  public,  a dozen  radio  stations 
in  Southern  California  were  telling 
their  listeners  that  Plymouths  had 
won  in  both  their  six-cylinder  and 
eight-cylinder  price  classes.  Fuller  & 
Smith  & Ross,  Los  Angeles,  agency 
for  the  Plymouth  Dealers  Assn,  of 
Southern  California,  had  spots  ready 
for  broadcast  over  KHJ,  KNX,  KFI, 
KABC,  KFWB,  KMPC,  KRKD, 
KLAC,  KPOL  and  KPOP  Los  An- 
geles; KBIG  Avalon  (Catalina)  and 
KEZY  Anaheim,  only  hours  after 
the  results  were  announced. 

Mobil  Oil,  through  Compton  Adv., 
got  maximum  tv  spot  mileage  out  of 
the  run,  also.  In  a 210-station  buy,  it 
telecast  results  of  the  test  to  viewers 
across  the  country  the  day  following 
the  run.  Stations  were  sent  basic  art 


...  So  did  Mobil  Oil 

in  advance,  advised  of  exact  figures 
by  telegram  following  the  public  an- 
nouncement, and  were  on  the  air 
with  spots  spread  over  April  7,  8, 
and  9.  Mobil  last  year  bought  a net- 
work program  to  announce  results, 
chose  spot  tv  in  1960  because  of  me- 
dium’s flexibility  and  market  selec- 
tivity. In  all  areas,  the  company  ex- 
pressed gratification  for  coopera- 
tion from  all  stations  involved  in  the 
fast  moving  promotion. 
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It's  a habit... 


watching  in  fresno 

(California) 


TV  viewers  in  Fresno  see  top  shows  in 
every  category  on  KMJ-TV.  For  example:  * 

Top  syndicated  show Highway  Patrol 

Top  late-night  show Jack  Paar 

Top  network  show Wagon  Train 

Top  network  news  show  . . . Huntley-Brinkley  Report 
Top  local  news  show Shell  News 

*ARB  - Nov.  ’59 
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Of  course,  there’s  another  Personality  Station  . . 


Hieronymus  Bosch  14507-1516?  The  Ship  of  Fools — Dutch  School 


. . . but  it  just  doesn’t  compare  with 

K-NUZ  -the  NO.  1*  BUY  in  HOUSTON 


...  at  the  lowest  cost  per  thousand! 

MUSIC!  NEWS!  PERSONALITIES!  FACILITIES! 


group  is  the  eighth  metropolitan  Ram- 
bler association  to  appoint  GMM&B. 

■ Alitalia  Airlines  account,  being  re- 
signed May  31  by  Cohen,  Dowd  & 
Aleshire  Inc.,  N.Y.,  has  landed  at 
Gardner  Adv. 

■ Also  in  advertising 

Boston  bound  ■ Fuller  & Smith  & Ross 
Inc.,  New  York,  has  announced 
the  opening  of  a New  England  service 
office  which  will  be  housed  with  In- 
galls Assoc.,  Boston  ad  agency,  located 
at  137  Newbury  St.,  enabling  the  ex- 
change of  some  agency  facilities.  It’s 
understood  that  the  new  unit  was  set  up 
primarily  to  provide  better  service  for 
the  recruitment  program  of  F&S&R 
client  Raytheon  Co.’s  plants  in  eastern 
Massachusetts.  Charles  A.  Farrington, 
previously  vice  president  at  Ingalls 
Assoc.,  has  been  named  manager  for 
recruitment  advertising. 

Symington's  man  ■ Harry  Stone,  for- 
mer vice  president  and  general  manager 
of  W,SM  Nashville,  has  been  appointed 
consultant  on  broadcast  matters  for 
Symington  - for  - President  Committee. 
Mr.  Stone  is  acting  manager  of  Brown 
Bros.  Advertising,  Nashville,  and  since 
last  January  has  been  placing  spots  for 
Doubleday  & Co.,  New  York,  for  book: 
Stuart  Symington — Portrait  of  a Man 
with  a Mission  by  Paul  Wellman.  Sen. 
Symington’s  campaign  manager,  Rep. 
Charles  H.  Brown  (D-Mo.)  is  principal 
in  Brown  Bros,  agency. 

AFA  man  pleads 
for  ad  honesty 

Broadcasters  and  advertisers  must 
strive  for  absolute  honesty  in  their 
advertising  messages  or  face  the  conse- 
quences of  stiff  government  regulation. 

This  view  was  expressed  by  Lee 
Fondren,  vice-president  of  the  Adver- 
tising Federation  of  America  and  man- 
ager of  KLZ  Denver,  Colo.,  in  a speech 
to  the  Denver  Chamber  of  Commerce. 

Mr.  Fondren  accused  the  govern- 
ment of  “whittling  away”  at  the  founda- 
tions of  advertising  and  suggested  that 
the  only  way  to  avert  “total  destruc- 
tion” is  for  total  honesty.  He  suggested 
that  if  government  regulations  over  the 
broadcasting  and  advertising  industries 
are  not  checked,  there  will  be  total 
regulation  by  1980. 

The  KLZ  manager  said  govern- 
ment regulation  is  not  limited  to  one 
medium.  “.  . . This  could  become 
malignant  and  spread  through  the  whole 
body  of  advertising  and  reach  right 
down  to  the  merchant  with  only  one 
door  through  which  customers  could 
enter.” 
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A BRIEF' 

HISTOIRE  DAIR  FRANCE 

( that  is  also  a history  of  French  aviation) 


L’HISTOIRE  ANCIENNE 


L HISTOIRE  MODERNE 


FIRST  MEN  TO  FLY. 
Joseph  and  Etienne 
Montgolfier  successfully 
take  to  the  skies,  June  5, 
1783.  Man’s  ancient 
dream  of  air-borne  travel 
suddenly  becomes  a prac- 
tical reality. 


L’HISTOIRE  “PIONEER” 


FIRST  ENGINE- 
POWERED  DIRIGI- 
BLE. Remarkable 
speed  of  6 Vz  MPH  was 
clocked  by  Henri  Gif- 
ford on  a Paris-Trappe 
flight,  September  24, 
1852.  An  early  demon- 
stration of  the  French 
genius  for  technical 
achievement  that  is  a 
tradition  with  Air 
France  today. 


FIRST  INTERNA- 
TIONAL PASSENGER 
FLIGHT.  Air  France's 
flight  from  Paris  to 
London,  February  8, 
1919.  Eleven  passen- 
gers made  the  trip. 
Flew  187  miles  in  2Vz 
hours.  Today,  Air 
France  passengers  fly 
1500  miles  in  the  same 
2V2  hours. 


FIRST  INTERNA- 
TIONAL FLIGHT. 
French  aviation  gained 
new  stature  when  Louis 
Bleriot  flew  25  miles 
across  the  English  Chan- 
nel, July  25,  1909.  This 
memorable  journey  fo- 
cused world  attention 
on  the  immense  possi- 
bilities of  commercial 
flight. 


LES  PLUS  GRANDES  ROUTES.  Today,  Air  France 
the  world’s  largest  airline.  Routes  cover  more  than 
202,000  unduplicated  miles... connect  210  cities  in 
76  countries.  Air  France  is  the  largest  French  air- 
line, too.  Though  it  cooperates  closely  with  all  other 
French  airlines,  none  are  part  of  Air  France.  As  the 
official  French  national  airline,  Air  France  main- 
tains its  unique  identity... the  oldest,  the  largest, 
the  most  experienced  of  all. 


LES  PLUS  GRANDS  JETS. 
All  Air  France  jets  are  superb! 
The  707  Intercontinentals  are 
the  largest,  fastest,  longest- 
range  jets  in  the  world.  Air 
France  Caravelle  Jets  have  an 
outstanding  performance  rec- 
ord. Air  France  uses  both  to 
provide  the  world’s  only  jet- 
to-jet  service  between  the 
U.S.A.,  Europe,  Africa  and  the 
Middle  East. 


LE  PLUS  GRAND  SERVICE.  Air  France  service 
is  incredibly  lavish,  incomparably  French.  On  every 
flight,  passengers  enjoy  superb  French  cuisine,  ex- 
quisite French  service  at  no  extra  cost.  Experienced 
Air  France  pilots  are  experts  at  providing  smooth, 
restful  flights. They  have  flown  more  than  5,000,000 
pure  jet  passenger  miles. 
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/'  \ 

J Attention  \ 

j advertisers!  \ 

j Piel’s  Beer  is  sponsoring  ' 

' INTERPOL  CALLING,  ' 
starring  Charles  Korvin  as 
Inspector  Paul  Duval 
on  New  York’s  WPIX, 
Sunday  nights  at  10:30. 
Now  Interpol’s  story, 
which  the  public  has  been 
reading  about  in 
Reader’s  Digest  and  other 
magazines  and 

^ newspapers,  comes  to  y 
television  . . . 


Sounds 

great,  Bert.  Just  \ 
like  you  and  me,  ' 

/ INTERPOL  CALLING  \ 

I and  Piel’s  make  a ^ 

sure-fire  selling  • 

I combination.  And  if  I may  " 
. make  one  small  pun,  j 

\ both  Duval  and  Piel’s  i 

y always  keep  their  ' 

\ heads ...  in  any  J 
situation. 


\ 


/ 


'INTERPOL  (MLIW 

the  new  television  series  that 
Bert,  Harry,  Biitz-Wein hard, 
Pfeiffer’s,  Labatts,  Miller  High  Life, 
Santa  Fe  Winery  and  so  many 
other  kinds  of  advertisers  are 
buying,  buying,  buying! 


INDEPENDENT 

TELEVISION 

CORPORATION 


488  Madison  Ave.  • N.  Y.  22  • PLaza  5-2100 

ITC  OF  CANADA,  LTD. 

100  University  Ave.  • Toronto  1,  Ont.  • EMpire  2-1166 
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THE  MEDIA  

RAB  STARTS  ITS  SALES  CLINICS 

April  20  is  opening  date  for  50  meetings 


Radio  Advertising  Bureau  starts  its 
10th  annual  area  sales  clinics  in  35 
U.S.  and  Canadian  cities  in  New  York 
on  April  20.  The  series  ends  in  Mon- 
treal on  June  3.  More  than  50  meetings 
are  scheduled  (complete  listing,  Broad- 
casting, March  28). 

A feature  of  each  clinic  will  be  a 
period  devoted  entirely  to  discussing 
“the  most  frequent  objections  to  buy- 
ing radio,”  according  to  Warren  J.  Boo- 
rom,  RAB  vice  president  and  director 
of  member  service.  He  adds  that  “brief, 
concise  and  logical  answers  will  be  sup- 
plied to  each  objection.”  Another  high- 
light of  each  meeting  will  be  a session 


called  “All  About  Newspapers,”  during 
which  material  developed  by  RAB  on 
newspapers  will  be  revealed.  A new  bu- 
reau presentation  aimed  at  persuading 
retailers  to  use  radio  also  will  be  spot- 
lighted during  the  clinics. 

RAB  officials  who  will  participate  in 
the  clinics  are  Mr.  Boorom  and  Miles 
David,  vice  president  and  promotion 
director;  Robert  H.  Alter,  manager, 
sales  administration;  Robert  Nietman, 
national  sales  group  manager;  Patrick 
Rheaume  and  Maurice  Fiedler,  ex- 
member service  managers;  Keith  Andre, 
Arthur  Jost,  William  Lacker  and  Dale 
Woods,  regional  sales  managers. 


Safety  council  makes 
its  annual  awards 

The  National  Safety  Council  has  an- 
nounced 1959  Public  Interest  Awards 
for  5 radio  and  4 tv  networks,  144 
radio  and  48  tv  stations,  1 radio-tv 
syndicate,  2 news  wire  services,  51 
daily  and  14  weekly  newspapers,  19 
general  and  53  specialized  magazines, 
6 labor  publications,  50  advertisers  and 
72  outdoor  advertising  companies. 

The  award  was  established  in  1948 
to  honor  “leadership,  initiative  and 
originality  in  the  furtherance  of  acci- 
dent prevention  by  the  mass  media.” 
Each  recipient  will  receive  a plaque. 
Radio,  tv  and  advertiser  winners  also 
are  considered  for  the  Alfred  P.  Sloan 
Awards  for  highway  safety  to  be 
judged  later. 

Winners  in  broadcasting  categories: 


RADIO  NETWORKS:  American  Broadcasting 
Co.,  N.Y.;  Canadian  Broadcasting  Corp.,  Toron- 
to; Columbia  Broadcasting  System,  N.Y.;  Na- 
tional Broadcasting  Co.,  N.Y.;  W^tinghouse 
Broadcasting  Co.,  N.Y.  RADIO  STATIONS: 
CFPL  London,  Ont.;  CHML  Hamilton,  Ont.; 
CHUM  Toronto,  Ont.;  CKOX  Woodstock,  Ont.; 
CKPC  Brantford,  Ont.;  CKSL  London,  Ont.; 
CKUA  Edmonton,  Alta.;  KANS  Kansas  City; 
KAYO  Seattle,  Wash.;  KBTA  Batesville,  Ark.; 
KCRC  Enid,  Okla.;  KDKA  Pittsburgh;  KDUB 
Lubbock,  Tex.;  KEEN  San  Jose,  Calif.;  KELA 
Centralia,  Wash.;  KELO  Sioux  Falls,  S.D.; 
KEWB  Oakland,  Calif.;  KEYZ  Williston,  N.D.; 
KFAB  Omaha,  Neb.;  KFKA  Greeley,  Colo.; 
KGEK  Sterling,  Colo.;  KGGF  Coffeyville.  Kan.; 
KHAM  Albuquerque,  N.M.;  KJOY  Stockton, 
Calif.;  KLAC  Hollywood,  Calif.;  KLON  Long 
Beach,  Calif.;  KLRS  Mountain  Grove.  Mo.; 
KMAP  Bakersfield,  Calif.;  KMGM  Albuquer- 
que N.M.;  KMMJ  Grand  Island,  Neb.;  KMON 
Great  Falls,  Mont.;  KMOX  St.  Louis;  KMPC 
Los  Angeles;  KNUZ  Houston:  KOCY  Okla- 

homa City;  KOIN  Portland,  Ore.;  KOOL  Phoe- 
nix, Ariz.;  KPOJ  Portland,  Ore.;  KRES  St. 
Joseph,  Mo.;  KSDS  San  Diego,  Calif.;  KSEI 
Pocatello,  Idaho;  KSIS  Sedalia,  Mo.;  KSOO 
Sioux  Falls,  S.D.;  KSTN  Stockton,  Calif.;  KSUB 
Cedar  City,  Utah;  KTNT  Tacoma,  Wash.;  KTOK 
Oklahoma  City;  KVI  Seattle,  Wash.;  KVOE  Em- 
poria, Kan.;  KVOZ  Laredo,  Tex.;  KXOK  St. 
Louis;  KXOL  Fort  Worth,  Tex.;  KYA  San  Fran- 
cisco; KYW  Cleveland;  WABZ  Albemarle,  N.C.; 
WACO  Waco,  Tex.;  WAKR  Akron,  Ohio; 
WALE  Fall  River,  Mass.;  WALT  Tampa,  Fla.; 
WAS  A Havre  De  Grace,  Md.;  WAVE  Louis- 
ville, Ky.;  WAVP  Avon  Park,  Fla.;  WAVZ 


New  Haven,  Conn.;  WBCM  Bay  City,  Mich.; 
WBIZ  Eau  Claire,  Wis.;  WBMC  McMinnville, 
Tenn.;  WBOE  Cleveland,  Ohio;  WBUF  (FM) 
Buffalo,  N.Y.;  WBVP  Beaver  Falls,  Pa.;  WBZ 
Boston;  WCAE  Pittsburgh;  WCAO  Baltimore; 
WCCC  Hartford,  Conn.;  WCEN  Mt.  Pleasant, 
Mich.;  WCRE  Cheraw,  S.C.;  WCRF-FM  Cleve- 
land; WCUE  Akron,  Ohio;  WDBS  Durham, 
N.C.;  WDSU  New  Orleans;  WEAN  Providence, 
R.I.;  WEJL  Scranton,  Pa.;  WERC  Erie,  Pa.: 
WERE  Cleveland;  WESB  Bradford,  Pa.;  WFBM 
Indianapolis;  WFLO  FarmviUe,  Va.;  WFPG  At- 
lantic City,  N.J.;  WGB1  Scranton,  Pa.;  KGIR 
Manchester,  N.H.;  WGN  Chicago;  WHBC  Can- 
ton, Ohio;  WHEC  Rochester.  N.Y.;  WHIM 
Providence,  R.I.;  WIBA  Madison,  Wis.;  WIBC 
Indianapolis;  WIBW  Topeka,  Kan.;  WICC  Fair- 
field,  Conn.;  WILS  Lansing,  Mich.;  WINA 
Charlottesville,  Va.;  WING  Dayton,  Ohio; 
WKAL  Rome,  N.Y.;  WKAR  East  Lansing, 
Mich.;  WKDA  Nashville,  Tenn.;  WKJG  Fort 
Wayne.  Ind.;  WKMI  Kalamazoo,  Mich.;  WLBN 
Lebanon,  Ky.;  WLW  Cincinnati;  WMAQ  Chi- 
cago; WMCA  New  York;  WMRN  Marion,  Ohio; 
WNEW  New  York;  WOHO  Toledo,  Ohio; 
WOWL  Florence,  Ala.;  WOWO  Fort  Wayne, 
Ind.;  WPEN  Philadelphia;  WPEP  Taunton, 
Mass.;  WPIT  Pittsburgh;  WPMP  Pascagoula, 
Miss.;  WQAM  Miami,  Fla.;  WREM  Remsen, 
N.Y.;  WRFD  Worthington,  Ohio;  WROB  West 
Point,  Miss.;  WRVA  Richmond,  Va.;  WSAY 
Rochester,  N.Y.;  WSB  Atlanta,  Ga.;  WSBF 
Clemson,  S.C.;  WSGN  Birmingham,  Ala.; 
WSGW  Saginaw,  Mich.;  WSMB  New  Orleans; 
WSNW  Seneca,  S.C.;  WSSC  Sumter,  S.C.; 
WTAX  Springfield,  111.;  WTIC  Hartford,  Conn.; 
WTOL  Toledo,  Ohio;  YVTOP  Washington,  D.C.; 
WTRY  Troy,  N.Y.;  WTTM  Trenton,  N.J.; 
WVCG  Coral  Gables,  Fla.;  WVIP  Mt.  Kisco, 
N.Y.;  WVPO  Stroudsburg,  Pa.;  WWDC  Wash- 
ington, D.C.;  WWJ  Detroit;  WWVA  Wheeling, 
W.Va.;  WDYE  Birmingham,  Ala. 

TELEVISION  NETWORKS:  American  Broad- 
casting Co.;  Canadian  Broadcasting  Corp.; 
National  Broadcasting  Co.;  Westinghouse 
Broadcasting  Co.  TELEVISION  STATIONS: 
CHCH-TV  Hamilton,  Ont.;  KABC-TV  Holly- 
wood, Calif.;  KCMO-TV  Kansas  City;  KDKA- 
TV  Pittsburgh;  KELO-TV  Sioux  Falls,  S.D.; 
KFRE-TV  Fresno,  Calif.;  KMBC-TV  Kansas 
City;  KNME-TV  Albuquerque,  N.M.;  KRON-TV 
San  Francisco;  KTRK-TV  Houston;  KTVH  (TV) 
Wichita,  Kan.;  KVTV  (TV)  Sioux  City,  Iowa; 
KWTV  (TV)  Oklahoma  City;  KYW-TV  Cleve- 
land; WBTV  (TV)  Charlotte,  N.C.;  WBTW  (TV) 
Florence,  S.C.;  WBZ-TV  Boston;  WCPO-TV 
Cincinnati;  WDSU-TV  New  Orleans;  WEAU-TV 
Eau  Claire,  Wis.;  WFBC-TV  Greenville,  S.C.; 
WFBM-TV  Indianapolis;  WFIE-TV  Evansville, 
Ind.;  WFLA-TV  Tampa,  Fla.;  WGN-TV  Chi- 
cago; WHAS-TV  Louisville,  Ky.;  WJBK-TV  De- 
troit; WJRT  (TV)  Flint,  Mich.;  WJW-TV  Cleve- 
land; WKJG-TV  Fort  Wayne,  Ind.;  WLOS-TV 
Asheville,  N.C.;  WLWA  (TV)  Atlanta;  WLWI 
(TV)  Indianapolis;  WLWT  (TV)  Cincinnati; 
WMUR-TV  Manchester,  N.H.;  WMVS-TV  Mil- 
waukee; WNBC  (TV)  West  Hartford,  Conn.: 
WNHC-TV  New  Haven,  Conn.;  WPRO-TV 
Providehce,  R.I.;  WRCA-TV  New  York;  WSAU- 
TV  Wausau,  Wis.;  WSB-TV  Atlanta;  WSYR-TV 
Syracuse,  N.Y.;  WTTW  (TV)  Chicago;  WVUE 
(TV)  New  Orleans;  WWJ-TV  Detroit;  WWL-TV 
New  Orleans;  WYES  (TV)  New  Orleans.  RA- 
DIO-TV SYNDICATE:  Ziv  Television  Pro- 

grams, Cincinnati. 
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YOU  CAN  LEAD  A CROWD  TO  CULTURE, 
BUT  YOU  CAN’T  MAKE  ’EM  THINK! 


If  you  agree  with  that  statement,  you’re  not  in  tune 
with  the  times.  And  that  can  prove  disastrous  to  a 
radio  station! 

It’s  easily  documented  that  the  tastes  of  the  general 
public  are  more  discriminating  than  ever  before — 
their  needs  more  complex,  their  interests  more 
varied.  Listeners  are  hungry  for  educational  and 
informative  programs — not  trivia.  They  want  to 
hear  good  music  as  opposed  to  caterwauling.  They 


want  news  in  depth  and  from  news  analysts — not 
headlines  from  disc  jockeys.  And  as  long  as  they 
have  dials  on  their  radios,  these  needs  will  be 
satisfied — by  one  station  or  another.  In  the  Detroit- 
Great  Lakes  area  that  station  is  WJR.  What  finer 
atmosphere  for  your  product!  Give  your  Henry  I. 
Christal  representative  a call  today  and  get  the 
details  concerning  the  station  that  IS  in  tune  with 
the  times — WJR. 


Fine  Arts  programming  is  a part  of  our  complete- 
range  programming  — something  for  everyone. 
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Changing  hands 

ANNOUNCED  ■ The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

■ WIRE  Indianapolis,  Ind.:  Sold  by 
Eugene  Pulliam  interests  to  WIRE 
Broadcasting  Co.  (Joseph  Amaturo, 
president  and  majority  stockholder)  for 
$700,000,  with  over  $200,000  cash 
commitment.  Mr.  Amaturo  has  interests 
in  WFTL  Ft.  Lauderdale,  Fla.,  and  in 
WESO  Southbridge,  Mass.  WIRE  is  5 
kw  on  1430  kc  and  is  affiliated  with 
NBC.  Broker  was  Edwin  Tornberg  & 
Co. 

■ WIST  Charlotte,  N.C.:  Sold  by 
Broadcasting  Co.  of  the  South  to  Caro- 
lina Broadcasting  Co.  (Cox  group)  for 
around  $500,000.  Carolina  Broadcast- 
ing owns  WSOC-AM-FM-TV  Charlotte 
and  purchase  of  WIST  is  contingent  on 
disposal  of  WSOC.  Cox  group  in  addi- 
tion owns  WSB-AM-FM-TV  Atlanta, 
WHIO-AM-FM-TV  Dayton,  Ohio,  and 
42.5%  of  WCKR-WCKT(TV)  Miami, 
Fla.  It  bought  the  WSOC  stations  year 
ago  for  $5.6  million.  Broadcasting  Co. 
of  South  owns  also  WIS-AM-TV  Co- 
lumbia, S.C.,  and  WSFA-TV  Mont- 
gomery, Ala.  WIST  is  5 kw  day,  1 kw 
night  on  930  kc.  WSOC  is  250  w on 


1240  kc.  Broker  was  Howard  S.  Fra- 
zier. 

■ KIST  Santa  Barbara,  Calif.:  Sold  by 
A.R.  Ellman  and  A.T.  Morici  to  J. 
Patt  Wardlaw  for  $175,000.  Mr.  Ward- 
law  recently  sold  WLEU  Erie,  Pa. 
Messrs.  Ellman  and  Morici,  who  bought 
KIST  in  1958  for  $197,000,  also  own 
KGMS  Sacramento,  Calif.  KIST  oper- 
ates on  1340  kc  with  250  w.  Transac- 
tion was  handled  by  Lincoln  Dellar  & 
Co.  and  R.C.  Crisler  & Co. 

■ KLOU  Lake  Charles,  La.:  Sold  by 
Robert  Earle  and  associates  to  Albert 
D.  Johnson  for  $150,000.  Mr.  Johnson 
is  former  manager  of  KENS-AM-TV 
San  Antonio,  Tex.  Mr.  Earle  and  as- 
sociates own  WIBR  Baton  Rouge,  La. 
KLOU  is  1 kw  independent  on  1580  kc. 
Broker  was  Hamilton-Landis  & Assoc. 

■ KUKO  Post,  Tex.:  Sold  by  R.B.  Mc- 
Alister and  Grady  Franklin  Maples  to 
Galen  O.  Gilbert  for  $50,000.  Mr.  Gil- 
bert owns  KTLQ  Tahlequah,  Okla. 
Messrs.  McAlister  and  Maples  also  own 
KBYG  Big  Spring  and  KUCO  Little- 
field, both  Texas,  and  KBNZ  La  Junta, 
Colo.  Station  is  500  w daytimer  on 
1370  kc.  Transaction  was  handled  by 
Hamilton-Landis  & Assoc. 

APPROVED  ■ The  following  transfer 
of  station  interests  was  among  those 


CALIFORNIA  8500,000 

Major  market  fulltimer — excellent 
facility.  In  the  black  and  growing 
every  month.  $150,000  cash  and 
good  terms. 

VIRGINIA  $375,000 

Large  market.  Excellent  cash  flow. 

Fulltime.  $100,000  cash.  Reasonable 
terms. 

MIRWEST  8. 150.000 

Daytimer  with  good  potential.  Can 
he  bought  with  $30,000  cash,  balance 
over  8 years.  Needs  owner-manager. 


NEGOTIATIONS  • FINANCING  • APPRAISALS 

‘jBlackbuwn  & Compant/ 

Incorporated 


RADIO  - TV  - NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Jack  V.  Harvey 
Joseph  M.  Sitrick 
Washington  Building 
STerling  3-4341 


MIDWEST 
H.  W.  Cassill 
William  B.  Ryan 
333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-6460 


ATLANTA 

Clifford  B.  Marshall 
Stanley  Whitaker 
Robert  M.  Baird 
Healey  Building 
JAckson  5-1576 


WEST  COAST 
Colin  M.  Selph 
Calif.  Bank  Bldg. 
9441  Wilshire  Blvd. 
Beverly  Hills,  Calif. 
CRestview  4-2770 


approved  by  the  FCC  last  week  ( for 
other  commission  activities  see  For 
The  Record,  page  104). 

■ KULA  Honolulu,  Hawaii:  Sold  by 
Jack  Burnett  to  Charles  Stuart  III 
for  $500,000  plus  employment  of  Mr. 
Burnett  as  full-time  manager  for  five 
years  at  $24,000  per  year.  Charles 
Stuart  III  is  nephew  of  James  Stuart, 
President  of  Stuart  Investment  Co., 
which  owns  KFOR  Lincoln,  and  KRGI 
Grand  Island,  both  Nebraska;  KMNS 
Sioux  City,  Iowa,  and  KSAL  Salina, 
Kan. 

■ WCOA  Pensacola,  Fla.:  Sold  by  Dixie 
Radio  Inc.,  a group  headed  by  Denver 
Brannen,  to  WCOA  Radio  Inc.  for 
$350,000.  Purchasers  include  Justin 
Miller,  formerly  50%  owner  of  WDCL 
Tarpon  Springs,  Fla.,  and  T.K.  Cassel, 
who  is  owner  of  WATS  Sayre,  Pa.,  and 
has  interest  in  WGGG  Gainesville,  Fla. 

Storer  sales  up  15% 

Storer  Broadcasting  Co.,  Miami,  last 
week  announced  an  increase  in  sales  of 
15%  and  an  increase  in  earnings  of 
39%  for  the  first  quarter  of  1960 
against  the  comparable  quarter  of  1959. 
Net  earnings  for  the  three  months  end- 
ed March  31  were  $1,423,079  com- 
pared with  $1,024,183  in  the  corre- 
sponding period  of  1959.  Net  earnings 
per  share  this  year’s  first  quarter  were 
57.5  cents  as  against  41.4  cents  in  last 
year’s.  The  earnings  per  share  are  based 
on  the  2,474,750  shares  of  common 
and  Class  B stock  outstanding  in  both 
years. 

Storer  stations  are:  WJBK-AM-TV 
Detroit;  WJW  - AM  - TV  Cleveland; 
WSPD-AM-TV  Toledo,  Ohio;  WITI- 
TV  Milwaukee;  WAGA-TV  Atlanta; 
WIBG  Philadelphia;  WGBS  Miami; 
WWVA  Wheeling,  W.Va.,  and  KPOP 
Los  Angeles. 

Variety  Clubs  awards 

Variety  Clubs  International,  an  or- 
ganization devoted  to  humanitarian 
activities  whose  members  represent 
every  phase  of  the  entertainment  field, 
has  established  an  annual  award  to  the 
radio  or  tv  broadcaster  who  “best  in- 
terprets the  organization’s  varied  ac- 
tivities in  behalf  of  handicapped  chil- 
dren.” Newspaper  and  magazine  news 
articles  and  photographs  will  be  judged 
on  the  same  basis,  according  to  Inter- 
national Chief  Barker  George  Eby  of 
Pittsburgh.  A special  trophy  and  cash 
award  of  $100  will  be  made  in  each 
category  with  the  first  judging  to  take 
place  during  the  Variety  Clubs’  con- 
vention in  Toronto  May  31.  The  Var- 
iety Clubs  consist  of  10,000  members 
in  the  U.S.,  Great  Britain,  Ireland,  Can- 
ada & Mexico  from  motion  picture, 
radio,  tv  and  allied  entertainment  fields. 
During  33  years  of  existence,  it  has 
raised  more  than  $78  million  for  charity. 
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KFMB<i)TV 


SAN  DIEGO 


A TRANSCONTINENT  STATION 
CHANNEL  8 


RCA's  'eye'  ■ The  inscription  in 
marble  at  30  Rockefeller  Center, 
New  York,  says  quite  clearly  “RCA 
Building.”  Yet  a passerby  could  be 
excused  some  confusion  if  he  glanced 
at  the  glass  panel  over  the  entrance 
and  thought  he  saw  the  CBS  eye. 
He  almost  does,  especially  when  the 
light  strikes  it  at  the  right  angle,  as  it 
did  when  Broadcasting’s  photog- 


rapher went  by  last  week.  The  cut 
glass  design  is  not  an  exact  duplicate 
of  the  CBS  emblem,  as  the  oval  is  not 
completed  on  the  top  right  and  bot- 
tom left  sides,  but  the  impression  is 
all  too  clear,  especially  to  groggy 
executives  fresh  off  the  8:02.  RCA’s 
optic  was  put  there  in  1932.  It  was 
designed  by  Lee  Laurie.  CBS’  came 
into  being  in  195 1 . 


Chicago  city  council 
bars  broadcasters 

Chicago’s  City  Council  last  Thursday 
mounted  another  attack  against  elec- 
tronic journalism,  barring  all  tape- 
recorded  and  tv  newsreel  coverage  of 
its  regular  proceedings. 

Crews  of  local  stations  appeared  at 
City  Hall,  as  promised,  but  failed  to 
gain  access  with  their  equipment.  At 
the  same  time,  the  council  set  next 
Thursday  for  a hearing  with  broadcast 
media  representatives  before  its  rules 
committee.  Aldermen  voted  down  a 
motion,  43-4,  to  permit  recorded  and 
newsreel  coverage,  but  permitted  radio- 
tv newsmen  to  cover  the  meeting  with 
paper  and  pencil. 

In  Thursday’s  floor  proceedings,  the 
administration’s  floor  leader,  Alderman 
Thomas  E.  Keane,  held  that  the  coun- 
cil has  “the  right  to  determine  its  own 
rules  and  procedures.”  He  noted  that 
tv  cameras  are  not  permitted  in  Con- 
gress or  certain  state  legislature  meet- 
ings. Other  aldermen  supported  a mo- 
tion to  “invite”  radio-tv  in.They  argued 
for  broadcast  media’s  constitutional 
right  to  cover  proceedings. 

The  core  of  electronic  newsmen’s 
argument  for  access  is  an  Illinois  State 


Law  which  provides  that  all  legislative 
groups  perform  their  duties  in  open 
hearings.  Controversy  has  arisen  as  to 
whether  it  applies  to  radio  and  tv  and 
over  a proposal  by  Alderman  James 
Murray  that  Chicago  stations  submit 
films  or  tapes  to  the  council  rules  com- 
mittee for  editing  or  carry  full  proceed- 
ings. 

Bar,  media  groups  hit 
blank  in  grant  search 

The  American  Bar  Assn,  and  par- 
ticipating media  groups  have  hit  a stone 
wall  in  their  cooperative  attempts  to 
get  a foundation  grant  for  proposed 
study  of  Canon  35. 

That  was  the  frank  admission  of  a 
bar  spokesman  last  Thursday  in  con- 
nection with  the  joint  move  for  funds 
to  underwrite  an  initial  survey  on  the 
effects  of  radio-tv  courtroom  coverage. 
NAB,  Radio-Tv  News  Directors  Assn, 
and  other  groups  are  represented  on 
the  all  media-ABA  committee. 

Four  foundations  originally  suggested 
have  rejected  overtures  of  the  com- 
mittee, headed  up  by  Whitney  North 
Seymour,  ABA  president-elect,  it  was 
learned  last  week.  Accordingly,  bar  and 
media  committee  members  have  been 
asked  to  submit  a list  of  others  which 


might  be  approached.  The  names  will 
be  pooled  and  acted  upon  sometime 
after  May  1,  it  was  reported. 

Purpose  of  the  initial  pilot  study 
would  be  to  determine  whether  a sec- 
ond in-depth  study  of  Canon  35  might 
be  indicated.  It’s  represented  that  neither 
bar  members  nor  media  representatives 
would  feel  it  feasible  to  raise  their  own 
funds  looking  toward  such  a study  and 
that  they  ought  to  come  from  an  im- 
partial, outside  organization  inclined  to 
perform  a public  service. 

Meeting  schedule 
drawn  up  by  NAB 

A schedule  of  conventions,  board 
meetings  and  fall  conferences  was  an- 
nounced last  week  NAB.  It  follows: 

Board  of  Directors:  June  13-17, 

1960,  Statler-Hilton,  Washington;  Feb. 
6-10,  1961,  El  Mirador,  Palm  Springs, 
Calif.;  June  12-16,  1961,  Statler-Hilton, 
Washington;  Feb.  5-9,  1962,  Holly- 
wood Beach,  Hollywood,  Fla. 

Annual  Conventions:  May  7-11, 

1961,  Shoreham  and  Sheraton  Park 
Hotels,  Washington;  April  1-5,  1962, 
March  31 -April  4,  1963  and  April  5-9, 
1964,  all  at  Conrad  Hilton,  Chicago. 

Fall  Conferences,  1960:  Oct.  13-14, 
Biltmore,  Atlanta;  Oct.  18-19,  Sheraton- 
Dallas,  Dallas;  Oct.  20-21,  Mark  Hop- 
kins, San  Francisco;  Oct.  24-25,  Den- 
ver-Hilton,  Denver;  Oct.  27-28,  Fon- 
tenelle,  Omaha,  Neb.;  Nov.  14-15, 
Statler-Hilton,  Washington;  Nov.  17-18, 
Biltmore,  New  York;  Nov.  21-22,  Edge- 
water  Beach,  Chicago. 

Fall  Conferences,  1961:  Oct.  9-10, 
Jefferson,  St.  Louis;  Oct.  12-13,  Shera- 
ton-Dallas,  Dallas;  Oct.  16-17,  Hotel 
Utah,  Salt  Lake  City;  Oct.  19-20,  Shera- 
ton Palace,  San  Francisco;  Oct.  30-31, 
Robert  Meyer  Hotel,  Jacksonville,  Fla.; 
Nov.  9-10,  Somerset,  Boston;  Nov.  13- 
14,  Pittsburgh-Hilton,  Pittsburgh;  Nov. 
16-17,  Leamington,  Minneapolis. 

KXYZ  airs  trial 

Obtaining  permission  of  the  presiding 
judge  and  the  attorneys  in  the  case, 
KXYZ  Houston  last  week  began  broad- 
casting a murder  trial  direct  from  the 
courtroom.  By  connecting  with  the 
public  address  system,  the  station  is 
able  to  bring  live  testimony  to  listeners 
as  part  of  its  public  affairs  program- 
ming. KXYZ  has  broadcast  major  trials 
in  the  area  in  the  past  and  has  an- 
nounced plans  to  bring  future  ones  to 
its  audience  under  the  same  conditions. 

■ Media  reports 

New  Baltimore  fm  ■ WBAL-FM 
(formerly  WFDS-FM)  Baltimore  be- 
gan broadcasting  at  5 p.m.  April  11. 
Featuring  concert  hall  music,  operas, 
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VKY,  Oklahoma  City 

Creative  Programming  with 


the  GATES 
NITE  WATCH 


From  across  the  nation  come  reports  of  success  with  NITE  WATCH. 
Radio  stations,  both  large  and  small,  have  found  that  better  program- 
ming, larger  audiences  and  a more  profitable  operation  are  possible  with 
the  Gates  Nite  Watch  Automatic  Programming  System. 


Don  Wallace,  WKY  announcer,  uti- 
lizes NITE  WATCH  production  unit  to 
prepare  program  material.  Full  editing,  sequence 
record  selection  and  dubbing  facilities  are  incorporated  in 
the  NITE  WATCH  system. 


Complete  information  on  the  Nite  Watch  is  yours  for  the 
asking,  along  with  an  up-to-date  listing  of  Nite  Watch  users. 
Write  the  Audio  Products  Section,  Gates  Radio  Company, 
Quincy,  Illinois,  today. 


Gene  Lyons,  Chief  Engineer  for  WKY,  listens  as  the 
NITE  WATCH  tape  control  unit  and  automatic  tran- 
scription changer  play  back  the  prepared  program, 
complete  with  announcements  and  music  in  perfect 
sequence.  The  NITE  WATCH  system  provides  up  to 
7’/2  hours  of  continuous  programming. 


Gene  Lyons,  WKY's  Chief  Engineer,  says: 

^WKY’s  choice  of  the  Gates  Nite  Watch  was 
based  on  a careful  study  of  all  automatic  program- 
ming systems  available  to  the  industry.  We  con- 
sider the  use  of  a full  track  tape  machine  for  speech 
and  the  use  of  sub-audible  tones  for  control 
superior  in  assuring  a satisfactory  signal-to-noise 
ratio.  The  Gates  Nite  Watch  is  thoroughly  engi- 
neered, straight  forward  in  design,  with  good  mech- 
anical layout  and  quality  workmanship.  The  adapta- 
bility of  the  Gates  Nite  Watch  to  make-up  at  one 


*WKY  was  the  third  commercial  radio  station  established  in  the 
United  States , and  the  first  west  of  the  Mississippi  River.  Both  WKY 
Radio  and  WKY -TV  have  attained  national  stature  for  outstanding 
quality  in  local  programming  and  public  service. 


location  and  play-back  at  a second  location  was  a 
necessity  in  our  particular  installation.  After  initial 
adjustments  the  unit  has  been  trouble-free.^ 
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TELEVISION  S BAN  MAN 


Tv  Code  head  Hartenbower  takes  fearless  look  at  new  job 


Joe  Hartenbower  is  no  bluenose. 

The  man  who  heads  NAB’s  tele- 
vision code  believes  the  medium  can 
improve  its  public  image  without 
destroying  its  effectiveness  as  a sales 
tool  or  source  of  entertainment. 

KCMO-TV  Kansas  City  offers 
living  proof  that  smart  supervision 
rather  than  strict  censorship  can 
solve  many  of  television’s  present 
problems,  according  to  his  industry 
colleagues. 

As  new  chairman  of  the  NAB  Tv 
Code  Review  Board,  the  vice  presi- 
dent-general manager  of  the  Mere- 
dith stations  in  Kansas  City  has  taken 
over  one  of  the  nation’s  tougher  as- 
signments— keeping  tv  advertisers, 
their  agencies  and  tv  stations  in  tune 
with  the  times. 

And  the  times  are  rough,  really 
rough,  as  Congress,  federal  agencies, 
newspapers,  magazines,  assorted 
civic  agencies  and  viewers  turn  their 
wrath  toward  television. 

Joe  Hartenbower — its  actually 
Elton  K. — took  over  his  extra  cur- 
ricular assignment  a fortnight  ago 
from  one  of  the  industry’s  abler  ad- 
ministrators, Donald  H.  McGannon, 
president  of  Westinghouse  Broad- 
casting Corp.  Succeeding  the  ag- 
gressive Mr.  McGannon  isn’t  going 
to  be  easy.  But  luckily,  the  new 
chairman  combines  business  and  per- 
sonal traits  with  code  experience 
and  zeal  for  the  job.  The  combina- 
tion will  be  highly  effective,  his  fel- 
low code  board  members  believe. 

Big  Job  Ahead  ■ The  new  code 
chairman  faces  a tough  travel  rou- 


tine and  long  hours  of  extra  work. 
Helping  him  is  the  fact  that  Mere- 
dith Publishing  Co.  and  Payson  Hall, 
director  of  Meredith  stations,  are 
providing  complete  cooperation  in 
this  industry-service  project. 

In  effect,  Joe  Hartenbower  is  tele- 
vision's chief  censor.  He’s  a take- 
charge  executive  despite  his  easy 
smile  and  quiet  manner,  a trait  now 
familiar  to  broadcasters  who  saw 
him  in  action  as  an  NAB  Radio 
Board  member  and  vice  chairman  in 
the  mid-50s. 

A year  ago  when  Mr.  McGannon 
named  him  chairman  of  the  code 
board's  personal  products  subcom- 
mittee, hottest  spot  in  the  code  scene, 
this  mild  man  ran  a strict  chair 
despite  Mr.  McGannon’s  member- 
ship on  the  subcommittee.  He  started 
off  as  boss  man  and  that’s  the  way 
the  subcommittee  operated,  with  the 
top  code  official  happy  to  cooperate 
when  he  saw  what  was  happening. 
Gaines  Kelley,  WFMY-TV  Greens- 
boro, N.C.,  was  the  third  member. 

What  was  happening  behind  sub- 
committee doors  was  dramatic.  Prep- 
aration H (hemorrhoidal  remedy), 
depilatories,  bathroom  tissue,  anti- 
perspirants,  headache  pills — these 
and  dozens  of  others  were  drawing 
public  revulsion  that  couldn’t  be  ig- 
nored. 

Taking  a typical  Hartenbower  ap- 
proach, he  called  on  the  NAB  code 
staff  headed  by  Edward  H.  Bronson 
and  Harry  Ward  to  collect  a single 
film  of  distasteful  and  doubtful  com- 
mercials. This  can  of  horrors — 47 


potent  plugs  for  personal  products — 
was  viewed,  reviewed  and  analyzed. 
Life  became  a melange  of  armpits, 
hairy  legs,  runny  noses  and  aching 
noggins,  a code  staffer  recalled. 
Actually  it  was  a methodical  effort 
to  find  out  what  was  offensive  and  to 
seek  ways  of  avoiding  viewer  irrita- 
tion. 

Major  Step  ■ Next  Mr.  Harten- 
bower called  a subcommitte  meet- 
ing under  the  nose  of  the  American 
Assn,  of  Advertising  Agencies,  hold- 
ing a late  April  convention  at  White 
Sulphur  Springs,  W.Va.  Mr.  McGan- 
non was  an  AAAA  speaker.  The 
subcommittee  members  talked  in- 
formally with  top  agency  executives. 
And  one  week  later  they  went  to 
New  York  for  more  meetings  with 
AAAA  and  also  the  Assn,  of  Na- 
tional Advertisers. 

At  that  point  the  Hartenbower 
group  was  taking  a major  step  in 
code  enforcement — expanding  the 
contact  at  the  source.  Agencies  and 
advertisers  were  interested  and  be- 
came convinced  the  problem  was 
really  serious,  as  subsequent  events 
have  borne  out. 

Later  AAAA  agreed  to  distribute 
a copy  of  a subcommittee  analysis 
prepared  in  the  late  spring  weeks. 
This  document,  now  a standard  ref- 
erence work  on  the  subject,  out- 
lined the  personal  products  problem, 
reviewed  commercials  by  types  of 
products,  and  suggested  ways  of 
advertising  them  in  good  taste.  Some 
of  the  distinctions  were  finely  drawn 
but  proved  to  be  practical.  For  ex- 


Broadway  melodies,  ballet,  jazz  and 
“off-beat  and  unusual  high  fidelity 
recordings,”  WBAL-FM  is  on  the  air 
from  5 p.m.  to  midnight  weekdays, 
1:30  until  11:30  p.m.  Saturdays  and 
9 a.m.  until  midnight  on  Sundays, 
the  station  reports.  It  further  states 
that  all-new  broadcasting  equipment 
has  been  purchased,  with  improvements, 
at  a total  cost  of  over  $100,000. 
Bob  Benson,  formerly  assistant  man- 
ager of  the  Baltimore  Symphony  Or- 
chestra and  program  director  of  WFDS- 
FM,  is  program  director  of  WBAL-FM. 
The  station  operates  at  87.9  me  with 
20  kw  power. 


named  the  Harold  E.  Fellows  Memorial 
Scholarships  in  honor  of  the  late  NAB 
president.  An  illuminated  scroll  an- 
nouncing the  club’s  dedication  of  the 
aw'ards  has  been  sent  to  Mrs.  Fellows. 


Memorial  awards  ■ Annual  scholar- 
ships donated  by  Broadcasting  Execu- 
tives Club  of  New  England  have  been 


Legal  news  guide  ■ A handbook  de- 
signed to  aid  radio-tv  reporters  and 
broadcasters  in  the  handling  of  legal 
news  is  being  distributed  by  the  Amer- 
ican Bar  Assn,  to  stations,  newspapers, 
bar  groups  and  journalism  and  law 
schools.  Titled  Law  and  Courts  in  the 
News,  the  25-page  booklet  is  intended 
to  serve  as  a reference  source  for  radio- 
tv and  newspaper  libraries  and  as  a 
teaching  aid  in  schools.  Publication  in- 
cludes a glossary  of  legal  terms  and 
diagrams  showing  federal  and  state 
court  structures. 


Radio-tv  monitors  ■ Radio  Reports 
Inc.,  New  York,  has  stepped  up  its  mon- 
itoring and  recording  services  for  radio 
and  television  to  include  more  than 
250  U.S.  markets.  During  the  past  year 
the  company’s  service  of  taping  com- 
mercials in  many  markets  had  been 
dormant,  according  to  David  Fins,  vice 
president  and  general  manager.  Current 
expansion  was  said  to  be  brought  about 
by  growing  market  competition  and  de- 
mands for  accurate,  up-to-the-minute 
information  on  radio  and  tv  which  “can 
only  be  supplied  by  monitoring  person- 
nel on  the  scene  in  each  market.” 


Fm  treaty  ■ KCBH  (FM)  Los  Angeles 
has  signed  a reciprocal  sales  representa- 
tion agreement  with  KPEN  (FM)  San 
Francisco-Atherton.  The  management 
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ample,  hemorrhoidal  remedies  and 
toilet  paper. 

Black  Sheep  Return  ■ Last  June, 
16  tv  stations  were  thrown  out  of 
the  code  structure  because  they  car- 
ried the  Preparation  H (hemorrhoid) 
account,  barred  by  the  very  nature 
of  the  product.  Another  19  stations 
resigned  rather  than  give  up  the 
business.  Of  the  35  stations,  33  are 
now  back  in  the  code  fold. 

While  a hemorrhoidal  remedy  is 
banned  by  its  very  nature,  the  Har- 
tenbower  subcommittee  decreed  toi- 
let tissue  commercials  can  be  ac- 
ceptable if  based  on  the  words 
“bathroom  tissue”  or  “bathroom 
paper.”  Acceptable  visual  and  audio 
procedures  were  suggested. 

That  was  the  sort  of  problem  the 
subcommittee  faced  constantly.  And 
it  faced  the  problem  firsthand  Sept. 
14-15  at  a meeting  with  the  princi- 
pals of  Ted  Bates  Inc.,  agency  for 
the  Preparation  H account.  Despite 
NAB’s  blacklisting,  the  meeting  was 
calm  and  the  parties  understood 
their  opposing  viewpoints.  Not  one 
of  the  381  tv  code  subscribers  now 
carries  the  account,  code  officials 
believe. 

A new  subcommittee  was  formed 
by  Mr.  Hartenbower  when  he  as- 
sumed his  role  as  code  board  chair- 
man, during  the  April  3-6  NAB  con- 
vention. Members  are  Mr.  Kelley, 
chairman;  George  Whitney,  KFMB- 
TV  San  Diego,  Calif;  Mrs.  A.  Scott 
Bullitt,  KING-TV  Seattle,  and  Mr. 
Hartenbower  ex  officio. 

Then  there’s  a second  subcommit- 
tee, set  up  to  guide  the  code  board’s 
expansion  program.  The  membership 
of  the  board  has  been  increased 
from  five  to  seven.  A New  York  of- 
fice will  be  opened  and  another  staff 
executive  added  in  Washington.  Joe 


Mr.  Hartenbower 


Not  an  easy  job 

Herold,  KBTV  (TV)  Denver,  is 
chairman.  Other  members  are  Rob- 
ert W.  Ferguson,  WTRF-TV  Wheel- 
ing, W.Va.,  James  M.  Gaines, 
WOAI-TV  San  Antonio,  Tex.,  and 
Mr.  Hartenbower  ex  officio. 

All  that  means  more  work  for 
the  chairman.  Happily  he’s  a horse 
for  work.  When  the  code  board 
meets  again  next  June,  he’ll  be  fully 
prepared  when  he  calls  the  meeting 
to  order. 

Those  Statues  ■ One  of  the  touchy 
subcommittee  projects  under  Har- 
tenbower chairmanship  centered 
around  the  Greek  statues  used  by 
Bristol-Myers  in  its  commercials  for 
Ban,  an  anti-perspirant  and  deodo- 
rant. They’re  really  statues  of  a late 
Roman  era  rather  than  Greek,  as 
dubbed  by  the  journalistic  craft.  Fea- 


of these  stations  have  expressed  the 
belief  that  this  alliance  will  do  a better 
selling  job  for  both  stations.  Wally 
Brazeal  will  sell  in  San  Francisco,  while 
Jack  Dalton  and  Ward  Glenn  do  the 
same  in  Los  Angeles. 

Goes  ABC  ■ KNTV  (TV)  San  Jose, 
Calif.,  ch.  11,  became  a primary  affili- 
ate of  ABC-TV  on  April  1. 

Another  for  NBC-TV  ■ NBC-TV 
signed  up  KSOO-TV  Sioux  Falls,  S.D., 
as  a primary  affiliate  during  the  NAB 
convention.  The  station,  which  got  its 
grant  in  July  1957,  will  go  on  the  air 
sometime  this  summer,  operating  on 
ch.  13. 

European  Pact  ■ RKO  General  Inc. 
has  signed  an  agreement  with  Radio 


Luxembourg  subsidiary;  Information  Et 
Publicite,  making  its  sales  representative 
for  all  RKO  stations  in  every  European 
and  North  African  country.  According 
to  Thomas  O’Neil,  president  of  RKO 
General,  the  joint  efforts  of  RKO  and 
Radio  Luxembourg  “should  benefit  the 
international  advertiser  and  at  the  same 
time  resolve  in  progressive  and  profit- 
able exchange  of  information  and  pro- 
gramming material  for  both  radio  and 
television.” 

Murrow  returns  ■ CBS  newsman  Ed- 
ward R.  Murrow,  currently  on  sabbati- 
cal leave,  will  return  to  CBS  News 
headquarters  in  New  York  in  June  and 
assume  a variety  of  assignments.  He 
will  be  featured  in  a new  weekly  25- 
minute  series,  Background,  beginning 


turing  a deep,  resonant  voice  in- 
toning the  social  hazards  of  sweat- 
ing by  the  mature  male  and  female, 
Ban  commercials  aroused  nation- 
wide comment.  This  was  generally 
unfavorable. 

Numerous  conferences  were  held 
with  the  sponsor  and  its  agency, 
Ogilvy,  Benson  & Mather.  A new 
series  of  plugs,  minus  such  clinical 
words  as  male  and  female,  has 
emerged  and  will  be  on  the  air  with- 
in a week.  They’re  believed  to  be 
much  less  irritating.  Both  sponsor 
and  agency  have  cooperated  with 
code  officials  though  Ban  sales 
seemed  to  be  zooming  parallel  with 
the  irritation  stirred  by  the  com- 
mercials. 

Mr.  Hartenbower  is  deadly  seri- 
ous about  his  code  service.  “In  the 
long  run  the  future  of  television  lies 
in  the  code’s  basic  ethics,  in  the 
quiet  day-to-day  application  of  code 
principles  without  exception  and 
without  compromise,”  he  said. 

Speaking  in  the  calm  voice  he 
always  uses,  a result  of  his  training 
in  the  old  Niles  Trammell-Sidney 
Strotz  school  of  salesmanship  in 
Chicago,  he  added,  “The  code  must 
continue  to  grow  with  the  television 
medium.  Its  influence  must  be  ex- 
panded. Industry  and  public  aware- 
ness of  the  code  must  be  broadened.” 

Don  McGannon  is  a hard  man  to 
follow.  His  leadership  in  meeting  the 
torrential  attacks  on  broadcasting  as 
code  chairman  will  live  in  industry 
history.  The  heat’s  still  on  broad- 
casters and  no  letup  is  in  sight. 
Happily  the  code  board  remains  in 
strong  hands — those  of  genial  Joe 
Hartenbower,  a man  who  moves 
carefully  and  fearlessly. 

Joe’s  gentle  approach  is  his  own 
special  way  of  getting  results. 


July  3 (CBS  Radio,  Sun.,  12:05-12:30 
p.m.)  and  has  been  assigned  to  the 
CBS  News  team  covering  the  Demo- 
cratic convention  in  Los  Angeles  and 
the  Republican  convention  in  Chicago. 
Following  these  events,  he  will  cover 
the  election  campaigns  and  comment 
upon  the  election  night  returns  in  the 
summer  and  fall,  respectively. 

Big  winner  ■ Seven  out  of  nine  first 
place  awards  in  the  annual  Theta  Sigma 
Phi  best  writing  contest  for  Pacific 
Northwest  media  went  to  KREM-AM- 
TV  Spokane,  Wash.  The  station’s  news 
service  and  its  personnel  were  honored 
by  the  national  professional  sorority 
for  women  in  journalism.  A new  fea- 
ture of  the  awards,  the  “Edward  R. 
Murrow  Radio-Tv  Plaque,”  placed  four 
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inscriptions  on  the  honor  roll.  KHQ- 
AM-TV  Spokane  won  one  of  those 
inscriptions  while  KREM  won  the  other 
three.  The  awards  covered  news  media 
in  areas  of  Washington,  Idaho,  Mon- 
tant  and  Oregon. 

Am  & fm  ■ Directors  Guild  of  America 
reports  that  arbitrator  Peter  Seitz  ruled 
that  WABC  New  York  must  use  DGA 
members  on  separate  fm  broadcasts  as 
well  as  on  am  broadcasts.  Station  had 
contended  that  it  could  use  non-union 
directors  on  its  separate  fm  programs. 

SRA  awards  ■ Station  Representatives 
Assn,  will  present  its  annual  awards  for 
1960  on  May  4.  During  ceremonies  in 
New  York  presentations  will  be  made 
of  the  “Silver  Nail”  timebuyer  of  the 
year  award  in  honor  of  Frank  Silver- 
nail,  who  retired  from  BBDO  in  1958, 
and  of  the  “Gold  Key”  award.  In  ad- 
dition, this  year  SRA  will  present  an 
award  known  as  the  “Chicago”  to  a 
timebuyer  for  an  advertising  agency 
there  during  a luncheon  in  Chicago, 
also  on  May  4. 

New  policy  ■ WJW  Cleveland,  a Storer 
station,  has  announced  a switch  in 
format  from  news  and  music  personali- 
ties to  “all  good  music”.  Grady  Edney, 
Storer’s  national  radio  program  man- 
ager, will  head  the  production  staff  that 
will  launch  the  new  policy  and  will 
make  his  headquarters  at  WJW  for  the 
next  few  months.  He  says  the  format 
will  consist  of  uninterrupted  music  for 
12-20  minute  periods  with  commericals 
clustered  at  certain  parts  of  the  hour. 
He  further  states  that  limitations  will 
be  placed  on  the  number  of  spots  in 
each  hour.  NBC  news  and  local  news 
will  be  carried  hourly  as  well  as  other 
network  features.  The  change  applies 
to  WJW  only  and  not  necessarily  to 
any  other  Storer  stations,  it  was  an- 
nounced. 

AB-PT  dividend  ■ American  Broad- 
casting-Paramount Theatres  Inc.,  N.Y., 
has  declared  second  quarter  dividend 
of  25  <j:  per  share  on  outstanding  com- 
mon and  preferred  stock,  payable  June 
15  to  holders  of  record  on  May  20, 
1960. 

Unusual  ■ WPAQ  Mt.  Airy,  N.C.,  re- 
ports it  has  received  notice  that  its 
10  kw,  740  kc  program  on  Feb.  17 
between  10:28  and  10:55  a.m.  was  re- 
ceived by  a DX  listener  in  Ornskolds- 
vik,  Sweden.  Ionospheric  skip  to  that 
4,000-mile  distance  is  not  unusual  at 
nighttime,  but  is  extremely  rare  for 
daylight  hours,  Ralph  D.  Epperson, 
general  manager  of  the  North  Carolina 
station  noted. 

U.S.O.  d.j.'s  ■ Radio  stations  and  per- 
sonalities have  been  invited  to  join  the 
“USO-Disk  Jockey  Network.”  Partici- 
pating stations  are  asked  to  play  num- 


bers requested  by  servicemen  overseas 
and  dedicated  to  families  and  friends 
in  the  local  community,  and,  it’s  hoped, 
produce  local  request  shows  to  be  sent 
overseas  and  broadcast  to  servicemen 
through  American  Forces  Network  sta- 
tions. USO  headquarters  are  at  237  E. 
52nd  St.,  New  York  City. 

New  Hawaiian  tv  station  ■ Hawaiian 
Broadcasting  System  Ltd.,  Honolulu, 
has  been  granted  a construction  permit 
by  the  FCC  to  build  and  operate  a 
translator  station  in  Lihue,  Hawaii. 
The  new  station  will  transmit  on  ch.  70 
and  is  scheduled  to  make  its  air  debut 
about  May  1.  Hawaiian  Broadcasting 
System  reportedly  will  have  the  only 
statewide  tv  network  in  Hawaii  with 
signals  emanating  from  six  transmit- 
ting stations:  KGMB-TV  Honolulu, 
KMAU-TV  Maui,  KHBC-TV  Hilo, 
K70BS  Kulani,  K74BA  Naalehu  and 
the  new  facility. 

■ Rep  Appointments 

■ KVOX  Fargo-Moorhead;  KBOM 
Bismarck-Mandan;  KSJB  Jamestown; 
KCJB  Minot,  and  KRAD  Grand  Forks, 
all  North  Dakota;  Dean  & Slaughter 
Inc.,  Minneapolis.  That  firm  has  ex- 
panded to  represent  broadcast,  maga- 
zine and  newspaper  media. 

■ WCUM  Cumberland,  Md.,  and 
WEEZ  Chester,  Pa.:  Philadelphia  Spot 
Sales  as  representative  in  that  area. 
WCUM  is  nationally  represented  by 
Thomas  F.  Clarke  Co.;  WEEZ  by  Weed 
Radio  Corp. 

■ KLAC  Los  Angeles:  Daren  F.  Mc- 
Gavren  Co.,  N.Y. 

■ WRAW  Reading,  Pa.:  Grant  Webb 
& Co.,  N.Y. 

■ WALA-AM-TV  Mobile,  Ala.,  and 
WSAN  Allentown,  Pa.:  The  Bolling 
Co.,  N.Y. 

■ Cascade  Television  Co.  (KIMA-TV 
Yakima,  KEPR-TV  Pasco,  KBAS-TV 
Ephrata,  all  Washington,  and  KLEW- 
TV  Lewiston,  Idaho):  Young  Television 
Corp.  as  national  representative. 

Cascade  Radio  stations  (KIMA 
Yakima,  KEPR  Pasco  and  KWIQ 
Moses  Lake  Wash.):  Adam  Young  Inc. 
as  national  representative.  Art  Moore 
& Assoc,  will  continue  to  represent 
Cascade’s  radio  and  tv  stations  in  the 
Northwest. 

■ WNOR  Norfolk,  Va.:  Robert  E. 
Eastman  & Co.,  N.Y. 

■ WHYE  Roanoke,  Va.;  KLRA  Little 
Rock,  Ark.,  and  KUTI  Yakima,  Wash.: 
Weed  Radio  Corp.,  N.Y. 

■ WMAK  Nashville,  Tenn.:  George  P. 
Hollingbery,  N.Y. 

■ WYSL-AM-FM  (formerly  WINE) 
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■ Only  over  all  rating  gain 
jncisco  TV  station  in  1959 
;ers  of  all  San  Francisco  TV 
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iTATION,  SAN  FRANCISCO 

» Advertising  Representatives,  Inc. 


CASTING  COMPANY, . INC. 


Buffalo:  Daren  F.  McGavern  Co.  as 
national  representative. 

■ WDMV  Pocomoke  City,  Md.:  Hal 
Walton  Assoc.,  N.Y. 

■ WXIX-TV  Milwaukee:  Young  Tele- 
vision Corp.,  effective  April  15. 

Sets  Teletape  division 

KUTV  (TV)  Salt  Lake  City  has 
announced  the  formation  of  Teletape 
Inc.,  a wholly  owned  subsidiary,  to 
handle  its  video  tape 
production  and  re- 
cording operation. 
John  P.  Brophy,  for- 
merly program  and 
production  director  of 
KUTV,  has  been  ap- 
pointed manager  of 
the  new  division. 

Mr.  Brophy  Most  recently  he  has 
been  account  executive  and  tv  super- 
visor for  Fallon,  Brangham  & Moon, 
Los  Angeles. 

Teletape  Inc.,  organized  at  a cost  of 
$200,000,  will  have  separate  studio 
facilities  in  addition  to  a mobile  unit 
housed  in  a custom-built  32-foot  trailer 
with  its  own  screening  room  for  im- 
mediate field  playback.  The  unit  is 
equipped  with  one  Ampex  VR  1000B 
recorder,  slide  and  film  chain,  three 
image  orthicon  cameras  and  full  audio 
facilities. 

Brent  H.  Kirk,  general  manager  of 
KUTV,  said  that  Teletape  would  per- 
form the  same  function  for  his  station 
as  do  vtr  departments  in  other  stations, 
but  would  be  able  to  expand  its  pro- 
duction and  recording  activities  beyond 
regular  station  use  with  its  mobile  unit. 

The  studio  facility  will  be  ready  for 
business  May  15.  Operational  date  for 
the  mobile  unit  is  June  1. 

New  Hot  Springs  tv  set 

Plans  have  been  made  for  the  build- 
ing of  a new  television  station,  KFOY- 
TV,  in  Hot  Springs  National  Park, 
Ark.,  following  a meeting  between  the 
city  commission  and  officers  of  South- 
western Operating  Co.,  the  permittee. 
Target  date  for  the  new  ch.  9 station 
is  May  1.  The  call  letters  are  to  sug- 
gest “fountain  of  youth.” 

Southwestern’s  officers  are  Donald 
W.  Reynolds,  president  and  100% 
stockholder;  R.  T.  Bentley,  vice  pres- 
ident, and  C.  W.  Parkinson,  secretary- 
treasurer.  John  Whitt,  of  KFSA  Fort 
Smith,  Ark.,  has  been  named  acting 
manager  of  KFOY-TV.  Hammett  & 
Edison,  San  Francisco,  are  consulting 
engineers  and  Haley,  Wollenberg  & 
Kenehan,  Washington,  the  attorneys. 
Mr.  Reynolds  owns  other  broadcast 
properties  in  Arkansas,  Nevada,  Okla- 
homa and  Texas. 
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FCC,  OREN  AGREE  ON  PLUGOLARULE’ 

Commission’s  controversa!  interpretation  deemed  impractical 


There  seemed  to  be  general  agree- 
ment last  week  among  broadcasters, 
the  FCC  and  congressmen  that  the 
controversial  new  interpretation  placed 
by  the  FCC  on  an  old  law — which 
would  require  a station  to  announce 
the  names  of  companies  which  give 
it  so  much  as  a free  record — is  com- 
pletely impractical  and  probably  unfair 
to  the  station. 

What  to  do  about  it  was  the  big 
issue  during  the  House  Communica- 
tions & Power  Subcommittee’s  Tues- 
day-Wednesday  hearings  on  a group  of 
bills  covering  payola,  plugola,  rigged 
contests  on  the  air,  quickie  grants,  pro- 
cedures for  applications  for  new  sta- 
tions and  sanctions  to  keep  down  abuses 
of  laws  and  FCC  rules. 

The  subcommittee  hearing  was 
marked  by  a seldom-displayed  concilia- 
tory attitude  on  the  part  of  Chairman 
Oren  Harris  (D-Ark.)  in  conceding  that 
both  present  and  proposed  laws  present 
knotty  problems,  but  this  didn’t  keep 
him  from  making  his  usual  outbursts 
charging  FCC  laxity  and  broadcaster 
defiance  of  regulation. 

■ The  FCC  held  Sec.  317  of  the 
Communications  Act,  which  requires 
an  announcement  naming  a person  who 
gives  “services,  money  or  other  valu- 
able consideration”  in  exchange  for  ex- 
posure of  broadcast  material,  is  subject 
to  varying  interpretations.  FCC  Chair- 
man Frederick  W.  Ford  suggested  the 
FCC  be  given  discretion  in  its  rule- 
making  to  determine  what  constitutes 
valuable  consideration.  Mr.  Ford  said 
the  term  “property”  employed  in  HR 
11341  narrows  the  definition  so  that 


any  property,  including  records,  would 
be  covered.  Promising  to  submit  sug- 
gested legislation,  the  FCC  chairman 
two  days  later  (Thursday)  submitted 
language  which  would  give  the  FCC 
authority  to  waive  Sec.  317  require- 
ments at  its  discretion  and  institute 
rulemaking  to  draw  the  line. 

■ Chairman  Harris  stated  his  agree- 
ment with  the  belief  that  a station 
shouldn’t  be  required  to  make  an  an- 
nouncement in  the  case  of  a single 
record,  though  he  thought  a “$5,000 
library  is  something  else.”  He  expressed 
skepticism  of  FCC  rulemaking,  saying 
that  though  the  present  members  of  the 
FCC  may  plug  loopholes  on  payola  and 
other  abuses,  “some  other  commission 
down  the  line  can  change  the  rules 
and  get  back  to  the  same  procedure.” 
He  expressed  similar  doubts  about  FCC 
suggestions  that  it  be  allowed  to  handle 
other  problems  by  rulemaking. 

■ Vincent  Wasilewski,  NAB  govern- 
ment relations  manager,  said  NAB 
thinks  the  FCC  has  interpreted  “valu- 
able consideration”  incorrectly  and  the 
association  believes  the  term  should  be 
restricted  to  its  “contractual”  meaning; 
i.e.,  that  a broadcaster  would  have  to 
make  a promise  to  play  the  record  for 
the  law  to  be  applicable  to  him.  A 
broadcaster  required  to  identify  the 
donor  of  a record  would  be  giving  the 
donor  an  additional  plug  and  broad- 
casters don’t  want  to  give  their  time 
away,  he  said. 

■ Thomas  K.  Fisher,  vice  president 
and  general  attorney  of  CBS-TV  and  its 
owned  tv  stations,  said  the  language  of 
Sec.  317  was  handed  down  from  a 1912 


law  applying  to  publications  enjoying 
second-class  mailing  privileges.  The 
FCC  in  1944  started  rulemaking  simi- 
lar to  its  most  recent  interpretation, 
Mr.  Fisher  said,  but  there  were  so  many 
protests  it  adopted  its  present  rule  in- 
stead. He  suggested  amending  Sec.  317 
so  matter  given  a broadcaster  would  be 
considered  payment  only  (1)  if  it  was 
in  exchange  for  identification  of  the 
donor  to  an  extent  beyond  that  reason- 
ably necessary  to  the  material’s  use  in 
a program  or  (2)  if  the  material  con- 
stitutes editorial  comment  for  use  in  a 
political  program  or  discussion  of  pub- 
lic controversial  issues. 

Ford  Statement  » FCC  Chairman 
Ford  said  the  Harris  bill  (HR  11341) 
fails  to  give  parties  in  interest  certain 
rights  they  have  under  existing  law. 
The  bill  would  require  dual  hearings, 
on  a construction  permit  and  on  the 
license  covering  it,  he  said.  Its  require- 
ment of  a hearing  on  non-contested  ap- 
plications for  new  facilities  or  major 
changes  would  delay  processing  by  add- 
ing 17  hearings  a week,  he  said,  and 
would  require  more  personnel  as  well 
as  more  money  for  travel  to  conduct 
hearings  in  local  areas. 

Rep.  Harris  had  criticized  the  paucity 
of  local  hearings  in  the  past. 

Mr.  Ford  urged  passage  of  S 1898, 
approved  by  the  Senate,  which  sets  up 
a pre-grant  procedure  to  allow  parties 
to  object  to  a grant  made  without  hear- 
ing before  it  becomes  effective  instead 
of  the  present  protest  procedure,  where 
objections  made  after  a grant  can  delay 
a new  service  to  a community  for 
months  or  years. 

On  swap-offs  and  payoffs  among  ap- 


Mr.  Ford 


Mr.  Wasilewski 


Mr.  Baker 

They  testified  on  bills  concerning  payola,  plugola,  quickie  grants  and 


Mr.  Jennes 
rigged  quizzes. 

BROADCASTING,  April  18,  1960 


Mr.  Fisher 
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There  are  no  short  cuts  to 

quality,  as  evidenced  by  the  beautiful 

prints  produced  by  the 

age  old  process  of  stone  lithography. 

Neither  are  there  short  cuts 
in  the  building  of  a quality  image 
so  precious  in  the  operation 
of  today’s  better  radio  and  television 
stations. 


Represented  by 


plicants,  Mr.  Ford  said  the  FCC  has 
instituted  rulemaking  to  discourage 
“strike”  applications.  FIR  11341  would 
penalize  negotiations,  whether  or  not 
bona  fide  and  aboveboard,  thus  caus- 
ing delay  in  providing  new  services, 
he  said. 

Backs  Suspensions  ■ The  FCC  chair- 
man said  the  commission  approves  pro- 
visions to  suspend  licenses  for  short 
periods.  Mr.  Ford  said  the  FCC  also 
will  submit  a bill  to  Congress  soon  to 
authorize  it  to  impose  monetary  for- 
feitures for  rule  and  law  violations  by 
broadcasters.  He  felt,  however,  that  the 
FCC  already  has  power  to  issue  shorter- 
term  licenses  and  merely  needs  to 
change  its  rules  to  conform. 

Mr.  Ford  said  the  FCC  now  is  await- 
ing Budget  Bureau  approval  for  a bill 
it  has  drafted  to  prohibit  rigging  of 
broadcast  tests  of  skill  or  knowledge. 
HR  1 1 341  ’s  prohibition  against  decep- 
tions is  too  broad,  the  FCC  feels,  be- 
cause it  would  cover  illusions  and  fan- 
tasies necessary  to  many  worthwhile 
and  desirable  programs. 

Commissioner  Rosel  T.  Hyde  told 
the  subcommittee  the  FCC  doesn’t  ad- 
vocate a return  to  the  Avco  rule,  but 
would  like  more  discretion  and  responsi- 
bility in  handling  station  transfers. 

Mr.  Ford  said  answers  to  the  FCC’s 
payola  questionnaires  to  stations  are  be- 
ing reviewed  for  willful  violations  or 
considerable  neglect  on  the  part  of  li- 
censees and  a special  task  force  of  eight 
lawyers  are  “combing”  questionable 
answers.  He  said  the  commission  is 
overlooking  such  offenses  as  accepting 
a free  copy  of  a single  record. 

Wasilewski  Statement  ■ Mr.  Wasilew- 
ski  said  NAB  feels  local  hearings  on  ap- 
plications for  new  facilities  are  unneces- 
sary and  said  the  association  feels  the 
FCC  already  has  adequate  authority  to 
deal  with  swap-offs  and  payoffs.  NAB 
opposes  license  suspensions,  he  said, 
because  it  feels  the  FCC  should  use  its 
license  revocation  authority  and  cease 
and  desist  orders  for  offenders.  To  sus- 
pend a station  license  would  be  to  de- 
prive the  public  of  service  because  of 
the  broadcaster’s  misdeeds,  he  said.  This 
also  gets  into  government  regulation  of 
programming,  he  said.  If  a broadcaster 
has  warranted  revocation,  there  should 
be  “no  in-between  area  for  the  lifted- 
eyebrow  technique  of  governmental  reg- 
ulation and  supervision,”  he  said. 

Rep.  Harris  criticized  the  NAB  state- 
ment for  the  most  part,  saying  he  re- 
ceived the  impression  NAB  thinks  the 
broadcast  industry  “should  be  left  wide 
open.”  He  is,  he  said,  “opposed  to  not 
doing  anything  on  the  basis  that  the 
government  is  trying  to  get  into  pro- 
gramming.” The  public,  he  said,  is  “fed 
up”  with  loopholes  in  the  law. 

A remark  by  Rep.  William  Avery  (R- 
Kan.) — that  he  didn’t  believe  the  pub- 


House  raps  FTC 

The  House  Independent  Offi- 
ces Appropriations  Subcommittee 
took  the  opportunity  of  rapping 
the  knuckles  of  the  Federal  Trade 
Commission  while  approving  the 
agency’s  1961  budget. 

The  subcommittee  slapped  at 
the  FTC’s  increasing  involvement 
in  record  company  and  disc 
jockey  payola  disclosures  and 
urged  it  “to  stress  anti-monopoly 
and  anti-merger  work  . . 

The  total  FTC  appropriation  of 
$7,415  million  was  approved  by 
the  subcommittee  with  the  stipu- 
lation that  no  part  of  the  com- 
mission’s budget  shall  be  ex- 
pended on  investigations  until 
Congress  provides  funds  to  fi- 
nance the  cost.  Although  the  FTC 
approved  budget  is  up  $575,000 
over  last  year,  it  is  $185,000  less 
than  was  asked  for. 


lie  has  lost  confidence  in  the  broadcast- 
ing industry  and  the  FCC — drew  fire 
from  Rep.  Harris. 

Rep.  Harris  noted  he  had  made  a 
public  remark  that  broadcasting  abuses 
were  “widespread.”  “Anyone  who  says 
they’re  not  is  not  familiar  with  the 
facts,”  he  said,  since  rigged  tv  quiz 
shows  were  carried  to  affiliates  all  over 
the  country. 

Fisher  Views  ■ Mr.  Fisher  said  CBS 
supports  the  pre-grant  procedure  in 
S 1898,  which,  he  said,  makes  a grant 
reasonably  final  so  the  grantee  may 
proceed  with  some  assurance  it  won’t  be 
upset.  It  also  removes  the  necessity  for 
hearings  on  issues  which  are  not  sub- 
stantial, he  said.  CBS  does  not  see  the 
advantage  of  local  hearings  which  HR 
11341  would  require,  he  said,  but  in 
view  of  the  cost,  the  FCC  and  Con- 
gress should  make  that  decision.  CBS 
feels  cease  and  desist  orders  are  more 
useful  than  suspensions,  though  they 
are  seldom  used,  he  acknowledged. 
Fines  and  forfeitures  also  might  be 
useful,  he  thought. 

Mr.  Fisher  pointed  out  what  he  felt 
were  several  flaws  and  loopholes  in 
proposals  on  quiz  programs. 

On  sponsorship  identification  pro- 
posals, Mr.  Fisher  pointed  out  several 
things  which  might  be  affected  by  the 
present  narrow  definition  of  Sec.  317 
as  interpreted  by  the  FCC.  These,  he 
said,  include  weather  information;  films 
from  government  departments  and 
transportation  furnished  in  connection 
with  such  activities;  access  to  hotels, 
churches  or  athletic  fields;  free  books 
for  review  or  tickets  to  theatres;  spot 
announcements  from  public  service 


organizations  and  press  releases  by  the 
thousands  for  government,  business,  la-  | 
bor,  associations  and  public  and  pri-  ■ 
vate  individuals. 

He  said  CBS  supports  the  application 
of  Sec.  317  to  non-licensees  such  as 
employes,  independent  contractors  and 
the  payors.  HR  11341  attempts  to  spe- 
cify the  nature  of  the  announcement 
which  must  be  made,  he  said,  but  CBS 
feels  it  would  be  best  for  the  law  to  say 
“appropriate  announcement”  and  let 
the  FCC  specify  in  its  rules  what  kind  ; 
should  be  made  in  each  situation. 

Mr.  Fisher  said  CBS  opposes  requir-  | 
ing  an  applicant  for  renewal  to  submit 
narrative  reports  on  his  past  program- 
ming  because  when  the  FCC  begins  to 
consider  whether  this  satisfies  com- 
munity needs,  the  government  begins 
to  dictate  what  the  needs  are.  The  only  | 
exceptions,  he  said,  should  be  where  1 
proposals  by  two  applicants  must  neces- 
sarily be  compared  and  where  a broad- 
caster’s performance  is  so  at  variance 
with  his  promise  that  he  becomes  a liar  I 
and  thus  his  character  becomes  ques- 
tionable. 

Bar  Groups  ■ Warren  E.  Baker,  rep- 
resenting Federal  Communications  Bar 
Assn.,  and  Ernest  Jennes,  representing 
the  American  Bar  Assn.,  testified  in 
favor  of  S 1898.  They  said  the  bar 
groups  are  not  taking  positions  on  the 
substance  of  the  bills,  but  on  their  legal 
procedure  aspects. 

Rep.  Harris  said  the  subcommittee 
staff  questions  the  language  of  S 1898. 
Both  witnesses  said  they  would  be  glad 
to  discuss  that  bill  and  other  drafting 
technicalities  with  the  staff. 

Rep.  John  B.  Bennett  (R-Mich.)  filed 
a statement  supporting  bills  he  has  in- 
troduced on  network  regulation,  pay- 
ola, deceptions  and  license  suspensions. 

Rep.  Emanuel  Celler,  chairman  of 
the  House  Antitrust  Subcommittee,  filed 
a statement  saying  he  is  concerned  that 
12%  of  the  stations  in  the  U.S.  have 
admitted  to  payola  in  some  form.  “The 
equanimity  with  which  the  regulatory 
agency  regards  the  present  state  of 
affairs  only  emphasizes  the  need  for 
additional  legislation,”  he  said. 

Senate-broadcaster 
hearings  scheduled 

Senate  Commerce  Committee  hear- 
ing of  broadcasting  groups — NAB,  ad- 
vertisers, agencies  and  networks — on 
problems  confronting  the  industry  and 
what  is  being  done  about  them  is 
tentatively  scheduled  in  two  or  three 
weeks,  according  to  committee  officials. 

The  hearing  was  postponed  because  of 
the  Senate’s  civil  rights  debate. 

Also  in  the  works  about  the  same 
time  will  be  a hearing  on  S 3171,  which 
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Trendex 
observes  a 
trend: 


Average 

Share  of  Audience* 

Number  of 
Half  Hour  “Firsts”* 

A 

IBC-TV 

35.5 

15 

This  rating  performance— so  pleasing  to  Net  ABC— is  paced  by  such  ABC -TV 
shows  as  “The  Untouchables”  (steaming  in  with  a better  than  50%  audience  share) 
and  “The  Lawrence  Welk  Show”  (registering  an  almost  40%  audience  share). 

ABC  TELEVISION  Q 


Source:  29  Trendex  Cities,  April  1-7.  8 to  10:30  p.m.,  all  7 nights. 


Idaho  Grows  More  Potatoes,  But— 

WWTV  AREA 

CONSUMER- INCOME  TOPS 
IDAHO’S  BY  9%! 


WKZO-TV  — GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  — KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS-KALAMAZOO 
WWTV  — CADI  LI  AC,  MICHIGAN 
KOLN-TV  — LINCOLN,  NEBRASKA 


True!  People  in  Cadillac  and  Northern  Lower 
Michigan — the  WWTV,  Cadillac  coverage  area — 
earn  9%  more  income  than  the  entire  population 
of  Idaho.* 

So  you  see  there’s  lots,  lots  more  to  Michigan 
than  the  Detroit,  Kalamazoo  and  Grand  Rapids 
markets — and  WWTV  covers  all  the  rest  worth 
having!  WWTV  has  NCS  No.  3 circulation,  both 
daytime  and  nighttime,  in  36  Northern  Lower 
Michigan  counties.  NSI  (November,  1959)  for 
Cadillac-Traverse  City  shows  that  WWTV  delivers 
more  homes  than  Station  “B”  in  344  of  352  com- 
petitive quarter  hours  surveyed,  Sunday  through 
Saturday. 

Add  WWTV  to  your  WKZO-TV  (Kalamazoo- 
Grand  Rapids)  schedule  and  get  all  the  rest  of 
outstate  Michigan  worth  having.  If  you  want  it 
all,  give  us  a call! 

*Annual  Consumer  Spendable  Income  ( CSI ) in  WWTV 
area  is  $971  million,  and  $937  million  in  Idaho. 


; r 

Lee,  Mills  nomination 
hearing  set  April  27 

The  Senate  Commerce  Committee 
last  week  set  April  27  to  hear  the  nom- 
ination of  Edward  K.  Mills  Jr.  to  the 
FCC  and  the  renomination  of  Commis- 
sioner Robert  E.  Lee  to  a new  seven- 
year  term  starting  July  1.  Both  are  Re- 
publicans. : 

Mr.  Mills,  former  mayor  of  Morris- 
town, N.J.,  and  former  deputy  director 
of  the  General  Services  Administration, 
was  nominated  by  the  President  March 
24  to  serve  the  15-month  unexpired 
term  vacated  by  the  resignation  of 
former  FCC  Chairman  John  C.  Doer- 
fer  (Broadcasting,  March  28).  Com- 
missioner Lee  was  nominated  for  a new 
term  last  February. 

Chairman  Warren  G.  Magnuson  (D- 
Wash.)  of  the  Senate  group  has  said  he 
will  notify  senators  from  the  nominees’ 
home  states  they  may  appear  to  endorse 
or  oppose  their  confirmation  by  the 
Senate.  Commissioner  Lee  is  from 
Illinois. 

Dismissal  of  antitrust 
suit  is  denied 

A federal  judge  in  Tacoma,  Wash., 
has  denied  motions  for  dismissal  of  I 
a $15  million  private  treble  damage 
antitrust  suit  against  KIRO-TV  Seattle  i 
and  CBS. 

The  motions  were  made  by  KIRO- 
TV  and  CBS.  The  suit  was  brought  by 
Tribune  Publishing  Co.,  owner  of 
KTNT-TV  Tacoma  and  involves  the 
1958  transfer  of  CBS  Television  affilia-  , 
tion  from  KTNT-TV  to  KIRO-TV. 

U.S.  District  Judge  William  J.  Jame- 
son ruled  that  the  plaintiff  was  entitled 
to  a trial  on  the  issues. 

The  Tribune  Publishing  Co.  charged  I 
that  CBS  and  KIRO  had  an  under- 
standing  regarding  affiliation  for  tele- 
vision when  KIRO  received  a tv  grant. 
This  is  a violation  of  the  Clayton  Act, 
the  Tribune  alleged.  KIRO-TV  went 
on  the  air  in  February  1958,  with  the 
CBS  affiliation. 

A pre-trial  hearing  has  been  sched- 
uled for  May  16  in  Washington,  D.C. 
The  trial  itself  has  been  set  to  start 
July  12  in  federal  court  in  Tacoma. 

BMI  charges  ASCAP 
withheld  information 

Broadcast  Music  Inc.  charged  last  l! 
week  that  the  American  Society  of 
Composers,  Authors  and  Publishers 
withheld  information  from  the  FCC 
which  it  presented  to  the  Justice  Dept, 
indicating  payola  practices  “for  which  j 
ASCAP's  method  of  payment  was  solely  j 
responsible.” 

In  a statement  filed  with  the  com- 
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would  require  networks  and  stations  to 
give  an  hour  of  free  time  weekly  to 
presidential  candidates  of  the  two  major 
parties  during  the  eight  weeks  this  fall 
preceding  the  elections. 

The  commerce  group  has  set  April 
27  for  a hearing  on  the  nominations  of 
FCC  Commissioner  Robert  E.  Lee  for 
a second  term  and  Edward  K.  Mills  Jr., 
nominated  to  fill  the  unexpired  term 
of  John  C.  Doerfer  as  an  FCC  member. 

Due  for  Senate  consideration  is  a 
resolution  (SRes  305)  calling  for  for- 
mation of  a “watchdog  subcommittee” 


to  assure  freedom  of  communications, 
fairness  and  impartiality  in  operation 
of  the  revised  Sec.  315  of  the  Com- 
munications Act.  The  section  was 
amended  last  year  to  exempt  newscasts 
and  similar  programs  from  equal-time 
requirements.  This  group  would  study 
federal  policy  covering  use  of  govern- 
ment-licensed media  in  the  areas  of 
political  opinion,  news,  advertising  and 
presentations  of  candidates.  It  would 
review  complaints  and  data  dealing  with 
dissemination  of  news  by  such  media 
and  oversee  FCC  rulings  in  the  field. 
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SYMBOL 

of 

LEADERSHIP 


WBEN-TV  has  always  had 
complete  and  easy-to-understand 
weather  coverage.  Buffalo’s  first 
television  station,  always  alert 
to  improving  community  service, 
now  adds  the  Radar  ground- 
weather  system  — one  of  less 
than  a half-dozen  U.S.  stations 
so  equipped. 


This  Radome  atop  our  modern 
new  studios  is  a symbol  of  lead- 
ership— one  of  many  "extras” 
WBEN-TV  constantly  adds  to 
improve  its  already  top  program- 
ming. It’s  one  of  many  reasons 
why  your  TV  dollars  count  for 
more  on  Channel  Four. 


National  Representatives: 

Harrington,  Righter  and  Parsons 

WBEN-TV 

The  Buffalo  Evening  News  Station 


CH. 

CBS  in  Buffalo 
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mission,  BMI  said  that  a Justice  Dept, 
communication  made  public  in  March 
bears  out  charges  made  by  Sidney 
Kaye,  BMI  board  chairman  that  “dis- 
criminatory payments  by  ASCAP  con- 
stituted the  chief  source  of  payola.” 

BMI  quoted  the  Justice  letter  to 
ASCAP:  “that  songs  performed  as 

background  or  theme  songs  on  pro- 
grams appearing  two  or  more  times 
a week  received  35%  of  all  perform- 
ance credits  for  the  total  of  tv  network 
use.  On  certain  of  such  programs, 
theme  or  background  use  credits  ex- 
ceeded by  almost  seven  times  their 
normal  use  on  other  similar  programs.” 
BMI  told  the  commission  that  “the 
amount  of  money  involved  in  the  pay- 
ola caused  by  ASCAP’s  practices  would 
seem  to  dwarf  all  other  payola  put 
together.” 

WEATHERMAN  CASE 
FCC’s  Waco  ruling 
is  argued  in  court 

The  provision  in  Sec.  315  of  the 
Communications  Act  prohibiting  sta- 
tions from  “censoring”  a candidate’s  ap- 
pearance “strongly  supports”  the  FCC’s 
contention  that  the  political  opponent  of 
a KWTX-AM-TV  Waco,  Tex.,  weather- 
man is  not  entitled  to  equal  time. 

This  is  what  the  Justice  Dept.,  FCC 
and  KWTX  told  the  Fifth  Circuit 
Court  of  Appeals  in  New  Orleans  Fri- 
day in  arguing  against  an  appeal  of  the 
commission’s  ruling  by  William  H. 
Brigham,  candidate  for  the  Texas  legis- 
lature. The  seat  Mr.  Brigham  is  seek- 
ing is  held  by  Jack  Woods,  KWTX- 
AM-TV  weathercaster,  a candidate  for 
reelection  (Broadcasting,  March  28). 

The  no  censorship  provision  “firmly 
indicates”  that  material  involved  in  a 
Sec.  315  use  is  that  prepared  by  the 
candidate  to  serve  his  own  purposes 
rather  than  matter  prepared  by  a sta- 
tion employe  for  presentation  on  a 
regular  program,  Justice  told  the  court. 

In  appealing  the  commission’s  de- 
claratory ruling  that  Mr.  Woods’ 
appearances  are  not  a “use,”  Mr.  Brig- 
ham maintained  that  the  former’s  regu- 
lar news  show  . . constitutes  a mate- 
rial advantage  to  him  [Woods]  and  a 
material  disadvantage  to  petitioner  in 
their  respective  political  campagns  . . . 
Petitioner  . . . will  suffer  irreparable  in- 
jury if  equal  time  is  not  granted  him.” 

The  FCC  disputed  Mr.  Brigham’s 
contention  that  the  1959  “Lar  Daly” 
amendment  to  Sec.  315  restricts  the  ex- 
emption to  cases  in  which  a candidate 
appears  as  the  subject  of  a newscast. 
With  the  exception  of  news  documen- 
taries, nothing  in  the  bill  requires  the 
candidate  to  appear  in  any  particular 
role  on  news  shows,  the  FCC  said. 


IN  THE  HILL  HOPPER  . . . 


Here  are  capsulated  versions  of 
new  legislation  of  interest  to  broad- 
casters and  advertisers: 

S 3359.  Sen.  William  Praxmire  (D-Wis.)— 
would  require  the  FCC  and  other  federal 
agencies  to  keep  a “congressional  file"  open 
to  public,  wherein  would  be  filed  all  com- 
munications (including  written  summaries  or 
oral  communications)  from  senators  and  rep- 
resentatives to  members  or  employes  of 
agencies  concerning  status,  disposition  or 
merits  of  any  hearing  case.  Judiciary  Com- 
mittee. April  11. 

HR  11658.  Rep.  Joe  Holt  (R-Calif.) — 
make  it  a crime  to  import  recorded  or  taped 
music  for  use  as  background  sound  for  U.S.- 
made  tv  shows  to  be  aired  on  U.S.  tv  sta- 
tions or  for  U.S. -made  movies  to  be  shown 
in  theatres  if  the  music  performer  at  the 


Also,  the  agency  argued,  the  legislative 
history  of  last  year’s  amendment  shows 
a clear  congressional  intent  to  afford 
a broad  exemption  to  Sec.  315  to  news 
and  informational  programs  in  general 
rather  than  merely  making  narrow  ex- 
ceptions to  previous  interpretations. 

TX  Weatherman  ■ All  three  respond- 
ents pointed  out  that  Mr.  Woods  is 
not  even  identified  by  name  on  his  ap- 
pearances but  merely  as  the  “TX 
Weatherman.”  “There  is  not  the  slight- 
est hint  . . . that  this  weathercaster’s 
appearance  involved  anything  but  a 
bona  fide  effort  to  present  the  news,” 
the  commission  said.  “His  employment 
is  not  something  arising  out  of  the 
election  campaign  but,  rather,  is  a regu- 
lar job.” 

Mr.  Brigham  first  asked  KWTX  for 
“equal  time”  in  January  and  the  station 
asked  the  commission  for  a ruling.  The 
agency  replied  that  Mr.  Woods’  weather 
presentations  do  not  constitute  a “use” 
of  the  station  under  the  1959  amend- 
ment to  Sec.  315.  It  is  this  ruling  that 
Mr.  Brigham,  a Waco  attorney,  has 
appealed. 

Since  the  Texas  primary  is  May  7 and 
the  two  candidates  are  seeking  the 
Democratic  nomination,  all  parties  have 
agreed  to  let  the  three-judge  court  de- 
cide the  case  on  the  basis  of  the  written 
statements.  There  will  be  no  oral  argu- 
ment in  an  effort  to  expedite  a ruling. 

Court  upholds  FCC 
Selma,  Ala.,  ruling 

U.S.  Court  of  Appeals  in  Washing- 
ton last  week  upheld  an  FCC  ruling 
which  denied  the  application  of  ch.  8 
WSLA-TV  Selma,  Ala.,  to  move  its 
transmitter  location  nearer  Montgom- 
ery, Ala.,  and  to  build  a 2,000-ft.  tower. 

In  a split,  2-1  vote,  the  court  main- 
tained the  FCC  findings  that  WSLA- 
TV  was  not  financially  qualified  to 
build  the  new  tower  and  that  the  sta- 
tion had  not  proved  that  a tower  of 
that  height  could  be  safely  erected. 


time  the  music  was  reproduced  was  not 
eligible  to  enter  the  U.S.  to  make  such  a 
performance  in  person.  Judiciary  Committee. 
April  7. 

HR  11669.  Rep.  Joel  T.  Broyhill  (R-Va.)-S^ 
raise  the  pay  of  hearing  examiners  in  sev- 
eral government  agencies  and  departments 
(including  the  FCC  and  FTC)  from  the  pres- 
ent $12,770  minimum  to  $17,500  minimum. 
Judiciary  Committee.  April  11. 

HR  11704.  Rep.  John  J.  Me  Fa  1 1 (D-Calif.) 
—allow  the  Federal  Trade  Commission  to 
enjoin  practices  for  which  it  seeks  a cease 
and  desist  order  pending  disposal  of  an 
FTC.  complaint.  Commerce  Committee.  April 
12. 

HR  11717.  Rep.  Randall  S.  Harmon  (D- 
Ind.) — same  as  HR  11704.  April  12. 

HR  11754.  Rep.  Frank  A.  Stubblefield  (D- 
Ky.) — same  as  HR  11704.  April  13. 


The  court’s  decision  was  written  by  S 
Circuit  Judge  David  L.  Bazelon,  for  j 
himself  and  Judge  Henry  W.  Edgerton. 
Judge  Warren  E.  Burger  dissented,  stat-  j 
ing  that  he  thought  the  FCC  should 
be  required  to  incorporate  in  the  record  ‘ 
all  the  information  it  may  have  on  the  i 
costs  and  engineering  of  a 2,000-ft.  i 
tower. 

WSLA-TV  requested  the  move  in 
1955.  Objections  were  raised  by  Mont- 
gomery tv  stations  and  by  the  U.S. 
Army  and  Air  Force.  The  military  ob- 
jected to  the  tower  height.  An  initial  de- 
cision favoring  the  move  was  rendered 
in  1956.  The  FCC’s  final  decision  was 
issued  Sept.  8,  1958. 

Way  cleared  for  grant 
as  applicants  merge 

The  way  is  now  clear  for  the  FCC  I 
to  grant  a construction  permit  for  ch. 

9 in  Baton  Rouge,  La.  The  two  appli-  ' 
cants  for  the  channel  have  informed  j 
the  FCC  that  they  have  reached  j 
a merger  agreement.  Community  Broad-  i 
casting  Co.  agrees  to  withdraw  its  S 
application  and  purchase  20%  of  Mod- 
ern  Broadcasting  Co.,  the  remaining  I 
applicant. 

Under  terms  of  the  merger,  Commu- 
nity will  receive  $23,000  for  expenses 
incurred  and  has  an  option  to  purchase 
“not  more  than”  20%  of  Modern. 

WDSU-AM-FM-TV  New  Orleans 
(Edgar  B.  Stern  Jr.,  68.84%  owner) 
is  majority  owner  of  Modern  Broad- 
casting Co. 

The  ch.  9 case  was  highlighted  by  a 
U.S.  Court  of  Appeals  reversal  of  an 
FCC  special  temporary  authorization 
to  ch.  28  WABF-TV  Baton  Rouge,  to 
operate  temporarily  on  ch.  9 pending 
the  outcome  of  the  two-party  com- 
parative hearing  (Broadcasting,  Feb. 

15).  The  decision  is  considered  a land- 
mark ruling  on  the  matter  of  temporary 
authorizations,  superseding  previous 
court  decisions  which  upheld  the  FCC’s 
authority. 
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HOW  IS  IT  POSSIBLE 
FOR  ONE  STATION  TO  EARN 
79%  OF  LOCAL  BUSINESS? 


It’s  true  in  Des  Moines,  Iowa,  where  KRNT-TV 
has  had  over  79%  of  the  local  business  in 
this  major  3-station  market  for  3 years! 


There  is  nothing  so  satisfying  as  doing  busi- 
ness with  people  who  know  what  they're 
doing  and  where  they’re  going.  Leading  local 
and  national  advertisers  have  known  for 
years  that  the  “know-how,  go-now”  stations 
in  Des  Moines  are  KRNT  Radio  and  KRNT-TV. 

They  have  confidence  in  the  ability  of  our 
people  to  make  their  radio  and  television 
investments  profitable.  It  seems  clear  that 
for  these  astute  advertisers,  there  is  nothing 
so  satisfying  as  radio  and  television  fare 
presented  by  good,  honest,  experienced  air 
personalities  who  know  what  they’re  doing. 

From  surveys  made  several  times  a year  for 
the  last  several  years,  it  seems  evident  that 
the  people  of  Central  Iowa  like  to  listen  to 
and  view  our  stations. 


Latest  F.C.C.  figures  show  KRNT-TV  handled 
over  80%  of  ALL  the  local  television  adver- 
tising placed  in  this  three-station  market. 
The  year  before,  over  79%  . . . and  the  year 
before  that,  over  80%.  Our  local  RADIO 
business  in  a six-station  market  has  always 
exceeded  that  of  our  nearest  competitors  by 
a country  mile. 

We  know  for  a fact  that  these  figures  are 
merely  a reflection  of  our  public  acceptance 
. . . our  long-standing  excellence  in  public 
service  . . . reliability  that  is  vital  in  all  selling! 
We  believe  this  to  be  true:  the  ones  that 
serve  are  the  ones  that  sell  in  Des  Moines. 

People  believe  in  and  depend  upon  these 
stations.  Check  the  ratings,  check  The  Katz 
Agency,  check  the  cash  registers. 


KRNT 

RADIO  and  TV 


COWLES  STATIONS  REPRESENTED  BY  THE  KATZ  AGENCY,  INC. 
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KINTNER:  FEWER  BAD  ADS  NOW 

FTC  head  says  self-regulation  is  a reason 


The  Federal  Trade  Commission  is 
encountering  fewer  objectionable  claims 
in  national  advertising,  Earl  W.  Kint- 
ner,  chairman  of  the  FTC,  said  last 
week. 

Mr.  Kintner,  speaking  last  Monday 
to  the  Baltimore  Academy  of  Television 
Arts  & Sciences,  said  that  several  fac- 
tors were  contributing  to  this  improve- 
ment. 

“Call  it  self-discipline,  self-interest  or 
just  plain  caution,”  Mr.  Kintner  said, 
“one  or  another  is  having  effect  on 
advertisers  themselves.” 

Other  factors  that  have  aided  in  this 
result,  Mr.  Kintner  said,  were  the  com- 
bined efforts  of  media  to  reject  ques- 
tionable advertising. 

“With  reputations  for  integrity  to 
maintain,”  Mr.  Kintner  stated,  “the 
media — all  of  the  responsible  media- 
turn  down  a tremendous  amount  of 
revenue  rather  than  carry  sleezy  ads 
that  would  gyp  their  listeners  or  their 
readers  and  offend  their  better  adver- 
tisers.” 

In  addition,  the  FTC  chairman  said, 


competitors  now  know  where  to  lodge 
a complaint  (with  the  FTC),  and  busi- 
ness in  general  is  getting  educated  on 
the  subject  by  their  trade  associations 
and  industry  organizations. 

The  FTC’s  own  efforts  are  also  a 
factor  contributing  to  improvement  in 
advertising,  Mr.  Kintner  said. 

Other  highlights  of  Mr.  Kintner’s 
speech: 

■ The  trade  commission  is  not  going 
into  the  business  of  previewing  adver- 
tising before  publication  or  use  on  the 
air.  It  does  not  have  the  manpower  or 
the  money.  Such  a move  would  be  an 
abdication  of  the  advertiser’s  responsi- 
bility for  self-policing.  The  issuance  of 
formal  complaints  are  necessary  to  en- 
sure that  cease  and  desist  orders  remain 
in  force  in  perpetuity.  Violators  are 
subject  to  fines  up  to  $5,000  per  day. 

■ Any  hope  that  the  FTC  will  be- 
come less  aggressive  in  its  policing  of 
advertising  is  erroneous.  Monitoring 
activities  now  cover  not  only  radio  and 
tv  commercials  but  also  advertising  in 
newspapers  and  magazines  (Broad- 


casting, March  28). 

■ The  rule  for  tv  advertising  is  very 
simple.  The  FTC  will  question  any 
“substantive”  claim  that  goes  to  the 
merits  of  the  product — or  of  the  com- 
peting product  if  used  for  comparison. 
If  an  advertisement  gives  to  a product 
material  virtues  that  it  lacks  or  falsely 
disparages  a competing  product,  then 
the  ad  is  deceptive. 

“On  the  other  hand,”  Mr.  Kintner 
observed,  “simply  to  present  a prod- 
uct’s virtues  in  their  most  favorable 
light  would  not  be  objectionable  . . .” 

FTC  gets  two  payola 
consent  judgments 

Two  more  consent  judgments  on 
payola  complaints  were  announced  by 
the  Federal  Trade  Commission  last 
week — swelling  the  number  of  settle- 
ments to  21. 

Agreeing  to  consent  decrees  were 
Duke  Records,  Houston,  Tex.,  and 
Marmel  Distributing  Co.,  Philadelphia. 
Both  were  charged  last  December  with 
making  payola  to  radio  and  tv  disc 
jockeys.  The  consent  agreements  re- 
quire that  the  public  must  be  informed 
when  a record  is  played  over  the  air 
for  which  the  station  employe  re- 
ceived any  signficant  consideration. 

Meanwhile,  three  record  companies 
filed  denials  of  payola  complaints  with 
the  FTC.  The  trade  commission  has 
issued  69  complaints,  charging  record 
companies  and  distributors  with  ille- 
gally paying  radio-tv  disc  jockeys  to 
“expose”  records  on  the  air. 

Robert’s  Record  Distributing  Co.,  St. 
Louis,  challenged  the  March  2 FTC 
complaint  on  the  ground  there  was 
nothing  illegal  about  the  under-the- 
counter  payoffs.  It  asserted  it  was  com- 
pelled to  distribute  payola  in  order  to 
get  its  records  played  by  disc  jockeys 
and  that  it  was  impossible  to  compete 
without  making  payments. 

The  disbursement  of  payola,  Robert’s 
declared,  “is  not  unlike  the  giving  of 
Christmas  presents,  the  buying  of 
gratuities,  the  dining  and  wining  of 
customers  and  the  other  grand  array 
of  good  will  and  fine-fellowship  prac- 
tices which  have  permeated  every  scene 
and  every  scale  of  American  modern 
day  business  whether  it  be  the  sale  of 
missiles,  automobiles,  pianos  or  tooth- 
picks. . . .” 

Robert's  said  it  would  be  glad  to 
joint  a nationwide  cease  and  desist 
order  if  the  FTC  could  enforce  it. 

The  other  two  companies  denying 
making  illegal  payola  payments  were 
Ace  Record  Co.-Record  Sales  Inc.. 
Jackson,  Miss.,  and  Chess  Record 
Corp.-Argo  Record  Co.-Checker  Rec- 
ord Co.,  Chicago. 


NO,  THIS  IS  “KNOE-LAND” 

(embracing  industrial,  progressive  North  Louisiana,  South 
Arkansas,  West  Mississippi) 

JUST  LOOK  AT  THIS  MARKET  DATA 

Drug  Sales  $ 40,365,000 

Automotive  Sales  $ 299,539,000 
General  Merchandise  $ 148,789,00© 
Total  Retail  Sales  $1,286,256,000 


Population  1,520,100 

Households  423,600 

Consumer  Spendable  Income 

$1,761,169,000 
Food  Sales  $ 300,486,000 

KNOE-TV  AVERAGES  75.9%  SHARE  OF  AUDIENCE 

According  to  November  1959  ARB  we  average  75.9%  share  of  audience  from  Sign  On  to 
Sign  Off  7 days  a week. 


KNOE-TV 

Channel  8 
Monroe,  Louisiana 


CBS  • ABC 
A James  A.  Noe  Station 
Represented  by 
H-R  Television,  Ine. 


Photo:  Selig  Manufacturing  Co.,  Monroe,  Louisiana, 
bolstered  furniture.  


Manufacturers  of  quality  up- 
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TV  SPOT  REP  BAN 
FCC  stands  pat  on 
network  rep  order 

CBS-TV  and  NBC-TV  must  get  out 
of  the  general  tv  spot  representation 
business,  the  FCC  said  last  week  for 
the  second  time  in  refusing  to  set  aside 
its  order  last  fall  (Broadcasting,  Oct. 
12,  1959).  In  denying  petitions  for  re- 
consideration filed  by  NBC  and  four  of 
the  stations  it  represents,  the  commis- 
sion repeated  its  earlier  ruling  that  spot 
sale  representation  by  the  networks 
gives  them  the  power  to  curb  compe- 
tition and  creates  an  inherent  conflict  of 
interest. 

The  FCC  said  that  generally  the 
arguments  presented  by  the  petitioners 
already  had  been  considered  by  the 
agency.  An  alternate  proposal  by  NBC 
that  such  representation  be  prohibited 
only  when  a network  threatens  to  with- 
hold affiliation  would  not  be  workable 
administratively  and  would  not  ade- 
quately protect  the  public  interest. 

Divorcement  of  networks  from  sta- 
tion spot  representation  was  recom- 
mended in  the  FCC’s  Barrow  Report 
2V2  years  ago.  The  ruling  prohibits  net- 
works from  represented  affiliated  sta- 
tions, other  than  network-owned  out- 
lets. CBS  and  NBC  were  given  until 
Dec.  31,  1961,  to  comply.  ABC  gave 
up  spot  representation  in  1952.  Radio 
representation  is  not  affected. 

CBS  did  not  appeal  the  commission 
order  and  has  said  it  will  comply,  which 
means  giving  up  representation  of  seven 
stations.  One  (KHOU-TV  Houston), 
will  leave  CBS  Spot  Sales  in  September 
in  favor  of  H-R. 

NBC,  on  the  other  hand,  said  last 
fall  that  it  would  seek  relief  in  the 
courts  if  the  commission  denied  its  ap- 
peal. A spokesman  said  last  Thursday 
(April  14)  that  the  network  still  in- 
tends to  petition  the  courts  for  review 
of  the  FCC  order.  NBC  represents  six 
stations  and  joining  in  the  appeal  to 
the  commission  were  KOA-TV  Den- 
ver, WRGB  (TV)  Schenectady,  N.Y., 
KSD-TV  St.  Louis  and  WAVE  - TV 
Louisville. 

USIA  budget  cut 

The  House  last  week  voted  to  cut 
the  U.S.  Information  Agency  budget  to 
$116.9  million,  $1.2  million  less  than 
1960,  and  $6.8  million  less  than  re- 
quested. Earlier  the  House  Appropria- 
tions Committee  had  recommended  that 
USIA  use  its  personnel  more  efficiently. 
The  committee  granted  $8.74  million  of 
the  $9.2  million  request  for  construc- 
tion of  a high-power  short  wave  station 
in  Liberia  to  serve  Africa  and  the  Mid- 
dle East. 
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714.560  EYES  and  EARS 

In  the  Rich  Rochester  Area ! 


As  every  time  buyer  knows,  you 
really  don’t  buy  time  on  TV;  you 
buy  EYES  and  EARS! 


We’re  very  happy  to  tell  you  that, 
based  on  the  latest  Nielsen  Report 
for  the  Rochester  Area  (November 
1959),  Channel  10  focuses  no  less 
than  714,560  beautiful  eyes  on 
your  sales  message  afternoons  from 
noon  to  6:00  P.M. — and  an  equal 
number  of  dainty  and  attentive  ears! 

Based  on  the  same  Nielsen  Report, 
Channel  10  focuses  689,040  eyes  and 
ears  on  your  sales  message  every 
evening,  from  6:00  P.M.  to  Mid- 
night, seven  days  a week! 


m 


In  other  words,  Channel  10  offers 
you  56%  of  the  TV  viewers  in  the 
Rochester  area,  afternoons — and 
54%  of  the  Rochester  area  viewers 
every  evening! 

SO — if  you  want  the  majority  of 
viewers  and  listeners  in  the  Roch- 
ester area  to  see  and  hear  about 
your  product,  your  best  buy,  now 
as  always,  is  Channel  10! 


CHANNEL lO 

ROCHESTER.  N.Y. 

CBS  BASIC  (WVET-TV  • WHEC-TV)  ABC  AFFILIATE 


THE  BOLLING  CO.,  INC.  NATIONAL  REPRESENTATIVES  EVERETT-McKINNEY  INC. 


The  Western  Coast  of  Florida, 
that  is ! If  you’re  shootin’  for 
adults  in  this  territory,  better 
hire  the  top  gun  . . . WSUN ! 
“Sunny”  is  NO.  1 in  adult  lis- 
tenership,  per  100  homes, 
throughout  the  entire  24-hour 
broadcast  day!  And  Pardner, 
WSUN  delivers  these  adults 
at  the  lowest  CPM,  between 
6 a.m.  and  6 p.m.,  of  any  sta- 
tion in  the  heart  of  Florida!** 


* Pulse,  ll-’59 


Natl.  Rep:  VENARD,  RINTOUL  & McCONNELL 
S.E.  Rep:  JAMES  S.  AYERS 


INFLUENCE  IN  ST.  LOUIS? 

More  arguments  in  ch.  2 case  are  filed 


Hearing  Examiner  Horace  Stern’s 
initial  decision  in  the  St.  Louis-Spring- 
field,  111.,  ch.  2 deintermixture  case  is 
“contrary  to  the  weight  of  the  evidence 
and  incomplete,”  FCC  general  coun- 
sel’s office  said  last  week. 

In  exceptions  to  the  examiner’s  de- 
cision (Broadcasting,  March  14),  FCC 
Associate  General  Counsel  Edgar  W. 
Holtz  said  Signal  Hill  Telecasting  Corp., 
which  now  operates  KTVI  (TV)  on 
ch.  2 in  St.  Louis,  should  be  given  a 
comparative  demerit  in  any  further 
proceedings  because  of  the  ex  parte  ac- 
tivities of  Harry  Tenenbaum,  its  presi- 
dent. 

Signal  Hill  and  ABC  both  maintained 
that  there  was  nothing  improper  in  Mr. 
Tenenbaum’s  contacts  with  commis- 
sioners and  that  the  FCC’s  shift  of  ch. 
2 from  Springfield  and  subsequent  as- 
signment to  KTVI  were  within  its  legal 
bounds. 

ludge  Stern  had  ruled  that  the  shift 
of  ch.  2 was  “voidable”  because  of  Mr. 
Tenenbaum’s  activities  but  that  no 
party  should  be  disqualified  from  fur- 
ther proceedings  or  receive  a compara- 
tive demerit.  The  form  and  nature  of 
future  commission  consideration  of  the 
case  was  left  up  to  the  agency  by  the 
examiner.  The  case  had  been  returned 
to  the  FCC  by  the  courts  because  of 
testimony  in  Congress  on  the  ex  parte 
contacts. 

Sangamon  Valley  Tv  Corp.,  lone  re- 
maining applicant  for  ch.  2 in  Spring- 
field,  would  go  even  a step  beyond  Mr. 
Holtz’s  recommendation.  Sangamon 
said  that  the  initial  decision  “has  made 
it  clear  that  ch.  2 now  is  allocated  to 
Springfield  . . .”  and  that  Signal  Hill 
should  be  disqualified  from  receiving 
any  future  consideration  for  ch.  2. 

An  opposite  view  was  taken  by 
operating  ch.  20,  WICS-TV  Springfield. 
It  maintained  that  ch.  2 has  been  de- 
leted from  the  Illinois  capital  city  and 
that  Sangamon  now  has  no  legal  inter- 
est in  what  use  is  made  of  the  facility. 

Four  Exceptions  ■ On  behalf  of  the 
commission,  Mr.  Holtz  took  four  ex- 
ceptions to  the  initial  decision.  He  said 
the  examiner’s  characterizations  of  Mr. 
Tenenbaum’s  contacts  with  commis- 
sioners as  “casual”  and  “offhand”  are 
not  in  line  with  the  facts.  “The  record 
clearly  indicates  that  Mr.  Tenenbaum 
made  a persistent  and  concentrated  ef- 
fort to  cultivate  a personal  and  social 
relationship  with  the  individual  com- 
missioners,” Mr.  Holtz  said. 

He  maintained  that  these  contacts 
were  always  made  privately  and  never 
intended  to  be  made  known  or  revealed 
to  the  other  parties.  The  examiner 


erred,  the  FCC  counsel  said,  in  imply- 
ing that  Mr.  Tenenbaum’s  conduct  was 
generally  acceptable  and  approved  by 
the  industry  and  in  that  he  did  not 
point  out  that  most  officials  and  parties 
felt  the  proposed  channel  shift  was  “so 
adversary  in  nature  as  to  forbid  private 
communications  of  the  type  made  by 
Mr.  Tenenbaum.”  Signing  the  FCC 
brief,  in  addition  to  Mr.  Holtz,  were 
attorneys  James  Brennan  and  Joel 
Rosenbloom. 

A Rulemaking  Proceeding  ■ Both 
Signal  Hill  and  ABC,  which  is  affiliated 
with  KTVI,  maintained  that  the  case 
was  a rulemaking  proceeding  and  that 
off-the-record  presentations  were  both 
perfectly  proper  and  accepted.  KTVI 
said  that  the  only  period  requiring 
scrutiny  was  from  June  26,  1956  (when 
the  FCC  instituted  rulemaking  to  shift 
ch.  2 to  St.  Louis),  to  Feb.  26,  1957 
(when  the  action  was  finalized  and 
KTVI  was  given  temporary  authority, 
in  a separate  proceeding,  to  shift  from 
ch.  36  to  ch.  2). 

The  examiner  erred  in  finding  that 
the  shift  of  ch.  2 to  St.  Louis  is  “void- 
able” because  of  Mr.  Tenenbaum’s  ac- 
tivities, Signal  Hill  said.  During  the 
pendency  of  the  rulemaking,  the  sta- 
tion maintained,  Mr.  Tenenbaum’s  pre- 
sentations related  solely  to  collateral 
issues — none  of  which  would  require 
reconsideration  of  the  reallocation. 

There  is  no  reason  why  the  commis- 
sion cannot  reaffirm  its  decision  with- 
out reopening  the  record,  KTVI  said. 
KTVI  filed  a total  of  22  exceptions  to 
the  initial  decision,  most  dealing  with 
inclusion  of  Sangamon  proposed  find- 
ings, which  KTVI  maintained  were 
“argumentative.” 

ABC  said  that  the  FCC  should  re- 
affirm forthwith  its  shift  of  ch.  2 be- 
cause the  ex  parte  contacts  in  no  way 
affected  the  St.  Louis  assignment.  The 
network  pointed  out  that  rulemaking 
activities  come  under  the  Administra- 
tive Procedures  Act  with  no  guarantee 
that  all  parties  will  have  an  opportunity 
to  submit  comments  on  all  views  ex- 
pressed. 

ABC  said  it  “seriously  questions” 
whether  Mr.  Tenenbaum’s  approaches 
were  illegal  or  improper.  “To  hold 
otherwise  would,  as  a practical  matter, 
largely  nullify  the  right  to  petition  for 
the  repeal,  issuance  or  modification  of 
a rule.  . . .” 

Sangamon’s  Views  ■ Sangamon 
charged  that  the  hearing  examiner  did 
not  carry  out  the  mandate  of  the  court, 
which  ordered  the  case  returned  to  the 
FCC  “.  . . to  determine  the  nature  and 
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SALES-MAKING  FACTS?  WESTERN  UNION 
SURVEY  SERVICE  LINES  ’EM  UP  FOR  YOU! 

Trained  Western  Union  personnel  in  over  1,625  cities  are 
ready  to  spot-check  TV  or  radio  audience  reaction,  make  traffic 
counts,  or  conduct  detailed  surveys.  Western  Union  Survey 
Service  gets  the  selling  and  marketing  facts  you  need  . . . when 
you  need  them.  Whether  it’s  counting  noses  or  “nuts  and 
bolts,”  if  you’ve  got  the  questions,  we’ll  get  the  answers! 

Wire  us  collect  for  the  complete  story.  Address:  Western  Union 
Special  Service  Division,  Dept.  2-B,  New  York,  N.  Y. 

WESTERN  UNION 

SPECIAL  SERVICES 
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Cast  Coast  Division 
342  Madison  Avenue 
New  York  1 7,  N.Y. 
Midwest  Division 
1 30  East  Randolph  Drive 
Chicago  1,  Ilf. 

West  Coast  Division 
6706  Santa  Monica  Blvd. 
Hollywood  38,  Calif. 


or  W.  J.  German,  Inc. 

Agents  for  the  sale  and  distribution 
of  Eastman  Professional  Motion 
Picture  Films,  Fort  Lee,  N.J., 
Chicago,  III.,  Hollywood,  Calif. 


1 hat  s how  it  happens  that  you 
and  millions  of  other  viewers  can 
see  (and  remember)— the  lion 
strolling  Wall  Street. 

Same  with  so  many  other  com- 
mercials, some  rich  with  Optical 
effects  . . . others,  live  with  anima- 
tion! As  a matter  of  fact,  it’s  film 
that  makes  both  high-polish  com- 
mercials and  animation  possible 
. . . assures  you  of  coverage  and 
penetration  world-over. 

For  more  information,  wrjte 
Motion  Picture  Film  Department 
EASTMAN  KODAK  COMPANY 
Rochester  4,  N.Y. 


course  of  all  ex  parte  pleas  and  other 
approaches.  . . .”  Judge  Stern  erred  in 
rejecting  as  irrelevant  many  activities 
of  Mr.  Tenenbaum  which  did  not  in- 
involve  his  own  direct  contacts  with 
the  FCC,  Sangamon  said. 

The  commission’s  reasons  for  de- 
leting ch.  2 from  Springfield  have 
proven  “vain,”  Sangamon  said,  with 
only  one  uhf  station  operating  in  the 
city  three  years  after  the  action.  Spring- 
field  is  not  deintermixed,  Sangamon 
stated,  because  ch.  3 WCIA  (TV) 
Champaign,  111.,  “saturates”  Springfield. 
After  listing  17  exceptions  to  the  Stern 
decision,  Sangamon  said  that  it  should 
be  granted  ch.  2 in  Springfield  or,  in 
the  alternative,  new  rule-making  pro- 
ceedings should  be  instituted. 

WICS-TV,  in  direct  contrast  with 
the  views  of  Sangamon,  said  that  de- 
velopments since  the  shift  of  ch.  2 
“have  fully  supported  the  wisdom  of 
the  commission’s  actions.”  WICS-TV 
said  that  central  Illinois  now  has  eight 
tv  stations — instead  of  the  three  which 
probably  would  be  operating  if  ch.  2 
and  ch.  8 Peoria  had  not  been  deleted. 

The  Long  History  ■ The  present  case 
dates  back  to  June  1956  when  the  com- 
mission, as  one  of  13  deintermixture 
proposals,  invited  comments  on  rule- 
making  to  shift  ch.  2 to  St.  Louis  and 
move  ch.  39  into  Springfield.  In  Octo- 
ber, this  was  amended  to  specify  that 
KTVI’s  ch.  36  be  moved  into  the  Illi- 
nois city  instead  of  ch.  39. 

Following  a comparative  hearing  be- 
tween Sangamon  and  WMAY  Spring- 
field,  ch.  2 was  granted  to  WMAY  in 
June  1956  with  the  provision  that  the 
permittee  could  not  start  construction 
until  the  rulemaking  proceeding  had 
been  finalized.  In  March  of  the  follow- 
ing year,  the  commission  terminated 
the  proceeding  by  shifting  ch.  2 to  St. 
Louis,  ch.  36  to  Springfield  and,  in  a 
separate  action,  gave  KTVI  temporary 
authority  to  operate  on  ch.  2. 


Sangamon  appealed  to  the  circuit 
court  and,  when  denied  there,  secured 
a hearing  before  the  U.S.  Supreme 
Court  on  the  question  of  equal  distribu- 
tion of  tv  facilities.  During  the  summer 
of  1958,  the  activities  of  Mr.  Tenen- 
baum were  disclosed  by  the  House 
Legislative  Oversight  Committee  and 
the  Supreme  Court,  in  October  of  that 
year,  then  returned  the  case  to  the 
appeals  court  because  of  the  ex  parte 
contacts. 

On  May  8,  1959,  the  lower  court 
vacated  the  FCC’s  reallocation  of  ch.  2 
to  St.  Louis  and  ordered  that  agency 
to  take  further  action  to  consider  the 
ex  parte  allegations.  The  first  proposal 
to  delete  ch.  2 from  Springfield  was 
made  by  WICS-TV. 

NBC  sales  to  Justice 

NBC  has  officially  informed  Dept, 
of  Justice  of  its  multiple  radio-tv  sta- 
tion sales  and  purchase  plans.  Informa- 
tion was  submitted  in  line  with  last 
year’s  Philadelphia  federal  court  con- 
sent decree  which  gives  Justice  officials 
right  to  object  to  any  changes  in  NBC 
station  ownership  in  top  markets. 

Justice  has  30  days  to  consider  NBC- 
RKO  General  Philadelphia-Boston  ex- 
changes and  network’s  $7.5  million  pur- 
chase of  KTVU  (TV)  San  Francisco- 
Oakland.  If  government  feels  transfers 
run  afoul  of  antitrust  decree  it  can  ask 
court  to  rule.  Consent  judgment  arose 
out  of  1955  NBC-Westinghouse  swap 
of  NBC’s  Cleveland  stations  for  West- 
inghouse’s  Philadelphia  outlets.  West- 
inghouse  also  received  $3  million  in 
deal. 

NBC  is  exchanging  its  WRCV-AM- 
TV  Philadelphia  for  RKO  General’s 
WNAC-AM-TV  and  WRKO  (FM)  Bos- 
ton. It  is  also  selling  its  WRC-AM-FM- 
TV  Washington  to  RKO  General  for 
$11.5  million,  but  this  does  not  have 
to  clear  Justice  Dept. 


House  unit  okays  $2  million  uhf  study 


The  FCC’s  proposed  uhf  study 
passed  its  first  hurdle  last  week  when 
the  House  Independent  Offices  Ap- 
propriations Subcommittee  approved 
$2  million  for  the  project.  The  com- 
mittee granted  $250,000  less  than 
the  FCC  asked  for  and  stipulated 
that  the  $2  million  would  be  avail- 
able for  the  project  until  June  30, 
1962. 

The  study  (called  by  Commission- 
er Robert  E.  Lee  the  most  important 
item  to  appear  in  a commission 
budget  in  years)  will  try  to  determine 
if  uhf  can  work  in  the  biggest  mar- 
ket in  America,  New  York.  The 
commission  originally  earmarked 


$1.15  million  for  the  construction  of 
two  uhf  stations  of  a million  watts 
power  with  the  remainder  of  the  pro- 
posed $2.25  million  spread  among 
development  and  engineering  project 
reports  Broadcasting,  Feb.  8). 

The  total  budget  for  the  FCC 
recommended  by  the  committee  (HR 
11776)  was  $12,935  million.  This 
raised  the  agency’s  total  appropria- 
tions to  $2,385  million  more  than 
last  year  but  provided  $565,000  less 
than  asked  for.  The  committee 
granted  $10.55  million  for  FCC 
salaries,  lopping  off  $385,000.  It  will 
allow  the  FCC  to  fill  31  new  posi- 
tions, half  that  requested. 
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WOC-TV  serves  the  largest  market  between  Chicago 
and  Omaha  . . . Minneapolis  and  St.  Louis.  438,480 
TV  homes;  almost  $3  billion  in  effective  buying  in- 
come; over  $1  billion  gross  farm  income. 

And  to  help  you  get  the  maximum  number  of  these 
dollars  WOC-TV  specializes  in  effectively  co-ordin- 
ating and  merchandising  your  buy  at  every  level  — 
the  broker,  wholesaler,  direct  salesman,  key  buyer 
as  well  as  the  retail  outlet. 


Further  proof  of  aggressiveness  — WOC-TV  offers 
the  greatest  amount  of  local  programming  — over 
33  hours  each  week. 
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FCC  grants  two  tv’s, 
six  translators 

The  FCC  last  week  granted  two  new 
tv  stations  and  six  new  translators. 

Construction  permits  were  granted  to 
Santa  Fe  Telecasting  Co.  for  ch.  11  in 
Santa  Fe,  N.M.,  and  to  Electron  Corp., 
for  ch.  11  in  Grand  Island,  Neb. 

Grants  for  three  new  translators  were 
made  to  Miami  Translator  System  Inc., 
Miami,  Tex.,  for  translator  stations  on 
chs.  72,  78,  82  to  translate  programs 
of  Amarillo  stations  KGNC-TV,  KVII 
(TV)  and  KFDA-TV. 

The  other  three  new  translators  were 
granted  to  Windom  Area  Television 
Inc.,  Windom,  Minn.,  for  tv  translator 
stations  on  chs.  70,  77,  83  to  translate 
programs  of  WCCO-TV  and  KSTP-TV 
both  Minneapolis,  and  KELO-TV  Sioux 
Falls,  S.D. 

Antitrust  dates  set 

U.S.  District  Court  Judge  William 
B.  Herlands  has  set  April  21  as  the 
date  for  the  filing  of  briefs  and  for 
summations  in  the  antitrust  suit  against 
Screen  Gems,  Universal  Pictures  and 
Columbia  Pictures.  The  trial  began  in 
New  York  on  March  14  (Broadcasting, 
March  21). 

The  government  contended  during 
the  trial  that  the  acquisition  by  Screen 
Gems  of  the  distribution  rights  to  the 
pre-1948  library  of  Universal  con- 
travened sections  of  the  antitrust  laws 
because  it  lessened  competition  in  the 
field.  (Screen  Gems  is  a subsidiary  of 
Columbia  Pictures.)  Counsel  for  the 
defense,  through  various  witnesses, 
countered  that  the  agreement  did  not 
result  in  a lessening  of  competition. 

Old  plan  revived 

William  Benton,  a former  U.S.  Sen- 
ator from  Connecticut,  bobbed  up  last 
week  with  his  national  citizens  advisory 
board  for  radio-tv  proposal  he  helped 
introduce  in  the  Senate  nine  years  ago. 
(It  got  a three-day  hearing  and  then  was 
tabled  in  committee).  Mr.  Benton,  now 
Encylopaedia  Britannica’s  publisher, 
saw  the  board  as  a means  for  helping 
to  solve  “thorny”  tv  problems  such  as 
educational  tv’s  development  and  the 
lack  of  intellectual  and  cultural  pro- 
gramming. During  his  Senate  career, 
Mr.  Benton  was  a strong  supporter  of 
etv  and  led  its  cause  nationally. 

The  Benton  proposal  envisions  a pres- 
identially-appointed board  of  private 
citizen  leaders  to  advise  the  chief  ex- 
ecutive, Congress,  the  FCC  and  the 
public  on  national  broadcast  policy,  and 
to  act  as  radio-tv’s  “conscience”  by  op- 
erating as  a “publex,”  which  Mr.  Ben- 
ton coined  as  the  name  of  “a  new 
rating  system.” 
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New  “hide-and-seek” 
missile  bases  on  rails 


A time-tested  principle  of 
warfare— swift  maneuver- 
ability — is  the  railroads’ 
newest  contribution  to  the 
Missile  Age. 

Mobile  launching  pads  on  wheels 
will  be  able  to  fire  missiles  of  inter- 
continental range  from  almost  any 
point  along  the  nation’s  220,000 
miles  of  railroad  line.  Most  impor- 
tantly, the  mobility  of  these  bases 
protects  against  enemy  detection 
and  destruction. 

This  development,  announced  by 
the  Department  of  Defense,  under- 
scores once  again  how  the  needs 
of  the  nation  are  met  by  the  rail- 
roads—the  backbone  of  our  trans- 
portation system  in  war  and  peace. 

And  it’s  one  more  reason  why  the 
health  of  the  railroads  must  be  as- 
sured through  enlightened  public 
policies,  providing  for  equal  treat- 
ment with  competing  forms  of 
transportation.  America’s  railroads 
— lifeline  of  the  nation— are  the 
main  line  to  your  future. 


ASSOCIATION  OF 

AMERICAN  RAILROADS 

WASHINGTON  6,  D.  C. 
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_ PROGRAMMING 

IN  THE  GOOD  OLD  SUMMERTIME 


The  emphasis  will  be  on  re-runs  in  summer  tv  schedules 


It’s  a good  summer  for  film  residuals. 
Better  than  half  of  all  the  nighttime 
half-hours  on  any  given  network  are 
re-runs,  and  if  you  look  at  it  in  whole- 
show  units  the  balance  is  heavier  for 
the  old  shows,  82  of  110  programs 
making  some  use  of  what’s  been  seen 
before. 

At  least  one  program  department  is 
still  trying  to  decide  which  re-runs  to 
re-run  in  some  vacant  slots. 

Schedules  by  now  are  fairly  firm 
with  a few  last-minute  announcements 
slated  for  this  week.  The  re-run  season 
broke  as  early  as  March  (the  Maverick 
and  Cheyenne  hours  on  ABC-TV  pick- 
ing up  impetus  this  month  and  next 
and  settling  into  a pattern  from  June 
through  September). 

There  are  some  oases.  Half  a dozen 
shows  are  having  their  first  time  out 
this  summer  on  NBC-TV  and  others 
are  a mixture  of  some  old,  some  new. 
CBS  has  a new  entry,  Diagnosis  Homi- 
cide, in  the  final  hour  of  the  Tuesday 
lineup  with  Ed  Sullivan  and  the  panel 
shows  carrying  on  the  live  tradition. 
The  newest  thing  on  ABC-TV’s  bill  is 
Music  for  a Summer  Night,  successor 
to  Music  for  a Spring  Night,  which  got 
underway  in  March. 

Summer  Sales  ■ Whereas  some  of 
NBC-TV’s  starters  have  been  sold,  most 


notably  to  such  52  week  standbys  as 
Kraft  and  Chevrolet,  neither  Diagnosis 
nor  Music  as  yet  has  a backer.  CBS-TV 
does  have  another  sponsored  half-hour 
which  qualifies  as  “new,”  the  still  un- 
titled pre-election  series  which  West- 
inghouse  signed  for  long  ago.  Standbys 
with  a new  edition  each  week  on  ABC- 
TV  are  Dodge  Dancing  Party,  Jubilee, 
Ted  Mack,  Dick  Clark,  and  the 
Wednesday  Night  Fights. 

Politics,  in  fact,  may  provide  the 
hot-weather  high  point  for  viewers  who 
saw  everything  the  first  time  around. 
Chunks  of  programming  will  give  way 
to  election  coverage  two  weeks  in  July 
when  the  parties  convene  in  Los  An- 
geles and  Chicago.  Only  CBS-TV  has 
the  package  to  date,  with  the  multi- 
million Westinghouse  convention  elec- 
tion deal. 

The  coming  Civil  War  and  situation 
comedy  deluge  is  foreshadowed  in 
Kraft’s  replacements  for  Perry  Como 
in  the  middle  of  the  Wednesday  night 
lineup  on  NBC-TV.  Happy  is  a gun- 
fighter  who  lost  an  arm  in  the  Civil 
War.  Chevrolet’s  Sunday  night  hour  will 
be  in  the  mystery  category  as  the  Sus- 
pense title  implies,  featuring  name  writ- 
ers, but  will  avoid  violence,  according 
to  Executive  Producer  Henry  Jaffe. 


Debuts  ■ NBC-TV’s  Music  on  Ice,  in 
the  Sunday  8-9  p.m.  period  picks  up  the 
theme  of  one  of  last  summer’s  success- 
ful specials.  U.S.  Brewers  Foundation 
(through  J.  Walter  Thompson)  put  on 
an  hour  ice-skating  show  last  June  and 
liked  it  so  well  the  brewers  will  program 
another  one  June  2.  NBC-TV,  tracking 
a national  trend  to  rink  skating,  fash- 
ioned a series  around  it.  Although  the 
brewers  are  not  involved  in  this  new 
series,  still  unsold,  they  are  buying  an- 
other sport  show,  an  Esther  Williams 
acquacade,  in  the  NBC-TV  series  of  spe- 
cials replacing  the  Plymouth-Steve 
Allen  show  Monday  nights,  10-11 
p.m.  Other  editions  of  the  Monday 
summer  specials  will  be  a combina- 
tion of  re-runs  of  last  season’s  spe- 
cials and  new  hours.  NBC-TV  is  filling 
the  hole  left  by  the  departing  Gillette 
fights  in  the  end  hour  Fridays  with  a 
new  suspense  show,  Moment  of  Fear, 
originating  in  New  York  and  to  be  pro- 
duced by  Robert  Stevens. 

Tv  editors  of  newspapers  are  loudly 
criticizing  the  re-run  season  as  will  an 
occasional  agencyman  or  advertiser. 
Still,  in  most  cases  the  re-run  represents 
a sponsor’s  considered  judgment  in  the 
context  of  a 52- week  contract.  And  for 
the  network  it  means  a lot  less  peddling 
to  fill  the  old-time  “Summer  Hiatus.” 


Network  fare  for  the  hot  weather  months  ahead  ^ 


■ Film  sales 

Home  Run  Derby  (Ziv-United 
Artists  TV) 

Sold  to  Studebaker  Lark  Dealers, 
Allegheny  County,  on  KDKA-TV  Pitts- 
burgh; Galles  Motor  Co.  on  KOAT-TV 
Albuquerque;  Armor  & Co.  on  KXLY- 
TV  Spokane;  Foremost  Dairies  on 
KFDM-TV  Beaumont,  Tex.,  and 
Household  Finance  of  Holyoke,  Mass., 
in  Boston.  Station  sales  include:  KPTV 
(TV)  Portland,  Ore.;  WDBJ-TV  Roan- 
oke, Va.;  WJTV  (TV)  Jackson,  Miss.; 
and  WCTV  (TV)  Tallahassee,  Fla. 
Now  in  121  markets. 

Almanac  (Official  Films) 

Sold  to  WGN-TV  Chicago;  WOW- 
TV  Omaha;  KTSM-TV  El  Paso;  KOB- 
TV  Albuquerque,  and  WAFB-TV 
Baton  Rouge,  La. 

Now  in  53  markets. 

Johnny  Midnight  (MCA-TV) 

Sold  to  Chef  Milani  Foods  for  one 


California  market;  Roth  Packing  Co. 
for  Illinois;  Wultex  Clothing  Co.  for 
upstate  New  York;  Armour  Meat  Co. 
for  Oregon;  Cosby-Hodges  Milling  Co. 
and  Golden  Flake  Inc.  for  Alabama; 
Armour  & Co.  and  Liggett  & Myers 
Tobacco  Co.  for  North  Carolina;  Childs 
Big  Chain  Foods  for  Texas;  R.J.  Rey- 
nolds Tobacco  Co.  for  Georgia,  and 
Amoco  Gasoline  for  Louisiana  and 
North  Carolina. 

Now  in  over  140  markets. 

Shotgun  Slade  (MCA-TV) 

Sold  to  Amoco  Gasoline  for  three 
markets  in  Tennessee  and  Georgia;  R. 
J.  Reynolds  Tobacco  Co.  (Wm.  Esty) 
for  one  Wisconsin  market,  and  Blue 
Plate  Foods  (Fitzgerald  Adv.,  New 
Orleans)  for  Kentucky. 

Now  in  almost  200  markets 

Coronado  9 (MCA-TV) 

Sold  to  Amoco  Gasoline  for  one 
Kentucky  market  and  R.J.  Reynolds 
Tobacco  (Wm.  Esty),  for  Georgia. 
Now  in  over  130  markets. 


Interpol  Calling  (Independent 
Television) 

Sold  to  Commonwealth  Edison  Co. 
(Leo  Burnett)  on  WGN-TV  Chicago; 
Piel’s  Beer  (Young  & Rubicam)  on 
WPIX  (TV)  New  York;  Pfeiffer  Brew- 
ing Co.  (Maxon)  for  Detroit  and  Grand 
Rapids-Kalamazoo;  Krey  Packing  Co. 
(D’Arcy)  for  St.  Louis;  Miller  High  Life 
Beer  and  Pine  Crest  Realty  Co.  for 
Miami;  First  Federal  Savings  & Loan 
Assn,  for  Orlando,  Fla.;  Sealy  Mattress 
for  Pittsburgh  and  Renault  automobiles 
for  San  Francisco. 

Now  in  83  markets. 

Secret  Life  of  Adolf  Hitler  (WPIX 
[TV]  New  York) 

Sold  to  WNBQ  (TV)  Chicago;  KTVU 
(TV)  Oakland-San  Francisco;  WTMJ- 
TV  Milwaukee;  KHOU-TV  Houston; 
WPRO-TV  Providence;  KSL-TV  Salt 
Lake  City;  KTVK  (TV)  Phoenix,  and 
KFJZ-TV  Fort  Worth. 

Now  in  28  markets. 
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FALL  LINEUP 
Tv  network  sponsors 
make  late  revisions 

While  the  television  networks  were 
hammering  their  summer  program 
schedules  into  shape  (see  page  82), 
a spurt  of  1960-61  business  last  week 
produced  wholesale  revisions  in  their 
new  fall  lineups. 

Alberto-Culver,  Rexall,  P.  Lorillard, 
Reynolds  Tobacco,  Reynolds  Metals, 
Procter  & Gable,  Sterling  Drug,  Chev- 
rolet, Bristol-Myers,  Lever  Bros.,  State 
Farm  Mutual  Insurance  and  S.C.  John- 
son were  among  the  advertisers  re- 
ported signed  or  near  signing  during 
the  week  for  nighttime  network  pro- 
grams next  fall. 

The  resultant  shuffling  and  firming 
were  accompanied  by  other  changes  by 
which  the  networks  hoped  to  strengthen 
their  1960-61  schedules  further,  leav- 
ing the  lineups  reported  only  a week 
earlier  (Broadcasting,  April  11)  out- 
dated in  many  respects.  Changes  had 
been  expected,  however,  and  the  word 
again  last  week  was  that  more  were 
sure  to  come. 

Here,  by  network,  are  the  changes 
reported  as  of  last  Thursday  in  the 
nighttime  schedules  announced  April  3 
by  ABC-TV  and  NBC-TV  and  in  those 
elements  of  the  CBS-TV  lineup  which 
had  been  unofficially  identified  (all 
times  are  New  York  time) : 

ABC-TV  ■ Fred  MacMurray  Show, 
probably  with  Chevrolet  sponsorship, 
was  reported  likely  to  go  into  the 
Thursday  9-9:30  period  which  had  been 
tentatively  reserved  for  Down  Home. 
A Warner  Bros,  anthology  was  being 
considered  for  10:30-11  on  Thursdays 
instead  of  The  Yank.  Room  For  One 
More,  a situation  comedy,  was  in  the 
running  for  7:30-8  Fridays,  and  The 
Law  and  Mr.  Jones,  a drama  with  Proc- 
ter & Gamble  set  for  sponsorship,  was 
being  substituted  for  an  anthology  at 
10:30-11  the  same  night.  The  Dick 
Clark  Show,  originally  planned  for  Fri- 
day at  7:30,  was  rescheduled  at  7-7:30 
Saturday.  Though  no  program  change 
was  involved,  Reynolds  Metals  buttoned 
up  Harrigan  and  Son  in  the  Friday  8- 
8:30  period. 

CBS-TV  ■ Unconfirmed  reports  said 
the  Sunday  evening  schedule  probably 
would  open  at  6 p.m.  with  To  Tell  the 
Truth  or  Person  to  Person,  followed  by 
20th  Century  at  6:30-7:30.  Bristol- 
Myers  was  said  to  be  buying  Candid 
Camera  for  10-10:30  Sunday.  Also  for 
Sunday,  CBS  announced  that  Lever 
Bros,  and  State  Farm  Mutual  Insurance 
would  sponsor  Jack  Benny  in  his  origin- 
ally scheduled  9:30-10  period. 

The  Weir  Brothers  and  For  Pete’s 
Sake,  a pair  of  situation  comedies, 
were  being  aimed  for  Mondays  at  7:30 


and  8,  respectively.  For  Tuesdays, 
Dobie  Gillis  was  moved  into  8:30-9 
replacing  Tom  Ewell,  who  was  resched- 
uled at  9-9:30.  For  Wednesdays,  Aqua- 
naut, adventure  drama,  was  pegged  for 
7:30-8:30  and  some  thought  reportedly 
was  being  given  to  moving  the  601  Park 
Ave.  detective-story  hour  to  make  way 
for  two  as  yet  undetermined  half-hours 
between  8:30  and  9:30.  I’ve  Got  a 
Secret  was  installed  at  9:30-10  on 
Wednesdays. 

For  Thursday,  the  choice  for  7:30- 
8:30  was  said  to  be  between  Checkmate 
and  601  Park  Avenue ; S.C.  Johnson 
and  Lorillard  signed  for  Zane  Grey  at 
8:30-9;  Angel,  a comedy  for  which  Gen- 
eral Foods  signed  some  time  ago,  was 
inserted  at  9-9:30,  Ann  Sothern  was 
reported  under  consideration  for  9:30- 
10  and  Twilight  Zone  (perhaps  with 
Orson  Welles)  or  Dr.  Kildare  for  10- 
10:30. 

For  Fridays,  Route  66,  an  adventure 
story  with  Chevrolet  reportedly  set  as 
part  sponsor,  was  being  considered  for 
8:30-9:30.  And  although  these  were 
not  certain,  Westinghouse’s  campaign- 
and-election  roundup  were  said  to  be 
tentatively  set  for  9:30-10  and  Twilight 
Zone,  if  it  doesn’t  go  in  to  the  Thurs- 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EST). 

NBC-TV 

April  19-22,  25-27  (6:30-7  a.m.)  Con- 
tinental Classroom. 

April  18-22,  25-27  (11-11:30  a.m.) 

Price  Is  Right,  participating  sponsors. 

April  18-22,  25-27  (12:30-1  p.m.)  It 
Could  Be  You,  participating  sponsors. 

April  18,  25  (10-11  p.m.)  The  Steve 
Allen  Plymouth  Show,  Plymouth  through 
N.W.  Ayer. 

April  19,  26  (8:30-9:30)  Ford  Startime, 
Ford  through  J.  Walter  Thompson. 

April  19,  26  (9:30-10  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Lennen 
& Newell  and  Sterling  Drug  through  Nor- 
man, Craig  & Kummel. 

April  20,  27  (8:30-9  p.m.)  Price  Is 
Right,  Lever  through  Ogilvy,  Benson  & 
Mather  and  Speidel  through  Norman, 
Craig  & Kummel. 

April  21  (9:30-10  p.m.)  The  Ford  Show, 
Ford  through  J.  Walter  Thompson. 

April  22  (9:30-10  p.m.)  Masquerade 
Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Gray  Advertising. 

April  23  (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

April  23  (10:30-11  a m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

April  23  (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

April  24  (8-9  p.m.)  Rexall  Special, 
Rexall  through  BBD0. 

April  24  (9-10  p.m.)  Dinah  Shore  Chevy 
Show,  Chevrolet  through  Campbell-Ewald. 

April  24  (10-11  p.m.)  Dow  Hour  of 
Great  Mysteries,  Dow  Chemical  Co. 
through  MacManus,  John  & Adams. 


day  night  spot,  for  10-10:30  Fridays. 

NBC-TV  ■ A live  drama  series  star- 
ring Shirley  Temple  was  identified  as 
Project  X at  7-8  p.m.  Sundays,  and 
National  Velvet,  a family-appeal  show 
with  Rexall  signed  as  alternate-week 
sponsor,  was  ticketed  to  follow  at  8- 
8:30  instead  of  the  originally  scheduled 
No  Place  Like  Home.  Tab  Hunter  in 
Bachelor  at  Large,  situation  comedy 
with  Lorillard  and  Alberto-Culver 
sponsoring,  was  moved  into  the  Sun- 
day 8:30-9  spot  in  place  of  One  Happy 
Family.  NBC  meanwhile  announced 
that  Chevrolet  would  be  back  with 
Dinah  Shore  at  9-10  as  scheduled.  The 
Sunday  10:30-11  period  became  tem- 
porarily open  with  transfer  of  the 
Barbara  Stanwyck  dramatic  show  to 
Mondays  at  10-10:30  with  Alberto- 
Culver  as  alternate-week  sponsor. 

In  other  Monday-night  changes, 
Klondike  was  expected  to  go,  probably 
with  Reynolds  Tobacco  sponsorship, 
into  the  9-9:30  spot  in  place  of  Tall 
Man.  The  9:30-10  period,  originally 
down  for  Hollywood  Angel,. was  desig- 
nated open  and  the  hour-long  specials 
at  10-11  were  rescheduled  to  Tuesdays 
at  the  same  time. 

Sterling  Drug  signed  for  part  spon- 
sorship of  Thriller,  mystery-suspense 
hour,  which  was  scheduled  to  move  to 
9-10  Tuesday’s,  ousting  Dante  and  The 
Westerner.  Move  of  Tab  Hunter  to 
Sunday  nights  left  Wednesdays  10:30- 
11  open.  There  was  no  change  in 
Thursday’s  scheduling,  but  Alberto- 
Culver  signed  to  sponsor  This  Is  Your 
Life  in  the  10:30-11  spot. 

For  Fridays,  replacements  were  be- 
ing considered  for  Raven  at  7:30-8:30, 
and  Dante,  an  adventure  series,  was  be- 
ing considered  as  replacement  for  Head- 
quarters at  8:30-9.  On  Saturdays,  Tall 
Man,  a western,  was  under  considera- 
tion for  8:30-9  in  place  of  Klondike. 
which  was  expected  to  go  into  Tall 
Man’s  originally  scheduled  Monday- 
night  period.  Band  of  Gold  might  be  in- 
serted at  9:30-10  Saturdays,  in  which 
case  World  Wide  60  would  move  back 
to  10-11  instead  of  9:30-10:30. 

Color  cartoon  plans 

In  its  first  foray  into  the  domestic 
tv  film  production  field,  Fremantle  In- 
ternational Inc.,  New  York,  has  an- 
nounced that  the  company  is  co-pro- 
ducing a series  of  Goldentoon  five- 
minute  color  cartoons  in  association 
with  Cullen  Assoc.,  New  York.  Fre- 
mantle has  been  active  in  the  overseas 
distribution  of  tv  films.  Goldentoons 
will  be  animated  versions  of  both  Little 
Golden  Books  and  Golden  Records  and 
will  employ  the  original  story  material 
and  soundtrack.  Groups  of  three  or 
four  of  the  cartoons  will  be  offered  to 
national  sponsors  for  inclusion  in  net- 
work children’s  programs. 


84  (PROGRAMMING) 


BROADCASTING,  April  18,  1960 


Air  Express  gives  sleep-gun  fast,  kid-glove  handling 

When  a toothache  turns  Jackie , a docile  movie  Hon,  into  a pain-maddened  beast — look  out!  For 
trainer  Melvin  Koontz  it’s  no  problem.  One  "pffft"  from  his  Cap -Chur  air- rifle  sends  Jackie  quickly 
off  to  dreamland . . . and  to  the  veterinarian.  The  magic  bullet  is  a harmless  tranquilizing  syringe. 
Both  rifle  and  "ammo"  were  shipped  via  Air  Express  from  Atlanta,  Georgia  to  Jung  lei  and,  Cali- 
fornia . . . and  got  kid-glove  handling  and  dependable, 
overnight  delivery . . . at  low  cost.  These  advantages  can 
help  your  business,  too.  Call  AlR  Express  and  speed 
your  products  FIRST  TO  MARKET. . . FIRST  TO  SELL! 


AIR  EXPRESS 


CALL  AIR-  EXPRESS  DIVISION  OF  RAILWAY  EXPRESS  AGENCY 


GETS  THERE  FIRST  VIA  U.  S.  SCHEDULED  AIRLINES 


BROADCASTING,  April  18,  19C-0 


85 


NO  MIAMI  IN  MINNEAPOLIS 

D.j.  meeting  is  far  cry  from  last  year; 
serious  debate  produces  code  of  ethics 


The  First  Annual  Membership  Meet- 
ing of  the  Disc  Jockey  Assn.,  April  9- 
10  in  Minneapolis  was  a far  cry  from 
the  riotous  Second  Annual  Radio  Pro- 
gramming and  Pop  Music  Disc  Jockey 
Convention,  held  in  Miami  Beach  last 
Memorial  Day  weekend. 

In  Minneapolis,  the  disc  jockeys 
were  strictly  businessmen. 

In  Miami  Beach  “some  3,000  disc 
jockeys,  station  executives,  record  com- 
pany salesmen  and  talent  sunned, 
swam,  swizzle-sticked  and  business-ses- 
sioned  their  way”  through  a three-day 
weekend.  It  was  estimated  the  soiree 
cost  the  Storz  Stations,  conveniton 
host,  $55,000  and  the  record  com- 
panies another  $200,000  out  of  a total 
collective  tab  more  than  $800,000 
(Broadcasting,  June  8,  1959). 

The  Minneapolis  meeting  had  no 
host,  no  record  company  representa- 
tion, no  sunning,  no  swimming  and 
very  little  swizzle-sticking.  About  100 
disc  jockeys  met  to  frame  a code  of 
ethics  and  elect  officers  (see  box). 

Debate  Consideration  ■ The  DJA 
code  was  produced  after  hours  of  earn- 
est consideration  and  heated  debate  by 
a committee  under  the  chairmanship 
of  Grahame  Richards,  program  direc- 
tor of  the  Storz  Stations.  It  was  unani- 
mously approved  by  the  membership. 
The  code  states  that  each  DJA  mem- 
ber “accepts  as  continuing  requirement 
of  his  position  the  obligation  to  enter- 
tain and  to  inform  the  listening  au- 
dience to  the  best  of  his  abilty  within 
the  framework  of  his  station’s  policies 
and  industry-wide  governmental  regu- 
lations.” 

In  fulfilling  his  obligations,  the  code 
proposes  that  each  member  should  be 
guided  by  these  principles: 

“That  such  individual  judgment  and 
discretion  as  is  granted  to  him  by  his 
station  for  the  selection  of  recorded 
music  to  be  broadcast  should  be  based 
on  his  fair  and  unbiased  evaluation.  In 
order  to  prevent  having  his  judgment 
influenced,  he  shall  avoid  the  accept- 
ance of  any  favors  from  interested  par- 
ties which  may  tend  to  evoke  a sense 
of  personal  favoritism  or  professional 
obligation. 

“That  he  shall  have  no  outside  in- 
terest, business  or  professional  connec- 
tions without  the  advance  knowledge 
and  approval  of  station  management. 

“That  he  shall  so  conduct  himself, 
on  and  off  the  air,  as  to  bring  credit, 
distinction  and  public  approval  to  the 
broadcasting  industry.” 

Changing  Atmosphere  ■ No  one  who 
has  seen  the  word  “payola”  blazoned 


in  96-point  type  across  the  front  page 
of  his  daily  newspaper  has  to  wonder 
what  caused  the  change  in  climate 
from  the  disc  jockeys’  gatherings  in 
1959  and  1960.  The  tv  investigations 
arising  from  charges,  denials  and,  at 
long  last,  confessions  of  rigged  quiz 
shows,  turned  to  radio  with  companion 
charges  that  some  of  the  records  on 
the  most-played  lists  won  their  enviable 
position  not  from  merited  choice  but 
from  payment  for  placement.  Oaths  of 
purity  were  required  of  record  players 
by  station  managements;  legislation  to 
ensure  such  purity  was  proposed  in 
Congress;  all  d.j.’s  were  questioned.  A 
few  were  found  guilty  and  lost  their 
jobs. 

Jim  Hawthorne,  Sunday  night  disc 
jockey  at  KFWB  Los  Angeles,  weekday 
weatherman  and  host  to  the  late  movies 
on  KTTV  (TV)  in  that  city,  was  re- 
elected to  his  second  term  as  DJA  pres- 
ident. He  emphasizes  that  the  organi- 
zation’s origin  predates  the  current  in- 
vestigations. It  was  early  in  1958,  he 
recalls,  that  Bill  Gavin,  radio  program 
consultant  who  is  now  DJA  treasurer, 


DJA  officers 

In  addition  to  framing  a code 
of  ethics,  the  Disc  Jockey  Assn, 
elected  officers  to  carry  out  its 

g*  program  for  the 

Re-elected  pres- 

Jim  Hawthorne, 
KFWB  Los  An- 

officers  are  Scott 
Hawthorne  Muni  WMCA 

New  York,  first  vice  president; 
Bob  (Coffeehead)  Larsen,  WRIT 
Milwaukee,  second  vice  president; 
Fred  Hohl,  WAME  Miami,  third 
vice  president;  Grahame  Rich- 
ards, Storz  stations,  fourth  vice 
president;  Bob  Cooper,  KVI  Seat- 
tle, fifth  vice  president;  Gene 
Kaye,  WAEB  Allentown,  Pa., 
sixth  vice  president;  Bill  Ellis, 
KEWB  San  Francisco,  secretary, 
and  Bill  Gavin,  radio  program 
consultant,  treasurer. 

Mr.  Larsen  was  also  named  to 
the  new  DJA  post  of  communi- 
cations officer.  He  is  responsible 
for  disseminating  information 
from  DJA  to  its  membership. 
Four  regional  directors  will  assist 
Mr.  Larsen  in  his  duties. 


approached  him  with  the  idea  of  a pro- 
fessional association  of  disc  jockeys 
designed  to  encourage  a higher  public 
regard  and  respect  for  the  profession. 

Mr.  Hawthorne  says  the  DJA  has 
won  the  support  of  a number  of  broad- 
casters whose  stations  specialize  in  d.j. 
programming.  Todd  Storz,  president 
of  the  Storz  stations;  Lionel  Baxter,  ex- 
ecutive vice  president  of  the  Storer  sta- 
tions; Gerald  Spain,  program  director 
of  WHK  Cleveland  (one  of  the  Metro- 
politan stations);  Joel  Sebastian  of 
KLIF  Dallas  (a  McLendon  station)  and 
Chuck  Blore,  program  vice  president 
of  Crowell-Collier’s  broadcast  division 
and  program  director  of  KFWB  Los 
Angeles,  were  among  the  management 
representatives  at  the  Minneapolis  meet- 
ing, Mr.  Hawthorne  reported.  He  paid 
special  tribute  to  the  efforts  of  Robert 
Purcell,  head  of  Crowell  - Collier’s 
broadcast  operations,  for  eliciting  the 
support  of  station  management  for 
DJA.  “Without  Mr.  Purcell,  there 
wouldn’t  be  an  association  today,”  Mr. 
Hawthorne  said  last  week. 

Support  NAB  Stand  ■ In  addition  to 
drafting  and  adopting  a code  of  ethics, 
the  DJA  membership  authorized  DJA’s 
attorney,  Ben  Starr  of  New  York,  to 
draft  a letter  to  the  National  Assn,  of 
Broadcasters  in  support  of  NAB’s  stand 
on  the  current  FCC  interpretation  of 
Sec.  317  of  the  Communications  Act. 
The  d.j.’s  say  an  announcement  that 
records  were  not  purchased  but  sup- 
plied free  works  an  unwarranted  hard- 
ship on  both  the  station  and  its  au- 
dience. 

Rep.  Oren  Harris  (D-Ark.),  chairman 
of  the  House  Legislative  Oversight 
Subcommittee  which  has  spearheaded 
the  government’s  payola  investigation, 
was  invited  to  attend  the  DJA  meeting. 
Wiring  his  regrets,  Rep.  Harris  said: 
“I  applaud  your  efforts  to  crystallize 
your  association  into  a strong  cohesive 
force  in  the  interests  of  the  radio  in- 
dustry and  formulation  of  a code  of 
ethics  for  those  of  your  industry.” 

KYW-TV  pre-empts 
‘Today’  for  etv  show 

KYW-TV  Cleveland  pre-empts  a half- 
hour  of  the  Today  show  each  Tuesday 
to  present  a program  designed  to  keep 
area  teachers  abreast  of  modern  edu- 
cational developments.  Titled  Tomor- 
row’s Learning — Today,  it  will  be 
watched  by  2,000  teachers  in  class- 
rooms of  21  area  schools  from  8-8:30 
a.m.  for  eight  consecutive  Tuesdays. 

Dr.  Bernard  H.  Gundlach,  associate 
professor  of  mathematics  at  Bowling 
Green  State  U.,  is  the  instructor.  The 
show  will  center  around  methods  of 
making  grade  school  arithmetic  and 
algebra  novel  and  exciting  to  the  stu- 
dents. 
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KIM  HUNTER  AND  DANE  CLARK  IN  THE  CLOSING  DOOR  ON  “THE  PLAY  OF  THE  WEEK”-AN  NTA  RELEASE 


It’s  "Scotch”  BRAND  Video  Tape  "Live”  Action  for 

THE  PLAY  OF  THE  WEEK 


]^£lNNESOTA  JOINING  AMD  J^Ja  N U F A C T U R I MG  COMPANY 

...WHERE  RESEARCH  IS  THE  KEY  TO  TOMORROw''9ffl^^'' 

"ScoTCH”and  the  Plaid  Design  are  Registered  Trademarks  of  3M  Co.,  St.  Paul  6,  Minn.  Export:  99  Park  Ave.,  New  York.  Canada:  London,  Ontario.  © 1960  3M  Co. 
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□ Television  is  proving  its  potential  again  this 
season  to  viewers  across  the  nation.  Each  week 
'The  Play  of  the  Week”,  a highly-acclaimed 
dramatic  series,  presents  a theater  classic  with  a 
cast  of  top  Broadway  talents.  Integral  to  the  show 
is  "Scotch”  brand  Video  Tape,  used  by  the 
show’s  producers,  National  Telefilm  Associates, 
Inc.,  to  capture  the  "live”  perfection  of  the  origi- 
nal performance.  Tapes  are  then  used  for  rebroad- 
cast by  television  stations  from  coast  to  coast. 

I I And  so  it  goes  throughout  the  television  industry. 


Memorable  moments  as  well  as  "hard-sell”  com- 
mercials are  being  captured  on  tape  in  increasing 
numbers.  The  wonder  of  tape  pares  production 
costs  substantially,  creates  "fluff-free”  perform- 
ances, permits  flexibility  in  rehearsals  and  shoot- 
ing. Is  it  any  wonder  that  tape  has  revolutionized 
the  television  industry?  □ "Scotch”  brand 
Video  Tape,  like  audible  range  and  instrumenta- 
tion tapes,  was  pioneered  by  3M  research — the 
kind  of  research  that  keeps  3M  magnetic  products 
first  in  proved  quality  for  professional  use. 


FOREIGN  SNAG  IN  TV  FILM  TALKS 

Producers  offer  pension  plan  payments  instead  of  residuals 


Fees  for  foreign  broadcasts  of  U.S. 
produced  tv  film  programs  continue  as 
the  major  hindrance  to  completion  of 
a contract  between  the  writers  and  pro- 
ducers of  tv  film  programs.  Negotiat- 
ing committees  of  Writers  Guild  of 
America  and  the  Alliance  of  Television 
Film  Producers  met  last  Tuesday  and 
again  on  Wednesday  (April  12-13). 
They  adjourned  without  setting  a date 
for  the  next  meeting.  Meanwhile,  the 
guild  committee  will  study  a formula 
proposed  by  the  producers  for  payments 
to  a pension  plan,  offered  in  lieu  of  for- 
eign residuals.  The  question  unan- 
swered last  week  was  whether  WGA 
will  accept  any  substitute  or  hold  out 
for  foreign  residuals. 

Today  (April  18),  WGA  negotiators 
are  scheduled  to  meet  with  a similar 
group  from  the  Assn,  of  Motion  Picture 
Producers.  This  is  the  first  time  the 
writers  and  the  major  motion  picture 
producers  have  met  since  10  days  be- 
fore the  WGA  strike  against  AMPP 
began  last  Jan.  16.  Both  sides  were 
cautious  about  predicting  what  may 
happen.  But  an  optimism  was  reflected 
that  the  method  of  settlement  of  the 
conflict  between  AMPP  and  the  Screen 
Actors  Guild  (At  Deadline,  April  11) 
might  be  applicable  here  as  well. 

In  both  disputes,  the  paramount  issue 
was  the  demand  of  the  guilds  for  addi- 


tional payment  to  their  members  when 
post-’48  theatrical  motion  pictures  on 
which  they  were  employed  are  sold  to 
television.  The  new  AMPP-SAG  con- 
tract calls  for  such  payment  to  actors 
for  theatrical  films  produced  after  Jan. 
31,  1960.  But  the  actors  did  not  win 
these  fees  for  movies  produced  between 
Aug.  1,  1948,  and  Jan.  31,  1960.  In- 
stead, the  producers  agreed  to  contribute 
$375,000  toward  establishing  a health 
and  welfare  fund  for  actors  and  to 
make  payments  totaling  $2.25  million 
to  give  actors  a pension  plan  similar  to 
that  enjoyed  by  other  motion  picture 
unions. 

Unlike  the  actors,  the  writers  have 
been  participating  in  the  Motion  Pic- 
ture Industry  Pension  Fund,  so  that 
part  of  the  formula  used  in  settling  the 
SAG-AMPP  strike  could  not  apply 
here.  WGA  does  not  have  a health  and 
welfare  plan,  however.  The  attitude  of 
many  writers  is  reported  to  be  that 
their  dispute  with  the  producers  is 
primarily  a matter  of  money  and  that 
the  method  of  payment  does  not  matter 
very  much,  so  long  as  the  money  is 
forthcoming. 

Next  item  on  the  SAG  agenda  is  to 
negotiate  a new  contract  with  the  tv 
film  producers.  The  former  agreement 
was  to  have  expired  on  March  31.  But 
because  SAG  was  then  embroiled  in  its 


strike  against  the  major  movie  makers, 
the  tv  contract  was  extended  for  an  in- 
determinate period  not  to  exceed  60 
days.  SAG  has  not  yet  drafted  the  de- 
mands it  will  present  to  the  tv  film  pro- 
ducers, but  expects  to  do  so  in  time  for 
negotiations  to  begin  early  next  month. 

An  added  starter  in  the  list  of  those 
asking  for  a share  in  the  proceeds  from 
the  sale  of  theatrical  motion  pictures  to 
television  is  the  Composers  and  Lyri- 
cists Guild,  which  has  NLRB  certifica- 
tion as  bargaining  agent.  Like  the  other 
guilds,  CLG  wants  a share  of  the  tv 
money  and  has  called  a membership 
meeting  for  Thursday  (April  21)  at  the 
Beverly  Hills  Hotel,  to  ask  for  author- 
ization to  strike  against  the  major  film 
producers. 

AMPP  has  had  no  formal  demand 
nor  any  request  for  negotiating  meet- 
ings from  the  International  Alliance  of 
Theatrical  Stage  Employes,  which  ear- 
lier made  known  its  position  that  it 
would  expect  double  the  amount  given 
to  all  other  guilds  and  unions  for  the 
rights  to  use  the  theatrical  pictures  on 
tv,  to  be  allotted  for  the  studio  crafts- 
men and  technical  employes  belonging 
to  the  more  than  20  unions  linked  to- 
gether as  branches  of  IATSE.  It  is  be- 
lieved probable  that  IATSE  will  not  ap- 
proach the  AMPP  until  the  producers’ 
association  has  reached  agreements 


New  news  ■ In  a time  when  news- 
men are  preoccupied  with  “news  in 
depth,”  WNEW-TV  New  York  has 
decided  to  add  another  dimension 
to  its  coverage,  news  for  children. 

Children’s  news  segments  pre- 
miered this  month  on  two  shows,  the 
weekday  morning  Sandy  Becker 
Show,  and  the  weekly  Wonderama, 
three-hour  Sunday  morning  program 
conducted  by  Sonny  Fox.  The  pro- 
gramming grew  out  of  station  re- 
search confirming  for  WNEW-TV 
that  there  is  a need  of  “news  for  the 
tremendous  children’s  market.” 

Segments  on  the  Sandy  Becker 
Show  use  government  sources  and 
occupy  the  final  five  minutes  of  the 
daily  8:30-9:30  a.m.  show  time. 
News  on  the  Sunday  Wonderama 
takes  the  form  of  1 5-minute  in-depth 
discussions  by  children  themselves. 
The  first  one  was  on  presidential 
primaries  April  3,  presented  with  a 
mock  primary  and  recorded  mes- 
sages from  Sens.  John  Kennedy  (D- 
Mass.)  and  Hubert  Humphrey  (D- 
Minn.)  asking  for  the  young  New 
Yorkers’  “votes.” 
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with  the  writers  and  directors  and  pos- 
sibly other  groups  as  it  has  with  the 
actors  on  sharing  tv  receipts  from  the 
sale  of  theatrical  movies. 

The  Directors  Guild  of  America  pre- 
sented its  demands  to  ATFP  and 
AMPP  Thursday  (April  14)  in  a two 
hour  session  that  adjourned  without  any 
date  being  set  for  resumption  of  nego- 
tiations. The  current  guild  contract, 
which  expires  April  30,  is  a joint  pact 
covering  all  film  production,  whether 
for  theatrical  or  tv  use,  unlike  the  prac- 
tice of  WGA  and  SAG  which  have 
separate  contracts  with  ATFP  and 
AMPP. 

Like  the  other  guilds,  DGA  is  asking 
for  a share  in  proceeds  from  the  tv  use 
of  theatrical  films,  extra  payment  for 
foreign  use  of  tv  films  and  increases  in 
minimum  wage  scales  (Broadcasting, 
April  11). 

WGA,  networks  agree 

The  Writers  Guild  of  America  and 
NBC,  ABC  and  CBS  have  reached 
agreement  on  a new  contract  covering 
radio-tv  staff  and  freelance  writers.  A 
WGA  spokesman  said  the  proposed 
pact  will  be  submitted  to  the  member- 
ship for  ratification  in  about  10  days. 
Neither  the  networks  nor  the  union 
would  discuss  details  of  the  agreement, 
though  the  union  had  sought  a substan- 
tial increase  in  wages  and  freelance  fees 
and  a provision  for  payment  for  over- 
seas sales  of  programs. 

Only  33  can  collect 
in  BMI  suit — Ryan 

The  judge  in  charge  is  on  record  as 
making  clear  that  only  the  33  plaintiffs 
in  the  so-called  “song-writers’  suit” 
against  BMI  and  the  broadcasting  in- 
dustry are  eligible  to  collect  damages 
in  the  suit. 

The  ruling  by  Judge  Sylvester  Ryan 
in  U.S.  Court  for  the  Southern  District 
of  New  York  was  expected  to  impede 
seriously  the  plaintiffs’  practice  of  so- 
liciting contributions  from  non-plaintiff 
songwriters  to  help  pay  for  the  prosecu- 
tion of  the  suit.  The  plaintiffs  have 
maintained  that  they  were  suing  both 
for  themselves  and  in  behalf  of  some 
3,000  other  songwriters. 

Judge  Ryan  also  indicated,  although 
he  said  this  would  not  be  binding  on 
the  trial  judge,  that  the  plaintiffs  might 
not  be  permitted  to  present  testimony 
by  other  songwriters  in  their  effort  to 
make  their  case. 

The  suit  seeks  $150  million  damages, 
but  earlier  rulings  denied  the  song- 
writers the  right  to  recover  for  non- 
dramatic  performance  rights,  which  de- 
fendants say  account  for  practically  all 
of  the  damages  sought. 
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ECONOMY  VIDEO  SYSTEMS  . . . 
From  ELECTRON  CORPORATION 


For  Education 


For  Commercial 


From  a single  camera  to  a complete  broadcast  or  closed 
circuit  television  system.  Electron  Corporation  provides  a sat- 
isfactory result  at,  oftentimes,  startlingly  low  prices.  May 
we  hear  your  ideas  and  give  you  a quote  on  your  needs? 


Broadcast  Television  Packages 
Closed  Circuit  Television  Systems 
Translator  Television  Systems 


Economy  Television  Camera  Chains 
Remote  Control  Television  Systems 
Television  Distribution  & Receiving  Systems 


ELECTRON  CORPORATION 

Subsidiary  of  Ling-Altec  Electronics,  Inc. 

P.O.  Box  5570  Phone:  Adams  5-3424 

Dallas,  Texas  or  Adams  5-3273 


BROADCASTING 

ths  eusiNessweeKLY  of  television  and  radio 

es  St.,  N.  W.  Washington  6,  D.  C. 

SUBSCRIPTION  ORDER 

my  subscription  immediately  for— 

□ 52  weekly  issues  of  BROADCASTING  $ 7.00 

0 52  weekly  issues  and  Yearbook  Number  11.00 

0 Payment  attached  0 Please  Bill 


Please 


name 

title / position 

company  name 

address 

city 

zone 

state 

Hend  to  home  address 

CALLS  FOR  MORE  TV  CULTURE 

Weaver  says  quality  can  work  for  public 


Leaders  in  visual  communications 
last  week  heard  a plea  for  a “cultural 
breakthrough”  in  television  and  a pre- 
diction that  video  tape  will  replace  film 
entirely  in  tv  within  three  to  five  years. 

These  were  the  tv  highlights  of  a 
two-day  International  Visual  Commu- 
nications Conference  held  in  New  York 
under  the  auspices  of  the  Art  Direc- 
tors Club  of  New  York.  In  a pre-con- 
ference session,  the  club  presented  its 
annual  awards  for  artistic  creations  in 
1959,  including  tv  commercials  (see, 
page  46). 

The  call  for  a cultural  breakthrough 
came  from  Sylvester  L.  (Pat)  Weaver 
Jr.,  former  NBC  chairman  and  now 
chairman  of  McCann-Erickson  Corp. 
(International). 

Mr.  Weaver  challenged  those  execu- 
tives at  tv’s  helm  who  feel  cultural 
programming  will  not  work  and  that  tv 
must  program  “what  the  people  want.” 
To  the  contrary,  he  said,  “quality”  or 
cultural  programming  can  work  for  the 
public  and  the  public  can  want  such 
shows  if  they  are  programmed  and 
scheduled  correctly  and  sold  knowledge- 
ably. 

Wrong  Time  Slots  ■ At  one  point, 
Mr.  Weaver,  who  delivered  the  key- 
note address  to  the  conference,  said 
current  failings  in  “non-fiction”  pro- 
gramming can  be  laid  to  the  shows  ap- 
pearing at  the  wrong  times  and  to 
wrong  exploitation.  (He  made  an  ob- 
lique reference  to  NBC-TV’s  slotting 
public  service  programming  in  prime 
time  on  Saturday  night.) 

The  communications  industry,  said 
Mr.  Weaver,  must  “fight  always  for 
quality”  while  disseminating  informa- 
tion about  the  “new  age”  the  world  is 
entering.  He  noted,  for  example,  that 
communications  advances  would  mean 
that  in  time  women  freed  by  modern 
appliances  from  “drudgery  of  work 
. . . will  not  be  either  frustrated  or 
trivialized  in  interests  by  mesmerizing 
entertainment,  but  rather  will  be  shown 
what  leisure  can  mean  to  the  whole 
person.” 

What  can  tv  leaders  do:  “Elevate 
standards  and  inspire  the  finer  things” 

. . . “Let  it  be  known  that  management 
will  reward  the  new  and  experimental.” 
Said  Mr.  Weaver:  Those  at  the  top  in 
tv  should  be  doing  “more  shows  about 
the  real  world,”  and  providing  tv  pro- 
grams to  “upgrade  and  uplift”  the  tv  art. 
They  have  “no  excuse”  for  not  bringing 
the  “glory  and  excitement  of  the  real 
world”  to  the  public,  Mr.  Weaver  ob- 
served, adding  that  management  in  tv 
is  in  need  of  thinking  that  is  not  “ante- 
diluvian.” He  attacked  what  he  called 
“slipshod  reasons”  of  tv  executives  in 


perpetuating  a notion  that  tv  must  pro- 
gram what  the  people  want.  His  theme: 
As  in  the  uphill  fight  to  gain  acceptance 
among  advertisers  for  the  spectacular, 
people  couldn’t  determine  whether  or 
not  they  wanted  them  because  “people 
didn’t  know  what  they  were.” 

Comics  and  Sports  ■ If  the  current 
“electronic  attitude”  were  applied  by 
newspapers  in  the  same  manner  as  in 
television,  papers  would  run  only  “com- 
ic strips  and  sports  pages,”  Mr.  Weaver 
avered. 

In  another  session,  Charles  Black, 
finance  officer  of  Ampex  Corp.,  pre- 
dicted that  “electronic  video-tape  proc- 
esses” will  replace  “photo-chemical 
processes”  in  television  production  with- 
in three  to  five  years,  film  photography 
having  a “little  or  no  application.”  Mr. 
Black  hailed  the  Ampex-developed  “in- 


Cartoon disc  jockey  ■ Each 
morning  from  7 to  9 a.m.  WLOS- 
TV  Asheville,  N.C.,  caters  to  the 
cartoon  lovers  in  its  area.  Cartoon 
Parade,  with  host  Bill  Norwood 
(above)  runs  cartoons  on  the 
basis  of  audience  request.  The 
station  keeps  its  Popeyes,  Daffy 
Ducks,  and  Mickey  Mouses  well 
catalogued  and  filed  in  a library 
that  holds  over  2,000  films.  The 
station  explains  that  most  viewers 
request  cartoons  in  a general 
way — “play  a Bugs  Bunny,”  for 
instance.  However  some  requests 
get  more  specific:  “.  . . the  one 
where  the  lion  chases  the  cat.” 
Then  it’s  up  to  Mr.  Norwood  who 
receives  an  average  of  150  re- 
quests a day  to  put  his  memory 
to  use.  An  iron-clad  rule  is  never 
failing  to  read  a name  (with  an 
extra  “thank  you”  if  a cartoon 
can’t  be  slated). 


tersync”  which  permits  editing  of  tape 
with  ease  as  a breakthrough  permitting 
tape  to  be  used  in  as  many  versatile 
ways  as  any  other  product  including 
film. 

Future  advances  — The  tape  tech- 
nique, he  commented,  was  not  static;  “It 
hasn’t  even  got  started.”  In  video-tape 
other  advancements  were  seen  by  Mr. 
Black:  Highspeed  duplication  of  tapes; 
better  cameras  (he  noted  the  Marconi 
camera  and  the  new  RCA  camera  al- 
ready introduced),  electronic  editing  and 
splicing  (as  already  shown  at  the  NAB 
convention),  electronic  wave-length 
lighting,  cartridge  automatic  program- 
ming, smaller,  lighter  and  cheaper  re- 
corders and  home  tv  recorders. 

Ironically  Mr.  Black  followed  an 
Eastman  Kodak  speaker  who  appeared 
earlier  that  afternoon  (Norman  E. 
Salmons,  manager,  Eastman’s  Audio- 
visual service)  on  new  audio-visual  de- 
vices developed  by  that  company  which 
also  is  a leading  supplier  of  motion 
picture  film. 

Five  stations  win 
SDX  journalism  award 

Winners  of  Sigma  Delta  Chi’s  28th 
annual  Distinguished  Journalism  Serv- 
ice Awards  are  being  announced  today 
(April  18)  by  Victor  E.  Bluedorn,  na- 
tional awards  director. 

Among  the  recipients  are  WBZ-TV 
Boston  (Westinghouse  station),  WGN- 
TV  Chicago  (owned  by  the  Chicago 
Tribune ),  WIP  Philadelphia  (Metro- 
politan station),  and  newsmen  for 
KPFK-FM  Los  Angeles  and  KGVO 
Missoula,  Mont. 

Bronze  medallions  and  plaques  will 
be  presented  at  the  national  professional 
journalistic  fraternity’s  annual  awards 
banquet  at  Washington’s  National  Press 
Club  May  18.  They  will  be  given  to 
WBZ-TV  for  public  service  in  tv  jour- 
nalism, WGN-TV  for  tv  reporting, 
WIP  for  public  service  in  radio  jour- 
nalism, KPFK-FM’s  program  and  pub- 
lic affairs  director,  Gene  Marine,  for 
radio  newswriting,  and  to  KGVO’s  news 
director,  Donald  H.  Weston,  for  radio 
reporting. 

The  presentations  will  be  made  by 
V.M.  Newton  Jr.,  managing  editor  of 
the  Tampa  (Fla.)  Tribune  and  SDX  na- 
tional president. 

The  awards,  made  annually  since 
1932,  cover  15  categories,  including  ra- 
dio and  tv. 

The  citations: 

To  WBZ-TV — For  a “comprehensive 
and  imaginative  report”  (Sick  Transit), 
for  focusing  attention  on  a metropolitan 
problem  and  skillfully  dramatizing  solu- 
tions. 

To  WGN-TV — For  coverage  of  a 
Chicago  Midway  Airport  crash,  despite 
pre-dawn  obstacles;  getting  the  story 
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The  Business 
The 

Stage  Coach 
Lost! 


In  its  day,  the  stage  coach  was  tops.  With  the  freight  wagon,  it 
served  communities  with  no  other  suitable  transport.  When  the 
railroads  reached  enough  of  the  old  stage  towns,  the  coach  and 
freight  wagon  faded  into  dusty  frontier  history. 

Not  only  because  the  railroad  could  better  handle  the  existing 
business  the  stage  coaches  had,  but  more  importantly  because  the 
enormous  new  business  created  by  superior  service  was  traffic 
which  could  never  have  been  handled  by  muscle  power. 

In  transportation,  as  in  other  fields,  business  tends  to  go  to 
those  best  qualified  to  handle  it ...  to  those  able  to  provide,  over- 
all, the  best  service.  And  new  forms  of  transportation  in  turn 
create  new  business  the  older  forms  never  had. 

Not  all  the  freight  handled  by  motor  truck  has  been  taken  from 
railroads,  to  cite  an  example,  nor  is  all  air  freight  business  diverted 
from  either  railroads  or  trucks.  Availability  of  truck  service  has 
created  vast  new  markets  for  industry  and  agriculture  — many 
of  them  beyond  the  physical  service  facilities  of  other  forms  of 
transportation. 

Trucks  are  fast,  flexible— able  to  pick  up,  deliver  or  line  haul 
any  time  of  the  day  or  night  wherever  there  are  roadways.  That  is 
why  trucks  today  haul  more  tons  of  freight,  within  and  between 
communities,  than  all  other  forms  of  transport  combined. 


AMERICAN  TRUCKING 

American  Trucking  Associations,  Inc.,  Washington  6,  D.  C. 
THE  WHEELS  THAT  GO  EVERYWHERE 


INDUSTRY 
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“accurately,  completely,  effectively  and 
uniquely.”  A vivid,  direct  assessment 
of  loss  of  life,  injuries  and  property 
damage,  eye-witness  account  and  follow- 
up interview. 

To  WIP — For  its  series,  World  in 
Perspective,  thoughtfully  conceived  and 
effectively  produced,  bringing  obviously 
strong  audience  impact.  Other  virtues: 
international  scope,  coverage  of  a wide 
range  of  subjects  and  directness  of  ap- 
proach. 

To  Mr.  Marine  of  KPFK-FM — For 
depth  newswriting  of  the  celebrated 
Caryl  Chessman  case.  Though  the  lat- 
ter’s drawn-out  legal  fight  to  escape  the 
gas  chamber  was  headline  news,  Mr. 
Marine  reported  in  depth — a docu- 
mentary spanning  1 1 years. 

To  Mr.  Weston  of  KGVO— For  ra- 
dio reporting  in  direct  broadcasts  from 
the  scene  of  the  Madison  Canyon-Yel- 
lowstone  Park  earthquake  and  in  tape 
recorded  interviews  with  survivors  and 
rescue  workers — under  extremely  dif- 
ficult working  conditions. 

Broadcast  members 
in  AP  increase 

Radio-tv  membership  in  the  Associ- 
ated Press  rose  from  1,878  in  1958  to 
2,042  in  1959.  Frank  J.  Starzel,  AP 
general  manager,  reported  to  members. 

The  general  manager’s  Annual  Re- 
port, mailed  to  members  in  advance  of 
the  annual  meeting  in  New  York  on 
April  25,  shows  that  publication  mem- 
bership rose  slightly  from  1,763  to  1,- 
778  in  1959;  537  members  were  served 
directly  on  the  Wirephoto  network  and 
91  others  subscribed  to  other  types  of 
wirephoto  service. 

The  number  of  countries  served 
abroad,  Mr.  Starzel  said,  reached  75, 
with  the  addition  of  service  to  Bulgaria 
and  Honduras. 

Mr.  Starzel  noted  that  the  year 


brought  expansion  of  activity  in  the 
AP  news  report  in  response  to  the  “ever- 
growing demands  by  newspapers  and 
broadcasters  for  more  reporting-in- 
depth, more  analysis  of  significance  in 
events  and  trends  and  wider  portrayal 
in  human  interest  or  ‘people-to-people- 
terms’.” 

‘Herridge’  sales  rise 
everyplace  but  U.S. 

CBS  films  has  been  bunching  sales 
abroad  for  its  taped  Robert  Herridge 
Theatre  but  the  going  is  sticky  in  the 
U.S.,  though  Polaroid  reportedly  has 
shown  interest.  There  are  26  shows 
in  the  anthology,  an  experimental  con- 
cept that  budgeted  each  show  at  an 
estimated  production  cost  under  $15,- 
000  (Broadcasting,  May  18,  1959). 

The  boxscore  stood  two  weeks  ago: 
entire  series  sold  to  Australian  Broad- 
casting Commission  to  be  telecast  on 
six  stations  about  July  1;  similarly  to 
the  Canadian  Broadcasting  Corp.  for 
broadcasts  to  begin  July  5 on  CBC's 
35-station  English  speaking  network 
10:30-11  p.m.,  and  individual  programs 
in  the  series  to  stations  in  Sweden, 
Denmark,  Germany  and  Finland. 
Should  CBS  Films  fail  to  find  a net- 
work slot  for  the  series — even  as  a 
summer  replacement — it  will  place  the 
programs  in  syndication  in  anticipation 
that  a profit  could  be  returned  if  the 
series  is  sold  to  six  stations  in  major 
markets  at  the  market  price. 

Capitol  Records  offers 
stations  three  plans 

In  the  first  official  action  by  a rec- 
ord company  since  the  FCC’s  March  16 
notice  on  sponsor  identification,  Capi- 
tol Records  Distributing  Corp.  has 
announced  that  it  is  offering  radio  sta- 


tions three  plans  for  obtaining  Capitol 
and  Angel  recordings. 

M.D.  Schuster,  Capitol  vice  presi- 
dent for  distribution,  outlined  the  plans 
in  a letter  to  program  directors.  He  said 
that  stations  (1)  now  receiving  free 
records  could  continue  to  do  so  in  the 
future;  (2)  may  subscribe  to  Capitol 
and  Angel  programming  services,  and 
(3)  may  purchase  recordings  at  the 
distributor’s  price  (46  cents  for  mono- 
phonic singles). 

Capitol  said  that  it  was  the  first 
company  to  give  free  records  to  radio 
stations — beginning  in  1943. 

In  a related  development,  Capitol 
Records  Inc.  President  Glenn  Wallichs 
joined  the  long  list  of  those  asking  the 
FCC  to  reconsider  its  order  that  all 
free  records  must  be  identified  as  such 
when  broadcast  by  stations.  In  a wire 
to  the  commission,  Mr.  Wallichs  said 
that  the  present  literal  interpretation 
creates  a “situation  in  which  it  is  all  but 
impossible  for  new,  young  talent  to  be 
heard  via  records.” 


News  Associates  Inc.,  Washington 
audio  news  service,  has  made  extensive 
plans  for  coverage  of  the  political  con- 
ventions of  the  two  major  parties.  It 
plans  to  set  up  a special  leased  line 
to  feed  convention  activities  live  to 
subscribing  stations,  in  addition  to 
taped  excerpts,  interviews  and  a wrap- 
up  program  on  election  eve  and  elec- 
tion night. 

President  Herbert  Gordon  reports 
that  five  stations  have  signed  ud  for 
the  convention  service  so  far:  WGN 
Chicago:  WHAM  Rochester:  WHAS 
Louisville;  WJR  Detroit  and  WTAG 
Worcester,  Mass.  Convention  activities 
will  be  covered  by  an  NAI  staff  of 
political  reporters  and  editors  from  the 
Washington  bureau,  including  Donald 
Bowers,  executive  news  editor  and  a 
team  of  station  editors.  Among  these 
are  William  Small,  news  director  of 
WHAS  and  president  of  the  Radio 
Television  News  Directors  Assn.,  and 
William  Sheehan,  news  director  of 
WJR. 

H Program  shorts 

Adult  cartoons  ■ Bob  Elliott  and  Ray 
Goulding,  stars  of  CBS  Radio's  Bob 
and  Ray  Show,  will  poke  fun  at  time- 
honored  motion  picture  plots  in  a new 
tv  series,  Bob  and  Ray’s  Hollywood 
Classics,  aimed  at  adult  viewers.  Pro- 
duction is  reported  to  have  started  on 
the  first  of  39  half-hours,  all  of  which 
will  be  produced  entirely  by  Messrs. 
Elliott  and  Goulding  at  their  own  ani- 
mation studios.  The  cartoons  will  be 
packaged  through  Kennedy  Films  Inc. 


Backlog  sale  booms  MGM  net 


One  of  the  advantages  of  having 
film  backlogs  to  sell  to  television  is 
pointed  up  in  the  second  quarter 
report  of  Metro-Goldwyn-Mayer. 
Whereas  gross  revenues  from  tele- 
vision activities  amounted  to  only 
$7,982,000  of  the  company’s  $65,- 
147,000  gross  in  that  period  (28 
weeks  ending  March  17),  they 
amounted  to  $5,402,000  of  the  com- 
pany’s $8,957,000  net. 

The  obvious  reason:  TV  film 

rights,  having  been  amortized  years 
back,  don’t  shrink  much  going  from 
gross  to  net.  By  comparison,  the 
$49,181,000  gross  from  film  produc- 
tion-distribution and  foreign  theatres 
shrank  to  $1,393,000  in  net,  and  the 


$7,291,000  gross  from  records  and 
music  shrank  to  $1,469,000  in  net. 

M-G-M’s  after-taxes-and-interest 
net  profit  was  $3,739,000  for  its 
second  quarter  1960.  This  compared 
to  $3,798,000  for  the  same  period 
a year  earlier.  The  respective  divi- 
dends were  $1.47  in  1960  and  $1.80 
in  1959. 

M-G-M  noted  that  $6,434,000  of 
its  tv  gross  was  for  licensing  of  pre- 
1 949  features  and  shorts  to  tv,  while 
$1,548,000  was  grossed  on  film 
series  and  commercials  produced  for 
tv.  The  company  said  that  existing 
contracts  for  pre-1949  product  will 
bring  in  another  $25,863,000  before 
they  run  out. 


News  Assoc,  plans 
convention  coverage 


92  (PROGRAMMING) 


BROADCASTING,  April  18,  1960 


PHILCO 

TLR-6  TRANSMITTER 

• Operates  in  5900  me  to  7125 
me  bands  • Highly  reliable, 
unattended  operation  • Simpli- 
fied maintenance  • NTSC  com- 
patible color  or  monochrome 

• 1 full  watt  output  • Full  15  KC 
audio  channel  multiplexing  • 
Automatic  standby  • Built-in 
metering  and  test  circuits 


i Philco  microwave  systems  are  “made-to-order”  for  you  . . . designed,  engineered  and 
; installed  to  meet  your  specific  requirements.  Stable,  broad  band  transmission  makes 
Philco  microwave  equally  applicable  to  closed  circuit  TV  for  educational  and  industrial 
| use;  for  community  TV  and  for  S-T-L  relay. 

Philco  TLR-6  microwave  provides  economical  transmission  of  NTSC  compatible 
color  or  monochrome  TV  signals,  plus  full  audio  channel.  It  also  provides  the  highest 
power  in  the  industry — 1 full  watt  output,  to  assure  outstanding  operational  reliability 
| for  continuous,  unattended  service. 

Philco  engineers  will  be  happy  to  help  you  with  your  special  microwave  requirements, 
j Write  today  for  additional  information.  Inquire,  too  about  Philco’s  highly  efficient 
■ TURNKEY  SERVICES  which  include  . . . Site  Survey  • System  Planning  • Installation 
• Field  Service. 


Government  & Industrial  Group,  4700  Wissahickon  Avenue,  Philadelphia  44,  Pa. 

In  Canada:  Philco  Corporation  of  Canada  Limited,  Don  Mills,  Ontario. 


PH  I LCO 
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Spicing  up  the  show 


Determined  to  see  that  there  are 
no  dull  spots  in  the  proceedings  of 
the  Democratic  National  Convention 
the  party’s  Committee  of  the  Arts 
has  set  up  a four-point  program  de- 
signed to  keep  the  tv  audience  tuned 
in  for  the  full  five-day  meeting  at 
Los  Angeles’  new  Sports  Arena  from 
the  opening  prayer  on  Monday,  July 
11,  to  the  final  huzzah  for  the  party’s 
candidate  on  Friday,  July  15. 

As  outlined  by  Alan  Rifkin,  na- 
tional director  of  DNC’s  arts  com- 
mittee, the  entertainment  program 
comprises: 

(1)  A 2614 -minute  film  which  will 
be  used  during  an  appropriate  part 
of  convention  proceedings,  but  not 
as  a replacement  for  the  keynote 
speech  as  was  done  in  1956,  when 
“Pursuit  of  Happiness,”  a filmed  re- 
view of  party  history,  was  the  major 
item  on  the  opening  day’s  program. 
CBS-TV  dropped  its  coverage  of  the 
film  after  a few  minutes,  leading  to 
a vehement  exchange  between  DNC 
and  the  network.  CBS  hotly  rejected 
charges  of  sabotage  and  demands 
that  it  do  a make-good  broadcast  of 
the  film  at  a later  date  (Broadcast- 
ing, Aug.  20,  1956). 

(2)  Live  entertainment  during  the 
five-day  convention. 


(3)  About  a dozen  vignettes  to  be 
taped  in  advance  for  use  during  any 
dull  spots  that  may  occur  in  proceed- 
ings. These  will  be  available  to  the 
tv  networks  if  they  want  to  use  them. 

(4)  A two-hour  spectacular  to 
precede  the  appearance  of  the  candi- 
date in  the  coliseum  on  Friday  eve- 
ning. 

George  Seaton,  well  known  screen 
writer,  is  national  chairman  of  the 
arts  group,  Mr.  Rifkin  said.  Mr.  Rif- 
kin, himself,  is  a prominent  pro- 
ducer-writer of  television  and  motion 
pictures. 

David  Susskind,  founding  partner 
in  Talent  Associates  and  an  ardent 
advocate  of  “live”  programming,  is 
chairman  of  live  tv  for  the  commit- 
tee. Harry  Ackerman,  vice  president 
and  executive  producer  of  Screen 
Gems,  is  chairman  for  filmed  tele- 
vision. Serving  with  Mr.  Ackerman, 
among  others,  will  be  Martin  Ma- 
nulis,  head  of  Martin  Manulis  Pro- 
ductions and  former  executive  pro- 
ducer for  20th  Century-Fox  Televi- 
sion; Hubbell  Robinson,  president 
of  his  own  production  company,  and 
Rod  Serling,  award  winning  tv 
writer-producer.  Johnny  Green  has 
been  named  musical  director. 


and  distributed  and  sold  through  Cali- 
fornia National  Productions  Inc. 

Channel  image  ■ Modern  Broadcast- 
ing Inc.,  New  York,  is  offering  tv 
stations  a Channel  Image  Identification 
Plan,  which  consists  of  20  fully  ani- 
mated segments  in  either  color  or  black 
and  white.  The  company  assures  ex- 
clusivity in  a market  and  delivery  in  30 
days  of  eight  2-second,  nine  10-second, 
and  three  20-second  customized  seg- 
ments. The  production  team  includes 
Larry  Elgart  for  music,  Abe  Ajay  for 
creative  art  and  Elektra  for  animation. 
MBI’s  new  location:  545  Fifth  Ave., 
zone  17. 

60-year  coverage  ■ Milestones  of  the 
Century,  consisting  of  260  three  and 
one-half  minute  films  of  news  stories 
going  back  to  1900,  is  now  offered  by 
Cinema-Vue  Corp.,  New  York.  The 
series  is  produced  by  Pathe  News  Inc., 
New  York.  Ed  Herlihy,  tv  announcer, 
narrates  the  program  which  is  designed 
for  five  times  weekly  telecast. 

Old  sailors  never  die  ■ Screen  Gems 
Inc.,  N.Y.,  has  completed  a co-produc- 
tion  agreement  with  Charles  Schneer 
Productions,  which  made  “The  Seventh 
Voyage  of  Sinbad”  for  release  by  Co- 
lumbia Pictures  two  years  ago,  for  a 
new  tv  series  titled  Sinbad  the  Sailor. 
The  half-hour  episodes,  which  may  be 
filmed  in  color,  will  be  shot  on  location 
in  Spain  and  England.  It’s  reported  that 
two  networks  have  put  in  bids  to  obtain 
the  series  in  advance  of  pilot  produc- 
tion. Producer  is  Sidney  Cole,  who 
produced  the  Adventures  of  Robin 
Hood  tv  series. 

Night  and  day  ■ NBC-TV’s  daytime 
quiz  show,  Play  Your  Hunch  (Mon.- 
Fri.  10:30-11  a.m.  EST),  added  a week- 
ly nighttime  version  starting  April  15 
(Fri.  7:30-8  p.m.).  The  program,  which 
stars  Merv  Griffin  as  m.c.,  will  have 
the  same  format  as  the  continuing  day- 
time series,  which  was  launched  Dec.  7, 
1959.  One  nighttime  extra:  cash  prizes 
are  doubled.  People  Are  Funny,  cur- 
rently in  the  Friday  night  slot, 
moved  April  13  to  Wednesday  (10:30- 
1 1 p.m.)  as  replacement  for  the  depart- 
ing Wichita  Town. 

Outdoor  type  ■ CBS  Films,  New  York, 
signed  Matt  Wayne,  star  of  The  Cali- 
fornian, to  play  leading  role  in  a new 
western  series  entitled  The  Hawk.  The 
series  is  set  for  filming  on  location  in 
Utah  as  well  as  in  Hollywood,  and  will 
be  produced  for  CBS  Films  by  Audrey 
Schenck  and  Howard  Koch. 

For  the  kiddies  ■ California  National 
Productions  (NBC  film  subsidiary)  and 
Freemantle  Inc.  to  co-finance  Henry 
and  his  Claymates  children’s  tv  series 
being  filmed  in  stop-motion  technique. 


CNP  will  distribute  in  this  country, 
Freemantle  abroad.  Output  planned  is 
104  five-minute  tv  minute  stories  in  full 
color,  created  by  Art  Clokey  Films, 
Hollywood,  and  designed  for  integra- 
tion in  stations’  childrens  programming. 

Tv  tapery  ■ NTA  Telestudios,  N.Y., 
is  making  available  a 35-page  fact 
book,  Questions  and  Answers  About 
Video  Tape  Commercials.  Heavily  ex- 
panded use  of  tape  in  the  past  year 
prompted  NTA  Telestudios  to  publish 
the  booklet  for  newcomers  among  pro- 
ducers, copywriters  and  directors.  Pres- 
ident George  Gould  of  the  tape  pro- 
duction firm  said  163  stations  are 
equipped  with  Ampex  recorders,  cover- 
ing 82  markets  and  95.5%  of  the  view- 
ing audience. 

Politico  series  ■ A group  of  44  educa- 
tional tv  stations  throughout  the  coun- 
try last  week  began  telecasting  a series 
of  seven  half-hour  programs  dealing 
with  the  presidential  conventions,  titled 
Hats  in  the  Ring.  Consisting  of  film 
and  tape,  the  programs  were  produced 
for  the  National  Educational  Television 
and  Radio  Center,  New  York,  by  Elliot, 
Unger  & Elliot,  New  York,  with  Donald 
Hillman  of  the  Center  staff  as  executive 
producer.  The  programs  will  be  made 
available  to  commercial  tv  stations  by 


the  Center,  which  is  located  at  10  Co- 
lumbus Circle,  New  York  19,  N.Y. 

'Gang'  growth  ■ National  Telepix  Inc., 
N.Y.,  reports  a total  of  15  “Our 
Gang”  comedies  have  been  scored  and 
prepared  for  syndication,  with  a bal- 
ance of  63  to  be  completed  over  the 
next  10  weeks.  The  packager  is  “up- 
dating and  streamlining”  the  series  by 
adding  original  music  scored  by  Jack 
Saunders  and  new  sound  effects.  Each 
of  the  78  units  runs  approximately 
1314  minutes,  according  to  David 
Dietz,  president  of  National  Telepix. 

Hour  for  Noah  ■ CBS-TV  last  week 
commissioned  composer  Igor  Stravin- 
sky and  choreographer  George  Balan- 
chine to  create  a contemporary  music 
and  dance  work  based  on  the  biblical 
story  of  Noah.  The  Stravinsky-Balan- 
chine  creation,  which  was  commis- 
sioned through  Sextant  Inc.,  N.Y.,  a 
newly-formed  tv  and  motion  picture 
production  company,  will  be  seen  on 
CBS-TV  as  an  hour-long  special  at  an 
undetermined  date.  Following  its  tv 
premiere,  the  new  work  will  enter  the 
repertory  of  the  New  York  City  Ballet. 

Opens  film  company  ■ Carl  A.  Car- 
bone, formerly  sales  and  production 
executive  with  National  Screen  Service, 
has  formed  his  own  film  company, 
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Carla  Productions  Inc.  at  245  W. 
55th  St.,  N.Y.  Mr.  Carbone  will 
specialize  in  commercial  and  promo- 
tional films  but  plans  also  to  enter  the 
tv  program  and  motion  picture  fields. 

First  shooting  ■ Filming  started  last 
week  in  New  York  on  the  new  CBS 
Films’  series,  36  Maiden  Lane,  starring 
Scott  McKay,  Diana  Van  Der  Vlis  and 
Chance  Nesbitt.  The  series,  which  con- 
cerns a free-lance  special  claims  investi- 
gator, was  created  by  Art  Wallace  and 
is  being  produced  by  George  Justin 
and  directed  by  Gerald  Mayer. 

Best  safety  films  ■ UPA  Pictures  and 
the  American  Automobile  Assn,  have 
received  award  of  merit  certificates 
from  the  National  Committee  on  Films 
for  Safety  for  the  best  spots  and  shorts 
in  the  television  category  during  1959. 

'Beat  the  drums'  ■ Illinois’  primary 
election  system  was  examined  by 
WBBM-TV  Chicago  April  8 in  the 
first  of  a series  of  four  60-minute  docu- 
mentaries by  its  news  and  public  af- 
fairs department.  The  CBS  outlet  spent 
three  months  with  its  crews  touring  the 
state  and  capturing  political  figures  in 
action.  Purpose  of  the  program  aired 
in  prime  time  (8  p.m.),  was  to  evaluate 
the  primary  election  system  compared 
with  the  old  state  convention  procedure 
of  50  years  ago. 

Emmy  producers  ■ National  Academy 
of  Television  Arts  & Sciences  has  ap- 
pointed tv  producers  Desi  Arnaz  and 
David  Susskind  as  academy  producers 
in  Hollywood  and  New  York  respec- 
tively of  the  12th  annual  Emmy  awards 
telecast,  which  will  be  seen  June  20  on 


NBC-TV  (Mon.  10-11:30  p.m.  EDT). 
The  program  will  be  sponsored  by 
Procter  & Gamble  for  Lilt  and  the 
Greyhound  Corp. 

Page  from  life  ■ Gore  Vidal  is  seek- 
ing the  Democratic  nomination  for  rep- 
resentative of  New  York’s  29th  Con- 
gressional District.  The  candidate, 
grandson  of  the  late  Sen.  Thomas  P. 
Gore  of  Oklahoma,  wrote  and  appeared 
in  “The  Indestructible  Mr.  Gore,”  on 
the  NBC-TV  Sunday  Showcase  Dec.  13, 
1959  (8-9  p.m.).  The  author’s  “Visit  To 
a Small  Planet”  went  from  the  old 
NBC-TV  Philco  Playhouse  to  Broad- 
way, where  he  currently  has  a play, 
The  Best  Man,  about  a national  presi- 
dential convention.  Republican  Rep.  J. 
Ernest  Wharton  holds  the  office  sought 
by  the  writer,  a resident  of  Dutchess 
County,  N.Y. 

Argonne  series  ■ ABC’s  WBKB  (TV) 
Chicago  has  joined  hands  with  Argonne 
National  Labs  to  produce  a special  two- 
hour  documentary  exploring  the  peace- 
time uses  of  atomic  energy.  There  will 
be  two  telecasts,  the  first  as  part  of 
a discussion  program  moderated  by 
Norman  Ross  on  May  6 and  the  second 
as  a video  taped  presentation  ( Inside 
Argonne ) on  May  7.  Documentary  was 
produced  by  WBKB  at  Argonne  Labs 
near  Lemont,  111.,  and  will  be  passed 
along  to  the  Ford  Foundation  for  use 
on  educational  tv  networks. 

On  the  death  sentence  ■ On  April  8 
from  9:05  to  10  p.m.,  WBZ  Boston 
presented  a documentary  dealing  with 
the  moral,  social  and  legal  aspects  of 
capital  punishment.  Called  An  Eye  for 
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MORE  MADE  AND  MORE  SOLD 

Radio-tv  production  and  sales  show  climb 


Radio  manufacturers  produced  500,- 
000  more  radio  sets  in  January-Feb- 
ruary  than  during  same  period  in  1959, 
Electronic  Industries  Assn,  reported  last 
week. 

In  same  two-month  period,  tv  manu- 
facturers made  100,000  more  video  re- 
ceivers than  for  same  1959  period. 

Sales  in  both  tv  and  radio  were  also 
up  for  the  two  months  of  1960  com- 
pared with  the  same  period  in  1959. 
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EIA  reported  also  that  for  the  first 
time  stereo  phonograph  retail  sales  led 
monaural  sales.  For  the  first  two  months 
of  1960,  716,824  stereo  phonographs 
were  sold  compared  to  250,959  monaur- 
al. The  number  of  stereo  sales  is  more 
than  double  that  sold  last  year  in  the 
same  period,  while  monaural  phono- 
graph sales  dropped  over  60%. 

Production  and  sales  figures  for  tv 
and  radio  are  given  below: 


Period 

Jan. -Feb.  '60 
Jan.-Feb.  '59 

Jan. -Feb.  '60 
Jan.-Feb.  '59 


TELEVISION 

Production  Retail  Sales 

1,029,947  1,098,540 

896,518  949,877 

RADIO 

2,798,156  1,414,867 

2,250,122  1,175,378 


Auto  radios  comprised  1,229,333  of 
the  total  radio  production  for  the  first 
two  months  of  1960. 


an  Eye,  the  program  featured  exclusive 
interviews  with  political  figures,  ward- 
ens, convicted  murderers,  prison  chap- 
lains and  life  term  inmates  among 
others.  The  station  announced  that  Vice 
President  Nixon  spoke  in  favor  of 
capital  punishment;  Ohio’s  Gov.  Michael 
Di  Salle  spoke  against  it.  Dr.  Karl  Men- 
ninger,  leading  pyschiatrist,  also  was 
heard. 

Tv  squirrels  ■ Flamingo  Films  Inc., 
New  York,  has  completed  distribution 
arrangements  for  a new,  animated  car- 
toon series,  The  Nutty  Squirrels,  pro- 
duced by  Transfilm-Wylde  Animation, 
The  cartoons,  each  about  six  minutes 
long  are  part  of  a library  of  150  color 
cartoons  originally  produced  for  theatri- 
cal distribution.  The  squirrel  characters, 
created  by  Don  Elliott  and  Sasha  Bur- 
land,  also  are  featured  in  novelty  song 
recordings. 

Interfaith  newscast  ■ Church  World 
News,  quarter-hour  weekly  program 
produced  and  distributed  since  1951  by 
the  United  Lutheran  Church  in  Amer- 
ica, has  become  a part  of  the  broadcast 
ministry  of  the  National  Council  of 
Churches  of  Christ  in  the  U.S.A.  Some 
100  radio  stations  currently  carry  the 
program.  Distribution  is  by  Council’s 
Broadcasting  & Film  Commission;  pro- 
duction by  UCLA. 


j While  seeing  a single 

station  market,  WTHI-TV 
fulfills  its  public  service  re- 
sponsibilities in  a way  that 
has  gained  for  it  the  appre- 
ciation and  support  of  its 
entire  viewing  area ...  a cir- 
cumstance that  must  be  re- 
flected in  audience  response 
to  advertising  carried. 

BFive  full  34  hours  of  local 
public  service  program- 
ming each  week. 


WTHI-TV 

CHANNEL  10  CBS  • ABC 

TERRE  HAUTE 

INDIANA 


Represented  Nationally  by  Belling  Co. 
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Tall  tall  story  ■ Said  to  be  the  tallest 
man-made  structure  in  the  world, 
the  new  tv  tower  being  built  for 
KFVS-TV  Cape  Girardeau,  Mo., 
will  rise  1,676  feet  above  the  ground. 
Now  under  construction  by  Dresser- 
Ideco  Co.,  Columbus,  Ohio,  the 
tower  will  stand  204  feet  taller  than 
the  Empire  State  Building.  A tele- 
vision tower  to  be  constructed  in 
Moscow,  which  the  Russians  claim 
will  be  the  world’s  tallest,  will  be 
a mere  1,667  feet  tall.  The  KFVS- 
TV  tower  will  beam  a signal  to  a 
market  area  of  some  31,800  square 
miles.  It  is  triangular,  standing  on 
a concrete  base  and  supported  by 
18  guy  cables.  The  weight  of  the 
tower  and  its  guy  cables  will  exert 
over  2 million  pounds  of  pressure 
on  the  base.  A small  service  elevator 
to  be  enclosed  within  the  tower  will 
take  25  minutes  to  reach  the  ob- 
servation platform  on  top — over  a 
quarter  of  a mile  into  the  sky. 


Ten  firms  to  join 
U.S.  space  tests 

Nine  American  and  one  foreign 
communications  firms  have  notified 
the  National  Aeronautics  & Space  Ad- 
ministration that  they  will  participate 
in  the  communications  experiments 
using  a passive  satellite  balloon  in  orbit 
1,000  miles  above  the  earth.  The  proj- 
ect, called  “Echo”  by  NASA  scientists, 
is  scheduled  for  sometime  near  the 
end  of  April.  The  plan  calls  for  an 
orbiting  100-ft.  diameter  balloon  to 
bounce  radio  signals  across  oceans  and 
continents. 

Organizations  which  have  submitted 
informal  plans  for  voluntary  participa- 
tion are:  U.S.  Army  Signal  Corps,  Fort 
Monmouth,  N.J.;  Collins  Radio  Inc., 
Dallas,  Tex.;  Crosley  Division,  Avco 
Corp.,  Evendale,  Ohio;  General  Elec- 
tric Co.,  Schenectady,  N.Y.;  Haver- 
ford  College,  Haverford,  Pa.;  I.T.T., 
Nutley,  N.J.:  Philco  Corp.,  Rome, 
N.Y.;  Developmental  Engineering 
Corp.,  Annapolis,  Md.,  and  Stanford 
Research  Institute,  Menlo  Park,  Calif. 

Also  participating  will  be  Jodrell 
Banks,  Manchester,  England. 

Under  contract  with  NASA  is  the 
Bell  Telephone  Labs.,  Holmdel,  N.J. 

Actually  the  soaring  balloon  will  be 
available  to  anyone  who  wants  to  beam 
a signal  to  its  aluminized  surface  and 
arrange  to  receive  the  reflected  signal. 

The  first  shot  will  be  used  to  test  out 
the  sky  jump  for  continuous  wave  and 
narrow  band  communications  opera- 
tions, it  was  understood.  A second 
shot  to  be  undertaken  later  will  prob- 
ably go  a step  further,  using  teletype 
signals  and  perhaps,  voice.  At  a more 


In  two  years 

Workable  system  of  relaying  tv 
from  Europe  via  passive  satellites 
orbiting  1,000  miles  above  earth 
in  about  two  years  was  foreseen 
by  C.  Chapin  Cutler,  Bell  Tele- 
phone Labs,  scientist,  in  talk  to 
Washington  IRE  members  last 
Monday  night.  Mr.  Cutler  de- 
scribed Holmdel,  N.J.,  Bell  Labs, 
space  communications  installa- 
tion, including  horn  antenna  with 
parabolic  antennas,  master  am- 
plifier and  fm  feedback  receiver. 
He  said  noise  figure  in  receiver 
had  been  lowered  to  good  17  de- 
grees kelvin  in  900  me  region. 
Receiver  performance  will  have 
to  be  improved  even  more, 
he  said,  in  order  to  capture  com- 
mercial definition  tv.  Meeting  was 
held  under  auspices  of  Profes- 
sional Groups  on  Broadcasting 
and  Communications  Systems. 


distant  date,  it  was  speculated,  a tv 
signal  might  be  used. 

Money  Sought  ■ Space  agency  is 
asking  $5.6  million  for  communications 
satellite  experiments  in  the  new  fiscal 
year.  This  was  disclosed  in  testimony  by 
NASA  executives  before  the  House 
Appropriations  Subcommittee  last 
month,  released  last  week. 

The  $5.6  million  compares  with  $3.1 
million  in  fiscal  1960. 

The  testimony  also  revealed  that 
NASA  was  planning  a multisphere  pay- 
load  for  launch  by  a single  vehicle. 
One  of  these  will  be  launched  in  1962. 
Also  to  be  studied  in  fiscal  1961  are 
data  transmission  requirements,  with 
emphasis  on  such  use  in  meteorological 
satellites.  Also  under  research  are  pro- 
totype models  of  high-gain  antenna  and 
mount,  and  the  initiation  of  suitable 
modulations  systems. 

Ampex  ‘idea’  winner 

Winners  of  the  Ampex  “Videotape 
idea  station  of  the  year”  contest  at 
the  NAB  convention  were  Larry  Carino, 
general  manager,  WWL-TV  New  Or- 
leans, who  received  a $2,000  Ampex 
home  stereo  system;  J.W.  Wright, 
manager,  KSL-TV  Salt  Lake  City,  who 
won  an  Ampex  601  tape  recorder,  and 
Roger  Pratt,  chief  engineer,  WHO-TV 
Des  Moines,  who  won  50  four-track 
stereo  tapes  from  the  United  Stereo 
Tape  Library. 

■ Technical  topics 

Long-neck  mikes  ■ Electro-Voice  Inc., 
Buchanan,  Mich.,  has  introduced  two 
models  of  long-neck  microphones, 
which  it  describes  as  thin,  trim  and 


inconspicuous.  The  models  E-V652  and 
65  2 A allow  the  user  and  audience  an 
unobstructed  view;  they  can  be  tilted 
through  a 120-degree  arc  with  respect 
to  the  stand  coupler.  Complete  specifi- 
cations can  be  had  from  Electro-Voice. 

Versatile  lens  ■ The  new  Traid 
Twenty  Eight  lens  for  16mm  cameras 
with  a range  of  focal  lengths  from  20- 
mm  to  80mm  provides  the  versatility 
of  telephoto,  wide  angle  or  normal 
shots.  It  has  a control  lever  for  zoom- 
ing focusing  scale  with  settings  from 
48  inches  to  infinity  and  will  fit  any 
16mm  camera  with  “C”  mount. 

Voltage  regulator  ■ Tel-Instrument 
Electronics  Corp.,  Carlstadt,  N.J.,  is 
offering  an  automatic  voltage  regulator 
which  may  also  be  used  to  obtain  a 
continuously  variable  voltage  up  to  130 
volts  AC.  The  company  claims  an  ex- 
tremely high  degree  of  reliability  from 
the  instrument  over  the  frequency  range 
of  50  to  70  cps. 

New  for  RCA  ■ RCA  last  week  an- 
nounced the  formation  of  a department 
for  the  production  of  magnetic  tape  rec- 
ording devices  needed  in  telecasting, 
business  data  processing,  remote  con- 
trol telemetering  and  the  U.S.  space 
program.  Called  the  RCA  Electronic 
Recording  Products  Dept.,  it  will  be 
headed  by  M.A.  Trainer,  who  has  been 
serving  as  manager,  market  develop- 
ment for  RCA  broadcast  and  television 
equipment  div.  Other  executives  in  the 
new  unit  include:  Jerome  L.  Grever, 
marketing  manager;  Henry  H.  Klerx 
merchandising  manager;  G.F.  Rester, 
sales  manager,  and  A.H.  Lind,  head  of 
the  department’s  engineering  activity. 
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Broadcast  advertising 

Bernard  J.  Kramer,  co-founder  and 
partner  of  Gresh  & Kramer,  Philadel- 
phia advertising  agency,  elected  presi- 
dent of  newly  incorporated  company. 
He  continues  as  creative  director  of 
advertising,  merchandising  and  pr  serv- 
ices. Jack  J.  Dash,  founder  and  for- 
merly president  of  WBCB  Levittown, 
Pa.,  joins  agency  as  vp  and  executive 
director  of  client  services. 

Dr.  Virginia  Miles  and  Stephen 
Richards  named  vps  of  McCann- 
Marschalk  Co.,  N.Y.  Dr.  Miles  is  di- 
rector of  research  and  Mr.  Richards, 
director  of  pr. 

James  P.  Felton, 

director  of  advertis- 
ing on  Sunkist  prod- 
ucts and  Forest  Fire 
Prevention  at  Foote, 
Cone  & Belding's  Los 
Angeles  office,  pro- 
moted to  vp.  He 
joined  agency  in 
1949. 

Donald  W.  Walton,  vp  and  formerly 
director  of  merchandising,  named  copy 
chief  on  Oldsmobile  Div.  account  at 
D.P.  Brother  Co.,  Detroit.  Other  pro- 
motions: Jack  R.  Hendrickson,  as- 
sistant account  executive  on  Oldsmo- 
bile, to  director  of  merchandising;  Har- 
old P.  Richardson,  member  of  agency 
since  1955,  advanced  to  assistant  ac- 
count executive  on  Oldsmobile; 
Thomas  W.  Jipson,  account  executive 
on  Rochester  Products  Div.  account, 
receives  additional  account  responsi- 
bilities for  Guide  Lamp  and  Brown- 
Lipe-Chapin  Div.  accounts;  Thomas  H. 
Reid,  with  agency  since  1956,  and  pre- 
viously copywriter  on  New  Departure, 
named  New  Departure  account  execu- 
tive; Thomas  R.  Boyd,  member  of  cre- 
ative staff  since  1954,  to  assistant  ac- 
count executive  on  General  Motors 
Guardian  Maintenance;  Edmund  F. 
Rushton,  copywriter  on  Accessory 
Group  accounts,  named  Accessory 
Group  copy  chief,  and  William  M. 
Adams  named  director  of  pr.  Further 
additions  to  Brother’s  creative  staff  are: 
Frank  A.  Picard  II,  radio-tv  depart- 
ment; Charles  H.  Ohlsson,  AC  Spark 
Plug  Div.  account;  William  C.  Rich- 
ardson and  William  R.  Easton,  both 
on  Oldsmobile  account:  David  M. 
Hadley,  art  department,  and  Patrick  R. 
Martin,  marketing  and  research  staff. 

Mrs.  Carolyn  Churchman  appointed 
vp  in  charge  of  pr  for  Ruben  Adv., 
Indianapolis.  She  will  also  serve  as 
agency  consultant.  Mrs.  Churchman 
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Mr.  Felton 


FATES  & FORTUNES 


previously  was  air  personality  for 
WTTV  (TV),  that  city. 


C.  James  Fleming  Jr.,  formerly  execu- 
tive vp  at  Compton  Adv.,  N.Y.,  joins 
Ted  Bates  & Co.  as  vp  in  contact  divi- 
sion. Kerry  F.  Sheeran,  executive  on 
Whitehall  Laboratories,  Div.  of  Amer- 
ican Home  Products  Corp.,  elected 
also  vp.  Mr.  Sheeran  joined  agency 
after  three  years  as  account  supervisor 
with  North  Adv.,  Chicago. 


Mr.  Morr 


Frank  F.  Morr,  vp 

for  past  15  years  at 
Gordon  Best  Co.,  Chi- 
cago, elected  execu- 
tive vp.  He  is  account 
manager  on  General 
Finance,  Dumas  Mil- 
ner and  Comstock 
Food  accounts. 


Edward  Handman,  formerly  copy- 
writer with  The  Ellington  Co.,  joins 
Wexton  Adv.  as  copy  chief. 


Bob  Reichenbach,  head  of  Holly- 
wood office  of  Bernard  B.  Schnitzer 
Inc.,  promoted  to  vp  and  transferred  to 
agency’s  San  Francisco  office  as  direc- 
tor of  radio-tv  activities. 


Jerry  Sachs,  media  group  super- 


visor at  Doyle,  Dane  Bernback,  N.Y., 
promoted  to  media  director  of  agency’s 
Los  Angeles  office.  He  has  been  with 
DDB  since  1955.  Previously,  he  was  in 
media  department  of  Cecil  & Presbry, 
N.Y. 

Sherman  E.  Rog- 
ers, formerly  vp  and 
creative  board  chair- 
man of  Anderson  & 

Cairns  New  York  of- 
fice named  creative 
department  director  of 
Cunningham  & Walsh, 

Chicago  office. 

Arnold  J.  Deutschman,  account 
executive  on  Whitehall  Laboratories, 
Div.  of  American  Home  Products 
Corp.,  N.Y.,  elected  assistant  vp  of  Ted 
Bates  & Co.,  N.Y. 

Keith  R.  Matzinger,  advertising 
manager  of  Chrysler  and  Imperial  divi- 
sions of  Chrysler  Corp.,  Detroit,  joins 
Ross  Roy  Inc.  as  manager  of  the 
agency’s  Hollywood  office,  succeeding 
Tom  Scott  who  resigned. 

George  E.  Probst,  executive  direc- 
tor of  Thomas  A.  Edison  Foundation, 
which  sponsors  public  information  pro- 


Mr.  Rogers 


SOUTHWEST  FULLTIMER 

Large  market  in  Southwest.  Popular  station — gross 
potential  $300,000.00 — doing  5/6  of  potential  now. 
Price  $450,000.00  with  29%  down  and  five  (5)  years 
for  pay  out.  An  excellent  buy. 

SOUTHERN  MICHIGAN  AREA 

Daytimer — with  good  dial  position.  Can  be  bought 
for  $52,000.00.  Possibly  could  arrange  for  stock  and 
physical  assets  for  $26,000.00,  negotiate  balance.  Sta- 
tion and  market  capable  of  grossing  $70,000.00. 

TV  AND  AM  STATION 

Southwest — Radio  fulltime  and  a money  maker.  TV 
station  could  do  better  with  owner  on  scene.  Pres- 
ently absentee  ownership.  Fair  amount  of  excellent 
real  estate  involved.  Price  for  both  around  $300,- 
000.00 — $60,000.00  down  and  liberal  terms  on  balance. 

TEXAS  DAYTIMER 

Needs  capable  owner.  Station  suffered  from  bad 
management.  $65,000.00  with  $16,500.00  down  and 
liberal  payout.  Fine  potential. 

NORTHERN  MICHIGAN 

Fulltime  No.  1 station  in  market.  $350,000.00  with 
29%  down,  eight  years  on  balance.  Station  in  excel- 
lent condition.  Absentee  ownership  presently — ac- 
tive owner  and  operator  could  d®  greater  volume. 
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Tribute  to  Kluge  ■ The  Washington 
Ad  Club’s  sixth  Award  of  Achieve- 
ment was  presented  April  1 2 to  John 
W.  Kluge,  president  and  board  chair- 
man of  Metropolitan  Broadcasting 
Corp.  Past  winners  include  Brig. 
Gen.  David  Sarnoff  and  Henry  Kai- 
ser. Mr.  Kluge  was  honored  for 
bringing  Metropolitan  to  an  im- 
portant industry  position  in  a short 


time.  Left  to  right  in  photo:  Mark 
Evans,  Washington  broadcaster  who 
is  joining  the  Kluge  organization; 
Benedict  Gimbel,  Metropolitan 
board  member;  Mr.  Kluge;  Robert 
Gray,  secretary  of  President’s  Cabi- 
net; John  E.  McArdle,  vice  president- 
general  manager,  WTTG  (TV)  Wash- 
ington. Presentation  was  made  at 
the  club’s  weekly  luncheon. 


gram  to  improve  science  education,  be- 
comes member  of  board  of  directors 
of  National  Educational  Tv  & Radio 
Center. 

Newt  Mitzmcm,  in  charge  of  commer- 
cial production  at  Ogilvy,  Benson  & 
Mather,  N.Y.,  appointed  vp.  Mr.  Mitz- 
man  joined  agency  in  1957. 

John  Anderson,  Henry  Muller  and 
John  L.  Southard  Jr.  elected  vp’s  of 
Benton  & Bowles  Inc.,  New  York.  All 
three  are  account  supervisors. 

Theodore  Rosenak  promoted  from  vp- 
advertising  to  executive  vp  of  Pabst 
Brewing  Co.,  with  continued  super- 
vision over  entire  advertising  program 
and  will  assist  President,  James  C. 
Windham,  in  other  management  areas. 

Robert  Betts,  for- 
merly copy  supervisor 
at  William  Esty  Co., 
rejoins  Kudner  Agen- 
cy, both  N.Y.,  as  vp 
and  copy  chief.  He 
had  been  account 
executive  at  Kudner 
before  joining  Esty. 
Prior  to  that,  he  was 
with  J.  Walter  Thompson  Co. 

Lou  Magnani,  associate  art  editor  at 
New  York  office  of  Marsteller,  Rickard, 
Gebhardt  & Reed,  becomes  executive 
art  director. 


John  W.  Twiddy  and  Douglas  E. 
Montross  join  MacManus,  John  & 
Adams  Inc.,  N.Y.,  as  media  department 
buyer  and  assistant  art  director,  re- 
spectively. Mr.  Twiddy  was  formerly 
in  media  work  and  advertising  sales 
for  Foote,  Cone  & Belding,  N.Y.  Mr. 
Montross  has  been  in  advertising  art 
field  for  five  years. 

Don  Whiting,  formerly  advertising 
manager  of  Toastmaster  Div.  of  Mc- 
Graw-Edison  Co.  and  previously  in 
advertising,  sales  promotion  and  pr  at 
Zenith  Radio  Corp.,  to  Clinton  E. 
Frank  agency,  Chicago,  as  account 
executive. 

John  Jay  Goshen,  formerly  assistant 
account  executive  with  Cunningham  & 
Walsh,  joins  Norman,  Craig  & Kummel 
as  executive  on  Dow  Chemical  Con- 
sumer Products  account. 

Langdon  H.  Wesley,  formerly  ac- 
count executive  for  Brown  & Butcher 
Inc.,  N.Y.,  joins  Geyer,  Morey,  Mad- 
den & Ballard,  that  city,  as  executive 
on  Charles  Antell  Products  and  on 
Drue  laboratories. 

William  W.  Rose,  Robert  F.  Craw- 
ford, Mitchell  Cohan  and  Sean  Cas- 
sady  all  join  Comstock  & Co.,  Buffalo 
advertising  agency.  Mr.  Rose  formerly 
was  copy  and  tv  supervisor  of  Grant 
Adv.,  N.Y.;  Mr.  Crawford  was  tv  pro- 
ducer for  Procter  & Gamble  Co.;  Mr. 
Cohan,  director  of  writing  and  pro- 


Mr. Betts 


gramming  for  WTHI  Terre  Haute,  Ind., 
and  Mr.  Cassady,  formerly  with  An- 
thony B.  Cassady  & Assoc. 

Joseph  R.  Del  Papa,  formerly  tv- 
radio  copy  chief  at  Erwin  Wasey,  Ruth- 
rauff  & Ryan,  and  Terry  Burnside, 
previously  with  Leo  Burnett  Co.,  both 
Chicago,  to  Foote,  Cone  & Belding, 
that  city,  as  copywriters. 

Zed  R.  Daniels,  formerly  marketing 
and  advertising  director  of  Orange- 
Crush  Co.  (beverages),  Evanston,  111., 
announces  formation  of  own  Chicago 
advertising  agency  bearing  his  name, 
with  location  still  to  be  determined. 

Edward  R.  Brooks,  marketing  and 
pr  director  of  Evaporated  Milk  Assn., 
re-elected  president  of  Chicago  Adv. 
Executives  Club.  Other  officers:  Rob- 
ert B.  Johnson,  managing  director, 
State  Street  Council,  1st  vp;  Benjamin 
H.  Chance,  advertising  manager-com- 
munications, Motorola  Inc.,  2d  vp; 
Zed  Daniels,  Zed  Daniels  Adv.,  treas- 
urer, and  Jean  Fletcher,  American 
Newspaper  Publishers  Assn.’s  bureau 
of  advertising,  secretary. 


Harry  A.  Hamilton  Jr.  named  radio- 
tv writer  in  Los  Angeles  office  of  Erwin 
Wasey,  Ruthrauff  & Ryan. 

Rosemarie  Bramel,  formerly  of 
Compton  Adv.,  N.Y.,  joins  media  de- 
partment of  Wade  Adv.,  Los  Angeles. 


The  Media 

Roger  H.  Strawbridge  named  presi- 
dent and  general  manager  of  WCME 
Brunswick,  Me.  Other  appointments: 
William  N.  McKeen,  vp  and  commer- 
cial manager;  Jack  Stelling,  promo- 
tion manager;  and  William  DeCesare, 
account  executive. 


Edwin  W.  Pfeiffer, 

formerly  commercial 
manager  of  KOTV 
(TV)  Tulsa,  Okla., 
to  WGR-TV  Buffalo 
as  sales  manager.  Mr. 
Pfeiffer  previously 
was  account  executive 
at  Edward  Petry  & 
Mr.  Pfeiffer  Co.  and  on  iocai  sajes 
staff  of  WDEL-TV  Wilmington,  Del. 


David  Gordon  and  Read  Wight 

elected  vps  of  WPAT  New  York.  Mr. 
Gordon  is  WPAT’s  music  director  and 
Mr.  Wight,  director  of  client  relations. 


Jack  L.  Katz,  owner  of  KQAL-FM 
Omaha,  Neb.,  appointed  general  man- 
ager of  KMEO  that  city,  succeeding 
Herbert  Golombeck,  resigned.  Mr. 
Katz,  formerly  film  director,  buyer  and 
account  executive  at  KMTV  (TV), 
there,  continues  his  interest  in  KQAL- 
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FM,  where  Bill  L.  Dunbar  has  been 
named  general  manager. 

Victor  B.  Siman,  director  of  sales 
at  KMGM  Albuquerque,  N.M.,  pro- 
moted to  general  manager.  Frank 
Sanzo,  account  executive,  succeeds 
Mr.  Siman. 

J.  Lathrop  Viemeister,  formerly 
budget  manager  at  WXIX  (TV)  Mil- 
waukee, appointed  station  controller 
at  WBBM  Chicago. 

Gideon  Klein,  formerly  regional 
sales  manager  of  KCMT-TV  Alexan- 
dria, Minn.,  to  KWWL-TV  Waterloo, 
Iowa,  as  sales  manager. 

Al  Boyd  promoted  from  sales  man- 
ager to  national  sales  manager  of  WLS 
Chicago.  Armand  Belli,  formerly  ac- 
count executive  at  WTAE  (TV)  Pitts- 
burgh, succeeds  Mr.  Boyd  as  sales 
manager. 

Les  Atlass  Jr.  appointed  general 
manager  of  WJOB  Hammond,  Ind. 
Len  Ellis  named  station  and  sales  man- 
ager. 

Eugene  McCurdy,  director  of  mar- 
ket research  and  development  at 
WBAL-TV  Baltimore,  appointed  di- 
rector of  local  sales. 

Frank  Armstrong  promoted  from 
account  executive  to  assistant  national 
sales  manager  at  WDIA  Memphis, 
Tenn. 

Lynn  Herrick  joins  WTOP-TV  Wash- 
ington, D.C.  as  director  of  sales  promo- 
tion, succeeding  Twila  Walker  who 
transfers  to  WTOP. 


Inez  Aimee,  formerly  broadcast  su- 
pervisor with  Norman,  Craig  & Kum- 
mel,  N.Y.,  to  WINS,  that  city,  as  re- 
search and  sales  promotion  director. 

Michael  E.  Drechsler  appointed 
director  of  sales  promotion  for  WKNB 
West  Hartford,  Conn. 

David  E.  Eschelbacher,  Howard 


List  Price  $38.50 
Professional 
Price 

$26” 


, MinervOi 
S'.»"  STOPWATCH 

Radio  and  TV  people — get 
the  most  of  every  min- 
ute you  pay  for — to  the 
last  split-second  with  the 
Minerva  Stopwatch  de- 
signed for  radio  and  TV 
use!  Eliminates  the  pos- 
sibility of  'Mast  minute" 
errors  — easy-reading  — 
OFFICIALLY  ADOPTED  by 
major  networks.  Write 
TODAY  for  complete  cat- 
alog. 


M.  Ducommun  Company 


Specialists  in  Timing  Instruments 

580  Fifth  Avenue,  New  York  36 — PLaza  7-2540 


5 new  vp’s,  6 directors  at  Storer 


Mr.  Lee  Mr.  Martin  Mr.  Wickham  Mr.  Neary  Mr.  McMurray 


Storer  Broadcasting  Co.  has  an- 
nounced these  executive  changes  fol- 
lowing last  week’s  board  meeting  in 
Miami.  Elected  vps  were:  Terry  H. 
Lee,  managing  director  of  WAGA- 
TV  Atlanta,  Ga.,  Reginald  B.  Mar- 
tin, managing  director  of  WSPD 
Toledo,  Ohio,  Ben  Wickham,  man- 
aging director  of  WJW-TV  Cleve- 
land, Bernard  E.  Neary,  managing 
director  of  WGBS  Miami  and  Mau- 
rice E.  McMurray,  national  sales 
director,  headquartered  in  New 
York.  Appointed  to  board  of  direc- 


tors were:  Stanley  L.  Willis,  presi- 
dent and  general  manager  of  Stand- 
ard Tube  Co.,  Detroit,  Storer  sub- 
sidiary, James  P.  Storer,  national 
sales  manager  of  WIBG  Philadel- 
phia, Peter  Storer,  managing  direc- 
tor of  WSPD-TV  Toledo,  Ohio.  Bill 
Michaels,  vp  and  managing  director 
of  WJBK-TV  Detroit;  Lionel  F. 
Baxter,  vp  and  national  radio  di- 
rector; and  Hugh  P.  Rusk,  vp  and 
publisher  of  company’s  wholly- 
owned  subsidiary,  Miami  Beach  Sun 
Publishing  Co. 


Citron  and  Robert  H.  Ellsworth  pro- 
moted to  studio  services  manager, 
studio  effects  and  properties  supervisor, 
and  administrative  assistant  to  scenic 
service  manager,  respectively,  at  ABC- 
TV.  Mr.  Eschelbacher  formerly  was 
studio  effects  and  properties  supervisor, 
Mr.  Citron,  administrative  assistant  to 
scenic  services  manager  and  Mr.  Ells- 
worth, studio  supervisor. 

Dave  McCracken,  senior  film  edi- 
tor at  WNAC-TV  Boston,  promoted  to 
film  department  commercial  manager. 

John  B.  Buckstaff,  broadcasting  di- 
rector at  Illinois  Institute  of  Technol- 
ogy in  Chicago,  to  U.  of  Chicago’s 
radio-tv  office  as  assistant  director  of 
educational  broadcasting. 

John  O.  Downey,  formerly  program 
manager  of  KDKA  Pittsburgh,  to 
WCAU-TV  Philadelphia  as  program 
director,  effective  May  1. 

William  N.  Early,  formerly  trial  at- 
torney with  FTC  and  recently  on  active 
duty  with  office  of  Judge  Advocate 
General  of  U.S.  Air  Force,  joins  staff 
of  Washington  law  firm  of  McKenna 
& Wilkinson. 

George  R.  Oliviere,  formerly  sales 
manager  of  WOL  Washington,  to 
WTTG  (TV),  that  city,  as  account 
executive. 

Sam  Holman,  formerly  production 
manager  of  KQV  Pittsburgh,  to  WLS 
Chicago  in  similar  capacity. 

Don  Edwards  transfers  from 
WBCM  Bay  City,  Mich.,  to  WBCM- 


FM.  Dean  Carver  joins  WBCM  as 
continuity  director. 

Don  Gilman,  formerly  with  KSWI 
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Council  Bluffs,  Iowa,  to  KOIL  Omaha, 
Neb.,  as  account  executive. 

Mark  Evans,  formerly  announcer- 
air  personality  at  WTOP-AM-TV 
Washington  named  vp  of  public  affairs 
for  Metropolitan  Broadcasting  Corp., 
N.  Y. 

Dan  Millikin  joins  WCKY  Cincin- 
nati as  account  executive. 

Alice  Johnson  joins  sales  staff  of 
WCAE  Pittsburgh. 

Richard  P.  Levy,  formerly  account 
executive  with  WCAU-TV  Philadelphia, 
joins  Edward  Petry  & Co.,  N.Y.  as  tv 
account  executive. 

John  G.  Sherwin,  formerly  in 
Petersen  Publishing  Co.’s  New  York 
office,  joins  N.Y.  tv  sales  staff  of  The 
Katz  Agency,  Inc.,  station  rep. 

Elena  Nelson,  assistant  publicity 
manager  for  WPIX  (TV)  New  York, 
named  manager  of  publicity. 

Tom  Blair,  formerly  air  personality 
with  KSEO  Durant,  Okla.,  joins  Gila 
Broadcasting  Network  as  news  direc- 
tor. Jerry  Stephens,  formerly  air  per- 
sonality with  KOMA  Oklahoma  City, 
named  network  production  and  music 
director.  Gila  network  includes:  KGLU 
Stafford,  KOKY  Coolidge,  KZOW 
Globe,  KCLF  Clifton  and  KVNC  Wins- 
low, all  Arizona. 

John  Bowden,  formerly  news  edi- 
tor-disc jockey  for  WFMD  Frederick, 
to  WBAL-FM  Baltimore,  both  Mary- 
land, as  announcer. 

Jack  Beck,  CBS  news  director  for 
KNX  Hollywood  and  CBS  Pacific 
Radio  Network  since  1946,  named 
staff  producer  on  CBS  Reports  for 
CBS-TV.  Mr.  Beck  will  continue  to 
provide  west  coast  coverage  for  CBS 
News,  and  handle  production  assign- 
ments for  Small  World  series. 

John  Chancellor  named  NBC  News 
correspondent  in  Moscow.  Mr.  Chan- 
cellor’s current  assignment  is  in  Lon- 
don. 

Ken  Croes,  program  director  of 
KERO-TV  Bakersfield,  Calif.,  named 
newscaster. 

Susan  Morrison  joins  staff  of 
WDRC  Hartford,  Conn.,  as  member 
of  commercial  department. 

Fred  Hessler,  veteran  sportcaster 
in  west  coast  area,  joins  KMPC  Los 
Angeles  for  morning  sports  show  and 
as  broadcaster  of  UCLA  football 
games. 

Carl  Edberg  named  engineering  su- 
pervisor of  WWTV  (TV)  Cadillac, 
Mich.  Randy  Martin,  formerly  of 
CKSO-TV  Sudbury,  Ont.,  joins  WWTV 
as  announcer. 


Ed  Bang,  formerly  sports  writer  for 
The  Cleveland  News  for  more  than  50 
years,  joins  WDOK,  that  city,  as  eve- 
ning sports  personality. 

Bob  Fuller,  formerly  with  WMEX 
Boston,  to  WJAB  Portland,  Me.,  as  air 
personality,  succeeding  Jim  Sands, 
now  with  WSLS  Roanoke,  Va. 

Bob  Dahlgren,  formerly  air  person- 
ality with  WCAO  Baltimore,  to  WIP 
Philadelphia  in  similar  capacity. 

Stan  Scott,  formerly  air  personality 
with  WSAI  Cincinnati,  to  WING  Day- 
ton,  both  Ohio,  in  similar  capacity. 

Jerry  Mason,  formerly  disc  jockey 
with  WQXI  Atlanta,  Ga.,  to  WHB 
Kansas  City  in  similar  capacity. 

Programming 

Jerry  Franken, 

formerly  executive  di- 
rector of  advertising 
and  publicity  for 
NTA  New  York, 
named  executive  di- 
rector of  advertising, 
publicity  and  promo- 
tion of  National  The- 
Mr.  Franken  atres  & Television 
with  responsibility  for  all  activities  in 
these  areas  for  company  and  subsidi- 


Shulman named 

Lee  Shulman  of  KING-TV 

has  been  elected  as  president  of 
the  board  of  governors  of  the 
new  Seattle  (Wash.)  Chapter  of 
the  National  Academy  of  Televi- 
sion Arts  & Sciences.  Other  offi- 
cers elected:  (all  stations  are 

Seattle)  Larry  Field*  KIRO-TV, 
vp  in  charge  of  operations;  Bill 
Vandermay,  KOMO-TV,  vp  of 
programs;  Al  Amundsen,  free- 
lancer, secretary;  and  Al  Hunter, 
KING-TV,  treasurer.  Remainder 
of  the  22  member  pro  tem 
board,  which  will  serve  until  a 
permanent  board  is  elected  in 
July,  includes:  Stan  Boreson, 

KING-TV;  Chris  Wedes,  KIRO- 
TV;  Herb  Robinson,  KOMO- 
TV;  Ron  Forsell,  KIRO-TV; 
Bill  Hubbach,  KOMO-TV;  Tom 
Blosl,  Botsford,  Constantine  & 
Gardner;  Bob  Hurd,  Cole  & 
Weber;  Bob  Ferguson,  KING- 
TV;  Cy  Flory,  KIRO-TV;  Chris- 
topher Spier,  KING-TV;  Jerry 
Tolle,  Miller,  Mackay,  Hoeck  & 
Hartung;  Bob  Dinsmore,  KOMO- 
TV;  Bob  Laing,  KING-TV;  Tom 
Carson,  KIRO-TV;  Ted  Simp- 
son, KING-TV;  Lyle  Goltz, 
KIRO-TV  and  Bob  Witmer, 
KIRO-TV. 


aries.  Fay  S.  Reeder,  formerly  pr  di- 
rector for  theatres  only,  is  now  director 
of  advertising,  publicity  and  promotion 
for  NT&T.  Martin  Roberts,  director 
of  promotion  for  NTA,  named  direc- 
tor of  advertising  and  promotion,  tele- 
vision. Pete  Latsis,  formerly  assistant 
director  of  advertising  and  publicity, 
theatres,  promoted  to  director  of  ad- 
vertising and  publicity,  theatres.  Dean 
Hyskell,  who  was  formerly  in  adver- 
tising and  publicity,  theatres,  promoted 
to  west  coast  director  of  tv  publicity, 
succeeding  Alfred  E.J.  Stern,  appoint- 
ed western  director  of  publicity  for 
Cinemiracle  Pictures  Corp.,  NT&T  sub- 
sidiary. 

Gilbert  Haimsohn  appointed  pro- 
duction supervisor  of  Magna  Film  Pro- 
ductions, Watertown,  Mass. 

Rudy  Larriva,  formerly  with  UPA 
Pictures  as  director  of  “Mr.  Magoo” 
cartoons,  joins  Format  Films,  Los 
Angeles,  as  director  of  new  series. 

Stephen  Muffatti,  formerly  direc- 
tor of  tv  commercials  and  industrial 
films'  for  Transfilm  Inc.,  N.Y.,  ap- 
pointed director  of  commercials  for 
Terrytoons,  division  of  CBS  Films, 
there. 

Robert  Seidelman, 

director  of  sales  syn- 
dication for  Screen 
Gems,  New  York, 
promoted  to  vp  in 
charge  of  syndica- 
tion. He  joined 
Screen  Gems  in  1957 
when  SG  absorbed 
Hygo  Tv  Films  and 
Unity  Tv  where  he  was  vp  and  sales 
manager.  Charles  W.  Fries,  executive 
production  manager,  also  named  vp. 
He  will  be  responsible  for  supervision 
of  physical  production  and  administra- 
tion of  all  departments  involved  in 
production  operations. 

Desi  Arnaz  and  David  Susskind, 

representing  west  and  east  coasts,  re- 
spectively, named  producers  of  12th 
Annual  Emmy  Awards. 

f?  Hal  Hudson,  formerly 

executive  vp,  creator 
|H  and  producer  of  Zane 

jSBL^  Grey  Theatre,  resigns. 

yi  He  is  in  negotiations 

with  Par311101111!  f°r 

m production  of  several 

^ ^ series  scheduled  for 

Mr.  Hudson  1960-61  season. 

Ralph  M.  Brozan,  formerly  of  New 
York  law  firm  of  Brozan  and  Holman, 
joins  Paul  Hand  Productions,  that  city, 
producers  of  closed  circuit  tv  shows, 


Mr.  Seidelman 
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tv  films  and  non-theatrical  motion  pic- 
tures as  account  executive. 

George  Atkins  signs  writing  con- 
tract with  UPA  Pictures  Inc.  where  he 
will  develop  original  stories  for  “Mister 
Magoo”  series. 

Ed  Uecke  named  director  of  newly- 
formed  developmental  engineering  de- 
partment at  Capitol  Records  Inc.,  Hol- 
lywood, Calif. 

Frank  Pierson,  associate  producer 
on  Have  Gun,  Will  Travel,  promoted 
to  producer.  Howard  Joslin,  formerly 
unit  manager  on  series,  succeeds  Mr. 
Pierson.  Peter  Balias  named  story 

editor. 

Equipment  & Eng’ring 

Russell  J.  Tink- 
m ham,  founder  and 

mk  formerly  president  of 

Magnecord  Inc.  and 
v previously  executive 

forms  Vega  Elec- 
KWMk  tronics  Corp.,  Cuper- 

tino,  Calif.  Vega  will 
Mr.  Tinkham  concentrate  activities 

in  electro-acoustical  and  electro- 
mechanical fields  with  emphasis  on  pre- 
cision and  digital  analogue  magnetic 
recording  equipment.  Other  staff  per- 


sonnel: Walter  C.  Hironimus,  formerly 
chief  engineer  of  Wilcox-Gay,  to  vp 
and  chief  engineer;  C.  Arthur  Foy, 
Robert  Z.  Langevin,  Francis  A.  Dicus, 
Ralph  L.  Brown,  Roger  S.  French  and 
William  E.  Magnie,  all  formerly  with 
Ampex  Corp. 

Marvin  C.  Lewis,  commercial  prod- 
uct planner  for  Raytheon  Co.,  Wal- 
tham, Mass.,  promoted  to  manager  of 
commercial  marketing  research. 

J.  Gordon  Edge  appointed  market- 
ing manager  of  radio  noise  filters  and 
feed-thru-capacitators  for  Cornell  Dub- 
lier  Corp.  He  will  headquarter  in  New 
Bedford,  Mass. 

Norman  W.  Dakin,  formerly  with 
Philco  Corp.,  appointed  regional  sales 
manager  of  Admiral  Sales  Corp.  His 
territory  includes  Cleveland,  Youngs- 
town and  Toledo,  all  Ohio,  and  Fort 
Wayne,  Ind. 

Glen  E.  Schafer  appointed  sales 
manager  in  midwest  area  for  Motorola’s 
Semiconductor  Products  Div.  He  will 
supervise  division  sales  in  Michigan, 
Ohio,  West  Virginia  and  Pennsylvania. 

William  S.  Marks  Jr.,  formerly  as- 
sistant to  the  vp  of  research,  Radiation 
Inc.,  Orlando,  Fla.,  appointed  con- 
sultant on  military  communications- 


I INTERNATIONAL 


Third  service,  on  uhf, 
urged  for  Britain 

A third  television  service  for  Britain’s 
viewers  on  the  uhf  band  has  been  urged 
by  Gerald  Beadle,  tv  director  of  BBC. 

Mr.  Beadle,  addressing  the  Incor- 
porated Advertising  Managers’  Assn., 
said  that  a third  tv  channel  is  needed 
“to  give  a perfect  service  both  for  BBC 
and  ITA  [Independent  Television  Au- 
thority] to  England  and  Northern  Ire- 
land.” 

The  channels  allocated  to  Great 
Britain,  Mr.  Beadle  emphasized,  are 
under  international  agreement  and  are 
for  two  services. 

BBC’s  television  service  covers 
98.5%  of  the  population,  Mr.  Beadle 
said.  ITA’s  covers  92% . 

Nielsen  in  Canada 

The  Canadian  branch  of  the  A.C. 
Nielsen  Co.  has  started  putting  together 
a Nielsen  Broadcast  Index  in  15  major 
markets  there. 

George  W.  Ralph,  vice  president  and 
broadcast  division  manager  of  Nielsen 
Canada,  said  the  initial  15-market  rating 
coverage,  an  extension  of  the  Neilsen 
Service  Index  in  this  country,  would  ac- 


count for  80%  of  Canada’s  tv  homes. 
The  service  eventually  will  be  expanded 
to  the  whole  country. 

The  markets:  Calgary,  Edmonton, 
Hamilton,  Halifax,  Kingston,  London, 
Montreal,  Ottawa,  Quebec  City,  Regina, 
Sherbrook,  Toronto,  Vancouver,  Wind- 
sor and  Winnipeg.  Reports  on  four  of 
the  markets — Montreal,  Toronto,  Van- 
couver and  Winnipeg— will  begin  this 
summer.  The  others  will  start  in  the  fall. 

Overseas  station  rep 
makes  staff  changes 

Intercontinental  Services  Ltd.,  New 
York,  overseas  radio- tv  station  rep  firm, 
has  realigned  its  executive  staff.  Also 
announced  was  the  establishment  of  an 
associate  company,  International  Serv- 
ices Ltd.,  with  offices  in  Beirut,  Bang- 
kok, Hong  Kong,  Manila,  Tokyo  and 
Mexico  City.  ISL  also  recently  opened 
new  headquarters  offices  at  20  E.  46th 
St.,  New  York. 

In  executive  changes  Harry  M.  En- 
gel Jr.  moves  up  to  president  and  gen- 
eral manager  of  ISL  succeeding  Steph- 
en A.  Mann,  who  resigned  to  become 
sales  manager  of  ABC  International, 
a newly-formed  division  of  the  Amer- 
ican Broadcasting  Co.  Other  ISL  of- 
ficers are  Walter  Staskow,  executive 


electronics  at  Zenith  Radio  Corp., 
Chicago. 

International 

Terry  Kielty,  assistant  manager  of 
CFRA  Ottawa,  Ont.,  named  manager 
succeeding  Tom  Foley  who  died  in  an 
automobile  accident  at  Toronto  last 
month.  George  Gowling,  commercial 
manager  of  CFRA,  named  secretary- 
treasurer  and  director. 

Gordon  Forsyth,  formerly  of  Young 
& Rubicam  Ltd.,  and  Foster  Adv.  Ltd., 
both  Toronto,  to  radio-tv  production 
manager  of  Paul,  Phelan  & Perry  Ltd. 
(advertising  agency),  that  city. 

Robert  Lapthorne  appointed  by 
Fremantle  International,  N.Y.,  to  serv- 
ice company’s  tv  accounts  in  Australia. 

Allied  Fields 

Nat  Welch,  formerly  vp  sales  of 
ORR  Industries,  Opelika,  Ala.,  manu- 
facturer of  magnetic  tape,  resigns  to 
form  own  company,  Nat  Welch,  Busi- 
ness Development,  which  will  deal  in 
management  and  financing  services. 

Barbara  Wilkens,  formerly  pub- 
licity director  of  WNTA-TV  New 
York,  named  promotion  director  of 
Talent  Publicity  Assoc.,  N.Y.,  radio-tv 
and  entertainment  pr  firm. 


Leif  Ericson  made  things 
happen  in  Norway...  and 

WPEN 
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vice  president;  Jeanette  F.  Sytsma,  vice 
president  and  treasurer,  and  John  P. 
Barton,  who  joins  the  company  as  vice 
president  and  sales  manager.  He  was 
formerly  manager  of  KUAM-AM-TV 
Guam.  Mr.  Engel  is  president  of  the 
Guam  stations. 

The  new  associate  company’s  activi- 
ties, Mr.  Engel  said,  include  “consulting 
in  the  management,  program,  sales,  and 
technical  facets  of  the  radio-tv  busi- 
ness.” International  Services,  he  stated, 
is  negotiating  for  station  licenses,  “gen- 
erally with  local  participation,”  in  va- 
rious markets.  (Uganda,  Egypt,  Malaya, 
and  others).  The  company  is  also  pre- 
pared to  assemble  and  distribute  low- 
cost  tv  receivers. 


Station  promotion 
study  released 

The  average  tv  station  allocates  about 
3.6%  of  its  annual  gross  revenues  to 
general  promotion,  exclusive  of  salaries. 
And  audience  promotion  is  by  far  the 
greatest  activity  at  stations,  averaging 
2.2%  of  gross  revenues. 

These  are  some  of  the  findings  which 
emerge  from  a tv  promotion-publicity- 
merchandising  survey  released  by 
Broadcasters’  Promotion  Assn.  It’s  part 
of  an  overall  radio-tv  promotion  study 
conducted  by  its  special  projects  com- 
mittee under  John  Hurlbut,  WFBM- 
AM-TV-FM  Indianapolis.  The  results 


Canadian  radio-tv 
get  25%  of  ad  revenue 

Canadian  radio  stations  last  year 
took  in  $26.9  million  in  national  ad- 
vertising, a gain  of  29%  in  five  years, 
according  to  a report  made  for  the 
Canadian  Assn,  of  Broadcasters  by  the 
Toronto  management  consultant  firm 
of  Wood,  Gordon  & Co.  The  report 
was  presented  at  the  CAB  annual  meet- 
ing in  March.  Radio  accounted  for 
11.4%  of  the  total  advertising  in  Can- 
ada last  year,  10.5%  of  the  national 
advertising. 

Television  accounted  for  about  $32 
million  or  13.6%  of  all  Canadian  ad- 
vertising last  year,  up  from  1.7%  in 
1953,  while  national  advertising  on  tv 

FANFARE 

were  announced  by  BPA  President 
Gene  Godt,  KYW-TV  Cleveland.  The 
study  covered  last  October-November. 

Approximately  92%  of  all  tv  sta- 
tions have  fulltime  promotion  depart- 
ments, while  72%  of  all  outlets  main- 
tain fulltime  departments.  Newspapers 
get  about  38.5%  and  trade  books 
25.3%  of  promotion  budgets  in  tv, 
while  the  figures  run  23.8%  and 
19.4%,  respectively,  in  radio  pro- 
motion. 

The  study  also  breaks  down  stations 
by  area  set  count  groups,  am  affilia- 
tions, departmental  setups,  number  of 
personnel  and  other  factors,  including 
station  budgeting  practices. 


increased  from  3.5%  in  1953  to  20.8% 
last  year. 

The  report  pointed  out  that  75%  of 
all  national  radio  advertising  went  to 
41  stations,  23%  of  the  total.  More 
than  75%  of  all  national  television  ad- 
vertising went  to  14  stations,  35%  of 
the  total  in  operation. 

Israeli  commercial  tv 

The  Israeli  government  radio  has 
inaugurated  spot  advertising.  With 
Israeli  Cabinet  approval,  the  spot  an- 
nouncements will  be  given  a six  months’ 
trial  run.  The  present  system  calls  for 
40  spot  commercials  a day  of  15-second 
duration.  More  than  half  of  the  adver- 
tising time  for  the  next  six  months  is 
already  sold. 


May  is  ‘Radio  Month’ 

Promotion  material  for  use  by  radio 
stations  in  celebrating  National  Radio 
Month  in  May  has  been  distributed 
by  NAB.  The  observance  is  centered 
around  the  theme,  “Radio,  the  Heart 
Beat  of  Main  Street.” 

New  jingles  created  by  Faillace  Pro- 
ductions, New  York,  have  been  re- 
corded by  19  top  singers  and  mu- 
sicians. They  were  pressed  by  Gotham 
Recording  Corp.,  New  York,  on  3316 
rpm  12-inch  discs.  These  discs  include 
30-second  and  10-second  vocal-instru- 
mental versions  of  jingles  plus  a 60- 
second  all-instrumental  cut  for  use  by 


Eye  Catcher  ■ A window  display  on 
New  York’s  Park  Ave.  just  north  of 
Grand  Central,  is  designed  to  catch 
the  commuting  advertising  executive. 


The  animated,  12-foot  display  at  250 
Park  Ave.  (branch  of  the  Marine 
Midland  Trust  Co.)  was  set  up  by 
Peters,  Griffin,  Woodward,  station 


representation  firm.  Theme  of  the 
display  is  “America’s  most  popular 
news  programs  and  newscasters  are 
local.” 

A silhouetted  map  of  the  U.  S. 
shows  PGW-represented  radio  and 
tv  stations  against  a background 
photomural  of  typical  local  news 
events.  A 17-inch  screen  in  the  cen- 
ter of  the  map  has  a rear  projection 
unit  that  shows  slides  of  the  station’s 
call  letters,  their  top  newscasters  and 
news  stories  currently  being  covered. 
The  slides  change  automatically 
every  six  seconds,  creating  in  five 
minutes  a national  cross  section  of 
important  news  stories  in  the  local 
markets. 

Each  station  is  cooperating  in  the 
promotion  furnishing  newsfilm  shot 
each  day.  Some  60  stations  (radio 
and  tv)  are  represented.  The  display 
is  in  movement  8 a.  m.-7  p.  m.  each 
day.  After  a short  stay  in  New  York, 
the  display  will  be  “bicycled”  for 
showings  in  all  nine  cities  where 
PGW  has  offices. 
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stations  under  their  own  promotional 
announcements  or  mixed  with  other 
program  material. 

The  NAB  promotional  kit  includes 
fact  sheets  about  radio,  sample  news 
releases,  newspaper  mat,  speech  text  for 
local  use  by  broadcasters;  proclamation 
to  be  signed  by  mayors  or  city  man- 
agers; tips  for  local  promotions  and 
programs,  and  order  forms  for  a pro- 
motional film  and  additional  speech 
texts. 

Oscar’s  record 

The  $700,000  that  the  motion  picture 
business  put  out  for  the  tv-radio 
Oscar  show  may  have  ruined  the  na- 
tional box  office  for  a night,  but  already 
compensating  millions  are  flowing  in. 
Moviemen  estimate  they  more  than 
doubled  their  investment  in  hoopla  sur- 
rounding the  two-nation  simulcast,  with 
television  and  radio  carrying  a fair 
share  of  the  publicity  here  and  in 
Canada. 

The  audience,  acting  on  the  movies’ 
own  advice,  stayed  away  in  droves  from 
theatres  April  4 and  gave  the  show  a 
historic  rating.  Arbitron’s  seven-city 
service  recorded  a thumping  51  aver- 
age for  the  nearly  IVi  hours  (including 
the  preceding  10-10:30  p.m.  Oscar  in- 
terview show  sponsored  by  Procter  & 
Gamble).  The  Arbitron  all-time  high 
compares  with  last  year’s  seven-city  Os- 
car rating  of  47.3,  which  was  the  old 
Arbitron  record.  (Weekly  Arbitron 
highs  average  in  the  twenties  and  low 
thirties.)  Trendex’  30-city  service  re- 
corded an  83.6  average  minute  audi- 
ence tuned  for  the  first  half  hour  of 


Listening  for  grandsons  ■ Folks 
around  in  1994  will  get  a radio-eye 
view  of  Ft.  Wayne,  Ind.,  by  simply 
digging  up  a sealed  time  capsule. 
Buried  by  WOWO,  that  city,  the 
capsule  contains  a transistor  radio, 
phonograph  records,  tape  recordings 
of  prominent  radio  voices,  color 
slides  of  Ft.  Wayne  churches,  a 
weathercast  tape,  and  over  200  other 
items  which  should  be  of  interest  to 
Hoosier  heirs. 

The  permanently-sealed,  stainless 
steel  “bomb”  was  buried  March  31 
on  the  grounds  of  the  Ft.  Wayne 
historical  museum.  A plaque  will  be 
hung  in  the  museum  to  remind  fu- 
ture radio  fans  that  it  is  to  be  opened 
Oct.  22,  1994 — the  200th  anniver- 
sary of  the  city. 

WOWO  general  manager  Ed  Wal- 
lis used  a golden  shovel  to  hollow 
out  the  burying  ground  for  the  cap- 
sule. The  event  was  a highlight  in 
the  station’s  35th  anniversary  cele- 
bration. 


the  award  show  and  71  for  the  10-11 
hour.  (Trendex  telephoners  don’t  take 
ratings  after  11  p.m.  in  the  various 
time  zones.) 

Box  office  lines  were  forming  the  day 
after  the  NBC  radio-tv  show.  Metro- 
Goldwyn-Mayer  was  talking  about  a 
possible  unprecedented  gross  of  $100 
million  internationally  for  “Ben  Hur,” 
which  took  1 1 Oscars.  The  British  en- 
try, “Room  At  The  Top,”  may  make 
another  half  million  in  this  country 
after  leading  lady  Simone  Signoret’s 
Oscar  and  its  best-picture  nomination. 
The  exposure  probably  will  increase  the 
fortunes  of  “Black  Orpheus”  by  50% 
in  bookings  after  its  “best  foreign  lan- 
guage film”  designation. 

The  Motion  Picture  Assn,  of  Amer- 
ica says  the  promotion  got  twice  the 
play  of  last  year’s.  Exhibitors,  who 
chipped  in  on  the  bill,  did  yeoman  work 
to  keep  their  customers  at  home.  NBC 
also  is  credited  bv  the  association  with 
a “magnificent  job”  of  promotion.  The 
association  is  satisfied  that  the  success 
in  the  Hollywood  mammoth  tradition 
grew  out  of  a unified  effort,  conducted 
“as  if  all  nine  major  studios  got  to- 
gether on  one  picture.” 

Committees  and  subcommittees  of 
MPAA  and  exhibitor  organizations  saw 
that  Oscar  got  maximum  exploitation 
in  every  conceivable  medium  from  tele- 
phone and  mail  meter  to  outdoor,  car 
card  and  halls  of  Congress.  Among  tele- 
vision and  radio  stations,  non-partisan 
cooperation  was  obtained  from  network 
affiliates  and  independents  alike.  Sta- 
tions programmed  announcements  and 
shows.  Record  companies  joined  in  to 
promote  old  award  songs  as  well  as  this 


year’s  nominees.  The  MPAA  disc- 
jockey  kit  containing  discs  of  nominated 
songs  went  to  1,000  d.j.’s  this  year, 
more  than  triple  last  year’s  list.  NBC 
got  special  recognition  from  the  spon- 
sor for  a record  number  of  plants  in  all 
media.  One  windfall  was  especially 
noted  by  MPAA.  WCBS-TV  pro- 
grammed films  starring  old  Oscar  win- 
ners the  week  leading  up  to  the  NBC- 
TV  show  this  year. 

In  the  30-second  mid-show  break 
(185  stations  lined  up  by  Donahue  & 
Coe  at  a cost  of  $36,000)  Olivia  De 
Havilland  chided  viewers,  “Why  aren’t 
you  at  the  movies?”  The  immediate 
answer  is  obvious  but  bullish  movie- 
men  are  confident  viewers  have  taken 
the  suggestion  for  theatre-going  days  to 
come. 

'Color  Day'  success 

A complete  telecast  day  given  over 
to  color  on  April  10  by  KMTV  (TV) 
Omaha  (Broadcasting,  April  11)  was 
hailed  by  RCA  distributors  as  “a  per- 
fect promotion.” 

KMTV  (TV)  programmed  all  day  in 
color,  carrying  10  hours  of  local  and 
seven  hours  of  network  shows  without 
a break.  Joining  in  the  extensive  pro- 
motion was  an  RCA  distributor,  Sidles 
Co.;  50  dealers  in  Iowa  and  Nebraska 
and  Omaha’s  four  leading  realty  firms. 

KMTV  General  Manager  Owen  Sad- 
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dler  received  a message  of  congratula- 
tions from  Robert  W.  Sarnoff,  NBC 
board  chairman,  John  L.  Burns,  RCA 
president  and  other  industry  leaders. 

The  station  reported  that  from  250 
to  600  people  visited  the  distributors’ 
stores  during  the  promotion. 

Media  men  to  see  game 

WRC-AM-FM-TV  Washington  will 
host  a group  of  New  York  radio-tv 
media  executives  at  the  opening  game 
of  the  Washington  Senators  today 
(April  18.)  The  game  will  highlight  the 
day’s  program  for  the  media  buyers  of 
New  York’s  leading  agencies  and  mem- 
bers of  NBC’s  Spot  Sales  organization 
who  are  scheduled  to  fly  in  this  morn- 
ing for  a conference  with  department 
heads  and  inspection  of  station  facilities 
of  WRC. 

After  the  morning  business  meeting 
a luncheon  buffet  will  precede  the  sea- 
son opener.  Tom  Paro,  WRC-TV  sales 
director,  Joseph  Goodfellow,  manager 
of  WRC-AM-FM,  and  Richard  H. 
Close,  vice-president  of  NBC  National 
Spot  Sales,  will  host. 

WPIX  puts  it  in  a book 

WPIX  (TV)  New  York  has  produced 
a handsomely-printed  book  presenting 
the  theme  “WPIX  is  the  independent 
station  with  network  programming, 
audiences  and  advertising.”  The  book 
is  attractively  packaged  in  a box,  has 
color  photographs  as  well  as  black-and- 
white  and  is  1 1 inches  high  by  14  inches 
long. 


Abbreviations: 

DA— directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 


PLEASE 

IF  ANYONE 

Elopes 

Dies 

Gets  Married 

Has  Guests 

— Goes  Away 

Has  a Party 

Has  a Baby 

Has  a Fire 

Is  III 

Has  an  Operation 

Has  an  Accident 

Buys  a Home 

Wins  a Prize 

Receives  an  Award 

Builds  a House 

Makes  a Speech 

Holds  a Meeting 

Or  Takes  Part  In  Any 
Other  Unusual  Event 


THAT'S  NEWS 
WE  WANT  IT 
Telephone  PLaza  3-4461 

RADIO  STATION  KTR0 

1370  ON  YOUR  DIAL 
CURTIS  BUILDING 
LONGVIEW,  TEXAS 


KFRO  Wants  to  Know  ■ Blotter 
mailing  piece  of  KFRO  Longview, 
Tex.,  serves  as  a handy  reminder 
to  recipients  that  station  wants 
tips  on  all  useable  news. 


Examples  are  given  of  its  program- 
ming by  types,  with  pictures  from  what 
the  station  considers  the  outstanding 
programs  representing  these  types. 

_ FOR  THE  RECORD 


— very  high  frequency,  uhf — ultra  high  fre- 
quency. ant. — antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watts,  me — mega- 
cycles. D — day.  N — night.  LS — local  sunset. 


Scenes  from  WPIX-produced  public 
service  programs  and  educational  tv 
are  also  reproduced.  The  second  sec- 
tion reports  on  a Neilsen  survey  giving 
the  profile  of  the  average  family  that 
watches  the  station  (age,  income  brack- 
et, occupation,  etc.)  The  book  ends' 
with  a list  of  WPIX’s  national  adver- 
tisers. 

Many  illustrations  in  color  are  in- 
cluded in  addition  to  the  photographs. 

M Drumbeats 

Premium  plaque  ■ The  Texas  Co. 
(Texaco),  N.Y.,  and  its  agency,  Cun- 
ningham & Walsh,  same  city,  have  re- 
ceived a bronze  plaque  from  the  Prem- 
ium Industry  Club  in  the  consumer  and 
retailer  traffic  building  premium  cate- 
gory for  the  best  such  promotion  of 
1959.  The  citation  was  presented  at 
the  National  Premium  Buyers  Exposi- 
tion in  Chicago  for  Texaco’s  toy  tank 
truck  promotion  (for  auto  check  up  in 
the  fall  season  Texaco  offered  at  $3.50 
a Buddy  “L”  truck  which  retails  at 
$7.95).  The  promotion  appeared  on 
commercials  in  Texaco’s  Huntley-Brink- 
ley  news  shows  (NBC-TV)  and  in  spot 
TV  in  85  markets  as  well  as  in  dealer 
radio  sponsorships.  In  addition,  pro- 
motion appeared  in  other  media. 

'Trim'  format  ■ WAUX  Waukesha, 
Wis.,  sent  340  Milwaukee  area  barbers 
letters  suggesting  that  the  station’s  re- 
laxed musical  programming  would  help 
hold  customers  still.  The  promotion 
was  part  of  the  station’s  “Music  for 
People”  program. 


mod. — modification,  trans. — transmitter,  uni. 
— unlimited  hours,  kc — kilocycles.  SCA — 
subsidiary  communications  authorization. 
SSA — special  service  authorization. — STA — 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann.  Announced. 

New  Tv  Stations 

ACTIONS  BY  FCC 

Grand  Island,  Neb. — Grand  Island  Tele- 
casting Co.  Granted  vhf  ch.  11  (198-204  me); 
ERP  0.275  kw  vis.,  0.162  kw  aur.;  ant.  height 
above  average  terrain  204  ft.,  above  ground 
229  ft.  Estimated  construction  cost  $26,000, 
first  year  operating  cost  $38,000,  revenue 
$43,000.  P.O.  address  5570  Dallas,  Tex.  Stu- 
dio-trans.  location  Grand  Island.  Geo- 
graphic coordinates  40°  55'  24"  N.  Lat.,  98° 
20'  36"  W.  Long.  Trans.  Electron,  ant.  Pro- 
delin.  Applicant  is  Electron  Corp.,  Dallas, 
applicant  for  tv  permits  in  Reno,  Nev.  (see 
below)  and  Douglas,  Ariz.  Ann.  April  13. 

Santa  Fe,  N.M. — Santa  Fe  Telecasting  Co. 
Granted  vhf  ch.  11  (198-204  me);  ERP  0.347 
kw  vis.,  0.174  kw  aur.;  ant.  height  above 
average  terrain  4 ft.,  above  ground  159  ft. 
Estimated  construction  cost  $31,000,  first 
year  operating  cost  $65,000,  revenue  $74,000. 
P.O.  address  931  Society  for  Savings  Bldg.. 
Cleveland,  Ohio.  Studio-trans.  location 
Corner  of  Washington  and  Water  Sts.,  Santa 
Fe.  Geographic  coordinates  35°  41'  17"  N. 
Lat.,  105°  56'  23"  W.  Long.  Trans.  Electron, 
ant.  Prodelin.  Sole  owner  is  Harrison  M. 
Fuerst  who  has  interests  in  KVOR  Colorado 
Springs,  Colo.;  KPAS  Banning  and  KTUR 
Turlock,  both  California.  Ann.  April  13. 

APPLICATION 

Eau  Claire,  Wis. — Central  Bcstg.  Co.  uhf 
ch.  25  ( 536-542  me);  ERP  223.9  kw  vis.,  112 
kw  aur.;  ant.  height  above  average  terrain 
436  ft.,  above  ground  489  ft.  Estimated  con- 
struction cost  $146,500,  first  year  operating 


W.  . . 


EDWIN  TORNBERG 

& COMPANY,  INC. 


NEGOTIATORS  FOR  THE  PURCHASE  AND  I 

I 

SALE  OF  RADIO  AND  TELEVISION  STATIONS 

I 


EVALUATIONS 
FINANCIAL  ADVISERS 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

April  7 through  April  13.  Includes  data  on  new  stations,  changes  in 
existing  stations,  ownership  changes,  hearing  cases,  rules  & standards 
changes  and  routine  roundup. 
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cost  $60,000,  revenue  $30,000.  P.O.  address 
2415  South  Hastings  Way,  Eau  Claire,  Wis. 
Studio  location  Eau  Claire,  Wis.  Trans,  loca- 
tion Town  of  Washington,  Eau  Claire.  Wis., 
2415  S.  Hastings  Way.  Geographic  coordi- 
nates 44°  47'  58"  N.  Lat.,  91°  27'  59"  W.  Long. 
Trans.  RCA  TTU12A,  ant.  RCA  TFU  24DL. 
Legal  counsel  Scharfeld  and  Baron,  Wash- 
ington, D.C.  Consulting  engineer  T.O.  Jor- 
genson. Principals  include  Morgan  and  Eliz- 
abeth Murphy,  54.6%,  and  others,  licensees 
of  WEAU-AM-FM-TV  Eau  Claire.  Ann. 
Mar.  28. 

Existing  Tv  Stations 

ACTION  BY  FCC 

KCND-TV  Pembina,  N.D. — Granted  mod. 
of  cp  to  change  ERP  from  21  kw  aur.  and 

10.5  kw  vis.  to  13.6  dbk  (23  kw)  vis.  and 

10.6  dbk  (11.5  kw)  aur.,  increase  ant.  height 
from  340  to  1,400  ft.,  and  change  type  trans. 
and  ant.  Ann.  April  13. 

CALL  LETTERS  ASSIGNED 

*WXGA-TV  Waycross,  Ga  — Georgia  State 
Board  of  Education.  Changed  from  WEGS- 
TV. 

*WEGA-TV  Savannah,  Ga. — Georgia  State 
Board  of  Education.  Changed  from  WXGA- 
TV. 

WFEN-TV  Clearwater,  Fla. — West  Coast 
Telecasting  Corp. 

♦KWCS-TV  Ogden,  Utah — Weber  County 
School  District. 

Tv  Translator  Stations 

ACTIONS  BY  FCC 

Windom  Area  Television  Inc.,  Windom, 
Minn. — Granted  cps  for  three  new  tv  trans- 
lator stations  on  chs.  70,  77  and  83  to  trans- 
late programs  of  WCCO-TV  (ch.  4),  KSTP- 
TV  (ch.  5),  both  Minneapolis,  and  KELO- 
TV  (ch.  11)  Sioux  Falls,  S.D.,  respectively. 
Ann.  April  13. 

Miami  Translator  System,  Miami,  Tex. — 
Granted  cps  for  three  new  tv  translator 
stations  on  chs.  72,  78  and  82  to  translate 
programs  of  Amarillo  stations  KGNC-TV 
ich.  4),  KVII  (ch.  7)  and  KFDA-TV  (ch. 
10),  respectively.  Ann.  April  13. 

New  Am  Stations 

ACTIONS  BY  FCC 


Corp.,  Hammonton,  N.J.  — Designated  for 
consolidated  hearing  applications  for  new 
daytime  am  stations  to  operate  on  690  kc; 
made  WADS  Ansonia,  Conn.;  WCBM  Balti- 
more, Md.;  WOR  New  York  City,  and 
WNNT  Warsaw,  Va.,  parties  to  proceeding. 
Waived  sec.  1.354  (h)  (1)  of  rules  with  re- 
spect to  minor  engineering  change  in  Boy- 
ertown  application;  denied  Brandywine  re- 
quest to  give  Boyertown  new  file  number. 
Ann.  April  13. 

APPLICATIONS 

San  Fernando,  Calif. — Sun  State  Bcstg. 
System  1210  kc,  10  kw  D.  P.O.  address  13273 
Ventura  Blvd.,  North  Hollywood,  Calif.  Es- 
timated construction  cost  $47,300,  first  year 
operating  cost  $80,000,  revenue  $150,000. 
Principals  include  Donald  H.  Blanchard, 
61.37%,  Richard  H.  Burton,  11.4%,  and  oth- 
ers. Mr.  Blanchard  is  attorney  with  interest 
in  electrical  contracting  firm.  Mr.  Burton  is 
his  law  associate.  Ann.  April  11. 

New  Milford,  Conn. — George  F.  O’Brien 
940  kc,  1 kw  D.  P.O.  address  20  Robinson 
Ave.,  Danbury,  Conn.  Estimated  construc- 
tion cost  $38,130,  first  year  operating  cost 
$60,000,  revenue  $60,000.  Applicant  is  in  in- 
surance. Ann.  Mar.  31. 

Louisville,  Ky.  — Mainliner  Bcstrs.  1500 
kc,  10  kw  D.  P.O.  address  155  Montgomery 
St.,  San  Francisco,  Calif.  Estimated  con- 
struction cost  $105,000,  first  year  operating 
cost  $120,000,  revenue  $150,000.  Principals 
are  John  M.  Bryan  and  Reid  W.  Dennis, 
equal  partners.  Mr.  Bryan  is  in  hardware 
and  real  estate.  Mr.  Reid  is  in  insurance. 
Ann.  April  4. 

Lancaster,  S.C. — Palmetto  Bcstg.  System 
1560  kc,  1 kw  D.  P.O.  address  Lancaster, 
S.C.  Estimated  construction  cost  $13,530, 
first  year  operating  cost  $30,000,  revenue 
$36,000.  Principals  include  B.L.  Phillips  Jr., 
Michael  C.  Turner  and  John  D.  Marlin, 
331/3%  each.  Messrs.  Phillips  and  Turner  are 
employes  of  WIST  Charlotte,  N.C.  Mr.  Mar- 
tin is  employe  of  WLCM  Lancaster,  S.C. 
Ann.  April  13. 

Summerville,  S.C.  — Radio  Summerville 
Inc.  980  kc,  500  w D.  P.O.  address  Summer- 
ville, S.C.  Estimated  construction  cost  $18,- 
631,  first  year  operating  cost  $25,720,  reve- 
nue $36,000.  Principals  include  N.H.  Hamil- 
ton, 50%,  Norman  M.  Mathews,  25%,  and 
others.  Mr.  Hamilton  is  attorney.  Mr.  Math- 
ews is  stockholder  and  manager,  WDIX 
Orangeburg,  S.C.  Ann.  April  7. 


Equipping  a 
Radio  Station? 


Miniature 

Microphone 


Sarasota,  Fla. — Radio  Sarasota  Co.  Grant- 
ed 1220  kc,  1 kw  D.  P.O.  address  912  W. 
Wesley  Rd.,  Atlanta,  Ga.  Estimated  con- 
struction cost  $19,060,  first  year  operating 
cost  $48,000,  revenue  $60,000.  Equal  partners 
are  J.  Lee  Friedman,  advertising  agency 
and  boys  camp  interests,  Paul  Jones,  real- 
tor, and  Harry  LeBrun,  vice  pres.  WLWA 
Atlanta.  Mr.  Friedman  and  Mr.  Jones  own 
WWOK  Charlotte,  N.C.  Ann.  April  13. 

Clayton,  Ga.  — Blue  Ridge  Bcstg.  Co. 
Granted  1570  kc,  1 kw  D.  P.O.  address  Box 
443,  Seneca,  S.C.  Estimated  construction 
cost  $12,940,  first  year  operating  cost  $31,440, 
revenue  $30,000.  Applicants  are  Mr.  and 
Mrs.  J.A.  Gallimore  who  also  own;  60%  of 
WLFA  Lafayette,  Ga.;  and  90%  of  WSSC 
Sumter;  50%  of  WBHC  Hampton;  60%  of 
WBAW  Barnwell,  and  52%  of  WABV  Abbe- 
ville, all  South  Carolina.  Ann.  April  13. 

Griffin,  Ga. — Gladys  McCommon  Johnson. 
Granted  1410  kc,  1 kw  D.  P.O.  address  2954 
Crestline  Dr.,  Macon,  Ga.  Estimated  con- 
struction cost  $18,735,  first  year  operating 
cost  $39,000,  revenue  $51,000.  Mrs.  Johnson, 
sole  owner,  is  housewife.  Ann.  April  8. 

Traverse  City,  Mich. — D.C.  Summerford. 
Granted  1310  kc,  1 kw  D.  P.O.  address  306 
Lincoln  Hill  Dr.,  Battle  Creek,  Mich.  Esti- 
mated construction  cost  $20,881,  first  year 
operating  cost  $52,000,  revenue  $57,000.  Mr. 
Summerford,  sole  owner,  is  stockholder  in 
WTMT  Louisville,  Ky.  Ann.  Aoril  8. 

Wilmer  E.  Huffman,  Pratt,  Kan.;  Francis 
C.  Morgan  Jr.,  Larned,  Kan.;  Pier  San  Inc., 
Lamed,  Kan. — Designated  for  consolidated 
hearing  applications  for  new  am  stations  to 
operate  on  1290  kc.  Mr.  Morgan  and  Pier 
San  with  500  w D,  and  Mr.  Huffman  with 
500  w-N,  5 kw-LS,  DA-2  (BP-12021,  12749, 
12750);  made  KSOK  Arkansas  City,  Ark., 
party  to  proceeding.  Comr.  Bartley  con- 
curred in  part  but  favored  including  mul- 
tiple ownership  issue.  Ann.  April  13. 

Brandywine  Bcstg.  Co.,  Media,  Pa.;  Boy- 
ertown Bcstg.  Co.,  Boyertown,  Pa.;  Dinkson 


WNJR 

1st  in  new  york 
dec.  negro  pulse 

(BASED  ON  U.S.  CENSUS) 


Existing  Am  Stations 

ACTIONS  BY  FCC 

KART  Jerome,  Idaho  — Granted  change 
from  uni.  to  D,  with  specified  hours,  con- 
tinuing operation  on  1400  kc,  250  w.  Ann. 
April  8. 

WZIP  Covington,  Ky. — Granted  applica- 
tion to  change  station  and  main  studio 
location  to  Cincinnati,  Ohio.  Ann.  April  13. 

KWNO  Winona,  Minn. — Granted  change 
in  operation  on  1230  kc  from  250  w uni.,  to 
1 kw-LS,  DA-D,  with  continued  nighttime 
operation  with  250  w;  engineering  condi- 
tions. Ann.  April  13. 

KARR  Great  Falls,  Mont. — Granted  in- 
crease of  daytime  power  from  250  w to  1 
kw,  continuing  operation  on  1400  kc,  250 
w-N;  engineering  condition.  Ann.  April  8. 

KATL  Miles  City,  Mont.  — Granted  in- 
crease of  daytime  power  from  250  w to  1 
kw,  continuing  operation  on  1340  kc,  250 
w-N.  Ann.  April  8. 

KVCK  Wolf  Point,  Mont.  — Granted  in- 
crease of  daytime  power  from  250  w to  1 
kw,  continuing  operation  on  1450  kc,  250 
w-N;  remote  control  permitted.  Ann.  April 
13. 

KELK  Elko,  Nev. — Granted  increase  of 
daytime  power  from  250  w to  1 kw,  con- 
tinuing operation  on  1240  kc,  250  w-N. 
Ann.  April  8. 

KGRT  Las  Cruces,  N.M.  — Granted  in- 
crease of  power  from  1 kw  to  5 kw,  con- 
tinuing operation  on  570  kc  D.  Ann.  April  8. 

WMSA  Massena,  N.Y.;  WTWN  St.  Johns- 
bury,  Vt.;  WDCR  • Hanover,  N.H.;  WIRY 
Plattsburg,  N.Y.  — Designated  for  consoli- 
dated hearing  applications  to  increase  day- 
time power  from  250  w to  1 kw,  continuing 
operation  on  1340  kc,  250  w-N,  WIRY  with 
DA-D.  Ann.  April  13. 

WSLB  Ogdensburg,  N.Y.  — Granted  in- 
crease of  daytime  power  from  250  w to  1 
kw,  continuing  operation  on  1400  kc,  250 
w-N;  engineering  condition.  Ann.  April  13. 

WEOK  Poughkeepsie,  N.Y. — Granted  in- 
crease of  power  from  1 kw  to  5 kw,  with 
DA,  continuing  daytime  operation  on  1390 
kc;  engineering  conditions.  Ann.  April  13. 

WGUS  North  Augusta,  S.C.  — Granted 
change  of  facilities  from  1600  kc,  500  w D, 
to  1380  kc,  1 kw  D;  remote  control  permit- 
ted. Ann.  April  13. 

WDXN  Clarksville,  Tenn.  — Granted  in- 
crease of  power  from  250  w to  1 kw,  con- 
tinuing operation  on  540  kc  D;  remote  con- 
trol permitted;  engineering  condition. 
Comr..  Bartley  dissented.  Ann.  April  13. 


only  $8250 

This  RCA  Miniature  Dy- 
namic Microphone  is  as 
inconspicuous  as  modern 
microphone  design  can  make 
it ! Just  2%"  long,  it  weighs 
but  2.3  ounces.  And,  in 
spite  of  its  compactness, 
the  BK-6B  is  a durable, 
high-quality  microphone. 
Try  it  for  remotes!  You’ll 
find  it  excellent  for  inter- 
views, panel  shows  and 
sports.  It’s  a great  value 
at  $82.50 ! 

Order  your  BK-6B  now ! Write 
to  RCA,  Dept.  FC-2-.  Building 
15-1,  Camden,  N.  J .Whatever 
yourhroadcast  equipment  needs, 
see  RCA  FIRST! 
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KVLF  Alpine,  Tex. — Granted  increase  of 
daytime  power  from  250  w to  1 kw,  con- 
tinuing operation  on  1240  kc.  250  w-N;  re- 
mote control  permitted.  Ann.  April  8. 

KNOW  Austin,  Tex. — Designated  for  hear- 
ing application  to  increase  daytime  power 
from  250  w to  1 kw,  continuing  operation 
on  1490  kc,  250  w-N;  made  KIBL  Beeville, 
KCNY  San  Marcos,  KNEL  Brady,  and 
KSAM  Huntsville,  all  Texas,  parties  to  pro- 
ceeding. Ann.  April  13. 

KZOL  Muleshoe,  Tex. — Granted  applica- 
tion to  change  location  to  Farwell,  continu- 
ing operation  on  1570  kc,  250  w D;  engi- 
neering condition.  Ann.  April  13. 

KALL  Salt  Lake  City,  Utah— Granted  that 
part  of  application  for  change  of  trans.  site 
and  waiver  of  sec.  3.41  of  rules  to  install 
5 kw-trans„  type  accepted  for  1 and  5 kw. 
Is  being  advised  that,  insofar  as  it  seeks 
increase  in  daytime  power  from  1 kw  to  5 
kw,  application  indicates  necessity  of  hear- 
ing on  multiple  ownership  issue.  Comr. 
Lee  concurred  in  part  and  dissented  in  part. 
Ann.  April  13. 

WTON  Staunton,  Va. — Granted  increase 
of  daytime  power  from  250  w to  1 kw,  con- 
tinuing operation  on  1240  kc,  250  w-N;  re- 
mote control  permitted;  engineering  condi- 
tion. Ann.  April  13. 

WHSM  Hayward,  Wis. — Granted  change 
on  910  kc  from  1 kw  D to  5 kw  DA-D;  en- 
gineering conditions.  Ann.  April  8. 

APPLICATIONS 

WCNX  Middletown,  Conn. — Cp  to  increase 
power  from  500  w to  1 kw  and  make 
changes  in  trans.  equipment  (1150kc).  Ann. 
April  11. 

WJOE  Ward  Ridge,  Fla. — Cp  to  change 
frequency  from  1570  kc  to  1530  kc;  increase 
power  from  250  w to  1 kw;  install  new 
trans.  Ann.  April  13. 

WAAT  Trenton,  N.J.  — Cp  to  change 
hours  of  operation  from  D to  uni.,  using 
power  of  5 kw;  install  DA  and  new  trans. 
and  change  ant.-trans.  location  (request 
waiver  of  sec.  3.28  [c]  of  rules)  (1300  kc). 
Ann.  April  11. 

WGWR  Asheboro,  N.C. — Cp  to  change 
hours  of  operation  from  D to  uni.,  using 
power  of  500  w;  N-5  kw;  D (increase  pow- 
er from  1 kw)  install  DA  N&D  (DA-2);  in- 
stall new  trans  (1260kc).  Ann.  April  7. 


CALL  LETTERS  ASSIGNED 

KZOW  Globe,  Ariz.— Gila  Bcstg.  Co. 
Changed  from  KWJB. 

KXIV  Phoenix,  Ariz. — Camelback  Bcstg. 
Inc.  Changed  from  KONI. 

WYSL  Amherst,  N.Y. — McLendon  Corp. 
Changed  from  WINE. 

WDLE  Delaware,  Ohio — Somerset  Bcstg. 
Co. 


KWLD  Liberty,  Tex. — Liberty  Bcstg.  Co. 
Changed  from  KLBG. 

KAYG  Lakewood,  Wash. — KHFA  Inc. 
Changed  from  KHFA. 


New  Fm  Stations 

ACTIONS  BY  FCC 

Auburn,  Calif.  — Donnelly  C.  Reeves. 
Granted  101.1  me,  4.6  kw  D.  P.O.  address 
P.O.  Box  950,  Auburn,  Calif.  Estimated  con- 
struction cost  $11,650,  first  year  operating 
cost  $6,000,  revenue  $6,000.  Applicant  also 
owns  KAHI  Auburn.  Ann.  April  13. 

Aurora,  111. — Russell  G.  Salter.  Granted 
95.9  me,  1 kw.  P.O.  address  914  S.  Catherine 
Ave.,  LaGrange,  111.  Estimated  construction 
cost  $36,650,  first  year  operating  cost  $20,000, 
revenue  $28,000.  Applicant  is  sole  owner  of 
WBEL  Beloit,  Wis.  Ann.  April  8. 

Elgin,  111. — Elgin  Bcstg.  Co.  Granted  94.3 
me,  1 kw.  P.O.  address  156  Division  St., 
Elgin,  111.  Estimated  construction  cost  $9,- 
502.  Elgin  Bcstg.  Co.  is  licensee  of  WRMN 
Elgin.  Applicant  fm  will  duplicate  WRMN 
programming.  Ann.  April  13. 

Richmond,  Ind.  — House  of  Sound  Inc. 
Granted  96.1  me,  32  kw.  P.O.  address  Greens 
Fork,  Ind.  Estimated  construction  cost  $33,- 
652,  first  year  operating  cost  $26,000,  reve- 
nue $30,000.  Principal  applicants  are  Rich- 
ard N.  and  Jacqueline  A.  Williams,  who 
operate  radio-tv  retail  store.  Ann.  April  13. 

Grand  Rapids,  Mich.  — Ottawa  Bcstg. 
Corp.  Granted  94.5  me,  36.96  kw.  P.O.  ad- 
dress Route  31  & James  St.,  Holland,  Mich. 
Estimated  construction  cost  $26,590,  first 
year  operating  cost  $30,000,  revenue  $37,500. 
Principals  include  Bernard  Brookema, 
50.9%  and  others.  Mr.  Brookema  is  50% 
owner  of  WJBL  Holland,  Mich.  Ann.  April 
13. 

Hess-Hawkins  Co.,  St.  Louis,  Mo. — Mod- 
ified cp  for  new  fm  station  to  change  sta- 
tion location  to  East  St.  Louis,  111.;  no 
changes  in  facilities.  Ann.  April  13. 

Rochester,  N.Y. — State  Bcstg.  Inc.  Grant- 
ed 100.5  me,  5.08  kw.  P.O.  address  130  Clin- 
ton Ave.  South,  Rochester,  N.Y.  Estimated 
construction  cost  $12,040.  Applicants  are 
Frank  W.  Miller  Jr.  and  Lee  W.  Miller, 
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50%  each.  Frank  W.  Miller  Jr.  is  in  publish- 
ing business.  Ann.  April  13. 

Forest  City,  N.C.  — Tri-City  Bcstg.  Co. 
Granted  105.3  me,  3.33  kw.  P.O.  address  P.O. 
Box  280,  Forest  City,  N.C.  Estimated  con- 
struction cost  $8,763,  first  year  operating 
cost  $4,200,  revenue  $8,000.  Principals  are 
Gerard  T.  Becknell  and  A.  Hager  Lovelace, 
equal  partners,  owners  of  WAGY  Forest 
City,  N.C.  Ann.  Mar.  4. 

Paul  J.  Molnar,  Ohio  Music  Corp.,  Cleve- 
land, Ohio  — Designated  for  consolidated 
hearing  applications  for  new  class  B fm 
stations  to  operate  on  93.1  me.  Ann.  April  8. 

Taliesin  Bcstg.  Co.,  Douglas  G.  Oviatt  & 
Son,  Cleveland,  Ohio — Designated  for  con- 
solidated hearing  applications  for  new  class 
B fm  stations  to  operate  on  95.5  me.  Ann. 
April  13. 

South  Boston,  Va.  — Halifax  Bcstg.  Co. 
Granted  97.5  me,  2.4  kw.  P.O.  address  Box 
490,  South  Boston,  Va.  Estimated  construc- 
tion cost  $10,712,  first  year  operating  cost 
$3,000,  revenue  $5,000.  Applicant  is  John  L. 
Cole  Jr.,  who  is  owner  of  WHLF  South 
Boston,  and  WMEK  Chase  City,  both  Vir- 
ginia. Ann.  April  8. 

Milwaukee,  Wis. — Beacon  Electronics  Inc. 
Granted  102.1  me,  38.9  kw.  P.O.  address  715 
N.  Milwaukee  St.,  Milwaukee,  Wis.  Esti- 
mated construction  cost  $20,450,  first  year 
operating  cost  $35,000,  revenue  $40,000.  Prin- 
cipals include  Paul  T.  Foran,  30.42%  and 
Robert  G.  Bickel,  14.07%,  and  others.  Both 
Messrs.  Foran  and  Bickel  are  attorneys. 
Ann.  April  13. 

APPLICATIONS 

Huntsville,  Ala. — Hughey  Bcstg.  Co.  92.9 
me,  3.071  kw.  P.O.  address  % Mitchell  Je- 
rome Hughey,  2409  9th  Ave.,  Huntsville, 
Ala.  Estimated  construction  cost  $12,750, 
first  year  operating  cost  $18,000,  revenue 
$45,000.  Principals  are  Austin  Hughey,  55%, 
and  Mitchell  J.  Hughey,  45%.  Austin 
Hughey  is  employe  of  chemical  corporation. 
Mitchell  Hughey  is  in  advertising.  Ann. 
April  11. 

Miami,  Fla. — Fm  Bcstg.  Co.  of  Florida. 
99.1  me,  17.7  kw.  P.O.  address  215  Buchanan 
St.,  Amarillo,  Tex.  Estimated  construction 
cost  $24,128,  first  year  operating  cost  $32,120, 
revenue  $43,800.  Principals  are  J.  Ernest 
Stroud,  50%,  B.W.  Moore  and  Jimmie  A. 
Nail,  25%  each.  Mr.  Stroud  is  in  real  estate. 
Mr.  Moore  is  in  engineers  services.  Mr.  Nail 
is  in  land  surveys.  Ann.  April  11. 

Tampa,  Fla. — Fm  Bcstg.  Co.  of  Florida. 
102.5  me,  8.9  kw.  P.O.  address  215  Buchanan 
St.,  Amarillo,  Tex.  Estimated  construction 
cost  $23,428,  first  year  operating  cost  $32,120, 
revenue  $43,800.  Principals  are  J.  Ernest 
Stroud,  50%,  B.W.  Moore  and  Jimmie  A. 
Nail,  25%  each.  Mr.  Stroud  is  in  real  estate. 
Mr.  Moore  is  in  engineering  services.  Mr. 
Nail  is  in  land  surveys.  Ann.  April  11. 

Lynn,  Mass.— Harvey  Sheldon.  105.3  me, 
1.032  kw.  P.O.  address  441  Farmington  Ave., 
Hartford,  Conn.  Estimated  construction  cost 
$23,200,  first  year  operating  cost  $18,450, 
revenue  $24,000.  Applicant  is  employe  of 
WMAS  Springfield,  Mass.  Ann.  April  11. 


Existing  Fm  Stations 

ACTIONS  BY  FCC 

WJHL-FM  Johnson  City,  Tenn. — Waived 
sec.  3.204  (a)  of  rules  to  permit  use  of  250 
w trans.  and  reduced  ERP  from  9.6  kw  to 
800  w,  continuing  operation  on  100.7  me; 
ant.  height  1,400  ft.  Ann.  April  8. 

WEAW-FM  Evanston,  111. — Granted  SCA 
to  engage  in  functional  music  operation  on 
multiplex  basis.  Ann.  April  8. 

KAFE  (FM)  Oakland,  Calif. — Granted  cp 
to  move  station  to  San  Francisco  and  to 
increase  ERP  from  1.71  kw  to  100  kw,  ant. 
height  from  1,080  ft.  to  1,120  ft.,  continuing 
operation  on  98.1  me;  remote  control  per- 
mitted; engineering  condition.  Ann.  April  8. 

CALL  LETTERS  ASSIGNED 
^KTAR-FM  Phoenix,  Ariz.— KTAR  Bcstg. 

KCHV-FM  Coachella,  Calif. — Coachella 
Valley  Bcstg.  Co. 

KPGM  (FM)  Los  Altos,  Calif. — William  J. 
Greene. 

KATT  (FM)  Woodland,  Calif. — Interstate 
Bcstg.  Co. 

WDJK  (FM)  Atlanta,  Ga.— Joel  S.  Kauf- 
mann. 

WULX-FM  Richmond,  Ind. — Richmond 
Bcstg.  Co. 

♦WUCB-FM  Chicago,  111. — U.  of  Chicago. 

WYSL-FM  Amherst,  N.Y.— McLendon 
Corp.  Changed  from  WINE-FM. 

WBYO-FM  Boyertown,  Pa. — Boyertown 
Bcstg.  Co. 

WIBF  Jenkintown,  Pa. — William  L.  Fox. 

KTBC-FM  Austin,  Tex.— LBJ  Co. 

*KBRG  (FM)  Provo,  Utah — Brigham 
Young  U. 

KGMJ  (FM)  Seattle.  Wash.— Internation- 
al Good  Music  Inc. 


WTMB-FM  Tomah,  Wis. — Tomah-Maus- 
ton  Bcstg.  Co. 

WTTN-FM  Watertown,  Wis. — Watertown 
Radio  Inc. 


Ownership  Changes 

ACTIONS  BY  FCC 

WTCB  Flomaton,  Ala. — Granted  transfer 
of  negative  (50%)  control  from  Andrew  J. 
and  Dot  C.  Lee  to  Carl  E.  Jones;  considera- 
tion $5,500.  Ann.  April  13. 

KSFE  Needles,  Calif.  — Granted  assign- 
ment of  license  to  SHS  Bcstg.  Corp.  (D. 
Shuirman,  president);  consideration  $35,000 
with  option  to  purchase  land  and  buildings. 
Ann.  April  8. 

WSUG  Clewiston,  Fla. — Granted  assign- 
ment of  cp  to  William  H.  Finch;  considera- 
tion $47,500.  Ann.  April  13. 

WBIL  Leesburg,  Fla.  — Granted  assign- 
ment of  license  to  Thompson  K.  Cassel; 
consideration  $75,000.  Mr.  Cassel  owns 
WATS  Sayre,  Pa.,  and  has  interest  in 
WCHA-AM-FM  Chambersburg,  Pa.;  WBRK 
Berwick,  Pa.;  WGGG  Gainesville,  Fla.,  and 
tv  station  WTVE  Elmira,  N.Y.  (off  air). 
Ann.  April  13. 

WRIM  Pahokee,  Fla. — Granted  assignment 
of  license  to  Jack  Mann,  Robert  R.  Pauley, 
Richard  S.  Jackson  and  Peter  Taylor,  d/b 
as  WRIM  Co.;  consideration  $45,000.  Mr. 
Mann  is  licensee  of  WTYS  Marianna,  Fla. 
Ann.  April  8. 

WCOA  Pensacola,  Fla. — Granted  assign- 
ment of  licenses  to  WCOA  Radio  Inc.  (Jus- 
tin Miller,  president;  T.K.  Cassel,  treasurer, 
has  interest  in  station  WGGG  Gainesville, 
Fla.);  consideration  $350,000.  Ann.  April  13. 

WELE  South  Daytona,  Fla.— Granted  ac- 
quisition of  positive  control  by  R.K.  Shivers 
(now  y3  owner)  through  purchase  of  addi- 
tional third  interest  from  James  S.  Beattie 
for  $5,700.  Ann.  April  13. 

KULA  Honolulu,  Hawaii — Granted  assign- 
ment of  license  to  KULA  Bcstg.  Corp. 
(Charles  Stuart  III,  president);  considera- 
tion $500,000  plus  employment  of  Jack  A. 
Burnett,  sole  stockholder  of  assignor,  as 
full-time  manager  for  5 years  at  $24,000  a 
year.  Ann.  April  13. 

KWNT  Davenport,  Iowa — Granted  trans- 
fer of  control  from  Alex  J.  Clark,  Howard 
Dorsey  and  Harry  Alpirn  to  Lynne  W.  and 
Frank  H.  Babcock  Jr.;  consideration  $30,000. 
Comr.  Lee  dissented.  Ann.  April  13. 

KXGI  Fort  Madison,  Iowa — Granted  as- 
signment of  license  to  Talley  Bcstg.  Co. 
(Hayward  L.  Talley,  principal  owner  of 
WSMI  Litchfield,  111.);  consideration  $109,- 
300  plus  $8,200  not  to  compete  for  10  years 
within  50  miles  of  Fort  Madison.  Ann. 
April  8. 

WTCW  Whitesburg,  Ky. — Granted  (1)  ac- 
quisition of  negative  control  by  Ernest 
Tubb  (now  45%  owner)  through  purchase 
of  additional  5%  interest  from  Charles  E. 
Mosley  for  $2,500,  and  (2)  transfer  of  Mr. 
Tubb’s  50%  interest  to  Donald  F.  Cros- 
thwait  for  $25,000.  Ann.  April  13. 

KBTN  Neosho,  Mo. — Granted  assignment 
of  license  to  Galen  O.  Gilbert  and  W.R. 
Bentley,  d/b  as  Radio  Station  KBTN;  con- 
sideration $59,500.  Ann.  April  13. 

WEZJ  Williamsburg,  Ky.— Granted  trans- 
fer of  control  from  H.T.  Parrott,  R.D.  In- 
gram and  J.W.  Pickett  to  L.A.  Buck;  con- 
sideration $20,000  for  75%  interest.  Ann. 
April  13. 

WKCB,  WKCQ  (FM)  Berlin,  N.H.— Grant- 
ed (1)  renewal  of  licenses  and  (2)  assign- 
ment of  licenses  to  Berlin  Bcstg.  Co.  (John 
J.  and  Elizabeth  M.  Bowman);  considera- 
tion $157,500.  Ann.  April  8. 

KTMC  McAlester,  Okla. — Granted  acqui- 
sition of  positive  control  by  Robert  W. 
Baggett  (now  39%  owner)  through  purchase 
of  additional  22%  stock  from  Rita  P.  Corn- 
ish; consideration  $8,459.  Ann.  April  8. 

KBKR  Baker,  Ore. — Granted  acquisition 
of  positive  control  (99%)  by  Barbara  L. 
Lockwood  under  provisions  of  will  of  her 
mother,  Ruth  H.  Jacobs,  deceased;  no  mon- 
etary consideration.  Ann.  April  13. 

WTRO  Dyersburg,  Tenn.— Granted  assign- 
ment of  license  to  McQueen  and  Co.  (D. 
Mitchell  Self,  president);  two  other  stock- 
holders have  interests  in  WSUH  Oxford, 
Miss.,  WLAY  Muscle  Shoals  and  WJBB 
Haley  ville,  both  Alabama;  consideration 
$70,000.  Ann.  April  13. 

WHBT  Harriman,  Tenn. — Granted  (1)  ac- 
quisition of  negative  control  by  Ernest 
Tubb  (now  45%  owner)  through  purchase 
of  additional  5%  interest  from  Charles  E. 
Mosley  for  $500,  and  (2)  transfer  of  Mr. 
Tubb's  50%  interest  to  Kenneth  J.  Cros- 
thwait  for  $5,000.  Ann.  April  13. 
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WHAP  Hopewell,  Va.  — Granted  assign- 
ment of  license  to  Eastern  Bcstg.  Corp. 
(Roger  A.  Neuhoff,  president,  owns  stations 
WILA  Danville,  WCHV  and  WCCV-FM 
Charlottesville,  all  Virginia);  consideration 
$65,000.  Ann.  April  13. 

WNRV  Narrows-Pearisburg,  Va. — Granted 
assignment  of  licenses  from  H.J.  Romanus 
to  E.D.  and  Megan  H.  McWilliams  (interests 
in  WNAK  Nanticoke,  Pa.);  consideraiton 
$72,500.  Ann.  April  13. 

APPLICATIONS 

KVNA  Flagstaff,  Ariz. — Seeks  transfer  of 
control  of  Frontier  Tv  Co.  from  John  L. 
Hogg,  28%,  George  R.  Cook,  Glenn  Snyder, 
John  Williams  and  James  Ross,  18%  each, 
to  Albertson  Bcstg.  Corp.  for  $70,000.  Pur- 
chasers are  Roy  L.  Albertson,  73%,  and 
others,  licensee  of  WBNY-AM-FM  Buffalo, 
KNOT  Prescott,  Ariz.  Ann.  April  13. 

KFMM  Tucson,  Ariz. — Seeks  assignment 
of  license  from  Copper  State  Bcstg.  Corp. 
to  Lee  Little  Radio  for  $45,000.  Purchaser 
is  Lee  Little,  former  owner  of  KTUC  Tuc- 
son. Ann.  April  13. 

KSAN  San  Francisco,  Calif. — Seeks  trans- 
fer of  control  of  Golden  Gate  Bcstg.  Corp. 
from  S.H.  Patterson,  60%,  and  Norwood  J. 
and  Gloria  Dawn  Patterson,  40%,  to  S.H. 
Patterson,  33fa%,  and  Norwood  J.  and 
Gloria  Dawn  Patterson,  66%%,  for  liquida- 
tion of  $15,592  debt  owed  to  Norwood  J. 
and  Gloria  Dawn  Patterson  by  S.H.  Pat- 
terson. Ann.  April  11. 

WSTN  St.  Augustine,  Fla. — Seeks  assign- 
ment of  license  from  Harold  W.  Critchlow 
to  D & R Bcstg.  Corp.  for  $82,000.  Purchaser 
is  Leonard  Desson,  95%,  retail  poultry 
farmer.  Ann.  April  6. 

WKXY  Sarasota,  Fla. — Seeks  assignment 
of  license  of  Sarasota  Bcstg.  Co.  from  part- 
nership to  corporation;  no  financial  con- 
sideration involved.  Ann.  Mar.  25. 

WMBD-AM-FM-TV  Peoria,  111.— Seeks  as- 
signment of  licenses  from  WMBD  Inc.  to 
Midwest  Tv  Inc.  for  $135,000.  Principals  in- 
clude August  C.  Meyer,  24.9%,  Clara  R. 
Meyer,  26.1%,  and  others.  Illinois  Bcstg. 
Co.,  subsidiary  of  Lindsay-Schaub  News- 
papers Inc.,  owns  20%  of  Midwest  Tv.  Lind- 
say-Schaub is  27%  owned  by  Frank  M. 
Lindsay  and  family,  stockholder  in  WGEM- 
AM-FM-TV  Quincy,  111.  Illinois  Bcstg.  is 
licensee  of  WSOY-AM-FM  Decatur.  WVLN- 
AM-FM  Olney,  WSEI  (FM)  Effingham,  ail 
Illinois.  Midwest  Tv  is  licensee  of  WCIA 
(TV)  Champaign,  111.  Mr.  Meyer,  attorney, 
has  no  other  broadcast  interests.  Ann. 
April  11. 

KLGA  Algona,  Iowa — Seeks  assignment  of 
license  from  Kossuth  County  Bcstg.  Co.  to 
KLGA  Inc.  for  $80,000.  Principals  are  Rob- 
ert Behling,  Harry  Snyder  and  Robert  Wil- 
son, 33%%  each.  Mr.  Behling  is  employe  of 
KHUB  Fremont,  Neb.  Mr.  Snyder  is  50% 
owner  of  KHUB.  Mr.  Wilson  is  employe 
of  KLEM  Le  Mars,  Iowa.  Ann.  April  13. 

KLOU  Lake  Charles,  La. — Seeks  assign- 
ment of  license  from  Gulf  Bcstg.  Co.  to 
Albert  D.  Johnson  for  $142,500.  Mr.  Johnson 
was  formerly  general  manager  of  KENS- 
AM-TV  San  Antonio,  Tex.,  and  former 
stockholder  in  KOY-TV  Phoenix  and 
KVOY  Yuma,  Ariz.  Ann.  April  7. 

WONG  Oneida,  N.Y.  — Seeks  transfer  of 
control  of  Madison  County  Bcstg.  Corp. 
from  John  J.  Geiger,  sole  owner,  to  John 
J.  Geiger,  50%,  and  Richard  W.  and  Irenitta 
M.  Mills,  50%,  in  exchange  for  Mr.  Mills’ 
services  as  general  manager  of  the  station. 
Mr.  Mills  was  formerly  employe  of  WFTL 
Ft.  Lauderdale,  Fla.  Ann.  April  7. 

WHRV  Ann  Arbor,  Mich. — Seeks  transfer 
of  control  of  Zanesville  Publishing  Co.  from 
Clay  Littick,  87.5%,  Arthur  Littick,  3.3%, 
and  William  Littick,  9.2%,  to  Clay  Littick 
and  Arthur  Littick,  47.5%  each,  William 
Littick,  5%,  by  issuance  to  Arthur  Littick 
640  shares  of  authorized  but  unissued  com- 
mon voting  stock  for  $96,000  of  company’s 
convertible  debentures  held  by  him.  Trans- 
fer of  control  includes  WTAP-AM-TV 
Parkersburg,  W.Va.,  and  WHIZ-AM-TV 
Zanesville,  Ohio.  Ann.  April  11. 

WDAL  Meridian,  Miss. — Seeks  assignment 
of  license  from  Southwestern  Bcstg.  Co.  of 
Miss,  to  R.E.  Hook  & Assoc,  for  $65,000. 
Principals  include  R.E.  Hook,  Lucille  Hook, 
30%  each,  and  others.  R.E.  Hook  & Assoc, 
have  interests  in  WMAG  Forest,  WDOB 
Canton,  WELZ  Belzoni,  all  Mississippi; 
WRAG  Carrollton,  Ala.;  WRUS  Russellville. 
Ky.  and  WKIZ  Key  West,  Fla.  Ann.  April 

KBOM  Bismarck  - Mandan,  N.D.  — Seeks 
transfer  of  control  of  Mandan  Radio  Assn. 
Inc.  from  Charles  E.  Kempel,  79.30%,  to 
group  headed  by  Richard  C.  Johnson,  26.3%, 
Applicant  reports  no  financial  consideration. 
Mr.  Kempel  will  retain  8.7%  interest  in 
station.  Mr.  Johnson  is  manager  of  KBOM. 
Ann.  April  13. 

WPKO  Waverly,  Ohio — Seeks  assignment 
of  license  from  Hi-Kinco  Bcstrs.  to  Ohio 
Quests  Inc.  for  $40,000.  Principal  stockhold- 
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er,  Kenneth  Mapes,  74%,  is  in  greenhouse 
business.  Ann.  April  8. 

WHIZ-AM-TV  Zanesville,  Ohio  — Seeks 
transfer  of  control  of  Zanesville  Publishing 
Co.,  which  controls  Southeastern  Ohio  Tv 
System  (licensee  of  applicant)  from  Clay 
Littick,  87.5%,  Arthur  Littick,  3.3%,  William 
Littick,  9.2%,  to  Clay  Littick  and  Arthur 
Littick,  47.5%,  William  Littick,  5%,  by  is- 
suance to  Arthur  Littick  640  shares  of 
authorized  but  unissued  common  voting 
stock  for  $96,000  of  company’s  convertible 
debentures  held  by  him.  Transfer  of  con- 
trol includes  WTAP-AM-FM  Parkersburg, 
W.Va.,  and  WHRV  Ann  Arbor,  Mich.  Ann. 
April  11. 

KFMJ  Tulsa,  Okla. — Seeks  assignment  of 
license  from  Fred  Jones  Bcstg.  Co.  to  Tulsa 
Great  Empire  Radio  Inc.  for  $160,000.  Prin- 
cipals are  Bernice  L.  Lynch,  72%,  and  F.F. 
Mike  Lynch,  28%.  Great  Empire  is  licensee 
of  KBYE  Oklahoma  City,  Okla.  Ann.  April 
11. 

WEKR  Fayetteville,  Tenn. — Seeks  invol- 
untary assignment  of  license  of  Fayetteville 
Bcstg.  Co.  from  John  R.  Crowder,  50%, 
James  P.  Clark  and  James  W.  Tate,  25% 
each,  to  G.  Paul  Crowder  and  Irene  C. 
Norman,  executors  of  the  estate  of  John 
R.  Crowder,  50%,  Messrs.  Clark  and  Tate, 
25%  each.  Ann.  April  11. 

WJHK  Johnson  City,  Tenn. — Seeks  as- 
signment of  license  from  WJHL  Inc.  to  Tri- 
Cities  Bcstg.  Inc.  for  $230,000.  Principals 
are  James  C.  Wilson,  57%,  and  Josephine 
D.  Wilson,  43%.  Mr.  Wilson,  in  retail  ap- 
pliances, was  formerly  stockholder  in  WOPI 
Briston,  Tenn.  and  manager  of  WFLO 
Farmville,  Va.  Ann.  April  7. 

KAZZ  Austin,  Tex. — Seeks  transfer  of 
control  of  Audioland  Bcstg.  Co.  from  Larry 
Sherrin,  90%,  to  J.E.  Moore  Jr.,  90%.  No 
financial  consideration  involved.  Mr.  Moore 
is  president  of  Audioland  Bcstg.  Co.  Ann. 
April  11. 

WBCI  Williamsburg,  Va. — Seeks  transfer 
of  control  of  Williamsburg  Bcstg.  Co.  from 
Mary  Cobb  and  Richard  S.  Cobb,  equal 
partners,  to  Mary  Cobb  and  Richard  S. 
Cobb,  25%  each,  and  Allaun  Corp.,  50%, 
for  $45,221.  Purchaser  group  is  headed  by 
William  E.  Allaun,  attorney.  Ann.  April  7. 

KAGT  Anacortes,  Wash. — Seeks  assign- 
ment of  license  from  Fidalgo  Bcstg.  Inc.  to 
KAGT  Inc.  for  $52,500.  Principals  are  Angus 
W.  Lehnoff  and  G.  Robert  M.  Stacey,  equal 
partners.  Mr.  Lehnoff  is  employe  of  KNBX 
Kirkland,  Wash.  Mr.  Stacey  is  employe  of 
KAGT  Anacortes  and  KARI  Blaine,  both 
Washington.  Ann.  April  11. 

WTAP-AM-TV  Parkerburg,  W.  Va.— Seeks 
transfer  of  control  of  Zanesville  Publish- 
ing Co.  from  Clay  Littick,  87.5%,  Arthur 
Littick,  3.3%,  and  William  Littick,  9.2%,  to 
Clay  Littick  and  Arthur  Littick,  47.5%  each, 
William  Littick,  5%,  by  issuance  to  Arthur 
Littick  640  shares  of  authorized  but  unis- 
sued common  voting  stock  for  $96,000  of 
company’s  convertible  debentures  held  by 
him.  Transfer  of  control  includes  WHIZ- 
AM-TV  Zanesville,  Ohio,  and  WHRV  Ann 
Arbor,  Mich.  Ann.  April  11. 

Hearing  Cases 

FINAL  DECISIONS 

■ By  order,  commission  granted  petition 
by  Maryland  Bcstg.  Co.  and  deleted  air 
hazard  issue  in  connection  with  its  applica- 
tion to  increase  daytime  power  of  station 
WITH  Baltimore,  Md.,  which  is  in  consoli- 
dated hearing.  Ann.  April  8. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Donald  W. 
Huff  to  suspend  Dec.  22,  1959  initial  deci- 
sion and  reopen  the  record  for  further 
evidence  in  proceeding  on  Mr.  Huff’s  ap- 
plication and  that  of  Equitable  Publishing 
Co.  for  new  am  stations  to  operate  on  1440 
kc,  500  w,  DA,  D,  in  Lansdale,  Pa.  A Feb. 
10,  1960  order  made  effective  immediately 
the  initial  decision  and  granted  Equitable 
application  and  denied  Huff.  Ann.  April  8. 

■ By  memorandum  opinion  and  order, 
commission  terminated  proceedings  and 
dismissed  applications  of  Owensboro  on  the 
Air  Inc.,  and  Owensboro  Publishing  Co.  for 
new  tv  stations  to  operate  on  ch.  9 in  Hat- 
field, Ind.  (Feb.  26,  1957  report  and  order 
deleted  ch.  9 from  Hatfield  and  shifted  it 
to  Evansville  for  educational  use,  leaving 
Hatfield  without  channel  assignment.) 
Ann.  April  8. 

■ By  order,  commission  made  effective 
immediately  March  10  initial  decision  and 
granted  application  of  George  T.  Hernreich 
for  new  tv  station  to  operate  on  ch.  8 in 
Jonesboro,  Ark.  Ann.  April  8. 

■ By  decision,  commission  granted  appli- 
cation of  Louis  Adelman  for  new  am  sta- 
tion to  operate  on  1300  kc,  1 kw,  DA.  D,  in 
Hazleton,  Pa.,  and  denied  application  of 
Guinan  Realty  Co.  for  same  facilities  in 
Mt.  Carmel,  Pa.  Chairman  Ford  absent; 
Comr.  Cross  dissented.  Nov.  10,  1958  initial 
decision  looked  toward  grant  of  Guinan  ap- 
plication and  denial  of  Adelman.  Ann. 
April  8. 
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■ By  order,  commission,  on  petition  by 
S.L.  Goodman,  severed  from  consolidated 
proceeding  and  made  effective  immediately 
Feb.  9 initial  decision  insofar  as  granting 
Goodman  application  for  new  am  station  to 
operate  on  900  kc,  250  w,  DA,  D,  in  Bassett, 
Va.  (Application  of  Cumberland  Publishing 
Co.  to  increase  power  of  station  WLSI 
Pikeville,  Ky.,  remains  in  hearing  status.) 
Ann.  April  8. 

■ By  order,  commission  made  effective 
Feb.  1 initial  decision  and  granted  applica- 
tion of  Fayetteville  Bcstg.  Co.,  to  change 
facilities  of  station  KHOG  Fayetteville, 
Ark.,  from  1450  kc,  250  w,  uni.,  to  1440  kc, 
1 kw,  D.  Ann.  April  8. 

a By  order,  commission  granted  applica- 
tion of  Radio  New  Smyrna  Inc.  for  new  am 
station  to  operate  on  1550  kc,  250  w,  D,  in 
New  Smyrna  Beach,  Fla.  Ann.  April  8. 

■ By  decision,  commission  granted  appli- 
cation of  Radio  Dinuba  Co.  to  change  facil- 
ities of  station  KRDU  Dinuba,  Calif.,  from 
1240  Tte,  250  w,  uni.,  to  1130  kc,  1 kw,  DA, 
uni.,  and  denied  applications  of  Air  Waves 
Inc.,  to  change  facilities  of  station  KONG 
Visalia,  Calif.,  from  1400  kc,  250  w,  uni.,  to 
1130  kc,  1 kw,  DA,  uni.,  and  Enterprise 
Bcstg.  Co.  for  new  am  station  to  operate 
on  1150  kc,  1 kw,  DA,  D,  in  Fresno.  Chair- 
man Ford  dissented;  Comr.  Bartley  dis- 
sented with  statement.  Jan.  16,  1959  initial 
decision  looked  toward  this  action.  Ann. 
April  13. 

■ By  decision,  commission  granted  appli- 
cation of  Bridgeport  Bcstg.  Co.  to  increase 
power  of  station  WICC  Bridgeport,  Conn., 
from  1 kw-D,  500  w-N,  to  5 kw-D,  1 kw-N, 
and  install  new  DA  with  same  pattern  for 
day  and  night  operation,  continuing  on 
600  kc.  Comr.  Hyde  not  participating.  Dec. 
2,  1958  initial  decision  looked  toward  deny- 
ing application.  Ann.  April  13. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Mt.  Vernon 
Radio -and  Tv  Co.  (WMIX-AM-FM),  Mt. 
Vernon,  111.,  for  rulemaking  to  assign  ch. 
13  to  Mt.  Vernon.  Ann.  April  13. 

INITIAL  DECISIONS 

■ Hearing  Examiner  Thomas  H.  Donahue 
issued  initial  decision  looking  toward  (1) 
granting  petition  by  Audiocasting  of  Texas 
Inc.,  for  leave  to  amend  its  application  to 
reflect  merger  agreement  with  Horace  K. 
Jackson  Sr.;  (2)  granting  amended  appli- 
cation of  Audiocasting  for  new  am  station 
to  operate  on  1580  kc,  500  w-N,  1 kw-D,  DA, 
in  Waco,  Tex.,  and  (3)  dismissing  without 
prejudice  application  of  Jackson  for  new 
station  on  same  frequency  with  250  w,  D, 
in  Gatesville,  Tex.  Ann.  April  7. 

OTHER  ACTIONS 

m By  report  and  order,  commission  re- 
instated sec.  3.66  (c)  (4)  of  its  am  broad- 
cast rules  relating  to  remote  control  author- 
izations for  Conelrad  service.  Section  was 
adopted  April  25,  1958  but  was  stayed  on 
July  29,  1959  for  reconsideration  on  petition 
of  International  Brotherhood  of  Electrical 
Workers.  This  proceeding  is  now  termi- 
nated. Ann.  April  8. 

■ On  petition  by  NAB,  commission  on 
April  8 extended  from  April  11  to  June  13 
time  for  filing  comments  in  rulemaking 
proceeding  to  establish  transmission  stand- 
ards for  Conelrad  attention  signal,  and 
from  April  25  to  June  27  for  replies.  Ann, 
April  8. 

si  By  notice  of  proposed  rulemaking, 
commission  invites  comments  to  proposal 
by  Springfield  Tv  Bcstg.  Corp.  (WRLP,  ch. 
32,  Greenfield,  WWLP,  ch.  22,  Springfield, 
and  WWOR-TV,  ch.  13,  Worcester,  Mass.) 
to  delete  ch.  37  from  Clymer,  N.Y.,  and 


assign  it  to  Syracuse.  Syracuse  is  now  as- 
signed chs.  3 (WSYR-TV),  8 (WHEN-TV), 
and  *43  (educational  station  WHTV  [TV] 
not  on  air).  Ann.  April  8. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Sierra  Bcstg. 
Co.  to  sever  and  grant  its  application  for 
increased  power  of  station  KBET  Reno, 
Nev.,  which  is  in  consolidated  proceeding. 
Ann.  April  8. 

m By  notice  of  proposed  rulemaking, 
commission  invites  comments  to  petition  by 
United  Electronics  Laboratories  Inc.,  to  add 
ch.  32  to  Louisville,  Ky.,  in  addition  to 
present  assignments  of  chs.  3 (WAVE-TV), 
11  (WHAS-TV),  *15  (educational  station 
WFPK-TV),  21  (WEZI  not  operating),  41 
(WTAM-TV  not  operating),  and  51  (two 
applications  pending) . Change  would  re- 
quire deleting  ch.  32  from  Richmond,  Ind., 
and  Oak  Ridge,  Tenn.,  and  substituting 
chs.  71  and  79,  respectively;  deleting  ch.  25 
from  Madison,  Ind.,  and  substituting  ch. 
77;  and  deleting  ch.  71  from  Muncie,  Ind., 
and  substituting  ch.  83.  Ann.  April  8. 

B By  memorandum  opinion  and  order, 
commission  granted  petition  by  Kansas 
Bcstrs.  Inc.,  and  added  comparative  cov- 
erage issue  in  consolidated  proceeding  on 
its  application  and  Salina  Radio  Inc.,  for 
new  am  stations  to  operate  on  910  kc,  500 
w,  D,  in  Salina,  Kan.  Ann.  April  13. 

B By  memorandum  opinion  and  order, 
granted  petitions  by  KOA  Denver,  Colo., 
and  WJW  Cleveland,  Ohio,  to  extent  of 
denying  request  by  Woodward  Bcstg.  Co. 
for  waiver  of  sec.  1.351  (c)  of  rules  and  to 
process  its  application  for  new  am  station 
to  operate  on  850  kc,  5 kw,  DA-2,  uni.,  in 
Wyandotte,  Mich.  Ann.  April  13. 

H By  memorandum  opinion  and  order, 
granted  protest  by  WSTV  Inc.,  licensee  of 
WBOY-TV  (ch.  12)  Clarksburg,  W.Va.,  to 
extent  of  postponing  Feb.  17  grant  of  ap- 
plication for  relinquishment  of  positive 
control  of  WJPB-TV  Inc.,  permittee  of 
WJPB-TV  (eh.  5)  Weston,  W.Va.,  by  J.P. 
Beacom  through  sale  of  stock  to  Thomas  P. 
Johnson  and  George  W.  Eby  pending  de- 
termination after  hearing.  Ann.  April  13. 

a By  memorandum  opinion  and  order, 
commission  granted  motion  by  National 
Bcstg.  Co.  (WRCV),  Philadelphia,  Pa.,  to 
extent  of  enlarging  “interference”  issues 
in  proceeding  on  application  of  Sunbury 
Bcstg.  Corp.  to  change  facilities  of  station 
WKOK  Sunbury,  Pa.,  from  1240  kc,  250  w, 
uni.,  to  1070  kc,  1 kw-N,  10  kw-LS,  DA-2. 
Comr.  Lee  concurred,  with  statement.  Ann. 
April  13. 

B By  memorandum  opinion  and  order, 
commission  (1)  granted  petition  by  Blue 
Island  Community  Bcstg.  Co.,  Blue  Island, 

111.,  and  severed  its  application  and  those 
of  Elmwood  Park  Bcstg.  Corp.,  and  Evelyn 
R.  Chauvin  Schoonfield,  Elmwood  Park, 

111.,  for  new  fm  stations  to  operate  on  105.9 
me,  from  consolidated  proceeding  with  ap- 
plications of  News-Sun  Bcstg.  Co.,  Wau- 
kegan, III.,  and  Hi-Fi  Bcstg.  Co.,  Chicago, 

111.,  for  new  fm  stations  on  106.7  me,  and 
retained  the  severed  applications  in  separate 
consolidated  hearing,  and  (2)  granted  peti- 
tion by  Blue  Island  to  extent  of  adding 
issues.  Ann.  April  13. 

a By  memorandum  opinion  and  order, 
commission,  on  petition  by  United  Bcstg. 
Co.,  severed  from  consolidated  proceeding 
and  retained  in  hearing  status  its  applica- 
tion for  new  am  station  to  operate  on  1570 
kc,  500  w,  DA,  D,  in  Beverly,  Mass.,  and 
made  WPEP  Taunton,  Mass.,  party  to  latter 
proceeding.  Ann.  April  13. 

B By  memorandum  opinion  and  order, 
commission  denied  petition  by  Capitol 
Bcstg.  Co.,  East  Lansing,  Mich.,  to  expedite 
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Asks  rulemaking 

WHP-TV  Harrisburg,  Pa.,  has 
requested  rulemaking  proceedings 
to  amend  the  tv  tables  of  assign- 
ments. The  ch.  55  facility  asked 
the  FCC  to  assign  ch.  21  to  Har- 
risburg. WHP-TV  said  that  its 
local  competitor,  WTPA  (TV) 
operates  on  ch.  27  and  the  com- 
mission has  consistently  recog- 
nized the  technological  difference 
between  the  upper  and  lower  uhf 
channels,  which  affect  the  attitude 
of  the  television  broadcasting  in- 
dustry. 


final  decision  on  its  application  and  that  of 
W.A.  Pomeroy,  Tawas  City-East  Tawas, 
Mich.,  for  new  am  stations  by  directing 
that  exceptions  to  initial  decision  be  pro- 
cessed out  of  their  normal  order;  also  de- 
nied, for  untimely  filing,  Capitol’s  request 
that  it  be  afforded  opportunity  to  partici- 
pate in  oral  argument.  Ann.  April  13. 

b By  memorandum  opinion  and  order, 
commission  (1)  granted  petition  by  KGMO 
Radio-Television  Inc.  (KGMO),  Cape  Gi- 
rardeau, Mo.,  and  enlarged  issues  in  con- 
solidated am  proceeding  with  respect  to 
application  of  Gertrude  Baker  for  new 
station  in  Poplar  Bluff,  Mo.,  and  (2)  grant- 
ed request  to  file  and  accepted  further  op- 
position by  Gertrude  Baker  to  KGMO  peti- 
tion. Ann.  April  13. 

■ By  memorandum  opinion  and  order, 
commission,  on  petition  by  Broadcast  Bu- 
reau, vacated  and  set  aside  Oct.  7,  1959 
memorandum  opinion  and  order,  severed 
and  granted  application  of  Buckley- Jaeger 
Bcstg.  Corp.  for  new  class  B fm  station  to 
operate  on  94.1  me  (in  lieu  of  98.9  me  as 
granted  Oct.  7,  1959)  in  Providence,  R.I., 
and  retained  application  of  WHDH  Inc.,  to 
change  operation  of  station  WHDH-FM 
Boston,  Mass.,  from  20  kw  to  3.25  kw  ERP 
and  ant.  height  from  455  ft.  to  979  ft.,  con- 
tinuing operation  on  94.5  me  in  hearing 
status  pending  resolution  of  problem  un- 
related to  hearing  issues.  Ann.  April  13. 

B By  memorandum  opinion  and  order, 
commission,  on  petition  by  American  Bcstg. 
Stations  Inc.,  severed  from  consolidated 
proceeding  its  application  to  increase  pow- 
er of  station  KWMT  Fort  Dodge,  Iowa, 
from  1 kw  to  5 kw,  continuing  operation 
on  540  kc,  DA,  D,  and  retained  in  separate 
hearing  on  issues  applicable  to  it.  Ann. 
April  13. 

Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Chief  Hearing  Examiner 
' James  D.  Cunningham 

b Continued  oral  argument  from  April,  8 
to  9:15  a.m.,  April  12  on  petition  of  KOW- 
Boy  Bcstg.  Co.  (KOWB)  Laramie,  Wyo.,  for 
leave  to  intervene  in  proceeding  on  am 
applications  of  Laramie  Bdcstrs.  Laramie, 
et  al.  Action  April  6. 

a Scheduled  hearing  for  June  6 in  pro- 
ceeding on  am  applications  of  WTTT  Inc. 
( WTTT)  Arlington,  Fla.,  et  al.  Action  April 
5. 

a In  light  of  opposition  by  Harlan  Mur- 
relle  and  Assocs.  to  petition  of  Radio  Toms 
River  for  dismissal  without  prejudice  of  its 
application  for  new  am  station  in  Toms 
River,  N.J.,  reconsidered  and  affirmed  ruling 
released  April  5 granting  Radio  Toms  River 
petition  and  dismissing  without  prejudice 
its  application  which  was  involved  in  con- 
solidated hearing.  Murrelle  is  in  that  con- 
solidated proceeding.  Action  April  7. 

E Continued  oral  argument  from  April  12 
to  9:15  a.m.,  April  18  on  petition  by  KOW- 
Boy  Bcstg.  Co.  (KOWB)  Laramie,  Wyo.,  for 
leave  to  interview  in  proceeding  on  am  ap- 
plications of  Laramie  Bcstrs.,  Laramie,  et 
al.  Action  April  11. 

B Granted  petition  by  Florence  Bcstg.  Co., 
Inc.,  to  extent  that  it  seeks  dismissal  of  its 
application  for  new  am  station  in  Browns- 
ville, Tenn.,  which  is  in  consolidated  pro- 
ceeding; dismissed  application  with  preju- 
dice. Action  April  11. 

By  Hearing  Examiner  J.D.  Bond 

B Confirming  order  made  on  record  of 
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Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 

Charleston,  W.  Va.  Dickens  2-6281 

Service  3 

D 

directory 

PRECISION  FREQUENCY 
MEASUREMENTS 

AM-FM-TV 

COMMERCIAL  RADIO 
MONITORING  CO. 

103  S.  Market  St., 

Lee's  Summit,  Mo. 

Phone  Kansas  City,  BR.  T-2338 

CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 

Phone  TRowbridge  6-2810 
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PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 

Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GEORGE  C DAVIS 

CONSULTING  ENGINEERS 
RADIO  £ TELEVISION 

527  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C. 

Member  AFCCE 

GAUTNEY  & JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  & Culver 

Munsey  Building  District  7-8215 

Washington  4,  D.  C. 

Member  AFCCE 

KEAR  & KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
FLeetwood  7-8447 

Member  AFCCE 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
©Liver  2-8520 

GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 
Radio-Television 
Communication  s-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 
Member  AFCCE 

JOHN  B,  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

JULES  COHEN 

Consulting  Electronic  Engineer 
617  Albee  Bldg.  Executive  3-4616 
1426  G St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 

VIR  N.  JAMES 

SPECIALTY 

DIRECTIONAL  ANTENNAS 
1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 

Member  AFCCE 

MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 

NEptune  4-4242  NEptune  4-9558 

NUGENT  SHARP 

Consulting  Radio  Engineer 
809-11  Warner  Building 
Washington  4,  D.C. 
District  7-4443 

Associate  Member 
Institute  of  Radio  Engineers 

M.  R.  KARSG  & ASSOCS. 

BROADCAST  CONSULTANTS 

Engineering  Applications 

Management  Programming 

Sales 

Glens  Falls,  N.Y. 

Glens  Falls  2-3575  Hudson  Falls  4-6780 

JOHN  H.  BATTISON 
AND  ASSOCIATES 

Consulting  Engineers  AM-FM 
SPECIALTY  TV 

209A  LaSalle  Building 
1028  Connecticut  Ave.,  N.W. 
Washington  6,  D.  C. 

RE  7-0458 

CAPITOL  RADIO 
ENGINEERING  INSTITUTE 

Accredited  Technical  Institute  Curricula 

3224  1 6th  St.,  N.  W. 
Washington  10,  D.  C. 

Practical  Broadcast,  TV  Electronics 
engineering  home  study  and  residence 
course.  Write  For  Free  Catalog,  spec- 
ify course. 

FREQUENCY 

MEASUREMENT 

AM-FM-TV 

WLAK  Electronics  Service,  Inc. 
P.O.  Box  1211,  Lakeland,  Florida 
Mutual  2-3145  3-3819 

SUMMARY  OF  COMMERCIAL 

BROADCASTING 

Compiled  by  BROADCASTING  through  April  13 

ON  AIR 

CP  TOTAL  APPLICATIONS 

Lie.  Cps. 

Noton  air 

For  new  stations 

AM 

3,405  63 

79 

830 

FM 

646  70 

180 

107 

TV 

472  55 

105 

119 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  April  13 

VHP 

UHF 

TV 

Commercial 

449 

77 

526 

Non-commercial 

33 

11 

44 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  March  31,  1960 

AM 

FM 

TV 

Licensed  (all  on 

air) 

3,406 

648 

4721 

CPs  on  air  (new 

stations) 

59 

51 

55a 

CPs  not  on  air 

(new  stations) 

81 

152 

97 

Total  authorized 

stations 

3,546 

867 

672 

Applications  for 

new  stations  (not  in  hearing) 

609 

77 

49 

Applications  for 

new  stations  (in  hearing) 

214 

38 

70 

Total  applications  for  new  stations 

823 

115 

119 

Applications  for  major  changes  (not  In  hearing) 

686 

40 

32 

Applications  for 

major  changes  (in  hearing) 

194 

9 

19 

Total  applications  for  major  changes 

880 

49 

51 

Licenses  deleted 

0 

0 

0 

CPs  deleted 

0 

3 

8 

1 There  are,  in  addition,  ten  tv  stations  which  are 

no  longer  on  the 

air,  but  retain  their 

licenses. 

• There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air  at 
longer  in  operation  and  one  which  has  not  started  operation. 

one  time  but 

are  no 

April  6 hearing,  continued  further  hearing 
to  June  22  in  proceeding  on  application  of 
High  Fidelity  Stations  Inc.  (KPAP)  Redding, 
Calif.  Action  April  6. 

a Closed  record  in  proceeding  on  am 
applications  of  John  K.  Rogers,  Bristol,  and 
Kingsport  Bcstg.  Co.  (WKPT),  Kingsport, 
both  Tennessee,  and  ordered  that  proposed 
findings  of  fact  and  conclusions  of  law  may 
be  filed  within  30  days  from  release  date 
of  this  order  (April  7)  and  reply  pleadings 
within  15  days  thereafter.  Action  April  7. 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  from  April  11  through  April 
18  time  to  file  proposed  findings  and  con- 
clusions in  proceeding  on  application  of 
WOOD  Bcstg.  Inc.,  to  change  facilities  of 
WOOD-TV  Grand  Rapids,  Mich.  Action 
April  11. 

■ Pursuant  to  agreements  reached  at  April 
11  prehearing  conference,  scheduled  certain 
procedural  steps  which  shall  govern  pro- 
ceeding on  am  applications  of  John  Clemon 
Greene  Jr.,  Winchester,  Va.,  et  al;  sched- 
uled hearing  for  July  12.  Action  April  11. 


By  Hearing  Examiner  Basil  P.  Cooper 

■ Granted  joint  petition  by  Mount  Wilson 
Fm  Bcstrs.  Inc.  (KBCA),  Los  Angeles,  and 
Freddot  Ltd.  (KITT)  San  Diego,  both  Cali- 
fornia, and  continued  evidentiary  hearing 
scheduled  for  April  11,  until  after  com- 
mission has  acted  on  joint  petition  for  re- 
consideration and  grants  without  hearing 
of  their  fm  applications.  Action  April  8. 


By  Hearing  Examiner  Charles  J.  Frederick 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  from  March  31  to  April  7 
time  for  filing  replies  to  petition  by  William 
C.  Forrest  (WIBW)  Topeka,  Kans.,  and 
WBOW  Inc.  (WBOW)  Terre  Haute,  Ind.,  for 
reconsideration  of  commission’s  memoran- 
dum opinion  and  order  released  Feb.  9,  en- 
larging issues  in  consolidated  proceeding  on 
applications  of  Fredericksburg  Bcstg.  Corp. 
(WFVA)  Fredericksburg,  Va.,  and  extended 
to  five  days  from  April  7 time  for  filing 
replies  to  all  oppositions.  Action  April  5. 

■ Denied  motion  by  Alvarado  Tv  Co., 
(KVOA-TV)  and  Old  Pueblo  Bcstg.  Co. 
(KOLD-TV)  Tucson,  Ariz.,  to  quash  taking 
of  depositions  by  protestant,  Tucson  Tv 
Co.,  in  proceedings  on  applications  to 
change  facilities  of  KVOA-TV  and  KOLD- 
TV.  Action  April  6. 

By  Hearing  Examiner  Millard  F.  French 
a Granted  motion  by  Suburban  Bcstg.  Co., 


for  continuance  of  pre-hearing  conference 
from  April  8 to  April  28  in  proceeding  on 
its  application  and  that  of  Camden  Bcstg. 
Co.,  for  fm  facilities  in  Mount  Kisco,  N.Y., 
and  Newark,  N.J.  Action  April  7. 

By  Hearing  Examiner  Walther  W.  Guenther 

■ On  own  motion,  scheduled  prehearing 
conference  for  2 p.m.,  April  19  in  proceed- 
ing on  am  applications  of  Rogue  Valley 
Bcstrs.  Inc.  (KWIN)  Ashland,  Ore.,  et  al. 
Action  April  7. 

By  Hearing  Examiner  Annie  Neal  Huntting 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  from  April  5 to  April  12  time 
for  filing  proposed  findings  of  fact  and  con- 
clusions and  from  April  26  to  May  3 for 
filing  reply  findings  of  fact  and  conclusions 
in  proceeding  on  application  of  Telemusic 
Co.,  for  new  fm  station  in  San  Bernardino, 
Calif.  Action  April  5. 

■ Granted  petiton  by  Cal-Coast  Bcstrs. 
for  leave  to  amend  its  application  for  new 
am  station  in  Santa  Maria,  Calif.,  to  reflect 
change  in  transmitter  site  and  increase  in 
expected  operating  costs  of  station  for  the 
first  year.  Action  April  8. 

■ Denied  petition  by  Storz  Bcstg.  Co. 
(KOMA)  Oklahoma  City,  Okla.,  for  leave 
to  amend  its  am  application  and  rejected 
amendment  which  would  substitute  new 
engineering  proposal  and  make  changes  in 
estimated  cost  of  construction  and  plans  for 
financing  same;  application  is  consolidated 
with  am  applications  of  Shelby  County 
Bcstg.  Co.,  Shelbyville,  Ind.,  et  al.  Action 
April  8. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ Granted  petition  by  Heart  of  America 
Bcstrs.  Inc.,  for  leave  to  amend  its  applica- 
tion to  change  principal  city  from  Kansas 
City,  Mo.,  to  Fairway,  Kans.,  reduce  pro- 
posed daytime  power  of  KUDL  from  1 kw 
to  500  w,  amend  daytime  pattern  to  reduce 
interference  to  pending  applications  at  Iola, 
Kans.,  Iowa  City  and  Washington,  both 
Iowa,  and  to  existing  station  KMUS  and 
KCIM,  and  amend  nighttime  pattern  to  af- 
ford protection  to  stations  CPKC  Brantford, 
Ont.,  WTTH  Port  Huron,  Mich,  and  KWK 
St.  Louis;  accepted  amendment.  Applica- 
tion is  in  consolidated  hearing.  Action  April 


■ Continued  hearing  from  April  11  to 
May  2 in  proceeding  on  applications  of 
Sam  H.  Bennion  and  James  C.  Wallentine 


for  new  tv  stations  to  operate  on  ch.  10  in 
Pocatello,  Idaho.  Action  April  11. 

n Scheduled  oral  argument  for  3:30  p.m., 
April  18  on  petition  by  Des  Plains-Arling- 
ton  Bcstg.  Co.,  for  leave  to  amend  its  appli- 
cation for  new  am  station,  Des  Plains,  111., 
which  is  in  consolidated  proceedings.  Ac- 
tion April  11. 

■ Granted  petition  by  Rollins  Bcstg.  Inc. 
(WBEE)  Harvey,  111.,  for  leave  to  amend 
its  am  application  to  supply  requested  sup- 
plemental information.  Action  April  11. 

By  Hearing  Examiner  David  I.  Kraushaar 

■ Granted  petition  by  Sapulpa  Bcstg.  Co. 
and  extended  to  May  9 date  for  exchange 
of  engineering  exhibits  in  final  form  and 
exchange  of  non-engineering  exhibits,  con- 
tinued prehearing  conference  from  April 
28  to  May  31,  and  continued  hearing  from 
May  10  to  June  6 in  proceeding  on  Sapulpa’s 
application  for  new  am  station  in  Sapulpa, 
Okla.,  which  is  in  consolidated  hearing. 
Action  April  6. 

■ At  request  of  Metropolitan  Bcstg.  Corp., 
party  respondent,  scheduled  oral  argument 
for  April  8,  2 p.m.,  on  request  by  Suburban 
Bcstrs.  for  leave  to  amend  its  application 
for  new  fm  station  in  Elizabeth,  N.J.  Action 
April  6. 

By  Hearing  Examiner  Forest  L.  McCIenning 

■ Granted  request  by  South  Florida 
Amusement  Co.,  and  extended  from  April 
15  to  May  2 time  for  filing  proposed  findings 
of  fact  and  conclusions  in  Perrine-South  Mi- 
ami, Fla.,  tv  ch.  6 proceeding.  Action  April 
5. 

■ On  own  motion,  continued  without  date 
hearing  scheduled  for  April  12  in  proceeding 
on  applicaton  of  Laird  Bcstg.  Co.  for  new 
am  station  in  Cedar  Rapids,  Iowa.  Action 
April  7. 

■ Scheduled  April  27  to  file  reply  findings 
in  proceeding  on  application  of  Suburban 
Bcstg.  Co.  (WVIP)  Mount  Kisco,  N.Y.  Ac- 
tion April  8. 

By  Hearing  Examiner  Herbert  Sharfman 

■ Scheduled  oral  argument  for  April  7 on 
petiton  by  Mid-America  Bcstrs.  Inc.  (KOBY) 
San  Francisco,  Calif.,  for  leave  to  amend  its 
am  application.  Action  April  5;  in  accord- 
ance with  statement  at  oral  argument,  con- 
tinued hearing  (scheduled  for  April  13) 
pending  setting  of  new  date  following  taking 
of  additional  measurements  in  proceeding 
on  applications  of  Mid-America  Bcstrs.  Inc. 
(KOBY)  and  Robert  L.  Lippert,  Fresno, 
Calif.  Action  April  7. 

■ On  oral  request  of  counsel  for  Wabash 
Valley  Bcstg.  Corp.  (WTHI-TV  Terre  Haute, 
Ind.)  and  without  objection  by  Livesay 
Bcstg.  Co.,  and  Broadcast  Bureau,  extended 
from  April  7 to  April  14  time  to  file  replies 
to  proposed  findings  of  fact  and  conclusions 
in  Terre  Haute,  Ind.,  tv  ch.  10  proceeding. 
Action  April  6. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

■ Granted  petition  by  Radio  Muscle 
Shoals  Inc.  (WOWL)  Florence,  Ala.,  and  ex- 
tended from  March  30  to  April  11  time  to 
exchange  final  engineerng  exhibits  in  pro- 
ceeding on  its  am  application  et  al.  Action 
April  4. 

■ Received  in  evidence  exhibit  no.  4 of 
HR  Electronics  Inc.,  Greenville,  exhibit 
no.  3 of  Reisenweaver-Communications, 
Winston-Salem,  exhibit  no.  5 of  North  Caro- 
lina Electronics  Inc.,  Raleigh,  all  North 
Carolina,  and  exhibit  no.  3 of  WYTI  Inc., 
Vinton,  Va.,  in  proceeding  on  their  am  ap- 
plications et  al.,  and  closed  record.  Action 
April  7. 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  to  April  22  time  to  file  pro- 
posed findings  and  conclusions  and  to  May 
6 to  file  reply  findings  in  proceeding  on  ap- 
plication of  Bay  Area  Electronic  Assoc,  for 
new  am  station  in  Santa  Rosa,  Calif.;  dis- 
missed as  moot  petition  by  respondent  Santa 
Clara  Bcstg.  Co.  also  requesting  extension 
of  time  to  file  proposed  findings.  Action 
April  11. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  April  8 

WOWY  Clewiston,  Fla.— Granted  mod.  of 
cp  to  change  ant.-trans.  location  and  studio 
location,  and  make  changes  in  ground  sys- 
tem. 

WKRZ  Oil  City,  Pa. — Granted  authority 
to  remain  on  air  for  period  beginning  April 
9 and  ending  April  20,  while  station  WSAJ 
Grove  City,  Pa.,  remains  silent. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KCBS 
San  Francisco,  Calif,  to  April  25,  without 
prejudice  to  such  action  as  commission 
may  deem  warranted  as  result  of  its  final 
determinations  with  respect  to:  (1)  conclu- 
sions and  recommendations  set  forth  in  re- 
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port  of  network  study  staff;  (2)  related 
studies  and  inquiries  now  being  considered 
or  conducted  by  commission,  and  (3)  pend- 
ing anti- trust  matters;  WGTE-TV  Toledo, 
Ohio  to  Oct.  27. 


Actions  of  April  7 

KPRS  Kansas  City,  Mo. — Granted  assign- 
ment of  licenses  to  KPRS  Bcstg.  Corp. 

KFBB-AM-TV  Great  Falls,  Mont. — Grant- 
ed assignment  of  licenses  to  KFBB  Bcstg. 
Corp. 

WOPI-AM-FM  Bristol,  Tenn.  — Granted 
assignment  of  licenses  to  Pioneer  Bcstg. 
Corp. 

W S VA- AM-FM-T  V Harrisonburg,  Va.— 
Granted  assignment  of  licenses  to  Shenan- 
doah Valley  Bcstg.  Inc.  (A  Delaware  Corp.) 

KRIB  Mason  City,  Iowa — Granted  trans- 
fer of  control  from  William  F.  Johns  Jr., 
et  al.,  to  Franklin  Bcstg.  Co. 

KXRQ  (FM)  Sacramento,  Calif. — Granted 
cp  to  increase  ERP  to  35  kw  and  install 
new  trans. 

WFYI  Mineola,  N.Y.— Granted  mod.  of  cp 
to  make  changes  in  DA  pattern. 

KOA  Denver,  Colo. — Granted  mod.  of  cp 
to  change  type  trans. 

KSIW  Woodward,  Okla. — Granted  exten- 
sion of  authority  to  sign-off  at  7 p.m.,  ex- 
cept for  special  events,  for  period  begin- 
ning April  9 and  ending  July  9. 

KDWC  (FM)  West  Covina,  Calif.— Grant- 
ed authority  to  remain  silent  for  period 
ending  June  7;  conditions. 

KRAK-FM  Stockton,  Calif. — Granted  au- 
thority to  remain  silent  for  period  April  1 
through  June  1;  conditions. 

KALV  Alva,  Okla. — Granted  extension  of 
authority  to  July  1 to  sign-off  at  7 p.m. 

KAAB  Hot  Springs,  Ark. — Granted  au- 
thority to  sign-off  daily  at  8:05  p.m.  for 
period  ending  May  29,  except  for  special 
events. 

KRSC  Othello,  Wash. — Granted  extension 
of  authority  to  July  20  to  operate  specified 
hours  except  for  special  events. 

WSAJ  Grove  City,  Pa. — Granted  author- 
ity to  remain  silent  for  period  beginning 
April  9 and  ending  April  20. 


Actions  of  April  6 

*KQED  (TV)  San  Francisco,  Calif. — 
Granted  license  covering  changes  in  non- 
commercial educational  tv  station;  ERP 
vis.  187.26  kw. 

K70BO  Williams,  Ariz. — Granted  mod.  of 
cp  to  change  type  trans.,  ERP  to  44.17  w; 
type  ant.  and  changes  in  ant.  sytem  of  tv 
translator  station. 

WPID  Piedmont,  Ala. — Granted  authority 
to  sign-off  at  6:30  p.m.  for  period  June  1 
through  July  31. 

KNTM  Maryville,  Mo. — Granted  authority 
to  sign-off  at  6 p.m.,  CST,  for  period 
through  Aug.  31,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

KBRX  O’Neill,  Neb.— Granted  authority 
to  sign-off  at  6:30  p.m.,  CST,  for  period 
ending  Sept.  30. 

KASI  Ames,  Iowa — Granted  authority  to 
sign-off  at  7 p.m.,  CST,  for  period  May  1 
through  Aug.  31. 

WPEO  Peoria,  HI. — Granted  authority  to 
sign-off  at  7 p.m.,  CST,  for  period  May  1 
through  Aug.  31. 

WMBA  Ambridge,  Pa. — Granted  authority 
to  sign-off  at  6 p.m.,  EST,  for  period  ending 
Sept.  30. 

WPIT  Pittsburgh,  Pa. — Granted  authority 
to  sign-off  at  6 p.m.,  for  period  through 
Sept.  30. 


Actions  of  April  5 

KACY  Port  Hueneme,  Calif.— Granted  as- 
signment of  license  to  KACY  Inc. 

WLOV  (FM)  Cranston,  R.I. — Granted  li- 
cense for  fm  station  and  change  type  trans  - 
ant. 216  ft. 

WMAS  Springfield,  Mass.  — Granted  li- 
cense for  alternate  main  trans. 

WMAQ,  KNBC  Chicago,  HI.  and  San 
Francisco,  Calif.  — Granted  cps  to  install 
new  type  trans.  for  WMAQ  and  KNBC; 
and  install  new  trans.  as  aux.  trans.  (main 
trans.  location)  for  WMAQ;  without  prej- 
udice to  such  action  as  commission  may 
deem  warranted  as  result  of  its  final  de- 
terminations with  respect  to:  (1)  conclu- 
sions and  recommendations  set  forth  in 
report  of  network  study  staff;  (2)  related 
studies  and  inquiries  now  being  considered 
or  conducted  by  commission,  and  (3)  pend- 
ing anti-trust  matters. 
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WNOW  York,  Pa.— Granted  cp  to  install 
alternate  main  trans. 

WPDQ  Jacksonville,  Fla. — Granted  cp  to 
make  changes  in  ant.  system  (move  ant. 
same  site)  and  make  changes  in  ground 
system. 

WICK  Scranton,  Pa. — Granted  cp  to  in- 
stall new  type  trans. 

WOW  Omaha,  Neb. — Granted  cp  to  install 
new  trans.  at  present  trans.  location  to  be 
used  as  aux.  trans. 

KVI  Seattle,  Wash. — Granted  cp  to  install 
new  trans.  at  present  trans.  location  a-s  aux. 
trans.;  remote  control  permitted. 

WRBS  (FM)  Baltimore,  Md.  — Granted 
mod.  of  cp  to  change  trans.  and  main  stu- 
dio location;  type  trans.;  decrease  ant. 
height  to  225  ft.,  and  make  changes  in  ant. 
system. 

WELY  Ely,  Minn. — Granted  mod.  of  cp 
to  change  type  trans.  to  be  used  day  and 
nighttime. 

KSFO  San  Francisco,  Calif.  — Granted 
mod.  of  cp  to  change  type  trans.;  condition. 

KAPE  San  Antonio,  Tex. — Granted  mod. 
of  cp  to  make  changes  in  ant.  system. 

KGDN  Edmonds,  Wash. — Granted  mod.  of 
cp  to  change  type  trans.  and  make  changes 
in  ant.  system;  remote  control  permitted. 

WCMF  (FM)  Rochester,  N.Y.  — Granted 
mod.  of  cp  to  change  type  trans.  and  make 
change  in  trans.  equipment. 

KTKT  Tucson,  Ariz.  — Granted  mod.  of 
cp  to  change  type  trans.  (nighttime  trans. 
only). 

WRBS  (FM)  Baltimore,  Md. — Granted  ex- 
tension of  completion  date  to  June  30. 


Actions  of  April  4 

WCBY  Cheboygan,  Mich.  — Granted  as- 
signment of  license  to  Straits  Bcstg.  Co. 

WKLK  Cloquet,  Minn. — Granted  cp  to  in- 
stall new  trans. 

WFLS  Fredericksburg,  Va. — Granted  mod. 
of  cp  to  change  type  trans. 

WMIC  St.  Helen,  Mich.— Granted  mod.  of 
cp  to  change  type  trans.;  condition. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KLGN 
Logan,  Utah  to  Sept.  22;  WAPC  Riverhead, 


N.Y.  to  Sept.  15,  without  prejudice  to  what- 
ever further  action  commission  may  deem 
necessary  as  result  of:  (a)  any  action  by 
United  States  Court  of  Appeals,  D.C.  Cir- 
cuit, In  re  Interstate  Bcstg.  Co.  v.  FCC,  and 
and  (b)  proceedings  on  objections  by  RCA 
Communications  Inc.,  to  construction  of 
radio  station  WAPC  at  presently  author- 
ized trans.  site;  *WGTV  (TV)  Athens,  Ga. 
to  July  1. 

WPGW  Portland,  Ind. — Granted  authority 
to  sign-off  at  6 p.m.,  CST,  for  period  end- 
ing Aug.  31,  except  for  special  events  when 
station  may  operate  to  licensed  sign-off 
time. 

KASL  Newcastle,  Wyo. — Granted  author- 
ity to  operate  specified  hours  for  period 
ending  July  1. 

Actions  of  April  1 

WPLY  Plymouth,  Wis. — Granted  author- 
ity to  sign-off  at  6 p.m.  for  period  April  1 
through  Sept.  30,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

WPRS  Paris,  111. — Granted  authority  to 
sign-off  at  6 p.m.  for  period  ending  Aug. 
31. 

KZIX  Fort  Collins,  Colo. — Granted  au- 
thority to  sign-off  at  6 p.m.  for  period 
through  Sept.  30. 

KM  AN  Manhattan,  Kan. — Granted  author- 
ity to  sign-off  at  6:30  p.m.  for  period  end- 
ing Aug.  31,  except  for  special  events  when 
station  may  operate  to  licensed  sign-off 
time. 

WKAI  Macomb,  111. — Granted  change  of 
remote  control  authority. 

PETITIONS  FOR  RULEMAKING 

Penn  Traffic  Co.,  Johnstown,  Pa.  — Re- 
quests allocation  of  additional  vhf  channel 
to  Johnstown-Altoona,  Pa.,  by  utilizing  one 
of  three  following  methods:  (1)  Add  ch.  3 
at  separation  of  approximately  130  miles 
from  WSVA-TV  Harrisonburg,  Va.;  (2)  add 
ch.  8,  deleting  it  from  Lancaster,  Pa.,  and 
assigning  it  to  both  Johnstown-Altoona  and 

( Continued  on  page  117) 
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RADIO 


Help  Wanted — Management 


Wanted:  Radio  station  manager.  1st  license 
desirable  but  not  required.  Advancement 
opportunity.  Salary  and  commission.  Radio 
Station  KVOU,  Uvalde,  Texas. 


Wanted,  manager  strong  on  sales.  Begin- 
ning construction  on  WEMD,  Eastern  Mary- 
land, monopoly  market.  Retail  sales  $45,- 
000,000.  Write  resume,  references,  salary  ex- 
pected, when  available,  to  WEMD,  3855 
North  30th  St.,  Arlington,  Virginia. 


Sales 


You  do  very  well  financially  in  radio  sales 
and  have  been  selling  fulltime  for  at  least 
3 years.  You  want  to  move  to  Florida  and 
really  live  12  months  out  of  the  year.  This 
is  your  chance.  Your  potential  in  this  south 
Florida  coastal  metropolitan  market  is  ex- 
cellent with  opportunity  to  advance  to  sales 
manager  or  general  manager  of  one  of  the 
3 stations  in  the  chain.  Give  references  and 
tell  all  in  the  first  letter.  Box  283S,  BROAD- 
CASTING. 


Excellent  opportunity  for  good  producer. 
Number  one  independent  major  Ohio  mar- 
ket, $6,000  plus  with  multiple  company.  Box 
562S,  BROADCASTING. 


St.  Louis-top  independent.  Top  money  and 
future  for  salesman  who  loves  to  sell.  Box 
563S,  BROADCASTING. 


$1«0-$150  weekly  guarantee  plus  commis- 
sion and  bonus  plan  for  aggressive  self- 
starter salesman.  Top  station  Washington, 
D.C.  market.  Box  867P,  BROADCASTING. 


Are  you  ready  to  step  up  in  sales  work.  Here 
is  an  opportunity.  Texas.  Box  880S,  BROAD- 
CASTING. 


Salesman  wanted  Florida  east  coast  top  in- 
dependent. Send  details  Box  940S,  BROAD- 
CASTING. 


Wanted,  aggressive  man  for  radio  time  sales. 
Southwestern  Minnesota  market.  Some  ex- 
perience preferred.  Box  991S,  BROADCAST- 
ING. 


Hawaii  calls:  Experienced  radio  salesman. 
Salary  and  commission.  Write  full  details 
first  letter  to  Box  127A,  BROADCASTING. 


Wanted:  Salesman-sports  announcer.  Main 
job  sales,  but  must  call  football  and  basket- 
ball, base  plus  commission,  good  potential 
for  man  who  likes  to  sell.  Send  tape,  photo 
and  resume  to  KOLT,  Scottsbluff,  Nebraska. 


1,000  watt,  independent,  full-time  operation 
expanding  sales  staff.  Guarantee  against 
15%  commission.  Right  man  can  grow  with 
this  organization.  Send  detailed  information 
on  background,  previous  sales  experience 
plus  photo  to  KSSS,  Colorado  Springs,  Colo- 

rado. 

Announcers 


South  Florida.  Metro  market.  Need  fast 
paced,  lively  swinging  dj.  Rush  tape,  re- 
sume. Box  284S,  BROADCASTING. 


Modern  number  one  format  station  in  one 
of  ten  largest  markets  auditioning  fast- 
paced,  live-wire  announcers.  Key  station 
leading  chain  offers  big  pay,  big  opportu- 
nity. Send  tape  to  Box  864P,  BROADCAST- 
ING. 


Opportunity  for  married  staff  announcer. 
Send  resume.  Texas.  Network  station.  Box 
879 S,  BROADCASTING. 


FM  announcer  wanted  for  quality  music 
station  New  England  outlet  for  QXR 
Network.  Salary  $70-75  weekly  with  good 
possibility  of  additional  fees  for  extra  work 
on  our  tv  station.  Send  tape,  resume,  photo. 
Box  942S,  BROADCASTING. 


Help  Wanted — (Cont’d) 


Announcers 


We  want  a topflight  announcer,  mature 
mind,  company  man,  congenial.  Good  pro- 
duction, tight  shows.  Join  Florida’s  top 
metro.  Mkt.  team,  send  tape  and  personal 
presentation,  then  must  have  personal  audi- 
tion. No  tapes  can  be  returned.  Address  to 
Box  943S,  BROADCASTING. 


Top  morning  man  for  #1  audience  rated  5 
kw  independent.  Major  New  England  mar- 
ket. Excellent  salary.  Merit  raises.  Resume/ 
tape.  Box  986S,  BROADCASTING. 


Wanted:  Intelligent,  experienced  announcer. 
Growing  Ohio  station  needs  morning  man. 
Must  be  cheerful  but  not  garrulous.  Salary 
commensurate  with  experience.  Send  tape 
and  resume  to  Box  139A,  BROADCASTING. 


Sportsman — play-by-play  for  local  high 
school  and  college.  Also  act  as  asst,  news 
director  and  some  dj  work.  Medium  size 
station.  Box  153A,  BROADCASTING. 


Announcer  with  1st  phone.  Excellent  oppor- 
tunity! Can  start  at  once.  Box  167A, 
BROADCASTING. 


Good  opportunity  for  experienced  staff  an- 
nouncer capable  of  handling  traffic  and 
some  programming.  $75.00  weekly.  Sales  ex- 
perience helpful  for  future  advancement. 
Carolina  small  market  group.  Write  Box 
173A,  BROADCASTING. 


Wanted  . . . broadcast-minded  Negro  per- 
sonality for  swingin’  all  night  show.  Mid- 
west personality  station,  run  own  board. 
Send  full  details  and  tape  at  once.  Box 
174A,  BROADCASTING. 


Wanted:  Announcer  with  first  phone.  Must 
be  experienced.  P.O.  Box  497,  Trenton, 
Missouri. 


Deep  voiced  announcer,  some  experience 
necessary,  with  ability  to  broadcast  football 
and  basketball,  run  board.  Opening  May 
first.  Send  tape,  snapshot,  salary  require- 
ments to  Mason  Dixon,  General  Manager, 
KFTM,  Fort  Morgan,  Colorado. 


KING,  Seattle,  has  immediate  opening  for 
outstanding  personality  jockey.  If  your 
ability  is  limited  to  time  and  temp.,  don’t 
apply.  Send  full  resume,  tape,  picture,  ref- 
erences first  letter  to  Bill  Clark,  KING 
Radio,  320  Aurora  Ave.,  Seattle  9,  Wash- 
ington. 


Good  nighttime  announcer  with  first  class 
license  needed.  Only  midwesterners  should 
apply.  Opening  is  immediate.  Write  or  call 
collect  to  George  Brooks,  KOTE,  Fergus 
Falls,  Minnesota. 


Announcers  with  first  class  ticket.  Send 
resume  and  tape  to  KSBW  Radio,  P.  O.  Box 
1651,  Salinas,  California. 


Combo-announcer  with  first  ticket.  No 
maintenance  necessary.  Adult  format  with 
emphasis  on  news.  Send  resume,  tape  and 
pix  to  G.  C.  Packard,  KTRC,  Box  1715, 
Santa,  Fe,  N.M. 


Wanted:  Announcer  with  first  class  ticket, 
maintenance  not  necessary.  WAMD,  Aber- 
deen, Md. 


We  are  expanding  our  staff.  Need  three  ex- 
perienced announcers  immediately.  Good 
salary,  excellent  working  conditions.  Send 
all  details  in  first  letter.  Do  not  apply  un- 
less experienced.  WHNC  AM  & FM,  Hen- 
derson, N.C. 


Newsman-announcer  wanted  immediately. 
Contact  C.B.  Heller,  WIMA,  Radio  Station, 
Lima,  Ohio. 


Help  Wanted — (Cont’d) 


Announcers 


Announcer-newsman.  Must  be  experienced, 
able  to  gather,  edit,  and  announce  local 
news.  Some  tv  work.  New  addition  to  staff. 
Send  tape,  photo  and  request  to  Ed  Huot, 
WTRC,  Elkhart.  Indiana. 


Mature  morning  man.  1 kw  better  music 
daytimer  near  Buffalo.  Immediate  opening. 
Salary  requirements  first  letter,  tape,  re- 
sume to  WMNS,  Olean,  New  York. 


Opportunity  for  young  sales  minded  man 
who  can  also  work  board  part-time.  Illi- 
nois kilowatt  daytimer.  Send  all  informa- 
tion including  tape  and  salary  expected 
to  Manager,  WMOK,  Metropolis,  Illinois. 


Immediate  opening  for  experienced  morning 
man.  Combo  operation  using  latest  equip- 
ment. Send  full  background  experience  and 
tape:  Manager,  WRTA,  Altoona,  Pennsyl- 
vania. 


Announcer — for  dj-staff.  Experienced.  Re- 
laxed good  music  format.  Work  days.  Bene- 
fits. Tape,  photo  and  resume  to  Ed  Huot, 
WTRC,  Elkhart,  Indiana,  NBC. 


Technical 


Experienced  engineer — East  coast  (south- 
east) station.  5 kw  daytimer  remote  control. 
15  to  20  hours  announcing:  will  train.  Good 
salary.  Box  686S,  BROADCASTING. 


1st  class  ticket  and  1st  class  voice,  gets  1st 
class  salary  at  one  of  Florida’s  finest  inde- 
pendents, modern  radio — 3 years  #1.  Send 
tape  and  resume  Box  944S,  BROADCAST- 
ING. No  tapes  can  be  returned. 


Engineer,  radio  and  television  . . . trans- 
mitter and  studio,  small  low  power  televi- 
sion operation,  and  5 kw  broadcast  station. 
Mostly  engineering  and  automation  opera- 
tion, very  little  announcing  required. 
KINY-KINY-TV,  231  So.  Franklin  St., 
Juneau,  Alaska. 


One  first  or  second  class  engineer.  No  expe- 
rience necessary.  Write  Garfield  Ricketts, 
WVOX,  New  Rochelle,  N.Y. 


Production-Programming,  Others 


Continuity.  Experienced  preparation  of  pro- 
duction spots.  Must  be  able  to  write  crea- 
tive and  selling  copy.  Permanent  position, 
salary  open.  Ohio  am,  fm,  tv.  Detail  past 
experience,  references,  salary  expected  and 
enclose  samples  of  work  and  small  photo. 
Confidential.  Box  129A,  BROADCASTING. 


Experienced  copywriter  in  one  of  the  in- 
dustry’s fastest  growing  chains.  Excellent 
opportunity  for  advancement.  Send  com- 
plete resume  and  sample  copy  with  first 
letter.  Box  158A,  BROADCASTING. 


Need  news  director.  Must  gather,  edit  and 
report.  Station  equipped  with  mobile  news 
unit.  Send  audition,  snapshot,  resume  and 
salary  requirement  to  Program  Director, 
KGFW,  Kearney,  Nebraska. 


5,000  watt  California  radio  station  needs 
top-flight  program  director  with  first  class 
ticket.  Station  has  limited  network  sched- 
ule plus  good  listenable  music.  PD  must 
write  good  commercial  copy,  produce  re- 
sult-getting spots  and  do  two  hour  after- 
noon show.  Send  all  details,  experience, 
references  and  tape  cut  at  TV2  rpm  to  Foy 
Willing,  KSBW  Radio,  P.O.  Box  1651,  Sali- 
nas, California. 
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Situations  Wanted — (Cont’d) 


Situations  Wanted — Management 


Announcers 


Sales  manager  for  metropolitan  market 
station.  Heavy  on  local,  retail,  regional, 
15  years  outstanding  radio  time  sales  record 
as  salesman  and  sales  manager.  Excellent 
references.  Box  313S,  BROADCASTING. 


General  manager.  Sales  background.  Me- 
dium market  stations.  13  years  broadcast- 
ing. Box  926S,  BROADCASTING. 


Wanted:  Station  in  midwest  to  manage  on 
percentage  with  option  to  buy,  or  will 
lease.  Excellent  references,  all  replies  con- 
fidential. -Write  Box  947S,  BROADCASTING. 


Ideal  profitable  small  market  management 
guaranteed.  Young,  honest  family  execu- 
tive. Box  116A,  BROADCASTING. 


Silver  and  gold  have  I none  . . . but  nine 
years  of  radio  experience  offered  for  man- 
agement Florida  or  southern  station.  Cur- 
rently manager  in  seven  station  market. 
Box  144A,  BROADCASTING. 


Manager  or  sales  manager,  radio  or  tv.  14 
years  experience,  past  6 years  spent  cover- 
ing 37  states  in  sales  management  for  the 
top  syndicated  company.  Want  to  trade  “Air 
Travel  Card”  for  permanent  position  with 
reliable  organization.  37  years  old,  married 
14,  2 children.  Sober,  reliable  and  willing 
to  work,  will  provide  top  business  and 
personal  trade  references.  If  we  can  get 
together,  you’ll  make  a profit.  Box  147A, 
BROADCASTING. 


Management  midwest,  chief  engineer,  farm 
director,  sales  and  construction  experience. 
Box  150A,  BROADCASTING. 


Midwest  sales  manager  top  station,  veteran, 
family,  college,  seeking  better  opportunity. 
Box  159A,  BROADCASTING. 


Experienced  manager,  all  phases,  15  years 
successful  background  in  medium  and 
small  markets.  Not  offering  “pie-in-sky” 
riches  but  will  promise  healthy  glow  to 
your  property  after  having  reins  few 
months.  Strong  forte  is  sales,  plus  sound 
knowledge  of  programming,  with  economy 
of  operation.  Loyal,  aggressive,  tactful, 
common  sense.  Prefer  small  or  medium 
market  offering  growth  potential.  Accept 
reasonable  salary  with  incentive.  Family 
man.  Excellent  references.  Available  imme- 
diately. Box  170A,  BROADCASTING. 


California  resident.  Capable,  mature  radio 
general  manager  California  only.  Full 
charge  all  departments  including  sales. 
Twenty  years  experience.  Box  177A, 
BROADCASTING. 


Manager— Family  man,  nine  years  radio. 
Announcing  - programming  - production  - 
sports.  Sales  my  forte.  Prefer  small  popu- 
lation ten  to  twenty  thousand.  Salary  plus 
commission.  Option  to  invest  preferred. 
Reply  Box  843,  Sterling,  Colorado. 


Part  time : Capable  announcer  desires  week- 
end or  fill-in  work  in  metropolitan  N.Y. 
area.  Experience  in  sports,  news,  dj.  Box 
958S,  BROADCASTING. 


Beatnik-humorist  air  personality-salesman 
wants  night  or  all  night  spot.  Idea  man 
wants  to  work  for  idea  men.  3 V?  years  ex- 
perience. Presently  employed  in  medium 
New  England  market.  Strictly  pro-voice 
with  Jazzbo-Sahl  style.  Tapes  etc.,  avail- 
able to  creative,  real-sell  stations,  no  juke- 
boxes. Box  993S,  BROADCASTING. 


Experienced  dj,  news,  special  productions. 
Adult,  professional,  creative,  versatile.  Box 
101A,  BROADCASTING. 


Four  years  experience  college  football,  bask- 
etball, baseball.  Prefer  sports.  Will  consider 
staff  announcing.  Available  June  first.  Box 
105A,  BROADCASTING. 


Announcer-newsman-six  years  experience, 
good  voice,  tape.  Box  106A,  BROADCAST- 
ING. 


Attention  southwest  area.  Staff  announcer 
desires  permanent  location.  Short  on  ex- 
perience, long  on  ambition.  Can  handle 
news,  commercials,  and  dj  shows,  and  also 
run  my  own  board.  Box  107A,  BROAD- 
CASTING. 


Texas!  3 years  experience  in  announcing, 
sales,  programming,  continuity  and  promo- 
tion. No  top  forty.  3rd  ticket.  Have  car.  33, 
single.  Excellent  reference.  Personal  in- 
terview. Will  contact.  Box  110A,  BROAD- 
CASTING. 


Male  announcer,  young  talented.  Consider 
anything,  anywhere.  Box  113A,  BROAD- 
CASTING. 


Experienced  dj  with  first  phone,  looking  for 
a station,  no  top  40,  where  you  receive  an 
occasional  raise  and  a chance  for  advance- 
ment. Have  family.  Include  all  details  in 
reply,  thank  you.  Box  117A,  BROADCAST- 
ING. 


Announcer-salesman:  Available  April  25.  At 
present  replacing  injured  announcer  at  mid- 
west 50  kw.  Sound  morning  man  knows  sales 
on  both  ends  of  mike.  Complete  informa- 
tion on  request.  Box  118A,  BROADCAST- 
ING. 


25  years  old,  single,  2 years  experience,  pre- 
fer Tennessee.  Box  119A,  BROADCASTING. 


Female  dj  new,  but  A-l  air  personality 
strong  point  copywriting.  Box  120A, 
BROADCASTING. 


Announcer-producer,  creative,  experienced. 
Good  air  salesman.  Sober,  stable  family 
man.  Prefer  northeast.  Box  122A,  BROAD- 
CASTING. 


Sales 


Radio  sales/management:  99  and  44/100% 
salesmanship  can  be  yours  for  the  opening 
of  the  right  door.  Yes.  I have  management 
experience,  but  I prefer  not  to  be  chained 
to  a desk — let  me  get  out  where  I can  bring 
home  the  bacon.  Strong  background  in 
radio — local,  national  sales  and  rep  experi- 
ence. Presently  employed,  but  want  a 
brighter  future.  Let’s  get  together.  You 
supply  the  incentive,  I’ll  supply  the  sales. 
Am  not  opposed  to  relocating,  but  most  of 
my  experience  and  contacts  are  in  New 
York,  therefore  would  prefer  to  stay.  Top 
references  from  top  people.  Box  987S, 
BROADCASTING. 


Attention  southern  California!  Experienced 
radio  man  wants  to  join  sales  staff  of 
southern  California  station.  Box  125A, 
BROADCASTING. 


Top  personality,  8 years  experience  all 
phases.  Presently  number  one  Pulse  rated 
show  in  7 station  market.  Seeking  metro- 
politan market  money.  Consider  pd  or  man- 
agership. Box  124A,  BROADCASTING. 


Radio  - television,  announcer  - newscaster- 
personality.  10  years  experience,  top  20  mar- 
ket. Married,  32  years  of  age,  reliable.  Desire 
metro  Florida  market,  but  will  consider  any 
major  market.  Address  all  replies  to  Box 
128A,  BROADCASTING. 


Happy  adult  morning  personality-dj  with 
“good  morning”  sound.  5 years.  Now  mak- 
ing $130  for  48  hours.  May  take  less  money 
for  fewer  hours.  Box  131A,  BROADCAST- 
ING. 


Announcer  wants  job.  Run  own  board.  Will 
travel.  News.  Commercials.  Box  132A, 
BROADCASTING. 


Young  man,  26,  strong  sales  background, 
seeks  permanent  position  as  time  salesman. 
Ambitious,  reliable  and  sober.  Prefer  me- 
dium market.  For  ..resume,  write  Box  178A, 
BROADCASTING. 


Announcers 


Sports  announcer  play-by-play  all  sports. 
Plenty  of  experience.  Box  636S,  BROAD- 
CASTING. 


Young,  versatile  dj  now  employed.  Copy, 
promotion.  Box  951S,  BROADCASTING. 


Have  ambition,  need  job.  Young  college 
grad,  two  years  commercial  experience, 
seeks  format  operation,  preferably  top  40. 
Available  mid  June.  Box  135A,  BROAD- 
CASTING. 


Baseball  announcer.  College  graduate,  vet- 
eran, married.  First  class  broadcaster.  Ref- 
erences, tape.  Available  June.  Box  136A, 
BROADCASTING. 


First  phone  morning  man.  Experienced  all 
phases.  Minor  maintenance.  $100.  Box  140A, 
BROADCASTING. 


Situations  Wanted — (Cont’d) 


Announcers 


Bright  sound:  Want  young-adult  music  sta- 
tion. Know  music,  can  do  news,  produc- 
tion. Mature,  bright,  pleasant  voice.  Left 
home  four  months  ago  for  major  market 
loser;  want  winner.  27,  single,  8 years.  Box 
143A,  BROADCASTING. 


Negro  announcer;  can  handle  news,  com- 
mercials, disc  jockey  work;  very  strong  on 
dj,  reliable  and  willing  to  travel.  Box  148A, 
BROADCASTING. 


Age  25,  single,  draft  status  4-A,  six  months 
experience.  Prefer  Tennessee.  Box  152A, 
BROADCASTING. 


Experienced  announcer,  dj  (2  years  experi- 
ence) interested  in  booth  and  on-camera 
announcing  or  radio-tv  combination.  Fam- 
ily man,  mature.  Wishes  to  relocate  perma- 
nently. Box  154A,  BROADCASTING. 


Veteran  with  no  experience.  Announcer  or 
announcer-salesman,  trained,  college.  Box 
157A,  BROADCASTING. 


Experienced  pd,  dj,  sports,  news.  31,  mar- 
ried, available  now.  Box  160A,  BROAD- 
CASTING. 


Announcer-copywriter.  Experienced  adman. 
Broadcasting  school.  Master’s  degree.  Seek- 
ing opportunity,  available  now.  Box  175A, 
BROADCASTING. 


Available  immediately!  Experienced  in  dj, 
news,  sports,  commercials  and  newscasting. 
7 years  experience.  College  graduate,  A.B. 
degree  in  speech,  desire  adult  programming 
station,  network  or  strong  independent. 
Relocate  anywhere!  Ray  Bartlett,  1215  Har- 
vard Ave.,  Billings,  Montana,  CHerry  8-8438. 


Morning  man — Professional,  versatile.  Avail- 
able now.  302  West  Union  St.,  Morganton, 
N.C.  Telephone  HE  7-4199. 


Morning  man,  experienced,  deep  voice. 
Available  now.  Versatile.  P.O.  Box  604, 
Monteagle,  Tenn. 


Announcer,  dj.  California.  Lite  on  experi- 
ence, pleasing  personality  and  sound.  Re- 
stricted license,  want  fill  in  for  evenings  and 
Saturdays  and  Sundays.  Age  34.  Write  10037 
Halbrent,  Sepulveda,  California. 


College  grad,  24.  Single,  3rd.  Experienced 
announcing,  copy,  traffic,  xmtr.  Dale  Bell, 
Fort  Dodge,  Kansas. 


Announcer  available  in  June  seeking  perma- 
nent position  with  good  station  in  south- 
west. First  phone.  Neel  Eggleston,  907 
Speight,  Apt.  3,  Waco,  Texas. 


Announcer  with  executive  ability  desires 
to  relocate  due  to  management  change. 
Four  years  experience.  Presently  pd,  news, 
sports,  dj,  copy,  production,  some  on-cam- 
era tv,  some  sales.  B.A.  degree.  If  you  can 
use  a young  man  with  ideas  and  pay  well, 
call  me.  Wayne  Farrar,  WBCI,  Williams- 
burg, Virginia. 


First  phone!  Five  years  experience  in  all 
phases  of  radio.  Personal  interview  required. 
California  only.  $125.00  weekly.  Midnight 
to  dawn  preferred.  No  r&r,  r&b  or  c.w. 
Irv  Geller,  3723  Lemon  Avenue,  Long 
Beach  7,  California.  GArfield  421-14. 


“Combo”  engineer-announcer  desires  im- 
mediate employment.  Earl  Hill,  3104  Hud- 
nall,  Apt.  C,  Dallas  35,  Texas. 


Technical 


Florida  first  phone  announcer  available.  $90 
minimum.  Box  954S,  BROADCASTING. 


First  phone,  8 years  experience  am  and  fm, 
transmitter  and  studio.  Tape  and  disc  re- 
cording. Box  151A,  BROADCASTING. 


Female  with  1st  class  license.  5 years  ex- 
perience 5 kw.  Weak  on  maintenance.  Typ- 
ing ability.  Prefer  station  directional  anten- 
na in  south.  Box  169A,  BROADCASTING. 


Chief  engineer — experienced  and  qualified 
in  construction,  maintenance,  directional, 
measurements.  Box  171A,  BROADCASTING. 


Chief  or  assistant.  Nine  years  radio,  one  tv. 
Joe  McClain,  1306  N.  McCann;  Kokomo, 
Indiana. 
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Situations  Wanted — (Cont’d) 


Technical 


Beginner  engineer — First  phone.  Desire  op- 
portunity to  learn  and  advance.  John  Mc- 
Intyre, 3309  Ridgeoak  Drive,  Dallas  34, 
Texas. 


Visually  handicapped,  24,  single,  first  phone, 
don’t  drive.  Experienced,  desires  transmit- 
ter work.  Jerry  Wills,  542  Carroll  Avenue, 
San  Antonio,  Texas. 


Production-Programming,  Others 


Hard  working  news  director-air  personality. 
Wants  to  work!  Experienced  newscaster- 
editor-reporter-interviewer.  Double  as  dee- 
jay.  Nine  years  broadcasting  experience. 
Journalism  degree.  Good  references.  All  in- 
quiries carefully  studied  and  replied.  Box 
966 S,  BROADCASTING. 


Colorful,  experienced  news  director  and 
newscaster,  presently  employed,  seeks  good 
market  to  display  extraordinary  wares.  Box 
108A,  BROADCASTING. 


I can  cut  any  format  in  any  size  market. 
Program  and  news  director  experience. 
Young  but  mature  and  experienced  in  all 
phases.  College  grad.  Start  immediately. 
Box  115A,  BROADCASTING. 


News  director — Now  in  California  metro- 
politan market,  desires  larger,  more  mature 
market,  preferable  California,  but  will  con- 
sider promising  position  elsewhere.  Box 
121A,  BROADCASTING. 


Help!  FM  stations:  Current  job  set-up 

leaves  me  stymied  from  further  progress  in 
desired  field.  Seeking  position  in  produc- 
tion, programming  and  continuity.  Can  cre- 
ate shows  around  classics  and  other  forms 
of  adult  music.  Currently  in  am-radio  with 
experience  in  all  areas.  Brochure  of  samples 
and  detailed  background  available.  Box 
126A,  BROADCASTING. 


National  award  winning,  radio-television 
news  director  desires  change.  Want  to  build 
top  rated  radio  television  news  department. 
Hold  many  firsts  in  reporting.  Excellent 
references.  Fifteen  years  experience.  Per- 
sonal interview  only.  Married,  desire  per- 
manent position.  Box  133A,  BROADCAST- 
ING. 


News  director — Presently  employed.  Mar- 
ried-children. Looking  for  good  newsworthy 
station  where  emphasis  is  on  local  cover- 
age. I am  familiar  with  all  phases.  Have  ex- 
cellent references  and  can  deliver  on  and 
off  the  air  for  the  right  station.  No  staff 
work  please.  I am  a newsman.  Box  146A, 
BROADCASTING . 


Ready  to  orbit!  Highly  developed  air-talent 
unit  equipped  with  selfstarter,  static-free 
sound,  high-potential  “PR”  feature.  When 
working  at  top  capacity  this  compact  unit 
assures  maximum  station/client  benefits. 
Characteristics : Female — unencumbered — 

seasoned  “pro.”  Available  customary  clear- 
ance. Agency/PR  inquiries  invited.  Box 
149A,  BROADCASTNG. 


Recent  developments  in  our  industry  make 
an  examination  of  your  news  and  public 
service  programming  imperative?  The  first 
step  in  your  examination  is  this  ad.  Young 
one  man  news  bureau  in  top  station  in  ma- 
jor market  seeks  chance  to  expand  in  radio 
or  tv  or  combination  station.  Box  164A, 
BROADCASTING. 


WHOA!  Don’t  go  any  farther!  Here  is  a 
combo  guaranteed  to  increase  your  listener- 
ship  and  sales.  We  are  four  idea  men  ca- 
pable of  management,  production  and  pro- 
gramming, continuity,  sports  play-by-play, 
excellent  newscasting  and  news  compilation, 
sales  and  promotion.  If  your  station  is  sick, 
send  for  the  four  doctors  with  the  right 
medicine.  We  have  the  talent,  the  ability, 
over  thirty  years  combined  experience,  the 
desire  and  the  drive  to  back  up  our  claim 
as  the  best  in  the  business.  “Make  money 
with  us.”  Tapes  and  resume  cheerfully  sent 
upon  your  request.  Box  165A,  BROADCAST- 
ING. 


TELEVISION 


Help  Wanted — Announcers 


Wanted:  Newscaster-reporter.  Florida  tv 
station,  top  market.  Send  full  details,  sof 
or  tape  and  picture.  Box  946S,  BROAD- 
CASTING. 


Help  Wanted — (Cont’d) 


Technical 


Supervisory  engineer  wanted.  Engineer  with 
qualifications  for  supervisory  duties  with 
pioneer  basic  major  network  station  in 
upper  south.  Must  have  a first  class  radio- 
telephone license  with  experience  on  studio, 
VTR,  and  transmitter  equipment.  Excellent 
working  conditions  with  holidays,  vaca- 
tions, and  insurance.  Send  full  resume  with 
picture  to  Box  974S,  BROADCASTING. 


WTO C -TV,  Savannah,  Georgia,  needs  first 
class  engineer  or  qualified  experienced 
technician.  Reply  by  letter  giving  complete 
qualifications,  references,  photograph  and 
salary  requirement  to  chief  engineer. 


TV  studio  engineers  for  design,  test,  and 
field  engineering.  Rapidly  expanding  pro- 
gressive company.  All  benefits,  plus  rapid 
advancement  for  qualified  engineers.  Foto- 
Video  Laboratories  Inc.  CE.  9-6100,  Cedar 
Grove,  New  Jersey. 


Production-Programming,  Others 


Gal  Friday  for  California  tv  station  as  as- 
sistant to  program  director.  Must  handle  all 
details  of  program  department  including 
network  clearances,  schedules,  planning. 
Should  know  traffic  and  be  tactful.  Send 
resume,  references,  photo,  to  Department 
PD,  KSBW-TV,  P.O.  Box  1651,  Salinas, 
California. 


WFMY-TV  Greensboro,  N.C.,  needs  televi- 
sion copywriter  for  commercial  spot  copy. 
Prefer  television  experience,  but  radio  will 
be  considered.  Forty-hour  week,  excellent 
working  and  living  conditions.  Group  in- 
surance plans.  Two  person  department. 
Give  us  full  information  about  experience 
and  send  samples  of  copy,  along  with  photo- 
graph to  Miss  Pace,  WFMY-TV.  All  appli- 
cants will  receive  reply. 


Floorman-A.D.  Wanted,  experienced  man 
with  some  directing  ability.  Good  oppor- 
tunity for  advancement.  Write  Jim  Lynagh, 
WTOL-TV,  Toledo,  Ohio. 


TELEVISION 


Situations  Wanted — Management 


Is  your  station  editorializing  on  newscasts? 
Screening  commercials  before  acceptance? 
Both  will  be  S.O.P.  as  industry  matures. 
Tv  station  owner  with  similar  convictions 
can  size  up  blunt,  follow-throughing,  suc- 
cessful commercial  manager  in  250,000  set 
city  seeking  small  market  station  manager- 
ship, preferably  southeast.  Solid  eleven 
year  record,  character  to  match.  Box  979S, 
BROADCASTING. 


General  manager,  am/tv.  Capable:  program- 
ming, operations,  sales.  Immediate  availa- 
bility. Box  100A,  BROADCASTING. 


Sales 


Experienced  salesman — Complete  back- 
ground radio-tv.  Seeking  tv  sales  position 
offering  permanency.  Will  handle  special 
events  “On  Camera”  or  radio.  Presently 
employed — Twelve  years  broadcasting  ex- 
perience. Box  796S,  BROADCASTING. 


Announcers 


Professional  tv  announcer-newscaster.  Top 
qualifications.  $150  weekly  plus  talent.  Box 
142A,  BROADCASTING. 


Technical 


Chief  or  supervisor,  12  years  am-fm-tv,  plan- 
ning, construction,  maintenance,  operations. 
4 years  chief,  4 years  supervisory  experi- 
ence. Box  109A,  BROADCASTING. 


Chief  engineer  available.  18  years  experi- 
ence all  phases  of  operation,  planning  and 
construction  both  television  and  radio.  Box 
134A,  BROADCASTING. 


Chief  engineer’s  position  desired — 12  years 
experience  am-fm-uhf-vhf,  all  phases,  in- 
stallation and  maintenance.  Former  tv 
chief-RCA  broadcast  service  field  engineer. 
Married,  prefer  northeast.  Box  141A, 
BROADCASTING. 


Stop  gambling  on  new  employees.  Duds  and 
hot-shots  never  complete  our  comprehen- 
sive technical  and  production  training  pro- 
gram. Contact  Intern  Supervisor,  WTHS- 
TV,  Miami. 


Situations  Wanted — (Cont’d) 


Production-Programming,  Others 


Newsman.  15  year  background,  8 years 
radio-tv  news.  Box  925S,  BROADCASTING. 


Television  weatherman-cartoonist.  Man  of 
many  talents.  Experienced  children’s  per- 
sonality, announcer,  director,  newscaster, 
writer.  Nine  years  broadcasting  experi- 
ence. College  grad,  journalism  degree.  Let 
me  send  you  my  interesting  resume.  Box 
967S,  BROADCASTING. 


Producer  - director  - writer.  Experienced. 
Alert.  Creative.  Practical.  Box  102A, 
BROADCASTING. 


Continuity  director-announcer  wants  to 
move  up  to  major  market  in  northeast. 
Eleven  years  solid  radio-tv  background  in- 
cludes news,  writing,  on  and  off  camera  an- 
nouncing, directing,  sales  and  management. 
Continuity,  tapes,  full  resume.  Box  112A, 
BROADCASTING. 


Experienced  traffic  director;  6 years  tele- 
vision experience.  Seeking  position  with 
established  station.  Also  experienced  in 
sales,  promotion,  film  and  programming. 
Accurate  and  dependable.  Seeking  perma- 
nent position  with  future.  Box  123A, 
BROADCASTING. 


Attention  California,  Arizona.  Television 
news  editor,  28,  currently  employed  major 
northeast  market.  Must  relocate  for  wife’s 
health.  Four  years  experience  in  writing, 
editing,  reporting,  expert  news-film  editor. 
(No  on-camera  experience.)  Bachelor’s, 
Master’s  journalism  degrees,  SDX,  veteran. 
Box  166A,  BROADCASTING. 


Veteran  news  director.  Weatherman.  Avia- 
tor. Publicity-promotion.  Won’t  drive  car. 
Russ  Brinkley,  Box  1228,  Harrisburg,  Pa. 


FOR  SALE 


Equipment 


For  sale,  Gates  remote  control.  Cabinets  in- 
cluded. Looks  like  new.  One  half  original 
cost.  Box  866S,  BROADCASTING. 


For  sale.  Western  Electric  lkw  fm  transmit- 
ter. Excellent  condition.  $2500.  Also,  West- 
ern Electric  monitor  $650.  Box  103A, 
BROADCASTING. 


500  watt  Collins  transmitter.  $1500.  Stored  in 
Iowa.  Box  104A,  BROADCASTING. 


TV  antenna  system,  300  ft.  Ideco  guyed 
tower  and  lighting,  3-bay  superturnstile 
RCA  7-13  antenna,  dual  3Ya"  RCA  teflon 
line,  elbows,  gas  seals,  inside  elbows  and 
dehydrator.  Box  137A,  BROADCASTING. 


FM  transmitter,  used  Western  Electric  10 
kw,  presently  operating.  Will  sell  to  best 
offer.  Reply  Box  138A,  BROADCASTING. 


Magnecord-P75-BAX  stereo  recorder  with 
amplifiers,  original  cost  $1280,  new  condi- 
tion, sacrifice  for  $900.  Box  145A,  BROAD- 
CASTING. 


Complete  fm  equipment:  GE  3 kw  fm  trans- 
mitter, GE  frequency-modulation  monitor, 
Collins  8-bay  antenna,  multiplex  equipment. 
Gives  ERP  of  24  kw.  $7750.00.  Box  221,  Leb- 
anon, Tennessee. 


Gates  remote  control — excellent  condition, 
now  in  use.  $500.00  for  quick  sale.  Radio 
Station  KATE,  Albert  Lea,  Minn. 


RCA  type  300  three  tower  phase  monitor; 
three  antenna  0-8  ammeters.  Reasonable. 
KFRO,  Longview.  Texas. 


Two  DuMont  Type  TA-191A  Cinecon  flying 
spot  scanner  film  projectors  in  excellent 
condition  and  complete  with  two  video 
amps.,  power  supplies,  local  and  remote 
control  panels,  spare  parts  and  tools.  Equip- 
ment lists  and  costs.  2 Projectors  5363-B, 
$2,500— $5,000.  2 Ped  5337-A,  $900— $1,800. 

Including:  2 local  controls  5356- A,  2 audio 
amps  5421- A,  2 power  supply  5422-A,  2 exc. 
lamp  sup.  5423-A.  2 Video  Amps.  5310-C, 
$375— $750.  2 power  Sup.  5019-A,  $300— $600. 
1 Remote  Panel  5355-B,  $200— $200.  Total 
$8,350.  Please  reply  to  E.  Newton  Wray,  % 
KTBS-TV,  Shreveport,  La. 


Presto  6N,  console  cabinet,  ID  head  excel- 
lent condition.  $550.00  fob.  Luke  Stripling 

KTLW,  Texas  City,  Texas. 

Gates  nite  watch  automatic  programmer 
used  four  months.  Buying  station  and  does 
not  fit  my  format.  Galen  Gilbert,  KTLQ, 
Tahlequah,  Oklahoma. 
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WANTED  TO  BUY 


FOR  SALE 


Equipment — ( Cant’d ) 


Collins  21 A 5 kw  transmitter  maintained  in 
original  condition.  Now  available.  Examine 
under  operating  conditions.  Excellent  qual- 
ity. Ten  years  old.  Price  $4,500.  Terms.  Ad- 
dress Radio  Station  WISE,  75  Scenic  High- 
way, Asheville,  N.C. 


For  sale  equipment — Going  under  one  roof 
—will  sacrifice  Gates  remote  control  unit 
model  RDC  10— complete  with  RF  amplifier 
— five  years  old  and  in  perfect  condition — 
Price  $750.00.  W-PAP  in  Fernandina  Beach, 
Florida. 


Why  buy  a used  transmitter?  Build  your 
own  1000/250  watt  transmitter.  See  Bauer 
ad,  page  121,  March  28  issue  of  Broadcast- 
ing.   


Two  surplus  tower  lighting  transformers, 
oil  filled,  400  watt,  three  2 mfd  twelve 
thousand  volt  inerteen  capacitors  new  sur- 
plus. Write  Coady,  4316  South  Coolidge 
Avenue,  Tampa,  Florida. 


Commercial  test,  monitoring,  terminal,  mi- 
crowave, and  assorted  transmitting  and 
studio  equipment.  Tubes  and  components 
also  bought  and  sold.  Electro-Find,  550 
Fifth  Avenue,  N.Y.C. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto-Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100. 


Super  studio  Zoomar  lens,  new  condition. 
$4,900.00.  NTA  Telestudios,  Ltd.  A1  Markim, 
1481  Broadway,  LO  3-1122. 


Tv  video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00  . 30  different  models  8" 
thru  24".  Miratel,  Inc.,  1080  Dionne  St.,  St. 
Paul,  Minn.  


Teflon  coaxial  transmission  line  1%",  51 
ohm.  Unused.  Suitable  for  am,  fm,  vhf-tv, 
communication  systems,  and  some  micro- 
wave  frequencies.  RETMA  flanges.  Write: 
Sacramento  Research  Labs.,  3421-58th  Street, 
Sacramento  20,  California. 


Microwave  transmission  line — Andrew  1%" 
rigid  51.5  ohm,  teflon  insulated.  Large 
quantity,  complete  with  connectors,  ells, 
hardware,  cables  and  dehydrating  equip- 
ment. New.  Unused  bargain.  Sierra  Western 
Electric  Cable  Company,  1401  Middle  Har- 
bor Road,  Oakland  20,  California. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenbumie,  Md.  Day  phone  SO.  6-0766 — 
Night  and  emergency  phone  SO.  1-1361. 
Write  or  call  collect. 


WANTED  TO  BUY 


Stations 


Station  or  cp  wanted  east  or  south,  100,000 
to  500,000  market  population.  Financially 
responsible.  Expert  operator  has  exception- 
ally lucrative  offer  for  right  station.  Con- 
fidential. Box  577S,  BROADCASTING. 


Financially  responsible  broadcasters  inter- 
ested in  outright  purchase  of  radio  station 
on  Atlantic  or  Gulf  Coast  area.  Supply  de- 
tails, billings,  earnings  and  physical  facili- 
ties. Box  870S,  BROADCASTING. 


Responsible  broadcaster  interested  in  leas- 
ing eastern  states  small  market  station. 
Purchase  option  desired.  Box  114A,  BROAD- 
CASTING. 


Will  lease,  or  buy,  all  or  part  of  your  cp  or 
your  radio  station.  Confidential.  Box  130A, 
BROADCASTING. 


Will  purchase  daytime  station  in  or  near 
eastern  or  southwestern  metropolitan  area. 
Box  168A,  BROADCASTING. 


Partnership  wants  to  buy  or  lease  with  op- 
tion to  buy  single  station  markets.  Send 
full  particulars  to  Box  172A,  BROADCAST- 
ING. 


Equipment 


Wanted  to  buy — ls/e"  co-ax,  rigid  transmis- 
sion line.  Send  full  information  to  Box  860S, 
BROADCASTING. 


Help  Wanted — (Cont’d) 


Equipment — (Cont’d ) 


Announcers 


DuMont  acorn  500  watt  hi-band,  also1  have 
another  party  for  a 5 kw  DuMont  amplifier 
hi-band.  KINY-TV,  231  So.  Franklin  St., 
Juneau,  Alaska. 


Any  type  or  quantity  of  terminal  monitor, 
test,  studio  or  microwave  equipment  in- 
cluding tubes.  Electro-Find,  550  Fifth  Ave- 
nue, N.Y.C. 


Need  six-bay  high-band  television  antenna, 
RCA  type  TF-6A1  or  equivalent.  Write, 
stating  age  condition  and  price.  Hammett 
& Edison,  Consulting  Radio  Engineers,  P.O. 
Box  68,  International  Airport,  San  Francis- 
co 28,  California. 


INSTRUCTIONS 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood, 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas, 
Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
May  4,  June  29,  August  31,  October  26, 
1960.  January  4,  1961.  For  information,  ref- 
erences and  reservations  write  William  B. 
Ogden,  Radio  Operational  Engineering 
School,  1150  West  Olive  Avenue,  Burbank, 
California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta.  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


Come  and  get  it!  Your  FCC  license,  that  is. 
Six  weeks  intensive  training  qualified  you 
to  pass  examination.  The  Pathfinder  Meth- 
od, 510  16th  St.,  Oakland,  California. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


Yes,  our  graduates  get  good  jobs  as  an- 
nouncers, writers,  salesmen,  chief  engineers, 
managers,  owners.  15  years  experience 
training  men  who  now  work  in  southern 
radio-tv.  Lower  prices,  time  payments,  as- 
sured placement.  Keegan  Technical  Insti- 
tute, 207  Madison,  Memphis,  Tennessee. 


Approved  FCC  operator’s  license  course  of- 
fered by  New  York’s  oldest  broadcasting 
school.  This  proven  ticket-getter  given 
by  FCC  experts  for  those  hesitant  about 
crash  courses.  Register  now  for  classes  start- 
ing monthly.  Day,  20  weeks.  Evening,  31 
weeks.  Academy  of  Broadcasting  Arts,  316 
West  57th  Street,  NYC  19,  PLaza  7-3211. 


MISCELLANEOUS 


Production  radio  spots.  No  jingles.  Free 
audition  tape.  M-J  Productions,  2899  Tem- 
pleton Road,  Columbus,  Ohio. 


RADIO 


Help  Wanted — Announcers 


ANNOUNCERS- 

LACK  THAT  PROFESSIONAL  SOUND?  AUDI- 
TION TAPE  NOT  A POLISHED  . . . SHOW- 
CASE? 

ADVANCED  PROFESSIONAL  coaching 
NEW  YORK  BROADCASTERS.  Our  tapes  are 
job  getters.  Ask  to  hear  sample. 

"Let  us  analyze  present  tape.  NO  CHARGE." 
***  Call  ...  MR.  KEITH  . . . SU  7-6938. 

NEW  YORK  SCHOOL  OF  ANNOUNCING  S SPEECH 


MG  TIME! 

This  50,000  watt  station  in  a 
major  market  is  now  looking 
for  another  BIG  personality 
DJ.  He’ll  he  backed  with  BIG 
promotions  and  be  on  the  num- 
ber one  station  in  town! 

If  you  are  a BIG  TIME  DJ,  or 
ready  for  it,  rush  tape  and  re- 
sume to  Radio  Station  KYW, 
815  Superior  Avenue,  Cleve- 
land 14,  Ohio.  Att:  Bud 

Wendell. 


Sales 


SALES  ENGINEERS 

Leading  broadcast  equipment  manu- 
facturer accelerating  expansion  pro- 
gram. Looking  for  top-notch  sales 
minded  professionals  to  travel  and  sell 
quality  equipment  in  the  following 
areas: 

Midwestern  States 
Eastern  States 
South  Central  States 

These  positions  command  high  salaries, 
paid  expenses  and  incentive  program 
for  increased  sales.  Full  company  bene- 
fits, too. 

TELEVISION  SALES 

Also  have  opening  for  sales  engineer 
to  specialize  in  television  sales  head- 
quartering in  home  office. 

Please  do  not  call  as  only  written 
resumes  can  be  accepted  to  permit 
careful  evaluation. 

Send  resume  to  Personnel  Department, 
Gates  Radio  Company,  Quincy,  Illinois. 


Production-Programming,  Others 


gf  ■» v.v.r:;  .v:.""  m m :: .....v: : m 

5000  WATT 

California  Radio  Station 

1 Needs  top-flight  program  director  with 
first  class  ticket.  Station  has  limited  net- 
work schedule  plus  good  listenable 
music.  PD  must  write  good  commercial 
i|i  copy,  produce  result-getting  spots  and 
do  two  hour  afternoon  show.  Send  all 
details,  experience,  references  and  tape 
I;  cut  at  7 Vi  rpm,  to  Foy  Willing,  KSBW 
Radio,  P.O.  Box  1651,  Salinas,  Cali- 
fornia. 
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RADIO 


Situations  Wanted — (Cont’d) 


FOR  SALE 


Situation  Wanted — Sales 


$280,000  (ann.  vol.)  SALESMEN 

^ Two  of  nation's  top  salesmen  each  & 

Learning  over  $21,000  yearly.  Available  r 
for  management  or  sales  with  stock  g 
§ incentive  preferred.  Local-Regional-Na-  § 
£ tional  sales  experience.  £ 

^ Box  156A,  BROADCASTING  ^ 


Young  modern-format  dj  and  newsman 
with  number  1 station  in  million  market 
area  looking  for  better  position  in  major 
market  or  with  secondary  market  station 
needing  a news  or  program  director. 
Earning  #6,500  with  A.B.,  M.S.  1st  phone 
and  6 years  experience  in  radio  announc- 
ing and  tv  directing. 


ii 


Box 


LI  A,  BROADCASTING 


0 ■■■■■■■■■■■■■■ ■■■■a 

AVAILABLE 

• TOP  RADIO-DJ  PERSONALITY  a 

For  Major  Market 
Gets  Highest  Ratings  ■ 


% 


Box  3196  Grand  Central  Station 
New  York  17,  N.  Y. 


m 

m 

a- 


Production-Programming,  Others 


STORZ — STORZ — STORZ 

rod  roddy 
ex-storz  executive 

now  entertaining  offers  for  air,  man- 
agement, or  consulting  assignment. 
Phone  WAInut  4-9631,  Ft.  Worth,  Texas. 
Box  176A,  BROADCASTING 


TELEVISION 
Situations  Wanted 
Production-Programming,  Others 


TOP-FLIGHT  PERSONALITIES  (husband-wife  I 
team).  Through  fluke  situation  currently 
grounded  rural  area;  want  out.  We're  bet- 
ter than  average,  but  willing  to  talk 
terms.  Major  market  radio-tv,  big-time  «L 
Show  Biz  backgrounds.  Mature,  excellent 
teamwork,  fine  references,  productive,  ver- 
satile, cooperative.  Have  extremely  strong 
family-type  Children's  TV  show  appealing 
moppets  through  oldsters.  Pulls  sponsors. 

Can  work  with/without  film,  cartoons. 
And/or  intelligent,  warm,  entertaining  T 
adult  radio/tv  show  appealing  to  buying  [ 
public.  Not  afraid  of  competition  or  hard 
work.  (Husband  also  experienced  radio- 
tv announcer;  can  fill  if  desired.)  Our 
show(s)  or  willing  to  work  in  with  yours. 
Prefer  East,  but  will  consider  any  size-  'll 
able  market.  Let  us  be  an  asset  to  your  8 
operation.  Available  reasonable  notice. 

BOX  963S,  BROADCASTING 


I’VE  HAD  IT 

I am  about  to  jump  off  the  cliff  into  the 
sea  of  other  industry.  DON’T  LET  ME. 
This  is  the  business  I’ve  known  and  loved 
for  8 years.  Do  you  need  a TV  Program 
Director-Production  Manager-Traffic  Man- 
ager-Producer-Director all  in  one?  Then 
come  to  my  rescue. 

Box  162 A,  BROADCASTING. 

Production-Programming,  Others 


TOP  FLIGHT  NEWS  SPECIALIST 

7 years  radio  and  tv  news  and  public 
affairs.  Reporter- Writer-Editor- Broadcaster- 
News  Director.  Excellent  voice  and  camera 
presence.  Top  coverage  of  local  and  world 
news.  Frequent  contributor  of  major  stories 
to  networks  and  wire  services.  HIGHEST 
INDUSTRY  REFERENCES.  Replies  from  top 
10  markets  only  please. 

Box  163A,  BROADCASTING. 


WANTED  TO  BUY 


If  you  are  located  within  300  miles  of 
Harrisonburg,  Va.  and  do  not  program 
country  music,  write  and  make  me  a 
bulk  price  on  your  country  library.  Coun- 
try music  is  big  biz  in  the  Shenandoah 
Valley.  If  we  can  get  together  on  a deal. 
I'll  drive  over  and  pick  'em  up — gives  me 
an  excuse  to  get  away  for  a couple  of 
days. 

Phil  Potter,  Manager 

WSIG 

Mt.  Jackson,  Virginia 

STATIONS 


Equipment 


Steel  Micro-Wave  Tower,  250  feet,  self 
supporting,  6x25  foot  platform  at  top, 
entirely  fabricated  from  galvanized 
structural  angle  (painted),  in  excellent 
condition,  similar  to  Blaw  Knox  type 
construction.  Standing  in  Southern 
Maryland.  Suitable  for  radio  and 
point-to-point  telephone.  Inquiry  and 
prompt  inspection  invited.  X 

A & E EQUIPMENT  CO. 

P.O.  Box  902  5 

Alexandria,  Virginia 
Phone — Temple  6-7019 

FOR  SALE 


0=. 


S EXECUTIVE  l 

• • 

• Available  for  investment  manage-  * 
e ment  or  management.  Over  25  • 

• years  in  radio  and  tv  manage-  £ 

• ment,  sales,  national,  local.  • 


Box  161A, 
BROADCASTING. 


Calif. 

Single 

250w 

65M 

terms 

Texas 

Single 

250w 

25M 

7 dn. 

Miss. 

Single 

250w 

39M 

terms 

La. 

Single 

500w 

52M 

terms 

Miss. 

Single 

250w 

140M 

10  yrs. 

Tenn. 

Single 

lkw-D 

55M 

cash 

Va. 

Single 

250w 

60M 

29%  dn. 

III. 

Single 

500w 

95M 

29%  dn. 

Va. 

Single 

lkw-D 

80M 

terms 

Calif. 

Single 

250w 

68  M 

15  dn. 

Calif. 

Small 

lkw-D 

69M 

29%  dn. 

W.  Va. 

Small 

250w 

40M 

10  dn. 

Fla. 

Small 

250w 

55M 

29%  dn. 

Fla. 

Small 

250w 

85M 

8 dn. 

N.Y. 

Medium 

lkw-D 

150M 

29%  dn. 

Gel. 

Metro 

5kw 

200M 

29%  dn. 

Va. 

Metro 

250w 

330M 

25%  dn. 

Ala. 

Metro 

lkw-D 

175M 

terms 

N.C. 

Metro 

500w 

170M 

11  yrs. 

Fla. 

Large 

5kw 

185M 

29%  dn. 

S.E. 

Maj-Sub  lkw-D 

150M 

low  dn. 

South 

Major 

250w 

275M 

29%  dn. 

And  Others 

PAU  L. 

H. 

CHAPMAN  C O M 1 

P A N Y 

IN  CO  RF 

’ORATED 

MEDIA  S 

IHOKER3 

Atlanta 

Chicago 

Please  a 

ddress: 

New  York 

| | 

82  W.  Peachtree 

San  Fra 

ncisco 

Atlanta 

9,  Ga. 

THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


STATIONS  FOR  SALE  — 


SOUTHWEST.  Fulltime  on  excellent 
frequency.  Growing  market.  Doing 
$12,000  month.  Asking  $250,000 
with  29%. 

ROCKY  MOUNTAIN  SOUTHWEST. 
Daytimer.  Doing  $80,000  a year. 
Medium  market.  Asking  $100,000 
with  29%  down. 

NORTHWEST.  Man  and  wife  opera- 
tion. Doing  $36,000  a year.  Asking 
$50,000  with  29%  down. 
SOUTHWEST.  Large  and  growing 
market.  Fulltime,  established  sta- 
tion. Doing  $10,000  and  more  a 
month.  Asking  $275,000  with  29% 
down. 

Many  Other  Fine  Properties 
Everywhere. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 

HO.  4-7279 
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( Continued  from  page  111 ) 


Philadelphia-Wilmington,  and  (3)  add  ch.  8 
with  attendant  changes  in  allocations  to 
other  cities  as  detailed  below,  which  also 
make  it  possible  to  add  second  vhf  chan- 
nel to  Utica,  N.Y.,  and  third  vhf  channel 
to  Syracuse,  N.Y. 

Syracuse,  N.Y. 

Binghamton,  N.Y. 

Wilmington,  Del. 

Lancaster,  Pa. 

Johnstown- Altoona,  Pa. 

Utica,  N.Y. 


Add  Delete 


12 

8+ 

12- 


Ann.  April  8. 


KXLF-TV  Butte,  Mont.;  KXLJ-TV  Hel- 
ena, Mont.  — Requests  ( 1 ) amendment  of 
subsection  21.11  (which  generally  restricts 
granting  of  licenses  by  adding  new  sub- 
section (b),  to  read  as  follows  (retaining  all 
existing  matter  as  subsection  [a]):  (b)  Re- 
strictions on  duplication  of  programming — 
Station  license  may  not  be  granted  for 
use  of  microwave  frequency  or  frequencies 
for  purpose  of  transmitting  tv  programs  to 
any  community  ant.  tv  systems  if,  within 
period  of  thirty  (30)  days  program  or  pro- 
grams so  transmitted  would  duplicate  one 
or  more  programs  broadcast  or  scheduled 
to  be  broadcast  by  tv  station  which  is  pro- 
viding only  available  locally  originated  tv 
broadcast  service  in  same  area.  (2)  Amend- 
ment of  sec.  21.26  to  read  as  follows:  Sec. 
21.26 — Grants  without  hearing — (a)  Where 
applicant  for  radio  facilities  is  proper  on  its 
face  and  where  it  appears  from  examina- 
tion of  application  and  supporting  data  that 
(1)  applicant  is  legally,  technically,  finan- 
cially and  otherwise  qualified:  (2)  grant  of 
application  would  not  cause  harmful  inter- 
ference to  existing  station  or  station  for 
which  construction  permit  is  outstanding 
within  its  service  area;  (3)  grant  of  appli- 
cation would  not  preclude  grant  of  any 
pending  applications;  (4)  grant  of  applica- 
tion would  not  adversely  affect  continued 
operation  or  establishment  of  only  avail- 
able tv  station  which  provides  locally  orig- 
inated programs  in  applicant’s  service  area, 
and  (5)  grant  of  application  would  serve 
public  interest,  convenience  or  necessity, 
commission  will  grant  application  without 
hearing.  Ann.  April  8. 

WITV  (TV)  Fort  Lauderdale,  Fla.— Peti- 
tion to  amend  sec.  3.658  by  adding  following 
provison  thereto:  (i)  Reception  of  network 
programs.  No  license  shall  be  granted  to 
tv  station  that  broadcasts  programs  of  more 
than  one  network  if  there  is  another  tv  sta- 
tion in  same  area  ready  and  willing  to  af- 
filiate with  and  broadcast  programs  of  sec- 
ond network.  Denied  by  memorandum 
opinion  and  order  adopted  March  30,  1960 
and  released  April  4,  1960.  Ann.  April  8. 


License  Renewals 

Following  stations  were  granted  renewal 
of  license:  KIPA  Hilo,  Hawaii:  KCPS  (FM*) 
Tacoma,  Wash.:  WNKY  Neon,  Ky.;  KELP 
El  Paso,  Tex.;  KUTY  Palmdale,  Calif.; 
KMJ-TV  Fresno,  Calif.;  WNAC-TV.  WRKO- 
FM  Boston,  Mass.;  KUEN  Wenatchee, 
Wash.;  WBCN  (FM)  Boston,  Mass.;  KONP 
Port  Angeles,  Wash.;  WADK  Newport,  R.I. 
WMMM  Westport,  Conn.:  WMNB  North 

Adams,  Mass.;  WNEB  Worcester.  Mass.; 
WPCT  Putnam,  Conn.;  WRKD  Rockland. 
Me.;  WSUB  Groton,  Conn.:  WTAG  Wor- 
cester, Mass.;  WTSA  Brattleboro,  Vt;  WTSL 


Employment  Service 


Hanover,  N.H.;  WTSV  Claremont,  N.H.; 
WCRB-FM  Waltham,  Mass.;  WHAV-FM 
Haverhill,  Mass.;  WLAD-FM  Danbury, 
Conn.;  WLLH-FM  Lowell,  Mass.;  WMAS- 
FM  Springfield,  Mass.;  WPFM  (FM)  Provi- 
dence, R.I.;  WPRO-FM  Providence,  R.I.; 
WTAG-FM  Worcester,  Mass.;  WTIC-FM 
Hartford,  Conn.;  WTSV-FM  Claremont, 
N.H.;  *WBOR  (FM)  Brunswick,  Me.; 
*WCFM  (FM)  Williamstown,  Mass.;  *WGBH- 
FM  Boston,  Mass.;  WCAX-TV  Burlington, 
Vt.;  WCDC  (TV)  Adams,  Mass.;  WHCT  (TV) 
Hartford,  Conn.;  WJAR-TV  Providence, 
R.I.;  WWON-FM  Woonsocket,  R.I.;  WMTW- 
TV  Poland  Spring,  Me.;  WPRO-TV  Provi- 
dence, R.I.;  "WGBH-TV  Boston,  Mass.; 
KUBE  Pendleton,  Ore.;  KIOA  Des  Moines, 
Iowa;  KGRO  Gresham,  Ore.;  KMCS  (FM) 
Seattle,  Wash.;  KAVE  Carlsbad,  N.M.; 
KRCW  (FM)  Santa  Barbara,  Calif.;  KMO 
Tacoma,  Wash.;  KTAC  Tacoma,  Wash.; 
KRDG  Redding.  Calif.;  KVOS  Bellingham, 
Wash.;  KAST  Astoria,  Ore.;  KBKW  Aber- 
deen, Wash.;  KBYR  Anchorage,  Alaska; 
KCVL  Colville,  Wash.;  KEDO  Longview, 
Wash.;  KFRB  Fairbanks,  Alaska;  KGGG 
Forest  Grove,  Ore.;  KGW-AM-TV  Portland, 
Ore.;  KHVH  Honolulu,  Hawaii;  KIKI  Hono- 
lulu, Hawaii;  KIMA-TV  Yakima,  Wash.; 
KMED  Medford,  Ore.;  KOIN-AM-TV  Port- 
land, Ore.;  KPTV  (TV)  Portland,  Ore.; 
KOOS  Coos  Bay,  Ore.;  KQEN  Roseburg, 
Ore.;  KRVM  (FM)  Eugene,  Ore.;  KTOH  Li- 
hue,  Hawaii;  KUOH  (FM)  Honolulu,  Hawaii. 

New  FCC  processing  line  announced 

Following  applications  are  at  top  of 
am  processing  line  and  will  be  consid- 
ered by  FCC  beginning  May  16,  com- 
mission has  announced.  Any  new 
applications  or  changes  in  current  ap- 
plications that  may  conflict  with  those 
that  follow  must  be  filed  with  FCC  by 
close  of  business  May  15,  in  order  to  be 
considered. 

Applications  from  the  top  of  process- 
ing line: 

BP-12949 — WNAU  New  Albany,  Miss.,  New 
Albany  Bcstg.  Co.  Has:  1470kc,  500w,  D. 
Req:  1470kc,  500w,  DA-N,  uni. 

BP-12953— WOVE  Welch,  W.Va.,  Welch 
Bcstrs.,  Inc.  Has:  1340kc,  250w,  Uni.  Req: 
1340kc,  250w,  lkw-LS,  uni. 

BP-12954 — New,  Eugene,  Ore.,  Eugene 
Bcstrs.  Req:  1320kc,  lkw,  D. 

BP-12956 — New,  Nashville,  Ga.  Berrien 
Bcstg.  Co.  Req:  1280kc,  500w,  D. 

BP-12957 — New,  Terrytown,  Neb.,  Terry 
Carpenter  Inc.  Req:  690kc,  lkw,  D. 

BP-12958 — WLSC  Loris,  S.C.,  Loris  Bcstg. 
Co.  Has:  1570kc,  lkw,  D.  Req:  1480kc,  lkw, 
D. 

BP-12974— WDXB  Chattanooga,  Tenn., 
French  Inc.  Has:  1490kc,  250w,  Uni.  Req: 
1490kc,  250w,  lkw-LS,  uni. 

BP-12975 — New,  Clinchco,  Vg.,  Dickenson 
County  Bcstg.  Corp.  Req:  1430kc,  lkw,  D. 

BP-12976— WIKE  Newport,  Vt.,  Memph- 
remagog  Bcstg.  Co.  Has:  1490kc,  250w,  uni. 
Req:  1490kc,  250w,  lkw-LS.  Uni. 

BP-12977— WKDX  Hamlet,  N.C.,  Risden  Al- 
len Lyon.  Has:  1400kc,  250w,  Uni.  Req:  1250 
kc,  lkw,  D. 

BMP-8491— WIOI  New  Boston,  Ohio,  WIOI 
Inc.  Has  CP:  lOlOkc,  500w,  D.  Req  MP:  1010 
kc,  lkw,  D. 

BP-12989— KOZI  Chelan,  Wash.,  Lake  Che- 
lan Bcstg.  Corp.  Has:  1220kc,  1 kw,  D.  Req: 
1230kc,  250w,  lkw-LS,  uni. 

BP-12990 — New,  Gainesville,  Fla.,  Southern 
Bcstg.  Co.  of  Marianna.  Req:  1390kc,  5kw, 
D. 

BP-12991— WHCU  Ithaca,  N.Y.,  Cornell 
University.  Has:  870kc,  lkw,  D.  Req:  870kc, 
lkw,  5kw-LS,  D. 

BP-12992 — New,  Medford,  Ore.,  Medford 
Bcstrs.  Req:  860kc,  lkw,  D. 

BP-12993 — KRNO  San  Bernardino,  Calif., 
Western  Empire  Bcstrs.  Inc.  Has:  1240kc, 
250w,  uni.  Req:  1240kc,  250w,  lkw-LS,  uni. 

BP-12994 — New,  Barstow,  Calif.,  Beam 
Bcstg.  Co.  Req:  1310kc,  500w,  D. 

BP-12995 — WOMI  Owensboro,  Ky.,  Owens- 
boro Bcstg.  Co.  Has:  1490kc,  250w,  uni.  Req: 
1490kc,  250w,  1 kw-LS,  uni. 

BP-12996 — New,  Newport  Beach,  Calif., 
Yeakel  Bcstg.  Co.  Req:  1420kc,  5kw,  DA,  D. 

BP-12999— KUBA  Yuba  City,  Calif.,  Peach- 
bowl  Bcstg.  Inc.  Has:  1600kc,  500w,  lkw-LS, 
DA-N,  uni.  Req:  1600kc,  5kw-LS,  DA-N, 
uni. 

BP-13000 — New,  Blountstown,  Fla.,  Sun- 
shine Radio  Co..  Req:  1370kc,  lkw,  D. 


BP-13001 — KREW  Sunnyside,  Wash.,  Cole 
E.  Wylie.  Has:  1230kc,  250w,  uni.  Req:  1230 
kc,  250w,  lkw-LS,  uni. 

BP-13002— KTTR  Rolla,  Mo.,  “Show-Me” 
Bcstg.  Co.  Has:  1490kc,  250w,  uni.  Req:  1490 
kc,  250 w,  lkw-LS,  uni. 

BP-13004— New,  luka,  Miss.,  E.C.  Holtsford. 
Req:  1270kc,  lkw,  D. 

BP-13005— New,  Taos,  N.M.,  Art  Capitol 
Bcstg.  Co.  Req:  1340kc,  250w,  uni. 

BP-13006— WCMB  Harrisburg,  Pa.,  Ross- 
moyne  Corp.  Has:  1460kc,  5kw,  DA-2,  uni. 
Req:  1460kc,  5 kw,  DA-N,  uni. 

BP-13007— New,  Winnsboro,  S.C.,  Robert 
H.  Epperson.  Req:  980kc,  500w,  D. 

BP-13008 — New,  Espanola,  N.M.,  B and  M 
Bcstg.  Inc.  Req:  970kc,  lkw,  D. 

BP-13009 — New,  North  Wilkesboro,  N.C., 
Stuart  W.  Epperson.  Req:  1570kc,  lkw,  D. 

BP-13010— KABL  Oakland,  Calif.,  The  Mc- 
Lendon Pacific  Corp.  Has:  960kc,  1 kw,  uni. 
Req:  960kc,  5kw,  DA-1,  uni. 

BP-13013— KSUE  Susan ville,  Calif.,  James 
E.  McKahan.  Has:  1240kc,  250w,  uni.  Req: 
1240kc,  250w,  lkw-LS,  uni. 

BP-13015— WSIR  Winter  Haven,  Fla.,  Hun- 
dred Lakes  Bcstg.  Corp.  Has:  1490kc,  250w, 
uni.  Req:  1480kc,  250w,  lkw-LS,  uni. 

BP-13017 — New,  Brookfield,  Conn.,  Eastern 
Bcstg.  Sys.  Req:  940kc,  lkw,  D. 

BP-13018 — New,  Honolulu,  Hawaii,  Casey 
Bcstg.  Assoc.  Req:  1090ke,  4kw,  uni. 

BP-13021 — New,  Blackshear,  Ga.,  Dixie  Ra- 
dio Inc.  Req:  1310kc,  lkw,  D. 

BP-13022— New,  St.  George,  S.C.,  Radio  St. 
George.  Req:  1300ke,  500w,  D. 

BP-13023 — WTOR  Torrington,  Conn.,  Tor- 
rington  Bcstg.  Co.  Has:  1490kc,  250w,  uni. 
Req:  610ke,  lkw,  DA-2,  uni. 

BP-13025 — New,  Millington,  Tenn.,  Radio 
Millington,  Inc.  Req:  1380kc,  500w,  D. 

BP-13026 — New,  Sonora,  Tex.,  Ward  Bcstg. 
Co.  Req:  1240kc,  250w,  uni. 

BP-13027— WCOW  Sparta,  Wis.,  Sparta- 
Tomah  Bcstg.  Co.  Has:  1290kc,  lkw,  D.  Req: 
1290kc,  5kw,  D. 


BP-13028 — New,  Vancouver,  Wash.,  Gordon 
A.  Rogers.  Req:  1550kc,  lkw,  D. 

BP-13036 — WRNB  New  Bern,  N.C.,  Jefferay 
Bcstg.  Corp.  Has:  1490kc,  250w,  uni.  Req: 
1490kc,  250w,  lkw-LS,  uni. 


BP-13038— WMFD  Wilmington,  N.C.,  Dun- 
lea  Bcstg.  Industries.  Has:  630kc,  lkw,  DA-2, 
uni.  Req:  630kc,  lkw,  5kw-LS.  DA -2,  uni. 


Applications  on  which  309(b)  letters 
have  been  issued: 

BP-12955 — New,  Hammonton,  N.J.,  Dink- 
son  Corp.  Req:  690kc,  250w,  D. 

BP-12981— New,  Elkton,  Md.,  Suburban 
Bcstg.  Corp.  Req:  1550kc,  250w,  DA,  D. 

BP-12998— WMGA  Moultrie,  Ga.,  Radio 
Station  WMGA.  Has:  1400kc,  250w,  uni.  Req: 
1400kc,  250w,  lkw-LS,  uni. 

BP-13003— WKEU  Griffin,  Ga.,  Radio  Sta- 
tion WKEU.  Has:  1450kc,  250w,  uni.  Rea  • 
1450ke,  250w,  lkw-LS,  uni. 

BP-13014— WDUZ  Green  Bay,  Wis.,  Green 
Bay  Bcstg.  Co.  Has:  1400kc,  250w,  uni.  Req: 
1400kc,  250 w,  lkw-LS,  uni. 

BP-13024 — WHGB  Harrisburg,  Pa.,  Ken- 
drick Bcstg.  Co.  Has:  1400kc,  250w,  uni.  Req: 
1400kc,  250w,  lkw-LS,  uni. 

BP-13031 — New,  Canandaigua,  N.Y.,  Canan- 
daigua Bcstg.  Co.  Req:  1550kc,  250w,  D. 


Comments  asked 

The  FCC  has  invited  comments 
on  a rulemaking  proposal  that 
would  provide  for  the  addition  of 
ch.  7 to  Lander,  Wyo.,  in  addi- 
tion to  that  city’s  ch.  17  assign- 
ment. The  commission  stated  that 
it  feels  the  addition  of  ch.  7 is 
better  than  the  proposal  by  Rocky 
Mountain  Tele  Stations,  KTWO- 
TV  (ch.  2)  Casper,  Wyo.,  to  real- 
locate ch.  6 from  Casper  to  Lan- 
der. 
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HOW  TO  GET  THE  SHOW  ON  THE  ROAD 


A leading  TV  film  producer  uses  Greyhound  Package  Express  to 
circulate  a weekly  TV  fiijn  to  local  stations.  Making  enough  prints 
to  go  around  would  be  too  costly.  Greyhound  "gets  the  show  on  the 
road"  right  on  schedule  and  at  the  least  cost.’ 


IT’S  THERE  IN  HOURS 


When  getting  it  there  in  a hurry  means  business,  you  can 
count  on  Greyhound  Package  Express!  Your  packages  go 
anywhere  Greyhound  goes,  by  dependable  Greyhound  buses 
on  their  regular  runs.  That  means  you  get  service  seven  days 


a week...  24  hours  a day ...  weekends  and  holidays!  And 

you  can  send  C.O.D.,  Collect,  Prepaid  — or  open  a charge 
account.  For  information,  call  any  Greyhound  bus  station, 
or  write  Dept.  8D,  140  South  Dearborn  St.,  Chicago  3,  III. 
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OUR  RESPECTS  TO  . . 

Norman 

Ever  since  the  Magna  Carta,  Britons 
have  been  keen  on  civil  liberties.  And 
so  when  Norman  Collins  stumped  the 
country  campaigning  for  free  television, 
he  eventually  won  the  day. 

Ironically,  for  a man  who  has  spent 
his  working  life  in  modem  communi- 
cations, Mr.  Collins  had  to  fall  back 
on  word  of  mouth  when  he  decided  to 
challenge  the  government  broadcasting 
monopoly.  At  the  outset,  only  one 
newspaper  reported  the  issue,  so  it  was 
up  and  down  the  isles  for  him  “like 
Elmer  Gantry,”  preaching  the  gospel 
wherever  he  could  gather  a congrega- 
tion. It  took  four  years  and  the  mis- 
sion culminated  in  one  of  the  most  pro- 
tracted parliamentary  debates  in  recent 
times,  drawing  the  crustiest  peers  out 
of  backwood  retreats.  The  Television 
Act  got  royal  assent  in  June  1954  and 
Mr.  Collins  came  by  his  unofficial  des- 
ignation, father  of  commercial  televi- 
sion in  England. 

This  was  a milestone  in  one  of  sev- 
eral careers  Norman  Collins  has  pur- 
sued the  past  30-some  years  (he  is  52 
now).  He  works  at  the  career  of  novel- 
ist simultaneously  with  whatever  else 
he  is  doing.  His  television  job  the  past 
41/2  years,  deputy  chairmanship  of  As- 
sociated Television  Ltd.,  takes  him 
often  around  the  world,  but  the  manu- 
script goes  with  him,  and  he  writes 
himself  to  sleep  at  night. 

Fast  Start  ■ Norman  Collins  has  14 
novels  and  as  many  years  in  broad- 
casting behind  him.  Before  joining  the 
British  Broadcasting  Corp.  in  the  for- 
ties, he  had  been  active  in  newspapers 
and  publishing.  Educated  at  the  William 
Ellis  School  in  Hampstead,  he  started 
at  age  19  with  the  Oxford  University 
Press  and  at  20  became  assistant  liter- 
ary editor  of  the  London  Daily  News. 
He  stayed  there  three  years,  leaving  for 
the  publishing  firm  of  Victor  Gollancz 
Ltd.,  where  he  was  deputy  chairman 
seven  years. 

Meanwhile  the  Collins  byline  was 
seen  over  free  lance  reviews,  fiction 
and  humor  in  the  Observer,  Manchester 
Guardian  and  Punch.  His  first  book 
had  been  published  when  the  author 
was  22.  It  was  a history  of  the  English 
novel,  “The  Facts  of  Fiction.”  This 
has  been  followed  by  the  novels,  sev- 
eral of  them  best  sellers  on  both  sides 
of  the  Atlantic.  “Bond  Street  Story” 
was  published  here  last  fall  by  Harper 
& Bros.  Its  predecessor  was  "Dulcimer 
Street,”  retitled  "London  Belongs  to 
Me”  for  the  American  trade. 

Mr.  Collins’  broadcasting  career  got 
underway  during  the  war.  He  directed 


Collins 

the  General  Overseas  Service  and  soon 
took  over  the  Light  Programme.  He 
boosted  its  share  of  audience  in  20 
months  from  30%  to  70%  with  in- 
novations in  news,  women’s  program- 
ming and  other  areas.  Mrs.  Dale’s 
Diary  is  still  running  12  years  after 
he  introduced  it. 

Inside  BBC  Tv  ■ Mr.  Collins  became 
controller  of  BBC  television.  Disillu- 
sionment set  in  quickly.  In  two  years 
he  was  convinced  BBC  was  not  taking 
television  seriously  and  in  1950  cut 
loose  to  start  his  long  campaign  to 
break  the  government  monopoly. 

Nowadays  they  say  British  broad- 
casters are  all  but  embarrassed  by  tv 
riches.  (ATV,  which  supplies  around 
half  of  the  independent  programming, 
made  more  than  $15  million  profit 
before  taxes  last  year.)  But  there  were 
precarious  days  in  the  beginning.  Before 
the  Independent  Television  Authority 
was  created,  Mr.  Collins  financed  his 
barnstorming  with  book  royalties. 

Before  ATV  stockholders  began  col- 
lecting dividends,  investors  were  look- 
ing for  enough  capital  to  get  on  the 
air.  Mr.  Collins,  one  observer  reported, 
sold  his  insurance  policies  to  invest 
$7,000,  an  investment  now  worth  more 
than  $1.5  million.  The  pioneer  group 
(Pye  interests,  bankers  and  others)  se- 
cured a seven-day  franchise  from  ITA, 
serving  the  Midlands  weekdays  and 
London  weekends,  and  joined  forces 
with  Incorporated  Television  Pro- 
gramme Co.,  whose  main  shareholders 
were  theatre  and  talent  interests  (Prince 


Norman  Collins 

Assaulted  the  BBC  monopoly 


Littler,  chairman  of  ATV;  Val  Parnell, 
managing  director  Lew  Grade,  deputy 
managing  director,  and  others). 

ATV  signed  on  Sept.  22,  1955,  in 
London  but  was  delayed  five  months 
getting  on  the  air  in  the  Midlands. 
Overhead  was  high  and  revenue  slow 
getting  started.  New  capital  came  into 
ATV  when  the  London  Daily  Mirror, 
an  early  supporter  of  independent  tv, 
joined  the  enterprise. 

Ramification  ■ The  group  recouped 
losses  the  second  year,  then  began  to 
“ramify,”  an  operation  in  which  Mr. 
Collins  has  been  active  around  the 
world.  ATV  subsidiaries  now  include, 
besides  Independent  Television  Corp. 
in  the  U.S.,  film  and  broadcast  opera- 
tions in  Australia,  organizations  in 
Canada,  the  Bahamas,  Jamaica,  Trini- 
dad, British  Guiana,  Bermuda  and 
East  Africa.  Domestic  subsidiaries  in- 
clude Pye  Recording  Co.,  the  British 
Muzak  franchise  and  pay  tv  systems. 

Mr.  Collins  is  working  now  to  inter- 
nationalize television  programming  to 
an  extent  that  “it  will  be  so  confound- 
edly and  complicatedly  international 
that  no  legislator,  no  lawyer,  no  actor, 
no  writer,  no  trade  union  official  will 
ever  be  able  to  decide  whether  it  is 
American,  Canadian,  British,  Australian 
or  what  have  you.” 

Two  More  Campaigns  ■ The  sea- 
soned battler  has  new  crusades  under- 
way. Having  broken  one  monopoly, 
he’s  denouncing  the  new  system  and 
demanding  fully  competitive  tv.  Mr. 
Collins  also  is  plumping  for  private 
radio.  His  group,  Independent  Broad- 
casting Services,  was  organized  to- 
ward this  end  in  1957.  Since  then 
more  than  20  others  have  formed. 
They  look  for  an  official  inquiry  soon. 

Although  he  has  been  out  of  the 
studios  for  some  time,  Mr.  Collins  still 
will  take  on  an  occasional  assignment. 
He  produced  the  Prime  Minister’s  tele- 
vision appearance  on  election  eve  last 
fall,  taping  the  program  for  play  on 
both  the  independent  channel  and  BBC. 
Regular  executive  duties  include  chair- 
manship of  two  bodies  functioning  un- 
der the  ITA,  one  an  association  of  pro- 
gram contractor  firms  and  the  other 
a common  news  organization. 

Mr.  and  Mrs.  Collins  (she  was  Sara 
Martin)  have  a cottage  at  Bedford- 
shire, 50  minutes  from  London.  Their 
children  are  Anthea,  24,  who  is  married 
to  an  economist,  Z.  Zeman;  Delia,  15, 
and  Roderick,  12.  Roderick  and  his 
father  are  birdwatchers.  Mr.  Collins 
also  likes  tennis.  He  is  chairman  of 
the  English  Stage  Society,  a director 
of  Watergate  Productions  and  of  the 
London  Philharmonic  Society,  among 
other  interests.  And  when  he’s  writing, 
the  author  escapes  to  other  worlds  al- 
together. 
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EDITORIALS 


Newspapers  please  copy 

OUR  LESSON  for  today  is  addressed  to  the  publishers 
of  newspapers  and  magazines  that  have  chortled  over 
the  new  rules  for  sponsor  identification  imposed  upon  broad- 
casting by  the  FCC. 

A good  many  publishers  have  been  amused  to  watch 
broadcasters  squirm  under  the  commission’s  March  16 
“interpretation”  of  Section  317  of  the  Communications 
Act.  Were  sorry  to  .spoil  their  fun,  but  we  feel  obliged — 
in  the  public  interest,  of  course— to  point  out  that  the  U.S. 
Post  Office  could  hang  the  same  absurd  “sponsor  identifi- 
cation” rules  on  publishers  if  it  wanted  to. 

If  the  law  requires  broadcasters  to  announce  the  source 
arid  conditions  of  acquisition  of  every  piece  of  free  pro- 
gramming or  free  program  assistance  that  they  get,  the 
law  also  requires  newspapers  and  magazines  to  label  as  an 
“advertisement”  every  piece  of  editorial  material  that  is 
furnished  free  by  an  outside  source. 

Before  we  examine  the  ridiculous  effects  this  would  have 
on  newspapers  and  magazines,  let  us  pause  for  a moment 
of  legal  history. 

Section  317  of  the  Communications  Act  reads: 

All  matter  broadcast  by  any  radio  station  for  which 
service,  money  or  any  other  valuable  consideration  is  di- 
rectly or  indirectly  paid,  or  promised  to  or  charged  or 
accepted  by  the  station  so  broadcasting,  from  any  person, 
shall,  at  the  time  the  same  is  so  broadcast,  be  announced 
as  paid  for  or  furnished,  as  the  case  may  be,  by  such 
person. 

There  is  a striking,  and  by  no  means  accidental,  similarity 
between  that  law  and  another  governing  the  marking  of 
advertising  content  in  publications  using  second-class  mail. 
The  legislative  history  of  the  Communications  Act  shows 
that  Section  317  was  lifted,  with  only  the  necessary  editorial 
changes,  from  Section  234  of  Title  39  of  the  U.S.  Code, 
the  postal  law.  Section  234  reads: 

All  editorial  or  other  reading  matter  published  in  any 
such  newspaper,  magazine  or  periodical  for  the  publica- 
tion of  which  money  or  other  valuable  consideration  is 
paid,  accepted  or  promised  shall  be  plainly  marked  “ad- 
vertisement.” Any  editor  or  publisher  printing  editorial 
or  other  reading  matter  for  which  compensation  is  paid, 
accepted  or  promised  without  so  marking  the  same,  shall 
upon  conviction  in  any  court  having  jurisdiction  be  fined 
not  less  than  $50  nor  more  than  $500. 

If  the  FCC’s  interpretation  of  Section  317  is  correct,  we 
figure  that  the  publisher  of  the  New  York  Times  owes  the 
government  several  thousand  dollars  in  fines  for  violations 
of  the  postal  law  in  yesterday’s  editions. 

To  apply  the  FCC’s  interpretation  to  Section  234  of  the 
postal  law  would  mean  that  every  story  based  in  whole  or 
part  upon  material  or  assistance  furnished  the  paper  would 
have  to  be  labelled  an  ad. 

The  book  review  section  should  be  called  “advertising” 
throughout  because  books  were  given  to  the  reviewers  by 
publishers  hoping  for  a review. 

So  with  theatre  and  movie  reviews  and  sports  stories 
written  by  writers  who  were  given  passes. 

But  these  are  obvious  “violations.” 

Under  an  application  of  the  FCC’s  concept,  a newspaper 
reporter  writing  about  a missile  shoot  would  be  writing  an 
ad,  not  a story,  if  the  Army  gave  him  a free  ride  to  the 
scene. 

The  television  columnist’s  interview  with  a star  would 
have  to  be  branded  commercial,  no  matter  how  objectively 
he  wrote,  if  the  star’s  press  agent  bought  the  columnist 
lunch. 

If  the  FCC’s  interpretation  had  been  the  rule  of  the  time, 


all  the  battlefront  coverage  of  World  War  II  would  have 
had  to  be  labelled  advertising.  In  the  present  thinking  of 
the  FCC,  military  transportation  to  the  front  would  have 
constituted  “valuable  consideration.” 

Though  our  principal  affection  is  directed  toward  radio 
and  television,  we  are  in  the  publishing  business  ourselves 
and  therefore  vulnerable  to  any  crackdown  in  the  postal 
law.  Perhaps  immodestly  we  pride  ourselves  on  the  origin- 
ality of  our  reporting,  and  our  auditor  will  testify  feelingly 
to  the  bills  we  pay  for  our  own  editorial  coverage.  Yet  there 
is  hardly  a page  in  this  or  any  issue  of  Broadcasting  that 
could  escape  the  advertising  label  if  Section  234  were  inter- 
preted by  the  Post  Office  as  Section  317  is  now  interpreted 
by  the  FCC. 

For  example,  this  page,  under  that  interpretation,  ought 
to  be  headed  “Advertisement”  instead  of  “Editorials.”  Our 
quotation  of  Section  317  was  taken  from  an  FCC  public 
notice  that  was  sent  to  us  free,  and  a lawyer  for  whom  we 
may  some  day  be  able  to  do  a service  gave  us,  at  no  charge, 
a copy  of  the  postal  law. 


Public  service  for  profit 

WE  HAVE  said  many  times  that  broadcasters  do  far 
more  public  service  programming  than  they  ever  get 
credit  for.  Now  we  would  like  to  urge  the  obvious:  that  they 
promote  it  as  well  as  do  it. 

As  reported  elsewhere  in  this  issue,  a significant  body 
of  agency  executives  and  buyers — participants  in  an  NBC 
Spot  Sales  Timebuyer  Opinion  Panel  Study — contends  that 
stations  are  missing  a good  bet  in  their  approach  to  public 
service  programming.  In  short,  they  could  sell  it  if  they 
tried. 

The  astonishing  fact  is  that  few  stations,  according  to 
the  panelists,  have  ever  tried  to  capitalize  on  public  service 
by  keeping  agencies  informed  about  it.  Seven  out  of  ten 
participants  in  the  survey  said  they’d  be  more  inclined  to 
recommend  a public  service  program  to  clients  if  they  had 
qualitative  information  to  support  the  decision.  Even  if  the 
program  itself  doesn’t  sell,  the  panelists  stand  2 to  1 in 
the  belief  that  a station  which  has  a good  public  service 
image  is  a better  buy,  generally,  than  one  which  hasn’t. 

Smart  broadcasters  will  take  the  tip.  They’ll  take  pains 
to  deliver  quality-grade  local  public  service  programs — for 
quality  is  essential — and  they’ll  be  equally  alert  to  see  that 
the  word  get  around  to  the  proper  places.  If  they  stand  to 
gain  in  profits  as  well  as  prestige,  how  can  they  lose? 


“Well,  how’s  my  favorite  ‘disc  jockey’  today?” 
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OK,  KPRC...WHATS  SO  SPECIAL  ABOUT  YOUR 

All  sorts  of  things.  Mainly,  the  friendly  things  that  happen  on  the  KPRC-TV  screen. 

FRIENDLY?  And  then  some!  Everybody  in  the  KPRC-TV  family  knows  just  how  to  make 
television  fun  for  you.  Unexpected  little  pleasures  pop  up  all  along  the  way.  Real  color 
at  station  breaks.  Your  own  personal  merchandising.  Many  other  welcome  touches. 

IS  IT  FAST?  RESULTFUL?  Well,  KPRC-TV  cruises  at  a little  more  than  18  hours  every 
day.  And  every  hour  produces  high-flying  sales.  Availabilities  free,  too.  And 
local  participation  announcements  custom-contoured. 

WHEN  CAN  I GO?  Anytime.  Make  reservations  now  and — Whoosh!  Go!  On  the 
KPRC-TV  Ch.  2.  See  your  Edward  Petry  man  (professionals  plan  better 
sales  trips)  or  contact  KPRC-TV,  Royal  Houston,  Texas  Television. 


FAVORITE  OF  A HALF  A MILLION  HOMES  IN  HARRIS,  REFUGIO,  ARANSAS,  MATAGORDA,  GALVESTON,  CHAMBERS,  JEFFERSON,  ORANGE,  HARDIN,  LIBERTY,  FORT  BEND, 
WHARTON,  JACKSON,  VICTORIA,  GOLIAD,  DE  WITT,  LAVACA,  COLORADO,  AUSTIN,  WALLER,  MONTGOMERY,  SAN  JACINTO,  POLK,  ANGELINA,  TYLER,  JASPER,  SABINE, 
SAN  AUGUSTINE,  TRINITY,  WALKER,  GRIMES,  WASHINGTON,  FAYETTE,  BASTROP,  LEE,  BURLESON,  BRAZOS,  MADISON,  HOUSTON,  NACOGDOCHES,  MILAM,  ROBERTSON, 
LEON,  ANDERSON  AND  FREESTONE  COUNTIES. 
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WITH  49  STATIONS  LOCATED 
WHERE  PEOPLE  LIVE  . . . LISTEN 
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UTAH 

KALL Salt  Lake  City 

KLO  Ogden 

KOVO Provo 

KVNU  Logan 

KOAL  Price 

KSVC  Richfield 

KVEL Vernal 

KURA  Moab 

IDAHO 

KGEM  Boise 

KWIK Pocatello 


KIFI 

KLIX 

Idaho  Falls 
Twin  Falls 

KQTE 

KXXL 

Missoula 

Bozeman 

COLORADO 

KBAR 

Burley 

WYOMING 

KIMN ... 
KGHF. 

Denver 

MONTANA 

KLUK 

KVRS 

Evanston 

Rock  Springs 

KYSN ... 
KCRT ... 

Colorado  Springs 
Trinidad 

KBMY 

Billings 

KOVE 

Lander 

KLMR ... 

Lamar 

KATL 

Miles  City 

KVOC 

Casper 

KGIW. 

Alamosa 

KPRK 

Livingston 

KPOW 

Powell 

KRLN 

Canon  City 

KOPR 

Butte 

KWYO 

Sheridan 

KYOU 

Greeley 

KXLJ 

Helena 

KOWB 

Laramie 

KDGO 

Durango 

KXLO 

Lewistown 

KFBC 

Cheyenne 

KEXO 

Grand  Junction 

KMON 

Great  Falls 

KRAL 

Rawlins 

KCOL  . 

Ft.  Collins 

KVRH Salida 

KOLR Sterling 

KBZZ La  Junta 

NEBRASKA 

KNEB Scottsbluff 

NEVADA 

KORK Las  Vegas 

KELK Elko 

NEW  MEXICO 

KENN  Farmington 


INTERMOUNTAIN  NETWORK 

1 46  So.  Main,  Salt  Lake  City  Abk/yf»JDv  Mw> 


APRIL  25,  1960 


THIRTY-FIVE  CENTS 


BROADCASTING 


THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 


The  problems  in  selling  big-budget  information  shows 
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FUL  THAN  EVER! 


JAN.  1960  AREA  PULSE 


-34%  IN  54  COUNTIE 
57  COUNTIES- #1 
IN  74  COUNTIES- #1 


PEOPLE 

FAMILIES 

DOLLARS 


IN  TEXAS  IS  STILL  GROWING! 

MBL  San  Francisco/ WYSL  Buffalo/  WAKY  Louisville/  KEEL  Shreveport 

PRESENTED  NATIONALLY  BY  JOHN  BLAIR  & CO. 


TEXAS  TRIANGLE 


GIANT 


“YOU  ASKED  FOR  IT’’  IS  FIRST  IN  ITS  TIME  PERIOD  (Sunday  6 pm)  AND  THE  HIGHEST 
RATED  SYNDICATED  PROGRAM  IN  PORTLAND,  OREGON. 


“YAFI”  IS  GETTING  WHOPPING  BIG  RATINGS  ALL  OVER  THE  COUNTRY... SAN  FRANCISCO 
has  it  first  with  a 19.4** (Thursday  7 pm).  In  7 station  LOS  ANGELES,  “YAFI”  topped  a major  net- 
work and  all  independents  with  an  8.6*  (Thursday  7 pm).  And  in  CHICAGO,  “YAFI”  is  stripped 
Mon.  thru  Fri.  at  4pm  and  posts  a 6.4***.  “YAFI”  can  be  first  in  your  market  by  writing  or  calling... 


915  N.  LA  BREA,  HOLLYWOOD  OLdfield  6-6050  • 230  PARK  AVE.,  NEW  YORK  MUrray  Hill  9-6515 
& Offices  in  Atlanta  • Dallas  • Chicago  • Minneapolis  • Distribution  outside  U.  S.,  VIDEO-TEL 
INTERNATIONAL,  INC. 


•ARB,  Jan.- Feb.  '60 


I,  Dec.  '59 


sn,  Feb.  '60 


F.  0.  BOX  12,  HOUSTON  1,  TEXAS-ABC  BASIC  • HOUSTON  CONSOLIDATED  TELEVISION  CO.  • NATIONAL  REPRESENTATIVES:  GEO.  P.  HOLLINGBERY  CO.,  500  FIFTH  AVENUE,  NEW 
'ORK  36,  N.  Y.  • GENERAL  MANAGER,  WILLARD  E.  WALBRIDGE;  COMMERCIAL  MANAGER,  BILL  BENNETT 


to  Houston 

. . . is  the  growth  that  has  been  experienced  over  the  last  dozen 
years  which  makes  it  the  most  remarkable  metropolitan  area  in 
America.  Billions  in  building  and  population  surge  well  past  the 
two  million  mark  attest  to  the  past  and  present  vitality  — the 
future  economic  opportunity. 

Vital  to  Houston  too  is  KTRK-TV,  keeping  pace  with  this 
growth  as  it  offers  ever-increasing  quality  of  television  service. 

KTRK-TV  The  Chronicle  Station 


the  on-the-go  market 


THE  BETTMANN  ARCHIVE 


$684,903,000 


automotive  sales 

including  filling  stations,  automotive  supplies 


The  people  in  this  prosperous  multi-city  TV  mar- 
ket are  on  the  go,  live  better,  spend  better.  This 
is  truly  a model-sales  market.  And,  there’s  a 
dramatic  reason  for  this:  WGAL-TV  delivers  an 
audience  which  is  greater  than  the  combined  audi- 
ence of  all  other  stations  in  its  coverage  area. 

(See  ARB  or  Nielsen  surveys.) 

WGAL-TV 

CAcuutd  i f 

Lancaster,  Pa. 

NBC  and  CBS 

STEINMAN  STATION 
Clair  McCollough,  Pres. 


Representative:  The  MEEKER  Company,  Inc.  New  York 


Chicago  • Los  Angeles  • San  Francisco 
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CLOSED  CIRCUIT* 


Network  regulation  ■ Licensing  of 
networks,  as  proposed  in  pending  legis- 
lation, is  opposed  by  FCC  but  agency 
feels  there  should  be  closer  scrutiny  of 
network-affiliate  relationships,  particu- 
larly as  to  program  clearance  responsi- 
bilities. This  is  nub  of  policy  decided 
in  principle  by  commission  last  week 
and  congressional  committees  will  be 
so  informed  in  required  comments  on 
HR  5042  and  HR  11340.  FCC  looks 
askance  upon  direct  network  licensing. 
Question:  Would  syndicators,  notably 
in  tv  film  field,  be  construed  as  networks 
and  thus  subject  to  FCC  jurisdiction? 

Interwoven  in  FCC’s  consideration 
of  network  policy  is  responsibility  of 
stations  for  their  programming  which 
cannot  be  delegated  to  originating 
source,  such  as  occurs  in  network  dis- 
tribution. If  networks  were  licensed, 
presumably  they  would  assume  directly 
such  responsibility  without  taking  into 
account  local  programming  require- 
ments, best  known  to  local  manage- 
ment. Under  network  monopoly  rules, 
FCC  assumes  no  direct  jurisdiction  over 
networks  but  gets  at  them  through  their 
owned-and-operated  stations.  New  ap- 
proach probably  would  entail  filing  of 
vastly  expanded  data  with  commission 
on  programming  clearances. 

CBS  schedule  ■ Late  last  week,  CBS- 
TV  resolved  most  of  doubtful  periods 
for  next  season’s  nighttime  schedule 
which  now  appears  quite  firm  (Broad- 
casting, April  18).  Key  programs  in- 
volved in  latest  shift:  Danger  Man 
(Lever  and  Brown  & Williamson  likely 
sponsors)  takes  over  Friday,  9:30-10 
when  Westinghouse  vacates  after  elec- 
tion day  (Westinghouse  will  sponsor 
nine- week  political  coverage  series) . 601 
Park  Ave.  remains  Thursday,  7:30-8:30 
and  Checkmate,  which  had  been  con- 
sidered there,  now  penciled  for  Satur- 
day, 8:30-9:30.  Checkmate  knocks  out 
Wanted,  Dead  or  Alive  that  now  moves 
to  same  time  period  on  Wednesday. 
Three  shows  formerly  in  doubt  as  to 
positioning  are  firmly  slated  as  follows: 
Twilight  Zone  for  Friday,  10-10:30, 
Ann  Sothern  Thursday,  9:30-10  and 
Dr.  Kildare  set  for  next  half-hour. 

International  switch  ■ It’s  far  from  a 
deal  at  this  stage,  but  there’s  outside 
chance  NBC  may  turn  up  with  one  or 
more  foreign  advertisers  to  sponsor  both 
television  and  radio  coverage  of  political 
conventions  and  elections  - — - which 
American  advertisers  so  far  have 
spurned.  U.S.  firm  specializing  in  pub- 
lic relations-advertising  consultation  for 


Published  every  Monday,  53rd  is 
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foreign  manufacturers  has  asked  NBC 
if  it  would  accept  foreign  sponsorship 
of  American  political  events.  Two  com- 
panies were  mentioned,  one  European 
and  one  Japanese  (presumably  Datsun 
autos).  Network  has  approved  principle, 
now  awaits  more  details  (see  “Informa- 
tion Shows  Go  Begging,”  page  31). 

Influence  rules  ■ Controversial  matter 
of  ex  parte  contracts  in  FCC  rulemaking 
will  be  one  of  subjects  of  special  FCC 
meeting  today  (Monday).  Before  com- 
missioners will  be  proposal  to  provide 
system  of  rulemaking  in  two  categories: 
(1)  general  subjects  where  off-the-record 
presentations  will  be  permitted  and  wel- 
comed and  (2)  limited  rulemaking,  with 
consideration  to  be  confined  to  matters 
on  official  record  and  ex  parte  presen- 
tations prohibited.  Latter  system  would 
not  exclude  staffers  from  making  pres- 
entations to  commission  and  would  be 
designated  in  those  cases  where  it  ap- 
pears interests  of  individual  parties 
would  be  affected.  At  time  of  rule- 
making  notice,  procedure  to  be  followed 
would  also  be  announced. 

Live  drama  ■ Latest  Neilsen  top  10  tv 
ratings  (out  today,  April  25)  contain 
at  least  one  sleeper.  Playhouse  90  made 
list  April  3 for  first  time  since  show 
went  on  floating  schedule  in  February. 
April  3 play,  “Alas,  Babylon,”  based 
on  Pat  Frank’s  nuclear  war  novel, 
topped  Ed  Sullivan’s  average  audience 
for  prior  week  in  same  Sunday  time 
beginning  at  8 p.m.  Playhouse  90 
marked  up  29.6  average  audience 
rating  against  Sullivan’s  26.3  week  be- 
fore. Total  audience  rating  for  90-min- 
ute  war  story  was  39.7,  third  on  list. 

Windfall  at  ABC-TV  ■ Pharmaceutical 
Inc’s.  $15-16  million  network  tv  budget 
next  fall  will  go  to  ABC-TV.  This  is 
what  advertiser  has  set  via  Parkson 
Adv.,  its  agency:  alternate  hour  of 
Lawrence  Welk  Show  (advertiser  will 
alternate  with  Dodge),  alternate  thirds 
of  Islanders  and  Adventures  in  Para- 
dise, both  hour-long,  “undefined  com- 
mitment” for  Sunday  afternoon  in 
which  Amateur  Hour  may  be  placed. 
In  addition  there’ll  be  daytime  shows. 

Expansion  minded  ■ Edgar  B.  Stern 
Jr.,  president  and  principal  owner  of 
WDSU-AM-FM-TV  New  Orleans  and 
WAFB-TV  Baton  Rouge,  is  embarking 
upon  expansion,  looking  toward  acqui- 
sition of  full  quota  of  five  vhf  tv  sta- 
tions (plus  radio  properties  where 
available)  with  eventual  public  stock 
issue.  Negotiations  currently  are  in 
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progress  for  merger  of  WDSU  Broad- 
casting Corp.  with  other  established  tv- 
radio  operations. 

Mr.  Stern,  whose  interests  include 
holdings  (and  directorship)  in  Sears, 
Roebuck  & Co.,  owns  67%  of  WDSU 
Corp.,  which  in  turn  owns  68.7%  of 
WAFB  - TV,  now  operating  uhf  but 
which  seeks  vhf  facility.  Robert  D. 
Swezey,  former  executive  vice  president 
and  general  manager  of  WDSU,  owns 
20%)  of  that  corporation;  A.  Louis 
Read,  general  manager,  10°7o , and 
Lester  E.  Kabacoff,  controller,  3°7o . 

War  against  CATV  •»  Harry  C.  Butch- 
er, president  of  KIVA-TV  Yuma,  Ariz., 
this  week  sets  up  headquarters  in  Wash- 
ington to  press  for  legislation  pending 
in  both  Senate  and  House  designed  to 
protect  interests  of  existing  small-mar- 
ket tv  stations  against  incursions  of 
community  antenna  systems.  Hollis  Sea- 
vey,  former  director  of  Clear  Channel 
Broadcasting  Service  and  recently 
identified  with  Regional  Stations  group, 
is  Capt.  Butcher's  chief  of  staff. 

Hill  debut  ■ AB-PT  President  Leonard 
H.  Goldenson  will  make  his  first  ap- 
pearance before  House  Legislative 
Oversight  Committee  this  week  in  con- 
nection with  payola  inquiry  involving 
ABC-TV’s  star  deejay  Dick  Clark.  Mr. 
Goldenson  is  tentatively  scheduled  to 
testify  on  Friday,  April  29. 

Regular  schedule  ■ In  departure  from 
its  use  of  tv  specials  in  recent  years, 
Westclox  Div.,  General  Time  Corp.,  is 
understood  to  have  signed  for  alternate 
sponsorship  of  regular  series — Tab 
Hunter  Show — next  season  on  NBC- 
TV  (Sun.,  8:30-9  p.m.).  Lorillard  has 
already  signed  for  other  half.  Agency 
for  Westclox:  BBDO,  Chicago. 

Bicks  tapped  ■ Any  day  now  President 
Eisenhower  is  expected  to  nominate  32- 
year-old  Robert  A.  Bicks  as  assistant 
attorney  general  in  charge  of  Antitrust 
Division.  Recommendation  already  has 
been  made  by  Attorney  General  Wil- 
liam P.  Rogers.  Mr.  Bicks,  who  has 
been  particularly  active  in  radio-tv 
area  since  he  became  acting  assistant 
attorney  general  last  May,  will  be- 
come youngest  attorney  ever  to  hold 
top  trust-buster  slot. 

Anahist  ups  spot  ■ Anahist,  which 
starts  big  advertising  push  in  fall,  has 
already  determined  it  will  be  back  even 
stronger  in  spot  tv  this  year.  Warner- 
Lambert  product  spent  $3.8  million  in 
1959  spot.  Ted  Bates  is  agency. 
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WHIO-TV  King  Size  Tower  for 
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dollar — travels  your  television  message  farther.  Longer  length  helps  filter 

out  irritating  interference,  too.  And  it  covers  Ohio’s  third,  the  U.  S.  33rd  greatest 

market!  Ask  George  P.  Hollingbery  representatives  to  tell  you  more  about  WHIO-TV. 


Associated  with 

WSB,  WSB-TV,  Atlanta,  Georgia  and 
WSOC,  WSOC-TV,  Charlotte,  North  Carolina 
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WEEK  IN  BRIEF 


Sundry  breeds  of  television  haters  ■ There  are  lots  of 
people  who  honestly  hate  television.  And  those  who 
claim  they  do  but  don’t.  And  those  who  claim  to  love 
tv  but  secretly  loathe  it.  Those  who  get  paid  for  hating 
tv.  And  those  who  don’t  give  the  slightest  tiny  freep 
one  way  or  the  other.  Mark  Lawrence,  vice  president 
and  director  of  radio-tv,  MacManus,  John  & Adams, 
New  York,  sorts  them  all  out  in  this  week’s  Monday 
Memo.  But  he  feels  adventuresome  people  who  really 
care  will  gravitate  to  the  business  and  keep  it  all  worthwhile  despite  the 
haters.  Page  26. 

A network  paradox  ■ It’s  a tough  sell  for  big-budget  information  pro- 
grams while  advertisers  stand  in  line  to  buy  into  entertainment  shows. 
Page  3 1 . 

Editors  have  troubles,  too  ■ American  Society  of  Newspaper  Editors 
finds  obstacles  confronting  access  to  public  hews  events  and  hears  news- 
papers criticized  for  their  failure  to  give  the  public  enlightened  news 
coverage.  A Broadcasting  poll  shows  editors  overwhelmingly  opposed 
to  more  laws  or  regulations  as  solutions  to  broadcasting  industry’s  prob- 
lems. Page  48. 

Time  sales  rising  ■ Both  radio  and  tv  expect  1960  total  radio  revenues! 
to  pass  1959  figures  with  plenty  to  spare  according  to  survey  directed 
by  Charles  H.  Tower,  NAB  economics  manager.  Page  50. 

- Radio-tv  take  off  in  aircraft  ■ Business 
flying  is  becoming  much  more  prevalent 
among  today’s  broadcasters:  157  stations 
fly  138  planes  and  34  helicopers;  50  of 
these  stations  own  their  own  aircraft.  In  an 
exclusive  first-of-its-kind  survey,  Broad- 
casting learned  just  how  much  flying  ra- 
dio-tv stations  are  doing  these  days,  what 
they  are  using  their  aircraft  for,  how  much  it  costs  and  what  the  operat- 
ing problems  are.  The  results  show  how  aircraft  have  become  today’s  new 
technical  tool  to  save  executive  travel  time,  win  prestige  and  new  business 
and  move  station  engineers,  personalities  and  newsmen  from  here  to  there 
quickly.  This  Special  Report  begins  on  Page  52. 

CBS  meets  with  stockholders  ■ A management  report  on  CBS’  state 
of  affairs  gets  through  to  stockholders  at  annual  meeting  despite  harrass- 
ment  from  a few.  Page  77. 

Another  owner  for  Mutual  ■ Radio  network  gets  its  sixth  owner  in 
three  years  as  Minnesota  Mining  & Mfg.  Co.  relieves  McCarthy-Fergu- 
son  group.  Page  8 1 . 

Peabody  awards  ■ CBS  picks  up  6,  NBC  receives  3 and  ABC  wins  1. 
Dr.  Stanton  is  cited  for  his  efforts  on  Sec.  315  amendment.  Page  88. 

RCA's  color  set  report  ■ Glowing — the  greatest  quarterly  upturn  in 
the  six-year  history  of  color  tv  set  sales  reported  by  RCA,  which  an- 
nounces plans  to  double  color  tv  production  capacity.  Page  93. 
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Mr.  Lawrence 


LANSING 


The  latest  Hooper 
proves  that . . . 


WIL 


is  the  markets’ 


STATION 


Mon.-Fri. 
7:00  am 
1 2:00  noon 


Mon.-Fri. 

1 2:00  noon 
6:00  pm 


WILS 


63.1 


66.5 


19.9 


14.2 


C.  E.  Hoope 


Jan.,  Feb.,  Morch,  1960 


with  5000  WATTS 


leads  Station  B in 
power  by  20-1 


...  all  of  which  makes  WILS 
the  very  best  buy  to  serve  and 
sell  the  Lansing  markets'  313,- 
000  residents 


represented  by  Venard,  Rintoul  & McConnell 


associated  with  WILX-TV 


NBC  • CHANNEL  10 

studios  in  LANSING  - 
JACKSON  - BATTLE  CREEK 

and  WPON  - Pontia 


- 


Southern  New  England  becomes  home  base  for  thousands  of  vacationers  from  every 
corner  of  the  country  from  June  to  September.  These  recreation  seekers  swell 
WPRO-TV’s  audience  like  a high  tide. 


Summer  programming  features  the  live  and  lively,  with  Red  Sox  baseball,  the 
Olympic  Games,  the  national  nominating  conventions,  and  live  telecasts  of  the 
prize-winning  plays  in  WPRO-TV’s  playwriting  contest.  There’ll  be  two  hours  of  live 
fare  everyday  for  the  small  fry,  and  a great  schedule  of  first  run  movies,  day  and  night. 


Combine  such  potent  programming  with  powerful  and  undiminished  promotion, 
and  your  pay-off  point  is  Channel  12. 


You’ll  find  your  prospects  buying  on  Cape  Cod,  Martha's  Vineyard,  Watch  Hill,  New- 
port or  the  Narragansett  Bay  area.  You  can  be  sure  their  TV  sets  are  locked  on  12, 
The  Channel  of  the  Choice. 


Call  Gene  Wilkin  at  Plantations  1-9776  or  your  Blair  TV  man , and  make  WPRO-TV 
the  pay-off  point  for  your  sales. 


WPR«-TV 


Providence  • Channel  12 


Represented  nationally  by  Blair-TV 


CAPITAL  CITIES  BROADCASTING  CORP. 
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PROGRAMS  BIGGER  OFFENDERS 

Tv  commercials  fare  better,  4A  panel  finds 


Programs  are  much  bigger  offenders 
than  commercials  in  opinion  of  people 
who  find  “objectional”  material  on  tele- 
vision. That  survey  finding  was  reported 
to  American  Assn,  of  Advertising  Agen- 
cies convention  Friday  (story  page  36) 
in  filmed  panel  program  produced  by 
CBS-TV. 

Panelist  Paul  I.  Lyness  of  Gallup  & 
Robinson,  research  firm,  said  42%  of 
viewers  contacted  in  survey  “could 
actually  recall”  objectionable  material — 
and  that  only  about  5%  of  criticisms 
were  directed  against  commercials. 
Without  going  into  details,  Dr.  Lyness 
said  “the  bedroom  and  the  bathroom 
are  causing  most  of  the  difficulty.”  He 
thought  it  significant  that  “4  in  10  view- 
ers are  conscious  of  bad  taste  ...  on 
television.” 

Researcher  Elmo  Roper,  another 
panelist,  thought  it  likely  that  people 
are  less  impressed  by  bad  print  ads  be- 
cause they  don’t  see  them.  “Everybody 
doesn’t  go  through  the  newspaper  look- 
ing for  every  ad,”  he  said,  “but  every- 
one who  is  going  to  watch  television  for 
an  hour  or  two  hours,  or  whatever,  does 

CBS  plans  to  broaden 
its  on-air  editorials 

CBS  will  broadcast  regularly  sched- 
uled editorials  on  its  radio  and  tv  net- 
works later  this  year,  President  Frank 
E.  Stanton  of  CBS  Inc.  revealed  April 
22  at  Washington  convention  of  Ameri- 
can Society  of  Newspaper  Editors  (early 
story  page  48). 

Dr.  Stanton,  in  answer  to  query  fol- 
lowing his  prepared  luncheon  address, 
said  network  has  carried  38  editorials 
this  year  on  its  12  o&o  stations  and  has 
found  “mostly  good”  reaction  though 
he  is  not  yet  satisfied  with  series.  “It’s 
a new  field  and  we’re  acting  slowly.” 

In  past  CBS  has  broadcast  occasional 
network  editorials  but  they  have  been 
few  in  number.  As  to  current  o&o  edi- 
torials, he  said,  “some  have  been  on  the 
soft  side,  but  we’re  coming  along.” 

Dr.  Stanton  said  in  answer  to  an- 
other query  that  network  is  “moving  in 
the  direction  of  the  magazine  advertis- 
ing concept.”  For  many  years,  he  ex- 
plained, sponsors  have  had  no  control 
whatever  over  news  and  public  affairs 
program  though  they  may  have  had  in- 


see  those  ads.”  For  this  reason  he 
thought  television’s  standards  of  ac- 
ceptability must  be  higher  than  print 
media’s. 

Mr.  Roper  also  cited  survey  results 
to  support  contention  “that  restrained 
advertising”  may  be  more  effective  than 
“exaggerated  claims.”  He  said  “we  have 
research  to  show  that  the  very  restrained 
commercials  of  Standard  Oil  Co.  on  one 
of  the  television  shows  is  producing  a 
very  markedly  good  effect.” 

Dr.  Lyness  felt  that  “the  average 
commercial”  does  not  create  “a  great 
deal  of  disfavor”  as  compared  to  favor- 
able reactions  it  produces.  About  3% 
are  unfavorable,  26%  favorable,  he  an- 
nounced. 

Panel  agreed  that  people  are  quick  to 
spot  phony  or  exaggerated  ads.  Film 
was  introduced  by  James  T.  Aubrey  Jr., 
CBS-TV  network  president,  and  moder- 
ated by  Richard  D.  Heffner,  director  of 
special  services  for  CBS-TV  information 
service.  Other  panelists  were  William  A. 
Lydgate  of  Earl  Newsom  & Co.,  public 
relations,  and  Pierre  Martineau,  Chi- 
cago Tribune. 


fluence  on  entertainment  side. 

‘Gradual  Shift’  ■ He  said  there  is  “a 
gradual  shift”  to  magazine  concept,  in 
which  advertisers  buy  intervals  between 
program  segments.  “I  had  a chance  to 
watch  this  formula  on  the  ITA  system 
in  England,”  he  said.  “Some  of  you 
might  be  interested  to  hear  they  had  as 
many  as  15  commercials  back-to-back 
at  9 p.m.,  if  you  think  they’re  bad  in 
this  country.” 

Many  stations  apply  magazine  con- 
cept to  feature  films,  he  said,  with  ad- 
vertisers buying  exposure  in  time 
breaks.  He  predicted  there  will  be  more 
of  this  type  of  operation  as  years  go  by. 

Replying  to  query  by  John  S.  Knight, 
head  of  Knight  newspaper-broadcast  in- 
terests, Dr.  Stanton  said  network  could 
make  available  to  ASNE  members 
transcripts  of  upcoming  newspaper 
critique  series  in  which  network  will  do 
programs  dealing  with  newspapers  simi- 
lar to  newspaper  critiques  on  art,  thea- 
tre, television  and  other  topics. 

“There’s  a feeling  we’re  trying  to  get 
even  with  newspaper  in  this  series,”  he 
said.  “Nothing  of  the  kind.  We  will  do 
a constructive  job  and  currently  are  dry- 


running the  program.”  CBS  did  a simi- 
lar series  on  radio  years  ago,  he  said. 
Newspaper  series,  moving  around  seven 
cities  in  which  network  has  o&o  sta- 
tions, will  start  in  New  York. 

Boston  ch.  5 case 
reargued  at  FCC 

Two  luncheon  meetings  between  for- 
mer FCC  Chairman  George  C.  Mc- 
Connaughey  and  Robert  Choate,  presi- 
dent of  ch.  5 WHDH-TV  Boston, 
played  prominent  role  in  Friday  (April 
22)  oral  argument  before  FCC  on  sup- 
plemental initial  decision  upholding  ch. 
5 grant. 

Arguing  for  Justice  Dept.,  Dan  Old- 
baum  attacked  Hearing  Examiner  Hor- 
ace Stern’s  finding  that  Mr.  Choate’s 
meetings,  at  his  instigation,  with  Mr. 
McConnaughey  were  irrelevant  (Broad- 
casting, Sept.  28,  1959).  Mr.  Oldbaum 
said  two  principals  were  total  strangers 
prior  to  ex  parte  meetings  while  WHDH 
was  ch.  5 applicant  and  that  they  were 
“deliberately  planned”  by  applicant. 
Justice  attorney  also  hit  as  improper 
memorandum  Mr.  Choate  attempted  to 
give  Mr.  McConnaughey  on  then-pend- 
ing legislation  in  Congress  regarding 
newspaper  ownership  (WHDH-TV  is 
owned  by  Boston  Herald-Traveler ) of 
broadcast  stations. 

He  argued  that  commission  “must  re- 
verse the  examiner”  and  set  aside  grant 
to  Herald-Traveler.  Mr.  Oldbaum  also 
hit  as  improper  ex  parte  presentations 
made  by  Forrester  Clark,  president  of 
losing  applicant  Massachusetts  Bay  Tele- 
casters. 

Defense  View  ■ William  Dempsey, 
counsel  for  WHDH-TV,  countered  that 
it  is  “just  not  true”  that  Mr.  Choate’s 
only  interest  in  seeing  Mr.  McCon- 
naughey was  to  discuss  pending  ch.  5 
contest.  On  newspaper  memorandum, 
Mr.  Dempsey  said  purpose  was  to  cite 
legislative  history  behind  newspaper 
ownership  of  tv  stations. 

Speaking  for  commission  general 
counsel,  Associate  General  Counsel  Ed 
Holtz  noted  that  his  office  had  taken 
position  in  proposed  findings  that  both 
WHDH  and  Massachusetts  Bay  should 
be  disqualified  as  well  as  Chairman 
McConnaughey’s  vote.  Judge  Stern,  he 
said,  explained  away  conflicts  in  testi- 
mony as  unimportant  and  due  to  vague- 
ness of  memory.  But,  he  said,  FCC 
could  end  matter  by  setting  aside  grant 
and  taking  entirely  new  vote. 

Mr.  Dempsey  said  Holtz  views  were 
not  proper  subject  for  oral  argument. 
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He  said  FCC  general  counsel  did  not 
file  exceptions  to  initial  decision,  but 
then  urged  FCC  to  “take  cowardly 
position”  and  set  aside  grant. 

Other  Views  ■ J.  Joseph  Maloney, 
counsel  for  third  applicant,  Greater 
Boston  Tv  Corp.,  stressed  proposed  find- 
ings of  FCC  and  Justice  that  Mr. 
Choate’s  activities  were  improper.  He 
maintained  that  WHDH,  and  Massa- 
chusetts Bay  both  should  be  disquali- 
fied. 

Speaking  for  Massachusetts  Bay, 
Lawrence  Sullivan  said  that  FCC  can 
draw  no  conclusion  except  to  disqualify 
WHDH  because  of  Mr.  Choate’s  activi- 
ties, as  well  as  vote  for  Herald-Traveler 
by  Chairman  McConnaughey. 

More  ABC-TV  sports 

ABC-TV  reported  Friday  (April  22) 
it  has  obtained  option  until  May  15  to 
purchase  rights  to  17  games  next  fall 
of  newly-organized  American  profes- 
sional football  league  for  $125,000  per 
contest.  Spokesman  said  that  if  network 
obtains  at  least  60%  sponsorship 
by  May  15,  it  will  exercise  option. 
Negotiations  on  behalf  of  new  profes- 
sional football  group  were  handled  by 
Music  Corp.  of  America. 

Electronic  vtr  editor 

All-electronic  editing  machine  for 
video  tape,  developed  by  subsidiary 
Paramount  Television  Productions  at  its 
KTLA  (TV)  Los  Angeles,  announced  by 
Paul  Raibourn,  vice  president  of  parent 
Paramount  Pictures  Corp.  Dubbed 
“TVola,”  complex  unit  incorporates 


four  Hughes  tv  memory  tubes  with  200- 
transistor  timing  circuit  to  permit  frame- 
by-frame  editing.  With  price  to  depend 
upon  installation,  TVola  will  be  mar- 
keted in  about  six  months  by  Auto- 
metric Corp.,  another  Paramount  sub- 
sidiary. Other  electronic  vtr  editors  were 
announced  during  NAB  convention 
(Broadcasting,  April  11). 

Clark  request  denied 

Request  by  ABC-TV  disc  jockey 
Dick  Clark  that  he  be  lead-off  witness 
tomorrow  (Tuesday)  when  House  Legis- 
lative Oversight  Subcommittee  resumes 
payola  hearing,  with  emphasis  on  Mr. 
Clark’s  activities,  was  turned  down  Fri- 
day (April  22)  by  subcommittee  which 
decided  that  Mr.  Clark  would  be  called 
either  second  or  third  day.  Subcommit- 
tee spokesman  said  group  wanted  to 
“build  its  case”  with  other  witnesses 
first.  Names  of  some  25-30  witnesses, 
most  of  whom  have  been  subpoenaed, 
have  not  been  released  by  subcommit- 
tee, headed  by  Rep.  Oren  Harris  (D- 
Ark.). 

Graphic  tv  plans 

Graphic  Pictures  Inc.,  in  move  to  re- 
vive Chicago  as  major  tv  production 
center,  has  bought  $300,000  of  RCA 
tv  camera  and  vtr  equipment  for  new 
studios  in  Chicago  Daily  News  Bldg. 
Production  of  syndicated  programs, 
duplicating  facilities  and  other  equip- 
ment brings  investment  to  $500,000,  ac- 
cording to  Robert  Estes,  Graphic  presi- 
dent. 


■ Business  briefly 

Phillips  drive  ■ Phillips  Petroleum  Co., 
Bartlesville,  Okla.,  has  set  spot  tv-radio 
push  starting  May  2 for  new  gasoline 
and  motor  oil  (products  respectively 
named  Flite-Fuel  and  Trop-Artic). 
Campaign,  which  also  involves  news- 
papers and  billboards,  represents  in- 
crease over  former  drives.  News  and 
weather  reports  will  be  sponsored  in 
75  tv  markets  and  other  tv  spots  in 
45  additional  markets.  Radio  spots  also 
are  in  works.  Phillips’  territory  now 
cover  36  states.  Lambert  & Feasley, 
N.Y.,  is  agency. 

Local  tie-in  push  ■ Fibers  Div.,  Amer- 
ican Cyanamid  Corp.,  N.Y.,  will  enter 
nine  markets  in  May  and  June  for  in- 
dividual week-long  tv  spot  drives  which 
will  tie  in  with  local  stores  for  promo- 
tion of  Creslan  men’s  wear.  Some  9-15 
spots,  both  daytime  and  night  minutes  ' 
and  ID’s,  to  be  purchased  according  to 
size  of  market.  Agency:  Ben  Sackheim 
Inc.,  N.Y. 

20  minutes  ■ American  Tobacco,  j 
through  BBDO,  N.Y.,  has  signed  for 
weekly  thirds  of  NBC-TV’s  Bonanza 
next  fall  (Sat.,  7:30-8:30  p.m.).  Prod- 
uct not  yet  designated. 

Shoo-fly  radio  ■ Union  Carbide  Chem- 
icals Co.  (insect  repellent),  N.Y.,  is  j 
launching  13-week  campaign  on  ABC 
Radio  shortly,  sponsoring  two  five- 
minute  segments  per  week.  Agency:  j 

J.M.  Mathes  Inc.,  N.Y. 


WEEK’S  HEADLINERS 


Lee  Rich,  vp  in  charge  of  media  and 
member  of  board,  Benton  & Bowles,  ap- 
pointed to  newly-created  post  of  vp  in 
charge  of  media  and  programming.  Oliver 
Barbour  continues  as  vp  in  charge  of  tv 
and  radio  programming  and  Grant  Tinker 
as  vp  and  director  of  programming.  In 
announcing  Mr.  Rich’s  appointment  today 
(April  25),  B&B  President  Robert  E.  Lusk 
noted  pressure  of  tv  demands  “centraliza- 
tion of  authority  to  negotiate,  to  decide  and  to  commit  the 
agency  for  both  programs  and  time  periods  with  package 
producers  and  network  principals.”  Mr.  Rich,  with  B&B 
since  1952,  started  his  advertising  career  before  World  War 
II  as  Lord  & Thomas  timebuyer;  after  four  years’  service  in 
Navy  joined  American  Assn,  of  Advertising  Agencies  as 
staff  executive;  later  became  media  director,  Albert  Frank- 
Guenther  Law,  was  for  three  years  media  director,  William 
H.  Weintraub  Agency  (now  Norman,  Craig  & Kummel).  He 
joined  Benton  & Bowles  as  associate  media  director,  named 


vp  in  1955  and  director  of  media  in  1957  and  was  elected 
to  board  in  April  of  last  year. 


Thad  H.  Brown  Jr.,  NAB  tv  vp,  resigns 
effective  with  NAB’s  June  board  meeting 
and  will  return  to  private  law  practice 
(Closed  Circuit,  April  18).  In  an- 
nouncing Mr.  Brown’s  decision,  Clair  R. 
McCollough  (Steinman  Stations)  chair- 
man of  NAB  policy  committee,  said  his 
committee  accepted  Mr.  Brown’s  resigna- 
tion with  regret.  Successor  will  be  named 
shortly.  Mr.  Brown,  who  graduated  from 
Harvard  Law  School,  is  son  of  late  Thad  Brown,  Ohio 
Republican  who  served  as  member  of  Federal  Radio  Com- 
mission. He  joined  law  office  of  Roberts  & Mclnnis  in 
1946.  Firm  was  counsel  for  Television  Broadcasters  Assn., 
which  was  merged  into  NAB  in  1951.  He  assumed  NAB 
tv  vice  presidency  in  mid- 1951. 

FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  & FORTUNES 


Mr.  Brown 
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For  the  first  time  in  the  16-year  history  of  the  American  Public  Relations  Association’s  Silver  Anvil 
Awards,  a broadcaster  has  been  honored  for  accomplishments  in  the  "Civic  Enterprises”  category. 
The  Award  was  made  to  the  WFBG  Stations  for  their  "Jobs  for  Joes”  campaign  which  raised  a 
million-dollar  fund  for  further  industrial  expansion  of  Blair  County.  This  successful  campaign  is  but 
one  of  many  community  services  spearheaded  by  the  WFBG  Stations.  Just  one  of  many  reasons 
why  residents  of  the  Altoona-Johnstown  area  accept  the  WFBG  Stations  as  good  neighbors  and  so 
readily  welcome  them  into  their  homes. 


WFBG-AM  *TV 


ALTOONA-JOHNSTOWN,  PA. 

ABC  • DAREN  F.  McGAVREN  CO.  • BLAIR-TV 


Operated  by:  Radio  and  Television  Div.  / Triangle  Publications,  Inc.  / 46th  & Market  Sts.,  Philadelphia  39,  Pa. 
WFIL-AM  • FM  • TV,  Philadelphia,  Pa.  / WNBF-AM  • FM  • TV,  Binghamton,  N.  Y.  / WLYH-TV,  Lebanon-Lancaster,  Pa. 
WFBG-AM  . TV,  Altoona-Johnstown,  Pa.  / WNHC-AM  • FM  • TV,  Hartford-New  Haven,  Conn.  / KFRE-AM  • TV  • KRFM,  Fresno,  Cal. 
Triangle  National  Sales  Office,  485  Lexington  Avenue,  New  York  17,  New  York 
Regional  Offices:  3440  Wilshire  Blvd.,  Los  Angeles  5 / 6404  Sharon  Rd.,  Baltimore  12 


Jack  Brickhouse  and  Vince 
Lloyd,  ace  sportscasters,  add 
colorful  word  pictures  to  the 
exclusive  color  telecasts  of 
Chicago  Cubs  and  White  Sox 
home  games  over  WGN-TV. 


The  world’s 


most  colorful 
station! 

This  season  marks  WGN-TV’s  13th  year  of  telecasting  base- 
ball in  Chicago  — and  the  only  television  station  in  the 
nation  covering  two  home  teams. 

Beginning  with  the  season’s  opening  home  baseball  game, 
WGN-TV  is  telecasting  every  daytime  home  game  of  both 
the  Chicago  Cubs  and  White  Sox  (120  in  all)  in  Color  . . . 
becoming  the  World’s  Most  Colorful  Station! 

Cubs  and  Sox  home  games  sponsored  by  Theo. 

Hamm's  Brewing  Co.  and  Oklahoma  Oil  Co. 

TV, 

symbol  of  responsibility  in  broadcasting 
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RAMI  juilUlot. 


6Ss429  enfn'es  in  WSB  Radio  birthday  car  contest! 

How  far  will  a 1960  Renault  Dauphine  go  on  a gallon 
of  gas?  As  a fun-feature  of  WSB  Radio’s  38th  Birthday 
celebration  in  March,  listeners  were  invited  to  send  in 
their  guess  — nearest  accurate  to  get  the  Renault!  Con- 
test was  in  cooperation  with  Joy  Motor  Company,  At- 
lanta; test  run  supervised  by  the  Georgia  Motor  Club, 

AAA  affiliate. 

The  3-week  radio  promotion  produced  a record  pull 
of  over  65,000  entries.  This  performance  leads  to  the 
natural  observation:  How  far  can  you  go  on  radio?  Far, 
friend,  far!  . . . when  you’re  on  WSB  Radio  in  Atlanta! 


Affiliated  with  The  Atlanta  Journal  and  Constitution.  NBC  affiliate.  Represented  by  Petry.  Associated  with  WS0C/WS0C-TV,  Charlotte;  WHI0/WIII0-TV,  Dayton. 


WSB 

Radio 

The  Voice  of  the  South  / Atlanta 
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A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(indicates  first  or  revised  listing) 

APRIL 

"April  25  — Overseas  Press  Club,  Forum  luncheon, 
35  E.  39th  St.,  New  York,  Rep.  Oren  Harris, 
speaker. 

April  25 — National  Sales  Executives-International 
New  York  Field  Management  Institute,  Barbizon- 
Plaza  Hotel,  New  York. 

April  25-28 — American  Newspaper  Publishers 
Assn,  annual  convention.  Several  topics  related  to 
radio  and  tv  are  on  the  proposed  agenda.  Waldorf- 
Astoria  Hotel,  New  York. 

April  25-27 — Sales  Promotion  Executives  Assn, 
annual  conference,  Hotel  Astor,  New  York.  Key 
speaker:  John  Caldwell,  executive  editor,  Sales 
Management. 

"April  27 — Advertising  Managers  Organization, 
dinner  meeting  on  "Creating  Radio  Commercials," 
6:30  p.m.  at  Gay  Nineties  Saloon,  Beverly  Hills, 
Calif.  Dal  Williams  of  Spotmakers  and  Mort  Stein 
of  Music  Makers  will  speak. 

April  27 — Radio  & Television  Executives  Society 
roundtable  on  "How  to  Report  a Political  Con- 
vention" with  J.  Gilbert  Baird,  sales  promotion 
manager.  Westinghouse  Electric's  major  appliances 
division,  and  Paul  Levitan,  CBS  News'  director  of 
special  events.  Luncheon,  12:30  p.m.,  Palm  Ter- 
race, Hotel  Roosevelt,  New  York. 

April  28 — Southern  California  Broadcasters  Assn. 
Luncheon  meeting  with  program  to  be  presented 
by  Hildred  Sanders,  vice  president,  Honig-Cooper 
& Harrington,  L.A.  Hollywood  Knickerbocker. 

April  28-29— Ohio  Broadcasters  Assn,  annual 
meeting.  Pick-Ohio  Hotel,  Youngstown. 

April  28-30— Adv.  Federation  of  America  fifth 
district  convention,  Pick-Fort  Hayes  Hotel,  Colum- 
bus, Ohio.  Among  speakers:  Dallas  Townsend, 
CBS  News;  Edward  McNeilly,  account  executive, 
Doyle  Dane  Bernbach;  George  Head,  advertising 
and  sales  promotion  manager,  National  Cash  Reg- 
ister Co.;  Frank  Lovejoy,  Socony-Mobil,  and  Harry 
Bowzer,  Dairy-Pak  Butler.  Preceding  convention 
(April  28)  will  be  reception  and  buffet.  Winners 
of  AFA  fifth  district  advertising  contest  will  be 
announced  at  Friday  (April  29)  luncheon,  with 
presentation  of  district's  Ad  Man  of  Year  at 
evening  banquet.  Advance  registrations  being  ac- 
cepted by  Columbus  Adv.  Club  of  area  Chamber 
of  Commerce,  30  E.  Broad  St. 

April  28-30 — Alabama  Broadcasters  Assn,  annual 
convention.  Miramar  East  Hotel,  Ft.  Walton 
Beach,  Fla. 

April  29-30 — Professional  Advertising  Club  of 
Topeka,  New  Adventures  in  Advertising  workshop 
and  clinic.  Special  copy  clinic.  Washburn  U., 
Topeka,  Kan. 

"April  29 — Oral  argument  before  FCC  en  banc 
on  Beaumont  ch.  6 case  involving  competitive  ap- 
plications by  KFDM  and  KRIC  that  city.  Court 
remanded  case  last  year  for  further  hearings. 
KFDM  holds  original  grant  for  that  channel. 

April  29 — Better  Business  Bureau  of  Los  An- 
geles 30th  anniversary  luncheon.  Earl  W.  Kintner, 
FTC  chairman,  will  speak  on  "The  Unsoiled  Sell." 
Biltmore  Bowl. 

April  30 — Radio  Television  News  Directors  Assn, 
spring  board  of  directors  meeting.  Sheraton  Rus- 
sell Hotel,  New  York. 

April  30— UPI  Broadcasters  Assn,  of  Connecti- 
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Small  budget  or  big  one... fresh  air  gives  you  more  for  your  money.  More 
impact,  more  coverage  with  each  broadcast  second ! This  distinctive,  new  KBIG 
programming  adds  greater  prominence  to  your  sales  message . . . gets  the 
attention  and  respect  of  a convincible,  higher-income  audience  in  234  Southern 
California  markets.  Yet,  you  can  buy  17  “minutes"  of  fresh  air  for  less 
than  the  average  cost  of  10  on  the  other  big-signal  regional  stations. 

Your  kbig  or  Weed  Rep  has  proof ! 


Know  the 
secret  of 
stretching 
your  sales 
secon 


on 


Different  programming,  different  audience...  KB  IQ  (FM)  is  a valuable 
combination  buy  with  KBIG— at  a special  combination  rate. 


mm 


Radio  Catalina . . . 740kc/10,000  watts 


JOHN  POOLE  BROADCASTING  COMPANY,  INC., 

6540  Sunset  Blvd.,  Los  Angeles  28,  Calif.  • Hollywood  3-3205 
National  Representative:  Weed  Radio  Corporation 
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KONO  RADIO 

THAN  TO  ANY 
OTHER  STATION 

* os  computed  by  PULSE 
and  by  HOOPER ! 

► 

Represented  by 

1 KATZ  AGENCY 


5000  Watts  • 860  KC 


cut  convention.  Studios  of  WTIC-AM-TV  Hartford. 
April  30 — Georgia  AP  Broadcasters  Assn,  news 
clinic.  Atlanta. 

April  30  — Wyoming  AP  Broadcasters  annual 
meeting.  Gladstone  Hotel,  Casper. 

April  30-May  1 — United  Press  International 
Broadcasters  Assn,  of  Texas  annual  convention. 
UPI's  national  radio-tv  editor  of  Chicago  will  be 
featured  speaker.  Special  program  from  Air  De- 
fense Command,  Colorado  Springs.  Baker  Hotel, 
Dallas. 


MAY 

May  1-30 — National  Radio  Month  observance. 
May  1-7 — Society  of  Motion  Picture  and  Tele- 
vision Engineers  semiannual  convention.  "New 
Techniques  for  Films,  Tv  and  Video  Tape."  Am- 
bassador Hotel,  Los  Angeles. 

May  1-7 — U.  of  Missouri  School  of  Journalism, 
Columbia,  Mo.,  annual  journalism  week.  David 
Brinkley  and  Chet  Huntley,  NBC-TV  commentators, 
will  be  among  the  speakers.  Broadcasters  Day  is 
May  4.  Mr.  Brinkley  will  address  group  that  day; 
Mr.  Huntley  will  speak  at  banquet.  May  6 at 
7 p.m. 

May  2 — Deadline  for  comments  on  FCC's  March 
16  notice  of  sponsorship  identication  applying  to 
free  records,  junkets,  furnishing  of  program  mate- 
rial, etc.  Comments  are  required  to  include  sup- 
porting briefs  and  memoranda  of  law. 

May  2 — Comments  due  on  proposed  FCC  rule- 
making  to  shift  Fresno,  Calif,  to  all-uhf  market. 
May  2 — Reply  comments  due  on  FCC  rulemaking 
to  duplicate  23  clear  channels  with  additional 
nighttime  service. 

May  2-4 — Assn,  of  Canadian  Advertisers  conven- 
tion, Royal  York  Hotel,  Toronto,  Ontario. 

May  3 — Conelrad  drill  scheduled  by  FCC  for 
all  radio  and  tv  stations  in  all  states  except 
Hawaii  and  Alaska.  Duration:  one  half-hour  at 
time  corresponding  to  1 p.m.  EST. 

May  3 — Television  Bureau  of  Advertising  sales 
clinic.  King  Cotton  Hotel,  Greensboro,  N.C.  For 
list  of  subsequent  sales  clinics  and  their  locations, 
see  BROADCASTING,  April  4. 

May  4 — Station  Representatives  Assn,  awards 
luncheon.  The  Silver  Nail  Timebuyer  of  the  Year 
award  and  Gold  Key  will  be  presented.  Waldorf- 
Astoria  Hotel,  New  York. 

May  4-7 — Institute  for  Education  by  Radio  and 
Television,  under  auspices  of  Ohio  State  U., 
Deshler-Hilton  Hotel,  Columbus,  Ohio.  Among 
speakers  and  panelists  will  be  FCC  Chairman 
Frederick  W.  Ford;  Ralph  McGill,  editor,  Atlanta 
Constitution,  and  Matthew  J.  Culligan,  general 
corporate  executive,  McCann-Erickson. 

May  5-6 — Montana  Broadcasters  Assn,  annual 
meeting.  Finlen  Hotel,  Butte. 

May  5-8 — American  Women  in  Radio  & Televi- 
sion national  convention.  On  agenda:  an  all-day  in- 
dustry forum;  six  radio-tv  workshops  and  general 
session  on  radio  programming,  tv  commercials 
and  educational  tv.  Final  day  will  be  devoted 
to  business  meeting,  including  election  of  officers. 
Pick-Carter  Hotel,  Cleveland. 

May  6 — Chesapeake  AP  Radio-Television  Assn. 
Sheraton-Belvedere  Hotel,  Baltimore. 

’ May  6 — Middle,  West  Tennessee  AP  Radio  Mem- 
bers, Paris  Landing  Inn,  Kentucky  Lake. 

May  6 — Radio  & Television  Guild  of  San  Francisco 
State  College  10th  annual  conference  and  banquet. 
May  6-7 — U.  of  Wisconsin  journalism'  institutes, 
Wisconsin  Center,  Madison. 

May  7 — California  AP  Tv  and  Radio  Assn.  12th 
annual  meeting.  Jack  Tar  Hotel,  San  Francisco. 

‘ May  9-10 — Annual  meeting  of  Assn,  of  Federal 
Communications  Consulting  Engineers.  Pompano 
Beach  Club,  Hamilton,  Bermuda. 

May  9-11 — Institute  of  Radio  Engineers  Sym- 
posium, Hotel  del  Coronado,  Coronado,  Calif. 

May  10 — Wisconsin  Fm  Station  Clinic,  Center 
Bldg.,  U.  of  Wisconsin,  Madison. 

May  12 — Reply  comments  due  on  proposed  FCC 
rulemaking  to  shift  Fresno,  Calif.,  to  all-uhf  mar- 
ket. 

May  12-15 — Advertising  Federation  of  America 
Fourth  District  convention,  Beach  Club  Hotel,  Fort 
Lauderdale,  Fla. 

May  13-15 — South  Dakota  Broadcasters  Assn, 
annual  meeting.  Sheraton-Johnson  Hotel,  Rapid 
City. 

May  14 — UPI  Broadcasters  of  Michigan.  Pant- 
lind  Hotel,  Grand  Rapids. 


May  14-16 — Advertising  Federation  of  America 
2nd  Dist.  convention,  Skyline  Inn,  Mt.  Pocono,  Pa. 
May  15-18 — National  Sales  Exeeutives-Interna- 
tional  25th  annual  international  distribution  con- 
gress and  business  aids  show,  Statler-Hilton  Hotel, 
Buffalo. 

May  16 — Iowa  Broadcasters  Assn,  annual  con- 
vention. Hotel  Fort  Des  Moines,  Des  Moines. 

May  17 — Academy  of  Television  Arts  & Sciences, 
forum  on  "Easterns,"  film  production  in  New 
York,  Gold  Medal  Studios,  807  E.  175th  St. 

May  18 — Sigma  Delta  Chi  annual  banquet.  Dis- 
tinguished journalism  service  awards  in  15  cate- 
gories will  be  presented.  National  Press  Club, 
Washington,  D.  C. 

May  18-19 — Illinois  Broadcasters  Assn,  meeting. 
Hotel  Orlando,  Decatur.  Key  speakers:  FCC  Comr. 
Robert  E.  Lee  and  Walter  Schwimmer,  president 
of  syndicated-package  and  distributor  firm  bearing 
his  name. 

May  18-20 — Electronic  Industries  Assn,  annual 
convention,  Pick  Congress  Hotel,  Chicago. 

May  18-21 — Pennsylvania  Assn,  of  Broadcasters. 
Galen  Hall,  Reading,  Pa. 

May  19 — Southern  California  Broadcasters  Assn, 
luncheon  meeting.  MacManus,  John  & Adams,  L.A., 
will  present  the  program.  Hollywood  Knickerbocker. 
*May  20 — Comments  due  on  FCC  rulemaking  to 
permit  daytime-only  stations  to  sign-on  at  6 p.m. 
local  time  without  prior  authority. 

May  20 — Iowa  AP  Radio-Tv  News  Assn,  annual 
meeting.  Town  House,  Omaha,  Neb. 

May  21-22 — Illinois  News  Broadcasters  Assn, 
spring  meeting,  U.  of  Illinois  campus,  Urbana. 
Combined  clinic  and  business  meeting  will  be 
jointly  sponsored  by  INBA  and  university's  Col- 
lege of  Journalism  and  Communications,  with 
some  sessions  at  Inman  Hotel,  Champaign. 

May  21 — UPI  Broadcasters  of  Illinois.  Hotel 
Inman,  Champaign. 

May  22-24 — National  Educational  Television 
and  Radio  Center  spring  meeting  of  station  man- 
agers of  affiliated  etv  stations.  LaSalle  Hotel, 
Chicago. 

May  26-31 — National  Federation  of  Advertising 
Agencies  annual  management  conference.  Northern- 
aire  Hotel,  Three  Lakes,  Wis. 

JUNE 

June  1-3 — International  Advertising  Assn.  12th 
annual  congress,  Waldorf  Astoria,  New  York. 
*June  2-4 — Mutual  Adv.  Agency  Network  quar- 
terly meeting,  Bismarck  Hotel,  Chicago. 

June  4 — UPI  Broadcasters  of  Pennsylvania  annual 
statewide  meeting.  Army  General  Depot,  New 
Cumberland,  9 a.m. 

June  4-5 — Oklahoma  Associated  Press  Broad- 
casters Assn.  Trade  Winds  Motel,  Tulsa. 

’June  5-8 — Advertising  Federation  of  America, 
56th  Annual  Convention.  Secretary  of  Commerce 
Frederick  H.  Mueller,  FTC  Chairman  Earl  W. 
Kintner  and  John  P.  Cunningham,  chairman  of 
Cunningham  & Walsh  will  speak  June  6.  Hotel 
Astor,  New  York. 

June  5-9 — Assn,  of  Industrial  Advertisers  annual 
convention.  Shoreham  Hotel,  Washington,  D.C. 
June  7-23 — National  Sales  Executives-Interna- 
tional  eighth  annual  session-graduate  school  of 
sales  management  and  marketing,  Syracuse  U., 
Syracuse,  N.Y. 

June  8 — Academy  of  Television  Arts  & Sciences, 
forum  on  tv  and  politics,  ABC. 

June  12-17 — Fourth  Annual  Communications  In- 
stitute for  High  School  Students,  institute  on 
broadcasting  sponsored  by  School  of  Journalism, 
Pennsylvania  State  U.,  State  College,  Pa. 

June  13-17 — International  Advertising  Film  Fes- 
tival, Lido,  Venice,  Italy. 

June  13 — Deadline  for  filing  reply  comments  to 
FCC  amendment  of  Conelrad  manual  BC-3  to  pro- 
vide for  transmission  standards  for  the  Conelrad 
attention  signal. 

June  16 — Rehearing  on  Miami  ch.  7 case  in- 
volving questions  of  ex  parte  representation  to 
FCC  commissioners.  U.S.  Customhouse,  Philadel- 
phia. 

June  15-17 — American  Marketing  Assn,  annual 
meeting.  Hotel  Leamington,  Minneapolis. 

June  16-18 — Florida  Assn,  of  Broadcasters  annual 
meeting,  Ponte  Vedra  Inn,  Jacksonville  Beach. 
June  19-24 — National  Advertising  Agency  Net- 
work national  conference.  Oyster  Harbors  Club, 
Osterville,  Mass. 
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General  Electric  eliminates  possible  "blind  spots”  in  their  national  television  message  by  adver- 
tising G.E.  Bulbs  with  spot  campaigns  in  SELECTED  markets.  The  fabulously  funny  Mr.  Magoo 
— featuring  the  voice  of  Jim  Backus  — is  the  pleasantest  TV  ad  treatment  to  come  along  in 
many  a year.  Here’s  an  example  of  how  SPOT  has  gone  big  time.  Successful  advertisers  like 
G.E.  know  the  power  of  spots  well-placed  — know  how  to  capitalize  on  the  unrivalled  selectivity, 
exclusivity  and  productivity  of  Spot  TV. 


Television,  Inc. 
Representatives 


MY  DEAR , 

YOU'RE 

RAVISHING 


PUBLIC 


— 23k  hours  and  12,667  spot  announcements 
contributed  last  year  to  203  charitable  projects 


And  look  at  these  other  facts  about  WBZ-TV!  ■ Most  newscasts  of  any  Boston  TV 
station.  ■ Most  local  air  personalities  — more  than  any  other  Boston  TV  station.  ■ Most 
national  advertisers  of  any  Boston  TV  station  — 193  compared  to  148  for  the  second- 
place  station.  ■ Largest  TV  share  of  audience.*  ■ Most  awards  of  all  Boston  TV  stations. 
■ That’s  why  in  Boston,  no  TV  spot  campaign  is  complete  without  the  WBC  station  — 

WBZ-TV 

BOSTON 


SERVICE  PROGRAMMING 


WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 


Represented  by 
Television  Advertising 
Representatives,  Inc. 


Advertisement 


Pulse  Beat 

Great  Britain  eyeing  rating  methods: 

In  feature  article  by  London’s  well- 
known  “Television  Mail”,  editors  say: 

“The  future  of  television  audience 
measurement  is  now  in  flux.  Crux  of 
the  matters  is  that  advertisers  feel  they 
are  not  getting  the  information  they 
need  most. 

“The  present  meter  system  is  a com- 
promise on  cost. 

“The  present  situation  has  been  cre- 
ated through  emphasis  on  speed,  rather 
than  accuracy;  the  very  human  desire 
to  know  something — anything. 

“The  log-diary  panels  now  total 
1,700  people,  of  which  the  largest 
group  is  300  in  London.  Each  diary  is 
placed  in  a home  which  is  also  fitted 
with  a meter. 

“Neither  the  diary  nor  push-button 
recorders  are  reliable.  Any  method 
which  employs  self-recording  of  infor- 
mation is  liable  to  error  . . . the  type 
of  information  which  can  be  provided 
is  sharply  limited. 

“The  only  complete  answer  to  these 
shortcomings  is  an  aided-recall  survey, 
to  provide  audience  composition  cov- 
ering the  total  viewing  nationally  and 
in  each  area.  (Italics  ours.) 

“Aided-recall  would  provide  not  only 
more  accurate  information,  but  would 
greatly  extend  its  range.  The  personal 
interview  is  a flexible  device  which  can 
be  designed  to  extract  appreciation  of 
individual  programs,  attitude  toward 
the  service,  continuous  measurement 
of  attitude  toward  commercials,  and  so 
on.”  “Television  Mail,”  February  26, 
1960. 

Get  the  complete  article.  We  have  re- 
prints. Write  or  phone — and  read. 

Stressing  Station-Image,  Audience 
Image:  Guest  of  Texas  Broadcasters 
Ass’n.,  Mar.  14,  Houston,  Dr.  Sydney 
Roslow  cited  qualitative  assets,  among 
them  audience  belief:  “In  one  market 
we  asked  if  conflicting  news  accounts 
were  aired  over  several  stations,  which 
would  be  believed.  26%  would  believe 
the  highest,  while  only  2 Vi  % would 
believe  the  last  station."  Pulse  facts  like 
these  strengthen  both  buying  and  sell- 
ing of  tiime  and  programming. 


730  Fifth  Ave. 
New  York  19 


*June  20 — Comments  due  on  FCC  rulemaking  to 
add  third  vhf  channel  in  selected  major  markets. 
June  20 — Comments  due  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations. 

June  20 — National  Academy  of  Television  Arts 
& Sciences  presents  annual  Emmy  Awards.  Pres- 
entation to  be  carried  over  NBC-TV,  10-11:30 
p.m.  EDT. 

June  20-21 — Chicago  Spring  Conference  on 
Broadcast  and  Television  Receivers,  Graemere 
Hotel,  that  city,  running  concurrently  with  Inter- 
national Home  Furnishings  Market.  Emphasis  will 
be  on  home  consumer  entertainment  field  under 
sponsorship  of  Chicago  Section  of  Institute  of  Ra- 
dio Engineers. 

"June  20-24 — American  Institute  of  Electrical  En- 
gineers' summer  general  meeting.  66  technical 
sessions  on  subjects  including  communications  in- 
strumentation and  ■■  control,  computers,  basic 
science  and  management  are  planned.  Inspec- 
tion trips  of  various  engineering  facilities  are 
also  on  the  agenda.  Chalfonte-Haddon  Hall  Ho- 
tel, Atlantic  City,  N.J. 

June  21-24 — National  Community  Tv  Assn.,  ninth 
annual  convention.  Fontainebleau  Hotel,  Miami 
Beach,  Fla. 

June  22-24 — Second  National  Conference  on 
Electronic  Standards.  Co-sponsors:  National  Bureau 
of  Standards,  Institute  of  Radio  Engineer's  profes- 
sional groups  of  instrumentation  and  microwave 
theory  and  techniques  and  American  Institute  of 
Electrical  Engineers,  National  Bureau  of  Standards 
Labs,  Boulder,  Colorado. 

*June  23-25 — National  Assn,  of  Tv  & Radio 
Farm  Directors'  annual  summer  meeting  Fresno, 
Calif. 

June  23-25 — Maryland-D.C.  Broadcasters  Assn, 
annual  meeting.  Ocean  City,  Md. 

*June  24-25 — Colorado  Broadcasters  Assn.,  Con- 
tinental Hotel,  Pueblo. 

June  26-30 — Advertising  Assn,  of  the  West,  57th 
annual  convention,  Hotel  Del  Prado,  Mexico  City. 
Theme:  "Advertising  in  the  Challenging  Sixties.'' 
Speakers  include  Charles  Brower,  president,  BBD0; 
James  Fish,  vp  for  advertising,  General  Mills; 
Romulito  0'Farrill,  prominent  Mexican  broadcaster; 
James  Farley,  president.  Coca  Cola  Export  Co. 
June  27-29 — Institute  of  Radio  Engineers  fourth 
national  convention  on  military  electronics,  spon- 
sored by  professional  group  on  military  electronics 
of  IRE,  Sheraton-Park  Hotel,  Washington,  D.C. 

JULY 

July  24-Aug.  5 — Advertising  Federation  of  Amer- 
ica's second  annual  management  seminar  in  ad- 
vertising and  marketing.  Harvard  Business  School, 
Boston.  A limit  of  50  applicants  has  been  set  to 
be  selected  from  agency  and  advertiser  marketing 
executives,  plus  one  representative  from  each  ma- 
jor media  association.  Applications  available  from 
AFA,  250  W.  57th  St.,  New  York  19. 

AUGUST 

Aug.  19-20 — Texas  AP  Broadcasters  Assn.  Baker 
Hotel,  Mineral  Wells. 

Aug.  23-26 — Western  Electronic  Show  & Con- 
vention, Ambassador  Hotel  and  Memorial  Sport: 
Arena,  Los  Angeles. 

Aug.  26-27 — Oklahoma  Broadcasters'  Assn.  West- 
ern Hills  Lodge,  Wagoner. 


OPEN 


Sponsor  identification  issue 

[on  Sec.  317], 
editor:  Thanks  for  your  splendid  edi- 
torial” . . . Confusion  Compounded” 
[Broadcasting,  April  11]  and  for  your 
excellent  coverage  of  the  NAB  conven- 
tion. I do  hope  the  members  of  the 
FCC  will  carefully  peruse  your  entire 
April  1 1 issue.: — F.C.  Sowell,  Vice  Pres- 
ident & General  manager,  WLAC  Nash- 
ville. 

Stockholder  support 

editor:  It  seems  to  me  that  the  tv  and 
radio  people  have  missed  a bet  by  not 


■ Book  reviews 

■ “The  Church  in  the  World  of  Radio- 
Television”  by  John  W . Bachman;  As- 
sociation Press,  New  York  7;  191  pp; 
$3.50. 

The  author,  who  is  a professor  of 
theology  and  has  studied  the  role  of 
mass  communications  for  the  National 
Council  of  Churches,  compares  the  im- 
pact of  radio-tv  to  the  breakthrough 
of  printing  during  the  Reformation.  Mr. 
Bachman  analyzes  programming;  the 
place  of  news  and  its  interpretation; 
the  changing  role  of  advertisers  with 
wit  and  erudition. 

The  broadcasting  industry,  the  author 
states,  has  profound  shortcomings  as  a 
mirror  of  our  culture.  It  seems  to  dis- 
play a “built-in  allergy  to  unpleasant- 
ness.” He  charges  that  the  churches 
have  not  always  taken  their  broadcast- 
ing opportunities  seriously  and  presents 
a clear  outline  of  its  task  of  communi- 
cation. 

■ “The  Roguish  World  of  Doctor  Brink- 
ley”  by  Gerald  Carson;  Rhinehart  & 
Co.,  N.Y.;  280  pp;  $4.95. 

A plunge  into  the  seamy  world 
of  Dr.  John  R.  Brinkley,  radio’s  “medi- 
cine man”  whose  rejuvenation  pitch 
brought  him  about  $12  million  in 
a quarter  century  of  “plugola.”  Con- 
structing his  own  private  station,  KFKB 
Milford,  Kan.,  the  doctor’s  voice  soon 
blanketed  America  and  brought  the 
colorful  pitchman  trouble  from  the 
AMA  and  the  Federal  Radio  Commis- 
sion. 

The  author,  whose  popular  Cornflake 
Crusade,  (the  story  of  the  Kellogg  fam- 
ily), sparkled  with  pungent  wit  and 
humor,  has  once  again  found  a subject 
which  is  a natural  for  his  style. 

Verdict:  fascinating  reading  about 
one  of  the  most  colorful  broadcasting 
personalities  whose  exploits  would  sure- 
ly cause  mounting  blood  pressure  at 
both  the  FCC  and  the  halls  of  Congress 
these  days. 


MIKE 

enlisting  their  stockholders  to  help 
them  in  this  situation.  Management 
cannot  accomplish  very  much  these 
days  without  having  a group  of  people, 
either  consumers  or  stockholders,  be- 
hind them,  who  can  have  political  and 
psychological  impact  upon  those  in 
government  who  are  influenced . by 
quantitive  values  as  much  as  by  quali- 
tative values. — Benjamin  A.  Javits, 
President,  United  Shareholders  of 
America  Inc.,  New  York. 

Time  to  wake  up 

editor  : I’m  a radio  production  writer — 
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THE  X-15  IS  THE 

PACESETTER 

IN  JET  TRAVEL. 

It  is  designed  to  fly  at  more  than  4,000 
miles  an  hour  more  than  100  miles 
above  the  earth. 


IN 


IS  CINCINNATI'S 


PACESETTER 

RADIO  STATION 

WSAI  is  the  first  radio  station  in  America 
to  "review"  the  newspapers.  Six  times 
daily,  WSAI  comments  on  both  local  papers, 
offering  brickbats  and  bouquets.  No  single 
feature  has  ever  stirred  up  greater  inter- 
est. In  Programming  ...  in  Popularity  . . . 
in  Productivity,  WSAI  is  Cincinnati’s 
PACESETTER  radio  station. 


Represented  Nationally  by  GILL-perna  New  York,  Chicago,  Los  Angeles,  San  Francisco,  Boston,  Detroit 
THE  CONSOLIDATED  SUN  RAY  STATIONS  \NSM-Cincinnati;  WPEH-Philadelphia;  WALT  -Tampa 
5ADCASTING,  April  25,  1950 


AT  WCCO  RADIO,  popularity  and  responsi- 
bility go  hand-in-hand.  Both  have  been  tops 
for  35  years— but  never  higher  than  now. 
As  a result,  WCCO  Radio  has  gained: 


★ 58.4%  SHARE  OF  AUDI  ENCE— for 

second  consecutive  time,  greatest 
share  since  Nielsen  began  measuring 
Minneapolis-St.  Paul  market. 


★ GEORGE  FOSTER  PEABODY  AWARD 

— highest  honor  a broadcaster  can 
earn;  conferred  this  month  upon 
WCCO  Radio. 


The  result  to  you  is:  The  results  you  gain 
through  the  setting  of  outstanding  accept- 
ance  your  sales  story  enjoys  on  WCCO  Radio. 


1CCEP 


MCE! 


SOURCE 


NIELSEN  STATION  INDEX,  JAN.-FEB.,  1960 


STATION  TOTAL,  6 A M - Ml  I D N I G H T,  7-D  A Y WEEK 


RADIO 


Minneapolis  • St.  Paul 


NORTHWEST’S  ONLY  50,000-WATT  1-A  CLEAR  CHANNEL  STATION 


REPRESENTED  BY  CBS  RADIO  SPOT  SALES 


' KMtTOV 


ADVERTISED  IN  EASTERN  IOWA  ON  KCRG-TV,  CHANNEL  9 

Adell  Chemical  Company  is  one  of  many  successful 
national  advertisers  using  KCRG-TV.  Channel  9 
is  a necessary  part  of  effective  selling  in  the 
Cedar  Rapids- Waterloo-Dubuque  market.  Your 
Branham  Company  representative  will  tell 
you  why.  Minneapolis;  Harry  S.  Hyett  Co. 


ABC 

IN  IOWA’S  NUMBER  1 TV  MARKET 

Channel 


KCRG-TV, 


CEDAR  RAPIDS 


Joseph  F.  Hladky,  Jr.,  President 
Redd  Gardner,  General  Manager 
Eugene  E.  McClure,  Commercial  Managei 


a small  cog  in  our  nation-wide  radio-tv 
industry.  But  I’m  moved  to  add  my 
voice  to  the  growing  clamor  for  bet- 
ter and  more  informative  program- 
ming. 

Current  FBI  reports,  police  state- 
ments and  magazine  surveys  are 
sounding  a general  alarm.  Our  coun- 
try’s in  grave  danger.  We  are  morally 
decaying.  Crime  and  juvenile  delin- 
quency are  on  the  increase;  there’s 
a growing  indifference  to  religious 
teaching;  an  appalling  public  apathy 
towards  the  creeping  tide  of  com- 
munism— and  the  cancerous  effects  of 
payola  are  being  accepted  as  the 
American  way  of  life.  . . . 

I feel  that  much  of  the  blame  lies 
with  us  . . . that  in  many  cases  we 
are  responsible  for  keeping  the  public 
un-informed  through  what  we  term 
“modern  broadcasting  techniques.”  We 
turn  our  stations  into  juke  boxes  with 
commercials  and  give  listeners  scanty 
news  headlines  on  the  half-hour. 

Let’s  face  it,  radio  and  television  are 
the  greatest  media  of  entertainment 
and  public  enlightenment  in  the  coun- 
try today.  We  can  lower  the  moral 
fiber  of  our  citizens  or  raise  it  to  new 
heights.  . . . 

As  long  as  we  are  going  to  chase 
after  ratings,  we  are  bound  to  cater 
to  the  lowest  tastes.  It  is  not  sufficient 
that  we  play  a better  type  of  music  or 
extend  a newscast  to  15  minutes  twice 
a day.  We  need  powerful  editorials 
to  inform  people  of  what’s  going  on 
in  their  communities.  Compelling 
documentaries  are  required  to  drama- 
tize vital  questions  that  should  be 
brought  to  the  public’s  attention.  And 
there’s  a crying  need  for  panel  dis- 
cussions on  the  local  level  that  have 
controversial  impact! 

In  other  words,  programs  must  have 
edge  and  bite;  they  must  be  vigorous, 
topical  and  imaginative  and  recognized 
as  carrying  integrity  and  authority. 
It’s  a formidable  challenge  to  radio 
and  tv  writers,  program  directors, 
managers  and  station  owners. 

We  can  begin  telling  our  audiences 
the  facts  of  life.  An  informed  public 
is  the  best  weapon  against  crime  and 
corruption. — K.G.  Allen,  San  Diego, 
Calif. 


BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35?  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 
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HORACE  GREELEY 

could  have  been  “Editor  in  Chief  ”of  WPTR 


Because  he,  too,  aimed  to  be  a vital  force  in  the  com- 
munity he  served.  The  medium  was  different  but  the 
thinking  was  the  same.  As  a broadcaster  of  news  — 
itself — as  a popular  music  station — but  over  and  above 
all  as  a spokesman  for  the  local  populace  in  every  worth- 
while project  that  furthers  its  needs,  WPTR  is  GRASS 
ROOTS  RADIO  AT  ITS  BEST. 

Perhaps  it’s  why  WPTR  has  more  local  advertising  than 


the  next  3 stations  combined;  more  total  advertising 
than  the  next  2 stations  in  the  market  put  together. 


50,000 

PEOPLE  WATTS 


ALBANY,  TROY,  SCHENECTADY 


The  Dominant  Station  in  the  market  according  to  Pulse. 
Right  up  there  with  Hooper,  too.  Represented  nationally 
by  Robert  E.  Eastman  & Co.,  Inc. 
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MONDAY  MEMO 

from  MARK  LAWRENCE,  vice  'president  and  director  of  radio-tv,  MacManus,  John  & Adams,  New  York 

Sundry  breeds  of  television  haters 


There  are  lots  of  people  who  honestly 
hate  television.  Just  as  there  are  many 
who  hate  motherhood,  dogs  and  sun- 
sets. 

There  are  those  who  claim  they  hate 
television  and  don’t.  There  are  those 
who  claim  to  love  it  and  really  loathe 
it.  And  then  there  are  those  who  don’t 
give  the  slightest  tiny  freep  one  way 
or  the  other.  These,  I feel,  represent  the 
great  majority. 

Let’s  take  the  paid  haters  first.  You 
think  I mean  the  critics?  Nonsense!  I 
mean  the  nice  fellows  who  make  a liv- 
ing selling  space  in  newspapers,  maga- 
zines, or  any  other  medium  except  tv. 
They  over-exert  themselves  selling 
against  tv  instead  of  selling  their  own 
medium. 

Why  waste  time  attacking  television? 
It  is  a specialized  tool.  It  has  virtues. 
It  has  faults.  The  good  carpenter  uses 
every  tool  at  the  particular  job  it  does 
best.  So  does  the  efficient  advertiser  in 
his  selection  of  media.  Don’t  spend 
your  energy  finding  faults  with  tv.  In- 
stead, tell  what’s  right  about  your  own 
medium. 

Vocal,  But  Harmless  ■ The  next 
kind  of  television  hater  is  the  guy  who 
is  very  vocal  about  how  much  he  dis- 
likes tv,  but  watches  it  a great  deal.  He 
really  enjoys  quite  a bit  of  it  and  is  re- 
sponsible for  the  zooming  sales  curves 
of  many  products  which  advertise  al- 
most exclusively  on  tv.  I don’t  have  to 
spend  much  time  discussing  this  liar. 
I’ve  got  nothing  much  against  him,  ex- 
cept I am  displeased  with  his  smart- 
aleck  way  of  running  down  tv  at  cock- 
tail parties. 

Next  category:  The  unjustifiably  ac- 
cused television  hater.  This  type  does 
not  hate  television  at  all,  but  gets 
accused  of  disliking  it  simply  because 
he  doesn’t  watch  it  very  much.  I know 
a prominent  tv  executive  in  New  York 
who  has  never  seen  Maverick,  Rawhide, 
Leave  It  to  Beaver  or  77  Sunset  Strip — 
ever.  When  I say  he  is  prominent,  what 
I mean  is  he’s  fat.  He’s  me.  I miss 
shows  I know  I should  have  watched 
and  I find  myself  watching  shows  I 
wish  I might  have  missed. 

Onward  now  to  the  sub-category  of 
the  tv  commercial  hater.  Most  people 
are  very  neutral  about  most  commer- 
cials. Horace  Schwerin,  the  tv  com- 
mercial researcher,  tells  me  that  in  four 
out  of  ten  instances  commercials  pro- 
duce no  effect  at  all  on  the  viewer’s 
mind.  That  doesn’t  mean  the  viewer 
hates  commercials.  It  just  means  he 


had  his  eyes  and  ears  turned  off  when 
the  commercial  went  by. 

I am  sympathetic  with  this  viewer. 
He  deserves  better  ads.  Don’t  forget, 
you  proponents  of  the  hard  sell,  the 
softest  sell  of  all  is  when  you’re  talking 
to  an  empty  living  room. 

Egg-Head  Viewpoint  ■ Now,  let’s 
get  down  to  the  egg-heads.  The  dyed- 
in-the-wool  intellectuals  who  hate  tele- 
vision because  they  are  convinced  it’s 
bad  for  civilization,  who  deplore  its 
sameness  and  cheapness  and  write  eru- 
dite letters  to  congressmen  about  the 
criminal  tragedy  television  is  inflicting 
upon  the  poor  downtrodden  masses. 
Their  attitude  is  that  if  it’s  popular,  to 
hell  with  it.  So  they  missed  Sir  Laurence 
Olivier.  It  was  free;  it  was  popular.  It 
wasn’t  worth  looking  at! 

I fervently  believe  that  just  as  radio 


Mark  Lawrence,  vp  and  director  of 
radio-tv,  MacManus,  John  & Adams, 
New  York,  is  currently  active  on  Pon- 
tiac Star  Parade,  Dow  Hour  of  Great 
Mysteries  and  on  radio-tv  spots  for  over 
25  products.  He  joined  agency  in  1952 
as  radio-tv  production  manager,  was 
elevated  to  director  of  radio-tv  produc- 
tion and  became  vp  in  January  1957. 
Born  in  Washington,  D.C.,  graduate  of 
Princeton  U.,  and  gunnery  officer  in 
the  Pacific  in  World  War  11,  Mr.  Law- 
rence started  as  freelance  writer  for 
nightclub  entertainers. 


has  found  a large  and  profitable  audi- 
ence for  so-called  “good”  music,  so 
shall  tv  eventually  develop  to  provide 
those  people  who  want  long-hair  enter- 
tainment with  just  that.  There’s  plenty 
of  room  for  everyone. 

I believe  that  the  majority  of  view- 
ers have  not  taken  a militant  stand 
either  for  or  against  tv — -any  more  than 
they  have  for  newspapers,  magazines, 
movies  or  any  other  form  of  com- 
munication. The  most  civilized  of  all 
are  the  ones  who,  when  they  have 
picked  a bad  program,  simply  turn 
the  dial  or  curl  up  with  a book  or 
magazine  and  hope  for  better  luck  next 
time.  They  realize  that  no  medium  can 
be  good  all  the  time  or  bad  all  the 
time. 

Home-Grown  Variety  ■ Now  I come 
to  the  last  and  most  pitiful  of  the  tele- 
vision-haters. The  guys  who  can’t  care. 
I mean  those  poor  chaps  in  some 
agencies  who  have  to  seem  to  love  tv 
because  they  make  their  living  by  it 
(there  are  a few  in  the  network  and 
supplier  business,  too)  and  yet  live  out 
each  day  hating  the  box  worse  than 
yesterday.  These  are  by  far  the  most 
dangerous,  the  most  insidious,  the  most 
frightening  of  all  the  television-haters. 

This  non-caring  fellow  is  the  justifi- 
able butt  of  all  the  books  aimed  in  the 
direction  of  the  false  sincerity  in  our 
business.  He  squeaks  by  the  pitches, 
the  “safe”  commercial — the  one  he 
either  knows  isn’t  good  or  tasteful — or 
doesn’t  have  sensitivity  enough  to  judge. 
He  is  the  guy  who  all  too  often  sags 
into  a martini-fuzz  at  the  end  of  his 
horrible  day  of  drudgery — not  only 
hating  television,  but  distrusting  his 
pitch,  his  colleague,  the  writer,  the 
media  man,  the  researcher — the  guy 
who’ll  finally  admit  late  at  night  that 
he  hates,  hates,  hates  the  bleeding  mis- 
erable 21 -inch  abhorrence,  and  young 
as  he  is,  he  agrees  with  his  ‘terribly 
wise”  seniors  who  wish  the  thing  had 
never  been  invented. 

I can’t  hate  this  kind  of  hater  of 
television.  I’m  just  sorry  for  him.  I do 
have  to  say,  though,  that  in  a talk  about 
television  haters  of  various  breeds,  he 
is  the  lowest  form,  even  if  the  most 
pitiful,  that  exists. 

The  nervous,  scared,  incompetent 
guys  will  always  be  with  us.  It  is  cruel 
to  needle  them,  or  take  their  Diners’ 
card  away. 

Adventuresome,  caring  people  will 
gravitate  to  this  business  and  continue 
to  make  it  worthwhile  to  be  in. 
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AND  a national  news  weekly  article  about  Morgus, 

WWL-TV’s  different  weatherman,  in  February,  1960. 


Now  in  local  production:  "Destroyer  Escort 
1016,”  a two-hour  taped  drama  utilizing  51 
actors,  144  scenes  and  37  sets  . . . another 
good  reason  why  WWL-TV  is  the  new 
New  Orleans  favorite. 

To  reach  Orleanians,  use  the  channel  they 
reach  for! 

Represented  nationally  by  Katz 


WWL-TV 


November  21,  1959 
"Meet  Morgus'' 


m MILLION  PEOPLE 

. . . the  combined  circulation  of  three  great  consumer 
magazines  . . . have  been  exposed  to  articles  about 
WWL-TV’s  outstanding  local  shows  during  the  past  six 
months.  WWL-TV  gets  national  notice  because  its  local, 
live  programs  are  different . . . imaginative . . . newsworthy. 
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JUST  ONE  NEWS 
REPORT  REACHES 
647,040  WOMEN 
AND  471,800  MEN 
IN  ONE  MONTH! 


WCKV 


And  that’s  not  homes  ...  or  cumu- 
lative people  stacked  on  top  of  each 
other.  That’s  1,118,840  different 
adults  who  are  reached  in  just  one 
month  by  one  WCKY  news  program. 
It’s  all  in  black  and  white  in  the 
Nielsen  book  — proof  that  huge  cov- 
erage plus  mass  audience  makes 
WCKY  some  buy  for  Cincinnati! 

WCKY  RADIO 
50,000  WATTS 
C I N C I N NAT  I 
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MAN-MADE, 
GOD-GIVEN 
MIRACLE! 


This  is  radio . . . most  fully-developed  of  modern  miracles . . . serving  commerce  and  industry, 
church  and  state . . . forerunner  to  atom  splitting  and  travel  into  space.  In  these  latter  days  of 
our  twentieth  century,  as  man-made  miracles  of  space  penetrate  the  heavens,  we  pray 
they  will  serve  free  people  in  peace  as  productively  as  radio.  This  is  a time  to  remember  that 
radio  truly  is  a miracle,  man-made  but  God-given.  And  this  is  reason  enough  for  the 
more  than  4000  U.S.  commercial  radio  stations  to  devote  substantial  portions  of  time  to 
religion  of  all  faiths.  KRLA,  for  example,  broadcasts  19  programs  each  week, 
representing  the  Catholic,  Jewish  and  Protestant  faiths.  This  is  a significant 
element  wherever  any  radio  station  achieves  leadership  in  its  community. 


Newest  among  the  leaders  serving  America’s  greatest  radio  market 


DIAL  tf 10  50.000  WATTS 

KRLA 


I RADIO  LOS  ANGELES 

6381  Hollywood  Blvd.,  Los  Angeles  28  • Represented  nationally  by  Donald  Cooke  Inc.,  New  York,  Chicago,  San  Francisco 


' iMirfhTiiiM'iif  ~^if  i'fiilMi  KHl  fii 


LOWEST  COST  PER  THOUSAND 
IN  IS  OF  IS  RATED  HONRS! 

February  Pulse:  In  15  of 

the  18  hours  between  6 A.M. 
and  Midnight  W-I-T-H  leads 
all  Baltimore  radio  stations  in 
lowest  cost  per  thousand  . . . 
and  that  is  something  every 
time-buyer  ought  to  paste  in 
his  hat.  Get  documentation! 

Write,  phone  or  wire  for  com- 
plete analysis,  listing  other 
stations,  quarter  - hour  rat- 
ings, number  of  homes,  CPM, 

Audience  Breakdown. 

BALTIMORE'S  PULSE 
BEATS  BEST  TO  WITH 

WITH 

Radio  W-I-T-H  Personality*  Baltimore 

Tom  Tinsley,  President;  R.  C.  Embry,  Vice  President;  national  representatives:  select  station  representatives  in  New  York,  Baltimore. 
Washington  and  Philadelphia;  adam  young  in  Boston,  Detroit,  Chicago,  St.  Louis,  San  Francisco,  Los  Angeles,  Minneapolis,  Milwaukee,  Cincinnati, 
Cleveland,  Pittsburgh  and  Seattle;  clarke  brown  company  in  the  South  and  Southwest. 
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INFORMATION  SHOWS  GO  BEGGING 

■ Advertisers  scramble  for  tv  networks’  entertainment  programs 


■ But  they  shy  away 

The  television  networks’  ambitious 
plans  for  big-budget  information  pro- 
grams in  prime  time  are  running  into 
a major  problem. 

The  problem  is  to  find  advertisers 
willing  to  put  up  the  money  for  pub- 
lic service  shows. 

So  far  the  network  sales  records  for 
the  1960-61  season  contain  a paradox. 
Advertisers  are  standing  in  line  to  buy 
into  entertainment  programs,  but  most 
of  them  take  to  flight  every  time  a sales- 
man offers  them  one  of  the  new  infor- 
mation shows. 

Agency-advertiser  resistance  to  pub- 
lic service  offerings  appears  to  be  con- 
fined to  big-budget,  national  network 
shows.  Local  information  programs, 
which  of  course  have  smaller  budgets, 
are  attractive  to  clients. 

An  NBC  Spot  Sales’  “Timebuyers 
Opinion  Panel”  turned  up  widespread 
endorsement  of  public  service  programs 
(Broadcasting,  April  18).  A majority 
of  buyers  said  they  would  buy  spots 
adjacent  to  local  information  programs. 
But  the  amount  of  advertising  money 
to  be  gambled  that  way  is  insignificant 
by  comparison  with  the  amount  a net- 
work sponsorship  costs — as  the  net- 
works are  finding  out  the  hard  way. 

So  far  it’s  tough  selling  on  such  1 960- 
61  information  programs  as  CBS-TV’s 
Face  the  Nation,  ABC-TV’s  Winston 
Churchill  memoirs  series,  NBC-TV’s 
World  Wide  ’60.  A tip-off  to  advertiser 
resistance  has  been  the  failure  of  both 
ABC-TV  and  NBC-TV  to  sell  their 
package  coverage  of  the  political  con- 
ventions and  elections. 


from  prime-time  public 

NBC-TV  hired  a special  expert,  Rod- 
ney Erickson,  former  Young  & Rubi- 
cam  vice  president  and  consultant  to 
Warner  Bros.,  for  the  single  job  of  sell- 
ing its  political  package.  Now  it  has 
added  the  extra  incentive  of  a $50,000 
bonus  to  the  salesman  that  brings  in  the 
sale.  ABC-TV  also  is  offering  its  sales 
force  special  bonuses  if  they  find  adver- 
tisers for  its  political  shows. 

Handicap  ■ The  salesman  peddling 
public  affairs  has  a few  strikes  against 
him  at  the  start.  There  are  built-in  draw- 
backs which  are  summarized  as: 

■ Most  public  affairs  shows  are  not 
good  media  buys  as  this  terminology 
is  understood  by  the  ad  fraternity.  There 
is  no  “guarantee”  of  mass  audience,  of 
ratings,  of  low  cost-per-thousand,  of 
family-satisfying  formula  etc. 

■ The  programs  are  of  the  type  which 
make  it  difficult  to  match  any  commer- 
cial with  the  program  content.  A deo- 
dorant or  aspirin  does  not  quite  fit  with 
missiles  or  the  famine  in  India. 

■ Many  of  the  industrial  giants,  which 
might  appear  at  first  to  be  natural  spon- 
sors of  such  programming,  shy  away 
because  of  controversy.  Even  fewer  ad- 
vertisers will  consider  public  affairs 
shows  if  they  have  a faint  hint  of 
editorializing. 

■ Advertisers — particularly  from  their 
agencies’  viewpoint — by  habit  or  design 
expect  shows  to  have  a certain  excite- 
ment. This  places  an  extreme  challenge 
on  the  networks  to  come  through,  par- 
ticularly in  a regular  series.  (This  factor 
is  responsible,  too,  for  advertiser  re- 


service  set  for  fall 

luctance  to  sponsor  a Republican  Na- 
tional Convention  that  would  appear  at 
this  point  to  be  a lackluster  affair. 

■ A behind-therscene  drawback:  The 
networks — and  the  advertisers — first 
seek  to  wrap  up  the  entertainment 
shows.  Bread  and  butter  programming 
for  networks  means  the  same  thing — 
bread  and  butter — for  the  advertiser 
who  primarily  must  choose  the  vehicle 
which  will  sell  his  product.  Thus,  public 
affairs  shows  must  wait  in  line. 

Some  Answers  ■ The  networks  are 
countering  these  drawbacks  with  this 
line  of  argument: 

■ The  show  pricing  can  be  made  at- 
tractive. To  get  a series  underway,  net- 
works have  been  known  to  offer  a pub- 
lic affairs  program  at  a price  under 
actual  production  (this  also  balances 
off  the  cost  shock  to  advertisers  who 
must  pay  prime  time  rates  for  shows 
confined  in  the  past  to  the  Sunday 
afternoon  “ghetto”).  One  hour-long 
show  reportedly  was  being  sold  for  as 
little  as  $5,000  for  production.  Net- 
works cite  carry-over  audiences  avail- 
able in  prime  time  which  do  not  exist 
in  less  desirable  periods  in  which  public 
affairs  programming  was  placed. 

■ Against  the  reluctance  of  advertisers 
who  abhor  controversy  and  who  feel 
there  is  nothing  to  “see”  in  advance, 
networks  sell  on  the  basis  of  scripts  if 
they  are  available  or  else  on  concepts. 

■ Acknowledging  the  advertiser- 
agency  demand  for  quality,  the  net- 
works stress  their  ability  in  this  area. 

NBC-TV  reports  it  is  pitching  its 


Award-winning  CBS-TV  ‘Population  Explosion’ 
CBS  News'  Howard  K.  Smith  queries  Nehru 


ABC-TV  PLANS  SPECIAL  ON  JAPAN 
Producer  John  Secondari  (c)  films  in  Tokyo 
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shows  to  all  agencies  and  advertisers, 
while  CBS-TV  apparently  feels  it  can 
be  selective  in  picking  the  more  likely 
prospects  for  public  affairs  shows.  An 
NBC-TV  official  states  that  public  af- 
fairs programming  must  have  an  appeal 
greater  than  just  advertising  dollars;  it 
must  attract  “advertising  and  public  re- 
lations dollars.” 

Sponsor  Interest  ■ Each  of  the  net- 
works is  gearing  up  in  the  public  af- 
fairs area.  At  this  point,  CBS-TV  ap- 
pears to  have  the  edge  on  both  ABC- 
TV  and  NBC-TV  in  firming  an  ad- 
vertiser list  for  shows  in  this  category, 
though  each  of  the  networks  is  hope- 
ful. The  picture  as  of  last  week: 

CBS-TV — It  hopes  to  button  down 
B.  F.  Goodrich  and  Bell  & Howell  for 
another  season  with  CBS  Reports,  which 
has  been  programmed  about  once  a 
month.  This  program  pre-empts  regu- 
larly scheduled  shows.  But  next  year  it 
will  be  on  the  air  every  two  weeks  and 
the  price  (for  production)  will  be  higher. 
Reason:  the  network  was  inclined  to 
give  the  advertiser  a break  on  price 
to  get  the  show  off  the  ground,  but  now 
it’s  established  and  the  advertiser  must 
assume  more  of  the  cost.  Plans  are  to 
program  the  show  for  a full  hour;  each 
show’s  average  cost  coming  to  some 
$230,000  gross  (subject  to  agency  com- 
mission) for  time  and  talent. 

The  network  is  negotiating  with  these 
two  advertisers  for  sponsorship  of  12  or 
13  shows.  Olin  Mathieson  Chemical 
Corp.,  which  had  been  underwriting 
Small  World  on  CBS-TV,  may  buy  13 
hours  of  CBS  Reports  (should  this  hap- 
pen, the  network  will  drop  Small  World 
if  it  cannot  be  sold).  American  Machine 
& Foundry  has  purchased  a series  of 
four  public  affairs  specials  for  next  sea- 
son— The  World  of  Tomorrow  series — 
on  the  basis  of  scripts.  Still  another 
series  of  four  programs,  which  would 
be  offered  to  advertisers  for  placement 
in  the  CBS  Reports  file,  is  being  con- 
sidered by  CBS-TV.  The  concept  at 
this  stage:  hour-long  programs  examin- 
ing education  in  this  country. 

News  in  Depth  ■ CBS-TV  plans  a 
half-hour  show  of  news  treated  in  depth 
(live  and  tape  coverage)  for  scheduling 
at  10:30  p.m.  on  Fridays  next  season, 
and  already  has  slotted  Face  the  Nation 
at  the  same  hour  on  Mondays.  Both  are 
being  pitched  to  advertisers.  Conquest 
in  which  Monsanto  Chemical  was  ad- 
vertiser in  about  half  last  year  (Sunday, 
5-5:30  p.m.)  may  be  extended  in  num- 
ber and  the  entire  series  proposed  to 
Monsanto.  Still  other  CBS-TV  shows  in 
the  public  affairs  area  may  be  extended 
in  length;  this  includes  Prudential’s 
Twentieth  Century  and  Firestone  Tire 
& Rubber’s  Eyewitness  to  History  which 
will  pre-empt  in  prime  time. 

NBC-TV — This  network’s  showcase 


NBC-TV’s  ‘World  Wide  ’60’ 

Feb.  6 show  probed  Ghana  liberty 

public  affairs  effort  is  World  Wide  ’60, 
a late  starter  this  season  which  has 
picked  up  some  advertiser  support.  It 
probably  will  be  slotted  at  10-11  p.m.  on 
Saturdays  next  season.  As  yet  no  firm 
advertiser  interest  is  reported.  Aside 
from  this  program,  there  are  some  NBC- 
TV  productions  on  the  periphery.  Most 
notable  of  these  is  Purex’  sponsorship 
of  specials  including  documentaries. 
Purex  is  the  maverick  among  package 
goods  advertisers  which  are  poor  cus- 
tomers for  such  shows.  NBC-TV’s 
operas,  in  the  cultural  class,  have  been 
sponsored  (Florists  Telegraph  Delivery 
Assn.),  as  has  the  American  Heritage 
series,  also  in  this  general  class,  by 
Equitable  Life  Assurance  Co. 

ABC-TV — This  network  is  pinning  its 
next  season’s  public  affairs  hopes  on 
the  Churchill  memoirs  series  (Sunday, 
10:30-11  p.m.)  and  on  Expedition 
(Tuesday,  7-7:30  p.m.)  which  it  already 
has  sold  to  Ralston-Purina. 

Still  There’s  Hope  ■ There  are  hope- 
ful views  from  agency  executives.  As 
expressed  by  a man  from  Cunningham 
& Walsh:  At  one  time  news  shows  were 
tough  to  sell.  Texaco  (C  & W client) 
bought  Huntley -Brinkley  Report  on 
NBC-TV  (6:45-7  p.m.,Mon.-Fri.). And 
now,  unsponsored  news  shows  are  hard 
to  find.  Perhaps  public  affairs  program- 
ming will  follow. 

Public  service  sells 
for  Studebaker  dealers 

A CBS-owned  tv  station,  KNXT 
(TV)  Los  Angeles,  plus  the  Southern 
California  Studebaker  Dealers  last  week 
offered  tangible  proof  that  NBC  Spot 
Sales  Timebuyers’  Panel  was  right  when 
it  said  public  service  shows  have  sales 
appeal  (Broadcasting,  April  18). 

The  Studebaker  dealers,  through 


Coleman-Parr  Advertising,  Los  Angeles, 
have  bought  sponsorship  of  Survival, 
an  hour-long  documentary  analyzing 
the  chances  of  Southern  Californians 
living  through  an  atomic  attack.  KNXT 
will  broadcast  the  show  Thursday  (April 
28)  10-11  p.m.,  pre-empting  the  CBS- 
TV  network  Revlon  Revue  which  is 
scheduled  then. 

William  McRae,  account  supervisor 
for  Studebaker  at  the  agency,  says  that 
the  buy  was  made  on  the  basis  that 
national  public  service  programs  have 
proved  to  be  highly  successful  adver- 
tising vehicles  for  large  companies.  The 
intense  local  identification-  offered  by 
Survival  should  make  this  broadcast  an 
even  more  valuable  buy  for  a local 
sponsor  like  the  Studebaker  dealers,  he 
indicated. 

“Since  each  dealer  is  in  fact  a local 
merchant,  programming  of  this  sort 
produces  a very  healthy  local  climate  in 
which  to  do  business,”  Mr.  McRae 
said.  “A  potential  consumer  who  feels 
that  his  local  retailer  is  spending  time 
and  money  to  be  a leader  and  to  help 
educate  the  community,  will  bend  over 
backward  to  work  with  and  purchase 
goods  from  such  a retailer.” 

Both  the  dealers  and  KNXT  are  giv- 
ing the  program  an  unusually  hard 
promotional  push.  Studebaker  is  run- 
ning its  own  ads  to  supplement  the  sta- 
tion-placed program  ads.  Huge  12-foot 
posters  are  being  mounted  in  all  dealer 
windows.  In  their  commercial  time  on 
the  broadcast,  the  dealers  will  invite 
listeners  to  visit  their  showrooms  to  get 
civil  defense  literature. 

But  there’s  no  end 
to  harsh  criticism 

The  American  system  of  broadcast- 
ing has  succeeded  in  producing  the  kind 
of  programs  that  entertain  the  mass 
audience  and  sell  the  merchandise  and 
services  of  the  advertisers  who  provide 
its  financial  support.  But  U.S.  broad- 
casters, particularly  in  television,  have 
failed  to  live  up  to  their  obligations  to 
program  in  the  public  interest. 

So  charged  the  speakers  who  made 
the  major  addresses  at  the  Institute  on 
Freedom  and  Control  of  Radio  and 
Television  in  a Democratic  Society, 
held  April  16  at  the  U.  of  California, 
Los  Angeles,  under  the  joint  auspices  of 
the  law  schools  of  UCLA  and  the  U. 
of  Southern  California  and  the  Southern 
California  lawyers  division  of  the  Amer- 
ican Civil  Liberties  Union. 

The  trio  comprised  three  serious 
students  of  broadcasting:  Telford  Tay- 
lor, former  general  counsel  of  the  FCC, 
counsel  to  the  Joint  Council  on  Edu- 
cational Television  and  visiting  lecturer 
on  law  a'f  Yale  and  Columbia;  Charles 
A.  Siepmann,  chairman  of  communica- 
tions in  the  education  department  of 


32  (BROADCAST  ADVERTISING) 


BROADCASTING,  April  25,  1960 


F 

ft:  |y  - 

h;  ^ wmsm w H 
7/  K V/MiMIK  I# 
m ms  mi  mi  inr. 


w 


mm. 


mmmmm a|j 


BROADCASTING,  April  25,  1960 


33 


TV  PREVIEW 

Ever  since  last  summer,  Oklahoma 
Oil  Co.,  a subsidiary  of  Standard  Oil 
of  New  Jersey,  has  been  urging  mid- 
west viewers  and  listeners  alike  to 
“put  a tiger  in  your  tank.” 

The  slogan  has  been  used  in  an 
Oklahoma  advertising  campaign  de- 
signed to  dramatize  the  power- 
packed  quality  of  its  gasoline  in  about 
40  cities  in  four  midwestern  states. 
The  audio  roar,  plus  piercing  eyes 
and  striped  tail  via  animation,  have 
teased  radio-tv  audiences  in  news- 
casts and  spot  announcements  in 
Oklahoma’s  regional  marketing  area 
(Illinois,  Indiana,  Iowa,  Kentucky). 
The  petroleum  company  spends  an 
estimated  $1.5-$2  million  in  regional 
spot  tv-radio. 

With  the  start  of  the  1960  spring- 
summer  driving  season,  Needham, 
Louis  & Brorby,  Oklahoma’s  agency, 
recommended  a live  touch — the  use 
of  a real  tiger.  Abandoning  its  orig- 
inal plan  to  film  the  commercials  at 
a Chicago  service  station,  agency  and 
client  decided  to  film  the  tv  com- 
mercials in  a warmer  California  cli- 
mate late  in  March.  A complete,  full- 
size  station  was  built  at  the  Samuel 
Goldwyn  Studios,  with  Walter  T. 
Kadi,  Oklahoma’s  advertising  man- 
ager, directing  operations. 

Agency  and  client  procured 
“Satan,”  a 300-pound  Sumatra  tiger 


from  Jungle  Land,  Thousand  Oaks, 
Calif.,  and  spent  three  days  and 
nights  on  takes  and  retakes  to  ob- 
tain necessary  footage.  Tirelessly, 
and  somewhat  breathlessly,  they 
coaxed  the  “star”  through  desired 
scenes,  out  of  which  came  five  60- 
second  commercials.  They  are  sched- 
uled to  start  about  May  1 on  WGN- 
TV  Chicago’s  White  Sox  and  Cubs 


telecasts  and  the  co-op  portions  of 
the  NBC-TV  and  CBS-TV  Game  of 
the  Week  ballcasts  on  WFBM-TV 
and  WISH-TV  Indianapolis. 

Other  principals  involved  in  shoot- 
ing Hitchcock-like  suspense,  were: 
Fred  A.  Niles  Productions,  producer, 
through  Consul  Films,  Hollywood; 
Don  Zabel,  agency  producer;  Harry 
Lange  of  Niles,  director. 


New  York  U.,  formerly  a BBC  vice 
president  and  a consultant  to  the  FCC, 
and  Frank  K.  Kelly,  vice  president  of 
the  Fund  for  the  Republic  and  staff 
administrator  of  the  study  of  the  mass 
media  being  conducted  by  the  Center 
for  the  Study  of  Democratic  Institu- 
tions. 

These  experts  agreed  that  broadcast- 
ing’s failure  to  live  up  to  its  potentials 
as  a medium  of  information,  education 
and  culture,  stems  from  its  exclusive 
dependence  on  advertising  for  its  reve- 
nue. The  advertiser,  their  argument 
went,  wants  to  please  most  of  the  peo- 
ple most  of  the  time  and  never  to  of- 
fend anyone  at  any  time.  Subservience 
to  this  viewpoint  has  produced  great 
mass  entertainment,  but  has  failed  to 
produce  the  type  of  educational,  infor- 
mational and  cultural  programming 
which  they  called  national  necessities 
in  today’s  world. 

Disagreement  ■ There  was  less  agree- 
ment as  to  what  should  be  done  to  get 
American  broadcasting  back  on  what 
they  believe  to  be  the  right  track.  Mr. 
Siepmann  declared  that  nothing  less 
than  the  complete  divorcement  of  ad- 
vertisers from  any  control  over  pro- 
gram content  will  work.  This,  he  said, 
would  force  broadcasters  to  assume  in 


reality  the  responsibility  for  the  na- 
tion’s radio  and  tv  programs. 

Mr.  Siepmann  advocated  a stronger 
FCC,  with  members  appointed  on  a 
basis  of  merit  rather  than  as  part  of  the 
political  spoils  system,  and  a revitaliza- 
tion of  the  “Blue  Book"  issued  by  the 
FCC  in  1946  with  Mr.  Siepmann  as  its 
inspiration  and,  at  least  in  part,  its 
author  as  well. 

Mr.  Taylor  agreed  that  the  broad- 
casters are  unlikely  to  scrap  the  present 
profitable  system  of  broadcasting  sup- 
port on  their  own.  He  expressed  doubt 
that  attempts  of  either  the  FCC  or  Con- 
gress to  set  program  patterns  would 
work.  Furthermore,  he  observed,  such 
an  approach  comes  dangerously  close 
to  governmental  censorship. 

Instead,  the  former  FCC  general 
counsel  suggested  that  the  number  of 
commercial  licenses  be  restricted  to  pro- 
vide more  vhf  channels  for  non-com- 
mercial educational  tv  stations  such  as 
are  now  operating  in  some  35  cities. 
Lack  of  channels  have  kept  such  sta- 
tions out  of  New  York,  Los  Angeles 
and  Washington,  he  observed,  question- 
ing the  propriety  of  permitting  seven 
commercial  stations  to  operate  in  New 
York  and  Los  Angeles  but  barring  etv 
from  those  cities. 


Production  Problems  ■ Tv  program- 
ming, he  noted,  is  much  more  difficult 
to  produce  locally  than  radio  programs 
are,  leaving  the  tv  stations  much  more 
dependent  on  network  service  than  was 
true  in  radio.  He  did  not,  however,  fa- 
vor government  licenses  for  networks. 
He  said  this  would  call  for  a different 
set  of  rules.  He  asked  how  networks 
could  be  held  responsible  when  their 
cultural  sustaining  programs  are  not 
broadcast  by  their  affiliates. 

Mr.  Kelly  called  the  proposal  of 
William  Benton,  former  advertising 
man  and  senator,  for  the  creation  of  a 
national  citizens  advisory  board  for  ra- 
dio and  television  as  “the  most  hope- 
ful suggestion  yet  offered  to  encourage 
the  development  of  better  broadcast- 
ing.” This  plan  calls  for  the  President 
of  the  United  States  to  appoint  as 
board  members  leaders  of  the  nation’s 
civic,  cultural  and  religious  life  as  well 
as  experts  in  education  and  communi- 
cations. Its  functions  would  be  only  to 
investigate  the  state  of  broadcasting 
and  to  issue  annual  reports  for  the 
guidance  of  the  President,  Congress,  the 
FCC  and  the  public.  Since  this  commit- 
tee would  be  functioning  as  a purely  ad- 
visory body,  it  could  not  be  charged 
with  censorship. 
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Keystone 

now  has 


stations  and  is 
still  growing 


Keystone  covers  practically  100%  of  the  C & D 
counties  in  the  U.S.A.  and  is  program-tailored  for 
local  interest. 

Keystone  delivers  87%  coverage  of  all  farm 
markets  in  the  country,  the  greatest  farm  market 
coverage  available,  and  at  a cost  that  will 
surprise  you.  Buying  Keystone  gives  you  a 
personal  representative  in  each  market. 


Keystone  offers  PLUS  MERCHANDISING, 
specifically  designed  to  fortify  your  advertising  at 
the  point  of  sale.  Case  histories  are  available 
for  your  examination.  KEYSTONE  advertising 
WORKS  at  the  consumer  level  and 
at  the  dealer  level! 


— Established  1940 


Keystone  Broadcasting  System,  Inc.  Dept,  b-4 

Til  West  Washington  St.,  Chicago  2,  III. 

Please  send  us  your  complete  station  list  and  your  farm 
market  coverage  survey. 


NEW  YORK  LOS  ANGELES 

527  Madison  Ave.  3142  Wilshire  Blvd. 
ELdorado  5-3720  DUnkirk  3-2910 


Name 

Address. 


CHICAGO  SAN  FRANCISCO  DETROIT 

111  W.  Washington  St.  57  Post  St.  612  PenobscotBuilding 

STate  2-8900  SUtter  1-7440  WO  2-4595 


Company  Name. 
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GIVE  PUBLIC  REAL  AGENCY  PICTURE 

AAAA  meet  told  to  build  image  in  areas  of  best  contributions 


The  nation’s  leading  advertisers  had 
their  backs  up  last  week.  They  bridled 
at  having  their  entire  industry  tarred 
by  the  sins  of  a few  practitioners,  and 
they  called  for  a united  effort  to  clean 
up  advertising’s  image. 

This  mood  dominated  the  formal 
program  of  the  annual  meeting  of  the 
American  Assn,  of  Advertising  Agen- 
cies, held  Thursday  through  Saturday 
at  Boca  Raton,  Fla. 

Robert  M.  Granger  of  D’Arcy,  re- 
tiring chairman  of  AAAA;  Charles  H. 
Brower  of  BBDO;  Robert  E.  Allen  of 
Fuller  & Smith  & Ross;  Fairfax  Cone 
of  Foote,  Cone  and  Belding,  and  Her- 
bert M.  Cleaves  of  General  Foods  all 
dealt  with  advertising’s  image  prob- 
lems in  key  presentations  during  the 
convention. 

Strike  Call  ■ Mr.  Cone  went  so  far 
as  to  suggest  that  advertising  strike 
“against  the  many  public-interest 
causes  it  now  supports — just  to  show 
how  important  its  contribution  really 
is.” 

Although  acknowledging  that  his 
suggestion  was  “no  more  than  half 
serious,”  Mr.  Cone  called  attention  to 
agency  work  in  behalf  of  the  Adver- 
tising Council,  local  united  and  com- 
munity funds,  Red  Cross,  Boy  and  Girl 
Scouts,  etc.,  and  added:  “I  wonder 
what  would  happen  to  them  all  if  we 
went  out  on  strike.” 

Mr.  Cone  continued  “I  wouldn’t  like 
to  not  do  the  register  and  vote  cam- 
paign this  year,  but  why  we  should  do 
this  to  help  elect  congressmen  and 
senators  who  call  us  corrupt,  I don’t 
know. 

“I  wouldn’t  like  to  have  the  J.  Wal- 
ter Thompson  people  give  up  the  Re- 
ligion in  America  campaign,  but  why 
they  should  do  it  for  the  Reverend 
McCracken  (Rev.  R.J.  McCracken, 
New  York  minister  who  has  attacked 


advertising  in  sermons)  is  beyond  me. 

Too  Generous  ■ “I  think  we  have 
been  much  too  generous.  And  I won- 
der what  would  happen  if  we  all  re- 
fused to  help  anyone  in  any  intellectual 
or  moral  or  charitable  free  work,  until 
we  have  shown,  by  the  very  simple 
process  of  withholding,  how  valuable 
our  contribution  is.” 

Mr.  Cone  noted  that  “practically  all 
of  the  complaints  about  advertising  just 
now  have  to  do  with  television,”  and 
said  some  are  “well  earned.”  He  re- 
newed his  plea  for  stronger  media  cen- 
sorship of  all  advertising,  but  said 
agencies  and  their  clients  must  be 
blamed  when  bad  taste  is  involved. 

“Some  of  the  advertising  now  on 
the  air  for  deodorants,  laxatives,  corn 
removers,  sick  headache  remedies,  cold 
and  sinus  inhalants  and  girdles  and 
brassieres  need  to  be  thrown  off  and 
kept  off  the  air,”  he  asserted. 

“These  things  are  matters  of  taste 
and  when  the  taste  is  poor  the  fault 
is  ours  and  our  clients  and  there  is 
no  excuse  for  us.” 

Rascals  Will  Pass  ■ Mr.  Cone,  whose 
own  agency  had  a brush  with  the  Fed- 
eral Trade  Commission  about  produc- 
tion techniques  used  in  a commercial, 
dismissed  that  story  of  complaint  with 
the  statement:  “The  charge  of  rigging 
television  commercial  to  make  coffee 
look  strong  instead  of  weak  under 
studio  lights,  and  such  other  things 
whose  aim  is  reality  and  not  rascality, 
is  something  that  will  die  in  time  of 
its  own  insignificance.” 

Columnist  John  Crosby  drew 
harsher  words  from  Mr.  Cone,  whom 
he  accused  of  going  out  of  his  way 
to  take  a poke  at  advertising. 

“This  is  a very  entertaining  man,” 
Mr.  Cone  said.  “But  I am  tired  of  Mr. 
Crosby’s  way  of  thinking  and  I deplore 
the  use  of  editorial  freedom  to  exploit 


one’s  prejudices  and  make  facts  out  of 
one’s  personal  opinions,  as  Crosby  did 
recently,  again,  in  the  matter  of  the 
Nielsen  reports — which  he  brands  in- 
adequate and  misleading.” 

“About  99%  ” of  all  dishonest  adver- 
tising, Mr.  Cone  said,  is  local  advertis- 
ing— and  must  be  policed  by  local 
media  and  better  business  bureaus  and 
cannot  be  reached  by  AAAA’s  “inter- 
change” system  or  the  Assn,  of  Na- 
tional Advertisers  plan  for  an  over- 
all advisory  committee  (Broadcasting, 
Feb.  8). 

Interchange  Works  ■ On  a national 
basis,  at  least,  the  AAAA  interchange 
“has  been  effective  voluntary  self-regu- 
lation,” according  to  a report  Friday 
by  Mr.  Allen,  chairman  of  the  AAAA 
board’s  committee  on  improvement  of 
advertising  content. 

Mr.  Allen  said  that  in  the  last  two 
years  “there  have  been  only  four  in- 
stances” where  the  interchange  com- 
mittee held  that  advertising  was  “seri- 
ously objectionable  and  where  the 
agency  concerned  failed  to  take  cor- 
rective action  or  make  a satisfactory 
reply.”  In  three  of  the  four  cases,  Mr. 
Allen  said,  the  agencies  involved  were 
not  members  of  AAAA  and  the  fourth 
case  is  still  “under  review.”  Under  the 
interchange  system,  media,  advertiser 
or  agency  people  can  submit  com- 
plaints about  advertising  they  consider 
objectionable.  If  a majority  of  the 
committee  agrees — it  did  so  in  58%  of 
the  260  complaints  submitted  in  the 
last  five  years,  according  to  Mr.  Allen 
— then  the  agency  is  notified  and  ex- 
pected to  reply  within  30  days.  If 
satisfactory  corrective  measures  are  not 
taken,  the  committee  reports  the  case 
to  the  AAAA  board. 

Of  151  cases  in  which  the  commit- 
tee concurred  in  objectionable-adver- 
tising criticisms  submitted  in  the  last 


Mr.  Allen  Mr.  Granger  Mr.  Brower  Mr.  Cone  Mr.  Cleaves 

Five  key  speakers  as  AAAA  analyzes  its  growing  problems 
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It  was  a Harding-Cox  election 


Harry  Harding,  executive  vice 
president  of  Young  and  Rubicam, 
New  York,  was  elected  chairman  of 
the  American  Assn,  of  Advertising 
Agencies  last  Thursday  (April  21) 
as  AAAA  opened  its  1960  conven- 
tion at  Boca  Raton,  Fla. 

He  succeeds  retiring  Chairman 
Robert  M.  Ganger,  who  is  board 
and  executive  committee  chairman 
of  D’Arcy  Adv.,  New  York. 

Edwin  Cox  of  Kenyon  & Eck- 


K & E’s  Cox 


hardt,  New  York,  was  elected 
AAAA  vice  chairman  and  Arthur 
G.  Rippey  of  Rippey  Henderson 
Bucknum  & Co.,  Denver,  was  named 
secretary-treasurer. 

Charles  H.  Brower,  BBDO;  William 
E.  Steers,  Doherty,  Clifford,  Steers 
and  Shenfield,  and  Norman  N. 
Strouse,  J.  Walter  Thompson  Co., 
all  New  York,  were  elected  direc- 
tors at  large  for  three-year  terms. 
Seven  regional  directors  were  named 
for  one  year.  Frederic  R.  Gamble 
continues  as  president.  His  present 
term  with  the  association  expires  in 
1962. 

Mr.  Harding,  the  new  AAAA 
head,  started  his  agency  career  in 
creative  work  and  later  switched  to 
the  business  side.  He  joined  Y&R  in 
1943  as  a member  of  the  public 


relations  department,  became  an  ac- 
count executive  the  following  year 
and  a vice  president  in  1946.  He  was 
named  a senior  vice  president  in 
1954  and  an  executive  vice  presi- 
dent in  1958. 

Messrs.  Harding,  Cox,  Rippey 
and  Gamble,  and  Earnest  A.  Jones 
of  MacManus,  John  & Adams; 
Robert  E.  Lusk  of  Benton  & Bowles 
and  Lawrence  R.  Nelson  of  Camp- 
bell-Ewald  were  designated  as  the 


Y & R’s  Harding 


AAAA  board’s  operations  commit- 
tee, to  meet  monthly  when  the  board 
is  not  in  session. 

Regional  directors  were  elected  as 
follows: 

Eastern  region — Frank  L.  Blum- 
berg,  Newhoff  Blumberg,  Baltimore; 
Douglas  D.  Connah,  Tucker  Wayne 
& Co.,  Atlanta,  and  David  Ogilvy, 
Ogilvy,  Benson  & Mather,  New 
York. 

East  central — Colin  Campbell, 
Campbell-Ewald,  Detroit. 

Central — Paul  C.  Harper  Jr., 
Needham,  Louis  & Brorby,  Chicago, 
and  William  A.  Marsteller,  Marstel- 
ler,  Richard,  Gebhardt  & Reed,  Chi- 
cago. 

Western — John  H.  Hoefer,  Hoe- 
fer,  Dieterich  & Brown,  San  Fran- 
cisco. 


five  years,  Mr.  Allen  said  88  were 
criticized  on  grounds  of  bad  taste,  44 
were  “manifestly  misleading”  and  19 
j were  “unfair.” 

There  was  no  breakdown  to  show 
how  many  of  these  were  in  radio  and 
television  as  compared  to  other  media. 

Mr.  Allen,  like  Mr.  Cone,  observed 
that  television’s  nature  is  such  that  it 
needs  commercial  “disciplines”  not 
necessary  in  other  media.  He  called 
attention  to  the  recent  tv-oriented  in- 
terpretation of  the  AAAA  copy  code, 
which  also  was  considered  by  the 
AAAA  membership  in  a closed  meet- 
ing Thursday. 

Cooperation  Needed  ■ Advertiser, 
agency  and  media  cooperation  in  win- 
ning public  confidence  in  advertising 
was  cited  by  retiring  chairman  Granger 
as  an  important  part  of  making  all  ad- 
vertising more  effective.  He  endorsed 
proposals  for  basic  research  on  what  is 
believable  and  unbelievable,  but  sug- 
gested"' that  the  project  be  expanded 
to  include  “what  makes  people  dislike 
advertising  . . . what  annoys  people, 
what  irritates  people,  what  makes  them 
mad  at  advertising.”  Advertising  Re- 
search Foundation,  he  said,  could  go 
a long  way  toward  this  objective. 

Mr.  Granger  thought  public  confi- 
dence in  advertising  was  improving: 

“Sindlinger’s  report  on  public  opin- 
ion— just  to  name  one  authority — 
showed  in  December  that  49%  of  the 
men  and  44%  of  the  women  recalled 
one  or  more  tv  commercials,  heard  the 
day  before,  that  they  found  hard  to 
believe.  Each  month  since,  the  figures 
have  been  dropping,  and  as  of  last 
week,  the  disbelief  on  the  part  of  men 
had  dropped  from  49%  to  37% — 
women  from  a high  of  44%  to  a cur- 
rent 34%. 

“I  believe  the  disbelief  index  will 
continue  to  go  down,”  he  added. 

Mr.  Cleaves,  executive  vice  presi- 
1 dent  of  General  Foods,  thought  adver- 
tising should  present  a more  business- 
like face  to  the  world.  He  also  advised 
that  it  use  its  selling  talents  to  make 
people  realize  “that  the  man  in  the  grey 
flannel  suit  and  four  martini  lunch” 
is  in  fact  “the  erroneous  image  of  what 
is  really  an  essential  force  for  good  in 
I our  way  of  life.” 

Fierce  Pride  ■ Mr.  Brower  stressed 
that  “in  a climate  of  greatness,”  an 
atmosphere  of  “fierce  pride  in  our 
business,”  advertising  will  be  more 
creative  and  more  productive  and  “will 
cease  to  be  the  whipping  boy  for  every 
uninformed  meathead  and  misin- 
formed egghead  and  unsuccessful  sore- 
head.” But,  he  cautioned,  everyone 
from  top  management  “down  to  the 
errand  boy  you  hired  yesterday  must 
want  your  agency  to  be  great  cre- 
atively” before  this  will  come  to  pass. 

In  another  convention  development, 


Geraldt  Pat  Steel  of  Young  & Rubicam 
received  the  second  annual  Arthur 
Kudner  Award  for  institutional  adver- 
tising. He  was  honored  for  his  work 
on  a Y&R  house  ad  debunking  the 
idea  that  “advertising  sells  people 
things  they  don’t  need.” 

Other  features  included  an  economic 


report  by  Martin  Gainsbrugh  of  the 
National  Industrial  Conference  Board; 
a study  of  agency  personnel  selection 
and  training  in  Britain  by  Sinclair 
Wood,  president  of  London’s  Institute 
of  Practitioners  in  Advertising;  an 
evaluation  of  “the  advertising  man’s 
responsibility”  by  Norman  Cousins  of 
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over  to 


first! 

ABC  TAKES  THE  LEAD  IN 
NETWORK  SPORTS. 

ABC  Television  will  be 
sporting  189  hours  of  sports 
this  year:  major  league 
baseball,  NCAA  football,  pro 
boxing  and  pro  golf. 

This  major  development  of 
the  New  Look  of  ABC  breaks 
down  like  this:  13  afternoons 
of  NCAA  football  (12  Saturdays 
and  Thanksgiving);  25  Sat- 
urday afternoons  featuring 
the  baseball  game  of  the  week; 
52  nights  of  professional 
boxing  (switching  to  Saturday 
in  the  Fall);  26  afternoons 
of  All-Star  Golf;  a number, 
as  yet  undetermined,  of  other 
eyefuls  in  the  sports  spectrum. 

It  pleases  us,  of  course,  to 
have  the  nation’s  press  hail 
this  program  rounding-out  as 
a major  coup.  Nonetheless, 
it  represents  not  so  much  a 
coup  as  a “completing”  of  a 
continuing  programming 
philosophy  aimed  at  attracting 
the  maximum  of  the  younger 
audience.  For  it  is  the  younger 
audience,  with  its  growing 
families,  that  does  the  most 
viewing  and  the  most  buying. 

These  189  sports  hours 
can  only  widen  this  ultra-recep- 
tive audience  reached  by 
ABC  Television. 

WATCH  ABC-TV  IN  '60 

(more  people  will ) 


Palm  Sunday,  April  10,  was  an  historic  Festival.  Ten  of  the  17  colorful  channel  and  You,  NBC  Opera,  Return  to  Treas- 

television  day  in  Omaha.  It  marked  the  3 hours  were  local.  Seven  were  NBC.  ure  Island,  Fashions  for  Spring,  The 

first  time  that  any  station’s  (KMTV)  Here’s  the  historic  schedule,  8:30  A.M.  Cradle  Song,  Our  American  Heritage, 

entire  schedule  from  sign-on  to  sign-off  to  1:30  A.M.,  all  color!  The  Story  of  Spring  Music  Festival,  News,  Wrestling 

was  in  color.  It  marked  also  the  first  Color,  Jean’s  Story  Time,  It  Is  Written,  and  The  African  Queen.  See  Petry  about 

television  appearance  of  the  famous  Palm  Sunday  Services,  Summer  at  Sun  the  Midwest’s  Color  Television  Center. 

Omaha  Symphony  Orchestra,  and  in-  Valley,  Popeye  Cartoon  Carnival,  Noon  i/mtu  PUAUNri  9 am  fill  A 

augurated  the  annual  Spring  Music  News,  Holiday  at  Home,  Your  Doctor  KM  IV  LHANNcL  6 OMAHA 


Saturday  Review;  a CBS-produced 
panel  film  introduced  by  CBS-TV  net- 
work president  James  T.  Aubrey  Jr., 
and  the  annual  banquet,  to  be  ad- 
dressed by  Richard  L.  Wilson  of  Cowles 
Publications  and  with  comedian  Herb 
Shriner  as  entertainer. 

DEFENDS  TV 

Fairfax  Cone  says 
tv  pleases  91  °/o 

Fairfax  Cone,  chairman  of  the  ex- 
ecutive committee  of  Foote,  Cone,  & 
Belding,  Chicago  offered  his  defense 
of  television,  along  with  a few  words 
of  advice,  in  a feature  speech  scheduled 
for  Saturday  at  the  convention  of  the 
American  Assn,  of  Advertising  Agen- 
cies at  Boca  Raton,  Fla.  (Also  see  page 
36). 

Mr.  Cone  said:  “Quite  naturally  [the 
networks  and  stations]  want  to  please 
our  clients,  but  first  they  must  please 
their  viewers  ...  or  there  won’t  be  any 
viewers  for  our  clients  to  talk  to. 

“Personally,  I am  convinced  that  the 
broadcasters  are  giving  the  public  what 
the  majority  of  the  public  wants.  And 
when  I say  the  majority  I don’t  mean 
51%,  I mean  something  much  more 
like  91%. 

“Perhaps  belatedly,  but  nonetheless 
surely,  the  broadcasters  as  a whole  are 
taking  increasingly  good  care  of  the 
9%  who  want  something  other  than 
entertainment  for  all  their  viewing  and 
whatever  that  other  percent  may  be 
who  want  something  else  for  part  of 
their  viewing. 

“I  have  quarrelled  frequently  with 
what  is  to  me,  as  one  of  the  minority, 
the  scarcity  of  more  intellectual  and 
more  artistic  fare  during  the  hours 
when  I would  like  to  look  and  listen. 
But  my  quarrel  grows  less  as  time  goes 
by.  And  I think  the  reason  is  this: 

More  To  See  ■ “Television  at  its  best 
- — and  there  is  a great  deal  of  this — 
and  fm  radio  and  our  magazines  and 
newspapers  give  us  so  much  more  to 
hear  and  see  and  know  about  than  any 
other  people  have  ever  had  before  that 
I think  we  should  be  thankful.  Critical 
still,  but  thankful  nonetheless. 

“This  is  not  to  say  that  I think  we 
have  no  further  to  go — the  public  will 
have  to  decide,  just  as  it  always  has. 
And  I only  hope  that  the  broadcasters 
will  remember  that  whatever  reason- 
able programming  the  majority  may 
decide  it  wants  there  is  also  a smaller 
group  that  cannot  be  forgotten. 

“There  have  j)een  times  when  I have 
followed  the  harsher  critics’  line.  But 
I think  that  I and  some  of  my  friends 
have  been  selfish;  or  worse  still,  patron- 
izing: we  thought  that  what  we  wanted 
would  be  better  for  everyone  else. 

“Anyway,  television  programming  is 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television 

network  shows  for  each 

day  of  the  week  April  14-20  as  rated  by  the  multi-city  Arbitron 
ratings  of  America  Research  Bureau. 

Instant 

Date 

Program  and  Time 

Network 

Rating 

Thur.,  April  14 

Untouchables  (9:30  p.m.) 

ABC-TV 

35.1 

Fri.,  April  15 

Twilight  Zone  (8:30  p.m.) 

NBC-TV  • 

20.3 

Sat.,  April  16 

Gunsmoke  (10  p.m.) 

CBS-TV 

28.8 

Sun.,  April  17 

Rebel  (9  p.m.) 

ABC-TV 

20.9 

Mon.,  April  18 

Danny  Thomas  (9  p.m.) 

CBS-TV 

25.2 

Tue.,  April  19 

Garry  Moore  (10  p.m.) 

CBS-TV 

27.1 

Wed.,  April  20 

Wagon  Train  (7:30  p.m.) 

Copyright  1960  American  Research  Bureau 

NBC-TV 

33.1 

not  (agencies’)  responsibility  any  more 
than  publishing  McCall’s  Magazine  or 
the  New  York  Times.  To  place  adver- 
tising or  not  in  programs  that  are  of- 
fered is  our  only  choice.  The  idea  of 
our  insistence  on  any  programming  that 
any  network  or  any  station  doesn’t  want 
is  a fiction  and  a libel  on  the  advertis- 
ing agency  business.” 

Summer  rates,  shows 
new  for  Westmghouse 

Westinghouse  Broadcasting  Co.  is 
trying  to  make  summertime  a better 
television  buy.  In  two  steps  toward 
this  end,  WBC  stations  are  offering  a 
more  favorable  discount  for  hot-weather 
advertisers  and  adding  new  summer 
programming. 

The  discount  structure,  named  “op- 
tional equation  plan,”  lets  an  adver- 
tiser buy  at  a 35%  discount  for  13 
weeks  beginning  June  5.  However,  he 
forfeits  the  52-consecutive-week  dis- 
count of  20%,  dropping  back  to  15% 
for  non-summer  weeks.  This  works  out 
to  the  same  expenditure  for  a year- 
round  advertiser.  WBC  sales  vice-presi- 
dent A.W.  Dannenbaum,  explaining 
the  move,  said  it  recognized  the  fact 


Write  your  own 

Texaco  Inc.  has  launched  a tv 
commercial  writing  contest  (to 
end  in  mid  June)  through  more 
than  43,000  dealers  in  the  U.S. 
and  Canada.  Motorists  can  pick 
up  entry  blanks  and  fill  in  their 
own  messages  in  50  words  or 
less  about  Texaco’s  gasoline.  The 
entry  blank  presents  a four-frame 
“storyboard,”  depicts  how  it 
might  be  written  by  the  profes- 
sional and  provides  blank  spaces 
for  the  novice. 

Texaco  acknowledged  the  con- 
test makes  hay  of  the  “consider- 
able criticism  directed  at  current 
tv  commercials  by  the  public”  by 
inviting  the  viewer  to  try  his  own 
skill.  Cunningham  & Walsh  is 
Texaco’s  agency. 


that  all  media  suffer  in  the  summer 
heat. 

The  company  also  added  some  sum- 
mer programming  innovations  such  as 
a new  series  called  Night  School;  a 
documentary  on  Korea,  Bowl  of  Dark- 
ness, and  Critique,  an  examination  of 
national  moral  fibre. 

WBC  television  stations  are  WBZ-TV 
Boston,  KYW-TV  Cleveland,  WJZ-TV 
Baltimore,  KDKA-TV  Pittsburgh  and 
KPIX  (TV)  San  Francisco. 

AD  TESTING 
Effectiveness  guide 
offered  by  Graustein 

Lever  Bros.’  marketing  research  di- 
rector last  week  suggested  some  ways 
to  take  the  guesswork  out  of  adver- 
tising. 

One  of  them  is  a refinement  in 
Schwerin  Research  Corp.’s  established 
testing  method  for  tv  commercials.  An- 
other is  a proposed  industry  plan  to  set 
up  reliable  “predictors”  of  advertising 
effectiveness. 

A.R.  Graustein  Jr.  of  Lever  Bros, 
described  the  ideas  for  the  New  York 
Chapter  of  the  American  Marketing 
Assn,  in  a talk  titled  “Alchemy,  Astrol- 
ogy and  Marketing  Research.” 

The  Schwerin  development  has  been 
given  a working  name,  “Advertising 
Message  Effectiveness  Service.”  In  a 
test  of  a tv  commercial,  a consumer 
panel  is  given  a choice  of  the  test 
brand  as  a “door  prize”  before  and 
after  a commercial  and  program  are 
screened.  To  arrive  at  message  effec- 
tiveness, Schwerin  removes  from  the 
sample  those  who  selected  the  adver- 
tised brand  on  the  pre-choice.  Then 
the  number  holding  each  of  several  dif- 
ferent “attitudes”  (regarding  color, 
complexion  care,  other  product  quali- 
ties) about  the  brand  is  determined. 
Next,  the  number  who  post-selected  the 
advertised  brand  is  determined  accord- 
ing to  attitude.  This  gives  an  indicator 
for  the  relative  power  of  each  attitude 
as  affected  by  the  commercial,  which 
motivate  brand  selection. 

The  Test  in  Action  ■ Already,  lim- 
ited experimental  work  has  shown 
post-commercial  swings  “from  a mark- 
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edly  negative  influence  to  a positive 
influence  so  strong  that  86%  of  those 
who  became  convinced  of  the  claim 
shifted  to  the  advertised  product  in  the 
post-choice,”  Mr.  Graustein  said.  He 
didn’t  name  the  product  tested  but  said 
the  86%  winner  “was  particularly  in- 
triguing because  the  highly  effective 
claim  was  not  verbalized  in  the  audio, 
but  merely  implied  in  the  video”  por- 
tion of  the  commercial. 

Mr.  Graustein  also  outlined  a non- 
partisan plan  to  find  “predictors”  of 
ad  effectiveness.  He  asked  his  audience 
to  work  for  the  plan  under  auspices  of 
Advertising  Research  Foundation  or 
some  other  business  group.  His  sample 


plan  would  work  like  this: 

Take  a number  of  markets  where 
new  products  are  to  be  introduced.  Set 
up  a testing  period,  say  12  weeks.  Es- 
tablish consumer  test  panels  and  de- 
velop questions  which  will  help  define 
each  proposed  predictor  (attitude  to- 
ward each  of  a spectrum  of  brands, 
“liking”  for  the  advertising,  believabil- 
ity,  copy-point  playback,  etc.).  Also 
establish  current  brand  usage  for  a 
base. 

Interviews  would  be  held  prior  to 
the  first  advertising  and  then  repeated 
with  the  same  panels  every  two  weeks 
for  the  entire  12.  The  six  flights  of 
interviews  then  could  be  tabulated  ac- 


cording to  product  tryers  and  holdouts, 
attitude  changes  or  response  to  the  prod- 
uct and  length  of  trial. 

This  would  test  the  validity  of  the 
factors  set  up  as  predictors,  indicating 
the  time  and  force  needed  in  advertis- 
ing to  induce  brand  trial,  Mr.  Grau- 
stein believes. 

The  speaker  didn’t  offer  any  pre- 
dictors for  his  technique.  But  it  would 
achieve  its  objective,  he  said,  “if  it 
merely  suggests  that  perhaps  there  may 
be  simpler  ways  of  attacking  the  ad- 
vertising effectiveness  problem  than  are 
sometimes  realized,  and  if  it  helps, 
however  slightly,  to  get  authoritative 
studies  going  in  this  area.” 


For  Midas,  silence  is  golden 


Silence  might  be  muffling,  particu- 
larly to  a sponsor  who  buys  time  for 
his  message,  but  Midas  Inc.,  fast- 
growing producer  of  automobile 
mufflers,  has  ordered  just  that  for 
one  of  its  newest  tv  commercials. 

Animation  Inc.  has  completed  an 
animated  “silence  is  golden”  spot 
for  use  on  NBC-TV’s  Jack  Paar  Spe- 
cial Tuesday  (April  26),  to  be  co- 
sponsored by  Midas  and  Elgin  Na- 
tional Watch  Co.  It  also  will  appear 
on  NBC-TV’s  The  Plainsman  and 


People  Are  Funny  for  Midas,  which 
currently  spends  the  hulk  of  its  na- 
tional advertising  budget  in  broad- 
cast media,  mostly  network  tv.  Tag 
line:  “This  commercial  is  almost 
completely  muffled!!!” 

The  “silence”  commercial,  one  of 
a series  produced  through  Edward 
H.  Weiss  & Co.,  Chicago,  includes 
a brief  “courtesy”  announcement 
and  57  seconds  of  animated  cue 
cards  against  a musical  background. 
Other  credits:  Rolf  Brandis,  who 


produced  the  spot  for  the  agency; 
Art  Guse,  storyboard;  pianist-com- 
poser Jack  Fascinato,  who  created 
the  sound  track  (and  who  is  “con- 
sidering” his  own  album,  to  be  titled 
“Music  to  Muffle  Your  Motor  By”); 
and  Earl  Klein,  president  of  Anima- 
tion Inc. 

Other  Midas  commercials  already 
completed  in  the  present  series  fea- 
ture Ben  Grauer  (in  live  action  video 
tape  on  the  special)  and  professional 
actors  in  live  action  “documentary.” 
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food  chains 


MUST  be  right 
about 


WDAY-TV! 


Every  important  food  chain  in  Fargo  uses  big 
time  on  WDAY-TV  — on  a year-’round  basis! 

This  does  more  than  confirm  the  judgment  of 
the  large  national  advertisers  who  use  WDAY-TV. 
Because  these  big  local  advertisers  don’t  have  to 
depend  on  ratings,  coverage  maps  or  other  printed 
material  that  may  or  may  not  tell  the  whole  story 
of  any  station’s  effectiveness.  These  local  adver- 
tisers know  their  market  and  its  preferences.  They 
just  simply  can’t  be  wrong. 

PGW  has  all  the  facts.  Ask  your  Colonel! 


WDAY-TV 

FARGO,  N.  D.  • CHANNEL  6 


Affiliated  with  NBC 

PETERS,  GRIFFIN,  WOODWARD,  Inc. 
Exclusive  National  Representatives 


Jane  Johnston  speaks  for  Red  Owl  on 
the  Red  Owl  Theatre  on  WDAY-TV 


Bill  Weaver  speaks  for  Super  Valu  in 
their  very  heavy  spot  schedule  on 

WDAY-TV 


Carol  Olson  speaks  for  Fairway-Super 
F air  in  the  Phil  Silvers  Show  on 
WDAY-TV 
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°o  MORE 
° LISTENERS 

^ than  the  2nd  best  station 
q reaching  the 

°SPRINGFIELD 

MASSACHUSETTS 

Metropolitan  Market 

O AND 

19%  MORE 

than  all  other  7 
stations  lumped  together! 


Get  fill  the  Ja/U 

Call  Hollingbery  or  Kettell-Car- 
ter  for  rates  and  availabilities 

WSPR 

1 OOO  WATTS  1 270  KC 

SPRINGFIELD,  MASSACHUSETTS 


COLOMBIAN  COFFEE  ON  TV 

Campaign  sells  awareness  of  its  existence 


“Now  exactly  what  is  Juan  Valdez 
trying  to  sell?” 

This  question  undoubtedly  has 
crossed  the  minds  of  many  New  York 
tv  viewers  who  have  seen  one-minute 
spot  announcements  on  various  stations 
featuring  a “caballero”  dressed  as  a 
typical  Colombian  coffee  plantation 
owner.  Coffee  from  Colombia??? 

“That’s  precisely  the  main  reason 
the  sponsor,  the  National  Federation 
of  Coffee  Growers  of  Colombia,  de- 
cided to  start  its  first  advertising  cam- 
paign in  the  United  States,”  commented 
Leonard  L.  Press,  account  executive  for 
Doyle  Dane  Bernbach,  which  created 
the  campaign.  “Most  Americans  are 
not  aware  that  Colombia  produces  cof- 
fee and  that  many  of  the  better-quality 
coffee  brands  sold  here  use  Colombian 
coffee  predominantly.” 

The  Federation  budget  for  1960  is 
$1  million,  of  which  about  one-third  is 
in  tv  in  New  York  alone.  (The  rest  of 
the  expenditure  is  in  newspapers).  This 
initial  phase,  Mr.  Press  recounted,  be- 
gan in  January  and  is  educational  in 
nature.  Though  no  brand  names  are 
mentioned  in  the  advertising,  the  Fed- 
eration hopes  to  spread  its  belief  that 
Colombian  coffee  is  the  world’s  finest; 
persuade  consumers  to  ask  for  brands 
which  contain  Colombian  coffee,  and 
perhaps  stimulate  roasters  and  retailers 
to  concentrate  more  attention  on  Co- 
lombian blends.  Mr.  Press  estimates 
that  about  25%  of  all  coffee  sold  in 
the  United  States  is  the  Colombian 
variety.  The  Federation’s  advertising 
push  is  calculated  to  raise  this  per- 
centage. 

Travelogue  ■ The  commercial,  a hu- 
man-interest travelogue,  stars  the  per- 
sonable Senor  Valdez.  He  is  outfitted 
with  such  Latin-American  accoutre- 
ments as  a straw  sombrero,  and  a 
“mulera”  (a  shawl),  and  usually  is 
accompanied  by  a burro.  Senor  Valdez, 
in  real  life,  is  Jose  Duval,  a New  York 
singer,  who,  the  agency  felt,  “looked 
the  part.”  He  went  on  location  in  Co- 
lombia for  the  commercials  with  Mr. 
Press  and  Don  Trevor,  director  of  tv- 
radio  for  DDB.  who  served  as  producer. 
Mr.  Press  comments:  “He  proved  to  be 
a natural.  Now  when  he  walks  New 
York  streets  in  his  plantation  owner 
outfit,  people  recognize  him  and  greet 
him:  ‘Hi,  Juan.  You’re  Juan  Valdez, 
the  Colombian  coffee  man,  aren’t 
you?’  ” 

Some  of  the  commercials  are  in  bal- 
lad form.  They  shown  Juan  Valdez  and 
a mule  going  down  the  mountain  (pho- 
to above)  with  music  accompaniment 
and  audio:  “This  is  the  tale  of  Juan 


Valdez/  Stubborn  Man,  as  the  story 
says/  Lives  way  up  on  a mountain- 
top/  Growing  the  finest  coffee  crop/ 
Coffee/  Mountain  coffee/  Coffee  of 
Colombia/  Shades  his  trees  from  the 
burning  sun/  Tends  them  carefully,  one 
by  one/  Picks  each  coffee  bean  by 
hand/  The  finest  coffee  in  all  the  land/ 
Coffee/  Shade  tree  Coffee/  Coffee  of 
Colombia  . . .” 

The  campaign,  according  to  Mr. 
Press,  has  created  quite  a stir.  Congrat- 
ulatory letters  have  been  written  by 
roasters  including  Albert  Ehlers  Inc., 
the  Nestle  Co.  and  M.J.B.  Co.  The 
note  from  Albert  Ehler  Jr.  pointed  out 


Colombian  Caballero 


Mountain  grown  coffee 

that  sales  have  increased  and  added: 
“Perhaps  some  portion  of  this  may  be 
attributable  to  the  Colombia  ads.” 
William  Bernbach,  DDB  president,  is 
credited  with  having  conceived  the  idea 
for  the  campaign.  The  script  writer  was 
Rita  Selden  and  the  art  director  was 
Bill  Taulin.  The  music  for  the  ballad 
was  composed  by  Mitch  Leigh  of  Music 
Makers  Inc.  and  the  lyrics  by  Mrs. 
Phyllis  Robinson,  vice  president  and 
copy  chief  of  DDB. 

Mr.  Press  remarked  that  the  agency 
and  client  are  “highly  pleased"  with 
the  initial  tv  campaign  in  New  York. 
Future  plans?  Mr.  Press  replied:  “We’ll 
be  evaluating  our  program  in  June.  It 
could  mean  more  tv  markets  in  Colom- 
bia coffee’s  future.” 

■ Business  briefly 

Follow-up  ■ Joseph  Schlitz  Brewing 
Co.  (for  Old  Milwaukee  beer),  through 
Gordon  Best  Co.,  Chicago,  is  mapping 
a radio-tv  spot  schedule  in  major  cities 
as  a follow-up  to  test  campaign  in  three 
mid-west  markets.  Plans  will  be  an- 
nounced in  next  fortnight. 

Keeps  'Secret'  ■ American  Gas  Assn., 
N.Y.,  has  pledged  sponsorship  of  The 
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The  only  advertising  of  Mary  Jane  candies  in  March  was  one 
half-hour  weekly  on  the  BIG  MAC  SHOW,  over  WHDH-TV,  Boston, 
through  Ingalls  Associates.  After  just  one  month  on  the  air,  sales 
jumped  90%  over  the  previous  year,  the  biggest  March  in  history, 
according  to  Richard  Gates,  Sales  Manager  of  the  Charles  N.  Miller 
Company,  makers  of  Mary  Jane  candies.  You'll  love  the  results 
Big  Mac  will  get  for  you.  Get  aboard  the  Big  Mac  sales  train  today. 


CALL  OR  WIRE 
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I.  I.  I. 


NEW  YORK 
CHICAGO 
DALLAS 
LOS  ANGELES 


247  Park  Avenue,  MUrray  Hill  7-7800 
75  E.  Wacker  Dr.,  DEarborn  2-2030 
1511  Bryan  St.,  Riverside  7-8553 
400  S.  Beverly  Drive,  CRestview  6-5886 
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SWEET  TOOTH  CROWD  GORGES  ON  TV 

Candy  billing  up  23.6%  in  ’59,  pet  products,  gasoline  up  too 


Here’s  sweet  news  for  television:  tv 
was  the  leading  national  advertising 
medium  for  the  confectionery  industry 
in  1959. 

Television  gross  time  billing  for  con- 
fectionery companies  amounted  to 
$26.2  million,  up  23.6%  over  the  $21.2 
million  in  1958,  according  to  data  re- 
leased last  week  by  the  Television 
Bureau  of  Advertising.  Simultaneously, 
TvB  issued  these  reports  on  gasoline- 
lubricant  and  pet  products  advertisers: 

■ For  the  first  time,  tv  billings  for 

Leading  pet  food  brands 

Spot 

1.  Purina  Dog  Chow  (Ralston  Purina)  $627,520 

2.  Gaines  Dog  Meal  (General  Foods)  690,070 

3.  Surechamp  Dog  Food  (General  Mills)  413,350 

4.  Ken  L Dog  Foods  (Quaker  Oats)  41,260 


5. 

Rival  Pet  Food 

(Associated  Products) 

819,320 

6. 

Kasco  (Corn  Products) 

638,480 

7. 

Dash  Dog  Food  (Armour) 

— 

8. 

Sergeant  Pet  Care  Products 

(Polk  Miller) 

6,050 

9. 

Pard  Dog  Food  (Swift) 

520,400 

10. 

Hunt  Club  Dog  Food 

(Standard  Brands) 

469,220 

Leading  pet  food  companies 

Spot 

l. 

Ralston  Purina 

$627,520 

2. 

General  Foods 

850,820 

3. 

Quaker  Oats 

71,110 

4. 

General  Mills 

413,350 

5. 

Associated  Products 

819,320 

6. 

Standard  Brands 

811,690 

7. 

Corn  Products  Refining 

638,480 

8. 

Armour  & Co. 

. — . 

9. 

Polk  Miller  Products 

. — 

10. 

Swift  & Co. 

529,600 

gasoline-lubricant  companies  topped 
expenditures  in  any  other  medium, 
reaching  $32.8  million,  as  compared 
with  the  previous  high  of  $28  million 
in  1958.  Spot  tv  represented  $22.9 
million  of  the  total  and  network  tv, 
$9.9  million.  TvB  noted  that  gasoline 
companies  are  expanding  the  number 
of  markets  they  are  using,  particularly 
through  the  addition  of  network  tv  and 
regional  tv. 

■ Pet  product  tv  advertising  jumped 
by  23.4%  in  1959  to  $14.4  ($7.7 
million  in  network  and  $6.7  million  in 


spot).  Television  expenditures  by  pet 
product  advertisers,  TvB  stressed,  ex- 
ceeded 50%  of  the  total  spent  in  all 
media  by  the  classification. 

Confectioners  allocated  $13.4  million 
to  national  and  regional  spot  tv  and 
$12.8  million  to  spot  in  1959.  A side- 
light revealed  by  TvB:  in  1955  per 
capita  consumption  of  confectionery 
products  reached  a low  of  15.5  pounds; 
by  1958,  it  had  risen  to  16.4  pounds. 
Confectioners  relate  the  consumption 
increase  to  television  advertising. 


The  leading  petroleum  advertisers  on  tv 


Network 

TOTAL 

Spot 

Network 

TOTAL 

$1,922,428 

$2,549,948 

1; 

Texaco 

$649,000 

$5,816,000 

$6,465,000 

1,593,360 

2,283,430 

2. 

Shell  Oil 

2,452,000 

112,000 

2,564,000 

612,706 

1,026,056 

3. 

Esso  Standard  Oil 

2,014,000 

292,000 

2,306,000 

957,946 

999,206 

4. 

Gulf  Oil 

823,000 

1,443,000 

2,266,000 

5. 

Sun  Oil 

2,039,000 

■ — 

2,039,000 

— 

819,320 

6. 

Standard  Oil  (Indiana) 

1,680,000 

253,000 

1,933,000 

— 

638,480 

7. 

Socony  Mobil  Oil 

564,000 

1,140,000 

1,704,000 

607,065 

607,065 

8. 

Atlantic  Refining 

1,543,000 

— 

1,543,000 

9. 

Phillips  Petroleum 

1,324,000 

- — - 

1,324,000 

544,686 

550,736 

10. 

Standard  Oil  (California) 

1,222,000 

— 

1,222,000 

— 

520,400 

The  above  are  gross  time 

billings  and  do 

not  include  program  costs. 

— 

469,220 

The  top  ten  confectionery  advertisers 


Network 

TOTAL 

Beech  Nut-Life  Savers 

Network  Tv 
$3,258,558 

Soot  Tv 
$2,250 

TOTAL 

$3,260,808 

$1,922,428 

$2,549,948 

American  Chicle 

1,370,019 

1,804,780 

3,174,799 

1,593,360 

2,444,180 

Wm.  Wrigley  Jr. 

— 

2,749,420 

2,749,420 

1,348,748 

1,419,858 

Food  Manufacturers 

. — • 

1,940,190 

1,940,190 

612,706 

1,026,056 

Sweets  Co.  of  America 

1,787,939 

152,050 

1,939,989 

— 

819,320 

Mars  Inc. 

1,616,994 

41,770 

1,658,764 

— 

811,690 

Peter  Paul 

510,582 

940,020 

1,450,602 

607,065 

595,741 

638,480 

607,065 

595,741 

Hollywood  Brands 

675,950 

254,180 

930,130 

New  England  Confectionery 

— • 

709,860 

709,860 

529,600 

Chunky  Chocolate 

— 

688,810 

688,810 

Secret  World  of  Eddie  Hodges,  an  hour- 
long  musical  comedy  special  scheduled 
for  June  23  on  CBS-TV  (Thurs.  10-11 
p.m.).  Formerly  titled  Eddie  in  Won- 
derland, the  program  stars  Eddie 
Hodges  as  a boy  whose  imagination 
puts  him  in  contact  with  his  heroes  and 
heroines.  Agency:  Lennen  & Newell, 
N.Y. 

Elgin  at  wedding  ■ Elgin  National 
Watch  Co.,  Elgin,  111.,  will  sponsor 
CBS  Radio’s  two  broadcasts  covering 
the  wedding  of  Princess  Margaret  at 
London’s  Westminster  Abbey  May  6. 
A morning  program,  which  will  pre- 
empt House  Party  from  10:05  to  10:30 
a.m.,  will  record  the  ceremony  and 
highlights  of  the  wedding  pageantry. 
Another  program  from  7:45  to  8 p.m., 
titled  A Princess  Marries,  will  review 
the  wedding  day  events.  Agency:  J. 
Walter  Thompson,  N.Y. 

Third  'Wizard'  ■ Benrus  Watch  Co. 
(Grey  Adv.)  and  Stephen  F.  Whitman  & 
Son,  candy  manufacturers  (N.  W.  Ayer 
& Son),  will  repeat  their  co-sponsorship 
of  The  Wizard  of  Oz  on  CBS-TV  Dec. 
11  (Sun.  5:30-7:30  p.m.  EST).  The 


movie  starring  Judy  Garland  was  spon- 
sored by  the  same  advertisers  on  Dec. 
13,  1959,  and  was  first  seen  on  the  net- 
work Nov.  3,  1956. 

Coke  special  ■ The  Coca-Cola  Co., 
via  McCann-Erickson,  N.Y.,  will  bor- 
row Pat  Boone  from  Chevrolet  for  a 
one-hour  musical  salute  to  teenagers 
on  ABC-TV  June  27  (Mon.  9:30-10:30 
p.m.  EDT).  Entitled  Swing  Time,  the 
special  will  also  feature  young  singing 
stars  Paul  Anka,  Frankie  Avalon, 
Fabian,  and  others,  as  well  as  winners 
of  the  “Talentsville  U.S.A.”  competi- 
tion sponsored  by  local  Coca-Cola  Bot- 
tlers (Broadcasting,  Jan.  18). 

MBS  buys  ■ Curtis  Publishing  Co., 
Philadelphia,  has  bought  time  for  two 
of  its  magazines  on  Mutual.  Saturday 
Evening  Post  has  Tuesday  announce- 
ments during  MBS  newscasts;  Ladies 
Home  Journal  times  its  newscast  com- 
mercials to  a two-day  period  prior  to 
newstand  sale  of  the  monthly  publica- 
tion and  continues  campaign  through 
first  several  days  each  issue  is  available. 
Agency:  BBDO.  Champion  Spark 


Plugs,  through  J.  Walter  Thompson, 
N.Y.  has  purchased  spots  on  Mutual’s 
weekday  and  weekend  newscasts. 

Agency  appointments 

b Greater  Atlanta  Rambler  Dealers 
Assn,  names  Geyer,  Morey,  Madden  & 
Ballard  Inc.,  Detroit. 

■ Fradelis  Frozen  Food  Corp.,  L.  A., 
appoints  Beckman»Koblitz  Adv.,  that 
city,  to  handle  advertising,  merchandis- 
ing and  sales  promotion.  An  extensive 
three-month  campaign  in  tv,  radio, 
newspapers  and  trade  publications  be- 
gan March  28,  according  to  the  agency. 
Supermarket  contests  with  multiple 
prizes  have  been  introduced. 

■ Carling  Brewing  Co.,  Cleveland,  ap- 
points Lund-Heitman  Smith,  Honolulu, 
as  its  Hawaiian  agency. 

■ Sunbeam  Corp.  (electric  appliances), 
Chicago,  appoints  Foote,  Cone  & Beld- 
ing,  that  city,  to  handle  advertising  for 
new  product  to  be  introduced  this  fall. 
Perrin-Paus,  Chicago,  will  continue  to 
handle  appliances  and  other  products. 
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Facts  are  the  fabric  of  sound  decisions. 


And  it’s  a fact  that  there’s  gold  in  the  Shreveport 
market ...  a major  share  of  which  is  being 
spent  by  KSLA-TV  viewers  for  products  seen  on  the 
clean,  clear  picture  KSLA-TV  offers  the  Ark  La  Tex! 

It’s  a further  fact  that  more  people 
watch  and  prefer  KSLA-TV 
( and  we  have  the  ratings  to  prove  it) ! 

Our  prospectors,  Harrington,  Righter  6-  Parsons, 
have  ALL  the  facts  and  will  help  you  “pan”  your 
share  of  the  gold  from  this  rich  and  growing  market!! 


shreveport,  la. 


: THE  MEDIA  _ 

EDITORS  OPPOSE  NEW  REGULATIONS 

Poll  at  ASNE  convention  shows  they  favor  self-regulation 


The  nation’s  newspaper  editors  are 
overwhelmingly  opposed  to  more  regu- 
lations or  new  laws  as  a solution  to 
broadcasting’s  problems. 

A poll  of  editors  representing  large, 
medium  and  small  markets  shows 
agreement  that  more  government  con- 
trol is  not  the  answer  to  the  problem. 
In  general  they  feel  the  solution  lies 
within  the  broadcasting  industry  itself. 

The  broadcasting  poll  was  con- 
ducted at  the  annual  convention  of  the 
American  Society  of  Newspaper  Edi- 
tors, held  April  21-23  in  Washington. 
It  was  based  on  a spot  check  or  cross 
section  of  editors  representing  news- 
paper-only  and  newspaper-broadcaster 
affiliations. 

Editors  contacted  showed  an  almost 
complete  independence  of  thought  in 
cases  where  broadcast  properties  are 
operated  under  common  ownership. 
And  in  nearly  every  instance  they  in- 
sisted the  inter-medium  competition  of 
newspapers  and  broadcasters  had  no 
affect  on  press  reporting  and  commen- 
taries on  the  quiz  scandals  and  payola 
charges. 

Those  interviewed — and  they  repre- 
sented newspapers  in  New  York,  Chi- 
cago, Los  Angeles,  Henderson,  N.C. 
and  14  other  markets — took  the  posi- 
tion there  are  plenty  of  laws  now,  and 
plenty  of  regulations,  too.  The  prospect 
of  more  bureaucratic  control  appalled 
them,  though  few  showed  any  special 
fear  that  government  entry  into  broad- 
cast program  content  might  lead  even- 
tually to  censorship  of  newspapers. 

The  editors  chided  broadcasters, 
especially  those  in  medium  and  small 
markets,  for  a declared  failure  to  offer 
responsible  news  coverage  or  to  hire 
trained  personnel. 

Special  emphasis  was  placed  by  a 
number  of  editors  on  what  they  de- 
scribed as  broadcasters’  failure  to  as- 
sume proper  control  over  programming, 
with  agencies,  advertisers  and  package 
producrs  described  as  the  actual  editors 
of  broadcast  programming.  A number 
said  broadcasters  could  avoid  this  type 
of  criticism  by  employing  the  news- 
paper-magazine concept  of  open  edi- 
torial-news space.  Under  this  format, 
they  emphasized,  the  advertiser  has  no 
control  over  programs.  As  applied  to 
broadcasting,  sales  to  advertisers  would 
be  based  on  separate  announcement  in- 
tervals independent  of  programs. 

Here  are  the  comments  of  newspaper 
editors,  with  broadcast  affiliation  or 
ownership  indicated: 


Milburn  P.  Akers,  editor,  Chicago 
Sun-Times:  I’m  opposed  to  more  reg- 
ulation of  broadcasting — rand  newspa- 
pers, too.  Competitive  aspects  might 
have  had  a slight  influence  on  news- 
paper coverage  of  broadcast  scandals, 
but  only  in  a few  instances. 

Robert  W.  Brown,  associate  editor, 
St.  Petersburg  (Fla.)  Times:  Radio  and 
television  must  capture  control  of  pro- 
gramming from  agencies  and  produc- 
tion firms.  Already  the  scandals  have 
had  a favorable  effect  on  programming. 
Newspapers  featured  the  stories  because 
these  people  involved  in  rigged  quiz 
shows  were  household  names.  I doubt 
if  inter-media  competition  influenced 
the  way  newspapers  covered  the  scan- 
dals except  possibly  in  such  highly  com- 
petitive markets  as  New  York  and  West 
Coast  cities.  We  need  more  legislation 
and  regulation  like  we  need  a hole  in 
the  head. 

Turner  Catledge,  managing  editor, 
New  York  Times  (WQXR-AM-FM) 
and  new  president  of  ASNE:  The  FCC 
will  not  go  any  farther  than  the  public 
will  stand  for.  Pending  legislation  offers 
no  particular  threat  to  freedom  of  the 
press,  which  is  the  same  as  freedom  of 
the  air.  There’s  nothing  worse  than 
being  neglected.  Broadcasting  can’t 
complain  that  it’s  being  neglected.  Every 
industry  must  police  itself.  The  solu- 
tion? lust  keep  going. 

Norman  Chandler,  former  pub- 
lisher of  Los  Angeles  Times  and  now 
president  of  Time-Mirror  Co.  (KTTV- 
[TV]) : Government  entry  into  the  field 
of  program  content  would  be  a calam- 


A  proposal 

The  establishment  of  a News 
Committee  for  Mass  Coverage 
representing  newspaper,  wire  serv- 
ices and  broadcasting,  was  rec- 
ommended by  John  F.  Day,  vice 
president,  CBS  News,  during  a 
panel  discussion  last  Saturday 
(April  23)  at  the  annual  conven- 
tion of  the  American  Society  of 
Newspaper  Editors  in  Washing- 
ton. Mr.  Day  proposed  the  com- 
mittee be  organized  in  Washing- 
ton to  prevent  such  “mob  cover- 
age” scenes  as  occurred  during 
Nikita  Khrushchev’s  visit  to  the 
United  States  last  summer. 


ity.  Threats  of  new  legislation  and  pro- 
gram controls  do  not  offer  a threat  in 
the  near  future  to  freedom  of  the  press. 
The  broadcasting  industry  must  work 
out  fits  own  problems. 

Carl  Corbin,  editor,  New  Orleans- 
Item:  Just  one  more  good  story.  The 
equal  time  rule  (Sec.  315)  is  unduly 
restrictive.  Radio  and  television  are 
starting  to  meet  their  public  image 
problem  by  an  information  campaign. 
I doubt  if  program  control  would  have 
any  effect  on  freedom  of  the  press. 

Henry  A.  Dennis,  editor,  Henderson 
(N.C.)  Dispatch:  They’re  trying  to 
regulate  everything  in  Washington.  The 
public  will  make  the  television  people 
toe  the  line.  We  haven’t  played  up  the 
quiz  scandals  unduly,  merely  carrying 
the  AP  stories  just  as  we  carry  any 
other  news.  They’ve  got  too  many  laws 
and  regulations  now. 

Robert  W.  Goodell,  president  and 
editor,  San  Luis  Obispo  (Calif.)  Tele- 
gram-Tribune: It  was  a heck  of  a good 
story.  There’s  no  call  for  more  legisla- 
tion or  regulation  just  because  of  one 
or  two  crooked  quiz  programs.  Once  a 
government  bureaucracy  starts  regulat- 
ing, it’s  hard  to  stop. 

Norman  E.  Isaacs,  managing  editor, 
Louisville  Times  (WHAS-AM-TV) : 
Coverage  of  the  broadcasting  scandals 
was  not  fanned  out  of  proportion  to  the 
public’s  interest  just  because  the  media 
are  competitive.  Some  years  ago  the 
story  involving  newspapermen  on  the 
payroll  of  the  Illinois  governor’s  office 
was  given  a big  play  by  newspapers. 
All  those  shenanigans  at  the  FCC 
haven’t  helped  the  broadcasters’  prob- 
lems. 

John  S.  Knight,  president,  Knight 
Newspapers  Inc.  (WAKR-AM-TV 
Akron,  Ohio,  WCKR  Miami):  I’m 
against  government  control.  It’s  the 
responsibility  of  the  broadcasters  them- 
selves. 

Robert  Lasch,  editor  of  editorial 
page,  St.  Louis  Post-Dispatch  (KSD- 
AM-TV ) : Broadcasters  should  become 
editors  of  their  own  programs.  They 
show  their  capacity  when  they  produce 
and  control  their  own  broadcasts.  We’re 
opposed  to  legislation  and  regulation  as 
a solution  to  the  problem. 

Robert  C.  Notson,  managing  editor, 
Portland  Oregonian  (KOIN-AM-TV 
Portland,  WSYR-AM-TV  Syracuse, 
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N.Y.)  : There’s  a need  to  develop  more 
sense  of  individual  responsibility  as 
broadcasting  grows.  Advertising  con- 
trol over  programs  should  be  elimi- 
nated. More  legislation  and  regulation 
are  not  the  answer.  Such  regulations  as 
the  FCC's  Sec.  317  interpretation  are 
silly. 

Dwight  E.  Sargent,  editorial  page 
director.  New  York  Herald-Tribune 
(affiliated  in  ownership  with  Corinthian 
station) : Broadcasters  invited  all  this 
just  as  the  corruption  of  a few  union 
officials  brought  government  and  pub- 
lic wrath  on  organized  labor.  We  han- 
dled the  scandals  purely  as  a newspaper 
story  of  industry  and  government  cor- 
ruption. At  the  Herald-Tribune  we  hold 
daily  editorial  conferences.  At  no  time 
has  anyone  suggested  playing  up  a 
scandal  story  or  taking  an  editorial 
position  because  of  competitive  aspects. 
Nor  did  we  contact  anyone  in  our  re- 
lated electronic  interests  (Corinthian 
stations)  about  how  we  should  play 
these  stories.  We  simply  recognized  the 
public’s  intense  interest  in  broadcasting 
corruption  and  covered  the  stories  just 
as  we  covered  the  Illinois  newspaper 
scandals  when  reporters  were  found  on 
the  governor’s  payroll.  I don’t  know  the 
answer  but  it  definitely  is  not  federal 
regulation  or  control. 

William  P.  Steven,  executive  editor, 
Minneapolis  Star  & Tribune  (WCCO- 
AM-TV,  Cowles  stations) : A federal 

regulatory  agency  should  have  no  more 
power  to  control  station  program  con- 
tent than  to  control  the  stories  and 
editorials  in  newspapers  transported  by 
a truck  or  other  public  carrier.  The 
broadcasting  problem  centers  around 
advertiser  impact  on  program  content. 
Broadcasters  should  sell  time  between 
programs  rather  than  sell  programs. 
Newspapers  have  open  space  for  their 
news  and  editorials — space  not  influ- 
enced by  the  advertiser.  Federal  broad- 
cast regulatory  powers  should  be  limit- 
ed to  licensing  of  facilities  and  not 
what  goes  on  the  air.  There’s  no  threat 
to  freedom  of  speech  or  press  in  im- 
minent regulations  or  laws  because 
broadcasting  is  directly  licensed  under 
federal  law. 

Mason  C.  Taylor,  editor,  Utica 
(N.Y.)  Observer-Dispatch  & Press:  The 
broadcasting  industry  is  still  going 
through  the  growing-up  stage.  The 
scandal  stories  were  played  up  because 
of  public  interest,  not  because  news- 
papers compete  with  radio  and  televi- 
sion. Extension  of  federal  program 
control  might  eventually  affect  freedom 
of  the  press.  Broadcasters  should  im- 
prove local  news  coverage  and  employ 
competent  news  personnel.  Disc  jock- 
eys are  just  old-fashioned  pitchmen. 

Kenneth  D.  Tooill,  executive  editor, 


Pleased  beginning  ■ The  opening 
ceremonies  of  WBAL-FM  Baltimore 
attracted  some  prominent  Maryland 
citizens.  Discussing  the  latest  addi- 
tion to  WBAL-AM-TV  are  (1.  to  r.) 
Charles  McCabe,  Hearst  Corp.  vice 
president;  Dr.  Peter  Herman  Adler, 
conductor  of  the  Baltimore  Sym- 


phony; Senator  John  M.  Butler;  D. 
L.  Provost,  Hearst  Corp.  vice  presi- 
dent, radio-tv  division;  and  Thomas 
S.  Carr,  WBAL-AM-FM  vice  presi- 
dent and  manager.  The  addition  pre- 
sents Maryland  with  its  only  am-fm- 
tv  broadcasting  service.  WBAL-FM 
began  broadcasting  on  April  11. 


Toledo  (Ohio)  Times:  Regulations,  leg- 
islation? Definitely  not.  It’s  merely  a 
matter  of  maturity,  growing  up.  We 
went  through  all  this  in  the  newspaper 
business — yellow  journalism,  featuring 
of  trivia.  Broadcasting  needs  more  com- 
petent management  and  more  aware- 
ness of  the  public’s  needs  instead  of 
catering  to  low-brow  tastes.  I watch 
television  a lot.  Local  newscasts  remind 
me  of  newspapers  many,  many  years 
ago.  A station  will  run  200  feet  of  film 
covering  a minor  accident  or  crime. 
The  calibre  of  broadcast  entertainment 
should  be  raised. 

M.E.  Walter,  editor,  Houston  Chron- 
icle (KTRH  Houston):  The  quiz  and 
payola  scandals  were  not  over  played 
by  newspapers.  Actually  most  large 
newspapers  own  radio  or  tv  stations 
and  conceivably  some  might  tend  to 
play  down  these  stories.  All  this  has 
had  a salutary  effect — improvement  in 
programs,  especially  on  radio.  I couldn’t 
believe  public  taste  had  descended  to 
the  musical  level  of  some  stations’  pro- 
gramming. A medium  licensed  by  the 
government  inevitably  faces  some  gov- 
ernment controls.  That’s  why  we  op- 
pose federal  aid  to  education.  The  gov- 
ernment would  set  standards  and  assert 
some  control  over  the  way  schools  are 
run.  Tv,  incidentally,  has  been  a bless- 
ing to  morning  papers  but  a headache 
to  afternoon  papers. 

Don  E.  Weaver,  editor  Columbus 
(Ohio)  Citizen-Journal  (Scripps  How- 
ard stations):  You’re  just  going  through 
a period  of  convulsion.  We  went 
through  it  many  years  ago.  It  happens 
when  a government  tries  to  regulate 


ethics  with  laws.  Federal  broadcasting 
regulation  should  be  limited  to  technical 
controls.  If  the  FCC’s  interpretation  of 
Sec.  317  were  applied  to  newspapers, 
I suppose  we  would  have  to  put  an 
italic  precede  on  a baseball  story  ex- 
plaining that  tickets  to  cover  the  game 
were  donated. 

J.  Russell  Wiggins,  executive  editor 
and  vice  president,  Washington  Post 
and  past  president  of  ASNE  (WTOP- 
AM-TV  Washington,  WJXT  [TV]  Jack- 
sonville, Fla.):  Laws  and  regulations? 
Just  say  I’m  against  it. 

SHARED  PROBLEMS 
Newspaper-broadcast 
troubles  analyzed 

Newspaper  editors  last  week  shared 
many  of  their  freedom-of-speech  limita- 
tions with  broadcasters  and  many  of 
the  oft-heard  charges  of  failure  to  pro- 
vide an  enlightened  service  for  public 
consumption. 

Common  broadcaster-newspaper 
problems  were  analyzed  at  the  annual 
convention  of  the  American  Society  of 
Newspaper  Editors,  held  in  Washing- 
ton April  21-23.  Many  of  the  editors 
and  publishers  went  to  New  York  for 
this  week’s  convention  of  the  American 
Society  of  Newspaper  Publishers. 

The  editors  invited  outside  criticism, 
and  got  it.  Among  critics  were  Clare 
Boothe  Luce,  author-journalist,  and 
Marya  Mannes,  of  Reporter  magazine. 
They  appeared  at  the  annual  dinner  of 
the  Women’s  National  Press  Club,  hon- 
oring ASNE,  and  took  full  advantage 
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of  their  topic,  “What’s  Wrong  With  the 
Press.” 

In  a poll  of  a cross-section  of  ASNE 
members  by  Broadcasting,  the  editors 
indicated  almost  unanimous  objection 
to  the  enactment  of  new  laws  or  ex- 
pansion of  FCC  program  powers  as  a 
way  of  meeting  broadcasting’s  present 
problems  (see  story  page  48). 

The  Common  Problem  ■ Frank 
Stanton,  CBS  Inc.  president,  addressed 
the  April  22  luncheon  of  ASNE  on  the 
topic  “Journalism — Half  Slave,  Half 
Free.” 

Dr.  Stanton  said  editors  and  broad- 
casters face  grave  issues  in  their  fight 
for  access  to  information  on  govern- 
ment activities. 

This  is  neither  a duel  between  gov- 
ernment and  journalism  nor  a luxury 
to  the  country,  Dr.  Stanton  said,  but 
rather  a minimum  essential  to  self- 
governed  people.  Dr.  Stanton  said 
journalism  is  “half  free  and  half  slave. 
It  is  free  to  give  out  information;  it  is 
not  free  to  take  in  information.” 

Dr.  Stanton  said  that  passing  resolu- 
tions against  secrecy  in  government  is 
not  enough,  and  urged  both  broadcast- 
ing and  newspapers  to  bring  the  matter 
to  the  people  to  create  a “groundswell 
of  public  opinion.” 

In  his  opening  remarks  to  the  edi- 
tors, Dr.  Stanton  passed  briefly  over  the 
accumulated  differences  between  news- 
papers and  broadcasting  emphasized  in 
press  coverage  of  the  quiz  and  payola 
crises.  He  noted  that  righteous  indigna- 
tion about  violence  on  tv  often  comes 
from  papers  which  devote  more  space 
to  wife-killings  than  to  disarmament 
proposals,  and  that  criticism  of  tv’s 
“Sunday  ghetto”  is  seen  in  papers 
which  restrict  cultural  features  to  Sun- 
day editions.  Dr.  Stanton,  while  saying 
he  was  “reluctant  to  conclude  that  this 
great  gap  between  what  you  would  wish 
of  us  and  what  many  of  you  practice 
for  yourselves  results  from  a good, 
hard,  practical  concern  for  circulation” 
left  the  impression  he  thought  just  that. 

Newspaper  Derelictions  ■ Mrs.  Luce 
criticized  newspapers  for  their  failure 
to  cover  important  issues  and  con- 
tributing to  the  debasement  of  popular 
tastes,  arguments  that  had  a familiar 
ring  to  broadcasters  in  the  audience. 
She  contended  some  newspapers  “deem 
survival  their  first  duty”  and  charged 
them  with  sensationalism  in  reporting. 

Miss  Mannes  took  editors  apart, 
contending  network  tv  does  a better 
job  of  informing  the  public  in  the 
limited  time  made  available  than  news- 
papers are  doing.  She  said  many  small 
stations  default  on  their  news  responsi- 
bility. 

Newspapers  are  derelict  in  their  fail- 
ure to  provide  news  service  that  permits 
the  public  to  develop  balanced  and 
informed  opinions,  she  said,  adding, 


“Most  of  you  have  a monopoly.  Why 
cater  to  the  lowest  common  denomina- 
tor?” She  commended  some  network 
news  programs,  especially  those  having 
“four  or  five  experts  who  knock  each 
other  down”  but  spoke  critically  of 
tv’s  “lust  for  violence.” 

Eugene  Pulliam  Jr.,  vice  chairman 
of  the  ASNE  Freedom  of  Information 
Committee,  said  news  suppression  in- 
volving “executive  privilege”  is  setting 


Radio  and  television  time  sales  in 
1960  will  run  well  ahead  of  1959. 

Estimates  compiled  from  nearly 

I, 000  stations  by  NAB  point  to  a 
prosperous  year  for  the  industry 
despite  unprecedented  pressures  from 
government  agencies  and  competing 
media.  Radio  stations  are  more  cheer- 
ful than  they  have  been  in  many  years. 

Here  are  the  findings: 

■ 3.2%  median  increase  in  1960  to- 
tal radio  revenues  expected  in  com- 
parison to  1959;  a year  ago  a 2.5% 
median  increase  was  noted. 

■ 6.8%  median  increase  in  1960 
total  television  revenues  expected  com- 
pared to  7.2%  increase  predicted  at 
this  time  a year  ago. 

Breaking  down  the  survey  by  radio 
stations,  NAB  found  that  69.3%  of 
those  responding  said  they  expect  an 
increase  in  total  revenue  compared  to 
last  year;  7.3%  expect  a decrease,  and 
23.4%  predict  no  change.  Last  year 
57.6%  expected  an  increase,  12.4% 
a decrease  and  30%  no  change. 

In  the  television  study,  85.3%  of 
stations  said  they  expect  an  increase 
in  total  revenues  over  1959;  1.5% 
expect  a decrease  and  13.2%  no 
change.  A year  ago  84%  expected 
an  increase,  4.4%  a decrease  and 

II. 6%  no  change. 

Radio  expects  the  largest  percentage 
increase  in  total  revenues  to  appear  in 
major  markets — 2,500,000  million 
population  and  up,  with  a 7.6%  rise 
estimated  compared  to  4.4%  at  the 
same  time  a year  ago.  Only  one  type 
of  radio  market — 500,000  to  1,000,000 
— looks  for  a revenue  drop.  In  this 
field,  where  radio  competition  is  stiff, 
stations  look  for  a 5.1%  decrease  in 
revenue;  a year  ago  a 6.5%  decrease 
was  estimated. 

All  market  groups  expect  television 
revenue  increases  in  1960,  ranging 
from  5.8%  in  markets  of  500,000- 
1,000,000  to  9%  in  markets  of  25,- 
000-100,000  population. 

A breakdown  by  percentage  of  sta- 
tions shows  that  90%  of  radio  stations 
in  markets  of  1,000,000-2,500,000  ex- 


back  the  continuing  battle  for  the 
people’s  right  to  know.  He  reported 
“minimal  progress”  in  the  inter-media 
effort  to  persuade  the  American  Bar 
Assn.  Canon  35,  banning  broadcast  and 
photographic  coverage  of  court  pro- 
ceedings. J.R.  Wiggins,  Washington 
Post,  retiring  ASNE  president,  said  the 
society  will  raise  a fund  to  survey  the 
news  flow  between  Latin  American  na- 
tions and  the  United  States. 


pect  revenue  gains.  No  stations  in  this 
market  group  expect  a decrease. 

Even  more  optimistic  are  television 
stations,  with  all  market  groups  ex- 
pecting increases  and  93.1%  of  stations 
in  the  25,000-100,000  markets  look- 
ing for  gains.  Gloomiest  of  the  tv  mar- 
ket groups  are  stations  in  the  250,000- 
500,000  category,  where  74.3%  expect 
higher  revenues  this  year.  Tv  is  a little 
less  optimistic  than  was  the  case  a 
year  ago  but  still  expects  more  of 
an  increase  than  was  the  case  in  1958 
and  1957. 

Tv  to  double  ad  take 
in  next  five  years 

Television  will  double  its  advertising 
revenue  in  the  next  five  years.  That 
was  the  goal  set  by  the  TvB  board  last 
week  at  its  semi-annual  meeting.  To 
meet  it,  tv’s  annual  revenues  will  have 
to  reach  $3  billion  by  1964’s  end. 

Otto  Brandt  of  KING-TV  Seattle, 
chairman  of  TvB,  was  confident  the 
goal  could  be  reached  “through  hard 
work  and  the  power  of  television.”  He 
thought  tv  not  only  would  meet  its 
own  objectives  but  also  contribute  its 
part  to  a 50%  increase  in  total  adver- 
tising revenues  during  the  next  five 
years. 

Norman  E.  Cash,  TvB  president, 
predicted  the  top  100  advertisers  will 
be  spending  25%  more  five  years  from 
now.  He  thought  the  fastest  growth 
would  come  in  retail  advertising — up 
100%  from  1959. 

The  TvB  board  also  set  a goal  of 
300  members  by  1961.  This  compares 
with  262  members  now,  composed  of 
stations,  networks  and  station  repre- 
sentatives. In  addition,  the  board  ap- 
proved associate  membership  for  ac- 
credited colleges  and  universities. 

The  board  meeting  was  held  Thurs- 
day (April  21)  at  Boca  Raton,  Fla.,  in 
conjunction  with  the  annual  meeting 
of  the  American  Assn,  of  Advertising 
Agencies  (see  page  36). 

The  Media  continues  on  page  76 
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’60  TIMES  SALES  AHEAD  OF  ’59 

Government  troubles,  competitive  pressures 
not  hurting  business,  NAB  estimates  show 
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jt  E M Spokane,  Washington 
ING  Seattle, Washington 
M A Yakima,  Washington 
| , G W Portland,  Oregon 
/ A L Eugene,  Oregon 
< T V Sacramento,  California 
ION  San  Francisco,  Calif. 

M J Fresno,  California 
1 3 A K Bakersfield,  California 
i C A Los  Angeles,  California 
' S D San  Diego,  California 
: P X Salt  Lake  City,  Utah 


WBAP  Fort  Worth,  Texas 
K P R C Houston,  Texas 
W 0 A I San  Antonio,  Texas 
W H D H Boston,  Massachusetts 
W J W Cleveland,  Ohio 
W T A E Pittsburgh,  Penna. 

W T 0 P Washington,  D.  C. 

W C C 0 Minneapolis,  Minnesota 
WMAR  Baltimore,  Maryland 
WBEN  Buffalo,  New  York 
W D A U Scranton,  Pennsylvania 
WHYN  Springfield,  Mass. 


W J X T Jacksonville,  Florida 
W C I A Champaign,  Illinois 
W M A Z Macon,  Georgia 
W F M J Youngstown,  Ohio 
W I S N Milwaukee,  Wisconsin 
K 0 T V Tulsa,  Oklahoma 
WTVN  Columbus,  Ohio 
W H I 0 Dayton,  Ohio 
W U S N Charleston,  S.  Carolina 
W X E X Richmond,  Virginia 
WSPD  Toledo, Ohio 


WNHC  New  Haven,  Connecticut 
W S M Nashville,  Tennessee 
WTAR  Norfolk, Virginia 
W R E C Memphis,  Tennessee 
KAKE  Wichita,  Kansas 
K M B C Kansas  City,  Missouri 
W X Y Z Detroit,  Michigan 
K F S A Fort  Smith,  Arkansas 
WISH  Indianapolis,  Indiana 
K R N T Des  Moines,  Iowa 
W D S U New  Orleans,  Louisiana 


WTVW  Evansville,  Indiana 
W R G P Chattanooga,  Tennessee 
K L R J Las  Vegas,  Nevada 
K 0 0 L Phoenix,  Arizona 
WOW  Omaha,  Nebraska 
KTSM  El  Paso, Texas 
K 0 B Albuquerque,  N.  Mexico 
WLOF  Orlando,  Florida 
W A F B Baton  Rouge,  Louisiana 
K T V 0 Ottumwa,  Iowa 
W G N Chicago,  Illinois 


ers  coming  in  every  day. 
reason  for  this  spectacular 
s?  Powerful  inherent  human 
interest  in  contemporary  events  that 
insures  audiences.  And  for  stations  . . . 
unique  flexibility  in  programming  to  offer 
sponsors,  almanac  makes  it  possible  to 
program  6 different  times,  around 
the  clock  ...  for  the  price  of  a 
single  half  hour!  Take  advantage 
of  this  new  concept  in  television 
programming  that  combines  an 
exciting  commercial  c I 
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RADIO-TV  TAKE  OFF  IN  AIRCRAFT 

157  stations  fly  138  planes,  34  helicopters;  50  own  their  own 


So  you  think  maybe  you  could  use 
a plane  or  helicopter  at  your  station? 

You  may  be  more  ready  than  you 
realize,  but  don’t  leap  before  looking. 

Possibly  you’re  ready  now  if  at  10:30 
tomorrow  morning  you  could  say  to 
your  secretary,  “I’m  flying  up  to  Next 
Town  to  address  the  Retail  Merchants 
Assn,  lunch.  After  that  I’ll  fly  over  to 
Nearville  and  call  on  the  new  regional 
bakery  account  and  catch  that  beer 
prospect.  Be  back  at  4.”  It’s  more 
likely  you’re  ready  if  tomorrow  at  4 
you  also  could  tell  your  airport  serv- 
iceman, “Gas  her  up.  One  of  the  disc 
jockeys  has  to  get  down  to  Collegeburg 
this  evening  for  a record  hop.” 

A station  plane  or  ’copter  will  earn 
your  organization  a high  profit  in  pres- 
tige, but  if  this  is  your  only  reason,  you 
probably  are  not  ready  for  one.  Un- 
less, that  is,  you  have  no  economy- 
minded  board  of  directors  or  stock- 
holders to  review  the  operating  costs 
of  your  fancy  “prestige”  machine. 

Not  ‘Just  for  Fun’  ■ And  it’s  highly 
unlikely  you’re  ready  if  your  reason  is 
simply  because  it  would  be  “fun.”  Busi- 
ness aircraft  are  for  just  that — -business. 
The  “fun”  is  there,  too,  but  it’s  inci- 
dental. Like  driving  your  station  car 
up  the  mountain  to  the  transmitter  on 
a balmy  spring  day. 

But  station-owned  and  chartered 
planes  and  ’copters  are  much  more  than 
fast  and  flexible  transportation  for  sta- 
tion executives  and  talent  who  must 
pack  three  days’  work  into  one  (and 
who  like  to  be  home  for  dinner,  too). 
These  business  aircraft  now  are  serv- 
ing regularly  as  accepted  technical 
tools  in  news  coverage,  traffic  report- 


ing and  special  events  programming,  as 
well  as  publicity,  promotion  and  com- 
munity service  such  as  search  and 
rescue  or  mercy  flights. 

In  terms  of  the  dollar,  the  economy 
of  flying  business  aircraft  may  not  be 
fully  documented  yet  for  many  radio- 
tv stations.  But  those  outlets  using 
planes  report  very  high  returns  in  sav- 
ings of  time,  plus  prestige,  and  in  some 
cases  the  aircraft  has  been  the  only 
means  to  cover  a big  news  break  or 
keep  a business  date  in  a distant  city. 
Safety  is  cited  as  an  important  plus,  too. 

Who  flys?  How  much?  Why?  What 
does  it  cost?  Operating  problems?  Ad- 
vantages? And  speaking  of  safety, 
what’s  the  accident  record? 

Finding  the  Answers  ■ To  find  the 
answers  to  these  questions  which  every 
station  operator  asks  when  he  is  think- 
ing about  buying  or  leasing  business 
aircraft.  Broadcasting  surveyed  the 
nation’s  4,000  radio-tv  stations  for  their 
actual  experiences.  Here  are  highlights 
from  the  returns: 

■ 157  radio-tv  stations  reported  they 
fly  34  helicopters  and  138  planes,  most 
on  a regular  basis,  some  occasionally. 

■ Of  the  157  stations  flying,  nearly 
one-third  (50  stations)  said  they  own 
their  own  aircraft,  representing  four 
helicopters  and  48  planes.  KMPC  Los 
Angeles  owns  two  ’copters;  WPEN 
Philadelphia  and  WGH  Newport  News, 
Va.,  each  own  one.  KWRT  Boonville, 
Mo.,  was  the  only  station  reporting 
ownership  of  two  planes.  Some  stations 
now  are  on  their  second  or  third 
plane,  having  used  them  for  quite 
some  time. 

■ The  remaining  107  stations  rent 


or  lease  their  aircraft  on  weekly, 
monthly  and  per-use  bases.  Rental  and 
lease  costs  range  broadly,  depending 
on  type  of  aircraft,  market,  and  wheth- 
er a pilot  is  supplied,  but  light  planes 
average  in  the  $15-20  per  hour  bracket 
while  helicopters,  more  complex  mech- 
anisms requiring  careful  maintenance 
and  operation,  generally  fall  in  the  $55- 
$100  per-hour  area.  There  are  excep- 
tions ranging  to  extremes  in  both  di- 
rections. 

■ Of  the  107  stations  renting  or  leas- 
ing their  planes,  18  reported  trade 
deals  with  the  airplane  charter  firms. 
No  standard  policy  appeared  to  gov- 
ern these  “trade-outs.”  In  some  cases 
mere  air  credits  pay  the  tab.  In  others 
spot  advertising  exchanges  are  in- 
volved. 

■ Seven  stations  maintain  their  own 
private  landing  sites.  The  others  use 
regular  commercial  airports. 

■ At  one-half  of  the  plane-operating 
stations  (78),  the  pilots  of  the  planes 
also  have  other  responsibilities  in  the 
radio-tv  operations.  Thirty-two  are 
executives  such  as  presidents  or  gen- 
eral managers;  12  are  newsmen,  8 engi- 
neers, 5 program  directors,  4 announc- 
ers and  one  production  manager.  For 
21  others,  their  alternate  station  posi- 
tions were  not  detailed.  In  a few  in- 
stances stations  have  fulltime  pilots,  but 
in  most  other  cases  the  stations  obtain 
pilot  services  along  with  their  lease  or 
rental  aircraft. 

■ What  do  these  157  stations  use 
their  aircraft  for?  News  coverage,  more 
than  80%  replied  (128  stations);  traf- 
fic reporting,  46  stations;  farm  pro- . 
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◄ Picture  shows  WHIZ-TV  Zanes- 
ville, Ohio's  Cessna-172,  popular 
model  ($14,000).  For  details  on  all 
station  aircraft,  see  table  page  62. 


gramming,  19  stations;  special  events, 
109;  publicity  and  promotion,  90;  sales 
calls,  58;  executive  travel,  69,  and  com- 
munity service  such  as  search  and  res- 
cue, 47. 

■ How  many  hours  a week  do  they 
use  them?  A hard  question,  since  the 
flying  hours  range  widely  from  just  an 

1 occasional  hour  to  as  much  as  50  hours 
weekly  (WPEN  Philadelphia’s  helicop- 
ter) . But  the  most  quoted  average  ran 
5-10  hours  weekly. 

■ While  flying,  64  radio  stations 
(over  40%)  reported  they  originate  live 
programs.  One  tv  station — KTLA  (TV) 
Los  Angeles — reported  live  tv  program- 

i ming  from  its  helicopter  (see  story, 
page  56) . Another  95  said  they  tape  or 
film  in  the  air. 

■ Of  99  stations  answering  a ques- 
tion on  whether  they  obtain  specific  in- 

j come  from  their  planes,  43  said  yes. 
Also  asked  if  they  feel  their  planes 
“pay  their  own  way,”  42  out  of  a total 
77  respondents  said  yes,  35  said  no. 
Others  did  not  answer  these  questions. 

■ Rarely  does  weather  appear  to  in- 
terfere significantly  with  plane  opera- 
tion. Some  are  instrument-equipped 
for  all-weather  flying.  In  a few  in- 
stances stations  commented  how  planes 
have  helped  them  overcome  the  haz- 

| ards  of  winter  driving. 

■ Only  five  of  the  157  stations  re- 
ported accidents,  none  serious  to  per- 
sonnel and  only  two  causing  extensive 
damage  to  the  aircraft. 

Radio-tv  stations  are  holding  their 

i own  as  a category  in  general  business 
flying,  based  on  statistics  compiled  by 

1 National  Business  Aircraft  Assn.  Inc., 


Washington.  NBAA  works  hard  for 
air  safety  and  effective  development  of 
business  aircraft  use.  It  feels  that  big 
multi-engine  business  aircraft  should  be 
flown  by  professional  pilots  in  order  to 
assure  the  most  efficient  overall  utiliza- 
tion of  the  aircraft  and  for  long-range 
economy.  NBAA,  however,  feels  that 
the  businessman  who  is  properly  trained 
can  pilot  the  lighter  planes  safely. 

Other  heavy  users  of  business  planes 
are  such  fields  as  petroleum  and  large 
manufacturing  corporations.  Total 
hours  flown  in  business  planes  this  past 
decade  have  more  than  doubled,  with 
business  flying  in  1959  totaling  855 
million  miles  and  5.7  million  hours — 
1.8  million  hours  more  than  the  com- 
mercial scheduled  airlines. 

The  average  light  business  plane 
averaged  about  200  hours  last  year. 
Many  radio-tv  station  planes  did  much 
better  than  that. 

Agencies,  networks 
use  airplanes,  too 

Stations  are  not  the  only  users  of 
business  aircraft  in  the  broadcast  field. 
Networks  and  agencies  use  them  too. 

NBC  on  occasion  uses  the  private 
plane  of  parent  RCA  when  the  net- 
work’s executives  cannot  meet  their 
schedules  on  regular  commercial 
planes.  CBS  has  a second-hand  DC-3, 
but  is  very  reluctant  to  talk  about  it. 
It’s  used  mostly  by  CBS  Inc.  Chairman 
William  Paley,  President  Frank  Stanton 
and  division  heads,  CBS  said. 

CBS  News  was  the  first  customer 
for  the  DC-4  flying  video  tape  unit 
which  MVT  Television,  New  York,  ac- 
quired last  fall  as  part  of  its  mobile 
vtr  color/ monochrome  fleet.  CBS  News 
used  it  to  cover  President  Eisenhower’s 
foreign  trip  last  December.  The  DC-4 


vtr  plane  is  completely  self-sustained, 
including  living  quarters  for  a crew  of 
20.  Cost : $400  per  flying  hour. 

NBC  last  fall  leased  a Convair  440 
to  shuttle  its  news  crew  from  city  to 
city  just  ahead  of  Mr.  Khrushchev. 

Benton  & Bowles . and  Campbell- 
Ewald  Co.  appear  to  be  the  only  major 
radio-tv  agencies  operating  their  own 
aircraft  today.  Benton  & Bowles  has 
just  acquired  a new  plane  to  replace 
an  earlier  model.  It  regularly  visits 
places  like  Cincinnati  where  client 
Procter  & Gamble  is  headquartered. 

Ward  Stevenson,  president  of  Gen- 
eral Public  Relations,  Benton  & Bowles 
subsidiary,  flies  his  own  plane  on  busi- 
ness, about  four  hours  a week.  It’s  a 
Piper  Apache  Twin,  a luxury  model 
among  light  personal  planes. 

Detroit-based  Campbell-Ewald  has 
been  flying  its  own  plane  to  contact 
clients  for  three  years  and  used  it  dra- 
matically several  months  ago  when 
agency  President  Thomas  B.  Adams 
flew  into  the  United  Aircraft  port  at 
Hartford,  Conn.,  and  landed  the  ac- 
count. Mr.  Adams,  a Navy  bomber 
pilot  during  the  war,  sometimes  takes 
the  controls  after  the  plane  is  up.  Ron 
Kimmler  is  the  agency’s  professional 
pilot.  C-E  now  has  an  Aero  Com- 
mander, earlier  flew  a Cessna-310. 

McCann-Erickson  has  no  plane,  but 
on  occasion  its  president-chairman, 
Marion  Harper  Jr.,  will  lease  one  for 
himself  and  others  at  the  agency  to 
keep  a client  date  or  make  a quick  trip 
for  a speech. 

Kudner  Agency  once  had  three 
planes  operating  to  help  service  the 
GM  account,  no  longer  in  its  port- 
folio. The  planes  were  sold.  Kudner’s 
former  head,  Jim  Ellis,  was  said  to 
have  been  “at  his  best  creatively”  when 
flying. 


Storer  Broadcasting’s  Howard  Super  Ventura 


One  of  the  most  luxurious  com- 
pany airplanes  in  use  in  broadcast- 
ing is  owned  by  the  Storer  Broad- 
casting Co. 

It  is  a Howard  Super  Ven- 
tura. It’s  a custom  conversion  of  a 
World  War  II  Lockheed  Ventura 
PV-1  patrol  bomber.  Howard  Aero 
Inc.,  San  Antonio,  Tex.,  does  the 
major  transformation  of  these  surplus 
Navy  craft,  turning  out  plush  execu- 
tive planes  which  can  cost  $500,000 
or  more  for  the  finished  package. 

(Picture  to  the  right  shows  a 
Howard  Aero  craft  similar  to  the 
Storer  plane.) 

The  Super  Ventura  is  a twin-engine 
craft  which  cruises  at  300  mph  for 
over  2,000  miles  and  at  lower  speeds 
up  to  3,000  miles.  Howard  Aero  has 


rebuilt  the  shallow  bomb  bays  under 
the  cabin  floor  into  two  baggage  com- 
partments. Since  the  Ventura  was  a 
bomber,  the  fuselage  had  no  win- 
dows. This  permits  Howard  Aero  to 
install  any  type  windows  desired  by 
the  customer  and  picture  windows 
are  popular.  Cockpit  windows  have 


been  redesigned  and  fitted  with  safety 
glass.  They’re  bird  proof. 

When  Howard  Aero  starting  sell- 
ing the  conversions  several  years  ago, 
the  basic  cost  of  the  transport  was 
$296,800.  With  more  powerful  en- 
gines the  basic  transport  cost  was 
$385,525.  In  addition  to  this,  cabin 
interiors  cost  $30,000-35,000  and 
electronic  equipment  $35,000-110,- 
000,  depending  on  customer  desires. 

The  Storer  plane  is  registered  as 
N20S.  The  plane  is  based  in  Ft. 
Lauderdale.  In  Washington  it  hang- 
ars at  Butler  Aviation,  Washington 
National  Airport. 

Butler  said  the  Storer  craft  is 
there  “at  least  a hundred  times  every 
52-week  period.  It’s  in  and  out  a 
couple  of  times  a week.” 


BROADCASTING,  April  25,  1960 


53 


How  planes  are  used 
by  station  groups 

Seven  group  station  interests  reported 
they  fly  their  own  aircraft  as  an  effi- 
cient means  of  communication  among 
their  properties.  These  include  Cascade 
Broadcasting  Co.,  Crosley  Broadcast- 
ing Corp.,  Griffin  Broadcast  Group, 
Inland  Broadcasting  Co.,  C.A.  McClure 
Stations,  Jerrell  Shepherd  Stations  and 
Taft  Broadcasting  Stations.  An  eighth 
multiple  owner,  Storer  Broadcasting 
Co.,  is  perhaps  the  most  air-minded  of 
all.  Storer  did  not  return  a Broadcast- 
ing questionnaire,  but  information  on 
its  aircraft  was  obtained  from  other 
sources  (see  box  page  53). 

Tom  Bostic,  part  owner  and  general 
manager  of  Cascade,  flies  the  group’s 
seven-passenger  Beechcraft  Bonanza 
Twin-D50A.  It  averages  15  hours  a 
week  in  the  air.  Mr.  Bostic  said  the 
plane  “enables  us  to  place  our  executive 
and  sales  personnel  at  the  disposal  of 
our  seven  stations  more  economically 
and  more  easily  than  is  possible  by 
commercial  airlines.” 

Fully  instrumented  for  all-weather 
flying,  the  plane  can  cover  1,500  miles 
nonstop,  linking  Cascade’s  KIMA-AM- 
TV  Yakima,  KEPR-AM-TV  Kenne- 
wick-Pasco-Richland,  KWIQ  Moses 
Lake,  KBAS-TV  Ephrata,  all  Wash., 
and  KLEW-TV  Lewiston,  Idaho.  The 
plane  is  used  for  news  and  special 
events  as  well  as  for  sales  calls  and 
executive  travel. 

Crosley  Broadcasting  since  1958  has 
been  using  its  $160,000  Aero  Com- 
mander-680  for  efficient  communication 
among  its  related  properties,  WLW  and 
WLWT  (TV)  Cincinnati,  WLWC  (TV) 
Columbus,  and  WLWD  (TV)  Dayton, 
all  Ohio,  and  WLWA  (TV)  Atlanta,  as 
well  as  for  live  news  programming  and 
client  service. 

In  addition,  WLW  began  leasing  a 
Bell  helicopter  in  the  fall  of  1958  to 
put  Police  Lt.  Arthur  H.  Mehring  in 
the  air  for  traffic  reporting,  now  spon- 
sored 10  hours  weekly  by  Shell  Oil  Co. 

Operating  Cost  Details  ■ Crosley’s 
Aero  Commander  ranges  1,100  miles, 
carries  seven  and  is  fully  equipped  for 
all-weather  flying.  Crosley  said  it  costs 
$120  per  hour  to  operate  (including 
fulltime  pilot),  $93,600  annually  (in- 
cluding maintenance  and  depreciation). 
It  averages  15  hours  a week  in  the  air. 
President  Robert  E.  Dunville  sometimes 
takes  the  controls. 

The  helicopter  costs  $48,750  a year 
($93.75  per  hour),  leased  from  Heli- 
copter Airlift  Inc.  Both  craft  are  used 
for  tv  filming  too. 

Lt.  Mehring’s  flying  airtime  earns 
regular  talent  fees  of  $580  a month,  but 
he  requested  WLW  to  pay  this  directly 
to  the  police  department’s  education 


fund  for  training  personnel  in  accredited 
schools  outside  the  city. 

“Flexibility  of  movement  is  prob- 
ably the  greatest  single  advantage  in 
having  our  own  airplane,”  Mr.  Dunville 
said.  “We  are  able  to  eliminate  the  re- 
strictions of  schedules,  we  have  easier 
access  to  our  own  stations  and  other 
places  of  appointment  because  we  can 
land  the  plane  at  small  airports  usually 
closer  to  mid-city  than  regular  airports, 
or  even  in  fields.” 

Safe  and  Dependable  ■ James  C. 
Leake,  president  of  the  Griffin  Broad- 
cast Group,  pilots  his  group’s  Aero 
Commander  about  200  hours  annually 
and  commercial  pilots  are  hired  at  other 
times,  plus  other  planes,  to  meet  news 
or  business  requirements.  “We  fly  all 
over  the  U.  S.,”  Mr.  Leake  said.  “We 
find  that  the  airplane  in  times  of  bad 
snowy  weather  and  slick  roads  is  a 
much  safer  and  more  dependable  trans- 
portation facility  than  an  automobile  if 
you  are  traveling  any  distance,”  he 
added.  “We  use  the  airplane  so  many 
different  ways  it  would  take  several 
pages  to  list  them.” 

The  Griffin  Broadcast  Group  includes 
KTUL-AM-TV  Tulsa,  KATV  (TV) 
Little  Rock  and  KWTV  (TV)  Okla- 
homa City,  with  general  offices  in 
Muskogee,  Okla. 

Mr.  Leake  said  the  plane  was  used 
several  weeks  ago  to  fly  air  personali- 
ties from  Tulsa  to  a lunch  appearance 
in  McAlester,  Okla.,  110-115  miles  dis- 
tant, making  it  in  plenty  of  time  after 
one  did  his  regular  11:30  a.m.  news- 
cast. Following  the  lunch  they  quick- 
ly returned  to  Tulsa  for  their  tight 
afternoon  schedule. 

The  plane  makes  frequent  business 
trips  to  New  York.  During  competitive 


City  ‘trade-out’ 

While  several  stations  have  fly- 
ing policemen  reporting  on  the 
air,  WJOB  Hammond,  Ind., 
worked  a unique  trade  deal  with 
local  officials  to  produce  its  suc- 
cessful schedule  of  flying  traffic 
and  weather  reports  by  Officer- 
Pilot  Les  Downing.  WJOB  con- 
ducted a listener  contribution 
campaign  to  buy  $11,500  worth 
of  Cessna- 172  Special  for  the  po- 
lice department. 

Officer  Downing  flies  five  hours 
a day  catching  speeding  motorists 
(painted  lines  on  roads  at  inter- 
vals permit  precise  clocking)  and 
in  other  police  work.  In  late  after- 
noons he  reports  on-the-air  for 
WJOB.  He’s  helped  13  other 
cities  in  the  U.S.  and  Canada  es- 
tablish their  own  air  police  forces 
since  WJOB  obtained  the  plane  a 
little  more  than  a year  ago. 


tv  hearings  in  Washington  before  the 
FCC,  Mr.  Leake  used  it  to  fly  his 
voluminous  exhibits  to  Washington. 
Griffin  reported  its  Aero  Commander 
was  acquired  in  April  1957  for  $120,- 
000.  It  operates  at  20^  a mile  or  $35 
an  hour,  the  firm  said. 

Spreading  Talent  Efficiently  ■ Mervin 
V.  Ling,  president  and  general  manager 
of  Inland  Broadcasting,  flies  the  group’s 
1959  model  Cessna- 172  an  average  of 
six  hours  a week  among  the  three  In- 
land stations  which  he  supervises: 
KAYT  Rupert  and  KWEI  Weiser,  both 
Idaho,  and  KACI  The  Dalles,  Ore.  “Our 
main  success  story,”  he  reported,  “is 
the  fact  that  the  shortage  of  real  engi- 
neers with  first  phone  licenses  has  not 
hurt  us.  Fast  transportation  allows  us  to 
transport  our  technical  director  where 
needed  in  emergency.” 

From  Rupert  to  The  Dalles,  for  in- 
stance, is  1 2 hours  by  car,  mostly  moun- 
tain driving.  Flying  time  is  3 Vi  hours. 
The  plane  also  is  used  for  news,  special 
events  and  sales  calls.  It  cost  $10,500, 
operates  at  $4.80  per  hour.  Annual 
cost  is  figured  at  approximately  $2,000. 

Jerrell  A.  Shepherd,  former  air  force 
flying  instructor,  uses  a $15,500  Piper 
Comanche  to  tie  together  his  Missouri 
properties,  KNCM  Moberly  and 
KHMO  Hannibal.  He  sold  KLIK  Jef- 
ferson City,  Mo.,  last  year.  The  group’s 
first  plane  was  a Cessna-182  (1957). 

C.  A.  McClure,  president  and  gen- 
eral manager  of  WGBA  Columbus  and 
WCHK  Canton,  both  Georgia,  and 
WULA  Eufaula,  Ala.,  said  the  “man- 
agement, engineering  and  accounting 
phases  of  all  stations  are  supervised  on 
a regular  basis  by  air  travel  in  the 
company-owned  airplane,”  a $11,000 
1958  model  Cessna- 182.  Besides  Mr. 
McClure,  F.  Keith  Brown,  vice  presi- 
dent and  chief  engineer  and  two  other 
station  employes,  pilot  the  plane.  It 
costs  $12  an  hour  to  operate,  $5,500 
annually  (including  depreciation). 

Taft  Broadcasting  Stations  reported 
its  president,  Hulbert  Taft  Jr.,  as  well 
as  its  director  of  engineering  pilot  the 
group’s  Cessna-310  an  average  of  eight 
hours  weekly.  The  $78,000  plane  was 
acquired  in  July  1955.  Taft  said  it  costs 
$55  an  hour  to  operate,  $33,000  an- 
nually. It’s  used  mostly  for  sales  calls 
and  executive  travel,  but  also  some  pub- 
licity and  promotion. 

“We  use  our  airplane  to  get  to  our 
stations  and  to  other  places  with  such 
outstanding  time-savings  to  executives, 
program  and  sales  personnel,  that  we 
do  not  consider  any  one  use  worthy  of 
comment,”  the  Taft  group  reported. 
Taft  stations  include  WKRC-AM-FM- 
TV  Cincinnati,  WTVN-AM-FM-TV 
Columbus,  Ohio,  WBRC-AM-FM-TV 
Birmingham,  WBIR-AM-FM-TV  Knox- 
ville (30%)  and  WKYT  (TV)  Lexing- 
ton, Ky. 
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The  new  Hughes  269A  cuts  helicopter 
costs  in  half— with  lower  initial  cost, 
lower  operating  costs,  lower  mainte- 
nance costs.  Hughes  engineers  took  a 
fresh,  objective  look  at  helicopters.  They 
came  up  with  a new  compact  2-place 
design,  emphasizing  simplicity.  They 
built  it  light,  yet  sturdy. 

In  exhaustive  military  tests  and  in  com- 
mercial demonstrations,  the  269A  was 
cheered  by  pilotsjwho  have  "flown  them 
all”— for  nimble  performance,  quick 
control  response,  dependability,  ease  of 
maintenance. 


With  this  helicopter,  you  save  precious 
time  and  avoid  the  strain  of  today’s 
traffic.  You  move  from  your  door— to 
office— or  to  appointments  with  ease 
and  comfort. 

At  $22,500,  virtually  one-half  the  price 
of  comparable  helicopters,  together 
with  drastically  reduced  operating 
costs,  the  Hughes  helicopter  is  the  best 
buy  in  business  airtransportation  today. 

Get  all  the  facts.  Write  on  your  letter- 
head or  use  the  coupon. 


Director  of  Customer  Relations 

HUGHES  TOOL  COMPANY,  Aircraft  Division 

Culver  City  7,  California 

□ Please  send  complete  information  on  the 
Hughes  Helicopter. 

□ I would  like  to  arrange  for  a demonstration. 

Name 

Title ; 

Co  m pa  ny_ 

Address 

City Zone State 


NOW  YOU 

CAN  AFFORD  A 


HUGHES  TOOL  COMPANY  • AIRCRAFT  DIVISION 

CULVER  CITY  7,  CALIFORNIA  • UPTON  0-7111 
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THE  WHIRLYBIRD  STORY 

Maneuverability  provides  an  extra  plus 


Putting  a helicopter  in  the  air 
equipped  to  originate  live  tv  takes  more 
than  exceptional  technical  skill,  pa- 
tience and  a big  bag  of  money.  Tears 
go  with  the  triumph  too. 

KTLA  (TV)  Los  Angeles,  which 
claims  it  is  the  only  station  in  the 
world  to  telecast  live  from  the  air  on 
a regular  basis,  learned  this  in  1958 
when  it  tackled  the  problem.  NBC-TV 
did  too  this  last  New  Year’s  Day  when 
it  put  in  the  air  a ’copter  specially 
rigged  with  experimental  gear  to  tele- 
cast live,  in  color,  from  Pasadena’s 
Rose  Parade. 

John  Silva,  KTLA  chief  engineer, 
began  actual  physical  work  on  the 
“telecopter”  project  in  January  1958.  It 
was  preceded  by  three  years  of  pre- 
liminary planning.  First  major  obstacle 
was  to  get  the  live  tv  signal  from  the 
’copter  to  KTLA’s  transmitter  atop  Mt. 
Wilson,  north  of  Los  Angeles.  There 
were  three  alternatives : ( 1 ) Brute  force 
— a high-power  transmitter  to  beam  the 
signal  in  all  directions,  thereby  elimi- 
nating the  need  for  any  precise  position 
for  the  antenna;  (2)  homing — using  ex- 
isting microwave  links  with  a servo- 
mechanism and  automatic  direction 
finding  equipment  to  keep  the  trans- 
mitting dish  in  line  with  Mr.  Wilson’s 
receiving  dish,  and  (3)  compromise — 
using  a semi-nondirectional  antenna 
that  would  transmit  equally  in  all  di- 
rections horizontally  and  be  directional 
in  the  vertical  axis. 

Compromise  ■ Methods  one  and  two 
were  impractical  because  of  weight, 
power  and  maintenance.  So  the  No.  3 
compromise  evolved  as  Mr.  Silva 


worked  with  General  Electric  engineers 
to  compress  GE’s  65-ft.  helical  uhf 
antenna  into  a 3-ft.  unit. 

Since  the  “workhorse”  Bell-G2  heli- 
copter was  to  be  used,  all  electronic 
gear  (originally  estimated  at  2,000  lbs. 
minimum)  had  to  be  redesigned.  The 
Bell  G-2,  after  counting  pilot,  passenger 
(tv  engineer-reporter)  and  just  a half 
a tank  of  gas,  could  carry  only  a maxi- 
mum 400  lbs.  cargo  under  federal  avia- 
tion law.  Bigger  helicopters  would  be 
unmaneuverable  for  news  work  and 
impossible  economically. 

Mr.  Silva  and  his  crew  did  the  radical 
redesign  work  at  the  machine  shop  of 
Paramount  Pictures,  KTLA’s  owner. 
Two  boxes  were  designed  to  ride  on 
the  ’copter’s  landing  skids  and  carry 
most  of  the  gear.  The  GE  vidicon  cam- 
era (with  zoom  lens),  monitor  and 
audio-video  controls  went  inside  the 
“bubble.”  It  all  scaled  out  at  460  lbs. 

But  it  was  rejected.  CAA  law  meant 
400  lbs.,  no  more.  The  crew  redesigned 
again,  substituted  transistors  for  tubes, 
cut  holes  in  the  already  light  aluminum 
panels.  Result:  368  lbs. 

Now  to  pick  ’copter  and  crew.  It  was 
decided  then  to  lease  from  an  experi- 
enced organization  rather  than  pur- 
chase. KTLA  chose  National  Helicop- 
ter Service  and  Engineering  Co.,  Van 
Nuys,  Calif.,  headed  by  Dick  Hart, 
president,  then  32,  and  Bob  Gilbreath, 
vice  president  in  charge  of  operations, 
then  31.  The  latter,  considered  one 
of  the  five  top  ’copter  pilots  in  the 
world,  flys  KTLA’s  tv  craft. 

Cloak  and  Dagger  ■ To  preserve 
KTLA’s  status  in  the  intensely-com- 


petitive  radio-tv  community,  the  in- 
stallation of  the  tv  gear  was  a secret 
project  carried  out  cloak-and-dagger 
style  in  the  back  yard  of  Mr.  Hart’s 
home  in  Studio  City.  After  weeks  of 
sweat,  tinkering  and  testing,  it  was  fin- 
ished. On  July  3,  1958,  the  ’copter  was 
taken  in  shrouds  to  the  airport  for 
its  first  test  flight. 

The  tv  system  didn’t  work. 

All  that  day  and  into  the  night  the 
crew  re-built,  checked  and  tested.  On 
July  4 back  into  the  air.  Mt.  Wilson 
got  a picture  on  its  monitor.  Hazy,  but 
it  was  there.  More  testing.  More  re- 
finements. 

On  July  24  a group  of  civic,  military, 
fire  and  police  officials  gathered  at  the 
police  academy  to  witness  a demonstra- 
tion ’copter-cast.  On  July  29,  KTLA 
viewers  saw  the  first  of  the  ’copter’s 
regular  news  telecasts.  On  eight-hour-a- 
day,  seven-day-a-week  stand,  the  ’cop- 
ter is  now  used  almost  every  day,  as 
often  as  seven  times  in  one  day.  It  has 
covered  forest  fires,  house  fires,  auto 
accidents,  police  chases,  landslides, 
civic  construction,  drownings,  suicide 
attempts  and  a host  of  other  news 
stories. 

What  does  it  cost?  The  electronic 
gear  cost  $40,000  and  another  $50,000 
went  into  engineering  and  development. 
The  ’copter  lease  runs  about  $100,000 
annually. 

Money  Maker  ■ But  it  makes  money 
too.  Its  promotion  impact  was  described 
as  “fantastic.”  In  the  first  four  weeks 
following  its  debut,  KTLA  salesmen 
signed  a record  $510,000  in  local  busi- 
ness. And  early  last  year  it  was  re- 
ported Procter  & Gamble  and  Philip 
Morris  signed  for  $250, 000-worth  of 
’copter  news  commentary  by  Clete 
Roberts. 

KTLA  now  flies  an  updated  version 
of  its  telecopter,  a Bell-47J.  Tv  gear 
has  been  further  refined  and  contained 
inboard.  The  transmitting  antenna  has 
been  equipped  with  a gyroscope,  allow- 
ing greater  maneuverability  for  the 
craft  without  loss  of  picture.  In  a test 
flight  last  year,  a strong  signal  was 
obtained  from  as  far  south  as  San 
Diego  and  as  far  north  as  Santa 
Barbara. 

NBC-TV  Color-’copter  ■ NBC-TV 
recounted  a similar  tale  of  blood,  sweat 
and  tears  getting  its  color  telecopter 
into  the  air  for  air  shots  of  the  Rose 
Parade.  Using  a leased  craft,  technical 
crews  labored  long  days  to  lick  critical 
problems  of  weight,  balance  and  vibra- 
tion. 

A 125-lb.  1,500-w  Onan  generator 
was  hung  outboard  to  power  the  tv  gear 
which  included  RCA’s  experimental  24- 
lb.  380-transistor  color  tv  camera.  This 
midget  color  vidicon  is  being  developed 
under  the  supervision  of  RCA  engineer 
Leslie  (Doc)  Flory.  Four  days  before 


KMPC’s  ‘Airwatch’  over  Los  Angeles 


Pilot  Max  Schumacher  is  ready  to  fly  one  of  station's  twins 
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notice  to  editors— For  more  than  30  years,  Metropolitan 
Life  has  sponsored  advertising  messages  on  national  health  and 
safety.  Because  of  public  interest  in  the  subject  matter  of  these 
advertisements.  Metropolitan  offers  all  news  editors  (including 
radio  news  editors)  free  use  of  the  text  of  each  advertisement  in 


this  series.  The  text  may  be  used  in  regular  health  features, 
health  columns  or  health  reports  with  or  without  credit  to 
Metropolitan.  The  Company  gladly  makes  this  material  avail- 
able to  editors  as  one  phase  of  its  public-service  advertising  in 
behalf  of  the  nation’s  health  and  safety. 


Some  things  you  should  know  about . . . 

Excessive 

Most  Americans  either  leave  alcoholic  beverages 
alone  entirely— or  drink  moderately  and  sensibly, 
mainly  for  social  and  special  occasions. 

Unfortunately,  however,  there  are  5 million  men 
and  women  in  our  country  who  cannot  control  their 
drinking — and  most  of  them  break  down  socially, 
emotionally  and  physically.  Inevitably,  they  also 
damage  the  lives  of  their  families  and  other  people, 
sometimes  in  the  most  tragic  ways. 

Since  alcoholism  is  a most  important  health  prob- 
lem, it  deserves  our  attention.  These  questions  and 
answers  may  give  you  a better  understanding  of  it. 

Why  do  people  become  alcoholics? 

Medical  science  does  not  yet  know  the  precise  cause 
or  causes  of  alcoholism.  Authorities  agree,  however, 
that  emotional  difficulties— tension,  worry,  guilt, 
and  other  dreaded  feelings— are  certainly  connected 
with  alcoholism.  The  alcoholic  drinks  to  escape  his 
inner  conflicts.  And  he  becomes  so  dependent  on 
alcohol  that  he  cannot  face  life  without  it. 

What  are  the  warning  signs  of  alcoholism? 

When  a person  starts  “gulping”  alcohol  to  “fortify” 
himself,  trying  to  hide  from  others  how  much  and 
how  often  he  drinks,  drinking  alone  or  in  the  morn- 
ing, giving  strange  excuses  for  his  behavior,  having 
trouble  on  the  job  or  at  home  . . . addiction  to  alco- 


Drinking 

hoi  may  be  in  the  offing.  In  some  cases,  it  may  de- 
velop quickly  — within  a few  months.  In  others, 
slowly  over  a period  of  years. 

Can  an  alcoholic  recover? 

Recovery  depends  on  the  alcoholic’s  own  funda- 
mental desire  to  stop  drinking — and,  having  stopped, 
never  to  drink  alcohol  in  any  form  again. 

Medical  treatment  is  becoming  more  important  in 
furthering  recovery.  New  drugs  help  ease  the  alco- 
holic’s discomfort.  Psychotherapy  helps  him  recog- 
nize his  problems  and  deal  with  them  without 
the  use  of  alcohol. 

What  should  you  do  to  help  an  alcoholic? 

Face  the  problem  without  embarrassment  . . . just 
as  you  would  any  other  serious  threat  to  your  family. 

The  family — especially  those  members  closest  to 
the  alcoholic — should  seek  help  from  someone  who 
knows  the  problem.  The  family  doctor,  or  a clergy- 
man, or  a social  worker,  or  a trusted  friend  may  be 
able  to  advise  you  about  the  best  course  to  take. 

Alcoholics  Anonymous  helps  many  people  con- 
quer their  compulsion  to  drink.  The  only  require- 
ment for  AA  membership  is  an  honest  desire  to  give 
up  liquor.  There  are  no  dues  or  fees  for  its  services. 

When  given  the  help  they  need,  many  alcoholics 
can  recover  and  make  a fresh  start  in  the  world. 


Help  for  the  Alcoholic  and  His  Family 
If  Alcoholics  Anonymous  is  not  listed  in  your  tele- 
phone directory,  write  to:  Alcoholics  Anonymous, 
P.  0.  Box  459,  Grand  Central  Annex,  New  York 
17,  New  York. 

For  Family  guidance  write  to  Al-Anon  Family 
Groups,  P.  0.  Box  182,  Madison  Square  Station, 


New  York  10,  New  York. 

For  educational  material  and  consultation,  write 
to  the  National  Council  on  Alcoholism,  Inc., 
2 West  103rd  Street,  New  York  29,  New  York. 
Metropolitan’s  new  booklet—  Alcoholism,  A Guide 
for  the  Family  — summarizes  this  problem  and 
offers  helpful  suggestions  for  its  solution. 
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LARGEST  SHARE 
OF  AUDIENCE* 
OF  ALL  BALTIMORE 
TV  STATIONS 


N 


/ \ 

f Attention  \ 

I advertisers!  \ 

* Piel’s  Beer  is  sponsoring  ' 

' INTERPOL  CALLING,  ' 
starring  Charles  Korvin  as 
Inspector  Paul  Duval 
on  New  York’s  WPIX, 
Sunday  nights  at  10:30. 
Now  Interpol’s  story, 
which  the  public  has  been 
reading  about  in 
Reader’s  Digest  and  other 
magazines  and 
newspapers,  comes  to  j 
television  . . . 


'r  \ 

Sounds  \ 

great,  Bert.  Just  \ 
like  you  and  me, 
INTERPOL  CALLING  \ 
and  Piel’s  make  a | 

sure-fire  selling  • 

combination.  And  if  I may  • 
. make  one  small  pun,  j 

\ both  Duval  and  Piel’s  i 

y always  keep  their  * 

\ heads ...  in  any  / 
situation. 


\ 


/ 


'INTERPOL  GALLING’ 

the  new  television  series  that 
Bert,  Harry,  Biitz-Weinhard, 
Pfeiffer’s,  Labatts,  Miller  High  Life, 
Santa  Fe  Winery  and  so  many 
other  kinds  of  advertisers  are 
buying,  buying,  buying! 

§ INDEPENDENT 
TELEVISION 
CORPORATION 

488  Madison  Ave.  • N.  Y.  22  • PLaza  5-2100 

ITC  OF  CANADA,  LTD. 

100  University  Ave.  • Toronto  1,  Ont.  • EMpire  2-1166 


Jan.  1 the  craft  was  converted  to  color 
tv  and  tested.  But  virbration  was  still 
excessive.  Like  the  KTLA  crew,  NBC- 
TV  engineers  dug  in  and  wrestled 
through  the  readjustment  and  testing 
trials,  in  time  for  the  parade  colorcast. 

Helicopter  Veteran  ■ A veteran 
user  of  helicopters  is  KING-AM-TV 
Seattle,  which  opened  its  own  heliport 
(King  County’s  first  private  heliport) 
atop  the  KING  Broadcasting  Co. 
studios  in  July  1953.  The  ’copters  are 
leased  from  Aero-Copters  Inc. 

Aside  from  news,  special  events  and 
promotion,  the  ’copters  transport  talent 
to  suburban  dates  and  meet  guests  such 
as  NBC  Board  Chairman  Robert  Sar- 
noff  at  Seattle’s  airport.  The  craft  also 
help  in  sales  calls  and  executive  travel. 
News  events  such  as  the  Gold  Cup  boat 
races  gives  the  KING-copter  real  op- 
protunity  to  provide  unique  coverage, 
KING  feels. 

KMPC  Los  Angeles  owns  a pair  of 
Bell-47H-1  helicopters  which  it  ac- 
quired last  July  from  Riley  Jackson 
Productions,  Hollywood.  RJP  in  De- 
cember 1957  had  packaged  a new  pro- 
gram service  called  “Airwatch”  using 
the  choppers  for  traffic  and  beach  re- 
ports. KABC  Los  Angeles  was  the 
initial  client  for  the  show. 

KMPC  uses  the  choppers  some  25 
hours  a week,  feels  “there  is  no  doubt 
that  they  have  increased  the  stature 
of  the  organization.”  Ranging  south  to 
the  Mexican  border  and  north  to  Santa 
Barbara  and  Bakersfield,  the  choppers 
are  operated  by  Pilot  Max  Schumacher 
and  commentator  Don  Reed,  both  for- 
merly with  RJP's  “Airwatch.”  They 
broadcast  live  from  the  air  using  a light- 
weight Collins  vhf  transmitter-receiver 
unit  to  link  them  with  KMPC.  The 
Collins  gear  also  monitors  KMPC  and 
police  frequencies  for  the  fliers. 

The  helicopters  operate  in  close  co- 
ordination with  KMPC’s  ground  fleet 
of  mobile  news  units.  During  the  most 
recent  Laurel  Canyon  fire,  the  ground 
units  were  successfully  deployed  to 
strategic  areas  by  the  ’copter  which 
also  aided  police  and  fire  units.  During 
the  hours  of  crisis,  Pilot  Schumacher 
rescued  a mother  and  her  three  chil- 
dren when  their  home  was  isolated  by 
the  fire  and  radioed  for  fire  fighters 
who  saved  the  home. 

Two  Others  Own  ■ WPEN  Phila- 
delphia got  its  own  helicopter  about  a 
year  ago  at  an  investment  of  $30,000, 
uses  it  for  live  traffic  reporting  by  a 
flying  policeman  as  well  as  news,  spe- 
cial events  and  publicity.  It  costs  about 
$65  per  hour  to  operate.  Recently  while 
traffic  reporting,  the  ’copter  saw  a truck- 
car  crash  occur  and  was  able  to  speed 
immediate  first  aid. 

WGH  Newport  News,  Va.,  acquired 
its  own  Bell  helicopter  last  fall,  flies  it 
from  its  own  landing  port  and  con- 


The Texas  way 

KIUN  Pecos,  Tex.,  was  among 
the  many  stations  which  reported 
their  aircraft  helped  develop  sig- 
nificant new  business  in  outlying 
towns  within  their  coverage  area. 
But  KIUN  also  found  a new  twist 
to  the  additional  use  of  the  plane 
in  transporting  talent  from  place 
to  place:  “We  heard  of  a good 
man  in  Colorado.  We  got  in  the 
plane,  went  there  and  hired  him.” 


siders  it  “great  promotion.”  Weather 
cuts  use  20%  of  the  time,  but  it’s 
used  for  in-flight  broadcasting  of  traf- 
fic and  news  reports  in  the  Norfolk 
area,  plus  special  events,  publicity  and 
sales  calls.  The  chopper  complements 
WGH’s  ground  fleet  of  10  units. 

Aircraft  help  traffic 
move  a lot  smoother 

Besides  Los  Angeles,  Philadelphia 
and  Norfolk,  there  are  other  major 
cities  which  get  extensive  traffic  report 
service  from  station  “traffic-copters” 
and  planes,  in  some  cases  city  police- 
men doing  the  reporting. 

All  of  WEBR  Buffalo’s  traffic-copter 
reports  are  sponsored  and  frequently 
include  spot  news  coverage  too,  such 
as  a four-alarm  fire  Jan.  25. 

WGN  Chicago  finds  ready  sponsors 
for  morning  and  evening  traffic-copter 
reports.  Flying  policeman  Leonard 
Baldy  marked  his  first  year  of  report- 
ing for  WGN  last  November.  Officer 
Baldy  makes  emergency  landings  oc- 
casionally to  help  a distressed  autoist, 
recently  put  out  a fire  in  the  car  of  a 
woman  driver  and  took  off  again  to 
complete  his  broadcast. 

WERE  Cleveland’s  traffic-copter, 
started  last  November,  is  known  as 
“Cruiser  13”  in  the  city’s  police  force. 
Two-way  communication  with  head- 
quarters and  other  police  cars  is  main- 
tained. 100%  of  the  10  hours  weekly 
of  traffic  reports  is  sponsored  by  Shell. 
WERE  said.  The  “Shellicopter”  is  heav- 
ily merchandised.  Flying  Police  Lt. 
Chester  L.  Kluzik,  while  on  a WERE 
reporting  trip  Jan.  19,  landed  the 
whirlybird  at  an  accident-blocked  five- 
point  intersection  to  unsnarl  the  jam 
and  was  in  the  air  again  to  broadcast. 

Civic  Event  ■ WJBK  Detroit’s  traf- 
fic-copter marked  its  first  year  of  service 
last  Nov.  12  and  Mayor  Louis  C. 
Miriani  proclaimed  the  day  “WJBK 
Radio  Traffic-Copter  Day.”  It  kicked 
off  a city-wide  traffic  safety  drive. 
WJBK’s  ’copter  flies  10  hours  weekly. 
Morning  reports  are  sponsored. 

(For  all  stations  providing  traffic  re- 
ports from  the  air,  see  next  page.) 
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“Ten  percent  of  normal  TV  lighting  is  all  we  need 
with  General  Electric’s  new  camera  tube!” 


“We  ’re  proud  that  Station  WLW-T  made  the 
first  colorcasts  of  indoor  sports  events,  showing 
professional  basketball  November  21  and  22, 
1959.  New  super-sensitive  G-E  camera  tubes,  like 
the  one  on  my  desk,  made  this  possible,  since  the 
light  for  basketball,  bowling,  and  hockey  is  too 
low  for  colorcasts  with  standard  tubes.  Now,  our 
GL-7629’s  add  the  thrill  of  color  to  sport. 

"Another  plus  for  General  Electric’s  new  tube, 
is  the  use  we  can  make  of  it  for  black-and-white 
"remotes”  where  the  light  is  too  dim  for  standard 
camera  tubes.  And  we  like  the  GL-7629’s  built-in 
protection  against  burn-in.  No  trace  of  this  fault 
has  appeared;  whereas,  with  most  tubes,  burn-in 
starts  to  show  at  an  early  stage. 


"We  consider  the  new  General  Electric  camera 
tube  a fine  long-term  investment,  as  well  as  a 
promising  program  builder  for  WLW-T!” 

Get  . . . now  . . . the  complete  facts  on  Type  GL- 
7629  from  your  G-E  tube  distributor!  This  great 
new  tube  is  interchangeable  electrically  and 
mechanically  with  all  standard  image  orthicons. 
Distributor  Sales,  Electronic  Components  Divi- 
sion, General  Electric  Company,  Owensboro,  Ky. 

Progress  /s  Our  Most  Important  Product 

GENERAL®  ELECTRIC 


WLW-T,  Cincinnati: 


Station  aircraft:  costs,  uses,  weather 


Station  & City 

(P)  Plane,  (H)  Heli- 
copter: Make;  (Date 
acquired) 

(0)  Own,  (L)  Lease, 
(R)  Rent,  (T)  Trade- 
out;  Original  cost, 
(Operating  cost) 

Uses 

How  much 
used  (avg) 

Pilot  do  other 
work  at 
station? 

Effect  of 
weather 

E.  Anthony  & Sons 

(P) 

(0)  Mass.  Air 
Industries 
(subsidiary) 

News 

- 

7 — 

Cascade  Bcstg  Co 

(P)  Beechcraft 
Bonanza  Twin-D50A 
(Jan  1959) 

(0) 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel 

15hrs/wk 

Yes 

None 

(instruments) 

Crosley  Bcstg  Co 

(P)  Aero  Commander- 
680;  (H)  Bell  47H1 

(0-P)-$160,000 
($93,600/yr; 
$120/hr); 
(L-H)-$48,750/ 
yr  ($93.75/hr) 

News,  traffic,  sp  events, 
pub  & prom,  sales, 
exec  travel 

P-15hrs/wk 

H-lOhrs/wk 

No 

P-None 
(instruments) 
H-fog  only 

Griffin  Best  Group 

(P)  Aero  Commander 
(April  1957) 

(0)  $120,000 
($35/hr) 

News,  farm,  sp  events, 
pub  & prom,  sales, 
exec  travel,  pub  serv 

4hrs/wk 

Yes 

10% 

Inland  Bcstg  Co 

(P)Cessna-i72 
(June  1959) 

(0)  $10,500 
($2,000/yr; 
$4. 80/hr) 

News,  sp  events,  sales, 
exec  travel 

6hrs/wk 

Pres 

Rare 

WEDR  Birmingham 

(P)  Piper  Cub 

(L)  $16/hr 

Sp  events,  pub  & prom 

— 

Engr 

— 

WBAM  Montgomery, 
Ala 

(P)  Stinson  Station 
Wagon  (1954);  (own 
landing  strip) 

(0)  $5,000 

Sp  events,  pub  & prom, 
sales,  exec  travel 

5hrs/wk 

Yes 

Doesn't  fly 
when  bad 

WS FA-TV  Montgom- 
ery, Ala 

(P)  Cessna 
(several  yrs) 

(L)  varies 

News,  sp  events 

Varies 

No 

Not  much 

WVNA  Tuscumbia, 
Ala 

(P)  Cessna-310 

(0)  — 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel 

- 

No 

None 

KOFA  Yuma,  Ariz 

(P)  Piper  Tri-Pacer 
Caribbean  (Oct  '59) 

(L)  $13. 50/hr 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel 

lhr/wk 

No 

None 

KDMS  El  Dorado,  Ark 

(P)  Piper  Tri-Pacer 
(1955) 

(0)  $65,500 
($2,000/yr, 
$20/hr) 

News,  traffic,  pub  & 
prom,  sales,  exec 
travel,  pub  serv 

2hrs/wk 

Mgr 

Quite  a bit 

KCLA  Pine  Bluff, 
Ark 

(P)  Cessna-140 
(March  '59) 

(0)  $3,200  ($5/hr, 
$780/yr) 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel 

3hrs/wk 

Mgr 

Very  little 

KFMU  (FM)  Los 
Angeles 

(P)  Cessna-140 
(1959) 

(0)  $2,500 
($7 .50/hr, 
$l,000/yr) 

Sp  events,  exec  travel 

0-5hrs/wk 

Mgr 

None 

KMPC  Los  Angeles 

(H)  Bell-47H1 
(H)  Bell-47H1 
(July  '59) 

(0)  $97,000  for 
both  ($70/hr; 
$91,000/yr  for  both) 

News,  traffic,  sp  events, 
pub  & prom,  sales,  exec 
travel,  pub  serv 

25hrs/wk 

Yes 

Very  little 

KTLA  (TV)  Los 
Angeles 

(H)  Bel  1-47 J 
(July  '58) 
(own  landing  port) 

(L)  $100,000/yr 

News,  sp  events,  pub  & 
prom,  pub  serv 

40hrs/wk 

Yes  (in-air 
anner) 

Very  little 

KKIS  Pittsburg, 
Calif 

(P) 

(R)  occasionally 

— 

— 

— 

— 

KVIP-TV  Redding, 
Calif 

(P)  Piper  Comanche 
(Nov  '59) 

(0)  $12,500 
($8.50/hr, 
$3,700/yr) 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel 

7hrs/wk 

Yes 

None 

KFMB-AM-FM-TV 
San  Diego,  Calif 

(H)  

(L)  $90-155/hr 

News,  traffic,  sp  events, 
pub  & prom 

Varies 

No 

None 

KLZ-TV  Denver 

(P)  Cessna-310 

(R)  ■’ 

News 

Occasionally 

No 

— 

WICC  Bridgeport, 
Conn 

(P)  Piper  Apache 
(Spring  '59) 

(L)  $55/hr 

News,  pub  serv 

— 

— 

None 

WTIC-AM-FM-TV 
Hartford,  Conn 

(P)  Piper  Tri-Pacer, 
Cessna 

(L) 

News 

— 

— 



WAVP  Avon  Park,  Fla 

(P)  Ercoupe 
(1960) 

(0)  $3,000  (6?  mi; 
$760/yr) 

News,  traffic,  sp  events, 
pub  & prom,  sales,  exec 
travel,  pub  serv 

3hrs/wk 

Mgr 

Very  little 

WEZY  Cocoa,  Fla 

(P)  Cessna-150 
(1958) 

(L)  $120/mo 

News,  traffic,  sp  events, 
pub  serv 

— 

No 

None 

WJSB  Crestview,  Fla 

(P)  Forney  Air- 
coupe  (1959) 

(0)  $7,400 

News,  traffic,  farm, 
sp  events,  pub  & prom, 
exec  travel,  pub  serv 

3hrs/wk 

Sta  Owner 

None 

WESH-TV  Daytona 
Beach,  Fla 

(P)  Beechcraft 
Twin  Bonanza 
(P)  Aero  Commander 

(0)  by  parent  firm; 
also  (T)  local  airport 
for  (P)  & (H) 

News,  prom,  sales, 
studio  shuttle 
(Orlando-Daytona) 

— 

Slsman 

— 
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MINUTES  AVAILABLE 


Call  H-R  Now! 

OMAHA  WORLD-HERALD  STATION 

BROADCASTING,  April  25,  1966 


Ben  H.  Cowdery,  President 

Eugene  S.  Thomas,  V.P.  and  Gen.  Mgr. 


fa 

ABC  TELEVISION  NETWORK 


STATION  AIRCRAFT  CONTINUED 


(0)  Own,  (L)  Lease, 


Station  & City 

(P)  Plane,  (H)  Heli- 
copter; Make;  (Date 
acquired) 

(R)  Rent,  (T)  Trade- 
out;  Original  cost, 
(Operating  cost) 

Uses 

How  much 
used  (avg) 

Pilot  do  other 
work  at 
station? 

Effect  of 
weather 

WFTL  Ft  Lauderdale, 
Fla 

(P) 

(R) 

Pub  & prom 

10  trips/ wk 

No 

Pract  never 

WPDQ  Jacksonville, 
Fla 

(P)  Cessna 
(1959) 

(R)  $12.75/hr 

News,  traffic,  sp  events 

llhrs/wk 

No 

Slight 

WABR  Orlando,  Fla 

(P)  Cessna-150 
(May  1959) 

(L)  $9/hr 

News,  traffic,  sp  events 

lOhrs/wk 

Prog  Dir 

Some 

WHIS  Orlando,  Fla 

(P)  Piper  Comanche- 
180  (May  1959) 

(0)  $18,000 
(104/mi) 

Sp  events,  sales  calls, 
exec  travel 

6-10hrs/wk 

Yes 

Not 

appreciable 

WLOF-TV  Orlando, 
Fla 

(P) 

(L) 

— 

Occasionally 

Gen  Mgr 

— 

WSTU  Stuart,  Fla 

(P)  Cessna-172 

(T)  $16/hr 

News,  exec  travel, 
rescue 

Occasionally 

Gen  Mgr 

Little 

WFLA-TV  Tampa,  Fla 

(P)  Cessna-172 
(1957) 

(L)  $17/hr 

News,  sp  events 

lhr/wk 

Anne  r 

Very  little 

WJBF  (TV)  Augusta, 
Ga 

(P)  Piper  Apache 
Twin  (1958) 

(0)  $40,000 
($10,000/yr) 

News,  pub  & prom, 
sales,  exec  travel 

5hrs/wk 

Yes 

No  (instru- 
ment flying) 

WGBA  Columbus,  Ga 

(P)  Cessna-182 
(1958) 

1 (0)  $11,000 
($12 /hr;  $5,500/yr) 

News,  sp  events,  pub  & 
prom,  sales,  exec 
travel,  sta  liaison 

8hrs/wk 

Gen  Mgr; 
Chf  Engr 

Not  too  much 

WSAV-AM-TV 
Savannah,  Ga. 

(P)  Aeronca  (1950) 
Own  landing  strip 
at  radio  trans 

(L)  $10/hr  plus 
pilot  fee 

News,  sp  events 

Varies 

Chf  Engr 

None 

WJEIVI  Valdosta, 
Ga 

(P)  Cessna-172 
(Sept  1958) 

(0)  $10,400 
($4/hr;  $700/yr) 

News,  sp  events,  pub  & 
prom,  pub  serv 

lOhrs/wk 

Yes 

Very  little 

KBAR  Burley,  Idaho 

(P)  Piper  Tri-Pacer 
(Nov  1958) 

(L)  $20/hr 

News,  sp  events, 
exec  travel 

4hrs/wk 

No 

Very  little 

WCIL  Carbondale,  III 

(P)  Cessna 

(L)  $17. 50/hr 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel 

0-20hrs/wk 

Mgr,  Chf 
Engr 

Doesn't  fly 
when  bad 

WGN  Chicago 

(H)  Bell-47 H 
(Nov  1958) 

(L)  $70/hr 

Traffic,  news,  sp 
events,  rescue 

25hrs/wk 

No 

About  4%  of 
flights 

WTAQ  La  Grange,  III 

(P)  Cessna-172 
(1959) 

(0)  $10,000 

News,  pub  & .prom,  exec 
travel,  pub  serv 

5hrs/wk 

Owner,  Sta 
Mgr,  Sis  Mgr 

Restricted 
during  winter 

WLBH  Mattoon,  III 

(P)  Beechcraft 
Bonanza 
(March  1955) 

(0)  $12,000  used 
($22. 50/hr; 
$3,000/yr) 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel 

3hrs/wk 

Yes 

Not  over  5% 

WRAM  Monmouth,  III 

(P)  Piper  Tri- 
Pacer  (1958) 

(0)  $9,000 
($10-12/hr) 

Sp  events,  pub  & prom, 
sales,  exec  travel 

5-6hrs/wk 

Mgr 

15%  or  less 

WJDA  Quincy,  III 

(P) 

(R) 

— 

— 

— 

WTAX  Springfield,  III. 

(P) 

Co-op  with  III. 
State  Police 

Traffic 

Major 

holidays 

No 

— 

WCSI  Columbus,  Ind 

(P)  Aeronca  Sedan 

(R)  $11. 50/hr 

News,  sp  events, 
pub  serv 

— 

No 

— 

WPTA-TV  Ft.  Wayne 

(P) 

(R) 

1 \ 

Occasionally 

— 

— 

WJOB  Hammond,  Ind 

(P)  Cessna-172 

Co-op  with  city  & 
police  ($8. 50/hr) 

News,  traffic,  sp  events 

Daily 

No 

— 

KSIB  Creston,  Iowa 

(P)  Cessna-170 
(Jan  1958) 

(R)  $12.50/hr  . 

News,  farm,  sp  events, 
pub  & prom,  sales, 
exec  travel 

— 

Gen  Mgr 

KDTH  Dubuque,  Iowa 

(P) 

Arrangement 

Spot  news 

— 

Yes 

— 

KXIC  Iowa  City,  Iowa 

(P)  Ercoupe  (1959) 

(0)  $5,000 

News,  traffic,  farm, 
sp  events,  pub  & prom, 
sales,  exec  travel 

4hrs/wk 

Pres 

Very  little- 

KLWN  Lawrence,  Kan 

(P) 

(L) 

— 

Rare 

occasions 

No 

— 

WREN  Topeka,  Kan 

(P)  Cessna-172 
(1959) 

(L)  $13. 50/hr 

News,  traffic,  sp  events, 
pub  & prom,  sales, 
exec  traffic 

5hrs/mo 

NewsCstr 

Very  little 

KAKE-TV  Wichita, 
Kan 

(P)  Cessna-175 
(1958) 

(R)  Flying  dub 
($250  membership, 
$20/mo  plus  $10/hr) 

News,  exec  travel  • 

lhr/wk 

Nevvsman, 
Coml  pilot 
(air  show) 

10%  of 
time 

KFH  Wichita,  Kan 

(P)  Beechcraft 
Bonanza-G35 
(1956) 

(0)  $30,000 
($23/hr; 
$3,489. 59/yr) 

News,  traffic,  farm, 
sp  events,  pub  & prom, 
sales,  exec  travel 

2-3hrs/wk 

Yes 

Very  little 
(instrument 
equipped) 

KSIR  Wichita,  Kan 

(P)  Piper  Apache 
Twin  (Dec  1957) 

(0)  $45,000 
(154/mi)  • 

News,  traffic,  farm,  pub 
& prom,  sales,  exeq 

425hrs 
last  yr 

Three  on 
staff  are 

Occasionally 

travel,  pub  serv  pilots 
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Talk  about  a stacked  deck!  This  one’s  packed  with  aces— and  they’re 
all  being  dealt  to  you.  Sylvania  offers  a powerful  “hand”  of  hard- 
working, high-efficiency  Mercury- Vapor  Rectifiers  for  your  power 
supply  replacement  needs. 

You’ll  find  these  husky  Rectifiers  have  the  kind  of  stamina  that  means 
longer  working  hours,  reduced  maintenance  time.  Your  station  man- 
agement will  value  that  Sylvania  brand  of  quality  because  it  offers 
lower  tube  costs  per  hour  of  operation. 

Deal  yourself  in!  Phone  your  Sylvania  Industrial  Tube  Distributor 
for  prompt  delivery  on  Mercury-Vapor  Rectifiers  and  all  Sylvania 
Tubes  for  AM,  FM,  VHF,  and  UHF.  Ask  for  the  descriptive  “Sylvania 
Industrial  Tubes”  booklet.  Or,  write  Electronic  Tubes  Division, 
Sylvania  Electric  Products  Inc.,  Dept.  124,  1100  Main  Street,  Buffalo, 
New  York  for  your  copy. 


POPULAR  SYLVANIA 
MERCURY-VAPOR  RECTIFIERS 


Maximum  Anode  Ratings 
Sylvania  Type  Voltage  (Vdc)  Current  (Adc) 


575-A 

15,000 

6.0 

673 

15,000 

6.0 

857-B 

22,000 

20.0 

866-A 

10,000 

1.0 

869-B 

20,000 

10.0 

872- A 

22,000 

20.0 

8008 

10,000 

5.0 

Subsidiary  of  GENERAL  TELEPHONE  ^ELECTRONICS^ 
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STATION  AIRCRAFT  CONTINUED 


Station  & City 

(P)  Plane,  (H)  Heli- 
copter; Make;  (Date 
acquired) 

(0)  Own,  (L)  Lease, 
(R)  Rent,  (T)  Trade- 
out;  Original  cost, 
(Operating  cost) 

Uses 

How  much 
used  (avg) 

Pilot  do  other 
work  at 
station? 

Effect  of 
weather 

KWBB  Wichita,  Kan 

(P)  Cessna-172 
(April  1958) 

(L)  $6/hr 

News,  sp  events 

lhr/wk 

No 

Slight 

WHAS-TV  Louisville, 
Ky 

(P) 

(R) 

News 



— 



WLCS  Baton  Rouge, 
La 

(P)  Cessna-190 

(T) 

News,  sp  events, 
pub  & prom 

Once  a mo 

No 

| * 

KLOU  Lake  Charles, 
La 

(P)  Cessna-175 
(1959) 

(T)  for  spots 

News,  traffic,  sp  events, 
pub  & prom,  exec 
travel,  rescue 

3hrs/wk 

No 

None 

KNOE-AM-TV 
Monroe,  La 

(P)  (Jan  1958) 

(L)  $20/hr 

News,  sp  events,  pub  & 
prom,  exec  travel, 
rescue 

3-6hrs/wk 

No 

Little 

KTBS-TV  Shreveport, 
La 

(P)  Cessna-172 
(1957) 

(L)  $20/hr 

News,  sp  events,  pub 
& prom,  sales 

2hrs/wk . 

No 

1%  of  time 

KWKH  Shreveport,  La 

(P)  Beechcraft 
Bonanza  (1955) 

(0)  $26,000 
( $10/ hr;  $2,500/yr) 

News,  farm,  sp  events, 
sales,  exec  travel 

300hrs/yr 

Gen  Mgr, 
Coml  Mgr 

5%  of  time 

KUZN  West  Monroe, 
La 

(P)  Cessna-180 
(1957) 

(0)  $12,500 
($7/hr) 

News,  traffic,  farm,  sp 
events,  pub  & prom, 
sales,  exec  travel,  rescue 

5hrs/wk 

Sta  Owner 

None 

WCME  Brunswick, 
Me 

(P) 

(R)  $7.50-15/hr 

News,  traffic,  sp  events, 
pub  & prom,  exec  travel 



Chf  Engr 

Very  little 

WFST  Caribou,  Me 

(P)  Aeronca  Coupe 

(R)  $15/hr 

News,  sp  events,  sales, 
exec  travel 

3hrs/wk 

No 

Very  little 

WTBO  Cumberland 
Md 

(P)  Piper  Co- 
manche 250 

(R)  varies  • 

Sales,  exec  travel 

— 

No 

Little 

WMEX  Boston 

(P)  Cessna-172 

(L)  $8-up/hr 

News,  traffic,  sp  events 

5-10hrs/wk 

Chf  Engr 

About  50% 
of  time 

WFGM  Fitchburg, 
Mass 

(P)  Piper  Tri-Pacer 

(T)  $20/hr 
trade-out 

News,  exec  travel 

lhr/wk 

Pres 

Normal 

i 


Station  & City 

(P)  Plane,  (H)  Heli- 
copter; Make;  (Date 
acquired) 

(0)  Own,  (L)  Lease, 
(R)  Rent,  (T)  Trade- 
out;  Original  cost, 
(Operating  cost) 

Uses 

How  much 
used  (avg) 

Pilot  do  other 
work  at 
station? 

Effect  of 
weather 

WSBS  Great  Bar- 
rington, Mass 

(P)  & (H) 

P-$10/hr; 

H-$100/hr 

Sp  events 

Once  a yr 

No 

— 

WESX  Salem,  Mass 

(P) 

(R) 

■'  — ' 

' 

— 

— 

WWLP  (TV)  Spring- 
field,  Mass 

(P)  Beechcraft 
Bonanza  (1955) 

(0)  $25,000 
($5/hr;  $l,500/yr) 

News,  sp  events, 
exec  travel 

lOhrs/wk 

No 

Normal 

WTVB  Coldwater, 
Mich 

(P)  Cessna-182 
(1958) 

(0)  $20,000 
(120/mi;  $3,000/yr) 

News,  traffic,  farm, 
exec  travel 

Varies 

Mgmt  Conslt, 
Chf  Engr, 
Anncr 

Very  little 

WJBK  Detroit 

(H) 

(L) 

Traffic,  news,  sp  events 

lOhrs/wk 

No 

Slight 

WION  Ionia,  Mich 

(P)  Cessna-170 
(Jan  1960) 

(0)  $6,000 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel 

— 

Yes 

— 

WKLZ  Kalamazoo, 
Mich 

(P)  Luscombe 

(R)  $50/hr 

Pub  & prom 

— 

No 

— 

KMHL  Marshall,  Minn 

(P) 

(R) 

News 

Frequent 

Mgr 

— 

WCCO-TV  Minneapolis 

(P)  Beechcraft 
Bonanza 

(L)  $20/hr 

News,  traffic,  sp  events, 
pub  & prom,  sales 

4hrs/wk 

Anncr, 

Slsman 

Little 

WTCN-TV  Minneap- 
olis-St.  Paul 

(H) 

(L)  $195/hr 

Sp  events,  pub  & 
prom,  sales 

— 



— 

WBKH  Hattiesburg, 
Miss 

(P)  Beechcraft 
Bonanza- H35 

(L)  $528/ mo; 
$21/hr 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel 

3hrs/wk 

Pres, 
Gen  Mgr 

Slight 

WJQS  Jackson,  Miss 

(P)  Cessna 

(T) 

News,  farm 

— 

Newscstr 

None 

KWRT  Boonville,  Mo 

(P)  Ercoupe 
(P)  Piper  Tri-Pacer 
(1959) 

(0)  Ercoupe  $2,000 
used;  Piper  $9, 000- 
plus 

News,  sp  events 

— 

Sta  Owner 

Very  little 

KCMO-AM-TV 
Kansas  City,  Mo 

(P)  Cessna-172 

(L)  $85/hr 

News,  traffic,  sp  events 

6hrs/wk 

No 

Considerable 

WDAF-AM-TV 
Kansas  City,  Mo 

(P)  Cessna-150 
(1959) 

(T) 

News 

Varies 

No 

Very  little 

KNCM  Moberly,  Mo 

(P)  Piper  Co- 
manche (1957) 

(0)  $15,500  (80/mi) 

News,  traffic,  farm, 
sp  events,  sales 

l3Ahrs/wk 

Sta  Owner 

25%  of  time 

spells  SCUBA  — short  for  the  Self-Contained- 
Underwater-Breathing-Apparatus  that  has  enabled 
millions  to  discover  an  exhilarating  new  world. 
Now  tens  of  millions  who  like  a story  swirling 
with  action,  spilling  over  with  thrills,  buoyant  with 
human  spirit  and  peopled  with  characters  they  can 
root  for  will  experience  their  own  exhilaration 
when  they  watch  this  sea-fresh  new  show. 
Thirty-nine  new  half-hours,  starring  Bill  Williams, 
swimming  champion  as  well  as  movie  star.  Let 
ASSIGNMENT:  UNDERWATER  fly  your  ensign 
in  your  own  ocean!  Wigwag  your  interest  to 
Harold  Goldman,  NTA,  9570  Wilshire  Boulevard, 
Beverly  Hills,  California,  CR  4-041 1 • A subsidiary 
of  National  Theatres  & Television,  Inc. 
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STATION  AIRCRAFT  CONTINUED 


(P)  Plane,  (H)  Heli- 

(0) Own,  (L)  Lease, 
(R)  Rent,  (T)  Trade- 

How  much 

Pilot  do  other 

Effect  of 

Station  & City 

copter;  Make;  (Date 
acquired) 

out;  Original  cost, 
(Operating  cost) 

Uses 

used  (avg) 

work  at 
station? 

weather 

KFEQ-AM-TV  St. 

(P)  Piper  Apache 

(0)  $40,000-plus 

News,  traffic,  farm,  sp 

400-500 

Gen  Mgr, 

Not  much 

Joseph,  Mo 

Twin  (April  1959) 

($16/hr) 

events,  pub  & prom, 
sales,  exec  travel,  rescue 

hrs/yr 

Chf  Engr 

KWK  St.  Louis 

(H)  Bell  Ranger 
(Oct  1959) 

(L)  $85/hr 

News,  traffic,  sp 
events,  pub  & prom 

15hrs/wk 

No 

Very  seldom 

KX0K  St.  Louis 

(H) 

(R) 

Pub  & prom 

— 

— 

— 

KOOK  Billings,  Mont 

(P) 

(R) 

News 

— 

— 

— 

KXGN-AM-TV  Glen- 
dive, Mont 

(P)  Beechcraft 
Bonanza  (second 
plane)  (1959) 

(0)  Mgr's  own  plane 

News,  sp  events,  pub 
& prom,  sales,  exec 
travel,  rescue 

2-5hrs/wk 

Sta  Mgr 

None 

KAWL  York,  Neb 

(P)  Mooney  Mark  20A 
(Dec  1959) 

(0)  $19,320 
($8 /hr) 

News,  pub  & prom, 
sales,  exec  travel 

2hrs/wk 

Yes 

50%  in 
winter 

KEN0  Las  Vegas,  Nev 

KLRJ-TV  Las  Vegas, 
Nev 

(H)  (April'  1959) 
(Shares  with 
KLRJ-TV) 

(H)  In  cooperation 
with  KENO  (see 
above) 

(T)  for  adv  time 
($200/mo;  $6,0/hr) 

News,  sp  events,  rescue 

4hrs/wk 

News  Dir 

Little 

KD0T  Reno,  Nev 

(P)  Piper  Co- 
manche (1959) 

(0)  $24,000 
(10f£/mi) 

Exec  travel 

— 

Owner 

Less  than  5% 

KOLO-TV  Reno,  Nev 

(H)  Bell 
(Nov  1959) 

(L) 

News,  sp  events,  pub  & 
prom,  exec  travel 

Varies 

No 

Normal 

KVER-TV  Clovis, 
NM 

(P)  Cessna-195 
(Sept  1959) 

(T) 

News,  sp  events 

lhr/wk 

No 

None 

KMGM  Albuquerque 

(P)  Cessna  Sky- 
lane  (Oct  1959) 

(T)  ($15/hr) 

News,  sp  events,  pub 
& prom 

2hrs/wk 

News  Dir 

None 

KOB-AM-TV  Albu- 

(P) 

(R)  Varies 

News 



No 



querque 

WEBR  Buffalo,  NY 

(H)  Bell-47 J 
(April  1959) 

(L)  $100/hr 

News,  traffic,  sp  events 

lOhrs/wk 

No 

Seldom 

WHLI-AM-FM  Hemp- 
stead, LI,  NY 

(H)  Bel  1-47 D 

(L)  Varies 

News/traffic,  sp  events, 
pub  & prom,  rescue 

lOhrs/wk 

No 

Some 

WFYI  Garden  City, 
LI,  NY 

(P)  Piper  Tri-Pacer 
(Dec  1959) 

(L)  $21/hr 

News,  traffic,  sp  events, 
pub  & prom 

14hrs/wk 

No 

Fly  80% 
of  time 

WINS  New  York 

(P)  Luscome 
float  plane, 
Cessna-180  float 
plane  (1958) 

(L)  $12-35/hr 

News,  emergency  traffic, 
sp  events 

Engr 

WHDL  Olean,  NY 

(P)  Piper  Tri-Pacer 

(L)  $ll/hr 

News,  sp  events,  pub 
& prom,  sales 

Varies 

No 

Very  little 

WLOS-TV  Asheville, 

(H)  Bell  (Sept  1959) 

(L) 

Pub  & prom 

Varies 

No 

| i : X 

NC-Greenville  & 
Spartanburg,  SC 

WRAL-TV  Raleigh, 

(P) 

(R) 



Occasionally 





NC 

KEYZ  Williston, 
ND 

(P)  Beechcraft 
Bonanza  (third 
plane)  (1955) 

(0)  $7,500  ($18/ hr) 

News,  farm,  sp  events, 
pub  & prom,  sales, 
exec  travel,  rescue 

4-5hrs/wk 

Mgr 

WCPO-TV  Cincinnati 

(H)  (1957)  (own 
landing  strip) 

(L) 

News,  sp  events, 
pub  & prom 

Varies 

No 

Little 

WKRC  Cincinnati 

(P)  Cessna-310 
(July  1955) 

(0)  $78,000 
($55/hr) 

Pub  & prom,  sales, 
exec  travel 

8hrs/wk 

Pres, 
Engr  Dir 

Moderate 

Crosley's  $160,000  Aero  Commander  Taft's  $78,000  Cessna-310 


Group  station  owners  can  afford  the  luxury  models 
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Station  & City 

(P)  Plane,  (H)  Heli- 
copter; Make;  (Date 
acquired) 

(0)  Own,  (L)  Lease, 
(R)  Rent,  (T)  Trade- 
out;  Original  cost, 
(Operating  cost) 

Uses 

How  much 
used  (avg) 

Pilot  do  other 
work  at 
station? 

Effect  of 
weather 

WERE  Cleveland 

(H)  Bell-47H1 
(Nov  1959) 

(L)  $80/hr 

News,  traffic,  sp  events, 
pub  & prom,  exec  travel 

lOhrs/wk 

No 

Less  than  5% 

WBNS  Columbus,  Ohio 

(P)  Helio  Courier 
(June  1959) 

(L)  $25/hr 

■ News,  traffic 

lOhrs/wk 

~ 

Not 

extensively 

WT0L-TV  Toledo, 
Ohio 

(P)  (1958) 

(L)  special 
arrangement 

News,  farm,  sp  events, 
pub  & prom,  pub  serv 

Varies 

No 

Very  little 

WFMJ-TV  Youngs- 
town, Ohio 

(P) 

(T) 

News,  sp  events 

Varies 

No 

■ ' — 

WHIZ-TV  Zanesville, 
Ohio 

(P)  Cessna-172 
(Aug  1959) 

(0)  $14,000 
(100/mi) 

News,  sp  events,  sales 
exec  travel 

6hrs/wk 

Sta  Mgr 

Fly  90% 
of  time 

KLTR  Blackwell, 
Okla 

(P)  Stinson  Station 
Wagon  (1958) 

(0)  $3,300 
(70/ mi;  $7/hr) 

News,  farm,  sp  events, 
pub  & prom,  exec  travel 

21hrs/mo 

Mgr 

Some 

WKY-TV  Oklahoma 
City 

(P) 

(R)  $16-31/hr 

News 

4hrs/wk 

No 

Some 

KAKC  Tulsa,  Okla 

(P)  Piper  Tri-Pacer 
(June  1958) 

IL) 

News,  traffic,  sp  events, 
pub  & prom,  exec 
travel 

30hrs/wk 

No 

Very  little 

KFLY  Corvallis,  Ore 

(P)  Mooney 

(L)  $30/hr 

News,  sp  events,  pub 
& prom,  sales 

. §ii; 

— 

— 

KUMA  Pendleton,  Ore 

(P)  Piper  Tri-Pacer 

(L)  $14/hr 

News,  sales,  exec  travel 

2hrs/wk 

Mgr 

Very  little 

WAEB  Allentown,  Pa 

(P)  Cessna  Skylane 
(1956) 

(L)  $25/hr 

News,  traffic,  sp  events, 
pub  & prom,  exec 
travel,  pub  serv 

Prog  Dir 

Occasionally 

WFIL-AM-TV  Phila- 
delphia 

(H)  (own  landing 
strip)  (July  1958) 

(L) 

News,  traffic,  sp  events 

Varies 

No 

— 

WIP  Philadelphia 

(P)  Piper  Comanche 
180  (1959) 

(T) 

News,  traffic,  sp  events 

lOhrs/wk 

Prog  Dir 

10% 

WPEN  Philadelphia 

(H)  Bell-47H 
(1959) 

(0)  $30,000 
($65/hr) 

News,  traffic,  sp  events, 
pub  & prom,  pub  serv 

50hrS/wk 

No 

Some 

WCAE  Pittsburgh 

(H)  Bell  (1960) 

(L) 

Traffic 

5hrs/wk 

No 

— 

WDAU-TV  Scranton, 
Pa 

(P)  Piper  Tri-Pacer 
(Jan  1959) 

(L)  $20/hr 

News,  sp  events,  pub 
& prom 

4hrs/wk 

No 

Serious 

factor 

WICE  Providence,  RI 

(P)  & (H) 

(R)  P-$20/hr; 
H-$60/hr 

Sp  events,  sales,  rescue 

— 

No 

None 

WPRO-TV  Providence, 
RI 

(P) 

(R) 

News 

Occasionally 

— 

— 

WCSC-AM-TV 
Charleston,  SC 

(P) 

(R) 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel 

Regularly 

— 

— 

WFBC-AM-TV 
Greenville,  SC 

(H)  Bell  (1959) 

(L)  $85/hr 

News 

— 

No 

Little 

WORD  Spartanburg, 
SC 

(H)  Bell  (1959) 

(L)  $85/hr 

News,  traffic,  sp  events, 
pub  & prom,  pub  serv 

lhr/wk 

No 

Little 

WSPA-AM-TV 
Spartanburg,  SC 

(P) 

(R) 

News 

Occasionally 

— 

7 ■'s— 

KXAB-TV  Aberdeen, 
SD 

(P)  Cessna-175 

(L)  $16/hr 

News,  sp  events,  sales, 
exec  travel 



Yes 

10% 

WDXB  Chattanooga, 
Tenn 

(P) 

(T)  for  time 

News,  sp  events,  pub 
& prom,  rescue 

— 

No 

Little 

WDXN  Clarksville, 
Tenn 

(P)  Cessna-175 
(June  1958) 

(L)  $14/hr 

Sp  events,  pub  & prom, 
sales,  exec  travel 

5-10hrs/wk 

Sta  Mgr 

Rare 

WENO  Nashville, 

(H)  Bell 

(R) 

Sp  events 

— 

— 

— 

Tenn 


Other  popular  planes:  $40,000  Piper  Apache  (1);  $25,000  Beechcraft  Bonanza  (r) 
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Station  & City 

(P)  Plane,  (H)  Heli- 
copter; Make;  (Date 
acquired) 

(0)  Own,  (L)  Lease, 
(R)  Rent,  (T)  Trade- 
out;  Original  cost, 
(Operating  cost) 

WLAC-TV  Nashville, 
Tenn 

(P)  Cessna-Skylane 
(Feb  1959) 

(L)  $5,850/yr 

WSM-TV  Nashville, 
Tenn 

(H)  & (P) 
(July  1959) 

(T)  air  credit 

KVLF  Alpine,  Tex 

(P) 

(R) 

KB  ST  Big  Spring,  Tex 

(P)  Piper  Comanche 
(Oct  1959) 

(L)  $26/hr 

KL1F  Dallas 

(P)  Cessna-172 

(L) 

KROD-AM-TV 
El  Paso,  Tex 

(P)  Piper  Comanche 
(April  1960) 

(0) 

KNUZ  Houston 

(H)  Bell 

(L)  $150/hr 

KTRK-TV  Houston 

(P) 

(R) 

KIUN  Pecos,  Tex. 

(P)  Cessna 

(L)  $23/hr 

KWTX-AM-TV  Waco, 
Tex 

(P)  Beechcraft 
Bonanza  Twin 
(1957) 

(0)  ($3,600/yr) 

KVNU  Logan,  Utah 

(P) 

(R) 

WMEK  Chase  City, 
Va 

(P)  Piper  Super 
Cruiser 

(R) 

WPRW  Manassas,  Va 

(P)  Piper  Tri-Pacer 
(1957) 

Flying  club  ($9/hr) 

WGH  Newport  News, 
Va 

(H)  Bell  (Oct  1959) 

(0) 

WBOF  Virginia  Beach, 
Va 

(P)  Piper  Tri-Pacer 
(Nov  1958) 

(L)  $16/hr 

KBKW  Aberdeen, 
Wash 

(P)  Cessna-172 
(Mar  1959) 

(L)  $155/ mo; 
$10/hr 

KFHA  Lakewood, 
Wash 

(P)  Piper  Tri-Pacer 
(May  1959) 

(0)  $10,000 
($2,000/yr) 

KING-AM-TV 

Seattle 

(H)  Bell  (own 
heliport) 

(L)  $100/hr 

KOL  Seattle 

(H)  & (P) 
(own  heliport) 

(R) 

WHMS  Charleston, 
WVa 

(P) 

(T) 

WJPB-TV  Fairmont, 
WVa 

(P)  Piper  Cub 
(1958) 

(0)  $4,900  ($10/hr) 

WTAP-TV  Parkers- 
burg, WVa 

(P)  Cessna-172 
(1959) 

(0)  In  conjunction 
with  WHIZ-TV 
Zanesville,  Ohio 

WELC  Welch,  WVa 

(P)  Piper  Tri-Pacer 
(Jan  1960) 

(0)  $4,750 
($12-15/hr) 

W BAY -TV  Green  Bay, 
Wis 

(P)  (1959) 

(T) 

WKTY  La  Crosse,  Wis 

(P)  Piper  Tri-Pacer 
(1958) 

(R)  $6/hr 

CJLH-TV  Lethbridge, 
Alberta,  Canada 

(P)  Cessna 

Flying  club 

CJDC-AM-TV  Dawson 
Creek,  BC,  Canada 

(P)  Bellanca  Cruisair 
(1959) 

(0)  $5,000 
($9. 80/hr) 

CHCH-TV  Hamilton, 
Ont,  Canada 

(P)  & (H) 

(R) 

CBFT(TV)-CBMT(TV) 
Montreal,  Que, 
Canada 

(P)  & (H) 

(R) 

Uses 

How  much 
used  (avg) 

Pilot  do  other 
work  at 
station? 

Effect  of 
weather 

News,  sp  events,  pub 
& prom 

5hrs/wk 

Prod  Mgr 

10% 

News,  sp  events 

Seldom 

No 

— 

News,  rescue 

Varies 

Mgr 

— 

News,  farm,  sp  events, 
pub  & prom,  sales, 
exec  travel,  pub  serv 

lOhrs/wk 

Yes 

Very  little 

News,  traffic,  sp  events 

5hrs/wk 

No 

Very  little 

News 

— 

— 

— 

Sp  events,  rescue 



No 

— 

News 

Newsman 

— 

News,  farm,  sp  events, 
pub  & prom,  sales,  exec 
travel,  pub  serv 

10hrs/wk 

No 

Very  little 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel, 

25hrs/wk 

Yes 

Normal 

pub  serv 


News,  farm 

Seldom 

' : 

— 

Sp  events,  pub  & prom, 
sales,  exec  travel 

8hrs/wk 

Pres 

Little 

News,  traffic,  sp  events, 
pub  & prom,  sales 

6hrs/wk 

— 

20% 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel 

6hrs/wk 

Mgr,  Treas 

Seldom 

News,  traffic,  sp  events, 
pub  & prom,  rescue 

5hrs/wk 

No 

3mo/yr 

News,  farm,  sp  events, 
pub  & prom,  exec  travel 

5hrs/wk 

Mgr 

50% 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel, 
pub  serv 

Varies 

No 

None 

News,  sp  events, 
pub  & prom 

Varies 

No 

' 

— 

— 

— 

News,  sp  events,  pub  & 
prom,  sales,  exec  travel, 
pub  serv 

5hrs/wk 

Pres 

Some 

— 



— 

■ ' — 

News,  sp  events, 
pub  & prom 

Varies 

Mgr 

— 

News,  farm,  sp  events, 
pub  & prom 

4hrs/wk 

Newsmen  (2) 

Very  little 

News,  sp  events, 
exec  travel 

lhr/wk 

News  Dir 

10% 

News 

— 

Yes 

, * 

News,  farm,  sp  events, 
pub  & prom,  sales, 
exec  travel 

6 -lOhrs/wk 

Newsman 

— 

News 

Occasionally 

No 

— 

News 

Occasionally 

— 

— 
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Description 

Nominal 

Gain 

Nominal 

Input 

Level 

No.  of 
Outputs 

Bandwidth 

Diff.  Gain 
At  IV.  Out 

Diff.  Phase 
At  IV.  Out 

Approx.  1 
B+  Drain  1 

1 in/1  out  Video  Dist.  Amp. 

Unity 

1 Volt 

1 

Flat  ±2% 
to  at  least  8.0mc 

0.7%  max 

0.35°  max 

50  ma  1 

Sync  Adder  for  VA-P-101  or 
| VA-P-103  Amps. 

- 

4 Volts 

1 to  7 

- 

- 

- 

30  ma  1 

1 in/1  out  Video  Dist.  Amp. 

+3db 

0.7  Volt 

1 

Flat  ±2% 
to  at  least  8.0mc 

0.7%  max 

0.35°  max 

60  ma  I 

1 in/3  out  Video  Dist.  Amp. 

Unity 

1 Volt 

3 

Flat  ±2% 
to  at  least  8.0mc 

0.7%  max 

0.35°  max 

125  ma  1 

1 in/3  out  Video  Dist.  Amp. 

+3db 

0.7  Volt 

3 

Flat  ±2% 
to  at  least  8.0mc 

0.7%  max 

0.35°  max 

125  ma  1 

1 in/3  out  Video  Dist.  Amp. 

+6db 

0.5  Volt 

3 

Flat  ±2% 
to  at  least  8.0mc 

0.7%  max 

0.35°  max 

125  ma  1 

1 Sync  Adder  for  VA-P-201  Amps. 

- 

4 Volts 

1 to  3 

- 

- 

- 

30  ma  1 

Mounting  Shelf,  to  accommodate  VA-P-101,  VA-P-102  and  VA-P-103  amplifiers.  Requires  8%  inches  of  rack  height. 
Mounting  Shelf,  to  accommodate  VA-P-201  and  VA-P-202  amplifiers.  Requires  8%  inches  of  rack  height. 


| VA-S-201 

Most  units  are  also  available  as  "bathtub”  rack  mounted  chassis. 


i Write  today  for  new 

4-page  technical  bulletin  on 
Daven  video  equipment  for 
color  and  black-and-white. 


THE  CO.  in)  LIVINGSTON 

I NEW  JERSEY 

TODAY,  MORE  THAN  EVER,  THE  DAVEN  ® STANDS  FOR  DEPENDABILITY 


PICK 

AN  HOUR  FROM 
970 10 

YOU’LL  BE  PICKING  THE  KIND  OF  PRIME-TIME  PROGRAMMING 
THAT  MAKES  ABC-TV  AVERAGE  OUT  FIRST* 

. . . 


SOURCE:  NIELSEN  24-MARKET  TV  REPORT,  WEEK  ENDING  APRIL  10,  ALL  SEVEN  NIGHTS  8-10:30  PM.  NYT. 
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WHadVEnTubB'  IN  PARADISE)  9:30-10:30 


FBI,  (77  SUNSET  STRIP)  9-10  PM 
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AIRCRAFT  IN  PROMOTION 

They’ve  dropped  everything  but  bombs 
to  attract  attention  and  win  audiences 


What  goes  up  must  come  down. 

It  may  not  necessarily  be  a law  of 
Newton,  but  it  is  a formula  that  works 
wonders — and  sometimes  a headache, 
too — for  station  promotion  managers 
with  a yen  for  using  their  planes  and 
helicopters  for  scattering  things  among 
the  population  below.  Things  like  “fly- 
ing (paper)  saucers,”  Ping  Pong  balls, 
balloons,  leaflets,  bottles  (over  water) 
and  pictures.  Usually  they  contain 
some  sort  of  gift  certificate  or  other 
prize. 

But  before  attempting  such  a pro- 
motion, stations  should  be  sure  to 
check  local  ordinances.  Occasionally 
a station  forgets,  to  its  subsequent  re- 
gret. 

KFMB  San  Diego  used  its  leased 
’copter  recently  for  a successful  Ping 
Pong  ball  drop  over  a new  housing  de- 
velopment which  was  being  heavily  ad- 
vertised on  KFMB-FM.  The  balls  con- 
tained certificates  worth  up  to  $500  on 
a house  purchase.  Some  5,000  balls 
were  dropped,  five  worth  $500,  others 
for  lesser  sums  and  prizes  such  as  land- 
scaping, lawn  sprinkling  systems,  etc. 
Four  finders  of  the  $500  balls  bought 
on  the  spot  houses  worth  $21,000-25,- 
000.  Eight  others  signed  later.  The 
promotion  turned  out  2,000  people  to 
inspect  the  homes. 

WEDR  Birmingham,  Ala.,  which 
leases  a Piper  Cub  ($16  per  hour), 
dropped  4,000  pictures  with  gift  certifi- 
cates over  four  local  high  schools  to 
promote  a disc  jockey. 

‘Feud’  in  Illinois  ■ WRAM  Mon- 
mouth, 111.,  which  rents  a Piper  Tri- 
Pacer  ($10-12  per  hour),  “has  been 
feuding  with  the  city  administration  for 
some  time  on  many  fronts.  In  a recent 
promotion,  the  WRAM  plane  figured 
prominently  in  the  act  as  it  was  to 
drop  leaflets  over  the  city  and  subse- 
quently on  other  cities  in  the  area.” 

Warned  in  advance  by  the  mayor  not 
to  proceed,  WRAM  made  the  drop  any- 
way and  the  station  manager  was  ar- 
rested for  “littering  the  sidewalks.”  He 
protested  he  couldn’t  have  done  it  since 
he  was  on  the  ground.  The  police  then 
searched  in  vain  for  the  plane  and  pilot. 
The  charge  against  the  manager  was 
then  changed  to  “caused  to  have  an- 
other litter  the  sidewalks  and  streets’ 
and  other  cities  joined  in  the  attack. 

The  jury  trial  that  followed  found 
the  manager  “not  guilty”  on  the  ground 
that  the  certificates  dropped  were  things 
of  value  and  were  picked  up  as  fast  as 
they  were  found.  WRAM  then  made 
drops  on  a few  other  towns  “but  wished 


it  hadn’t  and  refuses  to  ever  have  an- 
other air  drop.  The  certificates  were  so 
wind  blown  they  fell  everywhere  except 
where  the  people  were.”  WRAM’s  con- 
clusion: 

“Best  publicity  stunt  ever  pulled,  but 
never  again.” 

Saturation  ■ KUZN  West  Monroe, 
La.,  used  its  leased  Cessna- 180  to  drop 
paper  plate  “flying  saucers”  to  promote 
a supermarket.  Of  the  5,000  dropped, 
4,700  were  brought  to  the  market  to 
claim  small  prizes. 

WCME  Brunswick,  Maine,  did  a “fly- 
ing saucer”  drop  too  last  summer  and 
the  publicity  and  revenue  were  said  to 
be  “tremendous.”  Only  certain  num- 
bered saucers  in  this  drop  entitled  find- 
ers to  gifts  of  Pepsi-Cola  and  Circus 
Time  potato  chips. 

WMEX  Boston  made  a balloon  drop 
over  that  city.  The  balloons  bore  cards 
good  for  prizes  and  cash.  The  station 
also  does  leaflet  drops  over  cities  hav- 
ing no  ordinances. 

KOL  Seattle  has  an  annual  promotion 
involving  the  drop  of  “booty  bottles” 
filled  with  merchandise  certificates. 
Some  1,300  of  these  plastic  eight-ounce 
flasks,  containing  station  call  letters 
and  insignia,  are  dropped  in  the  water 
areas  around  Seattle.  “Since  these 
bottles  are  distributed  at  the  rate  of  100 
per  day,  we  have  found  aircraft  the  only 
feasible  and  certainly  the  most  economi- 
cal method  of  doing  so,”  the  station 
reported. 

The  safety  factor: 
personal  equation 

The  safety  factor  in  business  flying 
depends  in  large  measure  on  the  attitude 
of  those  doing  the  flying.  Realizing  this, 
KTRK-TV  Houston  has  established  a 
firm  policy  governing  its  use  of  planes. 

The  station  regularly  charters  from 
Guinn  Flying  Service  and  feels  that  the 
airplane  “has  expanded  its  area  of  op- 
erations for  major  stories  to  the  fullest 
extent  of  its  signal  area  and  beyond.” 
Now  it  means  that  a reporter-camera- 
man can  fly  a couple  hundred  miles, 
return  and  get  out  on  another  story  in 
less  time  than  formerly  it  took  to  cover 
the  first  story,  KTRK-TV  said. 

Under  KTRK-TV’s  safety  policy,  the 
first  consideration  is  the  story  and  its 
location.  Once  a “cover”  decision  is 
made,  the  choice  of  transportation 
comes  next  and  the  time  element  be- 
comes a factor — both  in  getting  to  the 
story  and  getting  the  film  back.  Even 
when  it’s  considered  advantageous  to 


fly,  several  other  factors  must  be  taken 
into  account. 

No  Short  Cuts  ■ Weather  must  be 
vfr  (visual  flying  regulations)  “on  both 
ends”  of  the  trip,  KTRK-TV  said,  “and 
forecast  for  vfr  in  the  time  period  the 
return  trip  will  be  made  before  the 
decision  to  fly.”  If  the  weather  or  fore- 
cast is  ifr  (instrument  flying  regula- 
tions), the  story  must  be  important 
enough  and  the  time  element  critical 
enough  to  warrant  the  effort  and  “an 
instrument  pilot  is  carried  as  a safety 
measure  to  insure  getting  back  into 
Houston.” 

The  station  has  a standing  rule  that 
under  no  circumstances  will  flying  short 
cuts  of  any  kind  be  allowed  which 
would  involve  violation  of  FAA  rules 
or  endanger  life,  limb  or  property.  Ac- 
cessibility of  landing  facilities  and 
ground  transportation  are  vital  factors. 
“Cow  pastures  are  for  cows,  not  air- 
craft,” KTRK-TV  said.  “Only  chartered 
landing  strips  are  used.” 

No  flight  is  ever  made  “where  the 
pilot  must  also  shoot  the  camera  while 
attempting  to  fly  the  plane,”  KTRK- 
TV  said.  “We  will  admit  that  it  can  be 
done,  but  in  doing  so,  one  function  or 
the  other  does  not  get  the  required 
attention  to  properly  accomplish  the 
job  with  utmost  safety  and  turn  in  a 
film  clip  of  professional  quality.” 

Safety  was  an  important  factor  con- 
sidered by  KEYZ  Williston,  N.D.,  when 
it  began  business  flying  in  1955  (now 
owns  its  third  plane)  to  cover  its  retail 
business  area  which  has  a radius  of 
100  miles.  Station  has  a second  studio 
in  Crosby,  N.D.,  70  miles  away.  Chuck 
Scofield,  general  manager-pilot,  said 
“modern  navigation  equipment  and  in- 
struments make  today’s  business  flying 
safe  and  practical.  The  KEYZ  Beech- 
craft  Bonanza  flies  out  of  Williston  12 
months  a year  and  affords  armchair 
comfort  coupled  with  speed  up  to  three 
miles  a minute.” 

WDXN  Clarksville,  Tenn.,  rents  a 
Cessna- 175  five  to  10  hours  a week  for 
“utility,  speed,  convenience  and  above 
all  safety.”  WDXN  notes  statistics  show 
approximately  seven  fatalities  per  100 
million  miles  on  the  highway  to  about 
one  per  100  million  miles  in  the  air  in 
business  flying. 

Accidents  ■ There  were  two  major 
crashes  of  aircraft  last  year,  neither 
involving  serious  personal  damage. 
WPEN  Philadelphia  in  August  suffered 
$25,000  damage  to  its  traffic-copter  and 
a plane  was  used  to  continue  air  traffic 
reports  until  another  helicopter  could 
be  obtained  (Broadcasting,  Aug.  24, 
1959). 

Earlier  in  the  year.  Jay  Crouse,  as- 
sistant director  of  news  for  WHAS-AM- 
TV  Louisville,  was  flying  in  a private 
plane  to  Harlan,  Ky.,  to  film  a strike 
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story  for  the  daily  tv  newsreel.  Coming 
in  for  landing  on  the  municipal  “cow 
pasture”  airport,  WHAS  said,  the  plane 
hit  a ditch,  sheared  olf  its  landing  gear 
and  flipped  over  into  a $19,000  total 
wreck.  A companion  newspaper  photog- 
rapher and  Mr.  Crouse  suffered  some 
injuries,  but  Mr.  Crouse  was  able  to 
get  his  story.  Camera  and  Minitape 
were  damaged  considerably,  but  still 
worked.  The  pilot,  “a  good  ducker,” 
was  unhurt. 

KXGN-AM-TV  Glendive,  Mont.,  re- 
ported its  first  plane  nosed  up  on  a 
down-wind  landing  after  dark  and  was 
damaged,  but  it  was  repaired  and  sold. 
Neither  of  the  two  planes  owned  since 
then  have  been  in  accidents.  KXGN 
now  flies  a 1947  Beechcraft  Bonanza. 
WGN  Chicago’s  traffic-copter  has  suf- 
fered “a  couple  of  minor”  accidents 
in  forced  landings.  KDMS  El  Dorado, 
Ark.’s  Piper  Tri-Pacer  suffered  minor 
damage  when  it  nosed  over  while  taxi- 
ing on  an  unfamiliar  sod  strip. 

Getting  the  news 
aided  with  aircraft 

Stories  of  how  aircraft  helped  radio- 
tv stations  get  news  “scoops”  or  unique 
news  coverage  advantages  are  too  nu- 
merous to  detail.  Some  stations,  like 
WDAF-AM-TV  Kansas  City,  find  they 
can  cover  the  multiple  small  commu- 
nities in  their  area  much  more  effec- 
tively and  that  these  cities  “are  delighted 
when  we  sweep  in  from  the  skies  to 
cover  happenings  in  their  town.  Often 
as  not  there’s  someone  waiting  to  vol- 
unteer car  and  chauffeur  service  to  help 
our  crew  get  to  the  scene  and  back.” 

Others,  like  KNOE-AM-TV  Monroe, 
La.,  find  that  by  flying  newsmen  to 
cover  outlying  stories  “minimizes  the 
use  of  stringers,”  and  like  KXGN-AM- 
TV  Glendive,  Mont.,  has  helped  iden- 
tify the  station  “prominently”  as  a 
“news  station” — with  resulting  increase 
in  cooperation  from  news  sources  in 
obtaining  the  news. 

Still  others  can  relate  the  typical 
hair-breadth  news  break  made  possible 
to  WCCO-TV  Minneapolis  through  use 
of  its  regularly-chartered  Beechcraft 
Bonanza.  Recently  there  was  a major 
court  trial  of  wide  interest  at  Austin, 
Minn.  The  station’s  two  pilots,  an- 
nouncer Sherm  Booen  and  salesman 
Wally  Green,  waited  at  the  courtroom 
with  the  news  director  and  cameramen 
until  8:30  p.m.  on  the  day  the  verdict 
was  expected. 

Deadline  ■ They  couldn’t  wait 
longer  because  any  break  after  that 
time  was  considered  impossible  to  film 
and  get  back  to  Minneapolis  in  time 
for  the  10  p.m.  news  that  night.  Re- 
luctantly the  pilots  left.  The  news  di- 
rector remained. 


At  8:40  p.m.  at  the  airport  the 
pilots  rechecked  by  phone  and  learned 
the  jury  was  just  returning.  Mr. 
Booen  warmed  the  plane  as  Mr. 
Green  raced  by  cab  back  to  court, 
arriving  at  8:50  p.m.  At  8:55  the 
jury  gave  its  verdict  and  the  WCCO- 
TV  men  went  into  action.  By  court 
rule  they  could  not  film  the  actual 
verdict,  but  were  allowed  to  film  in 
the  court  immediately  thereafter.  Nar- 
ration of  the  verdict  by  the  announcer 
was  done  in  the  hallway  on  a sound- 
on-film  camera  and  in  the  court,  by 
silent  film,  the  reaction  of  the  plaintiff, 
jury,  judge  and  attorneys  was  re- 


corded. At  9 p.m.  the  news  director 
raced  back  to  the  airport  with  the 
films. 

With  the  plane  in  the  air  at  9:10, 
the  news  director  called  Minneapolis 
and  had  landing  clearance  set  up.  At 
9:40  the  plane  touched  down  adjacent 
to  a WCCO-TV  news  car  which 
rushed  five  miles  to  the  station.  The 
films  were  prepared  for  processing  en 
route.  At  9:52  the  film  went  into  the 
processing  tank.  The  court  scene, 
shot  less  than  \XA  hours  earlier  at 
a city  100  miles  south,  went  into  the 
news  show  at  10:10  p.m.  as  had  been 
planned. 


In  orbit  for(-SERVlCf 


As  modern  as  satellites,  and  as  old  fashioned  as  buggy  whips— the  sound 
formula  cf  service  plus  a sincere  desire  to  satisfy.  These  and  other  reasons 
have  made  the  Bahakel  Broadcasting  Stations  rocket  to  the  top  in  nearly 
every  market  area: 


Your  campaign  will  climb  to  the  stars  when  your  selection  includes  the 
Bahakel  Broadcasting  Stations.  Let  us  orbit  for  you,  and  prove  that  service 
is  what  built  our  stations. 

AIM  operating 
n.  Ine. 

Wl 


Eiecutive  Offieti:  Po»t  Offlee  Box  1050.  Rtaiwkt. 

The  stations  that  I rr  Diner  I built 
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Changing  hands 

ANNOUNCED  ■ The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

■ KVOY  Yuma,  Ariz.:  Sold  by  Bill 
Lindsey  and  associates  to  Colonial 
Broadcasting  Corp.  for  $186,000.  Co- 
lonial comprises  Clifford  Botway, 
Ogilvy,  Benson  & Mather,  New  York; 
Robert  F.  Adams,  WABC-TV  New 
York;  Budd  Getschal,  New  York  busi- 
nessman and  John  R.  Williams,  KVOY 
program  director.  Mr.  Williams,  who 
transfers  his  16%%  ownership  to  new 
corporation,  will  remain  as  general 
manager.  KVOY  is  250  w on  1400 
kc.  Transaction  was  handled  by  Wilt 
Gunzendorfer  & Assoc. 

■ WFBS  Fort  Walton  Beach,  Fla.  by 
H.  French  Brown  Sr.  and  associates 
to  Smith  Radio  Inc.  for  $100,000. 
Smith  Radio  is  controlled  by  M.  D. 
Smith  III  and  also  has  interests  in 
WAAY  Huntsville,  Ala.,  and  WJIG 
Tullahoma,  Tenn.  WFBS  is  1 kw  day- 
timer  on  950  kc.  Broker  was  Paul  H. 
Chapman  Co. 

APPROVED  ■ The  following  transfers 
of  station  interests  were  among  those 


approved  by  the  FCC  last  week  (for 
other  commission  activities  see  For 
The  Record,  page  102). 

■ WRDW-TV  Augusta,  Ga.:  Sold  by 
Southeastern  Newspapers  to  Friendly 
Group  (Jack  N.  Berkman,  president) 
for  $1,575,000.  Commissioner  Robert 
T.  Bartley  dissented. 

The  Friendly  stations  are  WSTV- 
AM-FM-TV  Steubenville,  Ohio;  WPIT 
Pittsburgh,  Pa.;  KODE-AM-FM-TV 
Joplin,  Mo.;  WBOY-AM-TV  Clarks- 
burg and  WPAR  and  WAAM  (FM) 
Parkersburg,  both  West  Virginia; 
KMLB-AM-FM  Monroe,  La.;  WSOL 
Tampa,  Fla.;  WHTO-TV  Atlantic  City, 
N.J.,  and  30%  of  WRGP  (TV)  Chat- 
tanooga, Tenn. 

a WSBS  Great  Barrington,  Mass.:  Sold 
by  John  Parsons,  James  Miller  and 
Dorothy  Crane  to  WSBS-The  Berk- 
shires  Inc.  (J.  Leo  Dowd,  president) 
for  $115,175.  Mr.  Dowd  is  a marketing 
consultant  and  was  formerly  sales  di- 
rector for  International  Silver. 

n WCBG  Chambersburg,  Pa.:  Sold  by 
James  R.  Reese  Jr.  to  Norman  E.  Mess- 
ner,  .Samuel  Youse,  John  H.  Norris  and 
Lester  Grenewalt,  25%  each,  for  $80,- 
000  paid  to  Mr.  Reese  for  his  80% 
interest.  Messrs.  Youse,  Norris  and 
Grenewalt  are  owners  of  WGSA  Eph- 


rata,  Pa.,  and  WABW  Annapolis,  Md. 
Mr.  Messner  held  20%  interest  in 
WCBG  before  sale. 

AB-PT’s  net  earnings 
up  44%  last  year 

Improved  business  for  the  ABC 
Broadcasting  Division  is  the  primary 
reason  for  the  record  high  earnings  of 
American  Broadcasting  - Paramount 
Theatres  Inc.,  Leonard  Goldenson  an- 
nounced last  week  in  a report  to  stock- 
holders. 

Estimated  net  operating  earnings  for 
AB-PT  rose  by  44%  during  the  1960 
quarter  to  $3,336,000  (80  cents  a 
share),  as  compared  with  $2,313,000 
(54  cents  a share)  for  the  corresponding 
1959  period. 

“In  broadcasting,”  Mr.  Goldenson 
observed,  “The  ABC  television  network 
continued  to  maintain  the  strong  com- 
petitive position,  in  terms  of  program 
acceptance  and  audience  circulation, 
that  it  achieved  during  the  past  year. 
This  growth  and  the  attendant  adver- 
tiser support  was  refletced  in  an  in- 
crease of  approximately  20%  in  gross 
time  sales  in  the  first  quarter  over  the 
like  period  of  last  year.” 

He  reported  that  overall  results  of 
other  AB-PT  operations,  including 
theatres,  “were  also  ahead.” 

AB-PT  last  week  also  announced  its 
stockholders  meeting  May  17  in  New 
York.  The  proxy  statement  announcing 
the  meeting  noted  remuneration  to  top 
officers  on  the  company  in  fiscal  1959. 
Of  note:  President  Goldenson  drew 
$181,000  (including  a $25,000  expense 
allowance  plus  options  on  50,000 
shares),  James  G.  Riddell,  a vice  presi- 
dent of  the  ABC  division  drew  $65,000 
(plus  options  on  3,000  shares)  and  Si- 
mon B.  Siegal,  financial  vice  president 
of  AB-PT  drew  $72,478  (plus  options 
on  15,000  shares).  A new  nominee  to 
the  AB-PT  board  is  Oliver  Treyz,  presi- 
dent of  ABC-TV. 

DeGray  honored 

ABC  Radio  Affiliates  Advisory  Board 
and  executives  of  eight  affiliated  sta- 
tions last  week  passed  a resolution  hon- 
oring former  ABC  Radio  President  Ed- 
ward DeGray,  who  resigned  recently 
(see  Broadcasting,  April  18).  The  trib- 
ute stated  that  Mr.  DeGray  “has  great-' 
ly  strengthened  the  ABC  radio  network 
and  brought  it  to  an  improved  position 
from  which  programming  services  to  af- 
filiates can  be  expanded.”  It  further 
said  that  he  “has  been  attentive  to  the 
needs  of  the  network,  the  affiliates,  the 
advertisers  and  the  listening  public,” 
and  praised  him  for  “diligent  and  con- 
scientious application.” 


MIDWEST 

Fulltime  facility  in  a top  25  market. 
One  of  the  best  radio  markets  in  the 
U.S.  Had  excellent  cash  flow  last  year. 
Terms  for  buyer  with  good  security. 


$450,000 


MIDDLE  ATLANTIC 

Fulltimer  in  top  50  market.  In  the 
black  and  steadily  improving.  $75,000 
cash  and  favorable  terms. 


$ 330.000 


CALIFORNIA 

Fulltime  station  in  attractive  coastal 
market  with  growth  industries.  Will 
pay  for  itself  easily  with  present  cash 
flow.  29%  down  and  good  terms. 


9. 250.000 


NEGOTIATIONS 


FINANCING 


APPRAISALS 


tj8lackbiwn  & Convpmui 


RADIO  - TV  - NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Jack  V.  Harvey 
Joseph  M.  Sitrick 
Washington  Building 
Sterling  3-4341 


MIDWEST 
H.  W.  Cassill 
William  B.  Ryan 
333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-6460 
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CBS’  THREE  RING  CIRCUS 

Paley,  Stanton  give  stockholder  report 
despite  heckling  from  a few  dissidents 


CBS  Inc.’s  management  pulled 
through  more  than  a two-hour  stock- 
holders’ ordeal  last  week,  heckled  but 
confident  that  stockholders  support  the 
company's  past  performance  and  join 
in  expectations  of  a prosperous  future. 

Officially  CBS  Board  Chairman  Wil- 
liam S.  Paley  and  President  Frank  Stan- 
ton could  report  progress  and  upcom- 
ing plans.  But  the  proceeding  tired  as 
the  day's  agenda  was  completed  under 
duress.  The  CBS  studio  on  52nd  St. 
in  New  York  took  on  a show-like 
atmosphere  as  a few  stockholders  ap- 
plied pressure  (“harassment”  was  the 
work  from  the  podium)  by  peppering 
Mr.  Paley  and  Dr.  Stanton  with  crit- 
ical questions,  harangues  and  the  like. 

The  fireworks  elicited  comments 
from  Mr.  Paley  that  tactics  of  this  sort 
over  the  past  three  or  four  years  have 
“come  to  the  point  where  we  dread 
these  meetings.”  He  said  certain 
stockholders  (Barney  Young,  a music 
publisher,  and  Gloria  Parker,  perfor- 
mer-songwriter) hoped  by  “continual 
harassment”  to  force  a settlement  in 
pending  lawsuits  against  the  network. 
He  asserted  that  they  could  not  expect 
"one  penny  from  us  except  through  the 
courts.”  Miss  Parker  and  Mr.  Young 
failed  to  pick  up  stockholder  support. 
Upon  the  suggestion  of  attorney  Bruce 
Bromley  (who  has  handled  some  legal 
business  for  CBS)  that  they  be  evicted, 


CBS’  Stanton  & Paley 
We  dread  these  meetings 


the  audience  joined  in  thunderous  as- 
sent. (The  threat  apparently  was  effec- 
tive in  quelling  anger  for  a while.)  ~ 

Aside  from  the  stir  evoked  from  the 
floor,  a newsy  report  was  delivered  by 
Dr.  Stanton,  stockholders  approved 
three  management  proposals  and  elect- 
ed the  slate  of  directors. 

Among  highlights  of  Dr.  Stanton’s 
report : 

CBS’  net  sales  and  income  last  year 
were  the  highest  in  the  company’s  his- 
tory. He  indicated  that  earnings  for 
the  first  quarter  of  1960  were  slightly 
lower  than  last  year  with  its  profit  of 
over  $7  million  (87  cents  a share).  But 
he  said  he  expects  1960  as  a whole  will 
show  sales  and  earnings  above  last  year. 

Children’s  Classics  ■ A better  balance 
in  CBS-TV  programming  is  planned  for 
the  fall  season  along  with  new  stand- 
ards for  commercials.  Nighttime  news 
and  informational  programming  will  be 
expanded  (see  public  affairs  story,  page 
31)  and  a new  evening  series  with 
12-16  hours  of  children’s  programming 
will  be  slotted  in  the  7:30-8:30  p.m. 
period.  It  will  deal  with  children’s 
classics.  (The  series  will  be  produced 
by  CBS  and  Talent  Assoc.,  with  each 
classic  told  in  two  hours,  one  hour  pro- 
grammed on  one  evening  and  the  sec- 
ond in  the  next  evening  and  in  the 
same  time  period. 

This  year  is  proving  to  be  one  of  the 
“most  productive”  for  the  CBS  News 
Division.  In  addition  to  describing 
coverage  plans  of  an  election  year,  Dr. 
Stanton  observed  the  equal  time  amend- 
ment of  Sec.  315  still  does  not  go  far 
enough  to  permit  political  debates. 
(The  CBS  president  received  a Peabody 
award  last  week  for  his  leadership.) 

CBS-TV  Stations  Div.,  he  said,  is 
continuing  a “strong  growth  trend”  in 
this  first  quarter.  CBS  Radio’s  fourth 
quarter  1959  and  first  quarter  1960 
“have  justified  our  confidence,”  Dr. 
Stanton  reported.  He  added  that  its 
Program  Consolidation  Plan  (PCP) 
has  placed  the  network  on  a much 
sounder  financial  basis.” 

In  reviewing  changes  inaugurated 
since  the  quiz-payola  crisis  broke,  Dr. 
Stanton  said  CBS-TV  eliminated  its  big 
money  quiz  programs  after  a network 
investigation  revealed  quiz  rigging 
could  not  be  prevented  with  J‘absolute 
certainty.”  He  stressed  that  CBS  has 
developed  a “comprehensive”  policy 
on  tv  production  practices  and  tech- 
niques; that  new  standards  and  prac- 
tices have  been  set  for  the  radio  and 
news  divisions  and  new  tv  commercial 


RECIPE:  Take  4 top  stations, 
sandwich  into  one  BIG  market, 
serve  with  extra  helping  of 
simultaneous  merchandising  and 
promotion  effort.  It's  economi- 
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How  all  networks  will  air  candidates 


All  three  tv  networks  are  pre- 
pared to  telecast  discussion  programs 
this  fall  in  which  the  major  presi- 
dential candidates  could  appear.  But 
these  problems  exist:  (1)  how  to 
format  the  programs  and  stay  out- 
side the  equal  time  framework  of 
Sec.  315  and  (2)  the  uncertainty  of 
what  the  candidates  themselves  will 
agree  to. 

NBC  plans  news  interviews  in 
prime  time  (story  page  79),  CBS 
has  available  the  Westinghouse- 
sponsored  series  of  nine  pre-election 
program  (tentatively  Friday,  9:30- 
10  p.m.),  and  ABC  has  budgeted  a 
13-week  series  of  pre-election  half- 
hours,  Campaign  Roundup,  some  to 
appear  in  prime  time. 

All  three  lean  toward  discussion 
(news  interviews  the  most  likely) 
since  debates  would  be  open  to  ques- 
tion under  the  equal  time  provisions 
of  the  political  broadcasting  section 


(315)  of  the  Communications  Act. 
At  issue  is  interpretation  of  that  part 
of  the  revision  enacted  by  Congress 
that  obligates  a broadcaster  “to  af- 
ford reasonable  opportunity  for  the 
discussion  of  conflicting  wiews  of 
public  importance”  (including  news- 
casts, news  interviews,  documentaries 
or  on-the-spot  coverage  of  news 
events). 

In  the  West  Virginia  primary 
situation:  all  networks  have  offered 
time  to  Sens.  Kennedy  and  Hum- 
phrey for  their  debate,  but  none 
has  received  firm  acceptances.  This 
debate  presents  a unique  chance  for 
broadcast.  The  only  race  involved 
is  that  for  the  Democratic  presi- 
dential preference  in  the  one  state, 
and  the  networks  feel  they  can  air 
the  Humphrey-Kennedy  debate  with- 
out risking  equal  time  requirements 
for  other  candidates  in  other  races. 


standards  have  been  adopted. 

Government  Threat  ■ In  the  past  15 
months,  Dr.  Stanton  asserted,  CBS’ 
management  spent  a “great  deal  of 
time  and  energy  on  administrative  and 
legislative  proposals  and  hearings.  But, 
he  warned,  “There  is  an  increasing  and, 
in  our  opinion,  an  extremely  danger- 
ous drive  for  increased  government  in- 
trustion  in  programming,  either  through 
network  licensing  or  through  other 
means.” 

Stockholders  approved  changes  in 
the  pension  plan  for  CBS  employes  de- 
signed to  establish  larger  retirement 
benfits  but  reduce  termination  and 
death  benefits.  Also  approved  was  a 
new  employe  stock  purchase  plan  to 
allow  employes  to  buy  CBS  stock. 

Cleanup  ■ It  appeared  at  times  that 
matters  would  get  completely  out  of 
hand  despite  Mr.  Paley’s  firm  grip  on 
proceedings.  Aside  from  the  heckling 
of  Miss  Parker  and  Mr.  Young,  Wilma 
Soss,  president  of  Women  Federated 
Shareholders,  clothed  in  apron  and 
holding  mop,  pail  and  scrub  brush  told 
the  chair:  “In  the  32nd  year  [of  CBS’ 
history]  and  in  the  year  of  payola”  that 
it  will  not  be  the  government  “but 
the  stockholders  who  will  help  Dr. 
Stanton  clean  up.” 

At  one  point,  Mr.  Paley,  whose  pa- 
tience was  being  tried,  asked  for  a vote 
to  call  Miss  Parker  out  of  order.  His 
request  was  approved  in  a roar  of  as- 
sent. Miss  Parker,  nominated  by  Mr. 
Young  for  a position  on  the  board, 
“accepted”  the  nomination  by  reading 
lengthy  quotes  from  newspaper  articles 
and  columns  dealing  with  quiz-payola 
and  CBS’  affairs.  Miss  Parker  received 
117  votes  (Mr.  Young  owns  111  shares, 
Miss  Parker  one  share) . 

Mr.  Young  attacked  a New  York 
Supreme  Court  decision  denying  him 
the  right  to  examine  CBS  stock  books 
and  complained  about  the  sale  of  CBS’ 
interest  in  Broadcast  Music  Inc. 


Salant  hits  blaming 
newspapers  for  trouble 

Broadcasters  are  making  “real  prog- 
ress” in  the  quality  of  their  program- 
ming but  are  slowing  down  the  pace 
when  they  blame  their  troubles  on  news- 
paper and  magazine  handling  of  the 
medium’s  troubles,  according  to  Rich- 
ard S.  Salant,  CBS  Inc.  vice  president. 

Addressing  the  Arizona  Broadcasters 
Assn,  at  Tucson  April  22,  Mr.  Salant 
observed,  “There  has  been  a good  story 
in  the  troubles  of  broadcasting  and  the 
press  has  reported  it  with  the  same 
relish  that  some  of  the  papers  have  de- 
voted to  the  troubles  of  Dr.  Finch  and 
Carol  Tregoff. 

He  criticized  “shotgun  marriages”  for 
broadcasters,  leading  to  a federal  pro- 
gram director  or  a government  pro- 


gram commission  or  even  a citizens’  ad- 
visory committee.  Referring  directly  to 
the  proposal  of  ex-Senator  William 
Benton  for  a citizens  group,  he  ob- 
served, “I  can’t  quite  figure  out  why 
a dozen  of  Mr.  Benton’s  friends  are 
the  public  but  2,000  people  like  you 
and  me  are  slobs.”  He  added,  “The 
programming  dictator  or  adviser  is 
bound  to  program  what  he  likes  or, 
more  likely,  what  he  decides  the  people 
ought  to  like.  If  there’s  any  more  un- 
democratic concept  in  the  field  of  com- 
munications, I’ve  been  unable  to  think 
of  it.” 

Two  CBS  newsmen 
kicked  out  of  Cuba 

It  is  the  firm  contention  of  CBS  re- 
porter Dick  Bate  that  “there  is  nothing 
short  of  chaos”  in  Cuba,  a belief 
brought  bitterly  home  to  both  him  and 
CBS  cameraman  Mario  Biasetti  last 
week  after  they  were  arrested,  jailed 
and  expelled  from  the  country. 

Their  trouble  in  Cuba  started  last 
Monday  (April  18),  the  day  after  Mr. 
Bate  reported  from  Havana  that  Cuban 
Prime  Minister  Fidel  Castro  would  like 
a face-to-face  meeting  with  either  Pres- 
ident Eisenhower  or  Secretary  of  State 
Christian  Herter. 

The  newsmen  said  that  several  hours 
after  the  newscast  they  were  arrested 
by  secret  police  in  their  Havana  hotel 
room  and  taken  to  police  headquarters 
where  they  were  held  incommunicado 
for  30  hours.  After  several  false  starts, 
Mr.  Bate  said  Thursday,  they  were  put 
aboard  a plane  which  arrived  in  Miami 
a little  after  9 p.m.  Wednesday. 
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NBC  TRIES  FOR  GREAT  DEBATE 

Sarnoff  tells  tv  plans  for  campaigners; 
blasts  government  ‘tampering’  as  hazard 


NBC-TV  last  week  tried  for  a double- 
play in  this  election  year.  As  announced 
by  Board  Chairman  Robert  W.  Sarnoff 
in  New  York  last  week: 

The  network  has  wired  an  offer  to 
campaigners  John  F.  Kennedy  and 
Hubert  H.  Humphrey,  both  seeking 
the  Democratic  nomination,  to  appear 
in  a debate  telecast  at  a time  and  date 
to  be  chosen. 

NBC-TV  plans  also,  said  Mr.  Sarnoff, 
to  invite  the  two  convention-selected 
major  candidates  for  President  to  ap- 
pear on  an  expanded  Meet  the  Press 
that  would  be  rescheduled.  The  hour- 
long  World  Wide  60  (Saturdays,  9:30 
P.M.)  would  be  pre-empted  to  handle 
Meet  the  Press. 

The  Presidential  candidates  would 
appear  in  six  shows.  In  these,  they 
would  have  equal  chance  to  reply  to 
questions  put  to  them  by  a newsmen 
panel.  One  program  in  the  series  would 
be  devoted  to  a session  with  the  vice 
presidential  candidates  and  another  to 
the  minor  candidates  for  president.  Mr. 
Sarnoff  contrasted  the  NBC  plan  with 


SPOT-BUYING  FACTS  NOT 
CARD  ABOUT  KPIX,  SAN 


proposed  legislation  to  compel  broad- 
casters to  give  at  least  eight  hours  of 
free  evening  time  to  the  two  major 
presidential  nominees.  Mr.  Sarnoff  an- 
nounced the  NBC  plans  at  a luncheon 
meeting  Thursday  of  the  Academy  of 
Television  Arts  & Sciences  in  New 
York. 


New  allies 

NBC’s  Bob  Sarnoff  sees  some 
wry  paradoxes  in  the  battle  lines 
which  have  formed  around  the 
“tv  crisis.”  In  an  aside  during  his 
address  last  week  before  the 
ATAS  in  New  York  he  observed 
that  “The  popular  pastime  of  de- 
ploring television  has  made  some 
strange  bedfellows:  David  Sus- 
skind  and  Jack  O’Brian,  Walter 
Winchell  and  Walter  Lippmann, 
James  Hoff  a and  the  Attorney 
General  of  the  United  States, 
Henry  Luce  and  Clare.” 


ON  THE  RATE 

FRANCISCO 


He  attacked  the  bill  pending  in  Con- 
gress as  government  dictation  as  op- 
posed to  a broadcaster’s  “exercise  of 
his  own  judgment  as  to  how  the  candi- 
dates can  be  presented  most  effectively.” 
Mr.  Sarnoff  said  it  would  not  be  the 
airwaves  that  would  be  expropriated 
under  the  proposed  legislation  but  an 
enterprise-created  service  that  did  not 
exist  before  and  was  developed  through 
business  risk. 

The  Hazard  ■ Mr.  Sarnoff  asserted: 
“When  the  government  can  tell  a broad- 
caster that  he  must  carry  a certain  pro- 
gram, or  a publisher  that  he  must  print 
a certain  story,  it  is  as  much  a curb 
on  free  expression  as  when  the  govern- 
ment tells  them  what  not  to  print  or 
to  broadcast.” 

The  threat  of  government  “tamper- 
ing” with  program  content  was  de- 
scribed by  Mr.  Sarnoff  as  “the  chief 
hazard  before  us.” 

NBC-TV  would  originate  the  Ken- 
nedy-Humphrey  telecast  at  its  basic 
affiliate  WTRF-TV  Wheeling,  W.Va., 
which  last  week  said  it  would  program 
a debate  between  the  two  candidates. 

The  matter  came  to  a head  in  West 
Virginia  where  both  men  were  cam- 
paigning for  the  primary  election.  The 
station  offered  the  senators  a half-hour 
in  prime  evening  time  before  the  May 
10  primary.  Sen.  Humphrey  already  has 
approved  May  5,  tentatively. 


Educators  to  study 
broadcasting’s  role 

The  role  of  broadcasting  in  the  na- 
tional scene  will  be  subjected  to  the 
scrutiny  of  educators  and  industry 
leaders  at  the  30th  Institute  for  Educa- 
tion by  Radio  & Television,  to  be  held 
May  4-7  at  the  Deshler  Hilton,  Colum- 
bus, under  auspices  of  Ohio  State  U. 
I.  Keith  Tyler,  of  the  university,  is 
institute  director. 

Taking  the  theme  “Freedom  and  Re- 
sponsibility in  Broadcasting,”  the  insti- 
tute will  hear  Ralph  McGill,  Atlanta 
Constitution  syndicate  writer,  deliver 
the  keynote  talk. 

Clair  R.  McCollough,  Steinman  Sta- 
tions and  chairman  of  NAB’s  Tv  In- 
formation Committee,  will  preside  at 
a freedom  - responsibility  discussion. 
Participating  will  be  Robert  F.  Fore- 
man, executive  vice  president,  BBDO; 
William  G.  Harley,  past  president,  Na- 
tional Assn,  of  Educational  Broadcast- 
ers, and  Gilbert  Seldes,  director,  An- 
nenberg  School  of  Communications, 
U.  of  Pennsylvania. 

FCC  Chairman  Frederick  W.  Ford 
will  take  part  in  a panel  on  “Laws, 
Codes  or  Czars?”  Others  will  be  Leon- 
ard Marks,  communications  lawyer; 
Mildred  E.  Brady,  editorial  director  for 
Consumer  Report,  and  E.K.  Harten- 


bower,  KCMO-TV  Kansas  City,  mak- 
ing his  first  public  appearance  since 
becoming  chairman  of  the  NAB  Tv 
Code  Review  Board. 

A radio  programming  discussion  will 
follow  a presentation  by  Matthew  J. 
Culligan,  general  corporate  executive, 
McCann-Erickson.  Among  scheduled 
participants  in  the  program,  which  will 
include  closed-circuit  tieups  in  New 


‘Rocky’  gives  in 

New  York’s  Gov.  Nelson 
Rockefeller  last  week  reversed  his 
policy  of  separate  news  confer- 
ences for  print  and  broadcast 
media.  Pennsylvania  and  New 
York  broadcasters  covered  the 
April  20  Williamsport,  Pa.,  ses- 
sion simultaneously  with  news- 
papers. Later  it  was  reported  that 
the  governor  still  prefers  separate 
conferences  but  “decided  not  to 
fight  it  any  longer.”  Networks 
had  declared  a tape-film  boycott 
of  Rockefeller  news  conferences, 
and  local  broadcast  newsmen  on 
the  Williamsport  assignment  were 
prepared  to  walk  out  if  the  gover- 
nor did  not  allow  simultaneous 
coverage. 


York,  will  be  Marion  Harper  Jr.,  Mc- 
Cann-Erickson board  chairman;  Corey 
Thompson,  spokesman  for  Canadian 
radio,  and  Robert  H.  Armstrong,  of 
Detroit,  representing  Listeners’  Lobby, 
Inc. 

Newspaper  ads  up 

National  advertising  in  daily  and 
Sunday  newspapers  reached  an  all-time 
high  of  $772,905,000  for  space  in  1959, 
the  Bureau  of  Advertising  of  the  Amer- 
ican Newspaper  Publishers  Assn,  re- 
ported last  week. 

With  the  addition  of  the  usual  pro- 
duction factor  of  6.9  percent,  the  Bu- 
reau said,  the  actual  expenditure  figure 
is  $826,235,000,  an  increase  of  7.5 
percent  of  1958.  The  figure,  based  on 
actual  measurements  of  linage  in  news- 
papers, was  compiled  for  the  Bureau  by 
Media  Records  Inc.  (The  Bureau  of 
Advertising  noted  that  according  to  Mc- 
Cann-Erickson, total  advertising,  in- 
cluding retail  and  classified,  amounted 
to  about  $3,517,000,000  in  1959). 

A booklet,  listing  all  national  adver- 
tisers calculated  to  have  invested  $25,- 
000  or  more  in  newspapers  in  1959, 
will  be  made  available  to  advertisers 
and  agencies  on  request  to  any  of  the 
five  Bureau  of  Advertising  offices  in 
New  York,  Chicago,  Detroit,  San  Fran- 
cisco and  Los  Angeles. 


QHLY  OVERALL  RATING 
GAiN  SCORED  BY  A 
SAN  FRANCiSCO  TV 
STATiQN  iN  1959 


And  that’s  not  all!  ■ Most  total  advertisers  of 
all  San  Francisco  TV  stations  ■ Most  national 
advertisers  of  all  San  Francisco  TV  stations 
■ Most  local  live  shows  of  all  San  Francisco 
TV  stations  ■ Most  newscasts  of  all  San  Fran- 
cisco TV  stations  ■ That’s  why,  IN  SAN 
FRANCISCO,  NO  SPOT  TV  |/D*V 
CAMPAIGN  IS  COMPLETE  IV I I A D 
WITHOUT  THE  WBC  STATION,  SAN  FRANCISCO 

Represented  by  Television  Advertising  Representatives,  Inc. 
*'■'■5)®  WESTINGHOUSE  .BROADCASTING  COMPANY,  INC. 


WHY  DID  3M  BUY  AILING  MUTUAL? 

Company  becomes  sixth  owner  in  three  years,  Hurleigh  stays 


3M  President  Buetow  (I.)  & MBS  President  Hurleigh  start  a new  regime 


The  giant  Minnesota  Mining  & Mfg. 
Co.  purchased  the  Mutual  radio  net- 
work last  week  (Closed  Circuit,  April 
18).  It  became  the  network’s  sixth  own- 
er in  three  years. 

Although  3M  had  been  expected  to 
purchase  a 25%  interest  in  Mutual  for 
some  time,  the  decision  to  take  over 
the  entire  package  came  as  a surprise. 
The  deal  raised  two  major  questions: 
Why  does  3M  want  a piece  of  the  ail- 
ing radio  network  business?  And  why 
did  the  McCarthy  - Ferguson  group, 
which  had  seemed  the  most  content  of 
the  owners  who  had  held  Mutual  in 
the  past  few  years,  decide  to  drop  out? 

The  official  explanations: 

Mutual,  which  came  through  bank- 
ruptcy after  the  McCarthy  - Ferguson 
group  took  over  last  fall  has  reduced 
its  losses  to  $25,000  a month.  President 
Robert  Hurleigh  (who  remains  under 
the  3M  ownership)  says  break-even  can 
be  achieved  by  September.  The  only 
major  obstacle  between  Mutual  and 
profit,  according  to  Mr.  Hurleigh,  is 
advertiser  reluctance  to  believe  that  the 
network  will  be  around  next  week,  or 
next  month,  or  at  the  end  of  the  year. 
With  the  3M  reputation,  and  bankroll, 
behind  it,  Mr.  Hurleigh  is  convinced 
the  advertisers  will  buy. 

“Tve  missed  four  or  five  good  ac- 
counts in  the  past  month  because  ad- 
vertisers weren’t  sure  of  us,”  Mr.  Hur- 
leigh says.  “If  I can  get  just  50%  of 
that  money  we  can  break  even.” 

Why  They  Sold  ■ The  McCarthy- 
Ferguson  group  reportedly  put  $1.5 
million  in  the  network  since  it  took 
over.  It’s  understood  they  felt  it  would 
be  necessary  to  put  at  least  another  half 
million  into  it  before  seeing  the  first 
profit,  and  that  the  best  they  could 
hope  for  would  be  a quarter-million  in 
profit  in  1961.  At  that  rate  it  would 
take  too  long  to  get  back  the  original 
investment,  and  they  had  others  needs 
for  capital  in  the  meantime.  So  they 
decided  to  sell. 

Herbert  P.  Buetow,  3M  president, 
to  whom  Mr.  Hurleigh  will  report,  had 
still  another  reason  to  offer  for  his 
company’s  decision  to  buy.  “It  appeared 
to  be  a new  direction  for  us  . . . the 
opportunity  to  acquire  a potentially 
profitable  enterprise  and  at  the  same 
time  perform  an  important  public 
service.” 

Mr.  Buetow’s  stressing  of  the  public 
service  angle  is  buttressed  by  a look 
at  the  money  league  3M  travels  in. 
It’s  sales  last  year  amounted  to  $500,- 
675,932,  with  net  profit  of  $63,664,- 
729.  The  company  paid  $1.50  dividend 


on  earnings  of  $3.74  per  share.  Wall 
Street  sources  felt  there  was  little  point 
in  looking  for  a money  motive  behind 
the  3M  buy.  Whatever  the  possibilities 
of  a tax  loss  situation,  or  a profit  situa- 
tion, they  would  be  insignificant  in  the 
context  of  3M’s  financial  standing.  And 
as  one  3M  spokesman  put  it,  “If  money 
were  all  we  were  interested  in,  we  could 
have  invested  it  better  elsewhere.” 

The  exact  amount  3M  paid  for 
Mutual  is  not  disclosed,  although  au- 
thoritative guesses  place  it  at  around 
$1.3  million.  That  would  amount  to 
about  a break-even  deal  for  the 
McCarthy-Ferguson  group,  which  in 
light  of  past  owners’  experience  is  not 
a bad  record. 

Mr.  Buetow  said  Mutual  would  con- 
tinue its  present  policies  under  present 
management,  “with  the  greatest  pos- 
sible degree  of  independence. 

Ownership  Parade  ■ Mutual  started 
going  through  rapid  changes  in  owners 
when  RKO-Teleradio  pictures  sold  it 
to  Dr.  Armand  Hammer  (oil  interests) 
and  associates  in  August  1957.  He  in 
turn  sold  the  network  to  Hal  Roach 


Studios  in  September  1958.  Hal  Roach 
had  been  purchased  shortly  before  by 
Scranton  Lace  Corp.,  controlled  by 
A.L.  Guterma’s  F.L.  Jacobs  Co.  The 
network,  which  had  been  plagued  by 
money  losses  for  some  time,  was  on  the 
brink  of  going  out  of  business  after  Mr. 
Guterma  and  his  associates  became  in- 
volved with  stock  manipulation  charges 
early  last  year. 

Mr.  Guterma  was  convicted  in  federal 
court  in  New  York  last  winter  (Broad- 
casting, Feb.  1). 

Mr.  Guterma  and  Mr.  Roach  gave 
an  option  on  the  network  to  the  cur- 
rent president,  Robert  Hurleigh,  who 
negotiated  still  another  sale  of  Mutual 
to  a group  headed  by  Malcolm  Smith 
(recording  interests).  That  was  in 
March  last  year.  Mr.  Smith  sold  out 
to  the  McCarthy-Ferguson  group  later 
in  the  year,  under  condition  that 
Mutual  would  go  through  bankruptcy 
proceedings  to  clear  past  obligations. 
These  proceedings  were  concluded  suc- 
cessfully last  December,  with  Mutual 
paying  creditors  on  a 10  cents  to  the 
dollar  basis. 
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GOVERNMENT 


HOUSE  OKAYS  UHF  STUDY  MONEY 


Commissioner  Lee  eyes  Jan.  1 as  kick-off  date  in  New  York 


A couple  of  superpower  uhf  tv  trans- 
mitters operating  in  New  York  City 
by  Jan.  1? 

While  FCC  Commissioner  Robert 
E.  Lee  admits  that  he  may  be  just 
“Whistling  Dixie,”  he  held  out  high 
hopes  that  the  commission’s  $2  million 
uhf  research  program  can  be  operative 
by  then.  Adding  to  his  optimism:  The 
House  last  week  approved  the  FCC’s 
fiscal  1961  appropriation  of  $12.9  mil- 
li6n,  including  the  sizable  chunk  ear- 
marked for  the  New  York  experi- 
ment. 

House  passage  was  considered  the 
chief  stumbling  block  for  the  surprise 
item  in  the  1961  budget  (Broadcasting, 
Feb.  8).  It  is  expected  that  the  Senate 
will  approve  the  study  with  only  a 
cursory  examination.  Commissioner 
Lee  already  has  championed  the  study 
before  Sen.  John  Pastore  (D-R.I.), 
chairman  of  the  Communications  Sub- 
committee. Also  due  to  give  the  study 
a sympathetic  ear  is  Sen.  Warren  Mag- 
nuson,  chairman  of  both  the  Commerce 
Committee  and  appropriations  subcom- 
mittee which  will  consider  the  measure. 
Both  senators  have  been  pushing  the 
FCC  for  years  to  come  up  with  a solu- 
tion for  the  uhf  problem. 

Government  Red-Tape  ■ Overjoyed 
with  the  House  blessing,  Commissioner 
Lee  pointed  out  that,  once  the  money 
receives  final  approval,  the  main  stum- 
bling block  will  be  the  necessary  gov- 
ernment red  tape  and  paperwork.  With 
independent  contractors  scheduled  to 
provide  the  equipment  and  make  the 
necessary  installations,  bids  will  have 
to  be  asked,  a time  consuming  process, 
he  pointed  out. 

While  plans  still  are  very  tentative, 
justifications  submitted  to  the  House 
indicate  that  one  uhf  transmitter,  with 
a minimum  power  of  1 mgw  (and  it 
may  go  much  higher),  will  be  installed 
on  top  of  the  Empire  State  Building, 
with  a second,  smaller  transmitter  to  be 
built  further  up  Manhattan  to  test 
simulcasting.  Receivers,  including  spe- 
cially-built prototypes  and  regular  sets, 
would  be  situated  throughout  New 
York. 

Actual  breakdown  of  costs — original- 
ly $2,250,000  was  sought  with  $250,- 
000  lopped  off  by  the  House — will  not 
be  known  until  bids  have  been  ac- 
cepted, but  the  following  figures  were 
submitted  to  Congress:  $200,000  for 
salaries  and  travel  expenses  (including 
$20,000  annually  for  director);  $369,- 


000  for  transmitter  and  installation 
atop  Empire  State,  plus  $131,500  for 
operational  costs;  $382,500  for  second 
transmitter  and  $65,000  operational 
costs;  receiver  research  and  develop- 
ment, $341,500;  receiver  installation 
and  observation,  $167,000;  field  inten- 
sity and  survey,  $334,500;  analysis  and 
report,  $25,000,  and  $234,000  to  be 
held  in  reserve. 


Commissioner  Lee  expressed  the  hope 
that  manufacturers  will  donate  at  least 
part  of  the  receivers  needed  for  the 
project.  Many,  he  expected,  will  be 
placed  in  private  homes.  The  possibility 
of  using  the  experiment  for  in-school 
classroom  instruction  also  is  being  ex- 
plored with  both  the  New  York  public 
schools  and  universities  expressing  in- 
terest. 

Transmitters,  with  two  at  the  start 
and  more  possibly  to  be  added  later, 
probably  will  be  leased  from  General 
Electric  at  an  expected  cost  of  $446,- 
000. 

Best  offer  to  date  on  the  two-planned 
transmitters  came  in  a $446,000  lease 
deal  from  General  Electric,  as  opposed 
to  the  $668,000  RCA  wants  for  out- 
right purchase  of  its  equipment.  The 
commission  will  ask  for  bids  giving 


He  has  high  hopes 

Comr.  Lee  shoots  for  Jan.  1 


both  lease  and  sale  prices  from  manu- 
facturers interested  in  supplying  the 
transmitters. 

A New  Policy  ■ The  commission 
told  Congress  that  its  proposed  uhf 
study  goes  beyond  the  policy  hereto- 
fore followed  by  the  commission;  i.e., 
“to  engage  only  in  applied  technical 
research  essential  to  the  regulation  of 
developments  of  the  industry  on  its 
own  initiative.  . . Uhf  has  not  yielded 
to  this  approach,  the  FCC  said,  and 
therefore  the  proposed  study  must  be 
made  to  determine  the  capabilities  of 
uhf. 

The  actual  experiment  will  be  con- 
tracted out  to  an  independent  research 
organization,  with  the  commission 
keeping  control.  Also  playing  as  yet 
an  undetermined  part  will  be  the  Na- 
tional Bureau  of  Standards  and  the 
National  Academy  of  Science. 

Some  broadcast  organizations,  no- 
tably the  Assn,  of  Maximum  Service 
Telecasters,  have  asked  to  participate 
in  the  study.  Commissioner  Lee  said 
that  they  would  be  welcome  so  long  as 
they  had  no  specific  axe  to  grind  or 
narrow,  selfish  interests. 

Programming,  generally,  would  be 
provided  on  a rotating  basis  by  the 
three  networks,  excluding  actual  class- 
room instruction  and  educational  pro- 
grams which  might  be  offered.  The 
network  programming  is  desired  so  that 
side-by-side  comparisons  of  uhf  and 
vhf  can  be  made. 

New  York  City  was  picked  for  the 
experiment  because,  “with  its  most  dif- 
ficult problems  of  metropolitan  area 
coverage,  if  uhf  works  in  New  York  the 
chances  are  it  will  work  anywhere.” 

How  It  Started  ■ Commissioner  Lee 
has  been  generally  credited  with  origi- 
nating the  idea  for  the  uhf  experiment, 
but  he  disclaimed  any  credit  last  week. 
He  said  the  idea  first  came  from  the 
staff  and  that,  as  the  commission’s  “No. 

1 uhf  egg-head,”  he  was  selected  to 
try  to  sell  the  proposal  to  the  Budget 
Bureau  and  Congress. 

The  $2  million  appropriation  is  for 
two  years,  with  commissioners  saying 
that  by  then  they  will  know  once  and 
for  all  if  uhf  will  work  in  commercial 
tv.  What  will  happen  to  the  ready- 
built  tv  stations  and  uhf  receivers  when 
the  study  ends?  Commissioner  Lee  said 
he  didn’t  know  but  that  maybe  the 
transmitters  and  necessary  equipment 
could  be  legally  given  to  educational 
WNYC-TV,  permittee  of  ch.  31. 
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REFORM  BILLS 
NBC,  ABC  add  views 
to  pending  comments 

NBC  and  ABC  filed  comments  last 
week  suggesting  a modus  operandi  for 
a group  of  tv  industry  “reform”  legisla- 
tion bills  under  discussion  at  the  House 
Communications  Subcommittee  hearing. 
FCC  Chairman  Fredrick  W.  Ford  also 
filed  a letter  endorsing  bill  provisions 
dealing  with  license  suspensions. 

The  bills  under  discussion  cover 
payola,  plugola,  rigged  quizzes,  quickie 
grants,  procedures  covering  applications 
for  new  stations  and  sanctions  to  keep 
down  abuses  of  laws  and  FCC  rules 
(Broadcasting,  April  18). 

NBC  concentrated  its  remarks  main- 
ly in  the  areas  of  payola  and  sponsor- 
ship identification.  The  network  told 
the  subcommittee  that  it  preferred  the 
approach  of  H.R.  11341  which  deals 
broadly  with  payola  rather  than  with 
bills  tending  to  be  too  specific  in  nar- 
rowing down  areas  of  payola  activities. 

NBC  recommended  two  separate 
statutes  “simply  because  there  are  two 
separate  problems  to  be  dealt  with.” 

One  is  to  provide  “adequate  safe- 
guards” to  insure  that  advertising  mat- 
ter broadcast  is  identified  as  such.  The 
other  “is  to  outlaw  undercover  pay- 
ments to  disc  jockeys”  who  accept 
money  for  including  certain  material  in 
their  broadcasts. 

Crime  To  Receive  ■ Proper  ap- 
proach to  undercover  payments,  NBC 
stated,  is  to  make  it  “a  crime  to  receive 
or  make  such  payments”  under  com- 
mercial bribery  statutes.  Commercial 
bribery  would  make  such  payments 
without  the  knowledge  and  consent  of 
the  employer  a crime.  However,  the 
network  maintained,  “the  disclosure  of 
the  payment  to  the  employer  and  his 
consent  to  it  avoids  the  crime.” 

If  the  commercial  bribery  statute 
was  translated  for  the  broadcasting  in- 
dustry it  would  “raise  a compelling 
factor,”  the  network  said.  The  employe 
who  has  received  undercover  payments 
for  the  broadcast  of  material  “excul- 
pates himself  from  a commercial  brib- 
ery statute  by  informing  his  employer, 
and  if  the  employer  ratifies  the  pay- 
ments, then  the  broadcaster  may  be  re- 
quired to  make  a sponsor  identification 
announcement  under  Sec.  317.” 

NBC  suggested  added  language  to 
Sec.  317  which  would  place  “a  new  ob- 
ligation upon  the  broadcaster.”  Under 
the  NBC  proposal  the  broadcaster 
would  make  announcements  of  sponsor 
identification  “not  only  in  those  cases 
where  the  payments  are  received  by  the 
station,  but  where  the  station  has  re- 
ceived information  that  payments  were 
received  by  others  under  circumstances 


which  would  have  required  an  an- 
nouncement had  the  station  been  the 
recipient.” 

On  the  matter  of  sponsorship  identi- 
fication, NBC  admitted  that  some  free 
records  are  added  to  a station’s  library 
with  the  “hope,  or  even  an  expecta- 
tion,” that  some  of  the  records  will  be 
broadcast  “and  that  this  will  confer  a 
benefit  upon  the  supplier.”  However, 
NBC  declared,  “lacking  an  agreement 
by  the  broadcaster  to  guarantee  ex- 
posure, we  see  no  violation  of  Sec. 
317.” 

In  a statement  filed  with  the  sub- 
committee, ABC  warned  “that  a statu- 
tory provision  which  would  preclude 
new  grants  without  hearing  would  place 
the  commission  in  a strait  jacket  and 
create  evils  of  serious  proportions.” 

Long,  Long  Time  ■ The  network  said 
that  “the  most  valid  criticism”  which 
can  be  made  against  the  FCC  “is  the 
inordinate  time”  it  takes  to  resolve  mat- 
ters arising  before  it.  “Pressing  alloca- 
tions problems”  ABC  said,  “are  being 
sidetracked”  because  the  commission 
is  constantly  being  diverted  “to  matters 
on  which  hearings  are  already  obliga- 
tory.” Thus,  ABC  maintained,  any  stat- 
utory provision  which  would  add  “still 
further”  to  the  already  overburdened 
FCC  hearing  calendar  would  not  be  in 
the  public  interest.  Accordingly  the  net- 


work told  the  subcommittee  that  it  pre- 
ferred the  policy  embodied  in  the  Sen- 
ate’s bill  (S.  1898)  which  would  elimi- 
nate hearings  on  needless  matters  rather 
than  the  House  bill  which  would  re- 
quire a hearing  on.  every  application 
for  a new  or  changed  facility. 

Hitting  at  the  sections  of  H.R.  11341 
dealing  with  swap-offs  and  payoffs 
among  applicants,  ABC  said  that  bona 
fide  mergers  and  drop-outs  should  be 
encouraged.  It  cited  figures  which  in- 
dicated that  of  the  50  tv  hearings  held 
in  1952  the  “average  time  elapsed  be- 
tween the  filing  of  an  application  and  a 
final  decision  by  the  commission  has 
exceeded  29  months  . . .”  The  commis- 
sion has  only  been  able  to  decide  50 
cases  in  eight  years  “of  intensive  ef- 
fort” where  the  “result  was  contested 
every  step  of  the  way.” 

Much  of  the  subcommittee’s  concern 
over  payoffs  and  swap-offs  “would  be- 
come academic”  the  network  suggested, 
if  there  could  be  found  a “more  ex- 
peditious resolution”  of  comparative 
hearings  and  if  the  FCC  “were  more 
consistent  in  applying  its  various  cri- 
teria for  preferring  one  applicant  over 
another.” 

Other  ABC  comments: 

On  license  suspensions:  Sec.  2 of 
H.R.  11341  which  would  authorize  the 
FCC  to  suspend  broadcast  licenses  after 
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Hearing  set  on  free-time  biEI 


A full-scale  hearing  on  free-time 
on  tv  for  presidential  candidates  has 
been  set  for  May  12  by  the  Senate 
Commerce  communications  subcom- 
mittee, it  was  learned  last  week. 

The  committee,  headed  by  Sen. 
John  O.  Pastore  (D-R.L),  will  hear 
industry  and  political  witnesses.  The 
hearing  is  expected  to  run  about  a 
week.  Nicholas  Zapple,  committee 
staff  professional  on  communica- 
tions, was  arranging  for  witnesses 
at  the  end  of  last  week. 

The  bill  (S-3171)  was  introduced 
on  March  10.  It  was  co-sponsored 
by  Sen.  Warren  G.  Magnuson  (D- 
Wash.),  and  Sen.  A.S.  Mike  Mon- 


roney  (D-Okla.)  and  signed  by 
20  other  senators  (Broadcasting, 
March  14). 

It  provides  that  tv  networks  and 
stations  provide  each  of  the  major 
party  presidential  candidates  with 
one  prime  evening  hour  free  weekly 
beginning  Sept.  1,  eight  weeks  be- 
fore election. 

The  bill  defines  a major  party  as 
one  whose  nominee  in  the  last  elec- 
tion received  at  least  4%  of  the  total 
popular  vote. 

The  measure  would  require  the 
FCC,  networks  and  stations  to  ar- 
range for  simultaneous  telecasts  in 
all  time  zones. 


a notice  and  hearing  for  a 10  day  period 
“punishes  the  innocent  along  with  the 
guilty — by  depriving  the  public  and  the 
sponsor  of  the  program  service  other- 
wise available  on  that  station.” 

On  conditional  renewals:  If  shorter 
than  three  years,  and  used  as  “another 
‘raised  eyebrow’  technique”  by  the  FCC 
which  would  place  a program  on  “pro- 
bation so  as  to  make  known  its  dis- 
pleasure,” the  network  would  be  op- 
posed. 

Sponsorship  identification:  ABC  said 
that  “until  March  16  [the  date  of  the 
FCC  public  announcement  on  plugola] 
...  it  understood  the  meaning,  pur- 
pose and  scope  of  Sec.  3,17  . . .”  If 
after  reviewing  the  briefs  and  com- 
ments to  be  filed  by  May  2 the  FCC 
still  adheres  to  its  original  notice,  ABC 
said  that  it  would  urge  the  exemption 
of  the  announcement  of  records  used 
by  stations  supplied  by  record  distribu- 
tors and  government  agencies.  Requir- 
ing such  announcements  “would  serve 
no  useful  purpose  and  . . . would  mere- 
ly work  a hardship  on  the  broadcaster 
and  the  listening  and  viewing  public,” 
ABC  asserted. 

In  a brief  letter  filed  with  Rep.  Oren 
Harris  (D-Ark.),  chairman  of  the  Com- 
mittee on  Interstate  and  Foreign  Com- 
merce, FCC  Chairman  Ford  stated  that 
the  FCC  is  “in  accord”  with  the  provi- 
sions in  H.R.  11341  dealing  with  sus- 
pension of  licenses.  Chairman  Harris 
introduced  the  bill  which  would  sus- 
pend licenses  for  short  periods. 

Conelrad  alert  May  3 

The  National  Industry  Advisory 
Committee  met  in  Washington  last 
Thursday  (April  21)  to  formulate  final 
plans  for  the  May  3 nationwide  Conel- 
rad test  as  part  of  “Operation  Alert — 
1960.”  The  96-member  group  includes 
broadcasters,  representatives  of  indus- 


trial and  private  communications  and 
government  officials. 

Leo  Hoegh,  OCDM  director,  in  ad- 
dressing the  meeting,  thanked  broad- 
casters for  their  participation  in  civil 
defense  and  other  emergency  activities. 
Other  items  on  the  agenda  included  ( 1 ) 
emergency  assignments  of  NIAC  mem- 
bers in  case  of  attack;  (2)  the  FCC’s 
current  rulemaking  on  Conelrad  at- 
tention-getter signals;  (3)  emergency 
generators  for  stations,  and  (4)  state 
defense  networks. 

Commissioner  Robert  E.  Lee,  who 
chaired  the  meeting,  plans  to  visit  Butte, 
Mont.,  May  6 to  boost  that  state’s  In- 
dustry Advisory  Committee.  This  will 
make  the  46th  state  committee  the  de- 
fense commissioner  has  visited  since 
1958.  He  said  a drive  is  underway  to 
make  the  state  broadcaster  committee 
members  local  civil  defense  leaders. 
Also,  he  pointed  out,  NIAC  is  actively 
pushing  emergency  fm  networks.  Ap- 
proximately 25  state  groups  will  par- 
ticipate in  the  May  3 Conelrad  test. 

FCC  for  defense  in 
Mack-Whiteside  trial 

All  present  FCC  commissioners,  in- 
cluding the  present  chairman,  are  going 
to  be  called  to  testify  in  the  second  trial 
of  former  FCC  Commissioner  Richard 
A.  Mack  and  his  Miami  friend,  Thur- 
man A.  Whiteside. 

They  will  be  called  for  the  defense, 
Nicholas  J.  Chase,  attorney  for  Mr. 
Mack  said  last  week.  They  will  be  inter- 
rogated on  FCC  procedures. 

The  re-trial  of  Messrs.  Mack  and 
Whiteside  is  scheduled  to  begin  today 
(April  25)  in  U.S.  District  Court  in 
Washington.  Federal  Judge  Alexander 
Holtzoff  will  preside. 

The  two  Floridians  are  accused  of 
having  conspired  to  ensure  that  the 
grant  of  Miami  ch.  10  went  to  National 


Airlines.  Both  have  pleaded  not  guilty. 
Mr.  Mack  resigned  from  the  FCC  fol- 
lowing the  disclosures,  first  brought  to 
light  by  the  House  Legislative  commit- 
tee in  1958. 

The  first  trial  last  year  ended  in  a 
hung  jury. 

First  move  in  the  second  trial  actu- 
ally took  place  last  Monday  in  U.S. 
District  Court  in  Miami.  Attorneys 
called  14  character  witnesses  for  Messrs. 
Mack  and  Whiteside,  including  Chief 
Judge  Murray  Wisehart  and  Judge 
Francis  Kehoe,  both  of  the  Dade  Coun- 
ty Circuit  Court.  Their  testimony  will 
be  made  part  of  the  record  at  the  com- 
mencement of  the  Washington  trial. 

Earlier,  attorneys  for  the  government 
and  the  defense  stipulated  prior  testi- 
mony which,  according  to  Mr.  Chase, 
will  cut  down  the  length  of  the  second 
trial  to  a mere  month.  Mr.  Chase  esti- 
mated that  about  eight  weeks  of  testi- 
mony were  included  in  the  stipulations. 

The  second  trial  was  supposed  to 
begin  in  January,  but  was  postponed 
when  Mr.  Mack  was  committed  to  a 
Miami  hospital  for  observation.  He 
was  found  competent  to  stand  trial. 
He  is  also  being  sued  for  divorce. 

NARBA  in  effect 

The  North  American  Regional 
Broadcasting  Agreement  went  into  ef- 
fect April  19,  the  U.S.  State  Dept, 
announced  last  week.  The  NARBA 
Agreement,  which  covers  standard 
radio  relations  among  the  U.S.,  Canada, 
Cuba,  Dominican  Republic,  Bahamas 
and  Jamaica,  was  signed  in  Washington 
in  1950  and  ratified  by  the  Senate  Feb. 
23.  It  was  signed  by  President  Eisen- 
hower on  March  9 and  was  deposited 
with  the  Canadian  government  on 
April  4.  The  treaty  provides  that  it 
shall  enter  into  effect  15  days  after 
ratification  by  at  least  three  of  the  four 
countries.  Cuba  ratified  in  1953  and 
Canada  in  1957.  Radio  relations  with 
Mexico  are  contained  in  a separate 
treaty. 

Two  v’s  added  In  Reno 

The  FCC  last  week  added  chs.  2 and 
5 (educational)  to  Reno,  Nev.,  and  re- 
moved the  educational  reservation  on 
ch.  21  in  that  city.  Reno  now  will  have 
chs.  2,  4 (for  which  six  applications 
are  pending),  5,  8 (KOLO-TV),  21  and 
27.  The  commission  said,  however,  that 
the  rulemaking  proceedings  will  be  kept 
open  to  consider  conflicting  proposals 
to  add  vhf  to  northern  California. 

Also  last  week,  FCC  invited  com- 
ments on  a proposal  to  assign  ch.  26 
to  Hanover,  N.H.,  and  ch.  20  to  Water- 
bury,  Conn. 
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ANTITRUST  VIOLATION  ALLEGED 


KRON-TV  cries  foul  in 

The  Dept,  of  Justice  has  been  stirred 
into  an  investigative  flurry  by  charges 
that  the  NBC  buy  of  KTVU  (TV)  San 
Francisco  is  a violation  of  the  antitrust 
laws. 

The  allegations  were  made  by  the 
San  Francisco  Chronicle,  owner  of  the 
NBC-affiliated  KRON-TV  there.  They 
were  submitted  to  the  Justice  Dept,  in 
conjunction  with  the  submission  by 
NBC  of  its  agreements  to  exchange  sta- 
tions with  RKO  General  and  to  buy 
KTVU  (Broadcasting,  April  18). 

The  Chronicle  charged,  it  was  under- 
stood, that  NBC  at  first  attempted  to 
buy  KRON-TV  by  offering  less  than 
it  was  worth  on  the  alleged  threat  of 
buying  KTVU  and  taking  the  NBC 
affiliation  away  from  KRON-TV. 

Another  aspect  being  investigated,  it 
was  learned,  is  whether  there  is  any 
connection  between  the  NBC-RKO 
General  exchange  agreements  and 
NBC’s  purchase  of  KTVU.  KTVU, 
which  began  operating  in  1958,  num- 
bers among  its  principal  stockholders 
former  RKO  General  executives,  in- 
cluding Ward  D.  Ingrim,  KTVU  pres- 
ident, and  William  D.  Pabst,  KTVU 
executive  vice  president. 

There  is  also  the  question.  Justice 
officials  observed,  whether  the  ex- 
change agreement  between  NBC  and 
RKO  General  is  contingent  on  NBC’s 
purchase  of  KTVU.  This  may  raise 
tie-in  questions,  it  was  said. 

NBC  is  required  to  advise  the  Justice 
Dept,  of  its  planned  station  transfers 
under  a consent  decree  signed  last  year. 
This  was  the  outcome  of  a government 
antitrust  suit  against  NBC  for  alleged- 
ly pressuring  Westinghouse  Broadcast- 
ing Co.  into  swapping  its  Philadelphia 
radio-tv  stations  for  NBC’s  Cleveland 
radio-tv  plus  $3  million. 

The  consent  decree  requires  that 
NBC  dispose  of  the  Philadelphia  sta- 
tions and  submit  any  acquisitions  in 
major  markets  to  Justice  before  filing 
with  the  FCC  for  that  agency’s  ap- 
proval. 

Justice  has  30  days  to  consider  the 
Philadelphia-Boston  exchanges  and  the 
network’s  $7.5  million  purchase  of 
KTVU.  If  it  feels  the  transfers  and  the 
purchase  run  afoul  of  the  antitrust 
decree  it  can  ask  the  Philadelphia  U.S. 
District  Court  to  rule  on  this  objection. 
If  it  takes  no  action,  the  next  step  is 
submission  of  the  applications  to  the 
FCC. 

The  NBC-RKO  General  transaction 
involves  exchanging  the  network’s 
WRCV-AM-TV  Philadelphia  for  RKO 
General’s  WNAC-AM-FM-TV  Boston. 
NBC  is  also  selling  its  WRC-AM-FM- 
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NBC  buy  of  KTVU(TV) 

TV  Washington  to  RKO  General  for 
$11.5  million,  but  this  does  not  have 
to  clear  with  the  Justice  Dept.  Because 
of  FCC’s  duopoly  rules,  RKO  General 
will  have  to  sell  its  WGMS-AM-FM 
Washington  in  order  to  buy  the  NBC 
capital  city  outlets.  It  has  been  reported 
that  Crowell-Collier  is  negotiating  to 
purchase  the  WGMS  stations  for  $1.5 
million. 

Propose  daytimer 
sign-off  rulemaking 

The  FCC  last  week  announced 
rulemaking  which  would  permit  day- 
timers  to  sign-off  at  6 p.m.  local  time 
instead  of  local  sunset,  provided  they 
operate  the  minimum  two-thirds  of  the 
broadcast  time  between  6 a.m.  and  6 
p.m.  The  proposed  rule  would  eliminate 
the  necessity  of  daytimers  securing 
prior  FCC  approval  to  sign-off  early 
during  the  summer  months. 

Every  spring,  a stream  of  stations 
come  to  the  commission  for  such  au- 
thority on  the  grounds  it  is  economic- 
ally unfeasible  for  them  to  continue  to 
broadcast  until  dark.  Permission  in  the 
past  has  been  almost  automatic.  As 
part  of  the  same  proceeding,  comments 
were  invited  on  a proposal  to  discon- 
tinue the  requirement  that  stations  no- 
tify the  FCC  when  they  are  forced  off 
the  air  for  short  periods  because  of 
technical  difficulties.  Interested  parties 
were  invited  to  file  their  views  with 
the  commission  by  May  20. 

Equal  time  provisions 
win  first  court  test 

A Circuit  Court  in  New  Orleans  up- 
held the  FCC’s  first  decision  under  the 
new  equal  time  provisions  of  Sec.  315 
while  the  commission  itself  announced 
its  decision  in  a second  case.  Both  de- 
cisions denied  the  complaints. 

The  New  Orleans  court  decision  up- 
held the  FCC  final  judgement  on 
KWTX-AM-TV  weathercaster  Jack 
Woods,  a candidate  for  reelection.  Mr. 
Woods’  opponent  for  the  Texas  legisla- 
ture, William  H.  Brigham  had  appealed 
the  commission’s  ruling  that  the  pro- 
visions in  Sec.  315  prohibiting  stations 
from  “censoring”  candidates’  appear- 
ances indicates  that  Mr.  Brigham  is  not 
entitled  to  equal  time  (Broadcasting, 
April  18). 

The  court  quoted  from  the  FCC  de- 
cision which  formed  the  sole  basis  of 
its  own  verdict.  “There  is  not  the  slight- 
est hint  in  the  undisputed  facts  that  this 
weathercaster’s  appearance  involved 


ADULTS 
OF  ALL 
AGES* 
LISTEN  TO 
WOC  RADIO 
BECAUSE . . . 


Traditionally,  they  have  expected 
— and  received  — from  WOC  the 
area’s  most  complete  coverage  of 
local,  farm,  sports  and  weather 
news  . . as  well  as  NBC’s  ex- 

cellent coverage  and  analysis  of 
national  and  international  head- 
lines. 

Traditionally,  WOC  has  pro- 
grammed for  the  family,  provid- 
ing entertainment  and  changing 
when  change  is  desired.  1960 
programming  will  feature  music 
to  all  tastes. 

Traditionally,  WOC  personalities 
have  been  the  friendliest  of  peo- 
ple — known  on  the  streets  . . . 
welcome  in  the  homes. 


Traditionally,  advertisers  have 
used  WOC  to  move  merchandise 
from  display  to  the  home. 


* Adults  from  18  to'  ? spend  95%  of  the  na- 
tion's EBI 
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DEMOCRACY’S  MOUTHPIECE 


More  kw  for  VOA  transmitters  will  give  world  a clear  ear 


The  U.S.  Information  Agency’s 
broadcasting  arm  in  the  future  will 
use  something  communist  countries 
understand  best:  that’s  power. 

The  big  stick  the  Voice  of  America 
will  wield  is  kilowatts.  And  the 
European,  Asian  or  African  who 
spins  his  dial  won’t  have  to  strain 
his  eyes  or  ears  to  pick  up  one  of 
the  100-odd  Voice  programs  broad- 
cast daily  in  37  languages.  When  he 
dials  across  a Voice  frequency  the 
signal  will  be  coming  in  so  strong  he 
can  lean  on  it. 

This  simple  and  straightforward 
plan  to  fight  power  with  power  is 
never  far  from  the  thoughts  of  Voice 
Director  Henry  Loomis,  who  moved 
into  the  job  in  July  1958  with  a 
background  completely  uncluttered 
by  any  experience  in  broadcasting. 
Mr.  Loomis  is  youthful  (41  last 
Tuesday)  and  enthusiastic  and  is  a 
physicist  who  got  sidetracked  into 
government  research,  strategy  and  in- 
telligence in  1950.  Two  of  the  half- 
dozen  government  posts  he  held  be- 
fore taking  over  the  Voice  were  with 
the  parent  USIA. 

Mr.  Loomis  thinks  the  Voice’s 
Greenville  base  will  make  U.S.  in- 
ternational broadcasting  impossible 
to  ignore  and  put  the  Voice  in  a 
more  competitive  position  with  the 
communists  in  telling  what  this 
country  has  to  say  with  reasonable 
assurance  it  will  be  heard. 

The  Greenville  plant  will  have  six 
superpower  shortwave  transmitters 
of  500  kw  each,  six  of  250  kw  and 
six  of  50  kw.  The  500-kw  transmit- 
ters, which  cost  the  U.S.  $2.9  mil- 
lion, were  paid  for  with  money  ap- 


propriated during  the  1950-51  Ko- 
rean War  period.  But  Voice  plans  at 
that  time  to  use  the  six  transmitters 
on  the  East  and  West  Coasts  (Baker 
East  & Baker  West)  ran  afoul  of  two 
Senate  committees  which  charged 
waste  of  money  and  the  equipment 
has  been  in  warehouses  ever  since. 

Financial  Manipulations  ■ Con- 
gress shoved  off  the  Greenville  proj- 
ect in  fiscal  1959  with  an  appropri- 
ation of  $10  million;  it  added  $9 
million  more  in  fiscal  1960  and 
diverted  another  $3  million  in  un- 
expended funds,  the  unused  trans- 
mitters and  other  gear  to  the  North 
Carolina  base. 

The  Greenville  operation  will  in- 
clude three  sites  totaling  6,100 
acres,  one  15  miles  northeast  of 
Greenville,  one  15  miles  southeast 
and  the  third  6V2  miles  west.  Be- 
sides the  18  large  transmitters, 
there  also  will  be  smaller  trans- 
mitters and  new  receiving  equip- 
ment. 

The  Greenville  facility  will  be 
the  world’s  largest  and  most  pow- 
erful long-range  broadcasting  plant 
and  when  its  1 8 transmitters  go 
into  operation  simultaneously  late 
in  1962  the  Voice  will  retire  its  14 
East  Coast  transmitters  in  New 
York  and  New  Jersey  operated  un- 
der contracts  with  their  owners, 
NBC,  CBS  and  General  Electric 
Co.  These  transmitters,  Mr.  Loomis 
says,  were  built  in  the  1930s,  have 
long  since  been  amortized  and  are 
obsolete  and  subject  to  frequent 
breakdowns. 

For  Project  Larry  in  Liberia — 
where  the  U.S.  has  signed  a 40-year 


agreement  with  that  country  for  the 
proposed  transmitter  base — the 
Voice  plans  to  install  six  250-kw 
and  two  50-kw  shortwavers.  Though 
physical  distance  from  the  U.S.  and 
other  inconveniences  may  tend  to 
slow  down  Project  Larry’s  comple- 
tion, the  Voice  plans  to  offset  this  in 
part  by  putting  to  use  some  of  the 
blueprints  and  experience  from  the 
Greenville  project.  The  Voice  is 
ready  to  get  moving  on  the  Liberia 
project  July  1 if  Congress  ap- 
proves the  money. 

The  Voice  doesn’t  intend  to  call 
a truce  in  its  kilowatt  power  play, 
despite  a reduction  in  Soviet  jam- 
ming which  went  into  effect  begin- 
ning with  Russian  Prime  Minister 
Nikita  Khrushchev’s  visit  to  this 
country  last  year.  USIA  Director 
George  V.  Allen  told  Congress  last 
month  that  the  Russians  were  be- 
lieved to  have  reduced  jamming  be- 
cause among  other  things  this  jam- 
ming (1)  tends  to  cause  interfer- 
ence to  broadcasts  by  Russia  and 
neighboring  countries  on  nearby 
channels  and  (2)  is  expensive  in  ma- 
terial, manpower  and  money.  Thus, 
more  VOA  broadcasts  now  are  get- 
ting through  to  communist  areas 
and  the  Voice  is  taking  advantage 
of  this  letup  by  redirecting  trans- 
mitters it  had  massed  to  overcome 
jamming. 

But  if  the  Russians  resume  jam- 
ming, they’ll  find  it  a lot  tougher, 
still  more  expensive  and  trouble- 
some when  Greenville,  Larry  and 
other  VOA  projects  go  on  the  air. 

To  beat  the  Russian  propagandists, 
and  lately  the  Chinese,  at  their  own 


anything  but  a bona  fide  effort  to  pre- 
sent the  news.  The  weathercaster  is  not 
even  identified  by  name,  but  only  as 
the  ‘TX  Weatherman’  and  his  employ- 
ment is  not  something  arising  out  of 
the  election  campaign,  but  rather  is  a 
‘regular  job,’  ” the  court  declared. 

Last  week  the  commission  revealed 
that  a request  for  equal  time  by  Robert 
J.  Dieli,  Democratic  candidate  for  Con- 
gress in  Columbus,  Ohio  was  denied  be- 
cause it  was  not  applicable  under  Sec. 
315. 

Cites  Broadcast  ■ Mr.  Dieli  charged 
that  a discussion  program,  Columbus 
Town  Meeting  on  the  Air,  broadcast 
over  WBNS-AM-TV  had  on  its  panel 


Congressman  Samuel  J.  Devine  (R- 
Ohio)  the  unopposed  candidate  in  the 
Republican  primary  to  be  held  in  May. 
The  Democratic  candidate  alleged  that 
the  appearance  of  Rep.  Devine  was  not 
incidental  to  the  panel’s  discussion  but 
rather  to  advance  his  own  candidacy. 
Since  the  congressman  is  uncontested  in 
the  primary,  Mr.  Dieli  maintained  that 
Sec.  315  is  applicable  since  Rep.  Devine 
is  not  seeking  the  nomination. 

The  FCC  stated  that  since  Mr.  Dieli 
is  a Democratic  candidate  and  the  con- 
gressman a Republican  in  separate  pri- 
mary elections,  candidates  “for  nomi- 
nation for  an  office  of  any  given  party 
are  entitled  to  use  broadcast  facilities 
within  the  cited  section  of  the  Act  equal 


to  those  which  have  been  afforded  to 
other  candidates  for  the  same  office  in 
the  same  party’s  primary.”  However 
the  commission  said  that  “they  are  not 
entitled  to  such  use  with  respect  to 
candidates  seeking  nomination  for  the 
same  office  in  the  primary  elections  of 
other  parties.” 

■ Government  briefs 

Educational  translator  ■ Jefferson 
Standard  Broadcasting  Co.  (licensee  of 
WBT  and  WBTV  [TV]  Charlotte,  N.C.) 
has  announced  plans  for  the  construc- 
tion of  a tv  translator  to  be  used  for 
“in  school”  tv  and  other  educational 
purposes.  Charles  H.  Crutchfield, 
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game — shortwave  broadcasting — Mr. 
Loomis  has  an  ace  in  the  hole  and 
his  big  problem  right  now  is  to  hold 
himself  in  check  while  he  waits  for 
Congress  to  pair  it.  As  things  stack 
up  now: 

■ The  Voice  has  completed  blue- 
prints begun  a year  ago  and  started 
clearing  ground  last  February  for  a 
$25.3  million  project  near  Green- 
ville, N.C.,  which  will  equip  the 
Voice  on  the  East  Coast  with  a bat- 
tery of  18  high-powered  shortwave 
transmitters.  Upon  completion  late 
in  1962  all  18  will  go  on  the  air 
simultaneously.  When  this  happens 
the  Voice,  which  has  depended  large- 
ly on  pre-World  War  II  vintage 
shortwave  transmitters  in  the  U.S.  to 
fudge  a 50% -usable  signal  barely  to 
the  eastern  edge  of  Europe,  will 
blanket  that  continent  with  a com- 
fortable, 90% -usable  signal.  (The 
old,  50%  signal  will  be  booted  all 
the  way  into  Moscow  without  aid 
from  overseas  relays.) 

■ Approved  by  the  House  and 
awaiting  action  in  the  Senate  is 
Phase  No.  2 of  the  Voice’s  thrust, 
called  Project  Larry,  an  octet  of 
high-kilowattage  shortwavers  which 
will  carry  VOA  broadcasts  through- 
out Africa  and  a big  piece  of  the 
Middle  East  from  a site  in  Liberia. 
The  House  appropriated  $8.7  mil- 
lion (of  $9.2  million  asked  by  the 
Voice)  for  Project  Larry  in  new 
money,  to  which  will  be  added  $3.9 
million  in  unexpended  funds  and 
equipment  left  over  from  the  pres- 
ently - deferred  Project  Delta  and 
other  projects  for  a total  of  $12.6 
million.  (Congress  appropriated  the 
money  in  1957-58  for  Delta’s  pro- 
jected medium  wave  transmitter  base 
in  the  Mediterranean,  but  U.S.  ne- 
gotiators have  been  unable  to  obtain 
a site.) 

Though  there’s  nothing  else  in  the 
budget  books,  there’s  plenty  more 


general  manager,  said  that  Jefferson 
Standard  will  apply  to  the  FCC  for  per- 
mission to  build  and  operate  a trans- 
lator at  its  Spencer  Mt.  site.  Under 
FCC  rules,  the  station  will  be  forced  to 
operate  at  low  power  and  will  serve  a 
limited  area.  However  the  translator 
will  serve  as  a link  for  other  stations  in 
the  state,  Mr.  Crutchfield  said. 


The  Voice’s  Loomis 


Hot  seat  on  a cold  war 

in  the  minds  of  Mr.  Loomis  and  his 
associates,  which  means  the  Voice  is 
almost  certain  to  be  back  at  the  old 
stand  on  Capitol  Hill  next  year  and 
the  year  after  with  new  building 
projects.  Mr.  Loomis’  strategy 
doesn’t  call  for  doing  things  up  less 
than  brown.  The  Voice  wants  new 
high-power  medium  wave  transmit- 
ters in  Liberia  (1.6  megawatt)  and 
in  the  Mediterranean  area  (1  mega- 
watt) and  would  like  to  increase 
shortwave  transmitter  powers  at 
some  of  its  present  sites  in  England, 
Morocco,  Greece,  and  the  Philip- 
pines. 

Short  vs.  Medium  Wave.  ■ The 

Voice’s  reliance  on  shortwave  broad- 
casting, instead -of  the  medium  wave 
type  predominant  in  U.S.  commer- 
cial broadcasting,  is  predicated  on  a 
simple  set  of  facts.  One  of  them  is: 


to  cease  paying  disc  jockeys  and  other 
under-the-counter  payments  to  play 
their  records,  unless  public  disclosure 
is  made  of  such  payments. 

Request  ruling  ■ KBAK-TV  last  week 
asked  the  FCC  to  propose  rulemaking 
deleting  ch.  10  from  Bakersfield  and 
allocating  it  to  Santa  Barbara.  The  sta- 
tion also  requested  that  ch.  45  be  allo- 
cated to  Bakersfield  in  lieu  of  ch.  10 
and  that  KERO-TV  (ch.  10)  Bakers- 
field be  ordered  to  show  cause  why  its 
license  should  not  be  modified  to  sub- 
stitute ch.  45  for  10. 

Speaks  up  ■ WTIC  - TV  Hartford, 
Conn.,  lashed  out  at  an  attempt  by  a 


“When  in  Rome  . . etc.,  etc.  Short- 
wave is  the  primary  broadcasting 
wavelength  used  in  countries  out- 
side the  Americas  and  the  people  in 
these  countries  are  the  ones  the  Voice 
is  trying  hardest  to  reach.  Second, 
while  medium  wave  may  radiate 
over  large  areas,  shortwave  spans 
oceans  and  continents  and  thus 
reaches  listeners  in  places  inaccessi- 
ble to  medium  wave.  Third,  the  prob- 
lem of  interference  in  shortwave  is 
somewhat  less  critical  since  no  coun- 
try, even  in  crowded  Europe,  has 
such  heavy  concentrations  of  sta- 
tions as  exist  in  the  U.S.  Shortwave 
transmissions  can  be  jammed,  of 
course,  but  so  can  those  of  any  other 
broadcasting  method. 

The  Voice  of  America’s  program 
for  more  powerful  transmitters,  as 
Mr.  Loomis  explains  it,  is  one  of  ab- 
solute necessity — to  keep  from  being 
hopelessly  outclassed  by  the  com- 
munists. VOA’s  87  shortwave  trans- 
mitters average  62  kw  (it  also  has 
five  medium  or  long  wave).  Short- 
wave transmitters  in  the  larger  coun- 
tries of  the  world  average  200  to 
250  kw  and  in  smaller  countries  100 
kw.  The  30  shortwave  transmitters 
broadcasting  Voice  programs  from 
the  U.S.  average  around  50  kw.  Rus- 
sia’s big  workhorse  transmitters  are 
240  kw  each.  They  often  are  coupled 
to  give  twice  that  transmitting  power 
and  sometimes  are  lined  up  three 
deep  to  produce  a superpower  720 
kw. 

The  Voice  shortwaves  570  hours 
of  programs  weekly  of  a world  total 
of  12,000.  Of  this  total  communist 
countries  account  for  3,000  hours  of 
which  1,000  hours  are  aired  by  the 
Russians.  Recent  developments  have 
indicated  that  while  international 
broadcasting  has  been  increasing  in 
total  hours  an  average  10%  yearly, 
communist  China  last  year  boosted 
its  shortwave  programs  512  hours. 


rival  uhf  facility  to  convert  WTIC  to 
uhf.  Springfield  Television  Corp.,  li- 
censee of  WWLP  (TV)  (ch.  22) 
Springfield,  Mass.,  has  asked  the  FCC 
to  issue  the  Hartford  station  a renewal 
conditional  on  its  acceptance  of  a uhf 
channel  instead  of  ch.  3 (Broadcast- 
ing, March  7 ) . WTIC-TV  told  the  com- 
mission that  “it  is  entirely  premature 
at  this  stage  to  impose  uhf  conditions 
on  renewals  of  licenses.”  WTIC-TV 
cited  its  “meritorious  broadcast  opera- 
tion fully  serving  substantial  public  in- 
terests” and  asked  that  Springfield’s 
request  “be  dismissed  or  denied  as  to- 
tally lacking  in  merit.”  WTIC-TV  is 
owned  by  Travelers  Insurance  and  is 
affiliated  with  WTIC-AM-FM. 


More  payola  consents  ■ Federal  Trade 
Commission  announced  last  week  three 
more  payola  consent  judgments,  bring- 
ing total  number  of  settlements  to  24. 
Signing  consent  orders  were:  Bernard 
Lowe  Enterprises  and  Edward  S.  Barsky 
Inc.,  both  Philadelphia,  and  Action  Rec- 
ords Inc.,  New  York.  All  three  agreed 
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PROGRAMMING  

NETWORKS  WIN  1 0 PEABODY  AWARDS 

CBS  President  Stanton  wins  special  citation  for  Sec.  315  stand 


The  three  networks  picked  off  their 
share  of  George  Foster  Peabody  Awards 
at  the  annual  presentation  held  last 
week  in  New  York.  CBS  was  awarded 
six,  including  a special  citation  to  its 
president,  Dr.  Frank  Stanton,  NBC 
won  three  and  ABC  one. 

In  addition,  five  stations  received 
awards  at  the  presentation  recognizing 
radio  and  tv’s  most  distinguished  and 
meritorious  public  service  each  year. 
The  stations:  WNTA-TV  New  York 
(The  Play  of  the  Week),  WGN-TV  Chi- 
cago ( Great  Music  from  Chicago), 
WGBH-TV  Boston  (Decisions),  WDSU- 
TV  New  Orleans  (Editorials)  and 
WCCO)  Minneapolis  (in  sponsoring 
study  in  Russia  and  travel  by  its  farm 
director) . 

Winners  were  announced  at  a lunch- 
eon meeting  of  the  Radio  & Television 
Executives  Society.  CBS'  honors  in- 
cluded: The  Population  Explosion  (tv 
education);  The  Ed  Sullivan  Show  and 
Small  World  (tv  contribution  to  inter- 
national understanding);  Dr.  Frank 
Stanton  and  The  Lost  Class  of  ’59  (tv 
special  awards)  and  The  World  Tonight 
(radio  news). 

NBC’s  awards:  The  Moon  and  Six- 
pence (award  to  Producer  David  Sus- 
skind  for  non-musical  tv  entertainment); 
The  Bell  Telephone  Hour  (musical  tv 
entertainment)  and  Family  Living. 

ABC  won  its  award  for  Khrushchev 
Abroad,  its  coverage  of  the  Russian 
leader’s  U.S.  tour. 

Stanton’s  Award  ■ Dr.  Stanton  re- 
ceived a special  award  for  his  leader- 
ship in  the  successful  drive  in  Congress 
for  remedial  legislation  that  amended 
equal  time  provisions  of  Sec.  315  of  the 
Communications  Act. 

A wire  from  President  Eisenhower 
congratulating  Dr.  Stanton  noted  the 
award  was  most  “appropriately  present- 
ed ...  on  the  anniversary  of  the  bat- 
tles of  Lexington  and  Concord  . . . the 
day  when  we  remember  with  gratitude 
those  who  secured  our  independence 
and  those  who  continue  to  defend  the 
freedoms  of  us  all.  In  this  company  of 
patriots,  Frank  Stanton  has  fought  long 
and  effectively.” 

The  CBS  president  in  accepting  the 
award  pleaded  for  completion  of  re- 
visions of  the  Sec.  315  provision  to  in- 
clude debates  between  presidential  can- 
didates “so  that  broadcasting  can  con- 
tribute as  effectively  as  possible  to  an 
enlightened  electorate.” 

An  unusual  departure  in  the  Pea- 
body awards  was  an  exchange  from  the 


podium  on  differing  tv  views.  Bennett 
Cerf,  president  of  Random  House  Inc. 
publishing  firm  and  Peabody  board 
chairman,  quipped  that  tv  was  giving 
people  programming  “a  darn  sight  bet- 
ter than  they  deserve.”  He  hit  at  what 
he  said  was  an  anti-tv  campaign  by 
those  newspapers  “which  don’t  have  to 
own  tv  stations”  and  noted  an  ample 
supply  of  good  programs — “and  when 
people  will  watch  them,  they’ll  get  more 
of  them.” 

David  Susskind,  accepting  an  award 
for  “The  Moon  and  Sixpence,”  said 
he  disagreed  with  Mr.  Cerf  because 
“if  you  give  people  what  they  want 
long  enough,  they  will  not  want  any- 
thing else.”  He  said  tv  must  lead  by 
giving  “people  what  we  think  we  want.” 

Awards  were  presented  by  Dean 
John  E.  Drewry  of  the  U.  of  Georgia’s 
Henry  W.  Grady  School  of  Journalism 
which  administers  the  awards  along 
with  the  Peabody  board.  The  awards 
were  set  up  in  1940  by  the  Board  of 
Regents  at  Georgia  U.  in  memory  of 
the  late  George  Foster  Peabody,  a suc- 
cessful New  York  banker  and  philan- 
thropist. 

The  individual  citations  follow: 

Television  News  ■ The  Peabody 
Award  in  this  important  classification 
goes  to  the  series,  Khrushchev  Abroad, 
with  congratulations 
to  the  American 
Broadcasting  Co.  for 
the  thoroughness,  im- 
agination, and  vigor 
of  its  coverage  of  the 
visit  to  this  country 
by  the  Soviet  premier. 
Accepted  by  John 
Daly,  vice  president, 

Television  Entertainment  (non-musi- 
cal a A Peabody  Award  to  The  Play 

°k the  Week>  wnta- 

TV,  Newark,  New 
1n|  Jersey,  with  a bow  to 

Ely  Landau  for  spon- 
J f I soring  and  develop- 

B JmM  ing  an  outstanding 

j|L,  dramatic  program. 

Mr.  Landau 

Television  Entertainment  (musical)  ■ 

During  its  first  year  on  television,  The 
Bell  Telephone  Hour  quickly  made  it 
clear  that  it  would  in  this  medium  of 
broadcasting  reach  even  higher  levels 
of  distinction  than  those  which  in  1944 


won  for  it  a Peabody  Radio  Entertain- 
ment Award  in  Music.  In  the  language 
of  New  York  Times  critic  Jack  Gould, 
this  series,  “for  so  many  years  one  of 
the  more  civilized  fixtures  of  radio 
(has)  re-emerged  ...  on  television  . . . 
a varied  delight  . . . with  impeccable 
taste.”  In  recognition,  a second  Peabody 
Award  to  The  Bell  Telephone  Hour — 
this  time,  for  television  entertainment, 
musical.  Accepted  by  James  W.  Cook 


Television  Entertainment  (musical)  ■ 

Great  Music  from  Chicago,  WGN-TV, 
features  the  Chicago  Symphony  Or- 
chestra. This  distin- 
guished series,  a pres- 
tige program,  pre- 
sented live  and  in 
color,  with  many  of 
the  world’s  outstand- 
ing conductors  taking 

turns  on  the  podium, 
represents  an  un- 
matched effort  t o 
bring  the  best  in  music  to  the  public, 
and  contributes  vastly  toward  improv- 
ing the  image  of  television.  Great  Music 
from  Chicago  and  WGN-TV,  there- 
fore, are  presented  a Peabody  Tele- 

vision Musical  Entertainment  Award. 
Accepted  by  Ward  Quaal. 

Television  Education  ■ The  CBS 

documentary,  The  Population  Explo- 
sion, tackled  an  immensely  controver- 
sial and  hush-hush 
subject  in  such  forth- 
right style  that  it 
broke  the  story  for 
the  world.  This  was 
clearly  television  edu- 
cation at  its  best,  and 
merits  a Peabody 
Award  in  this  cate- 
gory. Accepted  by 
Howard  K.  Smith,  CBS  commentator. 

Television  Education  ■ In  a series  of 
eight  panel  discussions  Decisions, 
WGBH-TV  Boston,  has  focused  the 


Mr.  Daly 
ABC  News. 


Mr.  Quaal 


Mr.  Smith 


Television  Entertainment  (non-musi- 
cal ■ A Peabody  Award  to  David  Sus- 
skind for  his  pro- 

duction of  The  Moon 
and  Sixpence,  a drama 
of  style  and  sub- 

stance, directed  with 
imagination,  and  fea- 
turing a distinguished 
performance  by  Sir 
Laurence  Oliver.  Ac- 
Mr.  Susskind  cepted  by  Mr.  Sus- 

skind. 
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intelligent  interest  of  New  England 
communities  upon  the  most  pressing 
and  contentious  problems  of  our  day. 
Each  week  a fresh  panel  of  authorities 
in  the  international  field  comes  to  grips 
with  a particular  issue,  and  while  the 
argument  is  in  progress  the  listening 
groups,  from  Maine  to  Martha’s  Vine- 
yard, who  have  already  been  supplied 
with  source  material,  are  telephoning 
in  their  questions  and  perplexities 
which  are  relayed  to  the  moderator  and 
answered  on  the  spot.  Listeners  in 
libraries,  homes,  schools,  estimated  at 
100,000  persons,  participate  in  this 
town  meeting  on  the  world’s  crises.  The 
program  was  originated  by  the  late 
Brigadier  General  Henry  Parkman,  in 
cooperation  with  the  Foreign  Policy 
Association,  and  is  presently  moderated 
by  Mr.  Christian  A.  Herter  Jr.,  Presi- 
dent of  the  World  Affairs  Council  in 
Boston.  Decisions  is  television  educa- 
tion on  the  local  level  at  its  best.  In 
recognition  this  Peabody  Award,  which 
is  to  be  shared  by  WGBH-TV  and  the 
World  Affairs  Council  of  Boston,  is 
given.  Accepted  by  Mr.  Herter. 

Television  Contribution  to  Interna- 
tional Understanding  ■ With  his  Invi- 
tation to  Moscow  program  on  Septem- 
ber 27,  1959,  neatly 
timed  to  coincide  with 
Khrushchev’s  visit  to 
America,  and  before 
that  with  his  Spoleto 
Festival  of  July  19, 
1959,  Ed  Sullivan 
turned  his  long-time 
top  tv  Sunday  night 
vaudeville  show  into 
an  imaginative  and  successful  bid  for 
better  international  relations.  Not  only 
in  America  was  the  reaction  immediate 
and  heartening.  Russians  and  Italians 
as  well  cheered  Sullivan,  his  producer 
Bob  Precht,  and  his  American  casts 
and  crews.  The  Peabody  Board  ap- 
plauds Ed  Sullivan’s  showmanship  and 
acute  awareness  of  the  role  prime-time 
television  can  play  in  promoting  inter- 
national good  will,  and  presents  a sec- 
ond Peabody  Award  to  The  Ed  Sullivan 
Show,  CBS.  In  1956  it  was  for  enter- 
tainment. This  time,  Contribution  to 
International  Understanding.  Accepted 
by  Mr.  Sullivan. 

Television  Contribution  to  Interna- 
tional Understanding  ■ Through  inter- 
continental conversations  between  heads 
of  governments,  scien- 
tists, generals,  critics, 
and  savants,  Small 
World,  CBS,  has  nar- 
rowed the  distance 
between  men’s  minds 
and  hearts.  Universal 
in  scope  yet  intimate 
in  approach,  this  CBS 
series  has  made  a 
significant  contribution  to  international 


Mr.  Friendly 


Mr.  Sullivan 


understanding,  and  as  such  richly  merits 
a Peabody  Award  in  this  category.  Ac- 
cepted by  Fred  Friendly. 

Television  Special  Award  ■ Recogniz- 
ing the  dangers  inherent  in  the  applica- 
tion of  the  restrictive  provisions  of  Sec. 
315  of  the  Communications  Act  to  news 
programs,  Dr.  Frank  Stanton,  by  his 
eloquent  and  timely  warnings  alerted 
the  press,  the  Congress,  and  the  public 
to  the  urgent  need  for  remedial  legis- 
lation, which  was  promptly  enacted  and 
became  law.  By  his  efforts,  the  president 
of  CBS  notably  advanced  the  cause  of 
freedom  of  news  and  discussion  on  ra- 
dio and  television,  and  forcefully  re- 
asserted the  fundamental  right  of  all 
media  to  the  protection  of  the  Con- 
stitutional guarantee  of  liberty  in  the 
First  Amendment.  In  recognition  of  his 
courage,  insight,  and  energy  in  fighting 
for  the  freedom  of  journalism  on  the 
air,  a Special  Peabody  Public  Service 
Award  is  presented  to  Dr.  Frank  Stan- 
ton. 

Television  Special  Award  ■ To  the 
team  of  Ed  Murrow  and  Fred  Friend- 
ly, for  their  concise  reporting  and  com- 
passionate insight  into  the  plight  of 
the  group  most  seriously  affected  by 
the  struggle  for  integration — The  Lost 
Class  of  ’59,  CBS,  a Special  Public 
Service  Award.  Accepted  by  Mr. 
Friendly. 


A UNIQUE  OFFER  FROM  WARNER  BROS. 


A COMPLETE  LIBRARY  OF  125  LPfS , YOURS 
FOR  ONLY  $100.  Albums  Specially  Selected  from 
the  Wide  Range  of  Programming  Material  on  War- 
ner Bros.  Records. 

Any  recognized  AM  or  FM  radio  station  in  the  50  United  States  may  now 
receive  a complete  programming  library  of  125  monaural  or  stereo  LPs  from 
Warner  Bros.  Records’  widely  acclaimed  hi-fi  catalog.  These  LPs  will  be  sent  to 
you  postpaid  for  only  $100.  This  service  allows  any  radio  station  to  build  or 
augment  its  complete  programming  library  from  albums  recorded  by  the  only 
record  company  whose  entire  catalog  has  been  recorded  in  today’s  unequalled 
sound  techniques. 

“The  sound  is  so  outstandingly  brilliant  that  these  records  positively  shine 
with  aural  brilliance” — High  Fidelity. 

WHAT  YOU  WILL  RECEIVE : 125  LPs  from  a catalog  containing  this  range 
of  albums:  Instrumentals;  Pop  Classics;  Jazz;  Vocals;  Dance;  Show  Music; 
Soundtracks ; Band;  Piano;  Humor;  Organ;  Continental  Pops;  Religious; 
Hawaiian;  Choral  . . . 

BY  SUCH  ARTISTS  AS:  George  Greeley,  Bing  Crosby,  The  Everly  Bros.,  Muir  Mathieson, 
Matty  Mattlock,  Heindorf,  Edd  Byrnes,  John  Scott  Trotter,  Warren  Barker,  Ira  Ironstrings,  Chico 
Hamilton,  Pete  Kelly's  Big  7,  The  Mary  Kaye  Trio,  Henry  Mancini,  Buddy  Cole  . . . 


Please  send  postpaid  125  Warner  Bros.  Albums  spe- 
cially selected  for  “Perfection  in  Programming.” 
Enclosed  is  check  for  $100.  (Check  must  accompany 
order.) 

NAME:  CALL  LETTERS: 

STREET  ADDRESS:  

CITY:  ZONE:  STATE:  

(This  offer  expires  June  30,  I960) 

CHECK  ONE:  STEREO  MONAURAL  


Warner  Bros.  Records 
158  West  Verdugo  Rd. 
Burbank,  California 


Mr.  Stern 


Local  Television  Public  Service  ■ The 

editorial  service  of  WDSU-TV  New 
Orleans  is  distinguished  for  the  wide 
scope  and  diversifica- 
tion of  its  subject  mat- 
ter; for  the  frequent 
and  courageous  treat- 
ment of  controversial 
material;  and  for  the 
intelligent,  impartial, 
and  professional  qual- 
ity of  its  presentation. 
This  is  clearly  local 
television  public  service  on  a high  level, 
and  as  such  merits  a Peabody  Award 
in  this  category.  Accepted  by  Edgar  B. 
Stern  Jr. 

Radio  News  ■ Using  the  services  of 
CBS  News  global  staff  of  correspond- 
ents, The  World  Tonight,  CBS  Radio, 
provides  listeners 
nightly  with  a pene- 
trating and  meaning- 
ful report  of  impor- 
tant happening,  do- 
mestic and  foreign. 
This  program  gives 
meaning  to  the  terms 
“scope”  and  “depth,” 
and  as  such  is  pre- 
sented the  Peabody  Radio  News  Award 
for  1959.  Accepted  by  John  F.  Day, 
vice  president,  CBS  News. 

Radio  Public  Service:  Family  Living, 


Mr.  Day 


BROADCASTING,  April  25,  1960 


89 


’59,  NBC,  brought  together  outstanding 
personalities  and  authorities  in  educa- 
tion, religion,  business, 
sports,  music,  civic 
affairs,  and  other 
areas  for  informal  dis- 
cussions of  subjects  of 
significance  to  Amer- 
ican family  life.  Pro- 
duced by  Edwin  Lee 
and  skillfully  moder- 
ated by  Arlene  Fran- 
cis, this  challenging  series  won  the  ap- 
proval and  active  support  of  many  na- 
tional organizations  for  its  excellence. 
As  such  it  merits  a Peabody  Radio 
Award  for  Public  Service  for  1959. 
Accepted  by  William  McDaniel,  NBC. 

Local  Radio  Public  Service  ■ In  its 
series  on  international  understanding, 
WCCO  Minneapolis  made  it  possible 
for  12  scholars  and 
two  women  journal- 
ists to  study  in  Russia, 
and  for  its  Farm  Serv- 
ice Director  to  travel 
in  seven  European 
countries,  all  of  whom 
shared  with  the 
WCCO  listening  audi- 
ence their  findings  and 
impressions.  For  these  contributions 
to  its  local  area  from  afar,  WCCO 
is  presented  the  Peabody  Local  Radio 
Public  Service  Award.  Accepted  by 
Larry  Haeg,  WCCO. 

ATTENTION 

STATION  MANAGERS 

SAVE 

MONEY  with 

MAGNE-TRONICS’ 

TAPED  programs  for 

AUTOMATIC  BROADCASTING 

MAKE 

/|p|j  MONEY  with 

MAGNE-TRONICS' 
BACKGROUND  MUSIC 

for  FM  multiplex  stations 

for  complete  details  write  to 

MAGNE-TRONICS,  INC. 

Dept.  G.  49  W.  45th  St.,  N.Y. 

36,  N.Y. 


‘McCall’s’  Golden 
Mike  winners  revealed 

Angela  McDermott  of  WGBH-TV 
Boston  (non-commercial  educational 
station)  and  Lillian  Brown  of  WTOP- 
TV  Washington  are  co-winners  of  this 
year’s  top  award  in  the  ninth  annual 
McCall’s  Magazine  “Golden  Mike”  cita- 
tions. 

The  complete  list  of  winners: 

Miss  McDermott,  cited  for  direction 
of  a film  series  on  the  humanities  for 
high  school  juniors,  telecast  by  WGBH- 
TV  and  KETC  (TV)  St.  Louis,  also  a 
non-commercial,  educational  station. 
Miss  McDermott  won  the  top  Golden 
Mike  once  before,  in  1954. 

Mrs.  Brown,  cited  for  her  work  as  ex- 
ecutive producer  of  Classroom  9:  Rus- 
sian over  WTOP-TV,  the  first  and  only 
program  to  teach  Russian  on  tv,  the 
magazine  says.  Mrs.  Brown  is  director 
of  radio  and  television  for  George 
Washington  U.,  Washington. 

Cited  for  “service  in  the  community 
in  general,”  broadcaster  category,  Jo 
Sherman  of  NBC’s  Monitor,  New  York; 
executive  category,  Rozell  Fabiani, 
WRBL-TV  Columbus,  Ga. 

For  “service  to  women,”  broadcaster, 
Marie  Fraesdorf,  KVOA-TV  Tucson, 
Ariz.;  executive,  Martha  Crane,  WLS 
Chicago. 

For  “service  to  youth,”  broadcaster, 
Alma  Bates  of  the  Alabama  Education- 
al Television  Network;  executives, 
Nancy  Robertson  and  Priscilla  Young 
of  WSLS  Roanoke,  Va. 

Awards  will  be  presented  at  a dinner 
May  7 in  Cleveland  during  the  annual 
convention  of  American  Women  in  Ra- 
dio & Television. 

Va.  AP  Broadcasters 
give  annual  awards 

Awards  for  outstanding  work  in  the 
preparation  and  broadcast  of  news  in 
radio  and  television  were  made  at  the 
annual  banquet  of  Virginia  Associated 
Press  Broadcasters  in  Washington  last 
week. 

WCYB-AM-TV  Bristol,  Va.,  again 
won  a national  citation  from  the  As- 
sociated Press  Radio  and  Television 
Assn,  for  outstanding  cooperation  in  the 
exchange  of  news. 

Other  winners: 

Television  ■ Best  regularly  scheduled 
news  program:  WRVA-TV  Richmond; 
best  spot  news  coverage,  WSLS-TV 
Roanoke;  best  spot  sports  coverage, 
WSLS-TV  Roanoke;  best  coverage  of 
state  and  local  news,  WTAR-TV  Nor- 
folk; comprehensive  coverage  of  con- 
tinuing news  story,  WDBJ-TV  Roanoke; 
outstanding  regularly  scheduled  wom- 
en’s program,  WTAR-TV  Norfolk. 

Radio  ■ Comprehensive  newscast, 


Mr.  McDaniel 


Mr.  Haeg 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EDT). 


NBC-TV 

April  25  (10-11  p.m.)  The  Steve 

Allen  Plymouth  Show,  Plymouth  through 
N.W.  Ayer. 

April  25-29,  May  2-4  (6:30-7  a.m.)  Con- 
tinental Classroom. 

April  25-29,  May  2-4  (11-11:30  a.m.) 
Price  Is  Right,  participating  sponsors. 

April  25-26,  May  2-4  (12:30-1  p.m.) 
It  Could  Be  You,  participating  sponsors. 

April  26,  May  3 (8:30-9:30  p.m.)  Ford 
Startime,  Ford  through  J.  Walter  Thomp- 
son. 

April  26,  May  3 (9:30-10  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Lennen 
& Newell  and  Sterling  Drug  through  Nor- 
man, Craig  & Kummel. 

April  27,  May  4 (8:30-9  p.m.)  Price  Is 
Right,  Lever  through  Ogiivy,  Benson  & 
Mather  and  Speidel  through  Norman, 
Craig  & Kummel. 

April  28  (9:30-10  p.m.)  The  Ford  Show, 
Ford  through  J.  Walter  Thompson. 

April  29  (9:30-10  p.m.)  Masquerade 
Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Gray  Advertising. 

April  30  (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

April  30  (10:30-11  a.m.)  Ruff  and  Red- 
dy Show,  Borden  through  Benton  & Bowles. 

April  30  (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

May  1 (8-9  p.m.)  The  Frances  Langford 
Show,  Rexall  through  BBD0. 

May  1 (9-10  p.m.)  Chevy  Show,  Chevro- 
let through  Campbell-Ewald. 

May  2 (9:30-11  p.m.)  The  Hallmark  Hall 
of  Fame,  Hallmark  through  Foote,  Cone  & 
Belding. 


metropolitan:  Clayton  Edwards,  WTAR 
Norfolk;  Bob  Gilmore,  WRNL  Rich- 
mond; Art  Countiss,  WCYB  Bristol, 
and  Wip  Robinson  and  James  MacNeil. 
WSVA  Harrisonburg. 

Comprehensive,  non  - metropolitan: 
Fred  Williams,  WYTI  Rocky  Mount; 
Sammy  Russell,  WMEV  Marion,  and 
Bob  Fulcher,  WPUV  Pulaski. 

Commentary,  metropolitan:  Wade 

Williams  and  Bob  Gheza,  WBOF  Vir- 
ginia Beach;  Dexter  Mills,  WDBJ  Roa- 
noke, and  Lon  Backman,  WRVA  Rich- 
mond. 

Commentary,  non-metropolitan:  Jack 
Morgan,  WBBI  Abingdon. 

Farm  news,  metropolitan:  Doug 

Ford,  WCYB  Bristol;  Alden  Aaroe. 
WRVA  Richmond;  Art  Glover  and 
Dave  Van  Horne,  WDBJ  Roanoke. 

Farm,  non-metropolitan:  William  H. 
Groseclose,  WBBI  Abingdon;  Fred  Wil- 
liams, WYTI  Rocky  Mount;  H.B.  Eller, 
WMEV  Marion. 

Women’s  news,  metropolitan:  Alice 
Friberg,  WCYB  Bristol;  Helen  Hayes, 
WRNL  Richmond;  Virginia  Linda- 
mood,  WSVA  Harrisonburg. 

Women’s  news,  non  - metropolitan: 
Maxine  Hilton,  WBBI  Abingdon. 

State  and  local,  metropolitan:  Lee 
Gilbert,  WHEE  Martinsville;  Harry 
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Monroe,  WRVA  Richmond:  Josh  Barry, 
WNOR  Norfolk. 

State  and  local,  non  - metropolitan: 
Fred  Williams,  WYTI  Rocky  Mount; 
Phil  Doran,  WBBI  Abingdon;  Don 
Greene,  WMEK  Chase  City. 

Sports,  metropolitan:  Bob  Smith, 

WRVA  Richmond;  Frank  Messer, 
WRNL  Richmond;  Forrest  M.  Landon, 
WDBJ  Roanoke. 

Sports,  non-metropolitan:  Fred 

Isaacs,  WBOF  Virginia  Beach;  Richard 
Wagoner,  WMEV  Marion;  Don  Greene, 
WMEK  Chase  City. 

Special  events,  metropolitan:  Lon 
Backman,  WRVA  Richmond;  Dick 
Kidney,  Ed  Meyer,  Art  Merrill  and  Pete 
Glazer,  WGH  Newport  News;  Ed 
Thomas,  WSLS  Roanoke. 

Special  events,  non  - metropolitan: 
John  Columbus,  WPUV  Pulaski;  Leo 
Hoarty,  WBOF  Virginia  Beach. 


Mr.  Erickson 


Triangle  farm  director 

Programming  to  the  farm  audience 
by  Triangle  stations  has  been  brought 
under  unified  control  and  service  will 
be  expanded,  accord- 
ing to  Roger  W.  Clipp, 
vice  president.  Wally 
Erickson,  farm  direc- 
tor of  KFRE-AM-TV 
Fresno,  Calif.,  Tri- 
angle outlet,  has  been 
named  farm  director 
of  the  group,  which 
Mr.  Clipp  described 
as  serving  markets  with  $3  billion  agri- 
cultural income. 

Mr.  Erickson,  who  is  president  of 
the  National  Assn,  of  Radio  & Tv  Farm 
Directors,  will  headquarter  in  Fresno, 
devoting  much  of  his  time  to  program- 
ming for  the  entire  Triangle  group  with 
its  coverage  in  Mid-Atlantic  states  as 
well  as  California.  "Radio  and  tv  have 
a duty  to  bring  the  farm  audience  pro- 
grams specifically  created  for  them,” 
Mr.  Clipp  said.  “Farmers  depend  on 
these  programs  for  information  on  new 
developments,  new  products  and  new 
trends  in  agriculture.” 


■ Film  sales 

The  People’s  Choice  (ABC  Films) 

Sold  to  KCPX-TV  Salt  Lake  City; 
KVKM-TV  Monahans,  Tex.;  KOIN- 
TV  Portland,  Ore.;  WCYB-TV  Bristol, 
Va.;  WTVH  (TV)  Peoria,  111.;  KFDX- 
Wichita  Falls,  Tex.;  WTIC-TV  Hart- 
ford, Conn.;  KELP-TV  El  Paso,  Tex.; 
KPHO-TV  Phoenix;  KGHL-TV  Bill- 
ings, Mont.;  WDBO-TV  Orlando,  Fla., 
and  WCPO-TV  Cincinnati. 

Now  in  102  markets. 

Special  Six  and  Festival  35  (J.  Arthur 
Rank  feature  packages  through  ABC 
Films) 


Special  Six  sold  to  WHIO-TV  Day- 
ton,  Ohio;  WBOC-TV  Salisbury,  Md.; 
WVET-TV  Rochester,  N.Y.;  WHEN- 
TV  Syracuse,  N.Y.;  WNDU-TV  South 
Bend,  Ind.;  WWTV-TV  Cadillac, 
Mich.;  KGLO-TV  Mason  City,  Iowa; 
WMT-TV  Cedar  Rapids,  Iowa;  KDAL- 
TV  Duluth,  Minn.;  KD1X-TV  Dickin- 
son, N.D.;  KZTV  (TV)  Corpus  Christi, 
Tex.;  WKST-TV  Youngstown,  Ohio; 
WSOC-TV  Charlotte,  N.C.,  and  KSTP- 
TV  Minneapolis-St.  Paul. 

Now  in  81  markets. 

Festival  35  sold  to  WAGA-TV  At- 
lanta; WBOC-TV  Salisbury;  WSUN- 
TV  St.  Petersburg,  Fla.;  WMT-TV 
Cedar  Rapids;  KGLO-TV  Mason  City; 
WSOC-TV  Charlotte,  and  KSTP-TV 
Minneapolis-St.  Paul. 

Now  in  34  markets. 

Speedway  International  (Banner  Films) 

Sold  to  KXTV  (TV)  Sacramento, 
Calif.;  KSHO-TV  Las  Vegas,  Nev.: 
Skyway  Advertisers  Inc.,  Denver; 
WISH-TV  Indianapolis;  KBAK-TV 
Bakersfield,  Calif.;  WNEW-TV  New 
York;  WXIX  (TV)  Milwaukee;  WTVH 
(TV)  Peoria,  111.;  WTTG  (TV)  Wash- 
ington, D.C.;  WAVY-TV  Norfolk,  Va.; 
KELP-TV  El  Paso,  Tex.,  and  WHYN- 
TV  Springfield,  Mass. 

(Market  total  not  available.) 

Pony  Express  (California  National  Pro- 
ductions) 

Sold  to  WWJ-TV  Detroit;  WLWI 
(TV)  Indianapolis;  WMAR-TV  Balti- 
more; WGN-TV  Chicago;  WKBW-TV 
Buffalo;  KTVU  (TV)  San  Francisco; 
KTTV  (TV)  Los  Angeles;  KPRC-TV 
Houston;  WTOC-TV  Savannah,  and 
KTVI  (TV)  St.  Louis. 

Now  in  87  markets. 

■ Program  notes 

Agreed  ■ Filmways  Inc.,  New  York, 
and  Milton  H.  Greene  Assoc.  Ltd.,  a 
new  production  company,  have  signed 
an  agreement  for  co-production  of  tv 
commercials.  Mr.  Greene  heretofore  has 
worked  as  creative  artist,  photographer 
and  producer  for  magazines  and  mo- 
tion pictures.  His  movie  credits  include 
"Bus  Stop”  and  “The  Prince  and  the 
Showgirl.” 

NBC-TV  hath  'Fury'  ■ Independent 
Television  Corp.  and  NBC-TV  have 
signed  a two-year  deal  whereby  52  re- 
run programs  of  the  Fury  series  have 
been  bought  by  the  network  for  week- 
end programming.  The  series  has  been 
on  NBC-TV  for  five  years.  First-run 
product  for  this  season  now  is  carried 
on  Sat.,  11-11:30  a.m.  with  General 
Foods  and  the  Borden  Co.  as  sponsors. 
ITC  retains  the  right  to  syndicate  the 
programming  on  any  weekday  under 
the  title  of  Brave  Stallion. 


Makes  tv  commercials  ■ Producing 
Artists  Inc.,  N.Y.,  a new  tv  commercial 
production  company,  opened  Monday 
(April  18)  at  45  W.  45th  St.,  zone  36. 
Telephone:  Plaza  7-9388.  The  firm  is 
headed  by  Martin  L.  Low,  president, 
and  Robert  McCahon,  partner,  execu- 
tive producer  and  vice  president.  Both 
were  previously  with  Robert  Lawrence 
Productions,  N.Y. 

Expansion  move  ■ Music  Makers  Inc., 
N.Y.,  producer  of  music  for  radio-tv 
commercials,  will  move  July  1 from  45 
W.  45th  St.  to  offices  and  studios  at  6-8 
W.  57th  St.,  which  will  be  named  the 
Music  Makers  Bldg.  Current  occupant 
of  the  quarters,  Shellrick  Corp.,  Sid 
Caesar’s  production  company,  will  move 
to  59  E.  54th  St. 

To  the  dogs  ■ Asta,  canine  companion 
to  the  human  stars  of  The  Thin  Man, 
has  been  named  Performing  Animal 
Television  Star  of  the  Year  in  the  10th 
annual  awards  competition  of  the  Amer- 
ican Humane  Assn.  Lassie,  star  of  the 
series  of  that  name  and  a two-time  for- 
mer “Patsy”  winner,  was  runner-up  in 
the  1959  competition,  with  Jasper,  dog- 
star  of  Bachelor  Father,  and  Fury,  lead 
horse  of  the  series  of  that  name,  tied 
for  third. 

Batter  up  ■ Bernard  B.  Schnitzer  Inc., 
San  Francisco  advertising  agency,  has 
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packaged  a show,  Giant  Question  Box, 
featuring  Giant  second  baseman  Don 
(Blazer)  Blasingame.  KFRC  San  Fran- 
cisco was  the  first  station  to  release  the 
program  (across  the  board  at  8 a.m.) 
and  Liebman  Construction  Co.  will 
sponsor  it. 

Redeotape  room  ■ Red  Skelton  is  pur- 
chasing the  old  Chaplin  Studios  in  Hol- 
lywood, five-acre  motion  picture  lot,  for 
a price  reported  as  more  than  _$  1 mil- 
lion, for  use  in  filming  theatrical  motion 
pictures  and  taping  tv  programs.  Latter 
activity  will  be  part  of  the  Redeotape 
operation  utilizing  the  mobile  color  tape 
unit  acquired  last  fall  (Broadcasting, 
Oct.  4,  1959). 

Charter  for  chapter  ■ The  eighth  (and 
newest)  chapter  of  the  National  Acad- 
emy of  Tv  Arts  and  Sciences  received 
its  charter  from  tv’s  “Perry  Mason,” 
Raymond  Burr.  Actor  Burr  presented 
the  charter  to  Gene  Blanpied,  first  presi- 
dent of  the  Arizona  chapter  and  em- 
ploye of  KOOL-TV  Phoenix.  In  retro- 
spect, it  was  Tom  Chauncey,  president 
and  general  manager  of  KOOL  Radio- 
Tv  Inc.,  who  first  invited  Mr.  Burr  to 
speak  before  a judicial  assembly.  Since 
that  time,  “Perry  Mason”  has  appeared 
before  78  such  meetings. 

Tape  for  BBC  ■ KFEQ  St.  Joseph,  Mo. 
has  received  a request  from  the  BBC 
for  a tape  of  the  start  of  the  Pony  Ex- 
press Centennial  run  from  St.  Joseph 
to  Sacramento,  Calif.  The  station  aired 
the  program  April  3 and  sent  a three- 
minute  cut  to  London.  Harold  J. 
Schmitz,  KFEQ’s  farm  service  director, 
whose  regular  farm  programs  are  some- 


times aired  on  Voice  of  America,  re- 
ceived the  request  after  a recent  tour  of 
Great  Britain  with  a group  of  Missouri 
farm  families. 

Tv  rights  ■ Talent  Assoc.  Ltd.,  N.Y., 
and  the  Reader’s  Digest  Assn.,  Pleasant- 
ville,  N.Y.,  have  entered  into  an  agree- 
ment whereby  the  producing  organiza- 
tion plans  to  bring  Digest  material  to 
tv.  Talent  Assoc,  hopes  to  produce  be- 
tween 8 and  12  90-minute  specials  a 
season,  using  properties  from  the  Di- 
gest’s condensed  book  club  quarterly 
volumes  and  the  book  supplements  that 
appear  monthly  in  the  magazine  itself. 

'Rescue'  lost  ■ The  writer’s  strike  has, 
indirectly,  brought  about  the  cancella- 
tion of  the  remaining  five  segments  of 
Rescue  8.  Producer  Herbert  B.  Leonard 
announced  that  he  has  cancelled  the 
syndicated  tv  series.  Originally  set  for 
39  segments,  the  series  ran  out  of  stor- 
ies before  completion. 

SG  fellowships  ■ Two  $1,500  fellow- 
ships will  be  awarded  to  talented  the- 
atre arts  students  at  the  U.  of  Cali- 
fornia at  Los  Angeles  by  Screen  Gems. 
Included  is  a five-month  stay  at  the 
Screen  Gems  studio  in  Hollywood  to 
familiarize  the  fellowship  winners  with 
every  phase  of  tv  film  making  from 
story  conception  to  marketing.  The  two 
winners,  to  be  announced  this  spring, 
will  be  chosen  by  UCLA  faculty  mem- 
bers of  the  theatre  arts  department,  one 
from  the  department’s  tv  division,  one 
from  the  motion  picture  division.  One 
will  start  his  stay  at  Screen  Gems  in 
the  fall,  the  other  in  the  spring  of 
1961.  After  the  first  year,  the  experi- 


ment will  be  evaluated  to  determine 
whether  the  fellowships  should  be  con- 
tinued as  an  annual  project. 

Ambitious  project  ■ WWL-TV  New 
Orleans  has  gone  into  production  on  a 
two-hour  taped  drama  called  Destroyer 
Escort  1016.  Offered  as  part  of  the 
station’s  public  affairs  programming,  it 
will  utilize  only  local  amateur  actors 
and  is  planned  as  the  first  of  a series 
of  four  annually.  The  play  will  include 
143  scenes,  37  sets  and  51  actors,  the 
station  reports.  Bob  Guy,  program  di- 
rector and  winner  of  two  California 
Emmy  awards,  will  tape  the  show  using 
movie  techniques  rather  than  filming 
scenes  in  sequence.  It  is  scheduled  for 
showing  in  prime  time  in  late  May. 

Language  series  ■ The  National  Edu- 
cational Television  Film  Service,  Indiana 
U.  has  released  a series  of  13  films 
devoted  to  the  study  of  human  com- 
munications. Entitled  Language  in  Ac- 
tion, it  is  presented  by  Dr.  S.I.  Haya- 
kawa,  a noted  semanticist,  and  is  de- 
signed for  high  school  and  college 
classes  as  well  as  for  business  and  in- 
dustrial organizations.  Purchase  and 
rental  information  may  be  obtained 
from  NET  Film  Service,  Indiana  U.  at 
Bloomington,  Ind. 

Orson's  'Caesar7  ■ Orson  Welles  has 
been  signed  by  CBS-TV  to  adapt  and 
direct  a modern  90-minute  version  of 
“Julius  Caesar”  to  be  slotted  as  a 
special  next  season.  It  is  one  of  sev- 
eral shows  to  be  taped  in  London  this 
summer  in  co-production  with  Associ- 
ated Television  (Broadcasting,  March 
7).  Julian  Claman  will  produce  show. 


SAG  contract:  harbinger  of  tv  demands  to  come? 


Perhaps  foreshadowing  demands 
the  Screen  Actors  Guild  will  present 
to  producers  of  television  entertain- 
ment films  when  negotiations  begin 
next  month  is  the  increase  of  from 
11%  to  81%  in  minimum  wage 
scales  for  players  won  by  SAG  in  its 
negotiations  with  the  major  movie 
makers. 

Full  details  of  the  wage  increases 
were  revealed  Monday  (April  18)  at 
the  mass  membership  meeting  of 
screen  actors  at  the  Hollywood  Pal- 
ladium, where  some  1,500  actors 
endorsed  the  new  SAG  contract  with 
the  Assn,  of  Motion  Picture  Pro- 
ducers and  brought  to  an  end  the 
strike  which  had  begun  March  7. 
They  also  listed  the  specifics  in  the 
ballots  sent  to  all  SAG  members  in 
an  official  mail  referendum  on  the 
contract. 

The  largest  percentage  increase — 


81%  and  in  actual  money  from  $55 
to  $100  goes  to  singers  mouthing 
words  to  a playback  of  music  pre- 
viously recorded.  Where  the  mouth- 
ing is  done  by  groups  of  17  or  more 
singers,  the  increase  is  only  to  $75, 
or  a 36%  rise  from  the  old  base  rate 
of  $55.  Singers  as  soloists  and  duets 
get  a 55%  boost  in  day  minimum, 
from  $90  to  $140,  with  trios  and 
quartets  getting  a 33%  increase,  from 
$90  to  $120,  and  groups  of  five  or 
more  being  upped  11%,  from  $90  to 
$100.  Weekly  minimums  for  soloists 
and  duets  go  from  $300  to  $425,  a 
gain  of  41%,  with  trios  and  quartets 
getting  a 28%  boost,  from  $300  to 
$385,  and  groups  of  five  or  more  ris- 
ing 16.6%,  from  $300  to  $350. 

Daily  minimum  rate  for  day 
players  and  stunt  men  rises  from  $90 
to  $100,  11%.  Weekly  minimum 
for  freelance  players  goes  up  16.6%, 


from  $300  to  $350,  and  the  stunt 
men’s  weekly  base  rate  is  upped 
15.9%,  from  $345  to  $400.  Mini- 
mum weekly  rates  for  term  contracts 
rise  17.6%,  from  $255  to  $300,  for 
actors  guaranteed  work  10  out  of  13 
weeks,  and  from  $185  to  $250,  35%, 
for  actors  guaranteed  work  20  out  of 
26  weeks. 

As  announced  at  the  time  the  new 
terms  were  agreed  on  by  the  SAG  and 
AMPP  negotiators  (At  Deadline, 
April  11),  the  producers  agreed  to 
pay  actors  6%  of  gross  receipts  less 
40%  for  distribution  expenses  when 
theatrical  films  are  released  to  tv, 
the  deduction  being  dropped  to  10% 
when  the  picture  is  sold  outright  to 
tv.  If  pay-tv  becomes  a commercial 
reality,  SAG  can  reopen  the  contract 
as  to  minimums  after  two  years  of 
its  three-year  duration,  Feb.  1,  1960, 
to  Jan.  31,  1963. 
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EQUIPMENT  & ENGINEERING 


NIPPON  TV  SETS  FOR  INVASION 

Small  portables,  some  transistorized, 
may  be  on  view  at  Chicago  Parts  Show 


Japanese  portable  tv  receivers,  with 
8-in.  screens  and  at  prices  that  seem 
ridiculously  low — below  $50  in  one 
instance — are  about  to  join  the  flood 
of  Nippon  pocket  size  radios  now  on 
the  American  market. 

The  small  tube  tv  sets — reminiscent 
of  early,  postwar  7-in.  American  tv 
receivers — are  expected  to  be  shown 
at  the  Chicago  Parts  Show  next  month 
(May  16-18). 

One  portable,  to  be  imported  by  Star- 
light Merchandising  Corp.,  New  York, 
will  sell  for  $47.50,  according  to  Kat- 
sumi  Somaya,  chief  of  the  electronics 
section  of  the  Japan  Trade  Center  in 
New  York.  The  Japanese  manufacturer 
is  not  known,  Mr.  Somaya  acknow- 
ledged. The  Starlight  set  will  be  ready 
for  market  the  end  of  July,  it  is  be- 
lieved. 

A second  portable,  made  by  the 
famous  Sony  Corp.  of  Tokyo  will  sell 
for  between  $250  and  $300.  This  will 
be  battery-operated  and  transistorized 
it  is  understood.  Sony  handles  its  own 
distribution  in  the  United  States.  No 
specific  marketing  schedule  has  been 
established  for  this  set. 

Reports  of  color  tv  receivers  and 
tv  tape  recorders  being  imported  into 
the  United  States  may  be  overly  opti- 
mistic. Color  is  just  getting  started  in 
Japan,  Mr.  Somaya  explained,  and 
receivers  are  much  more  expensive  than 
in  the  United  States.  They  sell  for  as 
much  as  $1,500  in  some  cases,  Mr. 
Somaya  said. 

Vtr,  Too?  ■ Video  recorders  are  being 
made  for  Japanese  tv  stations,  Mr. 
Somaya  said,  but  he  expressed  doubt 
that  they  are  ready  for  export. 

More  than  6 million  Japanese  radio 
receivers  were  exported  to  the  United 
States  in  1959,  the  Dept,  of  Commerce 
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reported  earlier  this  month.  This  com- 
pares with  2.5  million  radios  in  1958. 
Almost  4 million  of  1959  total  were 
transistorized  pocket  portables  with 
three  or  more  transistors.  Over  1 million 
radio  receivers  had  less  than  three 
transistors. 

Altogether,  more  than  $75  million 
worth  of  electronic  products  were  ex- 
ported by  Japan  to  the  United  States 
in  1959,  the  Dept,  of  Commerce  re- 
ported. Of  this  amount,  $62.3  million 
referred  to  radio  receivers  of  all  types 
but  with  the  bulk  ($57.2  million)  at- 
tributed to  those  with  three  or  more 
transistors. 

Although  these  figures,  from  the 
Japanese  government,  are  dubbed  ex- 
ports to  the  United  States,  it’s  ac- 
knowledged that  an  unknown  per- 
centage does  not  come  into  the  main- 
stream of  American  commerce.  These 
are,  it’s  believed,  stored  in  bonded 
warehouses  and  trans-shipped  to  other 
countries. 

By  comparison,  U.S.  manufacturers 
produced  15.6  million  radio  receivers 
of  all  kinds  in  1959.  Of  these,  almost 
4 million  were  portable  transistorized 
personal  sets. 

RCA  color  glows 
in  progress  report 

A glowing  picture  of  color  tv  set 
sales  was  painted  last  week  by  RCA. 
The  1960  first  quarter  was  termed  the 
best  in  RCA  history,  up  more  than 
40%  over  1959.  The  company  intends 
to  initiate  plans  to  double  color  tv  pro- 
duction capacity,  and  inventories  of 
color  sets  are  said  to  be  “very  low.” 

RCA’s  1960  report  on  color  tv  prog- 
ress, outlined  by  P.J.  Casella,  execu- 
tive vice  president,  RCA  consumer 
products,  pointed  up  these  other  de- 
velopments: 

■ RCA  plans  to  set  up  a second  color 
set  production  line  at  its  Bloomington, 
Ind.,  plant. 

■ RCA  Electron  Tube  Division  is  cur- 
rently producing  more  than  twice  as 
many  color  picture  tubes  as  it  did  at 
this  time  a year  ago  and  plans  to  step 
up  production  this  summer. 

■ Distributors  are  intensifying  their 
color  tv  promotional  activity  and  tv 
stations  are  supplementing  regular  net- 
work colorcasting  with  a “constantly 
growing  volume  of  color  programs”  of 


local  origination. 

Mr.  Casella  said  that  the  present 
sales  outlook  is  expected  to  be  strength- 
ened by  such  factors  as  the  replacement 
market,  the  two-set  market,  and  the 
entry  of  other  manufacturers  in  the 
color  tv  set  field. 

“The  40%  increase  in  sales,  coming 
as  it  does  during  a relatively  slow  sales 
season,  offers  solid  proof  of  the  con- 
sumer acceptance  that  color  tv  has 
won,”  Mr.  Casella  asserted.  “Moreover, 
it  is  significant  that  dollar  volume  also 
has  increased  at  a comparable  rate, 
since  the  price  structure  in  color  tele- 
vision has  been  stabilized  for  several 
years.” 

Airborne  tv  plans 
set  for  1 8 schools 

Midwestern  colleges  in  18  areas  of 
six  midwestern  states  have  been  desig- 
nated as  a communications  network  for 
an  airborne  educational  television  proj- 
ect. 

A committee  of  each  of  the  18  areas 
to  be  covered  (a  six-state  area  within  a 
200-mile  radius)  will  be  composed  of 
members  of  each  of  the  colleges  in- 
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volved  and  will  help  schools  in  the 
area  with  installation  of  equipment. 

The  airborne  project  which  will  cost 
$7  million  is  being  supported  by  the 
Ford  Foundation  and  contributions 
from  private  industry. 

SPACE  BROADCAST 
Ten  firms  set  for 
satellite  launching 

America’s  communications  satellite 
which  holds  promise  of  transoceanic  tv 
has  been  scheduled  to  be  sent  into 
1,000-mile-high  orbit  May  5. 

This  was  announced  last  week  by 
the  National  Aeronautics  & Space  Ad- 
ministration. 

The  date  was  made  public  two  weeks 
in  advance  to  allow  volunteer  projects 
participants  adequate  time  for  prepara- 
tions. There  are  10  communications 
firms  which  have  arranged  to  partici- 
pate in  the  experiment  (Broadcasting, 
April  18). 

The  100-ft.  diameter  aluminized  bal- 
loon will  be  launched  into  orbit  by  a 
three-stage  Delta  vehicle.  It  will  be  in- 
jected from  Cape  Canaveral  into  a 
southeast  orbit.  Orbital  plane  will  be 
inclined  about  48°  from  the  equator.  It 
is  expected  to  last  about  two  weeks. 

Sunny  Sphere  ■ Launch  will  be  made 
for  a time  of  day  so  the  sphere  will 
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remain  in  continuous  sunlight  for  about 
two  weeks.  It  will  carry  no  tracking 
radio  beacon,  but  will  be  optically  visi- 
ble. The  third  stage  of  the  Delta  will 
carry  a transmitter.  This  will  broad- 
cast on  108.06  me  for  8-10  days,  the 
lifetime  of  its  batteries. 

The  balloon,  the  first  in  a series  to 
be  attempted,  will  be  used  to  reflect 
radio  signals  across  the  United  States. 
Two  radio  sending-receiving  facilities 
will  participate:  NASA’s  Jet  Propulsion 
Lab  at  Goldstone,  Calif.,  and  Bell  Tel- 
ephone Lab  at  Holmdel,  N.J.  Gold- 
stone  will  transmit  on  2390  me  for  re- 
ception at  Holmdel,  and  Holmdel  will 
transmit  on  960  me  for  reception  at 
Goldstone. 

The  satellite  will  circle  the  earth  every 
120  minutes.  It  will  be  visible  between 
the  east  and  west  coasts  of  the  United 
States  for  a maximum  of  16  minutes. 

Big  Balloon  ■ The  balloon,  as  big 
as  a 10-story  building,  is  made  of  Vi 
mil  (0.0005  inch)  thick  mylar.  This  is 
coated  with  vapor  deposited  aluminum 
to  provide  radio  wave  reflectivity  of 
98%  or  better  at  frequencies  up  to 
4,000  me.  The  sphere  itself  weighs 
150  pounds. 

It  is  carried  folded  in  a 28-in.  capsule 
of  the  launch  vehicle  and  is  ejected 
when  the  proper  height  is  reached.  It 
is  inflated  through  residual  air  and 
maintained  in  a spherical  shape  through 
the  use  of  sublimating  powder  which 
provides  additional  gas. 

Initial  communications  experiments 
will  use  cw  transmission.  This  will  per- 
mit checking  the  quality  of  the  orbital 
prediction  at  the  time.  CW  will  also 
be  used  to  perform  propagation  experi- 
ments (scintillations,  Faraday  rotation, 
fading  and  polarization).  An  fm,  voice 
modulated  transmission  will  also  be 
used.  Transmitting  power  will  be  10  kw. 

The  space  agency  has  asked  $5.6 
million  for  communications  satellite  ex- 
periments in  the  new  fiscal  year.  NASA 
spent  $3.1  million  in  fiscal  1960. 

■ Technical  topics 

Tv  transistor  ■ Emerson  Radio  & Pho- 
nograph Corp.  has  introduced  a self- 
powered  transistorized.  Receiver  with  a 
direct-view  10-inch  picture  tube  afford- 
ing a viewing  area  of  61  square  inches. 
It  weighs  approximately  28  pounds  and 
will  retail  for  about  $250,  Emerson  re- 
ports. It  operates  on  batteries  which 
can  be  recharged  from  any  AC  outlet 
or  may  be  operated  directly  from  AC. 
The  set  comes  in  a luggage-type  cab- 
inet, is  easily  portable  and  will  be  of- 
fered to  the  public  within  the  next  few 
weeks,  according  to  the  company. 

Tops  billion  mark  ■ General  Telephone 
& Electronics  Corp.,  N.Y.,  reports  total 
sales  and  revenues  of  $1,081,056,000 


3-D  color  tv 

Three-dimensional  color  tv  is 
the  invention  of  Albert  Abram- 
son of  Sun  Valley,  Calif.  Mr. 
Abramson  has  received  a patent 
(No.  2931855)  for  what  he  calls 
a stereoscopic  color  tv  system. 

Heart  of  the  stereoscopic  sys- 
tem is  the  use  of  twin  lenses  in 
front  of  the  tv  camera,  function- 
ing like  human  eyes.  The  re- 
ceiver incorporates  ribs  running 
vertically  across  the  front  of  the 
cathode  ray  tube.  The  image  from 
the  camera’s  left  lens  is  projected 
onto  the  left  side  of  the  tube’s 
ridges,  and  those  from  the  right 
lens  onto  the  right  side  of  the 
ridges.  This  angling,  Mr.  Abram- 
son says,  results  in  a true  stereo 
picture  effect.  The  patent  appli- 
cation, filed  in  January  1957, 
was  prepared  by  Harry  R. 
Lubcke,  west  coast  consulting  en- 
gineer. 


for  the  year  ending  Dec.  31,  1959,  rep- 
resenting a 16%  increase  over  the  pre- 
vious year.  Consolidated  net  income 
applicable  to  the  20,996,000  average 
shares  of  common  stock  outstanding 
amounted  to  $71,294,000,  or  $3.40 
per  share,  as  compared  with  $58,691,- 
000,  or  $3.07  per  share  during  1958. 
Sylvania  Electric  Products  Inc.,  which 
became  a part  of  General  Telephone’s 
manufacturing  operations  on  March 
5,  1959,  was  reported  to  have  a 36% 
gain  in  net  sales  over  the  previous  year. 

Tape  & antenna  ■ RCA  reports  ship- 
ments of  a color  tv  tape  unit  to  NBC 
in  New  York  and  Burbank,  Calif.;  four 
monochrome  tape  units  to  Brazil,  two 
to  Fort  Monmouth,  N.J.  (U.S.  Signal 
Corps)  and  one  each  to  WAVY-TV 
Portsmouth  - Norfolk  - Newport  News, 
Va.,  and  Graphic  Pictures,  Chicago.  A 
superturnstile  antenna  was  sent  to 
KPHO-TV  Phoenix  and  a 10-kw  trans- 
mitter to  KXII  (TV)  Ardmore,  Okla. 

Lenses  for  lease  ■ Traid  Corp.,  17136 
Ventura  Blvd.,  Encino,  Calif.,  has  an- 
nounced a new  line  of  Pantel  profes- 
sional telephoto  lenses  with  focal 
lengths  ranging  from  4 through  24 
inches.  Besides  being  available  for 
sale,  lenses  can  be  leased  or  rented. 

Sells  plant  ■ Audio  Devices  Inc.,  N.Y., 
which  is  expanding  its  Stamford,  Conn., 
plants  to  handle  increased  manufacture 
and  research  in  the  magnetic  recording 
tape  and  disc  fields,  has  announced 
sale  of  its  silicon  rectifier  division  in 
Santa  Ana,  Calif.,  to  Lark  Corp., 
Dallas,  Tex. 


94  (EQUIPMENT  & ENGINEERING) 


BROADCASTING,  April  25,  1960 


FATES  & FORTUNES 


Broadcast  Advertising 

Albert  R.  Whitman,  executive  vp, 
elected  president  of  Campbell-Mithun 
Inc.,  succeeding  Ray  O.  Mithun,  who 
becomes  board  chairman.  Norman  F. 
Best,  vp  and  general  manager,  elected 
executive  vp,  succeeding  Mr.  Whitman. 
Lee  A.  Terrill,  executive  vp,  continues 
as  manager  of  agency’s  Chicago  office. 
Phelps  Johnston,  vp  and  director  in 
Chicago  office,  resigns.  He  will  an- 
nounce future  plans  shortly. 

John  C.  Strouse,  formerly  senior  vp 
and  account  supervisor  at  Lennen  & 
Newell,  N.Y.,  joins  Benton  & Bowles, 
that  city,  as  vp. 

Langdon  H.  Wesley,  formerly  with 
Brown  & Butcher,  N.Y.,  to  Geyer, 
Morey,  Madden  & Ballard,  that  city,  as 
vp  and  account  executive  on  Charles 
Antell  products  and  AnDrue  Labs,  di- 
visions of  B.T.  Babbitt  Inc. 

Giancarlo  Rossini,  tv  account  exec- 
utive in  New  York  office  of  Gardner 
Adv.,  promoted  to  vp. 

Richard  A.  Stevens,  vp  and  account 
executive,  Fletcher  Richards,  Calkins 
& Holden  Inc.,  N.Y.,  named  senior  vp 
in  charge  of  administration. 

Bernard  M.  Lewy  elected  vp  of 
Reach,  McClinton  & Co.  He  also  con- 
tinues as  account  supervisor  for  Playtex 
division  of  International  Latex  Corp. 
He  joined  agency  in  1958  as  account 
executive. 

Cleo  Hovel,  formerly  vp  and  tv  cre- 
ative director  at  Campbell-Mithun, 
Minneapolis,  to  Leo  Burnett  Co.,  Chi- 
cago, as  vp  and  assistant  to  Don  Ten- 
nant, vp  in  charge  of  tv  commercial 
department. 

John  D.  Biggers,  chairman  and  chief 
executive  of  Libby-Owens-Ford  Glass 
Co.  for  past  30  years,  retires.  He  will 
continue  as  director  and  chairman  of 
company’s  finance  committee. 

Herbert  J.  Stiefel,  formerly  execu- 
tive vp  at  L.H.  Hartman  Co.,  named 
vp  and  account  supervisor  with  Charles 
W.  Hoyt  Co.,  N.Y. 

William  Siegel,  advertising  man- 
ager, Revlon  Inc.,  to  Schick  Inc.,  as  di- 
rector of  advertising. 

William  H.  Blackman,  assistant  pro- 
duction manager  of  Lennen  & Newell’s 
Los  Angeles  office,  named  production 
manager.  Other  appointments:  Marvin 
Miller,  formerly  assistant  advertising 
manager  of  Capitol  Records,  to  produc- 
tion department;  Bill  Jong,  formerly 
senior  art  director  of  Erwin  Wasey, 
Ruthrauff  & Ryan,  to  similar  position 


with  L&N;  and  Stanley  Strauss  to  art 
staff. 

Dr.  Ho  Sheng  Sun,  formerly  media 
research  manager,  Toni  Co.  Div.  of 
The  Gillette  Co.,  Chicago,  to  Gordon 
Best  Co.,  that  city,  as  associate  research 
director. 

Ransom  Dunnell,  formerly  vp  and 
director  of  radio  and  tv  for  Humphrey, 
Alley  & Richards,  N.Y.,  to  Potts- 
Woodbury,  Kansas  City,  as  director  of 
radio-tv  department. 

Jack-Warren  Ostrode,  formerly  pro- 
gram director  of  KDAY  Los  Angeles, 
joins  Beckman*Koblitz  Inc.,  that  city, 
as  radio-tv  director. 

Paul  Dietz,  senior  copywriter  of 
Werman  & Schorr  Adv.,  Philadelphia, 
appointed  copy  chief.  Other  changes: 
Merrill  Barr,  formerly  with  Ralph 
Hart  Adv.,  there,  joins  copy  depart- 
ment along  with  Nicholas  Bjomson 
who  was  on  leave  of  absence.  Jean 
Borrelli,  formerly  with  Newsreel  Labs., 
film  producer,  joins  radio-tv  depart- 
ment as  traffic  supervisor. 

William  E.  Bond  joins  Tracy-Locke 
Co.,  Dallas  advertising  agency,  as  art 
director. 

Charles  W.  Beam  joins  Allen  & 
Reynolds,  Omaha,  Neb.,  advertising 
agency,  as  account  executive. 

Sidney  Shore,  formerly  copy  chief 
and  account  executive  at  Vernon  Pope, 
New  York  pr  firm,  to  Ketchum  Mac- 
leod  & Grove,  there,  as  pr  account 
executive. 

Don  Naylor,  formerly  manager  of 
Atlanta  office  of  The  Bolling  Co.,  joins 
creative  staff  of  McCann-Marschalk, 
Co.,  that  city. 

Roger  W.  Strecker,  formerly  ac- 
count executive  at  Tatham-Laird  and 
previously  advertising  manager  at  Cities 
Service  Oil  Co.,  both  Chicago,  ap- 
pointed advertising  manager  for  hot 
cereals  at  Quaker  Oats  Co.,  that  city. 

William  Marlin,  formerly  assistant 
to  production  manager  at  Ellington  & 
Co.,  N.Y.,  to  Smith,  Hagel  & Knudsen 
Inc.  in  similar  capacity. 

Mrs.  Frances  Kennedy,  vp  in  charge 
of  copy  at  Dancer-Fitzgerald-Sample, 
Chicago,  was  chosen  1960  “Advertis- 
ing Woman  of  the  Year,”  there. 

Curtis  Fields,  art  director,  Cockfield, 
Brown  & Co.,  Montreal,  joins  Guild, 
Bascom  & Bonfigli,  San  Francisco,  in 
similar  capacity. 

George  B.  Norris,  formerly  account 
supervisor,  McCann-Erickson,  N.Y., 
joins  Lennen  & Newell,  there,  as  ac- 
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New  senior  vps  at  McCann-Erickson 


Parish  A.  Jenkins, 

Neal  Gilliatt  and  George 
B.  Park  promoted  to  sen- 
ior vps  at  McCann-Erick- 
son Adv.  (U.S.A.).  Mr. 

Jenkins,  who  joined  Mc- 
Cann-Erickson in  1940  as : 
trainee,  continues  as  vp  in 
charge  of  home  office  ac- 1 
count  service  division.  Mr. 

Gilliatt,  management  serv-  Mr-  Jenkins 
ice  director,  Coca-Cola  and  Coca-  senior  marketing  executive  following 
Cola  Export  Co.  accounts,  has  been  16  years  with  General  Electric  Co., 
with  company  since  1945.  Mr.  Park,  continues  as  management  service  di- 
who  joined  firm  in  1955  as  vp  and  rector  for  six  accounts. 


count  executive  on  Colgate. 

Harry  E.  Kinzie  Jr.,  formerly  cre- 
ative director,  copy  chief  and  member 
of  plans  board  at  Tatham-Laird,  to 
Needham,  Louis  & Brorby,  Chicago,  as 
vp  and  account  supervisor.  Jack  W. 
Copher,  formerly  with  Toni  Co.,  to 
NL&B  as  account  executive  on  Lever 
Bros,  account.  Robert  C.  Lash,  former- 
ly account  executive  at  Western  Adv., 
to  NL&B  in  similar  capacity  on  Massey- 
Ferguson  account.  Gerald  Eckhart, 
formerly  with  A.C.  Nielsen  Co.,  ap- 
pointed marketing  supervisor  at  NL&B. 

The  Media 

Joseph  McMurray  named  general 
manager  of  KORK  Las  Vegas,  Nev.  Ele 
formerly  was  sales  manager  of  KCRG 
Cedar  Rapids,  Iowa,  and  assistant  sales 
manager  of  KOMU-TV  Columbia,  Mo. 

R.C.  (Bob)  Betts,  news  director  of 
KIOA  Des  Moines,  Iowa,  resigns  effec- 
tive May  1 to  become  manager  of 
KINA  Knoxville,  Iowa,  now  under  con- 
struction. Mr.  Betts  will  be  vp  and 
board  member  of  Mitchell  Broadcast- 
ing Co.,  owner  of  new  station. 

Malcolm  C.  Klein, 

formerly  executive  vp 
and  general  manager 
of  WNTA-AM-FM- 
TV  New  York,  to 
KHJ-TV  Los  Angeles 
in  similar  capacity, 
effective  May  1.  Pre- 
viously, he  had  been 
assistant  general  sales 
manager  of  KABC-TV  Los  Angeles. 
No  successor  has  been  named. 

Ray  Bluestein  named  station  man- 
ager of  KBUZ  Phoenix,  Ariz.  Carl 
Paige  joins  sales  staff. 

Frank  Woods,  formerly  manager  of 
KRAM  Las  Vegas,  to  KOLO-TV  Reno, 
both  Nevada,  as  commercial  manager, 
succeeding  Don  Thompson  who  joins 
sales  department  of  KCRA-TV  Sacra- 
mento, Calif. 


Dallas  Wales,  producer  at  KSLA- 
TV  Shreveport,  La.,  named  production 
manager,  succeeding  Bob  Thompson 
who  joins  Bozell  & Jacobs  Adv.,  that 
city. 

Robert  T.  Lloyd,  production  man- 
ager for  KNX  Hollywood  and  CBS 
Radio  Pacific  Network,  named  director 
of  business  development  for  KNX- 
CRPN  Sales  Department. 

Randall  Clay  named  sales  manager 
for  WOAI  San  Antonio.  Joe  Frazer 
named  account  executive,  succeeding 
Doug  Flemming  who  resigned. 

Joseph  S.  (Dody) 
Sinclair,  manager  of 

Km  ) WJAR-TV  Provi- 
^ f dence,  R.I.,  elected 
1 * president  of  The  Out- 
Jmd/k  let  Co.,  which  owns 

WJAR-AM-TV.  He 
has  been  with  station 
B5  m%  i since  it  came  on  the 

Mr.  Sinclair  ajr  jn  ju]y  1949,  and 
has  been  manager  since  1957.  Bruce 
G.  Sundlun,  John  H.  Chafee,  Edward 
V.  Quinn,  Kenneth  Logowitz  and 
Stuart  Tucker  all  elected  to  board  of 
directors. 


Roger  K.  Choquet  joins  Foster  & 
Creed  Inc.,  New  England  regional 
radio-tv  rep  firm.  He  will  assist  in 
sales  and  sales  promotion. 

Donald  M.  Gay  named  program  di- 
rector of  KGHL  Billings,  Mont. 

Paul  B.  Marion, 

managing  director,  ef- 

and  was  advanced  to 

Mr.  Marion  national  sales  mana- 
ger in  1956. 

Earl  Hickerson,  formerly  operations 
director  of  WTVP  (TV)  Decatur,  111., 
to  KOCO-TV  Oklahoma  City  in  similar 
capacity. 

Tony  Padrez,  account  executive  at 
KFMB-TV  San  Diego,  Calif.,  appointed 
assistant  local  sales  manager. 

Charles  L.  Glett, 

vp  and  director  of 
National  Theatres  & 
Television,  has  re- 
signed, effective  June 
29  to  organize  his 
own  company,  which 
will  be  active  in  sev- 
eral phases  of  broad- 
casting. In  addition  to 
his  duties  with  parent  company,  Mr. 
Glett  has  also  been  president  of  NT&T 
subsidiaries  National  Television  Invest- 
ments, National-Missouri  T.V.  Inc.,  op- 
erating company  of  WDAF-AM-TV 
Kansas  City,  and  Williamsport  Cable 
Co.,  operator  of  community  antenna 
system  there. 

R.  Douglas  McLarty,  production 
manager  at  WKBW-TV  Buffalo,  N.Y., 
to  WRCV-TV  Philadelphia  in  similar 
capacity,  effective  May  2. 


THE  V.  I.  P.  PACKAGE  OFFERS: 

AVA  GARDNER 


MICKEY  ROONEY  * TERRY  MOORE 

.S’ 

r 


and  over  50  more  great  Hollywood  names 
to  attract  the  highest  TV  ratings! 


Call , Write  or  wire  . . . 

M & A ALEXANDER  PRODUCTIONS.  INC. 


Mr.  Klein 


Mr.  Glett 


96  (FATES  & FORTUNES) 


BROADCASTING,  April  25,  1960 


Robert  B.  Martin,  formerly  with 
WJW  Cleveland,  to  WGBS  Miami  as 
program  manager. 

Robert  E.  Early, 

with  USIA  news  serv- 
ice for  past  10  years, 
to  CBS-TV  News  in 
Washington  as  infor- 
mation liasion  officer 
with  news  media,  ef- 
fective May  15.  Mr. 

Early,  who  will  report 
directly  to  CBS  News 
Washington  vp,  Ted  Koop,  fills  ex- 
panded version  of  post  formerly  held 
by  Ellen  Wadley,  who  recently  was 
named  producer  of  CBS  Radio’s  Capi- 
tol Cloakroom. 

Dale  Clark,  news  director  of  WAGA- 
AM-TV  Atlanta,  named  director  of 
news  and  public  affairs  for  WAGA-TV. 
Ed.  Blair  named  news  editor  and  Will 
Sinclair,  news  announcer. 

Jack  Hughes  named  manager  and 

Mrs.  Fran  Peterson  assistant  manager 
of  WJCM  Sebring,  Fla. 

W.  S.  (Bill)  Massie, 

commercial  manager 
of  WDAK  Columbus, 
promoted  to  station 
manager,  succeeding 
Miles  H.  Furguson 
who  accepts  similar 
capacity  with  WRLD 
West  Point,  both 
Georgia.  Allen  M. 
Woodall  Jr.  named  local  sales  man- 
ager of  WDAK. 

Bette  Ward,  director  of  promotion 
and  merchandising  at  Robert  Allen  Co., 
appointed  to  the  same  position  with 
Torbet,  Allen  & Crane,  newly  formed 
west  coast  station  rep  firm. 

Arthur  J.  Fox,  sales  service  account 
executive  for  CBS-TV  Network,  pro- 
moted to  affiliate  relations  department. 

Frank  Young  joins  Metropolitan 
Broadcasting  Corp.  as  assistant  director 
of  publicity  and  special  events.  Prior  to 
joining  Metropolitan  Mr.  Young  had 
been  publicity  director  of  NTA  Film 
Network,  manager  of  tv  show  publicity 
at  Benton  & Bowles  and  press  director 
of  Screen  Gems. 

George  N.  Thomas,  formerly  news 
editor  of  KDKA-TV  Pittsburgh,  to 
WTAE  (TV),  there,  as  executive  news 
editor. 

Paul  Kaye,  assistant  news  director 
of  WQAM  Miami,  promoted  to  news 
director. 

Hugh  Graham,  director  of  studio 
operations  for  CBS-TV  Network,  ap- 
pointed director,  live  operations. 

C.  Delmar  Dengate,  staff  member 


of  WIP  Philadelphia,  promoted  to  as- 
sistant program  manager. 

Bruce  Grant,  formerly  announcer- 
air  personality  with  WGRD  Grand 
Rapids,  Mich.,  to  WOOD- AM -TV,  that 
city,  in  similar  capacity. 

Gideon  L.  Gilliam  joins  Atlanta 
Radio  sales  staff  of  The  Katz  Agency 
Inc.,  station  rep.  Formerly,  Mr.  Gilliam 
was  national  sales  service  manager  of 
WAGA-TV  Atlanta,  Georgia. 

Jim  Wilson  promoted  from  as- 
sistant sports  director  to  sports  director 
at  WSBT-TV  South  Bend,  Ind.,  suc- 
ceeding the  late  Joe  Boland. 

Paul  Palangi,  formerly  with  KDKA 
Pittsburgh,  to  WTAE  (TV),  that  city, 
as  account  executive. 

M.  E.  (Moe)  Medearis,  formerly  ac- 
count executive  with  A1  Maescher  Adv., 
St.  Louis,  to  KOLR-TV,  there,  in 
similar  capacity. 

Eric  Bremner,  assistant  promotion 
manager  of  KING-TV  Seattle,  promoted 
to  promotion  manager.  Mel  Anderson, 
promotion  director  of  King  Broadcast- 
ing Co.  (KING-AM-TV,  KGW-AM- 
TV  Portland,  Ore.,  KREM-AM-FM- 
TV  Spokane,  Wash.),  resigns. 

Louis  J.  Riggio,  sales  consultant  for 
CBS,  promoted  to  director,  sales  de- 


velopment, CBS  Radio. 

Joyce  Nix,  formerly  continuity 
writer  with  WINA  Charlottesville,  Va., 
to  WGL  Fort  Wayne,  Ind.,  in  similar 
capacity. 

Joe  Fried  joins  WSTV  Steubenville, 
Ohio  as  air  personality. 

Allan  Brown  joins  WHNC  New 
Haven,  Conn.,  as  air  personality. 

Mary  Salvatore  named  personnel 
director  of  WNAC-AM-TV  Boston. 

Programming 

Ira  Gottlieb,  formerly  executive  vp, 
Flamingo  Films,  elected  president. 
C.P.  (Pete)  Jaeger,  vp  in  charge  of 
sales,  becomes  executive  vp.  Samuel 
F.  Rubin,  vp  of  parent  Buckeye  Corp., 
becomes  chairman  of  Flamingo’s  board 
of  directors. 

Quinn  Martin,  executive  producer 
of  The  Untouchables,  signs  with  ABC- 
TV  to  create  new  program  series.  He 
will  be  responsible  for  two  new  pilots 
per  year,  one  half-hour  series  and  one 
hour  series. 

Kenneth  E.  Brighton,  film  editor  for 
Marathon  Tv  Newsreel,  becomes  pro- 
duction manager  of  Newsfilm  Inc., 
Marathon  affiliate. 

Robert  Maxwell,  independent  pro- 
ducer, signed  to  long-term  deal  with 
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Capital  special  ■ Taft  Broadcast- 
ing Co.,  operating  stations  in  five 
markets,  last  week  opened  a Wash- 
ington news  bureau  in  charge  of 
Ralph  de  Toledano,  according  to 
Lawrence  H.  Rogers  II,  Taft  vice 
president.  Mr.  de  Toledano  was  guest 
at  an  April  21  reception  held  at  the 
Broadcasters  Club,  Washington. 

Taft  stations  are  WKRC-AM- 
FM-TV  Cincinnati,  WTVN-AM- 
FM-TV  Columbus,  Ohio;  WKYT 


Lexington,  Ky.;  WBRC-AM-FM-TV 
Birmingham,  Ala.,  and  WBIR-AM- 
FM-TV  Knoxville,  Tenn.  Mr.  de 
Toledano  is  author  of  six  books,  in- 
cluding a biography  of  Vice  Presi- 
dent Richard  Nixon  and  a best-seller, 
Seeds  of  Treason.  He  will  write  a 
Washington  column  for  King  feat- 
ures. 

Left  to  right:  Mr.  de  Toledano; 
Sen.  Thruston  B.  Morton  (R-Ky.) 
and  Mr.  Rogers. 


MGM-TV.  First  production  will  be 
National  Velvet,  scheduled  for  NBC 
Sunday  night  lineup  next  fall. 

Lionel  F.  Grover,  production  man- 
ager on  animation  business  in  Holly- 
wood for  Fred  Niles  Productions,  Chi- 
cago-based film  firm,  elected  vp  in 
charge  of  Hollywood  Div. 

Jerry  Hathcock  appointed  supervis- 
ing director  for  all  animation  at  UPA 
Pictures,  Burbank,  Calif.  He  has  been 
in  cartooning  for  25  years  with  such 
studios  as  Walt  Disney,  UB  Iwerks, 
MGM  and  Larry  Harmon. 

William  J.  Connelly  appointed 
north-central  area  manager  of  Screen 


Gems’  Syndication  Dept.,  succeeding 
William  Young  who  resigned.  Mr. 
Connelly  will  supervise  SG  syndicated 
programs  in  Ohio,  Indiana,  Michigan, 
West  Virginia,  Kentucky  and  western 
Pennsylvania.  He  will  headquarter  in 
both  Pittsburgh  and  Detroit. 

Arnold  Wilkes,  formerly  director  of 
public  affairs  and  education  for  WBAL- 
AM-TV  Baltimore,  to  Milner-Fenwick 
(film-producer),  that  city,  as  executive 
producer. 

Albert  G.  Hartigan,  formerly  ac- 
count executive,  New  York  division, 
Independent  Television  Corp.,  joins 
United  Artists  Associates  as  director  of 


program  development. 

Louis  Stoumen  named  associate  pro- 
ducer of  ABC-TV’s  forthcoming  series 
based  on  Churchill  memoirs. 

Equipment  & Eng’ring 

John  P.  Taylor  appointed  manager 
of  marketing  administration.  Broadcast 
and  Television  Equipment  Div.  for 
RCA.  He  had  been  manager  of  market- 
ing plans  and  services  for  RCA’s  Indus- 
trial Electronic  Products. 

Dell  A.  Love,  appointed  manager- 
replacement  tube  operations  for  Gen- 
eral Electric’s  Cathode  Ray  Tube 
Dept. 

Dr.  Sidney  Stein,  director  of  research 
and  engineering  for  International  Re- 
sistance Co.,  Philadelphia,  elected  vp. 

Don  Civitillo,  formerly  vp  and  gen- 
eral manager  of  Reeves  Equipment 
Corp.,  New  York,  to  Magna-Tech  Elec- 
tronics, there  (manufacturer  of  sound 
and  and  photographic  equipment),  simi- 
lar capacity. 

Richard  E.  Krafve,  executive  vp  and 
board  member  of  Raytheon  Co.,  Wal- 
tham, Mass.,  appointed  president,  suc- 
ceeding Charles  F.  Adams,  named 
chairman  of  board.  Mr.  Krafve  previ- 
ously was  vp  of  Ford  Motor  Co.  Mr. 
Adams  had  been  president  of  Ray- 
theon for  12  years. 


Mr.  Krafve  Mr.  Adams 

Dr.  D.J.  Donahue  succeeds  E.O. 
Johnson  as  manager,  advanced  devel- 
opment, RCA  Semiconductor  and  Ma- 
terials Div.  Mr.  Johnson  becomes  chief 
engineer. 

Robert  J.  Noonan  appointed  produc- 
tion supervisor  of  Electronics  Div.  of 
American  Tube  Bending  Co. 

Leo  Friedman,  formerly  with  Radio 
Receptor  Co.,  Brooklyn,  to  Packard 
Bell  Electronics,  Los  Angeles,  as  assist- 
ant to  director  of  manufacturing,  Tech- 
nical Products  Div. 

Government 

William  D.  Dixon  has  been  appoint- 
ed legal  adviser  on  Federal  Trade  Com- 
mission Guides.  Mr.  Dixon,  who  suc- 
ceeds John  P.  Sullivan,  has  been  with 
FTC  since  1948.  He  was  attorney  in 
trade  practices  division.  FTC  Guides 
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spell  out  what  claims  and  sales  practices 
are  illegal. 

Francis  T.  Nolan,  veteran  govern- 
ment investigator-administrator,  FCC 
network  study  staff  in  combination  in- 
vestigative and  legal  capacity.  He  comes 
to  commission  from  Federal  Housing 
Administration,  where  he  was  special 
assistance  for  compliance. 

International 

Ross  McLean,  formerly  film  commis- 
sioner of  government’s  National  Film 
Board,  Ottawa,  and  chief  of  film  and 
visual  information  division  of  the  United 
Nations  Educational,  Scientific  and 
Cultural  Organization  at  Paris,  France, 
named  program  research  director  of 
Canadian  Board  of  Broadcast  Gov- 
ernors, Ottawa,  Ont. 

Orville  Shugg,  agricultural  broad- 


Tv  contest  pays  off 

Trinkhaus  Manor  is  forsaking  all 
other  media  for  television.  The  upstate 
New  York  supper  club  was  sold  after 
WKTV  (TV)  Utica-Rome  staged  a 
“deserving  wife”  contest,  pulling  900 
mail  entries  in  three  weeks.  Husbands 
competed  for  six  dinner-dancing  “nights 
out”  (four  nights  to  the  runner-up,  baby 
sitters  provided)  by  telling  WKTV  why 
their  wives  deserved  the  break. 

The  Manor  furnished  the  free  hos- 
pitality, but  host  Anthony  Trinkhaus 
became  a paying  customer  for  tv  when 
he  saw  the  results  of  the  contest. 
“Wherever  I went,  people  were  talking 
about  it,  even  in  Syracuse,”  the  res- 
taurateur said.  Around  four  spots 
daily,  minutes  and  thirties,  drew  en- 
tries from  all  economic  levels  in  the 
Mohawk  Valley.  Mr.  Trinkhaus  said 
it  was  an  eye-opener  and  bought  a 
daily  schedule  on  WKTV,  vowing  he 
would  discontinue  all  other  advertising 
and  “go  in  heavily  for  television.” 

Now  he’s  enlarging  the  restaurant. 

Druggists,  grocers  like  WPAT 

An  illustrated  brochure  circulated 
last  week  by  WPAT  Paterson,  N.J., 
promotes  results  of  a qualitative  radio 
listening  survey  conducted  last  August 
among  independent  druggists  and 
grocers  in  the  tri-state  metropolitan 
New  York  market. 

WPAT  commissioned  Bennett-Chai- 
kin  Inc.,  New  York  marketing  research 
firm,  to  evaluate  and  determine  the  im- 
pact of  radio  on  these  two  groups  of 
retailers.  A total  of  1,549  food  store 
proprietors  and  1,012  druggists  were 
interviewed  in  their  stores,  with  neither 
the  interviewer  nor  the  retailer  know- 
ing for  whom  the  study  was  being  con- 


casting  director  of  Canadian  Broadcast- 
ing Corp.,  Toronto,  named  director  of 
sales  planning  and  promotion  of  CBC. 

Allied  Fields 

Ted  Rosenberg,  formerly  with  Na- 
tional Telefilm  Assoc.,  N.Y.,  to  Leonard 
F.  Fellman  Co.  (tv  sales  coordination 
firm),  Philadelphia,  as  director  of  sales. 

Reed  Bingham,  vp  and  business  man- 
ager of  Bill  Burrud  Productions,  Los 
Angeles,  resigns  to  form  own  company, 
that  city,  dealing  with  business  manage- 
ment services  for  independent  produc- 
ers. 

Deaths 

Wiiliam  J.  Norfleet,  74,  retired  FCC 
chief  accountant,  died  April  14  follow- 
ing long  illness.  Mr.  Norfleet  retired 

FANFARE  

ducted,  WPAT  said.  WPAT  was  named 
the  “favorite  station”  of  both  druggists 
and  grocers,  by  25%  and  14%  respec- 
tively, a greater  proportion  than  for 
any  other  radio  station,  the  survey 
showed.  Since  1956  WPAT  has  had  a 
272%  increase  in  gross  food  and  drug 
business. 

Findings  of  interest  to  other  New 
York  stations:  77%  of  all  druggists 


from  FCC  in  1955,  ending  38  years  of 
government  service.  He  entered  federal 
government  service  in  1917,  joined 
FCC  in  1935,  and  became  chief  ac- 
countant in  1936. 

Jules  Dion  Parent,  44,  vp  of  Young 
& Rubicam,  N.Y.,  died  April  16  of 
heart  attack. 

Frank  A.  Hinners,  66,  president  of 
Hinners-Galenek  Radio  Corp.,  Forest 
Hills,  N.Y.,  died  April  12. 

Gorton  V.  Carruth,  72,  formerly  ed- 
itor and  vp  of  Radio  Reports,  New 
York,  died  April  16.  He  retired  last 
year. 

Mickey  Lester,  60,  disc  jockey  for 
CKEY  Toronto,  Ont.,  since  1942,  died 
April  10  after  long  illness.  He  began 
his  broadcasting  career  in  1941  as  a 
disc  jockey  for  CFRB  Toronto. 


and  75%  of  all  grocers  have  radios  in 
their  stores;  82%  of  all  druggists  and 
66%  of  all  grocers  have  car  radios; 
99%  of  all  druggists  and  98%  of  all 
grocers  have  radios  in  their  homes,  and 
43%  of  all  druggists  and  35%  of  all 
grocers  own  and  use  portable  radios. 
WPAT  adds  that  30  total  hours,  or 
more,  are  spent  by  both  druggists  and 
grocers  in  radio  listening  each  week, 
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or  approximately  twice  the  number  of 
total  hours  per  week  spent  by  the  aver- 
age audience  in  radio  listening. 

During  1960  WPAT’s  promotional 
activity  will  be  directed  to  translating 
the  retailers’  loyalty  to  radio  to  “solid 
in-store  support”  for  the  food  and  drug 
products  advertised  on  WPAT. 

Turnabout  is  fair  play 

Federal  legislators  who  traditionally 
are  on  the  sending  end  of  newsletters, 
have  suddenly  found  themselves  on  the 
receiving  end. 

In  an  unusual  turnabout,  KRAK, 
Stockton-Sacramento  has  begun  to  pub- 
lish a weekly  newsletter,  “California 
This  Week,”  under  the  editorship  of 
News  Director  Don  Hughes. 

Highlights  of  important  events 


Five  applicants  for  a ch.  5 television 
station  at  Edmonton,  Alta.,  will  present 
their  cases  before  the  Board  of  Broad- 
cast Governors  at  Edmonton’s  Mac- 
donald Hotel  on  May  10.  Three  other 
applications  for  tv  stations  will  be  heard 
at  the  same  session,  two  for  a ch.  3 sta- 
tion at  Prince  George,  B.C.,  and  one 
for  a satellite  station  at  Pembroke,  Ont. 

Canadian  Broadcasting  Corp.  is  ap- 
plying for  the  Edmonton  station  with 
318  kw  video  and  159  kw  audio  power, 
and  antenna  669  feet  above  average 
terrain.  This  is  first  application  by  CBC, 
the  former  regulatory  body,  for  a tv 
station  in  competition  with  independ- 
ently owned  CFRN-TV  Edmonton, 
which  carries  CBC  programs. 

Other  Edmonton  applicants  are 
CHED  Edmonton,  for  210  kw  video 
and  120  kw  audio;  Edmonton  Video 


throughout  the  state  are  included  in  the 
newsletter  which  is  being  mailed  to 
California’s  two  Senators  and  30  Con- 
gressmen. 

Sound  around  the  globe 

Although  WBCK  Battle  Creek,  Mich., 
is  only  a 1000- watt  station,  it  claims  its 
call  letters  are  known  throughout  the 
world.  It  achieved  this  international 
fame,  it  said,  through  a contest  to  pro- 
mote NBC’s  “Sound  of  the  Sixties.” 
Listeners  were  asked  to  write  a letter 
describing  WBCK’s  “sound”  and  send  it 
to  a friend  or  acquaintance  anywhere 
in  the  world.  Recipients  were  to  write 
a covering  letter  and  return  the  whole 
thing  to  WBCK.  The  station  reports 
that  letters  poured  in  from  15  different 
foreign  countries  and  from  all  over  the 
United  States.  Transistor  radios  were 

_ INTERNATIONAL  _ 


Ltd.,  with  Gerry  Gaetz,  CJCA  Edmon- 
ton, for  191  kw  video  and  91  kw  audio; 
Mayfair  Broadcasting  Co.  Ltd.,  for  200 
kw  video  and  100  kw  audio;  and 
Northgate  Broadcasting  Co.  Ltd.,  for 
52.7  kw  video  and  26.3  kw  audio. 

At  Prince  George,  B.C.,  Aurora  Tv 
Ltd.,  is  applying  for  ch.  3 with  417 
watts  video  and  208  watts  audio.  Other 
applicant  is  CKPG  Prince  George,  B.C., 
with  210  watts  video  and  114  watts 
audio. 

CBC  is  applying  for  a satellite  tv  sta- 
tion on  ch.  5,  to  carry  programs  of 
CBOT  (TV)  Ottawa,  Ont.  Application 
is  for  1,381  watts  video  and  690.5 
watts  audio  power  with  antenna  438 
feet  above  average  terrain. 

CFCW  Camrose,  Alta.,  is  requesting 
a power  boost  to  10  kw  and  frequency 
change  from  1230  kc  to  790  kc,  and 


presented  to  those  whose  letters  traveled 
farthest  in  the  U.S.  and  in  the  world. 
Those  who  returned  winning  letters  got 
record  albums.  Grand  prize  winner  was 
a junior  high  school  girl  who  wrote  a 
letter  to  the  public  library  in  Perth, 
Australia,  asking  that  it  be  turned  over 
to  a girl  her  own  age.  Her  ingenious 
plan  worked. 

■ Drumbeat 

Joint  celebration  ■ WDSM-TV  Su- 
perior, Wis.,  in  commemoration  of  its 
sixth  anniversary,  invited  all  couples 
in  its  viewing  area  who  were  married 
in  the  first  week  of  March  1954  to 
celebrate  with  the  station.  The  party  in- 
cluded a tour  of  the  station,  a dinner 
with  special  6-candled  cake  and  ap- 
propriate gifts  to  all  guests. 


change  of  antenna  site. 

CFRN  Edmonton,  Alta.,  is  asking  for 
a power  boost  from  10  kw  to  50  kw 
on  1260  kc,  and  change  of  antenna 
site.  CFRN-FM  wants  to  boost  power 
to  810  watts  on  100.3  me  and  change 
antenna  site. 

CBC  is  requesting  changes  for  three 
low  power  relay  stations,  at  Digby,  N.S., 
40  watts  on  990  kc,  change  antenna 
site;  at  Kirkland  Lake,  Ont.,  change 
in  frequency  of  40  watts  station  from 
1450  kc  to  1090  kc;  and  at  Vander- 
hoof,  B.C.,  change  in  frequency  of  20 
watts  relay  station  from  860  kc  to 
580  kc. 

On  May  16  at  the  Palliser  Hotel, 
Calgary,  Alta.,  the  BBG  will  hold  hear- 
ings for  two  applicants  for  a tv  sta- 
tion at  Calgary  on  ch.  4.  At  present 
CHCT-TV  is  the  only  station  at  Cal- 
gary. Applicants  for  a second  station 
are  CFCN  Calgary,  for  55  kw  video 
and  27.5  kw  audio,  and  Chinook  Com- 
munications Ltd.,  for  100  kw  video  and 
50  kw  audio. 

At  Calgary,  BBG  will  also  hear  ap- 
plications for  a new  radio  station  at 
Vancouver,  B.C.,  by  Russell  Charles 
Reid  on  behalf  of  Family  Broadcast- 
ing Corp.  Ltd.,  for  10  kw  on  1070  kc; 
for  fm  license  for  CFPA  Port  Arthur, 
Ont.,  with  50  watts  on  102.7  me;  for 
increase  in  power  of  CKTR  Three 
Rivers,  Que.,  to  10  kw  daytime,  1 kw 
night  on  1150  kc;  for  increase  in  power 
by  CJIC  Sault  Ste.  Marie,  Ont.,  from 
250  watts  on  1050  kc,  to  10  kw  day 
and  2.5  kw  night,  and  for  Humber 
Valley  Broadcasting  Ltd.,  Corner  Brook, 
Nfld.,  licensed  for  1 kw  on  560  kc  to 
change  to  570  kc,  before  station  goes 
on  the  air. 

BBG  will  also  hear  ownership  change 
applications  of  CKCO-TV  Kitchener, 
Ont.,  and  CHNS  Halifax,  N.S. 


5 VIE  FOR  EDMONTON’S  CH.  5 
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Central  America  plan 
to  be  given  by  ABC 

American  Broadcasting  Co.’s  Inter- 
national Div.  will  launch  sales  presen- 
tations in  Mexico  City  and  Chicago 
this  week  on  behalf  of  Cadena  Centro- 
americana,  the  Central  American  Tele- 
vision Network  which  is  owned  jointly 
by  the  Central  American  stations  and 
AB-PT  Inc.  Countries  represented  in 
the  network,  which  was  formed  last 
February,  are  Costa  Rica,  El  Salvador, 
Guatemala,  Honduras  and  Nicaragua. 

On  Wednesday  (April  27),  at  the 
Continental  Hilton  Hotel  in  Mexico 
City,  agency  and  advertising  executives 
will  hear  the  CATVN  presentation  de- 
livered in  Spanish  by  Kevin  Corrigan, 
ABC  International  Div.  account  execu- 
tive, and  William  Campbell  of  TG- 
BOL-TV  Guatemala.  On  Friday  (April 
29)  the  network  sales  promotion  story, 
which  was  prepared  by  ABC-TV’s  sales 
development  department,  will  be  given 
in  Chicago  at  the  Sheraton-Blackstone. 

Both  sessions  will  be  attended  by 
Donald  W.  Coyle,  ABC  vice  president 
in  charge  of  the  International  Div.;  Mr. 
Corrigan;  John  H.  Mitchell,  manager 
of  CATVN;  and  Bert  Briber,  director 
of  sales  development  for  ABC-TV. 

According  to  Mr.  Coyle,  Cadena 
Centroamericana  is  to  be  operated  un- 
der policies  similar  to  those  used  by 
U.S.  tv  networks,  with  both  network 
and  local  station  time  procedures.  The 
stations  are  not  currently  connected  by 
cable,  but  facilities  are  available  for 
immediate  interconnection  of  several  of 
the  markets,  it  is  reported. 

CFCF-TV  plans  start 

CFCF-TV  Montreal,  recently  granted 
tv  station,  expects  to  start  operations 
in  January  1961.  It  will  operate  on  ch. 
12  with  325  kw  video  and  160  kw 
audio  power  according  to  R.E.  Misener, 
manager  of  CFCF  who  will  head  tv 
station.  No  date  has  been  set  for  start 
of  operations  of  ch.  10  French- 
language  station  with  325  kw  video 
and  195  kw  audio,  licensed  to  Paul 
L’ Anglais  and  Associates.  Both  stations 
will  use  a common  tv  tower  with 
CBMT  and  CBFT  Montreal  and  fm 
stations  in  the  Montreal  area.  The 
tower  will  be  located  on  Mount  Royal, 
overlooking  and  in  the  center  of  Can- 
ada’s largest  city. 

New  libel  law 

Legislation  which  affords  protection 
to  radio  and  television  stations  and 
newspapers  sued  for  carrying  defama- 
tory statements,  has  been  given  final 
approval  by  the  Nova  Scotia  provincial 
legislature  at  Halifax.  The  Defamation 


Act  replaces  a libel  law  which  dealt 
only  with  newspapers.  Defamatory 
statements  carried  by  radio  or  television 
stations  now  will  be  classed  as  libel 
rather  than  the  less  serious  slander. 

Any  of  the  media  sued  for  defama- 
tion may  prove  mitigation  of  damages 
that  no  actual  malice  or  gross  negli- 
gence was  involved  in  carrying  a news 
story,  provided  a retraction  or  apology 
is  given  equal  prominence.  Plaintiffs 
could  obtain  only  special  damage  if  it 
appears  in  trial  that  the  matter  was 
carried  in  good  faith,  that  there  were 
reasonable  grounds  to  assume  it  would 
benefit  the  public,  that  it  w’as  carried 
in  “mistake  or  misapprehension  of  the 
facts”  or  that  a retraction  or  apology 
were  carried  before  trial  began. 

Canadian  M.P.  wants 
government  censor 

Establishment  of  a government-con- 
trolled censorship  board  was  pro- 
posed in  the  Canadian  House  of  Com- 
mons at  Ottawa  by  J.  N.  Tremblay, 
Progressive-Conservative  member  for 
Roberval,  Que.  In  a scathing  attack  on 
Canadian  Broadcasting  Corp.  program- 
ming and  management,  he  warned  the 
House  of  Commons  that  if  the  CBC 
wasn’t  reformed,  it  would  become  a 
millstone  around  the  government’s 
neck  and  a threat  to  security. 

The  CBC  had  become  a “state  within 
a state”  and  if  any  member  of  Parlia- 
ment criticised  how  it  spent  the  public’s 
money,  it  was  labelled  political  inter- 
ference, Tremblay  stated.  He  also  urged 
that  CBC  employees  be  placed  on  the 
same  footing  as  civil  servants,  “so 
Parliament  can  have  more  control  over 
them.”  He  urged  that  CBC’s  budget 
be  included  in  government  estimates 
for  detailed  examination  by  Parliament. 
He  felt  that  some  of  CBC’s  programs 
were  an  “outrageous  caricature”  of  the 
life,  morals  and  language  of  French- 
Canadians. 

■ Abroad  in  brief 

Soviet  bloc  tv  ■ The  Swiss  Post  Office 
has  published  a listing  of  the  number 
of  television  stations  in  Eastern  Eu- 
rope. Figures  show  the  Soviet  Union 
with  91  stations,  East  Germany  with 
21.  West  Germany,  in  contrast,  reports 
191  tv  stations  operating,  with  3,375,- 
000  receivers  in  use.  East  Germany 
reports  502,600  receivers  in  operation. 
Figures  were  tabulated  as  of  Jan.  1, 
1960.  Other  countries:  Bulgaria,  1 sta- 
tion, 1,500  receivers;  Yugoslavia,  5 
stations,  12,000  receivers;  Poland,  6 
stations,  183,000  receivers;  Rumania, 
2 stations,  22,000  receivers;  Czecho- 
slovakia, 6 stations,  450,000  receivers; 
and  Hungary,  3 stations,  50,000  re- 
ceivers. All  Soviet  sphere  countries 
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have  doubled  the  number  of  receivers 
operating  since  the  report  of  January, 
1959. 

New  data  ■ Data  on  cumulative  house- 
holds tuned  to  Canadian  radio  stations 
Monday-Friday  by  half-hour  and  three- 
hour  periods  will  be  shown  on  the 
spring  1960  reports  of  the  co-operative 
Bureau  of  Broadcast  Measurement,  Tor- 
onto. These  figures  will  be  shown  for 
each  station,  in  addition  to  the  esti- 
mated households  tuned  to  each  sta- 


tion by  half-hour  periods  for  each  day 
of  the  week.  The  addition  will  be  made 
to  the  radio  station  reports  only  for 
the  time  being,  according  to  BBM's  di- 
rector of  research  and  development,  W. 
L.  Hudson. 

Films  for  Brasilia  ■ Fremantle  Inter- 
national, N.Y.,  reports  that  it  has  com- 
pleted “the  first  sale”  of  U.S.  tv  films 
to  TV-Alvorada,  which  is  set  to  go  on 
the  air  in  the  new  capital  of  Brasilia, 
Brazil  on  April  21.  Films  sold  by  Fre- 
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mantle  include  “cartoon  classics,” 
“jungle,”  “movie  museum,”  “big 
fights”  and  films  of  the  National  Film 
Board  of  Canada. 

Changing  hands  ■ Crombie  Adv.  Co. 
Ltd.,  Toronto,  has  bought  39-year-old 
A.J.  Denne  & Co.  Ltd.,  Toronto  ad- 
vertising agency.  Founder,  A.J.  Denne, 
is  now  86  years  old.  Prior  to  starting 
his  agency  in  1921  he  worked  for  Mc- 
Kim  Adv.  Ltd.,  and  J.  Walter  Thomp- 
son Co.  Ltd.,  Toronto. 


707,  Forrest  City,  Ark.  Estimated  construc- 
tion cost  $4,700,  first  year  operating  cost 
$5,000,  revenue  $3,000.  Principals  include 
WUliam  Fogg,  36%,  Jack  Bridgforth,  28%, 
and  others,  owners  of  KXJK  Forrest  City, 
Ark.  Ann.  April  13. 

Washington,  D.C. — Georgetown  College. 
90.1  me,  .841  kw.  P.O.  address  37th  & O 
Streets  N.W.,  Copley  Hall,  Washington,  D.C. 
Estimated  construction  cost  $9,050,  first  year 
operating  cost  $3,000.  Non-commercial,  ed- 
ucational. Ann.  April  9. 

Franklin,  Ind. — Franklin  College — 89.3  me, 
.01  kw.  P.O.  address  Cline  Hall.  Franklin 
College,  Franklin,  Ind.  Estimated  construc- 
tion cost  $3,215,  first  year  operating  cost 
$1,000.  Non-commercial,  educational.  Ann. 
April  9. 

Lansing,  11. — Gordon  Boss  & Assoc.  106.3 
me,  1 kw.  P.O.  address  16415  Evans  Ave., 
South  Holland,  111.  Estimated  construction 
cost  $14,611,  first  year  operating  cost  $12,500, 
revenue  $20,000.  Principals  include  Gordon 
D.  Boss,  Harold  D.  Botma,  William  H.  Bot- 
ma  and  Joseph  J.  Van  Schouwen,  25%  each. 
Mr.  Boss  is  in  tv  sales  and  service.  Mr. 
Harold  Botma  is  music  teacher.  Mr.  Wil- 
liam Botma  is  owner  of  collection  agency. 
Mr.  Van  Schouwen  is  barber.  Ann.  April  18. 

Cedar  Falls,  Iowa — Iowa  State  Teachers 
CoUege.  88.1  me,  .00955  kw.  P.O.  address 
Auditorium  Bldg.,  Iowa  State  Teachers, 
Cedar  Falls,  Iowa.  Estimated  construction 
cost  $2,198,  first  year  operating  cost  $1,700. 
Non-commercial,  educational.  Ann.  April  9. 

Buffalo,  N.Y.— WKBW  Inc.  100.5  me,  28.2 
kw.  P.O.  address  1430  Main  St.,  Buffalo, 
N.Y.  Estimated  construction  cost  $34,169,  first 
year  operating  cost  $10,000.  Principals  in- 
clude Clinton  D.  Churchill,  owner  of  WKBW 
Buffalo,  and  51%  owner  of  WKBW-TV.  Ann. 
April  20. 

Westerly,  R.I. — Rhode  Island-Connecticut 
Radio  Corp.,  103.7  me,  5 kw.  P.O.  address 
11  Railroad  Ave.,  Westerly,  R.I.  Estimated 
construction  cost  $13,145.  Principals  are 
Dr.  Augustine  L.  Cavallaro,  6214%,  and  Au- 
gustine L.  Cavallaro  Jr.,  3714%,  owners  of 
WERI  Westerly,  R.I..  Ann.  April  13. 

Dallas,  Tex. — Merchants  Bcstg.  System 
Inc.,  94.1  me,  4.82  kw.  P.O.  address  605 
Wynnewood  Village  North,  Dallas,  Tex. 
Estimated  construction  cost  $16,768,  first 
year  operating  cost  $23,452,  revenue  $36,000. 
Principals  include  Mr.  & Mrs.  Charles  E. 
Ames,  68.15%,  Ellis  D.  Ames,  16.85%,  and 
others.  Charles  Ames  is  in  sound  equip- 
ment sales.  Ellis  D.  Ames  is  owner  of  ad- 
justment business.  Ann.  April  18. 

Portsmouth,  Va. — Tidewater  Teleradio 

Inc.,  98.9  me,  25.83  kw.  P.O.  address  801 
Middle  St.,  Portsmouth,  Va.  Estimated  con- 
struction cost  $43,870,  first  year  operating 
cost  $20,000,  revenue  $40,000.  Principals  in- 
clude J.  Glen  Taylor,  George  T.  McLean, 
Richard  B.  Spindle,  William  M.  Camp  and 
others,  none  holding  over  10%.  Tidewater 
is  licensee  of  WAVY-AM-TV  Portsmouth. 
Va.  Ann.  April  15. 

Lynden,  Wash. — Sidney  Baron,  106.5  me, 
1.18  kw.  P.O.  address  525  Front  St.,  Lynden, 
Wash.  Estimated  construction  cost  $6,820, 
first  year  operating  cost  $6,400,  revenue 
$6,500.  Applicant  is  in  electronic  equipment 
sales  and  service.  Ann.  April  20. 

Existing  Fm  Stations 

ACTION  BY  FCC 

WERE-FM  Cleveland,  Ohio— Granted  SCA 
to  engage  in  functional  music  operation  on 
multiplex  basis.  Ann.  April  20. 

APPLICATIONS 

WBRC-FM  Birmingham,  Ala. — Cp  to  de- 
crease ERP  from  15.5  kw  to  12.9  kw,  in- 
crease ant.  height  above  average  terrain 
from  900  ft.  to  1114.5  ft.  and  make  changes 
in  ant.  system.  Ann.  April  15. 

KOOL-FM  Phoenix,  Ariz. — Mod.  of  cp  for 
extension  of  completion  date.  Ann.  April  15. 

WGBS-FM  Miami,  Fla.— Mod.  of  cp  (which 
authorized  increase  in  ERP  and  ant.  height 
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Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

April  7 through  April  13.  Includes  data  on  new  stations,  changes  in 
existing  stations,  ownership  changes,  hearing  cases,  rules  & standards 
changes  and  routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
— very  high  frequency,  uhf — ultra  high  fre- 
quency. ant. — antenna,  aur. — aural,  vis- 
visual.  kw — kilowatts,  w — watts,  me — mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod.— modification,  trans.— transmitter,  uni. 
— unlimited  hours,  kc — kilocycles.  SCA — 
subsidiary  communications  authorization. 
SSA— special  service  authorization. — STA — 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann.  Announced. 

New  Tv  Station 

APPLICATION 

Wilmington,  Del. — National  Telefilm  As- 
soc. Inc.  vhf  ch.  12  ( 204-210  me);  ERP  316 
kw  vis.,  158  kw  aur.;  ant.  height  above  av- 
erage terrain  886  ft.,  above  ground  915  ft. 
Estimated  construction  cost  $1,150,240,  first 
year  operating  cost  $750,000  revenue  $750,- 
000.  Post  Office  address  10  Columbus  Circle, 
New  York,  N.Y.  Studio  location  Wilming- 
ton, Del.,  site  to  be  determined.  Transmitter 
location  Clayton,  N.J.  Geographic  coordinates 
39°  40'  26"  N.  Lat.,  75°  05'  20"  W.  Long. 
Transmitter  RCA  TT-50AH,  antenna  RCA 
TF-12BH.  Legal  counsel  Pierson,  Ball  & 
Dowd,  Washington,  D.C.  Consulting  engineer 
Paul  Godley,  Great  Notch,  N.Y.  National 
Telefilm  is  90%  owned  by  National  Thea- 
tres, Inc.,  John  Bertero,  president.  National 
Theatres  owns  WDAF-AM-TV  Kansas  City, 
Mo.,  holds  90%  interest  in  WNTA-AM-FM- 
TV  Newark,  N.J.  and  KMSP-TV  Minneap- 
olis. Ann.  April  15. 

New  Am  Stations 

APPLICATIONS 

West  Hartford,  Conn. — Pioneer  States 
Bcstrs.  Inc.  990  kc,  .5  kw  D.  Post  office  ad- 
dress 127  Main  St.,  Torrington,  Conn.  Es- 
timated construction  cost  $7,500,  first  year 
operating  cost  $75,000,  revenue  $100,000. 
Principals  include  Bernard  J.  Zucker,  92%, 
and  Rogers  B.  Holt,  8%.  Mr.  Holt  has  in- 
terest in  WBZY  Torrington,  Conn.  Mr.  Zuck- 


er is  associated  with  WNAB  Bridgeport  and 
WATR  Waterbury,  both  Connecticut.  Ann. 
April  20. 

Aurora,  Mo. — B.  J.  Hart.  940  kc,  500  w 
D.  Post  office  address  B.  J.  Hart,  Box  310, 
Mt.  Vernon,  Mo.  Estimated  construction 
cost  $27,000,  first  year  operating  cost  $30,000, 
revenue  $35,000.  Applicant  is  in  varied  busi- 
ness including  oil.  Ann.  April  20. 

San  Antonio,  Tex. — Pacific  Bcstg.  Assoc. 
1540  kc,  10  kw  D.  Post  office  address  219 
Atherton  Ave.,  Atherton,  Calif.  Estimated 
construction  cost  $63,550,  first  year  operating 
cost  $120,000,  revenue  $150,000.  Principals 
are  Edward  H.  Heller,  75%,  and  John  J. 
Holwerda,  25%.  Mr.  Holwerda  is  in  coal 
business.  Mr.  Heller  is  associated  with 
KRRC  Portland,  Ore.,  KPFA  Berkeley  and 
KPFK  Pasadena,  both  California.  Ann. 
April  20. 

Mead,  Wash. — Crown  Bcstg.  Co.  1950  kc, 
1 kw  D.  Post  office  address  1010  Old  Na- 
tional Bank  Bldg.,  Spokane,  Wash.  Esti- 
mated construction  cost  $11,200,  first  year 
operating  cost  $42,000,  revenue  $54,000.  Prin- 
cipals include  W.  Kenneth  Glidden,  50%, 
Robert  D.  Dellwo,  35%,  and  others.  Mr. 
Glidden  is  cattle  rancher.  Mr.  Dellwo  is 
electrical  engineer.  Ann.  April  20. 

Madison,  Wis. — U.  of  Wisconsin.  750  kc, 
10  kw  LS.  Post  office  address  Radio  Hall, 
U.  W.  Campus,  Madison,  Wis.  Estimated 
construction  cost  $33,000.  Station  will  be 
non-commercial  operation.  Ann.  April  20. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

KPRK,  Livingston,  Mont. — Granted  change 
from  unlimited  time  to  specified  hours,  con- 
tinuing operation  on  1340  kc,  250  w.  Ann. 
April  20. 

WLVL  Louisville,  Ky.— Granted  SCA  to 
engage  in  functional  music  operation  on 
multiplex  basis.  Ann.  April  20. 

New  Fm  Stations 

APPLICATIONS 

Forrest  City,  Ark. — Forrest  City  Bcstg.  Co. 
93.3  me,  .671  kw.  Post  office  address  Box 


EDWIN  TORNBERG 

& COMPANY,  INC. 


NEGOTIATORS  FOR  THE  PURCHASE  AND 
SALE  OF  RADIO  AND  TELEVISION  STATIONS 
EVALUATIONS 
FINANCIAL  ADVISERS 


NEW  YORK 

60  East  42nd  Stree 
MUrray  Hill  7-4242 


WEST  COAST 


Pacific  Grove,  Californ 
FRontier  2-7475 


WASHINGTON 

1625  Eye  Street,  N.W. 
District  7-8531 
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above  average  terrain,  change  type  trans. 
and  ant.,  change  trans.  location  and  remote 
control  point)  to  change  type  trans.  and 
make  changes  in  transmitting  equipment. 
Ann.  April  15. 

WBAA-FM  West  Lafayette,  tad. — Mod.  of 
cp  for  extension  of  completion  date.  Ann. 
April  15. 

WAMC  Albany,  N.Y.— Cp  to  change  fre- 
quency from  90.7  me,  ch.  214  to  90.3  me, 
ch.  212.  (Contingent  on  grant  of  cp  for  new 
non-commercial  educational  fm  station  in 
Amherst,  Mass.  Ann.  April  15. 

WBAY-FM  Green  Bay,  Wis. — Mod.  of  cp 
for  extension  of  completion  date.  Ann. 
April  15. 

Ownership  Changes 

ACTIONS  BY  FCC 

KTCN  Berryville,  Ark. — Granted  assign- 
ment of  license  to  Ernest  M.  and  Letajo 
Howard,  Mary  R.  and  Walter  M.  Fuller  Jr., 
and  Mrs.  E.  Louise  Lymbery;  T.W.  Rogers 
and  Fred  Ward  to  sell  their  two-thirds  in- 
terest to  Howards  and  Fullers  for  $30,000; 
Mrs.  Lymbery  to  retain  her  one-third  in- 
terest. Ann.  April  20. 

WRDW-TV  Augusta,  Ga. — Granted  assign- 
ment of  licenses  to  WPIT  Inc.  (WPIT-Am- 
FM  Pittsburgh,  Pa.,  and  WSOL  Tampa, 
Fla.);  consideration  $1,575,000,  including  leal 
estate  and  equipment.  Comr.  Bartley  dis- 
sented. Some  assignee  stockholders  own 
59.41%  interest  in  WSTV  Inc.,  licensee  of 
WSTV-AM-FM-TV  Steubenville,  Ohio; 
KODE-AM-FM  Joplin,  Mo.;  WBOY-AlVi-TV 
Clarksburg,  W.Va.;  KMLB-AM-FM  Monroe, 
La.;  WPAP  and  WAAM-FM  Parkersburg, 
W.Va.,  and  70%  interest  in  WRGP-TV  Chat- 
tanooga, Tenn.;  also  four  assignee  stock- 
holders own  WHTO-TV  Atlantic  City,  N.J. 
Ann.  April  20. 

WSBS  Great  Barrington,  Mass. — Granted 
(1)  renewal  of  license  and  (2)  assignment 
of  license  to  WSBo.  The  Berkshires  Inc.  (J. 
Leo  Dowd,  president);  consideration  $115,- 
175.  Ann.  April  20. 

WAYX  Waycross,  Ga— Granted  transfer 
of  control  to  Eva  W.  Jemison  and  Charles 
N.  and  Bettie  W.  Mayo  (family  group)  in 
settlement  of  estate  of  Jack  Williams,  de- 
ceased. Ann.  April  20. 

WTNC-AM-FM  Thomasville,  N.C.— Grant- 
ed transfer  of  control  to  Evelyn  L.  Van 
Landingham  in  settlement  of  estate  of 
George  W.  Lyles,  deceased.  Ann.  April  20. 

WCBG  Chambersburg,  fa—  Granted 

transfer  of  control  from  James  R.  Reese 
Jr.,  to  Norman  E.  Messner,  Lester  Grenewalt, 
John  H.  Norris  and  Samuel  Youse;  con- 
sideration $80,000  for  80%  interest.  Messrs. 
Grenewalt,  Norris,  and  Youse  have  inter- 
est in  WGSA  Ephrata,  Pa.,  and  WABW  An- 
napolis, Md.  Ann.  April  20. 

WKYN  Rio  Piedras,  P.R.— Granted  assign- 
ment of  cp  to  Quality  Bcstg.  Corp.;  stock 
transaction.  Ann.  April  20. 

WRKH  Rockwood,  Tenn. — Granted  assign- 
ment of  license  from  Herman  and  Kay 
Spivey  to  Blue  Ridge  Bcstg.  Co.  (WSNW- 
AM-FM  Seneca,  S.C.,  and  stockholders  have 
interest  in  WLFA  and  WLOM-FM  LaFay- 
ette,  Ga.,  WBAW  Barnwell,  S.C.,  WSSC 
Sumter,  S.C.,  and  WBHC  Hampton,  S.C.); 
consideration  $67,000.  Comr.  Bartley  dis- 
sented. Ann.  April  20. 

KSIJ  Glade  water,  Tex. — Granted  assign- 
ment of  license  from  Frank  O.  Myers  to 
Ellis  E.  and  Rayford  G.  Tidmore  and  Del- 
win  W.  Morton,  d/b  as  Golden  Triangle  En- 
terprises; consideration  $79,500.  Ann.  April 
20. 

APPLICATIONS 

WHCT  (TV)  Hartford,  Conn.— Seeks  as- 
signment of  license  from  Capitol  Bcstg.  Inc. 
to  Hartford  Phonevision  Co.  for  $150,000  for 
non-tangible  and  non-fixed  assets  and  lease 
from  Capitol  of  tangible  and  fixed  assets. 
Capitol  also  obtains  option  to  purchase  10% 
ot  Hartford  Phonevision  for  $5,000  and  first 
refusal  rights  of  WHCT  in  event  station  is 
sold.  Hartford  is  100%  owned  by  RKO  Gen- 
eral Inc.  Ann.  April  20. 

WFBS  Ft.  Walton  Beach,  Fla. — Seeks  as- 
signment of  license  from  West  Florida 
Bcstg.  Service  to  Smith  Radio  Inc.  for  $100,- 
000.  Purchasers  are  M.D.  Smith  III,  51%, 
Elizabeth  Jones  Smith,  25%,  and  M.D.  Smith 
IV,  24%,  owners  of  WJIG  Tullahoma,  Tenn., 
and  WAAY  Huntsville,  Ala.  Ann.  April  20. 

WSIP  Paintsville,  Ky. — Seeks  assignment 
of  license  of  Big  Sandy  Bcstg.  Co.  from 
Ted  Arnold  Silvert  and  Anna  Ruth  Silvert, 
sole  owners,  James  D.  Cox,  Tom  Cox,  Mort 
Mullins,  Park  West,  12V2%  each.  Dr.  Hershel 
B.  Murray  and  Paul  G.  Fyffe,  25%  each,  for 
$150,000.  Messrs.  Cox  are  in  automobile  sales. 
Messrs.  Mullins  and  West  are  drilling  con- 
tractors. Dr.  Murray  is  physician  and  Mr. 
Fyffe  is  employe  of  WSIP  Paintsville,  Ky. 
Ann.  April  18. 

KLGA  Algona,  Iowa — Seeks  assignment  of 
license  from  Kossuth  County  Bcstg.  Co.  to 
KLGA  Inc.  for  $80,000.  Purchasers  are 


Robert  W.  Behling,  Harry  C.  Snyder,  and 
Robert  A.  Wilson,  33V3%  each.  Mr.  Wilson 
is  employe  of  KLEM  Le  Mars.  Iowa.  Mr. 
Snyder  is  50%  owner  of  KHUB  Fremont, 
Neb.  Mr.  Behling  is  employe  of  KHUB. 
Ann.  April  13. 


CORRECTION 

WMBD-AM-FM-TV  Peoria,  111. — 

Seeks  assignment  of  licenses  from 
WMBD  Inc.  to  Midwest  Tv  Inc.  for 
$1,850,000  plus  $229,000  to  be  paid 
Charles  C.  Caley  (former  owner, 
with  John  E.  Fetzer)  for  agreement 
not  to  compete  within  50  miles  for 
eight  years.  Midwest  stockholders 
are  August  C.  Meyer,  24.9%,  Clara  R. 
Meyer,  26.1%,  Helen  M.  Stevick,  10%, 
Marajean  Stevick  Chinigo,  10%,  Illi- 
nois Bcstg.  Co.,  20%,  plus  six  other 
stockholders  none  of  whom  hold 
more  than  5%.  Midwest  is  licensee  of 
WCIA  (TV)  Champaign,  111.  Helen 
Stevick  and  Marajean  Chinigo  are 
owners  of  WDWS-AM-FM  Cham- 
paign, 111.  (Champaign  News  Ga- 
zette). Illinois  Bcstg.  is  subsidiary 
of  Lindsay-Schaub  Newspapers  Inc. 
which  is  27%  owned  by  Frank  M. 
Lindsay  and  family,  stockholder  in 
W GEM- AM-FM-T V Quincy,  111.  Illi- 
nois Bcstg.  is  licensee  of  WSOY-AM- 
FM  Decatur,  WVLN-AM-FM  Onley, 
WSEI  (FM)  Effingham,  all  Illinois. 
Station  was  erroneously  reported  sold 
in  this  column  for  $135,000.  An  earlier 
notice  (BROADCASTING,  March  21) 
correctly  noted  the  sale. 


KANO  Anoka,  Minn. — Seeks  assignment 
of  license  from  Anoka  Bcstg.  to  Northwest 
Bcstg.  Co.  for  $75,000  plus  assumption  of 
$5,292  real  estate  mortgage.  Purchasers  are 
Frank  R.  Hunt  Jr.  and  Richard  B.  Ahern, 
equal  partners.  Mr.  Hunt  is  employe  of 
WYCN  Minneapolis.  Mr.  Ahern  is  in  photo- 
gxaphic  equipment.  Ann.  April  20. 

KDOM  Windom,  Minn. — Seeks  transfer  of 
control  of  KDOM  Inc.  from  Eugene  H.  Frisk, 
35.7%,  Robert  D.  Thompson,  35%  and  Paul 
C.  Lund,  29.3%,  to  Robert  D.  Thompson, 
54.4%  and  Paul  C.  Lund,  45.6%,  for  $4,400. 
Ann.  April  13. 

KOCW  Tulsa,  Okla. — Seeks  transfer  of 
control  of  Grayhill  Inc.  from  Claude  H.  Hill, 
89.9%,  Meredith  R.  Gray,  9.9%,  others,  for 
$7,500.  Ann.  April  18. 

WFLN-AM-FM  Philadelphia,  Pa.— Seeks 
assignment  of  license  of  Franklin  Bcstg.  Co. 
from  Lawrence  M.C.  Smith,  sole  owner,  to 
Mr.  Smith,  75%,  and  Raymond  S.  Green, 
25%,  for  $15,000.  Mr.  Green  is  general  man- 
ager of  WFLN-AM-FM.  Ann.  April  13. 

WLBG  Laurens,  S.  C. — Seeks  assignment 
of  license  from  Laurens-Clinton  Bcstg.  Co. 
to  Laurens-Clinton  Bcstg.  Inc.  (a  corpora- 
tion). No  financial  consideration  involved. 
Ann.  April  20. 

WJHL-AM-FM  Johnson  City,  Tenn.— 
Seeks  assignment  of  license  from  WJHL  Inc. 
to  Tri-Cities  Bcstg.  Inc.  for  $230,000.  Pur- 
chasers are  James  C.  Wilson,  57%,  and  Jo- 
sephine D.  Wilson,  43%.  The  Wilsons  are  in 
retail  appliances  and  heating  systems.  Ann. 
April  15. 

KAYG  Lakewood,  Wash. — Seeks  involun- 
tary assignment  of  license  from  KFHA  Inc. 
to  Marvin  A.  Young,  receiver  for  KFHA 
Inc.  No  stock  transfer  invoiced.  Ann.  April 
13. 

Hearing  Cases 

INITIAL  DECISIONS 

m Hearing  Examiner  Forest  L.  McClen- 
ning  issued  supplemental  initial  decision 
looking  toward  granting  application  of  Star 
of  the  Plain  Bcstg.  Co.  for  new  am  station  to 
operate  on  1050  kc,  250  w,  D,  in  Slaton,  Tex., 
and  denial  of  application  of  Plainview  Radio 
for  new  am  station  to  operate  on  same 
frequency  with  1 kw,  D,  DA,  in  Plainview, 
Tex.  This  further  proceeding  arose  upon 
remand  from  United  States  Court  of  Ap- 
peals. Ann.  April  20. 

b By  Order,  commission  made  effective 
immediately  March  8 initial  decision  and 
granted  application  of  Santa  Rosa  Bcstg.  Co. 
for  new  am  station  to  operate  on  1460  kc, 
1 kw  DA,  D.  in  Santa  Rosa,  Calif.  Ann. 
April  20. 

a Hearing  Examiner  Basil  P.  Cooper  is- 
sued initial  decision  looking  toward  grant- 
ing application  of  Tri  State  Bcstg.  Co.  to 
increase  daytime  power  of  station  WONW 
Defiance,  Ohio,  from  500  w to  1 kw  and 
install  new  trans.,  continuing  operation  on 
1280  kc,  500  w-N,  DA-N. 

OTHER  ACTIONS 

■ By  memorandum  opinion  and  order, 
commission  denied  petitions  by  the  National 


Miniature 

Microphone 

only  $8250 

This  RCA  Miniature  Dy- 
namic Microphone  is  as 
inconspicuous  as  modern 
microphone  design  can  make 
it!  Just  29/i6"  long,  it  weighs 
but  2.3  ounces.  And,  in 
spite  of  its  compactness, 
the  BK-6B  is  a durable, 
high-quality  microphone. 
Try  it  for  remotes!  You’ll 
find  it  excellent  for  inter- 
views, panel  shows  and 
sports.  It’s  a great  value 
at  $82.50 ! 

Order  your  BK-6B  now ! Write 
to  RCA,  Dept.  FD-22,  Building 
15-1,  Camden,  N.  J.  Whatever 
your  broadcast  equipment  needs, 
see  RCA  FIRST! 
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FULLY  TRANSISTORIZED 
COMPLETELY  SELF-CONTAINED 

COLLINS  f 
IH-60  REMOTE 

IE- 


AMPUFIER 


A HIGH  QUALITY 
MICROPHONE 
AND  ONE-CHANNEL 
REMOTE 
AMPLIFIER 
IN  A 

HAND-SIZE 
UNIT 


Compact  — 

11-%"  long  and  one 
inch  in  diameter. 

Lightweight  — 12  oz. 

Yet,  the  Collins  M-60 
Remote  Microphone- 
Amplifier  takes  the 
place  of  45  lbs.  of 
conventional  amplifier  equipment. 

The  M-60  has  a self-contained  tran- 
sistorized amplifier,  power  supply  and 
omni-directional  microphone  head. 
Comes  complete  with  18  feet  of  line, 
an  ear  plug  head  set  and  a lavalier 
clip  and  cord. 

The  microphone  unit  is  completely 
sealed  — withstands  temperature,  me- 
chanical shock  and  humidity.  A Dyna- 
flex  non-metallic  diaphragm  gives 
smooth  response  over  a wide  frequency 
range. 

The  amplifier  has  six  identical  plug- 
in transistors.  Power  is  supplied  by  a 
5.4  v 100-hour  mercury  cell. 

For  more  out  of  your  one-man,  one- 
mike  remote  situations,  order  a Collins 
M-60  Remote  Microphone-Amplifier. 
Write  to  Collins  for  further  specifica- 
tions and  literature. 


COLLINS  RADIO  COMPANY 
CEDAR  RAPIDS  • DALLAS  • BURBANK 


SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING. 

through  April  20 

ON  AIR 

CP  TOTAL  APPLICATIONS 

Lie.  Cps. 

Not  on  air 

For  new  stations 

AM 

3,407  66 

76 

835 

FM 

650  72 

178 

117 

TV 

472  55 

105 

120 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING 

through  April  20 

VHF 

UHF 

TV 

Commercial 

449 

77 

526 

Non-commercial 

33 

11 

44 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through 

March  31,  1960 

AM 

FM 

TV 

Licensed  (all  on 

air) 

3,406 

648 

4721 

CPs  on  air  (new 

stations) 

59 

51 

552 

CPs  not  on  air 

(new  stations) 

81 

152 

97 

Total  authorized 

stations 

3,546 

867 

672 

Applications  for 

new  stations  (not  In  hearing) 

609 

77 

49 

Applications  for 

new  stations  (in  hearing) 

214 

38 

70 

Total  applications  for  new  stations 

823 

115 

119 

Applications  for  major  changes  (not  In  hearing) 

686 

40 

32 

Applications  for  major  changes  (in  hearing) 

194 

9 

19 

Total  applications  for  major  changes 

880 

49 

51 

Licenses  deleted 

0 

0 

0 

CPs  deleted 

0 

3 

8 

1 There  are,  in  addition,  ten  tv  stations  which  are 

' no  longer  on  the 

air,  but  retain  their 

licenses. 

’There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air  at 

one  time  but 

are  no 

longer  in  operation  and  one  which  has  not  started  operation. 

Bcstg.  Co.;  Metropolitan  Television  Co. 
(KOA-TV)  Denver,  Colo.;  General  Electric 
Co.  (tv  station  WRGB)  Schenectady,  N.Y.; 
Pulitzer  Publishing  Co.  (KSD-TV)  St.  Louis, 
Mo.,  and  W.A.V.E.  Inc.  (WAVE-TV)  Louis- 
ville, Ky.,  for  reconsideration  of  Oct.  30, 
1959  report  and  order  amending  Sec.  3.658 
of  tv  broadcast  rules  to  (1)  prohibit  tv  net- 
works from  serving  as  national  spot  repre- 
sentatives of  their  affiliated  stations,  and 
(2)  provide  grace  period  until  December  31, 
1961  during  which  tv  networks  engaged  in 
this  practice  may  continue  to  serve  stations 
they  new  represent  in  national  spot  field. 
Various  petitions  for  oral  argument  were 
also  denied.  Ann.  April  14. 

■ By  memorandum  opinion  and  order, 
commission  granted  petition  by  Newton 
Bcstg.  Co.,  Newton,  Mass.,  insofar  as  per- 
mitting examiner  to  enlarge  issues  in  con- 
solidated proceeding  on  am  applications  of 
Consolidated  Bcstg.  Industries  Inc.,  Natick, 
Mass.,  et  al.,  to  include  determination  of 
availability  of  funds;  denied  Newton's  peti- 
tions in  other  respects;  and  dismissed  for 
untimely  filing  request  of  Berkshire  Bcstg. 
Corp.,  Hartford,  Conn.,  for  enlargement  of 
issues.  By  separate  memorandum  opinion 
and  order  in  same  proceeding,  commission, 
on  its  own  motion,  amended  issues  to, 
among  other  changes,  include  inquiry  into 
community  status  of  Hartford  and  West 
Hartford  and  add  standard  comparative 
issue  as  to  those  cities  as  well  as  to  New- 
ton, Natick,  and  Dedham,  all  Massachusetts; 
denied  petition  by  Transcript  Press  Inc., 
Dedham,  and  granted  petition  by  Newton 
Bcstg.  Co.,  Newton,  both  Massachusetts, 
to  extent  indicated  in  memorandum  opinion. 
Ann.  April  20. 

■ By  memorandum  opinion  and  order, 
commission  granted  petition  by  Grundy 
Bcstg.  Co.  and  deleted  its  application  for 
new  am  station  in  Morris,  111.,  from  Sec. 
307(b)  consideration  in  issue  21  in  consoli- 
dated proceeding.  Ann.  April  24. 

» By  order,  commission  stayed  effective 
date  of  March  7 initial  decision  which 
looked  toward  granting  (1)  application  of 
Catskills  Bcstg.  Co.  for  new  am  station  to 
operate  on  1370  kc,  500  w,  D,  in  Ellenville, 
N.Y.,  and  (2)  petition  by  Ellenville  Bcstg. 
Co.  to  dismiss  without  prejudice  its  applica- 
tion for  same  facilities  pending  further  re- 
view by  commission.  Com.  Cross  dissented. 
Ann.  April  20. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  David  L. 
Kurtz  for  immediate  grant  of  his  applica- 
tion for  new  fm  station  in  Philadelphia, 
Pa.,  and  that  of  Brandywine  Bcstg.  Corp. 
for  new  fm  station  in  Media,  Pa.,  which 
are  in  consolidated  hearings.  Ann.  April  20. 

a By  memorandum  opinion  and  order, 
commission  denied  petition  by  Harlan  Mur- 


relle  and  Assoc,  for  deletion  of  financial 
qualification  issue  in  connection  with  its 
application  for  new  am  station  in  Lake- 
wood,  N.J.,  in  consolidated  proceeding. 
Ann.  April  20. 

a By  report  and  order,  commission 
amended  tv  table  of  assignments  by  adding 
ch.  2 and  *5  (educational)  to  Reno,  Nev., 
and  made  ch.  21  (now  educational)  com- 
mercial there,  effective  May  31.  No  change 
m any  existing  assignment  or  authorization 
was  necessary  to  effect  these  changes.  Reno 
will  then  have  ch.  2,  4 (six  applications 
pending),  *5  (educational),  8 (KOLO-TV), 
21  and  27.  Commission  is  continuing  its 
study  in  this  proceeding  on  conflicting  pro- 
posals  to  add  VHF  assignment  in  northern 
California.  Comr.  Cross  concurred  with 
statement.  Ann.  April  20. 

„ ■ Commission  invites  comments  by  May 
20  to  notice  of  proposed  rule  making  look- 
ing toward  assigning  ch.  26  to  Hanover, 
N.H.,  and  ch.  20  to  Waterbury,  Conn.  It  in- 
vites substituting  (1)  ch.  55  for  ch.  27  in 
stamford-Norwalk,  Conn.,  (2)  ch.  20  for  ch 
53  in  Waterbury,  (3)  ch.  27  for  ch.  20  in 
Worcester,  Mass.,  (4)  ch.  52  for  ch.  26  in 
Berlin  N.H.;  deleting  ch.  *27  (educational) 
Hanover  and  adding  *20  (educational) 
and  26  there;  substituting  ch.  47  for  ch.  20 
in  Malone,  N.Y.  Consideration  of  any  mod. 
of  outstanding  authorizations  will  be  dealt 
with  later.  These  proposed  channel  shifts 
differ  slightly  from  those  contained  in  basic 
petitions  by  Springfield  Tv  Bcstg.  Corp.  and 
WATR  Inc.  Ann.  April  20. 

H Commission  invites  comments  by  May 
20  to  proposed  rulemaking  which  would 
enable  daytime-only  am  stations  to  sign  off 
at  6 p.m.  local  time  instead  of  local  sunset 
provided  they  meet  minimum  hours  of  re- 
quired operation  (two-thirds  of  their  au- 
thorized hours)  between  6 a.m.  and  6 p.m 
This  would  eliminate  necessity  of  daytime 
stations  seeking  waiver  of  Sec.  3.71  of  rules 
to  permit  them  to  sign  off  the  air  at  6 
p.m.  during  months  their  sunset  time  is 
later  than  6 p.m.  These  stations  claim  it  is 
uneconomic  for  them  to  operate  after  6 p.m 

Same  rulemaking  also  proposes  amending 
Sec.  3.71,  3.261  and  3.651  of  broadcast  rules 
concerning  minimum  operating  require- 
ments so  as  to  no  longer  require  am,  fm 
and  tv  stations  to  notify  commission  when 
they  go  off  air  because  of  technical  difficul- 
ties for  short  periods  that  will  not  permit 
them  meeting  their  minimum  hours  of  re- 
quired operation.  Ann.  April  20. 


Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Commissioner  Robert  T.  Bartley 
a Granted  petition  by  Medford  Bcstrs.  Inc. 
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WASHINGTON,  D.  C. 


Member  AFCCE 


RUSSELL  P.  MAY 
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CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 
Brecksville,  Ohio 
(a  Cleveland  Suburb) 
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ENGINEERING  CONSULTANTS 
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Glens  Falls,  N.Y. 
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SPOT  YOUR  FIRM'S  NAME  HERE 
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GEORGE  C DAVIS 
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JULES  COHEN 
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1426  G St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P St.,  N.  W. 
Washington  6,  D.  C. 
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NUGENT  SHARP 

Consulting  Radio  Engineer 
809-11  Warner  Building 
Washington  4,  D.C. 
District  7-4443 

Associate  Member 
Institute  of  Radio  Engineers 
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PAUL  DEAN  FORD 
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(KDOV)  Medford,  Ore.,  for  extension  of 
time  to  May  13  to  respond  to  petition  to 
enlarge  issues  by  Rogue  Valley  Bcstrs  Inc. 
(KWIN)  Ashland,  Ore.,  in  proceeding  on 
their  am  applications,  et  al.  Action  April  19. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

■ Scheduled  hearings  in  following  pro- 
ceedings on  dates  shown:  May  20:  Applica- 
tion for  relinquishment  of  positive  control 
of  WJPB-TV  Inc.,  permitee  of  WJPB-TV 
(ch.  5)  Weston,  W.Va.,  by  J.  P.  Beacom 
through  sale  of  stock  to  Thomas  P.  Johnson 
and  George  W.  Eby;  June  13:  Am  applica- 
tions of  Brockway  Co.  (WMSA)  Massena, 
N.Y.,  et  al.,  Wilmer  E.  Huffman,  Pratt, 
Kans.,  et  al.,  Brandywine  Bcstg.  Corp.,  Me- 
dia, Pa.,  et  al.,  June  20:  Am  application  of 
Pioneer  Bcstg.  Co.  (KNOW)  Austin,  Tex.; 
June  21:  applications  of  Taliesin  Bcstg.  Co. 
and  Douglas  G.  Oviatt  & Son  Inc.,  for  new 
fm  stations  in  Cleveland,  Ohio.  Actions 
April  14. 

■ Granted  petition  by  Plains  Radio  Bcstg. 
Co.,  for  dismissal  without  prejudice  of  its 
application  and  retained  in  hearing  status 
application  of  Jacob  Wilson  Henock  both 
for  new  fm  stations  in  Detroit,  Mich. 
Action  April  14. 

■ Continued  oral  argument  from  April  18 
to  April  20  on  petition  by  KOWBoy  Bcstg. 
Co.  (KOWB)  Laramie,  Wyo.,  for  leave  to 
intervene  in  proceeding  on  am  applications 
of  Laramie  Bcstrs,  Larmie,  et  al.  Action 
April  15. 

By  Hearing  Examiner  Basil  P.  Cooper 

s Scheduled  prehearing  conference  for 
April  25  in  proceeding  on  applications  of 
Lake  Huron  Bcstg.  Corp.  and  Gerity  Bcstg. 
Co.  for  new  tv  stations  to  operate  on  ch.  9 
in  Alpena,  Mich.  Action  April  14. 

■ Scheduled  further  hearing  conference 
for  April  21  in  proceeding  on  applications  of 
Kansas  Bcstrs.  Inc.  and  Salina  Radio  Inc., 
for  new  am  stations  in  Salina,  Kans.  Action 
April  15. 

By  Hearing  Examiner  Thomas  H.  Donahue 

■ Granted  request  by  Bible  Institute  of 
Los  Angeles  Inc.  (KBBI)  Los  Angeles,  Calif, 
for  continuance  of  hearing  from  April  14 
to  April  28  in  proceeding  on  its  application 
for  fm  facilities,  et  al.  Action  April  14. 

By  Hearing  Examiner  Charles  J.  Frederick 

■ Continued  without  date  further  hear- 
ing in  proceeding  on  applications  of  Alva- 
rado Tv  Co.  (KVOA-TV)  and  Old  Pueblo 
Bcstg.  Co.  (KOLD-TV)  Tucson,  Ariz.  Action 
April  14. 

By  Hearing  Examiner  Walther  W.  Guenther 

a Granted  requests  by  WMFJ  Inc.  (WMFJ) 
Daytona  Beach,  Fla.,  and  extended  from 
April  12  to  April  19  for  exchange  of  its 
engineering  exhibits  and  from  April  19  to 
April  26  for  informal  engineering  confer- 
ence in  proceeding  on  its  application,  et  al. 
Action  April  13. 

By  Hearing  Examiner  Annie  Neal  Huntting 

■ Granted  motion  by  Service  Bcstg.  Co. 
for  leave  to  amend  its  application  for  new 
am  station  in  Concord,  Calif.,  to  make 
changes  in  showing  of  its  officers,  directors, 
stockholders  and  proposed  financing.  Action 
April  14. 

■ Granted  petition  by  Kentuckiana  Tv 
Inc.,  and  continued  hearing  from  May  23  to 
July  25,  and  date  for  exchange  of  exhibits 
from  April  15  to  June  15  in  Louisville,  Ky., 
tv  ch.  51  proceeding.  Action  April  15. 

a Granted  petition  by  Grossco  Inc.,  West 
Hartford,  Conn.,  for  leave  to  amend  its  am 
application  to  include  agreement  between 
it  and  Berkshire  Bcstg.  Corp.,  Hartford, 
Conn.,  looking  toward  merger  of  their  in- 
terests and  dismissal  of  Berkshire  applica- 


tion, and  affidavit  regarding  arrangements 
under  which  Berkshire  filed  petition  for  dis- 
missal of  its  application;  application  in  con- 
solidated hearing  with  Consolidated  Bcstg. 
Industries  Inc.,  Natick,  Mass.,  et  al.  Action 
April  18. 

■ Granted  petition  by  Transcript  Press 
Inc.,  Dedham,  Mass.,  for  leave  to  amend 
its  am  application  to  make  changes  in  its 
showing  as  to  officers  and  directors  of 
Transcript  Press  Inc.,  and  Transcript  Pub- 
lications Inc.;  application  in  consolidated 
hearing  with  Consolidated  Bcstg.  Industries 
Inc.,  Natick,  Mass.,  et  al.  Action  April  19. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ Granted  petition  by  Minnesota  Radio 
Co.  for  extension  of  time  to  April  22  to  file 
proposed  findings  and  conclusions  in  pro- 
ceeding on  its  application  for  new  am 
station  in  Hopkins-Edina,  Minn.,  et  al. 
Action  April  14. 

■ Granted  petition  by  T.  I.  Moseley,  Den- 
ver, Colo.,  for  continuance  of  all  scheduled 
dates  in  proceeding  on  its  am  application, 
et  al.;  continued  hearing  from  May  18  to 
June  15.  Action  April  15. 

By  Hearing  Examiner  David  I.  Kraushaar 

On  own  motion,  corrected  in  various  re- 
spects the  transcript  of  oral  argument  in 
proceeding  on  application  of  Suburban 
Bcstrs.  for  new  fm  station  in  Elizabeth, 
N.J.  Action  April  13. 

■ Granted  request  by  Jerrold  Electronics 
Corp.  for  continuance  of  hearing  from  April 
20  to  May  11,  and  afforded  applicant  until 
April  29  to  file  its  projected  petition  for 
leave  to  amend  and  to  exchange  exhibits 
in  proceeding  on  its  application  and  that 
of  Greentree  Communications  Enterprises 
for  new  tv  stations  to  operate  on  ch.  9 in 
Flagstaff,  Ariz.  Action  April  13. 

By  Hearing  Examiner  Jay  A.  Kyle 

■ Upon  verbal  request  by  WPGC  Inc. 
(WPGC)  Morningside,  Md.,  continued  hear- 
ing from  April  15  to  May  16  in  proceeding 
on  its  application  for  modification  of  li- 
cense. Action  April  15. 

■ Pursuant  to  prehearing  conference  held 
April  18,  scheduled  hearing  for  May  6 in 
proceeding  on  fm  applications  of  American 
Bcstg. -Paramount  Theatres  Inc.  (KABC- 
FM)  Los  Angeles,  and  Tri-Counties  Public 
Service  Inc.  (KUDU-FM)  Ventura-Oxnard, 
both  California.  Action  April  18. 

n Pursuant  to  request  of  counsel  for  Con- 
cert Network  Inc.,  and  with  consent  of  all 
other  counsel,  informal  exchange  of  engi- 
neering exhibits  shall  be  on  May  4,  in  lieu 
of  April  20,  as  adopted  at  Feb.  11  prehear- 
ing conference,  and  formal  exchange  of  all 
exhibits  on  or  before  May  18  in  proceeding 
on  applications  of  Concert  and  WBUD  Inc., 
for  new  fm  stations  in  Trenton,  N.J.  Action 
April  19. 

By  Hearing  Examiner  Forest  L,  McClenning 

■ Granted  request  by  Crittenden  County 
Bcstg.  Co.  for  continuance  of  hearing  from 
April  20  to  May  19  in  proceeding  on  its 
application  for  new  am  station  in  West 
Memphis,  Ark.,  et  al.  Action  April  13. 

■ Upon  motions  by  Suburban  Bcstg.  Co. 
(WVIP)  Mount  Kisco,  N.Y.,  and  Eastern 
Connecticut  Bcstg.  Co.,  corrected  transcript 
as  proposed  with  certain  exceptions  and 
further  corrected  transcript  subject  to  pro- 
visions of  Sec.  1.148  of  rules  in  proceeding 
on  am  application  of  Suburban.  Action 
April  18. 

By  Hearing  Examiner  Herbert  Sharfman 

■ On  request  of  Morton  Bcstg.  Co.,  con- 
tinued prehearing  conference  from  April  22 
to  April  29  in  proceeding  on  its  application 
and  that  of  Clarence  E.  Wilson  for  new  am 
stations  in  Morton,  Tex.,  and  Hobbs,  N.M. 
Action  April  15. 


America’s  Leading  Business  Brokers  | 


Interested  in  buying  or  selling  Radio  and  TV  Properties? 


When  your  business  is  transacted  through 
the  David  Jaret  Corp.,  you  are  assured  of 
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■ Scheduled  prehearing  conference  for 
May  12  at  2 p.m.,  in  proceeding  on  applica- 


(ch.  5)  Weston,  W.Va.,  by  J.  P.  Beacom 
through  sale  of  stock  to  Thomas  P.  John- 
son and  George  W.  Eby.  Action  April  19. 

■ Scheduled  prehearing  conference  for 
May  10  in  proceeding  on  am  applications 
of  Wilmer  E.  Huffman,  Pratt,  Kans.,  et  al. 
Action  April  19. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

Pursuant  to  oral  request  and  agreement 
of  counsel  at  April  12  prehearing  confer- 
ence, revised  certain  procedural  dates  and 
continued  hearing  from  April  21  to  Sept.  12 
in  proceeding  on  applications  of  TBC  Inc., 
ana  Bay  Video  Inc.  for  new  tv  stations 
to  operate  on  ch.  13  in  Panama  City,  Fla 
Action  April  13. 

■ Upon  motion  by  KATY.  Sweetheart  of 
San  Luis  Obispo  Xnc.  (KATY)  San  Luis 
Obispo,  Calif.,  received  in  evidence  its 
exhibit  no.  4;  application  is  in  group  3 of 
consolidated  am  proceeding  on  applications 
of  James  E.  Walley,  Oroville,  Calif.,  et  al 
Action  April  15. 

■ Pursuant  to  agreement  arrived  at  dur- 
ing April  15  prehearing  conference  with 
respect  to  group  2 of  consolidated  am  pro- 
ceeding on  applications  of  Michigan  Bcstg. 
Co.  ( WBCK)  Battle  Creek,  Mich.,  et  al, 
scheduled  dates  which  shall  govern  pro- 
ceeding; scheduled  hearing  for  May  23 
Action  April  15. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 

Actions  of  April  15 

KAYS  Hays,  Kans. — Granted  license  cov- 
ering change  in  ant.-trans.  location;  remote 
control  permited. 

WLBJ  Bowling  Green,  Ky.— Granted  li- 
cense covering  installation  new  trans. 

KXEN  Festus-St.  Louis,  Mo.— Granted  li- 
cense covering  increase  in  power,  change 
ant.-trans.  and  studio  location,  installation 
°f  DA,  ground  system  and  new  trans 
change  station  location  and  specify  studio 
Jocation  as  Congress  Hotel,  St.  Louis,  Mo. 

WRUM  Rumford,  Me.— Granted  license 
covering  installation  new  trans. 

WSAU  Wausau,  Wis.— Granted  mod,  of 
license  to  operate  trans.  by  remote  control, 
aaytime  hours  only;  conditions. 

WTOL  Toledo,  Ohio — Granted  cp  to  in- 
st auxiliary  trans.  at  main  trans.  site. 

WBRC-TV  Birmingham,  Ala.— Granted  cp 
to  make  changes  in  ant.  system  and  other 
equipment  changes  (main  trans.  & ant.). 

WFLN-FM  Philadelphia,  Pa.— Granted  cp 
to  install  new  trans.  and  new  ant.;  condi- 
tion. 

WMUZ  Detroit,  Mich.— Granted  cp  to  in- 
crease ERP  to  115  kw,  increase  ant. 
height  to  300  ft.,  change  ant.  trans.  and 
main  studio  location,  install  new  trans.  and 
new  ant.  and  make  changes  in  ant.  system; 
condition. 

KAYS  Hays,  Kans. — Granted  mod.  of  cp 
to  change  studio  location  and  remote  con- 
trol point. 

■ Following  stations  were  granted  au- 
thority to  operate  trans.  by  remote  control: 
WMBI-FM  Chicago,  111.;  KLOV  Loveland 
Colo.;  WNAD-AM-FM  Norman,  Okla.; 
WLFM  Appleton,  Wis. 

Actions  of  April  14 

KTUX  Pueblo,  Colo. — Granted  license  for 
am  station. 

WJAB  Westbrook,  Me. — Granted  license 
for  am  station. 

KFI  Los  Angeles,  Calif. — Granted  license 
covering  installation  main  and  auxiliary 
trans. 

KCMO-FM  Kansas  City,  Mo.— Granted  li- 
cense covering  increase  in  ERP  and  ant. 
height  and  changes  in  ant.  system. 

KBAY-FM  San  Francisco,  Calif. — Granted 
license  for  fm  station;  change  type  trans. 
specify  studio  location  (same  as  trans.), 
and  delete  request  for  remote  control. 

WCBT  Roanoke  Rapids,  N.C.— Granted  li- 
cense covering  installation  new  trans.  and 
operate  trans.  by  remote  control. 

WOKJ  Jackson,  Miss.— Granted  cp  to 
change  trans.  location. 

K77AN  Columbia  Falls,  Mont. — Granted 
cp  to  replace  expired  permit  for  tv  transla- 
tor station. 

WLDY  Ladysmith,  Wis. — Granted  mod.  of 
cp  to  change  type  trans. 

W SID  Baltimore,  Md.— Granted  mod.  of 
cp  to  change  type  trans. 

WFBS  Fort  Walton  Beach,  Fla. — Granted 
change  of  remote  control  authority. 

KGMJ  Seattle,  Wash.— (Remote  control 
permitted. 

KSEA  (FM)  San  Diego,  Calif. — Granted 
extension  of  completion  date  to  Sept.  18. 

Actions  of  April  13 

WSEB  Sebring,  Fla. — Granted  license  for 
am  station  and  specify  studio  location. 


Continued  on  page  HI 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

• SITUATIONS  WANTED  204  per  word — $2.00  minimum  • HELP  WANTED  25 4 per  word — $2.00  minimum. 

• DISPLAY  ads  $20.00  per  inch — STATIONS  FOR  SALE  advertising  require  display  space. 

• All  other  classifications  304  per  word — $4.00  minimum. 

• No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
etc.,  sent  to  box  numbers  are  sent  at  owner’s  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 

Help  Wanted — (Cont’d) 

Help  Wanted — (Cont’d) 

Help  Wanted — Management 

Announcers 

Announcers 

Eastern  major  metropolitan  market  station 
has  opening  for  sales  manager.  Good  salary 
and  override.  Excellent  potential.  Give  full 
background.  Box  186A,  BROADCASTING. 
Managers  - commercial  manager  - salesman. 
Mid  south  chain  has  opening — experienced 
salesman  with  management  potential — 28- 
40 — married.  Liberal  guarantee,  rapid  ad- 
vancement, all  moving  expenses.  Send  re- 
sume, recent  photo,  Box  198A,  BROAD- 
CASTING.   


Assistant  manager  for  Texas  kilowatt,  ex- 
perienced in  sales,  programming.  Must  as- 
sume responsibility,  have  good  radio  expe- 
rience, references.  Prefer  man  presently 
employed  in  Texas.  Good  salary,  commis- 
sion. Box  2I5A,  BROADCASTING. 


Sales  manager  for  group  station.  East  coast. 
Excellent  chance  for  advancement.  Send 
snap  and  resume.  Box  218A,  BROADCAST- 

ING. 

Wanted:  Radio  station  manager.  1st  license 
desirable  but  not  required.  Advancement 
opportunity.  Salary  and  commission.  Radio 
Station  KVOU,  Uvalde,  Texas. 


Sales 


$100-$150  weekly  guarantee  plus  commis- 
sion and  bonus  plan  for  aggressive  self- 
starter salesman.  Top  station  Washington, 
D.C.  market.  Box  867P,  BROADCASTING. 


You  do  very  well  financially  in  radio  sales 
and  have  been  selling  fulltime  for  at  least 
3 years.  You  want  to  move  to  Florida  and 
really  live  12  months  out  of  the  year.  This 
is  your  chance.  Your  potential  in  this  south 
Florida  coastal  metropolitan  market  is  ex- 
cellent with  opportunity  to  advance  to  sales 
manager  or  general  manager  of  one  of  the 
3 stations  in  the  chain.  Give  references  and 
tell  all  in  the  first  letter.  Box  283S,  BROAD- 
CASTING. 


1,000  watt,  independent,  full-time  operation 
expanding  sales  staff.  Guarantee  against 
15%  commission.  Right  man  can  grow  with 
this  organization.  Send  detailed  information 
on  background,  previous  sales  experience 
plus  photo  to  KSSS,  Colorado  Springs,  Colo- 
rado. 


Announcers 


Modern  number  one  format  station  in  one 
of  ten  largest  markets  auditioning  fast- 
paced,  live-wire  announcers.  Key  station 
leading  chain  offers  big  pay,  big  opportu- 
nity. Send  tape  to  Box  864P,  BROADCAST- 


Announcer  to  do  morning  show,  write  copy 
and  produce  production  spots.  Must  have 
good  voice  and  be  able  to  type.  This  is  a 
permanent  position  in  one  of  the  nicest 
towns  in  central  California  near  national 
parks.  Submit  full  details.  All  replies  will 
be  held  confidential.  Box  201A,  BROAD- 
CASTING. 


Wanted,  combo  man  Michigan  station.  Must 
be  first  class  engineer  and  announcer.  Will 
pay  $100  per  month  over  your  current 
salary  if  you  qualify.  Reply  Box  213A, 
BROADCASTING. 


Hard  working  experienced  newscaster, 
capable  writer  of  local  news.  Must  have 
commercial  experience.  Send  photo,  tape, 
tell  all.  Current  earnings.  KOEL,  Oelwein, 
Iowa. 


Announcers  with  first  class  ticket.  Send 
resume  and  tape  to  KSBW  Radio,  P.  O.  Box 
1651,  Salinas,  California. 


Minnesota  regional  station  wants  news  di- 
rector. Announcing  experience  necessary. 
Good  salary.  KTOE,  Mankato,  Minn. 


Combo-announcer  with  first  ticket.  No 
maintenance  necessary.  Adult  format  with 
emphasis  on  news.  Send  resume,  tape  and 
pix  to  G.  C.  Packard,  KTRC,  Box  1715, 
Santa  Fe,  N.M. 


Wanted:  Announcer  with  first  class  ticket, 
maintenance  not  necessary.  WAMD,  Aber- 
deen, Md. 


Experienced  staff  announcer  by  independ- 
ent music  and  news  station.  No  beginners 
please.  Tape,  photo  and  resume  WASA, 
Havre  De  Grace,  Maryland. 


Experienced  announcer  with  first  phone. 
Maintenance  required.  Send  tape,  photo, 
resume  and  salary  requirements.  WCRA, 
Effingham,  Illinois. 


Announcer,  first  ticket,  Boston  am-fm  good 
music  station.  June  1st.  40-hour  week.  Em- 
phasis on  concert  music.  Resume,  tape  to 
R.  A.  Stuart-Vail,  Program  Director,  WCRB, 
Box  288,  Boston  54,  Mass. 


5,000  watt  station  in  N.E.  New  York  state 
needs  good  announcer.  Tape,  resume,  mini- 
mum salary  to  WEAV,  Plattsburgh,  N.  Y. 


Newsman-announcer  wanted  immediately. 
Contact  C.B.  Heller,  WIMA,  Radio  Station, 
Lima,  Ohio. 


Experienced  air-salesman  with  1st  class 
license  preferred  for  remote  operation.  No 
maintenance.  Immediate  employment,  good 
salary  and  other  benefits  to  qualifying  men. 
Call  Manager,  ST.  6-6144  for  details,  Es- 
canaba,  Michigan. 


Announcers  losing  jobs?  Lack  that  profes- 
sional sound?  Audition  tape  not  a polished 
. . . showcase?  New  York  School  of  An- 
nouncing, 160  West  73rd  Street,  NYC,  SU 
7-6938. 


Technical 


Experienced  engineer— East  coast  (south- 
east) station.  5 kw  daytimer  remote  control. 
15  to  20  hours  announcing;  will  train.  Good 
salary.  Box  686S,  BROADCASTING. 


1st  class  ticket  and  1st  class  voice,  gets  1st 
class  salary  at  one  of  Florida’s  finest  inde- 
pendents, modern  radio — 3 years  #1.  Send 
tape  and  resume  Box  944S,  BROADCAST- 
ING. No  tapes  can  be  returned. 


Chief  engmeer  for  large  community  an- 
tenna system  in  Louisiana.  Background  of 
maintenance  and  repair,  and  knowledge  of 
video  and  antennas  required.  $600  monthly 
salary— truck  furnished.  Box  918S,  BROAD- 
CASTING. 


Wanted,  combo  man  Michigan  station.  Must 
be  first  class  engineer  and  announcer.  Will 
pay  $100  per  month  over  your  current  sala- 
ry if  you  qualify.  Reply  Box  213A,  BROAD- 


Engineer,  radio  and  television  . . . trans- 
mitter and  studio,  small  low  power  televi- 
sion operation,  and  5 kw  broadcast  station 
Mostly  engineering  and  automation  opera- 
tion, very  little  announcing  required. 
KINY  KINY-TV,  231  So.  Franklifi  St., 
Juneau,  Alaska. 


Wanted:  Engineer-announcer.  First  class 
ticket.  One  kilowatt  am  daytime,  16  kilo- 
watt fm  unlimited.  WCOW,  Sparta,  Wiscon- 
sin. Phone  3307. 


First  phone  with  announcing  experience. 
Maintenance  ability.  Salary  in  line  with 
experience.  Send  tape,  photo,  resume. 
WCRA,  Effingham,  111. 


Experienced  chief  engineer.  Immediate 
opening  am  and  fm  simultaneous  operation. 
250  watt  fulltime  remote  control.  No  an- 
nouncing. WSTC,  Stamford,  Connecticut. 


South  Florida.  Metro  market.  Need  fast 
paced,  lively  swinging  dj.  Rush  tape,  re- 
sume. Box  284S,  BROADCASTING. 


Announcer-engineer  position  open.  Radio 
Station  WKAP,  Box  689,  Allentown,  Penn- 
sylvania. 


We  want  a topflight  announcer,  mature 
mind,  company  man,  congenial.  Good  pro- 
duction, tight  shows.  Join  Florida’s  top 
metro.  Mkt.  team,  send  tape  and  personal 
presentation,  then  must  have  personal  audi- 
tion. No  tapes  can  be  returned.  Address  to 
Box  943S,  BROADCASTING. 


Daytime  station  upgrading  staff  needs  first 
ticket-announcer  combination.  Minimum  en- 
gineering. Looking  mostly  for  good,  mature, 

, resonant  voice  that  can  handle  any  kind  of 
ij  announcing,  including  production  spots. 
Want  a man  looking  for  a permanent  loca- 
tion. Will  pay  right  man  $100  weekly.  Send 
resume,  photo,  tape  to  Box  194A,  BROAD- 
CASTING. 


.Announcer— Opening  for  organization  type 
person  at  5,000  watt  station  in  Kentucky. 
Salary  tops  in  area.  Cordial  staff.  Will  ac- 
eept  beginner  with  basic  qualifications  or 
reasoned  veteran  willing  to  work.  Send 
tape  and  resume.  Box  199A,  BROADCAST- 
ING. 


Immediate  opening  for  experienced  morning 
man.  Combo  operation  using  latest  equip- 
ment. Send  full  background  experience  and 
tape:  Manager,  WRTA,  Altoona,  Pennsyl- 
vania. 


Announcer-operator  by  well-established  sta- 
tion. WSIR,  Winter  Haven,  Florida. 


Announcer— for  dj -staff.  Experienced.  Re- 
laxed good  music  format.  Work  days.  Bene- 
fits. Tape,  photo  and  resume  to  Ed  Huot, 
WTRC,  Elkhart,  Indiana,  NBC. 


Announcers.  Many  immediate  job  openings 
for  good  announcers  throughout  the  S.E. 
Free  registration.  Confidential,  Professional 
Placement,  458  Peachtree  Arcade,  Atlanta, 
Ga. 


Have  positions  open  for  announcers,  news 
and  copy  experience  helpful.  Send  Tape, 
resume,  picture.  New  station  tremendous 
potential.  Write,  Guy  Christian,  Box  337, 
Phillipsburg,  Kansas. 


Want  experience?  Immediate  opening  for 
first  phone  combo  man,  Pacific  Northwest. 
Send  tape,  resume,  Box  710,  Colfax,  Wash- 
ington. 


Production-Programming,  Others 


Continuity.  Experienced  preparation  of  pro- 
duction spots.  Must  be  able  to  write  crea- 
tive and  selling  copy.  Permanent  position, 
salary  open.  Ohio  am,  fm,  tv.  Detail  past 
experience,  references,  salary  expected  and 
enclose  samples  of  work  and  small  photo. 
Confidential.  Box  129A,  BROADCASTING. 


Experienced  copywriter  in  one  of  the  in- 
dustry’s fastest  growing  chains.  Excellent 
opportunity  for  advancement.  Send  com- 
plete resume  and  sample  copy  with  first 
letter.  Box  158A,  BROADCASTING. 


Two  excellent  candidates  for  station  chain 
wanted.  One  for  news  director,  other  for 
program  director;  Good  prospect  of  ulti- 
mate transfer  from  radio  to  tv  if  desired. 
Send  background  tape  and  photo  to  Box 
219A,  BROADCASTING. 
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Help  Wanted — (Cont’d) 


Production-Programming,  Others 


Top  sales  and  production  personnel.  KASE, 
Austin,  Texas. 


Need  news  director.  Must  gather,  edit  and 
report.  Station  equipped  with  mobile  news 
unit.  Send  audition,  snapshot,  resume  and 
salary  requirement  to  Program  Director, 
KGFW,  Kearney,  Nebraska. 


WNXT,  Portsmouth,  Ohio  needs  experi- 
enced spot  copywriter.  Apply  Manager. 


Immediate  opening  for  top-flight  program 
director.  Top  pay  for  top  man.  Air-mail 
tape,  photo,  resume  to  P.O.  Box  5606,  Day- 
tona Beach,  Florida. 


Situations  Wanted — Management 


Ideal  profitable  small  market  management 
guaranteed.  Young,  honest  family  execu- 
tive. Box  116A,  BROADCASTING. 


Experienced  manager,  chief  engineer,  pro- 
gram director,  sales  manager,  announcer, 
recording  expert,  network  operation.  20 
years  in  tv  and  radio  and  recording  field. 
Desire  the  slower  pace  of  life  in  smaller 
towns.  Prefer  the  southern  Oregon  or 
northern  California  area.  Box  200A,  BROAD- 
CASTING. 


Manager,  commercial  manager  or  trouble- 
shooter— your  multiple  group  or  individual 
station.  Currently  sales  director  in  one  of 
first  fifteen  markets.  Seeking  change  for 
personal  reasons  and  lack  of  advancement 
opportunity.  Can  document  $350,000  personal 
sales  last  three  years  alone — all  local.  16 
years  experience — first  9 airman,  program- 
ming, administration — last  7 exclusively 
sales.  College  grad  in  upper  thirties  with 
family.  Can’t  consider  “if  come”  deals  prom- 
ising great  things  in  distant  future.  Verifi- 
able background  is  proof-plenty.  Prefer 
midwest  or  south.  Box  205A,  BROADCAST- 
ING. 


Situations  Wanted — (Cont’d) 


Management 


Twelve  years  management.  Last  year  and  a 
half  in  highly  competitive  top  50  market. 
Wish  to  relocate  with  solid  station  in  same 
type  market  where  imaginative  program- 
ming, community  participation  and  alert 
sales  direction  will  pay  off  for  all  concerned. 
No  floater.  Excellent  references.  Write  Box 
206A,  BROADCASTING. 


Opportunity  and  a challenge  for  both  con- 
cerned— here  is  a progressive  business  mind 
looking  for  radio  management,  and  futures 
with  a challenge.  Let’s  compare  notes  on 
sales,  your  market  and  opportunity.  Box 
207A,  BROADCASTING. 


Sales  manager/manager.  Medium  market 
station.  Heavy  on  local,  regional.  Package 
deals,  saturation  plans,  participation  seg- 
ments. Solid  experience  in  independent  pro- 
gramming news  and  music.  15  years  in 
radio.  Highest  industry  references.  Box 
211A,  BROADCASTING. 

Ready  to  gamble  13  years  radio  tv  agency 
experience  on  profit  sharing  basis  in  west- 
ern states.  Worked  up  from  copy  produc- 
tion merchandising  sales  to  management. 
Considering  several  offers.  Looking  for  best 
suitable  not  necessarily  best  financial  offer. 

Box  224A,  BROADCASTING. 

Radio  program  manager  can  write  "quali- 
tative” story  and  build  solid  image.  Double 
in  production-promotion.  Strictly  commer- 
cial. West  only.  Box  227A,  BROADCAST- 
ING. 


Sales 


N.  Y.  radio  reps.  Experienced  man  with 
present  day  problem  awareness  available 
for  public  relations,  station  rel.  and  sales 
promotion.  To  service  your  stations.  Living 
in  NYC.  Will  travel.  Box  223A,  BROAD- 
CASTING^  

Young,  experienced,  medium  market  sales 
manager,  seeks  advancement  to  station  with 
potential.  Proven  sales  record.  Midwest  to 
Rockies.  Box  229A,  BROADCASTING. 


Situations  Wanted — (Cont’d) 


Announcers 


Sports  announcer  play-by-play  all  sports. 
Plenty  of  experience.  Box  636S,  BROAD- 
CASTING. 


25  years  old,  single,  2 years  experience,  pre- 
fer Tennessee.  Box  119A,  BROADCASTING. 


Announcer-producer,  creative,  experienced,  i 
Good  air  salesman.  Sober,  stable  family 
man.  Prefer  northeast.  Box  122A,  BROAD- 
CASTING. 


Radio  - television,  announcer  - newscaster- 
personality.  10  years  experience,  top  20  mar- 
ket. Married,  32  years  of  age,  reliable.  Desire 
metro  Florida  market,  but  will  consider  any 
major  market.  Address  all  replies  to  Box 
128A,  BROADCASTING. 


Happy  adult  morning  personality-dj  with 
“good  morning”  sound.  5 years.  Now  mak- 
ing $130  for  48  hours.  May  take  less  money 
for  fewer  hours.  Box  131A,  BROADCAST- 
ING. 


Announcer  wants  job.  Run  own  board.  Will 
travel.  News.  Commercials.  Box  132A, 
BROADCASTING. 


Experienced  announcer,  dj  (2  years  experi- 
ence) interested  in  booth  and  on-camera 
announcing  or  radio-tv  combination.  Fam- 
ily man,  mature.  Wishes  to  relocate  perma- 
nently. Box  154A,  BROADCASTING. 


Young  dj -announcer  would  like  start  in 
newscasting  and/or  sportscasting.  Available 
June  6.  Box  180A,  BROADCASTING. 


Personality  dj— Young  man,  graduate  of 
SRT  with  two  years  college  experience  will 
go  anywhere.  Box  182A,  BROADCASTING. 


Announcer/dj.  Intelligent  modern  sound. 
For  larger  markets.  Creative.  Versatile.  Box  •] 
187A,  BROADCASTING. 


Need  start  anywhere — young  with  good 
broadcast  knowledge,  electronics.  Available 
now.  Box  188A,  BROADCASTING. 


CAREER  OPPORTUNITY  WITH  AMPEX 

Do  you  hold  an  electronics  engineering  degree  or  equivalent  experi- 
ence in  tv  broadcasting  field?  Then  you  may  be  the  man  sought  by 
Ampex  Professional  Products  Co.,  originator  and  manufacturer  of 
the  world  famous  VIDEOTAPE  Television  Recorder. 

2 yrs.  or  more  technical  sales  experience  with  tv  stations  may 
qualify  you  as  a sales  representative  for  Ampex’s  Video  Divi- 
sion. Openings  exist  in  several  areas  throughout  the  United 
States. 

This  is  an  unusual  opportunity  to  match  your  personal 
career  to  that  of  the  dynamic  company  featured  in  the 
April  issue  of  Fortune  Magazine. 

In  addition  to  salary  and  bonus  which  meet  or  exceed 
the  best  in  the  industry,  benefits  of  a career  with 
Ampex  include  expense  account,  profit  sharing  and 
liberal  medical-life  insurance  program.  Send  resume 
to:  T.  T.  Scudder,  Jr.,  Personnel  Mgr.,  Ampex  Pro- 
fessional Products  Co.,  Box  3000,  Redwood  City,  Calif. 


Top  announcer/dj  wants  to  relocate  in 
California,  Florida,  or  metropolitan  south. 
Top  rated  man  now  working  in  top  metro- 
politan market.  Excellent  voice,  excellent 
news,  five  years  experience.  Proven  show- 
man, excellent  production  and  ideas.  Mar- 
ried, one  child,  veteran,  young.  Resume, 
tape,  on  request.  Minimum  $150.00.  Box 
191A,  BROADCASTING. 


Country  music  personality.  Can  handle  pop, 
rock-n-roll,  news,  too;  prefer  country  music 
though.  Dependable,  family  man.  Write  Box 
196A,  BROADCASTING. 


Personality  dj — Good  ratings  in  one  of  top 
seven  markets;  college  graduate;  four  years 
experience;  now  making  over  $100  per 
week.  Box  203A,  BROADCASTING. 


Single,  25,  college  graduate,  small  experi- 
ence, big  potential.  Quality  guaranteed.  Box 
204 A,  BROADCASTING. 


Alert  announcer,  positive  commercial  de- 
livery. Follows  instructions  to  the  letter. 
Persuasive  medium-pitched  voice.  Partial  to 
southwest.  Immediate  tape.  Box  208A, 
BROADCASTING. 


Working  announcer-chief  engineer,  ever 
seven  years  experience,  all  phases.  Relocate 
in  the  southwest.  Box  217A,  BROADCAST- 
ING. 


Major  market  dj.  Five  years  experience — 
production,  will  travel.  Tape  on  request, 
27,  single.  Box  220A,  BROADCASTING. 


Big  city  radio  personality  with  tremendous 
success  history,  desires  to  make  connection 
with  radio  or  radio-tv  operation.  Strong  on 
air,  sales  and  station  promotion.  Box  221A, 
BROADCASTING. 


Powerful  radio  personality  who  without 
formulae  or  top  40  doubles  and  triple  rat- 
ings. Been  major  asset  to  station  both 
coasts,  biggest  markets.  Resume,  tapes  and 
success  stories  on  request.  Box  222A, 
BROADCASTING. 


Need  an  experienced  staffer?  Five  years 
solid  radio.  Adult  operation  only.  Now  an- 
nouncer-pd.  Cities  75,000  up  only.  Midwest. 
Box  226 A,  BROADCASTING. 
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Situations  Wanted — (Cont’d) 


Announcers 

Experience  and  versatility.  Mature,  authori- 
tative news  delivery,  gather  write.  Top  pop 
and  c/w  dj.  Showmanship  and  tight  pro- 
duction. Married,  sober,  and  dependable. 
Management  knows  of  ad.  Fred  Chapman, 
KFXD,  Nampa,  Idaho. 

Announcer,  dj.  California.  Lite  on  experi- 
ence, pleasing  personality  and  sound.  Re- 
stricted license,  want  fill  in  for  evenings  and 
Saturdays  and  Sundays.  Age  34.  Write  10037 
Halbrent,  Sepulveda,  California. 

Announcer,  first  phone,  no  maintenance, 
$85.00,  no  car.  BE  7-6721  after  5 PM.  Walter 
Piasecki,  2219  N.  Parkside,  Chicago. 

First  phone  combo  available  immediately. 
Prefer  southeast.  Also  experience  in  tv  pro- 
duction and  engineering.  Ansel  Weathers, 
208  Avenue  “A”,  S.E.,  Winter  Haven,  Flori- 
da. - 

Staff  announcer,  experienced  with  first 
phone.  Fit  any  programming.  Lyle  D.  Mc- 
Mullin,  731  »/2  W.  12th,  Trenton,  Missouri. 
Phone  1161  w. 

Available  immediately!  Experienced  in  dj, 
news,  sports,  commercials  and  newscasting. 
7 years  experience.  College  graduate,  A.B. 
degree  in  speech,  desire  adult  programming 
station,  network  or  strong  independent. 
Relocate  anywhere!  Ray  Bartlett,  1215  Har- 
vard Ave„  Billings,  Montana,  CHerry  8-8438. 


Young,  married,  veteran,  some  experience 
wishes  chance  to  swing  for  lively  station, 
available  10  June,  POrter  2-1310,  Clovis, 
New  Mexico.  Box  184A,  BROADCASTING. 


Technical 


Engineer  announcer  6 years  experience  pre- 
fer country  music.  Number  1 in  area.  Sober, 
not  a floater.  Call  Ted,  TE  8-9460,  3925 
Kearby  St.,  Fort  Worth,  Texas. 


Production-Programming,  Others 


June  or  before.  News-director,  pd  ten  years. 
Can  organize  both  ends.  No  top  forty.  Ex- 
cellent references.  Require  personal  inter- 
view. Midwest.  Box  181A,  BROADCASTING. 


Copywriter — Seeks  staff  position,  small 
market.  Visually  handicapped,  but  capable. 
Samples  available.  Box  190A,  BROADCAST- 
ING. 


Married,  currently  employed  in  top  25  mar- 
ket, graduating  from  college  in  June.  Two 
years  commercial  experience.  Strong  on 
production.  Looking  for  pd  job  in  smaller 
market.  Box  212A,  BROADCASTING. 


News  director  15  years  experience,  major 
and  medium  markets.  Set-up  and  actively 
-direct  an  action-packed  news  format  for 
your  station,  starting  from  scratch  or  with 
your  established  policies.  38,  married,  per- 
sonable, steady  habits,  etc.  Currently  em- 
ployed major  market,  but  program  changes 
here  have  eliminated  five-man  news  de- 
partment. I know  what  I’m  doing;  need 
no  supervision.  Minimum  $7,500.  Phone 
Cleveland,  Ohio.  LAkewood  1-3456. 


TELEVISION 


At  last  you  can  sell  the  Irish  market 
through  Brian  Gallaher,  formerly  with  radio 
Eireann,  now  in  New  York.  Give  them  Irish 
music,  Irish  news,  and  above  all,  an  Irish 
brogue.  The  luck  of  the  Irish  will  be  yours. 
Phone— ST  9-2559  after  6:30  p.m.  Write — 
39  Montgomery  Place,  Brooklyn,  N.Y. 


Modern  live  wire  swingin’  disc  jockey  avail- 
able. Have  worked  five  and  six  station  mar- 
kets. Production  minded  with  good  equip- 
ment. Wire:  Bob  Montgomery,  16806  LkwD. 
Hts.  Blvd.,  Cleveland  7,  Ohio. 


“Combo”  engineer-announcer  desires  im- 
mediate employment.  Earl  Hill,  3104  Hud- 
nall.  Apt.  C,  Dallas  35,  Texas. 


See  television  ad — Dick  Landfield 


Technical 


Chief  engineer  available.  18  years  experi- 
ence all  phases  of  operation,  planning  and 
construction  both  television  and  radio.  Box 
134A,  BROADCASTING. 


First  phone,  8 years  experience  am  and  fm, 
transmitter  and  studio.  Tape  and  disc  re- 
cording. Box  151  A,  BROADCASTING. 


Female  with  1st  class  license.  5 years  ex- 
perience 5 kw.  Weak  on  maintenance.  Typ- 
ing ability.  Prefer  station  directional  anten- 
na in  south.  Box  169A,  BROADCASTING. 


1st  phone,  5 years  am  experience  mainte- 
nance, construction,  directional.  Ham  10 
years.  No  announcing.  Married.  Virginia  or 
neighboring  states  only.  Box  185A,  BROAD- 
CASTING. 


Engineer.  First  phone.  All  phases  high  pow- 
ered directionals.  Measurements,  mainte- 
nance, remotes,  etc.  FM.  Desire  straight  en- 
gineering, or  job  with  some  sales.  Box  209A, 
BROADCASTING. 


Experienced  announcer,  first  class  licensed. 
$100.  Phone:  Palatka,  Florida,  East  5-4536, 
Extension  216. 


Chief  or  assistant.  Nine  years  radio,  one  tv. 
Joe  McClain,  1306  N.  McCann,  Kokomo,  In- 
diana. 


Beginner  engineer — First  phone.  Desire  op- 
portunity to  learn  and  advance.  John  Mc- 
Intyre, 3309  Ridgeoak  Drive,  Dallas  34, 
Texas. 


College  student  with  first  phone  desires 
summer  employment.  Chuck  Barrows,  1104 
So.  123  St.,  Tacoma,  Washington. 


Help  Wanted — Sales 


Medium  market  vhf  network  station  needs 
sales  manager  who  will  call  on  national 
agencies  plus  direct  local  salesmen.  Travel 
will  take  up  50%  of  your  time.  Excellent 
future  for  selling  sales  manager.  Incentive 
plan.  Must  be  stable  married  man  who 
wants  to  become  a part  of  a growing  com- 
munity. Send  resume  with  billing  figures 
to  Redd  Gardner,  General  Manager,  KCRG- 
TV  Cedar  Rapids. 


Technical 


New  midwest  tv  station  requires  experi- 
enced tv  engineers.  Send  resume  to  Box 
192A,  BROADCASTING. 


Midwest  vhf-am-fm  transmitter  technician. 
Video  control-studio  technician.  Requires 
first  class  ticket.  Only  experienced  person- 
nel need  apply.  Top  station  in  a large 
market  with  full  color  and  tape  facilities. 
Send  complete  resume,  photo,  and  ex- 
pected salary.  Box  231A,  BROADCASTING. 


First  class  engineer  wanted  for  studio  op- 
eration full  power  vhf  with  remote  unit. 
Some  experience  necessary.  Contact  Chief 
Engineer,  KLFY-TV,  Lafayette,  Louisiana, 
Phone  CE  5-9494. 


WTOC-TV,  Savannah,  Georgia,  needs  first 
class  engineer  or  qualified  experienced 
technician.  Reply  by  letter  giving  complete 
qualifications,  references,  photograph  and 
salary  requirement  to  chief  engineer. 


TV  studio  engineers  for  design,  test,  and 
field  engineering.  Rapidly  expanding  pro- 
gressive company.  All  benefits,  plus  rapid 
advancement  for  qualified  engineers.  Foto- 
Video  Laboratories  Inc.  CE.  9-6100,  Cedar 
Grove,  New  Jersey. 


Production-Programming,  Others 


Supervisory  engineer  wanted.  Engineer  with 
qualifications  for  supervisory  duties  with 
pioneer  basic  major  network  station  in 
upper  south.  Must  have  a first  class  radio- 
telephone license  with  experience  on  studio, 
VTR,  and  transmitter  equipment.  Excellent 
working  conditions  with  holidays,  vaca- 
tions, and  insurance.  Send  full  resume  with 
picture  to  Box  974S,  BROADCASTING. 


Experienced  television  copy  writer,  male  or 
female,  to  expand  present  staff  of  four  in 
medium  midwest  market.  Above  average 
salary,  health  insurance,  pleasant  working 
conditions.  Immediate  opening.  Applicants 
from  midwest  preferred.  Send  complete 
resume,  sample  copy  to  Box  210A,  BROAD- 
CASTING. 


Help  Wanted — (Cont’d) 


Production-Programming,  Others 


WFMY-TV  Greensboro,  N.C.,  needs  televi- 
sion copywriter  for  commercial  spot  copy. 
Prefer  television  experience,  but  radio  will 
be  considered.  Forty-hour  week,  excellent 
working  and  living  conditions.  Group  in- 
surance plans.  Two  person  department. 
Give  us  full  information  about  experience 
and  send  samples  of  copy,  along  with  photo- 
graph to  Miss  Pace,  WFMY-TV.  All  appli- 
cants will  receive  reply. 


TELEVISION 


Situations  Wanted — Management 


Is  your  station  editorializing  on  newscasts? 
Screening  commercials  before  acceptance? 
Both  will  be  S.O.P.  as  industry  matures. 
Tv  station  owner  with  similar  convictions 
can  size  up  blunt,  follow-throughing,  suc- 
cessful commercial  manager  in  250,000  set 
city  seeking  small  market  station  manager- 
ship, preferably  southeast.  Solid  eleven 
year  record,  character  to  match.  Box  A79S, 
BROADCASTING. 


Situations  Wanted — Announcers 


Professional  tv  announcer-newscaster.  Top 
qualifications.  $150  weekly  plus  talent.  Box 
142A,  BROADCASTING. 


Help!  Trapped  in  the  twilight  zone.  An- 
nouncer, hot  personality,  weather,  kiddie 
shows,  director,  production  supervisor. 
Sincere  hard  sell.  Six  years  radio-tv. 
Young,  married,  one  child.  Go  anywhere  as 
long  as  its  up.  Now  working  midwest  tv. 
Box  225A,  BROADCASTING. 


Experienced — On  camera  televison — 50,000 
watts  radio.  News  director,  versatile  dj,  tv 
weather,  special  events,  play-by-play, 
continuity,  etcetera.  Excellent  voice,  crea- 
tive, dependable,  congenial.  Major  market 
permanency,  only.  Weekly  minimum  $125.00. 
Dick  Landfield,  4013  N.  Richmond,  Chicago, 
Illinois.  KEystone  9-7485. 


Technical 


Chief  or  supervisor,  12  years  am-fm-tv,  plan- 
ning, construction,  maintenance,  operations. 
4 years  chief,  4 years  supervisory  experi- 
ence. Box  109A,  BROADCASTING. 


Florida  stations  hire  graduates  of  compre- 
hensive technical  and  production  training 
program.  For  equal  satisfaction  contact  In- 
tern Supervisor,  WTHS-TV,  Miami. 


Videotape  man.  Five  years  experience  stu- 
dio operation,  construction,  maintenance, 
supervision.  One  year  strictly  tape.  Prefer 
southeast.  Available  May  16.  Dave  Jacob- 
son, Box  424,  Aurora,  Minn. 


Production-Programming,  Others 


Director  in  25th  market  desires  to  move 
up.  Well  rounded  and  can  do  own  switch- 
ing. If  you  have  a challenge,  I’m  your  man. 
Write  Box  195A,  BROADCASTING. 


Tv  research.  All  phases  broadcasting  re- 
search. Management  and  promotional  uses. 
Presently  with  leading  broadcast  research 
firm.  Available  for  new  assignment  with 
station  group,  rep,  firm,  or  agency.  Inquire 
in  complete  confidence.  Box  214A,  BROAD- 
CASTING. 


Time  of  Decision  follows  five  years  close 
observation  tv  as  columnist,  features  editor 
top  daily.  Vivid  approach  to  scripts,  copy. 
Background  MA,  playwriting.  Box  235A, 
BROADCASTING. 


News  director  7 years  top  network  and 
NY  local;  documentaries,  special  events  and 
pub.  affairs;  wishes  to  relocate  to  major 
market  outside  NY.  Box  236A,  BROAD- 
CASTING. 


FOR  SALE 


Equipment 


For  sale,  Gates  remote  control.  Cabinets  in- 
cluded. Looks  like  new.  One  half  original 
cost.  Box  866 S,  BROADCASTING. 


TV  antenna  system,  300  ft.  Ideco  guyed 
tower  and  lighting,  3-bay  superturnstile 
RCA  7-13  antenna,  dual  3Va"  RCA  teflon 
line,  elbows,  gas  seals,  inside  elbows  and 
dehydrator.  Box  137A,  BROADCASTING. 
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FOR  SALE 


Equipment — ( Cont’d ) 


RCA  beat-frequency  oscillator  type  69-B — 
$95.00.  RCA  noise  and  distorter  meter  type 
69-B — $95.00.  Both  in  good  condition.  Box 
193A,  BROADCASTING. 


Two  RCA  TS5A  and  one  TS21A  switchers. 
Prices  and  details  upon  request.  Box  232A, 
BROADCASTING. 


Gates  remote  control — excellent  condition, 
now  in  use.  $500.00  for  quick  sale.  Radio 
Station  KATE,  Albert  Lea,  Minn. 


Two  DuMont  Type  TA-191A  Cinecon  flying 
spot  scanner  film  projectors  in  excellent 
condition  and  complete  with  two  video 
amps.,  power  supplies,  local  and  remote 
control  panels,  spare  parts  and  tools.  Equip- 
ment lists  and  costs.  2 Projectors  5363-B, 
$2,500— $5,000.  2 Ped  5337-A,  $900— $1,800. 

Including:  2 local  controls  5356- A,  2 audio 
amps  5421-A,  2 power  supply  5422-A,  2 exc. 
lamp  sup.  5423-A.  2 Video  Amps.  5310-C, 
$375— $750.  2 power  Sup.  5019-A,  $300— $600. 
1 Remote  Panel  5355-B,  $200 — $200.  Total 
$8,350.  Please  reply  to  E.  Newton  Wray,  % 
KTBS-TV,  Shreveport,  La. 


Western  Electric  10  kw  fm  transmitter  plus 
many  extra  tubes  and  parts.  For  sale  to 
one  or  two  buyers.  WIFI,  Box  3022,  Phila- 
delphia 50. 


Used  only  5 years,  in  excellent  condition 
RCA  BTA  250L  am  transmitter.  Call  or 
write  McMurry,  WJPR,  Greenville,  Missis- 
sippi.   


Monitor,  fm  freq.  and  modulation.  W.E.  5A 
complete  with  20C  power  supply.  Now 
operating  at  106.1.  Easy  to  change  crystal. 
Best  offer.  WQAL,  Philadelphia  18,  Pa. 


Buy,  sell  or  trade  also  new  and  used  towers. 
Special  150'  am  self-supporting.  Ready  to 
ship  $1,000.00.  P.O.  Box  55,  Greenville,  N.C. 


Western  Electric  443A  one  kilowatt  am 
transmitter,  550-2700  kc,  FCC  type  approved. 
Complete  with  doghouse  and  some  spares. 
Excellent  condition.  Best  offer  over  $500. 
Also  4 channel  airborne  tape  recorders. 
Jim  Carpenter,  2621  Sarda,  Rancho  Cor- 
dova, California. 


Microwave  transmission  line — Andrew  1%" 
rigid  51.5  ohm,  teflon  insulated.  Large 
quantity,  complete  with  connectors,  ells, 
hardware,  cables  and  dehydrating  equip- 
ment. New.  Unused  bargain.  Sierra  Western 
Electric  Cable  Company,  1401  Middle  Har- 
bor Road,  Oakland  20,  California. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenburnie,  Md.  Day  phone  SO.  6-0766 — 
Night  and  emergency  phone  SO.  1-1361. 
Write  or  call  collect. 


Tv  video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  .different  models  8" 
thru  24".  Miratel,  Inc.,  1080  Dionne  St.,  St. 
Paul,  Minn. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto-Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100. 


Commercial  test,  monitoring,  terminal,  mi- 
crowave, and  assorted  transmitting  and 
studio  equipment.  Tubes  and  components 
also  bought  and  sold.  Electro-Find,  550 
Fifth  Avenue,  N.Y.C. 


Magncord  PT6JAH  $340;  PT63JAH,  $375, 
both  thoroughly  reconditioned.  PT6M  motor 
spooling  mechanism  $75.  Concertone  profes- 
sional good  condition  $299.50.  United  Radio, 
22  N.W.  9th,  Portland,  Ore. 


WANTED  TO  BUY 


Stations 


Station  or  cp  wanted  east  or  south,  100,000 
to  500,000  market  population.  Financially 
responsible.  Expert  operator  has  exception- 
ally lucrative  offer  for  right  station.  Con- 
fidential. Box  577S,  BROADCASTING. 


Equipment 


Wanted  to  buy — 1%"  co-ax,  rigid  transmis- 
sion line.  Send  full  information  to  Box  860S, 
BROADCASTING. 


WANTED  TO  BUY 


Help  Wanted — (Cont’d) 


Equipment — ( Cont’d ) 


Sales 


Album  library  sought;  radio  station  wants 
top  condition  used  record  albums  33-1/3 
rpm.  Write  Box  202A,  BROADCASTING. 


DuMont  acorn  500  watt  hi-band,  also  have 
another  party  for  a 5 kw  DuMont  amplifier 
hi-band.  KINY-TV,  231  So.  Franklin  St., 
Juneau,  Alaska. 


One  Gates  CB  11  turntable  mechanism. 
Allen  King,  RFD,  Wesson,  Miss. 


Any  type  or  quantity  of  terminal  monitor, 
test,  studio  or  microwave  equipment  in- 
cluding tubes.  Electro-Find,  550  Fifth  Ave- 
nue, N.Y.C. 


INSTRUCTIONS 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood, 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
May  4,  June  29,  August  31,  October  26, 
1960.  January  4,  1961.  For  information,  ref- 
erences and  reservations  write  William  B. 
Ogden,  Radio  Operational  Engineering 
School,  1150  West  Olive  Avenue,  Burbank, 
California. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta.  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


FCC  Licenses,  six-week  course.  Ninety  per- 
cent pass  license  examinations  the  first 
time  taken.  Next  class  June  13th.  Free  lit- 
erature. Pathfinder,  510  16th  St.,  Oakland, 
California. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas. 
Texas. 


MISCELLANEOUS 


Your  station  directly  “connected”  to  thou- 
sands of  telephones  in  your  area.  Effective 
for  sales,  surveys  and  public  relations. 
Write  Box  189A,  BROADCASTING. 


Researchers:  Use  fast,  accurate  “Metzger’s 
Table  of  45,000  Per  Cents”  for  denominators 
1 through  309.  $5.00,  55  pages.  Box  717, 
Atlanta  1,  Georgia. 


Production  radio  spots.  No  jingles.  Free 
audition  tape.  M-J  Productions,  2899  Tem- 
pleton Road,  Columbus,  Ohio. 


BUSINESS  OPPORTUNITIES 


Reputable  station  owner  desires  to  borrow 
$25,000  for  one  year  or  less.  Willing  to  pay 
better  than  6%  interest  and  offer  51%  stock 
in  $100,000  operation  as  security.  Confiden- 
tial. Write  Box  228A,  BROADCASTING. 

Help  Wanted 
Sales 


Wanted  — Time  Salesman 
Excellent  opportunity  for  early  advance- 
ment to  Sales  Manager.  Large  am-fm 
operation  in  western  New  York.  Salary 
and  commission.  Send  resume,  refer- 
ences, desired  salary,  etc.,  to: 

Box  230A,  BROADCASTING 


LIFE  OPPORTUNITY  \ 

Salesmen  and  D.J/s  1 

Top  station  major  market  wants  1 
2 young  salesmen  for  future  ^ 
executives.  College,  ability,  will-  < 
ing  to  work.  4 

i 

i 

2 big  time  D.J.'s  for  top  shows,  j 
College,  ability,  personality.  1 

< 

4 

Adding  to  staff  and  desire  out-  i 
standing  people.  Give  complete  2 
details.  i 

Box  234A,  BROADCASTING  \ 

j 


SALES  ENGINEERS 

Leading  broadcast  equipment  manu- 
facturer accelerating  expansion  pro- 
gram. Looking  for  top-notch  sales 
minded  professionals  to  travel  and  sell 
quality  equipment  in  the  following 
areas: 

Northwestern  States 
Midwestern  States 
Eastern  States 
South  Central  States 

These  positions  command  high  salaries, 
paid  expenses  and  incentive  program 
for  increased  sales.  Full  company  bene- 
fits, too. 

Please  do  not  call  as  only  written 
resumes  can  be  accepted  to  permit 
careful  evaluation. 

Send  resume  to 
Personnel  Department 
Gates  Radio  Company 
Quincy,  Illinois 


WANTED  TO  BUY 


Stations 


INVEST  AND  MANAGE 

Successful  radio  manager,  small,  me- 
dium, large  markets  seeks  ownership 
and  management  opportunity  in  the 
west.  Early  thirties — family  man. 

Box  183  A,  BROADCASTING. 


Want  to  purchase  radio  station 
in,  or  just  outside  N.E.  Buyers 
have  necessary  capital  and  know- 
how. No  brokers  please.  Reply 
to  Box  216A,  BROADCASTING. 


no 
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Employment  Service  Stations 


CAREER  OPPORTUNITIES 

Announcers  — Sales  Manager  — Time  Sales 
— Engineers  — We  have  openings  avail- 
able in  all  categories— in  many  markets. 
Write  NOW  for  an  application. 

BROADCAST  CAREERS 

6230  Troost  Ave.  Kansas  City  10,  Mo. 
HI  4-2900 


JOBS  IN  BROADCASTING 

Interesting  and  challenging  positions  avail- 
able for  competent,  reliable  broadcasting 
personnel — Radio  and  TV  broadcast  or  be- 
hind the  scenes.  Our  employment  agency 
may  help  you  to  achieve  your  highest 
artistic  and  salaried  potential.  Write  today 
for  free  details  to: 

RICHARD  M.  HANLON 
ASSOCIATES 

P.O.  Box  1193  Indianapolis  6,  Ind. 


MISCELLANEOUS 


D-J'S  COMEDY  MATERIAL  D-J'S 

New,  Original,  Timely,  Sharp. 
Hundreds,  one  liners,  jokes  pro- 
duction bits  — wit  — etc.  Never 
heard  before — The  greatest.  Top 
D-J's  U.S.  and  Canada,,  using. 

Over  50  typewritten  pages  . . $5.00 
Money  Orders  to: 

LES  CARTER  PRODUCTIONS 
82  Bellevue  Ave. 

Toronto,  Canada 


BROADCAST  PRINTING 

Continuity 
Paper 

Minimum  order  5000 
16# — vvhite  paper — black  ink.  Send 
copy  of  paper  you  are  now  using  with 
check.  Colored  paper — add  $1.00  per 
1000.  Punching  for  binder  $2.50  per 
5000. 

FREEBERN  PRESS,  INC. 

Hudson  Falls,  N.Y. 


STATIONS 


FOR  SALE 


FOR  SALE— (Cont’d) 


Calif. 

Single 

250W 

$65M 

terms 

Texas 

Single 

250w 

25M 

7 dn. 

Miss. 

Single 

250w 

39M 

terms 

La. 

Single 

500w 

52  M 

terms 

Miss. 

Single 

250w 

140M 

10  yrs. 

Tenn. 

Single 

lkw-D 

55M 

cash 

Va. 

Single 

250w 

60M 

29%  dn. 

III. 

Single 

500w 

95M 

29%  dn. 

Va. 

Single 

lkw-D 

80M 

terms 

Calif. 

Single 

250w 

68M 

15  dn. 

Fla. 

Small 

250W 

53  M 

15  dn. 

Calif. 

Small 

lkw-D 

69M 

29%  dn. 

W.  Va. 

Small 

250w 

40M 

10  dn. 

Fla. 

Small 

250w 

55M 

29%  dn. 

Fla. 

Small 

250w 

85M 

8 dn. 

Fla. 

Medium 

5kw 

230M 

29  dn. 

N.Y. 

Medium 

lkw-D 

150M 

29%  dn. 

Ga. 

Metro 

5kw 

200M 

29%  dn. 

Va. 

Metro 

250w 

330M 

25%  dn. 

Ala. 

Metro 

lkw-D 

175M 

terms 

N.C. 

Metro 

500w 

170M 

11  yrs. 

Fla. 

Large 

5kw 

185M 

29%  dn. 

S.E. 

Maj-Sub  lkw-D 

150M 

low  dn. 

South 

Major 

250w 

275M 

29%  dn. 

And  Others 

PAUL.  1 

CHAPMAN  COMPANY 

1 

NCORPO  RATED 

MEDIA  BROKERS 

Atlanta 

Chicago 

Please  address: 

New  York 

1182  W.  Peachtree 

San  Francisco 

Atlanta  9,  Ga. 

THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


_ GUNZENDORFER  _ 

CALIFORNIA  — Unique  four  station 
package  buy.  All  non-directional  fulltim- 
ers  in  leading  southern  California  markets. 
Price  for  all  stations  $750,000  including 
$150,000  worth  of  real  estate.  (Exclusive) 

ARIZONA — 1000  watt  daytimer  $60,000. 
$20,000  down.  Easy  payout.  (Exclusive) 
CALIFORNIA — Northern  250  watter  full- 
timer  $75,000.  29%  down.  $300  a month 
payout.  (Exclusive) 

WILT  GUNZENDORFER 
AND  ASSOCIATES 

8630  W.  Olympic,  Los  Angeles,  California 
Licensed  Brokers — Financial  Consultants 
Phone  OLympia  2-5676 


§ ^^ALIFORNIA^RADI?  ^ ^ 
§ STATION  | 

§ Will  sell  all,  half,  or  lease.  Station  £ 
& in  the  black  doing  well.  Absentee  x 
? ownership  makes  this  offer  necessary.  \ 
$ Box  197A,  BROADCASTING  ^ 

1 

) 

> 

> 

} 

) 

To  buy  or  sell  Radio-TV  properties 
contact 

patt  McDonald  co. 

Box  9266,  Austin,  Texas.  GL.  3-8080 
Or,  Jack  Koste,  60  E.  42nd,  NY  17,  NY 
MU.  2-4813 

PACIFIC  NORTHWEST. 
MAJOR  MARKET  FULLTIMER 

Excellent  dial  position.  Highly  rated 
and  operating  in  black,  with  revenues 
steadily  increasing.  $350,000  with  29% 
down  and  balance  on  good  terms.  Con- 
siderably less  tor  cash. 

Box  233A,  BROADCASTING 

NORMAN  & NORMAN 

INCORPORATED 

Brokers  — Consultants  — Appraisers 

RADIO-TELEVISION  STATIONS 

Nation-Wide  Service 
Experienced  Broadcasters 
Confidential  Negotiations 

Security  Bldg.  Davenport,  Iowa 

Continued  from  page  106 

KIUL  Garden  City,  Kans. — Granted  license 
covering  installation  new  trans. 

WDSM  Superior,  Wis. — Granted  mod.  of 
license  to  operate  trans.  by  remote  control, 
using  DA,  DA-N;  conditions. 

KOBY-FM  San  Francisco,  Calif.— Granted 
mod.  of  cp  to  decrease  ant.  height  to  924 
ft.,  change  type  ant.  and  make  changes  in 
ant.  system. 

WHYS  Ocala,  Fla. — Granted  extension  of 
completion  date  to  April  15. 

Actions  of  April  12 

WSNO  Barre,  Vt. — Granted  assignment 
of  cp  to  J-K-L,  Bcstg.  Co. 

Old  Pueblo  Bcstg.  Co.,  Tucson,  Ariz. — 
Granted  license  for  1 trans.  in  low  power 
service. 

Actions  of  April  11 

KLPR  Oklahoma  City,  Okla. — Granted 
acquisition  of  positive  control  by  Lovelle 
Morris  Jack  Beasley  through  purchase  of 
stock  from  B.M.  “Monty”  Wells. 

WBNY  Buffalo,  N.Y. — Remote  control  per- 
mitted. 

KMFM  (FM)  Tularosa,  N.M.— Granted  re- 
quest for  cancellation  of  license  for  fm 
station;  call  letters  deleted. 

KMAM  Tularosa,  N.M. — Granted  request 
for  cancellation  of  license  for  am  station; 
call  letters  deleted. 

Actions  of  April  8 

KQAL-FM  Omaha,  Neb. — Granted  mod. 
of  SCA  to  change  sub-carrier  frequency 
from  41  kc  to  42  kc  and  67  kc  and  make 
changes  in  equipment. 

KMAQ  Maquoketa,  Iowa — Granted  au- 
thority to  sign-off  at  6 p.m.,  CST,  for  period 
through  Sept.  30,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

KEYD  Oakes,  N.D. — Granted  authority  to 
sign-off  at  6:30  p.m.,  for  period  through 
Sept.  30,  except  for  special  events  when  sta- 
tion may  operate  to  license  design-off  time. 

WCKB  Dunn,  N.C. — Granted  authority  to 
sign-on  at  6:30  a.m.  and  sign-off  at  6:30 
p.m.,  for  period  through  Aug.  31,  except  for 
special  events  when  station  may  operate  to 
licensed  sign-off  time. 

WOWY  Clewiston,  Fla.— Granted  exten- 
sion of  completion  date  to  Aug.  1. 

PETITIONS  FOR  RULEMAKING 

John  R.  Powley  & Frank  J.  Hedrick, 
Houston,  Tex. — Requests  amendment  of 
rules  as  follows:  (1)  change  educational  res- 
ervation in  Austin,  Tex.,  from  *70—  to  24; 
(2)  delete  ch.  70 — and  add  ch.  67  in  Austin, 
Tex.;  delete  ch.  52—  and  all  ch.  70—  in  Bren- 
ham,  Tex.  and  delete  ch.  53+  and  add  ch. 
76  in  San  Marcos,  Tex. 

WMIX-AM-FM  Mt.  Vernon,  111.— Request 
assignment  of  ch.  13  to  Mt.  Vernon,  111., 
and  to  take  such  steps  with  respect  to 
utilization  of  ch.  13  at  Bowling  Green, 
Ken.  as  indicated  by  petitioner.  Denied  by 
memorandum  opinion  & order  adopted 
April  8,  1960  and  released  April  11,  1960. 


Stations 


FOR  SALE— (Cont’d) 


STATIONS  FOR  SALE 

ROCKY  MOUNTAIN.  Fulltimer.  Av- 
erage gross  $80,000  for  last  five 
years.  Asking  $80,000  with  29% 
down.  Exclusive. 

ROCKY  MOUNTAIN.  - SOUTH- 
WEST. Good  sized  market.  Doing 
$80,000.  Daytimer.  Asking  $120,- 
000  with  29%  down. 

CALIFORNIA.  Exclusive.  Da>  rimer. 
Asking  $65,000  with  29%  down. 
Man  and  wife  operation. 

SOUTHWEST.  Top  market.  Full- 
time. Well  established.  Doing  $10,- 
000  a month.  Asking  $275,000 
with  29%  down. 

Many  Other  Fine  Properties 
Everywhere. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 

HO.  4-7279 
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THIS  CAPTIVE  AUDIENCE 
IS  TRYING  TO  REACH  YOU! 


Help  forge  the  only  link  with  freedom 
that  76  million  satellite  captives  have— 
support  Radio  Free  Europe 


Leaders  of  the  broadcasting  industry — men 
like  Goldenson,  McGannon,  SarnofF  and 
Stanton— are  today  urging  you  to  help  tell  the 
truth  to  the  audience  that  needs  it  most.  Use 
your  programs,  your  voice  to  back  up  your 
Radio  Free  Europe  colleagues.  Seldom  has 
American  broadcasting  had  such  an  opportu- 
nity to  help  sustain  free  broadcasting  through- 
out the  world.  Your  RFE  kit  contains  all  the 
radio  and  television  materials  you  need  to  do 
a complete  job. 

What  Radio  Free  Europe  is 

RFE  is  a privately  supported  network  of  28 
transmitter  and  relay  stations  broadcasting  to 


76  million  captive  peoples  in  Poland,  Hungary, 
Czechoslovakia,  Bulgaria  and  Romania.  It  is 
on  the  air  up  to  18  hours  a day  reaching  this 
vital,  truth-hungry  audience. 

Why  RFE  is  important 

Without  broadcasts  like  those  of  RFE,  the  cap- 
tive peoples  of  satellite  countries  would  never 
know  the  truth  about  the  outside  world.  It 
gives  moral  sustenance  to  those  nations  which 
have  traditionally  loved  freedom.  During  the 
Special  Campaign  period,  April  24— May  8, 
please  give  Radio  Free  Europe  your  all-out 
personal  support. 


Broadcasters  for  Radio  Free  Europe 
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OUR  RESPECTS  TO  . , . 

William  Myron  Savitt 


No  man  hath  a greater  love  for  his 
community  than  Bill  Savitt  for  his 
adopted  city  of  Hartford. 

A whiz  at  promotion  and  a philan- 
thropist at  heart,  Mr.  Savitt  has  built  a 
legend  for  dependability  and  service  in 
a community  whose  very  foundation  is 
sunk  solid  in  the  dependable  and  con- 
servative insurance  business. 

The  community  image  of  Bill  Savitt, 
successful  operator  of  radio  station 
WCCC  and  Savitt  Jewelers,  a thriving 
retail  outlet,  stands  out  and  up,  though 
often  unconventionally. 

He  has  a credo — much  publicized  in 
Hartford— that  he’ll  “stand  on  my  head 
to  serve  you.”  Over  the  years,  the  heads- 
down  image  has  become  an  institution. 
When  the  occasion  moves  him.  Bill 
Savitt  will  bustle  out  of  his  office  on 
the  second  floor  of  the  jewelry  store 
and  select  from  the  narrow  but  well- 
stocked  trophy  department  a foot-high 
(and  feet-high)  image  of  Mr.  Savitt  cast 
in  bronze  for  presentation  to  a citizen 
who  has  rendered  an  outstanding  com- 
munity service. 

Mr.  Savitt,  owner-operator  of  WCCC, 
constantly  gets  at  the  head  of  the  line 
and  his  name  in  the  newspapers  for  com- 
munity service  that  must  come  up  to 
his  own  special  standards. 

Simplicity  ■ His  services  are  mostly 
simple,  but  often  costly.  At  considerable 
expense,  Bill  and  brother  Max  Savitt,  an 
attorney  and  former  city  police  court 
judge,  once  rented  phone  lines  during 
the  winter  season  to  pipe  after-hours 
music  to  skaters  in  the  city’s  public 
park  system  (the  decision  came  after 
they  took  their  own  children  for  an 
outing  on  the  ice). 

The  Savitts  always  loved  sports.  Eight 
years  after  they  arrived  in  Hartford 
from  their  Springfield,  Mass.,  home,  the 
brothers  in  1926  founded  the  Savitt 
Gems  Baseball  Club,  kept  organized 
baseball  alive  and  attracted  pro  ball 
clubs  to  Hartford  until  the  post-World 
War  II  baseball  pinch  snuffed  out  pub- 
lic support. 

There’s  hardly  an  important  cause 
or  fund-raising  in  town  in  which  Bill 
Savitt  isn’t  leading  the  way.  He  was 
chairman  of  the  state’s  merchants  dis- 
aster committee  formed  to  help  the 
small  retailer  hurt  badly  in  those  com- 
munities stricken  by  the  floods  of  late 
1955.  He’s  now  engaged  in  fund  rais- 
ing for  the  planned  U.  of  Hartford. 
During  World  War  II,  he  ate  up  space 
and  time  in  newspapers  and  on  radio 
promoting  blood  donations,  Red  Cross 
funds,  letter-writing  to  servicemen,  sup- 
port to  USO,  war  bonds  purchases  and 


the  like.  (There  was  no  room  in  Mr. 
Savitt’s  planning  in  those  days  for 
jewelry  ads.) 

Big  Beltline  ■ He’s  a sucker  for  a 
hard  luck  story,  or  as  one  friend  put  it: 
“A  man  whose  heart  always  has  had 
a bigger  beltline  than  his  trousers.”  De- 
spite a flamboyance  that  normally  ac- 
companies his  activities,  Mr.  Savitt  has 
made  most  of  his  contributions  to  the 
needy  and  destitute  on  the  spur  of 
the  moment  and  under  a cloak  of  se- 
crecy. An  associate  remarks:  “If  by  any 
slim  chance  Bill  is  not  a millionaire  it’s 
because  he’s  given  away  the  balance  to 
several  hundred  deserving  souls.” 

At  an  interview  in  his  modern  Tudor- 
styled  home  in  a residential  area  of 
Hartford,  Mr.  Savitt  explained  his  repu- 
tation for  being  a soft  touch.  For  one 
thing,  he  feels  he  owes  the  community 
something.  Bill  and  Max,  members  of 
a family  to  which  seven  children  were 
born  (Bill  on  March  9,  1901),  arrived 
broke  and  job-hungry  in  Hartford  24 
years  ago.  They  found  friends  and  for- 
tune in  a city  of  opportunity. 

And,  says  Mr.  Savitt,  he  just  can’t 
help  himself.  A school  ball  team  seeks 
uniforms  and  a couple  of  the  boys  talk 
to  the  station  owner.  “Now,  how  can 
you  say  no  to  a thing  like  that?”  says 
Bill  Savitt  with  a face-splitting  grin.  Re- 
sult: a dinner  gratis  from  the  Savitt 
brothers  and  money  is  raised  for  the 
uniforms. 

His  two  enterprises — store  and  sta- 
tion— are  at  opposite  ends  of  Asylum 
Street  in  downtown  Hartford.  The  store 
he  founded  in  1919,  the  station  in  1948. 
How  did  he  get  into  radio?  “I  love  pro- 


WCCC’s  Savitt 


On  his  toes,  or  on  his  head 


motion  and  people;  radio,  which  is  made 
up  of  both,  came  naturally.  I eat  it  up 
like  you  eat  three  meals  a day.” 

Savitt  Saturation  ■ Radio  is  promo- 
tion as  well  as  public  service  in  Mr. 
Savitt’s  book.  This  is  obvious  in  that 
WCCC  runs  some  400  Savitt  Jewelry 
spots  weekly.  But  he  doesn’t  stop  there; 
he’s  running  the  same  schedule  on  four 
competing  radio  stations. 

He  has  a program  philosophy.  Sunup 
to  sundown,  he  says,  “we  provide  the 
music  you  want  in  good  taste;  you  can 
depend  on  us  for  time,  news  and  tem- 
perature every  15  minutes.”  Listeners 
are  cued  to  this  message  through  an- 
nouncement quickies — “TNTs,”  as  Mr. 
Savitt  has  named  them.  Radio,  he  notes, 
is  a specialized  business  which  offers  the 
advertiser  facilities  for  repetition  in  mes- 
sages which  can  be  convincing,  though 
soft  sell  and  in  good  taste. 

For  years  WCCC  has  devoted  the  last 
few  moments  of  its  broadcast  day  to 
spotlighting  nighttime  shows  on  other 
local  stations,  a practice  which  became 
so  popular  one  station  (WTIC)  decided 
to  buy  the  time  for  its  exclusive  pro- 
motion. 

William  Myron  Savitt  has  a few  other 
interests  going.  He  enjoys  travel  (at  the 
world’s  fair  in  Brussels  he  picked  up 
diamonds  for  the  business  and  some  40,- 
000  post  cards  for  friends  and  contacts), 
golf  at  the  Tumble  Brook  Country  Club 
where  he  has  a chance  to  be  with  “good 
company,”  the  Rotary  Club,  the  Ma- 
sons and  the  NAB. 

Unlike  his  hypoed  public  life,  Mr. 
Savitt  lives  quietly  at  home  with  his 
family:  his  wife,  the  former  Helen 
Nathanson,  whom  he  married  in  Hart- 
ford in  1938,  and  their  two  daughters, 
Rosalie  Spring,  in  her  early  20s,  and 
Deborah,  in  her  teens. 

Proclaimed  ■ In  seeing  the  sights  of 
Hartford,  clean,  green  parks  and  the 
white  marble  of  insurance  company 
headquarters  buildings,  a visitor  finds  it 
impossible  to  miss  countless  signs  and 
stickers  (and  radio  announcements) 
which  proclaim  Mr.  Savitt  and  his 
“POMG.”  Questions  about  it  were  right 
down  Mr.  Savitt’s  happy  alley. 

Offering  the  telephone  and  the  phone- 
book,  he  challenged  the  questioner  to 
make  a random  call  to  any  number, 
confident  that  whoever  answered  would 
know  the  meaning  of  POMG.  While 
the  questioner  was  getting  up  enough 
nerve  to  call  a perfect  stranger,  his 
taxicab  arrived  and  Bill  Savitt  settled 
the  question  by  asking  the  cabbie  for 
the  meaning.  “Peace  of  Mind,  Guar- 
anteed,” said  the  cabbie  as  he  started 
to  drive  away.  His  next  remark,  to  his 
fare,  added  a bonus  that  would  have 
guaranteed  its  recipient  peace  of  mind — 
or  possibly  brought  on  one  of  his  head- 
stands:  “He  a great  man,  that  Bill 
Savitt,  isn’t  he?” 
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EDITORIALS 


Clear  it  with  Oren 

PERHAPS  the  most  powerful  man  in  the  House  next  to 
Speaker  Sam  Rayburn  is  Oren  Harris  (D-Ark.),  chair- 
man of  the  Interstate  Commerce  Committee  and  of  its  Sub- 
committee on  Legis  ative  Oversight.  Bureaucrats  cringe  at 
mere  mention  of  his  name.  Broadcasters  know  at  first  hand 
that  he  is  resourceful  and  tenacious. 

The  trigger-tempered  Mr.  Harris  was  largely  instrumental 
in  forcing  the  resignation  of  John  C.  Doerfer  as  chairman 
of  the  FCC.  Yet,  under  somewhat  similar  circumstances 
involving  another  free  plane  ride,  Federal  Power  Commis- 
sion Chairman  Jerome  K.  Kuykendall  was  not  so  much  as 
reprimanded.  Mr.  Harris  had  “approved”  the  trip  in 
advance. 

Mr.  Harris  is  determined  to  jam  through  Congress  legis- 
lation bearing  his  name  that  would  drastically  amend  the 
Communications  Act.  He  accuses  broadcasters  of  lack  of 
cooperation,  and  contends  that  they  take  a “let’s  don’t  do 
anything”  attitude.  It  has  become  axiomatic  that  if  you  do 
not  agree  with  Chairman  Harris  you  are  not  cooperating. 

Does  Mr.  Harris  expect  broadcasters  to  come  before  him, 
hat  in  hand,  to  swallow  legislation  that  would  throttle  their 
freedom?  While  his  importance  is  acknowledged,  he  hap- 
pens to  be  just  one  member  of  the  33-man  Commerce  Com- 
mittee and  of  the  437-man  House. 

Mr.  Harris  gave  the  NAB  witness  before  his  committee 
a tongue-lashing  because  he  had  the  temerity  to  oppose  cer- 
tain of  the  pending  proposals.  He  accused  broadcasters  of 
approaching  his  legislation  in  a “jocular  vein.”  He  cracked 
the  trade  press  (meaning  us,  we  assume)  as  not  being  help- 
ful to  the  broadcasters’  cause. 

We  know  of  no  responsible  elements  in  broadcasting  who 
regard  the  Harris  proceedings  as  a laughing  matter.  The 
truth  is  that  most  of  them  are  frightened;  some  perhaps 
intimidated. 

The  very  essence  of  our  form  of  government  is  the  right 
to  be  heard.  It  is  the  duty  of  broadcasters  (and  of  the  FCC 
as  the  regulatory  authority)  to  oppose  legislation  that  they 
regard  as  unreasonable,  unsound  and  therefore  contrary  to 
the  public  interest. 

The  surprise  is  fhat  so  few  broadcasters  have  evinced 
sufficient  interest  in  the  Harris  legislation  to  appear.  Only 
the  NAB  and  CBS,  of  all  the  groups  and  elements  in  broad- 
casting that  would  be  adversely  affected,  sought  the  op- 
portunity to  testify.  Some  complained  that  insufficient  time 
was  allowed  for  preparation.  Most,  we  surmise,  took  the 
“let  George  do  it”  escape  hatch. 

In  passing,  it  is  significant  that  broadcasters  (and  the 
FCC)  are  not  alone  in  their  view  that  all  broadcasting  does 
not  reek.  Chairman  Emanuel  Celler  (D-N.Y.),  who  as 
chairman  of  the  Judiciary  Committee  has  more  than  a 
casual  interest  in  communications  legislation,  laments  the 
“wholesale  condemnation  of  broadcasters’  practices.”  And 
Rep.  William  H.  Avery  (R-Kans.)  of  Mr.  Harris’  own  com- 
mittee, disagrees  that  the  public  has  lost  confidence  in  tv 
and  radio. 

In  the  upper  body,  Chairman  Warren  G.  Magnuson 
(D-Wash.)  of  the  Senate  Commerce  Committee  repeatedly 
has  urged  that  broadcasters  be  permitted  to  clean  their  own 
house.  Parenthetically,  it  should  be  noted  that  before  the 
Oversight  Committee  onslaughts  began  three  years  ago, 
communications  legislation  customarily  originated  in  the 
Senate. 

Although  every  known  parliamentary  maneuver  may  be 
tried,  we  doubt  whether  there  will  be  action  at  this  session 
on  any  omnibus  bill  to  rewrite  the  Communications  Act  in 
the  Harris  image.  We  hope  that  bills  to  outlaw  criminal 
practices  and  to  simplify  and  expedite  procedures  will  make 


it.  There  is  no  serious  opposition.  Nor  should  there  be. 

Mr.  Harris  is  an  able  legislator.  We  do  not  question  his 
sincerity.  We  do  wonder  why  he  is  so  impatient,  short- 
tempered  and,  at  times,  so  arbitrary. 

Radio’s  newer  image 

A FEW  years  ago  observance  of  National  Radio  Week 
(now  Month)  was  an  occasion  for  intensive  promo- 
tion, meager  hope  and  a brave  front.  But  the  1960  cele- 
bration, to  be  held  during  May,  finds  radio  entrenched  with 
more  than  4,000  stations  on  the  air  and  enjoying  unprec- 
edented public  support  despite  the  regulatory  and  legis- 
lative goings-on  in  Washington. 

Most  radio  stations  are  billing  more  business  this  year 
than  they  billed  in  1959,  and  1959  was  the  best  year  in 
radio  history.  An  NAB  survey  shows  that  92.7%  of  all 
stations  expect  their  1960  volume  to  equal  or  exceed  last 
year’s.  This  is  a far  more  bullish  attitude  than  prevailed 
a year  ago. 

Obviously  advertisers  believe  in  radio.  They  wouldn’t  if 
they  thought  that  listeners  had  lost  confidence  in  the  me- 
dium. Listeners  and  listener  confidence  are  the  two  most 
valuable  properties  radio  can  have.  Both  could  be  lost,  in 
some  measure,  if  government  tampering  persists. 

This  tampering  has  taken  many  forms,  but  it  was  prob- 
ably at  its  peak  of  witlessness  in  the  FCC’s  March  16  in- 
terpretation of  the  sponsor  identification  law.  That  inter- 
pretation betrayed  a shocking  lack  of  knowledge  about  the 
nature  of  contemporary  radio.  Other  pronouncements  by 
regulators  and  legislators  have  shown  equal  ignorance  of 
the  present  relationship  between  radio  and  its  listeners. 

It  would  be  a good  idea  for  the  government  to  declare 
a special  month  of  its  own.  We  suggest,  as  a working  title, 
“Let’s  Leave  Radio  Alone  Month.”  This  would  do  more 
for  radio  and  more  for  the  American  public  than  radio’s 
own  National  Radio  Month  can  possibly  do. 

But  realism  compels  us  to  discount  the  possibility  of  the 
government  taking  so  helpful  an  action.  So  the  next  best 
thing  we  can  suggest  is  for  all  radio  stations  to  get  behind 
their  own  promotion  which  begins  May  1. 

During  National  Radio  Month,  and  indeed  during  any 
month,  radio  can  legitimately  claim  to  be  a principal  fix- 
ture in  the  U.S.  communications  scheme,  with  unique  fea- 
tures no  other  medium  can  match.  At  this  point  in  radio 
history  a massive  promotion  of  National  Radio  Month 
would  seem  to  be  as  essential  as  any  radio  activity  we  can 
think  of. 


Drawn  for  BROADCASTING  by  Sid  Hix 


“I’d  fire  him,  but  1 hate  to  lose  a listener!” 
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Net  Weekly  Circulation, 
ARB  Total  Area  Report, 
January-February,  1960 


Represented  by 

The  Original  Station  Representative 


K)0® 


MINNEAPOLIS  - ST.  PAUL 


100,000 WATTS  - NBC 


A GOLD  SEAL  STATION 


- 


The  new  power  in  TV  programs 


All  the  Excitement 
of  BASEBALL’S 
BIGGEST  MOMENT! 


ZIV-UNITED  ARTISTS  INC. 
488  Madison  Ave.,  New  York  22,  N.  Y 


STATIONS! 


Tatv 

KOVR 

KDIX-TV 

KPLC-TV 

KDKA-TV 

KPRC-TV 

KETV 

KPTV 

KFDM-TV 

KQTV 

KFSA-TV 

KRNT-TV 

KFSD-TV 

KSA-TV 

KFYR-TV 

KTVE 

KINY-TV 

KTVH 

KJEO 

KUMV-TV 

KLYD-TV 

KVIP-TV 

KM  ID-TV 

KXLY-TV 

KMOT 

WAGA-TV 

KNOM-TV 

WALB-TV 

KOAT-TV 

WAVY-TV 

KOLO-TV 

WBAL-TV 

KOOL-TV 

WCCO-TV 

SPONSORS! 


• JOHN  LABATT  BREWING 
SCHLITZ  BEER  • STUDEBAKER  LARK 

CONGRESS  BREWING  • ARMOUR  MEATS 
CONSOLIDATED  CIGAR  • COCA-COLA 
FOREMOST  DAIRY  • K & L BEVERAGE 
• INTERNATIONAL  HARVESTER 

• HOUSEHOLD  FINANCE 

• MUNICIPAL  AUTO  SALES,  Miami 
• NALLY  CHEVROLET,  Atlanta 

• GALLES  MOTOR  SALES,  Albuquerque 

• FRANCIS  FORD,  Portland,  Ore. 

• SALINA  CHEVROLET,  Syracuse 

• WHITE  PROVISION  CO.,  Atlanta 

• MIDLAND  SAVINGS  & LOAN,  Midland 

• STAGGS-BILT  HOMES,  Phoenix 

and  many  more! 


starring  MICKEY  MANTLE  • ERNIE  BANKS  • GIL  HODGES 
FRANKIE  ROBINSON  • WILLIE  MAYS  • GUS  TRIANDOS 
ROCKY  COLAVITO  • EDDIE  MATHEWS  and  many  others. 


WCKT 

WCNY-TV 

WCTV 

WDAF-TV 

WDAU-TV 

WDBJ-TV 

WEAR-TV 

WEAU-TV 

WEEK-TV 

WGN-TV 

WHDH-TV 

WICS 

WICU-TV 

WJAC-TV 

WJAR-TV 

WJTV 

WKBW-TV 

WLOF-TV 

WLUC-TV 

WLUK-TV 


WLW-C 

WLW-D 

WLW-I 

WLW-T 

WPSD-TV 

WPTV 

WREX-TV 

WROC-TV 

WRVA-TV 

WSAZ-TV 

WSJV 

WSVA-TV 

WSYR-TV 

WTIC-TV 

WTOC-TV 

WTMJ-TV 

WTVT 

WTVW 

WTVY 

and  many  more! 
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THIRTY-FIVE  CENTS 
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THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 


BBDO  puts  on  the  heat  for  reduction  in  tv  summer  rates  Page  27 
Interview  with  Lee  Rich:  who’s  to  boss  tv  network  shows?  Page  30 

Oversight  committee  gives  rundown  on  the  payola  payroll  Page  58 

- — ..vr...  , • .r — 

Capitol  Hill  fireworks:  FCC  to  woodshed  for  its  ‘failures'  Page  77 


to  visit  our  new  offices  in  the  Newsweek  Building— 444  Madi- 
son Avenue,  New  York  City— national  center  for  Bartell  Broadcasting  Corporation 
and  headquarters  of  WADO  radio. 

We’ve  taken  the  fourteenth  floor— complete  with  outdoor  terrace— and  made  of  it 
a model  of  beauty  and  efficiency. 

Come  see  us  soon! 

WADO  New  York 
WOKY  Milwaukee 
WAKE  Atlanta 
WYDE  Birmingham 
KYA  San  Francisco  }. 
KCBQ  San  Diego 
TeleHaiti 
TeleCuracao 
TelAruba 


BARTELL  BROADCASTING  CORPORATION 

4 4 4 MADISON  AVENUE,  NEW  YORK  19,  NEW  YORK 


R 


piSSSii 


wm 
:>'  * ' '?  ‘ ■ 
teSJ»SiJSg«iS 


BROADCASTING,  May  2,  1960 


3 


FOUR... 

KRLD-TV  reaches  a potential  market  of  676,500*  TV-Homes  in 
55*  counties  of  the  richest  area  in  Texas  and  southern  Oklahoma.  In 
net  weekly  circulation  KRLD-TV  reaches  42,900  more  homes  than 
Station  B . . . 65,100  more  homes  than  Station  C . . . and  215,100 
more  homes  than  Station  D. 

This  is  Why  KRLD-TV  is  the  best  buy  per  thousand  homes  in 
the  great  Dallas-Ft.  Worth  market,  the  South’s  No.  ,1  booming, 
buying  area!  . . . Reach  out  with  FOUR,  and  sell  MORE! 

* ARB,  March  1960 


represented  nationally  by  the  Branham  Company 


THE  DALLAS  TIMES  HERALD  STATIONS 


DcMoa-- Ft: Itfo'itfL 


Clyde  W.  Rembert,  President 


MAXIMUM  POWER  TV-Twin  to  KRLD  radio  1080,  CBS  outlet  with  50,000  watts. 
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Network  regulation  ■ FCC  soon  will 
recommend  to  Congress  that  it  be  given 
regulatory  powers  over  networks.  Rec- 
ommendation will  come  in  form  of 
comments  on  pending  bills  on  HR  5042 
and  HR  11340 — but  commission  will 
take  different  approach  from  that  in 
bills.  Commission  is  against  “licensing” 
networks  because  it  feels  only  reason 
for  issuing  license  to  station  is  shortage 
of  spectrum  space— consideration  miss- 
ing in  operation  of  networks. 

Commission  will  ask  that  it  be  given 
broad  authority  to  regulate  through 
rulemaking  and  to  use  its  own  discre- 
tion and  judgment.  Network  regulation 
should  complement,  not  substitute  for, 
responsibility  of  station  licensee,  com- 
mission feels.  Controls  would  be  ex- 
erted in  those  areas  (with  11  listed  in 
proposed  legislation)  where  FCC  feels 
they  are  needed  to  implement  rather 
than  hinder  ability  of  network  affiliates 
to  serve  public.  Draft  of  final  com- 
ments, prepared  by  general  counsel’s 
office,  scheduled  for  FCC  consideration 
this  Wednesday  ( May  4),  having  been 
passed  over  last  week. 

No  deal  ■ If  KFSD-AM-FM-TV  San 
Diego  is  sold  any  time  soon,  it  won’t 
be  to  Triangle  Publications  Inc. 
[Closed  Circuit,  April  11].  While 
transaction  had  been  negotiated  at  $7 
million,  it  was  called  off  last  week  in 
light  of  pendency  before  FCC  of  dein- 
termixture plan  which  would  shift  Tri- 
angle’s KFRE-TV  Fresno  from  vhf  ch. 
12  to  uhf  ch.  30.  Triangle  doesn’t  want 
to  deal  on  additional  vhf  to  refill  its 
quota  at  maximum  of  five  until  Fresno 
revamping  is  settled. 

Triangle  is  still  interested  in  San 
Diego  transaction  that  would  bring  into 
its  fold  ch.  10  CBS  affiliated  station  and 
pioneer  5 kw  KFSD  (600  kc)  as  well  as 
fm  outlet  in  one  of  country’s  fast  grow- 
ing markets.  Howard  Stark,  New  York 
broker,  handling  transaction,  reported- 
ly now  is  negotiating  with  other  prospec- 
tive purchasers.  Triangle,  in  addition  to 
Philadelphia  Inquirer,  TV  Guide  and 
other  publications,  owns  WFIL-AM- 
FM-TV  Philadelphia,  WFBG-AM-TV 
Altoona,  WLYH-TV  Lebanon,  all  Penn- 
sylvania; WNBF-AM-FM-TV  Bingham- 
ton, N.Y.,  WNHC-AM-FM-TV  New 
Haven,  and  KFRE  stations,  Fresno. 
Doerfer's  shingle  ■ John  C.  Doerfer, 
who  resigned  as  chairman  of  FCC 
March  15,  this  week  is  expected  to 
announce  plans  to  open  law  practice 
in  Washington,  specializing  in  adminis- 
trative field.  He  will  not,  however,  en- 


gage in  practice  before  FCC  for  another 
10  months,  or  until  March  15,  1961, 
in  view  of  requirements  of  Communi- 
cations Act.  Mr.  Doerfer  has  received 
number  of  offers  involving  partnerships 
in  established  law  firms,  both  in  Wash- 
ington and  in  his  native  Milwaukee,  but 
has  elected  to  open  own  office. 

Stock  trouble  ■ It’s  touch-and-go 
whether  FCC  Commissioner-designate 
Edward  K.  Mills  will  make  it.  Although 
Attorney  General  Rogers  has  been  asked 
by  Senate  Commerce  Committee  to  de- 
termine whether  “conflict  of  interest” 
family  trust  disqualifies  him  (story  page 
78),  attorneys  feel  that  unless  trust  is 
divested  of  Westinghouse  and  General 
Electric  stock,  Mr.  Mills  cannot  meet 
stringent  requirements  of  law  specify- 
ing no  member  may  hold  interest  in 
any  companies  which  are  licensees  or 
subject  to  jurisdiction.  Mr.  Mills  forth- 
rightly told  Senate  committee  last  week 
of  lifetime  trust  and  unwillingness  of 
trustees  to  dispose  of  these  stocks.  He 
hopes  Justice  will  approve  if  dividends 
flow  to  his  brother  instead  of  to  him. 

FCC  will  be  two  commissioners  short, 
rather  than  one,  if  confirmation  of  Mr. 
Mills  isn’t  promptly  forthcoming.  Com- 
missioner Robert  T.  Bartley  leaves  May 
12  for  London  as  delegate  to  Interna- 
tional Safety  of  Life  at  Sea  Conference, 
to  be  gone  until  about  June  30.  Pre- 
parations for  session  have  been  under- 
way for  past  18  months. 

Modest  beginning  ■ Anticipating  Sen- 
ate approval  of  proposed  $2  million  uhf 
experiment  in  New  York,  FCC  last 
week  authorized  expenditure  of  $10,- 
000  for  research  and  development  of 
prototype  uhf  receiver  to  be  used.  It  will 
be  joint  project  between  commission 
and  unselected  outside  contractor.  Ade- 
quate receiver  is  thought  to  be  one  of 
biggest  problems  in  getting  project  ac- 
tivated— hence  early  start. 

Upheaval  in  Chicago  ■ Among  top  10 
major  markets,  none  is  experiencing 
more  dramatic  changes  in  radio  pro- 
gram patterns  than  Chicago.  MBS 
affiliation  with  heretofore  independent 
WAIT  (and  emphasis  on  good  music) 
and  NBC-WMAQ’s  switch  to  new  musi- 
cial  schedule,  a la  fm,  were  among  first 
changes,  along  with  Plough-WJJD’s 
recent  abandonment  of  top  40  concept, 
but  real  test  may  start  today  (Monday) 
at  WLS,  long  identified  with  farm- 
religious  fare  and  new  wholly-owned 
property  of  ABC.  In  complete  face-lift- 
ing, station  turns  to  dj-music-news-spe- 
cial  events  format  similar  to  that  em- 


ployed by  KQV  Pittsburgh  (but  new  in 
Chicago).  As  result  of  all  changes, 
agency  buyers  are  having  to  alter  all 
thinking  on  Chicago  radio  market.  Sta- 
tion changes  are  designed  to  better 
compete  with  Westinghouse’s  WIND. 
Main  event  ■ Here’s  indication  of  im- 
portance Senate  Commerce  Committee 
attaches  to  bill  that  would  give  presi- 
dential candidates  free  television  time. 
Committee  has  sent  invitations  to  Her- 
bert Hoover,  Harry  Truman,  Thomas 
E.  Dewey  and  Adlai  Stevenson  to  test- 
ify at  hearings  that  begin  May  12. 
There’s  no  indication  yet  any  names 
that  big  will  appear,  but  it’s  certain 
many  senators  will  testify. 

Quiet  decision  ■ FCC  has  cleaned  up 
still  another  ex  parte  tv  case — Miami 
ch.  6 — through  entry  in  minutes  of 
meeting.  Ex  parte  allegations  did  not 
involve  comparative  proceeding  for 
channel,  dropped  into  Homestead  near 
Miami,  but  efforts  of  Gerico  Invest- 
ment Co.  to  secure  temporary  use  of 
channel.  Gerico,  permittee  of  dark  ch. 
17  WITV  (TV)  Ft.  Lauderdale,  Fla.,  is 
no  longer  applicant  for  channel.  Six 
other  aspirants,  none  involved  in  ex 
parte,  are  seeking  facility. 

This  makes  eighth  tv  case  commis- 
sion has  cleared  in  similar  fashion,  all 
of  which  were  associated  with  ex  parte 
representations  during  testimony  before 
House  Legislative  Oversight  Subcom- 
mittee. Still  pending  before  FCC,  in 
addition  to  several  cases  (Miami  chs.  4 
and  7,  Boston  ch.  5,  etc.)  which  have 
been  set  for  hearing,  are  Jacksonville 
ch.  12  (WFGA-TV)  and  Pittsburgh  ch. 
4 (WTAE  [TV)).  In  both  cases,  com- 
mission is  seeking  more  information 
after  refusing  to  give  “minute”  clear- 
ance. 

Reprieve  for  'P  to  P'  ■ CBS-TV  not 
only  has  Ed  Murrow  back  for  active 
tv  season  (handling  CBS  Reports)  but 
also  for  another  season  may  keep 
Person  to  Person  show  with  which  Mr. 
Murrow  has  been  associated  for  years. 
Latest  word  is  CBS-TV  may  not  scrap 
program  (now  Friday,  10:30-11  p.m.) 
next  season  if  sponsor  can  be  found. 
Probable  slot  is  Sunday  6-6:30  p.m. 

FCC  Chairman  Frederick  W . Ford, 
who  has  received  more  favorable 
“press”  than  any  of  his  predecessors 
since  he  assumed  chairmanship  March 
15,  likewise  will  be  first  to  receive  CBS- 
TV’s  Person  to  Person  treatment.  Video 
taping  session  is  scheduled  May  14  but 
no  showing  date  is  set.  Setting  will  be 
his  historic  Alexandria,  Va.,  home. 


Published  every  Monday,  53rd  issue  (Yearbook  Number)  published  in  September  by  Broadcasting  Publications  Inc., 
1735  DeSales  St.,  N.  W.,  Washington  6,  D.  C.  Second-class  postage  paid  at  Washington,  D.  C. 


WAVE-TV  Gives  You 
28.8%  MORE  HEAVY  EATERS! 

(i therefore  28.8 % more  food-selling  opportunities!) 


When  more  people  see  your  commercials,  you 
automatically  make  more  sales.  So  it’s  impor- 
tant to  you  that,  from  sign-on  to  sign-off  in  any 
average  week,  at  least  28.8%  more  families  watch 
WAVE-TV  than  any  other  television  station  in 
Kentucky. 


And  you  pay  less  per  thousand  for  viewers  on 
WAVE-TV  than  on  any  other  station  in  this  area. 
A lot  less!  NBC  Spot  Sales  can  PROVE  it  to  you! 


NBC 


LOUISVILLE 


NBC  SPOT  SALES,  National  Representatives 
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WEEK  IN  BRIEF. 


Boylhart 


Advertising  forecast  ■ The  Western  States  Advertising 
Agencies  Assn.’s  questionnaire  on  the  critical  subject 
of  media-agency  relations  raises  some  pretty  soul-shat- 
tering questions.  Who  is  responsible  for  maintaining 
honest  advertising?  Do  you  believe  that  media  will  in- 
crease agency  commissions  to  more  than  15%  in  the 
next  five  years?  Do  you  believe  that  the  advertisers’ 
management  is  fully  convinced  of  the  importance  and 
value  of  advertising?  The  answers  to  these  questions 
as  well  as  their  implications  is  discussed  by  Bill  Boyl- 
hart, president  of  Boylhart,  Lovett  & Dean,  Los  Angeles-headquartered 
advertising  agency  in  this  week’s  Monday  Memo.  Page  18. 

Drive  to  summer  rates  in  tv?  ■ BBDO  starts  inquiry  of  all  tv  stations, 
asking  if  summer  rate  will  be  adopted.  To  drive  its  story  “home,”  agency 
holds  conference  with  station  reps  in  New  York.  Page  27. 

A rich  interview  ■ At  the  agencies,  the  tv  negotiator  runs  into  difficulty 
in  placing  advertiser-developed  shows  in  prime  time.  How  Benton  & 
Bowles’  Lee  Rich  views  the  problem — an  exclusive.  Page  30. 

Heavyweight  advertisers  ■ On  the  tv  networks  in  January,  advertisers 
Procter  & Gamble,  American  Home  Products  and  Lever  Bros,  made 
the  big  spending  news.  Page  34. 

Next  in  line  ■ Newspaper  publishers  fear  an  investigation  of  press  payola. 
Page  48. 

Musical  melange  ■ House  Oversight  probers  heat  up  the  griddle  in 
preparation  for  barbecuing  of  Dick  Clark,  ABC-TV  American  Band- 
stand disc  jockey,  taking  testimony  aimed  at  showing  how  he  favors 
records  in  which  he  has  a personal  interest.  Payments  to  disc  jockeys 
by  two  record  manufacturers  introduced  in  evidence.  Page  58. 

On  Sec.  315  ■ FCC  upholds  a candidate’s  equal  time  request  in  West 
Virginia.  Page  66. 

The  woes  of  Matty  Fox  ■ He’s  several  millions  in  debt.  Skiatron,  an  af- 
filiated company,  is  in  trouble  at  the  Securities  & Exchange  Commission. 
Page  74. 

The  rains  came  ■ Senators  take  occasion  of  Robert  E.  Lee’s  confirma- 
tion appearance  before  Commerce  Committee  to  lash  out  at  FCC  from 
all  sides  with  very  few  questions  about  the  nominee  himself.  Second 
FCC  appointee,  Edward  K.  Mills,  discloses  that  he  has  conflict  of  in- 
terest as  trust  beneficiary.  Page  77. 

Wraps  off  convention  plans  ■ Paul  Levitan  of  CBS  News  and  J.  Gilbert 
Baird  of  Westinghouse  discuss  this  summer’s  political  convention  cov- 
erage plans  at  meeting  of  Radio  & Television  Executives  Society.  West- 
inghouse readies  radio-tv  commercials  for  more  than  50  hours  of  spon- 
sored political  program  coverage  on  CBS-Radio-and-TV  between  July 
11  and  Nov.  8.  Page  82. 

Tv's  educational  impact  ■ Substantial  changes  in  the  nation’s  schools  pre- 
dicted as  a result  of  television.  Page  84. 
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IN  MICHIGAN 

WILX-TV 

LANSING 

26th 

TV  market  nationally* — 
Lansing,  Jackson,  Battle  Creek 

WILX-TV 

JACKSON 

11th 

in  population**— 

Lansing,  Jackson,  Battle  Creek 

WILX-TV 

BATTLE  CREEK 

46.2% 

outstate  Michigan  population** 
Lansing,  Jackson,  Battle  Creek 


WILX-TV  = 


CHANNEL  lO 

Associated  with/WILS-Lansing/WPON-Pontiac 
CONTACT  VENARD,  RINTOUL  & McCONNELL 
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KCM0...50,000  watts  of  Farm  Newspower 


KCMO’s  farm  newspower  starts  wherever 
the  news  is  breaking  ...  in  a Kansas 
wheat  field  ...  a Missouri  livestock  feed 
lot ...  or  a Congressman’s  office  in  Wash- 
ington, D.  C. 

Its  objective:  Deliver  today’s  farm  news 
accurately,  completely  and  instantane- 
ously. There’s  no  room  for  error  nor  omis- 
sion— millions  of  dollars  will  be  invested 
by  Mid-America’s  nearly  200,000  farmers 
on  the  strength  of  the  news  they  receive. 
That’s  why  KCMO’s  Director  of  Agri- 
culture, George  Stephens,  and  Market 
Reporter,  Paul  Pippert,  are  so  well 
listened-to  by  farmers.  Farm-born  and 
reared,  these  men  are  career  farm  journal- 


ists— skilled  professionals  who  know  what 
makes  news  on  farms  today,  and  how  to 
get  all  of  the  story  behind  the  story.  And, 
behind  them  are  the  far-reaching  news- 
lines and  special  facilities  of  CBS  and 
KCMO’s  world-wide  network. 

This  special  kind  of  newspower  develops 
a big,  strong  audience  that  takes  KCMO- 
sponsored  ’round  the  world  farm  tours 
. . . raises  better  calves  under  the  rules 
of  a KCMO-sponsored  contest  . . . and 
takes  pride  in  buying  the  products  fea- 
tured on  KCMO. 

Put  your  Mid-America  farm  money  on 
KCMO  — get  the  newspower  that  only 
KCMO  can  deliver. 


KCMO  • Radio  • Television  / Kansas  City,  Mo. 


Among  those  using  KCMO’s  farm  newspower  right  now  to  gain  a 
bigger  share  of  the  market  for  their  products  are: 


Ford  Tractor 

DX  Sunray  Oil 
Company 

Massey-Ferguson  Tractor 


Ralston-Purina 

Chows 


Quaker  Oats 
Company 


Murphy  Products  Co. 

DeKalb  Hybrid 
Seed  Corn 

Colonial  Poultry  Farms 


The  Tall  Tower  at 

Broadcasting  House  Represented  nationally  by  Katz  Agency  E.  K.  Hartenbower,  Vice  President  and  General  Manager 

CBS  Radio  and  TV  Meredith  stations  are  affiliated  with  BETTER  R.  W . Evans,  Station  Manager  — Radio 

HOMES  AND  GARDENS  and  SUCCESSFUL  Sid  Tremble,  Station  Manager  — TV 

FARMING  magazines. 
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LATE  NEWSBREAKS  ON  THIS  PAGE  AND  NEXT  • DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  ON  PAGE  27 


CLARK  DENIES  TAKING  PAYOLA 

Defends  activities  at  House  Oversight  hearing 


ABC-TV  star  Dick  Clark  told  House 
Legislative  Oversight  Subcommittee  Fri- 
day he  never  took  payola  and  was  un- 
aware record  company  in  which  he 
held  interest  had  made  payments  to  disc 
jockeys  until  testimony  earlier  in  week 
(roster  on  page  601. 

Mr.  Clark  said  he  saw  no  conflict 
of  interest  in  record,  music  publishing 
and  related  businesses  in  which  he  held 
ownership  until  given  ultimatum  last 
December  by  ABC  to  divest  or  leave 
network  show. 

He  resumes  testimony  today  (Mon- 
day). Also  AB-PT  President  Leonard 
Goldenson  and  WABC  New  York  Gen- 
eral Manager  Ben  Hoberman  are  sched- 
uled to  testify  tomorrow,  winding  up 
hearing  phase  of  payola  inquiry. 

Mr.  Clark  acknowledged  he  feels 
some  considerations  given  companies  in 
which  he  held  interests  were  due  in  part 
to  fact  he  was  tv  network  performer, 
but  that  before  talk  with  ABC  in  De- 
cember he  was  not  conscious  of  im- 
proper conduct  in  holding  outside  in- 
terests in  music  field.  Now,  he  said,  he 
has  divested  interests  and  can  pick  rec- 
ords and  performers  without  fear  of 
criticism. 

Defining  payola  as  payment  for  agree- 
ment to  play  records  on  broadcasts,  he 
said  he  had  received,  reluctantly,  royalty 
rights  given  him  by  record  companies 
but  never  agreed  to  push  records.  He 
said  he  didn’t  examine  promotion  ex- 
penses of  companies  he  owned  because 
of  a dislike  for  accounting. 

He  said  he  was  surprised  that  analysis 
made  by  firm  he  engaged,  Computech 

FCC  criticized 
on  Sec.  31  7 stand 

FCC  is  way  off  base  in  its  interpreta- 
tion of  Sec.  317,  two  powerful  indus- 
try voices  said  today  (Monday). 

Indictment  of  commission’s  March 
16  sponsorship  notice  was  made  by 
NAB,  and  by  Washington  communica- 
tions law  firm  of  Pierson,  Ball  & Dowd 
in  behalf  of  24  station  clients. 

Earlier  comments  filed  in  official  FCC 
inquiry  regarding  its  drastic  interpreta- 
tion of  sponsorship  requirements  took 
similar  views  (page  64).  Deadline  is 
today. 

Both  NAB  and  Pierson  firm  stressed 


(story  page  58),  showed  he  played  rec- 
ords of  firms  in  which  he  was  interested 
more  than  others  and  acknowledged  he 
might  have  favored  his  own  records 
without  realizing  it. 

He  denied  exacting  tribute  from  per- 
formers for  appearances  on  his  program. 

Mr.  Clark  acknowledged  he  invested 
$53,773  in  1957-59  which  appreciated 
to  $409,000  and  that  he  received  $ 1 67,- 
570  in  salaries  from  his  interests  and 
$286,604  in  other  returns. 

Questioning  by  Robert  Lishman,  sub- 
committee counsel,  and  Rep.  Steven 
Derounian  (R-N.Y.),  was  designed  to 
indicate  ABC  gave  special  considera- 
tion to  Mr.  Clark  in  allowing  him  to 
sign  affidavit  not  as  broad  in  definition 
of  payola  as  ABC  required  of  other  disc 
jockeys.  Mr.  Clark  acknowledged  he 
couldn’t  have  signed  standard  affidavit 
last  fall  (which  WABC  disc  jockey  Alan 
Freed  refused  to  sign  and  was  fired) 
but  can  do  so  now  that  he  has  divested 
music  interests. 

Mr.  Clark  said  he  favored  some 
lower-rated  records  to  those  on  lists  be- 
cause they  were  “more  danceable”  than 
others  and  he  favored  younger  artists 
over  established  ones  because  latter 
didn’t  fit  his  audience.  At  other  times, 
he  said,  he  recognized  and  played  hit 
before  it  got  on  lists  and  often  stopped 
playing  hit  record  before  it  began  to 
wane. 

Citing  “variables”  in  selecting  rec- 
ords, Mr.  Clark  started  to  explain  some 
of  them,  but  was  cut  short  by  Rep.  John 
Moss  (D-Calif.),  who  asked  that  he 
stick  to  straight  responses. 


that  Sec.  317  is  outgrowth  of  postal 
law  requiring  identification  of  paid  ad- 
vertising from  straight  editorial  matter. 
They  both  also  emphasized  that  term 
“valuable  consideration”  in  Sec.  317  has 
specific  meaning  and  cannot  be 
stretched  to  extent  it  has  by  FCC.  Both 
also  called  attention  to  interruptions 
and  distractions  which  would  ensue  for 
listener  if  broadcaster  is  forced  to 
follow  letter  of  commission  definitions. 

NAB  hit  FCC  notice  on  three  counts: 
(1)  public  interest  must  be  present;  (2) 
deception  of  public  must  be  involved 
with  failure  to  identify  donor  of  records 
or  services,  and  (3)  broadcast  must  be 
induced  by  consideration,  not  mere 
hope  of  such  action. 


FCC  issues  warning 

Too  many  am  stations  are  guilty  of 
technical  violations  of  FCC  engineer- 
ing rules  and  operator  requirements, 
commission  said  Friday  (April  29)  in 
warning  stations  to  institute  corrective 
measures.  Notice  said  FCC  is  concerned 
over  failure  of  some  licensees  to  recog- 
nize importance  of  maintaining  high 
order  of  technical  performance.  Par- 
ticularly, commission  stated,  recent 
change  in  rules  permitting  unattended 
operation  of  some  stations  is  “not  in- 
tended to  lower  the  technical  standards 
of  operation  or  to  imply  that  the  sta- 
tions can  be  operated  without  adequate 
qualified  technical  supervision.”  Most 
deficiencies  occur  in  maintenance  of 
complicated  equipment,  such  as  direc- 
tional antennas,  FCC  noted. 

KCUL  Ft.  Worth  sold 

Sale  of  KCUL  Ft.  Worth,  Tex.,  for 
approximately  $585,000  was  filed  Fri- 
day (April  29)  for  FCC  approval.  Sole 
owner  Kurt  A.  Meer  is  selling  50  kw- 
day,  1 kw-night  outlet  on  1540  kc  to 
group  including  A.  Jame  Bruno, 
46.26%,  Carlo  H.  Grande,  46.11%, 
and  John  L.  Ellinger,  3.78%.  Mr.  El- 
linger  is  manager  of  WNAB  Bridge- 
port, Conn.;  Mr.  Bruno  has  minority  in- 
terest in  KRAK  Stockton,  Calif. 

Portable  sets  up 

RCA  had  good  news  to  announce  at 
outset  of  Radio  Month:  Portable  sets 
sold  72.3%  better  in  quarter  just  past 
than  first  quarter  last  year  for  RCA 
Sales  Corp.  Jack  S.  Beldon,  president, 
said  Friday  (April  29)  this  is  biggest 
quarterly  increase  in  RCA’s  35  years 
of  portable  radio  manufacturing,  dwarf- 
ing even  1959  gains  when  RCA  had 
its  best  radio  year  in  history,  with 
sales  33%  over  1958.  He  pointed  out 
72.3%  record  is  in  face  of  slight  de- 
crease in  industry-wide  sales  under 
1959  and  comes  at  time  when  import 
competition  is  agressive. 

W.  Va.  campaigning 
stirs  excitement 

NBC-TV  April  29  withdrew  its  stand- 
ing offer  to  air  next  Wednesday’s  debate 
between  Senators  Kennedy  and  Hum- 
phrey from  Charleston,  W.Va.  (see  page 
84).  Despite  acceptances  of  network 
broadcast  from  both  candidates  for 
Democratic  presidential  nomination. 
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NBC-TV  would  not  accept  condition 
that  its  Huntington,  W.Va.,  affiliate, 
WSAZ-TV,  be  blacked  out.  Debate, 
which  will  be  seen  on  hookup  of  sev- 
eral other  West  Virginia  stations,  origi- 
nates at  WCSH-TV  Charleston,  primary 
ABC-TV  affiliate. 

Despite  Sec.  315  implications, 
WTOP-TV  Washington  will  telecast 
Humphrey-Kennedy  debate,  John  S. 
Hayes,  president,  announced  Friday. 
Decision  was  made  after  Mr.  Hayes 
learned  that  no  network  and  only  se- 
lected West  Virginia  stations  would 
carry  controversial  program. 

Gov.  Cecil  H.  Underwood,  of  West 
Virginia,  May  4 told  NBC  citizens  were 
“outraged”  by  what  he  called  “rigged” 
tv  report  of  conditions  in  state  by  David 
Brinkley  in  Huntley -Brinkley  Report. 


Copies  of  protest  were  sent  to  FCC  and 
sponsor  Texas  Co.  April  28  program 
depicted  conditions  in  two  ghost  mining 
towns. 

Deletion  upheld 

Small-town,  daytime  Iowa  broadcaster 
has  only  two  more  weeks  before  he  must 
cease  operation  under  injunction  issued 
by  federal  district  court  in  Iowa.  Broad- 
caster is  George  M.  DeRuyter,  owner 
of  KLEM  LeMars,  Iowa.  Mr.  DeRuyter, 
according  to  court  ruling,  failed  to  file 
license  renewal  application  before  li- 
cense ran  out  Feb.  1,  1959.  Notwith- 
standing inquiries  by  FCC,  he  continued 
to  operate  station  without  renewal.  FCC 
turned  over  case  to  Justice  Dept,  and 
court  issued  injunction  against  opera- 
tion of  KLEM  on  April  20,  effective 


May  20.  Court  said  Mr.  DeRuyter  spent 
so  much  time  selling,  he  had  little  time 
to  attend  to  administrative  duties. 

■ Business  briefly 

Chevy  revs  up  ■ Chevrolet  Div.  of 
General  Motors  is  increasing  network 
tv  one  half-hour  next  season.  Advertiser 
has  firmed  sponsorship  as:  Dinah  Shore 
Chevy  Show  (20  shows  by  Miss  Shore 
and  19  devoted  to  specials)  on  NBC- 
TV,  Sun.,  9-10  p.m.  starting  Oct.  2;  My 
Three  Sons,  ABC-TV,  Thurs.,  9-9:30 
p.m.,  and  Route  66,  CBS-TV,  Fri.  8:30- 
9:30  p.m.  Chevrolet’s  summer  replace- 
ment for  Miss  Shore’s  programs  is  The 
Chevy  Mystery  Show,  which  will  run 
18  weeks  starting  May  19.  Campbell- 
Ewald,  Detroit,  is  agency. 


WEEK’S  HEADLINERS 


Payson  Hall,  appointed 
executive  vp  of  Mere- 
dith Publishing  Co.  and 
president  of  newly  cre- 
ated Meredith  Broad- 
casting Co.  under  re- 
alignment approved  at 
board  of  directors  meet- 
ing Friday.  Simultane- 
ously, Frank  P.  Fogarty, 
vp  of  Meredith  WOW  properties  in  Omaha,  Neb.,  elected 
executive  vp  of  Meredith  Broadcasting  with  headquarters 
now  in  Omaha.  Meredith  Broadcasting  Co.  is  successor  to 
Meredith  Engineering  Co.,  formerly  parent  of  broadcast 
operations.  Paul  Adanti,  vp  of  WHEN-AM-TV  Syracuse; 
E.K.  (Joe)  Hartenbower,  vp  and  general  manager  of 
KCMO-AM-FM-TV  Kansas  City,  and  Richard  B.  Rawls, 
vp  of  KPHO-AM-TV  Phoenix,  all  named  vps  of  Meredith 
Broadcasting.  They  formerly  were  vps  of  Meredith  Engi- 
neering. They,  along  with  Mr.  Fogarty,  were  also  elected 
to  MBC  board  of  directors.  Fred  Bohen,  president  of  Mere- 
dith Publishing,  becomes  chairman  of  board  of  MBC.  Mr. 
Hall  previously  had  been  treasurer  of  Meredith  Publishing 
and  director  of  radio-tv  operations.  Also  elected  to  MBC 
board  are  E.T.  Meredith  and  Karyl  Van,  both  vice  presi- 
dents of  parent  company. 


Mr.  Hall  Mr.  Fogarty 


Mr.  Courtney 


Alan  D.  Courtney,  NBC-TV  vp,  night- 
time programs  since  April  1959,  appoint- 
ed vp,  program  administration.  He  has 
been  with  NBC  since  1947  as  sales  and 
programming  administrator  for  Today, 
Home  and  Tonight  programs;  executive 
producer  of  Steve  Allen  Show  and  direc- 
tor of  daytime  programs.  Robert  F. 
Aaron,  manager  of  daytime  program  ad- 
ministration since  September  1957,  ap- 


pointed director  of  daytime  programs.  Joseph  P.  Cunneff, 
NBC-TV  manager,  nighttime  network  program  operations, 
appointed  director,  nighttime  programs.  Mr.  Aaron  joined 
network  in  1949  and  Mr.  Cunneff  in  1951. 

Merritt  Coleman,  direc- 
tor  of  business  affairs 

f for  CBS-TV  since  1951> 

appointed  CBS-TV  vp 
•***  -mL  and  business  manager, 

talent  and  contract  prop- 
erties,  Hollywood.  He 
succeeds  Philip  Feld- 
man  who  leaves  to  join 
Mr.  Coleman  Mr.  Iannucci  Broadcast  Management 

Inc.,  Beverly  Hills,  Calif.,  personal  management  firm  as 
executive  vp,  effective  June  6.  Salvatore  Iannucci,  director 
of  contracts — talents  and  rights  for  network’s  business  af- 
fairs department,  named  to  succeed  Mr.  Coleman  as  direc- 
tor of  business  affairs.  Mr.  Coleman  joined  CBS  in  1942 
as  member  of  program  operations  department.  Subsequently 
he  served  as  director  of  operations  for  television,  moving 
into  business  affairs  in  1949.  Mr.  Iannucci  joined  CBS-TV 
business  affairs  unit  in  1954  and  earlier  had  been  with  legal 
departments  of  ABC  and  RCA. 


Mort  Wagner,  general 
manager  of  KYA  San 
Francisco,  transferred  to 
similar  post  at  WADO 
New  York.  Both  are 
Bartell  Family  Stations. 
James  Jordan,  former- 
ly general  sales  manager 
WOKY  Milwaukee, 
Mr.  Wagner  Mr.  Jordan  moves  to  San  Francisco 
as  assistant  general  manager  and  director  of  sales  of  KYA. 


FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  & FORTUNES 


to 
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WBT.  ..  FIRST  AS  ALWAYS,  IN  PULSE  * 


Per  cent 


Marketing 

Area 


GREATER 

* 


First  every  Monday 
to  Friday  period 
in  the  Prime 


25 -county 
Charlotte 


WBT  averaged  57  per  cent  greater  share  of  audi- 
ence than  its  nearest  competitor  in  the  Monday  to 
Friday  ratings.  Proof  once  again  that  WBT,  serving 
the  nation’s  24th  radio  market,  is  the  voice  of 
authority  in  the  Piedmont  Carolinas. 


*The  January,  1960  Pulse 


Jefferson  Standard 
Broadcasting  Company 


REPRESENTED  NATIONALLY  BY  CBS  RADIO  SPOT  SALES 
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In  the  afternoon, 
for  example . . . 

The  big  trend  to  NBC  gets  bigger. 

Look  at  the  swing  in  viewing 
habits  since  NBC  Television 
reprogrammed  its  afternoon 
lineup  on  February  8. 

The  facts,  according  to  Nielsen:* 

Fact... Total  afternoon  lineup: 

NBC  Television  up  36%  in  share, 
up  38%  in  rating. 

Network  #2  down  8%  in  share, 
down  6%  in  rating. 

Network  #3  down  17%  in  share, 
down  15%  in  rating. 

Fact... Since  February,  all 
six  NBC  afternoon  time  periods  are 
up  in  share;  up  in  ratings; 
up  in  homes  per  minute. 

Specific  share  increases  include: 

Queen  for  a Day  up  10%;  Loretta  Young 
up  67%  over  previous  program; 

Young  Dr.  Malone  up  36%;  From 
These  Roots  up  23%;  Comedy  Playhouse' 
up  43%  and  Adventure  Time 
up  47%  over  previous  programming. 

Fact . . . Total  NBC  afternoon 
lineup  now  averages:  33.9  share; 

8.4  rating;  3,579,000  homes  per  minute. 
In  two  months,  NBC  has  gained 
more  than  a million  additional  homes 
per  afternoon  minute. 

Fact . . . The  new  total  daytime  picture: 
NBC  Net.  #2  Net.  #3 
Average  Share  38.1  36.4  21.5 

Average  Rating  8.8  8.8  5.6 

Half-Hour  Wins  6 6 0 

Fact. . . Brown  & Williamson, Colgate- 
Palmolive,  Coty,  General  Mills,  Mennen 
and  Purex  have  all  made  recent  major 
buys  in  NBC’s  new  daytime  lineup. 

THE  NBC 

TELEVISION 

NETWORK 

•NTI  Average  Audience,  10  am-1  pm  and  2-5  pm,  Mon. -Fri. . including 
NBC  sustaining  ratings.  Feb.  I and  March  II.  1960. 


Don’t  make  the  same 
mistake  twice — 


BUY 

NEGRO  RADIO 
THIS  TIME! 


Mistakes  can  be  costly!  This  time  re- 
member this  PROVEN  fact!  You  best 
sell  to  Negroes  with  Negro  Radio.  It’s 
true  some  read  papers  and  magazines  and 
some  watch  TV,  but  95%  of  all  Negroes 
listen  to  radio!  Rounsaville  Radio  pro- 
grams 100%  to  Negroes  with  Negro  per- 
formers. All  six  Rounsaville  stations  are 
Number-One  Rated  by  BOTH  Pulse  and 
Hooper!  Get  the  facts  on  the  tremendous 
rise  in  income,  increase  in  population, 
standard  of  living  and  best  of  all — the 
BUYING  POWER  of  the  Rounsaville 
Negro  Markets  . . . $824,219,000  AFTER 
taxes  in  the  Rounsaville  coverage  area! 
Experience  is  the  best  teacher.  Experience 
Rounsaville  Radio — one  of  the  oldest  and 
largest  in  Negro  Radio! 


Personal  Letter 

Don't  be  misled  that  Negroes 
will  buy  anything.  Negroes 
are  intensely  loyal  to  prod- 
ucts in  which  they  believe. 
One  vital  fact  is  that  they  do 
believe  what  they  hear  on 
wn  radio.  And  with  believability  comes 
So,  no  matter  what  your  budget  for 
these  six  important  markets  ...  a proper  part 
MUST  go  to  Negro  radio  or  you’re  missing  this 
market!  Try  Rounsaville  Radio — you’ll  see! 


FIRST  U.  S.  NEGRO-PROGRAMMED  CHAIN 
FIRST  IN  RATING  IN  SIX  BIG  MARKETS 

WCIN  1,000  Watts  (5,000  Watts  soon)— Cin- 
cinnati’s only  all  Negro-Programmed  Station! 
WLOU  5,000  Watts  — Louisville's  only  all 
Negro-Programmed  Station! 

WMBM  5,000  Watts— Miami-Miami  Beach’s 
only  full  time  Negro-Programmed  Station! 
WVOL  5,000  Watts  — Nashville's  only  all 
Negro-Programmed  Station! 

WYLD  1,000  Watts— New  Orleans'  only  full 
time  Negro-Programmed  Station! 

WTMP  5,000  Watts— Tampa-St.  Petersburg's 
only  all  Negro-Programmed  Station! 

BUY  ONE  OR  ALL  WITH  GROUP  DISCOUNTS! 

ROUNSAVILLE 
RADIO  STATIONS 

PEACHTREE  AT  MATHIESON,  ATLANTA  5,  GEORGIA 
ROBERT  W.  ROUNSAVILLE  HAROLD  F.  WALKER 
Owner-President  V.P.  & Nat'l  Sales  Mgr. 

JOHN  E.  PEARSON  CO.  DORA-CLAYTON 

Nat'l  Rep.  Southeastern  Rep. 


A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(* Indicates  first  or  revised  listing) 


MAY 

May  1-30 — National  Radio  Month  observance. 
May  1-7 — Society  of  Motion  Picture  and  Tele- 
vision Engineers  semiannual  convention.  "New 
Techniques  for  Films,  Tv  and  Video  Tape."  Am- 
bassador Hotel,  Los  Angeles. 

May  1-7 — U.  of  Missouri  School  of  Journalism, 
Columbia,  Mo.,  annual  journalism  week.  David 
Brinkley  and  Chet  Huntley,  NBC-TV  commentators, 
will  be  among  the  speakers.  Broadcasters  Day  is 
May  4.  Mr.  Brinkley  will  address  group  that  day; 
Mr.  Huntley  will  speak  at  banquet,  May  6 at 
7 p.m. 

May  2 — Deadline  for  comments  on  FCC's  March 
16  notice  of  sponsorship  identication  applying  to 
free  records,  junkets,  furnishing  of  program  mate- 
rial, etc.  Comments  are  required  to  include  sup- 
porting briefs  and  memoranda  of  law. 

May  2 — Comments  due  on  proposed  FCC  rule- 
making  to  shift  Fresno,  Calif,  to  all-uhf  market. 
May  2 — Reply  comments  due  on  FCC  rulemaking 
to  duplicate  23  clear  channels  with  additional 
nighttime  service. 

"May  2-4 — Assn,  of  Canadian  Advertisers  conven- 
tion, Royal  York  Hotel,  Toronto,  Ontario.  Keynote 
speaker:  Stuart  M.  Finlayson,  president,  Canadian 
Marconi  Co.  Other  speakers  include  AAAA  Presi- 
dent Frederic  R.  Gamble;  W.  E.  Wiliams,  presi- 
dent, Procter  & Gamble,  Canada,  and  Fairfax  M. 
Cone,  chairman,  FC&B. 

May  3 — Conelrad  drill  scheduled  by  FCC  for 
all  radio  and  tv  stations  in  all  states  except 
Hawaii  and  Alaska.  Duration:  one  half-hour  at 
time  corresponding  to  1 p.m.  EST. 

May  3 — Television  Bureau  of  Advertising  sales 
clinic.  King  Cotton  Hotel,  Greensboro,  N.C.  For 
list  of  subsequent  sales  clinics  and  their  locations, 
see  BROADCASTING,  April  4. 

"May  4 — Station  Representatives  Assn,  awards 
luncheon.  The  Silver  Nail  Timebuyer  of  the  Year 
award  and  Gold  Key  will  be  presented.  Waldorf- 
Astoria  Hotel,  New  York.  FTC  Chairman  Earl 
W.  Kintner  will  speak.  Talk  will  be  broadcast 
closed-circuit  to  Ambassador  Hotel,  Chicago,  where 
similar  luncheon  will  be  held  to  honor  winner  of 
SRA  Chicago  timebuyer  award. 

May  4-7 — Institute  for  Education  by  Radio  and 
Television,  under  auspices  of  Ohio  State  U., 
Deshler-Hilton  Hotel,  Columbus,  Ohio.  Among 
speakers  and  panelists  will  be  FCC  Chairman 
Frederick  W.  Ford;  Ralph  McGill,  editor,  Atlanta 
Constitution,  and  Matthew  J.  Culligan,  general 
corporate  executive,  McCann-Erickson. 

"May  4-7 — Montana  Broadcasters  Assn,  annual 
meeting.  Finlen  Hotel,  Butte. 

May  5-8 — American  Women  in  Radio  & Televi- 
sion national  convention.  On  agenda:  an  all-day  in- 
dustry forum;  six  radio-tv  workshops  and  general 
session  on  radio  programming,  tv  commercials 
and  educational  tv.  Final  day  will  be  devoted 
to  business  meeting,  including  election  of  officers. 
Pick-Carter  Hotel,  Cleveland.  Speakers  include: 
FCC  Chairman  Frederick  Ford;  Rep.  Oren  Harris 
(D.-Ark.).  Keynote  speaker  is  James  T.  Aubrey  Jr., 
president  of  CBS-TV. 

"May  6 — Chesapeake  AP  Radio-Television  Assn. 


Sheraton-Belvedere  Hotel,  Baltimore.  Main  speak- 
er: FCC  Comr.  Rosel  H.  Hyde. 

May  6 — Middle,  West  Tennessee  AP  Radio  Mem- 
bers, Paris  Landing  Inn,  Kentucky  Lake. 

"May  6 — Radio  & Television  Guild  of  San  Fran- 
cisco State  College  10th  annual  conference  and 
banquet.  CBS'  Richard  (Paladin)  Boone  will  be 
featured  speaker. 

May  6-7 — U.  of  Wisconsin  journalism  institutes, 
Wisconsin  Center,  Madison. 

May  7 — California  AP  Tv  and  Radio  Assn.  12th 
annual  meeting.  Jack  Tar  Hotel,  San  Francisco. 
May  9-10 — Annual  meeting  of  Assn,  of  Federal 
Communications  Consulting  Engineers.  Pompano 
Beach  Club,  Hamilton,  Bermuda. 

May  9-11 — Institute  of  Radio  Engineers  Sym- 
posium, Hotel  del  Coronado,  Coronado,  Calif. 

"May  10 — Wisconsin  Fm  Station  Clinic,  Center 
Bldg.,  U.  of  Wisconsin,  Madison.  Harold  I.  Tanner, 
WLDM(FM)  Detroit,  will  be  keynote  speaker. 

May  11 — Radio  & Television  Executives  Society 
and  The  Broadcast  Pioneers.  Old  Timers'  Day, 
Hotel  Roosevelt,  N.Y.  Reunion,  11:30  a.m.’ 
luncheon,  12:30  p.m.,  program  1:15  p.m. 

May  12 — Reply  comments  due  on  proposed  FCC 
rulemaking  to  shift  Fresno,  Calif.,  to  all-uhf  mar- 
ket. 

May  12-15— Advertising  Federation  of  America 
Fourth  District  convention.  Beach  Club  Hotel,  Fort 
Lauderdale,  Fla. 

May  13-15 — South  Dakota  Broadcasters  Assn, 
annual  meeting.  Sheraton-Johnson  Hotel,  Rapid 
City. 

May  14 — UPI  Broadcasters  of  Michigan.  Pant- 
lind  Hotel,  Grand  Rapids. 

May  14-16 — Advertising  Federation  of  America 

2nd  Dist.  convention.  Skyline  Inn,  Mt.  Pocono,  Pa. 
"May  15 — Los  Angeles  Advertising  Women  annual 
achievements  awards,  luncheon,  noon,  at  Beverly 
Hilton,  Beverly  Hills,  Calif.  Awards  for  various 
types  of  broadcast  and  print  advertising  and 
publicity  will  be  presented  to  women  engaged 
professionally  in  advertising  and  allied  fields 
in  the  13  western  states  and  western  Canada. 
May  15-18 — National  Sales  Executives-Interna- 
tional  25th  annual  international  distribution  con- 
gress  and  business  aids  show,  Statler-Hilton  Hotel 
Buffalo. 

May  16— Iowa  Broadcasters  Assn,  annual  con- 
vention. Hotel  Fort  Des  Moines,  Des  Moines. 

May  17— Academy  of  Television  Arts  & Sciences, 
forum  on  "Easterns,"  film  production  in  New 
York,  Gold  Medal  Studios,  807  E.  175th  St. 

May  18 — Sigma  Delta  Chi  annual  banquet.  Dis- 
tinguished journalism  service  awards  in  15  cate- 
gories will  be  presented.  National  Press  Club 
Washington,  D.  C. 

May  18-19— Illinois  Broadcasters  Assn,  meeting 
Hotel  Orlando,  Decatur.  Key  speakers:  FCC  Comr' 
Robert  E.  Lee  and  Walter  Schwimmer,  president 
of  syndicated-package  and  distributor  firm  bearinq 
his  name. 

May  18-20— Electronic  Industries  Assn,  annual 
convention,  Pick  Congress  Hotel,  Chicago. 

May  18-21 — Pennsylvania  Assn,  of  Broadcasters. 
Galen  Hall,  Reading,  Pa. 

May  19 — Southern  California  Broadcasters  Assn 
luncheon  meeting.  MacManus,  John  & Adams,  L.A., 
will  present  the  program.  Hollywood  Knickerbocker 
May  20 — Comments  due  on  FCC  rulemaking  to 
permit  daytime-only  stations  to  sign-on  at  6 p.m 
local  time  without  prior  authority. 

May  20 — Iowa  AP  Radio-Tv  News  Assn,  annual 
meeting.  Town  House,  Omaha,  Neb. 

"May  20— Western  Washington  AP  Broadcasters' 
Assn.  Washington  Athletic  Club,  Seattle. 

May  21-22— Illinois  News  Broadcasters  Assn, 
spring  meeting,  U.  of  Illinois  campus,  Urbana. 
Combined  clinic  and  business  meeting  will  be 
jointly  sponsored  by  IN  BA  and  university's  Col- 
lege of  Journalism  and  Communications,  with 
some  sessions  at  Inman  Hotel,  Champaign. 

May  21 — UPI  Broadcasters  of  Illinois.  Hotel 
Inman,  Champaign. 

May  22-24  — National  Educational  Television 
and  Radio  Center  spring  meeting  of  station  man- 
agers of  affiliated  etv  stations.  LaSalle  Hotel 
Chicago. 

May  26-31 — National  Federation  of  Advertising 
Agencies  annual  management  conference.  Northern- 
aire  Hotel,  Three  Lakes,  Wis. 

JUNE 

June  1-3 — International  Advertising  Assn.  12th 
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were  saying  &MrTUp  a bright, WeW  way! 


A brand  new  sound  sweeps  into  the  air — bright  as  the  chirp  of  a newborn  bird  . . .fresh  as  the  first 
flutter  of  its  feathers!  It’s  the  totally  new  sound  you’ll  hear  every  day  on  WLS  ...  a sound  as 
happy  as  a lark!  Friendly  as  a flicker!  Perky  as  a sparrow!  Smooth  as  a swallow!  A sound  you’ll 
like  having  around,  behind  the  wheel  . . . over  the  washer  . . . out  on  the  patio  . . . even  in  your 
pocket.  We’ll  say  “good  morning”  in  a bright,  new  way  . . . “chirrup,  chirrup”  throughout  the  day. 
We’ll  make  your  hours  east  of  midnight  sound  shorter.  We’ll  warble  the  weather.  Trill  the  time. 
Swing  sweetly.  Speak  news  with  authority.  Our  new  sound  sparkles  with  a vocal  sheen,  new  to  the 
Chicago  scene.  So — lend  us  your  ear.  Bet  you’ll  like  what  you  hear!  We’re  in  the  middle  of  your 
dial — at  890.  Don’t  get  confused  when  you 
dial  around  . . . you’ll  know  it’s  us  by  our 
bright,  new  sound ! 


Five  years  and 

1,250  telecasts  later, 
this  program  is  still  unsold 


( That's  the  way  we  want  it.) 


Some  programs  become  “public  service”  be- 
cause they  can’t  be  sold.  Others  become 
salable  because  they  render  genuine  serv- 
ice. wish-tv’s  Farm  & Home  Program  is  in  the 
latter  category.  Because  commercial  sponsorship 
might  create  problems  for  its  participants,  the 
program  is  “sold”  only  to  its  audience. 

Since  1955,  for  five  days  a week  from  1 : 15  to 
1 :30  p.m.,  the  Marion  County  Agricultural 
Agent,  or  the  County  Home  Economist,  or 
faculty  members  of  Purdue’s  agricultural  exten- 
sion service,  or  assorted  combinations  of  agents, 
economists,  professors  and  4-H  Clubbers,  have 
gathered  at  wish-tv  to  inform  and  entertain  an 
impressive— and  impressed— audience  (38.4  share 
in  an  important  4-station  metropolitan  market). 


What  goes  on?  A turf  prof,  has  held  forth  on 
improving  the  breed— of  turf.  Flower-arranging 
produced  many  requests  for  instructions — and 
the  station  never  smelled  so  good.  Cookie  deco- 
rating sat  well  with  our  audience  (1,500  requests) 
and  staff  (57  cookies  demolished).  The  work  of 
county  agents,  Purdue  University  extension  serv- 
ices, 4-H  clubs  and  other  organizations,  is 
widely  publicized.  Without  stars,  without  arti- 
fice, the  Farm  & Home  Program  is  wholesome, 
straightforward — and  deep  in  the  affection  of 
its  viewers. 

The  program  serves.  That’s  the  Corinthian 
key  to  good  community  relations.  We  suggest  that 
viewer  confidence  so  built  may  help  establish  a 
receptive  atmosphere  for  our  clients’  commercials. 

Responsibility  in  Broadcasting 
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KOTV 

Tulsa  (H-R) 


KHOU-TV 

Houston  ( cbs-tv  Spot  Sales) 


KXT  V 

Sacramento  ( H-R) 


WANE-TV 

Fort  Wayne  (H-R) 


WISH-TV 

Indianapolis  ( H-R) 


WANE-AM 

Fort  Wayne  ( H-R) 


WISH-AM 

Indianapolis  ( H-R) 


annual  congress,  Waldorf  Astoria,  New  York. 

June  2-4 — Mutual  Adv.  Agency  Network  quar- 
terly meeting,  Bismark  Hotel,  Chicago.  Morton  J. 
Simon,  agency  legal  counsel,  will  speak  on  “Prob- 
lems of  Agency  Management  and  Operation." 
*June  2-4 — Western  Assn,  of  Broadcasters  (Can- 
ada) annual  meeting.  Banff  Springs  Hotel,  Banff, 
Alta.  Dr.  Andrew  Stewart,  chairman  of  the  Board 
of  Broadcast  Governors,  will  be  keynote  speaker. 
Business  sessions,  sales  clinics,  an  awards  dinner 
and  a golf  tournament  are  planned. 

June  4 — UPI  Broadcasters  of  Pennsylvania  annual 
statewide  meeting.  Army  General  Depot,  New 
Cumberland,  9 a.m. 

June  4-5 — Oklahoma  Associated  Press  Broad- 
casters Assn.  Trade  Winds  Motel,  Tulsa. 

June  5-8 — Advertising  Federation  of  America, 
56th  Annual  Convention.  Secretary  of  Commerce 
Frederick  H.  Mueller,  FTC  Chairman  Earl  W. 
Kintner  and  John  P.  Cunningham,  chairman  of 
Cunningham  & Walsh  will  speak  June  6.  Hotel 
Astor,  New  York. 

June  5-9 — Assn,  of  Industrial  Advertisers  annual 
convention.  Shoreham  Hotel,  Washington,  D.C. 

June  7-23 — -National  Sales  Executives-Interna- 
tional  eighth  annual  session-graduate  school  of 
sales  management  and  marketing,  Syracuse  U., 
Syracuse,  N.Y. 

June  8 — Academy  of  Television  Arts  & Sciences, 
forum  on  tv  and  politics,  ABC. 

June  12-17 — Fourth  Annual  Communications  In- 
stitute for  High  School  Students,  institute  on, 
broadcasting  sponsored  by  School  of  Journalism, 
Pennsylvania  State  U.,  State  College,  Pa. 

June  13-17 — International  Advertising  Film  Fes- 
tival, Lido,  Venice,  Italy. 

June  13 — Deadline  for  filing  reply  comments  to 
FCC  amendment  of  Conelrad  manual  BC-3  to  pro- 
vide for  transmission  standards  for  the  Conelrad 
attention  signal. 

June  16> — Rehearing  on  Miami  ch.  7 case  in- 
volving questions  of  ex  parte  representation  to 
FCC  commissioners.  U.S.  Customhouse,  Philadel- 
phia. 

June  15-17 — American  Marketing, Assn,  annual 
meeting.  Hotel  Leamington,  Minneapolis. 

June  16-18 — Florida  Assn,  of  Broadcasters  annual 
meeting,  Ponte  Vedra  Inn,  Jacksonville  Beach. 
June  19-24 — National  Advertising  Agency  Net- 
work national  conference.  Oyster  Harbors  Club, 
Osterville,  Mass. 

*June  20 — Comments  due  on  FCC  rulemaking  to 
add  third  vhf  channel  in  selected  major  markets. 
June  20 — Comments  due  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations. 

June  20 — National  Academy  of  Television  Arts 
& Sciences  presents  annual  Emmy  Awards.  Pres- 
entation to  be  carried  over  NBC-TV,  10-11:30 
p.m.  EDT. 

’’June  20-21 — Chicago  Spring  Conference  on 

Broadcast  and  Television  Receivers,  Graemere 
Hotel,  that  city,  running  concurrently  with  Inter- 
national Home  Furnishings  Market.  Emphasis  will 
be  on  home  consumer  entertainment  field  under 
sponsorship  of  Chicago  Section  of  Institute  of  Ra- 
dio Engineers.  Keynote  speaker:  Joseph  S.  Wright, 
president,  Zenith  Radio  Corp. 

*June  20-24 — American  Institute  of  Electrical  En- 
gineers' summer  general  meeting.  66  technical 
sessions  on  subjects  including  communications  in- 
strumentation and  control,  computers,  basic 
science  and  management  are  planned.  Inspec- 
tion trips  of  various  engineering  facilities  are 
also  on  the  agenda.  Chalfonte-Haddon  Hall  Ho- 
tel, Atlantic  City,  N.J. 

*June  21-July  7 — Third  annual  workshop  on  the 
Art  of  Preaching  and  Mass  Communications,  spon- 
sored by  the  E.  Stanley  Jones  Institute  of  Com- 
municative Arts  and  Emory  U.,  Atlanta.  Ministers 
will  learn  to  plan  and  produce  radio  and  tv 
programs,  write  and  deliver  more  effective  sermons 
and  generally  to  use  mass  communications.  Held 
at  the  university. 

June  21-24 — National  Community  Tv  Assn.,  ninth 
annual  convention.  Fontainebleau  Hotel,  Miami 
Beach,  Fla. 

June  22-24 — Second  National  Conference  on 
Electronic  Standards.  Co-sponsors:  National  Bureau 
of  Standards,  Institute  of  Radio  Engineer's  profes- 
sional groups  of  instrumentation  and  microwave 


theory  and  techniques  and  American  Institute  of 
Electrical  Engineers,  National  Bureau  of  Standards 
Labs,  Boulder,  Colorado. 

'June  23-25 — National  Assn,  of  Tv  & Radio 
Farm  Directors'  annual  summer  meeting  Fresno, 
Calif. 

June  23-25 — Maryland-D.C.  Broadcasters  Assn, 
annual  meeting.  Ocean  City,  Md. 

’ June  24-25 — Colorado  Broadcasters  Assn.,  Con- 
tinental Hotel,  Pueblo. 

June  26-30 — Advertising  Assn,  of  the  West,  57th 
annual  convention,  Hotel  Del  Prado,  Mexico  City. 
Theme:  "Advertising  in  the  Challenging  Sixties." 
Speakers  include  Charles  Brower,  president,  BBD0; 
James  Fish,  vp  for  advertising,  General  Mills; 
Romulito  0'Farrill,  prominent  Mexican  broadcaster; 
James  Farley,  president,  Coca  Cola  Export  Co. 
June  27-29 — Institute  of  Radio  Engineers  fourth 
national  convention  on  military  electronics,  spon- 
sored by  professional  group  on  military  electronics 
of  IRE,  Sheraton-Park  Hotel,  Washington,  D.C. 

JULY 

July  24-Aug.  5 — Advertising  Federation  of  Amer- 
ica's second  annual  management  seminar  in  ad- 
vertising and  marketing.  Harvard  Business  School, 
Boston.  A limit  of  50  applicants  has  been  set  to 
be  selected  from  agency  and  advertiser  marketing 
executives,  plus  one  representative  from  each  ma- 
jor media  association.  Applications  available  from 
AFA,  250  W.  57th  St.,  New  York  19. 

AUGUST 

"Aug.  12-13 — Arkansas  Broadcasters  Assn.,  fail 
meeting.  Hotel  Marion,  Little  Rock. 

Aug.  19-20 — Texas  A P Broadcasters  Assn.  Baker 
Hotel,  Mineral  Wells. 

Aug.  23-26 — Western  Electronic  Show  & Con- 
vention, Ambassador  Hotel  and  Memorial  Sports 
Arena,  Los  Angeles. 

Aug.  26-27 — Oklahoma  Broadcasters'  Assn.  West- 
ern Hills  Lodge,  Wagoner. 

Aug.  29-Sept.  2 — American  Bar  Assn,  annual 

convention,  Statler-Hilton  Hotel,  Washington,  D.C. 

SEPTEMBER 

Sept.  2-4 — West  Virginia  Broadcasters'  Assn, 
annual  fall  meeting.  The  Greenbrier,  White  Sulpher 
Springs. 

Sept.  19-22 — Institute  of  Radio  Engineers  na- 
tional symposium  on  space  electronics  and  tele- 
metry, Shoreham  Hotel,  Washington. 

OCTOBER 

‘:'0ct.  2 — Retrial  of  former  FCC  Commissioner 
Richard  A.  Mack  and  Miami  attorney  Thurman 
A.  Whiteside,  charged  with  conspiring  to  rig  the 
Miami  ch.  10  tv  grant  (first  trial  ended  in 
a hung  jury). 

Oct.  2-4 — Advertising  Federation  of  America 
Seventh  District  convention,  Chattanooga,  Tenn. 
Oct.  3-5 — Institute  of  Radio  Engineers  sixth  na- 
tional communications  symposium.  Hotel  Utica  and 
Utica  Memorial  Auditorium,  Utica,  N.Y. 

Oct.  5— Assn,  of  National  Advertisers  workshop 
on  advertising  management.  Ambassador  Hotel, 
Chicago. 

Oct.  10-12 — Institute  of  Radio  Engineers  na- 
tional electronics  conference,  Sherman  Hotel, 
Chicago. 

Oct.  16-17— Texas  Assn,  of  Broadcasters  fall 
convention.  Sheraton  Dallas  Hotel,  Dallas. 

Oct.  18-21 — National  Assn,  of  Educational  Broad- 
casters annual  convention.  Jack  Tar  Hotel,  San 
Francisco. 

Oct.  25-26 — Engineering  section.  Central  Can- 
ada Broadcasters  Assn.  King  Edward  Hotel,  To- 
ronto. 

Oct.  31-Nov.  2 — Institute  of  Radio  Engineers  radio 

fall  meet,  Syracuse,  N.Y. 

NOVEMBER 

Nov.  16-18 — Television  Bureau  of  Advertising 
annual  meeting.  Waldorf-Astoria,  New  York. 

Nov.  26 — Utah-Idaho  Associated  Press  Broad- 
casters Assn,  convention.  Twin  Falls,  Idaho. 


JANUARY  1961 

Jan.  13-14 — Oklahoma  Broadcasters'  Assn.  Bilt- 
more  Hotel,  Okahoma  City. 
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MONDAY  MEMO 

from  BILL  BOYLHART,  'president,  Boylhart,  Lovett  & Dean,  Los  Angeles 


Agency-media  relations  need  improvement 


The  long-heralded  Golden  ’60’s  may 
well  hold  one  of  the  most  critical  pe- 
riods in  the  history  of  advertising.  Those 
who  find  little  concern  in  this  statement 
might  well  look  West  for  some  sober 
reflection. 

Only  30  days  ago  some  two  hundred 
agency  principals  and  media  representa- 
tives and  media  sales  management 
throughout  California  sat  down  in  the 
privacy  of  their  individual  offices  to 
answer  a lengthy  questionnaire  on  the 
critical  subject  of  media-agency  rela- 
tions. Its  title:  “The  WSAAA  Media- 
Agencies’  5-Year  Forecast.” 

That  the  survey  found  a vitally  inter- 
ested reception  is  evident  in  the  fact 
that  response  to  the  more  than  30  ques- 
tions on  the  long  three-page  question- 
naire produced  detailed  written  answers 
that  frequently  covered  both  sides  of  the 
pages. 

The  tabulated  answers  to  this  survey, 
initiated  by  the  Western  States  Adver- 
tising Agencies  Association,  express 
media’s  and  the  agency’s  troubled  con- 
cern and  uncertainty  related  to  many 
basic  elements  of  the  agency-client- 
media  relationship  . . . and  at  the  same 
time  give  assurance  upon  the  great  im- 
portance which  is  attached  to  the 
strengthening  of  the  agency-media  re- 
lationship. 

Who’s  Responsible?  ■ Disconcerting 
confusion  was  evident  in  answers  to 
such  basic  questions  as:  “Who  should 
bear  the  primary  responsibility  for  main- 
taining honest  and  believable  advertis- 
ing?”, with  46%  of  agencies  assuming 
this  responsibility,  and  26%  passing  it 
on  to  the  client.  In  response  to  this 
question,  47%  of  media  placed  the  re- 
sponsibility on  the  client,  34%  on  the 
agency,  and  18.5%  on  media. 

The  failure  of  either  media  or  agency 
(or  client  for  that  matter)  to  assume  this 
responsibility  portends  even  greater  dis- 
solution of  the  public  respect  for  ad- 
vertising— and  further  depreciation  of 
the  acceptability  and  believability  of  ad- 
vertising messages — regardless  of  the 
medium  used. 

Divided  responsibility  is  no  responsi- 
bility, or  put  another  way — ultimate 
irresponsibility. 

Agency  System  Preferred  ■ Perhaps 
not  unexpected,  but  certainly  of  para- 
mount importance,  is  the  reassuring 
answer  to  the  question,  “Do  you  be- 
lieve that  the  advertising  agency  sys- 
tem is  the  best  method  to  insure  con- 
tinuance of  media’s  interests?”.  Some 
87%  of  media  and  92%  of  agencies 
voted  an  overwhelming  “Yes.” 


Significantly,  the  subject  of  agency 
commissions  is  very  much  alive,  with 
concern  expressed  over  the  profitability 
of  the  15%  agency  commission  by 
38.5%  of  media  and  73.5%  of  agencies. 
When  asked:  “Do  you  believe  that 
media  will  increase  agency  commission 
to  more  than  15%  over  the  next  5 
years?”,  50%  of  agencies  and  13.5% 
of  media  anticipated  the  increase  of  the 
agency  commission  over  the  15%  mark. 

There  was  complete  agreement  by 
percentages  ranging  from  63.5%  to 
97.5%  by  both  media  and  agencies  that 
over  the  next  five  years  media  will  have 
more  competition;  will  provide  more 
services  to  agency  and  client;  and  that 
media  evaluation  will  become  more 
complicated. 

Of  particular  concern  to  media  are 
68%  of  agencies  who  predicted  future 
advertising  budgets  will  tend  to  place 
concentrated  dollars  in  fewer  media. 

Evident  is  growing  agency  dissatis- 
faction with  media  research  surveys; 


Bill  Boylhart,  president  of* Boylhart, 
Lovett  & Dean,  Los  Angeles  Headquar- 
tered advertising  and  marketing  agency, 
was  born  in  New  York  City,  attended 
Columbia,  was  a company  commander 
in  Italy  during  World  War  11  and 
entered  the  business  world  as  a member 
of  the  first  public  relations  team  of  the 
New  York  Stock  Exchange.  He 
founded  the  Los  Angeles  agency  in 
1950  and  in  1954  incorporated  with 
two  partners,  Jimmy  Dean  and  Bob 
Lovett,  as  Boylhart,  Lovett  & Dean.  Mr. 
Boylhart  is  currently  a member  of  the 
board  of  directors  and  media  relations 
officer  for  the  Western  States  Adver- 
tising Agencies  Assn. 


with  relationships  with  non-commis- 
sionable  media;  with  poor  merchandis- 
ing support  for  the  advertiser;  and  lack 
of  standardized  rate  cards  and  practices. 

Both  media  and  agency,  by  replies  of 
75%  and  65%  respectively,  feel  that 
the  agency’s  relationship  with  media 
should  be  improved. 

Amazing  Indictment  ■ No  matter 
where  any  of  us  sit — in  the  agency,  with 
media  or  within  the  advertisers’  market- 
ing and  advertising  groups — there  is  to 
be  found  in  one  simple  question  in  this 
survey,  an  almost  unbelievable  indict- 
ment of  the  self-centered  interests  of 
our  industry. 

This  almost  too-simple  question  was: 
“Do  you  believe  that  the  advertisers' 
management  is  fully  convinced  of  the 
importance  and  value  of  advertising?” 
The  startling  response — 57.5%  of  agen- 
cies and  58%  of  media  unequivocably 
answered  that  management  is  not  fully 
convinced  of  the  importance  and  value 
of  advertising. 

To  those  who  would  discount  or  pass 
this  clearly  defined  response,  I would 
point  out  that  this  question  was  an- 
swered by  some  200  highly  responsible 
media  and  agency  executives  who  are 
working  daily  face  to  face  with  adver- 
tisers and  their  management  executives. 

Throughout  the  survey,  and  particu- 
larly from  write-in  answers,  there  ap- 
pears a damaging  trend  for  agency  and 
media  to  go  their  own  separate  ways 
without  any  concerted  etfort  to  coordi- 
nate their  mutual  interests.  More  than 
that  there  is  apparent  a startling  disin- 
terest or  lack  of  understanding  of  the 
basic  values  inherent  in  the  media- 
agency  relationship. 

A question  for  all  of  us  to  answer  is 
whether  individual  agency  associations, 
and  media  groups  and  organizations  are 
really  missing  the  big  challenges  of  these 
changing  times  because  of  too  narrow 
self-interests. 

The  WSAAA  hopes  that  this  sur- 
vey and  the  attention  it  focuses  on  the 
subject  will  act  as  a stimulus  to  fur- 
ther research  and  study  by  other  asso- 
ciations and  groups — both  media  and 
agency. 

Yet,  this  survey  can  well  be  only  a 
flickering  warning  light  for  media, 
agency,  advertiser  and  consumer  of 
damaging  confusion  and  -damaging 
problems  to  come  . . . unless  we  are 
concerned  sufficiently  to  do  something 
about  this  gradual  dissolution  of  one  of 
the  best  and  most  productive  partner- 
ships ever  conceived. 

The  choice  is  ours — to  take  action. 
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Time  is  the  universal  property.  Man  shares  it  alike 
with  the  animate  and  the  inanimate.  It  is  a dimension 
in  which  he  participates  only,  and  the  measure  of 
his  effectiveness  is  history. 

As  a medium  of  communication,  that  portion  of  Time 
which  we  share  most  immediately  with  our  com- 
munity is  of  particular  import  to  us.  From  Baltimore, 
WBAL-TV  shares  daily  in  the  Time  of  some  2,570,500 
men,  women  and  children  who  constitute  the 
Maryland  Market.  From  Baltimore,  WBAL-TV 
participates  in  the  same  Time  dimension  as  nearly 
700,000  television  households  that  exist  at  this  Time 
within  our  coverage  area.  From  Baltimore,  WBAL-TV 

*Time  is  my  estate,  to  Time  I’m  heir  . . . Goethe 
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makes  it  possible  for  more  members  of  our  com- 
munity to  experience  more  in,  of  and  from  Time, 
more  immediately,  with  more  people,  than  any 
other  medium  of  communication. 

" Time  is  my  estate  ...”  the  philosopher  says.  It  is 
yours,  too,  and  ours.  In  Baltimore,  you  can  partic- 
ipate in  Time  wisely  through  the  facilities  of  WBAL 
Television  11.  The  history  of  our  sales  success  is  the 
measure  of  our  effectiveness. 

NBC  Affiliate/Channel  11/Associated  with  WBAL-AM  & FM. 

WBAL-TV  BALTIMORE 

Nationally  represented  by  Edward  Petry  & Co.,  Inc.  QjQ/lQ 
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Who  is  REALLY 


Some  advertisers  now  delivering 
their  sales  messages  to  the  largest 
number  of  listeners  per  average 
quarter  hour  in  the  entire  Big  Bay 
Area: 

CHEVROLET 

KINNEY  SHOES 

R.  J.  REYNOLDS 
BURGERMEISTER  BEER 

COCA  COLA 

GILLETTE  SAFETY  RAZOR 
BEST  FOODS 


HOOPER  FEBRUARY-MARCH  1960 


KFWB/LOS  ANGELES  KEWB/SAN  FRANCISCO-OAKLAND 

KDWB/MINNEAPOLIS-ST.  PAUL 


<k 


CROWELL-COLLIER  BROADCAST i 


KEWB  presents  the  programming  that  pleases 
the  most  people. 

From  #8  position  in  June  1959,  KEWB  has 
seen  a definite  rating  up-curve  every  month. 

Now,  in  the  San  Francisco/Oakland  area . . . 
Hooper  for  February-March  1960  shows  KEWB 
as  clear-cut  NUMBER  ONE.  Pulse  shows  KEWB 
with  a 15.0  share,  and  the  most  listeners 
per  average  quarter-hour. 

Make  your  radio  buy  based  on  current  figures. 
Buy  right  in  the  Big  Bay  Area.  BUY  KEWB 
...first  in  San  Francisco/Oakland. 


Sound  Citizen”  of  San  Francisco/Oakland 


Milton  H.  Klein,  General  Manager 
EXbrook  7-2891/TEmplebar  6-0910 
National  Reps : The  Katz  Agency,  Inc. 


ONLY  the  only  home  owned  pri- 
mary network  affiliate  can  be  so 
at  HOME  in  the  heart  of  Cen- 
tral California  ...  to  program 
best  to  get  you  results  where 
they  count.* 

*Networkwise,  of  3 TV  stations  here, 
KJEO  delivers  to  this  billion  dollar 
market  5 of  the  top  10  network  shows. 
Add  to  this  locally  6 of  the  top  10 
syndicated  programs  and  you  know 
why  this  market  looks  first  to  KJEO. 

(Source:  Current  Nielsen) 

Check  for  yourself,  KJEO-TV  rates 
are  still  right  with  the  lowest.  See 
your  H-R  Representative  now  for 
your  prime  time  buys. 


Fresno,  California 

J.  E.  O’Neill  — President 
Joe  Drilling  — Vice  President 

and  General  Manager 
W.O.  Edholm — Commercial  Manager 
See  your  H-R  representative  HR<* 


OPEN  MIKE 


On  Sec.  317 

editor:  Congratulations  on  your  317 
editorial,  (Newspapers  please  copy, 
April  18)  which  I have  forwarded  to 
Pete  McKnight,  editor  of  the  Charlotte 
Observer.  Personally,  I think  it  is  the 
most  potent  verbiage  on  the  subject  I 
have  seen  to  date. — Charles  Crutch- 
field, Executive  vice  president,  Jeffer- 
son Standard  Broadcasting  Co.,  Char- 
lotte, N.C. 

editor:  Request  permission  to  broad- 
cast your  editorial,  page  120  April  18 
issue. — Richard  Tuck,  KBEC  Waxa- 
hachie,  Tex. 

[Permission  granted. — The  Editors.] 

Fm  coverage 

editor:  On  behalf  of  our  rapidly  grow- 
ing membership  (now  over  100  fm 
stations)  and  our  board  of  directors,  I 
want  to  express  my  sincere  appreciation 
for  the  wonderful  coverage  that  you 
have  given  the  growing  fm  industry  in 
the  past,  but  with  particular  reference 
to  the  treatment  at  the  recent  NAB  con- 
vention. As  you  know,  I have  been  a 
member  of  the  Fm  Committee  of  NAB 
and  have  been  re-elected  as  president 
of  the  fledgling  National  Assn,  of  Fm 
Broadcasters  for  a second  term. 

Now  that  we  are  solvent  and  are 
building  a war  chest,  we  will  shortly 
appoint  someone  who  will  furnish  your 
excellent  book  with  current  facts  and 
figures  and  information  of  value  to  oth- 
er fm  stations  who  are  your  subscribers. 
— Fred  Rabell,  President,  NAFMB, 
KITT  ( FM ) San  Diego. 

Fm's  star 

editor:  Please  send  us  24  copies  of 
“Fm’s  star  grows  even  brighter”  and 
“Fm  group  plans  sales  race  against  am 
radio.”  (Broadcasting,  April  11).- — 
William  A.  Vaughn,  Advertising  man- 
ager, WYFM  (FM)  Charlotte,  N.C. 

editor:  We  are  most  anxious  to  obtain 
200  copies  . . . Eleanor  L.  Scully,  Sec- 
retary, Concert  Network  Inc.,  Boston. 

editor:  Please  send  300  reprints. — Wil- 
liam A.  Woods,  WMHE-FM  Toledo, 
Ohio. 

[Reprints  available,  five  cents  each. — 

The  Editors.] 
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TREAT  YOURSELF  TO 
EXTRA  CARE  SERVICE  ON 
UNITED  AIR  LINES  DC-8  JET 


On  United  Air  Lines  DC -8  Jet  Mainliner®  you  will 
find  extra  care  is  everywhere.  You  will  enjoy  delicious 
meals  on  the  DC-8,  prepared  by  master  chefs,  served 
graciously  by  attentive  stewardesses.  You  will  settle 
back  and  relax  in  the  biggest,  highest,  widest  seats 
in  the  sky.  You  will  enjoy  friendly  conversation  and 
relaxation  in  either  of  the  two  colorful  “living  room’" 
lounges — one  for  First  Class  and  one  for  Coach 


passengers.  It’s  a real  treat,  flying  the  DC-8.  Why 
not  treat  yourself  soon?  Call  your  Travel  Agent  or 
your  local  United  Air  Lines  office  for  de  luxe  First 
Class  or  thrifty  Custom  Coach  accommodations. 

DC-8  NONSTOP  SERVICE:  NEW  YORK,  PHILADELPHIA, 
WASHINGTON-BALTIMORE,  CHICAGO,  LOS  ANGELES, 

SAN  FRANCISCO,  PORTLAND,  SEATTLE-TACOMA,  and  HAWAII. 


UET  MAINLINER,  BY  DOUGLAS 


THE  BEST  OF  THE  JETS  . . . PLUS  UNITED  S EXTRA  CARE 

The  comfortable  high,  wide  DC-8  seat  adds  privacy  to  your  dining  pleasure. 


Get  the  TV  Tape  System 

with  a “MATCHED”  line  of 


RCA  TV  Tape  Recorder  • RCA  Video  Equipment  • RCA  TV  Film  Equipment  • 
RCA  Audio  Equipment  • RCA  Switching  and  Special  Effects  • RCA  Film  Recording 
Equipment  (Studio  or  Mobile — Monochrome  or  Color) 


SEE  THE  MATCHED  LINE  AT  THE  SMPTE  CONVENTION, 
INCLUDING  THE  ALL-NEW  4V2"  IMAGE  ORTHICON  TELEVISION  CAMERA 


Program  Production  Equipment 

With  an  RCA  TV  Tape  System  you  get  equipment  that  is  designed  for  incorpora- 
tion into  a complete  package.  You  get  everything  you  need  from  one  reliable 
source  of  supply— from  cameras  to  TV  tape  recorders,  including  audio,  switching, 
and  special  effects.  You  obtain  equipment  with  a background  of  experience  that 
is  without  equal  in  the  film  and  television  industries.  You  get  the  finest  pic- 
tures— both  color  and  black-and-white  . . . Why  risk  the  chance  of  failure  with 
unmatched  equipment  when  you  can  get  equipment  from  RCA  that  is  matched— 
both  electrically  and  mechanically — to  work  in  a system. 

Free  brochure  on  RCA  Customized  TV  Tape  System  is  available.  See  your  RCA 
Representative.  Or  write  to  RCA,  Dept.  G-22,  Building  15-1,  Camden,  N.J. 


RADIO  CORPORATION  of  AMERICA 


Imk(s)  <g) 


BROADCAST  AND  TELEVISION  EQUIPMENT  • CAMDEN,  N.  J. 


THE  PROCTER  & GAMBLE  CO. 


GENERAL  MOTORS  CORP. 


BRISTOL-MYERS  CO. 


GENERAL  FOODS  CORP. 


CHRYSLER  CORP. 


AMERICAN  AIRLINES,  INC. 


COLGATE-PALMOLIVE  CO. 


R.  J.  REYNOLDS  TOBACCO  CO. 


WARNER-LAMBERT 
PHARMACEUTICAL  CO.,  INC. 


UNITED  AIR  LINES,  INC. 


GENERAL  MILLS,  INC. 


NATIONAL  BISCUIT  CO. 


BROWN  & WILLIAMSON 
TOBACCO  CORP. 


FORD  MOTOR  CO. 


THE  COCA-COLA  CO. 


GENERAL  CIGAR  CO. 


TRANS-WORLD  AIRLINES,  INC. 


VICK  CHEMICAL  COMPANY 


BEST  FOODS 


U.  S.  TOBACCO  CO. 


TEXACO  CANADA  LIMITED 


KELLOGG  COMPANY 


MILES  LABORATORIES,  INC. 


THE  AMERICAN  TOBACCO  CO. 


CANNON  MILLS,  INC. 


INTERNATIONAL  SHOE  CO. 


FIRESTONE 


GULF  OIL  CORP. 


WPIX-11  carries  more  minute  advertising  from 
the  top  25  national  spot  advertisers  than  any 
other  New  York  television  station.  * ■ Leading 
advertisers  select  wpix-11  for  the  “network 
look”  of  its  programming,  its  Nielsen 
proved  quality  audience  and  the  guar- 
anteed good  company  of  other  national 
advertisers.  Your  product  message 
will  never  appear  with  “mail  order”  or 


over-long  commercials— because  wpix-11  does  not 
accept  this  kind  of  advertising  ■ Only  wpix-11, 
of  all  seven  New  York  TV  stations,  offers  you  so 
many  opportunities  to  place  minute  commer- 
cials in  such  a productive  selling  atmos- 
phere during  the  prime  nighttime  hours ! 

W here  are  your  60-second  commercials  tonight? 


WIPE 


new 

york 


* Broadcast  Advertiser  Reports 


© 1960,  WPIX 
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THE  HEATS  ON  TV’S  SUMMER  RATES 


BBDO  puts  pressure  on  stations  and  their  reps  (see  below) 
JWT  cites  networks  as  examples  of  right  pricing  (page  28) 


BBDO  has  thrown  its  weight  behind 
a drive  to  force  reduced  television  sta- 
tion rates  in  summer.  Its  weight  is  sub- 
stantial; it  spent  $29  million  in  spot  tv 
last  year. 

The  agency  last  week  released  a let- 
ter it  had  mailed  to  all  tv  stations  in 
[ the  country  and  then  held  a special  con- 
j ference  with  station  representatives  at 
its  Madison  Avenue  offices. 

Ed  Fieri,  BBDO’s  media  supervisor 

[of  spot  broadcast  over  whose  signature 
the  letter  was  sent,  presided  at  the  con- 
ference which  was  held  April  28.  He 
told  the  representatives:  “We  are  not 
out  for  rate  cutting.”  He  said  the  agen- 
cy was  making  an  “inquiry”  to  find  out 
whether  tv  station  managers  “plan  to 
adopt  a summer  rate  card.”  He  said 
the  agency  looked  upon  special  sum- 
mer rates  merely  as  “an  additional  sell- 
ing tool  for  spot  television.” 

BBDO  expressed  interest  in  summer 
rate  schedules  already  announced  by 
several  stations  including  those  of  West- 
inghouse  Broadcasting  Corp.  (Broad- 
casting, April  25). 

It’s  the  agency’s  thinking  that  per- 
haps a nucleus  of  key  stations  on  the 
East  Coast  might  be  set  up  with  a pat- 
tern of  favorable  rates  during  the  sum- 
mer period.  Such  a lineup,  according 
to  BBDO,  could  entice  regional  adver- 
I tisers,  for  example,  to  place  a campaign. 
WBC’s  discount  arrangement  is  called 
“optional  equation  plan”  that  lets  an 
advertiser  buy  at  a 35%  discount  for 
13  weeks  beginning  June  5.  The  adver- 
tiser, however,  forfeits  the  52  consecu- 
tive-week discount  of  20%,  dropping 
back  to  15%  for  non-summer  weeks, 
or  about  the  same  expenditure  for  a 
year-round  advertiser. 

The  Letter  ■ Mr.  Fleri’s  letter,  sent 
to  tv  station  managers,  observed  that 
agencies  as  well  as  stations  and  the  tv 
industry  “in  general”  always  had  looked 
for  ways  “to  maintain  a continuity  of 
advertising  and  economical  contact  with 
markets  throughout  the  year.” 

The  letter  continued:  “The  networks 
and,  more  recently,  several  individual 
stations  have  announced  their  intention 
to  adopt  summer  rate  cards  as  a step 
toward  this  end. 

“This  seems  to  us  to  be  a sound 


move  and  helpful  to  the  entire  industry 
because — 

“1.  It  will  help  offset  the  summer 
slump  in  tv  billing  both  at  the  agency 
and  station  levels.  2.  It  will  help  the 
advertisers  maintain  schedules  at  rea- 
sonable efficiency.  3.  It  will  offer  sub- 
stantial inducement  to  longer  term  tele- 
vision commitments.  4.  It  will  tend  to 
relieve  the  mass  buying  problems  in  the 
early  fall  and  the  resultant  confusion.” 

Mr.  Fieri  said  that  “several  of  our 
clients  have  expressed  interest  in  this 
matter.”  Asked  by  the  station  reps  to 
clarify  this  statement  in  the  letter,  the 
BBDO  head  spot  buyer  explained  there 
may  well  be  reason  for  fall-winter  spot 
advertisers  handled  by  BBDO  to  start 


Why  BBDO  wants 
summer  buildup 


The  sad  sag  in  summer  tele- 
vision spot  billings  at  BBDO  is 
reflected  in  the  chart  above.  The 
agency  last  week  released  com- 
parative tv  spot  billings  for  bi- 
monthly periods  during  1959. 
The  March-April  period  was  the 
highest  of  the  year,  shown  here 
as  100%.  The  skid  from  that 
level  to  the  July-August  low 
(36%  of  the  peak  bi-monthly 
volume)  is  evident. 


campaigns  earlier,  perhaps  in  August 
if  the  rate  structure  became  favorable. 

Station  Reaction  ■ Mr.  Fieri  told 
newsmen  that  some  30  stations  had 
replied  to  the  letters  (which  were  sent 
out  over  the  April  23  weekend)  and 
that  about  one-third  of  the  replies  re- 
ported the  stations  were  watching  the 
summer  rate  trend  and  “if  it  became  an 
accepted  thing,  they  also  would  go  to  a 
summer  rate.” 

At  the  conference  with  station  repre- 
sentatives Mr.  Fieri  passed  around 
copies  of  this  letter  to  stations  as  well 
as  a set  of  charts  showing  BBDO’s  spot 
billing  taking  a decided  dip  during  the 
hot  months  (see  chart  this  page). 

The  station  representatives  raised 
several  questions: 

■ Are  advertisers  flexible  enough  to 
take  advantage  of  summer  discounts? 
Assuming  that  BBDO’s  suggested  plan 
is  feasible  for  stations,  could  advertisers 
revamp  budgets  that  were  made  per- 
haps six  months  in  advance  of  the  sum- 
mer and  revise  their  allocation  this  late 
in  the  game?  BBDO’s  answer  to  this: 
The  agency  would  like  to  feel  that  there 
is  enough  flexibility  in  the  budgets  of 
many  advertisers  to  permit  a restudy  or 
overhaul  of  plans  to  accommodate  the 
summer  schedule. 

■ Should  advertisers  buy  spot  only 
by  the  numbers?  Reps  said  that  buying 
spot  time  on  the  basis  only  of  reduced 
rates  was  not  only  dangerous  but  un- 
realistic for  both  the  medium  and  the 
advertiser.  There  are — or  at  least  there 
should  be — other  considerations  than 
those  based  purely  on  cost  (audience 
composition,  cumulative  audiences,  type 
of  station  plan  used,  marketing  objec- 
tive and  the  plusses  of  sight,  sound  and 
motion). 

■ What’s  the  incentive?  The  reps 
wondered  what  the  station  could  get 
out  of  this  aside  from  decreased  reve- 
nue (via  lower  rates).  This  is  the  tough- 
est question  for  BBDO  to  answer.  The 
agency  said  only  that  it  was  probing, 
not  demanding,  and  Mr.  Fieri  referred 
to  the  probable  plusses  as  enumerated 
in  his  letter.  Mr.  Fieri  said  it  was  the 
agency’s  thinking  that  the  inducement 
might  bring  advertisers  into  their  fall 
spot  buying  as  much  as  four  weeks 
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earlier  than  they  had  been  starting  it. 

Prime  Time  Drop  ■ It  was  the  agen- 
cy’s belief,  as  enunciated  by  Mr.  Fieri, 
that  the  7:30-9  p.m.  time  period  on  the 
average  indicates  the  largest  drop  in 
viewing,  and  while  he  would  hesitate 
to  suggest  any  such  move  by  the  sta- 
tions, he  would  think  it  logical  that 
special  rate  attractions  would  fall  into 
these  periods. 

Some  reps  immediately  voiced  the 
possibility  that  tv  stations  might  wish  to 
counter  the  demand  for  more  attractive 
summer  rates  by  increasing  winter 
period  rates  and  keeping  summer  at 
present  levels.  As  one  expressed  it, 
“Then  you’ll  have  your  summer  dis- 
count structure.” 

In  answer  to  a question,  Mr.  Fieri 
told  the  reps  he  thought  the . summer 
rate  plan  would  be  of  interest  to  all 
advertisers  that  use  tv  except  those 
with  seasonal  products. 

PDQ  SALE  RESULTS 
Saturation  campaign 
pays  off  for  Mercury 

When  a company  has  23  sales  dis- 
tricts across  the  country  and  one  of 
them  skyrockets  from  a rank  of  18th 
in  sales  to  first  place  from  one  month 
to  the  next,  that’s  getting  ahead  pretty 
darn  quick. 

In  the  case  of  the  Mercury  dealers 
of  the  Los  Angeles  District,  which  en- 
compasses Southern  California,  all  of 
Arizona  and  Las  Vegas,  Nev.,  the  PDQ 
results  were  brought  about  by  a PDQ 
campaign  combining  saturation  radio 
and  newspaper  advertising,  starting 
right  after  New  Year’s  Day  and  run- 
ning until  mid-February. 

“The  basic  idea  of  the  PDQ  cam- 
paign, of  course,  was  to  stimulate  car 
buying — Mercury  buying,  that  is — in 
the  usually  slow  post-holiday  season,” 
LJ.  Sholty  Jr.,  account  executive  on 
Mercury  at  Kenyon  & Eckhardt,  Los 
Angeles,  explains. 

“We  planned  to  do  this  by  stressing 
three  points.  First  was  price,  especially 
important  following  Mercury’s  move 
into  a new  price  field.  Next  was  deal, 
emphasizing  that  Mercury  was  in  a 
dealing  mood,  ready  to  consider  any 
terms  the  customer  proposed.  Finally, 
quality,  to  get  over  the  fact  that  the 
1960  Mercury  had  the  highest  quality 
in  the  car’s  history,  and  in  every  way 
— workmanship,  styling  and  perform- 
ance. 

Saturation  ■ “We  recommended  bold 
use  of  radio — 1,000  spots  a week  in 
the  Greater  Los  Angeles  area,  300  in 
San  Diego,  250  in  Phoenix  and  cor- 
respondingly fewer  in  the  smaller  mar- 
kets, but  a sufficient  number  in  all 
markets  so  that  no  one  with  a radio 
in  any  of  them  could  fail  to  hear  at 


Networks  have  cut;  stations  should  too 


Summer  business  methods  of  tv 
networks  will  cost  stations  “more 
business  than  usual  this  year,”  ac- 
cording to  Edward  R.  Fitzgerald, 
broadcast  media  manager  and  senior 
timebuyer  of  J.  Walter  Thompson 
Co.,  Chicago. 

Addressing  the  annual  meeting  of 
Ohio  Assn,  of  Broadcasters,  held 
April  29  at  Youngstown,  he  said  the 
new  pricing  will  cost  stations  some 
of  their  spot  advertising. 

“Our  researchers  tell  us  that  one 
late  evening  half-hour  we  were  con- 
sidering declined  27%  in  audience 
for  June  and  July  under  December 
and  January,”  he  said.  “Yet  look 
what  the  tv  networks  will  do  for  us 
in  extra  facilities  discounts  alone  for 
this  same  time,  and  this  ignores  lower 
program  costs  in  hot  months,  some- 
times down  to  zero  for  the  52- week 
program  backer: 

“ABC-TV — Up  to  42%  in  extra 
discounts  for  every  week  advertisers 
10:30-11  p.m. 

“CBS-TV — A 35%  discount  on 
summer  program  time  costs  for  the 
all-year  advertiser  in  this  time  period. 
They  go  as  high  as  45%  off  in 
earlier  hours. 

“NBC-TV — Up  to  35%. 

“Call  it  rate-cutting,  business- 
buying, guaranteed  circulation,  or 
whatever,  this  style  of  pricing  costs 
you  spot  business — and  the  induce- 
ments are  bigger  than  ever  now.” 

Mr.  Fitzgerald  asked  rhetorically, 
“What’s  the  answer?” 

“Think  it  over  like  your  competi- 
tors have,”  he  said.  “We’ve  just  re- 
ceived word  that  the  Westinghouse 
tv  stations  have  announced  what 
they  call  ‘The  Optional  Equation 
Plan’ — maybe  it’s  a start  in  the  right 
direction. 

Follow  The  Sun  ■ “Individual  sta- 
tions may  look  artificially  high  in 


summer,  and  low  in  winter,  while 
the  networks  sell  their  wares  easily. 
And  perhaps  radio’s  card  should  fol- 
low the  sun — higher  in  summer, 
lower  in  winter.  Radio  Advertising 
Bureau  has  just  released  a brochure 
called  ‘Summergram’  which  predicts 
that  radio  will  deliver  a bigger  audi- 
ence than  tv  again  this  summer.  For 
eight  weeks  from  July  2 to  Aug.  27, 
1959  A.  Sindlinger  & Co.  found 
radio’s  adult  audience  size  leading 
television  consistently.  Listening 
posts  for  radio  are  established  at 
the  beaches,  parks,  picnic  grounds 
and  even  aboard  70%  of  our  boats. 
Network  television  gets  very  expen- 
sive if  you  consider  winter  only.” 

Mr.  Fitzgerald  reminded  that 
“time  is  worth  money  to  the  agency, 
too.”  He  said  the  agency  can  spend 
45  minutes  working  out  a minor 
item  where  a discrepancy  may  be 
only  $2.  “And  we  don’t  go  for  inter- 
ruptions you  wouldn’t  impose  on 
your  other  salesmen,”  he  said.  “The 
‘What’s  7-Up  doing  in  Zanesville’  or 
‘Schlitz  in  Akron’  questions  should 
be  answered  before  you  arrive,”  he 
said. 

JWT  would  appreciate  more  sales 
research  help  that  doesn’t  have  to  be 
redone  because  of  slight  inaccuracies 
and  questionable  sources,  he  said, 
adding  “We  want  material  that  can 
be  used  directly,  without  question, 
no  hooks.” 

He  cited  other  time-wasting  data 
received  from  broadcasters: 

“Some  mail  pull  maps,  especially 
where  we  have  more  authoritative 
coverage. 

“Brother-in-law  letters  from  deal- 
ers, where  they  are  obviously  dic- 
tated by  station  men. 

“Some  research  that  tends  to  play 
up  ‘tops.’  Now  No.  1 position 
doesn’t  always  qualify  a station  or 


least  one  spot  a day  and  probably  a 
great  many  more.  Our  original  thought 
was  to  use  about  10,000  spots  in  a 
four-week  period.  We  wound  up  with 
nearer  15,000,  stretched  over  six 
weeks.  The  increase  was  due  in  part 
to  the  enthusiasm  of  dealers  over  the 
success  of  the  campaign  in  its  early 
stages,  which  encouraged  them  to  use 
some  of  their  own  money  to  buy  more 
radio  time  locally,  so  that  more  spots 
could  be  broadcast  than  the  number 
provided  for  by  the  group  budget. 

“The  newspaper  campaign  was 
planned  to  include  five  ads,  starting  a 
week  before  the  radio  barrage  and  aug- 
menting radio’s  oral  impact  with  the 


visual  appeal  of  pictures  of  the  new 
Mercury.  The  ads  were  scaled  by  mar- 
ket size,  1,500-line  ads  in  the  largest  j 
cities,  1,000  lines  in  B markets  and  800 
lines  in  C markets.  The  factory 
changed  the  copy  of  four  newspaper 
ads  of  its  own  to  tie  into  the  PDQ 
theme,  bringing  the  total  of  PDQ 
newspaper  ads  to  nine  in  each  market. 

“The  PDQ  theme  can  probably  best 
be  presented  as  it  was  on  the  air,  in 
a one-minute  spot  that  opened  with 
the  following  jingle,  sung  by  two 
voices: 

GIRL:  See  the  Mercury  for  '60  PDQ 

BOY:  Pretty  darn  quick 

GIRL:  See  the  Mercury  for  '60  PDQ 

BOY:  Pretty  darn  quick 
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reveal  the  significant  facts  that  our 
own  appraisal,  or  the  representatives 
counseling  us  find  either,  for  that 
matter,  to  influence  our  final  judg- 
ments and  decisions. 

“Negative  propaganda,  including 
monitored  tapes  or  logs  of  competi- 
tive stations;  very  often  this  is  sour 
grapes. 

“Actually,  though,  there  isn’t  too 
much  material  we  receive  that  is  of 
no  value  at  all. 

“We  even  find  a value  in  mail  still 
addressed  to  my  predecessor  who 
died  in  1948.” 

Source  of  Concern  ■ Mr.  Fitz- 
gerald scored  the  new  Station  Repre- 
sentatives Assn,  policy  against  di- 
vulging of  broadcast  schedules  and 
other  plans  of  competitive  adver- 
tisers (Broadcasting,  Feb.  1).  As 
predicted,  the  policy  has  proved  a 
source  of  concern  in  agency  and 
advertiser  circles.  SRA  took  the  ac- 
tion after  a poll  of  its  membership. 

As  an  example,  J.  Walter  Thomp- 
son’s Chicago  office  wrote  Lawrence 
Webb,  SRA  managing  director,  ex- 
pressing “distress”  and  claiming  the 
policy  “deprives  us  and  advertisers 

All  tv  rates  make 

While  two  agencies,  BBDO  and 
J.  Walter  Thompson,  were  concen- 
trating their  attacks  last  week  on 
summer  television 
rates,  a third  warn- 
ed that  all  tv  rates 
were  getting  out  of 
hand. 

Bryan  Houston, 
president  of  Fletch- 
er Richards,  Cal- 
kins & Holden, 

New  York,  issued  Mr.  Houston 
the  warning  at  the  14th  Annual  West 
Coast  Meeting  of  the  Assn,  of  Na- 
tional Advertisers  at  Pebble  Beach, 
Calif. 


JWT’s  Fitzgerald 


of  much-needed  information”  as  well 
as  representatives  themselves,  accord- 
ing to  Mr.  Fitzgerald. 

Mr.  Fitzgerald  told  OBA  delegates 
that  the  policy  of  not  disclosing  data 
on  competitive  broadcast  schedules 
poses  a “severe  handicap,”  partic- 
ularly as  it  involves  radio  campaigns. 

Houston  nervous 

Mr.  Houston  said  some  people 
had  predicted  that  scandals  would 
kill  television.  That  won’t  happen, 
he  said.  The  “demise  of  tv  will  come 
...  as  a result  of  tv  pricing  itself 
right  out  of  your  budgets.” 

The  agency  president  complained 
of  “nervousness  when  I start  to 
figure  out  the  cost  of  reaching  some 
cities  and  then  try  to  justify  the  cost 
in  terms  of  efficiency,  sales  and  that 
beautiful  word — profit.” 

He  said  that  “in  some — certainly 
not  all — such  instances,  this  cost  is 
indeed  difficult  to  justify  with  simple 
economics  alone.” 


portant,  79%  of  these  dealers  reported 
that  the  PDQ  campaign  had  produced 
an  increase  in  Mercury  sales:  9%  cred- 
ited the  campaign  with  increasing  sales 
“very  much,”  53%  “moderately”  and 
17%  “slightly.”  Of  the  rest,  6%  said 
they  had  noticed  no  effect  on  sales 
and  15%  said  they  didn’t  know 
whether  there  had  been  or  not.  No 
dealer  felt  there  had  been  any  decrease 
in  sales  caused  by  the  PDQ  advertising. 

Throughout  the  entire  district,  sales 
of  new  Mercurys  rose  more  than  30%, 
from  about  900  in  December  to  about 
1,200  in  January.  In  February,  when 
the  PDQ  ads  were  used  only  during 
the  first  two  weeks,  Mercury  sales 
dropped  to  about  1,150  for  the  district, 
which  ranked  fourth  in  the  nation  for 
that  month.  Meanwhile,  Mercury  deal- 
ers in  eight  other  districts  had  adopted 
the  PDQ  format  for  advertising  cam- 
paigns of  their  own. 

New  product  success 
even  before  ads  start 

They  call  it  Wash  Up.  But  the  new 
product  (a  moist  towelette)  is  off  to  a 
fast  start  and  a television  success  a 
month  before  its  advertising  gets  on  the 
air. 

These  are  the  ABC’s  of  how  to  take 
a new  product,  a limited  budget  for  the 
first  market  and  get  virtually  all  outlets 
to  stock  it  before  any  advertising  ap- 
pears. At  least,  this  is  how  manufactur- 
er Lensclean  Inc.  and  its  agency,  Fla- 
dell-Harris  Co.,  both  New  York,  did  it. 

Last  winter  they  looked  around  for  a 
broadcast  “buy,”  finding  one  in  the 
documentary,  The  Russian  Revolution, 
produced  and  syndicated  by  WPIX 
(TV)  New  York  and  already  run  twice 
by  that  station.  It  was  bought  for  Wash 
Up  and  scheduled  May  19. 

Between  buying  television  and  get- 
ting Wash  Up  on  the  shelves,  manu- 
facturer and  agency  drew  up  a careful 
sales  plan  to  capitalize  on  the  invest- 
ment. Salesmen  went  to  call  on  drug- 
gists, armed  with  a printed  presenta- 
tion, describing  the  coming  Wash  Up 
campaign  and  backed  up  by  a detailed 
sales-promotion-merchandising  array,  a 
specialty  of  the  Fladell -Harris  house. 

Other  components  of  the  campaign; 
a follow-up  of  130  minute  spots 
throughout  the  WPIX  schedule  placed 
during  spring  and  summer;  radio  time 
on  two  personality  shows  over  WOR 
New  York,  later  support  in  newspapers. 
One  of  the  promotional  extras  is  a 
mailing  to  5,000  public  school  educators 
to  call  student  and  family  attention  to 
Wash  Up’s  sponsorship  of  The  Russian 
Revolution. 

The  promotion  has  been  so  success- 
ful with  druggists  that  a national  cam- 
paign is  planned,  according  to  Lens- 
clean  sales  manager  Irving  Goodman. 


BOTH:  It's  the  price — low;  the  deal — high; 

The  quality — good  reasons  folks  are  buyn' 
GIRL:  Mercury.  See  the  Mercury  for  '60  PDQ 

BOY:  Pretty  darn  quick 

GIRL:  ooh 

A short  hard  sell  commercial  urging 
listeners  to  head  for  their  Mercury 
dealers  right  now  to  get  the  greatest 
money-saving  deal  in  years  was  sand- 
wiched between  the  spot’s  musical 
opening  and  its  closing  also  sung  by 
the  boy  and  girl: 

BOTH:  So  come  in  some  time  today 
GIRL:  Take  one  look  and  you  will  drive  it  away 

See  the  Mercury  for  '60  PDQ 
BOY:  Pretty  darn  quick 

GIRL:  See  the  Mercury  for  '60  PDQ 

BOY:  PRETTY  DARN  QUICK 

GIRL:  Like  now! 

Success  ■ “We  were  out  to  make  an 
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impression — and  we  succeeded,”  Mr. 
Sholty  says.  Interviews  with  more  than 
100  Southern  Californians  at  the  end 
of  the  campaign  found  40%  who  re- 
membered the  commercials,  particu- 
larly the  jingle  with  its  PDQ — pretty 
darn  quick  theme,  with  no  aid  from 
the  interviewer.  When  a recorded  spot 
was  played  for  them,  55%  of  the  inter- 
viewed individuals  remembered  hear- 
ing it  before. 

The  dealers  were  as  much  impressed 
by  the  PDQ  campaign  as  the  public 
was,  Mr.  Sholty  reports.  When  34  own- 
ers and  managers  of  Mercury  agencies 
were  interviewed,  better  than  80% 
called  the  spots  “excellent.”  More  im- 
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WHO’S  TO  BOSS  NETWORK  SHOWS? 

Agencies  think  they’re  being  pushed  around  by  tv  networks 
and  they’re  figuring  how  to  beef  up  their  negotiating  power 


Top  television  advertisers  and  their 
agencies  are  resisting  network  control 
over  shows  and  the  time  periods  in 
which  programs  are  placed. 

The  latest  move  toward  establishment 
of  a better  bargaining  position  with  the 
networks  comes  from  a major  advertis- 
ing agency— Benton  & Bowles,  now 
billing  at  an  annual  rate  of  about  $74 
million  in  the  broadcast  media. 

Lee  Rich,  newly-appointed  vice  pres- 
ident in  charge  of  media  and  program- 
ming, a post  created  specifically  by  the 
agency  in  an  attempt  to  strengthen  its 
negotiating  hand  with  the  tv  networks 
(Week’s  Headliners,  April  25),  out- 
lined the  agency's  point  of  view  in  an 
exclusive  interview  last  week.  It  was 
his  first  public  statement  since  assuming 
authority  over  both  media  and  pro- 
gramming. 

Mr.  Rich  pointed  to  the  current  cli- 
mate of  growing  network  control  over 
shows  and  time  periods,  intimating  that 
this  area  was  one  in  which  the  adver- 
tiser and  agency  should  strive  for  a 
better  relationship. 

The  give-and-take  between  advertiser 
and  network,  once  a trademark  of  net- 


work sponsorship,  has  declined  con- 
siderably, Mr.  Rich  says.  “Negotia- 
tion,” he  reflects,  “is  rapidly  becoming 
a lost  art  today.” 

Right  To  Be  Heard  ■ It’s  Mr.  Rich’s 
contention — and  he’s  supported  by  offi- 
cials in  other  tv-heavy  agencies — that 
advertisers  do  not  seek  to  wrest  pro- 
gram control  from  the  networks. 
Rather,  he  explains,  the  major  tv  agen- 
cy, such  as  Benton  & Bowles,  seeks  the 
right  to  be  heard  once  a client  has  ex- 
pressed interest  in  a particular  program 
and  brings  it  to  a network  for  sched- 
uling. 

In  the  reality  of  everyday  relation- 
ships between  agency  and  network,  Mr. 
Rich  continues,  this  is  what  has  hap- 
pened: The  network  has  an  unlimited 
checkbook  to  wrap  up  new  shows 
(through  option)  well  in  advance  of  a 
new  fall  season  and  then  programs  an 
evening’s  schedule  with  proposed 
shows.  Only  then  in  most  cases  does  it 
offer  the  advertiser  an  opportunity  to 
buy  an  existing  show  . 

But,  counters  Mr.  Rich,  the  adver- 
tiser may  have  an  option  on  a show 
of  its  own  which  it  feels  has  merit.  The 


Resistance  movement  ■ The  determi- 
nation of  some  major  agencies  to  turn 
back  the  trend  toward  network  control 
over  programs  and  program  place- 
ments was  exemplified  in  Benton  & 
Bowles’  appointment  of  Lee  Rich 


(above)  as  vice  president  in  charge  of 
media  and  programming.  This  is  a new 
job  which  the  agency  thinks  will  carry 
enough  prestige  to  put  Mr.  Rich  in  a 
position  to  bargain  with  the  top  brass 
at  television  networks. 


network  may  even  agree.  But  inevitably 
the  question  arises,  “But  where  can  we 
put  it?”  Oftentimes  the  spot  in  the 
schedule  is  already  spoken  for. 

In  Mr.  Rich’s  view  the  advertiser, 
which  through  its  departmental  and 
agency  tv  specialists  has  much  the 
same  access  to  potential  properties  and 
similar  know-how,  is  blocked  from  the 
creative  area  of  suggesting  shows  that 
agency  executives  believe  would  serve 
the  viewer’s  interests  by  providing  him 
with  the  opportunity  to  obtain  “the 
best  of  available  program  material.” 

Pattern  That  Hurts  "Mr.  Rich  would 
question  the  principle  only  in  part.  It’s 
the  practice  that  appears  to  be  forming 
a pattern  among  the  networks  that  irks 
the  agency  negotiator.  There  is  the  posi- 
tion that  in  effect  bars  advertiser-de- 
veloped shows  because  the  programs 
are  not  controlled  (licensed)  either  in 
part  or  in  whole  by  the  network.  The 
inference  is  plain,  therefore,  that  some- 
times the  networks  are  inclined  to  turn 
down  programs  because  they  are  not 
network-owned  or  controlled  regardless 
of  an  agency’s  or  advertiser’s  estimate 
of  the  potential,  Mr.  Rich  says. 

This  practice  leaves  the  agency  in  a 
position  only  of  negotiating  for  avail- 
able time  rather  than  shows  or  for 
desirable  time  periods.  The  advertiser’s 
free  choice  becomes  limited  and  must 
conform  to  a network’s  planning  of  a 
full  night’s  schedule.  Helping  the  net- 
works, from  this  point  of  view,  is  the 
current  network  prosperity;  it’s  a sell- 
er’s market. 

Mr.  Rich  is  not  alone.  Others  in  the 
agency  field  have  expressed  themselves 
along  this  line.  C.  Terence  Clyne  of 
McCann-Erickson  and  Dan  Seymour  of 
J.  Walter  Thompson,  for  example,  are 
top  agency  negotiators  in  television.  Mr. 
Clyne  is  on  record  as  being  directly  op- 
posed to  network  dominance  over  pro- 
grams, feeling  that  such  control  nar- 
rows the  field  from  which  new,  fresh 
and  creative  program  ideas  can  come. 

In  an  effort  to  strengthen  its  hand  in 
national  tv,  Benton  & Bowles  has  taken 
the  path  of  a centralized  authority  with- 
in the  agency.  It  has  invested  in  Mr. 
Rich’s  new  office  what  the  agency’s 
president,  Robert  E.  Lusk,  has  described 
as  “centralization  of  authority  to  nego- 
tiate, to  decide  and  to  commit  the 
agency  for  both  programs  and  time 
periods  with  package  producers  and 
network  principals.” 

The  Benton  & Bowles  move  fits  its 
past  history.  The  agency  claims  leader- 
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PEOPLE 

work — play — LIVE 
by  RADIO! 


WHO  Radio  Holds  a Big  Lead  in  Total  Radio  Audience 
in  America's  14th  Largest  Radio  Market,  Sign-On  to  Sign-Off! 


RADIO’S  a family  affair  in  the  vast  93- 
county  area  called  "Iowa  PLUS!”  Yes 
Sir,  here  in  "Iowa  PLUS” — as  in  few  other  mar- 
kets in  the  country — thousands  of  high-income 
families  WORK,  PLAY,  LIVE  by  RADIO! 

These  families  recognize  and  demand  mature 
radio.  They  know  WHO  Radio  fills  the  bill. 
WHO  Radio  is,  and  has  been  for  36  years, 
aggressive,  alert,  alive!  WHO  is  radio  at  its 
sparkling  best;  offering  the  finest  in  enter- 
tainment, news,  sports,  and  special  features. 

The  93-county  area  Pulse  Report  (Feb.- 
March,  1959)  gives  WHO  Radio  from  18% 
to  35%  of  the  total  radio  listening  audience 
— first  place  in  every  quarter  hour  surveyed 


— the  balance  being  divided  among  88  other 
stations ! 

See  that  your  announcements  reach  "Iowa 
PLUS” — the  "cream”  of  Iowa’s  tremendous 
radio  audience!  Your  PGW  Colonel  has  the 
details  on  Iowa’s  only  big-audience  station! 

WHO 

lor  Iowa  PIUS! 

Des  Moines  . . . 50,000  Watts 

NBC  Affiliate 

I WHO  Radio  is  part  of  Central  Broadcasting  Company,  I 
which  also  owns  and  operates 
WHO-TV,  Des  Moines;  WOC-TV,  Davenport 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 
Robert  H.  Harter,  Sales  Manager 

Peters,  Griffin,  Woodward,  Inc.,  Representatives 
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ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television  network  shows  for  each 
day  of  the  week  April  21-27  as  rated  by  the  multi-city  Arbitron  Instant 
ratings  of  America  Research  Bureau. 


Date 

Program  and  Time 

Network 

Rating 

Thur.,  April  21 

Untouchables  (9:30  p.m.) 

ABC-TV 

32.9 

Fri.,  April  22 

77  Sunset  Strip  (9  p.m.) 

ABC-TV 

19.1 

Sat.,  April  23 

Gunsmoke  (10  p.m.) 

CBS-TV 

28.1 

Sun.,  April  24 

Great  Mysteries  (10  p.m.) 

NBC-TV 

22.9 

Mon.,  April  25 

June  Allyson  (10:30  p.m.) 

CBS-TV 

20.5 

Tue.,  April  26 

Red  Skelton  (9:30  p.m.) 

CBS-TV 

23.4 

Wed.,  April  27 

Wagon  Train  (7:30  p.m.) 

NBC-TV 

26.5 

Copyright  1960  American  Research  Bureau 


ship  in  “tv  show  ideas”  and  has  created 
programs  such  as  the  Ann  Sothern 
Show  and  December  Bride,  both  fore- 
runners in  situation  comedies.  “We  and 
our  clients  called  a trend,”  Mr.  Rich 
asserts. 

For  the  next  season  B&B  still  has  a 
formidable  lineup  of  programs  created 
by  its  clients  and  the  agency — not  the 
networks.  These  include  the  new  Andy 
Griffith  Show  for  General  Foods,  and 
Danny  Thomas  and  Ann  Sothern,  both 
fully  or  partly  sponsored  by  General 
Foods,  and  the  new  Peter  Loves  Mary 
for  Procter  & Gamble  as  well  as  the 
Rifleman,  an  existing  P&G  program. 

Team  Member  ■ Mr.  Rich,  who  has 
been  the  agency’s  media  head  for  the 
past  three  years,  was  a member  of  the 
team  that  developed  these  tv  properties. 
He’s  also  credited  with  spearheading 
Benton  & Bowles’  drive  of  the  past 
few  years  against  triple-spotting  and 
program  clipping  by  stations  (“a  situa- 
tion that’s  cleaned  up  as  far  as  we  are 
concerned,”  he  notes). 

There’s  risk  in  an  agency’s  being 
willing  to  commit  to  a show  on  its  own, 
Mr.  Rich  says.  There  are  150  to  200 
pilots  offered  in  advance  of  the  “av- 
erage season,”  he  continues,  and  if  an 
agency  programmer  makes  a mistake 
“it’s  a real  mistake.”  The  average  half- 
hour  show  over  a 52-week  period  rep- 
resents an  advertiser  investment  of 


some  $5  million  in  time  and  talent. 
Often  the  agency  selecting  a pilot  finds 
it  has  a “great  pilot  but  nothing  else” 
necessitating  changes  in  the  show  and 
even  a re-make  of  the  pilot. 

An  advertiser  and  its  agency  in  tv 
today,  Mr.  Rich  continues,  must  use 
“greater  care  and  greater  selection.” 
They  must  be  “sure  of  quality”  but  yet 
proceed  with  speed  in  negotiating  for 
time  period  and  optioning  a show. 
There’s  often  “10  guys  in  line  for  a 
program  sight  unseen,”  he  observes. 

Despite  these  problems,  Mr.  Rich 
emphasizes  the  advertiser’s  problem  is 
not  solely  finding  or  developing  a show 
but  rather  determining  what  to  with  it 
once  an  option  has  been  taken  on  the 
program. 

Mr.  Rich  sees  no  hope  for  agencies 
effecting  local  clearances  for  programs 


turned  down  by  the  networks.  It  may 
work  for  the  one-shot  program,  he 
observes,  but  it’s  unrealistic  for  the 
series  to  be  telecast  on  a regular  basis. 

At  Benton  & Bowles,  Mr.  Rich,  who 
started  with  Lord  & Thomas  as  a time- 
buyer  before  World  War  II,  works 
closely  with  Oliver  Barbour,  vice  presi- 
dent in  charge  of  tv  and  radio  program- 
ming; Grant  Tinker,  vice  president  and 
director  of  programming,  and  Hal  Mil- 
ler, a media  vice  president  who  also 
becomes  manager  of  the  media  depart- 
ment. The  media  department  numbers 
about  100  people,  programming  has  ap- 
proximately 85.  How  much  time  do 
media  people  devote  to  broadcast  me- 
dia? It  varies  by  product,  of  course,  but 
is  often  related  to  the  proportion  of  the 
product’s  expenditure  in  broadcasting. 
(B&B’s  broadcast  billing  comes  to 
some  65%  of  the  total.) 

Agency  appointments 

■ Dad’s  Nesbitt  Bottling  Co.,  L.A.,  ap- 
points Recht  & Co.,  that  city.  Media 
plans  will  be  announced. 

■ Rival  Packing  Co.  Div.  of  Associ- 
ated Products  (Rival  dog  food,  cat  food, 
Wagtail  dry  dog  food),  N.Y.,  appoints 
Needham,  Louis  & Brorby  to  handle 
its  account,  effective  immediately.  Ad- 
vertising previously  was  serviced  by 
Guild,  Bascom  & Bonfigli. 

■ Glamorene  Inc.  (Glamorene  rug 
cleaner,  other  products),  Clifton,  N.J., 
appoints  Dunay,  Hirsch  & Lewis,  N.Y., 
as  its  agency.  Company  formerly  was 
handled  by  Jules  Power  Productions 
Inc.,  N.Y.  Glamorene  is  a radio-tv  user. 

■ WMAR-TV  Baltimore  appoints  New 
hoff-Blumberg  Adv.,  that  city. 

■ Lanvin  Parfums  Inc.,  N.Y.  (import- 
ers of  Arpege,  My  ,Sin,  Pretexte,  Scan- 
dal and  Rumeur  perfumes,  toilet  waters, 
dusting  powders,  bath  requisites),  has 
appointed  the  New  York  office  of  North 
Adv.  Inc.  as  its  advertising  agency,  ef- 
fective May  15.  Elizabeth  Newitt  will 
be  account  executive. 


. %t  . $ 

Double  play  ■ The  story’s  the  same, 
only  the  players  have  been  changed 
to  protect  local  loyalties.  For  Pitts- 
burgh viewers,  it’s  Dick  Groat,  (r) 
Pirate  shortstop,  who  sings  the 
praises  of  Ford  cars;  in  Boston,  Red 
Sox  first  baseman  Vic  Wertz  (1) 
is  seen  extolling  the  virtues  of  Fords. 
The  idea  was  originated  by  J.  Walter 
Thompson.  The  Ford  Dealers  Dis- 
trict Assns.  of  Pittsburgh  and  Boston 
had  signed  to  sponsor  the  games  of 
their  hometown  big-league  ball  clubs. 
Both  are  JWT  clients  and  asked  the 
agency  to  come  up  with  unusual 


commercials  that  would  have  a local 
angle  as  well  as  product  appeal. 

Ray  Leicht,  chief  of  Thompson’s 
Ford  dealer  tv  copy  group,  ordered 
a series  of  eight  scripts,  each  to  re- 
volve around  a baseball  star  and  lo- 
cal announcers  to  be  shown  between 
innings.  Each  script  was  then  filmed 
twice — once  at  the  Red  Sox  winter 
headquarters  with  a star  of  that 
team,  the  other  featuring  a Pirate 
player.  Thus  the  scripts  did  double 
duty,  and  the  fans  got  what  seems  a 
custom-made  appeal  from  a local 
idol. 
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Fifteen  network  feeds  by  WSOC-TV  within  a recent 
12-weeks  period  speaks  for  the  stature  of  this  station's 
news  staff.  Ivy  Bluff  prison  break,  drama  in  the  snow, 
Bolivia  plane  crash,  mass  sit-down  arrests. . .wherever 
news  breaks  in  the  Carolinas,  WSOC-TV  is  there!  Here's 
another  reason  why  your  best  buy  in  Charlotte  is 
WSOC-TV... one  of  the  nation’s  great  area  stations. 


WS$C-TV 


CHARLOTTE  9 -NBC  and  ABC.  Represented  by  H-R 


WSOC  and  WSOC-TV  are  associated  with  WSB  and  WSB-TV,  Atlanta;  WHIO  and  WHIO-TV,  Dayton 
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TV  JANUARY  GROSS  OF  $57.7  MILLION 


That’s  $5.7  million  more  than  year  ago;  P&G  top  spender 


Each  of  the  top  15  advertisers  in 
network  television  spent  more  than  $1 
million  gross  in  January,  and  of  this 
number,  five  had  $2  million  or  more 
each  in  gross  billing.  Procter  & 
Gamble’s  more  than  $3.6  million 
headed  the  list,  with  American  Home 
Products  and  Lever  Bros,  placing  $2.8 
million  and  $2.4  million  respectively. 

This  heavyweight  spending  occurred 
in  a month  in  which  network  billing 
totaled  over  $57.7  million  gross  (one- 
time rates),  or  about  $5.7  million  above 
the  mark  of  January  1959.  The  esti- 
mates come  from  Television  Bureau  of 
Advertising  based  on  compilations  by 
Leading  National  Advertisers-Broad- 
cast  Advertiser  Reports. 

American  Home  Products’  network 
push  included  the  top  two  brand  ad- 
vertisers— Anacin  tablets  and  Dristan 
cold  remedy — both  of  which  spent  in 
the  $900,000  category. 

A No.  3 brand  leader — Phillies 
cigars  (Bayuk  Cigar  Co.  of  Philadel- 


T0P  15  NETWORK  COMPANY  ADVERTISERS 
JANUARY  1960 


1. 

Procter  & Gamble 

$3,652,264 

2. 

American  Home  Products 

2,853,609 

3. 

Lever  Bros. 

2,458,332 

4. 

General  Motors 

2,137,010 

5. 

Colgate-Palmolive 

2,086,665 

6. 

General  Foods 

1,777,778 

7. 

Sterling  Drug 

1,322,687 

8. 

Liggett  & Myers  Tobacco 

1,274,524 

9. 

R.  J.  Reynolds  Tobacco 

1,244,960 

10. 

Gillette 

1,209,715 

11. 

General  Mills 

1,179,505 

12. 

Ford  Motor 

1,098,101 

13. 

Philip  Morris 

1,066,890 

14. 

Chrysler 

1,041,150 

15. 

Kellogg 

1,026,039 

LNA-BAR:  Gross  Time  Costs  Only 

phia) — highlighted  the  activity  of  ad- 
vertisers of  tobacco  products  (cigars 
and  cigarettes).  These  advertisers  took 
7 out  of  the  15  places  among  brand 
advertisers  leading  in  estimated  gross 
time  purchases  on  the  networks  in 
January. 

While  the  usual  blue-chips  in  net- 
work tv  purchased  time  in  the  big 
figures,  advertisers  in  lesser  product 
classifications  showed  gains  in  the 


TOP  15  NETWORK  BRAND  ADVERTISERS 


JANUARY  1960 


1. 

Anacin  tablets 

$910,403 

2. 

Dristan 

909,639 

3. 

Phillies  cigars 

872,789 

4. 

L&M  cigarettes 

626,084 

5. 

Winston  cigarettes 

555,666 

6. 

Bayer  aspirin 

550,670 

7. 

Colgate  dental  cream 

542,516 

8. 

Gillette  razors  & blades 

536,503 

9. 

Pall  Mall  cigarettes 

527,239 

10. 

Chesterfield  cigarettes 

519,053 

11. 

Kent  cigarettes 

496,154 

12. 

Tide 

492,607 

13. 

One-A-Day  vitamin  tablets 

486,083 

14. 

Chevrolet  passenger  cars 

433,954 

15. 

Salem  cigarettes 

414,109 

LNA-BAR:  Gross  Time  Costs  Only 

monthly  comparisons: 

Gasoline  was  up  from  $263,901  to 
over  $1.1  million.  It  was  not  a sudden 
spurt  however,  as  this  category  showed 
steady  improvement  through  1959. 
Apparel-footwear  increased  from 
$115,323  to  $238,680;  beer-wine  from 
$499,713  to  $860,630;  insurance  from 
$688,200  to  $928,430  and  confection- 
ery-soft drinks  from  $1.2  million  to 
$1.7  million. 


ESTIMATED  EXPENDITURES  OF 

NETWORK  TELEVISION  ADVERTISERS  BY  PRODUCT  CLASSIFICATION 

January  1960 

January  1959 

January  1960 

January  1959 

Agriculture  & farming 

$ 194,780 

$ 154,340 

Insurance 

$ 928,430 

$ 688,200 

Apparel,  footwear  & accessories 

238,680 

115,323 

Jewelry,  optical  goods  & cameras 

790,853 

617,285 

Automotive,  automotive  accessories 

Office  equipment,  stationery  & writing 

& equipment 

4,423,706 

3,883,707 

supplies 

149,376 

260,656 

Beer,  wine 

860,630 

499,713 

Publishing  & media 

7,316 

• — 

Building  materials,  equipment  & fixtures 

183,439 

170,835 

Radio,  tv  sets,  phonographs,  musical 

Confectionery  & soft  drinks 

1,709,985 

1,232,794 

instruments,  accessories 

378,967 

472,055 

Consumer  services 

519,945 

445,674 

Smoking  materials 

7,302,465 

6,764,133 

Drugs  & remedies 

7,966,076 

6,925,426 

Soaps,  cleansers  & polishes 

5,837,052 

5,453,269 

Food  & food  products 

10,115,759 

10,831,161 

Sporting  goods  & toys 

167,463 

202,343 

Freight,  industrial  & agricultural  development  56,690 

. — 

Toiletries  & toilet  goods 

9,334,033 

8,444,631 

Gasoline,  lubricants  & other  fuels 

1,173,122 

263,901 

Travel,  hotels  & resorts 

174,945 

168,346 

Horticulture 

75,350 

4,778 

Miscellaneous 

791,685 

524,881 

Household  equipment  & supplies 

2,107,789 

1,932,062 

Household  furnishings 

229,003 

302,703 

TOTAL 

$57,756,267 

$52,076,179 

Industrial  materials 

2,038,730 

1,717,936 

LNA-BAR:  Gross  Time  Costs  Only 

A further  look  at  tv’s  network  & spot  gross  for  ‘59 


The  Television  Bureau  of  Advertising’s  second  annual 
tabulation  of  advertiser  classifications  reveals  that  28  of 
the  32  major  categories  in  national,  network  and  regional 
spot  television  showed  increases  in  1959.  Gross  time 
billing  in  network  and  national  and  regional  spot  tv  was 
placed  at  more  than  $1.23  billion  (Broadcasting  March 
28),  as  compared  with  almost  $1.08  billion  in  1958. 

Following  are  the  total  network  and  national  and 
regional  tv  investments  for  1958  and  1959  and  the  per- 
centage changes: 


1958 

1959 

Change 

Agriculture 

$1,378,154 

$3,574,871 

+159.4 

Ale,  Beer  & Wine 

50,502,987 

54,555,256 

+8.0 

Amusements,  Entertainment 

771,616 

1,363,393 

+76.7 

Automotive 

58,840,855 

65,031,388 

+ 10.5 

Building  Material,  Equipment, 
Fixtures,  Paint 

17,675,494 

19,081,057 

+ 8.0 

Chemicals  Institutional 

404,969 

928,864 

+129.4 

Clothing,  Furnishings, 
Accessories 

17,215,439 

22,896,159 

+33.0 

Confections  & Soft  Drinks 

40,254,724 

45,584,990 

+13.2 

Consumer  Services 

26,325,054 

35,705,326 

+35.6 

Cosmetics  & Toiletries 

126,107,799 

131,096,620 

+ 4.0 

Dental  Products 
Drug  Products 
Food  & Grocery  Products 
Garden  Supplies  and 
Equipment 

Gasoline  and  Lubricants 
Hotels,  Resorts,  Restaurants 
Household  Cleaners,  Cleansers, 
Polishes,  Waxes 
Household  Equipment — 
Appliances 

Household  Furnishings 

Household  Laundry  Products 

Household  Paper  Products 

Household  General 

Notions 

Pet  Products 

Publications 

Sporting  Goods,  Bicycles, 

Toys 

Stationery,  Office  Equipment 
Television,  Radio,  Phonograph, 
Musical  Instruments 
Tobacco  Products  & 

Supplies 

Transportation  & Travel 
Watches,  Jewelry,  Camera 
Miscellaneous 


1958 

1959 

Change 

$ 34,330,671 

$ 38,254,131 

+ 11.4 

98,224,639 

123,449,521 

+25.7 

243,515,420 

275,180,125 

+13.0 

880,638 

1,106,345 

+25.6 

27,979,209 

32,831,894 

+ 17.3 

521,705 

606,885 

+16.3 

46,098,594 

69,313,146 

+50.4 

18,996,479 

20,138,110 

+6.0 

5,353,509 

7,628,772 

+ + 42.5 

76,237,980 

79,443,410 

+4.2 

15,153,884 

16,816,812 

+ 11.0 

10,257,185 

13,142,952 

+28.1 

415,720 

681,292 

+63.9 

11,665,699 

14,395,339 

+23.4 

1,559,069 

705,593 

-54.7 

5,209,243 

7,955,414 

+52.7 

2,834,817 

1,476,604 

-47.9 

11,495,606 

7,000,721 

-39.1 

93,443,822 

106,659,190 

+ 14.1 

5,641,358 

5,0^6,861 

-107 

20,550,151 

21,314,277 

+3.7 

8,517,912 

9,959,212 

+16.9 
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A station  of  the 
Metropolitan  Broadcasting 
Corporation 


In  Cleveland, particularly... 


M>?\“ 

And  the  change  is  not  infant-esimal,  either.  The  new 
WHK  is  the  proud  papa  of  Cleveland’s  largest*audience, 
thanks  to  Metropolitan  Broadcasting  Corporation’s 
new  concepts  of  service,  news  and  showmanship.When 
preparing  your  Cleveland  marketing  formula,  stir  in  the 
right  quantity  of  WHK.  Consult  Dr.  Blair,  or  General 
Manager  Jack  Thayer  (EXpress  1-5000).' 

Cleveland 


WHK 


'HOOPER,  25. 4%-Total  measured  time  periods.ian.-tr.a- 


AD  DEFENSE  LAGS 

Congressman  telBs 
admen  to  fight  back 

With  the  confidence  of  the  American 
public  in  advertising  at  stake,  the  ad- 
vertising fraternity  has  been  strangely 
laggard  in  defending  itself  against  at- 


tacks at  all  levels  of  government.  Rep. 
Bob  Wilson  (R-Calif .)  told  the  1 Oth  an- 
nual conference  of  the  Western  States 
Advertising  Agencies  Assn.,  meeting 
April  21-24  in  San  Diego,  Calif. 

“Advertising  is  being  undressed  pub- 
licly in  Washington,”  Rep.  Wilson  de- 
clared at  the  Friday  banquet.  “It  is  time 
we  express  some  righteous  indignation 
at  such  treatment.  No  reasonable  person 
objects  to  fair-minded  inquiry  into  the 
activities  of  a large  segment  of  our 
economy,  but  our  profession  is  the  vic- 
tim of  a witch  hunt  that  would  make 
Salem  green  with  envy.” 

As  the  only  advertising  man  in  Con- 
gress (he  retains  his  partnership  in  the 
San  Diego  agency,  Champ,  Wilson  & 
Slocum),  Rep.  Wilson  declared  that  he 
was  amazed  at  the  apparent  apathy  of 
advertising  in  the  face  of  a fight  for 
life  against  “encroaching  legislation  and 
bureaucratic  rulings,”  not  only  in  Wash- 
ington but  in  the  state  capitals  and  city 
halls  of  the  nation  as  well.  “We  are  in 
trouble  and  we  in  advertising  had  better 
do  something  about  it,”  he  warned  his 
colleagues. 

The  public’s  image  of  advertising  is 
already  deteriorating  in  the  West  accord- 
ing to  a survey  conducted  by  WSAAA 
in  March,  under  the  direction  of  Bill 
Boylhart  of  Boylhart,  Lovett  & Dean, 
Los  Angeles.  (See  Monday  Memo,  page 
18.)  Even  more  alarming  was  the  reve- 
lation that  the  majority  of  both  media 
and  agency  executives  feel  that  the  man- 
agement of  their  clients,  the  leading 
businessmen  of  the  West,  are  not  fully 
convinced  of  the  value  of  advertising  in 
their  operations. 

The  Respondents  ■ About  100  agency 
executives  and  approximately  the  same 
number  from  media  answered  the  ques- 
tionnaire. A consensus  of  both  groups 
shows  that  improvement  is  needed  in 
agency-media  relations  if  advertising  in 
the  West  is  to  be  successful  in  meeting 
the  challenge  of  the  expanding  market 
foreseen  for  the  years  immediately 
ahead.  In  reporting  on  the  study,  Mr. 
Boylhart  noted  that  both  agency  and 
media  people  agree  on  the  need  for  a 
better  exchange  of  information  between 
them  that  would  lead  to  a better  under- 
standing of  the  other’s  part  in  the  ad- 
vertising picture. 

“There’s  a strong  trend  among  both 
media  and  agencies  to  go  their  own 
separate  ways,  without  any  seeming  ef- 
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SPOT-BUYING  FACTS  NOT  ON  THE  RATE 
CARD  ABOUT  KPIX,  SAN  FRANCISCO 


SHCV/S  OF 

ALL  SAN  FRANCISCO 

TV  STATiOIKS 


And  that's  not  all!  ■ Most  newscasts  of  all  San 
Francisco  TV  stations  ■ Only  over  all  rating  gain 
scored  by  a San  Francisco  TV  station  in  1959 
■ Most  total  advertisers  of  all  San  Francisco  TV 
stations  ■ Most  national  advertisers  of  all 
San  Francisco  TV  stations  ■ That’s  why,  IN 
SAN  FRANCISCO,  NO  SPOT  ■/  Q I V ^ 
TV  CAMPAIGN  IS  COMPLETE  IV  I 1 A D 
WITHOUT  THE  WBC  STATION,  SAN  FRANCISCO 


Represented  by  Television  Advertising  Representatives,  Inc. 


WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 


fort  to  coordinate  their  mutual  inter- 
ests,” he  said.  “It  appears  painfully  true 
that  there  is  today  no  real  meeting 
ground.” 

The  two  groups,  for  instance,  are 
widely  divided  on  the  basic  subject  as 
to  who  should  be  responsible  for  keep- 
ing advertising  honest  and  believable. 
Nearly  half  of  the  agency  men  (46%) 
feel  it’s  up  to  the  agency  to  keep  adver- 
tising honest,  while  only  26%  laid  this 
responsibility  on  the  advertiser.  Of  the 
media  men,  47%  feel  the  client  is  pri- 
marily responsible  for  his  advertising 
and  only  34%  feel  it  was  up  to  the 
agency. 


As  an  aid  to  better  understanding  be- 
tween the  agencies  and  radio,  Robert 
Light,  president,  Southern  California 
Broadcasters  Assn.,  representing  55  am 
stations,  offered  its  facilities  to  the 
WSAAA  members,  individually  and  col- 
lectively. SCBA  has  on  hand,  Mr.  Light 
said,  material  that  the  agency  men 
should  find  helpful  in  creating  “more 
successful  ads,  ads  that  will  improve 
the  public  image  of  advertising.” 

Selig  Seligman,  ABC  vice  president 
and  manager  of  KABC-TV  Los  Angeles, 
asked  the  agency  men  if  they  would  be 
interested  in  having  his  station  present 
seminars  at  which  new  techniques  and 
equipment  would  be  demonstrated  and 
explained  so  that  they  could  use  it  to 
the  best  advantage  in  their  tv  com- 
mercials. Too  often,  he  said,  agencies 
seem  to  resent  suggestions  from  the 
station  about  their  commercials,  yet 
if  a campaign  fails  they  put  the  blame 
on  tv  or  the  station  rather  than  on  the 
ads  they  had  placed  in  this  medium. 
When  a showing  of  hands  indicated  a 
substantial  interest  in  his  offer,  he  said 
he  would  set  up  an  agenda  and  send  it 
to  all  WSAAA  member  agencies  with 
invitations  to  attend  on  a given  date. 
Response  would  determine  whether  or 
not  the  seminar  will  be  held,  he  said. 


Like  the  on-shore  breeze  that  made 
golfing  difficult  and  swimming  impos- 
sible for  the  record  registration  of  more 
than  200  WSAAA  members,  wives  and 
guests,  the  cold  facts  reported  by  Rep. 
Wilson  and  Mr.  Boylhart  contrasted 
sharply  with  the  planned  conference 
agenda.  Most  of  the  talks,  keyed  to  the 
conference  theme  of  “The  Rising  In- 
fluence of  Advertising  in  the  West,”  re- 
flected the  optimism  that  comes  from 
increased  business  in  an  expanding  mar- 
ket. 


Western  Boom  ■ Paul  Willis,  adver- 
tising vice  president  of  the  Carnation 
Co.,  in  his  keynote  address,  reported 
that  “while  all  national  advertising  has 
grown  more  than  200%  in  the  past  10 
years,  advertising  in  the  1 1 western 
states  has  risen  more  than  450%.”  In 
1959,  he  said,  advertising  billings  in  the 
West  were  up  17%  over  1958,  as  against 
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only  a 7%  increase  for  the  rest  of  the 
country.  “This  suggests  a great  vitality 
and  intensity  to  promote  and  sell — all 
part  and  parcel  of  the  explosive  develop- 
ment and  expansion  of  the  West.” 

Dave  Fenwick,  vice  president  of  Rob- 
inson, Fenwick  & Haynes,  Los  Ange- 
les, reported  that  copy  writers  in  west- 
ern agencies  are  better  compensated 
than  their  eastern  counterparts. 

Western  regional  advertisers  are  now 
getting  the  chance  to  use  big-time  net- 
work television,  George  Allison,  media 
director  in  the  Los  Angeles  office  of 
Young  & Rubicam,  reported.  NBC-TV 
is  making  Riverboat  and  other  pro- 
grams available  for  regional  sponsor- 
ship, he  said,  and  the  big  one-time  spec- 
taculars, while  naturally  offered  first 
for  national  sponsorship,  are  also  fre- 
quently available  for  West  Coast  adver- 
tisers to  sponsor  in  this  area.  Major 
league  baseball’s  invasion  of  San  Fran- 
cisco and  Los  Angeles  has  given  radio 
a great  impetus,  he  said,  commenting 
that  “we’re  getting  ratings  of  20’s  and 
30’s  with  our  baseball  broadcasts — 
something  we  haven’t  had  since  the  old 
Jack  Benny  days.”  (Union  Oil,  a Y&R 
client,  is  co-sponsor  of  the  L.A.  Dodg- 
ers play-by-play  broadcasts  over  a spe- 
cial 19-station  radio  hookup.) 

In  spot  broadcasting,  a good  working 
relationship  with  the  station  representa- 
tives is  a major  asset  for  an  agency,  al- 
most as  important  as  a good  working 
relationship  with  the  agency’s  clients, 
Mr.  Allison  observed.  When  a good 
station  on  a rep’s  list  has  a good  avail- 
ability open  up,  it’s  important  that  he 
gets  the  right  answer  when  asking  him- 
self “What  agency  should  I give  first 
chance  at  this?” 

On  Dullness  ■ Taking  a long,  hard 
look  at  a collection  of  ads  that  picture 
people  as  being  made  ecstatically  happy 
by  towels,  or  rugs,  or  vacuum  cleaners 
or  other  items  that  are  inconsequential 
to  most  of  us,  James  C.  Nelson  Jr.,  cre- 
ative director  of  Hoefer,  Dieterich  & 
Brown,  San  Francisco,  declared  that 
these  ads  suffer  from  addressing  them- 
selves “not  to  flesh  and  blood,  but  to  a 
set  of  statistics  . . . from  being  a too- 
perfect  marriage  of  the  insignificant 
with  the  unbelievable. 

“In  short,”  he  stated,  “they’re  dull. 
And  dullness,  as  any  novelist,  play- 
wright or  editor  will  tell  you,  is  the  kiss 
of  death.  Dullness  is  what  makes  The 
Prospect,  seated  in  his  comfortable  liv- 
ing room,  turn  the  little  knob  or  the 
big,  expensive  color  page  or  the  cold, 
cold  shoulder.” 

Bill  Tara,  creative  consultant  to 
Campbell-Ewald;  Walter  Berk,  produc- 
tion and  art  manager,  Fuller  & Smith 
& Ross,  L.A.,  and  Ted  Factor,  vice 
president  and  L.A.  manager  of  Doyle 
Dane  Bernbach,  spoke  on  the  rising  in- 
fluence of  advertising  art,  production 


TV  ADVERTISING  LOSING  FACE? 

Survey  claims  it  slips  in  public  favor 

amples:  true-false,  pleasing-irritating).  |! 
By  adding  the  favorable  and  unfavor- 
able associations  supplied  for  each  me- 
dium by  persons  who  were  interviewed,  i 
the  Cheskin  firm  arrived  at  two  evalua-  jj  i 
tions. 

The  first  was  an  evaluation  of  the  ! 
medium’s  impact,  as  measured  by  the 
total  number  of  associations,  either 
favorable  or  unfavorable,  that  respon- 
dents were  able  to  make.  The  more  i 
words  respondents  were  able  to  asso- 
ciate with  any  medium,  the  stronger  1 
the  opinion  about  the  medium  they  had. 

The  second  is  an  evaluation  of  the 
public’s  attitude,  favorable  or  unfavor-  | 
able,  toward  each  medium. 

Here  are  some  highlights  of  the  two  j 
reports: 

■ In  both  surveys  television  had  by 
far  the  greatest  impact  of  all  media — 
14,691  total  associations  in  1960  and 
6,513  in  1957  (see  table  this  page).  But 
between  the  first  and  second  surveys  ! 


and  new  business,  respectively,  in  the 
West.  Burns  W.  Lee,  head  of  his  own 
L.A.  public  relations  firm,  discussed 
the  relationship  of  public  relations  and 
advertising.  Bruce  Altman,  vice  presi- 
dent of  Kenyon  & Eckhardt,  L.A.,  in  a 
report  on  “The  Marketing  Concept,” 
described  some  of  the  things  an  agency 


does  for  an  account  besides  provide 
copy,  art  and  media  buying  services. 

■ Business  briefly 

New  business 

Rushes  'Klondike'  ■ R.J.  Reynolds  To- 
bacco Co.,  which  earlier  announced 

BROADCASTING,  Mav  2.  1960 


A severe  deterioration  in  the  public’s 
attitude  toward  television  advertising 
was  reported  last  week  by  a Chicago 
research  firm. 

In  the  past  three  years  television  ad- 
vertising dropped  sharply  in  the  public 
favor.  Advertising  in  radio,  newspapers, 
magazines  and  billboards  gained. 

Results  of  two  studies,  one  conducted 
in  1957  and  the  other  early  this  year, 
were  released  by  Louis  Cheskin  Assoc., 
a Chicago  market  and  motivation  re- 
search firm.  The  1960  study  was  based 
on  2,004  interviews  in  New  York,  Phil- 
adelphia, Chicago,  San  Francisco  and 
Houston.  The  1957  study  covered  1,203 
interviews. 

Both  were  controlled  association  tests. 
Respondents  were  asked  to  identity  the 
media  they  associated  with  several  pairs 
of  adjectives.  Each  pair  contained  one 
word  that  could  be  construed  as  sug- 
gesting a favorable  attitude  and  another 
suggesting  an  unfavorable  attitude  (ex- 


How  people  rate  advertising  media 


The  2,004  persons  interviewed  in  the 
January  1960  survey  of  attitudes 
toward  five  kinds  of  advertising  were 
given  pairs  of  adjectives,  one  favor- 
able, the  other  unfavorable,  and 
asked  to  associate  the  words  with  ad- 


vertising in  various  media.  The  table 
below  shows  the  total  number  of  as- 
sociations respondents  made  with 
each  medium.  (The  totals  in  paren- 
theses are  those  in  a similar  survey 
of  1,203  interviews  in  1957.) 


Favorable 

Tv 

Radio 

Newspaper 

Magazine 

Billboard 

true 

783 

359 

879 

531 

241 

pleasing 

881 

293 

652 

611 

275 

informative 

877 

359 

976 

546 

212 

sincere 

670 

268 

868 

547 

212 

in  good  taste 

728 

258 

794 

669 

261 

beneficial 

893 

362 

985 

526 

199 

honest 

615 

276 

944 

571 

221 

important 

899 

324 

1003 

486 

194 

like  best 

831 

221 

670 

471 

182 

Total 

7177 

2720 

7771 

4958 

1997 

(Total) 

(5460) 

(645) 

(1692) 

(1467) 

(778) 

Unfavorable 

false 

971 

545 

232 

199 

339 

irritating 

971 

645 

177 

131 

343 

not  informative 

628 

551 

170 

187 

679 

insincere 

930 

615 

176 

161 

323 

in  bad  taste 

925 

598 

173 

132 

434 

not  beneficial 

671 

582 

147 

185 

665 

deceptive 

1063 

576 

187 

161 

307 

not  important 

611 

567 

163 

230 

733 

like  least 

744 

616 

153 

154 

535 

Total 

7514 

5295 

1578 

1540 

4358 

(Total) 

(1053) 

(2800) 

(1158) 

(1286) 

(2030) 

Grand  Total 

14691 

8015 

9349 

6498 

6355 

(Grand  Total) 

(6513) 

(3445) 

(2850) 

(2753) 

(2808) 
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The  chart  below  shows  the  percent- 
age of  favorable  associations  that 
each  medium  received  in  1957  and 
1960.  For  example,  84%  of  all  ad- 


How  opinions  changed  in  three  years 


59% 

m 


34%, 

— “ 


19% 


jectives  that  respondents  associated 
with  television  in  the  1957  survey 
were  favorable.  This  year  only  49% 
were  favorable. 
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TELEVISION  RADIO  NEWSPAPERS  MAGAZINES  BILLBOARDS 


the  public’s  attitude  toward  tv  under- 
went a marked  change.  In  the  first  sur- 
vey 83%  of  all  words  associated  with 
television  were  favorable.  In  the  second 
survey  the  figure  was  49%  (see  chart 
below). 

■ In  the  1957  survey  radio  was  sec- 
ond only  to  television  in  its  impact 
(3,445  total  associations),  but  in  1960 
it  fell  to  third  place  behind  newspapers 
(8,015  for  radio,  9,349  for  newspapers). 
In  1957  only  19%  of  the  respondents’ 
associations  with  radio  were  favorable. 
However,  in  the  current  Cheskin  sur- 
vey, radio  managed  to  increase  its  posi- 
tion to  a 34%  mark. 

Who  is  Cheskin?  ■ For  the  past  15 
years  Louis  Cheskin  has  been  director 
of  Color  Research  Institute  of  Chicago, 
of  which  Louis  Cheskin  Assoc.,  special- 
izing in  motivation  research,  is  a sub- 
sidiary. 

Among  professional  research  execu- 
tives in  several  Chicago  advertising 
agencies  that  Broadcasting  checked 
last  week  Mr.  Cheskin  was  regarded  as 
an  authority  on  research  in  color  and 
package  design.  There  was  disagree- 


ment about  his  qualifications  to  conduct 
the  kinds  of  studies  he  released  last 
week. 

One  of  Mr.  Cheskin’s  staunch  sup- 
porters is  Harold  D.  Hadley,  former  re- 
search vice  president  for  the  news- 
papers’ Bureau  of  Advertising  and  one- 
time research  chief  for  the  Morey, 
Humm  & Johnston  advertising  agency 
(now  Geyer,  Morey,  Madden  & Bal- 
lard). Dr.  Hadley,  now  a consultant, 
has  described  Mr.  Cheskin  and  his  work 
as  “remarkable”.  Mr.  Cheskin  did  sev- 
eral research  jobs  for  Dr.  Hadley  dur- 
ing the  latter’s  tenure  at  the  MH&J 
agency. 

The  connection  between  Mr.  Cheskin 
and  the  former  executive  of  the  Bureau 
of  Advertising  led  to  speculation  that 
the  Cheskin  studies  released  last  week 
had  been  commissioned  by  newspaper 
interests.  Mr.  Cheskin  said  no  news- 
paper interests  were  involved.  The  1957 
survey  of  public  attitudes  toward  ad- 
vertising in  the  various  media  was  com- 
missioned by  a toiletries  account. 

The  1960  survey  was  part  of  a 
broader  study  for  a client  who  has  not 
been  identified. 


sponsorship  next  season  of  The  Tall 
Man  and  Wagon  Train,  also  has  signed 
for  a third  NBC-TV  series,  Klondike. 
The  new  action-adventure  program, 
starring  Ralph  Aaeger  and  James  Co- 
burn, will  be  telecast  Mondays  (9-9:30 
p.m.  NYT).  Developed  by  Preston 
Wood,  NBC  program  development 


chief,  and  NBC’s  program  development 
unit,  the  series  is  being  produced  by 
Ziv-UA  in  association  with  NBC.  Wil- 
liam Conrad  is  producer.  Agency:  Wil- 
liam Esty,  N.Y. 

'Triple  Crown'  coverage  ■ Jos.  Schlitz 
Brewing  Co.,  Milwaukee,  Wis.,  pur- 


chased half  of  CBS-TV’s  planned  cov- 
erage of  1960’s  triple  crown  events  of 
horse  racing.  Broadcasts  include:  Ken- 
tucky Derby  on  May  7 (Sat.  5:15-5:45 
p.m.  EDT);  Preakness  at  Pimlico  on 
May  21  (Sat.  5:30-6  p.m.  EDT),  and 
the  Belmont  Stakes  on  June  11  (Sat. 
4:30-5  p.m.  EDT).  Agency:  J.  Walter 
Thompson  Co.,  Chicago. 

Derby  day  ■ Midas  Mufflers  Inc.,  Chi- 
cago, signed  for  The  Derby  Review,  a 
special  15-minute  program  before  run- 
ning of  the  Kentucky  Derby  on  CBS- 
TV  May  7.  Preview  will  be  from  5 to 
5:15  p.m.  (EDT),  race  coverage  from 
5:15  to  5:45  p.m.  (EDT).  Agency:  Ed- 
ward H.  Weiss  Co.,  Chicago. 

Goes  halfway  ■ Chevrolet,  via  Camp- 
bell-Ewald  Co.,  Detroit,  signed  half- 
sponsorship  of  Route  66,  a new  adven- 
ture series  produced  by  Screen  Gems 
and  scheduled  for  next  season  on  CBS- 
TV  (Fri.  8:30-9:30  p.m.  EDT).  The 
program  stars  Martin  Milner  and 
George  Maharis  as  youthful  adven- 
turers on  cross-country  travels. 

Caesar  specials  ■ Revlon  Inc.,  N.Y., 
will  sponsor  hour-long  specials  starring 
Sid  Caesar  and  Audrey  Meadows  on 
CBS-TV  Thursdays,  May  5 and  June  2 
(10-11  p.m.  EDT).  This  week’s  show, 
“Tiptoe  through  Tv,”  with  guest  stars 
Charlton  Heston,  Howard  Morris  and 
Chita  Rivera,  will  include  spoofs  of  the 
medium  with  sketches  on  courtroom 
dramas,  foreign  films  and  classical  mu- 
sic. Agency:  Warwick  & Leglar,  N.Y. 

Timex  spot  buy  ■ U.S.  Time  Corp. 
(Timex  watches),  N.Y.,  last  week  made 
its  first  purchase  of  tv  spots,  which  will 
reportedly  “tie-in”  with  its  network 
commercials.  The  $500,000  buy  covers 
two  week  periods  in  June  and  August, 
with  prime  time  ID’s  in  53  markets. 
Agency:  W.B.  Doner,  N.Y. 

'Lost'  spots  ■ 20th  Century-Fox  is 
planning  saturation  radio-tv  campaigns 
in  an  undetermined  number  of  markets 
across  the  country  to  pre-sell  a new 
release,  “The  Lost  World,”  in  a manner 
similar  to  the  successful  launching  of 
“Journey  To  the  Center  of  the  Earth” 
during  the  Christmas  Holidays.  Two 
special  films  of  15  minutes  and  3 Vi 
minutes  in  length  are  being  shot  simul- 
taneously with  the  picture’s  production. 
These  will  be  offered  free  to  tv  stations 
and  will  also  be  edited  down  to  three 
sets  of  spots,  each  of  60,  30  and  20-sec- 
ond length.  The  campaign  starts  in  June 
and  will  continue  through  July. 

Comes  forward  ■ The  AP  Parts  Corp. 
(auto  mufflers),  Toledo,  Ohio,  signed 
sponsorship  of  CBS  Radio  news  analysis 
program,  Behind  the  News  With  Walter 
Cronkite,  which  began  May  1 (Sun. 
7-7:05  p.m.  EDT).  Agency:  Gray  & 
Rogers,  Phila. 
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NETWORK  FEB.  TV  GROSS  UP  13.7% 

All  three  networks  show  gains  over  same  month  in  1959 


February  January-February 


% 


1959 

1960 

Change 

1959 

1960 

Change 

ABC-TV 

$10,024,460 

$12,677,110 

+26.5 

$20,671,538 

$25,937,120 

+25.5 

CBS-TV 

20,806,220 

22,998,153 

+ 10.5 

42,935,468 

46,475,511 

+ 8.2 

NBC-TV 

18,053,828 

19,923,712 

+ 10.4 

37,353,681 

40,904,609 

+ 9.5 

TOTAL 

548,884,508 

$55,598,975 

+13.7  $100/ 960, 687 

$113,317,240 

+ 12.2 

Month  By 

Month— 1960 

ABC  ; 

CBS 

NBC 

TOTAL 

January* 

$13,260,010 

$23,477,358 

$20,980,897  $57,718,265 

February 

12,677,110 

22,998,153 

19,923,712  55,598,975 

* January  1960 

figures  revised 

as  of  April  13, 

1960 

February 

January-February 

Percent 

Percent 

1959 

1960 

Change 

1959 

1960 

Change 

Daytime 

$16,611,827 

$16,748,040 

+ .8 

$34,933,106 

$33,988,614 

- 2.7 

Mon.-Fri. 

14,123,272 

13,705,355 

- 3.0 

29,285,770 

26,974,901 

- 7.9 

Sat.-Sun. 

2,488,555 

3,042,685 

+22.3 

5,647,336 

7,013,713 

+ 24.2 

Nighttime 

32,272,681 

38,850,935 

+ 20.4 

66,027,581 

79,328,626 

+ 20.1 

TOTAL 

$48,884,508 

$55,598,975 

+ 13.7  $100,960,687 

$113,317,240 

+ 12.2 

LNA-BAR:  Gross  time  costs  only 


The  tv  networks’  gross  time  billings 
in  February  of  this  year  totaled  more 
than  $55.5  million,  a 13.7%  increase 
over  the  same  month  a year  ago. 

Television  Bureau  of  Advertising  fig- 
ures released  last  week  were  compiled 
by  Leading  National  Advertisers-Broad- 
cast  Advertiser  Reports. 

They  show  network  gross  billings  at 
$113.3  million-plus  for  the  first  two 
months  of  the  year,  representing  a 
12.2%  gain  over  the  same  period  last 
year.  Each  of  the  networks  went  up  in 
February— ABC-TV  by  26.5%,  CBS- 
TV  by  10.5%  and  NBC-TV  by  10.4%. 

Broken  down  into  parts  of  the  day, 
nighttime  billings  were  up  20.1%  for 
the  first  two  months. 


Are  television  ratings 
getting  conservative? 

While  the  American  Newspaper  Pub- 
lishers Assn,  fired  the  final  anti-broad- 
cast salvos  from  its  convention  in  New 
York  last  week  (see  page  48),  the 
American  Marketing  Assn,  pitted  par- 
tisans from  two  camps  against  each 
other  at  a media  research  luncheon 
Thursday  (April  28). 

Don  Durgin,  vice  president  of  NBC 
Television  Network  Sales,  said  tv  is 
tending  to  conservatism  in  its  rating 
measurements.  James  Gediman,  execu- 
tive vice  president  of  Hearst  Advertising 
Service,  protested  that  print  efforts  to 
combat  broadcast  research  have  led  to 
“a  verbal  and  statistical  miasma  that 
threatens  to  drown  us  all  in  a sea  of 
ambiguity.” 

Mr.  Durgin  said  “Tv  ‘throws  away’ 
more  viewers  per  average  program  than 
the  total  number  of  noters  of  the  aver- 
age full-page  ad  in  even  the  largest 
magazine.”  He  outlined  the  Nielsen 
evolution  in  10  years  from  a “total  audi- 
ence” including  all  homes  viewing  any 
part  of  a program  to  the  present  aver- 
age minute,  which  takes  no  account  of 
audience  turnover  during  a program. 
Mr.  Durgin  deplored  an  opposite  trend 
in  print  measurement,  which  he  said  is 
leading  to  extravagant  claims  of  “ad- 
page  exposures.’ 

Mr.  Gediman,  who  pointed  out  that 
Hearst  interests  cut  across  several 
media,  questioned  cost-per-thousand 
buying.  Mr.  Durgin  answered  that  this 
was  an  “over-publicized’  measure  that 


does  not  govern  the  network  schedule. 

Television  is  “by  far  the  best  re- 
searched medium,”  Mr.  Durgin  said, 
but  the  “plethora”  of  data  available 
causes  confusion. 

His  colleague  on  the  platform  ridi- 
culed such  print  refinements  as  “ex- 
posure,” “pass-along”  and  “cumulative” 
readership,  saying  that  if  this  pattern 
persists,  researchers  will  have  to  agree 
on  some  new  “umbrella  to  measure  all 
possible  impingements  upon  the  nervous 
system.”  He  commended  Audit  Bureau 
of  Circulations  as  the  only  way  to  know 
whether  a paper  is  gaining  or  losing  and 
advised  his  listeners  not  to  buy  arith- 
metic but  basics. 


Omaha  ballet 

Ballet  bounded  onto  KETV 
(TV)  Omaha  on  a 5-5:30  p.m. 
program.  And  what’s  more, 
it  was  a sponsored  local  show. 
It  featured  35  youngsters,  aged  5 
to  16,  from  Omaha’s  Ballet  The- 
ater, which  sponsored  the  show. 
Mrs.  Elfi  Hosman,  the  theater’s 
impresario,  reported  10  new  ap- 
plications for  her  school  and 
many  inquiries  in  the  wake  of  the 
production.  Although  many  calls 
were  from  parents  in  behalf  of 
their  children,  some  adults  were 
obviously  interested,  she  reports. 
Mrs.  Hosman  has  announced  that 
she  is  considering  sponsoring  a 
complete  ballet  series  on  KETV 
next  fall. 


Increased  tv  code 
dues  now  in  effect 

Dues  paid  by  subscribers  to  the  NAB 
Television  Code  have  been  revised,  ef- 
fective May  1,  to  finance  expansion  of 
the  Tv  Code  Review  Board’s  staff  and 
enforcement  structure. 

The  new  rate  will  be  the  highest 
quoted  half-hour  figure  on  each  tv  sta- 
tion’s rate  card.  Fees  for  the  three  tv 
networks  have  been  increased  over 
800%,  or  from  $1,500  to  $13,000 
yearly. 

Heretofore  the  380-plus  station  sub- 
scribers have  paid  $405  yearly.  NAB 
member  stations  have  been  credited 
with  $250  out  of  their  association  dues 
toward  code  subscription.  The  $250 
credit  will  still  be  applied  to  station 
members. 

The  increase  in  dues  was  directed  at 
the  March  meeting  of  the  NAB  Tv 
Board  (Broadcasting,  March  14).  The 
code  structure  is  to  be  strengthened  by 
addition  of  a New  York  office  to  serv- 
ice agencies,  advertisers  and  networks. 
Staff  people  will  be  added  in  Washing- 
ton and  Los  Angeles.  The  latter  office 
serves  the  tv  film  production  industry. 

Expansion  plans  for  the  code  have 
been  under  direction  of  Gaines  Kelley, 
WFMY-TV  Greensboro,  N.C.,  member 
of  the  code  board. 

KQAQ  signs  on 

KQAQ  Austin,  Minn.,  signed  on  the 
air  at  5 p.m.  April  16.  The  new  station, 
operating  on  970  kc  with  5kw,  has  an- 
nounced a no-rock  ’n’  roll  policy. 
KQAQ  broadcasts  from  5 a.m.  to  7 
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to  the 


AWRT 
9th  Annual 
National 
Convention 

from 


Hear  the  latest  SESAC  RECORDINGS.  Find  out  about  the  right  music  at  the  right  price  with  the  "BIG 
6 FOR  '60."  6 practical  purchase  plans  to  choose  from.  Featuring  “DRUMMERS”*  SESAC's  new 
recorded  sales  starters,  station  promos  and  production  spots.  For  further  information  visit  The  SESAC 
exhibit  at  the  AWRT  Covention,  booth  10  — Pick-Carter  Hotel,  Cleveland. 

* Trademark 


SESAC  INC.  THE  COLISEUM  TOWER  • 10  COLUMBUS  CIRCLE  • NI  19,  H.T. 
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p.m.  Mondays  through  Saturdays  and 
7 a.m.  to  7 p.m.  Sundays.  Lester  L. 
Gould  is  president  and  general  man- 
ager. The  station  has  11  fulltime  em- 
ployes and  makes  use  of  tape  cartridges 
to  expedite  operations. 

AIR  CITY  COUNCIL? 
Chicago  stations  gird 
for  equal  access  fight 

Station  managers  and  news  directors 
of  Chicago  tv  stations  will  continue  to 
press  for  equal  access-with-equipment 
to  city  council  proceedings — without 
any  reservations  or  strings  attached. 

That  was  made  plain  last  week  after 
they  met  to  discuss  progress  in  action 
to  remove  the  council’s  ban  on  tape 
recordings  and  sound  newsreel  cameras. 
The  meeting  was  held  to  plan  strategy 
in  advance  of  another  council  rules 
committee  hearing  for  radio-tv  repre- 
sentatives. 

Faced  with  the  prospect  of  a hear- 
ing postponement  Tuesday  (May  3), 
local  broadcasters  planned  to  meet  in- 
formally with  some  committee  mem- 
bers and  thrash  out  the  problem.  Mean- 
while, stations  routinely  appeared  at 
the  council’s  full  chamber  meeting 
Wednesday  but  were  barred  again  with 
their  equipment.  Stations  involved  are 
NBC’s  WNBQ  (TV)  and  WMAQ, 
CBS’  WBBM-AM-TV,  WGN-AM-TV 
and  ABC’s  WBKB. 

The  “strings  attached”  reservation 
stems  from  a proposal  by  Sterling  C. 
Quinlan,  ABC  vice  president  in  charge 
of  WBKB  (TV),  to  committee  members 
at  the  first  media  hearing  April  21.  He 
offered  his  station’s  facilities  for  a week- 
end (Saturday,  10  a.m.- 12  noon)  taped 
telecast  of  council  proceedings  on  a 
six-week  test  basis — with  the  promise  of 
no  editing  and  designed  as  a public 
service  feature. 

Dim  View  ■ Other  radio-tv  station 
managers  and  newsmen  took  a general- 
ly dim  view  of  the  Quinlan  proposal, 
contending  it  had  no  direct  relation  to 
the  problem  of  spot  news  access.  And 
unofficially,  while  labeling  the  offer 
a good  one,  they  feel  the  proposal  would 
be  unacceptable  if  made  a condition 
for  gaining  unlimited  recording  and 
newsfilm  access  to  council  sessions. 

The  offer  caught  other  broadcasters 
completely  by  surprise  and  intrigued 
the  rules  committee,  which  asked  them 
to  discuss  it  and  report  back  their  re- 
actions. Electronic  newsmen  were  per- 
mitted to  cover  the  initial  hearing  with 
16mm  hand  cameras  but  without  sound. 
Attending  were  station  managers,  news 
directors  and  commentators,  and  at- 
torneys for  both  CBS  and  NBC. 

Failing  to  gain  access,  some  news  di- 
rectors have  hinted  at  court  action, 


providing  they  can  marshall  support 
from  management  levels,  as  a means  of 
posing  a test  case.  Meanwhile  the  state’s 
attorney’s  office  (for  Cook  County)  has 
filed  suit  in  Chicago  circuit  court, 
charging  the  council  with  violations  of 
the  U.S.  Constitution  and  state  laws 
and  requesting  that  the  council  open 
its  hearings  to  radio-tv.  State’s  Attorney 
Benjamin  Adamowski  asked  the  court 
to  issue  a writ  of  mandamus  against 
Chicago  Mayor  Richard  J.  Daley  and 
the  aldermen. 

UPI  Survey  ■ According  to  a UPI 
nationwide  survey,  there  is  only  spotty 
opposition  to  radio-tv  news  coverage  of 
city  council  meetings  around  the  coun- 
try. However  two  of  those  spots  repre- 
sent the  nation’s  largest  cities  and  Chi- 
cago is  presently  the  “hot  spot”.  A 
similar  New  York  City  ban  is  protested 
periodically. 

Radio-tv  coverage  is  permitted  by 
city  councils  in  Philadelphia,  but  broad- 
casts are  limited  to  particularly  im- 
portant sessions.  The  UPI  survey  notes 
that  broadcasts  are  either  carried  or  are 
possible  in  Seattle,  Los  Angeles,  Den- 
ver, Cleveland,  Detroit,  Miami  and  a 
number  of  other  major  cities. 

Something  new  added 
to  Chicago’s  WLS 

WLS  Chicago,  long  identified  with 
farm  programming  and  one  of  the 
country’s  23  clear  channel  outlets,  gets 
a spanking  new  image  today  (May  2), 
while  switching  to  24-hour  operation. 

The  station,  in  which  AB-PT  ac- 


Getting  the  bird  ■ Armand  Belli,  na- 
tional sales  manager  of  WLS  Chicago, 
gives  the  first  of  100  birds  to  model 
Alice  Mitchell.  Miss  Mitchell,  with 
four  other  models,  distributed  the  live 
canaries  to  radio  time  buyers  in  Chi- 
cago to  herald  the  new  format.. 


quired  the  remaining  50  percent  owner- 
ship earlier  this  year,  has  completely 
revamped  its  programming  format  un- 
der Ralph  W.  Beaudin,  president  of 
WLS  Inc.  and  general  manager  of  the 
station.  Among  the  innovations:  a new 
sound  in  music  with  stress  on  stand- 
ards; the  addition  of  six  disc  jockey 
personalities;  the  cancellation  of  all  lo- 
cally-contracted, commercially  spon- 
sored religious  shows  (about  12  hours 
weekly),  which  brought  in  about  $400,- 
000  in  annual  revenue;  expansion  of  its 
news  staff  and  coverage,  with  newscasts 
featuring  short  headline  bulletins.  One 
major  program  casualty:  the  famous 
WLS  National  Barn  Dance. 

The  new  WLS  image  was  heralded 
in  Chicago  and  New  York  with  a $100,- 
000  advertising  drive  in  newspapers 
and  trade  publications  and  distribution 
of  live  canaries  to  radio  time  buyers. 
Armand  Belli,  national  sales  manager, 
coordinated  the  campaign,  with  WLS’ 
new  agency,  Reach  McClinton  & Co. 
of  Illinois. 

Big  names  at  AWRT 

In  what  promises  to  be  one  of  the 
more  interesting  convention  speaker 
lineups  of  the  year,  the  American 
Women  in  Radio  & Television  plan  to 
present  James  T.  Aubrey  Jr.,  president 
of  CBS-TV,  FCC  Chairman  Frederick 
W.  Ford,  Rep.  Oren  Harris,  and  E.K. 
Hartenbower,  chairman  of  the  TV  Code 
Review  board  of  the  NAB. 

The  convention,  which  gets  under- 
way May  6 at  the  Hotel  Pick-Carter 
in  Cleveland,  will  feature  a keynote  ad- 
dress on  “Challenge  and  Change”  by 
Mr.  Aubrey,  at  10  a.m. 

Messrs.  Ford,  Harris  and  Harten- 
bower will  take  part  in  an  industry 
forum  which  will  start  immediately  fol- 
lowing Mr.  Aubrey’s  address. 

NAB  seminar  speaker 

Dr.  Frederick  L.  Schuman,  political 
science  authority  and  author,  will  ad- 
dress the  second  annual  NAB  Executive 
Development  Seminar,  to  be  held  July 
10-22  at  the  Harvard  Gradute  School 
of  Business  Administration.  Dr.  Schu- 
man will  speak  on  “World  Politics:  Ret- 
rospect and  Prospect.”  He  is  Woodrow 
Wilson  professor  of  government  at  Wil- 
liams College.  During  World  War  II 
he  was  principal  political  analyst  of  the 
FCC’s  foreign  broadcast  intelligence 
service. 

The  seminar  is  directed  by  Charles 
H.  Tower,  NAB  economics-broadcast 
personnel  manager.  Dr.  J.  Sterling 
Livington,  Harvard  business  professor, 
will  be  academic  director  of  the  sem- 
inar, with  William  P.  Gormbley  Jr.,  as- 
sistant dean  in  charge  of  advanced 
management,  as  administrative  director. 
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take 
a look 


104  full  color  animated  cartoons  based  on 
the  104  most  popular  children’s  records 


Now  your  young  audience  can  see,  as 
well  as  hear,  their  very  favorite  stories 
and  characters.  For  each  6 minute  ani- 
mated cartoon  uses  as  its  sound  track 
the  actual  recording  on  which  it  is 
based.  And  each  recording  has  been 


Titles  include  such  favorite  classics  as:  TREASURE 
ISLAND,  PINOCCHIO,  PETER  AND  THE  WOLF, 
CINDERELLA,  SLEEPING  BEAUTY,  HANSEL 
AND  GRETEL,  TOM  SAWYER,  DAVID  AND 
! GOLIATH,  SINBAD  THE  SAILOR,  SNOW  WHITE, 
RUMPELSTILTSKIN,  THE  UGLY  DUCKLING. 


proved  a best-seller  by  actual  across- 
the-counter  sales  figures.  Mel-O-Toons 
gives  you  top  animation.  Top  entertain- 
ment. It’s  the  perfect  combination  for 
record  ratings  in  the  successful  tradi- 
tion of  POPEYE  and  WARNER  BROS. 
CARTOONS.  Write , wire  or  phone... 

. New  York,  247  Park  Ave.,  MUrray  Hill  7-7800 
' Chicago,  75  E.  Wacker  Drive,  DEarborn  2-2030 
‘ Dallas,  1511  Bryan  Street,  Riverside  7-8553 
• Los  Angeles,  400  S.  Beverly  Dr.,  CRestview  6-5886 


tl.CI.CI. 

UNITED  ARTISTS  ASSOCIATED,  INC. 


«U 


Show- 

buying 

made  easy 

(or  how  to  pick  a net  that’s  1st  or  ; 


2nd -never  3rd -every  night*) 




1st  or  2nd 

3rd 

Monday 

ABC 

Net  Z 

Tuesday 

ABC 

Net  Z 

Wednesday 

ABC 

NetY 

Thursday 

ABC 

NetY 

Friday 

ABC 

NetY 

Saturday 

ABC 

Net  Z 

Sunday 

ABC 

Net  Z 

^Source:  Nielsen  24  Market  TV  Report,  week  ending  April  17th,  1960,  all  nights,  8-10:30  P.M. 

This  final  Nielsen*  (before  daylight  saving)  nails  down  ABC’s  supremacy  with  a double 
bang!!  Not  only  did  ABC  average  out  1st  or  2nd  every  night  of  the  week . . . ABC  also  did 
rather  well  in  the  half-hour  prime-time  division:  In  these  35  half-hours  ABC  was  first  or 
second  28  times;  Net  Y 25  times;  Net  Z 17  times.  (In  fact,  Net  Z had  more  thirds  than 
firsts  or  seconds.) 

ABC  TELEVISION  Q 


Changing  hands 

ANNOUNCED  ■ The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

■ WDAF-AM-FM-TV  Kansas  City, 
Mo.:  Sold  by  National  Theatres  & Tele- 
vision Inc.  to  Transcontinent  Television 
Corp.  for  $9.75  million  in  cash.  Na- 
tional Theatres  bought  WDAF  stations 
in  1958  from  the  Kansas  City  Star, 
paying  $7.6  million  in  sale  forced  by  an 
antitrust  consent  decree.  This  marked 
National’s  first  move  into  station  own- 
ership. Last  year  it  acquired  90%  own- 
ership of  National  Telefilm  Assoc, 
(syndicated  tv  film  producer)  which 
owned  WNTA-AM-FM-TV  Newark, 
N.J.  (New  York  City)  and  KMSP-TV 
Minneapolis,  Minn.  National  sold 
KMSP-TV  to  20th  Century-Fox  last 
December  for  $3.5  million.  Multiple 
broadcaster  Transcontinent  owns  WGR- 
AM-TV  Buffalo  and  WROC-TV  Roch- 
ester, both  New  York;  KFMB-AM- 
FM-TV  San  Diego  and  KERO-TV 
Bakersfield,  both  California,  and  60% 
of  WNEP-TV  Scranton-Wilkes-Barre, 
Pa.  No  change  in  staff  or  management 
is  contemplated,  the  announcement 
said.  WDAF-TV  is  ch.  4.  WDAF  oper- 
ates on  610  kc  with  5 kw  and  WDAF- 
FM  on  102.1  me  with  56  kw.  Broker 
was  Howard  E.  Stark. 


■ WSOC  Charlotte,  N.C.:  Sold  by  Caro- 
lina Broadcasting  Co.  to  Henderson 
Belk,  department  store  executive,  for 
$200,000  plus  other  considerations 
(Closed  Circuit,  April  18).  Sale  was 
necessitated  by  Carolina  Broadcasting’s 
purchase  of  WIST  Charlotte  for  ap- 
proximately $580,000  (Changing 
Hands,  April  18).  Mr.  Belk,  who  is  as- 
sociated with  the  southeast  chain  of 
Belk  department  stores,  is  buying  the 
Charlotte  outlet  personally.  WSOC  is 
250  w fulltimer  on  1250  kc.  Transac- 
tion was  handled  by  Howard  S.  Frazier. 

APPROVED  ■ The  following  transfers 
of  station  interests  were  among  those 
approved  by  the  FCC  last  week  ( for 
other  commission  activities  see  For 
The  Record,  page  97). 

■ WLEC-AM-FM  Sandusky,  Ohio:  Sold 
by  Jay  Wagner  and  associates  to  Cleve- 
land Broadcasting  Inc.  for  $420,000. 
Cleveland  Broadcasting  owns  WERE- 
AM-FM-TV  Cleveland  and  WERC- 
AM-FM  Erie,  Pa.  Mr.  Wagner  will  re- 
main as  general  manager  of  the  San- 
dusky station. 

■ KGKB  Tyler,  Tex.:  Sold  by  Oil 
Center  Broadcasting  Co.  (L.S.  Torrans, 
president)  to  KGKB  Inc.  for  $125,000. 
Purchasers  are  Harry  O’Connor, 


Transcontinent  into  K.C.  ■ Com- 
pleting the  $9.75  million  deal  by 
which  multiple  owner  Transconti- 
nent Television  Corp.  buys 
WDAF-AM-FM-TV  Kansas  City 
(see  Changing  Hands,  page  xx) 
are  David  C.  Moore  (r),  presi- 
dent of  Transcontinent,  and  B. 
Gerald  Cantor  (1),  president  of 
the  seller,  National  Theatres  & 
Television  Inc. 


31.41%,  Wallace  Barbee,  26.6%,  and 
others.  Mr.  O’Connor,  an  employe  of 
KGKB,  has  a 40%  interest  in  KTXO 
Sherman,  Tex.  Mr.  Barbee  is  in  in- 
surance. 

■ KLOU  Lake  Charles,  La.:  Sold  by 
Gulf  Broadcasting  Co.  (Robert  Earle 
and  associates)  to  Albert  D.  Johnson 
for  $142,500.  Mr.  Johnson  is  former 
manager  of  KENS-AM-TV  San  An- 
tonio, Tex.  Mr.  Earle  and  associates 
own  WIBR  Baton  Rouge,  La. 

WQMR’s  new  format 

WQMR  Silver  Spring,  Md.,  whose 
recent  switch  to  a “quality  music”  for- 
mat has  been  an  “overwhelming  suc- 
cess,” takes  another  step  in  that  direc- 
tion effective  today  (May  2)  with 
“musical  clusters.” 

Connie  B.  Gay,  president  and  board 
chairman,  said  that  musical  clusters  are 
designed  to  give  the  listener  a feeling  of 
all  music  and  no  commercials.  Actually, 
musical  clusters  provide  12  unbroken 
minutes  of  music  followed  by  three  of 
news,  weather  and  commercials. 

Ed  Winton,  vice  president  and  sales 
manager,  said  that  since  the  switch  Feb. 
1 , billings  currently  stand  at  the  highest 
point  in  the  station's  history.  All  this 
has  resulted  in  a new  rate  card  for 
WQMR  which  goes  into  effect  June  1. 

For  the  Connie  B.  Gay  Network 
(WTCR  Ashland,  Ky.;  WFTC  Kinston, 
N.C.;  KITE  San  Antonio;  WFYE  New 
Orleans  and  WGAY  [FM]  Washington) 
which  has  achieved  prominence  through 
country  music  broadcasting,  quality 
music  has  suddenly  emerged  as  big  busi- 
ness. WQMR  never  repeats  a segment 
more  than  once  in  three  or  four  months 
and  each  selection  must  be  approved  by 
either  Mr.  Gay  or  Mr.  Winton  prior  to 
air  time. 


Skill  is  important! 


Just  as  a weatherman  can  read  a chart  and  forecast 
conditions,  so  Blackburn  & Company  can  analyze  your 
operation  and  appraise  its  financial  position.  For 
appraisals  contact: 


NEGOTIATIONS 


FINANCING 


APPRAISALS 


*/8lackbwm  & Comparn/ 

Incorporated 

RADIO  - TV  - NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Jack  V.  Harvey 
Joseph  M.  Sitrick 
Washington  Building 
STerling  3-4341 


MIDWEST 
H.  W.  Cassill 
William  B.  Ryan 
333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-6460 


ATLANTA 

Clifford  B.  Marshall 
Stanley  Whitaker 
Robert  M.  Baird 
Healey  Building 
JAckson  5-1576 


WEST  COAST 
Colin  M.  Selph 
Calif.  Bank  Bldg. 
9441  Wilshire  Blvd. 
Beverly  Hills,  Calif. 
CRestview  4-2770 
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When  an  air  personality  is  blond,  handsome  and  just  twenty-four 
years  old,  you  can  expect  he  will  appeal  to  teenagers. 

Dean  Lewis  definitely  does.  But  will  he  make  a hit  with 
parents?  Dean  Lewis  does  that,  too. 

Each  Saturday  morning.  Dean  plays  big  brother  to  Central 
Ohio  teenagers  on  WBNS  Radio.  Their  problems  are  aired  by 
a panel  of  their  peers,  a school  or  government  official  is  inter- 
viewed and,  of  course,  there’s  entertainment  as  well  as  serious 
discussion. 


Daily  from  3:00  to  5:00  P.M.  on  WBNS  Dean  slips  into  his 
adult-appeal  personality  and  charms  the  housewives  right  out  of 
their  aprons  with  the  same  skill  and  success  he  has  established 
with  those  bewildering  bobby-soxers. 

The  responsible  influence  Dean  exerts  with  youngsters  resulted 
this  year  in  his  being  named  one  of  Columbus’  ten  outstanding 
young  men  by  the  Columbus  Junior  Chamber  of  Commerce. 

It  also  won  him  an  award  from  the  Catholic  Youth  Organization 
last  year  for  “outstanding  service  to  the  youth  of  the  community.’ 
He  has  been  commended  by  the  Red  Cross  and  Tuberculosis 
Society  and  awarded  the  Chamber  of  Commerce  Youth 
Service  Plaque. 

Here’s  a bright  young  man  to  help  you  tell  your  sales  story 
the  way  you  want  it  told.  Ask  John  Blair  for  avails  in  the 
“Dean  Lewis  Show.” 


prime  mover  of 
1,500,000 
central  Ohioans 


WBNS-RADIO 


aprons  and  bobby-sox 

line  up  with  Dean  Lewis 


IS  THERE  NEWSPAPER  PAYOLA? 

Publishers  fear  they’re  next  in  line 


Newspaper  publishers,  who  invari- 
ably front-paged  payola  charges  con- 
cerning radio  and  television  in  recent 
months,  kept  the  doors  tightly  shut  at 
a meeting  room  in  the  Waldorf-Astoria 
Hotel  in  New  York  last  Tuesday 
(April  26).  The  occasion:  a session  at 
the  annual  American  Newspaper  Pub- 
lishers convention  during  which  the 
subject  of  “newspaper  payola”  was 
raised  and  explored. 

The  picture  that  emerged  after  a 
briefing  session  was  that  publishers 
were  concerned  with  the  possibility  that 
“payola”  accusations  might  be  levelled 
against  newspapers,  and  management 
had  to  establish  certain  rules  governing 
free  tickets,  trips  and  gifts. 

The  topic  was  discussed  at  a session 
for  newspapers  with  over  50,000  in 
circulation  and  was  not  raised,  accord- 
ing to  briefing  officials,  at  meetings  of 
newspaper  executives  of  lesser  circula- 
tion. It  is  ANPA  tradition  to  suggest 
a list  of  topics  that  might  be  ex- 
amined at  the  various  executive  sessions 
(closed  to  newsmen).  Newspaper  of- 
ficals  in  attendance  are  free  to  pursue 
or  ignore  some  of  the  subjects. 

Free  Tickets,  When  ■ A summary 
of  the  “payola”  discussion,  provided  by 
Otis  Chandler  of  the  Los  Angeles  Times 
(KTTV  [TV]  Los  Angeles),  made  these 
main  points:  the  consensus  of  the 
meeting  was  that  newspapers  were  re- 
examining the  practice  of  accepting  free 
tickets  for  distribution  to  management 
and  staff  people;  the  general  attitude 
toward  gifts  was  that  those  of  small 
value,  not  exceeding  $10,  might  be 
permissible,  and  free  trips  were  ac- 


ceptable only  if  legitimate  news  rea- 
sons existed. 

Publishers  indicated  that  they  ac- 
cepted passes  for  working  reporters  and 
photographers  covering  news  events 
and  did  not  contemplate  any  change  in 
this  area.  Some  publishers  acknow- 
ledged that,  from  time  to  time,  free 
tickets  had  been  distributed  to  other 
members  of  the  staff,  but  reported  there 
seemed  to  be  a trend  away  from  this 
practice. 

Mr.  Chandler  reported  that  pub- 
lishers, on  the  whole,  felt  that  trips  to 
restricted  military  installations  often 
had  to  be  accepted  because  they  were 
the  only  way  that  on-the-spot  inspec- 
tions of  such  sites  could  be  obtained. 
He  noted  that  publishers  in  attendance 
were  especially  critical  of  free  trips 
arranged  for  a single  newspaper  or  for 
the  newspaper  “brass”  in  a single  city. 

Publishers  expressed  the  belief  that 
the  use  of  brand  names  and  names  of 
restaurants  and  night  clubs  was  proper 
in  news  stories  if  they  constituted  a 
service  to  readers. 

Concern  Over  Image  ■ At  another 
50,000  session,  publishers  expressed 
serious  concern  over  “the  newspaper’s 
image”  and  urged  the  Bureau  of  Ad- 
vertising of  the  ANPA  to  get  busy.  The 
first  assignment  handed  to  the  Bureau 
by  publishers:  Look  into  ways  to  com- 
bat radio-tv’s  “boxcar  figures”  for  ad- 
vertising impressions  and  sets-in-use. 

Publishers  were  articulately  voluble 
about  their  complaints.  They  charged 
that  while  newspapers  are  tied  to  paid 
circulation  figures,  radio  and  tv  use  au- 
dience figures  that  are  “unreliable  and 


sometimes  irresponsible.”  One  pub- 
lisher reported  that  a researcher  ad- 
vised him  there  is  a 75%  turnover  in 
broadcast  interviewer  personnel  in  two 
months.  Another  publisher  claimed  that 
a radio-tv  interviewer  failed  to  ask 
many  questions  of  customers  at  a gas 
station  and  volunteered  to  fill  in  many 
of  the  answers.  Another  anecdote: 
There  were  more  viewers  reported  than 
there  were  people  in  a given  market. 

Despite  the  entreaties  of  some  pub- 
lishers for  additional  Bureau  of  Adver- 
tising support,  the  Bureau  itself  on 
Wednesday  (April  27)  devoted  a full 
afternoon  to  outlining  its  accomplish- 
ments during  the  past  year.  A consider- 
able portion  of  the  Bureau’s  session 
was  devoted  to  a description  of  some 
of  its  presentations  aimed  at  increasing 
investment  in  newspapers  by  particular 
industries  or  advertisers.  Though  the 
emphasis  was  on  the  positive  contribu- 
tions a newspaper  could  make  for  the 
advertiser,  the  presentations  made  some 
references  to  what  they  called  “the 
weaknesses”  of  television  and  radio — 
“the  lack  of  authority”  in  radio-tv  ad- 
vertising, as  compared  to  newspapers, 
and  the  “often  unsubstantiated”  figures 
on  radio-tv  audiences. 

Presentations  discussed  included 
those  to  Armour  & Co.  (Dash  dog 
food).  Gulf  Oil  Corp.,  Florida  Citrus 
Commission,  the  Duncan  Coffee  Co., 
Seagrams  Distillers  and  the  Firestone 
Tire  & Rubber  Co. 

Russ  Stewart,  general  manager  of 
the  Chicago  Sun-Times,  was  elected 
board  chairman  of  the  Bureau  of  Ad- 
vertising of  ANPA,  succeeding  Louis 
A.  Weil  Jr.,  publisher  of  the  Lafayette 
(Ind.)  Journal  and  Courier.  Jack 
Tarver,  president  of  the  Atlanta  Journal 
and  Constitution,  was  elected  to  suceed 
Mr.  Stewart  as  vice  chairman  (WSB- 
AM-FM-TV  Atlanta). 

Radio  should  provide 
more  data — Saunders 

“More  service — and  that  means  more 
work”  were  asked  of  radio  broadcasters 
by  Hildred  Saunders,  vice  president 
and  radio-tv  director  of  Honig-Cooper 
& Harrington,  Louisiana. 

Stations  are  overlooking  stories  they 
have  to  tell  timebuyers  about  time 
periods  nobody  asks  for,  Miss  Saunders 
told  an  April  28  meeting  of  the  South- 
ern California  Broadcasters  Assn.  A 
number  of  Los  Angeles  stations,  she 
stated,  deliver  more  women  listeners  in 
class  B time  than  they  do  during  peak 
traffic  hours,  yet  no  station  salesman  or 
representative  gave  her  that  informa- 
tion; she  had  to  dig  it  out  herself. 

“I  am  sure  you’ll  agree  it’s  your  job 
to  get  all  the  facts  to  us,”  she  said, 
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“PICK  A PACKA 
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Anyone  can  decipher  it  ■ “The  last 
word  in  simplicity  and  ease  of  use” 
is  claimed  by  the  Dover  Broadcast- 
ing Co.  on  behalf  of  new  rate  cards 
for  its  WAND  Canton  and  WJER 
Dover,  both  Ohio.  The  stations 
claim  “it  is  easily  understandable  by 
all — even  a layman  or  one  not  in  the 
habit  of  reading  radio  rate  cards  can 


read  and  use  it  without  any  trouble. 
. . . All  connected  with  a station  will 
be  able  to  make  out  these  rate  cards 
in  short  order.”  The  card’s  “Pick  a 
Package”  chart  allows  a client  to 
readily  know  cost  of  his  campaign 
by  locating  the  intersecting  point  of 
desired  factors  at  the  top  and  at  the 
left  of  the  chart. 
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New  RCA 
Camera  Tube 

provides 

superior 

successive 

recordings 


lage  Orthicon 


makes  possible  good 
broadcast-quality  pictures 
even  after  a series 
of  successive  recordings 


If  successive  recording  quality  is  a major  problem  with  you,  a 
4/2"  camera  equipped  with  an  RCA-7389-A  Image  Orthicon 
will  give  you  the  initial  picture  quality  you  need  to  overcome  it. 
The  picture  signal  provided  by  this  new  4/2"  camera  tube  is  of 
such  excellent  quality  that  it  permits  a series  of  successive  high 
quality  recordings.  The  large  target  area  makes  possible  a much 
higher  signal-to-noise  ratio,  greater  resolution  and  better  half- 
tone values  than  any  3-inch  tube  can  produce. 

For  live  broadcasting,  however,  or  making  copies  from  a 
single  master,  you  need  look  no  further  than  RCA’s  regular  line 
of  performance-proved  3-inch  Image  Orthicons.  Whether  you’re 


programming  in  color  or  black-and-white,  there’s  a standard 
RCA  camera  tube  to  do  the  job— and  give  you  better  picture 
quality  than  that  provided  by  the  best  TV  receiver.  The  new 
RCA-7513  Image  Orthicon,  for  instance,  can  be  used  either  for 
color  or  black-and-white,  and  provides  sharp,  noise-free  pictures 
remarkably  free  from  “halo”  and  edge  effects  and  having  ex- 
cellent corner  resolution. 

Your  local  RCA  Distributor  of  broadcast  tubes  carries  a com- 
plete line  of  RCA  Image  Orthicons.  Get  in  touch  with  him  for 
full  information  on  any  type  you  may  need,  or  write  RCA  Com- 
mercial Engineering,  Section  E-13-0,  Harrison,  N.  J. 


IJ  The  Most  Trusted  Name  in  Electronics 

4 RADIO  CORPORATION  OF  AMERICA 


Any  year,  any  time... largest  share  of  audience* of  all 
Pittsburgh  stations!  Look  as  far  back  as  you  like  and  you’ll 
find  KDKA-TV  consistently  ahead  of  any  other  Pittsburgh  1 
station.  And  that’s  not  all ! □ Strongest  local  programming  of 
all  Pittsburgh  TV  stations!  Stronger  personalities  to  give 
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products  their  endorsement!  Kids’  shows,  women’s  shows,  variety  shows— all  rated 
FIRST  in  their  time  periods  by  NIELSEN.  □ Most  national  and  local  advertisers  of  all 
Pittsburgh  TV  stations-confirmed  by  BAR,  December  1959.  ° Most  first-rated  news 
shows  of  all  Pittsburgh  stations  !*  That’s  why,  in  Pittsburgh,  NO  SPOT  TV  CAMPAIGN 
IS  COMPLETE  WITHOUT  THE  WBC  STATION,  KDKA.  As  T'V 

*Pgh.  area  N.S.I.,  Feb.,  1960  PITTSBURGH 

©0©  WESTINGHOUSE  BROADCASTING  COMPANY,  INC.  Represented  byTelevision  Advertising  Representatives,  lnc.-vs£?« 


WHO  WATCHES  MONDAY  TV? 

Study  analyzes  Monday  night  audience 


“facts  about  everything;  not  just  cover- 
age, but  programming  policies,  com- 
mercial policies,  station  talent,  mer- 
chandising, promotion,  publicity,  audi- 
ence composition,  special  packages, 
ratings,  cost-per-thousand,  the  works. 
But  ask  yourselves;  Are  you  getting 
these  facts — these  sales  tools  to  us?  Or 
are  you  trusting  us  to  dig  them  out 
ourselves  and  if  it’s  the  latter,  are  you 
so  sure  all  agencies  do  dig,  do  get  your 
facts  and  get  them  right?” 

■ Rep  appointments 

■ KXRX  San  Jose,  Calif.:  Torbet,  Allen 
& Crane  Inc.  as  national  representative. 
The  firm,  with  its  Vernard,  Rintoul  & 
McConnell  affiliation,  will  represent 
KXRX  in  San  Francisco,  Los  . Angeles, 
Chicago,  Detroit  and  Dallas,  while 
Hugh  Feltis  & Assoc,  continue  in  Seattle 
and  Portland,  Ore. 

■ KWKY  Des  Moines,  Iowa:  Broadcast 
Time  Sales  Inc.,  N.Y. 

■ WIOS  Tawas  City;  WDOG  Marine 
City,  both  Michigan;  WNKY  Neon; 
KBGN  Bowling  Green,  both  Kentucky; 
WBBT  Lyons,  Ga.;  WPTX  Lexington 
Park,  Md.;  KORC  Mineral  Wells,  Tex.; 
WCNG  Cannonsburg;  WEZN  Eliza- 
bethtown: WLEM  Emporium;  WKMC 
Roaring  Spring,  all  Pennsylvania:  Hil 
F.  Best  Co.,  Detroit. 

■ WOTT  Watertown,  N.Y..  and  WTBO 
Cumberland,  Md:  Burn-Smith  Co. 

■ WKIZ  Key  West,  Fla.:  Richard 

O’Connell,  N.Y. 


Nearly  three-quarters  of  U.S.  adults 
can  be  found  in  front  of  a tv  screen 
some  time  on  a Monday  night.  If  it 
happens  to  be  the  Monday  they’re  giv- 
ing out  movie  Oscar  awards,  67.5  mil- 
lion can  be  counted  for  a single  show, 
87%  of  that  number  around  for  90 
minutes. 

The  Monday  research  is  in  a special 
report  on  “Television  Audience  Char- 
acteristics” compiled  by  Sindlinger  & 
Co.,  Ridley  Park,  Pa.,  from  the  regu- 
lar first  quarter’s  Sindlinger  Television 
Activity  and  a special  issue  reporting 
on  the  April  4 show  on  NBC-TV  pre- 
sented by  the  Academy  of  Motion  Pic- 
ture Arts  & Sciences.  Both  are  being 
made  available  to  interested  parties  on 
request. 

A composite  of  the  Monday  evening 
market  emerges  from  the  first-quarter 
compilation.  It  gives  audience  charac- 
teristics for  an  average  of  13  Monday 
evenings  this  year,  with  ratings  on  oc- 
cupation, household  income,  age  and 
education.  In  18,589  interviews 
throughout  the  country  during  13 
weeks,  Sindlinger  found  72%  of  the 
adult  population  looking  on  an  aver- 
age Monday.  This  audience  is  in  many 
respects  of  “higher  quality”  than  the 
population  itself.  This  is  what  your 
Monday  customer  looks  like: 

■ He's  predominantly  in  the  12-44 


age  group — 60%  for  the  average  tv 
Monday  night,  against  the  50%  for  the 
total  population. 

■ He  has  a job — 90%  of  all  clerical, 
sales,  craftsmen,  foremen  and  kindred 
occupational  groups  in  the  country. 
Alongside  these  are  more  than  50% 
of  the  managers,  proprietors,  officials, 
executives,  professional  and  technical 
groups  in  the  U.S. 

■ He’s  better  educated  than  the 
country  as  a whole — 50.7%  went  to 
high  school  and  14.5%  to  college  and 
beyond. 

■ He  has  money  to  spend — 49.8% 
in  the  under-$5,000  bracket,  26.3% 
from  $5,000-$7,499,  13.5%  from  $7,- 
500-$9,999,  6.8%  from  $10,000  and 
over  and  3.5%  not  determined.  In- 
come is  significantly  better  than  that 
of  the  population  generally. 

The  Monday  evening  audience  is 
made  up  of  44,539,000  males  and  48,- 
010,000  females,  the  Sindlinger  study 
shows. 

The  Sindlinger  Television  Activity 
Service  was  on  a custom  basis  until 
September  1959  and  since  then  has 
been  syndicated,  offering  rating  data 
and  audience  characteristics.  (Added 
series  on  product  use,  plans  to  buy,  and 
other  questions  — by  program  — are 
available  on  a custom  basis.)  During 
the  summer  and  fall,  the  company  will 
add  other  days  of  the  week  until  all 
seven  are  reported. 

27  Shows  Figured  ■ These  are  the 
27  shows  that  figured  in  the  first-quar- 
ter Monday  Service: 

ABC:  Cheyenne,  Bourbon  Street 

Beat,  Adventures  in  Paradise,  Man 
With  a Camera,  Frank  Sinatra  Timex 
Show,  Bing  Crosby  Show,  Ted  Mack 
and  the  Original  Amateur  Hour. 

CBS:  Masquerade  Party,  The  Texan. 
Father  Knows  Best,  The  Danny  Tho- 
mas Show,  the  Ann  Sothern  Show, 
Hennesey,  Dupont  Show  with  June  Al- 
lyson,  Kate  Smith  Show,  CBS  Reports 
(“Nigeria”). 

NBC:  Richard  Diamond,  Love  and 
Marriage,  Tales  of  Wells  Fargo,  Peter 
Gunn,  Goodyear  Theatre,  Alcoa  Thea- 
tre, Steve  Allen  Plymouth  Show,  Jack 
Paar,  Riverboat,  Bob  Hope  Buick  Show, 
Paris  a la  Mode. 

Albert  E.  Sindlinger,  president  of 
the  business  analyst  firm,  in  releasing 
the  Monday  report,  drew  attention  to 
the  importance  of  audience  characteris- 
tics in  comparing  the  qualitative  as- 
pects of  a tv  audience  with  the  charac- 
teristics of  the  desired  market.  He 
gave  examples  of  low  rated  shows 
which  nevertheless  could  deliver  the 
market  a sponsor  wants. 


KGY  by-the-sea  ■ KGY  Olympia, 
Wash.,  soon  will  be  moving  into  its 
unique,  new  over-the-water  (Puget 
Sound)  home,  scheduled  for  com- 
pletion this  month  with  full  occu- 
pancy expected  by  the  middle  of 
June.  With  the  move  comes  a power 
increase  to  1 kw  and  all  new  equip- 
ment for  the  38-year-old  station. 
Cost  for  project?  About  $70,000. 
For  do-it-yourselfers,  here’s  the 
breakdown:  concrete  piling  for  the 
building’s  foundation,  $5,000;  con- 
tractor’s building  price,  $38,000; 


new  transmitter  and  associated 
equipment,  $8,000;  self-supporting 
tower  and  ground,  $8,500;  office 
furnishings,  $4,000;  miscellaneous 
extras,  $2,000;  state  sales  tax,  $2,620 
and  $1,500  for  the  architect’s  fee, 
plus  $40  per  month  rental  for  the 
tidelands  over  which  the  building 
sits  and  adjoining  parking  lot.  Loca- 
tion of  the  new  studio,  which  has 
a 50-year  lease,  is  1240  North 
Washington.  And,  continuing  the 
“1240”  theme,  phone  is  Whitehall 
3-1240. 
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THE  RADIO-TV  REVOLUTION 

Florida  meeting  told  to  improve  programs 


Radio  and  television  have  come  of 
age  technologically  and  should  now  ex- 
ert all  efforts  to  better  programming  and 
coping  with  the  “information  revolu- 
tion.” 

This  was  the  general  agreement  of 
five  industry  leaders  featured  last  week 
at  the  second  annual  Broadcasting  Day 
at  the  U.  of  Florida.  In  attendance  were 
representatives  from  the  Florida  Assn, 
of  Broadcasting. 

Charles  H.  Tower,  manager  of  the 
National  Assn,  of  Broadcaster’s  Dept, 
of  Broadcast  Personnel  and  Economics, 
termed  the  present  time  as  “the  winter 
of  broadcasting’s  discontent.”  He  struck 
hard  at  legislative  attempts  to  further 
control  the  industry. 

“But,”  Mr.  Tower  stressed,  “if 
charges  leveled  at  the  industry  in  recent 
months  are  even  50%  accurate,  the  in- 
dustry must  do  something  about  it.”  He 
welcomed  students  into  the  industry  for 
their  “enthusiasm  and  new  ideas.” 

Etv  Network  ■ Also  emphasizing  the 
need  for  more  trained  people  was  John 
F.  White,  president  of  the  National  Edu- 
cational Television  and  Radio  Center. 
He  cited  the  birth  and  development  of 
educational  broadcasting  as  “the  fourth 
network”  in  only  seven  years  and  said 
one  of  the  biggest  needs  now  is  the  de- 
velopment of  a training  program  for 
professional  educational  broadcasters. 

Matthew  J.  Culligan,  former  NBC 
Radio  chief  and  now  with  McCann- 
Erickson,  tossed  in  the  term  “informa- 
tion revolution.”  He  said  that  within 
the  next  10  years  the  American  public 
will  have  more  information  hurled  at 
them  than  ever  before. 

“The  real  problem,  though,”  he  main- 
tained, “is  that  the  public  will  not  be 
able  to  understand  the  information.” 

This  problem  can  be  solved  only 
through  research,  Mr.  Culligan  said. 

He  pointed  with  pride  to  the  fact  that 


‘Plugola  Roll  Blues’ 

“Those  Plugola  Roll  Blues,”  a 
piano  improvisation,  was  world 
premiered  before  members  of  the 
Florida  Assn,  of  Broadcasters  at 
Journalism-Broadcasting  Week  at 
the  U.  of  Florida. 

Dedicated  to  the  nation’s  disc 
jockeys,  Music  Prof.  Russell  Dan- 
burg  called  his  three-movement 
piece  (before  1959,  1959-60,  and 
the  future)  an  Interpretation 
(Opus  317).  He  modestly  listed 
the  composer’s  name  as  one  Mae- 
stro F.  Seesee. 


the  industry  is  already  well  into  re- 
searching. 

The  Joy  of  It  ■ “Research  for  the 
pure  joy  of  searching,”  Mr.  Culligan  de- 
scribed as  the  key.  “Some  of  the  world’s 
most  important  discoveries  were  made 
in  this  type  of  research,  sometimes  quite 
by  accident.  You  never  know  what  you 
may  come  up  with.” 

Grady  Edny,  national  radio  program 
director  for  Storer  Broadcasting  Co., 
predicted  another  network — for  sports 
only — within  the  next  decade.  “It  will 
be  a boon  to  local  stations,”  he  said.  He 
foresees  the  emergence  of  scores  of 
new  smaller  stations  in  the  near  future. 

Lee  Ruwitch,  executive  vice-presi- 
dent and  general  manager  of  Miami’s 
WTVJ-TV,  pointed  to  his  station’s  em- 
phasis on  editorializing  as  one  answer 
to  better  programming.  He  maintained 
that  tv  stations  can  editorialize  more 
“effectively”  than  newspapers  because 
of  bigger  audiences.  He  also  rapped 
newspapers  as  being  “unprogressive”  in 
their  editorial  treatment. 

Air  conditioning, 
radio  best  in  summer 

Radio  listening  and  air-conditioner 
sales  reach  their  annual  peaks  simul- 
taneously during  June,  July  and  August. 
Irv  Trachtenberg,  group  sales  manager 
of  Radio  Advertising  Bureau,  recom- 
mended last  week  the  “use  of  one  to 
sell  the  other.”  Summer  radio  is  an 
“unparalleled  advertising  vehicle  for 
your  product,”  he  told  some  85  Chrys- 
ler Airtemp  distributors  attending  an 
advertising  and  sales  promotion  work- 
shop in  Dayton,  Ohio,  April  25. 

Television  Bureau  of  Advertising,  in 
association  with  WHIO-TV  and  WLWD 
(TV),  both  Dayton,  conducted  a tv  sem- 
inar for  the  same  group  on  the  follow- 
ing day. 

“Health  and  weather,”  Mr.  Trachten- 
berg reminded,  “are  the  two  reasons 
why  people  buy  air-conditioners.  Sum- 
mer radio,  with  its  tremendous  increase 
in  in-car  and  out-of-home  listening,  can 
exploit  both  these  factors,”  he  said, 
pointing  out  that  about  70%  of  air- 
conditioner  sales  are  made  during  the 
three  summer  months.  Mr.  Trachten- 
berg offered  the  distributors  complete 
RAB  counselling  on  all  phases — includ- 
ing budget  and  individual  station  recom- 
mendations— of  their  local  or  regional 
summer  radio  campaigns. 

The  joint  TvB-member  station  pres- 
entation explained  techniques,  cost, 
simplicity,  flexibility  and  other  factors 
in  the  use  of  tv,  with  Dayton  cited  as 


Shovelin'  off  ■ The  first  spadeful 
of  dirt  is  turned  to  signal  the 
start  of  the  construction  of  a $2 
million  Broadcast  House  for 
WTIC-TV  Hartford,  Conn.  Wield- 
ing the  shovel  is  Paul  W. 
Morency,  president  of  Travelers 
Broadcasting  Service.  Station  pro- 
duction manager  George  Bowe 
(r)  applauds  the  move. 


the  basic  example.  James  Hirsch,  na- 
tional sales  director  for  TvB  noted  the 
power  of  tv  as  an  advertising  medium 
and  its  reach  in  today’s  society.  The 
two  stations  gave  specific  details  on 
time  periods,  rate  structure  and  profes- 
sional talent. 

Indiana  U.  to  have 
BRA  course 

Radio  tv  promotion  will  be  part  of 
Indiana  U.’s  broadcast  advertising 
course  starting  this  fall.  It  will  be  held 
under  auspices  of  the  Broadcasters’ 
Promotion  Assn.,  which  is  turning  an 
eye  toward  new  sources  for  broadcast 
executives  of  the  future. 

The  need  among  stations  for  compe- 
tent promotion  people  has  prompted 
BPA  to  undertake  the  pilot  project, 
described  as  the  first  among  universities 
offering  broadcast  courses.  It  was  set 
up  by  BPA’s  educational  and  profes- 
sional standards  committee,  headed  by 
John  F.  Hurlbut,  WFBM  Indianapolis, 
Ind. 

The  committee  will  work  closely  with 
Elmer  G.  Sulzer,  radio-tv  communi- 
cations director  at  Indiana  U.,  whose 
radio-tv  department  is  offering  the  pro- 
motion course.  BPA  will  supply  the 
course  outline  and  sample  promotion 
pieces  for  classroom  work  and  guest 
speakers  from  among  its  Indiana  state 
membership  ranks.  Once  the  1960-61 
course  is  completed,  BPA  will  evaluate 
the  project  and  make  its  report  available 
to  other  schools. 
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California’s  Capitol 


Free-spending  Californians  and  Ne- 
vadans are  clustered  thick  in  Bee- 
line station  broadcast  areas.  For 
example,  KFBK  is  located  in  the 
heart  of  the  Metropolitan  Sacra- 
mento Market  which  ranks  9th 
nationally  in  retail  sales  per  house- 
hold and  43rd  in  total  retail  sales. 
National  ranking  for  total  food  sales 
is  39th  and  total  drug  sales  is  49th 
(SRDS) 


The  city  of  Sacramento  is  the 
capital  of  California.  It  is  also  the 
center  of  an  area  having  huge,  di- 
versified food -canning,  industrial, 
dairying  and  agricultural  activity 
plus  several  very  large  military 
establishments. 

As  a group,  Beeline  stations  give 
you  more  radio  homes  than  any 
combination  of  competitive  stations 
— at  by  far  the  lowest  cost  per 
thousand  (Nielsen  & SR&D) 

•Sales  Management's  1959  Survey  of  Buying  Power 
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IN  INLAND  CALIFORNIA  (and  western  nevadai 

BEELINE." 


Make 

Every 

Spot 

Count 

If  you  want  every  spot  to  count, 
put  it  in  KCRA's  balanced  pro- 
gramming that  reaches  a receptive, 
upper-income  audience.  Six  long- 
established  local  personalities  . . . 
news  gathered,  edited,  and  broad- 
cast by  12  full-time  newsmen , sup- 
plemented by  NBC  news  coverage 
. . . leading  sports  coverage  from 
Little  League  to  the  World’s  Series 
. . . plus  the  services  of  a full-time 
merchandising  department  that  pro- 
duces tangible  results.  And  your 
commercial  on  KCRA  is  in  a good 
“climate”,  too.  Spots  are  restricted 
to  three  minutes  per  quarter  hour 
(and  we  count  promos  too!),  so 
your  client’s  sales  message  can 
really  be  effective.  Availabilities? 
Right  now! 


Suit  charges  forced 
XEG  Monterrey  sale 

XEG  Monterrey,  Mexico,  figured  in  a 
$10  million  law  suit  filed  last  Monday 
in  an  Indiana  circuit  court. 

The  action  was  brought  in  Lake 
County  (Ind.)  court  by  James  A.  Savage, 
retired  San  Antonio  businessman  and 
former  owner  of  the  Mexican  station. 
Named  as  defendants  are  Harold  S. 
Schwartz,  Chicago  advertising  agency 
and  sales  representative;  Ben  Jaffe  and 
his  son,  Eugene,  of  Flossmoor,  and 
Jerome  Kutak,  of  Hammond,  Ind. 

In  the  suit  Mr.  Savage  charged  that 
the  defendants  caused  his  imprison- 
ment in  Mexico  and  conspired  to  force 
him  to  sign  over  the  station  at  a frac- 
tion of  its  true  value. 

Mr.  Schwartz  said  he  had  not  been 
officially  apprised  of  the  action  and 
dismissed  it  as  a “nuisance  suit.”  A vet- 
eran Chicago  advertising  executive,  Mr. 
Schwartz  said  he  serves  as  sales  repre- 
sentative for  both  XEG  and  XERB  Ro- 
sarito  Beach,  Mexico.  At  one  time  his 
agency  placed  substantial  mail  order 
business  on  the  border  radio  outlets, 
but  the  volume  has  diminished  consid- 
erably in  recent  years,  he  explained.  He 
is  credited  in  Chicago  advertising  circles 
with  placing  hundreds  of  thousands  of 
dollars  in  the  Mexican  stations  over  the 
years.  He  formerly  represented  other 
border  station  properties,  he  pointed 
out. 


ffl  Media  reports 

Broadcast  interests  stay  ■ Last  week’s 
sale  of  the  Pittsburgh  Sun-Telegraph,  a 
Hearst  newspaper,  to  the  Pittsburgh 
Post-Gazette  did  not  involve  any  of  the 
broadcast  interests  held  by  the  papers. 
The  Sun-Telegraph  is  owner  of  WCAE- 
AM-FM  and  owns  50%  of  WTAE 
(TV)  Pittsburgh.  The  independent  Post- 
Gazette  is  owner  of  WWSW-AM-FM 
Pittsburgh  and  has  a 50%  interest  in 
WIIC  (TV)  Pittsburgh.  The  Hearst 
chain  also  owns  WBAL-AM-FM-TV 
Baltimore,  Md.,  and  WISN-AM-FM- 
TV  Milwaukee. 

Island  named  ■ Broadcast  Island  was 
the  prizewinning  name  for  the  area 
where  WCKR  and  WCKT  (TV)  Miami 
has  its  studios,  according  to  an  an- 
nouncement by  Niles  Trammell,  presi- 
dent of  Biscayne  Television  Corp. 
Thousands  of  entries  were  received  in 
a contest  challenging  viewers  to  name 
the  island.  The  winner  received  a color 
tv  set. 

Wings  for  KOL  ■ The  Federal  Aviation 
Agency  has  granted  approval  for  KOL 
Seattle,  Wash.,  to  construct  a heliport 
next  to  its  studios.  The  heliport,  de- 


signed for  use  by  KOL’s  news  person- 
nel, also  will  be  open  for  general  public 
use,  serving  more  than  50  commercial 
firms  in  the  area.  Construction  is 
scheduled  to  begin  within  90  days. 

ABC  adds  three  ■ The  addition  of 
three  stations  as  new  ABC  radio  affili- 
ates has  been  announced  by  the  net- 
work. New  affiliates  are  KICO  Calex- 
ico, Calif.,  (250  w on  1490  kc); 
WPOM  Pompano  Beach,  Fla.,  (1470 
kc  with  5 kw)  and  WBAT  Marion, 
Ind.,  (250  w on  1400  kc). 

More  power  ■ KBIQ  (FM)  Los  An- 
geles has  switched  power  from  55  kw 
to  110  kw.  The  change  took  place  last 
Monday  at  12  to  effect  “high  power 
at  high  noon.”  KBIQ’s  transmitter  and 
antenna  are  located  atop  Mount  Wilson, 
5,800  feet  above  sea  level  and  1 mile 
above  Los  Angeles. 

Press  Club  awards  ■ News  depart- 
ment of  WTMJ-AM-TV  Milwaukee 
was  recipient  of  the  two  Milwaukee 
Press  Club  1959  awards  to  broadcast 
media  at  its  fourth  annual  Gridiron 
dinner  April  19.  WTMJ-TV  was  hon- 
ored with  the  Blatz  Brewing  Co.  award 
for  “distinguished  service  in  television 
reporting”  and  WTMJ  the  Pabst  Brew- 
ing Co.  citation  for  “distinguished 
service  in  radio  reporting.”  Tv  award 
was  based  on  a five-part  series  dealing 
with  physical  conditions  of  the  city’s 
downtown  area  and  the  radio  honor  for 
covering  the  arrival  of  the  first  foreign 
ship  through  the  St.  Lawrence  Seaway. 

Seven  for  Mutual  ■ Mutual  reports 
that  seven  stations  have  signed  con- 
tracts as  network  affiliates,  with  serv- 
ice started  at  five  outlets  last  week 
and  scheduled  to  begin  today  (May  2). 
The  new  affiliates  are  WCUE  Akron, 
Ohio;  KRIG  Odessa,  Tex.;  WITY 
Danville,  111.;  WORC  Worcester,  Mass.; 
KLUE  Longview,  Tex.;  KPUG  Belling- 
ham, Wash.,  and  KBRC  Mt.  Vernon, 
Wash. 

On-the-air  ■ WCCV  (FM)  Charlottes- 
ville, Va.,  began  broadcasting  on  March 
5.  WCCV  is  owned  and  operated  by 
Eastern  Broadcasting  Corp.,  licensee  of 
WCHV  Charlottesville  and  WILA  Dan- 
ville, both  Virginia.  Programming  for 
the  97.5  me  station  is  completely  sepa- 
rate from  WCHV,  and  features  pop 
and  classical  music. 

Ground-breaking  ■ KPHO-TV  Phoe- 
nix, Ariz.,  broke  ground  during  cere- 
monies atop  South  Mountain  in  Phoe- 
nix, where  its  new  transmitter  will  be 
located.  The  occasion  marked  the  be- 
ginning of  a $400,000  improvement 
program  for  the  station,  according  to 
Richard  B.  Rawls,  general  manager  of 
KPHO-AM-TV. 
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Is  this  common  sense? 
Spending  $10, OOO, 000, 000  to 

Doesn’t  make  sense,  does  it?  Yet  that  is  exactly  what 
is  being  urged  on  the  U.  S.  by  the  lobbyists  for  more 
government-in-the-electric-business.  And  all  America’s 
taxpayers  would  have  to  pay  for  this  peculiar  deal. 

AVOIDING  SHARE  OF  TAXES 

Here’s  how  it  works.  The  advocates  of  federal  elec- 
tric power  systems  want  government  to  spend 
$10,000,000,000  more  on  top  of  about  $5,500,000,000 
of  taxpayers’  money  already  spent.  These  so-called 
“public  power”  systems  are  exempt  from  federal  in- 
come taxes,  and  largely  from  any  state  or  local  taxing. 

On  the  other  hand,  $10,000,000,000  spent  by  inde- 
pendent electric  companies  would  produce  about 
$350,000,000  yearly  in  federal,  local  and  state  taxes, 
at  today’s  rates. 

TAXPAYERS  PAY  TWICE 

So  the  “public  power”  proposal  boils  down  to  hit- 
ting most  taxpayers  twice:  use  their  taxes  to  build 
government  power  systems — and  tap  them  for  the 
share  of  taxes  that  government  systems  escape. 

UNNECESSARY  SPENDING 

The  tragic  fact  is  that  more  spending  for  such 
federal  power  programs  would  be  unnecessary.  The 
hundreds  of  independent  electric  companies  are  able 
and  ready  to  provide  for  the  nation’s  growing  electric 
needs.  They  are  financed  by  investors  instead  of  tax- 
payers. They’ve  proved  they  can  supply  plenty  of 
low-price  power  without  using  tax  money  to  do  it. 


lose  $350, 000,000  a year? 

WHAT  YOU  CAN  DO 

The  choice  seems  so  easy  you  wonder  why  it’s 
necessary  to  talk  about  it.  But  that  $10  billion  may 
be  spent  for  more  federal  “public  power”  because  so 
very  few  people  know  the  facts. 

Will  you  help  spread  the  word?  The  coupon  below 
will  bring  you  more  facts  and  figures.  Check  the  pieces 
you  want.  They’ll  come  promptly,  at  no  charge. 

AMERICA’S  INDEPENDENT 
ELECTRIC  LIGHT  AND  POWER  COMPANIES 


POWER  COMPANIES 

Room  1112-0,  1271  Ave.  of  the  Americas,  New  York  20.  N.  Y. 

Please  send  material  checked  below: 

I I The  new,  free  booklet,  “Who  Pays  for  Govern- 
ment-in-the-Electrie-Business?” . . . telling  how 
my  taxes  are  affected  when  the  government  gets 
into  the  electric  business,  and  important  facts 
about  the  independent  electric  companies. 

FI  Names  of  companies  that  sponsor  this  message. 

NAME ' 

(Please  print) 

ADDRESS 

CITY ZONE STATE  / 
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GOVERNMENT 

THE  CLARK-HARRIS  PAYOLA  HOP 

Hearing  rocks  ’n’  rolls  to  melody  of  the  'All-American  Boy’ 


The  vagaries  of  the  music  business, 
from  historic  song-plugging  to  promo- 
tion of  record  plays  via  television  and 
radio,  provided  a week  of  payola  ex- 
citement for  the  House  Legislative 
Oversight  Subcommittee. 

Five  days  of  open  and  closed  hearings 
produced  torrents  of  newspaper  head- 
lines based  on  conflicting  testimony  in- 
volving Dick  Clark,  ABC-TV  network 
disc  jockey,  and  lesser-paid  jockeys  in 
financial  deals  ranging  from  $25  into 
thousands  of  dollars  (see  payola  story 
page  60). 

Star  of  the  week,  Mr.  Clark  was 
left  for  Friday  plucking  as  the  subcom- 
mittee refused  request  of  counsel  to 
let  his  American  Bandstand  (ABC  net- 
work) story  be  told  early  in  the  week. 

Instead  the  subcommittee’s  strategy 
followed  another  course.  Mr.  Clark  and 
his  employer,  Leonard  H.  Goldenson, 
were  put  off  while  legislators  used  the 
first  four  days  of  the  week  to  introduce 
sheafs  of  payola  evidence.  This  was  de- 
signed to  show  Mr.  Clark’s  dominant 


Trend  conformer  ■ Records  in  which 
Dick  Clark  had  a possible  interest 
through  holdings  in  publishing,  pressing 
and  label  companies  were  performed  in 
equal  ratio  to  popularity  ratings  on  the 
Clark  ABC  programs,  the  House  Over- 
sight Subcommittee  was  told  April  26 
by  Bernard  Goldstein,  vice  president  of 
Computech,  New  York  data  processing 
firm.  Here  he  shows  chart  comparing 


influence  among  disc  jockeys  in  the  sale 
of  records.  Mr.  Goldenson  is  president 
of  American  Broadcasting-Paramount 
Theatres  and  the  ABC  radio  and  tv  net- 
works. 

The  subcommittee’s  strategy  forced 
the  ABC-Clark  side  to  reveal  much  of 
its  defense  in  advance  without  benefit 
of  Clark-Goldenson  testimony.  This 
provided  the  subcommittee  an  opportu- 
nity to  discredit  many  of  their  argu- 
ments before  they  could  take  the  stand. 

Exposure  Methods  ■ Much  of  the 
early-week  testimony  dealt  with  the 
methods  record  label  owners  use  to 
obtain  exposure  on  radio  and  tv,  espe- 
cially Bandstand.  The  subcommittee’s 
evidence  dealt  with  the  treatment  of 
composers  and  artists  by  record  label 
owners  as  well  as  the  payments  slipped 
to  broadcast  performers  and  disc  jock- 
eys in  an  effort  to  obtain  air  plays. 

Some  of  the  week’s  highspots,  prior 
to  Mr.  Clark’s  appearance: 

■ A Clark  witness  presented  a survey 
showing  that  American  Bandstand  plays 


plays  of  Clark-interest  records  with  all 
record  plays  on  basis  of  popularity  as 
shown  by  Billboard  and  Cashbox. 

The  chart  was  designed  to  show  that 
Mr.  Clark  did  not  favor  his  own  in- 
terests in  performing  records  on  net- 
work. Three  statisticians  were  intro- 
duced who  disputed  the  conclusions 
drawn  by  Computech,  including  one 
who  drew  different  conclusions. 


of  records  in  which  Mr.  Clark  had 
some  sort  of  business  interest  followed 
the  popularity  ratings  of  all  records 
heard  on  the  programs. 

■ Three  subcommittee  witnesses  con- 
tended the  statistics  were  nonsense  and 
unreliable.  One  drew  entirely  different 
conclusions  by  processing  the  same 
punch  cards  in  other  ways. 

■ A composer  and  a popular  singer 
disagreed  with  the  testimony  of  a label 
owner  whose  record  “The  All-Ameri- 
can Boy”  was  played  18  times  in  two 
months  on  Bandstand.  Here  the  sub- 
committee was  offering  evidence  de- 
signed to  show  that  Mr.  Clark  played 
the  record  after  the  label  owner 
switched  his  pressing  contract  from 
RCA  Victor  to  a Clark-interest  pressing 
firm,  Mallard  Pressing  Co.,  Philadel- 
phia. 

■ The  testifying  singer,  Billy  Par- 
sons, whose  name  appeared  on  the 
record  though  a Bobby  Bare  did  the 
actual  vocalizing,  complained  that  he 
was  fast  piling  up  debits  as  the  popu- 
larity of  the  record  reached  the  500,000 
mark.  Promotion  expenses  for  the  rec- 
ord were  charged  against  his  royalty 
statement  faster  than  royalties  were 
added,  he  complained,  a liability  he 
resented  in  his  testimony. 

■ Lists  of  specific  payments  to  disc 
jockeys,  including  Mr.  Clark,  were  in- 
troduced in  evidence.  These  were  made 
by  Universal  Record  Distributing  Co. 
and  Jamie  Record  Co.,  Philadelphia. 
Active  management  of  both  was  Harry 
Finfer,  Universal  vice  president-man- 
ager. 

■ Subcommittee  documents,  which 
Mr.  Finfer  supported  in  testimony 
showed  Mr.  Clark  received  $31,575 
profit  on  a Jamie  stock  deal  while  one- 
fourth  owner  of  Jamie. 

■ The  Jamie  payments  were  aimed  to 
show  that  disk  jockey  Clark  in  effect 
made  payments  to  other  disc  jockeys. 

Pressed  as  to  his  reason  for  a long 
list  of  payola  payments  to  disc  jockeys, 
including  Mr.  Clark,  Mr.  Finfer  said 
he  paid  them  “to  listen  to  records  and 
see  if  they  consider  them  good  enough 
to  play.”  As  to  Mr.  Clark,  he  explained, 

“I  wanted  his  expert  knowledge.”  And 
when  asked  why  sums  varied,  he  said  a 
payment  “was  limited  to  what  his  pro- 
gram could  do.”  Questioning  brought 
out  that  Universal  distributes  Jamie  ! 
records,  holding  about  100  titles. 

The  ‘All-American’  Story  ■ Three 
witnesses  before  the  subcommittee  head- 
ed by  Chairman  Harris  (D.-Ark.)  were 
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Harry  Carlson 


Recorded  'All-American  Boy' 

asked  about  “The  All-American  Boy” 
promotion,  in  an  effort  to  show  how 
Mr.  Clark’s  interest  in  Mallard  Press- 
ing Co.,  Philadelphia,  was  tied  into 
American  Bandstand. 

Harry  Carlson,  president  of  Frater- 
nity Records,  an  independent  label  that 
owned  the  recording,  said  he  had  not 
contacted  Mr.  Clark  or  Tony  Mam- 
marella,  producer  of  Bandstand,  but 
dealt  only  with  Ed  McAdams  of  Mal- 
lard. The  subcommittee  questions  were 
planned  to  show  that  Bandstand  pushed 
the  record  because  Mr.  Carlson  shifted 
his  pressing  contract  from  RCA  Victor 
to  Mallard.  Mr.  Carlson  said  a state- 
ment that  the  record  had  passed  the 
million  mark  was  due  to  an  overen- 
thusiastic  comment  by  his  brother,  Paul 
Carlson,  personal  manager  of  Billy  Par- 
sons, whose  name  appears  on  the  label 
as  vocalist. 

Mr.  Carlson  said  he  never  paid 
payola  but  used  promotion  men  in  a 
number  of  cities.  He  said  if  a distribu- 
tor orders  1,000  records  he  may  give 
him  up  to  300  extra  copies. 

Billy  Parsons,  billed  as  “All-American 
Boy”  vocalist,  apparently  complained 
he  wasn’t  getting  paid  for  a perform- 
ance he  never  made.  The  actual  voice 
on  the  record  belonged  to  his  friend 
Bobby  Bare,  he  said.  Mr.  Parsons  said 
he  was  paid  $3,000  travel  expenses  to 
promote  the  record  but  this  was  cred- 
ited to  his  royalty  account  and  he  still 
owes  Fraternity  Records  $6,000  for  all 
the  promotion.  He  testified  he  got  mini- 
mum scale  for  appearing  lip-sync  on 
Bandstand  but  these  payments,  too, 
were  charged  against  the  statements. 
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Harry  Finfer 


Identified  payments  to  d.j.'s 

He  said  he  had  sought  release  from  his 
Carlson  contract. 

Oliver  Lunsford,  “All-American  Boy” 
composer,  traced  the  history  of  the  song 
from  its  taping  by  Kane  Recording  Co., 
Cincinnati.  He  said  Mr.  Parsons  showed 
him  a royalty  statement  from  Fraternity 
Records  listing  over  100  disc  jockeys 
and  sums  the  recording  company  had 
paid  them.  “I  remember  the  name  Milt 
Grant  [WTTG  (TV),  Washington, 
D.C.]  as  appearing  on  the  list,”  he  said. 
He  added  that  the  record  rose  to  No.  2 
in  popularity  after  it  was  pushed  on 
Bandstand. 

Mr.  Grant  flatly  denied  after  the 
hearing  that  he  had  ever  taken  money, 
adding,  “The  most  important  thing  to 
me  is  my  audience’s  belief  in  the  integ- 
rity of  my  program.” 

What  Does  It  All  Mean?  ■ A major 
witness  on  the  Clark  side,  Bernard 
Goldstein,  vice  president  of  Computech. 
New  York  computing  firm,  submitted 
a series  of  tables,  with  conclusions, 
based  on  American  Bandstand  plays. 

Mr.  Goldstein  said  the  Computech 
report  found  that  based  on  popularity 
as  defined  by  Billboard  and  Cashbox 
rating  charts  “the  number  of  record 
performances  in  which  there  existed  a 
possible  interest  (for  Mr.  Clark)  is 
consistent  with  the  number  of  record 
performances  in  which  no  such  poten- 
tial interest  existed.  In  brief,  this  an- 
alysis establishes  that  the  playing  of 
interest  records  was  consistent  with 
the  popularity  of  these  records  based 
upon  independent  and  authoritative 
popularity  ratings.” 

Records  played  by  Mr.  Clark  were 


'll 


Joseph  L.  Tryon 


Same  cards,  different  results 

classified  as  “A”  and  “B”  in  the  study. 
The  A titles  were  those  in  which  there 
could  be  direct  or  indirect  financial 
benefit  to  Dick  Clark,  according  to  Mr. 
Goldstein.  B titles  were  those  in  which 
no  direct  or  indirect  financial  benefit 
existed.  The  study,  he  said,  was  a cen- 
sus of  plays  from  Aug.  5,  1957  to  Nov. 
30,  1959. 

Of  the  Clark  plays,  27%  were  A 
titles,  according  to  Mr.  Goldstein,  with 
popularity  ratings  of  about  24%  for  all 
interest  and  general  records.  Mr. 
Goldstein  said  he  preferred  Billboard  to 
Cashbox  ratings,  suggesting  the  latter 
have  “an  intuitive  approach.”  At  the 
request  of  Rep.  Moss,  Mr.  Goldstein 
calculated  the  27%  A rating  would  rise 
to  29.4%  if  all  plays  of  “Bandstand 
Boogie,”  Mr.  Clark’s  theme  song,  were 
eliminated  from  the  statistical  universe. 
Rep.  Moss  questioned  the  failure  to 
include  AmPar  labels  in  the  A class 
since  American  Broadcasting-Para- 
mount Theatres,  which  owns  the  ABC 
networks  and  the  record  company,  is 
Clark’s  employer. 

Thomas  Noonan,  research  director 
of  Billboard,  said  the  magazine’s  popu- 
larity ratings  are  based  on  air  exposure 
plus  record  sales,  using  a weighted 
formula.  He  described  Mr.  Clark  as  the 
most  important  exploitation  element  in 
the  industry. 

Included  in  A records  were  those  in- 
volving Arch  Music  Co.,  Sea  Lark 
Enterprises  Inc.,  January  Corp.,  Mal- 
lard, Hunt,  Swan  and  Jamie  records; 
artists  Duane  Eddy,  Lavern  Baker, 
Dale  Hawkins,  Leslie  Uggams  and 
Robert  Xgrzux;  Chips  Distributing  Co., 
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Payola 

Payola  was  given  a number  of 
radio  disc  jockeys  by  Universal  Rec- 
ord Distributing  Co.  and  Jamie  Rec- 
ord Co.,  both  Philadelphia,  over  a 
two-year  period,  the  House  Legisla- 
tive Oversight  Subcommittee  was 
told  at  the  hearing  last  week  (see 
story  below). 

The  subcommittee  listed  a series 
of  payments  to  disc  jockeys  by  Uni- 
versal, headed  by  Harry  Finfer  who 
also  is  one-third  owner  of  Jamie. 
Testimony  showed  Dick  Clark,  con- 
ductor of  the  ABC  American  Band- 
stand, received  a total  of  $31,575 
“profit  on  stock  plus  salary”  for  a 
$125  investment  (125  shares)  in 
Jamie  stock  bought  June  16,  1957 
and  repurchased  by  the  company 
for  $15,000  Dec.  9,  1959. 

Profit  on  the  sale  of  stock  by  Mr. 
Clark  was  listed  as  $14,875,  or  11,- 
900%,  testimony  showed.  In  addi- 
tion Mr.  Clark  was  shown  to  have 
been  paid  $16,700  in  salary  (52 
weeks  at  $200  and  28  weeks  at 
$225).  These  deductions  were  cited: 
Federal  income  tax  withheld  (at 
75%)  $12,525;  social  security  $120; 
Philadelphia  tax  $250.47,  a total 
of  $12,895.47. 

Rep.  John  E.  Moss  (D-Calif.),  sub- 
committee member,  said  he  would 
turn  this  information  over  to  Inter- 
nal Revenue  Service  and  Social  Sec- 
urity Administration  to  find  if  any 
regulations  or  laws  had  been  violated 
by  the  method  of  payment,  noting 
the  stock  sale  came  under  a low 
capital-gains  tax  rate. 

The  list  of  Universal  payments  to 
disc  jockeys  during  a two-year  pe- 
riod (July  1,  1 957-June  30,  1959) 
included  $7,375  to  George  Woods, 
WDAS  Philadelphia;  $4,600  to  Tony 
Mammarella,  WFIL  Philadelphia  and 
ABC  American  Bandstand  producer 
($500  at  time  of  his  baby’s  birth); 
$3,811  to  Larry  Brown,  WPEN 
Philadelphia;  $2,700  to  Joe  Niagara, 
WIBG  Philadelphia;  $2,625  to  Bud 
Brees,  WPEN;  $1,625  to  Red  Ben- 
son, WPEN  (see  full  list  below). 

Subcommittee  counsel  and  mem- 
bers read  a number  of  names  taken 
at  random  from  a photostat  list  pur- 
porting to  show  payments  by  Jamie 
Records.  The  list  was  not  introduced 
in  evidence  nor  were  names  of  re- 
cipients fully  identified.  The  tran- 


Dick  Clark  Albums  and  Be  My  Girl. 

Other  Statisticians  ■ The  credibility 
of  the  conclusions  drawn  by  Mr.  Gold- 
stein was  kicked  around  by  subcommit- 
tee members  and  three  statisticians 
called  as  subcommittee  witnesses. 


roll  unwinds  in 

script  shows  the  following: 

May  13,  1958  to  Lew  Platt,  man- 
ager of  disc  jockey  Hound  Dog,  Buf- 
falo, $100;  July  18,  1959,  Paul 
Landerman,  Harrisburg,  $50;  July 
28,  1959,  Ed  Hurst,  $100;  Aug.  7, 
1959,  Joe  Niagara,  $100;  Aug.  15, 
1959,  $25,  Paul  Landesman;  Frank 
Ward,  Miami,  $100;  Bill  Allen, 
Nashville,  $200;  June  15,  1959,  BUI 
Gavin,  $30;  June  7,  1959,  Harry 
Miller,  $600;  July  2,  1959,  Joe  Fein- 
man,  $400;  July  2,  1959.  Bob  Carr 
(Cleveland  promotion  man),  $100; 
July  3,  1959,  Carson  Rennie,  Cleve- 
land, $100;  July  6,  1959,  Thomas  A. 
Sedgwick,  $100;  July  2,  1959,  Earl 
Wolf,  Detroit  promotion  man,  $100; 
Sept.  3,  1959,  Doug  Henderson, 
Philadelphia  disc  jockey,  $200,  and 
Oct.  27,  1959,  $50;  Dec.  30,  1959, 
Bob  Mitchell,  $75. 

A separate  committee  chart 
showed  these  Jamie  payments  (pos- 
sible duplications  in  some  cases): 
June  4,  1959,  Bill  Camperman,  Al- 
lentown, Pa.,  $91.11,  travel  to  Mi- 
ami; June  15,  1959,  Joe  Niagara  (or 
Niagra),  WIBG  Philadelphia,  $500; 
June  17,  1959,  Harvey  Miller,  WIBG 
Philadelphia,  $100;  July  2,  1959, 
Joe  Finan,  Cleveland,  $400;  July  2, 
1959,  Bob  Skoff,  Cleveland,  $100; 
July  6,  1959,  Thomas  A.  Sedrti, 
Cleveland-Detroit,  $100;  July  2, 
1959,  Earl  Wolf,  Cleveland-Detroit, 
$100;  Sept.  3,  1959,  Doug  Hender- 
son, WDAS  Philadelphia,  $200;  Oct. 
27,  1959,  Doug  Henderson,  $50; 
Nov.  30,  1959,  Bob  Mitchell,  WIBG 
Philadelphia,  $75;  Nov.  2,  1959, 
Tom  Donahue,  WIBG,  $75;  three 
$1,500  travel  expense  items  for  Mr. 
Finfer,  described  by  the  committee 
staff  as  including  occasional  pay- 
ments of  $25-$50  to  rural  disc 
jockeys;  Feb.  9,  1959,  payment  of 
$300  check  endorsed  by  Carole  Sil- 
verberg,  former  Jamie  employe,  at- 
tributed to  Mr.  Niagara;  Feb.  27, 
1959,  George  Johnson,  WDAS,  $25; 
Feb.  28,  1959,  Frank  Ward,  Miami, 
$100;  March  6,  1959,  Bill  Allen, 
Nashville,  $200. 

Other  payments  listed  by  the  com- 
mittee include:  May  21,  1958,  Ed 
Hurst,  WRCV  Philadelphia  (former- 
ly at  WPEN),  $50  and  July  28,  1958, 
$100;  Aug.  7,  1958,  Joe  Niagara, 
$100;  Aug.  15,  1959,  Paul  Landes- 


Joseph  F.  Daly,  chief  mathematical 
statistician  of  the  U.S.  Census  Bureau, 
said  the  main  Goldstein  conclusions 
weren’t  supported  by  the  computer’s 
own  figures.  Mr.  Goldsein  had  testified 
as  a mathematical  computer  but  Mr. 


House 

man,  $25;  Sept.  9,  1958,  George 
Woods,  WDAS  Philadelphia,  $300. 

Following  is  an  official  subcommit- 
tee list  of  payments  made  to  disc 
jockeys  by  Universal  Radio  Distrib- 
uting Co.  from  July  1,  1957,  to  June 
30,  1959,  as  brought  out  during  Mr. 
Finfer’s  testimony: 


July  1,  1957— December  31,  1957 

Lloyd  Smith  (Fat  Man),  WHAT  Phila.  S180. 
Grady  & Hurst,  WRCV  Phila.  275. 

Tom  Donahue,  WIBG  Phila.  350. 

Joe  Niagara,  WIBG  Phila.  800. 

Ed  Hughes,  WICK  Scranton  75. 

TV  Whitfield,  WHAT  Phila.  220. 

Jack  O'Reilly,  WPEN  Phila.  600. 

George  Woods,  WDAS  Phila.  1850. 

Paul  Landesman,  WHBG  Harrisburg  400. 

Hy  Lit,  WHAT  & WDAS  Phila.  325. 

Mitch  Thomas,  WDAS  Phila.  475. 

Larry  Brown,  WPEN  Phila.  1095. 

Bud  Brees,  WPEN  Phila.  850. 

Steve  Wade,  WAED  Allentown  50. 

Tony  Mammarella,  WFIL  Phila.  500. 

Kae  Williams,  WHAT  & WDAS  Phila  100. 

Jack  Barry,  WVCH  Chester,  Pa.  50. 

Bill  Camperson,  WH0L  Allentown  35. 

Gert  Katzman,  WPEN  Phila.  100. 

January  1,  1958 — June  30,  1958 

Joe  Niagara,  WIBG  Phila.  $600. 

Tom  Donahue,  WIBG  Phila.  300. 

Bud  Brees,  WPEN  Phila.  550. 

George  Woods,  WDAS  Phila.  1700. 

Tony  Mammarella,  WFIL  Phila.  1100. 

Lloyd  Smith  (Fat  Man),  WHAT  Phila.  35. 

Mitch  Thomas,  WDAS  Phila.  300. 

Paul  Landesman,  WHGB  Harrisburg  275. 

Kae  Williams,  WHAT  & WDAS  Phila.  250. 

Jack  O'Reilly,  WPEN  Phila.  350. 

Gert  Katzman,  WPEN  Phila.  50. 

Larry  Brown,  WPEN  Phila.  787. 

Hy  Lit,  WIBG  Phila.  125. 

Red  Benson,  WPEN  Phila.  300. 

Ed  Hurst,  WRCV  Phila.  225. 

Julian  Graham,  WDAS  Phila.  25. 

Billy  Dupree,  WDAS  Phila.  15. 

Bill  Camperson,  WH0L  Allentown  25. 

July  1.  1958— June  30,  1959 

Paul  Landesman,  WHGB  Harrisburg  $600. 

Red  Benson,  WPEN  Phila.  1325. 

Larry  Brown,  WPEN  Phila.  1929. 

Bud  Brees,  WPEN  Phila.  1225. 

Ed  Hurst,  WRCV  Phila.  300. 

Bill  Curtis,  WHAT  Phila.  437. 

George  Woods,  WDAS  Phila.  3825. 

Tony  Mammarella  WFIL  Phila.  2400 
Hy  Lit,  WIBG  Phila.  1225. 

Mike  Lawrence,  WIBG  Phila.  300. 

Mitch  Thomas,  WDAS  Phila.  50. 

Bill  Franklin,  WHAT  Phila.  25. 

Kae  Williams,  WHAT  & WDAS  Phila.  4 625. 

Bill  Camperman,  WH0L  Allentown  175. 

Tom  Donahue,  WIBG  Phila.  825. 

Jack  O'Reilly,  WPEN  Phila.  600. 

Julian  Graham,  WDAS  Phila.  285. 

Julian  Graham  (Lee  Fisher)  WDAS  Phila.  150. 
Doug  Henderson,  WDAS  Phila.  425. 

Sid  Marks,  WHAT  Phila.  200. 

George  Johnson,  WDAS  Phila.  276. 

Joe  Niagara,  WIBG  Phila.  1300. 

Lloyd  Smith  (Fat  Man),  WHAT  Phila.  75. 
Carson  Rennie,  WPEN  Phila.  300. 

Wm.  Franklin,  WHAT  Phila.  25. 

* $400  consisted  of  accounts  receivable  for 
records  purchased  by  his  record  shop. 


Daly  said  the  witness  had  entered  the 
statistical  field  when  he  drew  conclu- 
sions. “This  business  of  statistics  should 
be  left  to  people  trained  in  that  art.” 
Mr.  Daly  said.  He  suggested  experi- 
ments be  devised  to  show  the  effect  of 
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Michigan — Your  Opportunity 

Big,  brawny  Michigan  is  bustling  all  over.  In  small  towns  and  large,  its  skilled,  fast- 
moving  people  are  busy  making  goods  and  money.  They’re  busy  buying,  too — food, 
drugs,  appliances,  clothing,  home  furnishings,  all  manner  of  merchandise. 

So  make  Michigan  a major  target  this  year.  And  make  the  WWJ  Stations  in 
Detroit  your  major  buys  for  solid  coverage  and  impact  throughout  the  business 
heart  of  the  state. 


1 A |T«  A f | AM  and  FM 

W W«J  RADIO 

Detroit's  Basic  Radio  Station 


WWJ -TV 

Michigan’s  First  Television  Station 


NATIONAL  REPRESENTATIVES:  PETERS.  GRIFFIN,  WOODWARD,  INC.  . OWNED  AND  OPERATED  BY  THE  DETROIT  NEWS 
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AFTER  PAYOLA:  STATION  SALES 

Harris  predicts  ‘transferability’  curbs 


performance  on  popularity.  “This  looks 
as  if  they  were  groping  for  something,” 
he  observed. 

Morton  S.  Raff,  U.S.  Bureau  of  Labor 
Statistics,  testified  the  Goldstein  report 
“offered  no  real  evidence  on  the  point 
at  issue.”  He  added,  “The  figures  do 
not  support  the  conclusion  that  pref- 
erential treatment  was  not  given  Clark- 
interest  records.” 

Finally,  Joseph  L.  Tryon,  teacher 
of  economics  and  statistics  at  George- 
town U.,  described  the  Goldstein  an- 
alysis as  “of  practically  no  value.”  He 
drew  a series  of  conflicting  conclusions 
based  on  his  own  processing  of  the 
Computech  cards.  “Averages  tell  noth- 
ing about  the  way  individual  records 
were  treated  on  the  shows,”  he  con- 
tended, adding  that  averages  “can  cover 
up  favoritism  shown  some  Clark-inter- 
est  records.” 

Mr.  Tryon  said  there  is  no  criterion 
relating  the  number  of  plays  to  popu- 
larity ratings.  “For  given  popularity,” 
he  added,  “Mr.  Clark  played  interest 
records  more  frequently  and  over  a 
longer  period.” 

Rep.  William  L.  Springer  (R-Ill.) 
commented,  “Clark  played  titles  in 
which  he  had  no  interest,  for  a given 
level  of  popularity.” 

Song  Plugging  History  ■ Paul  Acker- 
man, music  editor  of  Billboard,  laid  the 
historical  background  of  payola  in  the 
music  publishing  and  record  business, 
recalling  development  of  song-plugging 
to  obtain  exposure.  He  saw  a need 
for  a higher  level  of  morality  in  the 
music  industry;  protection  of  small 
business  interests;  legislation  making 
payola  and  “subversion  of  the  airways” 
a criminal  offense,  and  self-policing  by 
the  record  industry.  Mr.  Ackerman  said 
the  magazine  had  fired  an  employe 
whom  the  subcommittee  found  leaking 
advance  information  on  its  record  pop- 
ularity polls. 

Witnesses  listed  in  executive  sessions 
during  the  week  included  Alan  Freed, 
disc  jockey  released  by  WABC  New 
York,  ABC  o&o  station,  when  he  re- 
fused to  sign  an  affidavit  that  he  had 
not  taken  payola;  Bernard  Lowe,  song 
writer,  music  publisher  and  Harry 
Chipetz,  head  of  Chips  Distributing 
Co.;  George  Paxton,  Coed  Records  and 
George  Goldmer,  record  manufacturer. 

The  oversight  subcommittee  ran 
smack  into  a new  mess  at  the  weekend 
when  it  received  a report  that  some- 
one had  broken  into  the  office  of  a 
member  of  the  Federal  Power  Commis- 
sion, Arthur  Klme.  This  raised  rumors 
that  a subcommittee  investigator  might 
have  been  involved.  The  subcommittee 
is  planning  to  investigate  reports  that 
power  commission  members  have  had 
ex  parte  contacts  with  utility  officials. 
Chairman  Harris  said  investigators  de- 
nied any  knowledge  of  the  office-rifling. 


Next  target  of  the  redoubtable  Rep. 
Oren  Harris  (D-Ark.),  chairman  of  the 
House  Commerce  Committee,  is  radio 
and  tv  station  sales. 

This  was  made  clear  last  week  when 
the  Arkansas  Democrat  observed  that 
he  believed  Congress  will  enact  legis- 
lation to  limit  “the  transferability  of 
radio  and  tv  licenses  in  an  attempt  to 
put  an  end  to  speculative  practices 
which  have  developed  in  the  industry 
in  connection  with  the  buying  and  sell- 
ing of  radio  and  television  station 
properties.” 

Mr.  Harris  told  the  Overseas  Press 
Club  April  25  in  New  York  that  by 
making  radio  and  tv  stations  less  at- 
tractive to  speculators,  the  quality  of 
broadcasting  will  be  improved. 

“It  is  hoped,”  he  said,  “that  in  the 
future  those  who  invest  their  funds  in 
these  properties  will  do  so  because  they 
are  motivated  not  solely  by  the  desire 
for  quick  financial  gain  but  by  the  de- 
sire to  render  an  important  community 
service  in  return  for  reasonable 
profits  . . .” 

The  FCC,  Rep.  Harris  added,  will 
be  given  “greater”  powers  to  determine 
the  public  interest  of  proposed  trans- 
fers. He  also  said  the  1952  McFarland 
Amendments  resulted  from  industry 
pressure  to  weaken  the  power  of  the 


commission  and  make  “quick  turn- 
overs in  station  properties”  easily  pos- 
sible. 

Among  other  things,  the  1952  amend- 
ments forbade  the  FCC  to  take  into 
consideration  any  other  person  but  the 
proposed  transferee  or  assignee  in  act- 
ing on  applications  for  stations  trans- 
fers. 

Previously  the  commission  had,  for 
a few  years,  a policy  of  accepting  other 
applications  for  a station  which  was 
up  for  sale  approval. 

In  other  sections  of  the  same  speech, 
Rep.  Harris: 

■ Called  for  establishment  of  a single 
spectrum  board  to  divide  the  radio 
spectrum  between  government  and  ci- 
vilian users.  This  is  an  outgrowth  of 
hearings  last  year  before  Rep.  Harris’ 
committee.  Mr.  Harris  has  introduced 
HR-8426  to  accomplish  this  purpose, 
but  no  hearings  have  yet  been  held  or 
scheduled. 

■ Implied  he  did  not  think  much  of 
reported  proposals  for  the  appointment 
of  a frequency  usage  adviser  to  the 
President  (Broadcasting,  April  4). 

■ Warned  that  if  uhf  television  is  not 
used,  it  will  be  reassigned  to  other 
services. 

■ Predicted  that  Congress  will  prohibit 
deceptive  programming  and  payola. 


IN  THE  CONGRESSIONAL  HOPPER 


Here  are  capsulated  versions  of 
congressional  legislation  of  interest  to 
broadcasting  and  allied  fields: 

HJ  Res  664.  Rep.  Harris  B.  McDowell  Jr. 
(D-Del.) — provide  for  appointment  for  eight 
years  of  Justice  Dept.'s  assistant  attorney 
general  in  charge  of  antitrust  division  to  give 
him  "a  measure  of  the  independence  afforded 
federal  judges."  Judiciary  Committee.  March 
28. 

S 3308.  Sen.  John  Butler  (R-Md.)— to 
tighten  federal  agency  “ex  parte"  bans  and 
prohibit  acceptance  by  members  or  employes 
of  “unusual  hospitality  uncalled  for  by  the 
personal  relations  of  the  parties."  Judiciary 
Committee.  April  1. 

S 3343.  Sen.  Warren  G.  Magnuson  ID- 
Wash. ) — authorize  FCC  to  control  receiving 
antenna  towers  (30  feet  or  higher)  as  well  as 
transmitting  antenna  towers.  Commerce  Com- 
mittee. April  6. 

HR  10575.  Rep.  Seymour  Halpern  (R-N.Y.) 

— prohibit  conflicts  of  interest  and  gifts  in- 
volving present  and  former  employes  of  exec- 
utive branch  of  government,  including  federal 
independent  agencies;  provides  for  periodic 
statements  by  such  employes  as  preventative 
measure  and  provides  penalty  of  $10,000  fine 
and/or  a year's  imprisonment  for  “knowing" 
and  “purposeful"  violations.  Judiciary  Com- 
mittee. April  5. 

HR  11397.  Rep.  Emanuel  Celler  (D-N.Y.) — 
outlaw  payola  involving  broadcast  of  musical 
works  or  recordings  with  criminal  penalty  for 
person  paying  or  accepting  payment.  Commerce 
Committee.  March  28. 

HR  11398.  Rep.  Emanuel  Celler  (D-N.Y.) — 


authorize  FCC  to  issue  “conditional"  license 
renewal  for  one  year  where  deemed  appro- 
priate in  public  interest,  consider  payola  of- 
fenses in  such  renewals  and  make  mandatory 
such  one-year  license  renewals  where  payola 
pattern  or  practice  is  shown  over  six-month 
period.  Commerce  Committee.  March  28. 

HR  11411.  Rep.  Morgan  M.  Moulder 

(D-Mo.) — give  Senate  and  House  committees 
review  and  veto  power  over  rules  and  regu- 
lations proposed  by  federal  agencies  under 
their  jurisdictions,  the  first  committee  to  act 
determining  whether  the  rule  goes  into  effect. 
Rules  Committee.  March  28. 

HR  11622.  Rep.  Morgan  M.  Moulder 

(D-Mo.) — to  deny  tax  - deductions  for  any 
advertising  not  designed  to  promote  sale  of 
goods  and  services  (aimed  at  ads  designed  to 
influence  public  opinion  on  public  issues  or  to 
influence  the  action  of  office-holders  but  ap- 
parently does  not  exclude  “good  will"  or  "in- 
stitutional" advertising).  Ways  & Means  Com- 
mittee. April  6. 

HR  11789.  Rep.  B.F.  Sisk  (D-Calif.) — 

al low  the  Federal  Trade  Commission  to  en- 
join practices  for  which  it  seeks  a cease  and 
desist  order,  pending  disposal  of  an  FTC  com- 
plaint. Commerce  Committee,  April  18. 

HR  11805.  Rep.  Harlan  Hagen  (D-Calif.) — 
same  as  HR  11789,  foregoing.  April  19. 

HR  11877.  Rep.  Oren  Harris  (D-Ark.)— 
same  as  S 3343,  foregoing.  Commerce  Com- 
mittee. April  21. 

HR  11921.  Rep.  Toby  Morris  (D-0kla.)— 
same  as  HR  11789,  foregoing.  April  26. 

HR  11936.  Rep.  Randall  S.  Harmon  (D- 
Ind.) — require  advertising  of  imported  articles 
to  identify  country  of  manufacture.  Commerce 
Committee.  April  27. 
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SAD 


STORY 


The  illustration  above  shows  an  imaginary  Madison 
Avenue  agency.  Each  square  is  an  office  with  openings  as 
indicated.  The  hour  is  late.  Our  man  from  H-R  (in  the 
reception  room,  lower  left)  and  the  agency’s  V.P.  in 
charge  of  media  (in  his  office,  upper  right),  hard  workers 
both,  are  the  only  folks  present.  Being  a dedicated  rep, 
the  man  from  H-R  wants  to  reach  the  V.P.  to  tell  him  the 
latest  about  WMAL-TV.  Being  a dedicated  media  man, 
the  V.P.  is  equally  anxious  to  listen.  ( Sad  story?)  Each 
sets  out  for  the  other  at  the  same  instant,  walking  at  the 
same  speed,  slow  enough  to  cover  the  ground,  fast  enough 
to  get  the  problem  over  in  time  to  catch  a late  train. 

But  there  are  complications.  Each  visits  every  office 
once  and  only  once  in  the  fewest  possible  straight  lines, 
the  V.P.  heading  for  the  reception  room,  the  man  from 
H-R  heading  for  the  V.P.’s  office.  (We  have  to  throw  in 
rules  like  this  or  there  would  be  no  puzzle.) 

Although  they  catch  occasional  glimpses  of  each  other, 
they  don’t  meet.*  What  route  does  each  take? 

Send  us  the  solution  and  we'll  provide  you  with  a copy  of 
Dudeny's  “ Amusements  in  Mathematics,"  published  by 
Dover  Publications,  Inc.,  N.Y. 

’See  why  it’s  a sad  story?  They  meet  for  tea  the  next  day. 

wmal-tv 

Channel  7,  Washington,  D.  C. 


An  Evening  Star  Station,  represented  by  H-R  Television,  Inc. 

Affiliated  with  WMAL  and  WMAL-FM,  Washington,  D.C.;  WSVA-TV  and  WSVA,  Harrisonburg,  Va. 
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Magnuson  threatens  tax  on  television 


Television  faces  the  possibility  of 
paying  approximately  $11.5  million 
annually  in  federal  excise  taxes  to  be 
earmarked  for  edu- 
cational tv. 

This  is  the  im- 
pact of  a bill  which 
Sen.  Warren  Mag- 
nuson (D-Wash.), 
chairman  of  the 
Senate  Commerce 
Committee,  has 
ready  to  introduce  Sen-  Magnus°n 
if  the  House  does  not  act  favorably 
on  pending  legislation  to  make  out- 
right federal  grants  for  etv. 

The  new  legislation  would  put  a 
1%  federal  excise  tax  on  all  com- 
mercial tv  revenue — network,  spot 
and  local.  With  the  1959  estimated 
tv  billing  of  $1.15  billion,  this  would 
amount  to  an  annual  tax  of  $11.5 
million.  Grants  under  the  program 
for  etv  would  be  made  jointly  by  the 
FCC  and  the  Health,  Education  & 
Welfare  Dept.  No  limit  is  set  for  in- 
dividual grants,  which  would  be  for 
one  year  only  but  an  etv  station 
could  receive  concurrent  grants.  The 
money  would  be  used  “to  assist  in 
establishing,  improving  and  operating 
educational  television  stations.” 

An  Advisory  Board  on  Educa- 
tional Tv  Grants  would  be  estab- 


lished by  the  bill  to  help  FCC  and 
HEW  in  disbursing  the  accrued 
monies  to  etv.  The  board  members 
would  be  appointed  by  the  President 
and  would  receive  $50  per  day  and 
travel  expenses  when  engaged  in 
board  business. 

Tired  of  Waiting  ■ Pointing  out 
that  the  Senate  has  twice  passed  a 
bill  allocating  $1  million  to  each 
state  for  etv,  Sen.  Magnuson  said  he 
is  tired  of  waiting  for  the  House  to 
act.  An  etv  bill  (HR  10609)  that  is 
somewhat  different  from  the  Senate 
version  (S  12)  introduced  by  Sen. 
Magnuson  has  been  approved  by  the 
House  Commerce  Committee  and 
now  is  awaiting  floor  action  in  the 
House. 

Sen.  Magnuson  said  he  would  in- 
troduce the  new  measure  if  the 
House  fails  to  approve  an  etv  sub- 
sidy, opposed  by  the  administration 
as  unneeded  and  on  budgetary 
grounds.  “I  don’t  know  how  far  we 
will  get,  though,”  the  Washington 
Democrat  admitted. 

HR  10609  is  slightly  less  generous 
than  S 12.  It  would  authorize  only 
$750,000  for  each  state  to  use  for 
etv,  plus  $10,000  in  matching  funds 
for  state  surveys.  Also,  under  the 
House  bill,  no  one  project  may  re- 
ceive over  $150,000. 


YOU 

KCAN'T 
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without 


KCEN-TV 


RUNAWAY! 

precisely  what  we  do  with 
ratings.  In  most  time  slots 
the  greatest  share  of 
Central  Texas  listeners. 


SEC.  317  COMMENT 
FCC  is  told  it  has 
‘gone  too  far  this  time’ 

The  FCC  has  gone  beyond  the  gen- 
erally accepted  interpretations  of  Sec. 
317  and  is  grossly  unfair  to  broad- 
casters. 

That  is  the  general  view  of  some 
40  small  market  stations  filing  early 
comments  with  the  commission  on  its 
controversial  plugola  notice  of  March 
16.  Deadline  for  filing  comments  to 
the  Commission’s  notice  of  inquiry  was 
today  (May  2). 

Many  of  the  smaller  stations  which 
filed  told  the  FCC  that  the  only  means 
they  have  of  being  kept  supplied  with 
current  record  releases  is  through  sub- 
scription plans.  Facilities  in  remote 
sections  or  on  the  fringes  of  metro- 
politan areas  emphasized  they  are  the 
ones  most  deeply  affected  by  the  com- 
mission rule  (Broadcasting,  March 
21). 

A few  went  into  great  detail  to  ex- 
plain the  problems  facing  small  mar- 
ket stations  in  obtaining  records. 

The  Problem  ■ WLSI  Pikeville,  Ky., 
said  that,  since  it  was  in  a remote 
area,  obtaining  records  “has  always 


been  a problem."  The  station  explained 
that  it  subscribes  to  six  record  dis- 
tributing services  and  has  found  that 
“it  is  better”  to  take  all  the  records 
offered  because  otherwise  it  must  “wait 
a long  time  to  purchase.”  The  station 
said  that  it  throws  away  the  records 
it  finds  unacceptable.  “It  never  oc- 
curred to  us,”  WLSI  said,  “that  this  , 
method  of  obtaining  records  would  re- 
quire sponsorship  identification.” 

Another  station,  WLTC  Gastonia, 
N.C.,  said:  “We  get  practically  no  na- 
tional business  because  of  the  feeling 
that  our  area  is  adequately  covered  by 
the  stations  in  Charlotte,  about  20 
miles  away.”  For  this  reason,  it  sug- 
gested, none  of  the  record  manufactur- 
ers “are  particularly  anxious  for  us  to 
play  their  records.”  The  station  ad- 
mitted that  manufacturers  “are  inter- 
ested enough  to  send  us  some  records 
but  certainly  not  interested  enough  to 
offer  payola  for  playing  them.” 

KTOK  Oklahoma  City  said  that  the 
operator  of  small  market  stations 
would  not  have  at  his  disposal  the 
great  number  of  recordings  which  he 
now  has  under  the  present  system  of 
supply  especially  at  reduced  prices.  The 
station  underscored  the  fact  that  in 
many  small  areas  there  is  no  retail 
outlet  which  stocks  a wide  selection 
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While  serving  a single  station  ft 
WTHI-TV  fulfills  its  public  service 
responsibilities  in  a way  that 
it  the  appreciation  and  support  of  its 
entire  viewing  area ...  a circumstance  that 
must  be  reflected  in  audience  response 
to  advertising  carried. 


% Five  full  Vz  hours 
of  local  public  serv- 
ice programming 
each  week. 


TERRE  HAUTE 

INDIANA 

Represented  Nationally  by  Bolling 
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of  records.  KTOK  pointed  out,  as  did 
many  others,  that  the  intent  of  the 
supplier  should  have  no  bearing  on 
whether  the  broadcast  of  such  records 
requires  an  appropriate  announcement 
or  not.  The  fact  that  a station  is  sup- 
plied with  free  or  reduced-price  re- 
cordings has  no  bearing  on  whether 
or  not  it  will  be  broadcast. 

Other  comments  by  the  smaller 
market  stations: 

■ Music  selection  is  always  based  on 
audience  appeal.  Intelligent  program- 
ming dictates  that  records  played 
should  be  either  the  current  best  sell- 
ers or  old  favorites,  neither  of  which 
can  be  influenced  by  freebies. 

■ The  receipt  of  single  copies  of 
records  (worth  50  cents)  is  not  “valu- 
able consideration”  within  the  mean- 
ing of  Sec.  317. 

■ Broadcast  stations  cannot  be  held 
responsible  for  the  sins  of  a very  few 
and  “other  means”  should  be  found  to 
penalize  those  who  have  betrayed  the 
public  trust  and  interest. 

The  Texas  Assn,  of  Broadcasters, 
in  a 50-page  brief  filed  with  the  FCC 
said  that  if  the  agency  does  not  alter 
the  scope  of  Sec.  317,  “broadcasters 
will  operate  in  an  aura  of  fear,  never 
being  certain  that  their  presentations 
are  not  tainted  in  some  respect  which 


would  subject  them  to  possible  license 
loss  or  penal  sanctions.” 

The  association  said  that  the  March 
16  public  notice  “makes  a mockery  of 
the  responsibilities  to  the  public  car- 
ried by  broadcast  licensees  and  a sham 
of  their  belief  in  the  industry  itself.” 

A SEC.  315  CASE 
FCC  says  sheriff’s 
show  is  not  news 

Stations  using  political  candidates  on 
programs  other  than  bona  fide  news 
presentations  had  better  be  prepared  to 
give  their  opponents  equal  time.  That 
was  the  gist  of  an  FCC  decision  last 
week  in  a Sec.  315  complaint  lodged  by 
a West  Virginia  primary  candidate  for 
Congress. 

The  commission  supported  Stanley  R. 
Cox’s  complaint  against  WCLG  Mor- 
gantown, W.  Va.,  that  the  station  has 
featured  his  opponent  in  a public  affairs 
program  and  denied  him  equal  time. 

WCLG  admitted  that  Mr.  Cox’s  op- 
ponent, Sheriff  Charles  Whiston,  has 
been  featured  on  a five-minute  noon- 
time broadcast,  Sheriff’s  Office  Calling, 
in  which  arrests  and  other  activities  of 
interest  are  recited.  At  the  conclusion 
of  the  show,  the  sheriff  has  a “thought 


NO,  THIS  IS  “KNOE-LAND” 

(embracing  industrial,  progressive  North  Louisiana,  South 
Arkansas,  West  Mississippi) 

JUST  LOOK  AT  THIS  MARKET  DATA 


Population  1,520,100 

Households  423,600 

Consumer  Spendable  Income 

$1,761,169,000 
Food  Sales  $ 300,486,000 


Drug  Sales  $ 40,366,000 

Automotive  Sales  $ 299,539,000 

General  Merchandise  $ 148,789,000 

Total  Retail  Sales  $1,286,255,000 


KNOE-TV  AVERAGES  75.9%  SHARE  OF  AUDIENCE 

According  to  November  1959  ARB  we  average  75.9%  share  of  audience  from  Sign  On  to 
Sign  Off  7 days  a week. 
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Photo:  Grambling  College,  Grambling,  La.;  one  of  nine  4-year  colleges  in  our  cov- 
erage area.  This  college  has  an  enrollment  of  nearly  3,000  and  a staff  of  236  persons. 


for  the  day”  of  approximately  30  sec- 
onds duration.  The  station  said  that  it 
had  refused  Mr.  Cox’s  bid  for  equal 
time  “on  the  ground  that  the  program 
is  a public  service  feature.” 

Editorializing  ■ The  commission  in- 
dicated that  the  content  of  the  West 
Virginia  program  is  “determined  by 
Sheriff  Whiston  and  not  by  the  station 
. . . and  that  remarks  made  by  [him] 
in  his  ‘Thought  for  the  Day’  . . . ap- 
pear to  be  an  editorial  statement.” 

Congress  did  not  intend  to  exempt 
“the  program  in  question”  from  the  re- 
quirements of  Sec.  315  the  FCC  said. 
The  sheriff’s  appearance  on  the  pro- 
gram while  he  is  a candidate  for  office 
is  “a  Sec.  315  use  of  the  facilities  of 
station  WCLG,  thus  entitling  his  op- 
ponent for  the  same  office  in  the  same 
party’s  primary  to  ‘equal  opportunities’ 
within  the  meaning  of  Sec.  315  . . .” 

This  marks  the  first  decision  made? 
by  the  commission  favoring  an  equal  :i 
time  complaint.  Two  previous  decisions 
have  denied  requests  for  equal  exposure. 

In  the  case  of  KWTX-AM-TV  Waco,  | 
Tex.,  weathercaster  Jack  Woods,  a can-'' 
didate  for  reelection  whose  opponent  '] 
for  the  Texas  Legislature  requested  1 
equal  time,  the  FCC  found  that  Mr.  ] 
Woods’  show  was  a bona  fide  news  I 
presentation  and  that  he  was  not  even  § 
identified  by  name.  A New  Orleans  cir- 1 
cuit  court  upheld  this  decision. 

The  FCC  also  denied  a request  by.  | 
Robert  J.  Dieli,  Democratic  candidate  j] 
for  Congress  in  Ohio  who  charged  that  | 
Rep.  Samuel  J.  Devine  (R.-Ohio)  had| 
appeared  on  a panel  show  over  WBNS-  j 
AM-TV  Columbus,  when  his  appear- L 
ance  was  not  incidental  to  the  discus- 1: 
sion.  The  FCC  decided  that  since  both: 
men  were  candidates  in  separate  pri-  I 
maries  and  the  congressman  ran  unop- 
posed, no  equal  time  provisions  applied. 

Aiabaman  says  NBC 
staged  demonstration 

The  FCC  last  week  had  no  commen' ! 
to  make  concerning  the  validity  of  a 
complaint  made  by  an  Alabama  state 
official  that  NBC  “staged  and  directed’ 
racial  demonstrations  involving  Negrc 
college  students  in  Montgomery. 

Public  Service  Commissioner  Ralpl 
A.  Smith,  who  made  the  charge,  ha; 
written  the  commission  urging  an  in 
vestigation. 

In  releasing  a copy  of  his  letter  tc 
the  FCC,  Mr.  Smith  stated  “I  do  no 
know  the  motive  behind  the  Nationa 
Broadcasting  Company  in  promotinj 
these  interests.  . . . But  there  is  th< 
possibility  that  this  is  being  done  ii 
order  to  serve  interests  outside  th<  i 
United  States.” 

Sandor  Van  Ocre,  a member  of  th< 
NBC  news  staff,  spent  about  10  day 
in  Montgomery. 
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One,  if  by  land,  and  two,  if  by  sea ...  an  ingenious  device,  but  it  took  Paul  Revere  more  than 
two  hours  to  alert  the  minutemen  of  1775.  Today,  in  less  time  than  he  could  mount  his  spirited 
steed,  our  forces  of  mass  communication  can  span  the  nation  and  circle  the  globe.  It’s  one 
reason  why  America  is  great  and  strong  - and  free.  Take  radio,  for  instance.  No  other  force  of 
communication  can  match  its  speed.  But  speed  isn’t  everything.  To  stay  free,  we  must  be  not 
only  constantly  alert,  but  well-informed.  KRLA  maintains  a fully-staffed,  fully-equipped  News 
and  Public  Affairs  Department.  Its  job  is  to  provide  complete  news  coverage  every  quarter 
hour,  twenty-four  hours  a day . . . spot  news  coverage  where  and  when  it  happens . . . 
and  to  produce  seven  news  documentaries  each  week.  This  is  a big  chapter  in  the  story 
behind  the  swift  rise  of  KRLA  to  a position  of  unquestioned  leadership. 

DIAL  WO  / 50,000  WATTS 


Newest  among  the  leaders  serving  America’s  greatest  radio  market 


KRLA 


I RADIO  LOS  ANGELES 

6381  Hollywood  Blvd.,  Los  Angeles  28  • Represented  nationally  by  Donald  Cooke  Inc.,  New  York,  Chicago,  San  Francisco 
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WEEKLY 

BUDGET? 


On  WJAR,  you'll  get  147,777 
home  impressions  on  a 6 to  9 
a.m.  schedule,  158,730  on  a 
9 a.m.  to  4 p.m.  schedule,  or 
164,190  on  a 4 to  7 p.m.  sched- 
ule, with  a higher  proportion 
of  adult  buyers,  and  the  lowest 
cost  per  thousand  impressions 
on  any  Providence  station.* 
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WEEKLY 

BUDGET? 


On  WJAR , you'll  get  394,072 
home  impressions  on  a 6 a.m. 
to  9 a.m.  schedule,  423,280  on 
a 9 a.m.  to  4 p.m.  schedule,  or 
437,840  on  a 4 p.m.  to  7 p.m. 
schedule.  WANT  RESULTS?  BUY 
ADULTS  at  the  lowest  cost  per 
thousand  in  the  market.* 


"QUALITY  IS 
WELCOME  EVERYWHERE " 

* Pulse  Oct.  '59 


Represented  by 


The  Original  Station  Representative 


DORMANT  UHFS  ELIMINATED 

FCC  cancels  1 6 construction  permits 


Sixteen  tv  grantees — all  uhf  and  some 
holders  of  permits  for  as  long  as  six 
years — had  their  cps  cancelled  last  week 
by  the  FCC.  This  brings  to  2 1 the  num- 
ber of  uhf  grants  which  have  been  de- 
leted in  the  commission’s  current  drive 
to  shake  out  idle  uhf  permits  (Broad- 
casting, Feb.  22). 

The  16  cancelled  last  week  were  all 
permit-holders  who  had  not  answered 
the  FCC’s  Feb.  19  letter  of  inquiry. 
This  letter  asked  what  action  the  grant- 
ees had  taken  to  activate  their  stations. 

Last  month  five  uhf  permits  were  can- 
celled, but  these  were  at  the  request  of 
the  cp-holders. 

The  remaining  34  uhf  grantees  who 
have  not  put  their  stations  on  the  air 
have  asked  for  oral  argument  before 
the  FCC.  The  commission  will  probab- 
ly schedule  these  arguments  sometime 
in  the  near  future. 

The  16  cancelled  last  week: 

WSTF(TV)  Stamford,  Conn.  (ch. 
27);  WEAL-TV  Orlando,  Fla.  (ch.  18); 
WOPT(TV)  Chicago,  111.  (ch.  44); 
WCKG(TV)  New  Orleans,  La.  (ch.  26); 
WITH-TV  Baltimore,  Md.  (ch.  72); 
WHEF-TV  Brockton,  Mass.  (ch.  62); 
WNYT-TV  Buffalo,  N.Y.  (ch.  29); 
WTVG(TV)  Mansfield  (ch.  36)  and 
WWOC-TV  Massillon  (ch.  23),  both 
Ohio;  WKOK-TV  Sunbury,  Pa.  (ch. 
38);  WACA-TV  Camden,  S.C.  (ch.  14); 
KNBT-TV  Brownwood  (ch.  19)  and 
KXYZ-TV  Houston  (ch.  29),  both 
Texas;  WARL-TV  Arlington,  Va.  (ch. 
20);  KVAN-TV  Vancouver,  Wash.  (ch. 


Moon  over  FCC 

“Scandalous  and  impertinent 
material,”  were  the  words  used 
by  the  FCC  en  banc  in  dismissing 
certain  pleadings  filed  by  Anten- 
navision  Service  Co.  in  a Yuma, 
Ariz.,  microwave  protest  proceed- 
ing. 

The  commission’s  rare  display 
of  public  indignation  over  a filed 
protest  was  prompted  by  such  a 
statement  as  this  from  Antenna- 
vision:  “What  has  the  commis- 
sion done  in  this  proceeding?  It 
has  disgracefully  and  unprece- 
dently  ‘passed  the  buck’  to  the 
hearing  examiner  and,  in  effect, 
said,  ‘we  know  what  the  law  is 
but  perhaps  you  would  like  to 
overrule  us.’  Why  doesn’t  the 
commission  also  direct  that  the 
evidence  be  adduced  on  whether 
the  moon  be  composed  of  green 
cheese!” 


21);  WLTV(TV)  Wheeling,  W.  Va.  (ch. 
51). 

The  five  uhf  grants  deleted  last 
March  were: 

WIND-TV  Chicago,  111.  (ch.  20); 
WKNE-TV  Keene,  N.H.  (ch.  45); 

WPTR-TV  Albany,  N.Y.  (ch.  23); 

WEOL-TV  Elyria,  Ohio  (ch.  31); 

KSPG(TV)  Tulsa,  Okla.  (ch.  17). 

Ike  to  speak  during 
Conelrad  drill 

President  Eisenhower  will  be  heard 
during  the  nationwide  Conelrad  drill 
to  be  held  tomorrow  (May  3).  The 
President,  along  with  Defense  Secre- 
tary Thomas  S.  Gates  Jr.  and  Office 
of  Civil  Defense  Mobilization  Direc- 
tor Leo  A.  Heogh,  will  deliver  re- 

marks and  advice  during  the  “Presi- 
dential Message”  portion  of  the  test. 

Tomorrow’s  drill  will  involve  all 
broadcast  stations  in  the  U.S.,  except 
those  in  Alaska,  Guam,  Hawaii,  Virgin 
Islands  and  Puerto  Rico.  The  test  will 
be  held  from  2 to  2:30  p.m.  EDT. 

All  am  stations  not  holding  National 
Defense  Emergency  Authorizations  for 
operation  on  Conelrad  frequencies  of 
640  and  1240  kc,  as  well  as  fm  and  tv 
stations,  will  remain  silent  during  the 
test’s  duration  unless  authorized  by  the 
FCC  to  operate  during  the  drill. 

A major  aspect  of  tomorrow’s  test 
will  be  the  requirement  by  individual 
Conelrad  stations  to  provide  most  of 
their  own  programming  for  the  drill. 
Only  a small  part,  particularly  the 
“Presidential  Message”  segment,  will 
be  fed  to  stations  by  the  four  major 
radio  networks.  Suggested  program- 
ming has  been  furnished  each  Conelrad 
station. 

Wide  interest  in  the  drill  is  demon- 
strated in  the  fact  that  a 14-station  fm 
network  has  been  created  in  Illinois 
to  complement  the  am  set-up.  This  will 
give  the  state  approximately  95%  cov- 
erage. Illinois  listeners  will  be  sent 
questionnaires  asking  about  the  quality 
of  reception. 

Stations  don’t  like 
Conelrad  proposal 

Adverse  comments  from  broadcasters 
are  pouring  into  the  FCC  on  its  pro- 
posal which  would  require  them  to 
foot  the  bill  for  installation  of  stand- 
ardized Conelrad  alert  signal  equip- 
ment (Broadcasting,  March  21).  Cost 
to  individual  stations  has  been  esti- 
mated anywhere  from  $150  to  $500. 

The  commission  rulemaking  would 
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A service  of  Gulf  Oil  Corporation  in  the  cause 
of  creating — through  the  facts  as  we  see  them 
— a fuller  understanding  of  the  oil  industry. 


a fair  price? 


Is  $1  million  a mile 


That’s  what  you'll  be  paying,  through  your  government,  to  build  the  new 
interstate  highway  system  by  1976.  Some  $40  billion  for  41,000  miles.  It 
is  probably  history’s  greatest  public  works  project.  It  will  benefit  the 
economy  and  promote  national  defense.  But  $40  billion  is  a lot  of  money. 
If  the  costs  are  not  being  fairly  shared — and  if  your  dollars’  value  is  not 
being  fully  realized — you  should  know  about  it. 


Q.  Wasn’t  that  $40  billion  figure  some- 
what lower  at  the  start? 

A.  Some  SI 2.4  billion  lower.  The  Feder- 
al-Aid Highway  Act  of  1956  asked  $27.6 
billion  for  40,000  miles.  Of  this,  90% 
was  to  come  from  a Federal  Highway 
Trust  Fund,  10%  from  the  States.  But 
two  years  later  the  cost  was  $40  billion. 

Q.  That’s  a mighty  big  boost.  What  was 
the  reason  for  it? 

A.  In  some  part,  it  was  the  addition  of 
1,000  miles  of  roadway.  For  the  most 
part,  however,  it  was  the  sharply  raised 
cost  estimates  of  the  states  through  which 
the  system  passes.  The  states,  you  see, 
pay  all  costs,  then  seek  a 90%  repayment 
from  the  Trust  Fund. 

Q.  Where,  specifically,  are  all  the  dollars 
coming  from? 

A.  Under  the  1956  law,  the  federal  gaso- 
line tax  covered  80%  of  the  costs.  Other 
road-user  levies  would  make  up  the  rest. 
But  when  Washington  raised  the  gas  tax 
from  30  to  4 £ a gallon  last  October,  it 
also  raised  gasoline’s  share  of  the  cost  to 
about  85%.  This  percentage  is  to  hold 
until  the  1(£  boost  ends  June  30,  1961. 
Then,  other  vehicle  levies  will  fill  the  gap. 
In  short,  the  road  user  is  footing  the 
whole  bill. 

Q.  Isn’t  that  as  it  should  be? 

A.  If  the  new  system  were  meant  simply 
as  a motoring  convenience,  yes.  But  the 
highway  bill  was  passed  principally  for 
its  national  defense  and  overall  economic 
values.  It  will  help  the  military  move 
BROADCASTING,  May  2,  1960 


men  and  materials  quickly.  It  will  stimu- 
late industrial  complexes,  lift  land  values, 
open  up  new  tax  sources.  So  it  would 
seem  defense  and  general  funds  should 
also  help  finance  the  highway  project. 

Q . Will  the  road-user  taxes  you  mentioned 
cover  the  cost? 

A.  They  could — with  two  big  “ifs” : first, 
if  costs  don’t  rise  any  more  and  second, 
if  the  road-user  revenues  are  earmarked 
for  the  program. 

Q.  Let’s  look  at  the  first  “if.”  Is  an- 
other cost  rise  likely? 

A.  The  facts  certainly  suggest  so.  Re- 
member that,  only  two  years  after  the 
original  estimates  were  computed,  the 
costs  had  already  risen  by  45%. 

Q.  You  suggest,  then,  that  we’re  not  get- 
ting good  dollar  value? 

A.  Some  of  us  think  not.  Bureau  of  Pub- 
lic Roads  officials  have  said  that  mini- 
mum BPR  standards  were  being  exceeded 
and  that  plush  design  may  be  adding  to 
cost.  And  Virginia’s  Senator  Harry  F. 
Byrd  wrote  these  words  to  the  Secretary 
of  Commerce,  “On  the  basis  of  the  kind 
of  experience  we  have  had  with  the  inter- 
state system  to  date,  it  is  not  difficult  for 
me  to  foresee  costs  rising  to  a point  in 
excess  of  $50  billion  by  1975.” 

Q.  You  also  suggested  that  all  road-user 
revenues  are  not  going  to  the  highway 
fund.  Isn’t  that  true? 

A.  Unfortunately.  In  1959,  the  federal 
governmentcollected  $3.6  billion  in  road- 
user  taxes — mainly  on  gasoline.  Of  this, 


39% — $1.4  billion— was  turned  over  to 
Treasury’s  general  fund.  Some  states  also 
divert  road  tax  revenues.  In  27,  constitu- 
tions forbid  this.  But  in  1958,  $303,326-, 
000  was  diverted.  That’s  6.5%  of  $4.7 
billion  taken  in. 

Q.  If  the  taxpayer  pays  anyway,  what’s 
wrong  with  present  financing? 

A.  It’s  unfair  two  ways.  First,  the  road 
user — mainly  the  motorist — is  paying  for 
more  than  the  roads.  He’s  footing  a huge 
bill  for  national  defense  and  economic 
development  which  should  be  paid  from 
other  funds.  Consider  this:  at  the  De- 
fense Department’s  suggestion,  bridges 
over  the  system  are  to  be  raised  from  14 
to  1 6 feet  so  that  missile-carrying  trucks 
can  pass.  This  will  add  roughly  $1  billion 
to  the  highway  bill — but  nothing  to  mo- 
toring convenience. 

Q.  And  what  do  you  see  as  the  second 
wrong  we  face? 

A.  Present  practices  are  pushing  gaso- 
line taxes — and  thus,  gas  prices — unnec- 
essarily high.  They’ve  caused  two  tax 
hikes  already,  10  in  1956  and  in  1959. 
(Taxes  now  take  nearly  50%  of  the  pump 
price.)  And  Washington  is  now  asking 
another  %e.  If  all  the  road-user  revenues 
had  gone  into  the  highway  fund,  last 
year’s  1 ji  rise  in  gasoline  taxes  wouldn’t 
have  been  necessary. 

Q.  What  do  you  think  we  should  do  to 
right  these  wrongs? 

A.  Simply  be  consistent.  The  government 
shouldn’t  have  it  both  ways.  If  it’s  wrong 
to  divert  general  funds  to  highways,  it’s 
also  wrong  to  divert  highway  revenues  to 
the  general  fund.  We  should  bring  de- 
fense and  general  funds  into  the  program 
and  earmark  all  road-user  revenues  for 
it.  We  must  naturally  see  to  it  that  no 
waste  creeps  in. 

We  welcome  further  questions  and  comment. 

Please  address  them  to  Gulf  Oil  Corp., 

Room  1300,  Gulf  Bldg.,  Pittsburgh  30,  Pa. 
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FCC  justifies  its  request 


The  FCC  has  made  public  its 
justification  to  Congress  for  authori- 
zation to  suspend  licenses  and  to 
impose  fines  in  appropriate  cases. 
The  justification  closely  follows  the 
proposed  legislation  prepared  by 
FCC  General  Counsel  John  Fitz- 
Gerald last  February  (Broadcasting, 
Feb.  8). 

In  its  congressional  request  the 
commission  asked  for  legislation 
comparable  to  that  of  the  Federal 
Trade  Commission  which  is  author- 
ized to  issue  cease  and  desist  orders 
to  restrain  offending  practices  pend- 
ing final  determinations.  The  FCC 
said  that  it  was  making  the  request 
because  the  only  sanction  presently 
available  to  it  is  license  revocation. 

Under  the  proposal,  the  FCC 
would  issue  a show  cause  order  upon 
an  offending  licensee,  giving  it  30 
days  in  which  to  appear  and  answer 
charges.  If,  after  the  hearing,  the 
commission  determines  that  either 
cease  and  desist  or  suspension  orders 
should  be  issued,  it  would  do  so. 

Enjoining  powers  requested  by 
the  FCC  would  be  effective  until  the 
show  cause  order  “shall  have  been 
dismissed  ...  or  set  aside.”  The 
commission  recommended  that  upon 
“proper  showing  a temporary  re- 
straining order  and  preliminary  in- 
junction shall  be  granted  .without 
bond.”  Suits  would  be  filed  in  the 
district  of  the  offender. 

New  Sec.  313  ■ The  FCC  also 
seeks  to  add  a new  Sec.  313  to  the 
Communications  Act  which  would 
empower  it  to  impose  fines  on  broad- 
cast licensees  thus  “providing  an 
effective  tool  in  dealing  with  viola- 
tions” not  serious  enough  to  warrant 
revocation  or  suspension.  The  com- 
mission asked  that  it  be  allowed  to 
impose  fines  of  $1,000  for  each  day 
of  the  violation’s  duration. 

Requesting  also  the  modification 
of  Sec.  312,  the  commission  asked 


for  authority  to  suspend  licenses  or 
construction  permits  for  not  more 
than  90  days  in  cases  where  there 
are  false  statements  knowingly  made 
in  applications,  repeated  failure  to 
“operate  substantially  as  set  forth 
in  the  license,”  or  for  failure  to 
observe  a commission  cease  and  de- 
sist order. 

The  text  of  the  FCC’s  justification 
follows:  Sec.  312  of  the  Communi- 
cations Act  to  read  as  follows: 

Sec.  312.  (a)  Any  station  license  or  con- 
struction permit  may  be  revoked  or  sus- 
pended for  a period  not  to  exceed  ninety 
days,  and  any  such  license  or  construction 
permit  may  be  revoked  or  suspended: 

"(1)  for  false  statements  knowingly  made 
either  in  the  application  or  in  any  state- 
ment of  fact  which  may  be  required  pur- 
suant to  Sec.  308; 

"(2)  because  of  conditions  coming  to  the 
attention  of  the  commission  which  would 
warrant  it  in  refusing  to  grant  a license 
or  permit  on  an  original  application; 

''(3)  for  willful  or  repeated  failure  to 
operate  substantially  as  set  forth  in  the 
license; 

“(4)  for  willful  or  repeated  violation  of, 
or  willful  or  repeated  failure  to  observe, 
any  provision  of  this  act  or  any  rule  or 
regulation  of  the  commission  authorized 
by  this  Act  or  by  a treaty  ratified  by 
the  United  States; 

"(5)  for  violation  of  or  failure  to  observe 
any  cease-and-desist  order  issued  by  the 
commission  under  this  section. 

"(b)  Where  any  person  (1)  has  failed  to 
operate  substantially  as  set  forth  in  a 
license,  or  (2)  has  violated  or  has  failed  to 
observe  any  of  the  provisions  of  this  act, 
or  (3)  has  violated  or  failed  to  observe  any 
rule  or  regulation  of  the  commission  author- 
ized by  this  act  or  by  a treaty  ratified  by 
the  United  States,  the  commission  may 
order  such  person  to  cease  and  desist  from 
such  action. 

"(c)  Before  revoking  or  suspending  a license 
or  a permit  pursuant  to  subsection  (a), 
or  issuing  a cease-and-desist  order  pur- 
suant to  subsection  (b),  the  commission 
shall  serve  upon  the  licensee,  permittee,  or 
person  involved,  an  order  to  show  cause  why 
an  order  of  revocation  or  suspension  or  a 
cease-and-desist  order  should  not  be  issued. 
Any  such  order  to  show  cause  shall  contain 
a statement  of  the  matters  with  respect  to 
which  the  commission  is  inquiring  and  shall 
call  upon  said  licensee,  permittee,  or  person 
to  appear  before  the  commission  at  a time 
and  place  stated  in  the  order,  but  in  no 
event  less  than  thirty  days  after  the  receipt 
of  such  order,  and  give  evidence  upon  the 
matter  specified  therein;  except  that  where 
safety  of  life  or  property  is  involved,  the 
commission  may  provide  in  the  order  for  a 


make  all  broadcast  stations  install 
equipment  making  automatic  broad- 
cast of  the  Conelrad  attention  signal 
and  the  triggering  of  public  receivers. 

Approximately  60  stations,  most  of 
them  in  small  markets,  have  already 
filed  their  opposition  with  the  FCC. 
All  labelled  the  proposed  equipment 
as  being  unnecessary  and  unwarranted 
because  of  the  cost  factor.  Many  main- 
tain the  present  alert  signal  is  adequate. 
KCRX  Midland  Tex.,  for  instance,  told 
the  FCC  that  the  present  alerting  sys- 
tem would  deny  navigational  informa- 
tion to  a potential  enemy  just  as  effec- 
tively as  the  proposed  tighter  standards. 


KBRZ  Freeport,  Tex.,  suggested  that 
purchase  of  the  equipment  should  be 
paid  for  by  the  Office  of  Civil  & De- 
fense Mobilization.  The  idea  of  the 
government  picking  up  the  tab  was 
also  suggested  by  several  other  sta- 
tions. 

Crosley  Broadcasting  Co.  said  that 
the  need  for  stricter  tolerances  for  the 
attention  signal  have  not  been  thorough- 
ly studied.  The  multiple  station  owner 
said  however  that  they  would  comply 
with  the  commission’s  decision. 

Deadline  for  comments  has  been 
moved  back  to  June  13  at  the  request 
of  the  National  Assn,  of  Broadcasters. 


shorter  period.  If  after  hearing,  or  a waiver 
thereof,  the  commission  determines  that 
an  order  of  revocation  or  suspension  or  a 
cease-and-desist  order  should  issue,  it  shall 
issue  such  order,  which  shall  include  a state- 
ment of  the  findings  of  the  commission  and 
the  grounds  and  reasons  therefor  and  specify 
the  effective  date  of  the  order,  and  shall 
cause  the  same  to  be  served  on  said  licensee, 
permittee,  or  person. 

"(d)  In  any  case  where  a hearing  is  con- 
ducted pursuant  to  the  provisions  of  this 
section,  both  the  burden  of  proceeding  with 
the  introduction  of  evidence  and  burdens 
of  proof  shall  be  upon  the  commission. 

"(e)  The  provisions  of  section  9(b)  of  the 
Administrative  Procedure  Act  which  apply 
with  respect  to  the  institution  of  any  pro- 
ceeding for  the  revocation  of  a license  or 
permit  shall  apply  also  with  respect  to  the 
institution,  under  this  section,  of  any  pro- 
ceeding for  the  issuance  of  a cease-and- 
desist  order. 

New  Sec.  313  be  added  to  the  Com- 
munications Act  to  read  as  follows: 

"In  any  case  where  the  licensee  or  per- 
mittee of  a broadcast  station  has  wilfully  or 
repeatedly  failed  to  operate  his  station  sub- 
stantially as  set  forth  in  his  license;  or  has 
wilfully  or  repeatedly  violated  or  failed  to 
observe  any  of  the  provisions  of  this  act  or 
of  any  rule  or  regulation  of  this  commis- 
sion authorized  by  this  act  or  by  any 
treaty  ratified  by  the  United  States;  or  has 
wilfully  or  repeatedly  violated  or  failed  to 
observe  any  cease  and  desist  orders  issued 
by  this  commission;  the  commission  may 
order  such  licensee  or  permittee  to  forfeit 
to  the  United  States  a sum  not  to  exceed 
SI, 000  for  each  day  during  which  the  com- 
mission finds  that  such  violation  or  offense 
has  occurred." 

Whenever  the  commission  has  reason  to 
believe: 

a.  that  any  person  or  station  licensee  is 
engaged  in,  or  is  about  to  engage  in,  any 
willful  violation  of  this  act  or  failure  to 
observe  any  of  the  provisions  of  this  act 
or  any  rule  or  regulation  of  the  commission 
authorized  by  this  act  or  by  a treaty  ratified 
by  the  United  States,  or  for  repeated  failure 
to  operate  substantially  as  set  forth  in  the 
licensee's  instrument  of  authorization,  and 
b.  that  the  enjoining  thereof  pending  the 
invoking  of  the  provisions  of  Sec.  312  of 
this  act  and  until  a show  cause  order  shall 
have  been  dismissed  by  the  commission  or 
set  aside  by  the  court  on  review,  or  the 
order  of  the  commission  to  cease  and  desist 
made  thereon  has  become  final,  would  be 
in  the  public  interest,  convenience,  or 
necessity,  the  commission  may,  by  any  of  the 
attorneys  designated  by  it  for  such  purpose, 
bring  suit  in  a district  court  of  the  United 
States  or  in  the  United  States  court  of  any 
territory  to  enjoin  such  offense  or  violation. 
Upon  proper  showing  a temporary  restrain- 
ing order  and  preliminary  injunction  shall  be 
granted  without  bond.  Any  such  suit  shall  be 
brought  in  the  district  in  which  such  person 
or  licensee  resides  or  transacts  business. 


Antitrust  trial  ends 

The  antitrust  trial  against  Screen 
Gems,  Columbia  Pictures  and  Univer- 
sal Pictures  ended  last  Wednesday 
(April  27)  in  U.S.  District  Court  in 
New  York.  Judge  William  B.  Her- 
lands  reserved  decision  and  ordered  the 
defense  and  the  government  to  submit 
briefs  by  May  26.  The  government 
has  contended  that  the  acquisition  by 
Screen  Gems  of  the  tv  distribution 
rights  to  pre-1948  Universal  features 
library  lessened  competition  in  the 
field.  The  trial  began  on  March  14 
(Broadcasting,  March  21). 
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The  spectacular  shot  is  not  always  the  bread 
and  butter  shot.  It's  that  ability  to  sink  putts 
consistently  inside  6 or  8 feet  which  sepa- 
rates the  pros  from  the  amateurs.  And  so  it 
is  in  business,  too.  The  real  pay-off  comes 
when  television  and  radio  stations  also 
possess  that  “quality  touch”. . . a touch  which 
is  evident  in  day  in  and  day  out  practices  so 
vital  in  producing  a winner.  May  we  put  this 
winner  to  work  for  you? 

Represented  by 

The  Original  Station  Representative 
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Broadcast  Bureau 
backs  initial  decision 


The  FCC’s  Broadcast  Bureau  last 
week  supported  an  initial  decision 
awarding  tv  ch.  2 in  Portland,  Ore.,  to 
Fisher  Broadcasting  Co.,  but  the  bureau 
took  the  applicant  to  task  for  not  re- 
porting the  fact  that  it  has  used  some  of 
its  broadcast  facilities  to  advertise  its 
own  products. 

The  bureau  disclosed  that  the  appli- 
cant, licensee  of  KOMO-AM-TV  Seat- 
tle, had  not  reported  to  the  commission 
that  its  parent  company,  Fisher  Flour- 
ing Mills  had  been  a regular  advertiser 
over  its  Seattle  facilities.  Although 
Fisher  said  that  it  has  treated  the  flour 
business  as  any  other  advertiser  in 
every  respect,  the  bureau  suggested  that 
the  initial  decision  was  not  in  accord 
with  FCC  policy. 

There  is  no  evidence,  the  bureau  as- 
serted, that  the  Fisher  interests  have 
used  stations  they  own  to  promote  or 
enhance  private  business  enterprises  in 
which  they  have  an  interest.  So,  it  rec- 
ommended that  no  penalty  be  assessed 
against  Fisher. 

In  exceptions  filed,  Tribune  Publish- 
ing Co.,  co-applicant  for  ch.  2,  told  the 
commission  that  stations  owned  and 
operated  “by  the  Fisher  empire”  have 


ECONOMICAL  OPERATION — lower  operating 
cost  if  A NEW  SOUND — thru  low  distortion  and 
wide  response if  EASY  REMOTE  CONTROL — no  out- 
board devices  on  the  front  if  COMPACT  SIZE — 
nothing  external  if  ACCEPTANCE — largest  sell- 
ing 5 KW  manufactured  today  if  READY  FOR 
SHIPMENT — in  stock  for  prompt  delivery 

GATES  RADIO 
COMPANY 

Subsidiary  of 

Harris-  Intertype  Corporation 

QUINCY,  ILLINOIS 


BC-5P-2 


The  Recognized  Leader 
in  5 KW  AM  Transmitters 


In  business  “ Inquiries  bearing  this 
letterhead  in  the  weeks  ahead  will 
be  crossing  the  desks  of  the  major 
tv-radio  ratings  services  and  the 
broadcasters,  networks,  agencies,  ad- 
vertisers and  others  who  use  ratings 


reports.  The  three-man  Technical 
Committee  on  Broadcast  Ratings, 
formed  under  the  aegis  of  the  Am- 
erican Statistical  Assn.,  is  carrying 
out  a study  to  examine  and  evaluate 
the  validity  of  statistical  methods 
used  by  ratings  services,  to  be  under- 
written by  the  House  Legislative 
Oversight  Subcommittee  (Broadcast- 
ing, April  4).  Subcommittee  Chair- 
man Oren  Harris  (D-Ark.)  com- 
missioned the  study  after  testimony 
last  fall  indicated  tv  quizzes  were 
rigged  in  some  cases  to  hypo  ratings. 


been  used  extensively  “to  promote  the 
selfish  interests  of  the  Fisher  com- 
panies.” Tribune  stated  that  the  flour 
mill  is  the  largest  advertiser  on  KOMO 
and  that  bank,  timber  and  insurance 
companies  owned  by  the  family  have 
also  been  similarly  used  by  the  Fisher 
interests  without  informing  the  FCC. 

Two  tv  cases  decided 

FCC  hearing  examiners  last  week  is- 
sued initial  decisions  in  comparative 
hearing  cases  involving  tv  ch.  8 in  Mo- 
line, 111.,  and  ch.  10  in  Charlotte  Ama- 
lie, St.  Thomas,  V.I. 

Hearing  Examiner  Charles  J.  Fred- 
erick decided  in  favor  of  Community 
Telecasting  Corp.  in  Moline  while  de- 
nying the  competing  applications  of 
Tele-Views  News  Co.,  Midland  Broad- 
casting Co.,  Illiway  Television  Inc.,  and 
Moline  Television  Corp. 

Principals  in  Community  are  Mai 
Foster.  10%,  director-president,  and 
17  other  stockholders  none  having 
more  than  10%  interest.  Mark  L.  Wod- 
linger,  10%,  formerly  sales  manager 
of  WOC-TV  Davenport,  Iowa,  is  gen- 
eral manager  of  Community.  Mr.  Wod- 
linger  has  a five  year  option  to  purchase 
18.2%  of  the  company’s  stock. 

Hearing  Examiner  Thomas  H.  Dona- 
hue decided  for  Island  Teleradio  Serv- 
ice for  the  St.  Thomas  ch.  10,  after 
Supreme  Broadcasting  Co.  dropped  out. 

Principals  in  Island  Teleradio  are 
Robert  Moss  and  Robert  Noble  Jr., 
equal  partners.  Mr.  Moss  is  producer 
for  veteran  air  personality  Martin  Block 
on  WABC  New  York.  Mr.  Noble  for- 
merly sales  manager  of  WABC,  is  now 
living  in  St.  Thomas  and  will  prepare 
for  station  construction. 

Privacy  suits  settled 

A total  of  $1,752,000  in  damage 
suits,  filed  against  CBS-TV,  the  Ford 
Motor  Co.  and  network-affiliated  sta- 


tions in  four  states,  have  been  settled 
out  of  court  by  an  Olympic  pole-vault- 
ing star  for  $35,000. 

Legal  counsel  for  Don  Laz,  former 
U.  of  Illinois  athlete,  said  the  suits 
charged  unauthorized  use  of  a film  strip 
during  a commercial  on  The  Ed  Sulli- 
van Show  in  1958  and  thus  an  inva- 
sion of  the  athlete’s  privacy.  The  suits, 
according  to  Richard  Theis,  Urbana, 
111.  attorney,  were  filed  and  dismissed 
in  Geneva,  111.  (for  $840,000);  Bristow, 
Okla.  ($137,000);  Detroit  ($275,000), 
and  Cleveland  ($500,000). 

DBA  seeks  advice 
on  weather  problems 

Daytime  Broadcasters  Assn,  has  peti- 
tioned the  FCC  for  rulemaking  or  an 
advisory  ruling  for  emergency  opera- 
tions by  daytime,  limited  time  or  spe- 
cified hours  standard  broadcast  stations, 
so  that  they  may  operate  all  hours  dur- 
ing periods  of  severe  weather  conditions 
despite  license  limitations. 

The  DBA  asserted  that  the  commis- 
sion has  been  giving  “tacit  approval” 
for  years  to  limited  time  facilities  which 
have  stayed  on-the-air  past  scheduled 
hours  to  report  emergency  weather  con- 
ditions. FCC  rules  provide,  DBA  said, 
that  stations  remaining  on  the  air,  or 
beginning  their  broadcast  day  be- 
fore scheduled  hours,  had  only  to  in- 
form the  commission  by  letter  of  the 
conditions  which  prevailed. 

However,  DBA  stated,  the  commis- 
sion apparently  has  reversed  the  long 
established  policy.  Last  winter,  the  as- 
sociation reported,  KWPC  Muscatine, 
Iowa,  operated  past  its  scheduled  clos- 
ing hours  to  report  on  a severe  blizzard 
in  the  area.  The  station  informed  the 
FCC  by  letter  that  it  had  operated  past 
its  scheduled  sign-off  because  of  the 
storm  and  was  told  “it  had  improperly 
operated  outside  of  its  regular  hours 
during  . . . the  storm.” 
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A moderate 
low-fat 
tv  ell-balanced 
breakfast  for 


a woman  of  4; 


Overweight  not  only  detracts  from  personal  appearance, 
it  steals  from  a person’s  chance  for  a long  and  healthy 
life.  As  a service  to  those  advising  about  weight  control, 
a moderate  low-fat,  well-balanced  breakfast  is  presented 
here  for  your  consideration.  Its  fat  content  of  10.9  gm. 
provides  20  per  cent  of  the  total  calories  which  makes  it  a 


moderate  low-fat  morning  meal.  For  women  in  this  age 
group  and  for  most  others,  it  provides  about  one-fourth 
of  the  recommended  dietary  allowances  as  shown  in  the 
chart  below.  This  basic  cereal  and  milk  breakfast  is 
. well-balanced  and  nutritionally  efficient  as  demonstrated 
by  the  Iowa  Breakfast  Studies. 


Recotnmended  Daily  Dietary  Allowances*  and  the  Nutritional  Contribution  of  a Basic  Cereal 
and  Milk  Moderate  Low-Fat  Breakfast 

Menu : Orange  Juice — 4 oz. ; 

Cereal,  dry  weight — 1 oz.; 

Whole  Milk — 4 oz.;  Sugar — 1 teaspoon; 

Toast  {white,  enriched) — 2 slices; 

Butter — 5 gm.  ( about  1 teaspoon); 

Nonfat  Milk — 8 oz. 


Nutrients 

Calories 

Protein 

Calcium 

Iron 

Vitamin 

A 

Thiamine 

Riboflavin 

Niacin 

equiv. 

Ascorbic 

Acid 

Totals  supplied  by 
Basic  Breakfast 

503 

20.9  gm. 

0.532  gm. 

2.7  mg. 

588  I.U. 

0.46  mg. 

0.80  mg. 

7.36  mg. 

65.5  mg. 

Recommended  Dietary 

Allowances — Women,  45  Years 

(58  kg.— 128  lb.)  2200 

58  gm. 

0.8  gm. 

12  mg. 

5000  I.U. 

1.1  mg. 

1.5  mg. 

17  mg. 

70  mg. 

Percentage  Contributed 
by  Basic  Breakfast 

22.9% 

36.0% 

66.5% 

22.5% 

H.8% 

41.8% 

53.3% 

43.3% 

93.6% 

Cereal  Institute.  Inc.:  Breakfast  Source  Book. 

Chicago:  Cereal  Institute , Inc.t  1959. 

Food  & Nutrition  Bd.:  Recommended  Dietary  Allowances , Revised  1958. 
Natl.  Acad.  Sci. — Natl.  Research  Council  Publication  589t  1958. 

Watt , B.  K and  Merrill , A.  L.:  Composition  of  Foods — Raw , 

Processed , Prepared.  U.S.D.A.  Agriculture  Handbook  No.  8t  1950. 


*The  allowance  levels  are  intended  to  cover  individual  variations 
among  most  normal  persons  as  they  live  in  the  United  States  under 
usual  environmental  stresses.  Calorie  allowances  apply  to 
individuals  usually  engaged  in  moderate  physical  activity.  For 
office  workers  or  others  in  sedentary  occupations  they  are  excessive. 
Adjustments  must  be  made  for  variations  in  body  size , age , 
physical  activity , and  environmental  temperature. 


CEREAL  INSTITUTE,  INC. 

135  South  La  Salle  Street,  Chicago  3 

A research  and  educational  endeavor  devoted  to  the  betterment  of  national  nutrition 
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THE  MANY  WOES  OF  MATTY  FOX 

He’s  $4  million  in  debt;  SEC  makes  public 
stipulation  revealing  Skiatron’s  history 


Matthew  M.  Fox  is  some  $4  million 
in  debt.  His  pay-tv  company,  Skiatron 
of  America,  has  total  liabilities  of  al- 
most $4,650,000  and  the  company  from 
which  he  holds  the  pay-tv  franchise  has 
spent  over  $ 1 million  on  pay  tv  without 
realizing  any  return.  These  facts  were 
brought  out  last  week  in  a hearing  be- 
fore the  Securities  & Exchange  Com- 
mission in  which  the  accuracy  and 
completeness  of  a statement  made  to 
the  public  by  Skiatron  Television  & 
Electronic  Corp.  were  being  examined. 

Despite  vigorous  objections  from  at- 
torneys representing  company  execu- 
tives, a stipulation  describing  in  detail 
the  history  and  prospects  of  Skiatron’s 
on-air  and  wire  pay-tv  systems  was 
made  public.  Francis  Purcell,  attorney 
for  Mr.  Fox,  announced  that  for  the 
past  month  “very  serious”  and  “deli- 
cate” negotiations  were  being  held  by 
Mr.  Fox  with  a major  movie  company. 
He  said  that  release  of  the  stipulation 
now  “could  have  a damaging  effect.” 

Hearing  Examiner  Robert  M.  Hislop 
overruled  Mr.  Purcell’s  motion,  stating 
that  the  hearing  was  public  and  that  if 
witnesses  had  been  called  to  testify  to 
the  material  in  the  stipulations  (drawn 
up  mainly  to  expedite  the  hearing),  the 
information  would  now  be  public.  Mr. 
Purcell  appealed  to  the  commission, 
members  of  which  were  reached  in  At- 
lantic City.  The  commissioners  sus- 
tained Mr.  Hislop’s  ruling. 

Julian  Jawitz,  attorney  for  Arthur 
Levey,  Skiatron  president,  said  that  “a 
potential  deal  of  great  magnitude  could 
be  thwarted”  by  releasing  the  statement 
immediately.  He  said  that  facts  at  the 
time  the  stipulation  was  drawn  would 
be  rendered  untrue  if  the  negotiations 
are  successful. 

The  SEC  hearing  on  the  affairs  of 
Skiatron,  which  had  dragged  on  for 
several  months,  came  to  a close  last 
week  with  the  company  consenting  to 
issuance  of  a stop  order.  Trading  was 
suspended  in  Skiatron  common  stock  in 
December  1959,  with  continuances,  on 
grounds  that  the  company’s  registration 
statement  was  misleading  and  inaccu- 
rate and  did  not  permit  the  public  to 
evaluate  the  stock.  A stop  order  voids 
the  registration  statement’s  effectiveness 
and  may  have  an  effect  on  suits  brought 
by  stockholders  against  the  company. 
However,  it  will  not  affect  the  suspen- 
sion, which  may  be  lifted  at  the  discre- 
tion of  the  commission. 

History  of  SubscriberVision  ■ In 
1951,  Skiatron  proposed  a pay- tv  sys- 
tem in  which  signals  would  be  coded 
or  “scrambled”  over  the  air  and  de- 


coded at  the  place  of  reception  by  spe- 
cial devices  attached  to  receivers.  The 
company  did  not  have  the  financial  re- 
sources necessary  to  activate  this  sys- 
tem and  tried  to  find  backers.  In  March 
1954,  it  entered  into  contracts  with 
Mr.  Fox  making  his  Skiatron  of  Ameri- 
ca (S  of  A)  exclusive  licensee  of  the 
system  throughout  the  world,  for  com- 
pensation of  5%  of  gross  revenues. 
Mr.  Fox  was  to  be  responsible  for  the 
commercial  development  and  exploita- 
tion of  the  system,  including  pro- 
gramming. 

Efforts  to  obtain  FCC  approval  of  a 
pay-tv  experiment  were  unsuccessful 


Mr.  Fox 

Has  money  problems 


from  1954  to  1957  at  which  time  the 
conditions  set  forth  were  limited.  Ski- 
atron and  S of  A did  not  have  the  fi- 
nancial resources  themselves  and,  ac- 
cording to  the  statement,  the  companies 
felt  that  restrictions  the  FCC  had  placed 
“could  not  be  met  ...  by  an  economi- 
cal operation.” 

The  companies  then  switched  their 
main  effort  to  a wire  system.  The  wire 
system  contemplates  the  running  of 
coaxial  cables  under  and  above  the 
streets  (following  the  existing  facilities 
of  the  telephone  company).  Drop-offs 
would  reach  into  each  home  and  each 
subscriber’s  tv  set.  Unused  channels  on 
existing  tv  sets  would  be  used.  The 
viewer  would  pay  for  each  program 
viewed  (the  total  being  recorded  elec- 
tronically by  the  set)  and  would  pay  a 


set  fee  of  $4.33  per  month  additionally. 
Under  the  wire  system,  S of  A would 
pay  2 Vi  % royalties  (from  program  fees 
only)  to  Skiatron  instead  of  5%,  due 
to  the  greater  expense  of  operation. 

Patents  Pending  ■ The  stipulation 
says  that  the  presently  issued  and  out- 
standing patents  held  by  Skiatron  are 
not  integral  to  either  of  its  pay-tv  sys- 
tems. Although  it  has  filed  patent  ap- 
plications, “no  opinion  can  be  ex- 
pressed at  this  time  whether  [they]  will 
ripen  into  patents  or  whether  such  pat- 
ents, if  issued,  would  in  the  event  of 
future  litigation  be  adjudged  valid.” 

Initial  cost  of  establishing  a wire 
system  to  reach  approximately  102,500 
subscribers  and  assuming  50%  accept- 
ance would  be  some  $13  million,  it  is 
estimated.  And,  the  amount  of  sub- 
scriber acceptance  could  not  be  pre- 
dicted entirely  accurately. 

During  the  past  six  years,  Mr.  Fox 
entered  into  several  programming 
agreements,  notably  with  impresario 
Sol  Hurok  and  with  Horace  Stoneham, 
president  of  the  San  Francisco  Giants. 

In  the  case  of  Mr.  Hurok,  S of  A 
was  obligated  to  pay  $260,000  per  year 
to  him  as  consultant  fees  and  on  behalf 
of  his  efforts  to  negotiate  agreements 
between  that  company  and  performers 
affiliated  with  him.  However,  the  con- 
tract states  that  neither  Mr.  Hurok  nor 
any  of  his  corporations  have  the  right 
or  power  to  make  any  agreement  on 
behalf  of  any  of  their  artists  or  attrac- 
tions. This  contract  was  terminated  by 
mutual  agreement.  However,  S of  A 
retains  an  option  to  reinstate  it,  if  it 
can  get  a pay  tv  system  operating. 

In  the  case  of  the  Giants,  the  con- 
tract, dated  May  27,  1957,  called  for 
payments  of  $2  million  a year,  of 
which  only  $750,000  has  been  paid. 

The  stipulation  states  that  Mr.  Fox 
and  S of  A have  $1  million  outstand- 
ing debts  in  court  judgments  and  that 
he  has  borrowed  some  $3  million  from 
lending  institutions.  (For  further  de- 
tails on  Mr.  Fox’s  fiscal  dealings,  see 
Broadcasting,  March  21.)  As  the  stip- 
ulation puts  it:  “A  solution  for  Fox’s 
financial  position  is  therefore  a condi- 
tion precedent  to  the  development,  pro- 
motion and  operation  of  a subscription 
television  system  by  [S  of  A]  for  the 
benefit  of  [Skiatron].” 

Furthermore,  it  says,  Skiatron  has  no 
available  source  of  income  at  the  pres- 
ent and  must  rely  upon  Mr.  Fox  or 
“some  successor  to  the  ‘Fox  franchise’.” 
Even  were  the  system  to  begin  immedi- 
ately, Skiatron  would  get  only  IVi  % 
of  direct  proceeds  with  the  rest  going 
to  S of  A. 

Speculation  has  been  rife  as  to  the 
film  company  with  which  Mr.  Fox’s 
lawyer  said  he  was  negotiating.  The 
rumors  have  apparently  caused  con- 
cern among  motion  picture  exhibitors, 
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who  are  unrelenting  foes  of  pay-tv. 
But  as  of  last  week,  Skiatron  and  Skia- 
tron  of  America  were  without  funds, 
without  significant  patents  and  without 
any  substantial  number  of  program- 
ming sources  committed  to  them. 

W.  Va.  tv  transfer 
protested  by  rival 

The  FCC  has  granted  a protest  by 
a West  Virginia  tv  station  and  des- 
ignated for  hearing  the  transfer  of  con- 
trol of  a rival  facility,  over  which 
charges  of  misrepresentations  and  eco- 
nomic injury  have  been  made. 

WSTV  *Inc.,  licensee  of  WBOY-TV 
Clarksburg,  asked  the  commission  to 
designate  for  hearing  the  transfer  of 
control  of  WJPB-TV  Weston.  WJPB 
filed  for  transfer  on  Jan.  28,  announc- 
ing the  proposed  sale  of  50%  interest 
by  J.  Patrick  Beacom  to  Thomas  P. 
Johnson  and  George  W.  Eby  for  $100,- 
000.  The  transaction  followed  a merger 
agreement  when  Messrs.  Johnson  and 
Eby,  as  principals  of  Telecasting  Inc., 
opposed  WJPB-TV  for  ch.  5.  The  sta- 
tion, now  on  ch.  35,  holds  a permit  for 
ch.  5,  granted  Nov.  4,  1959.  Messrs. 
Johnson  and  Eby  are  principals  in  the 
now-dark  ch.  22  WENS  (TV)  Pitts- 
burgh. 

WBOY-TV  told  the  FCC  that  a hear- 
ing on  the  transfer  should  be  held  to 
determine  whether  “there  were  willful 
misrepresentations”  in  the  transfer  ap- 
plication as  to  the  respective  ownership 
interests  of  the  Telecasting  Inc.  stock- 
holders. Other  multiple  charges  of  mis- 
representation and  withholding  informa- 
tion were  also  made  by  WBOY  against 
both  the  Weston  facility  and  the  pro- 
posed purchasers. 

In  a related  development,  Mr.  John- 
son’s request  for  positive  control  of 
Telecasting  Inc.  was  accepted  for  filing 
by  the  commission  on  March  21.  Mr. 
Johnson  acquired  an  additional  1,000 
shares  for  $450  from  A.  Donovan 
Faust  to  raise  his  total  holdings  to 
7,500  shares  or  approximately  60% 
interest  in  the  licensee  of  the  darkened 
WENS. 

Trial  postponed  again 

The  second  trial  of  former  FCC 
Commissioner  Richard  A.  Mack  and 
Miami  attorney  Thurman  A.  Whiteside, 
accused  of  conspiring  to  rig  the  grant 
of  ch.  10  in  Miami,  was  postponed  last 
week  for  the  third  time.  Federal  Dis- 
tirct  Judge  Alexander  Holtzoff  set  the 
new  date  for  Oct.  4 after  Mr.  White- 
side’s attorneys  asked  for  a delay  of  at 
least  three  months.  The  attorney  is  con- 
valescing following  a gall  bladder  op- 
eration April  22.  Their  first  trial  last 
spring  ended  in  a hung  jury. 
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This  is  Lincoln-Land  — KOLN-TV's  NCS 
No.  3.  Figures  show  percentages  of  TV 
homes  reached  weekly,  day  or  night. 


K0LN-TV  DELIVERS  THE 
MAXIMUM  AUDIENCE  IN  NEBRASKA* 

Gunsmoke 98,000  homes 

Father  Knows  Best.  .86,500  homes 
6:00  p.m.  News.  . .84,400  homes 
10:00  p.m.  News..  74,400  homes 

’November  Lincoln  NSI 


3et”ei  IP  fallen  A 

WKZO-TV  — GRAND  RAPIDS-KALAMAZ00 
WKZO  RADIO  — KALAMAZ00-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS-KALAMAZ00 
VWW  — CADILLAC,  MICHIGAN 
K0LN-TV  — LINCOLN.  NEBRASKA 


You  can  talk  about  TV  markets  in 
Nebraska  until  you’re  blue  in  the  face; 
but  when  all’s  said  and  done,  you’ll  come 
up  with  just  two  big  ones — the  extreme 
East  and  Lincoln-Land. 

In  the  East,  you  must  choose  from 
the  three  top  TV  stations  covering  the 
area.  In  Lincoln-Land  it’s  no  contest; 
KOLN-TV  is  the  station,  hands  down. 
Latest  Nielsen  credits  KOLN-TV  with 
65Jj00  TV  HOMES  during  prime  6 to 
9 p.m.  viewing  time.  Compare  this  figure 
with  that  of  ANY  Omaha  station! 

Ask  Avery-Knodel  for  all  the  facts  on 
KOLN-TV— the  Official  Basic  CBS  Outlet 
for  South  Central  Nebraska  and  Northern 
Kansas. 


KOLN-TV 

CHANNEL  10  • 316,000  WATTS  • 1000-FT.  TOWEK 
COVERS  LINCOLN-LAND  — NEBRASKA’S  OTHER  BIG  MARKET 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 

| 

mmm  broadcasting 

1735  DeSales  St.,  N.  W.  Washington  6,  D.  C. 

NEW  SUBSCRIPTION  ORDER 

Please  start  my  subscription  immediately  for— 

□ 52  weekly  issues  of  BROADCASTING  $ 7.00 

□ 52  weekly  issues  and  Yearbook  Number  11.00 
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Construction  Has  Started  On  World’s  Tallest  Structure. 
1676'  Dresser-ldeco  Tower  at  Cape  Girardeau’s  KFVS-TV 


rrDresser-Ideco  is  well 
qualified  to  undertake 
an  engineering  project 
of  such  magnitude,  ” 
says  Oscar  C.  Hirsch, 
president  of  KFVS-TV 
at  Cape  Girardeau, 
Missouri. 


“We  have  long  had  a great  desire  to  bring  high  quality  television  reception  of 
our  many  excellent  CBS  and  locally  originated  programs  to  a much  larger 
audience  in  the  five-state  market  area  we  serve,”  explains  Mr.  Hirsch.  “This 
area  includes  1,000,000  people  in  56  counties  but  we  wanted  to  double  it  ...  to 
bring  first-class  reception  to  many  thousands  of  people  who  never  enjoyed 
it  before. 

“To  do  the  job,  we  plan  for  an  antenna  height  of  2,000  feet  above  average 
terrain.  This  calls  for  a 1676-foot  tower  . . . the  tallest  structure  ever  built 
by  man. 

“A  tower  of  this  height  is  obviously  a challenge  to  structural  engineers  working 
in  the  high  tower  field.  Efficient  solution  of  all  the  engineering  problems  involved 
requires  a lot  of  tail-tower  design  and  construction  experience.  We  looked  over 
the  field,  and  after  careful  investigation  decided  that  Dresser-ldeco  had  the 
tail-tower  experience  needed  to  tackle  a project  of  this  magnitude.” 


The  KFVS-TV  story  is  the  latest  in  a long  series  of  Dresser-ldeco  tall  tower 
stories.  The  majority  of  the  nation’s  TV  antenna  towers  over  1000'  tall  were 
built  by  Dresser-ldeco,  including  many  previous  record  holders  and  the  only 
two  multiple  antenna  Candelabra®  platform  towers  in  the  country.  So,  if  you 
plan  to  increase  market  coverage  with  a taller  antenna  tower,  you  can  eliminate 
construction  worries  and  safety  problems  by  relying  on  Dresser-ldeco.  We  put 
more  actual  tail-tower  building  experience  at  your  command  than  you  can  buy 
anywhere  else  in  the  world.  Call  on  Dresser-ldeco  Company,  Tower  Division, 
875  Michigan  Avenue,  Columbus  15,  Ohio.  (Branch:  8909  South  Vermont  Ave., 
Los  Angeles  44,  Calif.) 


Dresser-ldeco  Company 


FCC  TAKEN  TO  TASK  FOR  FAILURES’ 


Lee  senate  confirmation  hearing  turned  into  commission  roast 


It  was  “damn  the  FCC”  day  in  the 
Senate  Commerce  Committee  last 
Wednesday  (April  27)  when  nominees 
Robert  E.  Lee  and  Edward  K.  Mills 
appeared  for  confirmation  hearings  on 
their  appointments. 

Commissioner  Lee,  reappointed  for  a 
second  seven-year  term,  was  grilled  for 
90  minutes — not  on  his  own  qualifica- 
tions to  succeed  himself  but  on  the  al- 
leged failures  of  the  commission  to  ful- 
fill its  statutory  obligations.  The  Re- 
publican was  raked  over  the  coals — as 
a representative  of  the  FCC — for  just 
about  every  major  problem  facing  the 
commission  and  many  faults  of  the  in- 
dustry. 

Mr.  Mills,  appointed  to  fill  the  re- 
maining 14  months  of  former  Chairman 
John  C.  Doerfer’s  term,  disclosed  that 
he  is  involved  in  a conflict-of-interest 
which  might  bar  his  confirmation  to 
the  commission.  After  hearing  the  de- 
tails (see  page  78),  Committee  Chairman 
Warren  Magnuson  (D-Wash.)  said  the 
Mills  case  would  be  referred  to  the  At- 
torney General  for  a ruling.  Mr.  Mills 


was  not  questioned  further  by  the  com- 
mittee. 

Not  Mad  At  Lee  ■ The  senators, 
with  1 1 of  the  17  committee  members 
present,  made  it  clear  that  they  were 
not  criticizing  Robert  E.  Lee.  It  was 
just  as  clear,  however,  that  the  Demo- 
cratic committee  members  were  some- 
what put  out  with  the  FCC.  The 
words  “drift”  and  “indecision”  were 
frequently  used  by  the  senators.  Bear- 
ing the  brunt  of  the  attacks: 

■ The  agency’s  alleged  failure  to  use 
the  powers  it  already  has  to  curb  pay- 
ola, after  being  put  on  notice  two  years 
ago,  and  quiz  rigging.  “I  think  the  com- 
mission has  been  very  lax  in  equivocat- 
ing about  what  power  it  has  or  has  not,” 
charged  Sen.  Magnuson  in  stating  that 
FCC  action  would  have  stopped  at  the 
budding  stage  the  scandals  uncovered 
by  the  House  Legislative  Oversight 
Subcommittee. 

■ Continued  postponement  of  a final 
decision  authorizing  vhf  boosters.  Com- 
missioner Lee  was  pressured  openly  by 
Sens.  Gale  McGee  (D-Wyo.)  and  John 


Pastore  (D-R.I.)  to  change  his  vote  on 
the  proposed  rule  and  break  a 3-3  tie. 

■ The  commission’s  Sec.  315  deci- 
sion that  KWTX-TV  Waco,  Tex.,  did 
not  have  to  offer  equal  time  because 
its  weatherman  is  a candidate  for  state 
legislature.  “Do  you  think  it  was  the 
intent  of  Congress  to  encourage  dis- 
crimination . . .?”  Sen.  Ralph  Yar- 
borough (D-Tex.)  asked. 

■ The  legality  of  a station  limiting 
the  amount  of  time  it  sells  to  any  po- 
litical candidate  or  refusing  to  sell  any 
time  at  all. 

■ FCC  failure  to  require  a certain 
percentage  of  public  service  program- 
ming in  prime  time  and  to  define  that 
type  programming. 

■ The  future  of  uhf  with  the  predic- 
tion by  Sen.  Mike  Monroney  (D-Okla.) 
that  uhf  probably  would  be  the  princi- 
pal band  for  tv  transmissions  in  the 
future. 

Other  major  items  discussed  by  the 
senators  included  educational  tv  (see 
story,  page  64),  the  FCC’s  proposal  for 
shorter  license  periods  and  injunctive 


The  inquisition  ■ Senate  Commerce 
Committee  members  didn’t  appear  to 
be  very  concerned  with  FCC  Commis- 
sioner Robert  E.  Lee’s  qualifications  to 
succeed  himself  when  he  appeared  be- 
fore them  for  a confirmation  hearing 


last  week.  Instead  they  grilled  him  for 
90-minutes  about  alleged  failures  of  the 
commission  to  do  its  job  properly. 
Among  11  of  17  committee  members 
attending  the  harangue  were  (1  to  r 
at  front  of  semi-circular  table  facing 


Commissioner  Lee  in  foreground)  Sens. 
Andrew  F.  Schoeppel  (R-Kan.),  War- 
ren G.  Magnuson,  the  committee’s 
chairman  (D-Wasth),  John  O.  Pastore 
(D-R.I.)  and  A.S.  Mike  Monroney 
(D-Okla.). 
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powers,  FCC’s  monitoring  activities,  or 
lack  of,  and  Defense  Commissioner 
Lee’s  travel  on  behalf  of  Conelrad  and 
civil  defense. 

Ample  Authority  ■ Commissioner  Lee 
agreed  with  Sen.  Yarborough  that  the 
commission  has  “ample  authority”  to 
act  against  payola.  Sen.  Pastore  wanted 
to  know,  then,  why  the  FCC  took  no 
action  when  it  was  sent  copies  of  testi- 
mony of  the  1958  BMI-ASCAP  hear- 
ings during  which  the  payola  question 
was  raised.  “You  had  the  whole  thing 
two  years  ago,  yet  you  did  nothing,”  he 
charged  in  accusing  the  FCC  of  letting 
things  “drift  and  drift  and  drift”  with- 
out taking  action  until  Congress  does. 

To  which.  Sen.  Magnuson  added:  “I 
frankly  don’t  think  the  commission  has 
accepted  their  responsibility.  . . . We 
have  sent  this  stuff  down  to  the  Com- 
mission and  Justice  Dept,  year  after 
year.  . . .” 

Sen.  Magnuson,  also  chairman  of  the 
Independent  Offices  Appropriations 
Subcommittee,  pointed  out  that  the 
FCC  had  never  asked  Congress  for 
more  funds  to  expand  its  activities  and 
told  Commissioner  Lee  to  be  prepared 
to  do  so  when  the  agency  appears  for 
its  1961  appropriations.  “The  record  is 
replete  with  questions  that  I have  asked: 
Do  you  need  more  money  or  help  for 


Mills 

FCC  nominee  Edward  K.  Mills 
disclosed  last  week  that  he  is  a life- 
time tenant  of  a trust  fund  which 
may  involve  a conflict  of  interest 
blocking  his  eligibility  to  serve  on 
the  commission. 

Appearing  before  the  Senate  Com- 
merce Committee  for  his  confirma- 
tion hearing,  Mr.  Mills,  a New  Jer- 
sey Republican,  disclosed  his  out- 
side interests  and  noted  that  com- 
missioners are  prohibited  by  Sec.  4 
(b)  of  the  Communications  Act  from 
having  a financial  interest  in  the 
manufacture  or  sale  of  radio  ap- 
paratus. 

He  said  the  trust  was  set  up  by  his 
father  and  is  administered  by  a New 
Jersey  bank.  Trust  stock  in  RCA 
(worth  $50,000)  and  General  Tele- 
phone ($25,000)  was  sold  at  his  re- 
quest, Mr.  Mills  said,  but  because 
of  capital  gains  taxes  the  trustees 
refused  to  sell  securities  in  Westing- 
house  Electric  and  General  Electric. 
The  GE  stock  is  worth  $90,000  and 
would  be  taxed  at  $20,000  if  sold, 
he  said.  He  did  not  give  the  value  of 
the  Westinghouse  stock  but  said  its 
disposal  would  cost  $7,000  in  taxes. 

The  FCC  nominee,  a deputy  ad- 
ministrator of  the  General  Service 


monitoring?”  the  chairman  said.  “The 
answer  has  always  been  no.  ...  We 
have  asked  time  and  time  again  whether 
or  not  you  had  the  authority  and  you 
have  always  said  you  had.” 

While,  In  the  Northwest  ■ Sen.  Mc- 
Gee opened  his  questioning  on  one 
of  his  favorite  subjects  — vhf  booster 
tv  service.  He  charged  that  the  com- 
mission’s postponement  of  rulemaking 
five  times  which  would  authorize 
new  vhf  boosters  has  made  “second 
or  third  or  fourth  class  tv  citizens”  of 
people  in  the  Northwest.  He  pointed  out 
the  latest  delay  was  until  June  30 — the 
date  Commissioner  Lee’s  present  term 
expires.  “Suppose  we  treated  your  nom- 
ination with  this  same  drift,”  Sen. 
McGee  mused. 

The  commissioner  said  that  he  would 
register,  not  license  vhf  boosters  now 
technically  operating  illegaly  but  would 
limit  all  new  boosters  to  uhf.  He  said 
the  latest  FCC  vote  on  the  rulemaking 
was  3-3  (he  was  against).  When  Sen. 
McGee  suggested  that  he  could  do  a 
great  service  by  breaking  the  tie,  Com- 
missioner Lee  replied  that  he  was  not 
ready  to  do  so. 

Sen.  Pastore,  who  held  booster  hear- 
ings in  the  Northwest  last  winter,  want- 
ed to  know  why  the  FCC  couldn’t  “cut 
the  red  tape”  and  authorize  boosters 


on  a case-by-case  basis  without  taking 
into  consideration  the  overall  picture. 
“Why  do  you  have  to  wait  to  get  a 
panoramic  program?”  he  asked.  The 
Rhode  Islander  said  that  if  he  were  the 
senator  from  Wyoming  (Sen.  McGee) 
he  would  advise  his  constitutents  to  go 
ahead  and  build  their  vhf  boosters  with- 
out official  sanction.  And  he  said,  he 
would  tell  them  to  “come  to  me”  if 
the  FCC  takes  any  action  against  them. 

When  Sen.  McGee  wondered  what 
the  commission  would  think  about  this 
course  of  action,  Commissioner  Lee 
replied:  “If  you  told  me  to  jump.  I’d  ask 
you  how  high.  ...  I am  in  a delicate 
spot.”  Earlier  at  the  very  beginning  of 
his  testimony,  the  nominee  told  the 
committee:  “I  happen  to  like  what  I 
am  doing  and  I would  like  to  continue 
doing  it.” 

An  Old,  Old  Story  ■ Sen.  Yarborough 
accused  KWTX-TV  of  gross  unfairness 
in  continuing  to  expose  its  weatherman, 
who  is  a candidate  for  the  state  legisla- 
ture. (He  incorrectly  stated  that  the 
station  did  not  employ  the  man,  Jack 
Woods,  until  after  he  entered  public 
life.)  He  also  was  highly  critical  of 
the  FCC’s  ruling,  upheld  in  court 
(Broadcasting,  April  25),  that  the  op- 
ponent was  not  entitled  to  equal  time. 

“I  am  greatly  disappointed  that  he 


may  have  conflict  of  interest 


A matter  of  trust 


Administration  from  1956  until  Jan. 
2,  1960,  said  that  he  had  no  control 
over  the  holdings  of  the  trust,  the 
income  of  which  he  shares  with  his 
brother.  He  said  that  several  pro- 
posals are  being  studied  for  negating 
the  conflict-in-interest  problem  but 
that  no  answer  has  been  found. 

Opinion  Sought  ■ Mr.  Mills  said 
that  he  had  sought  an  opinion  from 


the  FCC  general  counsel,  who  de- 
clined to  give  one.  The  committee 
members  agreed  that  such  an  opinion 
should  not  come  from  a commission 
staffer,  who  would  be  a subordinate 
of  Mr.  Mills  if  he  is  confirmed. 

The  commission  candidate  said 
that  he  and  his  wife  had  sold  stock 
they  owned  individually  in  four  elec- 
tronics firms — Bendix,  General  Elec- 
tric, General  Dynamics  and  a transis- 
tor manufacturer.  He  did  not  give 
the  value  of  these  holdings.  Mr.  Mills 
was  appointed  by  President  Eisen- 
hower to  serve  until  June  30,  1961, 
the  remainder  of  the  term  for  which 
former  Chairman  John  C.  Doerfer 
was  appointed. 

“I  want  my  record  to  be  clean  be- 
fore this  committee  acts  on  my 
nomination,”  Mr.  Mills  said.  Sen. 
Magnuson  said  the  problem  would  be 
referred  to  the  attorney  general  for 
an  opinion.  He  dismissed  Mr.  Mills 
from  further  questioning  until  such 
opinion  is  forthcoming. 

Mr.  Mills,  who  heard  the  question- 
ing of  Commissioner  Lee  just  before 
his  appearance,  said  that  he  had 
learned  a lot  from  the  verbal  barrage. 
“A  very  educational  program,”  he 
stated. 
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Once  upon  a time  there  were  two  men,  Adam 
and  Zeb. 

Adam  risked  all  his  savings  to  set  himself 
up  as  an  independent  neighborhood  merchant. 

Zeb  took  a factory  job  which  required  no 
risk  from  him. 

Neighborhood  competition  finally  caused 
Adam  to  go  broke  and  give  up  his  store.  He 
was  out  of  work  and  out  of  savings. 

Circumstances  eventually  made  Zeb’s  job 
unnecessary.  He  was  out  of  work,  but  he  had 
his  savings.  And  his  severance  pay.  And  his 
unemployment  compensation. 

Nobody  felt  sorry  for  Adam.  The  neighbor- 
hood shoppers  felt  justified  in  patronizing  the 
most  efficient  merchant.  It  was  Adam’s  own 
responsibility  if  he  couldn’t  keep  up.  Let  him 
retrain  himself  and  find  another  job. 

Many  people  felt  sorry  for  Zeb.  They  said 
the  factory  should  let  Zeb  stand  beside  the 
new  equipment  and  be  paid  even  though  he 
was  not  needed.  By  assumption,  he  owned  the 
job  which  he  had  not  created. 

America  was  built  by  the  Adams.  Is  it  going 
to  the  Zebs? 

REPUBLIC 

STEEL 

CLEVELAND  1,  OHIO 


The  constant  search  for  better  and  better 
steels  is  one  of  the  basic  ways  Republic  Steel 
is  trying  to  reduce  costs  and  combat  inflation. 

Materials  showing  exceptional  promise  in 
this  respect  are  consumable  electrode 
vacuum-melted  steels.  These  are  now  being 
produced  by  Republic  in  substantial  quan- 
tities for  the  missile  programs. 

These  vacuum-melted  steels  are  proving  to 
be  stronger,  more  ductile,  and  of  more  uni- 
form properties  than  those  produced  by  more 
conventional  methods. 

Republic  has  the  largest  capacity  for  pro- 
duction of  these  steels  in  the  industry,  and 
continues  a broad  research  program  into 
their  properties  and  potential  military  and 
civilian  applications. 
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[Lee]  thinks  that  the  Waco  weatherman 
case  is  fair  play.  . . . We  have  got  to 
be  watchdogs  over  the  commission,  too, 
if  this  is  the  commission’s  idea  of  fair 
play,”  the  Texan  said. 

Sens.  Pastore,  Yarborough  and  others 
said  that  KWTX-TV  should  take  Mr. 
Woods  off  the  air  because  of  the  ex- 
posure he  received  even  though  he  is 
not  identified  by  name.  Mentioned  sev- 
eral times  during  this  discussion  were 
(1)  the  special  watchdog  subcommittee, 
headed  by  Sen.  Yarborough,  of  the 
Commerce  Committee  and  (2)  the  com- 
mittee’s May  12  hearing  on  a bill  which 
would  require  stations  to  give  presi- 
dential and  vice  presidential  candidates 
one  hour  free  time  weekly  for  eight 
weeks  before  the  November  election. 

Several  times  during  the  hearing  a 
question  would  arise  with  Sen.  Mag- 
nuson  deferring  further  discussion  by 
referring  it  to  the  “watchdog”  group. 
He  said  the  subcommittee  will  request 
$45,000  to  get  its  work  started. 

Noting  that  hearings  begin  May  12 
on  the  free  time  bill  and  that  the  FCC 
will  be  called  up  later  for  an  “informal 
discussion,”  the  chairman  gave  this 
notice:  The  FCC  had  better  be  pre- 
pared for  “.  . . a great  deal  of  discus- 
sion and  conferences  and  hearings  on 
several  matters.” 

Legislation  Coming  ■ Sens.  Yarbor- 
ough and  McGee  got  from  Commis- 
sioner Lee  the  opinion — to  which  they 
violently  dissented — that  a station 
could,  under  the  law,  limit  the  amount 
of  time  it  sells  to  any  candidate  as  long 
as  the  limitation  is  applied  equally  to 
all.  Sen.  Pastore  asked  the  commis- 
sioner to  supply  the  committee  with  a 
brief  on  the  FCC’s  authority  to  curtail 
this  practice  after  several  instances  had 
been  cited.  He  indicated  that  legisla- 
tion is  planned  in  this  area. 

Sen.  Magnuson  warned  that  the  com- 
mittee is  going  to  keep  a close  watch  on 
the  allotment  of  time  for  political 
broadcasts  during  the  1960  elections. 
This,  he  said,  would  fall  under  the 
watchdog  subcommittee.  In  one  of  the 
few  instances  in  which  a Republican 
member  spoke  up,  Sen.  Hugh  Scott 
(Pa.)  agreed  with  the  stipulation  that 
the  shoe  fits  both  parties.  Sens.  Scott 
and  McGee  also  are  members  of  Sen. 
Yarborough’s  special  subcommittee. 

Sen.  Pastore  disputed  the  contention 
that  Sec.  315  prohibits  the  FCC  from 
requiring  stations  to  sell  political  time. 
He  interpreted  the  equal  time  provision 
as  applying  to  free  time  only  and  as 
having  no  bearing  on  time  sold  to  a 
candidate  by  a station. 

Agate  Type  ■ Sen.  Monroney  said 
the  FCC  has  the  authority  to  set  up 
standards  and  requirements  in  public 
service  programming  and  to  enforce 
them.  He  noted  public  service  require- 


ments are  mentioned  in  “agate  type”  in 
the  license  renewal  forms  and  refer  to  a 
document  (the  Blue  Book)  now  out  of 
print.  He  said  new  rules,  regulations 
and  definitions  should  be  issued  and 
widely  distributed  in  “10-point  type.” 
The  Oklahoman  said  he  was  not  re- 
ferring to  “types”  of  programming  but 
“amounts”  and  time  periods  in  which 
they  are  offered. 

He  was  joined  in  this  by  practically 
all  the  Democratic  members  present.  “I 
think  you  can  define  what  is  public 
service  without  getting  into  censor- 
ship,” said  Sen.  Magnuson.  Others  said 
the  commission  has  the  authority  to 
require  a certain  percentage  of  public 
service  programming  in  prime  time. 

The  Texas  senator  said  that  “it  is 
time  for  the  FCC  to  assert  its  regulative 
power  for  better  dissemination  of  pro- 
grams . . .”  He  said  the  FCC  should 
require  reports  on  public  service  pro- 
gramming “several  times  each  year” 
from  every  station  and  make  sure  the 
claims  are  factual  through  monitoring 
and  an  enforcement  program. 

Sen.  Pastore’s  view:  “The  fact  is  that 
the  networks  and  the  broadcasters  have 
been  left  pretty  much  on  their  own 
honor  as  to  whether  or  not  they  are 
equitably  allocating  the  time  with  refer- 
ence to  public  service  programming.” 
Commissioner  Lee  agreed  that  Con- 
gress should  keep  closer  watch. 

In  the  FCC’s  defense,  the  nominee 


Dope  documentary  ■ Robert  D. 

Wood  (r),  vice  president  of  CBS 
Television  Stations  Div.,  and  gen- 
eral manager  of  KNXT  (TV)  Los 
Angeles,  presents  a copy  of  the 
documentary  film  Hell  Flower, 
produced  and  presented  by 
KNXT,  to  Harry  J.  Anslinger, 
U.S.  Commissioner  of  Narcotics, 
in  Washington,  D.C.  The  program 
had  been  selected  by  the  narcotics 
bureau  as  suitable  for  use  in  its 
training  school.  The  station  spent 
months  preparing  the  hour-long 
program,  which  describes  the  evils 
of  addiction. 


noted  that  the  agency  is  “very  close”  to 
adopting  rulemaking  which  would  re- 
sult in  station  licenses  for  less  than 
three  years  (Broadcasting,  Feb.  8). 
Sen.  Magnuson  asked  the  witness  sev- 
eral times  if  this  could  be  done  without 
legislation  and  drew  an  affirmative  re- 
ply each  time.  The  senators  liked  the 
idea  of  the  short  authorizations.  Com- 
missioner Lee  also  said  he  thought, 
rather  than  trying  to  set  up  an  “arbi- 
trary yardstick”  on  public  service,  the 
FCC  should  require  stations  to  tell 
what  they  do  to  meet  the  needs  of  the 
public  and  evaluate  their  service  from 
such  a narrative  report. 

Final  No  From  Military  ■ Long  a 
champion  of  uhf,  the  commissioner 
said  that  if  the  band  is  going  to  be  used 
for  tv  the  FCC  should  start  considering 
ways  and  means  immediately.  He  said 
the  commissioners  present  disposition 
is  to  get  a final  “no”  from  the  govern- 
ment on  a proposed  swap  for  more 
vhf  space  (Broadcasting,  April  11). 
After  this  is  forthcoming,  the  commis- 
sion will  probably  come  to  grips  with 
the  problem,  he  said. 

Sen.  Monroney  commended  Com- 
missioner Lee  for  his  activities  on  be- 
half of  civil  defense  and  Conelrad  but 
at  the  same  time  wondered  if  maybe 
the  commissioner  wasn’t  out  of  Wash- 
ington too  often.  Commissioner  Lee 
replied  that  his  civil  defense  travel 
would  decrease  in  the  future,  although 
he  noted  that  he  was  going  to  Montana 
next  week.  In  his  defense,  he  said  that 
he  always  tried  to  schedule  his  trips  so 
that  he  would  not  miss  the  regular 
Wednesday  meeting  and  that  in  1959 
he  missed  only  three  regular  meetings 
and  only  two  so  far  in  1960. 

While  pleasantries  were  being  ex- 
changed just  before  Commissioner  Lee 
was  excused  from  the  witness  stand. 
Sen.  Pastore  said  to  no  one  in  partic- 
ular: “Wouldn’t  it  be  a shame  if  he  were 
not  confirmed  after  all  this.” 

Also  scheduled  to  testify  last  Wednes- 
day was  FTC  Chairman  Earl  W.  Kint- 
ner,  who  has  been  reappointed  for  a 
full  seven-year  term.  The  committee, 
however,  put  off  his  confirmation  ses- 
sion until  next  Wednesday  (May  4). 

New  catv  regulation 
considered  by  FCC 

Indirect  FCC  regulation  of  about 
one-half  of  the  nation’s  community 
antenna  tv  systems  may  be  just  around 
the  corner.  The  commission  reportedly 
is  giving  favorable  consideration  to  a 
proposal  to  take  microwave  facilities 
owned  by  the  catv  interests  they  serve 
out  of  the  common  carrier  classifica- 
tion and  place  them  in  the  “private 
users”  category. 

This  could  be  accomplished  through 
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rulemaking,  and  without  legislation, 
and  would  put  the  catv-owned  micro- 
waves  under  broadcast-type  regula- 
tions. Then,  it  is  expected,  the  FCC 
would  prohibit  such  microwaves  from 
relaying  to  their  simultaneous  duplica- 
tion of  the  programming  of  a local 
station. 

Such  microwave-catv  operations  rep- 
resent something  less  than  one-half  of 
the  community  systems  in  operation, 
an  FCC  source  reported.  And,  it  was 
stated,  the  commission  would  take 
necessary  steps  to  prevent  a catv  opera- 
tor from  selling  his  microwave  to 
negate  the  rule  if  it  is  adopted. 

Ever  since  catv  made  its  impact  felt 
in  sparsely-settled  areas,  stations  af- 
fected have  been  fighting  for  federal 
protection.  The  Senate  Commerce 
Committee  has  approved  a bill  (S2303) 
placing  catv  under  FCC  regulation  and 
a new  group  has  been  formed  in  Wash- 
ington (Closed  Circuit,  April  25)  to 
press  for  passage. 

■ Government  briefs 

NBC  'emergency'  plan  ■ NBC  last 
week  asked  the  FCC  to  allow  it  to 
demonstrate  the  transmission  of  sound 
within  the  video  information  thereby 
providing  an  emergency  source  of  sound 
in  the  event  of  failure  of  the  regular 
sound  circuit.  The  network  asked  per- 
mission to  insert  the  interleaved  sound 
in  NBC-TV  network  programs  as  they 
originate  or  pass  through  New  York 
studios.  WRC-TV  Washington  will  also 
contain  interleaved  sound  and  would  be 
available  to  FCC  personnel  for  study. 

More  time  ■ Clear  Channel  Broadcast- 
ing Service  and  KSL  Salt  Lake  City, 
Utah,  were  granted  more  time  (May  2 
to  June  1 ) for  filing  reply  comments  in 
the  FCC’s  proposed  clear  channel  rule- 
making.  Earlier  deadline  for  comments 
(April  1)  brought  deluge  of  replies 
(Broadcasting,  April  4).  Proceeding  is 
concerned  with  addition  of  class  II  un- 
limited channels  on  23  class  I-A  clear 
channels  and  increase  of  maximum  au- 
thorized power  for  clear  channel  sta- 
tions above  the  present  50  kw. 

Uhf  changes  ■ The  FCC  finalized  rule- 
making  last  week  to  shift  the  educa- 
tional tv  reservation  in  Kalamazoo, 
Mich,  from  ch.  74  to  ch.  46,  now  com- 
mercial. Ch.  74  will  revert  to  com- 
mercial use  effective  June  6.  Western 
Michigan  U.  petitioned  for  the  change. 

Move  to  L.A.  ■ KHJ-AM-FM  Holly- 
wood will  make  the  move  to  Los  An- 
geles. The  FCC  last  week  granted  the 
RKO  General  stations  modification  of 
licenses  to  change  their  studio  location 
from  Hollywood  while  renewing  their 
licenses. 
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PROGRAMMING  __ 

CBS’  CONVENTION  BLUEPRINT 

RTES  hears  plans  for  convention  coverage 


The  wide  open  topic  of  “How  to  Re- 
port a Political  Convention”  was  an- 
swered with  some  staggering  statistics 
Wednesday  (April  27).  Paul  Levitan, 
director  of  special  events,  CBS  News- 
and  executive  producer  for  cover- 
age of  the  1960  conventions  on  CBS 
Television  and  Radio,  and  J.  Gilbert 
Baird,  sales  promotion  manager,  Major 
Appliances  Div.,  Westinghouse  Electric 
Corp.,  took  the  wraps  off  their  respec- 
tive convention  plans  at  this  season’s 
last  round  table  luncheon  of  the  Radio 
& Television  Executives  Society,  New 
York. 

CBS  News,  Mr.  Levitan  said,  began 
entering  details  in  its  convention  plan 
book  nearly  two  years  ago.  The  docu- 
ment, resembling  “a  military  invasion 
blueprint,”  contains  more  than  300 
pages  in  its  final  form.  Item:  housing  in 
both  Los  Angeles  and  Chicago  for  a 
staff  of  278. 

Westinghouse,  with  5,000  major  ap- 
pliance and  television  dealers  and  more 
than  100,000  dealers  who  handle  its 
portable  appliances,  has  been  getting 
ready  to  provide  radio-tv  commercials, 
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most  of  them  live,  for  no  less  than  50 
hours  on  the  air  between  July  11  and 
Nov.  8,  according  to  Mr.  Baird.  Betty 
Furness,  commercial  spokeswoman  for 
Westinghouse,  and  Walter  Cronkite, 
CBS  News’  anchor  man  at  the  conven- 
tions, also  were  RTES  luncheon  guests. 

Sure  of  Audiences  ■ What  about 
audiences  for  this  year’s  major  political 
events?  Mr.  Baird  dispelled  doubts  on 
that  score,  despite  the  current  lack  of 
excitement  about  the  Republican  con- 
vention. “We  are  not  worried  about 
audiences,”  he  asserted;  “because  1956 
proved  that  people  are  interested.  At 
that  time  both  conventions  were  pretty 
well  cut-and-dried.  And  what  happened? 
Both  conventions  got  the  same  big  audi- 
ences— both  got  a big  88.3%  of  all  tv 
homes,  on  the  combined  networks. 

“The  average  time  per  person  watch- 
ing the  Democrats  was  9 hours  39 
minutes.  The  average  watching  Repub- 
licans was  less — 7 hours  22  minutes — 
but  the  Republican  convention  was  11 
hours  shorter,”  the  Westinghouse  execu- 
tive stated. 

A sidelight  on  the  extent  of  viewing 
in  1952  and  1956:  “Betty  Furness  was 
seen  so  often  . . . she  got  a lot  of  write- 
in  votes  in  November,”  Mr.  Baird  re- 
called. 

Westinghouse  has  set  up  rules  for  its 
radio-tv  messages.  Tv  commercials  will 
all  be  90  seconds  long;  radio  com- 
mercials will  all  be  one  minute.  Wher- 
ever possible,  Mr.  Baird  said,  the  com- 
mercials must  be  live.  Frequent  ad  libs 
based  on  the  excitement  of  the  conven- 
tion will  be  used  in  order  to  “make 
Westinghouse  an  intimate  part  of  a 
viewer’s  convention  experience.”  Com- 
plete tape  facilities  will  be  available  for 
occasional  use  where  there  might  be  a 
tricky  problem,  he  explained,  and  some 
product  stories,  like  total  electric  homes, 
submarines  etc.,  will  have  to  be  on  film. 

That  Live  Feeling  ■ There  will  be  a 
complete  set  of  recorded  commercials 
for  radio,  but  “We  are  going  to  in- 
troduce as  much  live  into  radio  as  we 
can,  to  give  it  the  live  feeling  we  are 
reaching  for  in  television.”  Mr.  Baird 
also  pointed  out  that  while  a sponsor  is 
entitled  to  seven  minutes  of  commercial 
time  per  daylight  hour,  and  six  minutes 
per  nighttime  hour,  during  the  1956 
conventions  Westinghouse  averaged  3 
minutes  20  seconds  an  hour.  “There 
were  many  times  when  we  went  well 
over  an  hour  between  commercials,”  he 
added. 

Other  guests  at  the  RTES  meeting  in- 
cluded representatives  of  the  three  ad- 


vertising agencies  handling  Westing- 
house commercials:  Lansing  B.  Lind- 
quist, vice  president  and  director  of  tv 
and  media,  Ketchum,  MacLeod  & 
Grove;  Tom  Losee,  executive  vice-presi- 
ident,  M-E  Productions  Inc.,  and  Hal 
Davis,  vice-president,  radio-tv,  Grey 
Adv. 

NEW  WAGE  OFFER 
Writers  mull  offer 
of  tv  film  producers 

The  tv-radio  branch  of  the  Writers 
Guild  of  America,  West,  meeting  Thurs- 
day evening  (April  28)  was  expected  to 
approve  terms  of  an  offer  made  by  a 
group  of  tv  film  producers  headed  by 
Four  Star  and  to  turn  down  the  offer 
of  the  tv  networks  for  their  filmed  pro- 
gram production.  At  least  such  action 
was  recommended  by  the  executive 
board  of  the  Guild’s  broadcast  branch 
as  well  as  by  the  WGAW  council. 

Never  in  WGAW  history  has  the 
membership  overidden  the  action  of 
these  governing  bodies. 

In  essence  the  Four  Star  offer  is  to 
raise  minimum  scale  10%  for  the  first 
two  years  of  a four-year  contract  with 
a second  raise  of  5%  compounded  for 
the  final  two  years.  The  network  pro- 
posal was  for  10%  plus  1%.  Both  of- 
fers contain  a 5%  pension  plan,  but 
the  networks  want  it  based  on  mini- 
mum scale  while  the  Four  Star  plan 
would  base  the  percentage  on  agreed 
salary  up  to  a maximum  of  double 
minimum  scale. 

Both  offers  include  recognition  of 
the  right  of  writers  to  participate  in 
proceeds  from  the  broadcasting  of  tv 
films  in  foreign  markets.  The  networks’ 
offer  is  to  consider  foreign  broadcasts 
on  the  same  basis  as  domestic  reruns. 
The  other  plan  calls  for  no  payment 
now  but  appointment  of  a fact-finding 
committee  to  study  the  matter  which 
will  become  a topic  for  inclusion  in  the 
negotiations  for  the  next  contract.  In 
either  case  the  new  pact  is  to  be  retro- 
active to  Feb.  1,  1960  and  extend  to 
Jan.  31,  1964. 

Could  End  Strike  ■ Acceptance  of  the 
Four  Star  plan  would  end  the  writers 
strike  against  Four  Star  Television, 
Brennan  Westgate  Productions,  Mar- 
terto  Enterprises,  Wyatt  Enterprises 
(all  members  of  the  Alliance  of  Tele- 
vision Film  Producers)  plus  Mayberry 
Enterprises,  Louis  F.  Edelman  Tv  Pro- 
ductions and  Northgate  Productions. 
Other  members  of  ATFP  would  still  be 
struck,  however,  as  would  the  Assn,  of 
Motion  Picture  Producers  for  both  the- 
atrical movies  and  tv  films.  The  WGA 
strike  against  ATFP  and  AMPP  began 
Jan.  16.  In  March  the  writers  also 
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struck  the  tv  film  activities  of  the  net- 
works but  an  agreement  was  reached 
which  prevented  a strike  against  live 
network  programs  in  radio  as  well  as 
tv. 

Negotiations  between  ATFP  and 
WGAW  continued  through  Thursday 
after  aroused  hope  that  by  the  time  of 
the  union’s  evening  meeting  the  Four 
Star  plan  would  have  become  an  ATFP 
plan.  No  such  hope,  however,  existed 
for  any  agreement  between  the  writers 
and  the  major  movie  studios.  On 
Wednesday,  AMPP  reported  that  the 
union  had  rejected  its  offer  which  was, 
in  essence,  the  same  formula  which 
AMPP  and  the  Screen  Actors  Guild 
worked  out  to  end  the  actors’  strike 
against  the  motion  picture  studios. 

The  SAG  contract  with  the  tv  film 
producers  runs  through  May  31  and 
negotiations  for  a new  pact  have  not 
yet  begun.  Negotiating  sessions  with  the 
Screen  Directors  Guild,  whose  joint 
contract  expired  April  30,  were  to  have 
been  held  last  week  but  were  postponed 
to  permit  the  film  producers  to  concen- 
trate on  their  dealings  with  WGAW. 

Radio-tv  business 
grows  for  news  wires 

The  growing  importance  of  broadcast 
operations  in  the  activities  of  United 
Press  International  and  Associated 
Press  was  stressed  in  the  groups’  an- 
nual reports  released  last  week  during 
the  convention  of  the  American  News- 
paper Publishers  Assn,  in  New  York 
(see  separate  story,  page  48). 

UPI’s  report,  embodying  contribu- 
tions by  various  company  executives, 
stressed  the  growth  in  membership  and 
expansion  of  services  during  the  past 
year.  Radio  station  membership  in  the 
U.S.  was  placed  at  2,002,  up  from  ap- 
proximately 1,900  in  the  previous  year. 
A total  of  419  tv  stations  receive  some 
form  of  UPI  service,  consisting  of  the 
newswire,  newsfilm  or  facsimile.  It  was 
pointed  out  that  if  UPI  included  its 
overseas  activities,  the  figures  would  be 
“considerably  higher.” 

William  R.  Higginbotham,  manager 
of  United  Press  Movietone,  reported 
that  during  1959,  the  unit  moved,  for 
the  first  time,  in  the  area  of  delivering 
newsfilm  by  video  tape  cable  circuits. 
The  system  was  put  into  operation  in 
the  U.S.  and  Canada  for  the  Khru- 
shchev visit  to  this  country,  and  in 
Europe  during  President  Eisenhower’s 
tour  of  the  Middle  East.  Mr.  Higgin- 
botham said  that  similar  ventures  will 
be  undertaken  by  UPMT  during  1960 
on  “big  news”  events. 

Dean  C.  Miller,  national  radio  man- 
ager, described  steps  taken  in  the  past 
year  to  improve  coverage  to  stations. 
Cited  by  Mr.  Miller  were:  expansion  of 
weather  and  sports  coverage;  increased 


Look  ma,  no  actors 

Television  drama  is  catching  up 
with  those  avant-garde  commer- 
cials that  use  no  dialog.  The  first 
play  of  a double  bill  on  the  CBS 
Television  Workshop  yesterday 
(May  1,  noon-1 2:55  p.m.  EDT) 
used  neither  actors  nor  words. 
“After-thought,”  by  Guy  Parent, 
tells  a story  of  love  and  crime  by 
such  audio-visual  devices  as  a 
florist’s  bill,  a rejected  engage- 
ment ring,  a telephone  click,  con- 
cert tickets,  flowers,  soft  music, 
the  thud  of  a weapon  and  the 
thump  of  a dead  body.  The  au- 
thor of  the  half-hour  experiment- 
al script  is  a cameraman-writer 
with  Canadian  Broadcasting 
Corp.,  Montreal.  CBS-TV  Work- 
shop signed  off  for  the  season 
yesterday  to  return  Sunday, 
Oct.  2. 


emphasis  on  “in  depth”  spot  coverage 
and  activation  of  the  high-speed,  coast- 
to-coast  double  trunk  wire,  “pumping” 
more  news  more  rapidly  into  UPI’s 
broadcast  news  headquarters  in  Chi- 
cago. 

AP  Praises  Stations  ■ The  report  is- 
sued by  the  AP  board  of  directors,  sup- 


plementing an  earlier  one  issued  by  the 
association’s  general  manager  (Broad- 
casting, April  18),  praised  radio-tv 
stations  for  their  cooperation  in  helping 
to  provide  news  coverage.  The  report 
noted  there  has  been  “a  notable  increase 
in  the  exchange  of  news  among  fellow 
members;  as  of  today  there  are  mem- 
ber stations  in  692  communities  in 
which  there  are  no  member  papers,  and 
two-thirds  of  the  stations  also  are  pro- 
tecting the  association  regularly  on  the 
news  of  their  areas.” 

The  report  pointed  out  that  this  is 
the  20th  anniversary  of  the  AP  mem- 
bership’s final  approval  of  the  board’s 
program  for  serving  commercial  broad- 
casters. Broadcast  membership  has 
grown  over  the  years,  according  to  the 
report,  and  now  numbers  2,042  radio- 
tv stations,  as  compared  with  1,878  at 
the  end  of  1958. 

Benjamin  M.  McKelway  of  the 
Washington  Star  (WMAL-AM-FM-TV 
Washington)  was  re-elected  president  of 
AP.  Others  elected  were:  Richard  W. 
Clarke,  New  York  Daily  News  (WPIX 
[TV]  New  York),  1st  vice  president; 
Raymond  L.  Spangler,  Redwood  City 
(Calif.)  Tribune,  2nd  vice  president, 
Lloyd  Stratton  and  Robert  Booth,  both 
of  AP,  were  re-elected  secretary  and 
treasurer  respectively.  Frank  Starzel 
continues  as  AP  general  manager. 
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HOW  TV  RESHAPES  EDUCATION 

Study  sees  major  changes  in  school  design 


The  impact  of  teaching  by  tv  will 
bring  about  substantial  changes  in  the 
design  of  the  nation’s  schools,  accord- 
ing to  a study  by  Educational  Facilities 
Labs,  an  independent  New  York  group 
set  up  by  the  Ford  Foundation. 

EFL  conducted  a 10-month  research 
and  development  program  in  a move  to 
aid  American  colleges  and  other  schools 
with  physical  problems  involving  space, 
layout  and  design.  Collaborating  was 
Dave  Chapman  Inc.,  industrial  design 
firm,  headquartering  in  Chicago. 

Among  its  findings: 

* Television  means  teaching  both 
larger  and  smaller  groups  than  has  been 
conventional. 

■ Teachers  can  use  tv,  audio  tapes, 
records  and  other  communication  modes 
more  easily  if  integrated  audio-visual 
systems  are  installed  in  all  rooms. 

■ Video  tape  recorders  will  be  avail- 
able “within  a few  years,”  enabling 
schools  to  use  programs  to  their  best 
advantage  “just  as  commercial  tv  sta- 
tions can  now.” 

■ Television  does  not  pose  any  spe- 
cial problems  with  respect  to  lighting, 
ventilation  and  acoustics  for  instruction 
purposes. 

■ A variety  of  tv  equipment  is  avail- 
able to  schools  today  within  a broad 
range  of  prices. 

The  board  of  EFL,  established  by  the 
Ford  Foundation  in  1958,  includes 
Frank  Stanton,  president  of  CBS  Inc.; 
Milton  C.  Mumford  (chairman);  presi- 
dent of  Lever  Bros.;  Alvin  C.  Eurich 
(vice  chairman),  director  of  Fund  for 
Advancement  of  Education,  and  Clay 
P.  Bedford,  president  of  Kaiser  Air- 
craft & Electronics  Corp. 


Another  ‘Race’ 

David  L.  Wolper  Productions, 
whose  Race  For  Space  documen- 
tary was  broadcast  last  week  on  a 
“fourth  network”  of  104  stations 
which  individually  broadcast  the 
hour-long  filmed  program,  will 
produce  six  more  such  programs, 
starting  with  “The  American 
Woman  in  the  20th  Century.” 
David  Wolper,  head  of  the  com- 
pany, announced  that  Malvin 
Wald  has  been  signed  to  write 
the  script  and  Jack  Heley  Jr.  to 
produce  this  program.  The  others 
will  all  be  in  production  by  sum- 
mer, Mr.  Wolper  said.  They  will 
be  released  either  by  the  tv  net- 
works or  independently  as  Race 
For  Space  was. 


Educational  Facilities  Labs  said  it 
initiated  the  survey  in  response  to  many 
inquiries  on  the  implication  of  tele- 
vision for  school  design.  And,  it  adds 
pointedly:  “Today,  with  over  a half- 
million students  receiving  some  of  their 
instruction  by  television,  teaching  by 
tv  is  no  longer  an  experiment.” 

Ambitious  debate 
plan  hits  some  snags 

The  ambitious  plans  of  a three-net- 
work coverage  of  the  Humphrey-Ken- 
nedy  debate  during  the  West  Virginia 
primary  campaign  all  but  fell  apart  last 
week.  As  of  Thursday  (April  28),  only 
NBC-TV  still  had  hopes  of  telecasting 
both  candidates  for  the  Democratic 
presidential  nomination  (Broadcasting, 
April  25). 

CBS-TV  turned  down  the  April  22 
offer  of  the  Charleston  Gazette  to  pick 
up  its  sponsored  one-hour  tv  debate, 
which  will  originate  at  WCHS-TV 
Charleston,  an  ABC  affiliate,  and  will 
be  carried  by  stations  in  Wheeling, 
Clarksburg,  Parkersburg  and  Bluefield. 
CBS-TV  wired  the  newspaper  Thursday, 
that  “because  of  problems  arising  out 
of  Sec.  3 1 5 of  the  Communications  Act, 
it  is  impractical  for  us  to  accept  your 
offer.” 

ABC-TV,  meanwhile,  had  not  ex- 
pressed further  interest  in  carrying  the 
debate.  NBC-TV  still  was  negotiating 
with  the  senators  over  an  undisclosed 
time  period,  and  apparently,  a way  to 
avoid  conflict  with  Sec.  315. 

■ Film  sales 

American  Civil  War  (Produced  for 
Westinghouse  Broadcasting;  distributed 
by  Trans-Lux  Television  Corp.) 

Sold  to  WAGA-TV  Atlanta;  WMAL- 
TV  Washington,  D.C.;  WKRC-TV  Cin- 
cinnati; WBRC-TV  Birmingham;  KLZ- 
TV  Denver;  WPRO-TV  Providence; 
WAST  (TV)  Albany,  N.Y.,  and  KOLO- 
TV  Reno,  Nev. 

Now  in  30  markets. 

Home  Run  Derby  (ZlV-United  Artists 
TV) 

Sold  to  Hardaway  Motors  Co.  and 
Midas  Mufflers  for  WTVM  (TV)  Co- 
lumbus, Ga.;  Super  Tire  Market  for 
KSL-TV  Salt  Lake  City;  Don  Allen 
Chevrolet  for  WSOC-TV  Charlotte, 
N.C.,  and  John  Barry  Motors  (Volks- 
wagen) on  KODE-TV  Joplin,  Mo. 

Now  in  125  markets. 

Felix  The  Cat  (Trans-Lux) 

All  cartoon  segments  currently  being 


dubbed  into  Spanish  for  distribution 
through  Freemantle  International  Inc. 
to  Spanish  speaking  countries  in  the 
Western  Hemisphere. 

Now  in  65  U.S.  markets. 

Adventures  of  Jim  Bowie  (ABC  Films) 

Sold  to  KTVI  (TV)  St.  Louis; 
WGAL-TV  Lancaster,  Pa.;  WSUN- 
TV  St.  Petersburg,  Fla.;  KOSA-TV 
Odessa-Midland,  Tex.;  KMMT  (TV) 
Austin,  Minn.;  XETV  (TV)  Tijuana- 
San  Diego;  WTOC-TV  Savannah,  Ga.; 
KELP-TV  El  Paso,  Tex.,  and  WWLP 
(TV)  Springfield,  Mass. 

Meet  McGraw  (ABC  Films) 

Sold  to  WHBQ-TV  Memphis,  Tenn.; 
KVKM-TV  Monahans,  Tex.;  WCYB- 
TV  Bristol,  Va.;  WITN-TV  Washing- 
ton, N.C.;  KFDX-TV  Wichita  Falls, 
Tex.;  WALB-TV  Albany,  Ga.;  WTHI- 
TV  Terre  Haute,  Ind.,  and  KDAL-TV 
Duluth,  Minn. 

CBS-TV  units  win 
Lasker  medical  awards 

KMOX-TV  St.  Louis  and  CBS  Re- 
ports were  among  the  winners  of  the 
1959  Albert  Lasker  Medical  Journalism 
Awards  announced  Thursday  (April  28) 
by  the  Albert  and  Mary  Lasker  Foun- 
dation, New  York. 

KMOX-TV,  a CBS-owned  station, 
won  the  11th  annual  broadcast  media 
award  for  The  Changing  Mind,  a series 
of  13  programs  on  community  progress 
in  the  treatment  of  the  mentally  ill,  and 
a program  depicting  corneal  transplant 
surgery.  CBS  Reports’  presentation  of 
“The  Population  Explosion”  received 
the  broadcasting  division’s  special  award 
for  its  examination  of  the  world’s  popu- 
lation growth.  Fred  Friendly,  Av 
Westin  and  Howard  K.  Smith  produced 
the  network  program,  which  was  spon- 
sored by  Bell  & Howell  and  B.F.  Good- 
rich. 

■ Program  notes 

Silent  comedies  ■ Comedy  classics  of 
the  silent  screen  era  comprise  a new 
film  package  to  be  put  in  syndication 
by  National  Telepix  Inc.,  N.Y.  The 
company  acquired  distribution  rights 
to  400  Hal  Roach  comedies,  which  will 
be  prepared  for  national  syndication 
with  original  music  composed  and  con- 
ducted by  Jack  Saunders.  Each  unit  is 
to  run  13V£  minutes,  it’s  reported.  The 
films  feature  such  early-day  film  stars 
as  Laurel  and  Hardy,  Will  Rogers, 
Jackie  Cooper,  Mabel  Norman  and  the 
Keystone  Cops. 

Reports  on  UA  ■ United  Artists  Corp., 
which  had  estimated  total  revenues  of 
approximately  $95  million  for  the  year 
ended  Jan.  2,  could  boost  its  1960  rev- 
enues to  $125  million,  according  to  a 
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Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EDT). 


NBC-TV 

May  2-6,9-11  (6:30-7  a.m.)  Continen- 
tal Classroom. 

May  2-6,9-11  (11-11:30  a.m.)  Price 
Is  Right,  participating  sponsors. 

May  2-6,9-11  (12:30-1  p.m.)  It  Could 
Be  You,  participating  sponsors. 

May  2 (9:30-11  p.m.)  The  Hallmark 
Hall  of  Fame,  Hallmark  through  Foote, 
Cone  & Belding. 

May  3,10  (8:30-9:30  p.m.)  Ford  Star- 
time, Ford  through  J.  Walter  Thompson. 

May  3,10  (9:30-10  p.m.)  Arthur  Mur- 
ray Party,  P.  Lorillard  through  Lennen  & 
Newell  and  Sterling  Drug  through  Norman, 
Craig  & Kummel. 

May  4,11  (8:30-9  p.m.)  Price  Is  Right, 
Lever  through  Ogilvy,  Benson  & Mather 
and  Speidel  through  Norman,  Craig  & 
. | Kummel. 

May  4,11  (9-10  p.m.)  The  Perry  Como 
Kraft  Music  Hall,  Kraft  through  J.  Walter 
Thompson. 

May  5,12  (9:30-10  p.m.)  The  Ford 
Show,  Ford  through  J.  Walter  Thompson. 

May  6 (8:30-9:30  p.m.)  The  Art  Carney 
Show,  AC  Spark  Plugs  through  D.P. 
Brother  and  United  Motor  Service  through 
Campbell-Ewald. 

May  6,13  (9:30-10  p.m.)  Masquerade 
Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Grey  Adv. 

May  7 (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

May  7 (10:30-11  a.m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

May  7 (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

May  8 (8-9  p.m.)  Music  On  Ice,  sustajn- 
I-  J ing. 

May  8 (9-10  p.m.)  The  Dinah  Shore 
Chevy  Show,  Chevrolet- through  J.  Walter 
Thompson. 

May  9 (10-11  p.m.)  Another  Evening 
With  Fred  Astaire,  Chrysler  through  Leo 
Burnett. 


research  report  on  the  company  issued 
recently  by  Francis  I.  du  Pont  & Co., 
j N.Y.  In  March  of  this  year  UA  ac- 
quired Ziv  Television  Programs,  which 
is  seen  as  the  major  source  of  in- 
lY  I creased  revenues.  Ziv’s  1959  revenues 
were  estimated  at  $25  million  and 
..  j operating  income  at  $4  million.  The 
report  also  notes  that  with  the  increase 
! in  UA’s  tv  filming,  the  company  “is 
looking  to  the  acquisition  of  tv  sta- 
tions, which  would  be  a logical  outlet 
for  its  feature  films.” 

Mounties  coming  ■ California  Na- 
tional Productions  Inc.,  New  York, 
-e  has  acquired  U.S.  distribution  rights  to 
j R.C.M.P.,  a tv  film  drama  series  based 
I on  exploits  of  the  Royal  Canadian 
Mounted  Police.  Currently  shown  on 
the  CBC  network,  the  series  was  pro- 
duced by  Crawley  Films  Ltd.,  under 
contract  with  the  CBC,  the  BBC  and 
Crawley,  McConnell  Ltd.  Foreign  dis- 
tribution rights  were  assigned  to  Fre- 
mantle International  Inc.  Gilles  Pelle- 
tier stars  as  Corporal  Gagnier  in  the 
39  half-hour  episodes. 

Prize  winner  ■ WPON  Pontiac,  Mich., 
was  among  the  winners  of  awards  for 
outstanding  educational  and  cultural 
programs  given  by  the  Detroit  Ad- 


visory Council  on  Educational  Tele- 
vision and  Radio.  Youth  Forum,  broad- 
cast each  Sunday  1-1:30  p.m.,  was  the 
winning  program.  It  features  a panel  of 
teenagers  discussing  various  topics  of 
importance. 

'Danny'  re-runs  ■ NBC-TV  has  ac- 
quired exclusive  rebroadcast  rights  to 
all  episodes  of  The  Danny  Thomas 
Show  now  carried  on  CBS-TV,  and 
will  schedule  the  repeat  telecasts  as 
Monday-through-Friday  daytime  pro- 
gramming, starting  on  a date  to  be  an- 
nounced. NBC-TV  has  re-run  rights  to 
218  episodes  produced  to  date  and 
others  that  may  be  produced. later.  The 
transaction  was  negotiated  with  Mar- 
terto  EnterprisesTnc.,  of  which  Danny 
Thomas  is  a principal. 

Musicians,  Telemeter 
sign  for  pay-tv  work 

As  an  example  of  things-to-come  in 
the  pay  tv  field,  the  American  Federa- 
tion of  Musicians  announced  last  Thurs- 
day (April  28)  that  it  has  signed  an 
agreement  with  Paramount  Pictures’ 
International  Telemeter  Division  for  the 
employment  of  musicians  in  a taped 
production  of  “The  Consul”  for  show- 
ing over  the  Toronto  pay  tv  system. 

The  two-hour  production  of  Gian 
Carlo  Menotti’s  opera,  is  being  taped 
in  New  York,  using  28  musicians.  Her- 
man D.  Kenin,  AFM  president,  said 
the  pioneer  contract  establishes  a “new 
high  in  wages”  for  recording  musicians 
and  specifies  “precedent  making  guar- 
antees for  the  exclusive  use  of  live 
music.”  Mr.  Kenin  reported  that  each 
musician  will  be  paid  not  less  than  $60 
per  session  (three  hours  of  recording), 
plus  a five  percent  pension-welfare  con- 
tribution. 

Under  the  terms  of  the  contract  for 
the  pilot  opera,  AFM  said,  Telemeter 
agrees  to  negotiate  a two-year  collective 
bargaining  agreement  covering  the  em- 
ployment of  musicians  in  all  its  produc- 
tions. The  union  added  that  the  com- 
pany has  agreed  to  utilize  only  live 
music  in  all  of  its  pay-as-you-see  tv 
productions. 

A spokesman  for  Telemeter  later 
confirmed  the  details  of  the  initial 
agreement  and  indicated  that  contracts 
with  other  unions  will  be  signed  “as 
the  need  comes  up.”  He  noted  that 
Telemeter  plans  to  produce  dramatic 
plays,  musicals,  ballet  and  other  enter- 
tainment forms  but  could  not  provide 
additional  details  at  this  time.  The 
Toronto  system  has  been  presenting 
feature  films  almost  exclusively,  except 
for  the  feeding  of  some  hockey  games 
and  amateur  boxing  bouts  from  Madi- 
son Square  Garden  in  New  York.  No 
date  has  been  set  for  showing  “The 
Consul.” 


In  New  York  City 


■ \ mm  ism 


has  MORE 

Negro  programming 

than  ALL  other 
stations  combined 


reel  good 
listening! 


For  answers  to  your  tape  problems,  see 
your  3M  representative  or  write:  3M  Com- 
pany, Dept.  MBX-50,  St.  Paul  6,  Minn. 
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‘A  rose  by  any  other  name  . . . ’ 


The  20  Mule  Team  Products  Div. 
of  U.S.  Borax  & Chemical  Co.  is 
putting  52  of  its  Death  Valley  Days 
programs  into  rerun  syndication 
through  Crosby/ Brown  Productions. 
The  Borax  Co.  has  completely  re- 
vamped the  shows  to  remove  all 
identification  with  itself,  even  to 
eliminating  the  familiar  bugle  call 
opening.  The  rerun  series,  has  been 
retitled  The  Pioneers. 

Any  station  acquiring  the  right  to 
show  The  Pioneers  may  do  so  at 
whatever  time  of  day  it  sees  fit. 
There  are  no  restrictions  to  the  num- 
ber of  commercials  that  may  insert 
into  each  half-hour  episode,  al- 
though they  are  tailored  for  three 
commercial  breaks.  Nor  is  there  any 
restriction  as  to  the  nature  of  the 
program’s  sponsorship;  even  com- 
petitive products  are  permitted.  The 
station  is  asked  not  to  schedule  The 
Pioneers  opposite  Death  Valley 
Days,  but  that  is  all. 

Well,  nearly  all.  U.S.  Borax  is 
not  selling  the  tv  series  outright, 
either  to  the  stations  nor  to  Crosby/ 
Brown.  Instead,  they  are  being  made 
available  on  an  exchange  basis,  giv- 
ing the  programs  to  the  stations  in 
exchange  for  commercial  time  to  be 
used  to  advertise  the  company’s 
soaps  and  powders.  Barter  is  the 
usual  word  for  the  process.  But 
U.S.  Borax  prefers  to  call  it  ex- 
change. 


The  company  has  limited  distribu- 
tion of  The  Pioneers  to  the  75  mar- 
kets in  which  it  wishes  to  increase 
its  own  tv  advertising  to  housewives. 
The  list  closely  matches  the  top  75 
markets  in  the  nation.  While  the 
stations  may  broadcast  the  programs 
whenever  they  wish,  the  Borax  com- 
mercials are  to  be  put  on  during  the 
daytime  hours  when  the  women  of 
the  house  make  up  the  tv  audience. 

The  deal  is  non-commissionable. 
That  is,  the  station  gets  the  program 
and  gives  the  spots  on  a straight 
trade  basis  with  no  payment  to  the 
U.S.  Borax  agency  ( McCann-Erick- 
son),  which,  like  Crosby/ Brown,  is 
paid  a fee  for  its  services.  Whether 
there  is  any  commission  to  the  sta- 
tion representative  depends  on  the 
station’s  contract  with  its  rep. 

Crosby/ Brown  was  instructed  to 
place  the  series  in  the  75  markets 
chosen  by  U.S.  Borax  and  was  given 
four  months  to  complete  the  assign- 
ment, with  the  requirement  that  the 
program  must  be  placed  in  60%  of 
the  markets  if  C/B  is  to  retain  dis- 
tribution rights  to  the  series.  Last 
week,  with  the  time  half  gone,  the 
program  was  set  in  36  markets,  47% 
of  the  total,  and  tentative  arrange- 
ments made  by  C/B  in  25  others 
were  awaiting  approval  of  the  com- 
pany and  its  agency.  The  series  has 
already  started  on  more  than  30 
stations. 


SR  BOUQUETS 
Magazine  awards 
given  to  16  shows 

Sixteen  shows  (one  of  them  radio,  the 
rest  tv)  and  a congressional  committee 
share  bouquets  with  magazine  adver- 
tisers in  this  year’s  Saturday  Review 
Advertising  Awards. 

A special  citation,  only  the  third  to 
be  made  in  eight  years  of  the  awards, 
went  to  the  House  Special  Subcommit- 
tee on  Legislative  Oversight  “for  finally 
exposing  the  specious  programming 
and  advertising  practices  of  television 
and  radio,  from  the  fixed-quiz  scandals 
and  payola  to  sponsor  misrepresenta- 
tions, which  were  undermining  the  in- 
tegrity of  these  great  communications 
media  and  endangering  their  ultimate 
ability  and  that  of  the  advertisers  to 
serve  the  American  public;  for  setting 
in  much  overdue  motion  governmental 
policies  and  industry  measures  to  rem- 
edy a sorry  situation  that  had  ill  served 
the  public  interest;  for  reaffirming  the 
unique  power  of  congressional  investi- 
gation to  safeguard  the  general  wel- 
fare, a power  too  vital  to  be  curtailed 
despite  recurrent  abuses  of  it  by  Con- 
gress.” 

On  the  Air  ■ The  judges,  represent- 
ing agencies,  advertisers,  educators  and 
other  professionals,  singled  out  these 
sponsors  and  programs  for  public-inter- 
est citations  in  the  SR  April  23  issue: 

Ford  Motor  Co.,  Leonard  Bernstein 
& the  New  York  Philharmonic,  CBS- 
TV,  “for  a masterful  display  in  a mass 
medium  of  the  art  of  teaching  under- 
standing and  appreciation  of  great 
music.  . . .” 

The  Khrushchev  Visit,  ABC-TV,  “for 
distinguished  coverage  . . . scooping 
the  other  networks  ...  by  providing 
the  network’s  own  interpreter  whose 
unedited  translations  . . . often  pro- 
viding an  illuminating  contrast  with 
the  smooth,  diplomatic  versions  of 
[Khrushchev’s]  official  interpreter.” 

NBC  News,  NBC-TV,  “for  inde- 
pendence of  editorial  opinion  and  will- 
ingness to  comment  sharply,  often  cour- 
ageously, on  news  of  the  day.  The 
team  of  Chet  Huntley  and  David  Brink- 
ley  have  continued  to  perform  responsi- 
bly at  a general  level  much  above  what 
passes  for  news  coverage  elsewhere.  . . .” 

Olin  Mathieson  Chemical  Corp., 
Small  World,  CBS-TV,  “for  a forth- 
right, intelligent,  probing  exploration 
of  a provocative,  controversial  subject 
matter.  . . 

Bell  & Howell  Co.  and  B.  F.  Good- 
rich Co.,  “The  Population  Explosion,” 
CBS-TV,  . . for  an  outstanding 
achievement  in  television  documentary 
from  the  able  CBS  Reports  series  that 
used  prime  evening  time  for  a serious 


dramatic  discussion  of  a serious  prob- 
lem. ...” 

CBS,  Young  People’s  Concerts  With 
Leonard  Bernstein,  CBS-TV,  “for  mak- 
ing classical  music  meaningful  and 
enchanting  to  children.  . . .” 

The  Texas  Co.,  The  Metropolitan 
Opera,  CBS  Radio,  “for  faithful  de- 
votion year  after  year  to  the  music-lov- 
ing public  of  the  United  States.  . . .” 
Prudential  Insurance  Co.  of  America, 
The  20th  Century,  CBS-TV,  “for  adult, 
responsible  reporting  of  the  history  of 
our  times.  . . 

NBC,  NBC  Opera,  NBC-TV,  “for 
original  and  tasteful  presentation  of 
opera  to  a mass  audience.  ...” 

National  Telefilm  Assoc.,  The  Play 
of  the  Week,  WNTA-TV,  “for  creating 
a new  television  format,  breaking 
through  the  old  programming  stereo- 
type of  the  single  slot,  thus  making 
available  to  a discriminating  audience, 
seven  days  a week,  a distinguished 
example  of  serious  drama.  . . 

Just  Missed  ■ These  six  were  runners- 
up  in  a “close”  vote: 

Bell  Telephone  System,  Bell  Tele- 
phone Hour,  NBC-TV;  American  Gas 


Assn.,  Allstate  Insurance  Co.  and  R.J. 
Reynolds  Tobacco  Co.,  Playhouse  90, 
CBS-TV;  Monsanto  Chemical  Co., 
Conquest,  CBS-TV;  Equitable  Life  As- 
surance Society  of  the  U.S.,  Our  Amer- 
ican Heritage;  E.I.  duPont  de  Nemours 
Co.,  duPont  Show  of  the  Month,  CBS- 
TV,  and  Revlon  Inc.,  Tonight  With 
Belafonte,  CBS-TV. 

Hillman  awards  given 

ABC  Radio  news  commentator  Ed- 
ward P.  Morgan  received  the  Sidney 
Hillman  award  for  radio  news  at  the 
10th  annual  awards  luncheon  given  in 
New  York  last  Tuesday  (April  26)  by 
the  Hillman  Foundation  and  its  parent 
organization,  Amalgamated  Clothing 
Workers  of  America.  Singled  out  for  a 
special  award  was  National  Telefilm 
Assoc. 's  tv  drama  series,  The  Play  of 
the  Week.  Ely  Landau,  NTA  board 
chairman,  accepted  the  award.  Mr. 
Morgan  was  honored  for  his  program 
Edward  P.  Morgan  and  the  News  (Mon.- 
Fri.  7-7:15  p.m.  EDT),  which  is  spon- 
sored by  the  AFL-CIO.  The  awards 
carry  a scroll  and  a $500  cash  prize. 
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‘On  parle  francais’ 
on  new  Manitoba  tv 

CBWFT  (TV)  St.  Boniface,  Man., 
ch.  6,  began  telecasting  on  April  24  as 
the  first  French-language  tv  station  in 
western  Canada.  Station  will  use  video- 
tape and  film  programs  from  the  Ca- 
nadian Broadcasting  Corp.  French- 
language  network  in  Quebec  province. 
CBWFT  uses  same  tower  and  antenna 
as  CBWT  (TV)  Winnipeg,  Man.,  which 
formerly  telecast  French-language  pro- 
grams on.  Saturdays  and  Sundays.  St. 
Boniface  is  across  Red  River  from  Win- 
nipeg. 

CFCF-TV  Montreal,  Que.,  has  now 
officially  been  granted  its  license  by 
the  Canadian  Dept,  of  Transport  for 
an  English-language  station  on  ch.  12. 
At  the  same  time  Paul  L’ Anglais  and 
associates  has  been  granted  a ch.  10  tv 
station  license  for  French-language  pro- 
grams at  Montreal.  Both  were  recom- 
mended for  licenses  by  the  Board  of 
Broadcast  Governors  (Broadcasting 
March  28). 

Channel  Islands’  tv 
contract  offered 


Great  Britain’s  Independent  Tele- 
vision Authority  has  announced  that  if 
the  Tv  Act  is  extended  to  the  Channel 
Islands  it  will  offer  the  program  con- 
tract to  Channel  Islands  Communica- 
tions (Television)  Ltd.  This  group,  un- 
der the  chairmanship  of  Sen.  George 
Troy  of  Jersey,  includes  Arthur  Harri- 
son, managing  editor  of  the  Jersey 
Evening  Post,  and  Gervaise  Peek,  man- 
aging director  of  the  Guernsey  Star. 
Reliable  sources  report  that  the  act  is 
likely  to  be  extended  to  cover  the 
islands  and  that  construction  will  prob- 
' ably  begin  in  late  1961  or  early  1962, 
subject  to  certain  technical  difficulties 
that  the  ITA  hopes  to  overcome.  Tiiis 
station  is  expected  to  have  a coverage 
^ area  of  100,000  people  and  should  give 
service  to  all  the  islands  with  the  possi- 
ble exception  of  Alderney. 

Southam  to  divest 

Southam  Co.  Ltd.,  Toronto,  Ont., 
Canadian  newspaper  chain  with  in- 
terest in  radio  and  television  stations, 
plans  to  divest  its  control  of  radio 
stations  in  cities  where  it  also  has 
newspapers.  It  will  expand  its  interest 
in  radio  and  television  stations 
throughout  Canada  through  purchase 
of  minority  holdings. 

Southam  Co.  was  unsuccessful  in 
bids  for  tv  station  licenses  recently  at 
Toronto  and  Vancouver. 

The  plan  calls  for  reduction  of  own- 


ership of  CJCA  Edmonton,  Alta.,  and 
CFAC  Calgary,  Alta.,  to  less  than  50 
percent.  Southam  has  minority  inter- 
ests in  CFPL-AM-FM-TV  London, 
Ont.  CHCH-TV  Hamilton,  Ont.;  and 
CKOY  Ottawa,  Ont. 

■ Abroad  in  brief 

UHf  in  Germany  ■ It  is  expected  that 
a second  tv  network  operating  on  uhf 
will  go  into  operation  in  West  Germany 
in  early  1961.  The  Bonn  Government, 
the  broadcasting  organization  of  the 
federal  states  and  several  private  organi- 
zations are  among  the  applicants.  The 
West  German  set  manufacturing  indus- 
try has  predicted  that  there  will  be 
1,600,000  uhf  sets  in  operation  there 
by  that  time. 

Sales  off  ■ Television  and  radio  set 
sales  in  Canada  dropped  in  the  first  two 
months  of  this  year  as  compared  with 
the  same  period  last  year,  according 
to  a report  of  the  Electronics  Industries 
Assn,  of  Canada.  Television  set  sales 
in  the  first  two  months  of  1960  totaled 
53,381  units  compared  with  63,442  in 
the  same  period  last  year.  Radio  set 
sales  totaled  70,601  sets  in  the  first  two 
months  of  1960  compared  with  79,213 
sets  in  the  same  1959  period.  Ontario 
accounted  for  almost  half  the  radio  set 
sales  and  just  over  a third  of  the  tv 
set  sales  in  the  period. 

Another  satellite  ■ CHBC-TV  Kelow- 
na, B.C.,  has  inaugurated  its  fourth 
satellite  transmitter  in  the  mountainous 
Okanagan  Valley  of  British  Columbia. 
CHBC-TV-4  is  on  ch.  8 at  Oliver,  B.C., 
with  220  w video  and  110  w audio. 
CHBC-TV- 1 is  on  ch.  13  at  Penticton, 
B.C.,  CHBC-TV-2  on  ch.  7 at  Vernon, 
B.C.,  and  CHBC-TV-3  on  ch.  70  at 
Princetown,  B.C. 

Syndication  service  ■ CKGM  Montreal 
has  established  a subsidiary  called  WES 
Radio  & Television  Consultants  and 
Management  Co.  for  the  syndication  of 
Canadian  radio  programs  to  be  pro- 
duced by  CKGM  for  distribution  across 
the  country.  The  first  feature  offered 
is  25  weekly  “minutorials”  by  Don 
Jamieson.  Several  stations  have  already 
been  signed,  according  to  CKGM. 

New  tv  station  ■ CJAY-TV  are  call 
letters  of  new  ch.  7 television  station  at 
Winnipeg,  Man.,  which  plans  to  open 
this  fall.  Equipment  has  been  ordered 
from  RCA-Victor  Co.  Ltd.,  Montreal, 
Que.  Construction  has  started  on  a 
three-story  building  at  Polo  Park  in 
the  south  Winnipeg  area.  A.  G.  Cobb, 
director  of  engineering  of  CKWS-AM- 
TV  Kingston,  Ont.,  named  technical 
director  of  CJAY-TV. 
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Broadcast  Advertising 


Ralph  Whiting,  for- 
merly vp,  account 
supervisor  and  chair- 
man of  executive  com- 
mittee of  Earle  Lud- 
gin  & Co.,  Chicago, 
to  Young  & Rubicam, 
that  city,  as  vp  and 
account  supervisor. 
Previously,  he  was  ad- 
vertising director  of  Armour  & Co. 
(fresh  and  canned  meat  products). 


Mr.  Whiting 


Samuel  Novenstern,  formerly  sales 
development  representative  at  NBC- 
TV,  appointed  media  director  at  North 
Adv.  Inc.,  N.Y. 

Donald  W.  Young,  formerly  adver- 
tising, sales  promotion  manager,  CBS 
Chicago,  joins  Milburn  McCarty  Assoc. 
Inc.,  as  manager  of  new  Chicago  office. 


Charles  A.  Eaton  Jr.,  appointed  as- 
sociate media  director  at  C.  J.  LaRoche 
& Co.,  N.Y. 

Remus  A.  Harris,  appointed  market- 
ing counsel  for  Dunay,  Hirsch  & Lewis, 
N.Y. 


Richard  G.  Rothlin,  formerly  with 
Needham,  Louis  & Brorby,  Chicago,  to 
Wade  Adv.,  that  city,  as  brand  super- 
visor on  Alberto  V05  products.  Rich- 
ard M.  Dunn,  formerly  with  Compton 
Adv.,  N.Y.,  joins  Wade  as  director  of 
broadcasting. 

Bud  Doble,  formerly  vp,  Lennen  & 
Newell,  N.Y.,  joins  Ted  Bates  & Co., 
that  city,  as  account  executive  on 
Brown  & Williamson  Tobacco  Corp. 


W.  Marshall  May,  merchandising 
and  sales  promotion  consultant,  joins 
marketing  department  of  BBDO,  N.Y., 
on  appliance  sales.  Charles  R.  Gravina, 
formerly  sales  promotion  director, 
Amos  Parrish  & Co.,  N.Y.,  joins  BBDO 


FATES  & FORTUNES 

as  account  executive  on  textile  fibers 
women’s  wear  group  for  E.  I.  du  Pont 
De  Nemours  Co. 

Robert  W.  Teichmann,  formerly  ac- 
count executive  at  Wentzel  & Fluge, 
Chicago,  to  Erwin  Wasey,  Ruthrauff 
& Ryan,  that  city,  in  similar  capacity. 
He  will  work  on  agency’s  Gale  Prod- 
ucts Co.  (outboard  motors)  account, 
division  of  Outboard  Marine  Corp. 

A.  Joseph  Obrant,  art  director  at 
BBDO,  joins  Wunderman,  Ricotta  & 
Kline,  N.Y.,  in  similar  capacity.  An- 
drew Torre,  formerly  with  copy  de- 
partment of  Mack  Leblang  Co.,  there, 
becomes  copywriter  at  WR&K. 


Mr.  Coblens 

Richard  C.  Coblens  and  Richard 
Neely,  elected  vps  of  BBDO.  Mr.  Cob- 
lens is  account  group  head  in  New  York 
for  California  Oil  Co.,  Mr.  Neely  is 
group  supervisor  for  Standard  Oil, 
Calif.,  in  BBDO’s  San  Francisco  office. 

George  Dewey  Roberts  Jr.  and  Gil- 
bert J.  Headley,  formerly  of  merchan- 
dising department,  Young  & Rubicam, 
N.Y.,  elected  vps. 

R.  Harvey  Whidden,  appointed  ex- 
ecutive vp  for  marketing  for  Bulova 
Watch  Co. 

Donald  R.  Strimble,  promoted  from 
assistant  advertising  manager  of  cereals 
to  advertising  manager  of  ready-to-eat 
cereals  at  Quaker  Oats  Co.,  Chicago. 

George  P.  MacNichol  Jr.,  elected 
chief  executive  officer  of  Libbey-Owens- 


Mr.  Neely 
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Ford  glass,  succeeding  John  D.  Biggers 
who  recently  retired. 

Maitland  Jones, 

formerly  senior  vp 
and  creative  director 
of  Fletcher  Richards, 

Calkins  & Holden, 

N.Y.,  to  Kastor  Hil- 
ton Chesley  Clifford  & 

Atherton,  there,  as  vp 
and  creative  director. 

Bill  B.  Thomas  appointed  to  art  staff 
of  Tracy-Locke  Co.,  Dallas. 

Gregor  Macafee,  planning  analyst, 
joins  sales  staff  at  Grant  Webb  Co., 
San  Francisco. 

William  F.  O'Dell  becomes  president 
of  American  Marketing  Assn.,  effective 
July  1.  John  F.  Maloney,  president  of 
New  York  chapter,  elected  director, 
national  association  of  AMA. 

Walt  Kraemer,  formerly  announcer- 
publicity  director  of  WDON  Wheaton, 
Md.,  and  WASH-FM  Washington,  to 
Doug  Bailey  Adv.,  Rockville,  Md. 

The  Media 

Glenn  C.  Jackson,  general  manager 
of  WTTM  Trenton,  N.J.,  elected  resi- 
dent vp  of  Peoples  Broadcasting  Corp., 
which  owns  station. 

Robert  C.  Burris,  vp  and  sales  man- 
ager of  KEYT  (TV)  Santa  Barbara, 
Calif.,  assumes  duties  of  station  man- 
ager. 

Keith  S.  Field,  station  manager  of 
WARA  Attleboro,  Mass.,  elected  vp  of 
Attleboro  Radio  Assn.  Inc.,  which  owns 
WARA. 


Mr.  Jones 


Ralph  F.  Glazer, 

formerly  manager  of 
San  Francisco  office, 

CBS  Radio  Spot  Sales, 
becomes  eastern  sales 
manager,  for  spot 
sales.  Mr.  Glazer 
joined  CBS  in  1951 
as  manager  of  sales 
service  with  KNX  Los 
Angeles.  Subsequently,  he  shifted  to 
KNX-CBS  Radio  Pacific  Network  sales 
department,  later  becoming  eastern 
sales  manager  for  CRPN  and  spot  sales 
account  executive. 


Lee  Ellis,  sales  manager,  KFMU 
(FM)  Los  Angeles,  appointed  general 
manager  of  Imperial  Broadcasting 
System  (KPRO  Riverside,  KROP 
Brawley,  KREO  Indio,  KYOR  Blythe, 
all  Calif.).  He  succeeds  Frank  Crane, 
now  vp  of  Torbet,  Allen  & Crane,  rep 
firm. 
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AJC  awards  ■ The  American  Jew- 
ish Committee,  New  York,  presented 
its  Institute  of  Human  Relations 
Award  to  NBC  “in  recognition  of 
outstanding  leadership  in  promoting 
man’s  understanding  of  his  fellow- 
man  through  television,”  and  for  the 
production  of  “Destiny’s  Tot,”  tele- 
cast Jan.  24  as  a tribute  to  AJC’s 
new  Institute  of  Human  Relations. 
A special  plaque  went  to  Robert  W. 
Sarnoff,  (L.)  NBC  board  chairman, 
who  discusses  the  award  with  for- 
mer U.S.  Sen.  Herbert  L.  Lehman 
(D-N.Y.),  honorary  vp  of  AJC. 


H.  D.  (Bud)  Neuwirth  named  direc- 
tor of  sales  for  WIP  Philadelphia.  He 
had  been  assistant  to  John.  Kluege, 
president  and  board  chairman  of  Metro- 
politan Broadcasting  Corp.,  which  owns 
WIP.  William  Dalton  appointed  busi- 
ness manager  of  WIP.  He  formerly 
held  similar  position  with  WHK  Cleve- 
land. 

William  T.  Dean,  account  executive 
at  KMOX  St.  Louis,  appointed  sales 
manager. 

Bob  King,  formerly  general  manager 
of  KSWO-TV  Lawton,  Okla.,  to  WTVP 
(TV)  Decatur,  111.,  in  similar  capacity, 
succeeding  Ben  K.  West  who  becomes 
general  manager  of  KOCO-TV  Okla- 
homa City. 


Arnold  K.  Knip- 
penberg,  formerly 
salesman  with  KTVI 
(TV)  St.  Louis,  joins 
Peters,  Griffin,  Wood- 
ward, Inc.,  as  head  of 
new  St.  Louis  office 
for  tv.  Thomas  A. 
Taylor  named  radio 
representative. 


James  Hesen,  Robert  Hennessy 

and  Robert  M.  Hammer  appointed  to 
new  positions  in  operations  department 
of  CBS-TV,  New  York.  Mr.  Hesen, 
formerly  director,  west  coast  live  opera- 
tions, named  assistant  director  of  live 
operations.  Mr.  Hennessy,  formerly 
director,  financial  services,  named  di- 
rector of  studio  operations.  Mr.  Ham- 
mer, formerly  technical  manager,  be- 
comes manager  of  technical  planning. 

Robert  K.  Richards,  representing 
The  National  Association  of  Broad- 
casters, re-elected  vp  of  American 
Council  of  Education  for  Journalism. 
Robert  T.  Mason  of  WMRN  Marion, 
Ohio,  re-elected  to  accrediting  com- 
mittee. 

Eddie  Clarke,  formerly  with  WHB 
Kansas  City,  to  KBKC  Mission,  Kan., 
as  station  manager-program  director. 
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Knippenberg 


Mr.  Dix 


Dr.  John  B.  Ellery  named  station 
manager  of  WDET-FM  Detroit,  non- 
commercial educational  station.  Allan 
Murdock  named  assistant  manager. 

William  P.  Dix, 

Jr.,  assistant  manager 
and  director  of  sales 
of  WGR-AM-FM-TV 
Buffalo,  N.Y.,  ap- 
pointed station  man- 
ager of  WGR-AM- 
FM.  He  formerly  was 
assistant  general  man- 
ager of  sales  for 
WOR-TV  New  York  and  sales  manager 
of  WTAM  Cleveland. 

David  Shuirman  and  Frank  Strauss, 

both  formerly  with  KNXT  (TV)  Holly- 
wood and  CBS-TV  Pacific  Coast  Net- 
work, to  new  KSFE  Needles,  Calif., 
as  general  manager  and  news-program 
director,  respectively.  Both  are  officers 
of  S.H.S.  Broadcasting  Corp.,  owner  of 
KSFE  which  debuted  last  month. 

Bill  Wells,  formerly  with  WBBM 
Chicago,  named  general  manager  of 
KADO  Marshall,  Tex. 

Charles  E.  Trainor,  formerly  man- 
ager of  Atlanta  office  of  Adam  Young 
Co.,  rep  firm,  appointed  general  man- 
ager of  WKRG  Mobile,  Ala. 


M.  Franklyn  Warren,  vp  and  gen- 
eral manager  of  Hawaiian  Broadcasting 
System  Ltd.,  elected  president  of 
Hawaii  Association  of  Radio  & Televi- 
sion Broadcasters. 

William  E.  Donnelly,  formerly  gen- 
eral manager  of  WSTS  Messena,  to 
WOLF  Syracuse,  both  New  York,  as 
commercial  manager. 

Dale  Hart,  program  director  of 
KOTV  (TV)  Tulsa,  Okla.,  named  act- 
ing commercial  manager.  Sid  Lasher, 
staff  announcer-weathercaster,  named 
acting  program  director. 

Walter  Crockett,  news  director  of 
WCYB-AM-TV  Bristol,  Va.,  elected 
president  of  Virginia  Associated  Press 
Broadcasters,  succeeding  Jack  Cle- 
ments, news  director  of  WRVA  Rich- 
mond. 

Robert  Goldston,  director  of  ad- 
ministration for  National  Telefilm 
Assoc.,  owned  and  operated  stations, 
named  assistant  to  chairman  of  board, 
assistant  secretary  of  NTA  and  Na- 
tional Theatres  & Television  Inc. 

Homer  D.  Odom,  president  and 
general  manager  of  KABL  Oakland- 
San  Francisco,  named  secretary-treas- 
urer of  San  Francisco  Radio  Broad- 
casters Assn,  and  board  member, 
succeeding  Mort  Wagner. 

James  E.  Duffy, 

director  of  sales  for 
ABC  radio,  Central 
Div.,  appointed  na- 
tional director  of 
sales.  Mr.  Duffy 
joined  ABC  in  1949 
as  member  of  public- 
ity department,  was 
named  central  divi- 
sion director  of  advertising  and  pro- 
motion in  1952  and  assumed  current 
post  in  1957. 

Robert  A.  Gennette  joins  KFBI 
Wichita,  Kan.,  as  general  sales  man- 
ager. 


Q 


Mr.  Duffy 


United  Press  International  r 
Facsimile  Newspictures  and 
United  Press  Movietone  Newsfilm 
Build  Ratings  d. 


Philip  Luttinger,  research  projects 
supervisor  for  CBS-TV,  promoted  to 
assistant  director  of  research. 

Patrick  E.  Rheaume,  division  man- 
ager of  RAB,  promoted  to  manager  of 
member  service  department.  Prior  to 
association  with  RAB,  he  was  com- 
mercial manager  of  WCHN  Norwich, 
N.Y. 

Thomas  E.  J.  Sawyer,  formerly  ac- 
count executive  at  Dancer-Fitzgerald- 
Sample,  N.Y.,  to  marketing  department 
of  Edward  Petry  Co. 

J.  Clyde  Parker  and  Paul  Kane 

join  KYW-TV  Cleveland  as  producer- 
director  and  assistant  program  man- 
ager, respectively.  Mr.  Parker  formerly 
was  with  KARK-TV  Little  Rock,  Ark., 
and  Mr.  Kane  at  WJZ-TV  Baltimore. 

Giles  W.  Meads,  Jr.,  joins  sales 
staff  of  KFMB-TV  San  Diego. 

Clem  Stein,  formerly  air  personality 
with  KVFM  (FM)  Los  Angeles,  to 
KWIN  Ashland,  Ore.,  as  program  di- 
rector. Cliff  Scheel,  formerly  of  KCNO 
Alturas,  Calif.,  and  Larry  Hoover, 
formerly  of  KBES-TV  Medford,  Ore., 
join  KWIN  as  air  personalities. 

William  Osterhaus,  former  produc- 
tion assistant  with  WRCA-TV  N.Y., 
returns  as  program  producer  after  two 
years  military  leave. 

Dick  Drury,  air  personality  at  KQV 
Pittsburgh,  promoted  to  program  direc- 
tor. 

Allen  Davis,  chief  announcer  of 
KBIQ  (FM)  Los  Angeles,  named  pro- 
gram director. 

Bruce  McDonald,  air  personality  at 
WJW  Cleveland,  appointed  program 
manager.  He  has  been  with  station  for 
17  years. 

Robert  Novak,  formerly  assistant 
program  manager  of  KPIX  (TV)  San 
Francisco,  to  KDKA-TV  Pittsburgh  in 
similar  capacity. 

Glenn  Johnson,  formerly  special 
sales  service  representative  for  WDAF- 
TV  Kansas  City,  to  WIBW-AM-TV 
Topeka,  Kan.,  as  promotion  director. 

Robert  L.  Bochroch,  account  execu- 
tive with  WCAU  Philadelphia,  ap- 
pointed national  advertisers’  representa- 
tive. 

Ralph  Blank,  formerly  program 
manager  at  WJJD  Chicago,  to  WIND, 
that  city,  in  similar  capacity. 

Kevin  Corrigan,  associate  editor, 
Vision  magazine,  joins  ABC  as  account 
executive  for  International  Div. 

Maurice  J.  Streitmatter,  formerly 
assistant  music  supervisor  WNBQ  (TV) 
and  WMAQ,  both  Chicago,  appointed 
music  director  of  WIND,  that  city. 
Howard  Miller,  disc  jockey  personal- 


New AFN  chief 

ert  Cranston 

^ r of  American 

SamuelS. Kale, 

who  retires.  Col. 
Col.  Cranston  Cranston  first 
joined  AFN  in  1945,  shortly 
afterwards  becoming  chief  of 
now-defunct  Blue  Danube  Net- 
work, Austria.  AFN,  reportedly 
one  of  the  most  powerful  net- 
works in  the  world,  contains  63 
outlets  with  approximately  50 
million  listeners. 


ity,  signs  exclusive  three-year  pact  with 
WIND. 

William  J.  Duerr,  pr  director  for 
U.S.  Air  Force  in  Pittsburgh  area, 
joins  WTAE  (TV),  that  city,  in  pro- 
motion department. 

Bob  Bohrer  formerly  news  director 
of  WRVM  Rochester,  N.Y.,  appointed 
staff  announcer  of  WROC-TV,  that 
city. 

Millard  Hansen,  formerly  newscas- 
ter-air personality  for  WAAF  Chicago, 
to  WCFL,  that  city,  as  announcer. 

Maurey  Hamilton,  formerly  account 
executive  with  Dick  Skuse  Assoc.,  San 
Francisco,  rejoins  KCBS,  that  city,  as 
staff  newsman  in  charge  of  research, 
writing  and  productions  of  station’s 
editorials.  He  had  been  with  station 
as  writer-producer  from  1953  to  1959. 
Adrian  Joseph  joins  advertising  pro- 
motion department  as  audience  promo- 
tion assistant. 

Lewis  Martin,  air  personality  with 
WTOP  Washington,  succeeds  Mark 
Evans,  now  vp  of  public  affairs  for 
Metropolitan  Broadcasting  Co.,  as  an- 
nouncer-air personality  and  director  of 
Housewives  Protective  League  for 
WTOP-AM-TV. 


Outstanding  team 

David  Brinkley  and  Chet 
Huntley  {Huntley -Brinkley  Re- 
port) will  be  honored  May  6 by 
Missouri  U.  as  the  outstanding 
television  news-reporting  team. 
The  award,  presented  in  conjunc- 
tion with  the  school’s  annual 
Journalism  Week,  is  the  lone 
broadcast  journalism  winner 
among  the  six  to  be  presented. 


Dick  Carr,  formerly  with  KELP-AM- 
TV  El  Paso,  Tex.,  to  KRAK  Stockton, 
Calif.,  as  air  personality. 

Milton  Q.  Ford,  air  personality  with 
WOL  and  WTTG  (TV)  Washington, 
elected  president  of  Advertising  Club 
of  Washington,  succeeding  John  Pan- 
agos,  vp  of  United  Broadcasting  Co. 

Irving  Wilson,  formerly  with  sales 
staff  of  WGN-TV  Chicago,  becomes 
account  executive  with  WCBS-TV  New 
York. 

Rod  Roddy,  formerly  program  di- 
rector of  KOMA  Oklahoma  City,  to 
KQV  Pittsburgh. 

Larry  Hays,  producer-director  of 
KHJ-TV  Los  Angles,  appointed  pro- 
duction manager,  succeeding  Don 
Patton  who  joins  CBS-TV. 

Blake  McCreless  joins  KENS  San 
Antonio  as  farm  and  ranch  director. 

A.  Wayne  Beavers,  formerly  with 
Bozell  & Jacobs  Kansas  City  office,  to 
WHB,  that  city,  as  account  executive. 

Jerome  McCauley,  formerly  gen- 
eral manager  of  KAIR  Tuscon,  Ariz., 
joins  WABC  New  York  as  account 
executive. 

Sandra  Dickenson  joins  WFMB 
Indianapolis  as  promotion  and  pr  divi- 
sion supervisor  on  fm  and  Muzak. 

Alan  A.  De  Petro  joins  WKBZ  Mus- 
kegon, Mich.,  as  news  director,  suc- 
ceeding Jack  Hoppis,  who  becomes 
air  personality  at  WMUS.  that  city. 

Rod  Belcher,  veteran  Pacific  Coast 
sportscaster,  named  sports  director  of 
KING-TV  Seattle,  Wash. 

Bill  Minshall,  formerly  news  direc- 
tor of  WIS-AM-TV  Columbia,  S.C.,  to 
KYW-AM-TV  Cleveland  as  newscaster. 

Keith  Johnson  named  sports  and 
special  events  director  of  KOMO-AM- 
TV  Seattle,  Wash. 

Julian  Mouton,  formerly  newscaster 
at  WOLF  Syracuse,  N.Y..  to  KELP 
El  Paso,  Tex.,  in  similar  capacity. 

Russell  Piggott,  formerly  with  Mus- 
catine Journal,  appointed  news  director 
of  WLBK  DeKalb,  111.,  succeeding  Mel 
Grummert,  who  goes  to  KSCB  Liberal, 
Kans.,  in  similar  capacity. 

Art  Houtteman,  formerly  profes- 
sional baseball  player  with  Detroit 
Tigers,  named  sports  editor  of  WXYZ- 
TV,  that  city. 

Rod  (Bud)  Arkell  Jr.,  engineer-an- 
nouncer at  WGRO  Lake  City,  Fla.,  is 
recovering  from  recent  injuries  received 
when  7,500  volts  passed  through  his 
body  while  inspecting  transmitter. 

James  E.  (Mike)  Hankins,  formerly 
air  personality-newsman  for  WGGH 
Marion,  111.,  to  news  department  of 
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Programming 


Bum  newsman  ■ Del  Blumenshine, 
newsman  for  WOOD-TV  Grand  Rap- 
ids, Mich.,  is  pictured  as  he  appeared 
in  his  undercover  assignment  role  in 
the  skid  row  district  of  that  city.  Mr. 
Blumenshine  spent  10  days  as  a bum, 
recording  his  experiences  with  a hidden 
camera  and  tape  recorder.  His  findings, 
presented  on  WOOD-TV  in  a tv  special 
called  Wasted  World,  won  plaudits 
from  Mayor  Stanley  Davis  for  the  sta- 
tion, Mr.  Blumenshine  and  Dick  Chev- 
erton,  WOOD-TV’s  news  director.  Mr. 
Cheverton  since  has  been  appointed  to 
the  mayor’s  special  committee  to  study 
skid  row  conditions.  Mayor  Davis  com- 
mented after  the  show  that  the  time  has 
come  to  find  jobs  and  livable  living 
quarters  for  the  “bum.”  While  Grand 
Rapids  does  not  have  a “major”  skid 
row  problem,  Wasted  World  brought 
out  the  fact  that  its  skid  row  is  growing 
and  could  become  a vital  community 
problem  unless  conditions  are  improved. 


Harold  Commings,  formerly  with 
Norman,  Craig  & Kummel,  N.Y.,  joins 
WPTR  Albany-Schenectady-Troy  as  di- 
rector of  merchandising,  client  services. 

Ike  Buchanan,  formerly  announcer- 
air  personality  at  WCTV  (TV)  Talla- 
hassee, to  WJXT  (TV)  Jacksonville, 
both  Florida,  in  similar  capacity. 

Dusty  Rhodes,  formerly  air  person- 
ality at  WOLF  Syracuse,  N.Y.,  to 
WHEN-TV,  that  city,  as  member  of 
production  crew. 

Jim  Harper,  formerly  news  director 
at  WCER  Charlotte,  to  announcing 
staff  at  WKZO  Kalamazoo,  both  Mich- 
igan. Jim  Beasley,  formerly  program 
director  at  WALM  Albion,  Mich.,  to 
WKZO  as  morning  air  personality. 

Bill  Codare,  air  personality,  moves 
from  WICC  Bridgeport,  Conn.,  to 
WCBS  New  York. 

Frank  Malone,  formerly  air  person- 
ality at  WHYE  Roanoke,  Va.,  to  WAIR 
Winston-Salem,  N.C.,  in  similar  ca- 
pacity. 

Clyde  Lovellette,  professional  bas- 
ketball star  with  St.  Louis  Hawks,  joins 
KMOX,  that  city,  as  star  of  own  west- 
ern show. 

Gabe  Favoino,  reporter-columnist 
for  Chicago  Sun-Times,  signed  by 
WOPA  Oak  Park.  111.,  for  weekly  in- 
terview-and-music  series. 

Tom  Franklin,  newscaster  on  KGO- 
TV  San  Francisco,  resigns. 

Tony  Sylvester,  formerly  reporter- 
weatherman  for  WFGA-TV  Jackson- 
ville, Fla.,  to  WTOP-TV  Washington  in 
news  department. 


Jack  L.  Copeland,  formerly  head  of 
own  commercial  film  company,  ap- 
pointed executive  producer  of  a new 
division  of  Allied  Artists  Pictures  to 
make  commercial,  industrial  and  edu- 
cational films.  New  unit  will  be  head- 
quartered at  AA  studio  in  Hollywood. 
Roy  M.  Brewer  named  eastern  repre- 
sentative of  AA’s  informational  and 
commercial  films  division. 

Errol  Gray  named  production  man- 
ager of  UPA  studios.  Robert  F. 
Kemper  appointed  midwest  representa- 
tive for  animation,  tv  commercials  and 
program  sales. 

Keith  Fuller,  chief  of  Denver  office 
of  Associated  Press,  promoted  to  as- 
sistant general  manager  of  AP. 

Hal  B.  Cook,  vp  of  sales  for  Warner 
Bros.  Records  resigns  effective  May 
15  to  join  Scott-Textor  Productions 
(producers  of  singing  radio-tv  com- 
mercials), N.Y.,  as  executive  director 
of  special  projects. 

Grace  V.  Sullivan,  secretary  of  Of- 
ficial Films  Inc.,  N.Y.,  appointed  di- 
rector of  national  sales. 

Jerry  Maticka,  production  super- 
visor, Robert  Lawrence  Productions, 
N.Y.,  becomes  director  of  tv  commer- 
cials. 

Bert  Mitchell,  formerly  national 
sales  manager,  Tel  National  Inc.,  joins 
Programatic  Broadcasting  Service, 
L.A.,  as  western  states  representative. 

Dave  Connell,  associate  producer- 
writer,  Captain  Kangaroo  Show,  named 
producer. 


Clifford  Wells  joins  Modern  Talking 
Picture  Service  (distributor  of  pr  films) 
as  account  executive. 

Jason  (Herb)  Evers  signed  to  play 
title  role  in  Paramount  Tv’s  Wrangler, 
video-tape  western  series. 

William  L.  Peart  named  executive 
assistant  for  southwest  division  of 
United  Press  International. 

Seymour  (Bill)  Scott,  formerly  news 
editor  of  Radio  Press  International, 
N.Y.,  named  bureau  chief.  Dorothea 
K.  Dixon,  production  supervisor,  RPI, 
becomes  assistant  to  general  manager. 

Tad  Daneilewski  named  director  of 
new  Academy  of  Television  Arts  & Sci- 
ences drama  workshop  in  New  York. 

Rex  Benson,  editor  of  Fanfare  mag- 
azine, appointed  account  executive  in 
sales  promotion  department  at  United 
Film  & Recording  Studios,  Chicago. 
Jack  T.  Vinis,  film  producer  and 
script  writer,  appointed  to  sales  and 
production  staff. 

Jack  M.  Goetz,  pr  man  for  Consoli- 
dated Film  Industries,  elected  chairman 
of  board  of  Television  Film  Assn.,  N.Y. 

Gene  McCabe,  production  manager 
of  Bill  Burrud  Productions,  promoted 
to  administrative  assistant. 


The  Station 


Viewed  the  Most 

CHANNEL  4 

ONLY  VHF  IN  COLUMBUS 

172,870  TV  Homes,  in  47  Counties 

Per  family  income 
in  Metropolitan  Columbus 
is  eighth  highest  in  the  nation 

UJRBI-TU 
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Equipment  & Eng’ring 

Serge  Bergen 

named  senior  staff  en- 
gineer of  Washington 
consulting  engineering 
firm  of  Kear  & Ken- 
nedy. Mr.  Bergen, 
who  took  over  his 
new  job  April  15,  was 
most  recently  with 
Jansky  & Bailey  and  Mr.  BERGEN 
before  that  with  Commercial  Radio 
Equipment  Co. 

A.  J.  Kendrick,  co-founder  and  vp, 
World  Broadcasting  System,  appointed 
director  of  sales  for  Magne-Tronics, 
N.Y. 

Wassil  D.  Tussustw  appointed  chief 
of  electronics  engineering  for  Photron- 
ics  Corp.,  N.Y.,  specializing  in  optics 
and  electronics. 

Theodore  Lindenberg  named  chief 
engineer  for  Astatic  Corp.,  Conneaut, 
Ohio.  He  will  direct  research,  design, 
development  and  product  engineering 
programs. 

Roger  C.  Damm  appointed  midwest 
sales  representative  for  Motorola  Semi- 
conductor Products  Div.  He  will  head- 
quarter in  Chicago. 

George  D.  Miller  joins  Semiconduc- 


tor Div.  of  Sylvania  Electric  Products, 
Woburn,  Mass.,  as  sales  engineer  with 
headquarters  in  Melrose  Park,  111. 

Thomas  M.  Mullin  and  Robert  E. 
Thompson  named  district  managers  for 
Raytheon  Co’s  midwestern  sales  areas. 
Mr.  Mullin  will  headquarter  in  St. 
Louis  and  Mr.  Thompson  in  Tulsa, 
Okla. 

Henry  H.  Michaels  Jr.  elected  pres- 
ident of  PRD  Electronics,  Brooklyn, 
N.Y.,  (producer  of  micro-wave  test 
equipment) . 

Stuart  D.  Cowan,  John  E.  Gag- 
non, Robert  L.  McCormick  and  Mar- 
tin Schilling  all  named  vps  at  Raytheon 
Co.  Ray  C.  Ellis,  vp  of  international 
services,  retires.  William  H.  Buck 
named  advertising  and  sales  promotion 
manager  for  Commercial  Apparatus 
Division. 

Peter  J.  Grant,  vp 

national  sales  for 
Sylvania  Home  Elec- 
tronics Corp.,  named 
president.  Robert  E. 

Kenoyer,  corporate 
controller,  named  vice 
president  and  general 
manager. 

Keith  M.  Perkins,  administrator  of 
technical  press,  International  Telephone 


Mr.  Grant 


HAMILTON-LANDIS  & ASSOCIATES,  Inc. 

BROKERS  • RADIO  AND  TELEVISION  STATIONS  • NEWSPAPERS 

NORTHWEST 

Single  station  market  daytimer,  excellent  dial  posi- 
tion. Grossed  $52,000.00  in  1959  and  running  ahead 
this  year.  Sale  includes  $14,000.00  land-building  and 
receivables  approximately  $5,000.00.  Building  equip- 
ment, furniture  practically  new.  Total  price  of 
$95,000.00  with  29%  down  and  balance  over  seven 
years. 

$95,000 

ROCKY  MOUNTAIN  STATE 

Daytimer  with  desirable  frequency  in  city  of  over 
30,000 — retail  trading  zone  well  over  100,000  popula- 
tion. Needs  fulltime  owner-manager  attention. 
Priced  at  $105,000.00  with  $25,000.00  down  and  balance 
over  ten  years. 

$105,000 

SOUTHWEST 

Fulltime  radio  station,  single  station  market.  Gross- 
ing over  $60,000  annually  with  excellent  ownership 
earnings.  Building  and  land  evaluated  at  $23,000.00 
go  with  sale.  Total  price  $100,000  with  $26,000  down 
and  balance  over  twelve  years. 

$100,000 

EASTERN  FULL  TIME  250  WATTS 

Serving  an  area  that  has  approximately  $300,000,- 
000.00  retail  sales.  Price  $135,000  with  $30,000  down. 
Balance  out  over  an  agreed  upon  time. 

$135,000 

MIDWEST  SINGLE  STATION 

Market  of  some  12,000  people  has  relatively  new 
station,  which  must  be  sold  due  to  conflicting  in- 
terests of  owners.  Physical  plant  is  superb  and  all 
new.  Real  good  potential.  Price  is  $115,000  all  cash. 
Terms  will  be  given  consideration. 

$115,000 

WASHINGTON,  D C.  CHICAGO  DALLAS 

SAN  FRANCISCO 

Ray  V.  Hamilton  Richard  A.  Shaheen  DeWitt  'Judge'  Landis  John  F.  Hardesty 

John  D.  Stebbins  1714  Tribune  Tower  1511  Bryan  Street 

1 1 1 Sutter  Street 

1737  DeSales  St.  N.W.  DEIaware  7-2754  Riverside  8-1 175 

EXbrook  2-5671 

Executive  3-3456 

NATIONWIDE  • NEGOTIATIONS  • FINANCING  • 

APPRAISALS 

and  Telegraph,  promoted  to  pr  direc- 
tor, International  Electric  Corp.,  divi- 
sion of  IT&T. 

Allied  Fields 

Donald  Waterbury,  formerly  N.Y. 
sales  manager,  Rambeau,  Vance,  Hop- 
ple Inc.,  joins  A.  C.  Nielsen  Co.  as  ac- 
count executive  for  NSI,  Nielsen’s 
local  measurement  service. 

Edward  H.  Devany,  instructor  in 
staging  and  directing.  Academy  of 
Broadcasting  Arts,  N.Y.  appointed  act- 
ing dean. 

John  O'Reilly,  formerly  pr  director 
at  Grant  Adv.,  Chicago,  to  Daniel  J. 
Edelman  & Assoc.,  there,  as  account 
executive  and  information  director  for 
its  client,  Theatre-Screen  Adv.  Bureau. 

International 

Dan  C.  Crone  appointed  director  of 
management  services  of  Canadian 
Broadcasting  Corp.,  Ottawa,  Ont. 

K.  M.  Kelly,  assistant  director  of 
personnel  of  CBC,  Ottawa,  named  as- 
sistant to  CBC  vp  for  administration 
and  finance. 

Barry  Morgan,  formerly  of  CFPL- 
AM-TV  London,  Ont.,  to  producer  of 
Canadian  Broadcasting  Corp.’s  Domin- 
ion radio  network  and  Barry  Harris, 
from  production  assistant  at  CBC,  To- 
ronto, to  program  organizer  of  Assign- 
ment, daily  evening  program. 


Deaths 


John  W.  Elwood, 

64,  formerly  assistant 
to  president  of  NBC 
and  first  vp,  died 
April  23  following 
long  illness.  Mr.  El- 
wood, broadcast  pio- 
neer, general  manager 
of  KNBC  San  Fran- 
cisco from  1942-1950, 
also  was  director  of  Radio  Free  Asia. 
Until  his  retirement  last  year,  he  had 
been  with  Central  Intelligence  Agency 
in  Washington. 


Mr.  Elwood 


James  W.  Carroll,  59,  president  and 
general  manager  of  Big  Horn  Broad- 
casting Co.  (KWYO  Sheridan,  Wyo.) 
died  April  19.  He  also  was  secretary 
of  Clouds  Peak  Radio  and  Television 
Co.,  first  president  of  Wyoming  Radio 
and  Tv  Broadcasters’  Assn.,  and  mem- 
ber of  Broadcast  Pioneers. 


Hope  Emerson,  62,  tv  and  screen 
actress,  died  April  24  following  long 
illness.  In  recent  years,  Miss  Emerson 
played  “Sarge”  on  The  Dennis  O’Keefe 
Show  and  “Mother”  on  Peter  Gunn. 
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SMPTE’S  PLANS 
Meet  to  hear  about 
Japanese  color  vtr 

A new  Japanese  video  tape  record- 
ing system,  Toshiba  Vtr,  which  uses 
only  one  revolving  head  and  is  expected 
to  prove  especially  valuable  for  record- 
ing color  tv  programs,  will  be  described 
by  a team  of  scientists  from  the  Mat- 
sudo  research  lab  of  Tokyo  Shibaura 
Electric  Co.  Thursday  evening  (May 
5)  during  one  of  two  sessions  on  tele- 
vision recording  at  this  week’s  conven- 
tion of  the  Society  of  Motion  Picture 
& Television  Engineers  at  the  Ambas- 
sador Hotel,  Los  Angeles. 

The  widely  discussed  thermoplastic 
recording  system  developed  by  General 
Electric  (Broadcasting,  Jan.  18)  will 
be  described  by  W.E.  Glenn  of  the 
GE  research  lab  at  Schenectady,  N.Y.. 
at  the  Thursday  evening  session,  one 
of  14  papers  on  tv  recording  techniques 
to  be  presented  that  afternoon  and  eve- 
ning chiefly  by  engineers  from  Ampex 
and  RCA.  Other  television  topics  oc- 
cupy an  impressive  place  in  the  con- 
vention agenda,  from  the  opening  talk 
at  10  a.m.  today  (May  2)  on  historical 
collections  of  tv  material,  to  be  given 
by  Syd  Cassyd  of  the  U.  of  California, 
to  the  Friday  afternoon  session  on  tv 
equipment  and  practices. 

In  addition  to  the  many  papers  to  be 
presented  by  engineers  from  the  cre- 
ators and  manufacturers  of  equipment 
used  in  tv  and  motion  pictures,  the 
week-long  program  also  contains  talks 
by  a number  of  broadcast  technical 
experts,  including  John  D.  Silva,  chief 
engineer  of  KTLA  (TV)  Los  Angeles, 
on  “Audio  Scoring,  Dubbing  and  Trans- 
fer Techniques  Use  in  Vtr”;  L.J. 
Wheeler,  BBC,  London,  on  daylight-op- 


erated continuous  film  processing  equip- 
ment used  in  BBC’s  newsfilm  service; 
Rodger  J.  Ross,  CBC,  Toronto,  on  ex- 
posure control  in  tv  film  recordings; 
Robert  J.  Nissen,  KQED  (TV)  San 
Francisco  educational  station,  on  what 
broadcasters  can  do  to  secure  proper 
gray-scale  reproduction  on  modern  tv 
receivers  not  equipped  with  d-c  restora- 
tion circuitry;  Glen  Akins,  ABC,  Holly- 
wood, on  a versatile  distribution  system 
for  telecine  and  video  tape  signals. 

More  than  1,000  engineers  and 
scientists  are  expected  to  attend  the 
five-day  convention,  SMPTE’s  87th,  to 
learn  about  the  latest  developments  in 
tv  and  the  movies  as  described  in  some 
50  technical  papers  and  displayed  in 
5,000  square  feet  of  exhibit  space.  To 
assist  them  in  watching  specific  papers, 
RCA  has  installed  a closed  circuit  tv 
system  in  the  hotel,  with  monitors  from 
Conrac  placed  outside  the  meeting 
room  and  in  the  exhibit  area.  Addi- 
tionally, the  system  is  connected  with 
ch.  6 for  tuning  in  on  the  tv  receivers 
in  all  rooms,  so  that  even  the  late  risers 
may  get  in  on  early  morning  papers 
without  leaving  their  beds. 

Zenith  profits  up; 
rosey  year  predicted 

Profits  of  Zenith  and  its  subsidiaries 
reached  $3,855,129  (or  $1.30  per  share 
on  2,954,784  shares-outstanding)  for 
January-March  after  depreciation  and 
federal  income  taxes — a 16%  increase 
over  the  same  quarter  in  1959.  Sales  hit 
$68,144,976 — a 15%  boost  over  the 
first  quarter  of  last  year. 

Hugh  Robertson,  board  chairman; 
Joseph  Wright,  president,  and  other 
Zenith  executives  painted  a rosy  picture 
for  the  second  quarter,  also  reporting 


Follow  the  bouncing  picture 


Bouncing  a picture  from  pillar  to 
post  is  the  house  specialty  of  WLOS- 
TV  Asheville,  N.C.  Out  of  sheer 
necessity,  studio  engineers  had  to 
devise  a means  of  transmitting  a 
program  76  air-miles  before  it  ever 
hit  the  air-waves. 

The  problem  developed  when 
WLOS-TV  decided  to  open  a studio 
in  Greenville,  S.C.,  across  rugged 
mountains.  To  transmit  a picture 
from  Greenville  to  Asheville  to  tower 
meant  setting  up  a series  of  micro- 
wave  “dishes”  to  “bounce”  the  pro- 
gram to  an  audience. 

The  program  travels  from  the 
Greenville  control  room  to  a roof- 


top transmitter  thence  18  miles  to 
another  transmitter  which  relays  the 
picture  to  a receiver.  The  receiver 
takes  the  picture  to  the  Asheville 
studio  for  final  shape-up  before  it 
is  sent  to  the  Mt.  Pisgah  tower  for 
final  transmission. 

When  the  new  studio  opened  in 
February,  studio  engineers  crossed 
their  fingers  and  hoped.  But  an  all- 
night  telethon  for  the  March  of 
Dimes,  part  of  the  new  station’s 
opening  festivities,  collected  over 
$60,000  in  cash  and  pledges.  The  en- 
gineers rightfully  figured  that  the 
audience  was  getting  the  “hot  potato” 
picture  without  any  difficulty. 


One  of  New  York’s 
most  desirable  locations 

MADISON  AVENUE 
AT  52nd  STREET 


A Bigger  and  Better 


Just  steps  from  anywhere... 
now  with  500  individually  deco- 
rated rooms  and  suites  — and 
completely  air  conditioned. 


Your  rendezvous  for  dining 
deliberately  and  well  . . . 
open  every  day  of  the  week 
for  luncheon,  cocktails, 
dinner,  supper. 
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on  these  developments: 

■ Interest  in  color  tv  has  picked  up 
the  past  six  months  but  “it  isn’t  a big 
business  yet  and  when  it  is,  we’ll  be  in 
it  in  a big  way.” 

■ Factory  shipments  of  tv  receivers 
the  first  quarter  were  up  TlVi%  over 
the  same  period  last  year,  with  increases 
in  both  table  models  and  consoles.  Fac- 
tory shipments  of  radio  receivers  also 
were  substantially  up. 

■ Zenith  isn’t  hurting  from  Japanese 
imports  of  transistor  portables  and  is 
enjoying  continued  increased  sales.  But 
shipments  of  phonographs  and  high 
fidelity  stereo  instruments  are  down. 

Products  to  be  unveiled  during  the 
second  half  of  1960  will  accommodate 
a new  automatic  tape  recorder  de- 
veloped by  Zenith  in  conjunction  with 
Minnesota  Mining  & Mfg.  Co. 

Punch  card  system 
for  ABC  studio  lights 

An  IBM  punch-card  light  control  sys- 
tem that  can  make  “lighting  changes 
faster  than  anybody  logically  needs 
them”  will  go  into  operation  shortly  at 
ABC-TV  in  New  York,  it  was  an- 
nounced Tuesday  (April  26)  by  Albert 
W.  Malang,  chief  video  facilities  engi- 
neer at  ABC. 

In  this  system,  he  said,  pre-set  IBM 
cards,  which  can  control  one  or  all  of 
the  several  hundred  studio  lights,  will 
automatically  adjust  the  lights  to  any 
one  of  32  levels  of  illumination.  A light- 
ing sequence  may  be  changed  each 
second  and  a half,  he  added. 

In  his  address  before  a New  York 
section  meeting  of  the  American  In- 
stitute of  Electrical  Engineers  held  at 
the  ABC-TV  studios,  Mr.  Malang 
pointed  out  several  features  of  the  new 
semiconductor  dimmer  system  recently 
installed  in  the  studios  under  the  direc- 
tion of  Frank  Marx,  ABC  vice  presi- 
dent in  charge  of  engineering.  The  sys- 
tem includes  a separate  dimmer  for 
each  light  fixture  (300  lights  in  one 


studio,  275  in  the  other);  elimination  of 
high  power  “switching  or  patching”  of 
lighting  loads,  and  300  low-powered 
control  circuits  providing  any  kind  of 
lighting  combination  desired  with 
“100%  flexibility.” 

H Technical  topics 

Expanding  ■ Ling-Altec  Electronics 
has  announced  a $500,000  plant  ex- 
pansion and  remodeling  program  for 
one  of  its  Dallas  subsidiaries,  Conti- 
nental Electronics  Mfg.  Co.  Additional 
plans  are  in  the  works  to  increase  that 
company’s  floor  space  from  70,000 
square  feet  to  100,000  square  feet  at  a 
cost  of  up  to  $1  million.  James  J.  Ling, 
board  chairman,  stated  that  the  projects 
are  due  to  the  projected  increase  on 
sales  to  approximately  $75  million. 
This  would  be  an  increase  of  about 
56%  over  sales  of  $48  million  for 
1959. 

Plant  expansion  ■ Standard  Electronics 
Div.,  Reeves  Instrument  Corp.,  Farm- 
ingdale,  N.J.,  opened  this  month  an  air- 
conditioned,  31,000-square-foot  plant 
on  a 40-acre  site.  Engineering  and  pro- 
duction of  am,  fm,  and  tv  broadcast 
transmitting  equipment  is  reported  to 
be  underway  at  the  new  facilities. 
Standard  Electronics  also  is  said  to  be 
adding  1 kw,  5 kw  and  10  kw  units  to 
its  line  of  fm  multiplex  transmitters. 
In  addition  the  company  plans  to  intro- 
duce shortly  a new  line  of  am  trans- 
mitters. 

Vtrs  shipped  ■ Arnpex  Corp.,  Redwood 
City,  Calif.,  reports  shipment  of  Video- 
tape recorders  to  the  following:  two 
machines  each  to  KSL-TV  and  KUTV 
(TV),  both  Salt  Lake  City;  KING-TV 
Seattle;  KGW-TV  Portland,  Ore.;  one 
recorder  each  to  KTVH  (TV)  Hutchi- 
son-Wichita,  Kan.;  WBZ-TV  Boston; 
WHEN-TV  Syracuse,  and  WHEC-TV 
Rochester.  Two  recorders  were  sent 
Radio  Rio  (Brazil),  RAI  (Rome),  and 
CBC  (Montreal),  four  machines  to 
England,  one  to  CFQC-TV  Saskatoon, 


Sask..  Canada;  XETV  (TV)  Tijuana- 
San  Diego  and  the  U.S.  Signal  Corps 
(Pentagon).  Total  number  of  Ampex 
vtr  installations  now  stands  at  612. 

Moving  day  ■ April  30  was  the  date 
Industrial  Transmitters  & Antennas 
Inc.  moved  to  a larger  modern  plant  at 
130  E.  Baltimore  Ave.,  Lansdowne, 
Pa.  According  to  President  Bernard 
Wise,  this  represents  a ten-fold  expan- 
sion brought  about  by  a sharp  increase 
in  orders  for  fm  transmitters  and  for 
new  designs  in  lkw,  5kw,  7V6kw,  lOkw 
and  15kw  power  ranges. 

Directors  and  plans 
up  for  RCA  voting 

RCA  holds  its  annual  meeting  at 
Rockefeller  Center  in  New  York  to- 
morrow (May  3).  Stockholders  will  vote 
on  the  election  of  five  directors,  amend- 
ment of  a stock  option  plan  and  two 
stockholder  resolutions  concerning  the 
plan. 

A proxy  statement  lists  Brig.  Gen. 
David  Sarnoff,  board  chairman,  as  hav- 
ing remuneration  in  aggregate  last  year 
of  $200,000  of  which  approximately 
$60,888  remains  after  federal  income 
taxes.  In  addition,  $85,400  was  shown 
as  annual  rate  of  retirement  income 
benefits  Gen.  Sarnoff  would  have  re- 
ceived under  RCA’s  plan  if  he  had  re- 
tired March  1,  1956,  the  normal  date 
of  his  eligibility  (he  elected  to  defer 
receipt  of  benefits  and  is  not  receiving 
payments). 

John  L.  Burns,  RCA’s  president,  re- 
ceived $172,917,  of  which  $25,000  was 
paid  and  $100,000  to  be  earned  out. 
His  total  after  taxes  was  about  $66,133, 
while  $53,955  was  contributed  for  re- 
tirement income.  Other  top  remunera- 
tions (in  aggregate): 

Elmer  W.  Engstrom,  senior  vice 
president,  $132,917;  Frank  M.  Folsom, 
chairman  of  executive  committee,  $83,- 
333;  Charles  B.  Jolliffe,  RCA  vice  pres- 
ident and  technical  director,  $68,458; 
Charles  M.  Odorizzi,  group  executive 
vice  president,  $122,017;  Robert  W. 
Sarnoff,  board  chairman,  NBC,  $ 1 50,- 
000. 

The  proxy  statement  also  reveals  the 
following  common  shares  held  by  RCA 
officials:  David  Sarnoff,  25,100;  Mr. 
Burns,  20,922;  Mr.  Odorizzi.  10,892; 
Mr.  Folsom,  10,426;  Robert  Sarnoff, 
10,280;  Mr.  Engstrom,  3,385  and  Mr. 
Jolliffe,  1,652.  RCA  stock  has  been 
selling  in  the  low  70’s. 

Terms  Up  ■ The  terms  of  office  of 
the  following  RCA  directors  expire  this 
year,  and  it  is  these  terms  which  are 
up  for  re-election:  Mr.  Burns,  Mr.  Fol- 
som, Mr.  Jolliffe,  Robert  Sarnoff  and 
Harry  C.  Hagerty,  vice  chairman  of  the 
board  of  directors  of  Metropolitan  Life 
Insurance  Co. 
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Shot  in  history’s  arm 


KHOU-TV  Houston  stirred  up  such 
interest  in  San  Jacinto  Day  cere- 
monies through  an  all-out  local  cam- 
paign that  some  20,000  people  at- 
tended this  year  as  opposed  to  ap- 
proximately 800  in  1959.  Topping  a 
week-long  promotion  to  familiarize 
the  community  with  its  new  facili- 
ties by  televising  a 90-minute  spec- 
tacular of  the  parade,  the  station 
also  held  special  time-capsule  cere- 
monies (above).  Shown  (1  to  r)  are: 
Harvin  Moore,  president,  San  Ja- 
cinto Sons  of  the  Republic  of  Texas; 
W.R.  Blanton,  president,  San  Ja- 
cinto Park  Commission;  James  C. 
Richdale,  Jr.,  vice-president  and  gen- 
eral manager  of  KHOU-TV,  and 
Texas  Gov.  Price  Daniel.  San  Ja- 
cinto Day,  as  every  good  Texan 
knows,  celebrates  the  battle  which 
secured  Texas’  independence  from 


Mexico  in  1836.  The  time  capsule, 
replete  with  modern  history,  is  to  be 
opened  April  21,  2036. 

Houston  papers,  including  those 
owning  opposition  stations,  com- 
mended KHOU-TV  on  its  efforts  and 
foreswore  inter-media  rivalry  as  ex- 
ecutives attended  a banquet  featur- 
ing CBS  News’  Douglas  Edwards  and 
other  CBS  personalities.  For  several 
weeks  prior  to  the  celebration, 
KHOU-TV  carried  on  a saturation 
spot  campaign  promoting  the  event. 
A special  two-color  section  was 
sponsored  in  the  April  17  Houston 
Post  citing  the  station’s  recent  ex- 
pansion and  advising  the  public  of 
the  celebration.  The  station  reports 
that  although  KHOU-TV  is  a Co- 
rinthian station,  the  entire  project 
was  carried  out  on  the  local  level 
without  help  from  headquarters. 


HESS 
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in  1 KW  AM  Transmitters 


★ A NEW  SOUND— true  high  fidelity  * COM- 
PLETE WITH  DUMMY  ANTENNA— an  engineer’s 
dream  ★ LONG  TUBE  LIFE — proven  833A's  add 
thousands  of  hours  if  ACCEPTANCE — largest  sell- 
ing 1 KW  manufactured  today  if  SPECIAL  MODEL 
FOR  CLASS  IV  STATIONS— flip  the  switch  for 
change  in  power  * IN  STOCK  FOR  PROMPT  DE- 
LIVERY— factory  tested  to  your  frequency 


■■Mini  GATES  RADIO 
■l.'WfTXm  COMPANY 


QUINCY,  ILLINOIS 


In  the  Radio-TV  Publishing  Field 
only  BROADCASTING  is  a 
member  of  Audit  Bureau  of 
Circulations  and  Associated  Business 
Publications 


Amoeba  vs.  dope 

KFWB  Los  Angeles  scared  the  wits 
out  of  some  unbiologically-minded 
natives  and  amused  others  when  it 
broadcast  emergency  warnings  that  an 
amoeba  was  loose  in  the  city.  Special 
announcements  and  descriptions  of  the 
search’s  progress  were  broadcast 
throughout  the  day.  Anxious  callers  to 
the  station’s  switchboard  were  assuaged 
with  a dictionary  definition  of  the 
micro-organism.  Some  listeners  joined 
the  fun  by  reporting  the  amoeba’s 
whereabouts  or  its  alleged  capture.  The 
local  papers  carried  the  tale  of  the  hoax; 
police  had  been  alerted  by  KFWB  as 
to  its  plans  in  order  to  prevent  city- 


wide panic.  The  next  day  the  station 
broadcast  an  editorial  chiding  the  citi- 
zenry for  its  alarmed  reaction  to  the 
amoeba  story  as  opposed  to  its  com- 
paratively apathetic  response  to  serious 
programs  by  KFWB  on  the  narcotics 
menace. 

Time  stands  still  at  WINS 

Some  600  listeners  are  willing  to  give 
WINS  New  York  more  than  the  time 
of  day.  It  isn’t  always  accurate,  and 
often  it’s  some  long-ago  hour  when 
time  stood  still  as  the  watchworks  quit. 
Still  that  many  watch  consumers  re- 
sponded to  an  appeal  by  WINS  for  old 
watches  and  sent  them  along  to  the  stu- 
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Promotion  launching  pad  ■ NBC- 
TV  affiliates  in  200  cities  April  21 
were  linked  in  the  network’s  first 
in  a series  of  taped  closed-circuit 
telecast  devoted  exclusively  to  audi- 
ence-building plans  and  ideas.  Pro- 
motional plans  for  its  coverage  of 
the  1960  political  conventions  were 
discussed  in  this  first  program  of 
the  project  called  “Station  to  Sta- 
tion Call.”  The  series  is  part  of 
NBC-TV’s  overall  plan  to  spend 
$200,000  in  promotion  of  its  fall 
programming  schedule  (Broadcast- 


ing, April  11).  Seated  clockwise  at 
last  week’s  taping  session  are  A1 
Rylander,  director,  promotional 
services;  John  Porter,  director,  na- 
tional advertising  and  promotion; 
Ellis  Moore,  director,  press  and  pub- 
licity; Sydney  H.  Eiges,  vice  presi- 
dent, public  information;  Charles 
Cash,  WSM-TV  Nashville;  Eugene 
Godt,  KYW-TV  Cleveland,  and 
Caley  Augustine,  WIIC  (TV)  Pitts- 
burgh. It’s  understood  NBC  will 
bring  in  three  station  promotion 
managers  for  each  telecast. 


dios.  The  station  is  forwarding  them  to 
schools  and  rehabilitation  centers  for 
training  use. 

It  took  two  weeks  to  pull  the  600 
old  watches.  Minutes  were  scheduled 
about  a dozen  times  a day  every  couple 
of  hours  asking  listeners  to  send  in 
watches  and  compete  for  a daily  prize 
to  the  owner  of  the  one  showing  the 
most  inaccurate  time.  Another  prize 
was  awarded  the  end  of  each  week  for 
the  most  interesting  beat-up  watch  that 
didn’t  run  at  all.  Prizes  in  both  cate- 
gories were  new  timepieces  in  working 
order. 

WINS’  watch  contest  was  a support- 
ing promotion  for  a 13-week  commer- 
cial schedule  by  Watchmakers  of 
Switzerland,  which  has  radio  sched- 
ules in  around  30  markets.  One  station 
in  each  of  the  markets  is  running  a tie- 
in  promotion.  The  paid  commercials 
average  15  daily  (minutes  and  30’s) 
and  five  over  the  weekend.  Cunning- 
ham & Walsh,  New  York,  placed  the 
campaign,  running  its  own  contest 
among  stations  for  the  best  merchan- 
dising job. 


PGW’s  phone  check 

Agency  timebuyers  in  New  York  last 
week  discovered  they  were  “wired  for 
sound”  when  radio  salesmen  from 
Peters,  Griffin,  Woodward  Inc.  came  to 
call.  The  rep  firm’s  new  sales  approach 
is  as  simple  as  “picking  up  your  tele- 
phone.” It  gives  auditions  of  PGW  sta- 
tions through  its  “Phone-a-Check”  serv- 
ice. 

By  dialing  the  special  Phone-a-Check 
number  and  asking  to  hear  a particular 
PGW-represented  station,  buyers  can 
listen  to  as  much  as  15  minutes  of  on- 
air  broadcasts.  Each  station  is  repre- 
sented by  a composite  tape  which  cap- 
sulates  music  policy,  news  coverage, 
service  features  and  personality  ap- 
proaches. 

“Our  aim  has  been  to  combine  the 
benefits  of  first-hand,  in-the-market 
listening  with  the  speed,  privacy  and 
convenience  of  telephone  service,” 
noted  Robert  H.  Teter,  vice  president- 
director  of  radio  at  Peters,  Griffin, 
Woodward.  With  Phone-a-Check,  buy- 
ers and  other  agency  decision-makers 


“can  swiftly  bring  the  added  dimension 
of  qualitative  judgment  to  their  spot 
radio  buying  procedures,”  he  said. 

Stations  currently  on  the  Phone-a- 
Check  list:  KPOP  Los  Angeles;  WHIM 
Providence;  WWJ  Detroit;  KHOW 
Denver;  KGMB  Honolulu;  KIRO  Se- 
attle; KFDM  Beaumont,  Tex.,  and 
XEAK  Tijuana-San  Diego.  More  PGW- 
represented  stations  will  be  added. 

Tunes  for  tots 

WGMS  Washington,  classical  music 
station,  held  its  annual  Tiny  Tots  Con- 
cert for  children  3 to  7 on  May  1,  at  the 
Statler-Hilton.  The  National  Symphony 
Orchestra  played  in  the  middle  of  the 
ballroom  at  floor  level  while  the  mop- 
pets sat  on  the  floor  around  it.  Audience 
participation  was  invited  on  such 
Urchins’  Top  10  tunes  as  “Pop  Goes 
the  Weasel.”  Untoward  incidents  of  the 
past,  such  as  the  concertmaster’s  life 
being  threatened  with  a water  pistol, 
did  not  occur.  After  the  concert,  the 
youngsters  explored  the  orchestra,  meet- 
ing the  musicians  and  their  instruments. 

Bread  and  butter 

WNEW-TV  New  York  is  reinforcing 
its  exposure  after  luncheon  presenta- 
tions. Following  pitches  to  San  Fran- 
cisco and  Los  Angeles  advertising  peo- 
ple, the  eastern  station  team  erected 
highway  billboards  naming  luncheon 
guests,  thanking  them  for  their  attend- 
ance and  signed,  “Love,  Mary.”  The 
signer  is  Mrs.  Mary  McKenna,  vice 
president  in  charge  of  research  of 
Metropolitan  Broadcasting  Corp. 
(WNEW-TV  licensee),  who  made  the 
presentations.  John  W.  Kluge,  president 
and  board  chairman  of  the  multiple  sta- 
tion firm,  greeted  guests  in  the  two 
cities.  Foster  & Kleiser,  San  Francisco 
outdoor  advertising  company,  which 
erected  the  signs,  also  is  one  of  his 
media  interests. 


WCCC  counts  blessings 

WCCC  Hartford,  Conn.,  has  insti- 
tuted a series  saluting  members  of  the 
civic  and  business  community  with  20- 
or  30-second  announcements  each  hour 
and  a 3-minute  address  by  the  president 
of  the  organization  at  6:25  p.m.,  the  end 
of  the  broadcast  day. 

The  purpose  of  the  campaign,  which 
is  called  Count  Your  Blessings,  is  to 
make  listeners  aware  of  organizations 
that  they  might  take  for  granted,  but 
without  which  the  community  could  not 
thrive.  Retail  establishments,  banks,  in- 
surance companies,  various  business  and 
health  and  welfare  groups  are  the  sub- 
jects of  the  daily  salutes.  Each  day  is 
devoted  to  a separate  organization  giv- 
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mg  details  of  its  history  and  services. 

The  series  started  March  14.  The 
station  plans  to  continue  it  indefinitely 
“since  we  have  a long  list  to  cover.” 

■ Drumbeats 

Dig  those  platters  ■ WKTG  Thomas- 
ville,  Ga.,  treated  some  2,000  of  its 
listeners  to  an  Easter  egg  hunt  on  a 
IV2  -acre  field  adjoining  its  transmitter. 
But  instead  of  eggs  old  45  rpm  rec- 
ords— 1,000  of  them — were  buried  in 
the  lot.  A local  merchant  sponsored  the 
festivities,  issuing  free  tickets  at  his 
store  two  weeks  in  advance. 

Password  for  free  pass  ■ KELP  El 
Paso  caused  a great  traffic  jam  in  the 
vicinity  of  a local  drive-in  theater  after 
making  brief  announcements  that  men 


would  be  admitted  free  if  they  used 
the  password  “KELP  sent  me.”  The 
promotion  was  so  successful  they  re- 
peated it  for  women  the  following 
night.  A similar  effort  is  in  the  works 
with  a drive-in  restaurant  with  the  re- 
ward for  faithful  listeners  being  a free 
meal. 

Amateur  critics  ■ WSB-TV  Atlanta 
is  offering  viewers  a chance  to  act  like 
professional  aisle-sitters  and  review  The 
Play  of  the  Week  for  prizes.  The  best 
letter  of  comment  on  one  of  the  first 
10  plays  presented  will  win  a 5-day 
expenses-paid  trip  for  two  to  New  York 
on  the  special  ANTA  theater  train. 
Broadway  show  record  albums  will  go 
to  other  writers  of  the  best  letters  fol- 
lowing each  of  the  first  10  shows.  The 
program,  has  been  signed  for  39  weeks. 

_ FOR  THE  RECORD  _ 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

April  21  through  April  27.  Includes  data  on  new  stations,  changes  in 
existing  stations,  ownership  changes,  hearing  cases,  rules  & standards 
changes  and  routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
— very  high  frequency,  uhf — ultra  high  fre- 
quency. ant.— antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watts,  me — mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod.— modification,  trans.— transmitter,  uni. 
—unlimited  hours,  kc — kilocycles.  SCA — 
subsidiary  communications  authorization. 
SSA — special  service  authorization. — STA — 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann,  Announced. 

New  Am  Stations 

APPLICATIONS 

North  Atlanta,  Ga. — J.  Lee  Friedman,  680 
kc,  10  kw.  P.O.  address  1230  Wild  Creek 
Trail.  Atlanta,  Ga.  Estimated  construction 
cost  $140,809,  first  year  operating  cost  $125,- 
000,  revenue  $150,000.  Applicant  is  in  adver- 
tising and  oil  business,  is  former  V3  owner 
of  WWOK  Charlotte,  N.Y.  Ann.  April  26. 

Marshall,  Mich.— Marshall  Bcstg.  Co.,  1540 
kc.  .25  kw  D.  P.O.  address  Box  88,  Hastings, 
Mich.  Estimated  construction  cost  $22,686, 
first  year  operating  cost  $55,000,  revenue 
$65,000.  Principals  include  Barry  Bcstg.  Co., 
51.71%,  and  15  other  stockholders  all  hold- 
ing less  than  5%  each.  Barry  Bcstg.,  licensee 
of  WBCH  Hastings,  Mich.,  is  headed  by 
Robert  S.  Greenhoe,  president.  All  other 
stockholders  in  Marshall  Bcstg.  also  hold 
stock  in  Barry  Bcstg.  Ann.  April  27. 

East  Aurora,  N.Y. — James  C.  Gleason,  1300 
kc,  5 kw  D.  P.O.  address  110  North  Fourth 
St..  Olean,  N.Y.  Estimated  construction  cost 
$42,097,  first  year  operating  cost  $72,000, 
revenue  $80,000.  Applicant  is  stockholder  in 
Olean  Bcstg.  Corp.,  licensee  of  WMNS 
Olean,  WSET  Glen  Falls,  WIPS  Ticon- 
deroga.  WRNY  Rome,  all  New  York.  Ann. 
April  27. 

Depew-Lancaster,  N.Y. — De-Lan  Inc.,  1300 
kc,  1 kw  D.  P.O.  address  1028  Liberty  Bank 
Building.  Buffalo,  N.Y.  Estimated  construc- 
tion cost  $57,558,  first  year  operating  cost 
$71,000,  revenue  $79,000.  Principals  include 
Bessie  M.  Kritzer,  60%,  Joseph  M.  Crotty, 
10%,  and  others.  Mr.  Crotty  is  attorney. 
Ann.  April  27. 

Lancaster,  N.Y. — Seaport  Bcstg.  Corp.,  1300 
kc,  1 kw  D.  P.O.  address  906  Morgan  Build- 
ing, Buffalo,  N.Y.  Estimated  construction 
cost  $46,889,  first  year  operating  cost  $45,000, 
revenue  $75  000.  Principals  include  Stanley 
Jasinski,  50%,  Lee  Forster,  10%  and  others. 
Messrs.  Jasinski  and  Forster  are  employes 
of  WWOL  Buffalo.  Ann.  April  27. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

KWYN  Wynne,  Ark. — Granted  change 
from  uni.  to  specified  hours,  continuing 
operation  on  1400  kc,  250  w.  Ann.  April  27. 

KH  J-AM-FM  Hollywood,  Calif. — Granted 
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(1)  mod.  of  licenses  to  change  station  loca- 
tion to  Los  Angeles  and  (2)  renewal  of  li- 
censes as  modified.  Ann.  April  27. 

WMMS  Bath,  Me. — Granted  increase  of 
power  from  500  w to  1 kw,  continuing 
operation  on  730  kc,  D;  engineering  condi- 
tion: remote  control  permitted.  Ann.  April 
27. 

WBBB-AM-FM  Burlington,  N.C.— Granted 
applications  to  specify  dual  city  designation 
as  Burlington-Graham,  N.C.  Ann.  April  27. 

WNOB  Cleveland,  Ohio— Granted  SCA  to 
engage  in  functional  music  on  multiplex 
basis.  Ann.  April  27. 

WIRE  Newport,  Vt. — Granted  increase  of 
daytime  power  on  1490  kc  from  250  w to  1 
kw,  continued  nighttime  opration  with 
250  w;  remote  control  permitted.  Ann.  April 


27. 


WAPI 


APPLICATIONS 

Birmingham,  Ala. — Cp  to  make 


Busy  signal 

During  a recent  two-week  pro- 
motion, WIL  St.  Louis  received 
several  hundred  thousand  phone 
calls. 

In  its  “Sing  the  Thing”  contest, 
the  station  invited  listeners  to  call 
and  sing  “Wonderful  WIL” — one 
of  its  musical  identifications.  Five 
listener-made  recordings  were 
aired  each  half-hour.  Listeners 
calling  the  station  within  10 
minutes  after  recognizing  their 
voices  on-the-air  -received  prizes. 

A Southwestern  Bell  telephone 
representative  said  the  promotion 
logged  over  361,000  calls. 


(1070kc)  Ann.  April 

WJBD  Salem,  111. — Cp  to  increase  power 
from  500  w to  1 kw  and  install  new  trans. 
(Request  waiver  of  sec.  3.28(c)  (3)  of  rules.) 
fl350kc)  Ann.  April  25. 

WNNC  Newton,  N.C. — Cp  to  increase  day- 
time power  from  250  w to  1 kw  and  install 
new  trans.  (1230kc)  Ann.  April  26. 

KOMB  Cottage  Grove,  Ore. — Mod.  of  li- 
cense to  change  specified  hours  of  operation 
to:  Mon.  thru  Sat.:  6:30  a.m.  to  8:00  p.m. 
Sunday:  8:00  a.m.  to  5:00  p.m.  (1400kc)  Ann. 
April  20. 

WENA  Bayamon,  P.R. — Cp  to  increase 
daytime  power  from  250  w to  5 kw  and  in- 
stall new  trans.  for  daytime  use  (2  main 


trans.).  (1580kc)  Ann.  April  27. 

WWWW  Rio  Piedras,  P.R. — Cp  to  change 
frequency  from  1520  kc  to  1190  kc,  increase 
power  from  250  w to  500  w,  change  ant.- 
trans.  location  and  install  new  trans.  Ann. 
April  21. 

WLAR  Athens,  Tenn. — Cp  to  increase  day- 
time power  from  250  w to  1 kw  and  install 
new  trans.  (Requests  waiver  of  sec.  3.28 
(c)  of  rules.)  (1450kc)  Ann.  April  27. 

KARI  Blaine,  Wash. — Cp  to  change  hours 
of  operation  to  uni.  using  power  of  1 kw. 
5kw-LS,  install  DA  D and  N (DA-2)  and  in- 
stall new  trans.  Ann.  April  25. 

RAPA  Raymond,  Wash. — Cp  to  increase 
daytime  power  to  1 kw  and  install  new 
trans.  (1340kc)  Ann.  April  26. 

*WHA  Madison,  Wis. — Cp  to  change  fre- 
quency from  970  kc  to  750  kc,  increase  pow- 
er from  5 kw  to  10  kw,  change  ant. -trans. 
location  changes  in  ant.  system  and  ground 
system  and  install  new  trans.  (Request 
waiver  of  sec.  1.351  of  rules.)  Ann.  April  22. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Caldwell,  Idaho — Christian  Bcstg.  Co.  of 
Idaho,  granted  94.1  me;  7.6  kw;  P.O.  address 
11635  S.W.  Highway  217,  Tigard,  Ore.  Equal 
partners  are  Harold  Shaw,  decorator-de- 
signer, and  F.  Demcy  Mylar,  50%  owner 
KRWC  Forest  Grove,  Ore.  Ann.  April  27. 

Eoward  C.  Fritz  Jr.,  Waukegan,  ill. — Des- 
ignated for  hearing  application  for  new 
fm  station  to  operate  on  102.3  me;  1 kw; 
ant.  height  188  ft.  Ann.  April  27. 

Hopkinsville,  Ry. — Pennyrile  Bcstg.  Co. 
Granted  100.3  me,  3.73  kw.  P.O.  address 
808>/2  S.  Main  St.,  Hopkinsville,  Ky.  Esti- 
mated construction  cost  $9,330,  first  year 
operating  cost  $2,500.  revenue  $5,500.  Prin- 
cipals are  William  H.  Higgins,  A.W.W.  Hig- 
gins and  John  M.  Higgins,  33V3  each  owners 
of  WKOA  Hopkinsville,  Ky.  Ann.  April  27. 

Plymouth,  Mass. — Plymouth  Rock  Bcstg. 
Inc.  Granted  99.1  me,  20  kw.  P.O.  address 
State  Route  #3  Plymouth,  Mass.  Estimated 
construction  cost  $26,013,  first  year  operating 
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SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING 

through  April  27 

ON  AIR 

CP  TOTAL  APPLICATIONS 

Lie.  Cps. 

Not  on  air 

For  new  stations 

AM  3,407  66 

76 

840 

FM  650  77 

179 

113 

TV  472  56 

104 

120 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  April  27 

VHF 

UHF 

TV 

Commercial  450 

77 

527 

Non-commercial  33 

11 

44 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through 

March  31,  1960 

AM 

FM 

TV 

Licensed  (all  on  air) 

3,406 

648 

4721 

CPs  on  air  (new  stations) 

59 

51 

552 

CPs  not  on  air  (new  stations) 

81 

152 

97 

Total  authorized  stations 

3,546 

867 

672 

Applications  for  new  stations  (not  in  hearing) 

609 

77 

49 

Applications  for  new  stations  (in  hearing) 

214 

38 

70 

Total  applications  for  new  stations 

823 

115 

119 

Applications  for  major  changes  (not  in  hearing) 

686 

40 

32 

Applications  for  major  changes  (in  hearing) 

194 

9 

19 

Total  applications  for  major  changes 

880 

49 

51 

Licenses  deleted 

0 

0 

0 

CPs  deleted 

0 

3 

8 

1 There  are,  in  addition,  ten  tv  stations  which  are  no  longer  on  the 

air,  but  retain  their 

licenses. 

•There  are,  in  addition,  38  tv  cp-holdtrs  which  ' 

were  on  the  air.  at 

one  time  but 

are  no 

longer  in  operation  and  one  which  has  not  started 

operation. 

cost  $2,400,  revenue  $3,600.  Principal  appli- 
cant is  John  T.  Campbell.  Mr.  Campbell  is 
majority  owner  of  WPLM  Plymouth,  Mass. 
Ann.  April  27. 

^Marietta,  Ohio— Marietta  College,  granted 

89.3  me,  10  w P.O.  address  Andrews  Hall, 
Marietta  College,  Marietta,  Ohio.  Estimated 
construction  cost  $2,200,  first  year  operating 
cost  $1,400.  Station  is  non-commercial  educa- 
tional. Ann.  April  27. 

Dumas,  Tex. — Dumas  Bcstrs.  Inc.  Granted 

95.3  me.  .684  kw.  P.O.  address  Box  555,  Du- 
mas, Tex.  Estimated  construction  cost  $7,907, 
first  year  operating  cost  $6,500,  revenue  $8,- 
500.  Principals  include  Kenneth  E.  Duke, 
70%,  and  others,  licensee  of  KDDD  Dumas. 
Ann.  April  27. 

Grand  Rapids,  Mich.  — Furniture  City 
Bcstg.  Corp.  Granted  102.9  me,  36  kw.  P.O. 
address  399  Garfield  Ave.,  Grand  Rapids, 
Mich.  Estimated  construction  cost  $16,245, 
first  year  operating  cost  $15,000,  revenue 
$20,000.  Principals  include  William  Kuiper 
Sr.,  50.3%.  William  E.  Kuiper,  35.9%,  and 
others.  Messrs.  Kuiper  hold  interest  in 
WFUR  Grand  Rapids.  Ann.  April  20. 

APPLICATIONS 

*South  Hadley,  Mass. — Mt.  Holyoke  Col- 
lege. 90.7  me.  P.O.  address  % Otto  C.  Kohler, 
mgr.  Mt.  Holyoke  College  South  Hadley, 
Mass.  Estimated  construction  cost  $70.00, 
Station  will  be  non-commercial,  educa- 
tional. Ann.  April  15. 

^Springfield,  Mlass. — Springfield  College. 
89.9  me.  P.O.  address  263  Alden  St.,  Spring- 
field  9,  Mass.  Estimated  construction  cost 
$70.00.  Station  will  be  non-commercial,  edu- 
cational. Ann.  April  15. 

Existing  Fm  Stations 

ACTIONS  BY  FCC 

KTOP-FM  Topeka,  Kans.— Granted  cp  to 
change  from  class  A on  100.1  me  to  class  B 
on  100.3  me;  increase  ERP  from  760  w to 
3.5  kw;  ant.  height  from  100  ft.  to  225  ft.; 
waived  sec.  3.205  of  rules  to  permit  main 
studio  to  be  located  outside  city  limits  of 
Topeka  and  at  a site  other  than  fm  trans. 
site;  remote  control  permitted.  Ann.  April 
27. 

WBAL-FM  Baltimore,  Md. — Granted  tem- 
porary authority  to  Oct.  30  to  transmit  play- 
by-play  descriptions  of  Baltimore  Orioles 
or  other  major  league  baseball  games  to 
other  am  and  fm  stations  within  its  service 
area;  multiplex  operation  on  sub-carrier 
frequency  of  41  kc  to  conform  with  section 
3.319  of  subsidiary  communications  rules, 
and  participating  stations  to  comply  with 
sections  3.121  and  3.291  of  rebroadcast  rules. 
Ann.  April  27. 


Ownership  Changes 

ACTIONS  BY  FCC 

WEZB  Bessemer,  Ala. — Granted  assign- 
ment of  license  to  Trans-America  Bcstg. 
Corp.  (H.C.  Young  Jr.,  president,  50%  own- 
er WENO  Madison,  Term.);  consideration 
$85,000.  Comr.  Bartley  dissented.  Ann.  April 
27. 

KLOU  Lake  Charles,  La. — Granted  assign- 
ment of  license  to  Albert  D.  Johnson;  con- 
sideration $142,500.  Ann.  April  27. 

WLEC-AM-FM  Sandusky,  Ohio — Granted 
transfer  of  control  to  Cleveland  Bcstg.  Inc. 
(WERE-AM-FM-TV  Cleveland  and  WERC- 
AM-FM  Erie,  Pa.);  consideration  $420,000. 
Ann.  April  27. 

KLOO  Corvallis,  Ore. — Granted  assign- 
ment of  licenses  to  Willamette  Valley  Ra- 
dio Inc.  (William  C.  Hurley,  president); 
consideration  $70,000  plus  realty  lease  at 
$200  per  month  for  10  years.  Ann.  April  27. 

KGKB  Tyler,  Tex. — Granted  assignment 
of  license  to  KGKB  Inc.  (H.  O’Connor, 
president);  consideration  $125,000.  Mr. 
O’Connor,  who  has  been  assistant  general 
manager  of  KGKB,  has  40%  interest  in 
KTXO  Sherman.  Comr.  Bartley  dissented. 
Ann.  April  27. 

APPLICATIONS 

KYND  Tempe,  Ariz. — Seeks  assignment 
of  license  from  Richard  B.  Gilbert  to  KYND 
Radio  Corp.,  a corporation.  No  financial 
consideration  involved.  Ann.  April  13. 

Hi-Fi  Fm  Bcstg.  Co.,  Little  Rock,  Ark. — 
Seeks  transfer  of  control  from  partnership 
to  corporation.  No  financial  consideration 
involved.  Ann.  April  21. 

KUFM  (FM)  El  Cajon,  Calif.— Seeks  trans- 
fer of  control  of  Forwek  & Co.  from  Ken- 
neth C.  Forror,  50.1%,  and  Thelma  H.  Weeks, 
49.8,  to  Thelma  H.  Weeks,  99.9%,  for  $501.00. 
Ann.  April  15. 

KVIQ-TV  Eureka,  Calif.— Seeks  transfer 
of  control  of  California  Northwest  Bcstg. 
Co.  from  Carroll  R.  Hauser  and  Shasta 
Telecasting  Corp.  (group  headed  by  George 
C.  Fleharty,  president),  50%  each,  to  Carl 
R.  McConnell  and  Leah  McConnell.  Total 
consideration  is  $83,472.15  with  $60,797.15 
paid  to  Mr.  Hauser  by  the  McConnells  and 
$22,675  paid  to  Shasta  by  the  McConnells  for 
all  shares  of  stock.  Mr.  McConnell  holds 
15.625%  interest  in  Shasta  Telecasting  Corp., 
KVIP-TV  Redding,  Calif.,  and  28.125%  in- 
terest in  Shasta  Bcstg.  Corp.,  KVIP  Redding, 
Calif.  Ann.  April  20. 

KPSR  (FM)  Palm  Springs,  Calif. — Seeks 
assignment  of  license  from  Richard  T.  Samp- 
son to  KPSR  Inc.  Corporation  will  consist 
of  Howard  Morris,  30%,  Richard  T.  Samp- 


son, 20%,  Hyman,  George  and  Maxwell 
Shane,  16%%  each.  Mr.  Morris  contributed 
his  firm  of  Background  Music  Services  and 
equipment.  Mr.  Sampson  contributed  use 
of  KPSR  (FM)  Multiplex  Channel  and 
Equipment  for  Mr.  Morris’  service.  Messrs. 
Shane  each  purchased  16%  shares  of  stock 
each  at  $100  per  share.  Messrs.  Shane  are  in 
clothing  sales.  Ann.  April  27. 

KIST  Santa  Barbara,  Calif. — Seeks  trans- 
fer of  control  of  Western  States  Radio  from 
A.R.  Ellman  and  A.C.  Morici,  equal  partners, 
to  J.P.  Wardlaw  Jr.  for  $97,000.  Mr.  Ward- 
law  was  formerly  owner  of  WLEU  Erie,  Pa. 
Ann.  April  20. 

WWCO  Waterbury,  Conn. — Seeks  trans- 
fer of  control  of  WWCO  Inc.  from  Herbert 
Bloomberg,  72.64%,  Murray  Grossman  and 
Herbert  Saxe.  13.68%  each,  to  Herbert 
Bloomberg,  72.64%,  and  Ruth  R.  Goddard, 
27.36%,  for  $20,000.  Mrs.  Goddard  is  officer 
of  corporation.  Ann.  April  20. 

WTHR  Panama  City  Beach,  Fla. — Seeks 
assignment  of  license  of  Regional  Bcstg. 
Co.  from  Harold  E.  King  and  Helen  W.  King, 
equal  partners,  to  Helen  W.  King,  sole  own- 
er. Transfer  will  result  from  property  set- 
tlement of  Mr.  King.  No  other  financial  con- 
sideration noted.  Ann.  April  25. 

WOKB  Winter  Garden,  Fla. — Seeks  as- 
signment of  license  from  John  B.  Cook  Jr.  to 
WOKB  Bcstg.  Inc.  for  total  price  of  $95,000. 
Purchaser  is  OK  Realty  & Investment  Co., 
a group  headed  by  Stan  Raymond,  presi- 
dent. OK  Realty  owns  WAOK  Atlanta,  Ga„ 
and  is  owner  of  all  capital  stock  of  WRMA 
Bcstg.  Co.,  licensee  of  WRMA  Montgomery, 
Ala.  Ann.  April  21. 

KFBB-AM-FM  Great  Falls,  Mont.— Seeks 
assignment  of  license  from  Wilkins  Best. 
Inc.  to  KFBB  Bcstg.  Corp.  Wilkins  is 
wholly-owned  subsidiary  of  KFBB  Bcstg. 
and  will  be  liquidated.  No  financial  con- 
sideration involved.  Ann.  Mar.  30. 

WSHE  Raleigh,  N.C. — Seeks  assignment  of 
license  from  Merchants  and  Farmers  Radio 
Station  WSHE  Inc.  to  Raleigh  Bcstg.  Corp. 
for  $166,500.  Purchaser  is  Louis  P.  Heyman, 
employe  of  Schenley  Industries.  Ann.  April 
27. 

KOME  Tulsa,  Okla. — Seeks  assignment  of 
license  from  Charles  W.  Holt,  Connie  I.  Holt 
and  Robert  N.  Robinson  to  Franklin  Bcstg. 
Co.  for  $300,000  plus  $5,000  per  year  for 
three  years  to  sellers  as  consultation  fee. 
Franklin  Bcstg.  is  owned  by  William  F. 
Johns  Jr.,  80%,  Robert  J.  Flynn,  10%,  and 
others.  Franklin  is  licensee  of  WMIN  St. 
Paul,  Minn.;  and  owns  all  outstanding  stock 
of  WLOD  Inc.,  licensee  of  WLOD  Pompano 
Beach,  Fla.,  and  all  outstanding  stock  of 
Noble  Bcstg.  Corp.,  licensee  of  WILD  Bos- 
ton. Ann.  April  21. 

WBPZ-TV  Lock  Haven,  Pa. — Seeks  assign- 
ment of  license  from  Lock  Haven  Bcstg. 
Corp.  to  Scranton  Bcstrs.  Inc.  for  $19,800 
for  three-year  lease  of  equipment  with  op- 
tion to  buy  to  use  equipment  as  satellite  for 
WDAU-TV  Scranton,  Pa.  Scranton  Bcstrs., 
licensee  of  WDAU-TV,  is  owned  by  WGBI 
Radio  Inc.,  licensee  of  WGBI-AM-FM  Scran- 
ton, a firm  owned  by  “Heirs  of  Frank 
Megargee,”  a partnership  controlled  by 
M.E.  Megargee.  Ann.  April  27. 

WOLS  Florence,  S.C. — Seeks  involuntary 
transfer  of  control  of  Florence  Bcstg.  Co. 
from  Melvin  H.  Purvis,  deceased,  99%,  to 
A.P.  Skinner,  20%,  and  A.P.  Skinner,  79% 
in  trust  for  wife  and  three  children  of  de- 
ceased. No  financial  consideration  involved. 
Mr.  Skinner  is  employe  of  WOLS.  Ann. 
April  13. 

KAZZ  (FM)  Austin,  Tex. — Seeks  transfer 
of  control  of  Audioland  Bcstg.  Co.  from 
Larry  Sherrin,  75%,  J.E.  Moore  Jr.,  15%, 
and  William  R.  Lastinger,  10%,  to  J.E. 
Moore  Jr.,  90%,  and  William  R.  Lastinger, 
10%.  No  financial  consideration  involved  in 
transfer  although  Mr.  Sherrin  will  be  re- 
paid by  corporation  $2500  advanced  to  cor- 
poraton  as  stockholder.  Mr.  Moore  was 
formerly  owner  of  KAZZ  (FM).  Ann.  April 
15. 

KLBS  Livingston,  Tex. — Seeks  assign- 
ment of  license  from  Polk  County  Bcstg. 
Service  Inc.  to  Trinity  Valley  Bcstg. 
Co.  for  assumption  of  $12,603  in  debts. 
Principals  are  Jack  G.  Jackson  Sr.  and 
Eugene  Hanson,  equal  partners.  Mr.  Jack- 
son  is  in  farm  and  electrical  supply.  Mr. 
Hanson  is  in  insurance.  Ann.  April  27. 

WODY  Bassett,  Va. — Seeks  assignment  of 
cp  from  S.L.  Goodman  to  WYTI  Inc.  for 
$7,200.  Principals  include  former  sole  own- 
er Mr.  Goodman,  now  60%,  and  Lester  L. 
William,  40%.  WYTI  Inc.  is  licensee  of 
WYTI  Rocky  Mount,  Va.  Ann.  April  27. 

WFVA  Fredericksburg,  Va. — Seeks  trans- 
fer of  control  of  Fredericksburg  Bcstg.  Corp. 
from  Marion  Park  Lewis,  27%,  Marion  Park 
Lewis,  Trustee,  28%.  Mrs.  Lewis,  as  trustee, 
holds  10%  interest  for  son  John  P.  Lewis, 
9%  interest  for  son  David  P.  Lewis,  and 
9%  interest  for  Howard  P.  Lewis.  She  now 
makes  gift  of  5%  interest  out  of  her  per- 
sonal 27%  to  son  David  P.  Lewis  reducing 
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her  personal  holdings  to  22%.  Other  Lewis 
stations  are  WINC,  WRFL  Winchester. 
WSIG  Mount  Jackson,  both  Virginia; 
WAYZ-AM-FM  Waynesboro,  and  WHYL- 
AM-FM  Carlisle,  both  Pennsylvania,  and 
WELD,  Fisher,  W.  Va.  Ann.  April  25. 

KTNT-AM-FM-TV  Tacoma,  Wash— Seeks 
involuntary  transfer  of  control  of  Tribune 
Publishing  Co.  from  Frank  S.  Baker,  de- 
ceased, 52.6%,  to  estate  of  Frank  S.  Baker, 
52.6%.  No  financial  consideration  involved. 
Ann.  April  13. 

Hearing  Cases 

FINAL  DECISIONS 

■ By  order,  commission,  on  petition  by 
applicants,  made  effective  immediately  ex- 
aminer’s initial  decision  of  March  30  and 
granted  applications  of  Pioneer  Bcstg.  Co. 
for  new  daytime  am  station  to  operate  on 
1480  kc  with  1 kw  power  in  Spanish  Fork, 
Utah,  and  United  Bcstg.  Co.  to  increase  day- 
time power  of  KVOG  Ogden,  Utah,  from  250 
w to  1 kw,  continuing  operation  on  1490  kc 
with  250  w-N.  Ann.  April  27. 

B By  order,  commission  made  effective 
immediately  March  15  initial  decision  and 
granted  application  of  Marin  Bcstg.  Co.,  to 
change  trans.  site  of  station  KTIM  San 
Rafael,  Calif.,  continuing  operation  on  1510 
kc,  1 kw  D.  Ann.  April  27. 

INITIAL  DECISION 

B Hearing  Examiner  Herbert  Sharfman 
issued  initial  decision  looking  toward  grant- 
ing application  of  Wabash  Valley  Bcstg. 
Corp.  for  renewal  of  license  of  station 
WTHI-TV  on  ch.  10  in  Terre  Haute,  Ind„ 
and  denying  competing  application  of  Live- 
say  Bcstg.  Co.  for  new  tv  station  to  operate 
on  ch.  10  in  Terre  Haute.  Ann.  April  22. 

B Hearing  Examiner  Annie  Neal  Huntting 
issued  initial  decision  looking  toward  grant- 
ing application  of  Cal-Coast  B/crs  for  new 
am  station  to  operate  on  1480  kc,  1 kw,  D, 
in  Santa  Maria,  Calif.  Ann.  April  25. 

B Hearing  Examiner  Thomas  H.  Donahue 
issued  initial  decision  looking  toward  grant- 
ing application  of  Southeast  Mississippi 
Bcstg.  Co.  to  change  facilities  of  station 
WSJC  Magee,  Miss.,  from  1280  kc,  500  w,  D. 
to  790  kc,  1 kw,  D,  DA.  Ann.  April  26. 

OTHER  ACTIONS 

B By  memorandum  opinion  and  order, 
commission  denied  petition  by  Tyrone  Bcstg. 
Co.  (WTRN)  Tyrone,  Pa.,  to  consolidate  its 
application  to  increase  power  on  1340  kc 
from  250  w,  Uni.,  to  1 kw,  Uni.,  in  hearing 
with  applications  of  WEPM  Martinsburg,  W. 
Va.:  WCVI  Connellsville,  Pa.  and  others. 
Ann.  April  27. 

B Commission  scheduled  reargument  on 
May  20  in  proceeding  on  am  applications 
of  Kalamazoo  Bcstg.  Co.,  Kalamazoo,  Mich., 
Dowagiac  Bcstg.  Co.,  Dowagiac,  Mich.,  and 
Circle  Corp.  (WKLZ)  Kalamazoo.  Ann.  April 
27. 

B By  memorandum  opinion  and  order, 
commission  granted  petition  by  the  Broad- 
cast Bureau  to  extent  of  severing  am  ap- 
plications of  Chester  Bcstg.  Co.,  Chester,  111., 
Robert  F.  Neathery,  Fredericktown,  Mo., 
and  Paducah  Bcstg.  Co.  (WPAD)  Paducah, 
Ky.,  involving  use  of  1450  kc  from  consoli- 
dated proceeding  on  applications  involving 
use  of  960-980  kc  and  retained  the  severed 
applications  in  hearing  on  issues  applicable 
as  to  them.  Ann.  April  27. 

B By  memorandum  opinion  and  order, 
commission  granted  petition  by  Lycoming 
Bcstg.  Co.  ( WLYC)  Williamsport,  Pa.,  to  ex- 
tent of  enlarging  issues  in  proceeding  on 
application  of  Sunbury  Bcstg.  Corp.  to 
change  facilities  of  station  WKOK  Sunbury, 
Pa.,  from  1240  kc,  250  w.  Uni.,  to  1070  kc,  1 
kw-N,  10  kw-LS,  DA-2.  Ann.  April  27. 

By  memorandum  opinion  and  order,  com- 
mission denied  petition  by  Tidewater  Bcstg. 
Co.,  Smithfield,  Va.,  to  enlarge  issues  rela- 
tive to  financial  qualifications  of  applicant 
Edwin  R.  Fischer.  Newport  News,  Va.,  in 
consolidated  am  proceeding;  dismissed  as 
moot  Tidewater  petition  in  all  other  re- 
spects. Ann.  April  27. 

B By  memorandum  opinion  and  order, 
commission  denied  petition  by  Lebanon 
Valley  Bcstg.  Co.  to  reinstate  its  application 
for  new  am  station  to  operate  on  940  kc, 
250  w,  D,  in  Lebanon,  Pa.  (which  was  dis- 
missed for  untimely  filing  under  section 
1.106(b)(4)  on  Nov.  23,  1959)  and  consider 
it  with  mutually  exclusive  applications. 
Ann.  April  27. 

B By  memorandum  opinion  and  order, 
commission  (1)  denied  petition  by  Ridge 
Radio  Corp.  to  consolidate  its  application 
for  new  am  station  to  operate  on  1350  kc, 
1 kw.  D.  in  Windber,  Pa.,  in  hearing  with 
applications  of  Gosco  Bcstrs.  and  Windber 
Community  Bcstg.  System  for  new  stations 
on  1350  kc  in  Windber  and  other  proposals 
which  were  involved  in  309  (b)  letters  of 
Jan.  7,  and  (2)  dismissed  Ridge  application 
for  untimely  filing  under  sec.  1.106  (b)  (4) 
of  rules.  Ann.  April  27. 
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B By  memorandum  opinion  and  order, 
commission  denied  petition  by  Charleston 
Bcstg.  Co.  to  consolidate  its  application  to 
increase  daytime  power  of  station  WOKE 
Charleston,  S.C.,  in  hearing  with  applica- 
tions of  York  County  Bcstg.  Co.  (WRHI), 
Rock  Hill,  S.C.,  et  al.  Ann.  April  27. 

B By  memorandum  opinion  and  order, 
commission  (1)  rescinded  and  set  aside 
May  20,  1959  decision  which  granted  appli- 
cation of  Fred  H.  Whitley  for  new  am  sta- 
tion to  operate  on  960  kc.  1 kw,  D,  in  Dallas, 
N.C.,  and  which  denied  competing  applica- 
tion of  Wayne  M.  Nelson  for  new  station 
on  same  frequency  with  500  w,  D,  in  Con- 
cord, N.C.,  and  (2)  reopened  proceeding  and 
remanded  it  to  hearing  examiner  to  take 
evidence  on  additional  issues  and  to  render 
supplemental  initial  decision.  In  so  doing, 
commission  granted  petition  for  reconsid- 
eration by  Mr.  Nelson  to  extent  of  reopening 
record  for  further  evidence,  granted  peti- 
tion for  rehearing  by  Spartan  Radiocasting 
Co.  (WSPA),  Spartanburg,  S.C.,  and  denied 
petition  for  reconsideration  by  Broadcast 
Bureau.  (May  20,  1959  decision  was  stayed 
on  July  30,  1959  pending  action  on  petitions 
for  reconsideration.)  Ann.  April  27. 

Routine  Rourtdup 

ACTIONS  ON  MOTIONS 
By  Commissioner  Robert  T.  Bartley 
a Granted  petition  by  Herbert  T.  Graham 
and  extended  to  May  2 date  to  file  excep- 
tions to  initial  decision  in  proceeding  on  his 
application  and  that  of  Triad  Tv  Corp.,  for 
new  am  stations,  in  Lansing,  Mich.  Action 
April  25. 

B Granted  petition  by  TOT  Industries 
Inc.,  and  extended  to  April  29  date  to  re- 
spond to  petition  by  Medford  Telecasting 
Corp.  to  enlarge  issues  in  proceeding  on 
their  applications  and  that  of  Radio  Med- 
ford Inc.,  for  new  tv  stations  to  operate  on 
ch.  10  in  Medford,  Ore.  Action  April  25. 

B Granted  petition  by  Broadcast  Bureau 
and  extended  to  May  9 time  to  respond  to 
petition  by  WDUL  Tv  Corp.  for  reconsid- 
eration and  grant  of  its  application  for 
mod.  of  cp  of  station  WHYZ-TV  Duluth, 
Minn.  Action  April  26. 

B Granted  petition  by  Broadcast  Bureau 
and  extended  to  May  13  time  to  respond  to 
petition  by  Medford  Bcstrs.  Inc.  (KDOV), 
Medford,  Ore.,  to  enlarge  issues  in  proceed- 
ing on  its  am  application  which  is  in  con- 
solidated proceeding.  Action  April  26. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 
B Scheduled  oral  argument  for  9:30  a.m., 
April  28,  on  petition  by  Jefferson  County 
Bcstg.  Co.  for  dismissal  of  its  application 
for  am  facilities  in  Madras,  Ore.,  which  is 
consolidated  for  hearing  with  application 
of  Ralph  J.  Silkwood  for  am  facilities  in 
Klamath  Falls,  Ore.  Action  April  22. 

a Scheduled  oral  argument  for  9:30  a.m., 
April  29,  on  petition  by  John  demon 
Greene  Jr.,  for  dismissal  of  his  application 
for  am  facilities  in  Winchester,  Va.;  appli- 
cation is  consolidated  for  hearing  with  am 
applications  of  Shenandoah  Life  Stations 
Inc.  (WSLS),  Roanoke,  and  Edwin  R.  Fisch- 
er, Winchester,  Va.  Action  April  22. 

a Granted  petition  by  KOWBoy  Bcstg. 
Co.  (KOWB),  Laramie,  Wyo.,  for  leave  to 
intervene  with  respect  to  application  of 
Laramie  Bcstrs.  for  new  am  station  in  Lara- 
mie. Action  April  22. 

By  Hearing  Examiner  Thomas  H.  Donahue 
■ Denied  petition  by  M.V.W.  Radio  Corp., 
for  leave  to  make  engineering  changes  in 
its  application  for  new  am  station  in  San 
Fernando,  Calif.,  which  is  consolidated  for 
hearing  with  am  applications  of  KGB  Inc. 
(KGB),  San  Diego,  and  Wilson  Bcstg.  Co., 
Oxnard,  Calif.  Action  April  21. 

B Granted  petition  by  Southeast  Missis- 
sippi Bcstg.  Co.  (WSJC),  Magee,  Miss.,  to 
accept  late  filing  of  proposed  findings  of 
fact  and  conclusions  of  law  in  proceeding 
on  its  am  application.  Action  April  22. 

By  Hearing  Examiner  J.D.  Bond 
B Scheduled  further  hearing  for  May  10 
at  9:30  a.m.,  in  proceeding  on  application  of 
Bill  S.  Lahm  for  new  am  station  in  Wis- 
consin Rapids,  Wis.  Action  April  21. 

B Pursuant  to  agreements  reached  at 
further  hearing  April  20,  in  consolidated  am 
proceeding  on  applications  of  Cookeville 
Bcstg.  Co.,  Cookeville,  Tenn.,  et  al.,  sched- 
uled dates  which  shall  govern  proceeding 
in  group  1;  further  hearing  scheduled  for 
June  28.  Action  April  21. 

By  Hearing  Examiner  Charles  J.  Frederick 
B Granted  joint  request  by  WFPG  Inc., 
and  Harlan  Murrelle  and  Assoc,  (applicants 
in  group  6),  for  continuance  of  hearing 
from  April  25  to  May  17  in  proceeding  on 
their  am  applications  which  are  in  con- 
solidated hearing.  Action  April  21. 


Equipping  a 
Radio  Station? 


Miniature 

Microphone 

only  $8250 


This  RCA  Miniature  Dy- 
namic Microphone  is  as 
inconspicuous  as  modern 
microphone  design  can  make 
it!  Just  29/i6"  long,  it  weighs 
but  2.3  ounces.  And,  in 
spite  of  its  compactness, 
the  BK-6B  is  a durable, 
high-quality  microphone. 
Try  it  for  remotes!  You’ll 
find  it  excellent  for  inter- 
views, panel  shows  and 
sports.  It’s  a great  value 
at  $82.50 ! 


Order  your  BK-6B  now  ! Write 
to  RCA,  Dept.  0-22,  Building 
15-1,  Camden,  N.  J.  Whatever 
yourbroadcast  equipment  needs, 
see  RCA  FIRST! 
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By  Hearing  Examiner  Millard  F.  French 

■ On  request  by  Acadian  Tv  Corp.,  con- 
tinued further  hearing  in  Lake  Charles- 
Lafayette.  La.,  ch.  3 tv  proceeding  from 
April  19  to  May  4.  Action  April  18.  By 
agreement  of  parties,  ordered  further  hear- 
ing on  April  22  at  9:15  a.m.  Action  April  20. 
By  Hearing  Examiner  Walther  W.  Guenther 

■ Scheduled  prehearing  conference  for 
April  28  in  proceeding  on  applications  of 
Washington  State  U.  for  renewal  of  license 
and  mod.  of  license  of  station  KWSC  Pull- 
man, Wash.,  and  First  Presbyterian  Church 
of  Seattle,  Wash.,  for  renewal  of  license  of 
station  KTW  Seattle.  Action  April  22. 

■ On  own  motion,  ordered  that  prehear- 
ing conference  scheduled  for  April  26  will 
commence  at  10  a.m.,  on  that  date,  in  pro- 
ceeding on  application  of  Walmac  Co.,  for 
renewal  of  licenses  of  stations  KM  AC  (AM) 
and  KISS  (FM)  San  Antonio,  Tex.  Action 
April  22. 

By  Hearing  Examiner  Annie  Neal  Huntting 

■ Granted  motion  by  Service  Bcstg.  Co. 
and  extended  dates  for  various  procedural 
steps  in  proceeding  on  its  application  for 
new  am  station  in  Concord,  Calif.;  hearing 
continued  from  May  9 to  May  19. 

■ Granted  motion  by  Don  M.  Lidenton, 
Poplar  Bluff,  Mo.,  to  extent  of  postponing 
time  for  exchange  of  written  affirmative 
cases  directed  to  issue  9 in  consolidated  am 
proceeding  from  April  25  to  five  days  after 
examiner  rules  on  Lidenton  motion  to  hold 
Roberts  in  default,  which  is  retained  under 
consideration  after  expiration  of  time  pre- 
scribed by  sec.  1.43  of  rules.  Action  April 
20. 

■ Scheduled  hearing  conference  for  May 
6 in  proceeding  on  am  applications  of  Con- 
solidated Bcstg.  Industries  Inc.,  Natick, 
Mass.,  et  al.  Action  April  25. 

■ Granted  motion  by  Service  Bcstg.  Co., 
Concord,  Calif.,  to  strike  from  record  op- 
position to  motion  for  leave  to  amend  filed 
by  Broadcast  Assoc,  in  proceeding  on  am 
application  of  Service  Bcstg.  Co.  Action 
April  26. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ Cancelled  hearing  scheduled  for  April 
25  and  scheduled  further  prehearing  con- 
ference for  May  26  at  3:30  p.m.  in  proceed- 
ing on  am  applications  of  York  County 
Bcstg.  Co.  (WRHI),  Rock  Hill,  S.C.,  et  al. 
Action  April  20. 

■ Granted  petition  by  San  Mateo  Bcstg. 
Co.  and  extended  from  April  15  to  May  13 
time  to  file  proposed  findings  and  conclu- 
sions in  proceeding  on  its  application  for 
new  fm  station  in  San  Mateo,  Calif.,  et  al. 
Action  April  19. 

■ Changed  date  of  hearing  from  May  25 
to  July  12  in  proceeding  on  applications  of 
Tot  Industries  Inc.  for  new  tv  stations  to 
operate  on  ch.  10  in  Medford,  Ore.,  et  al. 
Action  April  19. 

■ Denied  petition  by  Des  Plaines-Arling- 
ton  Bcstg.  Co.,  Des  Plaines,  111.,  for  leave  to 
amend  its  am  application  which  is  in  con- 
solidated hearing.  Action  April  20. 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  from  April  22  to  May  6 time 
to  file  proposed  findings  and  conclusions  in 
proceeding  on  applications  of  Charles  J. 
Lanphier.  Minnesota  Radio  Co.,  and  Eider 
C.  Stangland  for  new  am  stations  in  Golden 
Valley,  Hopkins-Edina,  Minn.,  and  Sheldon, 
Iowa.  Action  April  21. 

■ Upon  request  by  Washington  County 
Bcstg.  Co.,  Iola  Bcstg.  Co.,  and  KWK  Radio 
Inc.,  continued  hearing  from  May  5 to  June 
2 in  proceeding  on  am  applications  of  Be- 
loit Bcstrs.  Inc.  (WBEL),  South  Beloit,  111., 
et  al.  Action  April  21. 


By  Hearing  Examiner  Forest  L.  McClenning 

■ Granted  motion  by  Coral  Tv  Corp.  and 
extended  from  May  2 to  May  16  time  for 
filing  proposed  findings  of  fact  and  conclu- 
sions in  Perrine-South  Miami,  Fla.,  ch.  6 
proceeding.  Action  April  21. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  to  April  27  time  to  file  pro- 
posed findings  and  conclusions  and  to  May 
11  tq  file  reply  findings  in  proceeding  on 
application  of  Bay  Area  Electronics  Assoc, 
for  new  am  station  in  Santa  Rosa,  Calif. 
Action  April  22. 

■ Granted  petition  by  Miami  Valley 
Christian  Bcstg.  Assn.  Inc.,  for  leave  to 
amend  its  application  for  am  facilities  in 
Miamisburg,  Ohio,  in  order  to  show  correc- 
tion of  minor  error  in  description  of  co- 
ordinates of  its  proposed  trans.  site;  appli- 
cation is  in  consolidated  am  proceeding. 
Action  April  22. 

■ Granted  petition  by  WPET  Inc.,  for 
leave  to  amend  its  application  for  am  fa- 
cilities in  Greensboro,  N.C.,  which  is  in 
consolidated  proceeding  to  correct  oversight 
in  failing  to  show  Gus  Lavathes  as  director 
in  amendment  requested  in  joint  petition 
of  Guilford  Advertising  Inc.  and  WPET  Inc., 
to  show  WPET  Inc.  as  applicant,  etc.,  grant- 
et  March  24.  Action  April  25. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  April  22 

WJBC-AM-FM  Bloomington,  111. — Grant- 
ed transfer  of  negative  control  from  Leslie 
C.  Johnson  to  Leslie  C.  Johnson,  individual- 
ly and  as  voting  trustee. 

WHIZ  Zanesville,  Ohio— Granted  relin- 
quishment of  positive  control  of  Zanesville 
Publishing  Co.  by  Clay  Littick  through  sale 
of  unissued  stock  to  Arthur  S.  Littick 

KTNT-AM-FM-TV  Tacoma,  Tacoma-Se- 
attle,  Wash. — Granted  involuntary  transfer 
of  control  from  Frank  S.  Baker  to  the  Bank 
of  California,  N.  A.,  Tacoma,  Wash.,  Execu- 
tor and  Trustee  of  the  Estate  of  Frank  S. 
Baker,  deceased  with  Elbert  H.  Baker  II, 
George  F.  Russell  and  Alton  F.  Baker  as 
voting  trustees. 

KLIQ  Portland,  Ore. — Granted  assignment 
of  license  to  Malloy-Breyer  Inc. 

WTAP-AM-TV,  WHRV,  W70AD,  Parkers- 
burg, W.Va.,  Ann  Arbor,  Mich.,  and  Marietta, 
Ohio — Granted  relinquishment  of  positive 
control  by  Clay  Littick  through  sale  of  un- 
issued stock  to  Arthur  S.  Littick. 

WHIZ-TV,  W71AB,  W80AA,  Zanesville, 
Coshocton  and  Cambridge,  Ohio — Granted 
relinquishment  of  positive  control  of  Zanes- 
ville Publishing  Co.  by  Clay  Littick  through 
sale  of  unissued  stock  to  Arthur  S.  Littick. 

KDOM  Windom,  Minn. — Granted  acquisi- 
tion of  positive  control  by  Robert  D.  Thomp- 
son through  sale  of  stock  by  Eugene  H. 
Frisk  to  KDOM  Inc. 

WCSH  Portland,  Me. — Granted  mod.  of 
license  to  operate  trans.  by  remote  control 
using  DA-N;  conditions. 

KTIP  Porterville,  Calif.— Granted  mod. 
of  license  to  operate  trans.  by  remote  con- 
trol. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WFYI 
Mineola,  N.Y.  to  May  15;  WHRW  Bowling 
Green.  Ohio  to  July  15;  KADL  Pine  Bluff, 
Ark.  to  Sept.  30. 

Actions  of  April  21 

K72AA  Weed  Heights,  Nev. — Granted  li- 
cense covering  changes  in  tv  translator  sta- 
tion. 

KWJB-FM  Globe,  Ariz. — Granted  author- 
ity to  remain  silent  for  period  ending  July 


America’s  Leading  Business 


Interested  in  buying  or  selling  Radio  and  TV  Properties? 


When  your  business  is  transacted  through 
the  David  Jaret  Corp.,  yeu  are  assured  of 
reliability  and  expert  service  backed  by  our 
37  years  of  reputable  brokerage. 


1 50  MONTAGUE  STREET 
BROOKLYN  1 , N.  Y. 
Ulster  2-5600 


WARL-FM  Arlington,  Va.— Granted  au- 
thority for  90-day  extension  to  remain  silent. 

KMBL  Junction,  Tex. — Granted  authority 
to  sign-on  at  7 a.m.  and  sign  -off  at  7 p.m. 
for  period  ending  June  20. 

WZFM  (FM)  Jacksonville,  Fla. — Granted 
authority  to  remain  silent  for  period  end- 
ing June  12;  conditions. 

WPTS  Pittston,  Pa. — Granted  authority  to 
sign-off  at  7 p.m.  for  period  May  1 through 
Sept.  30. 

WSRW  Hillsboro,  Ohio — Granted  authority 
to  sign-off  at  7 p.m.,  EST,  for  period  May  1 
through  Sept.  30,  except  for  special  events 
when  station  may  operate  to  sign-off  time 
as  prescribed  by  license. 

WRAM  Monmouth,  111. — Granted  authority 
to  sign-off  6 p.m.,  for  period  through  Sept. 
30,  except  for  special  events  when  station 
may  operate  to  licensed  sign-off  time. 

W CNR  Bloomsburg,  Pa.— Granted  author- 
ity to  sign-off  at  7 :05  p.m.  for  period  ending 
Sept.  30,  except  for  special  events  when 
station  may  operate  to  licensed  sign-off 
time. 

WADK  Newport,  R.I.— Granted  authority 
to  sign-off  at  7:30  EDST,  for  period  May  1 
through  August  31,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

WLPO  LaSalle,  111. — Granted  authority  to 
sign-off  at  7 p.m.  CDST,  for  period  May  1 
through  Aug.  31,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

KDSN  Denison,  Iowa — Granted  authority 
to  sign-off  at  7 p.m.  for  period  May  1 
through  Aug.  31,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

KTCB  Malden,  Mo. — Granted  authority  to 
sign-off  at  6 p.m.  for  period  ending  Sept.  30. 

WPRE  Prairie  Du  Chien,  Wis.— Granted 
authority  to  sign-off  at  6 p.m.,  CST,  for 
period  April  24  through  May  31,  except  for 
special  events  when  station  may  operate  to 
licensed  sign-off  time. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KCMC- 
TV  Texarkana,  Tex.,  to  Nov.  23;  KJEO  (TV) 
Fresno,  Calif.,  to  Oct.  18;  KVNU-TV  Logan, 
Utah  to  Nov.  11. 

Actions  of  April  20 

KUEN  Wenatchee,  Wash. — Granted  au- 
thority to  sign-off  at  6:15  p.m.  for  period 
through  Sept.  30. 

KLFD  Litchfield,  Minn. — Granted  author- 
ity to  sign-off  at  6 p.m.,  for  period  May  1 
through  Sept.  30,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

WBTL  Farmville,  N.C. — Granted  author- 
ity to  remain  silent  for  period  beginning 
April  20  and  ending  July  20;  conditions. 

KUPD  Tempe,  Ariz. — Granted  mod.  of  cp 
to  change  type  trans.;  conditions. 

Actions  of  April  19 

WKXY  Sarasota,  Fla. — Granted  assign- 
ment of  license  to  Sarasota  Bcstg.  Co. 

WGTV  (TV)  Athens,  Ga.— Granted  mod. 
of  cp  to  make  changes  in  ant.  system,  cor- 
rect geographic  coordinates  and  make 
equipment  changes;  ant.  height  1,200  ft. 

WKTJ  Farmington,  Me. — Granted  author- 
ity to  sign-off  at  7 p.m.,  EDST,  for  period 
May  1 through  Aug.  31,  except  for  special 
events  when  station  may  operate  to  licensed 
sign-off  time. 

Actions  of  April  18 

WKAI  Macomb,  111. — Granted  authority 
to  sign-off  at  6:15  p.m.,  CDST,  for  period 
beginning  April  24  through  Oct.  22,  except 
for  special  events  when  station  may  operate 
to  licensed  sign-off  time. 

WPRC  Lincoln,  111. — Granted  authority  to 
sign-off  at  6 p.m.,  CST,  for  period  beginning 
April  24  through  Sept.  25,  except  for  spe- 
cial events  when  station  may  operate  to 
licensed  sign-off  time. 

WFRX  West  Frankfort,  HI.— Granted  au- 
thority to  sign-on  at  4 a.m.,  sign-off  at  6 
p.m.  CST,  for  period  April  24  through  Sept. 
30,  unless  otherwise  notified  by  commis- 
sion. 

WMIL  Milwaukee,  Wis.- — Granted  authority 
to  sign-off  at  8 p.m.,  CDST,  for  period  May 
1 through  Aug.  31. 

WAIK  Galesburg,  HI. — Granted  authority 
to  sign-off  at  7 p.m.,  CDST,  for  period  May 
1 through  Sept.  30,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

WBRC-FM  Birmingham,  Ala. — Granted  cp 
to  decrease  ERP  to  13  kw,  and  make 
changes  in  ant.  system. 

WMFP  Fort  Lauderdale,  Fla.— Granted 
mod.  of  cp  to  change  type  trans.;  conditions. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KPLA 
Plainview,  Tex.  to  Oct.  15;  WEAR-TV  Pen- 
sacola, Fla.  to  Sept.  22;  KFOY-TV  Hot 
Springs,  Ark.  to  Nov.  2;  WOC-TV  Daven- 
port, Iowa  to  Nov.  25;  KVOG-TV  Ogden, 
Utah  to  Nov.  30;  WAIM-TV  Anderson,  S.C. 
to  Nov.  1. 


100  (FOR  THE  RECORD) 


BROADCASTING,  May  2,  1960 


JANSKY  & BAILEY  INC. 

Offices  and  Laboratories 
1339  Wisconsin  Avo.,  N.  W. 
Washington,  D.  C.  FEderal  3-4360 

Member  AFCCE 

JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 

—Established  1926- 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3006 

Laboratories,  Great  Notch,  N.  J. 
Member  AFCCE 

GEORGE  C DAVIS 

CONSULTING  ENGINEERS 
RADIO  & TELEVISION 
527  Munsey  Bldg. 

STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
INTERNATIONAL  BLDG.  Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7637  JACKSON  5362 
KANSAS  CITY,  MO. 

Member  AFCCE 

A.  D.  Ring  & Associates 

30  Years'  Experience  in  Radio 
Engineering 

1710  H St.,  N.W.  Republic  7-2347 
WASHINGTON  6,  D.  C. 
Member  AFCCE 

GAUTNEY  & JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  & Culver 

Munsey  Building  District  7-8215 

Washington  4,  D.  C. 
Member  AFCCE 

RUSSELL  P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  B.C.  REpublic  7-39B4 

L.  H.  Carr  & Associates 

Consulting 
Radio  8 Television 
Engineers 

Washington  6,  D.  C.  Fort  Evans 

KEAR  & KENNEDY 

1302  18th  St..  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9.  TEXAS 
Fleetwood  7-8447 

Member  AFCCE 

1666  Conn.  Avo.  Leesburg,  Va. 

Member  AFCCE 

Member  AFCCE 

Member  AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1106  W.  Abram 
ARLINGTON,  TEXAS 

SILLIMAN,  MOFFET  & 
ROHRER 

1405  G St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
Oliver  2-8520 

GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 
Radio-Television 
Communication  s-Eloctronics 
1616  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230  Executive  3-5831 
Member  AFCCE 

WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 
Associates 

George  M.  Sklom,  Robert  A.  Janes 

19  E.  Quincy  St.  Hickory  7-2401 
Riverside,  III. 

(A  Chicago  suburb) 

HAMMETT  & EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San  Francisco  28,  California 
Diamond  2-5206 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

JULES  COHEN 

Consulting  Electronic  Engineer 
617  Albee  Bldg.  Executive  3-4616 
1426  © St.,  N.  W. 
Washington  5,  D.  C. 
Member  AFCCE 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8260  Snowville  Road 
Bracks  villa,  Ohio 
(a  Cleveland  Suburb) 

Tel:  JAckson  6-4386  P.  O.  Box  82 

J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
P.O.  Box  9044 
Austin  17,  Texas 

VIR  N.  JAMES 

SPECIALTY 

DIRECTIONAL  ANTENNAS 
1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Celerade 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
200®  P St.,  N.  W. 
Washington  6,  D.  C. 
Colombia  5-4666 

Member  AFCCE 

GUndale  2-3073 

Member  AFCCE 

fOI  1 FrTIOIkK 

A.  E.  Towne  Assocs.,  Ine. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 

420  Taylor  St. 

San  Francisco  2,  Calif. 

PR.  5-310© 

Set vice 
Directory 

^ULLCL,  1 IV/lsu 

For  the  Industry 
ALL  OVER  THE  WORLD 
TV — Radio — Film  and  Media 
Accounts  Receivable 
No  Collection — No  Commission 
STANDARD  ACTUARIAL 
WARRANTY  CO. 

220  West  42nd  St.,  N.  Y.  36,  N.  Y. 
LO  5-5990 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 
Applications — Field  Engineering 
Suite  641  Kanawha  Hotel  Bldg. 

Cbariecton,  W.  Va.  Dickens  2-6281 

PRECISION  FREQUENCY 
MEASUREMENTS 

AM-FM-TV 

COMMERCIAL  RADIO 
MONITORING  CO. 

103  S,  Market  St., 

Lee's  Summit,  Mo. 

Phone  Kansas  City,  BR.  1-2338 

CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 

Phone  TRowbridge  6-2810 

MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 

NEptune  4-4242  NEptune  4-9S38 

NUGENT  SHARP 

Consulting  Radio  Engineer 
809-11  Warner  Building 
Washington  4,  D.C. 
District  7-4443 

Associate  Member 
Institute  •]  Radio  Engineers 

CAPITOL  RADIO 
ENGINEERING  INSTITUTE 

Accredited  Technical  Institute  Curricula 

3224  1 6th  St.,  N.  W. 
Washington  10,  D.  C. 

Practical  Broadcast,  TV  Electronics 
engineering  home  study  and  residence 
course.  Write  For  Free  Catalog,  spec- 
ify course. 

FREQUENCY 

MEASUREMENT 

AM-FM-TV 

WLAK  Electronics  Service,  Inc. 
P.O.  Box  1211,  Lakeland,  Florida 
Mutual  2-3145  3-3819 

M.  R.  KARIG  & ASSOCS. 

BROADCAST  CONSULTANTS 

Engineering  Applications 

Management  Programming 

Sales 

Glens  Falls,  N.Y. 

Glens  Falls  2-3575  Hudson  Falls  4-6786 

JOHN  H.  BATTISON 
AND  ASSOCIATES 

Consulting  Engineers  AM-FM 
SPECIALTY  TV 
209A  LaSalle  Building 
1028  Connecticut  Ave.,  N.W. 
Washington  6,  D.  C. 

RE  7-0458 
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Collins 

new 


The  sound  of  your  station  is 
your  basic  product.  Hear  it  as 
it  should  be  heard  — in  high 
fidelity  — with  Collins  new  line 
of  monitor  speakers. 

Collins  CS-8,  8"  and  CS-12,  12" 
speakers  are  only  3%"  deep. 
These  economical  speakers  are 
constructed  with  sturdy  die 
cast  frames  and  are  easily  in- 
stalled in  the  ceiling  or  walls  of 
your  studio,  lobby  or  waiting 
room.  Both  have  a power  han- 
dling capacity  of  20  watts.  Fre- 
quency response  of  the  CS-8  is 
from  50  to  13,000  cps,  CS-12  is 
from  30  to  13,000  cps.  Radax 
construction  permits  CS-8 
crossover  at  2,000  cps;  CS-12 
crossover  at  1,800  cps.  Contact 
Collins  for  further  information. 


CS-8  cs-12 


COLLINS  RADIO  COMPANY 
CEDAR  RAPIDS  • DALLAS  • BURBANK 


Action  of  April  15 

WROY  Carmi,  111. — Granted  authority  to 
sign-off  at  6 p.m.,  CST,  for  period  through 
Aug.  31,  except  for  special  events  when 
station  may  operate  to  licensed  sign-off 
time. 

New  FCC  processing  line  announced 

Following  applications  are  at  top  of 
am  processing  line  and  will  be  consid- 
ered by  FCC  beginning  May  28,  com- 
mission has  announced.  Any  new 
applications  or  changes  in  current  ap- 
plications that  may  conflict  with  those 
that  follow  must  be  filed  with  FCC  by 
close  of  business  May  27,  in  order  to  be 
considered. 

Applications  from  the  top  of  process- 
ing line: 

BP-13041 — New,  McCook  Neb.,  Regional 
Bcstg.  Corp.  Req : 1360Kc,  lkw,  D. 

BP-13042— WTSL  Hanover,  N.H.,  Radio 
Hanover,  Inc.  Has:  1400kc,  250w,  uni.  Req: 
1400kc,  250w,  1 kw-LS,  uni. 

BP-13043— WBSR  Pensacola,  Fla.,  WBSR 
Inc.  Has:  1450kc,  250w,  uni.  Req:  1450kc, 
250w,  Ikw-LS,  uni. 

BP-13044 — New,  Wickenburg,  Ariz.,  Wick- 
enburg  Radio  Co.  Req:  1250kc,  500w,  D. 

BP-13045 — KONP  Port  Angeles,  Wash., 
Radio  Pacific  Inc.  Has:  1450kc,  250w,  uni. 
Req:  1450kc,  250w,  lkw-LS,  uni. 

BP-13046 — New,  Greenfield,  Mass.,  Arthur 
A.  Deters.  Req:  1430kc,  500w,  D. 

BP-13047 — WBET  Brockton,  Mass.,  Enter- 
prise Publishing  Co.  Has:  1460kc,  lkw,  DA- 
N,  uni.  Req:  1460kc,  lkw,  5kw-LS,DA-N, 
uni. 

BP-13051 — New,  Thomaston,  Ga.,  Radio 
Georgia.  Req:  1590ke,  500w,  D. 

BP-13053— WWNH  Rochester,  N.H.,  Staf- 
ford Bcstg.  Corp.  Has:  930kc,  5 kw,  DA-N, 
uni. 

BP-13057— KCID  Caldwell,  Idaho,  Cald- 
well Bcstg.  Co.  Has:  1490kc,  250w,  uni.  Req: 
1490kc,  250w,  lkw-LS,  uni. 

BP-13065 — New,  Towanda,  Pa.,  Vical 
Bcstg.  Co.  Req:  1550kc,  500w,  D. 

BP-13066— WDIG  Dothan,  Ala.,  Houston 
Bcstrs.  Has:  1450kc,  250w,  uni.  Req:  1450kc, 
250w,  lkw-LS,  uni. 

BP-13067 — New,  Albuquerque,  N.M.,  KMT 
Bcstrs.  Req:  1520kc,  500w,  D. 

BMP-8556— WRFB  Tallahassee,  Fla.,  Emer- 
son W.  Browne.  Has:  1580kc,  5kw,  D.  Req: 
14i0kc,  5kw,  D. 

BP-13075— WJBS  DeLand,  Fla.,  WJBS  Inc. 
Has:  1490kc,  250w,  uni.  Req:  1490kc,  250w, 
lkw-LS,  uni. 

BP-13077 — WAUD  Auburn,  Ala.,  Auburn 
Bcstg.  Co.  Has:  1230kc,  250w,  uni.  Req: 
1230kc,  250w,  lkw-LS,  uni. 

BP-13079— WHYS  Ocala,  Fla.,  Associated 
Bcstrs.  Inc.  Has:  1370kc,  lkw,  D.  Req: 

1370kc,  5kw,  D. 

BP-13080 — KIOA  Des  Moines,  Iowa,  Public 
Radio  Corp.  Has:  940kc,  5kw,  lOkw-LS,  DA- 
2,  uni.  Req:  940  kc,  5 kw,  50kw-LS,  DA-2, 
uni. 

BP-13082 — New,  Aspen,  Colo.,  Aspen 
Bcstg.  Co.  Req:  1260kc,  5kw,  D. 

BP-13083— New,  Coachella,  Calif.,  Coache- 
lla Radio  Corp.  Req:  1460kc,  500w,  D. 

BP-13084 — New,  Centre,  Ala.,  Cherokee 
County  Radio  Station.  Req:  990kc,  250w,  D. 

BP-13091 — New  Plattsburgh,  N.Y.,  Olean 
Bcstg.  Corp.  Req:  920kc,  lkw,  D. 

BP-13092— WICY  Malone,  N.Y.,  North 
County  Bcstg.  Co.  Has:  1490kc,  250w,  uni. 
Req:  1490kc,  250w,  lkw-LS,  uni. 

BP-13093 — WMFR  High  Point,  N.C.,  Radio 
Station  WMFR  Inc.  Has:  1230kc,  250w,  uni. 
Req:  1230kc,  250w,  lkw-LS,  uni. 

BP-13095— KFPW  Fort  Smith,  Ark.,  KFPW 
Bcstg.  Co.  Has:  1230kc,  250w,  uni.  Req:  1230 
kc,  250w,  lkw-LS,  uni. 

BP-13097 — New,  Houston,  Tex.,  Lake  Hu- 
ron Bcstg.  Corp.  Req:  1070kc,  lOkw,  DA-1, 
uni. 

BP-13098 — WCFV  Clifton  Forge,  Va.,  Ra- 
dio Station  WCFV.  Has:  1230kc,  250w,  uni. 
Req:  1230kc,  250w  lkw-LS,  uni. 

BP-13100 — New,  Havelock,  N.C.,  Charles 
E.  Springer.  Req:  1290kc,  lkw,  D. 

BP-13116— WBOY  Clarksburg,  W.Va., 

WSTV  Inc.  Has:  1400kc,  250w,  uni.  Req: 
1400  kc,  250w,  1 kw-LS,  uni. 

BP-13118— KODE  Joplin,  Mo.,  WSTV  Inc. 
Has:  1230kc,  250w,  uni.  Req:  1230kc,  250w, 
lkw-LS,  uni. 

BP-13119— KDEN  Denver,  Colo.,  KDEN 
Bcstg.  Co.  Has:  1340kc,  250w,  uni.  Req:  1340 
kc,  250w,  lkw-LS,  uni. 

Applications  on  which  309(b)  letters 
have  been  issued: 

BMP-8559— WXLI  Dublin,  Ga.,  Radio 


South  Inc.  Has:  cp  for  1230kc,  250w,  uni. 
Req:  1230  kc,  250w,  1 kw-LS,  uni. 

BP-13039 — New,  Dodge  City,  Kan.,  The 
Seward  County  Bcstg.  Co.  Req:  1550kc,  lkw, 
DA,  D. 

BP  - 13040  — WTWN  St.  Johnsbury,  Vt., 
Twin  State  Bcstrs.  Inc.  Has:  134Ckc,  250w, 
uni.  Req:  1340kc,  250w,  lkw-LS,  uni. 

BP-13050— New,  Del  Rio,  Tex.,  Val  Verde 
Bcstg.  Co.  Req:  1490kc,  250w,  uni. 

BP-13054— WJOL  Joliet,  HI.,  WJOL  Inc. 
Has:  1340kc,  250w,  uni.  Req:  1340kc,  250w, 
lkw-LS,  uni. 

BP-13056— WBRK  Pittsfield,  Mass.,  Grey- 
lock  Bcstg.  Co.  Has:  cp  to  change  ant.- 
trans.  location.  1340kc,  250w,  uni.  Req:  1340- 
kc,  250w,  lkw-LS,  uni. 

BP-13058— New,  Odessa,  Tex.,  R.L.  Mc- 
Alister. Req:  1550kc,  5kw,  D. 

BP-13060— WLSH  Lansford,  Pa.,  Miners 
Bcstg.  Service  Inc.  Has:  1410kc,  lkw,  D. 
Req:  1410kc,  5kw,  DA,  D. 

BP-13063— WBHB  Fitzgerald,  Ga.,  Ben  Hill 
Bcstg.  Corp.  Has:  1240kc,  250w,  uni.  Req: 
1240kc,  250 w,  lkw-LS,  uni. 

BP-13064 — New,  Princeton,  N.J.,  Nassau 
Bcstg.  Co.  Req:  1350kc,  5kw,  DA-2,  uni. 

BP-13073 — WSFB  Quitman,  Ga.,  Quitman 
Bcstg.  Co.  Has:  1490kc,  250w,  D.  Req:  1490kc, 
lkw,  D. 

BP-13085 — KCLA  Pine  Bluff,  Ark.,  Radio 
Engineering  Service.  Has:  1400ke,  250w, 

uni.  Req:  1400kc,  250w,  lkw-LS,  uni. 

BP-13087 — New,  Englewood,  Fla.,  Sara- 
sota-Charlotte  Bcstg.  Corp.  Req:  1580kc, 

500w,  D. 

BP-13102— WLBC  Muncie,  Ind.,  Tri-City 
Radio  Corp.  Has:  1340kc,  250w,  uni.  Req: 
1340kc,  250w,  lkw-LS,  uni. 

BP-13105— WSNT  Sandersville,  Ga.,  Wash- 
ington Bcstg.  Co.  Has:  1490kc,  250w,  uni. 
Req:  1490kc,  250w,  500W-LS,  uni. 

BP-13106 — New,  Lancaster,  Pa.,  Lancaster 
County  Bcstrs.  Req:  1550kc,  lkw,  DA,  D. 

BP-13111— New,  Glen  Burnie,  Md.,  Elias 
and  Robinson.  Req:  1550kc,  250w,  DA-2,  uni. 

BP-13112— WDCR  Hanover,  N.H.,  Trustees 
of  Dartmouth  College.  Has:  1340kc,  250w, 
uni.  Req:  1340kc,  250w,  lkw-LS,  uni. 

BP-13115— WSTV  Steubenville,  Ohio,  WSTV 
Inc.  Has:  1340kc,  250w,  iml.  Req:  1340kc, 
250w,  lkw-LS,  uni. 

License  Renewals 

B Following  stations  were  granted  re- 
newal of  license:  WSPR  Springfield,  Mass.; 
WICC-AM-TV  Bridgeport,  Conn.;  WPEP 
Taunton,  Mass.;  WKNB  New  Britain,  Conn.; 
KBOY-AM-FM  Medford,  Ore.;  KSBW-TV 
Salinas,  Calif.;  KSBY-TV  San  Luis  Obispo, 
Calif.:  KPEG  Spokane,  Wash.;  KPUG  Bel- 
lingham, Wash.;  WCAT  Orange,  Mass.; 
KFRC  San  Francisco,  Calif.;  WYNG  War- 
wick-East Greenwich,  R.I. 


ITU  REGULATIONS  AVAILABLE 

FCC  is  receiving  numerous  in- 
quiries concerning  availability  of  In- 
ternational Telecommunication  Con- 
vention, Geneva  (1959)  and  radio 
regulations  annexed  thereto.  Because 
of  number  of  persons  and  organiza- 
tions desiring  these  publications,  ITU 
has  furnished  commission  with  fol- 
lowing information: 

International  Telecommunication 
Convention,  Geneva  (1959)  is  sched- 
uled for  delivery  during  April.  Its 
approximate  price,  including  delivery 
by  ordinary  mail,  is  5 Swiss  francs 
(a  Swiss  franc  is  equivalent  to  about 
23  cents  in  U.S.  money)  for  English 
or  French  version,  and  10  Swiss 
francs  for  the  Spanish  version.  Rus- 
sian and  Chinese  versions  will  be 
published  later. 

Radio  Regulations  annexed  to  the 
Geneva  (1959)  Convention  is  being 
printed  for  delivery  in  May.  Its  ap- 
proximate price,  including  appen- 
dices 25  and  26  and  delivery  by  ordi- 
nary mail,  will  be  18  Swiss  francs.  It 
will  be  available  in  English,  French 
and  Spanish  versions,  with  Russian 
and  Chinese  versions  to  be  published 
later. 

Orders  should  be  addressed  direct- 
ly to  the  “Secretary  General,  Inter- 
national Telecommunication  Union, 
Geneva,  Switzerland,”  accompanied 
by  international  money  order  in  ap- 
propriate amount.  Orders  should  in- 
dicate title  of  publieation(s),  number 
of  copies  and  language  version  de- 
sired. 

Copies  will  not  be  available  from 
FCC. 
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Help  Wanted — (Cont’d) 

Help  Wanted — (Cont’d) 

Help  Wanted — Management 

Announcers 

Announcers 

Sales  manager  for  group  station.  East  coast. 
Excellent  chance  for  advancement.  Send 
snap  and  resume.  Box  218A,  BROADCAST- 
ING. 


Growing  chain  wants  manager  for  station 
in  northeast  part  of  country.  Single  station 
market.  Experience  as  commercial  manager 
desired.  Choice  of  salary  or  commission 
compensation.  Box  244A,  BROADCASTING. 


We  want  a topflight  announcer,  mature 
mind,  company  man,  congenial.  Good  pro- 
duction, tight  shows.  Join  Florida’s  top 
metro.  Mkt.  team,  send  tape  and  personal 
presentation,  then  must  have  personal  audi- 
tion. No  tapes  can  be  returned.  Address  to 
Box  943S,  BROADCASTING. 


Energetic  and  ambitious  announcers  need- 
ed for-  top-rated  operation  in  west  Texas. 
Box  159R,  BROADCASTING. 


Immediate  opening  for  announcer,  voice  to 
match  Pleasant  Sound  CBS  affiliate.  Salary 
plus  benefits.  Send  tape,  photo,  resume  to 
Jim  Holston,  Program  Director,  WANE 
radio.  Fort  Wayne,  Indiana. 


Experienced  staff  announcer  by  independ- 
ent music  and  news  station.  No  beginners 
please.  Tape,  photo  and  resume  WASA, 
Havre  De  Grace,  Maryland. 


Wanted:  Radio  station  manager.  1st  license 
desirable  but  not  required.  Advancement 
opportunity.  Salary  and  commission.  Radio 
Station  KVOU,  Uvalde,  Texas. 


Sales 


$1*0-5154  weekly  guarantee  plus  commis- 
sion and  bonus  plan  for  aggressive  self- 
starter salesman.  Top  station  Washington, 
D.C.  market.  Box  867P,  BROADCASTING. 


You  do  very  well  financially  in  radio  sales 
and  have  been  selling  fulltime  for  at  least 
3 years.  You  want  to  move  to  Florida  and 
really  live  12  months  out  of  the  year.  This 
is  your  chance.  Your  potential  in  this  south 
Florida  coastal  metropolitan  market  is  ex- 
cellent with  opportunity  to  advance  to  sales 
manager  or  general  manager  of  one  of  the 
3 stations  in  the  chain.  Give  references  and 
tell  all  in  the  first  letter.  Box  283S,  BROAD- 
CASTING. 


Due  to  shift  in  group  operations,  desirable 
sales  position  open  to  man  with  sufficient 
knowhow  and  energy  to  deserve  it.  Estab- 
lished high  earnings  account  list,  liberal 
guarantee  and  commission,  outstanding 
fringe  benefits.  Top  Pulse  fulltimer  in 
friendly,  pleasant,  prosperous  Illinois  city 
of  50,000.  Congenial  professional  staff.  Write 
Box  267A,  BROADCASTING. 


Daytime  station  upgrading  staff  needs  first 
ticket-announcer  combination.  Minimum  en- 
gineering. Looking  mostly  for  good,  mature, 
resonant  voice  that  can  handle  any  kind  of 
announcing,  including  production  spots. 
Want  a man  looking  for  a permanent  loca- 
tion. Will  pay  right  man  $100  weekly.  Send 
resume,  photo,  tape  to  Box  194A,  BROAD- 
CASTING. 


Wanted,  combo  man  Michigan  station.  Must 
be  first  class  engineer  and  announcer.  Will 
pay  $100  per  month  over  your  current 
salary  if  you  qualify.  Reply  Box  213A, 
BROADCASTING. 


Modern  independent  looking  for  good  sharp 
morning  man.  Must  be  willing  to  work 
closely  with  management.  Station  is  in 
Wisconsin  and  part  of  a national  group. 
Must  be  willing  to  learn.  Box  250A, 
BROADCASTING. 


Bright  fast-paced  dj  ready  for  pd.  #1  rated 
radio  station  in  market  of  150,000.  Oppor- 
tunity for  television  experience.  Send  tape, 
picture  and  resume  Box  285A,  BROAD- 
CASTING. 


Newsman-announcer,  1 hour  from  New 
York.  Salary  commensurate  with  ability. 
Send  resume  and  tape.  Box  292A,  BROAD- 
CASTING. 


Adult  music  station  needs  experienced  an- 
nouncer. Must  have  good  voice,  know  music, 
read  news.  Send  tape  and  full  details  in 
first  letter.  Contact  George  Allen,  PD, 
WCLO  Janesville,  Wisconsin.  PL  4-3311. 


Experienced  announcer  with  first  phone. 
Maintenance  required.  Send  tape,  photo, 
resume  and  salary  requirements.  WCRA, 
Effingham,  Illinois. 


Daytime  station,  suburban  upstate  New 
York,  has  immediate  opening  experienced 
first  ticket  combo  announcer.  Mature,  good 
music  policy,  $90  week  start.  Rush  resume, 
photo,  tape  to  R.  Storkdale,  WSEN,  Bald- 
winsville,  N.Y. 


Attention  Mississippi!  Wanted,  announcer- 
morning man.  Will  also  consider  announcer- 
engineer.  Can  use  sports  ability.  Joe  Phil- 
lips, WSSO,  Starkville,  Mississippi. 


New  station  needs  two  disc  jockeys  and 
two  salesmen.  Fast  paced,  modern  sound — 
experienced  only.  Tape,  photo,  resume 
W-WOW,  Conneaut,  Ohio. 


Announcers  losing  jobs?  Lack  that  profes- 
sional sound?  Audition  tape  not  a polished 
. . . showcase?  New  York  School  of  An- 
nouncing, 160  West  73rd  Street,  NYC,  SU 
7-6938. 


Wanted:  Aggressive  salesman  for  single  sta- 
tion Virginia  market  with  excellent  po- 
tential. Salary  guarantee.  Right  man  can 
easily  earn  eight  thousand  and  more.  This 
is  opportunity  to  advance,  for  we  intend 
to  buy  other  properties.  Box  269A,  BROAD- 
CASTING. 


Local  salesman  for  selectively  programmed 
fm  station  greater  New  York  area.  Challeng- 
ing opportunity.  Guarantee  and  commission 
for  right  man.  Resume,  photo.  Box  275A, 
BROADCASTING. 


New  daytime  station  in  Virginia  desires 
experienced  salesman  with  announcing 
ability.  Above  average  salary  plus  com- 
mission for  qualified  man.  Box  301A, 
BROADCASTING. 


1,000  watt,  independent,  full-time  operation 
expanding  sales  staff.  Guarantee  against 
15%  commission.  Right  man  can  grow  with 
this  organization.  Send  detailed  information 
on  background,  previous  sales  experience 
plus  photo  to  KSSS,  Colorado  Springs,  Colo- 
rado. 


Looking  for  men  with  sales  ability  to  grow 
with  a growing  organization.  If  you  can 
sell  radio  time  and  possess  a firm  desire 
to  get  on  top  in  the  radio  business  contact 
Leon  Walton,  Box  193,  Atlanta,  Georgia. 
Telephone,  Jackson  5-5849. 


Announcers 


Modern  number  one  format  station  in  one 
of  ten  largest  markets  auditioning  fast- 
paced,  live-wire  announcers.  Key  station 
leading  chain  offers  big  pay,  big  opportu- 
nity. Send  tape  to  Box  864P,  BROADCAST- 
ING. 


South  Florida.  Metro  market.  Need  fast 
paced,  lively  swinging  dj.  Rush  tape,  re- 
sume. Box  284S,  BROADCASTING. 


Experienced  morning  man.  Good  pay,  may 
further  increase  pay  by  selling  if  desired. 
Sports  play-by-play  helpful.  Virginia  sta- 
tion. Send  tape  and  resume  to  Box  313A, 
BROADCASTING. 


Bartell  Group  wants  intelligent,  bright- 
sounding  announcer  with  tight  production 
experience.  Send  tape  to  Box  105,  Madison 
1,  Wisconsin. 


Experienced  air-salesman  with  1st  class 
license  preferred  for  remote  operation.  No 
maintenance.  Immediate  employment,  good 
salary  and  other  benefits  to  qualifying  men. 
Call  Manager,  ST.  6-6144  for  details,  Es- 
canaba,  Michigan. 


Alert  announcer  with  experience.  Excellent 
working  conditions  with  stable  organiza- 
tion. Send  photo,  tape,  resume  to  KFOR, 
Box  391,  Lincoln,  Nebraska. 


Hard  working  experienced  newscaster, 
capable  writer  of  local  news.  Must  have 
commercial  experience.  Send  photo,  tape, 
tell  all.  Current  earnings.  KOEL,  Oelwein, 
Iowa. 


Experienced  staff  announcer  capable  board 
work  and  doubling  on  play-by-play  high 
school  sports.  Seeking  western  or  mid- 
western  family  man  with  best  work  ref- 
erences. Mail  complete  application.  Ray 
Beckner,  KRLN,  Canon  City,  Colorado. 


Minnesota  regional  station  wants  news  di- 
rector. Announcing  experience  necessary. 
Good  salary.  KTOE,  Mankato,  Minn. 

Combo-announcer  with  first  ticket.  No 
maintenance  necessary.  Adult  format  with 
emphasis  on  news.  Send  resume,  tape  and 
oix  to  G.  C.  Packard,  KTRC,  Box  1715, 
Santa  Fe,  N.M.  


Wanted:  Announcer  with  first  class  ticket, 
maintenance  not  necessary.  WAMD,  Aber- 
deen, Md. 


Technical 


Experienced  engineer — East  coast  (south- 
east) station.  5 kw  daytimer  remote  control. 
15  to  20  hours  announcing:  will  train.  Good 
salary.  Box  686S.  BROADCASTING. 


1st  class  ticket  and  1st  class  voice,  gets  1st 
class  salary  at  one  of  Florida’s  finest  inde- 
pendents, modern  radio — 3 years  #1.  Send 
tape  and  resume  Box  944S,  BROADCAST- 
ING. No  tapes  can  be  returned. 


Wanted,  combo  man  Michigan  station.  Must 
be  first  class  engineer  and  announcer.  Will 
pay  $100  per  month  over  your  current  sala- 
ry if  you  qualify.  Reply  Box  213A,  BROAD- 
CASTING. 


Wanted:  First  phone  man  who  can  an- 
nounce and  make  himself  generally  handy 
around  the  station.  Box  256A,  BROAD- 
CASTING. 


I told  my  general  manager  that  there  arc 
some  first  ticket-men  left  who  want  to 
join  a young  progressive  chain.  I need  just 
one  who  is  willing  to  do  a good  weeks  work 
for  a good  weeks  pay.  Please  airmail 
resume,  tape,  picture  and  requirements  to 
Box  298A,  BROADCASTING. 


Engineer,  radio  and  television  . . . trans- 
mitter and  studio,  small  low  power  televi- 
sion operation,  and  5 kw  broadcast  station. 
Mostly  engineering  and  automation  opera- 
tion. very  little  announcing  required. 
KINY  KINY-TV,  231  So.  Franklin  St., 
Juneau,  Alaska. 


Engineer — 1st  phone,  no  announcing.  Imme- 
diate opening.  Daytimer-directional.  WAUB, 
Auburn  Inn,  Auburn,  NY  37374. 


Beginner  with  first  class  license  for  trans- 
mitter duty.  Chance  to  gain  experience. 
Must  have  car.  Contact  Leo  A.  Jylha, 
WBCM,  Bay  City,  Mich. 
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Situations  Wanted — (Cont’d) 


Help  Wanted — (Cont’d) 


Technical 


First  phone  with  announcing  experience. 
Maintenance  ability.  Salary  in  line  with 
experience.  Send  tape,  photo,  resume. 
WCRA,  Effingham,  111. 


Kilowatt  daytimer  needs  chief  by  June  first. 
Starts  $110  for  good  man,  more  if  announ- 
cer WOWI,  New  Albany,  Indiana. 


Production-Programming,  Others 


Continuity.  Experienced  preparation  of  pro- 
duction spots.  Must  be  able  to  write  crea- 
tive and  selling  copy.  Permanent  position, 
salary  open.  Ohio  am,  fm,  tv.  Detail  past 
experience,  references,  salary  expected  and 
enclose  samples  of  work  and  small  photo. 
Confidential.  Box  129A,  BROADCASTING. 


Two  excellent  candidates  for  station  chain 
wanted.  One  for  news  director,  other  for 
program  director.  Good  prospect  of  ulti- 
mate transfer  from  radio  to  tv  if  desired. 
Send  background  tape  and  photo  to  Box 
219A,  BROADCASTING. 


Girl  Friday  wanted — copy,  traffic,  some  air, 
work.  Must  be  experienced.  Good  pay  and 
permanent.  Virginia  station.  Send  resume 
to  Box  314 A,  BROADCASTING. 


Well  rounded  announcer,  operate  board, 
dj  and  news.  Well  established  station.  Salary 
open.  Send  tape,  resume,  photo,  WGST, 
Atlanta,  Georgia. 


WNXT,  Portsmouth,  Ohio  needs  experi- 
enced spot  copywriter.  Apply  Manager. 


Immediate  opening  for  top-flight  program 
director.  Top  pay  for  top  man.  Air-mail 
tape,  photo,  resume  to  P.O.  Box  5606,  Day- 
tona Beach,  Florida. 


Female.  BBC  New  York  office  seeks  lively 
junior  assistant  in  radio  program  depart- 
ment with  some  experience  in  production, 
news  and  promotion.  Apply  in  writing  to 
BBC,  630  Fifth  Ave.,  N.Y.  20,  N.Y. 


Antioch  College  is  seeking  director  of  ra- 
dio to  begin  July  1,  1960.  Write  Harold  W. 
Roeth,  Antioch  College,  Yellow  Springs, 
Ohio  for  details  and  application. 


RADIO 


Situations  Wanted — Management 


Management  team  available.  36  years  com- 
bined management  and  all  departments. 
Versatile.  Operate  small  staff.  Outstanding 
sales  and  programming.  College  back- 
ground. First  phone.  Presently  employed. 
Interested  position  with  profit  potential — 
preferably  mid-Atlantic  states.  Box  248A, 
BROADCASTING. 


Manager.  Two  station  experience.  Handle 
national,  local  sales.  Family  man.  Box 
252 A,  BROADCASTING. 


I want  radio  management — midwest  mar- 
ket. Experienced  all  phases.  Now  employed 
five  station  market.  Best  references.  Box 
259A,  BROADCASTING. 


Sales  manager/manager;  lease  or  purchase 
payout  for  stock  interest,  small-medium 
market  station.  15  years  outstanding  time 
sales  record  as  salesman  and  sales  man- 
ager. Heavy  on  local,  retail,  regional.  High- 
est industry  references.  Box  271A,  BROAD- 
CASTING. 


Manager  or  assistant  manager — Southern 
market.  Experienced  management,  sales, 
programming,  all  phases.  Presently  major 
southern  market.  All  replies  answered  re- 
gardless size.  Box  289 A,  BROADCASTING. 


Wanted,  management  midwestern  station. 
Chief  engineer,  farm  director,  sales,  con- 
struction. Family.  Box  294A,  BROADCAST- 
ING. 


Sales  manager  radio.  Twenty  years  experi- 
ence. Medium  market.  West  only.  Box  310A, 
BROADCASTING. 


Sales  manager.  10  years  experience  in  tele- 
vision available  now.  Call,  write  or  wire 
for  details  John  Conboye,  2614  8th  Avenue, 
Canyon  (Amarillo),  Texas.  Olive  5-4537. 


Sales 


Married;  34;  three  children;  17  years  ex- 
perience all  phases  radio,  sales,  dj,  pro- 
duction, news;  last  12  years  at  five  kw 
midwestern  fulltimer.  Present  income  $8,- 
000.  Reason  for  change;  Stagnancy.  Box 
260A,  BROADCASTING. 


Does  $50,000  monthly — average  billing  at 
major  network  tv  plus  A-l  sales  executive 
and  production  history  in  every  aspect  of 
broadcasting  and  account  executive  work 
interest  you?  This  young  college  grad  is 
responsible  and  ambitious — will  relocate 
right  opportunity  with  station,  agency  and 
allied  field.  Box  306A,  BROADCASTING. 


Announcers 


Sports  announcer  play-by-play  all  sports. 
Plenty  of  experience.  Box  636S,  BROAD- 
CASTING. 


Young,  married,  veteran,  some  experience 
wishes  chance  to  swing  for  lively  station, 
available  10  June,  POrter  2-1310,  Clovis, 
New  Mexico.  Box  184A,  BROADCASTING. 


Alert  announcer,  positive  commercial  de- 
livery. Follows  instructions  to  the  letter. 
Persuasive  medium-pitched  voice.  Partial  to 
southwest.  Immediate  tape.  Box  208A, 
BROADCASTING. 


“Great”  says  Mrs.  Allen;  Bob  more  modest. 
Good  voice,  much  potential,  experience. 
Adult  format;  urban,  persuasive  sales  de- 
livery. No  top  40  or  shouter.  Authoritative 
news  delivery.  Currently  employed,  have 
given  notice.  Hurry!  Box  241  A,  BROAD- 
CASTING. 


Radio  announcer — no  actual  experience. 
Ready  for  any  station.  Character  refer- 
ences. Deep  resonant  voice.  Single,  con- 
genial. Willing  to  learn.  Box  242A,  BROAD- 
CASTING. 


Look  no  further!  Mature  announcer  can  no 
longer  afford  present  position.  5 years 
experience  with  record  shows  (all  types), 
radio  and  video  news,  sportscasts,  on- 
camera  commercials  and  production.  Pres- 
ently timekeeper  and  tv  newscaster.  Family 
man  looking  and  willing  to  work  for  a 
future.  Box  246A,  BROADCASTING. 


Two  college  announcers  desire  positions. 
1 year  and  3 years  commercial  experience. 
Prefer  Virginia.  Box  249A,  BROADCAST- 
ING. 


Experienced  Negro  dj  personality,  seven 
years  in  radio  and  television,  personality, 
air-salesman.  Now  employed,  will  consider 
any  metropolitan  area.  Available  May  15, 
Box  253A,  BROADCASTING. 


Lazy  announcer — desires  position  in  slow- 
paced operation  — some  experience.  Box 
254A,  BROADCASTING. 


Attention  locals,  directionals!  Need  first  li- 
cense experience  staffer?  No  maintenance. 
150  miles  Washington.  Available  two  weeks. 
Box  255A,  BROADCASTING. 


Experienced,  mature,  dj -newscaster.  Show- 
manship, tight  production.  Minimum  . . . 
$125  weekly.  Box  257A,  BROADCASTING. 


Creative  dj  warm,  mature  voice,  likeable 
humorous  style.  Authoritative  newscaster. 
1st  phone,  3 years  experience,  presently  em- 
ployed, wish  more  money,  better  working 
conditions.  Box  265A,  BROADCASTING. 


Announcer — Newsman,  six  years  experience, 
good  voice,  first  phone,  tape.  Bok  266A, 
BROADCASTING. 


Young,  experienced  general  staff  announcer, 
also  play-by-play.  College  graduate,  mar- 
ried, veteran.  Available  early  June.  Tape 
and  references.  Free  to  travel.  Box  270A, 
BROADCASTING. 


Experienced  dj,  news  and  sports.  Adult, 
professional,  versatile,  ambitious.  Box  273A, 
BROADCASTING. 


Beginner.  Trained,  college,  veteran  seeks 
break.  Announcer  or  announcer  salesman. 
Box  274A,  BROADCASTING. 


College  graduate,  single,  3rd.  ticket,  two 
months  experience.  Good  quality,  good  ref- 
erences. $60.00  minimum.  Box  280A,  BROAD- 
CASTING. 


Announcers 


Morning  personality.  Not  just  dj,  but  dj 
with  definite  personality.  Now  earning 
$125.  Worth  every  nickel.  5 years  experi- 
ence. Box  281A,  BROADCASTING. 


Announcer.  Experienced.  News,  commer- 
cials, dj.  Run  board.  Versatile.  Will  travel. 
Box  282 A,  BROADCASTING. 


First  phone  announcer.  5 years  experience 
including  maintenance.  All  kinds  of  pro- 
gramming; vet,  will  travel.  Box  283A, 
BROADCASTING. 


Three  years  experience  dj-news.  Deep 
resonant  voice.  Desire  larger  market  with 
chance  for  advancement.  Box  296A, 
BROADCASTING. 


Announcer,  2 years  experience.  Good  voice, 
college,  good  references.  Available  immedi- 
ately. Box  299A,  BROADCASTING. 


Announcer  on  fringe  of  50th  market  desires 
larger  quality  station.  Box  300A,  BROAD- 
CASTING. 


Announcer  3V2  years  experience  announc- 
ing, first  class  license.  Some  experience  in 
maintenance  desires  to  relocate.  Prefer  east 
coast  but  will  consider  all  offers.  Box  302A, 
BROADCASTING. 


Top-flight  announcer  with  quality  voice, 
very  light  experience  but  professional 
sound.  Box  304A,  BROADCASTING. 


Veteran.  College.  Radio  school,  but  no  ex- 
perience, prefer  adult  programming,  any- 
where. Box  305 A,  BROADCASTING. 


Announcer.  College  graduate — 6 years.  Radio 
experience  in  NY  and  Providence.  Produc- 
tion work;  dj,  news,  etc.  Single;  23.  Box 
308 A,  BROADCASTING. 


DJ-announcer.  Young,  energetic,  can  handle 
sales  also.  Box  312A,  BROADCASTING. 


No  money  down — years  to  pay!  Thoroughly 
experienced  — announcing  — news  — sports 
programming  — management.  Excellent 
voice  and  delivery.  Successfully  established 
but  desire  larger  market.  Young,  married, 
definite  station  asset.  Box  320A,  BROAD- 
CASTING. 


Country  music  dj  familiar  with  all  music. 
Can  do  news.  Sober,  dependable,  married. 
Write  Box  322A,  BROADCASTING. 


Announcer  desires  staff  job  with  Los  Ange- 
les radio  station.  Tops  with  news,  dj  and 
commercial  copy.  6 years  experience.  Good 
education.  Write  P.O.  Box  74472,  Oakwood 
Station,  Los  Angeles  4 — Or  call  No.  6-0685. 


Station  staff  reduction.  Mature  announcer/ 
newsman  who  programs  only  adult  type 
music  for  air  seeks  station  that  has  the 
quality  sound.  Married,  27,  college,  children, 
good  eight  years  radio/television  experi- 
ence, willing  to  work  hard.  Easy  radio  ap- 
proach and  excellent  television  poise.  Can 
gather,  edit,  rewrite,  shoot  still  and  movie 
newsfilm  for  fast  moving  news  department. 
Must  have  $100  weekly.  Call  or  write  Dick 
DeWitt,  KCMK-FM.  LO  1-3791,  Kansas  City, 
Mo. 


Experienced — 50,000  watt  radio-on  camera 
television.  News  director,  versatile  dj,  tv 
weather,  special  events,  play-by-play,  con- 
tinuity, etcetera.  Excellent  voice,  creative, 
dependable,  congenial.  Major  market  perm- 
anency only.  Weekly  minimum  $125.00.  Dick 
Landfield,  4013  N.  Richmond,  Chicago, 
Illinois.  Keystone  9-7485. 


Civilian  May  14.  Broadcasting  school  grad. 
Eager  to  help  you.  Announcer,  D.J.  news- 
caster, copywriter.  24,  single,  college.  Your 
move.  Monro,  Hq.  Co.  ASATR,  Ft.  Devens, 
Mass. 


Modern  live  wire  swingin’  disc  jockey  avail- 
able. Have  worked  five  and  six  station  mar- 
kets. Production  minded  with  good  equip- 
ment. Wire:  Bob  Montgomery,  16806  LkwD. 
Hts.  Blvd.,  Cleveland  7,  Ohio. 


Something  of  value! ! Announcer-newsman. 
Pleasing  tone — moderate  experience.  Board 
and  sales.  Contact  Mark  Roberts,  110  W. 
55th,  N.Y.  19,  N.Y.  PL.  7-1837. 
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Situations  Wanted — (Cont’d) 


Help  Wanted — (Cont’d) 


Help  Wanted — (Cont’d) 


Announcers 


Summer  replacement  — University  student 
desires  announcing  position.  Radio  major, 
20  years  old,  prefer  northeast  but  will  con- 
sider all  offers.  Stan  Waldman,  2464  Coral 
Way,  Miami  45,  Florida. 


Negro  disc  jockey  seeking  employment.  Can 
do  news-commercials,  will  travel.  Address: 
Dick  Wilson,  101  W.  143  St.,  NY,  NY.  Tele- 
phone: Adirondack  4-4180. 


Technical 


Engineer.  Eight  years  all  phases  direc- 
tionals.  Trans,  control,  remotes.  Reliable 
news  and  sports  man,  but  no  jockey.  First 
phone.  Box  240A,  BROADCASTING. 


Experienced  engineer  desires  permanent 
position  in  radio  or  television.  No  announc- 
ing. Available  immediately.  Box  264A, 
BROADCASTING. 


Chief  engineer,  salesman,  39  years  old,  fam- 
ily, 13  years  experience  in  metro  market, 
5 kw-DA,  directional,  network  feeding,  1 
year  combo  work.  Prefer  south  and  south- 
west. Would  like  to  buy  stock  in  station. 
Box  268A,  BROADCASTING. 


First  phone,  5 years  experience  in  mainte- 
nance and  announcing.  Vet,  will  travel. 
Box  284A,  BROADCASTING. 


Engineer-announcer,  9 years  in  radio.  De- 
sires job  in  the  San  Francisco  Bay  area. 
Resume  on  request.  Box  321A,  BROAD- 
CASTING. 


Engineer  announcer  6 years  experience  pre- 
fer country  music.  Number  1 in  area.  Sober, 
not  a floater.  Call  Ted,  TE  8-9460,  3925 
Kearby  St.,  Fort  Worth,  Texas. 


Production-Programming,  Others 


Married,  currently  employed  in  top  25  mar- 
ket, graduating  from  college  in  June.  Two 
years  commercial  experience.  Strong  on 
production.  Looking  for  pd  job  in  smaller 
market.  Box  212A,  BROADCASTING. 


Need  rebuilding  P.D.?  Young  major  market 
assistant.  Ready.  Five  figures.  Box  245A, 
BROADCASTING. 


Attention  Mr.  News  Director!  Young,  alert, 
aggressive,  hard  working  newsman  with 
on-off  air  television,  radio  experience  seeks 
immediate  opportunity  to  excel  with  major 
market  television  or  radio.  National  news 
coverage.  B.A.  journalism.  Excellent  ref- 
erences. Box  277A,  BROADCASTING. 


PD  and  sports  play-by-play,  staff,  8 years 
experience,  26,  college  graduate,  married, 
good  character,  employed.  Box  286A, 
BROADCASTING. 


Program  director.  College  graduate,  6 years 
radio  experience.  Fresh  from  successful 
construction  of  New  York  am  station  with 
$4  billion  market  experience  in  promotion, 
production,  dj,  news,  staff,  sales.  Box  307A, 
BROADCASTING. 


College  graduate  with  college  radio  experi- 
ence and  some  commercial  would  like  ex- 
perience in  all  facets  or  radio.  Write  Box 
7,  Mineral,  Va.,  or  call  Mineral  2341. 


Experienced  farm  broadcaster  and  newsman 
now  in  government  employ  wants  back  in 
radio.  Will  go  anywhere.  Charley  Stookey, 
Avon  Park,  Florida. 


TELEVISION 


Help  Wanted — Sales 


Medium  market  vhf  network  station  needs 
sales  manager  who  will  call  on  national 
agencies  plus  direct  local  salesmen.  Travel 
will  take  up  50%  of  your  time.  Excellent 
future  for  selling  sales  manager.  Incentive 
plan.  Must  be  stable  married  man  who 
wants  to  become  a part  of  a growing  com- 
munity. Send  resume  with  billing  figures 
to  Redd  Gardner,  General  Manager,  KCRG- 
TV  Cedar  Rapids. 


Announcers 


Staff  announcer  for  on-camera  television 
commercials.  Authoritative  basic  selling 
voice  and  ad  lib  ability  essential.  Live  news 
and  weather  experience  desired.  CBS  affili- 
ate. Top  salary.  Send  photo  and  full  expe- 
rience. Box  317A,  BROADCASTING. 


Announcers 


VHF  all  networks  needs  all-around  tv  an- 
nouncer for  on-camera  commercial  news, 
me,  etc.  Prefer  background  in  secondary 
market  tv.  Opportunity  to  advance  in  pro- 
duction and  directing.  Top  radio  man  with- 
out tv  experience  could  qualify.  Must  be 
20-30  years  of  age.  Send  letter  with  full 
background,  tape  and  snapshot.  Apply  Mar- 
shall Pengra,  KLTV,  channel  7,  Tyler, 
Texas. 


Immediate  opening  in  top  northwest  station 
for  first  phone  announcer.  Booth  and  live 
work.  Send  resume,  tape  and  photo  to 
KREM-TV,  Spokane,  Washington. 


Technical 


New  midwest  tv  station  requires  experi- 
enced tv  engineers.  Send  resume  to  Box 
192A,  BROADCASTING. 


Midwest  vhf-am-fm  transmitter  technician. 
Video  control-studio  technician.  Requires 
first  class  ticket.  Only  experienced  person- 
nel need  apply.  Top  station  in  a large 
market  with  full  color  and  tape  facilities. 
Send  complete  resume,  photo,  and  ex- 
pected salary.  Box  231A,  BROADCASTING. 


Need  tv  relief  engineer  for  studio  and 
transmitter  duty.  Experience  not  necessary 
but  must  be  sharp.  Box  303A,  BROAD- 
CASTING. 


Chief  engineer  (first  class  licensee)  for  250 
watt  local  station  in  central  New  York. 
Must  be  capable  of  maintaining  all  equip- 
ment, operate  board  and  do  some  announc- 
ing. This  is  a permanent  position  with 
a good  future  for  the  right  man.  Box  311A, 
BROADCASTING. 


Technical  operator  southeastern  vhf — per- 
manent position.  Master  control  operating 
and  maintenance  experience  or  specialized 
schooling  required.  Full  company  benefits. 
Box  316A,  BROADCASTING. 


TV  studio  engineers  for  design,  test,  and 
field  engineering.  Rapidly  expanding  pro- 
gressive company.  All  benefits,  plus  rapid 
advancement  for  qualified  engineers.  Foto- 
Video  Laboratories  Inc.  CE.  9-6100,  Cedar 
Grove,  New  Jersey. 


Production-Programming,  Others 


Experienced  television  copy  writer,  male  or 
female,  to  expand  present  staff  of  four  in 
medium  midwest  market.  Above  average 
salary,  health  insurance,  pleasant  working 
conditions.  Immediate  opening.  Applicants 
from  midwest  preferred.  Send  complete 
resume,  sample  copy  to  Box  210A,  BROAD- 
CASTING. 


Country’s  most  modern  midwest  television 
station  wants  tv  director  with  first  class 
engineering  license.  Position  open  immedi- 
ately. Send  resume  to  Box  297A,  BROAD- 
CASTING. 


News  director.  State  capital  vhf  operation 
in  southeast  seeks  professionally  trained, 
experienced  newsman  to  head  well  orga- 
nized news  department  and  personally  han- 
dle prime  early  evening  newscasts.  Station 
owned  by  long  established  company  which 
places  strong  emphasis  on  news.  Pleasant 
working  conditions.  Good  salary.  Group  in- 
surance and  pension  plan.  Present  news 
director  leaving  to  accept  unusual  big  mar- 
ket opportunity.  Interested  parties  please 
present  application  including  photo  promp- 
tly to  Box  315A,  BROADCASTING.  All 
applications  acknowledged. 


Program  director  to  plan,  direct  and  co- 
ordinate all  live  commercial  and  public 
service  programming  on  basic  CBS  station 
in  mid-west.  Past  pd  experience  in  com- 
mercial television  operation  necessary.  In- 
clude full  details  first  letter.  Excellent  op- 
portunity and  salary  to  right  man.  Box 
318A,  BROADCASTING. 


Publicity  director:  idea  man  to  promote  and 
merchandise  basic  CBS  station.  Writing  and 
tv  station  experience  essential.  Top  salary 
and  fine  opportunity  in  excellent  market. 
Give  full  details  in  your  reply.  Box  319A, 
BROADCASTING. 


Production-Programming,  Others 


WFMY-TV  Greensboro,  N.C.,  needs  televi- 
sion copywriter  for  commercial  spot  copy. 
Prefer  television  experience,  but  radio  will 
be  considered.  Forty-hour  week,  excellent 
working  and  living  conditions.  Group  in- 
surance plans.  Two  person  department. 
Give  us  full  information  about  experience 
and  send  samples  of  copy,  along  with  photo- 
graph to  Miss  Pace,  WFMY-TV.  All  appli- 
cants will  receive  reply. 


TELEVISION 


Situations  Wanted — Management 


General  manager.  5 years  tv  management. 
20  years  radio.  Also  will  consider  high  level 
department  position  with  quality  operation. 
Box  295 A,  BROADCASTING. 


Announcers 


Professional  tv  announcer-newscaster.  Top 
qualifications.  $150  weekly  plus  talent.  Box 
142 A,  BROADCASTING. 


TV.  Experienced  announcer  looking  for  that 
step  up.  Strong  in  all  sports,  including 
play-by-play,  entertaining  weatherman  and 
friendly  commercial  presentation.  $200  per 
week  plus  talent.  Midwest  or  westward.  Box 
291A,  BROADCASTING. 


See  radio  ad — Dick  Landfield. 


Technical 


Chief  or  supervisor,  12  years  am-fm-tv,  plan- 
ning, construction,  maintenance,  operations. 
4 years  chief,  4 years  supervisory  experi- 
ence. Box  109A,  BROADCASTING. 


Recommendable  personnel  completing  rigid 
internship  seeking  studio  operations  jobs, 
technical  or  production.  Contact  Intern 
Supervisor,  WTHS-TV,  Miami. 


Production-Programming,  Others 


News.  On-camera,  editing,  SOF,  special 
events,  awards,  13  years.  Box  251A,  BROAD- 
CASTING. 


Veteran  news  director  . . . NBC  back- 
ground ...  14  years  radio,  10  years  of  tele- 
vision. Entered  community  service  two 
years  ago  now  wants  back  in  management 
or  news,  permanently.  Excellent  air  presen- 
tation both  radio  and  tv.  Solid,  matter  of 
fact  authoritative  delivery.  Excellent  rec- 
ord of  civic  leadership.  References  from 
industry  leaders  on  request.  Box  263A, 
BROADCASTING. 


Creative  newsman  seeking  bigger  chal- 
lenges. Now  telecasting  late  news  in  mid- 
west. MSJ,  vet.  $150  minimum.  Any  area. 
Box  288 A,  BROADCASTING. 


Successful  radio  newsman  seeks  television 
opportunity.  Currently  employed  at  top  ra- 
dio station  in  top  ten  market.  Fully  experi- 
enced in  writing,  interviewing,  and  handling 
major  on-air  accounts.  Married.  Children. 
References.  Radio-television  combination 
acceptable.  Box  290A,  BROADCASTING. 


Mature,  aggressive  family  man  desires  ex- 
ecutive position  promotion-merchandising 
in  tv.  Would  consider  challenge  small  mar* 
ket  or  operation  with  competition  problems. 
Good  background  all  departments  including 
photography.  Wally  Blake,  856  Holt  Avenue, 
El  Centro,  California. 


FOR  SALE 


Equipment 


Two  RCA  TS5A  and  one  TS21A  switchers. 
Prices  and  details  upon  request.  Box  232A, 
BROADCASTING. 


Western  Electric  250  watt  trasmitter  in  op- 
eration— $350.00.  Also  peak  limiting  ampli- 
fier for  $100.00.  Box  247A,  BROADCASTING. 


Travis  Tapak  completely  portable  tape  re- 
corder with  mike  and  phones.  Approxi- 
mately 100  hours.  Cost  $385.  Good  condition 
$100.  Box  261A,  BROADCASTING. 
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FOR  SALE 


Equipment — ( Cont’d ) 


For  sale:  3 Gray  model  602-C  equalizers 
for  G.E.  cartridges;  originally  $50.00  each. 
1 RCA  model  SK-45  Airopressure  micro- 
phone; originally  $45.00.  1 Revox  model 
B-36  tape  recorder,  heavy  duty,  3 Vi — 7(4 
speed;  recently  overhauled,  originally 
$350.00.  Best  offer  takes  any  or  all.  KATI, 
Box  2006,  Casper,  Wyoming. 


General  Electric  studio-transmitter  link 
model  BT-9-A  frequency  920—960  MC  with 
one  dish  antenna,  $2500.00  fob  Atlanta, 
Georgia.  Federal  Telephone  and  Radio  Cor- 
poration field  intensity  meter  model  101C 
$300  (excellent).  WAVO,  Box  25,  Avondale 
Estates,  Georgia,  Drake  8-8808. 


Collins  21A  5 kw  transmitter  maintained  in 
original  condition.  Now  available.  Examine 
under  operating  conditions.  Excellent  qual- 
ity. Ten  years  old.  Price  $4,500.  Terms.  Ad- 
dress Radio  Station  WISE,  75  Scenic  High- 
way, Asheville,  N.C. 


Buy,  sell  or  trade  also  new  and  used  towers. 
Special  150'  am  self-supporting.  Ready  to 
ship  $1,000.00.  P.O.  Box  55,  Greenville,  N.C. 


Commercial  crystals  and  new  or  replace- 
ment crystals  for  RCA,  Gates,  W.E.,  Bliley 
and  J-K  holders,  regrinding,  repair,  etc. 
BC-604  crystals.  Also  am  monitor  service. 
Nationwide  unsolicited  testimonials  praise 
our  products  and  fast  service.  Eidson  Elec- 
tronics Co.,  Box  31,  Temple,  Texas. 


Complete  line  of  test,  monitor,  transmitting, 
film,  STL  and  studio  units.  Advise  us  of 
needs.  Electrofind,  550  Fifth  Ave,  N.Y.C. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto-Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100. 


Best  offer  buys,  Magnecord  816-17  tape  re- 
producer in  excellent  condition.  James  R. 
Kalke,  821  Michigan  Avenue,  Saint  Joseph, 
Michigan. 


Tv  video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  different  models  8" 
thru  24".  Miratel,  Inc.,  1080  Dionne  St.,  St. 
Paul,  Minn. 


Attention — AM  and  fm  station  owners.  Auto- 
mate and  economize  with  a Seeburg  200 
library  unit.  Units  are  in  perfect  working 
order.  Available  for  immediate  shipment. 
Price  $400.00  each,  f.o.b.  Memphis.  Contact 
Music  Systems,  Inc.,  407  Madison  Avenue, 
Memphis,  Tennessee.  JAckson  5-6091. 


Teflon  coaxial  transmission  line  1%",  51 
ohm.  Unused.  Suitable  for  am,  fm,  vhf-tv, 
communication  systems,  and  some  micro- 
wave  frequencies.  RETMA  flanges.  Write: 
Sacramento  Research  Labs.,  3421-58th  Street, 
Sacramento  20,  California. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenburnie,  Md.  Day  phone  SO.  6-0766 — 
Night  and  emergency  phone  SO.  1-1361. 
Write  or  call  collect. 


WANTED  TO  BUY 


Stations 


Station  or  cp  wanted  east  or  south,  100,000 
to  500,000  market  population.  Financially 
responsible.  Expert  operator  has  exception- 
ally lucrative  offer  for  right  station.  Con- 
fidential. Box  577S,  BROADCASTING. 


AM  station  or  cp  wanted,  financially  re- 
sponsible, have  interest  in  fm  station.  Box 
258 A,  BROADCASTING. 


Construction  permit  wanted — Small  or  me- 
dium midwest  market  preferred.  All  replies 
strictly  confidential.  Box  272A,  BROAD- 
CASTING. 


Equipment 

Wanted  to  buy — 1%"  co-ax,  rigid  transmis- 
sion line.  Send  full  information  to  Box  860S, 
BROADCASTING. 


DuMont  acorn  500  watt  hi-band,  also  have 
another  party  for  a 5 kw  DuMont  amplifier 
hi-band.  KINY-TV,  231  So.  Franklin  St., 
Juneau,  Alaska. 


Need  three  GE-7D21  power  output  tubes  in 
good  usable  condition.  KOBY,  340  Mason, 
San  Francisco,  California.  Attention:  Ken 
Warren. 


WANTED  TO  BUY 


Equipment — (Cont’d) 


We  are  looking  for  an  RF  bridge  and  RF 
oscillator  in  good  operating  order.  Please  re- 
ply by  phone  or  wire  to  Kenneth  Tetzloff, 
Chief  Engineer,  WEAQ,  Eau  Claire,  Wiscon- 
sin. Temple  2-9766. 


3-5  kw  fm  transmitter  with  or  without  tape 
player  and  accessories.  Also  interested  250  w 
to  10  kw,  am  and  fm.  Submit  details.  Com- 
pass Electronics  Supply,  75  Varick  Street, 
New  York  13. 


Any  test,  studio  or  transmitting  equipment, 
including  tubes.  Electrofind,  550  Fifth  Ave- 
nue, N.Y.C. 


Turntables — 3 speed:  Presto  64  or  RCA  70C. 
Also  45  rpm  adaptor  kits  for  RCA  70C.  Mas- 
tertone  Studios,  130  West  42nd  St„  New 
York  36. 


INSTRUCTIONS 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood, 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
May  4,  June  29,  August  31,  October  26, 
1960.  January  4,  1961.  For  information,  ref- 
erences and  reservations  write  William  B. 
Ogden,  Radio  Operational  Engineering 
School,  1150  West  Olive  Avenue,  Burbank, 
California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta.  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


FCC  Licenses,  six-week  course.  Ninety  per- 
cent pass  license  examinations  the  first 
time  taken.  Next  class  June  13th.  Free  lit- 
erature. Pathfinder,  510  16th  St.,  Oakland, 
California. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School.  2603  Inwood  Road,  Dallas, 
Texas. 


Yes,  our  graduates  get  good  jobs  as  an- 
nouncers, writers,  salesmen,  chief  engineers, 
managers,  owners.  15  years  experience 
training  men  who  now  work  in  southern 
radio-tv.  Lower  prices,  time  payments,  as- 
sured placement.  Keegan  Technical  Insti- 
tute, 207  Madison,  Memphis,  Tennessee. 


MISCELLANEOUS 


Attention  agencies — sponsors.  Monitor  mo- 
bile— Pensacola  now  at  your  service.  Im- 
partial tape  monitoring  and  research  re- 
ports, radio  and  television.  Reasonable  rates. 
Box  276A,  BROADCASTING. 


Musical  station  breaks  and  commercial 
jingles  by  modern  professional  group.  Low- 
est prices  available.  Box  287A,  BROAD- 
CASTING. 


Want  commissionable,  commercial-religious 
rates,  availabilities.  Prefer  5 kw.  Gospel 
Broadcasters  Agency,  Schell  City,  Missouri. 


Production  radio  spots.  No  jingles.  Free 
audition  tape.  M-J  Productions,  2899  Tem- 
pleton Road,  Columbus,  Ohio. 


RADIO 


Help  Wanted — Management 


WANTED 

PROVEN  SALESMANAGER 

For  Top  60  Market  Station 
Excellent  incentive  with  base  guar- 
antee. Send  full  details,  desired 
salary  to: 

Box  309A,  BROADCASTING 


Help  Wanted — (Cont’d) 


| LIFE  OPPORTUNITY  < 

l Salesmen  and  D.J/s 

l Top  station  major  market  wants 
£ 2 young  salesmen  for  future 

► executives.  College,  ability,  will- 
y ing  to  work. 


V 

* 2 big  time  D.J.'s  for  top  shows. 
College,  ability,  personality. 


Adding  to  staff  and  desire  out- 
standing people.  Give  complete 
details. 

Box  234A,  BROADCASTING 


L 


OPPORTUNITY 

National  organization  based  in  East 
wants  a young  man  who: 

• has  radio  background — able  to 
evaluate  station  properties 

• has  community  relations  and  ad- 
vertising skills 

• can  think  for  himself  in  un- 
familiar situations 

• can  work  with  people  on  manage- 
ment level  and  administer  branch 
operations 

• is  free  to  travel 

Growth  potential  of  company  offers 
excellent  opportunity  for  developing 
career. 

Box  279 A,  BROADCASTING 


gum 


WANTED 


•i 


Top  Radio  Salesman 
for 

Top  Rated  5000  Watt  Station 

Good  guarantee,  plus  commissions. 
Call  or  write  Tom  Kita, 
WLEE,  Richmond,  Virginia. 


Announcers 


We  are  in  need  of  a GOOD  disc 
jockey  with  a first  class  ticket.  If 
you  can  qualify  and  have  a good  air 
personality,  we  will  pay  WELL  for 
your  ability.  $125  or  better  to  start. 
This  is  an,  excellent  opportunity  if 
you  are  not  a floater  or  drinker.  We 
are  the  only  station  in  the  city  with 
50,000  population.  No  collect  calls 
please,  no  amateur  wanted.  Tele- 
phone daytime  Gladstone  7-1194, 
nighttime  Gladstone  9-5322,  ask  for 
Mr.  Jeffrey.  Position  open  at  once. 

WIOU— 1000  watts 

Kokomo,  Indiana 
CBS-Radio  Affiliate 
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Help  Wanted— (Coat’d) 


FOR  SALE 


Production-Programming,  Others 


WRITER  WANTED 
RADIO-TV 
COMMERCIALS 

If  you  are  considered  a good  creative 
writer  of  radio-tv  commercials,  but  are 
looking  for  greener  pastures  to  prove 
your  abilities,  we  want  you  on  our 
staff.  Send  complete  resume,  experience, 
examples  of  your  work  (scripts  or  film) 
salary  desired,  snap  shot.  Material  will 
be  returned.  Confidence  respected.  Our 
staff  knows.  Look  us  up  in  McKittricks  or 
Agency  Red  Book.  Address  H.  Earl  Close, 
Partner,  Comstock  & Company,  651  Dela- 
ware Avenue,  Buffalo  2,  New  York. 


RADIO 


GENTLEMEN 

It's  THAT  time 
Broadcasting  or  WHAT? 

35,  Single,  13  years 
radio/TV  personality 
announcer. 

NO  P.D.,  NO  Sales 
experience 

WANT  small  market 
MANAGERSHIP. 

Pref.  MST  or  PST. 

Efficiency,  Energy 
Enthusiasm,  Effort. 

STRICTLY  SALARY 
UNTIL  PROVEN. 

Box  243A,  BROADCASTING 


RADIO  & TV  PRO 

Now  with  50  kw.  operation  in  top 
10  market  interested  in  personality  spot 
with  big  potential.  Tape,  resume,  and 
picture  on  request.  Please  state  kind  of 
personality  desired  and  financial  possi- 
bilities in  first  letter.  Personal  interview 
before  decision. 

Box  262A,  BROADCASTING 


Production-Programming,  Others 


Situations  Wanted — Management 


(f?« 

y kno 


Got  problems?  20  years  of  production  jJ 
know-how  plus  a thorough  knowledge  of 
operational  problems  available  May  15. 
Young  enough  to  grow  with  a fast  paced 
organization.  Mature  enough  to  make 
sound  decisions.  Age  38,  married,  family 
man,  civic  minded.  Last  10  years  featured 
personality  in  major  market.  Excellent 
JT  references.  Want  position  leading  to  top 

u 


management.  Prefer  Ohio,  Michigan,  In- 
diana or  Illinois  but  will  relocate  anywhere 
good  opportunity  exists. 

Box  278A,  BROADCASTING 


MISCELLANEOUS 


<lc=D 

rams,  y 


F=* 

* We  need  public  service  programs 
Discussion  Programs,  educational 
programs,  agriculture  programs. 

We  will  air  these  free  programs  in 
major  markets  if  top  quality. 

Box  293A,  BROADCASTING  jXj 
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Equipment 


TV  Transmitter  Equipment 
for  Sale 

483  ft.  Blaw-Knox  type  H-40  self-sup- 
porting steel  tower  designed  to  support 
a 12-bay  superturnstile  tv  antenna.  Ma- 
terial on  ground  ready  to  be  shipped. 
RCA  TF-12AH,  12-bay,  superturnstile  an- 
tenna. Antenna  was  installed  new  in 
January  1956  and  was  in  excellent 
working  condition  when  taken  out  of 
service.  On  trestles  at  site  ready  to  ship. 

Standar  Electronics  Type  TH-644,  40  kw, 
high  channel,  VHF  TV  Transmitter.  In- 
stalled new  in  January  1956  and  in 
perfect  condition  when  taken  out  of 
service  in  November  1959. 

All  of  the  above  equipmnt  may  be  in- 
spected at  Television  Station  WSPD-TV, 
Toledo,  Ohio.  For  prices  or  additional 
information  please  write  or  telephone 
Mr.  C.X.  Castle,  Director  of  Engineering, 
Storer  Broadcasting  Company,  Miami 
Beach  54,  Florida. 


Employment  Service 


STEP  UP  TO  A BETTER 
JOB  THE  EASY  WAY!! 

Many  announcers  and  others  have  found 
that  it  pays  to  get  your  job  through  pro- 
fessional placement. 

TOP  JOB  PLACEMENTS 
IN  THE  SOUTHEAST 

Free  registration  — Conf.  Service 
Professional  Placement 
458  Peachtree  Arcade 
JA  5-4841  Atlanta,  Ga. 


r 


“i 


FINGER  ON  THE  PULSE 

Experienced  personnel  . . . 

. . . Opportunities  in  many  markets. 

PAUL  BARON,  BROADCAST  MANAGER 
MAUDE  LENNOX  PERSONNEL  SERVICE,  Inc. (Agcy) 
630  Fifth  Avenue,  N.Y.  20,  N.Y. 
Circle  6-0276 

Interviews  by  appointment. 

FOR  SALE 
Stations 


GUNZENDORFER 

CALIFORNIA— 250  watter  fulltimer.  $70,- 
000.  100  watter  fulltimer  550,000 — $14,500 
down.  Easy  terms.  ARIZONA — 1000  watt- 
er daytimer  560,000 — $15,000  down.  500 
watter  560,000 — 29%  down.  OREGON — 
250  watter  fulltimer  580,000 — 29%  down. 


CALIFORNIA — The  unique  four  station 
southern  California  package  buy!  5750,- 
000.  TERMS. 

WILT  GUNZENDORFER 
AND  ASSOCIATES 


Phone  OLympia  2-5676 


Calif. 

Single 

250w 

$65M 

terms 

Texas 

Single 

250w 

25M 

7 dn. 

Miss. 

Single 

250w 

39M 

terms 

La. 

Single 

500w 

52  M 

terms 

Miss. 

Single 

250w 

140M 

10  yrs. 

Va. 

Single 

250w 

60M 

29%  dn. 

III. 

Single 

500w 

95M 

29%  dn. 

Va. 

Single 

lkw-D 

80M 

terms 

Calif. 

Single 

250w 

68M 

15  dn. 

Fla. 

Small 

250w 

53M 

15  dn. 

Calif. 

Small 

lkw-D 

69M 

29%  dn. 

W.  Va. 

Small 

250w 

40M 

10  dn. 

Fla, 

Small 

250w 

55M 

29%  dn. 

Fla. 

Medium 

5kw 

230M 

29%  dn. 

N.Y. 

Medium 

lkw-D 

105M 

cash 

Ga. 

Metro 

5kw 

200M 

29%  dn. 

Va. 

Metro 

250w 

330M 

25%  dn. 

Ala. 

Metro 

lkw-D 

175M 

terms 

Fla. 

Large 

5kw 

185M 

29%  dn. 

S.E. 

Maj-Sub  lkw-D 

150M 

low  dn. 

South 

Major 

250w 

275M 

29%  dn. 

And  Others 

PAUL  ! 

H . 

CHAPMAN  COMPANY 

1 

NCORPORATED 

1 EDI  A BROKERS 

Atlanta 

Chicago 

Please  address: 

New  York 

1182  W.  Peachtree 

San  Francisco 

Atlanta  9,  Ga. 

THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


To  buy  or  sell  Radio-TV  properties 
contact 

patt  McDonald  co. 

Box  9266,  Austin,  Texas.  GL.  3-8080 
Or,  Jack  Koste,  60  E.  42nd,  NY  17,  NY 
MU.  2-4813 


NORMAN  & NORMAN 

INCORPORATED 

Broker*  — Comulfont*  — Appraiser* 

RADIO-TELEVISION  STATIONS 

Nolion-Wide  Service 
Experienced  Broadcasters 
Confidential  Negotiations 

Security  Bldg.  Davenport,  Iowa 


— STATIONS  FOR  SALE  — 

ROCKY  MOUNTAIN.  Fulltimer.  Av- 
erage gross  $80,000  for  past  five 
years.  Asking  $90,000  with  29% 
down.  Exclusive. 

SOUTHWEST.  Top  market.  Full- 
time. Well  established.  Doing  in 
excess  of  $10,000  a month.  Asking 
$275,000  with  29%  down. 
SOUTHWEST.  Fulltimer.  Excellent 
frequency  and  power.  Doing  $12,000 
a month.  Asking  $250,000  with 
29  % down. 

CALIFORNIA.  Exclusive.  Man  and 
wife  operation.  Priced  at  $65,000 
with  29%  down. 

Many  Other  Fine  Properties 
Everywhere. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Angelas  28,  Calif. 

HO.  4-7279 


X 

CONFIDENCE 


BRAND 


You  get  publicly  approved  quality  when 


you  buy  by 

Brand  Names  give  you  publicly  approved 
standards  of  quality  and  value,  for  a brand- 
name  product  has  to  earn  its  reputation 
against  all  competition. 

You’re  sure  of  satisfaction  when  you  buy  by 
Brand  Name  because  the  specialized  know- 
how of  the  maker  stands  behind  your  purchase. 

18  Brand  JITamas 


Brand  Name! 


A Brand  Name  is  the  manufacturer’s  guaran- 
tee of  satisfaction,  further  endorsed  by  the 
retailer  who  sells  it. 

Magazine  advertising  helps  you  get  the  most 
value  for  your  money.  Choose  a manufac- 
turer's Brand  Name  you  know  and  be  sure 
of  satisfaction! 


1’t  take  a chance .. .take  a NAME  BRAND 


BRAND  NAMES  FOUNDATION,  INC.,  437  FIFTH  AVENUE,  NEW  YORK  16,  N.Y. 
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OUR  RESPECTS  TO  . 

Alexander 

Louis  Read  is  a salesman.  He’s  an 
enthusiastic  salesman.  In  fact,  he’d 
rather  sell  than  shoot  a round  of  golf, 
which  he  plays  fiercely  despite  a 21 
handicap,  or  indulge  in  spectator  sports. 
Around  WDSU-AM-TV  New  Orleans, 
where  he  is  executive  vice  president-gen- 
eral manager,  some  of  the  staff  say  he’s 
still  the  best  salesman  in  the  place 
though  his  duties  are  now  in  the  top- 
level  bracket. 

Selling,  managing,  golfing — no  mat- 
ter which,  he  is  quietly  aggressive,  and 
fired  with  persistent  and  unlimited 
energy.  At  the  station,  located  on 
romantic  Royal  Street  in  the  French 
Quarter,  he  gets  to  work  a half-hour  or 
even  an  hour  before  office  hours,  and 
it’s  hard  to  get  him  out  of  the  shop  be- 
fore 6 p.m. 

This  commercial  zeal  first  manifested 
itself  while  he  was  attending  Loyola  U., 
where  he  sold  so  much  advertising  for 
the  college  paper,  The  Maroon,  that 
some  of  it  had  to  be  turned  down  for 
lack  of  space.  During  summer  vaca- 
tions he  did  odd  jobs  at  WWL,  univer- 
sity-owned commercial  radio  station. 
After  getting  his  AB  degree  at  Loyola, 
he  puttered  around  in  the  insurance 
business  and  did  some  selling  for  Blue 
Plate  Foods,  a Wesson  Oil  subsidiary. 

Hand-Picked  ■ About  that  time  the 
university  thought  it  would  be  a good 
idea  to  hire  a graduate  for  WWL.  Vin- 
cent Callahan,  former  WRC  Washing- 
ton manager  who  headed  the  station  at 
II  the  time,  picked  Louis  from  the  list  of 
| candidates  and  named  him  director  of 
merchandising.  In  this  job,  Louis  was 
expected  to  see  that  station  advertising 
| accounts  profited  from  their  time  pur- 
i chases.  “I  went  to  the  big  Katz  & Best- 
hoff  drug  chain,”  he  recalls.  “They  said 
| they  would  stock  Mar-O-Oil  if  there 
was  any  demand  for  the  shampoo.” 

I “There  soon  was,”  he  added,  without 
going  into  details. 

Then  he  started  working  the  whole- 
sale trade  in  Baton  Rouge  and  other 
I outlying  areas  within  range  of  WWL’s 

I I 50  kw  signal.  This  developed  into  an 
1 1 effective  means  of  bringing  in  national 
j!  business,  so  after  a year  he  was  named 
I commercial  manager. 

In  1941  Louis  was  commissioned  as 
I a lieutenant  junior  grade  in  the  Navy. 
I He  had  helped  reopen  the  8th  Naval 
I District  in  New  Orleans  early  in  World 
* War  II,  serving  in  an  advisory  role. 
After  training  he  was  assigned  to  New 
Orleans  in  charge  of  the  public  informa- 
tion office.  His  next  post  was  in  Puerto 
Rico  where  he  was  in  charge  of  public 
information  for  the  Caribbean  area.  He 
left  the  Navy  in  December  1945  with 


Louis  Read 

the  rank  of  lieutenant  commander. 

Tied  Down  ■ After  a year  at  WWL 
he  accepted  a post  as  advertising  man- 
ager of  Wembley  Inc.,  New  Orleans  tie 
manufacturer.  Unhappy  outside  broad- 
casting, he  went  to  Mobile  as  general 
manager  of  WABB.  In  late  December 

1948,  he  caught  up  with  a phone  call 
from  the  Stern  family,  which  had 
bought  WDSU-AM-TV,  while  he  was 
in  New  Orleans  for  the  New  Year’s 
Day  Sugar  Bowl  football  game. 

Here  was  the  big  break,  a chance  to 
join  the  stations  under  their  new  owner- 
ship as  commercial  manager.  All  his  life 
he  had  lived  around  the  university  sec- 
tion of  New  Orleans  (born  Oct.  12, 
1914).  The  WDSU  offer  combined  sell- 
ing, broadcasting  and  a home  in  New 
Orleans.  It  looked  like  an  opportunity  to 
advance  in  the  broadcasting  business, 
he  decided,  after  observing  how  the  late 
Edgar  Stern  and  his  son)  Edgar  Stern 
Jr.,  were  operating  the  property.  They 
brought  in  Robert  D.  Swezey,  former 
NBC  and  MBS  executive,  as  general 
manager. 

Mr.  Swezey  went  to  work  Feb.  1, 

1949,  Mr.  Read  a month  later.  Mr. 
Swezey,  now  resigned  from  the  stations 
and  currently  a special  advisor  to  the 
Secretary  of  Labor,  recalls  the  period 
vividly:  “Everyone  pitched  into  every- 
thing. We  had  a low  network  rate  and 
only  about  1,500  sets.” 

Grow  Up  ■ Louis  recalls  his  first  trip 
to  New  York  when  an  agency  offered 


WDSU-AM-TV’ s Read 
He  never  trimmed  his  sales 


to  buy  tv  time  when  the  WDSU-TV 
circulation  reached  15,000  sets,  a figure 
that  appeared  unattainable  in  1949. 

“The  New  Yorker  ran  a piece  about 
us,”  Mr.  Swezey  said.  “They  lampooned 
WDSU-TV  for  its  program  listings, 
which  featured  the  symbol  TBA  (to  be 
announced).”  The  station  had  a midget 
studio  atop  the  Hibernia  Bank  Building, 
and  the  cameraman  had  to  back  across 
the  hall  into  the  ladies  room  to  get 
enough  distance  for  a shot. 

“They  were  exciting  days,”  Mr.  Read 
said.  “We  measured  each  month’s  busi- 
ness by  how  little  we  lost,  but  turned 
the  corner  after  a year-and-a-half.”  The 
Sterns  organized  WDSU  Broadcasting 
Corp.  in  1950.  Mr.  Swezey  was  named 
executive  vice  president-general  man- 
ager and  Mr.  Read  vice  president-com- 
mercial manager.  Both  received  stock 
interest,  Mr.  Swezey  20%  and  Mr. 
Read  10%. 

The  WDSU  progress  in  the  last  dec- 
ade has  been  outstanding.  Last  Septem- 
ber Mr.  Swezey  resigned  effective  Jan. 
1 to  devote  time  to  personal  interests 
and  Louis  Read  was  promptly  named 
successor. 

A firm  believer  in  civic  and  chari- 
table activities,  Louis  Read  holds  high 
posts  in  many  local  organizations.  In- 
dustry connections  include:  secretary- 
treasurer,  NBC-TV  Affiliates  board  of 
delegates;  director,  Television  Bureau 
of  Advertising;  member  of  NAB  tv  film 
committee  and  Society  of  Television 
Pioneers.  Besides  his  management  post 
at  WDSU-AM-TV  he  is  a director  of 
WAFB-TV  Baton  Rouge,  La. 

In  1943  he  married  Nathalie  Doris 
Owings.  They  have  four  children — 
Michael  16,  Susan  13,  Carolyn  12, 
Stephen  7. 

Staunch  Editorializer  ■ The  WDSU 

stations  have  been  editorializing  for  a 
year-and-a-half,  taking  strong  stands  on 
many  controversial  issues,  deciding  to 
enter  this  field  when  New  Orleans  be- 
came a one-newspaper  market.  The  re- 
sults appear,  Louis  said,  in  community 
benefit,  station  prestige  and  improved 
staff  morale. 

“Editorializing  offers  broadcasting  its 
greatest  opportunity,”  Louis  explained, 
adding  that  television  is  just  starting  to 
reach  a state  of  effectiveness  in  the  field 
of  news  and  public  events. 

“Our  listeners  and  clients  feel  we 
stand  for  something,  now  that  we  are 
editorializing,  and  they  apparently  re- 
spect us  for  such  a stand,”  he  said.  “As 
to  advertisers,  we  have  encountered  no 
sponsor  problems.  On  the  contrary, 
quite  a few  of  our  advertisers  have  com- 
mended us  for  our  stand  on  various 
issues,  and  the  increase  in  station  pres- 
tige has  been  equally  apparent  among 
our  clients.  This  has  been  one  of  the 
most  rewarding  experiences  in  more 
than  20  years  in  broadcasting.” 
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EDITORIALS 


Political  pot-shotting 

THIS  presidential  election  year  promises  to  be  the  hottest 
yet  for  the  broadcast  media — particularly  television. 
This  election  year,  as  never  before,  there  will  likely  be 
charges  involving  radio  and  tv  ownership  per  se.  The 
columnists  and  pundits  in  the  past  few  weeks  have  made 
oblique  references  to  ownership  interests  in  stations  held 
by  members  of  Congress  or  others  in  public  life.  These 
mentions  do  not  just  happen — the  tidbits  are  dropped  or 
planted. 

Reference  most  frequently  is  made  to  the  interests  of 
such  Democratic  leaders  as  Senate  Majority  Leader  Lyndon 
B.  Johnson  of  Texas,  and  Senate  Commerce  Committee 
Chairman  Warren  G.  Magnuson  of  Washington.  Invariably 
there  is  the  veiled  suggestion  that  something  improper,  un- 
ethical or  evil  is  connoted  by  such  ownership. 

Our  annual  checkup  of  members  of  Congress  identified 
with  station  ownership  made  three  months  ago  shows  30 
legislators  having  interests  either  in  their  own  names  or 
through  their  families.  There  are  many  more  in  public  life, 
federal,  state  and  local,  holding  station  interests.  At  least 
one  member  of  the  cabinet,  the  able  secretary  of  the  interior, 
Fred  Seaton,  is  a publisher-broadcaster. 

Sen.  Johnson  is  singled  out  because  of  his  as  yet  un- 
announced but  formidable  candidacy  for  his  party’s  presi- 
dential nomination.  The  fact  is  that  the  Texan  directly 
does  not  own  any  of  the  station  stock.  Mrs.  Johnson,  with 
her  own  inherited  money,  acquired  KTBC  Austin,  in  1947, 
before  her  husband  was  elected  to  the  Senate  and  while  he 
was  in  the  House.  She  has  expanded  into  substantial  owner- 
ship of  other  radio  and  tv  properties  in  Texas. 

Sen.  Magnuson  owns  about  4%  of  KIRO-AM-FM-TV 
Seattle.  He  owned  this  interest  before  he  became  a senator. 
Four  years  ago,  after  he  had  been  attacked  by  his  Repub- 
lican opponent  on  ethical  grounds  because  of  his  chairman- 
ship of  the  Senate  Commerce  Committee,  which  handles 
communications  legislation,  Sen.  Magnuson  made  a public 
statement  showing  that  his  annual  income,  other  than  from 
public  office,  had  averaged  $3,291. 

Even  if  Sen.  Johnson  directly  owned  the  Texas  proper- 
ties or  if  Sen.  Magnuson  made  many  times  as  much  from 
his  interest,  there  would  be  no  valid  basis  for  the  innuen- 
does. There  is  nothing  in  the  law  to  preclude  such  holdings. 
Many  members  of  Congress  maintain  active  law  practices 
and  command  handsome  fees  without  being  criticized. 

It  should  be  pointed  out,  moreover,  that  members  of  Con- 
gress are  elected.  Federal  officials,  in  the  executive  branch 
and  on  the  administrative  agencies,  are  appointed.  There 
are  specific  provisions  of  law  precluding  members  of  ad- 
ministrative agencies  from  holding  interests  in  the  areas 
over  which  they  have  regulatory  jurisdiction.  Members  of 
the  Senate  and  House  are  accountable  to  their  constituen- 
cies at  regular  intervals — an  agonizing  experience  for  most 
of  them. 

On  equal  footing 

WITHIN  the  past  two  weeks  it  has  become  evident  that 
broadcasting  and  the  press  have  more  in  common  than 
their  respective  advertising  salesmen  think  they  have. 

Like  broadcasting,  the  press  has  critics,  as  the  American 
Society  of  Newspaper  Editors  learned  at  its  Washington 
meeting  (Broadcasting,  April  25). 

Like  broadcasting,  the  press  is  reviewing  its  own  ethics 
and  practices,  as  the  American  Newspaper  Publishers  Assn, 
did  at  its  annual  meeting  in  New  York  (see  story  this  issue). 

And  the  press  shares  with  broadcasting  the  belief  that 
qualitative  improvements  in  communications  media  must 


come  from  the  media  themselves,  not  from  government.  The 
majority  of  newspaper  editors  polled  by  Broadcasting  at 
the  ASNE  meeting  (Broadcasting,  April  25)  were  as 
vehemently  opposed  to  government  intervention  in  broad- 
casting as  broadcasters  are. 

AT  TIMES  during  the  ASNE  convention  it  sounded  as 
though  the  programming  had  been  arranged  by  Oren 
Harris  or  John  Crosby  for  a convention  of  broadcasters. 
Five  of  the  featured  speakers  took  swings  ranging  from 
jabs  to  haymakers — all  aimed  at  newspapers. 

It  would  be  only  human  if  broadcasters  allowed  them- 
selves to  gloat  at  the  sight  of  newspapermen  taking  a critical 
beating.  With  some  reason,  broadcasters  have  recently 
thought  that  some  newspapers  were  bullying  radio  and  tv. 

Yet  it  would  be  purposeless  or  worse  for  broadcasters  to 
believe  that  they  can  gain  by  a shift  in  critical  attack  from 
broadcasting  to  the  press.  If  any  good  at  all  is  to  come  from 
the  criticism  of  broadcasting  and  the  press,  it  will  come 
through  sensible  response  to  the  criticism.  There  is  room 
for  improvement  in  both  broadcasting  and  the  press.  One 
cannot  take  refuge  in  its  own  deficiencies  simply  because 
the  other’s  mistakes  or  inadequacies  are  under  attack. 

IT  WOULD  BE  silly,  of  course,  to  suggest  that  broadcast- 
ing and  the  press  live  in  lovey-dovey  harmony,  neither 
raising  its  voice  at  the  other,  no  matter  what  the  provocation. 

If  broadcasting  and  the  press  are  to  perform  important 
functions  in  the  system  of  communications  media,  each  must 
view  the  other  with  intelligent  and  rational  interest.  It 
would  be  as  wrong  for  the  press  to  abandon  criticism  of 
television  as  to  print  some  of  the  uninformed  if  not  irrespon- 
sible criticism  it  has  printed  in  the  past.  Similarly  broadcast- 
ing should  appraise  the  press,  as  the  occasion  warrants, 
if  it  is  to  be  a significant  part  of  the  communications  scheme. 

The  process  of  criticism,  understandingly  applied,  is  an 
aid,  not  a deterrent,  to  the  elevation  of  communications 
standards.  Neither  broadcasting  nor  the  press  will  improve 
as  fast  without  responsible  appraisal  as  with  it. 

The  biggest  contribution  each  could  make  to  the  other 
would  be  the  steadfast  maintenance  of  sensible  perspectives. 
The  press  will  do  itself  no  good  by  overplaying  intemperate 
criticism  of  broadcasting.  It  has  been  guilty  of  overplaying 
in  recent  months  and,  as  the  record  before  the  ASNE 
shows,  it  gained  nothing  by  it. 


Drawn  for  BROADCASTING  by  Sid  Hlx 


“The  boss’  son.  . . . He’s  learning  the  business  from 
the  bottom  up!” 


no 
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We  Can  Lick  Anybody  in  tfte  League!' 


the  Yankees,  the  White  Sox,  the  Indians  ...  all  the  heavies  in  the 

American  League.  (Course,  they  lick  us  occasionally,  too.)  □ BUT — 
it’s  the  fun  of  the  sport  and  the  spirit  it  engenders  that  count.  The 
spirit  that  has  drawn  over  a million  fans  a year  for  the  five  seasons 

Kansas  City’s  had  the  A’s that’s  battin’  .400  in  any  league! 

□ With  Merle  Harmon  and  Bill  Grigsby  again  play-by-playing  it  for 
SCHLITZ  and  SKELLY,  we  confidently  expect  to  lead  the  radio  league 
again  in  this  important  heartland  market,  regardless  of  where  the  A’s 
finish.  And  someday  — soon?  — that  should  be  in  the  First  Division! 


Again  this  year 


bring  all  the  A’s  games  to 


the  Heartland. 


WDAF  610  RADIO  □ SIGNAL  HILL 

A SUBSIDIARY  OF  NATIONAL  THEATRES  & TELEVISION,  INC.  / REPRESENTED  BY 


KANSAS  CITY,  MO. 


CHRISTAL  CO., 


... 


“The  South’s  rising  too  fast 
to  be  sold  by  remote  control” 

Right.  That’s  why  Adam  Young  takes  pride 
in  announcing  the  formation  of 

Southern  Advertising  Representatives  Inc. 


The  Organized  Sell 


An  Adam  Young  Company 


'1AY  9,  1960 


THIRTY-FIVE  CENTS 


BROADCASTING 

THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 


Watchdog  committee  wants  to  pounce  on  political  broadcasts  Page  27 
What  Shuiton  bumped  when  it  made  its  one-time  ‘Space’  shot  Page  30 
FCC  seeks  policy  to  spell  out  its  powers  over  programming  Page  46 
FTC’s  Kintner  likes  Clipp’s  plan  to  preview  tv  commercials  Page  58 


This 

is 

the  spot  for  a commercial 


Decisions  can  wait  till  9 A.M.  Right  now 
his  mind  is  on  your  message!  Multiply 
this  receptivity  by  millions  of  commuters 
and  you’ll  see  why  Spot  Radio  pays  off  big 
for  national  advertisers. 


KOB  Albuquerque 

WSB Atlanta 

WGR Buffalo 

WGN  Chicago 

WFAA  . Dallas  Ft.  Worth 

WKMH  Detroit 

KPRC  Houston 

KARK Little  Rock 

WINZ Miami 

WISN  Milwaukee 

KSTP. Minneapolis— St.  Paul 
WTAR  Norfolk 


KFAB  Omaha 

WIP Philadelphia 

KPOJ  Portland 

WJAR Providence 

WRNL  Richmond 

KCRA  Sacramento 

WOAI San  Antonio 

KFMB  San  Diego 

KOBY  San  Francisco 

KMA Shenandoah 

KREM Spokane 

WGTO  . . . Tampa— Orlando 
KVOO Tulsa 


Radio  Division 

Petry  & 


The  Original  Station 
Representative 


DALLAS  • DETROIT  • LOS  ANGELES  • SAN  FRANCISCO  • ST.  LOUIS 


AGGIE  IS  HALE  AND  HARDY  AT  37 


“Strongest  Pulse  in  84  counties,” 

reported  the  eminent  diagnosti- 
cian, Dr.  Sydney  Roslow.  He  was 
referring  to  a lady  friend  of  ours 
who  recently  consulted  him  on  the 
state  of  her  37-year-old  health. 

Big  Aggie  (also  known  as  WNAX- 
570)  is  not  only  the  most  hale 
specimen  in  her  part  of  the  coun- 
try, she’s  also  one  of  the  hardiest 
examples  of  mid-century  radio  in 
the  entire  U.S.  She  serves  two  and 
a quarter  million  people. 


Consider:  In  an  84-county  area, 
against  competition  from  66  other 
radio  stations  in  five  states, 
WNAX-570  has: 

# Top  rating  in  360  of  360  quar- 
ter-hours 

# 7.4,  average  rating 

# 315  ratings  over  6.0 

# 95  after-six-pm  ratings  over  6.0 
(and  one  under  4.1) 

America’s  40th  Radio  Market 

These  data,  the  highlight  findings 


of  an  October,  1959,  Area  Pulse, 
confirm  WNAX-570’s  standing  as 
the  station  for  a soil-oriented  em- 
pire that  ranks  as  America’s  40th  ! 
radio  market. 

WNAX-570’s  #2  Market  Coverage 
Area  accounts  for  more  gross  cash 
farm  income  than  any  single  state, 
other  than  California  and  Iowa; 

175  counties  big,  with  over  2 mil- 
lion people,  and  more  than  600,000 
radio  families.  Big  Aggie  Land 
ranks  second  in  dollars  from  live- 
stock sold;  fourth  in  crops  sold. 


WNAX-570  CBS  RADIO 

PROGRAMMING  FOR  ADULTS  OF  ALL  AGES 

PEOPLES  BROADCASTING  CORPORATION 
Sioux  City,  Iowa  Yankton,  South  Dakota 
Represented  by  Katz 


PEOPLES  BROADCASTING 
CORPORATION 
WNAX,  Yankton,  S.D. 
KVTV,  Sioux  City 
WGAR,  Cleveland,  Ohio 
WRFD,  Columbus,  Ohio 
WTTM,  Trenton,  N.J. 
WMMN,  Fairmont,  W.Va. 


CHANNEL fl® 


ONE  SHOT 

TAKES  ALL 

THREE 


LANSING 
JACKSON 
BATTLE  CREEK 


“Knuckles  down,  skinny  bone  tight”  for  a shot 
with  the  “Cat’s  Eye”  of  the  Golden  Triangle! 
You’ll  pocket  all  three  mid-Michigan  “Agates” 
and  take  46%  of  the  state’s  population,  outside 
Detroit.  WiLX-TV  not  only  has  the  Marbles  in 
Michigan,  it  also  covers  an  area  ranking  11th 
in  retail  sales*— 26th  in  TV  Households**. 

Play  for  keeps— call  Venard  Rintoul  & 

Me  Connell,  Inc. 


‘SRDS  Consumer 
Market  Data 


‘•Television  Age 
100  Top  Markets 
11/30/59 


GOLDEN  TRIANGLE 


WILX  is  associated  with  wiLS  — Lansing/ WPON  — Pontiac 
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Everywhere  people  are  saying  . . . 


>'  Lancaster-  Harrisburg-York'\ 

is  one  TV  market  when  1 
\ you  use  WGAL-TV 


WGAL-TV 

is  favored  by  viewers  in  Lancaster-Harrisburg-York, 
plus  Gettysburg,  Hanover,  Lebanon,  Chambersburg, 
Lewistown,  Carlisle,  Shamokin,  Waynesboro,  and  many 
other  communities.  Profit-proved  for  advertisers,  this 
multi-city  market  is  important  to  your  selling  plans. 


WGAL-TV 

CJumttd  £ 

Lancaster,  Pa. 
NBC  and  CBS 


STEINMAN  STATION 
Clair  McCollough,  Pres. 


Representative:  The  MEEKER  Company,  Inc.  New  York  • Chicago  • Los  Angeles  • San  Francisco 
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CLOSED  CIRCUIT. 


Fight  on  toll  tv  ■ Johansson-Patterson 
fight  June  20,  for  which  closed  circuit 
rights  were  procured  by  TelePrompTer, 
will  be  fed  into  community  antenna 
systems  on  “home  pay-tv”  basis.  It’s 
learned  that  Irving  B.  Kahn,  Tele- 
PrompTer president,  already  has  ap- 
plied to  AT&T  for  lines  and  that  some 
j 50  catv  systems  have  “requested”  to  be 
tied  into  closed  circuit  theatre  telecast, 
scheduled  from  New  York  at  10:30 
p.m.  EDT.  Included  probably  will  be 
three  catv  systems  owned  by  Tele- 
PrompTer (Silver  City  and  Farmington, 
N.M.,  and  Rawlins,  Wyo.). 

Mr.  Kahn  declined,  statement  on  fees 
\ or  how  collections  would  be  made  but 
said  it  would  be  on  fee  rather  than 
] sponsorship  basis.  Pre-fight  tv  rights 
\ have  been  sold  to  Philco  for  $100,000, 

I likely  to  be  on  ABC-TV.  Radio  rights 
i previously  had  been  sold  to  ABC  for 
\ $200,000  gross.  Bristol-Myers,  through 

Ogilvy,  Benson  & Mather,  N.Y.,  has 
i bought  half  of  sponsorship  for  Buf- 
ferin,  Vitalis  and  Trig.  TelePrompTer 
also  has  developed  its  own  pay-tv  scram- 
i|  bling  device. 

■ 

Cliff  hangers  ■ In  “anything  can  hap- 
pen” state  are  two  pending  nomina- 
tions for  FCC  but  not  because  of  indi- 
cated  opposition  to  either  nominee — 
!i  Commissioner  Robert  E.  Lee  or  Com- 
missioner-designate Edward  K.  Mills, 

! both  Republican.  Unrest  has  been  pre- 
I cipitated  on  Senate  Commerce  Com- 
I mittee  because  of  failure  of  President 
Eisenhower  to  reappoint  William  R. 
j Connole,  Connecticut  independent,  to 
||  Federal  Power  Commission.  If  this 
flares  into  open,  it’s  possible  other 
nominations,  including  those  to  FCC, 
will  be  caught  in  political  bind.  Mr. 
I Lee  was  appointed  for  seven-year  term 
j to  succeed  himself,  effective  June  30, 
|i  while  Mr.  Mills  was  named  to  fill  un- 
expired portion  of  term  of  resigned 
Chairman  John  C.  Doerfer,  or  until 
June  30,  1961. 

Outlook  is  bleak  for  clearance  of 
FCC  Commissioner-designate  Mills  on 
another  count.  Indications  are  that  At- 
torney General  Rogers  has  no  alterna- 
tive but  to  rule  that  Mr.  Mills  is  dis- 
qualified under  “conflict  of  interest” 
law  specifying  that  no  member  of  FCC 
may  hold  stock  interest  in  any  licensee 
or  communications  company  subject  to 
FCC  jurisdiction.  Lifetime  family  trust, 
administered  by  New  Jersey  bank,  in- 
cludes Westinghouse  and  General  Elec- 
tric stock  in  portfolio,  and  trustees  thus 


far  have  refused  to  sell  for  tax  reasons. 
Attorney  General  must  submit  findings 
to  Senate  Interstate  Commerce  Com- 
mittee before  it  considers  Mills  nomi- 
nation. 

San  Diego  dickering  ■ Among  pros- 
pective purchasers  of  KFSD-AM-FM- 
TV  San  Diego  is  Times-Mirror  Broad- 
casting Co.,  owner  of  independent 
KTTV  Los  Angeles,  but  present  owners 
(Newsweek  Magazine,  46%;  Fox  Wells 
& Rogers,  43%)  have  had  other  offers 
and  have  not  yet  made  up  minds 
whether  100%  will  be  sold.  Newsweek 
wants  to  sell  its  interest,  but  nothing  is 
expected  to  happen  within  next  30  to 
60  days.  Several  inquiries  have  been 
received  since  disclosure  in  Broadcast- 
ing (Closed  Circuit,  May  2)  of  with- 
drawal of  Triangle  Publications,  which 
had  negotiated  $7  million  transaction. 

It  was  ascertained  last  week  that 
Richard  A.  Moore,  president  of  KTTV, 
had  conversations  with  Howard  Stark, 
New  York  broker,  and  James  G. 
Rogers,  representing  KFSD  ownership. 
Ch.  10  KFSD-TV  is  affiliated  with  CBS, 
as  is  5 kw  KFSD  ( 600  kc).  Fox  Wells 
& Rogers  may  want  to  retain  part  of  its 
interest.  Price  for  100%  has  centered 
around  $6  million  cash  plus  about  $1 
million  in  liabilities. 

Place  to  complain  ■ Upcoming  at  FCC 
is  new  Complaint  Bureau,  at  sub-com- 
mission level.  Tacit  approval  was  given 
last  week  on  proposal,  made  by  Chair- 
man Fred  Ford,  to  establish  unit,  which 
would  be  on  equal  footing  with  other 
bureaus  and  which  would  channel  all 
complaints  from  public,  congressional 
and  other  sources,  to  appropriate  au- 
thorities. Final  action  was  deferred  until 
this  week. 

New  broadcast  union  ■ Communica- 
tions Workers  of  America  has  decided 
to  move  into  broadcasting.  Its  organiza- 
tion of  technical  employes  at  WFMY- 
TV  Greensboro,  N.C.  (story  page  82), 
is  its  first  wedge  into  television-radio 
field,  and  union’s  headquarters  makes 
no  effort  to  conceal  intentions  to  ex- 
pand. CWA  (which  has  been  tinged 
with  radicals  in  past)  has  340,000 
members  in  communications  and  elec- 
trical manufacturing,  but  until  now  has 
stayed  out  of  broadcasting. 

Does  CWA  plan  jurisdictional  wars 
with  other  unions  now  entrenched  in 
broadcasting?  CWA  spokesman  said 
last  week  union  would  make  no  passes 
at  stations  where  National  Assn,  of 


Broadcast  Engineers  & Technicians  al- 
ready has  contracts.  What  about  facili- 
ties where  International  Brotherhood  of 
Electrical  Workers  represents  employes? 
CWA  doesn’t  think  1BEW  has  jurisdic- 
tion in  broadcasting.  All  three  unions 
are  now  in  merged  AFL-CIO.  Before 
merger  of  two  giant  unions,  CWA  and 
NABET  were  CIO;  1BEW  was  AFL. 

Non-political  ■ FCC  apparently  isn’t 
going  to  stick  its  neck  out  on  political 
free  time  bill  (see  editorial,  page  114). 
Although  it  is  drafting  rather  pointed 
comments  on  impracticability  of  pro- 
posal and  also  raises  questions  about 
constitutionality,  FCC  won’t  get  into 
political  area  on  ground  that  it  does  not 
regard  itself  competent  to  comment.  It 
will  point  out,  however,  that  all  tv 
stations  can’t  be  linked  simultaneously 
because  of  time  differentials,  such  as 
Alaska  and  Hawaii;  that  FCC  doesn’t 
license  networks  and  that  interconnec- 
tion costs,  etc.,  would  prove  onerous 
financial  burden. 

Draft  board  ■ Attorneys  for  networks 
and  NAB  are  working  with  House  Com- 
merce Committee  legal  staff  in  drafting 
amendments  to  prohibit  improper  prac- 
tices turned  up  by  Oversight  Commit- 
tee. Although  proposals  being  studied 
are  those  to  which  there’s  no  concerted 
broadcaster  opposition,  it’s  known  that 
committee  is  disposed  to  go  consider- 
ably beyond  such  evils  as  payola,  quiz 
rigging  and  other  practices  that  now  are 
virtually  non-existent. 

Chairman  Oren  Harris  (D-Ark.)  is  in 
favor  of  far-reaching  amendments  giv- 
ing FCC  new  sweeping  powers  over 
station  transfers,  network  operations, 
and  suspension  of  licenses,  going  be- 
yond that  which  FCC  itself  espouses. 
What’s  expected  to  come  out  of  ses- 
sions, however,  will  be  reasonably  non- 
controversial  amendments  that  industry 
lawyers  feel  they  can  support,  although 
there’s  no  assurance  that  committee 
won’t  tack  on  more  rigorous  proposals. 

Retrenchment  ■ Kenyon  & Eckhardt, 
New  York,  has  pared  commercial  pro- 
duction personnel  by  at  least  two  in- 
cluding John  Murphy,  vice  president 
and  director,  and  producer  George  Law- 
rence. Agency  said  cut  was  “adjust- 
ment,” denied  it  was  part  of  major 
shakeup.  K & E lost  RCA’s  $12  million 
account  (at  least  $9  million  in  network 
tv)  effective  last  January,  and  Pepsi- 
Colo  ($10-$  12  million  in  total)  this 
spring  (Broadcasting,  April  11). 
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Michigan 
Week 
May  15-21 


STATE  OF 


PROSPERITY 


Fastest  population  growth  of  any  state  except  California  and 
Florida  . . . that’s  MICHIGAN,  a great  market  with  great  big 
buying  incomes.  Center  of  the  nation’s  skilled  labor  supply. 
Highest  average  take-home  pay  in  the  nation. 

And  right  in  the  heart  of  the  busiest,  most  profitable 
part  of  the  Michigan  market,  there’s  WJBK-TV,  con- 
sistently the  No.  1 station  in  the  great  5th  market. 
There’s  money  for  you  in  Michigan  . . . and  Detroit’s 
Channel  2 to  head  it  your  way. 


WJBK-TV 


DETROIT 


CHANNEL 2 CBS 


NATIONAL  REPRESENTATIVES:  THE  KATZ  AGENCY 
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a STORER  station 


WEEK  IN  BRIEF 

Computer  anybody?  ■ That’s  what  is  needed  to 
figure  out  the  higher  mathematics,  intricate  and  confus- 
ing details  of  the  new  rate  cards  the  tv  networks  have 
released.  However  complete  and  scientific  they  may  be, 
the  new  rate  cards  “may  well  be  working  at  cross-pur- 
poses with  an  otherwise  effective  medium,”  says  Arnold 
E.  Johnson,  vice  president  and  director  of  broadcast 
facilities,  Needham,  Louis  & Brorby  in  this  week’s 
Monday  Memo.  Page  20. 

Rarin'  to  go  ■ Senatorial  watchdog  committee  on  political  broadcasting 
poised  to  exert  heavy  pressures  in  this  election  year.  Chairman  Yarbor- 
ough has  ideas  about  fair  play  and  impartiality — and  they  go  far  beyond 
the  strictures  of  Sec.  315.  Page  27. 

Shulton's  'Race'  ■ Here’s  the  list  of  network  shows  that  the  Race  for 
Space  bumped  off  during  its  one-night  stand.  Page  30. 

Program  authority  ■ FCC  tells  staff  to  prepare  document  upholding  its 
right  to  look  at  over-all  programming;  rulemaking  proposal  may  follow 
if  majority  feels  more  information  is  required.  Page  46. 

Payola  hearing  ends  * ABC-TV  star  Clark,  AB-PT  President  Golden- 
son  wind  up  Oversight  hearings,  both  claiming  they  may  have  been  un- 
wise, but  their  intentions  were  honorable.  Page  50. 

Preview  idea  commended  ■ FTC  Chairman  Kintner  warms  to  Clipp 
program  to  establish  previewing  facilities  in  Tv  Code  Office  for  tv  com- 
mercials. Move  could  be  “productive  and  economical,”  he  says  in  speech 
to  Station  Representatives  Assn.  Page  58. 

Chairman's  trip  ■ FCC  Chairman  Frederick  W.  Ford  had  a busy  week, 
speaking  at  two  broadcast  conventions.  The  chairman  was  highly  critical 
of  tv’s  “violent”  programs,  on  one  stop,  and  told  broadcasters  they  could 
not  regulate  themselves  without  a government  enforcement  system,  on  the 
other.  Page  60. 

Flood  tide  ■ One  of  the  biggest  responses  to  an  FCC  notice  brought  500 
highly  critical  briefs  on  the  commission’s  Sec.  317  interpretation.  Broad- 
casters rallied  ’round  the  flag  on  this  occasion  with  unanimous  disap- 
proval. Page  64. 

The  Philadelphia  story  ■ Philco  charges  NBC  has  disregarded  local 
needs  in  Philadelphia  in  operation  of  WRCV-TV,  files  application  with 
FCC  for  ch.  3 allocation  assigned  to  network  station.  Page  70. 

Praise  & criticism  ■ The  broadcasting  industry  gets  both  at  the  Ohio  Insti- 
tute for  Education  by  Radio-Television.  Page  74. 

One-track  vtr  ■ Society  of  Motion  Picture  & Television  Engineers’  con- 
vention hears  about  new  Japanese  video  tape  machine.  Page  88. 

RCA's  first  quarter  record  ■ $361.2  million  in  sales  and  net  profit  of 
$13  million  reported  for  first  three  months  of  1960.  Stockholders  also 
hear  of  NBC’s  best  first  quarter  in  sales  and  earnings  in  network’s  history. 
Page  91. 
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BROADCAST  ADVERTISING  . . 

BUSINESS  BRIEFLY  

CHANGING  HANDS  

CLOSED  CIRCUIT  

COLORCASTING  

DATEBOOK  

EDITORIAL  PAGE  

EQUIPMENT  & ENGINEERING 

FANFARE  

FATES  & FORTUNES  
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GOVERNMENT  


9 INTERNATIONAL  87 
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38  THE  MEDIA  74 

80  MONDAY  MEMO  20 

5 OPEN  MIKE  25 

86  OUR  RESPECTS  113 

12  PROGRAMMING  82 
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Mr.  Johnson 


BALANCED 
PROGRAM- 
MING . . . 


MEANS 
LISTENER 
LOYALTY 


. . . and  30  years  of  KTRH 
programming  has  devel- 
oped a pattern  of  listener 
loyalty  blanketing  over  80 
counties,  serving  over 
1,087,100  radio  households 
and  extending  over  60,000 
square  miles.  Compre- 
hensive news  reporting, 
tasteful  music,  sports,  farm 
information  and  variety 
give  KTRH  the  popular  bal- 
anced programming  that 
benefits  over  four  million 
people. 


50,000  WATTS  - 740  KC 

— CBS  — 

HOUSTON,  TEXAS 

Represented  by  Peters, 
Griffin  and  Woodward,  Ine. 
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QUALITY  BROADCASTING 


IN  RICH,  RICH 
SOUTHERN 
NEW  ENGLAND 


GROUNDBREAKING  FOR  BROADCAST  HOUSE,  NEW  HOME  OF 
WTIC  AM-FM-TV.  MARKS  THE  BEGINNING  OF  CONSTRUCTION 
OF  HARTFORD’S  CONSTITUTION  PLAZA,  ONE  OF  THE  MOST 
EXCITING  URBAN  REDEVELOPMENTS  IN  THE  NATION.  SCHED- 
ULED FOR  COMPLETION  IN  JANUARY  1961,  BROADCAST 
HOUSE  WILL  BE  A MODERN  STRUCTURE  OF  QUALITY,  BE- 
FITTING THE  HIGH  STANDARDS  OF  BROADCASTING  PEREN- 
NIALLY ASSOCIATED  WITH  WTIC  RADIO  AND  TELEVISION. 


WTIC  50,000  watts  NBC  Affiliate 

REPRESENTED  BY  THE  HENRY  I.  CHRISTAL  COMPANY 

WTIC-TV  3 CBS  Affiliate 

REPRESENTED  BY  HARRINGTON,  RIGHTER  & PARSONS,  INC. 
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LATE  NEWSBREAKS  ON  THIS  PAGE  AND  NEXT  • DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  ON  PAGE  27 


REGULATION  OF  NETWORKS 

FCC  will  urge  that,  but  not  licensing 


FCC  has  given  final  approval  to  legis- 
lative comments  recommending  that  ra- 
dio and  tv  networks  be  placed  under 
direct  government  regulation — without 
requiring  that  they  be  licensed.  Spokes- 
man said  Friday  (May  6)  that  all  com- 
missioners are  in  “general  agreement” 
with  only  editorial  changes  to  be  made 
in  draft  to  be  sent  to  House  Commerce 
Committee  (Closed  Circuit,  May  2, 
April  25). 

Commission  will  tell  House  that  net- 
works perform  many  functions  in  selec- 
tion, supervision  and  control  of  pro- 
grams virtually  to  exclusion  of  affiliates. 
Licensees,  it  was  concluded,  are  limited 
in  their  ability  to  discharge  positive  con- 
trol over  broadcast  matter  by  affiliation 
agreements.  While  acknowledging  that 
many  benefits  have  accrued  to  broad- 
casting through  the  activities  of  net- 
works, FCC  concludes  that  “the  pres- 
ent statutory  pattern,  which  places  the 
entire  responsibility  for  broadcast  mat- 
ter on  individual  station  licensees,  has 
been  so  affected  by  the  realities  of  net- 
work broadcasting  that  it  is  no  longer 
adequate  to  provide  reasonable  assur- 
ance that  the  airways  will  be  used  in  the 
public  interest  solely  through  regulation 
of  station  licensees.” 

In  form  of  comments  on  HR  5042, 
introduced  by  Rep.  John  Bennett  (R- 
Mich.),  and  Rep.  Oren  Harris’  (D-Ark.) 
HR  1 1340,  FCC  will  ask  that  any  legis- 
lation be  limited  to  authorizing  agency 
to  adopt  own  rules  and  regulations  to 
control  networks.  Regulation  should  not 
extend  beyond  practices  which  may  ad- 
versely affect  ability  of  stations  to  oper- 
ate in  public  interest,  FCC  feels,  and 
asks  that  it  be  given  plently  of  leeway 
to  use  “sound  discretion  and  considered 
judgment.” 

Commission  document  hits  provi- 
sions of  bills  which  define  networks  and 
limit  regulation  to  “national  networks.” 
Suggesting  that  network  be  defined  in 
broad  rather  than  unduly  limited  terms 
of  present  bills,  FCC  proposes  follow- 
ing language:  “Network  means  a person 
or  organization  which,  as  a part  of  its 
regular  business,  by  contract  or  agree- 
ment, express  or  implied,  with  two  or 
more  stations,  offers  or  supplies  pro- 
gram service  to  such  stations  under 
prescribed  conditions  for  the  purpose  of 
effecting  a coordinated  broadcast  of 
identical  programs  by  such  stations.” 


Limiting  regulation  to  “national  net- 
works” may  leave  substantial  portions 
of  “network”  industry  to  operate  con- 
trary to  public  interest,  FCC  feels. 

No  License  Needed  ■ Primary  reason 
for  licensing  stations  is  shortage  of 
spectrum  space,  FCC  will  tell  Congress, 
and  this  consideration  is  lacking  in 
operation  of  networks.  To  license  net- 
works would  assume  that  there  is  priv- 
ilege involved,  which  is  not  case,  and. 
would  lead  to  many  complex  legal  and 
administrative  problems. 

FCC  proposes  that  Communications 
Act  be  amended  to  require  networks  to 
file  ownership  reports,  operation  poli- 
cies and  practices  and  other  information 
that  may  be  required.  Further  amend- 
ments would  charge  commission  with 
classifying  networks.  Indication  of  gen- 
eral areas  of  regulation  should  be  given 
by  including  following  changes  in  act, 
commission  said: 

Rules  and  regulations  may  include, 
but  not  be  limited  to,  (1)  requiring  net- 
works to  exercise  supervision  and  con- 
trol of  programs  offered  affiliates;  (2) 
prohibiting  any  network  from  giving  un- 
fair advantage  to  any  affiliate  in  any 
way;  (3)  prohibiting  exclusive  affiliation 
or  territorial  exclusivity;  (4)  requiring 
“reasonable  distribution”  of  program- 
ming to  stations;  (5)  prohibiting  dis- 
criminatory practices  in  selection  of  af- 
filiates. 

FCC  will  ask  for  authority  to  compel 
compliance  by  networks  with  rules  that 
would  be  adopted  and  to  issue  cease 
and  desist  orders. 


Blue  chips 

Exclusive  club  (51  members)  of 
companies  on  N.Y.  Stock  Ex- 
change which  had  sales  or  reve- 
nues of  billion  dollars  or  more 
last  year  includes  several  either  in, 
or  catering  to,  broadcasting.  List, 
published  in  new  edition  of 
monthly  Exchange,  includes  Gen- 
eral Electric  Co.  with  1959  vol- 
ume of  $4,349,500,000,  Westing- 
house  Electric  Corp.  with  $1,- 

910.700.000,  Radio  Corp.  of  Am- 
erica with  $1,395,600,000  and 
General  Telephone  & Electronics 
(Sylvania  parent)  with  $1,081,- 

100.000. 


M-E  executives  see 
big  decade  for  radio 

Radio  faces  decade  of  notable  prog- 
ress if  medium  takes  advantage  of  fast- 
expanding markets  and  provides  public 
with  quality  programming,  Ohio  Insti- 
tute for  Education  by  Television  and 
Radio  was  told  Friday  in  Columbus 
(early  story  page  74). 

Marion  Harper,  president-board 
chairman  of  McCann-Erickson,  por- 
trayed 1960s  as  “decade  of  incentive” 
with  increased  income,  more  discretion- 
ary spending  and  more  leisure.  He  spoke 
via  closed  circut  from  New  York. 
Matthew  J.  Culligan,  general  corporate 
executive  of  McCann-Erickson,  said 
“omnipresent  radio  is  designed  for  a 
nation  on  the  move.”  Sylvester  J. 
Weaver,  board  chairman  of  McCann- 
Erickson  International,  speaking  by  tape 
from  London,  called  radio  “the  great 
informational  breakthrough  of  our 
time.” 

After  hearing  several  educators  at  in- 
stitute spout  torrents  of  criticism  about 
radio,  William  J.  Kaland,  national  pro- 
gram manager  of  Westinghouse  Broad- 
casting Co.,  tore  into  them  for  cliches 
about  outmoded  programming,  trashy 
music  and  failure  to  educate  public.  “I 
want  to  dispel  your  illusions  that  broad- 
casters live  constantly  in  mortal  fear  of 
finger-pointing  by  advertising  agencies,” 
he  said.  He  chided  educators  for  their 
own  out-moded  teaching  methods  and 
suggested  they  abandon  the  “siren  song 
of  government  control”  as  way  to  im- 
prove broadcasting. 

Metropolitan  report 

Metropolitan  Broadcasting  Corp.  to- 
day (May  9)  is  announcing  first-quarter 
gross  revenue  of  $6,936,936,  with  in- 
come before  depreciation  and  other 
non-cash  charges  of  $760,491  (45  cents 
per  share)  and  net  income  after  taxes 
and  charges  of  $150,689  (9  cents  per 
share).  Because  of  acquisitions  and  is- 
suance of  new  stock,  results  are  not 
comparable  with  1959,  John  W.  Kluge, 
chairman  and  president,  said. 

In  February  Metropolitan  acquired 
WIP  Philadelphia;  KOVR  (TV)  Stock- 
ton-Sacramento,  Calif.;  WTVH  (TV) 
Peoria,  111.,  and  Foster  & Kleiser  out- 
door advertising  firm.  Other  Metropoli- 
tan stations  are  WNEW-AM-FM-TV 
New  York,  WTTG  (TV)  Washington 
and  WHK-AM-FM  Cleveland.  Await- 
ing FCC  approval  are  acquisitions  of 
WTVP  (TV)  Decatur,  111.,  and  interna- 
tional station  WRUL. 
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Capital  Cities  report 

Capital  Cities  Broadcasting  reported 
doubled  1959  volume  to  stockholders 
last  week:  gross  income  $6,067,424 
($2,880,003  in  1958),  operating  profit 
$746,164  ($384,985  in  1958),  net  in- 
come $380,545  ($314,050  in  1958), 
cash  flow  $1,027,742  ($558,755  in 
1958).  Capital  Cities  stations:  WPRO- 
AM-FM-TV  Providence,  R.I.,  WROW- 
AM-FM-WTEN  (TV)  Albany,  N.Y., 
and  WTVD  (TV)  Durham,  N.C.  Addi- 
tion of  Providence  stations  in  April 
1959  to  Capital  Cities  lineup  accounts 
largely  for  sharp  increase  in  gross. 

No  equal  time 

WCHS-TV  Charleston,  W.Va.,  has 
declined  demand  of  GOP  Chairman 
Thruston  B.  Morton  for  equal  time  for 
Republicans  in  answer  to  Humphrey- 


Kennedy  debate  May  4 (see  page  29). 
Station,  which  originated  broadcast, 
told  Republican  chief  that  his  demand 
could  not  be  accepted  and  that  “your 
charges  against  this  station  as  well  as 
against  the  distinguished  senators  who 
participated  are  utterly  unfounded.”  Sen. 
Morton  alleged  debate  was  rigged  as 
attack  on  Republican  Party.  Hawthorn 
D.  Battle,  president  of  WCHS-TV 
Inc.,  said  if  GOP  had  had  presidential 
candidate  in  West  Virginia  primaries, 
station  would  have  been  glad  to  put  him 
on  camera. 

Udall  backs  off  from 
his  own  free  time  bill 

Rep.  Stewart  Udall  (D-Ariz.)  has 
decided  his  bill  (HR  11260)  requiring 
networks  to  give  free  time  to  major 
presidential  candidates  is  “superfluous” 


and  has  asked  House  Commerce  Com- 
mittee to  table  it.  Arizonian  disclosed 
Friday  (May  6)  that  NBC  plans  for 
presidential  candidates’  debates  (Broad- 
casting, April  25)  will  accomplish  same 
purpose  as  his  bill  and  that  he  has  so 
informed  NBC  Board  Chairman  Robert 
Sarnoff.  Hearing  on  similar  bill  begins 
in  Senate  next  Monday  (see  story,  page 
29). 

Florida  vhf  sold 

Sale  of  WJDM-TV  Panama  City, 
Fla.,  by  Mel  Wheeler  to  Albany  [Ga.] 
Herald-  WALB-AM-TV  for  $340,000 
cash  was  announced  Friday.  Mr. 
Wheeler  also  owns  WSCM  Panama 
City  Beach  and  WKRT  Coca  Beach, 
both  Florida.  WJDM-TV  is  independent 
and  operates  on  ch.  7.  Broker  was  Paul 
H.  Chapman  Co. 


WEEK’S  HEADLINERS 


John  F.  Patt,  presi- 
den  of  WJR  Detroit  and 
WJRT  (TV)  Flint,  both 
Michigan,  named  chair- 
man of  board  of  The 
Goodwill  Stations  Inc., 
which  owns  both  sta- 
tions. Worth  Kramer, 
executive  vp  and  board 
member,  appointed  pres- 
ident, succeeding  Mr.  Patt.  Mr.  Patt,  with  WJR  since  1926, 
served  as  assistant  manager  from  1926-1930  before  moving 
to  Cleveland  to  become  vp  and  general  manager  of  WGAR, 
first  affiliate  of  WJR.  He  was  elected  to  board  in  1939  and 
in  1950  was  named  president  of  WJR  and  KMPC  Los 
Angeles,  then  under  common  control  with  WJR.  He  was 
first  president  of  Ohio  Assn,  of  Broadcasters  in  1934,  pres- 
ident of  Broadcast  Pioneers  in  1957-1958  and  currently  is 
serving  third  term  as  director  of  NAB.  Mr.  Kramer  joined 
WJR  in  1946  as  program  director.  He  was  appointed  as- 
sistant general  manager  in  1948,  vp  and  general  manager 
in  1950  and  executive  vp  in  1957.  He  also  served  as  chair- 
man of  NAB  Standards  and  Practices  Committee. 

Democratic  National  Committee  has  announced  appoint- 
ment of  Dore  Schary,  motion  picture  producer  and  play- 
wright, as  co-ordinator  for  Democratic  Committee  for  the 
Arts.  Among  others  on  committee:  Allen  Rifkin,  film  and  tv 
writer-producer  as  national  director:  Harry  Ackerman, 
Screen  Gems,  for  film  television;  David  Susskind,  tv  pro- 
ducer, live  television;  Robert  Hinckley,  former  ABC  vp, 
radio. 

Seven  divisional  vice  president  appointments  announced 
Saturday  (May  7)  by  RCA:  Charles  H.  Colledge,  division 
vp  and  general  manager,  Broadcast  and  Television  Equip- 
ment Div.,  Camden,  N.J.;  J.  J.  Graham,  division  vp  and 
general  manager,  Communications  and  Industrial  Electronic 
Products  Operations  Div.,  Camden;  Barton  Kreuzer,  divi- 
sion vp  and  general  manager,  Astro-Electronic  Products  Div., 


Princeton,  N.J.;  S.  N.  Lev,  division  vp  and  general  manager, 
Moorestown  Missile  and  Surface  Radar  Div.,  Moorestown, 
N.J.;  C.  E.  Burnett,  division  vp,  Industrial  Tube  Products 
Dept.,  RCA  Electron  Tube  Div.,  Lancaster,  Pa.;  J.  B.  Farese, 
division  vp,  Entertainment  Tube  Products  Dept.,  RCA  Elec- 
tron Tube  Div.,  Harrison,  N.J.,  and  Robert  L.  Yorke,  divi- 
sion vp,  Commercial  Records  Creation  Dept.,  RCA  Victor 
Record  Div.,  New  York. 

Herbert  D.  Maneloveg,  associate  media 
' director,  BBDO,  named  media  director, 
J succeeding  Fred  Barrett  who  retired  last 
f December.  Mr.  Maneloveg  joined  BBDO 
% | in  1954  as  member  of  media  department 

and  *n  mid-year  1959  was  appointed  one 
of  six  associate  media  directors  in  agency’s 
reorganization.  His  career  began  in  1949 
® in  research  department  of  WOR  New 

Mr'  York.  He  joined  research  department  at 

Maneloveg  Parade  Publications  a year  later  and  in 
1952  went  to  Benton  & Bowles  as  member  of  research  de- 
partment, eventually  moving  up  to  media  buyer.  At  BBDO, 
Mr.  Maneloveg  also  has  acted  in  supervisory  capacity  on  all 
agency  accounts,  most  specifically,  Bristol-Myers,  Campbell 
Soup  Co.,  General  Electric,  Lever  Bros.,  General  Mills, 
Coty  and  Armstrong  Cork  Co. 

John  O.  Gilbert  II,  sales  manager  of 
WBZ  Boston,  to  ABC  as  general  manager 
of  network-owned  station  WXYZ  Detroit, 
effective  today  (May  9).  He  succeeds 
Harold  L.  Neal  Jr.,  who  was  appointed 
general  manager  of  WABC  New  York 
(Week’s  Headliners,  March  18)  and 
who  last  week  was  elected  vp  of  ABC 
Div.  in  charge  of  WABC.  Mr.  Gilbert 
joined  WBZ  in  October  1959  after  six 
years  with  Knorr  Broadcasting  stations  as  general  manager 
of  WKMH  Detroit-Dearborn,  both  Michigan. 

FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  & FORTUNES 


Mr.  Patt  Mr.  Kramer 


Mr.  Gilbert 
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Steamed 
up  by 
the  Blair 
Group 
Plan 


Good  salesmen  love  to  sell.  Especially  when  you  back  them  up  with 
the  shelf-clearing  power  of  Spot  Radio,  through  the  Blair  Group 
Plan. 

Total  Reach,  142,592,300 — Over  40  radio  stations  in  major 
: markets  are  represented  by  Blair,  the  most  important  group  of 

stations  and  markets  served  by  one  representative  firm.  Devel- 
oped in  cooperation  with  these  stations,  the  Blair  Group  Plan  cov- 
I ers  80.35%  of  the  national  market  — or  any  parts  of  it  you  select. 

Pick  Your  Markets — The  Blair  Group  Plan  is  NOT  a network, 
i although  in  spot  on  Blair  Stations  alone,  advertisers  invest  far 
j more  dollars  than  on  the  largest  radio  network.  You  allocate 
dollars  market-by-market,  achieving  close  control  with  complete 
I flexibility.  Plus  exclusive  merchandising  advantages  that  excite 
I the  trade,  and  inspire  your  sales  force. 

A Plan  for  You — About  results:  ask  Dash,  or  Marlboro,  or 
M-G-M,  or  Mennen,  or  Odorono,  or  Parker  Games,  or  Philip 
' Morris,  or  Scot  Tissue  or  Tanfastic,  or  United  Artists,  or  the  Tea 
| Council  of  the  U.  S.  A.  Better  still,  ask  your  nearest  John  Blair 
| office  about  a Blair  Group  Plan  tailored  to  your  specific  objectives. 
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's!  Blair  Stations  Sell 

-and  these  are  the  BLAIR  STATIONS: 


New  York WABC 

Chicago WLS 

Los  Angeles KFWB 

Philadelphia WFIL 

Detroit WXYZ 

Boston WHDH 

San  Francisco KGO 

Pittsburgh WWSW 

St.  Louis KXOK 

Washington WWDC 

Cleveland WHK 

Baltimore WFBR 

Dallas-Ft.  Worth KLIF- 

KFJZ 

Minneapolis-St.  Paul.WDGY 

Houston KILT 

Seattle-Tacoma KING 

Providence WPRO 

Cincinnati WCPO 

Miami WQAM 

Kansas  City WHB 

New  Orleans WDSU 

Portland,  Ore KGW 

Denver KTLN 

Louisville WAKY 


Norfolk-Portsmouth- 

Newport  News WGH 

Indianapolis WIBC 

Columbus WBNS 

San  Antonio KTSA 

Rochester WBBF 

Tampa-St.  Petersburg WFLA 

Albany-Schenectady-T  roy . WTR  Y 

Memphis WMC 

Phoenix KOY 

Omaha WOW 

Jacksonville WMBR 

Oklahoma  City KOMA 

Syracuse WNDR 

Nashville WSM 

Knoxville WNOX 

Wheeling-Steubenville WWVA 

Tulsa KRMG 

Fresno KFRE 

Wichita KFH 

Shreveport KEEL 

Orlando WDBO 

Binghamton WNBF 

Roanoke WSLS 

Bismarck KFYR 
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purchase,  one  film,  one  billing! 
AND  you  can  save  enough  (be- 
cause of  combination  rates)  to  buy 
an  additional  market!  It's  a BIG 
market  — so,  you  get  the  addition- 
al bonus  of  BIG  co-ordinated  pro- 
motion and  merchandising  assist- 
ance! 


television 


h 


network 


"Dub"  Rogers, President  and  Gen.  Mgr.* 


A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(^Indicates  first  or  revised  listing) 


MAY 

May  1-31 — National  Radio  Month  observance. 
May  9-10 — Annual  meeting  of  Assn,  of  Federal 
Communications  Consulting  Engineers.  Pompano 
Beach  Club,  Hamilton,  Bermuda. 

May  9-11 — Institute  of  Radio  Engineers  Sym- 
posium, Hotel  del  Coronado,  Coronado,  Calif. 

May  10 — Wisconsin  Fm  Station  Clinic,  Center 
Bldg.,  U.  of  Wisconsin,  Madison.  Harold  I.  Tanner, 
WLDM(FM)  Detroit,  will  be  keynote  speaker. 

May  11 — Radio  & Television  Executives  Society 
and  The  Broadcast  Pioneers.  Old  Timers'  Day, 
Hotel  Roosevelt,  N.Y.  Reunion,  11:30  a.m., 
luncheon,  12:30  p.m.,  program  1:15  p.m. 

May  12 — Reply  comments  due  on  proposed  FCC 
rulemaking  to  shift  Fresno,  Calif.,  to  all-uhf  mar- 
ket. 

May  12-15 — Advertising  Federation  of  America 
Fourth  District  convention,  Beach  Club  Hotel,  Fort 
Lauderdale,  Fla. 

' May  13 — Connecticut  Broadcasters  Assn,  annual 
meeting.  Earl  W.  Kintner,  FTC  chairman,  and 
Vincent  Wasilewski,  manager  of  government  rela- 
tions, NAB,  will  be  guest  speakers.  Waverly  Inn, 
Cheshire. 

May  13-15 — South  Dakota  Broadcasters  Assn, 
annual  meeting.  Sheraton-Johnson  Hotel,  Rapid 
City. 

May  14 — UPI  Broadcasters  of  Michigan.  Pant- 
lind  Hotel,  Grand  Rapids. 

May  14-16 — Advertising  Federation  of  America 
2nd  Dist.  convention.  Skyline  Inn,  Mt.  Pocono,  Pa. 
May  15 — Los  Angeles  Advertising  Women  annual 
achievements  awards  luncheon,  noon,  at  Beverly 
Hilton,  Beverly  Hills,  Calif.  Awards  for  various 
types  of  broadcast  and  print  advertising  and 
publicity  will  be  presented  to  women  engaged 
professionally  in  advertising  and  allied  fields 
in  the  13  western  states  and  western  Canada. 
May  15-18 — National  Sales  Executives-Interna- 
tional  25th  annual  international  distribution  con- 
gress and  business  aids  show,  Statler-Hilton  Hotel, 
Buffalo. 

May  16 — Iowa  Broadcasters  Assn,  annual  con- 
vention. Hotel  Fort  Des  Moines,  Des  Moines. 

May  17 — Academy  of  Television  Arts  & Sciences, 
forum  on  "Easterns,"  Im  production  in  New 
York,  Gold  Medal  Studios,  807  E.  175th  St. 

"May  17 — Academy  of  Television  Arts  & Sciences 
special  meeting  on  ways  and  means  of  improving 
children's  programming  on  tv.  8 p.m.  in  Humani- 
ties 1200  auditorium  at  UCLA,  Los  Angeles. 

"May  17 — Radio  & Television  Women  of  Southern 
California  award  dinner.  Harriet  Hilliard  Nelson 
(of  "Ozzie  and  Harriet")  will  receive  1960  Genii 
Award.  Crystal  Ballroom,  Beverly  Hills  Hotel. 

May  18 — Sigma  Delta  Chi  annual  banquet.  Dis- 
tinguished journalism  service  awards  in  15  cate- 
gories will  be  presented.  National  Press  Club, 
Washington,  D.  C. 

"May  18 — Subcommittee  of  the  California  State 
Assembly  on  Public  Utilities  and  Corporations 
holding  hearing  on  pay  tv  at  10  a.m.  in  Room 
1158,  State  Bldg.  Annex,  San  Francisco.  Chair- 
man Rex  M.  Cunningham  will  receive  testimony 
on  types  of  pay-tv  systems  not  under  jurisdiction 
of  FCC. 


May  18-19 — Illinois  Broadcasters  Assn,  meeting. 
Hotel  Orlando,  Decatur.  Key  speakers:  FCC  Comr. 
Robert  E.  Lee  and  Walter  Schwimmer,  president 
of  syndicated-package  and  distributor  firm  bearing 
his  name. 

May  18-20 — Electronic  Industries  Assn,  annual 
convention,  Pick  Congress  Hotel,  Chicago. 

May  18-21 — Pennsylvania  Assn,  of  Broadcasters. 
Galen  Hall,  Reading,  Pa. 

"May  19 — Broadcast  Executives  Club  "break-up 
party."  5 to  10  p.m.,  Main  ballroom.  Hotel  Ven- 
dome,  Boston. 

May  19 — Southern  California  Broadcasters  Assn, 
luncheon  meeting.  MacManus,  John  & Adams, 
L.A.,  will  present  the  program.  Hollywood  Knick- 
erbocker. 

May  20 — Comments  due  on  FCC  rulemaking  to 
permit  daytime-only  stations  to  sign-on  at  6 p.m. 
local  time  without  prior  authority. 

May  20 — Iowa  AP  Radio-Tv  News  Assn,  annual 
meeting.  Town  House,  Omaha,  Neb. 

May  20 — Western  Washington  AP  Broadcasters' 
Assn.  Washington  Athletic  Club,  Seattle. 

"May  20-21 — Broadcasting  News  Seminar  co- 
sponsored by  the  U.  of  Washington  School  of 
Communications,  Washington  Assn,  of  Broadcast- 
ers and  Radio-Television  News  Directors  Assn.  At 
the  university. 

"May  21-22 — Illinois  News  Broadcasters  Assn, 
spring  meeting,  U.  of  Illinois  campus,  Urbana. 
Combined  clinic  and  business  meeting  will  be 
jointly  sponsored  by  IN  BA  and  university's  Col- 
lege of  Journalism  and  Communications,  with 
some  sessions  at  Inman  Hotel,  Champaign.  Ban- 
quet speaker  will  be  John  Secondari,  ABC  special 
projects  producer. 

May  21 — UPI  Broadcasters  of  Illinois.  Hotel 
Inman,  Champaign. 

May  22-24 — National  Educational  Television 
and  Radio  Center  spring  meeting  of  station  man- 
agers of  affiliated  etv  stations.  LaSalle  Hotel, 
Chicago. 

"May  26-29 — Federation  of  Canadian  Advertising 
and  Sales  Clubs  annual  convention.  Royal  Hotel, 
Guelph,  Ont. 

May  26-31 — National  Federation  of  Advertising 
Agencies  annual  management  conference.  Northern- 
aire  Hotel,  Three  Lakes,  Wis. 

JUNE 

"June  1 — Reply  comments  due  on  FCC  rulemaking 
to  duplicate  23  clear  channels  with  additional 
nighttime  service. 

June  1-3 — International  Advertising  Assn.  12th 
annual  congress,  Waldorf  Astoria,  New  York. 
"June  1-2 — Assn,  of  National  Advertisers  work- 
shop on  advertising  administration  and  financial 
control.  Westchester-Biltmore,  New  York. 

"June  2— Connecticut  Assn,  of  AP  Broadcasters 
study  session  meeting.  Waverly  Inn,  Cheshire. 
"June  2 — Oral  argument  before  FCC  in  remand 
proceeding  involving  application  for  new  tv  sta- 
tions on  ch.  10,  Miami,  Fla. 

June  2-4 — Mutual  Adv.  Agency  Network  quar- 
terly meeting,  Bismark  Hotel,  Chicago.  Morton  J. 
Simon,  agency  legal  counsel,  will  speak  on  "Prob- 
lems of  Agency  Management  and  Operation." 
June  2-4 — Western  Assn,  of  Broadcasters  (Can- 
ada) annual  meeting.  Banff  Springs  Hotel,  Banff, 
Alta.  Dr.  Andrew  Stewart,  chairman  of  the  Board 
of  Broadcast  Governors,  will  be  keynote  speaker. 
Business  sessions,  sales  clinics,  an  awards  dinner 
and  a golf  tournament  are  planned. 

June  4 — UPI  Broadcasters  of  Pennsylvania  annual 
statewide  meeting.  Army  General  Depot,  New 
Cumberland,  9 a.m. 

"June  4 — UPI  Broadcasters  of  Wisconsin.  Milwau- 
kee bureau  at  918  N.  4th  St. 

June  4-5 — Oklahoma  Associated  Press  Broad- 
casters Assn.  Trade  Winds  Motel,  Tulsa. 

June  5-8— Advertising  Federation  of  America, 
56th  Annual  Convention.  Secretary  of  Commerce 
Frederick  H.  Mueller,  FTC  Chairman  Earl  W. 
Kintner  and  John  P.  Cunningham,  chairman  of 
Cunningham  & Walsh  will  speak  June  6.  Hotel 
Astor,  New  York. 

June  5-9 — Assn,  of  Industrial  Advertisers  annual 
convention.  Shoreham  Hotel,  Washington,  D.C. 
June  7-23 — National  Sales  Executives-Interna- 
tional  eighth  annual  session-graduate  school  of 
sales  management  and  marketing,  Syracuse  U.,, 
Syracuse,  N.Y. 

June  8 — Academy  of  Television  Arts  & Sciences, 
forum  on  tv  and  politics,  ABC. 

June  12-17 — Fourth  Annual  Communications  In- 
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KRON  is  W in  SF 


czJu^  Sa&L  cm  /\£oM~TV 


NIGHTTIME  MINUTES 
AVAILABLE  NOW! 

Wed.  Thurs.  ••  Fri. 


Check  KRON  /TV  or  P-G-Wl’SAN  FRANCISCO  CHRONICLE  - NBC  AFFILIATE  . CHANNEL  4 • PETERS,  GRIFFIN,  WOODWARD  • 


And  Emphasis  is  the  popular  new  NBC  Radl°  feat“ 
heard  eight  times  each  day,  between  9 am  and  pm, 
immediately  following  “News  On  The  Hour. 

Emphasis’  perceptive  five-minute  close-ups  on  peope, 
places  and  events  provide  attractive, 
ground  for  women  about  the  home  . . . an 
cross  section  of  America.  Proof  comes,  day  after  day 
the  form  of  letters.  Thousands  of  letters  - completely 
unsolicited  from  housewives,  truck-drivers,  engmeers, 


educators,  professionals  and  laborers-asking  for  copil : 
Of  favorite  Emphasis  programs  they  have  heard. 

What  explains  Emphasis’  universal  appeal?  Its  discen  . 
ing  commentators  and  their  wide  choree  ofl.ve, 
subject  matter.  Every  day  listeners  can  hear  Morg^ 
Beatty,  David  Brinkley,  Alex  Dreier,  Pauline  FredencI 

Wilson  and  Lee  Hall,  Chet  Huntley,  Robert  McCormn  • 

. • that  are  as  vit<*  i 


WilsonanuDcciitu*,  - 

and  Ray  Scherer  reporting  on  topics  that  are  as  vita, 
ana  x^y  o entertaminl 

varied,  and  informative  ...  as  tney  a 


w M 


Bjj; Advertisers,  too,  will  find  emphatic  reaction  to  Emphasis. 


In  just  one  week  10  announcements  will  deliver  more 
^Jhan  16  million  commercial  impressions  for  only  .51^ 
[jvt;  ^ier  thousand.  And  during  that  week  your  message  will 
.friter  more  than  3 V%  million  unduplicated  homes. 

Ait  the  selling  power  of  Emphasis  on  your  advertising 
imt  iichedule  ...  as  part  of  the  Sound  of  the  Sixties  on 

ilHE  NBC  RADIO  NETWORK 


the 

word 

is 

emphasis 


r test  1 
this 
perfect 
combination 


tiie  Southern  California  Market 


More  and  better  radio 
penetration  . . . and  for  less 
money,  too! 

The  John  Poole  Broadcasting 
Company  combines  two 
powerful  facilities,  KBIG  and 
KBIQ  (FM) . . . separately 
programmed  to  increase  sales 
impact,  at  a special 
combination  discount! 

Ask  your  KBIG,  KBIQ  or  Weed 
Representative  for  details. 


John  Poole 

Broadcasting  Company,  Inc. 
6540  Sunset  Boulevard 
Los  Angeles  28,  California 
Hollywood  3-3205 


National  Representative:  Weed  Radio  Corp. 


stitute  for  High  School  Students,  institute  on 
broadcasting  sponsored  by  School  of  Journalism, 
-Pennsylvania  State  U.,  State  College,  Pa. 

June  13-17 — International  Advertising  Film  Fes- 
tival, Lido,  Venice,  Italy. 

June  13 — Deadline  for  filing  reply  comments  to 
FCC  amendment  of  Conelrad  manual  BC-3  to  pro- 
vide for  transmission  standards  for  the  Conelrad 
attention  signal. 

June  16 — Rehearing  on  Miami  ch.  7 case  in- 
volving questions  of  ex  parte  representation  to 
FCC  commissioners.  U.S.  Customhouse,  Philadel- 
phia. 

June  15-17 — American  Marketing  Assn,  annual 
meeting.  Hotel  Leamington,  Minneapolis. 

*June  16-18 — Florida  Assn,  of  Broadcasters  an- 
nual meeting.  Hotel  Robert  Meyer,  Jacksonville. 
June  19-24 — National  Advertising  Agency  Net- 
work national  conference.  Oyster  Harbors  Club, 
Osterville,  Mass. 

June  20 — Comments  due  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations. 

June  20 — National  Academy  of  Television  Arts 
& Sciences  presents  annual  Emmy  Awards.  Pres- 
entation to  be  carried  over  NBC-TV,  10-11:30 
p.m.  EDT. 

June  20-21 — Chicago  Spring  Conference  on  Broad- 
cast and  Television  Receivers,  Graemere  Hotel, 
that  city,  running  concurrently  with  International 
Home  Furnishings  Market.  Emphasis  will  be  on 
home  consumer  entertainment  field  under  sponsor- 
ship of  Chicago  Section  of  Institute  of  Radio 
Engineers.  Keynote  speaker:  Joseph  S.  Wright, 
president,  Zenith  Radio  Corp. 

June  20-24 — American  Institute  of  Electrical  En- 
gineers' summer  general  meeting.  66  technical 
sessions  on  subjects  including  communications  in- 
strumentation and  control,  computers,  basic 
science  and  management  are  planned.  Inspec- 
tion trips  of  various  engineering  facilities  are 
also  on  the  agenda.  Chalfonte-Haddon  Hall  Ho- 
tel, Atlantic  City,  N.J. 

June  21-July  7 — Third  annual  workship  on  the 
Art  of  Preaching  and  Mass  Communications,  spon- 
sored by  the  E.  Stanley  Jones  Institute  of  Com- 
municative Arts  and  Emory  U.,  Atlanta.  Ministers 
will  learn  to  plan  and  produce  radio  and  tv 
programs,  write  and  deliver  more  effective  sermons 
and  generally  to  use  mass  communications.  Held 
at  the  university. 

June  21-24 — National  Community  Tv  Assn.,  ninth 
annual  convention.  Fontainebleau  Hotel,  Miami 
Beach,  Fla. 

June  22-24 — Second  National  Conference  on  Elec- 
tronics Standards.  Co-sponsors:  National  Bureau 
of  Standards,  Institute  of  Radio  Engineer's  pro- 
fessional groups  of  instrumentation  and  microwave 
theory  and  techniques  and  American  Institute  of 
Electrical  Engineers,  National  Bureau  of  Standards 
Labs,  Boulder,  Colorado. 

June  23-25 — National  Assn,  of  Tv  & Radio  Farm 
Directors'  annual  summer  meeting  Fresno,  Calif. 
June  23-25 — Maryland-D.C.  Broadcasters  Assn, 
annual  meeting.  Ocean  City,  Md. 

June  24-25 — Colorado  Broadcasters  Assn.,  Con- 
tinental Hotel,  Pueblo. 

June  26-30 — Advertising  Assn,  of  the  West,  57th 
annual  convention.  Hotel  Del  Prado,  Mexico  City. 
Theme:  "Advertising  in  the  Challenging  Sixties." 
Speakers  include  Charles  Brower,  president,  BBDO; 
James  Fish,  vp  for  advertising,  General  Mills; 
Romulito  O'Farrill,  prominent  Mexican  broadcast- 
er; James  Farley,  president  Coca  Cola  Export  Co. 
June  27-29 — Institute  of  Radio  Engineers  fourth 
national  convention  on  military  electronics,  spon- 
sored by  professional  group  on  military  electronics 
of  IRE,  Sheraton-Park  Hotel,  Washington,  D.C. 

JULY 

'■July  11-15 — Institute  in  Industrial  and  Tech- 
nical Communications,  Colorado  State  U.,  Fort 
Collins,  Colo.  Elwood  Whitney,  senior  vice-presi- 
dent and  director,  Foote,  Cone  & Belding,  will 
give  opening  address. 

July  24-Aug.  5 — Advertising  Federation  of  Amer- 
ica's second  annual  management  seminar  in  ad- 
vertising and  marketing.  Harvard  Business  School, 
Boston.  A limit  of  50  applicants  has  been  set  to 
be  selected  from  agency  and  advertiser  marketing 
executives,  plus  one  representative  from  each  ma- 
jor media  association.  Applications  available  from 
AFA,  250  W.  57th  St.,  New  York  19. 

AUGUST 

Aug.  12-13 — Arkansas  Broadcasters  Assn.,  fall 
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If  you  haven’t  already  bought  72  just- released  “3  STOOGES” comedies, 
place  your  hand  within  the  dotted  lines  and  see  what  it’s  like  to  have 
smash  ratings  right  at  your  fingertips! 

During  the  past  two  years,  118  “3  STOOGES"  comedies  have  been  drawing  top  ratings 
for  stations  across  the  country.  It’s  no  wonder,  then,  that  KTTV,  Los  Angeles,  WGN, 

Chicago,  WGR,  Buffalo,  WXYZ,  Detroit,  KUTV,  Salt  Lake  City,  KOMO,  Seattle,  WROC, 

Rochester,  KNTV,  San  Jose,  KELO,  Sioux  Falls,  WFRV,  Green  Bay,  KVAR,  Phoenix, 

KERO,  Bakersfield,  WNEP,  Scranton,  WGAN,  Portland,  Me.,  WITN,  Washington,  N.C., 

WTVR,  Richmond,  WABI,  Bangor,  KGUN,  Tucson  and  WTOL,  Toledo  have  just  bought  the 
72  new  “3  STOOGES"  for  their  markets. 

If  you  also  want  to  dominate  your  time  period  and  anchor  an  entire  morning,  afternoon 
or  early  evening  of  programming,  let  "THE  3 STOOGES"  give  you  a hand! 

For  details  about  all  a 190  two-reelers,  contact 


SCREEN  m GEMS, 


*ir , INC. 

TELEVISION  SUBSIDIARY  OF  COLUMBIA  PICTURES  CORP. 
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BOOSTER 

Amazing  how  loe  Floyd's  KELO- 
LAND  booster  hookup  rounds  up 
crowds  of  consumers  for  you.  The 
sales  message  you  place  on  KELO-tv, 
SIOUX  FALLS,  gives  you  48.6%  more 
viewers  than  the  same  sales  message 
would  get  on  the  highest  rated 
Omaha  station.  49.2%  more  viewers 
than  the  highest  rated  Des  Moines 
station.  84.3%  more  viewers  than  the 
highest  rated  Sioux  City  station.  In 
fact,  the  same  ARB  Nov.  surveys 
show  that  KELO-LAND's  husky  au- 
dience outdelivers  TWO  of  the  four 
Minneapolis -St.  Paul  stations  by 
204.5%  and  10.5%  respectively.  If 
you  want  to  sell  more  people  more 
goods,  latch  onto  this  powerful  hookup 
yourself. 


CBS  • ABC 

KELO-LAND 

KELO-tv  SIOUX  FALLS;  and  boosters 
KDLO-tv  Aberdeen,  Huron,  Watertown 
KPLO-tv  Pierre,  Valentine,  Chamberlain 
General  Offices:  Sioux  Falls,  S.D. 
Represented  nationally  by  H-R 
In  Minneapolis  by  Wayne  Evans  & Associates 


meeting.  Hotel  Marion,  Little  Rock. 

Aug.  19-20 — Texas  AP  Broadcasters  Assn.  Baker 
Hotel,  Mineral  Wells. 

Aug.  23-26 — Western  Electronic  Show  & Con- 
vention, Ambassador  Hotel  and  Memorial  Sports 
Arena,  Los  Angeles. 

Aug.  26-27 — Oklahoma  Broadcasters'  Assn.  West- 
ern Hills  Lodge,  Wagoner. 

Aug.  29-Sept.  2 — American  Bar  Assn,  annual 
convention,  Statler- Hilton  Hotel,  Washington,  D.C. 

SEPTEMBER 

Sept.  2-4 — West  Virginia  Broadcasters'  Assn, 
annual  fall  meeting.  The  Greenbrier,  White  Sulpher 
Springs. 

Sept.  19-22 — Institute  of  Radio  Engineers  na- 
tional symposium  on  space  electronics  and  tele- 
metry, Shoreham  Hotel,  Washington. 

OCTOBER 

Oct.  2-4 — Advertising  Federation  of  America 

Seventh  District  convention,  Chattanooga,  Tenn. 

Oct.  3-5 — Institute  of  Radio  Engineers  sixth  na- 
tional communications  symposium,  Hotel  Utica  and 
Utica  Memorial  Auditorium,  Utica,  N.Y. 

*0ct.  4 — Retrial  of  former  FCC  Commissioner 
Richard  A.  Mack  and  Miami  attorney  Thurman 
A.  Whiteside,  charged  with  conspiring  to  rig  the 
Miami  ch.  10  tv  grant  (first  trial  ended  in 
a hung  jury). 

*0ct.  4-5 — Advertising  Research  Foundation  an- 
nual conference.  Hotel  Commodore,  N.Y. 

Oct.  5 — Assn,  of  National  Advertisers  workshop 
on  advertising  management.  Ambassador  Hotel, 
Chicago. 

Oct.  10-12 — Institute  of  Radio  Engineers  na- 
tional electronics  conference,  Sherman  Hotel, 
Chicago. 

Oct.  16-17 — Texas  Assn,  of  Broadcasters  fall 
convention.  Sheraton  Dallas  Hotel,  Dallas. 

Oct.  18-21 — National  Assn,  of  Educational  Broad- 
casters annual  convention.  Jack  Tar  Hotel,  San 
Francisco. 

Oct.  25-26 — Engineering  section.  Central  Can- 
ada Broadcasters  Assn.  King  Edward  Hotel,  To- 
ronto. 

Oct.  31 -Nov.  2 — Institute  of  Radio  Engineers  radio 

fall  meet,  Syracuse,  N.Y. 

NOVEMBER 

*Nov.  14-16 — Broadcasters'  Promotion  Assn,  an- 
nual meeting.  Sheraton  Charles  Hotel,  New  Or- 
leans. 

Nov.  16-18 — Television  Bureau  of  Advertising 
annual  meeting.  Waldorf-Astoria,  New  York. 

Nov.  26 — Utah-Idaho  Associated  Press  Broad- 
casters Assn,  convention.  Twin  Falls,  Idaho. 


Far  - Reaching ! 


JANUARY  1961 

Jan.  13-14 — Oklahoma  Broadcasters'  Assn.  Bilt- 
more  Hotel,  Oklahoma  City. 

BOOKS 


■ “Vice  President  in  Charge  of  Revolu- 
tion," by  Murray  D.  Lincoln  as  told  to 
David  Karp;  McGraw  Hill  Book  Co., 
N.Y.;  342  pp.;  $4.95. 

Mr.  Lincoln,  who  built  the  $350  mil- 
lion dollar  Nationwide  Insurance  Corp. 
and  Peoples  Broadcasting  Corp.,  is  one 
of  the  “old  fashioned”  set  who  believes 
a man’s  word  is  his  bond  and  that  peo- 
ple have  a right  to  control  their  own 
money  and  own  economic  institutions. 

The  book  is  simple  and  straight  for- 
ward, just  like  Mr.  Lincoln  and  should 
be  considered  must  reading  for  cynics 
who  thought  men  like  the  author  had 
all  passed  with  the  last  century. 


More  than  a few  advertisers 
have  been  pleasantly  surprised 
by  SIX’s  far-reaching  effect. 
One  reason  is  the  program 
dominance  we  have  maintained 
for  6 straight  years.  See  your 
Weed  TV  man  about  it. 


WCSH-TV 


6 


NBC  for 
PORTLAND 
MAINE 


MAINE  BROADCASTING  SYSTEM 

WCSH-TV  6,  Portland  WLBZ-TV  2,  Bangor 
WCSH  Radio,  Portland 

WLBZ  Radio,  Bangor  WRDO  Radio,  Augusta 
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AH, BUT  THE  TAIL  DOES  WAG  THE  DOG! 


27  minutes  of  best-in-show  entertainment.  Blue  ribbon  audience  ratings  by  the  yard.  But  when 
it  comes  to  the  payoff  question  of  profit,  it’s  those  3 minutes  of  product  sell  that  count.  At 
N.  W.  Ayer  & Son  we  take  pride  in  our  record  in  Show  Business.  But  we  take  even  greater  pride  in 
our  record  of  selling  goods.  In  Radio-TV  it’s  the  commercial  that  gets  the  order  . . . the  message  that’s 
exactly  right  for  product,  problem,  audience ...  the  “tail”  that  wags  the  dog.  N.  W.  AYER  & SON,  INC. 


The  commercial  is  the  payoff 
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MONDAY  MEMO 

from  ARNOLD  E.  JOHNSON,  v.y.  & director  of  broadcast  facilities,  Needham,  Louis  & Brorby,  Chicago 


Tv  network  rate  cards  don’t  communicate 


A sight  familiar  on  that  6:40  p.m. 
commuter  is  the  gent  carrying  the  ever- 
present attache  case.  He’s  more  often 
than  not  in  the  advertising  business, 
and  most  likely  has  something  to  do 
with  the  broadcasting  side. 

Though  he’s  concerned  with  commu- 
nications, his  case  is  crammed  full  on 
many  occasions  because  of  a lack  of 
communications — or  the  lack  of  efforts 
to  relate  and  explain  more  simply  and 
precisely  the  factors  of  our  industry. 

By  its  very  nature,  broadcast  adver- 
tising is  an  extremely  intricate  business. 
And  it’s  being  made  more  intricate 
every  day.  Just  as  an  example,  I would 
like  to  discuss  something  that  has  hap- 
pened only  recently  . . . something 
that  didn’t  exist  in  network  television 
in  the  good  old  days  (or  a few  months 
ago). 

I speak  of  the  prodigious  new  rate 
cards  that  the  tv  networks  have  re- 
leased. They  are  baffling  to  read,  time- 
consuming  to  interpret.  They  are  the 
medium’s  new  Frankenstein  monster. 

In  The  Good  OI’  Days  ■ For  ex- 
ample, formerly  a network  tv  estimate 
covering  a simple  pattern  of  two  alter- 
nate nighttime  half-hours,  with  an  over- 
lay of  a two-brand  daytime  quarter-hour 
plan,  could  be  completed  in  a short 
time — and  with  dead  certain  accuracy. 
It  was  simply  a matter  of  applying  ap- 
plicable weekly  and  annual  discounts  to 
the  proper  base  rates. 

But  now — wow! 

Depending  on  the  network,  there 
are  up  to  five  separate  day-part  time 
groupings  which  earn  varying  levels  of 
discounts  based  on  aggregate  volume  of 
line-up  ordered.  (This  is  in  addition  to 
PEP  or  EMP  and  to  fortnightly  or  bi- 
weekly hold-over  requirements.)  Then 
there  is  a Continuity  Discount,  a table 
for  computation  of  Volume  Discount, 
plus  separate  discount  levels  for  sum- 
mer and  winter.  Provision  also  is  still 
made  for  the  volume  advertiser  to  earn 
Overall  (or  Comprehensive)  Discount. 
Moreover,  there  is  even  another  new 
category  providing  heavy  discount  de- 
signed to  attract  additional  summer 
business. 

Intricate!  The  year’s  understatement! 

However,  the  really  sad  part  of  it  all 
isn’t  merely  the  number  of  newly  ap- 
plicable discounts  with  which  to  con- 
tend. Or  even  the  expenditure  of  pre- 
cious time  for  computations.  It  is  the 
cards’  cumbersome  nature  that  causes 
an  uncertainty  of  whether  or  not  proper 
application  and  interpretation  has  been 
made  when  the  calculating  job  is  finally 


finished.  Certainly  a rate  card  should 
primarily  be  an  instrument  of  commun- 
ication. It  has  one  major  function.  It 
should  inform  the  advertiser  what  the 
merchandise’s  price  is,  and  clearly  so. 

No  longer  can  the  agency  estimator 
or,  for  that  matter,  the  network  sales- 
man, quickly  answer  questions  as: 
“What’ll  it  cost  us  if  we.  . . .?”  Not  with 
any  degree  of  certainty.  To  be  safe,  one 
must  go  to  the  rate  card  architect  him- 
self. But  with  the  many  snarls  he  is 
already  trying  to  unwind,  he’s  rather 
difficult  to  contact.  Of  course,  eventual- 
ly you  get  through,  and  eventually 
you  get  often  an  improvised  answer. 

Talk,  Talk,  Talk  ■ In  situations  only 
slightly  complex,  our  experience  thus 
far  indicates  that  often  a special  net- 
work interpretation  of  policy  must  be 
invented.  That  means  more  discussion. 
Then,  if  the  fire  isn’t  already  out  and 
you  are  still  desirous  of  an  answer,  a 
negotiating  session  may  be  the  only 
solution. 

The  traditional  rate  card  has  become 
a thing  which  might  be  better  called 
a Complex  System.  Simplification  should 
be  the  current  order — not  complication. 

We  hasten  to  commend  our  good 


Arnold  E.  Johnson,  vice  president 
and  director  of  broadcast  facilities, 
Needham,  Louis  & Brorby  Inc.  was 
associated  with  NBC  in  various  capaci- 
ties for  19  years.  He  was  manager  of 
its  central  division  network  sales  ser- 
vice department  from  1946  to  1953. 

Mr.  Johnson  then  joined  Needham, 
Louis  & Brorby  as  supervisor  of  broad- 
cast facilities  in  its  media  department 
and  was  elected  vp  and  facilities  direc- 
tor in  1958. 


friends  at  the  networks,  Messrs.  Fagan, 
Iaricci  and  Hede,  for  the  intensive  study 
that  must  have  been  given  to  the  devel- 
opment of  the  new  rate  cards.  And  to 
their  credit,  ABC  profited  in  the  execu- 
tion of  their  card,  having  had  the  bene- 
fit of  seeing  the  CBS  and  NBC  versions 
first.  The  nets  are  to  be  applauded  for 
recognition  of  the  different  values  of 
preferred  versus  non-preferred  time 
periods,  on  seasonal  levels.  No  question 
about  it,  the  intended  end-product 
represents  sound,  forward  thinking  to 
the  benefit  of  the  network,  their  affiliates 
and  the  advertiser. 

However,  the  nightmarish  pathway 
to  these  benefits  may  well  cause  some 
to  give  up  the  trek.  After  several  months 
of  intensive  usage  (struggle  is  the  better 
word),  we  are  convinced  that  the  pon- 
derous complexity  of  the  new  cards  may 
well  produce  a boomerang  to  the  nets. 

Confidence  & Speed  ■ It  seems  to  me 
that  the  media  tool  which  cannot  be 
used  with  confidence  and  reasonable 
speed  may  well  be  working  at  cross- 
purposes with  an  otherwise  effective 
medium.  Networks  often  require  de- 
cisions from  advertisers  posthaste,  par- 
ticularly since  top-notch  availabilities 
come  and  go  quickly  in  a seller’s  mar- 
ket. 

However,  to  arrive  at  a correct  media 
decision,  the  advertiser  frequently  re- 
quires dozens  of  different  media  pat- 
terns to  be  computed  for  comparison. 
It  goes  without  saying  that  accurate  cost 
data  are  an  important  base  ingredient 
for  deriving  much  other  information  in 
evaluating  and  comparing  advertising 
patterns. 

In  complicated  situations,  the  very 
discount  hook  built  into  the  card  with 
the  intention  of  attracting  more  volume, 
is  almost  impossibly  secreted.  Funda- 
mentally, an  advertising  message  must 
be  communicated  clearly  and  simply  to 
be  successful.  Rate  tools,  as  well  as 
other  data,  must  be  equally  articulate 
to  be  of  maximum  usefulness. 

Why  cannot  networks  (and  stations 
too)  orient  to  the  customer  point  of 
view  when  developing  this  important 
document?  Certainly  the  same  calibre 
of  brilliance  that  has  produced  the 
mechanical  marvels  of  television  itself 
is  capable  of  communicating  more  sim- 
ply on  the  subject  of  rates. 

Broadcasters  have  solved  other  intri- 
cate communication  problems  and  I 
think  they  can — they  must — do  the 
same  with  their  rate  cards.  Such  a solu- 
tion will  be  to  the  best  interests  of  both 
themselves  and  the  advertiser. 
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HOW  DOES  A FISHHOOK  SOUND?  Like  the  kid  next  door  heading  for  the  pond  with 

his  bamboo  fishing  pole.  Like  his  triumphant  smile  when  he  catches  his  first  sunfish.  Or  . . . like  the  grown  up 
sound  of  our  Maryland  fishing  fleets  shoving  off  at  dawn  for  the  day’s  business— a business  that  adds  millions 
of  dollars  to  the  tremendous  spendable  income  of  Marylanders.  A nice  sound.  A secure  sound.  A rich  sound.  It’s  a sound 
that  says  there’s  big  business  in  Maryland  to  be  had  by  your  client.  And  the  way  to  hook  on  to  it  is  through  WBAL- 
RADIO.  Your  progressive  Maryland  station  with  the  quality  sound.  WBAL-RADIO  delivers  the  rich  sound  of 

results.  After  all,  that’s  what  we’re  all  fishing  for,  isn’t  it?  WBAL-RADIO,  BALTIMORE 

Broadcasting  in  the  Maryland  Tradition/associated  with  WBAL-FM-TV/Nationally  represented  by  Daren  F.  McGavren  Co.,  Inc. 


<eape 


fa 


EAST , SOUTHEAST 


WWJ-TV 

WPIX 

WTTG 

WCSC-TV 


WIS-TV 

WLOS-TV 

WFGA-TV 
WTVJ 
WS  FA-TV 
WSIX-TV 
WDBJ-TV 


Detroit 
New  York 
Washington 
Charleston,  S.  C. 
Charleston— Huntington, 


CHANNEL  PRIMARY 

4 NBC 
11  IND 
5 IND 
5 CBS 


Ashland 
Columbia,  S.  C. 
Greenville,  Asheville, 
Spartanburg 
Jacksonville 
Miami 

Montgomery 

Nashville 

Roanoke 


10 


ABC 

NBC 


13  ABC 
12  NBC 
4'?;  CBS 
12  NBC-ABC 
8 ABC 
7 CBS 


MIDWEST,  SOUTHWEST 


WHO-TV 
WOC-TV 
WDSM-TV 
W DAY-TV 
KMBC-TV 
WISC-TV 
WCCO-TV 
WMBD-TV 
KPLR-TV 
KFDM-TVl 
KRIS-TV  S| 
WBAP-TV 
KENS-TV 


Des  Moines 

Davenport— Rock  Island 
Duluth— Superior 
Fargo 

Kansas  City 
Madison,  Wise. 
Minneapolis— St.  Paul 
Peoria 
St.  Louis 
Beaumont 
Corpus  Christi 
Fort  Worth— Dallas 
San  Antonio 


13  NBC 
6 NBC 
6 NBC-ABC 
6 NBC-ABC 
9 ABC 
3 CBS 
4 CBS 
31  CBS 
11  IND 
6 CBS 
6 NBC 
5 NBC 
5 CBS 


MOUNTAIN  AND  WEST 


KBAK-TV 

KBOI-TV 

KBTV 

KGMB-TV 

KMAUKHBC-TV 


Bakersfield 

Boise 

Denver 

Honolulu 

Hawaii 


KRON-TV 


Los  Angeles 
San  Francisco 


Seattle— Tacoma 


29  CBS 
2 CBS 
9 ABC 
9 CBS 


IND 


CBS 


Pioneer  Station  Representatives  Since  1932 


JETERS,  G RIFFIN,  W OODWARD, 


me 


NEW  YORK 
ATLANTA 


CHICAGO 

DALLAS 


DETROIT 
FT.  WORTH 


HOLLYWOOD 
SAN  FRANCISCO 


BOSTON 
ST.  LOUIS 


BROADCASTING  PUBLICATIONS  INC. 

, Prbsident Sol  Taishoff 

Vice  President Maury  Long 

Vice  President Edwin  H.  James 

Secretary H.  H.  Tash 

Treasurer B.  T.  Taishoff 

Comptroller Irving  C.  Miller 

I Asst.  Sec.-Treas.  ...  Lawrence  B.  Taishoff 


BROADCASTING 


THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 


Executive  and  publication  headquarters: 
Broadcasting  ■ Telecasting  Bldg.,  1735 
DeSales  St.,  N.W.,  Washington  6,  D.C. 
Telephone:  Metropolitan  8-1022. 

Editor  and  Publisher Sol  Taishoff 

Managing  Editor Edwin  H.  James 

Editorial  Director  (New  York) 

Rufus  Crater 

Senior  Editors:  J.  Frank  Beatty,  Bruce 
Robertson  (Hollywood),  Fred  Fitzgerald, 
Earl  B.  Abrams,  Lawrence  Christopher. 

Associate  Editor Harold  Hopkins 

Assistant  Editor:  Dawson  Nail;  Staff 
Writers:  George  Darlington,  Malcolm  Oet- 
tinger,  Leo  Janos,  Sid  Sussman,  Richard 
Calistri ; Editorial  Assistants:  Bob 
Forbes,  Patricia  Funk.  Secretary  to  the 
Publisher:  Gladys  Hall 

BUSINESS 

V.P.  & General  Manager Maury  Long 

Assistant  to  the  Publisher: 

Lawrence  B.  Taishoff 
Sales  Manager:  Winfield  Levi  (New  York) 

Southern  Sales  Manager Ed  Sellers 

Production  Manager George  L.  Dant 

Traffic  Manager Harry  Stevens 

Classified  Advertising Doris  Kelly 

Advertising  Assistants:  Merilyn  Bean, 
John  Henner,  Ada  Michael. 

Comptroller Irving  C.  Miller 

Assistant  Auditor Eunice  Weston 

Secretary  to  Gen.  Mgr..  . Eleanor  Schadi 


CIRCULATION  & READER'S  SERVICE 

Subscription  Manager  . . . Frank  N.  Gentile 
j Circulation  Assistants:  Charles  Browne, 
‘ Gerry  Cleary,  David  Cusick,  Christine 
Harageones,  Jennie  W.  Hawley,  Edith  Woo. 
Director  of  Publications  John  P.  Cosgrove 

BUREAUS 

New  York:  444  Madison  Ave.,  Zone  22, 
| Plaza  5-8354. 

: Editorial 

; Editorial  Director Rufus  Crater 

Bureau  News  Manager.  . Donald  V.  West 

Associate  Editor David  W.  Berlyn 

| N.Y.  Features  Editor  . . . Rocco  Famighetti 

I Assistant  Editor Jacqueline  Eagle 

1 Staff  Writers: 

Richard  Erickson,  Diane  Halbert 

Business 

Sales  Manager Winfield  R.  Levi 

Sales  Service  Mgr..  . Eleanor  R.  Manning 
Eastern  Sales  Manager.  Kenneth  Cowan 
I .Advertising  Assistants:  Donna  Trolinger 
Chicago:  360  N.  Michigan  Ave.,  Zone  1, 
Central  6-4115. 

Midwest  News  Editor John  Osbon 

I Midwest  Sales  Mgr.:  Warren  W.  Middleton 

j Assistant Barbara  Kolar 

» Hollywood : 6253  Hollywood  Blvd.,  Zone 
28,  Hollywood  3-3148. 

] Senior  Editor.. Bruce  Robertson 

(Western  Sales  Manager Bill  Merritt 

Assistant Virginia  Strieker 

Toronto:  11  Burton  Road,  Zone  10,  Hudson 
19-2694.  Correspondent:  James  Montagnes. 


| BROADCASTING*  Magazine  was  founded  in  1931 
(by  Broadcasting  Publications  Inc.,  using. the  title: 

BROADCASTING*— The  News  Magazine  of  the 
I Fifth  Estate 

Broadcast  Advertising*  was  acquired  in  1932, 
j Broadcast  Reporter  in  1933  and  Telecast*  in  1953. 
Broadcasting  ■ Telecasting* 

* Reg.  U.  S.  Patent  Office 
iCopyright  1960  by  Broadcasting  Publications  Inc. 

BROADCASTING,  May  9,  1960 


OPEN  MIKE 


We've  been  waiting 

editor:  Thanks  for  “Radio-tv  take  off 
in  aircraft”  (Broadcasting,  April  25). 
We’ve  been  waiting  for  a survey  of  this 
kind  for  a long  time  ...  Keep  up  the 
fine  service. — James  E.  Mann,  presi- 
dent, Finger  Lakes  Flying  Service  Inc., 
Ithaca,  N.Y. 

First  detailed  account 

editor:  May  I extend  my  compliments 
on  the  story  in  your  April  25  issue 
about  the  Voice  of  America’s  plans  to 
modernize  its  equipment.  This  is  the 
first  detailed  account  to  appear  in  any 
publication  of  what  the  Voice  of  Amer- 
ica is  trying  to  do  in  this  field  and  why 
it  is  important  to  accomplish  ...  — 
Henry  Loomis,  director,  Broadcasting 
Service,  U.S.  Information  Agency, 
Washington,  D.C. 

The  way  to  talk 

editor:  Congratulations  on  your  edi- 
torial, “Clear  it  with  Oren”  (Broad- 
casting, April  25).  That’s  the  way  to 
talk  to  government  when  government 
gets  out  of  bounds  . . . 

Unfortunately  so  many  people  are  so 
afraid  of  government  that  they  will  not 
administer  the  discipline  which  is  re- 
quired to  keep  officials  aware  that  they 
are  the  servants  of  the  people,  not  their 
masters. — Justin  Miller,  former  presi- 
dent and  chairman  of  the  NAB,  Pacific 
Palisades,  Calif. 

Color  tv  experiment 

editor:  Thank  you  for  your  kind  story 
about  my  [color  tv]  experiment  in  Chi- 
cago during  the  NAB  convention 
(Broadcasting,  April  11).  It  was  a 
very  cleverly  written  story  of  my  mod- 
est work,  written  in  a style  that  attracts 
attention  of  your  readers. — Guillermo 
Gonzalez  Camarena,  XHGC  Chapul- 
tepec,  Mexico. 

Fm  reprints 

editor:  Please  send  20  reprints  of 
“Fm’s  star  grows  even  brighter” 
(Broadcasting,  April  11). — Raymond 
T.  Bedwell  Jr.,  Dept,  of  Radio-Tele- 
vision, Marquette  U .,  Milwaukee,  W is. 
[Reprints  available,  5 cents  each. — The 
Editors] 
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on  all  viewing  fronts! 


WREX-TV  continues  to 
dominate  Rockford  and 
Area  Viewing  . . . 


• AT  NIGHT 

45  of  the  Top  50  Shows  . . . 


• IN  THE  DAYTIME 

All  20  of  the  Top  20  Shows 


• TOP  WESTERNS 

7 of  the  Top  8 Shows 


• TOP  FAMILY  SHOWS 

5 of  the  Top  5 Shows 


• TOP  SPORTS, 
SYNDICATED  FILM, 
MOVIES, 

PUBLIC  SERVICE. 


*Source  ARB  Oct.  25  - Nov.  21, 1959 


IN  FACT  ...  All  Day  and 
All  Night!  . . . Every  Hour 
of  the  Week  is  “Good 
Time”  on  . . . WREX-TV 
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PROOF:  In  North  Carolina’s  biggest  metropolitan  market,  WSJS 
Television  has  maximum  power  of  316,000  watts  and 
transmits  from  the  area’s  highest  tower,  2000  feet  above 
average  terrain.  WSJS  Television’s  extra  strong  signal 
provides  Grade  A Coverage  for  1,410,700  people  in  the  rich 
industrial  Piedmont — the  best  coverage  for  more  people 
than  by  any  other  North  Carolina  station. 


television 

Winston-Salem/  Greensboro 


CHANNEL  12 

Headley-Reed,  Reps. 
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NEW  PERILS  IN  AIRING  POLITICS 

■ Senate’s  watchdog  committee  is  looking  for  a reason  to  spring 

■ Its  chairman  demands  ‘fairness’  in  political  broadcasting 

■ A member  thinks  a TVA  for  broadcasting  might  be  a good  idea 


The  Senate’s  watchdog  committee  on 
political  broadcasting  is  itching  to  be 
turned  loose. 

And  its  bite  may  be  worse  than  its 
bark. 

■ Sen.  Ralph  W.  Yarborough  (D- 
Tex.),  chairman  of  the  committee,  said 
last  week  he  intended  to  appoint  a 
staff  and  swing  into  action  to  insure 
fairness  in  political  broadcasting. 

■ Sen.  Gale  W.  McGee  (D-Wyo.), 
the  other  Democratic  member  of  the 
three-man  committee,  told  where  he 
stood  on  broadcasting  matters  in  a free- 

i wheeling  speech  to  the  Ohio  State  In- 
stitute  for  Education  by  Radio  and 
I Television  last  Thursday  night.  He 
said  the  whole  system  of  broadcasting 
i ought  to  be  rebuilt  to  retrieve  it  from 
the  “small  group”  that  is  now  using  it 
to  “build  an  empire.” 

Sen.  Yarborough  described  his  plans 
I in  an  interview  with  Broadcasting.  He 
| said  that  as  soon  as  the  Senate  allo- 
ij  cates  the  $45,000  that  the  Commerce 
I Committee  requested  for  its  special 
j subcommittee,  he  will  appoint  a coun- 
sel and  go  to  work. 

In  his  view,  the  1960  campaign  is 
I already  underway,  and  already  the  FCC 
has  issued  some  opinions  under  Sec. 
315,  the  political  broadcasting  law,  that 
don’t  measure  up  to  Sen.  Yarborough’s 
! standards  of  fairness. 

“Our  job  is  to  see  not  only  that 
broadcasters  fulfill  the  letter  of  the 
| law,”  he  said,  “but  also  the  spirit  of 
j the  law.  In  this  field  action  is  needed 
j immediately.  Most  of  the  time  a cam- 
| paign  is  over  before  the  candidate 
Ij  realizes  it.” 

McGee  Sees  a Mess  ■ In  his  Ohio 
I State  speech  last  Thursday,  Sen.  McGee 
I did  not  confine  himself  to  observations 
about  political  broadcasting.  He  said 
the  whole  structure  of  broadcasting 
and  its  regulation  needed  overhaul. 

What’s  needed,  he  said,  is  a “com- 
plete, massive,  no-holds-barred  study.” 

The  study  “must  start  all  over  again 
— back  to  1920 — and  try  to  recreate 
I "he  whole  system  of  broadcasting  and 

3P.OADCASTING,  May  9,  1960 


put  in  operation  the  things  we  have 
learned,’”  Sen.  McGee  said. 

“We’re  kidding  ourselves  if  we  try 
to  dawdle  along  through  the  era  of  self- 
regulation.” Perhaps,  Sen.  McGee 
added,  television  needs  a TVA. 

Sen.  McGee  listed  “disturbing  ques- 
tions raised  from  the  hearts  of  the 
people  in  the  mail  that  reaches  my 
office.” 

“These  questions  ask  whose  freedom 
is  to  be  preserved,”  he  said,  “the  free- 


dom of  a small  group  to  build  an  em- 
pire, the  freedom  of  those  who  sell 
programs,  the  freedom  of  the  net- 
works to  program  for  the  sake  of  a 
monopoly  of  prime  time,  the  freedom 
of  people  to  be  captives  of  this  system.” 

Who  Should  Do  It  ■ Sen.  McGee 
said  he  wasn’t  sure  who  should  con- 
duct the  massive  study  he  was  recom- 
mending, but  he  thought  the  Congress 
was  probably  the  best  hope. 

He  said  it  should  not  be  a headline- 


Beginning  of  a problem  ■ The 

May  4 television-radio  appearance 
of  Sen.  Hubert  H.  Humphrey  (1) 
and  Sen.  John  F.  Kennedy,  Demo- 
cratic candidates  for  the  presidential 
nomination  in  the  West  Virginia  pri- 
mary, drew  Republican  demands  for 
equal  time.  Sen.  Thruston  B.  Mor- 
ton, GOP  chairman,  contended  that 
the  debate  was  not  Humphrey  vs. 
Kennedy  but  Humphrey  - Kennedy 
vs.  the  Republican  administration. 
The  debate  between  the  Democratic 


candidates,  originating  on  WCHS- 
TV  Charleston,  W.Va.,  featured 
questions  submitted  in  advance  by 
the  public  as  well  as  prepared  talks 
and  rebuttals.  It  was  generally 
agreed  that  Sen.  Humphrey  got  the 
better  of  the  lighting  arrangements 
(see  picture  off  the  screen  above) 
but  hard  to  tell  who  got  the  better 
of  the  arguments  in  a confrontation 
that  evoked  few  fireworks.  Split- 
screen techniques  were  used  in  the 
telecast.  See  story,  page  29. 


hunting  investigation.  “We  must  have 
courage  as  a nation  to  do  what  our 
findings  indicate,”  he  said. 

He  criticized  broadcasting  for  “turn- 
ing its  lawyers  loose  on  us  on  Capitol 
Hill.”  He  criticized  the  FCC  and  the 
Justice  Dept,  for  “passing  the  buck.” 
The  FCC  can  evade  problems  by  say- 
ing they  are  antitrust  and  hence  in  the 
domain  of  Justice.  And  Justice  can 
duck  by  saying  the  problems  fall  in  the 
jurisdiction  of  the  FCC.  He  said  some 
political  scientists  were  wondering  if 
federal  agencies  were  here  to  stay. 

Yarborough's  Plans  ■ The  chairman 
of  the  watchdog  committee,  in  his 
interview  with  Broadcasting,  said  the 
committee  did  not  intend  to  wait  for 
complaints  to  come  to  it.  The  job  will 
be  to  seek  out  instances  of  unfairness 
in  political  broadcasting. 

“Primarily,  we  have  to  judge  whether 
legislation  is  needed,  or  whether  pres- 
ent legislation  is  adequate,”  Sen.  Yar- 
borough said. 

“But  we  can  do  good,  too,  by  ex- 
posing situations  where  a practice  is 
unfair  or  which  is  not  in  the  public 
interest — in  the  broad  sense  of  the 
word,”  the  senator  explained. 


“Don’t  misunderstand,”  he  said, 
“we’re  not  out  to  ‘get’  broadcasters. 
What  we  want  to  do  is  just  make  sure 
that  all  candidates  get  a decent  break 
on  the  air.” 

Waco  Case  ■ The  senator  was  asked 
about  his  accusation  of  unfairness  re- 
garding the  FCC’s  opinion  approving 
the  action  of  KWTX-TV  Waco,  Tex., 
in  refusing  to  provide  equal  time  to  a 
candidate  who  was  running  for  the 
state  legislature.  This  involved  a sta- 
tion weathercaster  who  also  is  a can- 
didate for  that  job. 

The  FCC  declared  that  since  weather- 
casting falls  under  a news  category, 
the  station  was  not  required  to  provide 
equal  time  to  the  other  candidate. 

Sen.  Yarborough  referred  to  this 
opinion  two  weeks  ago  during  the 
Senate  Commerce  Committee  hearing 
on  the  nomination  of  Robert  E.  Lee  for 
another  seven  year  term  as  an  FCC 
commissioner  (Broadcasting,  May  2). 
He  accused  the  station  of  “gross  un- 
fairness” in  continuing  to  expose  its 
weatherman.  He  was  also  critical  of 
the  FCC  in  holding  that  the  opposing 
candidate  was  not  entitled  to  equal 
time, 


Another  observation  by  Sen.  Yar-  II 
borough  bodes  trouble  for  broadcasters 
in  this  election  year.  This  was  the  sen- 
ator’s reference  to  newspaper  owned 
stations  which  could,  under  a strict  in- 
terpretation of  Sec.  315,  refuse  to  sell 
or  give  time  to  any  candidate. 

"Here  you  would  have  a case  where 
the  newspaper  could  be  extremely  par- 
tial in  its  editorial  columns  to  one  can- 
didate, and  we  couldn’t  touch  it.  But 
by  refusing  to  sell  or  give  time  to 
political  candidates  on  its  station,  it  is 
discriminating  against  the  other  candi- 
date just  as  surely  as  if  it  were  favoring 
one  candidate  on  the  air,”  the  senator 
remarked. 

“That’s  just  not  fair,”  he  added. 
“And  we’re  going  to  see  that  this 
doesn’t  happen,  if  we  can  help  it.” 

Interpretation  of  Law  ■ Both  Sen. 
Yarborough  and  Sen.  John  O.  Pastore 
(D-R.I.),  who  is  chairman  of  the  com-  [ 
munications  subcommittee  of  the  Sen- 
ate Commerce  Committee,  emphasized 
at  the  Lee  hearings  that  they  didn’t 
agree  with  broadcasters  on  that  part  of  | 
Sec.  315  which  does  not  require  stations  j 
to  give  time  to  political  candidates. 

Sen.  Pastore  observed  that  in  his 
view  this  provision  applied  to  free  time 
only;  he  said  that  a broadcaster  must 
sell  political  time  if  requested.  And, 

Sen.  Pastore  continued,  if  that  is  not 
the  way  the  law  is  interpreted,  legisla-  j 
tion  Will  be  introduced  to  make  it  read 
that  way. 

(Last  week  Commissioner  Lee’s  legal 
assistant,  Thomas  J.  Dougherty,  sent 
the  Commerce  Committee  a legal  opin- 
ion supporting  Mr.  Lee’s  testimony. 

The  opinion  pointed  out  that  Sec.  315 
does  not  require  broadcasters  to  let  any 
candidates  broadcast,  that  the  law  re-  J _ 
quires  only  that  if  a station  lets  one 
candidate  appear  it  must  offer  equal 
facilities  to  rivals  for  the  same  office,  f 
that  Sec.  315  applies  equally  to  free  i « 
or  paid  time.  The  opinion  added  that  ii 
although  the  law  does  not  require 
broadcasters  to  put  candidates  on  the 
air.,  the  FCC  may  regard  it  as  against  ! 
the  public  interest  for  a station  to  re- 
fuse all  political  discussion  by  candi-  j- 
dates.) 

Slanted  News  ■ Sen.  Yarborough  also 
referred  last  week  to  his  committee’s  1 
interest  in  making  sure  that  stations  i 
did  not  weight  their  news  broadcasts  to  l 
favor  one  candidate  over  another.  j 

The  1959  amendment  to  Sec.  315 
exempted  news  broadcasts,  news  in- 
terviews and  on-the-scene  coverage  of  I 
news  events  from  equal  time  require-  i 
ments.  Sen.  Yarborough  made  it  plain  j • 
that  he  did  not  feel  this  gave  stations 
the  latitude  to  discriminate  among 
candidates. 

Sen.  Yarborough  made  no  mention  J at 
of  his  own  experiences  as  a candidate 


L to  r:  Sens.  Yarborough,  McGee  & Scott 


The  watchdogs  ■ These  three  sena- 
tors are  the  members  of  the  special 
Subcommittee  on  Freedom  of  In- 
formation set  up  by  the  Senate  Com- 
merce Committee  to  keep  an  eye  on 
political  broadcasting.  It  was  Sen. 
Warren  G.  Magnuson  (D-Wash.), 
chairman  of  the  parent  committee, 
who  gave  it  the  nickname  “watchdog 
committee”  when  he  announced  its 
creation.  The  members: 

Sen.  Ralph  W.  Yarborough  (D- 
Tex.),  chairman,  56,  lawyer  (LL.B. 
from  U.  of  Texas  Law  School);  as- 
sistant attorney  general  of  Texas, 
1931-34;  district  judge  in  Austin, 
Tex.,  1936-41;  lieutenant  colonel  in 
Army  during  World  War  II;  unsuc- 
cessfully ran  for  Democratic  nomi- 
nation for  governor  of  Texas  three 
times;  elected  to  U.S.  Senate  in  spe- 
cial election  April  2,  1957,  to  fill 
vacancy  caused  by  resignation  of 


Price  Daniel  who  ran  successfully 
for  governor  of  Texas;  re-elected  to 
U.S.  Senate  Nov.  4,  1958,  for  full, 
six-year  term. 

Sen.  Gale  W.  McGee  (D-Wyo.), 
45,  teacher  (A.B.  from  Nebraska 
State  Teachers  College,  M.A.  from 
U.  of  Colorado,  Ph.D.  from  U.  of 
Chicago) ; professor  of  American 
history  at  various  schools  including 
U.  of  Wyoming;  elected  to  U.S.  Sen- 
ate Nov.  4,  1958. 

Sen.  Hugh  Scott  (R-Pa.),  59, 
lawyer  (LL.B.  from  U.  of  Virginia); 
elected  to  U.S.  House  of  Representa- 
tives in  1940  and  re-elected  for  sev- 
en additional  terms;  Navy  captain 
during  World  War  II;  national  chair- 
man, Republican  Party,  1948-49; 
early  Eisenhower  supporter  and  on 
his  personal  staff  during  1952  presi- 
dential campaign;  elected  to  U.S. 
Senate  Nov.  4,  1958. 
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ONE  DEBATE  STARTS  ANOTHER 

Republicans  demand  to  get  into  Humphrey-Kennedy  act 


The  first  major  political  broad- 
casting controversy  of  the  1960 
season  exploded  last  week  following 
the  much-heralded  Humphrey-Ken- 
nedy debate  in  West  Virginia  May  4. 

Sen.  Thruston  B. 

Morton  (R-Ky.), 

GOP  chairman, 
stated  that  “this 
planned  Demo- 
cratic extravaganza 
. . . was  about  as 
honest  in  format 
as  some  of  the 
departed  tv  quiz 
shows. " He  entered  a demand  for 
equal  time  for  two  Republicans  from 
all  stations  that  had  carried  the  pro- 
gram. “Between  the  two  candidates 
there  was  no  debate,  no  difference 
of  opinion,”  he  declared.  “This  was 
a carefully  planned  Siamese-twin  at- 
tack on  the  Republican  administra- 
tion . . .” 

Various  network  plans  to  carry 
the  debate  had  fallen  through  for 
various  reasons.  NBC-TV  had  of- 
fered the  candidates  a certain  time 
slot  (which  has  not  been  revealed) 
but  both  candidates  chose  to  put  on 
the  contest  at  a different  hour.  This, 
combined  with  the  condition  im- 
posed by  originating  station  WCHS- 
TV  Charleston,  W.Va.,  an  ABC-TV 
affiliate,  that  NBC’s  Huntington  sta- 
tion, WSAZ-TV,  must  be  blacked 


out,  soured  that  network  on  the 
idea  (Broadcasting,  May  2). 

ABC-TV,  mindful  of  the  amended 
Sec.  315  provision  that  equal  time  is 
not  required  on  “regularly  scheduled 
news  shows,”  offered  the  senators  a 
chance  to  debate  on  one  of  its  reg- 
ular Sunday  afternoon  special  events 
programs.  This  offer  was  declined. 
CBS-TV  offered  to  feature  both  can- 
didates simultaneously  on  Face  the 
Nation  for  similar  reasons  and  was 
likewise  rebuffed.  Alone  among  net- 
works, MBS  fed  the  live  radio  ver- 
sion direct  to  its  affiliates. 

However,  the  following  tv  sta- 
tions did  carry  the  whole  program 
direct  from  WCHS-TV:  WTRF-TV 
Wheeling;  WHIS-TV  Bluefield; 
WBOY-TV  Clarksburg;  WTAP 
Parkersburg,  all  West  Virginia; 
KDKA-TV  Pittsburgh;  WBZ-TV 
Boston;  KYW-TV  Cleveland;  KPIX 
(TV)  San  Francisco;  WJZ-TV  Balti- 
more; WIND-TV  Chicago  (all  West- 
inghouse  stations) ; WNEW-TV  New 
York,  and  WWJ-TV  Detroit  (which 
reported  canceling  top-rated  Wagon 
■Train  to  carry  the  debate). 

WTOP-TV  Washington  was  fed 
the  show  direct,  taped  it  and  showed 
it  several  hours  later.  The  Canadian 
Broadcasting  Corp.  reportedly  did 
this  also.  WCHS-TV  made  a tape 
for  ABC-TV,  part  or  all  of  which 
was  originally  scheduled  to  be 


shown  yesterday  (Sunday)  on  the 
Open  Hearing  program.  NBC-TV 
showed  part  of  the  tape  on  the 
May  5 Today  show,  in  time  for  in- 
clusion in  Sen.  Morton’s  equal 
time  demand. 

Faster  than  Telegraph  ■ Sen.  Mor- 
ton apparently  announced  his  wires 
of  demand  for  equal  time  before  he 
sent  them.  Late  Thursday  some  of 
the  stations  that  carried  the  Hum- 
phrey-Kennedy program  had  not 
yet  received  the  demand,  and  those 
that  were  aware  of  it  said  they 
were  studying  the  situation. 

Mutual’s  president,  Robert  Hur- 
leigh,  advised  Sen.  Morton  the  net- 
work would  make  equal  time  avail- 
able “as  a matter  of  fairness”  for 
a rebuttal  from  the  “opposition  party 
leader  or  majority  spokesman.” 

NBC  pointed  out  that  it  felt  its 
obligation  for  equal  time  extended 
only  to  other  candidates  for  the 
Democratic  nomination  for  the 
Presidency.  It  added  that  it  had  a 
policy  of  fairness,  apart  from  the 
limitations  of  Sec.  315,  but  felt  that 
policy  had  been  satisfied  because 
Vice  President  Richard  Nixon,  the 
principal  Republican  candidate  for 
the  Presidency,  had  appeared  twice 
— on  April  25  and  26 — on  Today 
for  longer  periods  than  the  Hum- 
phrey-Kennedy debate  was  shown 
on  that  program. 


Sen.  Morton 


seeking  broadcast  time,  but  a campaign 
booklet  that  was  prepared  on  his  behalf 
suggests  he  has  had  some  difficulties 
with  broadcasters. 

The  booklet  describes  his  three  un- 
successful attempts  at  the  Democratic 
nomination  for  governor  of  Texas  in 
1952,  1954  and  1956  and  says  he  was 
running  against  a “corrupt  political  ma- 
chine . . . which  through  deceptions  and 
evasions,  multiplied  and  extended  by  a 
cynical  skill  in  the  employment  of 
money-hungry  modern  media  of  mass 
communications — big  dailies,  radio-tv, 
magazines,  organized  whispering  cam- 
paigns— had  dominated  the  government 
of  Texas  for  the  better  part  of  a genera- 
tion.” 

Watchdog  History  ■ The  political 
broadcasting  committee,  whose  official 
name  is  the  Subcommittee  on  Freedom 
of  Information,  was  established  last 
September  after  Congress  passed  the 
amendment  liberalizing  Sec.  315. 

But  the  committee  never  got  organ- 


ized. One  deterrent  was  its  Republican 
member,  Sen.  Hugh  Scott  (R-Pa.).  In 
a speech  to  Pennsylvania  newspaper 
publishers.  Sen.  Scott  expressed  grave 
misgivings.  He  said  that  because  the 
Democrats  controlled  two-thirds  of  the 
seats  in  Congress,  the  watchdog  com- 
mittee might  think  it  appropriate  that 
Democrats  receive  a two-to-one  ad- 
vantage over  Republicans  in  access  to 
broadcast  time  (Broadcasting,  Oct.  19, 
1959). 

The  watchdog  committee  was  reacti- 
vated last  February  as  an  official  sub- 
committee of  the  Subcommittee  on 
Communications  of  the  parent  Com- 
merce Committee.  On  April  14  the 
Commerce  Committee  passed  a resolu- 
tion describing  the  watchdog  commit- 
tee’s purposes  and  asking  the  Senate  for 
a $45,000  appropriation. 

The  request  for  the  $45,000  appropri- 
ation now  pends  before  the  Senate  Rules 
Committee.  There  has  been  no  indica- 
tion that  it  will  not  be  approved. 


Adlal  on  free  time 

The  Senate  Commerce  Committee 
hearing  on  a measure  to  grant  free  time 
to  major  presidential  candidates  has 
been  postponed  four  days  to  next  Mon- 
day (May  16)  with  Adlai  Stevenson  as 
first  witness.  The  two-time  Democratic 
candidate  for  President  will  be  followed 
by  Paul  Butler  and  Sen.  Thruston  B. 
Morton  (R-Ky.)  chairmen  of  the  Demo- 
cratic and  Republican  national  com- 
mittees, respectively. 

With  the  hearing  scheduled  to  run  at 
least  through  next  Wednesday  (May 
18),  other  witnesses  will  include  the 
three  tv  networks,  the  National  Assn, 
of  Broadcasters,  American  Civil  Liber- 
ties Union  and  members  of  Congress 
with  other  “name  witnesses”  possible. 

The  bill  (S.  3171)  would  require  tv 
networks  and  stations  to  give  an  hour 
weekly  to  each  of  the  presidential  nomi- 
nees of  the  major  political  parties  for 
the  last  eight  weeks  of  the  campaign 
preceding  elections  in  November. 
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WHAT  RACE  FOR  SPACE’  BUMPED 

105  tv  stations  moved  regular  shows  to  take  Shulton’s  one-shot 


Shulton  Toiletries  “fourth  tv  net- 
work”— the  custom-tailored  one  it  put 
together  to  carry  David  Wolper’s  net- 
work-spurned  Race  for  Space  docu- 
mentary (Broadcasting,  March  28) — 
came  out  to  105  stations.  The  program 
was  broadcast  on  all  but  three  of  the 
stations  during  the  week  of  April  24- 
30,  on  most  of  them  in  prime  time. 
The  tab  for  time  came  to  a total  of 
$92,048.50. 

Shulton,  through  its  agency,  Wesley 
Assoc.,  had  asked  stations  to  clear  time 
between  7 and  11  p.m.  for  the  special 
one-hour  broadcast.  For  the  most  part, 
stations  did  Shulton  one  hour  better: 
79  cleared  between  7 and  10  p.m.,  while 
15  cleared  beginning  at  6 or  6:30  and 
11  cleared  beginning  at  9:30  or  later. 

Breakdown  of  the  station  list  shows 
that  the  program  was  carried  by  40 
CBS-TV  affiliates,  34  NBC-TV  affili- 
ates, 25  ABC-TV  affiliates  and  6 inde- 
pendents. 


Many  network  programs  were  pre- 
empted for  the  one-time  Race  for  Space , 
but,  surprisingly,  the  disruption  was 
not  as  serious  to  networks  as  might 
have  been  expected.  Rather,  the  surprise 
was  that  so  many  stations  had  local  or 
other  non-network  time  periods  to  offer 
in  what  is  normally  considered  network 
territory. 

Getting  Shoved  Around  ■ The  show 
pre-empted  most  was  CBS-TV’s  Be 
Our  Guest,  which  goes  on  the  network 
Wednesdays  from  7:30  to  8:30  EDT. 
It  was  bumped  by  at  least  12  stations 
in  favor  of  the  Shulton  documentary. 
But  as  the  show  is  only  one-sixth  spon- 
sored on  the  network  (by  Manhattan 
Shirts)  the  stations  had  little  to  lose 
in  pre-empting  it,  and  the  network  was 
not  in  a position  to  argue  much  against 
it. 

A partial  analysis  of  the  station  list, 
made  by  Broadcasting  through  the 
facilities  of  Broadcast  Advertisers  Re- 


ports monitoring  records,  showed  a 
number  of  unexpected  holes  in  the 
nighttime  network  schedules.  Many  of 
the  stations  have  syndicated  or  other 
non-network  shows  in  prime  time  pe- 
riods that  are  normally  considered 
under  network  option. 

The  biggest  pre-emption  of  a “name” 
show  was  KPRC-TV  Houston’s  mov- 
ing Steve  Allen  in  favor  of  the  Shulton 
program.  Another  NBC-TV  show,  Sat- 
urday night’s  sustaining  World  Wide 
’60,  also  was  a popular  pre-emption 
target. 

For  the  most  part  the  pre-emptions 
were  on  half-hour  network  shows,  in 
many  cases  sharing  the  pre-emption 
with  a syndicated  half  hour.  Three 
other  full-hour  shows  which  turned  up 
in  the  BAR  reports  were  ABC-TV's 
Cheyenne  and  Bourbon  Street  Beat — 
but  the  latter  was  running  delayed  (it’s 
on  the  network  Mondays)  on  an  NBC- 
TV  affiliate  Saturday  nights  instead  of 
World  Wide  ’60. 

Why  Stations  Took  It  ■ Stations  that 
accepted  Race  for  Space  had  consider- 
able incentive  to  do  so.  For  one  thing, 
they  received  100%  of  their  one-time 
hour  rate  for  the  broadcast,  so  the  pre- 
emption was  much  more  profitable  than 
a network  hour — even  a sold-out  one — 
would  have  been.  Shulton  also  offered 
the  second-run  rights  to  the  stations  for 
local  sponsorship,  the  station  keeping 
all  revenues  from  the  repeat.  In  return, 
stations  gave  Shulton  an  agreed-upon 
number  of  spots. 

But  Shulton  got  a good  deal,  too.  It 
achieved  nation-wide  clearance  and 
much  subsidiary  promoting.  The  sta- 
tions promoted  the  show  vigorously; 
an  authoritative  estimate  was  that  sta-  j 
tions  allotted  35  to  50  on-air  promos 
to  the  show,  each  mentioning  the  Shul-  ! 
ton  name.  And,  of  course,  Shulton  j 
had  the  spot  schedule  in  return  for  re-  ! 
peat  rights. 

Another  advantage  to  Shulton  was  j 
the  ability  to  choose  both  the  stations 
and  time  periods  in  a market  (the  J 
Wesley  agency  said  most  stations  con- 
tacted came  through  with  an  offer  of 
four  or  five  time  spots). 

The  task  of  clearing  the  stations  and 
negotiating  the  subsidiary  elements  I 
was  handled  by  Charles  Amory,  ac- 
count executive  on  Shulton  at  Wesley  ; 
Assoc. 

Originally,  Shulton  tried  several 
times  last  fall  and  winter  to  find  a net-  | 
work  time  slot,  but  failed. 


Realism  at  the  depot  ■ That’s  per- 
haps the  best  way  to  describe  two 
new  commercials  completed  by 
Westinghouse  Electric  Corp.  for 
showing  on  the  Desilu  Playhouse 
programs. 

Using  a row  of  freight  cars  full  of 
appliances  as  a backdrop,  the  client 
ran  sales  personality  Betty  Furness 


through  her  paces  at  its  new  supply 
depot  in  Columbus,  Ohio.  Out  of  a 
full  day’s  shooting  came  two  90- 
second  spots,  stressing  to  consumers 
and  dealers  the  advantages  of  direct 
shipments  from  the  depot. 

The  new  400,000  square  depot 
was  opened  for  full  operation  April 
18  and  is  now  in  regular  use. 
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WASHINGTON,  D.C. 

proudly  announces  the  addition  of 

AMERICAN  AIRLINES' 
“MUSIC  ’TIL  DAWN 

midnight  to  6 A.M.-7  days  weekly 

to  its  ever  increasing  list  of 
distinguished  local,  regional 
and  national  accounts 

^presented  nationally  by  John  Blair  t Co. 
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PURE  PUREX  ADS 
Soap  company  adopts 
ad  honesty  policy 

Concern  over  exaggerated  advertis- 
ing claims,  especially  in  the  highly 
competitive  field  of  soaps,  detergents 
and  bleaches,  has  led  Purex  Corp.  to 
adopt  a policy  of  scrupulous  honesty 
in  its  own  advertising.  The  policy  has 
been  put  into  writing  and  circulated 
to  everyone  concerned  with  the  prepa- 
ration of  Purex  ads. 

Noting  that  “to  achieve  a competitive 
advantage,  advertising  has  sought  to 
magnify  unimportant  differences,  has 
resorted  to  the  lever,  tricky  product 
promises,  has  claimed  more  and  more 
unbelievable  benefits,”  the  Purex  state- 
ment points  out  that  “as  a result,  con- 
sumer belief  in  the  honesty  and  sin- 
cerity of  advertising  claims  has  declined 
in  the  past  few  years  and  in  our  opin- 
ion is  becoming  a serious  problem. 

“Purex  management  is  concerned 
selfishly  because  we  recognize  that  with- 
out a justifiable  confidence  in  the 
honesty  and  sincereity  of  an  advertis- 
ing message,  the  value  of  that  message 
in  selling  our  products  is  heavily  dis- 
counted,” the  company  declares. 

“The  cost  of  delivering  advertising 
messages  has  climbed  terrifically  in  the 
past  10  years.  To  contribute  to  still 
higher  costs  through  the  loss  of  con- 
sumer confidence  in  our  advertising 
messages  is  unforgivable.” 

The  Purex  policy  on  advertising 
claims  and  promises  reads: 

“Purex  advertising  shall  not  claim 
nor  promise  by  implication  any  prod- 
uct performance  or  characteristic  which 
is  not  fully  supported  by  evidence  sup- 
plied by  laboratory  research,  consumer 
research,  or  similar  factual  information. 
In  simple  language:  ‘Keep  it  honest.’ 

“This  means  Purex  advertising  must 
not  make  use  of  the  legal  but  dishonest 
device  of  the  ’hedge’  and  the  ‘weasel’ 
by  which  displayed  promises  or  claims 
are  legally  discounted  in  fine  type  with 
the  expectation  they  will  be  overlooked 
by  the  casual  reader. 

“In  tv  commercials  it  means  that 
visual  demonstrations  will  be  real  ones 
within  the  time  limits  of  the  commer- 
cial. If  because  of  these  limits  demon- 
strations must  be  cut  to  a beginning 
and  an  ending,  the  audio  must  explain 
the  fact  if  it  is  not  obvious  to  the 
viewer. 

“Comparative  claims  for  Purex  prod- 
ucts must  be  clearly  supported  by  re- 
search laboratory  tests  vs.  competitive 
products.  Such  tests  are  not  to  be  made 
against  inferior  brands,  but  against  the 
best  competitive  product  on  the  market. 

“Purex  advertising  should  tell  its 
product  story  so  clearly,  honestly,  and 
believably  that  the  consumer  will  rec- 


New to  tv-radio  ■ Calgon  Co., 
Pittsburgh,  will  introduce  its  new- 
est product,  Calgon  Bouquet,  in 
selected  markets.  Announcement 
last  week  said  that  spot  radio  and 
tv  will  be  used  along  with  news- 
papers. New  line  is  companion  to 
Calgon  water  conditioner  and  Cal- 
gonite  for  electric  dishwashing. 
Calgon  Bouquet  is  a scented  pow- 
der to  soften  water  for  a relaxing 
bath  “with  never  a bathtub  ring,” 
shampooing,  shaving  and  wash- 
bowl laundering.  Test  marketing 
was  undertaken  in  Spokane  and 
Seattle  with  much  of  its  success 
attributed  to  this  packaging  which 
features  a glamour  cover  girl  on 
a pink,  foil-wrapped  container. 
Ketchum,  McLeod  & Grove  is 
agency. 


ognize  it  as  a sincere  message  deserv- 
ing her  confidence. 

“This  applies  not  only  to  advertising 
in  broadcast  and  print  media,  but  also 
to  package  copy.  It  also  applies  to  such 
exaggerated  product  claims  as  imply 
virtues  that  may  be  legally  defensible 
but  realistically  untrue. 

“The  test  of  whether  anything  is  per- 
missible in  advertising  copy  under 
Purex’s  policy  is  to  ask : ‘Is  it  the  truth? 
Are  we  being  strictly  honest  or  are  we 
tricking  the  consumer  into  believing 
something  for  which  there  is  no  basis 
in  fact?’  ” 

Esty’s  Simpson  wins 
Silver  Nail  award 

Harold  B.  Simpson,  William  Esty  Co.; 
Louis  J.  Nelson,  Wade  Adv.,  and  Gene- 
vieve Lemper,  Foote,  Cone  & Belding, 
were  honored  timebuyers  last  week. 

Mr.  Simpson,  timebuyer  at  Esty,  was 
presented  the  Silver  Nail  Timebuyer  of 


the  Year  Award;  Mr.  Nelson,  vice  pres- 
ident and  marketing  director  at  Wade, 
the  Gold  Key  Award  and  Miss  Lemper, 
chief  timebuyer  at  FC&B’s  Chicago 
office  named  Chicago  Timebuyer  of  the 
Year.  The  latter  award  was  established 
this  year  in  the  annual  advertising 
awards  (for  outstanding  contributions 
to  advertising)  sponsored  by  the  Station 
Representatives  Assn. 

Last  week’s  winners  were  announced 
at  luncheons  in  New  York  and  Chicago. 
The  events,  including  the  reading  of  an 
address  by  FTC  Chairman  Earl  W. 
Kintner  (see  page  60),  were  broadcast 
by  closed-circuit  from  New  York  to 
Chicago. 

Winners  were  selected  following  sub- 
mission of  nominations  by  an  awards 
committee  and  secret  balloting  of  SRA 
members.  The  Silver  Nail  Award  was 
established  in  honor  of  Frank  Silver- 
nail,  retired  BBDO  executive  and  the 
first  recipient  of  the  award. 

Mr.  Simpson  joined  Esty’s  media  de- 
partment in  1949.  Mr.  Nelson,  who 
started  with  Wade  in  1935  as  a time- 
buyer,  was  elected  to  his  current  post 
in  February  1959.  Miss  Lemper  has 
been  with  FC&B  for  33  years  and  has 
been  associated  with  such  shows  as 
Bob  Hope’s  Pepsodent  program,  the 
original  Amos  ’n’  Andy  Show  and  has 
been  a long-time  consultant  to  many 
station  managers  throughout  the  Mid- 
west. 

Ad  freedom  threats: 
taxes  and  censorship 

Censorship  and  taxation  pose  threats 
to  freedom  of  speech,  especially  adver- 
tising, and  endanger  the  entire  demo- 
cratic process  according  to  C.  James 
Proud,  president  and  general  manager 
of  Advertising  Federation  of  America. 

Addressing  the  National  Editorial 
Assn.  May  6 in  Atlanta,  he  said  state 
and  federal  bureaus  are  whittling  away 
at  basic  American  rights.  NEA  held  its 
diamond  jubilee  convention  last  week. 

Mr.  Proud  cited  the  Internal  Revenue 
Service’s  rule  holding  expenditures  for 
advertising  dealing  with  pending  legis- 
lation no  longer  deductible  as  business 
expenses  though  the  rule  had  been 
ignored  for  decades.  Federal  Power 
Commission,  he  recalled,  disallowed  ex- 
penditures for  institutional  advertising 
by  private  utilities  as  a factor  in  fixing 
rates.  And  a year  ago,  he  reminded, 
the  U.  S.  Supreme  Court  decided 
money  spent  by  a firm  to  defeat  legis- 
lation threatening  its  business  life  was 
not  a deductible  business  expense. 

The  answer  is  remedial  legislation, 
Mr.  Proud  said.  Among  bills  is  HR 
7123  allowing  funds  spent  to  support 
or  oppose  legislation  to  be  deducted  as 
a business  expense.  He  added  this  list 
of  business  situations  where  the  right 
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FRONT  LINE 

of  the  WSB-TV  news  team 


Poised  here  before  White  Columns  are  the 
men  and  mobile  units  that  provide  viewers 
with  the  most  complete  local  and  regional 
television  news  coverage  in  Georgia. 

Cars  shown  are  equipped  with  2-way 
short-wave,  mobile  telephones,  police  radio. 
Complete  mobile  unit  is  pictured  right.  A 
helicopter  is  on  call.  Magnetic  sound  cam- 
eras are  used. 

When  an  alleged  attempt  was  made  to 
bribe  a Fulton  County  grand  jury  foreman, 
a concealed  WSB-TV  cameraman  filmed  the 
actual  passing  of  money.  For  this  filmed 
story  WSB-TV  has  just  received  the  Asso- 
ciated Press’  highest  news  award  for  Geor- 
gia in  1959 — “Superior”  in  general  news. 


This  station  also  was  awarded  the  AP 
“Superior”  for  news  features — the  staff- 
produced  “One  in  a Million”  that  document- 
ed Atlanta’s  reaching  a million  population 
being  the  winner. 

With  seven  local  newscasts  daily,  in  ad- 
dition to  regular  network  news,  WSB-TV 
is  THE  news  station  of  Georgia.  Audience 
ratings  are  consistently  higher  than  for  any 
other  Atlanta  tv  outlet. 

ATLANTA'S 

WSB-TV 

CHANNEL  2 


Affiliated  with  The  Atlanta  Journal  and  Constitution.  NBC  affiliate.  Represented  by  Petry.  Associated  with  WSOC/WSOC-TV,  Charlotte;  WHIO/WHIO-TV,  Dayton. 
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Ever  wish  you  could  get  in  there  and  do  the  whole  job  yourself? 
Then  you’d  get  what  you  want;  then  it  would  come  out  right.  But  you  can’t 
do  it  all  yourself.  And  at  WLAC-TV  you  don't  have  to.  We  learned  a long 
time  ago  we  needed  the  right  people — on  the  mike,  at  the  camera,  behind  the 
desk — to  do  the  job  the  way  it  should  be  done.  Having  the  right  people  is 
one  way  WLAC-TV  wins  so  many  awards — and  audiences.  vSp . of  course. 


the  “way”  station 


to  the  central  souti 


nashville 


Ash  any  Katz  man — he'll  show  you  the  way! 


Robert  M.  Rriischle,  General  Sales  Manage 


T.  B.  Baker,  Jr.,  Executive  Vice-President  and  General  Manager 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television 

network  shows 

for  each 

1 

Hill 

day  of  the  week  April  30-May  4 as  rated  by 
Instant  ratinas  of  America  Research  Bureau. 

the  multi-city 

Arbitron 

Date 

Program  and  Time 

Network 

Rating 

Thur.,  April  28 

Untouchables  (9:30  p.m.) 

ABC-TV 

30.5 

Fri.,  April  29 

Black  Saddle  (10:30  p.m.) 

ABC-TV 

21.6 

Sat.,  April  30 

Gunsmoke  (10  p.m.) 

CBS-TV 

28.1 

Sun.,  May  1 

What's  My  Line?  (10:30  p.m.) 

CBS-TV 

23.0 

Mon.,  May  2 

June  Allyson  (10:30  p.m.) 

CBS-TV 

20.9 

Tue.,  May  3 

Red  Skelton  (9:30  p.m.) 

CBS-TV 

22.5 

Wed.,  May  4 

Wagon  Train  (7:30  p.m.) 

Copyright  1960  American  Research  Bureau 

NBC-TV 

25.0 

to  advertise  is  threatened:  Denial  of 
the  right  to  deduct  dealers’  advertising 
allowances  prior  to  reckoning  the  base 
for  manufacturers’  excise  taxes;  state 
or  federal  rules  forbidding  members  of 
some  legitimate  businesses  or  profes- 
sions to  advertise  their  services;  con- 
tinuous and  increasing  postal  rate  dis- 
crimination against  advertising  content 
of  magazines,  newspapers  and  direct 
mail  users;  restrictions  on  billboard  ad- 
vertising located  on  federal-aid  high- 
ways. 

THE  FARM  MARKET 

Admen  study  means 
to  liven  rural  self 

If  you  worked  in  agency  media  and 
had  $500,000  to  spend  on  a marketing 
campaign  to  introduce  a new  product  to 
the  farm  market,  what  would  be  your 
recommendations  and  reasons? 

That  was  the  question  posed  to  an 
agency  panel  at  a marketing-advertising 
seminar  conducted  last  Monday  by  the 
Chicago  Area  Agricultural  Adv.  Assn. 
The  panelists:  George  Riedle,  Needham, 
Louis  & Brorby;  Carl  Stoddard,  Bert  S. 
Gittins  Adv.,  and  Cecil  Barger,  Comp- 
ton Adv.,  with  Earl  Hodgson,  of  Au- 
brey, Finlay,  Marley  & Hodgson,  pre- 
siding as  moderator. 

Tackling  the  hypothetical  question, 
Mr.  Riedle  cited  a product  on  the  mar- 
ket for  two  years  but  not  actively  mer- 
chandised, with  the  spring  of  1961  set 
for  the  first  concerted  consumer  adver- 
tising drive  in  the  Midwest  and  parts  of 


the  East  and  Southwest. 

Radio  (five-minute  programs  five 
weekly)  would  be  used  on  about  3 1 sta- 
tions the  first  13  weeks  for  its  impact 
and  dealer  tiein  (awareness  of  dealers), 
commanding  about  $97,800  in  expendi- 
tures. Mr.  Riedle  gave  this  breakdown 
among  media:  (Eastern)  radio  24%, 
local  print  35%  and  national  print  41%; 
(Midwest)  radio  35%,  local  print  35% 
and  national  print  30% ; (Southwest)  no 
radio. 

Aside  from  Mr.  Riedle,  media  super- 
visor at  NL&B  for  the  Massey-Fergu- 
son,  Kraft  Industrial  Feeds  and  Cum- 
mins Engine  accounts,  other  panelists 
recommended  mostly  other  media,  with 
Mr.  Stoddard  describing  the  advantages 
of  co-op  tv  for  dealers. 

Closing  speaker  was  Sam  Schneider, 
account  executive  at  CBS  Radio  Spot 
Sales,  Chicago.  Discussing  five  different 
concepts  in  advertising  and  distribution, 
he  claimed  that  “we  in  broadcast  media 
are  not  telling  our  story  as  well  as  we 
should."  He  scored  lack  of  information 
on  the  part  of  those  who  favor  other 


media  strategy  (on  an  earlier  panel)  and 
felt  that  elsewise  the  “personal  sell”  of 
the  farm  broadcaster  would  have  been 
“more  evident.”  He  suggested  that  agen- 
cy media  people  strive  for  closer  “em- 
pathy” with  the  farmer  in  molding  ad- 
vertising campaigns  designed  to  sell 
them  on  given  products,  such  as  exists 
between  the  farm  broadcaster  and 
American  farmers. 

Advertising  credited 
for  company’s  success 

The  $60  million  worth  of  business 
the  Riviera  Convertible  Sofa  Bed  Co. 
has  done  in  its  six  years  of  operation  is 
a testimony  to  the  “very  real  value  of 
advertising,”  Dave  Siegel,  vice  presi- 
dent in  charge  of  advertising,  told  the 
Hollywood  Ad  Club  Monday  (May  2). 
He  presented  awards  to  four  Los  An- 
geles tv  stations — KRCA  (TV),  KTLA 
(TV),  KTTV  (TV)  and  KCOP  (TV)— 
in  gratitude  for  the  help  they  have  given 
Riviera  over  the  years.  Also  cited  were 


THE  COFFEE  VS.  TEA  TV  BATTLE 


Television  is  apparently  coffee’s 
"dish  of  tea” — and  the  tea  industry’s 
tool. 

Data  released  last  week  by  the  Tele- 
vision Bureau  of  Advertising  indicates 
that  tv  was  the  number  one  advertising 
medium  for  the  coffee  industry  in  1959 


with  gross  billing  of  almost  $35  million, 
while  investment  by  tea  companies  rose 
to  almost  $9  million,  an  increase  of 
7.2%  over  1958. 

TvB  also  disclosed  tv  investments  by 
soft  goods  companies  (clothing,  foot- 


wear and  hosiery)  rose  by  33%  over 
1958  to  a record  $22.9  million  in  1959, 
while  manufacturers  of  camera  and 
photo  supplies  made  tv  their  leading 
advertising  medium  last  year,  spending 
more  than  $10.2  million,  an  11.5% 
jump  over  1958. 


They  take  tv  for  tea 

Spot 

Network 

Total 

Lipton 

$2,181,540 

$1,885,439 

$4,066,979 

Tenderleaf 

120,010 

1,275,047 

1,395,057 

Tea  Council 

974,150 

974,150 

Soft  goods  tv  spending 

Network* 

Spot** 

Total 

International  Latex 

4,940,310 

4,940,310 

United  Merchants  & Mfr. 

3,840,970 

3,840,970 

I.  E.  duPont  de  Nemours. 

1,760,361 

327,910 

2,088.271 

Exquisite  Form  Brassiere 

1,507,730 

1,507,730 

Kayser  Roth  Hosiery 

645,821 

756,210 

1,402,031 

International  Shoe 

35,510 

966,700 

1,002,210 

Maiden  Form  Brassiere 

813,550 

813,550 

Phillips-Van  Heusen 

723,512 

43,010 

766,522 

U.  S.  Rubber 

‘ 603,460 

603,460 

Manhattan  Shirt 

487,504 

21,140 

508,644 

* Source:  LNA-BAR,  released  by  TvB 
**  Source:  TvB-Rorabaugh 
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Coffee  breaks  on  tv 


Spot** 

General  Foods 

$7,801,150 

Standard  Brands 

1,730,620 

J.  A.  Folger 

3,722,440 

Nestle  Co. 

1,199,330 

Hills  Bros.  Coffee 

1,125,760 

M.  J.  B.  Co. 

1,328,670 

Paxton  & Gallagher 

1,203,660 

Duncan  Coffee 

1,093,070 

Wm.  B.  Reily  & Co. 

1,067,650 

Chock  Full  0 Nuts 

869,630 

What  the  photo  companies  spent 

Network* 


$5,136,967 

1,716,474 

588,113 

598,978 


523,777 

* LNA-BAR,  Released  by  TvB 

* TvB-Rorabaugh  . 


Eastman  Kodak 

Polaroid 

Bell  & Howell 

General  Aniline  & Film  (Ansco) 
Revere  Camera 

General  Electric  (flash  bulbs) 


Network* 

$5,592,184 

2,364,104 


1,210,136 

873,699 


Spot** 

$107,470 


205,300 

28,730 

573,880 


Total 

$13,330,334 

4,094,724 

3,722,440 

2,409,466 

1,999,459 

1,328,670 

1,203,660 

1,093,070 

1,067,650 

869,630 


Total 

$5,244,437 
1,716,474 
793,413 
627,708 
, 573,880 

523,777 
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Another  speechless  tv  spot 


The  Ford  Dealers  Advertising 
Assn,  of  Southern  California,  the  as- 
sociation’s advertising  agency,  J.  Wal- 
ter Thompson,  Los  Angeles,  and 
Playhouse  Pictures,  who  last  year 
gave  the  Ford  dog  his  chance  as  re- 
gional tv  auto  salesman,  only  to  have 
him  adopted  as  Ford’s  national  tv 
spokesman,  hope  they  have  done  it 
again. 

A new  animated  tv  commercial 
which  the  dealers’  group  launched 
late  last  month  on  23  tv  stations  in 
Arizona  and  Nevada  as  well  as 
Southern  California  is  as  far  out  as 
the  Ford  dog  was  when  he  made  his 
tv  debut.  Perhaps  even  farther  out. 
For  in  this  one-minute  tv  spot  the 
name  of  the  sponsor  is  never  spoken. 
It  is  seen  but  not  heard. 

The  only  words  spoken  in  the  full 
length  of  the  commercial  come 
towards  its  end,  when  the  woman 
who  left  the  room  at  the  start  of 
the  spot  returns  and  asks:  “Did  I 
miss  anything,  dear?”  The  man  re- 
plies: “Just  the  commercial.”  And 
that’s  all  the  talk  there  is.  The  usual 
announcer  with  his  hard  or  soft  sell 
is  conspicuously  absent. 


The  lack  of  sound  is  made  up  for 
in  action.  The  commercial  opens  with 
a couple  watching  a movie  on  tv. 
The  picture  on  their  set  fades  and 
the  wife  rises  and  leaves  the  room.  A 
young  and  lissome  damsel,  reminis- 
cent of  the  flappers  of  the  1920’s  ap- 
pears on  the  tv  screen.  She  then 
steps  out  of  it  to  move  hubby  out  of 
his  easy  chair  and  make  him  part  of 
the  chorus  line  of  similarly  young 
and  lissome  girls  who  dance  before 
background  signs  that  blazon  the 
command  to  “Buy  a Ford  ...  at 
your  dealer.” 

The  dance  ends  and  hubby  returns 
to  his  chair  as  his  tv  set  shows  only 
the  unadorned  name  of  the  sponsor, 
“Ford.”  His  wife  comes  back  in;  the 
dialogue  quoted  above  is  spoken; 
the  film  on  the  couple’s  set  resumes 
and  the  spot  ends. 

Bill  Melendez  of  Playhouse  Pic- 
tures directed  the  cartoon  commer- 
cial; Chris  Jenkyns  wrote  the  story 
and,  with  Sterling  Sturtevant,  did  the 
design.  Bob  Carlson  and  Herman 
Cohen  were  the  animators  and  Byron 
Kane  and  Ginny  Tyler  supplied  the 
male  and  female  voices. 


the  city’s  four  metropolitan  newspapers. 
A special  award  was  given  to  the  Cali- 
fornia Newspaper  Publishers  Assn, 
which  represents  all  the  community 
newspapers  used  by  Riviera. 

In  the  year  ahead,  Riviera  will  spend 
$ 1 million  in  advertising,  using  all  seven 
Los  Angeles  tv  stations,  the  four  metro- 
politan newspapers  plus  some  50 
others,  and  will  add  radio.  Now  operat- 
ing 39  showrooms  in  California,  Riviera 
plans  to  expand  throughout  the  West, 
then  to  become  a national  distributor 
of  its  own  products,  Mr.  Siegel  said. 

Regal  says  its  barter 
is  now  ‘legitimate’ 

Barter  has  been  considered  a “dirty 
word.”  But  is  it — and  has  it  been  “ille- 
gitimate?” Regal  Adv.,  New  York,  an 
agency  which  has  specialized  in  this 
business  technique  for  many  years,  has 
asserted  that  barter,  as  implemented  by 
many  of  its  practitioners  contravenes 
regulations  of  the  FCC  which  ban 
brokerage  of  time.  But  Regal  Adv.,  a 
spokesman  said,  henceforth  will  operate 
what  it  calls  “legitimate  barter.” 

Stanley  Grayson,  newly-appointed 
executive  vice  president  and  general 
manager  of  Regal,  claims  that  FCC 
rules  are  violated  when  a company  gives 
films  or  equipment  to  a station  in  re- 
turn for  a certain  amount  of  time  and 
then  re-sells  the  time  to  an  advertiser. 
The  barter  company  in  this  instance,  he 
claims,  is  serving  as  a principal  in  the 
transaction. 

Regal,  according  to  Mr.  Grayson,  will 
serve  as  an  agent  for  a group  of  its 
clients.  It  will  make  available  film  or 
merchandise  to  a station  that  is  valued 
at  $100,000  for  example.  The  transac- 
tion with  the  station  will  prescribe  that 
for  this  $100,000,  the  station  will  make 
available  $400,000  worth  of  time.  (Mr. 
Grayson  estimates  that  stations  grant 
250%  to  400%  the  value  of  product 
in  time,  depending  on  the  local  com- 
petitive situation,  with  multi-station 
markets  allocating  the  larger  amounts). 
Under  Regal’s  plan,  the  station  actually 
grants  $472,000  in  time,  including 
17.25%  for  agency  commission.  Regal 
turns  over  the  entire  $472,000  in  time  to 
a group  of  its  clients.  Regal’s  payment 
will  be  $100,000  for  the  value  of  the 
merchandise  or  film  product  given  the 
station  and  a 15%  commission  on  the 
$400,000  order,  or  a total  of  $160,000. 
Mr.  Grayson  stressed  that  by  this  pro- 
cedure, Regal  is  acting  as  an  agent  for 
the  advertisers  and  not  as  a principal  in 
the  transaction. 

Regal  represents  clients  which  have 
been  active  in  barter.  They  include  Ex- 
quisite Form  Brassieres  and  other  com- 
panies associated  with  Exquisite  Form, 
such  as  Silf-Skin  (girdles)  and  Magic 
Lady  undergarments. 


■ Business  briefly 

Time  Sales 

All  the  answers  ■ The  Christian  Her- 
ald, through  Bertram  J.  Hauser  Adv., 
Short  Hills,  N.J.,  buys  Mutual’s  Dr. 
Poling  Answers  (Sunday,  6:15-6:30 
p.m.  EDT).  Dr.  Daniel  A.  Poling,  edi- 
tor of  the  Christian  Herald,  answers 
questions  submitted  by  listeners. 

'Tall'  order  ■ R.J.  Reynolds  Tobacco 
Co.  signed  half-sponsorship  of  Tall 
Man,  new  western  series  starting  next 


fall  on  NBC-TV  (Sat.  8:30-9  p.m. 
NYT).  Set  in  New  Mexico  in  the 
1870’s  the  series  stars  Barry  Sullivan 
as  Deputy  Sheriff  Pat  F.  Garret.  Agen- 
cy: William  Esty  Co.,  N.Y. 

Saturation  point  ■ Melnor  Industries 
(garden  accessories),  Moonachie,  N.J., 
which  started  its  $500,000  national  tv 
spot  campaign  April  15  in  major  south- 
ern and  southwest  cities,  May  1 moved 
into  top  markets  in  northern  half  of 
U.S.  Saturation  schedules  run  from  six 
to  eight  weeks  in  each  market.  Similar 
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Interview 


President  of  Dr  Pepper  tells  why  he  recommends 


time  on  WLW  Television  and  Radio  Stations. 


“The  5 WLW  Television  Stations 
and  WLW  Radio  offer  that  great 
big  number  one  desirability — 
AUDIENCE  COVERAGE!” 


famous  Crosley  Group  reaches 
over  9 states  and  6.5  million 
homes— giving  advertisers  one  of 
the  best  buys  and  biggest 
markets  of  all  ‘time’.” 


“So  to  doctor  and  pep  up  your 
sales,  just  leave  it  to  Crosley 
Broadcasting  Cooperation— as  we 
call  it.  Because  the  WLW  Stations 
sure  give  complete  cooperation 
to  advertisers!” 


Call  your  WLW  Stations’  Representative... you’ll  be  glad  you  did!  The  dynamic  WLW  Stations... 


Crosley  Broadcasting  Corporation,  a service  of  Avco 
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(Feb.-Mor.  '60  Hooper) 


Call  Hollingbery  or  Kettell-Car- 
ter  for  rates  and  availabilities 


Ad  Creation  ■ John  Weber  (r),  tv  in  creating  consumer  awareness  of 
D’Arcy’s  radio-television  creative  a food  product — in  the  D’Arcy 
department,  talks  about  the  role  ot  radio-tv  studio. 


‘Advertising  at  work’  seminar 


schedules  will  run  on  Canadian  Broad- 
casting Co.  starting  May  15.  Agency: 
Smith-Greeland  Co.,  N.Y. 

Time  and  again  ■ Watchmakers  of 
Switzerland,  claiming  impressive  retail 
results  from  current  13-week  radio 
schedule  in  30  markets  (using  more 
than  one  station  in  about  half  of  them), 
is  considering  expanded  station  line-up 
for  new  buy  in  fall.  Many  stations 
backed  up  present  schedule  with  special 
merchandising-promotion  plans.  Watch- 
makers’ agency  is  Cunningham  & 
Walsh.  N.Y. 

'Wells  Fargo'  renewed  ■ American 
Tobacco  Co.  (Pall  Mall  Cigarettes)  has 
renewed  NBC-TV’s  Tales  of  Wells  Far- 
go for  the  1960-61  season  (Mon.  8:30- 
9 p.m.  NYT).  The  sponsor  has  been  as- 
sociated with  the  western  series  since  it 
began  on  NBC-TV  in  March  1957. 
Agency:  Sullivan,  Stauffer,  Colwell  & 
Bayles  Inc.,  N.Y. 


Pair  for  'Bachelor'  ■ American  Tobac- 
co  Co.  (Lawrence  G.  Gumbinner  Adv.)  I 
and  Whitehall  Labs  Div.  of  American  ji 
Home  Products  Corp.  (Ted  Bates)  will  j 
repeat  their  joint  sponsorship  next  sea-  In 
son  of  NBC-TV’s  Bachelor  Father 
(Thurs.  9-9:30  p.m.  EDT).  American’s 
purchase  is  for  dual-filter  Tareyton  Cig- 
arettes. Starring  John  Forsythe,  the 
series  is  a Bachelor  Production  filmed 
at  Revue  Studios  in  Hollywood  with 
Robert  Sparks  as  executive  producer  I 
and  Everett  Freeman  as  producer.  I 

Kelly  in  color  repeat  ■ Pontiac  Div.,  fl 
General  Motors  Corp.,  Detroit,  will  ■ 
offer  a video  taped  repeat  performance 
of  “The  Gene  Kelly  Show’’  on  NBC-  ] 
TV’s  Pontiac  Star  Parade  May  13  (Fri.  1 
10-11  p.m.  EDT).  The  special  full-hour 
colorcast  was  previously  seen  on  CBS-  I 
TV,  April  24,  1959.  Guests  in  the 
musical  revue  include  Carl  Sandburg,  j 
three  European  ballerinas  and  Liza  : 


There’s  a new  generation  of  ad- 
vertising men  and  women  cut  out  for 
agency  ranks — and  D’Arcy  Adv.  Co. 
is  doing  its  part  to  prepare  students 
for  full-fledged  careers. 

The  agency  recently  initiated  an 
“Advertising  at  Work”  program  in 
cooperation  with  the  advertising  fac- 
ulty of  the  U.  of  Missouri  School  of 
Journalism.  D’Arcy  invited  34  mem- 
bers of  the  undergraduate  chapters 
of  Alpha  Delta  Sigma  and  Gamma 
Alpha  Chi  to  spend  a day  at  the 
agency.  The  purpose:  to  provide  in- 
sight into  D’Arcy’s  own  job  of  cre- 
ating readable,  believable  campaigns 


that  sell  products  and  services  of 
clients. 

A feature  of  the  day’s  program, 
which  included  a tour  of  the 
agency’s  radio-tv  studios  and  other 
facilities,  was  a series  of  mock  meet- 
ings between  account  executives  and 
advertisers. 

D’Arcy  followed  up  with  a media 
relations  seminar  for  17  salesmen 
from  radio-tv  station  representative 
firms  and  local  St.  Louis  stations. 
The  seminar  marked  the  11th  in  a 
series  of  such  meetings  between 
agency  and  media  people  with  an 
eye  towards  advertising's  future. 


WSPR 

1000  WATTS  1270  KC 

SPRINGFIELD,  MASSACHUSETTS 


°SPRINGFIELD 

MASSACHUSETTS 

Metropolitan  Market 

O AND 

19%  MORE 

than  ail  other  7 
stations  lumped  together! 
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Now  FARGO  is 

No.  1 in  the  U.S.A., 

for  retail  sales  per  family! 


We’ve  been  telling  you  for  years  that  our 
hayseeds  in  the  fabulous  Red  River  Valley  are 
big  earners,  big  spenders. 

Now  every  issue  of  SRDS  points  out  that  Fargo  has  the 
TOP  position  among  all  American  cities,  for  retail  sales 
per  household.  The  national  average  is  $3,944  per  house- 
hold ...  as  compared  to  Fargo’s  whopping  $3,970! 

Obviously,  some  of  this  buying  is  done  by  the 
thousands  of  people  who  drive  in  to  Fargo 
from  "all  over.”  But  ALL  these  people  hear 
WDAY  regularly.  Ask  P.G.W.  for  the  facts 
and  figures  on  WDAY’s  really  amazing  place 
in  the  entire  Red  River  Valley! 
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WDAY 

FARGO,  N.  D. 

NBC  • 5000  WATTS 
970  KILOCYCLES 


PETERS,  GRIFFIN,  WOODWARD,  INC., 
Exclusive  National  Representatives 


— more  than  any  other  Boston  TV  station. 
And  look  at  these  other  facts  about  WBZ-TV! 

■ Most  national  advertisers  of  any  Boston  TV  station 

— 193  compared  to  148  for  the  second-place  station. 

■ Most  newscasts  of  any  Boston  TV  station.  ■ Public 
service  programming  — 234  hours  and  12,667  spot 
announcements  contributed  last  year  to  203  chari- 
table projects.  ■ Largest  TV  share  of  audience.* 

■ Most  awards  of  all  Boston  TV  stations.  ■ That’s 
why  IN  BOSTON,  NO  TV  SPOT  CAMPAIGN  IS 
COMPLETE  WITHOUT  THE  WBC  STATION- 


WBZ-TV 

BOSTON 


Represented  by  Television  Advertising  Representatives,  Inc. 

'(g)  Westinghouse  Broadcasting  Company,  Inc.  f£^°J 


: 


LONG  ISLAND  IS  A MAJOR  MARKET! 


THE  GREATER 
LONG  ISLAND  MARKET 

(Nassau-Suffolk) 


MORE  FOOD 
IS  SOLD  ON 
LONG  ISLAND 
THAN  IN 
NEWARK, 
NEW  HAVEN  AND 
NEW  ORLEANS . . . 
PUT  TOGETHER ! 


$764,361,000 


WHLI 

Dominates  the  Major  Long  Island  Market  (Nassau) 
. . . Delivers  MORE  Audience  than  any  other 
Network  or  Independent  Station! 

(Pulse) 


>10,000  WATTS 

WHLI 


HEMPSTEAD 
IONG  ISIANO.  N T. 


AM  1100 
FM  98  3 


w me  of 
Imj  idutui 


Represented  by  Gill  - Peri 


The  business  in  romance 


The  U.S.  bridal  market  in  1958 
created  a tv  set  retail  market  of 
$185  million,  or  17%  of  the  total 
industry  sales,  according  to  a com- 
prehensive profile  of  the  bridal  mar- 
ket prepared  at  BBDO,  New  York. 
The  report  on  television  sales  adds 
that  65%  of  the  brides  in  1958  ac- 
quired a tv  set  by  the  time  of  their 
wedding  day,  at  an  average  retail 
cost  of  $196.99. 

Brides  also  acquire  by  their  mar- 
riage date  a large  share  of  the  total 
number  of  radios  sold  each  year.  In 
1958,  45%  had  purchased  or  re- 
ceived as  a gift  a clock  radio  at  an 
average  cost  of  $37.49,  which  rep- 
resents 34%  of  the  industry’s  $71 
million  sales.  Brides  created  a retail 
market  of  $20  million  for  portable 
radios  the  same  year,  with  34%  of 
the  brides  receiving  portable  radios 
retailing  at  an  average  of  $40.63. 


Table  radios,  the  BBDO  report 
shows,  went  to  45%  of  the  brides 
that  year.  This  created  a retail  mar- 
ket of  $23  million  which,  in  turn, 
represented  ,24%  of  the  total  retail 
industry  sales.  Average:  $35.71. 

The  report  sells  for  $3  and  may 
be  obtained  by  writing  Louis  Kruh, 
marketing  department,  BBDO,  383 
Madison  Ave.,  New  York  17.  It 
gives  sales  breakdowns  for  all  other 
products  considered  popular  in  hope 
chests  or  as  bridal  purchases  and 
gifts.  It’s  pointed  out  that  each  mar- 
riage generates  a demand  for  about 
$15,000  worth  of  goods  and  services 
that  would  not  otherwise  be  bought. 
Beginning  in  1965,  the  number  of 
marriages  will  increase  rapidly,  to- 
taling close  to  2,250,000  by  1970, 
which  compares  with  only  1,445,000 
in  1958,  according  to  BBDO’s  report 
on  the  business  of  romance. 


Minnelli,  daughter  of  Judy  Garland. 
Agency:  MacManus,  John  & Adams, 
Blloomfield  Hills,  Mich. 

Change  network  horses  in  July  ■ 

Plymouth,  sponsor  of  the  Steve  Allen 
Show  on  NBC-TV  (Mon.  10-11  p.m. 
EDT),  which  will  not  return  next  fall, 
has  picked  up  alternate-week  sponsor- 
ship of  the  Garry  Moore  Show  on 
CBS-TV  (Tues.  10-11  p.m.  EDT)  start- 
ing in  July.  Agency:  N.W.  Ayer  & Son, 
Philadelphia. 

Agency  appointment 

■ Arrivals  Ltd.  (Arrivals  Beautiful  Nail 
Color  Wand  polish),  Chicago,  appoints 
The  Caples  Co.  to  handle  its  account. 
The  firm  has  begun  spot  tv  campaign 
utilizing  personalities  in  Chicago  and 
Minneapolis  (about  20  participations 
per  week)  while  continuing  13-week  par- 
ticipations in  NBC-TV’s  Jack  Paar 
Show. 

■ Also  in  advertising 

Bright  decade  ■ Gardner  Adv.,  St. 
Louis,  has  issued  a progress  report  on 
its  last  10  years  which  outlines  its  plans 
for  the  future.  Called  “Moving  Ahead 
into  the  Marketing  Sixties,”  the  bro- 
chure reports  an  increase  of  201%  in 
total  billings  for  Gardner  during  the 
’50s  with  volume  reaching  a record 
high  of  $37,615,484  during  1959.  The 
agency  has  expanded  to  include  375 
employes  and  the  total  outstanding  stock 
is  held  by  99  of  them. 

New  channels  ■ Music  Makers  Inc., 
N.Y.  and  L.A.  is  producing  all  its  com- 
mercials, both  television  and  radio  in 


stereophonic  sound.  The  new  service 
(no  extra  charge)  is  supervised  by  sound 
engineer  Bill  Schwartau,  who  also  serves 
as  producer  and  director.  Before  join- 
ing Music  Makers  he  was  chief  engi- 
neer for  A&R  Recording,  N.Y. 

Rear  guard  ■ The  tv-radio  department 
of  Fletcher  Richards,  Calkins  & Hold- 
en, N.Y.,  has  moved  to  730  Fifth  Ave. 
The  entire  agency  now  has  been  con- 
solidated at  the  pre-merger  address  of 
Bryan  Houston,  Inc.,  except  the  East- 
ern Airlines  account  service  group, 
which  remains  at  10  Rockefeller  Plaza 
near  the  client. 

Transfer  ■ J.  Walter  Thompson  Co., 
New  York,  has  announced  that  it 
will  transfer  its  Consumer  Purchase 
Panel  to  the  Market  Research  Corp.  of 
America  in  the  middle  of  the  year.  The 
panel  method  of  research  is  based  on 
reports  from  thousands  of  families  who 
describe  details  about  their  purchase  of 
products.  A Thompson  spokesman  said 
the  move  was  made  because  the  agency 
feels  that  MRCA  service  has  expanded 
to  the  point  that  subscribers  can  be 
“better  served”  by  MRCA,  while  the 
agency  can  move  into  areas  where  data 
is  not  so  readily  available. 

Best  radio  commercial  ■ Noreen  Inc. 
(temporary  color  hair  rinse  products) 
was  honored  by  Denver  Advertising 
Club  for  best  commercial  in  radio  clas- 
sification of  annual  awards  competition. 
The  commercial  (utilizing  theme,  “Mir- 
ror, mirror,  on  the  wall”)  was  produced 
by  its  agency,  Bradley  Lane  Co.,  that 
city.  Company  also  won  similar  first- 
place  citation  in  magazine  advertising 
category. 
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Represented  Nationally  by 
THE  KATZ  AGENCY,  Inc. 


As  "Baltimore”  as  Row 
and  White  Marble 


. . . that’s  WMAR-TV! 
Baltimoreans  view 
WMAR-TV’s  intensive 
coverage  of  civic  activities 
as  part  of  their  everyday 
living.  WMAR-TV  programs 
more  local  public  service 
features  weekly  than  any 
other  Baltimore  station!  It’s 
no  wonder  Baltimoreans— 
and  Marylanders— look  upon 
WMAR-TV  as  their  station. 


GOVERNMENT  

FCC  SEEKS  PROGRAMMING  POWERS 

It  orders  draft  of  policy  saying  it  can  examine  what’s  on  air 


The  FCC  last  week  told  its  staff  to 
draw  up  a report  which  would  find  that 
it  has  the  authority  and  responsibility  to 
consider  over-all  programming  by 
broadcast  licensees. 

The  action  was  taken  unanimously  by 
all  six  commissioners  at  a special  May  2 
meeting. 

The  instructions  were  given  to  Ash- 
brook  P.  Bryant,  chief  attorney  of  the 
Broadcast  Bureau’s  office  of  network 
study.  He  was  asked  to  submit  a first 
draft  within  six  to  eight  weeks. 

Mr.  Bryant  acted  as  senior  commis- 
sion counsel  during  the  eight-week-long 
public  inquiry  into  programming.  This 
ran  from  Dec.  8,  1959  to  Feb.  1 of  this 
year. 

During  the  hearings  the  commission, 
sitting  en  banc,  heard  almost  100  wit- 
nesses who  made  a record  of  more  than 
5,000  pages  of  transcript.  The  witnesses 
ranged  from  educational  and  religious 
leaders  to  broadcast  representatives. 


Rulemaking  Too  ■ The  commission 
also  last  week  told  its  staff  to  prepare 
a proposed  rulemaking  document  to 
revise  application  forms  which  call  for 
program  information.  This  was  under- 
stood to  be  based  on  the  possibility  that 
new  or  additional  information  on  pro- 
gram categories  or  percentages  may  be 
necessary  in  order  to  carry  out  pro- 
gramming determinations. 

This  rulemaking  will  not  be  issued, 
it  was  understood,  until  the  commission 
thoroughly  hashes  out  just  how  far  it 
should  go  in  putting  overall  program 
surveillance  into  practice. 

The  acceptance  of  responsibility  to 
look  at  overall  programming,  it  was 
pointed  out,  changes  nothing.  This  is 
exactly  what  the  FCC  has  done  since  its 
inception,  it  was  emphasized.  The  com- 
mission has  always  required  applicants 
fbr  original  grants  to  spell  out  program- 
ming proposals  and  for  renewals  to 
itemize  categories  and  percentages  of 


program  types.  These  include  such  cate- 
gories as  entertainment,  sports,  news, 
discussion,  education,  religion,  agri- 
culture. 

It  is  in  this  area,  that  the  commis- 
sion may  split,  it  is  believed. 

Some  commissioners  feel  that  pro- 
gram review  not  only  must  be  con- 
tinued, but  should  be  enlarged.  One 
commissioner  expressed  the  view  that 
something  must  be  done  to  compare 
promise  with  performance. 

This  would  require,  he  observed, 
some  sort  of  an  explanation  from  a 
licensee  where  the  broadcaster  departed 
in  any  significant  degree  from  his  pro- 
posed program  schedule. 

This  was  one  of  the  premises  of  the 
1946  Blue  Book — that  broadcasters  in 
many  instances  had  failed  to  live  up 
to  program  promises. 

Canada’s  new  radio  regulations  re- 
quire that  licensees  follow  program  pro- 
posals— or  secure  permission  from  the 
Board  of  Broadcast  Governors  before 
making  any  major  changes. 

Oppose  “Control”  ■ Other  FCC  com- 
missioners feel  that  there  is  nothing  un- 
toward about  a report  which  holds  that 
the  FCC  has  authority  to  consider  over- 
all programming  but  balk  strenuously  at 
any  hint  of  program  “control.” 

This  viewpoint  was  made  clear  by 
one  commissioner  who  insisted  that  he 
would  oppose  any  activity  that  would 
give  the  FCC  power  to  consider  indi- 
vidual programs — in  any  way  whatso- 
ever. 

The  commission’s  programming  in- 
quiry was  an  outgrowth  of  the  hue  and 
cry  which  resulted  from  the  disclosures 
of  rigged  quiz  shows  and  payola  scan- 
dals. 

Its  purpose  was  to  determine  ( 1 ) 
whether  the  FCC  had  the  authority  to 
consider  programming  as  part  of  its  re- 
sponsibility in  judging  the  public  inter- 
est operation  of  a broadcast  licensee, 
and  (2)  if  so,  how  far  to  go  in  doing 
something  about  it. 

The  commission’s  notice  last  week 
was  in  the  usual  form  of  a short,  one- 
paragraph  notice  of  commission  instruc- 
tions in  a docket  case  (No.  12782).  No 
mention  was  made  as  to  which  com- 
missioners were  present  or  how  they 
voted. 

Leading  broadcasters  agreed  during 
the  program  hearings  that  the  FCC  had 
the  legal  right  to  look  at  programming 
over-all  in  judging  applicants’  charac- 
ters (see  editorial  page  114). 


Prize  winners  ■ Ashbrook  P.  Bryant 
(1),  chief  of  the  FCC’s  network 
study  staff,  and  FCC  attorney  James 
Tierney  last  week  received  $500  cash 
awards  and  special  citations  “for 
outstanding  special  service  per- 
formed in  connection  with  arranging 
for  and  conducting  the  commission 
hearings  on  commission  authority 


over  programming.”  The  cash  prizes 
were  made  by  the  FCC’s  incentive 
awards  committee.  At  about  the 
same  time  Mr.  Bryant  was  instructed 
by  the  FCC  to  prepare  the  draft  of 
a policy  stating  the  FCC’s  extent  and 
application  of  authority  over  general 
programming  practices  in  television 
and  radio. 
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SUMMER:  It’s  the  coolest  time  of  the  year  on  WJW-TV! 
Beginning  in  June,  channel  8 kicks-off  its  exciting  SUMMER 
FILM  FESTIVAL...  a cool  summer  treat  of  the  best  feature 
films  from  Paramount,  Warner  Bros.,  20th  Century  and  United 
Artists.  It’s  a time  for  gigantic  contests  with  prizes  from 
automobiles  to  miniature  poodles.  It’s  a time  when  WJW-TV 
advertises,  publicizes,  and  devises  top  exploitation.  The  price 
is  right  too,  in  fact,  it’s  the  best  time  money  can  buy. 


YOU  KNOW  WHERE  YOU  RE  GOING  WITH 


A STORER  STATION  • REPRESENTED  BY  THE  KATZ  AGENCY 
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PAYOLA  SHOW  HITS  ROUSING  FINALE 

H Dick  Clark  gives  repeat  performance  by  popular  demand 
El  Commerce  committee  says  it’s  drafting  bills  on  payola 


The  House  Legislative  Oversight  Sub- 
committee last  week  rolled  up  the  tent 
on  its  payola  hearing  and  began  getting 
ready  for  the  next  show.  Its  last  two 
attractions  were  Dick  Clark,  ABC-TV 
disc  jockey-m.c.  now  shorn  of  his  per- 
sonal holdings  in  the  musical  field,  and 
Leonard  Goldenson,  president  of  Amer- 
ican Broadcasting-Paramount  Theatres, 
which  operates  ABC-TV  and  ABC  Ra- 
dio. 

Although  Capitol  Hill  was  crawling 
with  sight-seeing  members  of  the  Amer- 
ican public  on  Monday,  they  paid  scant 
attention  to  Mr.  Clark’s  woes,  and  even 
the  scattering  of  bobby  soxers  refused 
to  wait  out  the  ABC-TV  star’s  explana- 
tion of  subcommittee  charts  showing 
his  former  holdings.  The  working  press 
hung  on  bravely  in  expectation  of  new 
Clark  tidbits,  but  for  the  most  part 
found  other  work  to  do  when  his  boss 
— who  doesn’t  plan  to  divest  anything 
— took  over  the  witness  chair  Tuesday. 

The  five-months-in-the-making  per- 
formance last  week  was  otherwise 
marked  by  the  increasing  mellowness 
of  Oversight  Chairman  Oren  Harris 
(D-Ark.),  who  got  aroused  only  after 
Mr.  Clark  said  he  failed  to  see  anything 
wrong  with  accepting  $7,000  for  plug- 
ging American  Airlines  on  his  ABC-TV 
show.  Rep.  Harris’  relative  serenity  was 


The  big 

Payments  totaling  $263,244  dur- 
ing 1958-59  were  made  by  1300  rec- 
ord distributors  in  23  cities  through- 
out the  U.S.  to  tv  and  radio  disc 
jockeys,  station  librarians,  program 
directors  and  other  station  personnel. 
Chairman  Oren  Harris  (D-Ark.)  of 
the  House  Oversight  Subcommittee 
reported  the  figures  when  the  group 
closed  its  payola  testimony  last  week 
after  a protracted  hearing. 

Rep.  Harris  said  the  figures  were 
the  result  of  a questionnaire  survey 
made  by  the  subcommittee  and  cov- 
ers distributor  payments  for  promo- 
tion, advertising,  entertainment,  sell- 
ing expense  and  gifts.  The  question- 
naires called  for  station  call  letters 
and  names  of  individuals,  but  these 
were  not  disclosed  last  week. 

The  23  cities  were  in  15  states  and 
the  District  of  Columbia  and  do  not 
include  distributors  in  Boston  and 
Philadelphia  where  the  subcommittee 


offset  by  the  virulence  of  subcommit- 
tee member  John  E.  Moss  (D-Calif.), 
who  has  a theory  that  rock  and  roll 
music  would  disappear  if  disc  jockeys 
would  not  play  it,  because,  he  believes, 
repeated  airings  can  make  a hit  of  any 
tune. 

It  was  announced  the  parent  House 
Commerce  Committee  staff  now  is  re- 
drafting bills  on  payola  and  other  sub- 
jects heard  in  testimony  before  the 
committee’s  Communications  & Power 
Subcommittee,  also  headed  by  Rep. 
Harris  (Broadcasting,  April  18). 

Dizzying  Day  ■ Rep.  Moss  expressed 
skepticism  of  the  candor  of  the  two 
witnesses  as  did  Robert  W.  Lishman, 
subcommittee  general  counsel,  until  the 
latter  suffered  a sudden  dizzy  spell  dur- 
ing questioning  of  Mr.  Goldenson  Tues- 
day morning  and  left  the  room.  He  re- 
turned in  the  afternoon,  but  took  no 
more  part  in  questioning. 

Mr.  Clark  was  preceded  on  the  stand 
by  James  B.  Kelly,  a subcommittee  in- 
vestigator, who  said  he  interviewed  Mr. 
Clark  last  November  and  that  the  ABC- 
TV  star  acknowledged  Chips  Distrib- 
uting Co.,  in  which  he  held  a minority 
interest,  had  made  payments  to  disc 
jockeys.  Mr.  Kelly  said  Mr.  Clark  said, 
“Why  not?”  when  asked  why  the  pay- 
ments were  made. 


payoff 

already  has  investigated,  Rep.  Harris 
said.  Questionnaires  were  mailed  to 
230  distributors  Feb.  25,  but  100 
have  not  replied. 

Payments  involved  122  tv  and 
radio  stations  in  42  cities  and  21 
states.  Recipients  totaled  207  indi- 
viduals and  12  licensees.  Payments  by 
areas:  West  Coast  (Los  Angeles),  16 
replies  of  payments  to  23  people  and 
2 licensees,  involving  13  stations, 
$86,954;  Central  U.S.  (St.  Louis),  6 
replies,  payments  to  23  people,  in- 
volving 6 stations,  $51,850,  and  (Chi- 
cago), 11  replies,  payments  to  64 
people,  1 licensee,  involving  uncer- 
tain number  of  stations,  $50,395; 
East  Coast  (Baltimore),  4 replies,  pay- 
ments to  10  people,  8 licensees,  in- 
volving 11  stations,  $17,237. 

Rep.  Harris  said  these  figures  are 
in  addition  to  information  already  in 
subcommittee  files  and  do  not  dupli- 
cate any  of  these  figures. 


He  also  charged  Mr.  Clark  had  with- 
held from  him  knowledge  that  Anthony 
Mammarella,  associate  producer  on 
Mr.  Clark’s  show,  had  accepted  pay- 
ments from  record  companies. 

Mr.  Clark,  then  taking  the  stand, 
said  he  knew  Harry  Chipetz,  head  of 
Chips,  was  making  payments  to  disc 
jockeys,  but  he  didn’t  want  to  tell  Mr. 
Chipetz  “how  to  run  his  business.”  He 
said  he  told  Mr.  Kelly  to  talk  to  Mr. 
Mammarella  himself  about  accepting 
the  payments. 

The  ABC-TV  star  said  the  reason 
the  affidavit  he  signed  was  different 
from  those  ABC  required  of  other  disc 
jockeys  and  program  people  was  be- 
cause his  own  lawyers  drafted  it,  not 
ABC’s,  before  the  ABC  form  was  drawn 
up. 

Mr.  Clark  said  he  didn’t  consider  a 
payment  to  be  payola  unless  the  disc 
jockey  agrees  to  play  the  record,  dif- 
fering from  secret  testimony  given  the 
week  before  by  Alan  Freed  that  no 
agreement  is  necessary.  Mr.  Freed,  for- 
mer WABC  New  York  disc  jockey, 
testified  in  secret  session,  but  his  testi- 
mony was  made  public  last  week,  along 
with  that  by  six  other  closed-door  wit- 
nesses. 

Copyright  Interests  ■ Mr.  Clark  ac- 
knowledged he  had  been  assigned  in- 
terests in  the  copyrights  of  about  145 
songs  for  which  he  made  no  payment. 
He  said  it  was  common  for  songwriters 
to  assign  copyrights  to  music  publish- 
ers. He  later  acknowledged  that  while 
they  were  assigned  to  him  as  a music 
publisher,  the  writers  probably  expect- 
ed he  would  play  them  on  his  ABC-TV 
show. 

The  ABC-TV  star  acknowledged  that 
one  of  his  companies  received  about 
$7,000  from  American  Airlines  over 
several  weeks  for  an  announcement  on 
the  show  that  transportation  was  fur- 
nished— or  arranged  by — the  airline  for 
artists  appearing  on  his  show.  He  was- 
n’t sure  the  airline  did  in  fact  furnish 
transportation. 

Rep.  Moss  described  this  agreement 
as  illegal  and  said  he  would  call  it 
“Clarkola.”  “You  aren’t  licensed  (by 
the  FCC)  and  have  no  right  to  sell 
time,”  he  said.  Mr.  Clark  said  ABC  had 
approved  the  contract.  Such  arrange- 
ments, he  said,  have  been  and  still  are 
common  in  broadcasting. 

Rep.  Moss  called  the  airline  plugs  a 
“subterfuge”  to  get  a commercial  on 
the  program  and  said  that  if  the  prac- 
tice is  widespread,  “I’d  say  we  need  a 
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AB-PT’s  Goldenson 

The  plugs  were  proper 

er  (R-Ill.)  he  didn’t  feel  ownership  of 
stock  in  a company  making  payments 
to  disc  jockeys  makes  a person  guilty 
of  making  payola  payments. 

Mr.  Clark  defended  teen-age  singer 
Fabian  Forte  and  other  young  singing 
stars  when  Rep.  Steven  Derounian  (R- 
N.Y.)  read  a magazine  article  charging 
that  Fabian’s  popularity  was  created  by 
emphasis  on  his  “seductive”  appear- 
ance, publicity  buildups  and  engineer- 
ing beef-ups  of  his  records  to  disguise 
his  poor  singing  ability.  “He  is  one  of 
the  nicest  human  beings  I ever  met,” 
Mr.  Clark  said  of  Fabian,  adding  that 
he  was  only  16  years  old  when  he  first 
appeared  on  the  Clark  show. 

The  ABC-TV  star  said  he  had  turned 
down  an  offer  of  $50,000  from  RCA 
Victor  to  help  package  some  records 
into  albums  and  had  received  offers 
from  other  firms  although  he  didn’t  give 
their  names. 

Airlines,  Freed  and  Mammarella  ■ 

Making  his  first  appearance  before  the 
Oversight  subcommittee,  Mr.  Goldenson 
faced  rough  committee  questioning  on 
(1)  paid  American  Airlines  plugs  on  the 
Clark  shows;  (2)  activities  of  Anthony 
Mammarella,  and  (3)  earlier  testimony 
by  Alan  Freed.  Principal  antagonists 
were  Reps.  Moss,  Mack  and  Bennett. 

The  AB-PT  chief  executive  stressed 


that  all  the  company’s  operating  divi- 
sions are  independently  managed  and 
each  functions  separately  and  autono- 
mously. “Clandestine  persuasion  or  ad- 
vertising is  not  proper,”  he  said  in  a 
prepared  statement.  “We  are  in  com- 
plete agreement  that  there  is  need  for 
the  reappraisal  and  overhaul  that  the 
disclosures  by  your  committee  have 
brought  about.” 

Immediately  following  the  Oversight 
disclosures  on  payola,  Mr.  Goldenson 
said,  ABC  investigated  its  own  employes 
and  operations  and  instituted  new  con- 
trols to  insure  compliance  with  network 
programming  policies.  He  stated  that 
111  disc  jockeys  and  others  in  a posi- 
tion to  select  records  to  be  aired  were 
asked  to  sign  affidavits  disclaiming  pay- 
ola and  outside  music  interests.  All  ex- 
cept Mr.  Freed  signed  willingly  and  de- 
nied ever  having  received  payola. 

Similar  affidavits  will  be  required 
once  each  year,  Mr.  Goldenson  told  the 
congressmen,  and  ABC  employes  have 
been  put  on  notice  that  solicitation  or 
acceptance  of  any  unauthorized  con- 
sideration is  grounds  for  immediate  dis- 
missal. Also,  he  said,  the  network’s  em- 
ployes may  not  own  outside  music  inter- 
ests without  prior  approval.  “We  believe 
that  we  have  thus  established  clear  and 
unmistakable  standards  to  which  our 


WABC’s  Hoberman 

Freed's  show  wasn't  free 


ABC-TV’s  Clark 
No  Van  Doren  repeat 

little  more  diligence  on  the  part  of  the 
FCC.” 

Mr.  Clark  denied  accepting  reim- 
bursement from  artists  appearing  on  his 
show  of  the  standard  union  fee  for  ap- 
pearances. He  said  he  was  “horrified” 
to  find  in  1958  that  record  companies 
were  paying  artists  for  the  appearance, 
then  deducting  it  from  their  royalties, 
and  that  he  had  the  practice  stopped 
on  his  show. 

The  ABC-TV  star,  who  has  acknowl- 
edged that  he  might  have  played  rec- 
ords in  which  he  held  interests  more 
than  other  records  already  on  hit  lists, 
told  Rep.  Moss  he  used  his  abilities  to 
pick  hit  records  before  they  became 
hits,  then  stopped  playing  them  when 
they  reached  the  hit  level. 

Not  a Follower  ■ Once  records  be- 
come hits  they  are  played  on  “every 
station  in  the  country,”  he  said,  adding 
he  didn’t  want  to  be  “a  follower.”  One 
of  the  reasons  for  his  success,  he  said, 
was  his  ability  to  select  records  that 
later  became  hits. 

Rep.  Moss,  holding  to  his  position 
that  repeated  exposure  on  the  air  cre- 
ates hits,  expressed  the  opinion  that  the 
hit  lists  might  be  different  if  there  were 
another  national  network  disc  jockey 
to  give  Mr.  Clark  competition. 

Mr.  Clark  told  Rep.  William  Spring- 
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employes  and  performers  are  expected 
to  conform,”  he  stated. 

Answering  Mr.  Freed’s  charge  that 
Mr.  Clark  was  allowed  to  choose  the 
language  of  the  affidavit  he  (Clark) 
signed,  Mr.  Goldensen  said:  “I  assure 
you  that  there  is  no  significance  to  the 
difference  in  the  wording  of  the  affi- 
davits. Both  elicit  the  same  informa- 
tion . . . and  served  the  same  purpose.” 
He  said  Mr.  Freed  was  discharged,  not 
because  of  any  disclosures,  but  because 
he  refused  to  provide  ABC  with  any  in- 
formation under  oath  upon  which  a 
decision  could  be  based. 

Completely  Truthful  ■ Mr.  Golden- 
son  deviated  from  his  prepared  testi- 
mony, over  the  protests  of  Rep.  Moss, 
to  deny  charges  by  Mr.  Freed  that  ABC 
Vice  President  Mortimer  Weinbach  had 
told  him  (Freed)  to  boost  Am-Par  rec- 
ords and  Paramount  Theatres.  Mr. 
Weinbach  was  quoted  as  saying  that  he 
had  never  seen  or  talked  to  Mr.  Freed. 

Rep.  Moss  protested  that  any  denial 
should  come  from  Mr.  Weinbach,  who 
was  in  the  audience.  He  called  Mr. 
Freed  “one  of  the  very  few  completely 
truthful  men  we  had  before  us.”  Later, 
and  while  discussing  the  airline  pay- 
ments, the  California  Democrat  bluntly 
told  the  ABC  president:  “Very  frankly, 
I do  not  believe  you.” 

The  witness  was  questioned  closely 
as  to  why  ABC  did  not  investigate  the 
activities  of  Mr.  Mammarella,  former 
producer  of  the  Dick  Clark  show  and 
associated  with  Mr.  Clark  in  several 
publishing  and  recording  companies. 
Mr.  Goldenson  said  that  the  ABC  star 
was  asked  to  explain  his  activities  last 
Nov.  1 1 and  that  Mr.  Mammarella  had 
resigned  two  days  previously.  Also,  he 
said,  the  producer  was  not  an  employe 
of  ABC,  but  an  outside  producer,  and 
therefore  there  was  no  way  ABC  could 
question  him. 

Rep.  Mack,  in  pointing  out  that  Mr. 
Mammarella  selected  50%  of  the  rec- 
ords played  on  the  Clark  show,  told  the 
ABC  president:  . . You  have  made  a 

very  good  argument  in  favor  of  network 
regulation,”  and  charged  the  network 
sought  only  enough  facts  to  justify  its 
own  actions. 

Have  Show,  Will  Travel  ■ Mr.  Gold- 
enson defended  the  American  Airlines- 
paid  ($7,000)  plugs  as  proper  and  above 
board.  He  said  ABC  approved  of  the 
transaction  and  that  the  money  was 
designated  to  pay  travel  expenses  of  the 
show  from  city-to-city.  He  strongly  dis- 
puted contentions  by  Rep.  Bennett  and 
others  that  the  public  had  been  deceived 
in  announcing  that  travel  arrangements 
for  the  program  were  made  by  Ameri- 
can Airlines. 

He  estimated  that  the  Dick  Clark 
show  grosses  about  $6  million  annually 
for  ABC. 

ABC  acquired  its  recording  arm, 


Am-Par,  in  1955,  Mr.  Goldenson  testi- 
fied. He  acknowledged  that  Am-Par 
began  making  payments  to  disc  jockeys 
in  1957  but  said  the  practice  was 
stopped  early  this  year.  He  said  Am- 
Par  records  played  on  the  network  and 
owned-stations  are  chosen  “strictly  for 
their  own  merit.” 

“We  earnestly  feel  that  our  aug- 
mented policies  . . . will  insure  against 
the  occurrence  of  deceptive  practices 
with  which  we  are  all  understandably 
concerned,”  Mr.  Goldenson  said.  He 
recommended  that  legislation  be  enacted 
making  the  giving  and  receiving  of  pay- 
ola a crime.  “A  broadcast  licensee 
should  not  be  responsible  for  payola  of 
which  he  has  no  knowledge  and  could 
not  reasonably  be  expected  to  have 
knowledge,”  he  said. 

‘Firestone  Hour’  Revisited  ■ In  his 
afternoon  testimony,  Mr.  Goldenson 
was  questioned  by  Rep.  William  Spring- 
er (R-Ill.)  about  ABC-TV’s  cancellation 
of  the  Firestone  Hour.  The  AB-PT 
president  said  the  program  drew  only 
a 14%  share  of  audience,  which  made 
the  time  before  and  after  it  unsalable 
and  that  ABC-TV  had  to  drop  the  show 
to  effectively  compete  with  CBS  and 
NBC  during  these  periods.  It  replaced 
Firestone  Hour  (9-9:30  p.m.  Monday) 
with  Bourbon  Street  Beat  (8:30-9:30), 
which  he  estimated  has  about  30%  of 
the  audience.  Rep.  Springer  said  Bour- 
bon Street  is  one  of  the  “worst  shows 
I’ve  ever  seen.” 

Mr.  Goldenson  said  ABC-TV  had 
promised  Firestone  Hour  wouldn’t  be 
dropped  if  it  held  to  a 52- week  sched- 
ule, but  when  it  went  to  a 39-week 
contract,  ABC-TV  exercised  its  cancel- 
lation option.  It  first  offered  Firestone 
10  p.m.  Monday,  but  when  this  wasn’t 
immediately  accepted,  sold  the  10-10:30 
period  and  offered  10:30-11  Monday 
or  10  p.m.  Saturday.  Firestone  refused. 

Rep.  Springer  told  Mr.  Goldenson 
he  is  serving  notice  on  ABC-TV,  CBS- 
TV  and  NBC-TV  that  if  their  programs 
don’t  improve  he  will  ask  the  over- 
sight subcommittee  to  hold  hearings  on 
programming.  Cancellation  of  Fire- 
stone Hour,  he  said,  “was  one  of  the 
worst  mistakes  the  networks  ever 
made.”  People  may  not  be  too  inter- 
ested in  tv  quiz  rigging  and  payola,  he 
said,  but  they  are  concerned  about 
programming  and  “if  this  is  what’s  go- 
ing to  happen,  I think  we  ought  to  go 
into  programming  very  thoroughly.” 

Mr.  Goldenson  said  ABC-TV  pro- 
gramming is  improving  all  the  time  and 
noted  ABC  has  been  at  a competitive 
disadvantage  because  of  a lack  of 
three-station  markets. 

Fly  Now,  Pay  Later  ■ Rep.  Moss 
questioned  Mr.  Goldenson  on  the  Amer- 
ican Airlines  plugs  and  was  told  that 
the  arrangement  was  made  to  defray 
travel  expenses  for  the  Clark  show  on 
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Most  Adult  Viewers  of  All  Cleveland 


TV  Stations  And  that’s  not  all ! Most  women  viewers  of  all  Cleveland  TV  sta- 
tions... most  local  and  national  advertisers  of  all  Cleveland  TV  stations,  too.  That’s  why,  in  Cleveland. 
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j Attention  \ 
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i Piel’s  Beer  is  sponsoring  ' 

' INTERPOL  CALLING,  ' 
starring  Charles  Korvin  as 
Inspector  Paul  Duval 
on  New  York’s  WPIX, 
Sunday  nights  at  10:30. 
Now  Interpol’s  story, 
which  the  public  has  been 
reading  about  in 
Reader’s  Digest  and  other 
magazines  and 
newspapers,  comes  to  j 
television  . . . 


like  you  and  me,  . 
INTERPOL  CALLING  \ 
and  Piel’s  make  a ^ 
sure-fire  selling  • 

combination.  And  if  I may  ' 
make  one  small  pun,  j 
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'INTERPOL  CALLING’ 

the  new  television  series  that 
Bert,  Harry,  Biitz-Weinhard, 
Pfeiffer’s,  Labatts,  Miller  High  Life, 
Santa  Fe  Winery  and  so  many 
other  kinds  of  advertisers  are 
buying,  buying,  buying! 
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the  airline.  A letter  was  produced 
showing  that  Mr.  Clark’s  companies 
had  a $3,049  cash  balance 'owing  to 
them  after  airline  expenses  had  been 
deducted.  Rep.  Moss  asked  Mr.  Gold- 
enson  to  supply  information  for  the 
past  three  years  on  similar  arrange- 
ments and  hinted  that  perhaps  Con- 
gress ought  to  relieve  the  network  of 
discretion  to  make  such  arrangements. 

Rep.  Moss  also  charged  that  ABC 
drew  up  a contract  with  Mr.  Clark 
which  gave  the  network  the  “flexibility 
of  expediency”  to  discontinue  his  serv- 
ices for  certain  violations  of  network 
policy  on  outside  interests  held  by  em- 
ployes. Asking  for  the  ABC  statement 
of  such  policies.  Rep.  Moss  was  told 
that  it  was  not  in  written  form,  but 
had  been  passed  verbally  to  department 
heads. 

Mr.  Goldenson  denied  ABC  had  se- 
lected Paul  Porter  as  attorney  for  Mr. 
Clark.  Rep.  Moss  the  day  before  had 
charged  Mr.  Porter  with  coaching  Mr. 
Clark  in  his  answers  to  subcommittee 
questions. 

Rep.  Moss  said  FCC  laxity  has  en- 
couraged “gimmicks”  by  broadcasters 
to  circumvent  Sec.  317  of  the  Commu- 
nications Act  and  that  the  subcommit- 
tee has  had  to  “drag  information  from 
industry  witnesses  about  violations.” 
Broadcasters,  he  said,  say  they  are  a 
young  industry.  “But  how  can  an  in- 
dustry be  so  young  and  have  so  many 
bad  habits?” 

Rep.  Peter  Mack  (D-Ill.)  said  Mr. 
Clark  was  not  only  the  “top  dog” 
among  disc  jockeys  but  also  in  payola. 
“I  can’t  see  that  he  is  in  any  different 
category  than  the  others,”  he  said. 

Mr.  Goldenson  said  his  network  is 
willing  to  help  Congress  write  legisla- 
tion against  payola  and  plugola  abuses. 

The  Freed  Case  ■ Ben  Hoberman, 
general  manager  of  WABC  New  York, 
said  the  station  discovered  that  disc 
jockey  Alan  Freed  (later  fired)  was 
using  one  of  his  WABC  programs  to 
plug  his  personal  appearances  and  told 
him  he  would  have  to  buy  commercial 
time  on  the  station  if  he  continued  the 
plugs.  Mr.  Freed  then  agreed  to  buy 
time,  he  said,  under  a sales  contract, 
which,  Mr.  Hoberman  said,  was  an 
“accommodation”  to  Mr.  Freed. 

He  said  Mr.  Freed  was  fired  by  ABC, 
not  because  he  had  outside  interests, 
but  because  he  refused  to  answer  ABC’s 
questions  about  them. 

Rep.  Moss,  who  earlier  had  con- 
trasted the  Freed  sales  contract  with 
Mr.  Clark’s  arrangement  and  held  Mr. 
Clark  should  have  been  required  to  buy 
several  million  dollars  worth  of  time 
for  playing  on  his  programs  those  rec- 
ords in  which  he  had  interests,  asked 
Mr.  Goldenson  to  furnish  WABC’s  rate 
card  so  he  could  compare  it  with  the 
price  Mr.  Freed  was  paying  for  time. 


Bill  Martin  and  Rex  Sparger,  sub- 
committee staff  members,  testified  on 
the  results  of  an  analysis  they  made 
from  information  furnished  by  Mr. 
Clark  on  records  played  on  his  show 
from  August  1957  to  November  1959. 

They  reported  41  titles  representing 
51.8%  of  the  titles  available  through 
Mr.  Clark’s  publishing  companies  were 
played  an  average  of  15.3  times  on 
his  show,  with  the  preponderance  of 
plays  coming  before  the  titles  had  made 
the  Billboard  popularity  charts  or 
reached  their  peak  on  them.  Of  rec- 
ords available  through  Mr.  Clark’s 
manufacturing  companies  57  (50.4%) 
were  played,  each  averaging  19.9 
times,  with  the  preponderance  of  plays 
again  made  before  rising  on  the  charts. 
They  also  indicated  heavy  plays  for 
records  pressed  by  Mr.  Clark’s  press- 
ing company  and  somewhat  lighter 
averages  for  ABC-Paramount  records. 
The  Billboard  charts  carried  41.4% 
of  titles  owned  through  Mr.  Clark’s 
publishing  companies  and  45.6%  of 
records  owned  by  his  record  companies 
from  October  1957  to  November  1959. 

They  said  the  figures  established 
that  Mr.  Clark  pushed  songs  in  which 
he  had  an  interest  and  “manipulated 
(air)  plays  to  the  fullest  advantage.” 
They  pointed  out  that  Mr.  Clark  se- 
lected records  for  his  show  only  half 
the  time,  while  Mr.  Mammarella — who 
admitted  taking  payments  from  several 
record  companies — selected  the  others. 

The  subcommittee  also  released  testi- 
mony given  in  secret  last  January  by 
Anthony  Mammarella  and  between 
April  25-28  by  record  company  own- 
ers and  officers  who  had  dealings  with 
Mr.  Clark.  Mr.  Mammarella,  it  was 
revealed,  said  he  accepted  payments 
from  nearly  a dozen  companies,  but 
said  payments  were  not  payola.  Others 
included  Harry  Chipetz,  Bernard  Lowe 
and  Harry  Finfer,  associated  with  Mr. 
Clark  in  some  of  his  musical  enter- 
prises, and  George  Paxton  and  Marvin 
Cane  who  assigned  him  royalties. 


Finfer  claim  denied 

WVCH  Chester,  Pa.,  last  week 
informed  the  House  Legislative 
Oversight  Subcommittee  that  no 
one  by  the  name  of  or  using  the 
name  of  Jack  Barry  had  ever  been 
employed  at  that  station.  Harry 
Finfer,  Universal  Radio  Distribut- 
ing Co.,  a record  distribution  firm, 
had  testified  the  week  before  that 
his  company  had  made  a pay- 
ment of  $50  to  a Jack  Barry, 
whom  he  identified  as  being  em- 
ployed at  the  station  (Broadcast- 
ing, May  2). 
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FTC  LEAPS  INTO  THE  RATING  FRAY 

Discloses  Harris  isn’t  only  one  investigating  research  systems 


Broadcasting’s  program  rating  serv- 
ices are  being  scrutinized  by  the  sharp 
eyes  of  Federal  Trade  Commission. 

Bedeviled  by  both  houses  of  Congress 
in  the  last  few  years,  the  latest  investi- 
gation was  made  public  last  week  by 
FTC  Chairman  Earl  W.  Kintner.  Mr. 
Kintner  disclosed  his  agency’s  interest 
in  rating  services  during  his  testimony 
before  the  Senate  Commerce  Committee 
on  his  nomination  for  reappointment  to 
the  FTC  for  a full  seven  years. 

The  disclosure  that  the  FTC  was  look- 
ing into  ratings  came  when  Sen.  War- 
ren G.  Magnuson  (D-Wash.),  chairman 
of  the  committee,  asked  if  the  FTC  has 
authority  on  the  rating  problem.  Mr. 
Kintner  said  the  FTC  was  investigating 
this  subject. 

Mr.  Kintner  noted  that  the  Senate 
Commerce  committee  had  turned  over 
its  files  to  the  FTC.  This  was  in  refer- 
ence to  the  hearing  in  1958  before  Sen. 
A.  S.  Mike  Monroney  (D-Okla.). 


The  FTC  investigation  is  being  con- 
ducted by  its  Bureau  of  Investigation 
and  has  been  underway  about  30  days. 
The  FTC’s  jurisdiction,  it  was  explained 
at  the  commission,  comes  under  its  pow- 
ers to  oversee  trade  practices  and  ad- 
vertising. The  investigation  has  as  its 
object  to  determine  whether  rating  serv- 
ices obtain  their  findings  properly.  If 
any  hanky-panky  is  discovered,  it  was 
stated,  the  FTC  would  then  consider 
moving  on  the  offender. 

False  Advertising  ■ Another  aspect  of 
the  investigation,  it  was  disclosed,  is 
the  use  made  by  radio  and  tv  stations 
and  others  of  the  ratings.  Exaggerated 
or  misleading  interpretations  could  fall 
under  the  onus  of  false  and  misleading 
advertising,  it  was  pointed  out. 

One  of  the  major  objectives  of  the 
investigation,  it  was  learned,  is  to  de- 
termine the  adequacy  of  rating  services. 
This  would  involve  consideration  choice 
of  samples,  number  of  samples,  projec- 


tions, and  allowances  for  error. 

This  was  the  subject  of  some  discus- 
sion at  the  Senate  hearing  last  week. 
Sen.  Monroney  asked  if  rating  services 
should  not  be  required  to  disclose  the 
size  of  samples  taken. 

Sen.  Monroney’s  interest  in  program 
ratings  goes  back  several  years.  The 
Oklahoman  has  several  times  raised  the 
question  of  whether  broadcasters  do  not 
lend  too  much  weight  to  ratings.  He 
intimated  that  this  may  be  one  reason 
why  there  were  so  many  programs  alike 
on  the  air. 

Early  last  month.  Rep.  Oren  Harris 
(D-Ark.),  chairman  of  the  House  Com- 
merce Committee,  announced  that  his 
committee  would  look  into  the  rating 
picture.  He  disclosed  that  the  commit- 
tee had  asked  a committee  of  the  Amer- 
ican Statistical  Assn,  to  do  a study  of 
broadcast  ratings.  This  committee  is 
under  the  leadership  of  Dr.  William  G. 
Madow  (Broadcasting,  April  4). 


A harmonious  hearing  on  Kintner’s  confirmation 


Federal  Trade  Commission  Chair- 
man Earl  W.  Kintner  encountered 
practically  no  friction  last  week 
during  testimony  before  the  Senate 
Commerce  Committee  on  his  nomi- 
nation to  a seven-year  term  on  the 
FTC  beginning  next  Sept.  26.  Mr. 
Kintner’s  testimony  appeared  so 
agreeable  and  so  replete  with  FTC 
progress  since  he  was  appointed 
chairman  last  year  that  senatorial 
dander  was  notable  for  its  absence. 

Mr.  Kintner  made  these  points  in 
testimony  Wednesday: 

■ The  agency  is  “well  underway” 
in  an  investigation  of  tv  .and  radio 
ratings,  with  the  blessing  and  assist- 
ance of  the  Senate  Commerce  Com- 
mittee (story  above). 

■ The  FTC  is  extending  its  tv-ra- 
dio  monitoring  unit’s  activities  to 
printed  media,  where  advertising 
volume  is  greatest,  and  has  begun 
looking  at  U.S.  newspaper  ads  on  a 
sampling  basis.  Right  now,  the  unit 
is  looking  at  19,000  radio  or  tv  com- 
mercials monthly  on  535  stations. 

■ The  FTC  is  encouraging  state 
governments  to  help  in  fighting  de- 
ceptive advertising  as  well  as  Better 
Business  Bureau  chapters  and  cham- 
bers of  commerce  and  Mr.  Kintner 
believes  it’s  paying  off  with  the  co- 
operation of  business  firms. 

■ The  agency  finds  a growing 
tendency  by  broadcasters  and  ad- 


vertisers to  remove  commercials 
from  the  air  once  they  are  challenged 
by  the  FTC,  though  they  legally  have 
the  right  to  continue  them  until  a 
cease  and  desist  order  is  issued. 

■ The  FTC  has  authority  to  re- 
quire stations  to  discontinue  carrying 
deceptive  advertising,  but  he  hopes 


FTC’s  Kintner 


All  his  news  was  good 


the  agency  doesn’t  have  to  use  it, 
since  greater  responsibility  is  on  (1) 
the  advertiser  and  (2)  the  agency  or 
copywriter. 

■ Lack  of  vigor  by  the  FTC  in  the 
past  in  combating  tv-radio  abuses 
has  been  due  partly  to  budget  limita- 
tions, partly  to  “encrustration  and 
bureaucratism,”  but  “I  know  where 
the  bodies  are  buried”  (Mr.  Kintner 
has  been  at  the  FTC  in  various  ca- 
pacities since  1948).  He  later  noted, 
however,  that  progress  had  been 
made  at  the  FTC  all  along  and  that 
other  FTC  members  and  the  staff  are 
“dedicated.” 

■ The  FTC  or  any  other  govern- 
ment agency  gets  better  cooperation 
from  those  it  regulates  if  it  carries  a 
“big  stick.” 

■ The  agency  has  taken  more 
action  in  the  antideceptive  and 
antimonopoly  fields  in  this  fiscal  year 
than  at  any  time  in  its  history.  Its 
program  is  “going  in  all  directions.” 

Mr.  Kintner  handed  almost  com- 
plete credit  to  committee  Chairman 
Warren  G.  Magnuson  (D-Wash.)  for 
the  FTC’s  stepped-up  campaign 
against  deceptive  advertising  and 
the  origination  of  its  tv-radio  moni- 
toring unit  in  1956.  He  thought  he 
and  Sen.  Magnuson  must  have  been 
“on  the  same  wavelength”  in  their 
attitudes  toward  deceptive  ads,  he 
said  at  one  point. 
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HOW  TO  PLAY 


'Take  TAE  and  See’ 

It’s  simple.  It’s  fun.  Ask  your  Katz  man  for  your  free  ‘‘Blindfold  Kit,”  complete 
with  blindfold,  pen,  comparative  “homes  reached”  and  rates  of  the  three  Pitts- 
burgh TV  stations.  Then  follow  simple  instructions  and  let  your  secretary  prove  to 
you— blindfolded— that  in  Pittsburgh,  you’ll  reach  more  homes  per  dollar  during 
peak  viewing  hours  when  you  take  TAE. 


KINTNER  SECONDS  CLIPP  PLAN 

Likes  commercial  preview  office  proposal 


Somebody  up  there  likes  Roger 
Clipp.  Or  at  least  Mr.  Clipp’s  cam- 
paign to  establish  a preview  office  for 
tv  commercials. 

The  somebody  is  Earl  W.  Kintner, 
chairman  of  the  Federal  Trade  Com- 
mission. Mr.  Kintner  seconded  Mr. 
Clipp’s  views  in  a speech  May  4 to  the 
Station  Representatives  Assn,  awards 
luncheon  in  New  York. 

Mr.  Clipp,  executive  vice  president 
of  Triangle  stations,  has  urged  the  for- 
mation of  a previewing  service,  espe- 
cially for  personal  products,  as  part  of 
the  activities  of  the  Tv  Code  Board 
office. 

"...  a voluntary  industry  system  in 
which  expert  personnel  would  be  avail- 
able to  those  of  you  in  the  advertising 
agency  fields  to  consult  with  you  and 
examine  your  proposed  commercials 
while  they  are  in  the  ‘storyboard  stage’ 
represents  a fine  step  forward,”  Mr. 
Kintner  said. 

“Such  a plan  as  this,  voluntarily  un- 
dertaken by  the  broadcasters  and  the 
advertisers  and  their  agencies,  is  in  the 
best  tradition  of  industry  action  and, 
to  my  mind,  demonstrates  a healthy 
awareness  of  responsibility.  If  the  sub- 
ject of  advertising  material  is  particular- 
ly sensitive  and  requires  unusual  care  in 
preparation,  it  seems  to  me  that  such  a 
system  of  previewing  as  Mr.  Clipp  has 
indicated  would  be  productive  and 
economical.” 

Mr.  Kinter  also  referred  to  “signif- 
icant” improvements  in  the  “tone”  of 
advertising. 

In  two  speeches  last  week — the  first 
May  2 before  the  Assn,  of  Industrial 
Advertisers  also  in  New  York — Mr. 
Kintner  made  these  quite  similar  com- 
ments: 

■ Assistance  to  agencies  in  commer- 
cials that  would  “perform  the  essential 
advertising  function  for  which  they  are 
intended”  while  satisfying  public  in- 
terest requirements  and  dictates  of  good 
taste  and  judgment  is  commendable. 
He  noted,  for  example,  NAB’s  planned 
opening  of  a Tv  Code  office  in  New 
York  for  that  purpose. 

■ Deceptive  practices  don’t  always 
imply  “deliberate  misrepresentation  or 
a contrived  intent  to  fool  the  public.” 
They  are  of  two  kinds : one  precipitated 
by  “excessive  zeal”  and  the  other  “de- 
liberately premeditated.”  But  irrespec- 
tive of  motivation  the  effect  upon  the 
public  is  the  same  and  thus  of  interest 
to  the  FTC. 

While  Mr.  Kintner  endorsed  volun- 
tary action  by  industry  he  warned  that 
self-regulation  would  not  replace  gov- 
ernment regulation  necessary  for  the 


few  with  “unmitigated  larceny  in  their 
hearts.” 

Lip  Service  Hit  ■ He  stressed  the 
need  for  “more  than  lip-service”  to 
self-promulgated  standards  and  warned 
that  to  adopt  standards  but  then  forget 
them  would  be  deceitful  and  would  en- 
courage “more  law  and  more  regula- 
tion.” 

In  both  talks  he  emphasized  the 
danger  in  condemning  all  advertising 
because  of  the  indiscretions  of  a few  in 
the  business. 

The  improved  tone  of  advertising, 
Mr.  Kintner  observed,  has  come  about 
from  a combined  “intelligent  self- 
interest  and  basic  desire  for  self-re- 
spect among  those  at  all  levels  of 
managerial  responsibility.” 

Oral  arguments  set 
in  Miami  ch.  10  case 

The  now  famous  Miami  ch.  10  tv 
case,  with  its  ex  parte  ramifications,  has 
been  scheduled  for  oral  argument  be- 
fore the  FCC  en  banc  on  June  2.  This 
was  the  first  of  several  cases  returned 
to  the  commission  following  1958  dis- 
closures by  the  House  Legislative  Over- 
sight Subcommittee. 

Special  Hearing  Examiner  Horace 
Stern,  in  a December  1958  initial  de- 
cision, recommended  that  the  February 
1957  grant  of  ch.  10  to  National  Air- 
lines be  revoked  because  of  presenta- 
tions made  to  then  Commissioner  Rich- 
ard A.  Mack  (Broadcasting,  Dec.  8, 
1958).  Mr.  Stern,  however,  said  that 
National  nor  none  of  the  other  three 
applicants  for  ch.  10  should  be  dis- 
qualified in  further  considerations. 

Further  proceedings  at  the  commis- 
sion have  been  delayed  because  of  the 
trial  of  Mr.  Mack  and  Miami  attorney 
Thurman  A.  Whiteside,  accused  of 
conspiring  to  award  the  channel  to  Na- 
tional. One  trial  has  ended  in  a hung 
jury  and  the  retrial  has  been  postponed 
until  Oct.  4 (Broadcasting,  May  2). 

Schick  replies  to  FTC 

Eversharp  Inc.,  maker  of  Schick 
safety  razors  and  blades,  and  its  agency, 
Compton  Advertising  Inc.  last  week 
denied  Federal  Trade  Commission 
charges  of  using  deceptive  tv  demon- 
strations during  their  tv  commercials. 

The  commission  had  charged  that  the 
Schick  commercial  unduly  frightens 
prospective  purchasers  of  competitive 
razors  (Broadcasting,  March  28). 

The  companies  declared  in  separate 
answers  that  the  demonstration  in  ques- 


Early warning 

Following  a meeting  on  Mon- 
day, Aug.  1,  the  FCC  will  close 
up  shop  as  far  as  acting  on  major 
business  is  concerned  for  the  re- 
mainder of  the  month.  This  fol- 
lows a long-standing  custom  of 
several  years  of  scheduling  no 
meetings,  oral  arguments  or  hear- 
ings during  the  last  full  summer 
month. 

The  commission  said  the  hiatus 
is  “a  convenience  to  vacationing 
and  other  planning  by  those  who 
do  business  with  the  commission.” 
At  least  one  FCC  member  will 
be  present  during  the  month  to 
act  on  routine  business  and 
handle  emergency  matters. 


tion  which  showed  Ingemar  Johansson 
slashing  a boxing  glove  with  “an  old 
style  round  head  razor,”  validly  illus- 
trated that  “in  shaving,  the  unshielded 
blade  corners  . . . can  cause  nicks  and 
cuts.”  They  maintain  that  the  shielded 
corners  of  the  Schick  razor  cannot  cause 
these  cuts. 

Both  concerns  requested  that  the 
FTC  dismiss  the  complaint. 

Kefauver  bill  would 
o.k.  sports  blackouts 

Tv  blackouts  of  75  miles  for  profes- 
sional basketball,  hockey  and  football — 
plus  collegiate  football — would  be  au- 
thorized in  a bill  introduced  last  week 
by  Sen.  Estes  Kefauver  (D-Tenn.), 
chairman  of  the  Senate  Antitrust  & 
Monopoly  Subcommittee. 

The  bill  would  place  baseball  under 
the  antitrust  laws  and  the  Federal  Trade 
Commission  Act  and  grant  it  certain 
exemptions.  Specific  exemptions  would 
be  granted  to  professional  basketball, 
football  and  hockey — already  under 
antitrust  laws. 

Professional  baseball,  basketball, 
football  or  hockey  clubs  in  the  same 
league  could  black  out  telecasts  of  their 
games  by  tv  stations  up  to  75  miles 
away  if  another  game  were  being 
played  in  the  same  league  in  the  sta- 
tion’s area.  Blackouts  would  be  manda- 
tory where  games  in  other  leagues  were 
scheduled  in  the  75-mile-radus  area  un- 
less permission  were  granted  in  writing 
from  the  team  in  the  other  league. 
Teams  in  the  same  or  different  leagues, 
as  an  alternative  to  tv  blackouts,  could 
agree  to  mutual  distribution  of  tv  pro- 
ceeds. Professional  football  clubs  play- 
ing within  a 75-mile  radius  of  where  a 
college  football  game  is  being  played 
would  have  to  get  permission  from  the 
college  for  telecasts,  except  on  Sundays. 

Meanwhile,  Chairman  Emanuel  Cel- 


58  (GOVERNMENT) 


BROADCASTING,  May  9,  1960 


f 

Thank  you 

...  for  your  enthusiastic  endorsement  of 

MACKENZIE  MSmTAm# 


at  the  NAB  Convention 
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If  you  didn’t  experience  a demonstration  ...  or  receive  your  copy  of  the  MACKENZIE 
profit-making  story  . . . mail  the  coupon  today ! ■ For  the  brightest,  tightest,  fastest,  most 
economical  programming  Radio  and  Television  stations  from  coast  to  coast  are  installing 
MacKenzie  5CPB  Five-Channel  Selective  Program  Repeaters  . . . standard  of  the  industry 
. . . more  than  1000  in  operation  . . . proven  reliable  by  over  5,000,000  hours  of  continuous 
trouble-free  service.  ■ The  5CPB  is  a complete  special  effects  programming  unit  designed 
for  playing  pre-recorded  spots,  announcements,  commercials,  station  breaks,  jingles,  music 
bridges,  sound  effects,  and  any  program  material  requiring  precision  cueing  with  instan- 
taneous stop-start  operation.  ■ Its  flexibility  increases  efficiency.  ■ No  more  missed  cues  . . . 
program  failures  . . . missed  announcements  or  fluffs.  ■ Fast,  easy  magazine  changes  provide 
hundreds  of  taped  recordings  at  your  finger  tips. 

Truly.. . MSfMTAtmO 


Model  5CPB  Five-Channel  Selective  Program  Re- 
peater. Delivered  as  illustrated,  mounted  on  a 
standard  relay  panel  (8%"  high),  complete  with 
self  contained  power  supply.  Included  with  each 
machine  are  five  magazines  and  accessories.  Price 
$1,250  F.O.B.  Los  Angeles.  Leasing  available. 
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REMEMBER  TO  SEND  THE  COUPON! 

Gentlemen, 

□ Please  demonstrate  at  my  station  how  the  5CPB  can  improve  my  opera- 
tion ...  no  obligation,  of  course. 

□ Please  send  me  a copy  of  the  MacKenzie  profit-making  story. 

Name  

Title  


•• 
• • 


State 


1* MACKENZIE  ELECTRONICS,  INC. 

145  WEST  HAZEL  ST.  / INGLEWOOD  3,  CALIF.  / OREGON  8-9335 


Norman  J.  Ostby,  General  Manager 
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FORD:  A CODE  ISN’T  ENOUGH 

FCC  head  expresses  doubts  at  Ohio  meets 


ler  (D-N.Y.)  of  the  House  Antitrust 
Subcommittee  asked  the  Justice  Dept, 
to  report  on  possible  antitrust  action 
against  the  National  Football  League, 
which  he  said  is  allegedly  trying  to 
block  formation  of  the  new  American 
Football  League  by,  among  other 
things,  interfering  with  the  latter’s  ar- 
rangements with  ABC  and  NBC  for  tv 
broadcasting  rights. 

Uhf  television  has 
friends  in  Fresno 

The  FCC  should  make  Fresno,  Calif., 
a stronghold  of  uhf  operations  and  make 
available  the  best  possible  uhf  channels 
for  broadcasting  there.  The  commission 
should  immediately  take  steps  to  make 
Bakersfield  an  all  uhf  market,  too. 

These  were  the  dominant  chords 
struck  in  comments  received  on  the 
commission’s  proposed  rulemaking  that 
would  shift  Fresno  to  an  all-uhf  market. 

ABC  warned  the  FCC  that  although 
there  is  only  one  Bakersfield  vhf  sta- 
tion whose  signal  is  invading  the  Fresno 
area  at  present,  a decision  to  deinter- 
mix Bakersfield  to  all  vhf  would  pro- 
duce at  least  two  other  invading  v 
signals  in  the  Fresno  area.  “This  would 
have  a depressing  effect  upon  uhf  in  the 
Fresno  area  and  would  tend  to  frustrate 
the  FCC’s  plan,’’  ABC  stated. 

Santa  Barbara  Tv  Assn.,  a group  com- 
prised of  businessmen  and  civic  leaders, 
said  their  community  needs  an  addi- 
tional vhf  channel.  The  commission 
has  proposed  that  ch.  12  Fresno  (pres- 
ently assigned  to  KFRE-TV)  be  re- 
allocated to  either  Santa  Barbara  or  as 
an  educational  non-commercial  facility 
in  Fresno  (Broadcasting,  March  28). 

KFRE-TV  meanwhile  said  that  it  “is 
willing  to  cooperate  in  achieving  prompt 
and  speedy  effectuation  of  the  commis- 
sion’s proposal.”  The  station  said  that 
it  is  willing  to  accept  authorization  on 
ch.  30  and  asked  that  it  be  allowed 
to  operate  on  ch.  12  until  its  uhf  con- 
struction is  completed.  It  also  requested 
that  ch.  12  be  deleted  upon  cessation 
and  that  no  other  v’s  be  assigned  to  the 
area. 

The  FCC  made  clear  at  the  time  of 
the  proposed  rulemaking,  that  the  adop- 
tion of  any  proposal  to  make  other  use 
of  ch.  12  will  be  subject  to  decisions 
reached  in  separate  proceedings  involv- 
ing KFRE-TV’s  rights  as  a present  oc- 
cupant of  the  channel. 

Two  other  positions  on  the  fate  of  ch. 
12  were  presented.  KEYT(TV)  Santa 
Barbara  asked  that  ch.  12  be  retained 
in  Fresno  for  educational  purposes  or 
allocated  to  Bakersfield.  The  station  said 
that  ch.  12  in  Santa,  Barbara  would  pre- 
sent “interference  problems”  resulting 
from  the  existing  ch.  12  in  Tijuana, 
Mex.  KSAN-TV  San  Francisco  asked 
reallocation  of  ch.  12  to  Santa  Barbara. 


A busy  chairman  of  the  FCC, 
Frederick  W.  Ford,  travelled  to  Ohio 
last  week  for  two  major  addresses  on 
self  regulation,  commission  responsi- 
bility in  programming  and  excessive 
tv  violence. 

He  spoke  last  Thursday  (May  5)  in 
Columbus  before  the  Institute  for 
Education  by  Radio-TV  (story,  page 
76)  and  the  next  day  moved  to  Cleve- 
land to  appear  before  the  convention 
of  the  American  Women  in  Radio  & 
Television  (story,  page  74). 

At  Columbus  ■ The  television  in- 
dustry cannot  regulate  itself  solely  by 
self-imposed  codes  since  “to  achieve 
maximum  effectiveness,  any  code  re- 
quires a vigorous  enforcement  pro- 
gram,” Chairman  Ford  told  IERT.  He 
said  that  industry  codes  “serve  a con- 
structive purpose,”  but  that  Congress, 
“in  its  wisdom”  has  given  the  FCC 
the  authority  of  making  a “final  de- 
termination” that  over-all  program- 
ming is  in  the  public  interest. 

The  chairman  took  a hands-off 
position  on  the  suggestion  made  at  the 
commission’s  hearing  into  television 
practices  that  the  industry  should  have 
a czar  similar  to  that  employed  in  the 
motion  picture  business.  Mr.  Ford  said 
that  “this  is  an  area  which  can  best 
be  left  to  the  industry  to  determine." 

He  stated  that  the  FCC  “desires  to 
refrain  from  any  action  which  could 
be  interpreted  as  being  an  attempt  on 
its  part  to  censor  or  place  any  type  of 


FCC’s  Ford 


He  has  doubts 


prior  restraint  upon  the  content  of 
radio  and  television  programs."  It  is 
for  this  reason,  he  declared,  that  the 
commission  does  not  formally  approve 
the  NAB  Tv  Code. 

The  commission  is  the  instrument 
used  by  Congress  “to  determine  the 
responsibility  of  an  applicant  to  op- 
erate a broadcast  facility,  but  at  the 
same  time  has  granted  to  that  licen- 
see certain  freedom  to  program  his 
station,”  Mr.  Ford  said. 

Commissioner  Ford  alluded  to  the 
method  used  by  the  FCC  to  determine 
whether  or  not  programming  is  in  the 
public  interest.  He  indicated  that  the 
FCC  when  reviewing  over-all  program 
activities  looks  for  “well-rounded  and 
diversified  programming.”  He  also  men- 
tioned "program  balance;  attentiveness 
to  needs  and  interests  of  the  public; 
local  live  programming;  the  tastes, 
needs  and  desires  of  all  substantial 
groups  among  the  public;  local  live 
programming;  fair  and  impartial  treat- 
ment of  controversial  issues;  and  the 
need  to  serve  the  public,  rather  than  the 
licensee’s  private  interest.  From  this, 
I believe  it  is  clear  that  the  positive 
elements  of  programming  in  the  pub- 
lic interest  have  been  well  charted." 

The  public  interest  is  implemented, 
Chairman  Ford  asserted,  by  “regulation 
in  the  decisional  process  . . .”  While 
admitting  that  codes  “are  helpful"  in 
“making  judgments  with  respect  to 
proper  programming,”  he  suggested  that 
they  “are  insufficient  to  perform  the 
entire  function  of  regulating  . . . pro- 
gramming.” 

The  Next  Day  ■ Ford  addressed  the 
AWRT  convention  Friday  morning  and 
criticized  television  for  the  “excessive 
violence”  in  its  programs.  “I  receive  a 
substantial  volume  of  mail  complaining 
about  excessive  violence  on  television,” 
the  chairman  said,  and  “it  is  hard  to 
believe  in  the  terrific  power  of  this 
medium  to  sell  merchandise  and  not  be- 
lieve that  it  can  also  sell  violence.” 

The  commissioner  took  a slap  at 
ratings,  upon  which  the  defense  of 
violence  is  based,  he  said.  “It  is  said 
that  these  ratings  indicate  that  the  pub- 
lic is  getting  what  it  wants.  The  prin- 
cipal purpose  of  the  huge  expenditure 
by  advertisers  on  programs  is  to  draw 
a crowd  to  hear  his  sales  message.  But 
the  question  raised  in  my  mind — are 
broadcasters  and  television  writers  using 
violence  excessively  to  draw  a crowd 
without  giving  thought  to  the  effect  that 
violence  may  have  on  immature  minds? 
Are  there  not  other  ways  to  draw  a 
crowd?  Can  this  industry  afford  to  take 
a chance  on  excessive  violence?” 
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Never  promise  more  than  you  can  perform 

— PUBLILIUS  SYRUS 


YOUNG  & RUBICAM,  Advertising 


It’s  a logical  dependence.  Just  as  those  other  ven- 
erable volumes  are  respected  as  fountainheads  of 
information  in  their  respective  fields,  so  too  is  the 
broadcasting  yearbook  recognized  as  an  author- 
ity without  peer  in  the  business  of  television  and 
radio ! 

Why?  First  of  all,  there’s  nothing  else  like  it. 
Here  is  the  most  complete  compendium  of  ac- 
curate facts  available.  It’s  handy  as  well  as  help- 
ful. . . . Furthermore,  you  can’t  beat  its  established 
reputation  for  reliability.  For  25  years  now,  these 
information-crammed  source  books  have  held  a 
place  of  importance  on  the  desks  and  bookshelves 
of  every  key  person  in  TV-and-radio  advertising. 
Few  reference  volumes  get  dog-eared  and  thumb- 
printed  so  fast  by  so  many  makers  of  decisions  as 
a BROADCASTING  YEARBOOK. 

Now  . . . right  around  the  corner ...  is  the  'publica- 
tion date  of  the  bigger-than-ever  broadcasting 


yearbook  for  1960 — bigger  because  (1)  it  con- 
tains more,  and  (2)  it  covers  both  electronic 
media  in  a single  edition. 

The  1960  edition  scheduled  for  September  publica- 
tion will  be  snapped  up  by  18,000  busy  people 
with  the  stakes  of  their  livelihood  in  television 
or  radio  ...  or  in  both.  And  because  they  make 
broadcasting  yearbook  a working  partner,  day 
after  day,  this  remarkable  volume  becomes  a 
powerful,  long-lasting  medium  for  your  adver- 
tising. This  year,  the  combined  format  represents 
a greater  value  than  ever. 

Mark  these  dates,  large  and  loud,  on  your  calen- 
dar. Deadline  for  advertising  if  proofs  are  de- 
sired: July  1.  If  no  proofs,  July  15.  Regular  rates 
and  mechanical  specifications  apply.  Write,  wire 
or  phone  your  reservation  before  another  day’s 
sun  has  set.  The  New  1960  broadcasting  year- 
book is  too  good  a bet  to  miss ! 


EVERYBODY 
COUNTS  ON 
BROADCASTING 
YEARBOOK! 


IN  TV  AND  RADIO- 


READ  WHAT  IMPORTANT  AGENCY  EXECUTIVES  SAY  ABOUT  THE 

BROADCASTING  YEARBOOK 


THE  NEW,  TWO-IN-ONE  BROADCASTING 
YEARBOOK  OFFERS  FEATURES  LIKE  THESE: 


In  an  agency  as  deeply  involved  in 
the  broadcast  media  as  we  are,  the 
compilation  of  facts  such  as  those  con- 
tained in  your  new  Yearbook  is  in- 
! valuable.  Congratulations! 

Ted  Bergmann,  President 
Parkson  Agency 
New  York,  N.  Y. 


...  I find  the  Yearbook  very  help- 
ful ..  . 

Frank  Moriarity 
Senior  Buyer 
Dancer-Fitzgerald-Sample 
New  York 


I always  look  forward  to  the  Broad- 
B casting  Yearbook.  It  is  a contribution 
| j to  the  industry  and  contains  so  many 
j valuable  facts. 

Arthur  Par  doll,  Media  Group 
Director 

Foote,  Cone  & Belding 
New  York 


As  an  important  agency  tool,  the  an- 
nual Broadcasting  Yearbook  offers 
the  kind  of  information  we  need  and 
use  on  a week  to  week  basis. 

A.  E.  Staley  III 
Vice  President 
Dancer-Fitzgerald-Sample 
Chicago 


...  on  my  recent  lengthy  Station  trip, 
I the  Broadcasting  Yearbook  was  a tre- 
j mendous  help.  Its  vast  collection  of  very 
j useful  data,  not  to  mention  names,  ad- 
1 dresses  and  phone  numbers,  etc.,  was 
j my  constant  companion.  . . . 

Raymond  E.  Jones 
Young  & Rubicam 
New  York 


Your  Broadcasting  Yearbook  is 
i one  of  the  most  important  reference 
Ij  books  I own.  I find  it  very  helpful  in 
) the  preparation  of  television-radio  client 
j presentations,  and  as  a solid  informa- 
! tional  guide  for  countless  industry  facts 
and  figures. 

Tom  DeHuft 
TV  Account  Executive 
Cunningham  & Walsh,  Inc. 
New  York  16,  N.  Y. 


iion 


...  I will  put  it  to  good  use  through- 
out the  forthcoming  year. 

T.  J.  McDermott,  V.P. 

N.  W.  Ayer  & Son 
New  York 


...  You  are  to  be  congratulated  on 
this  major  contribution  to  the  television 
j and  radio  mediums.  The  market  data, 
coverage  and  penetration  statistics,  the 
station  personnel  listings — all  this  is 
excellent  and  will  have  frequent  use  in 
our  media  activities. 


The  annual  Broadcasting  Yearbook 
is  the  most  valued  addition  to  our 
working  library. 

Edward  R.  Fitzgerald 
Broadcast  Media  Manager 
J.  Walter  Thompson 
Chicago 


. . . Yearbook  will  be  very  useful 
during  the  coming  year  just  as  I have 
always  found  Broadcasting  informa- 
tive and  helpful  to  my  business. 

Nicholas  E.  Keesely,  Senior 
V.P.,  Radio-Tv 
Lennen  & Newell 
New  York 


I think  the  publication  fills  a very 
important  need  in  the  industry. 

Hendrik  Booraem  Jr.,  V.P.  & 
Director,  Broadcast  Dept. 
Ogilvy,  Benson  & Mather 
New  York 


. . . It’s  supposed  to  be  easy  to  criti- 
cize anything,  but  frankly  I find  it  diffi- 
cult in  this  case  (Yearbook)  . You  have 
done  a monumental  job  and  I certainly 
congratulate  you  and  your  associates. 
Peter  M.  Bardach 
Media  Supervisor 
Foote,  Cone  & Belding 
New  York,  N.  Y. 


Charles  Pumpian,  Vice 
President-Media 
Henri,  Hurst  & McDonald 
Chicago 


** Latest  working  information 
about  both  television  and  radio. 

^^Directories  restyled  for  faster 
reference — giving  facilities  and 
key  personnel,  of  advertising 
agencies,  networks,  stations, 
station  representatives,  pro- 
gram suppliers,  equipment 
sources,  and  many  other  or- 
ganizations related  to  TV-radio 
business. 

**Definitive  round-up  introduc- 
tions, reporting  on  progress  in 
each  major  area  of  activity 
covered  by  a directory. 

** Special  articles  and  reports  on 
such  important  developments 
as — 

. . . radio  and  TV  audiences, 
their  size  and  composi- 
tion. 

. . . radio  and  television  time 
sales  — by  network,  spot 
and  local — nationally  and 
by  individual  markets. 

. . . market  information  for 
every  U.S.  county. 

. . . trends  in  the  use  of  fea- 
ture and  syndicated  film. 

...analyses  of  specialized 
radio  programming — for- 
eign language,  Negro 
market,  multiplexing, 
stereophonic  broadcast- 
ing. 

...  a review  of  how  adver- 
tising agencies  have 
grown  with  radio  and 
television. 

**PLUS  — all  the  many  other 
standard  features  which  have 
made  broadcasting  yearbook 
the  most  authoritative,  most 
closely-read  reference  work  in 
radio  and  television  for  the  past 
quarter-century ! 


BROADCASTING 

THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 
1*735  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 
A member  of  the  Audit  Bureau  of  Circulations 


SEC.  317  FLOOD 
FCC  inundated  as 
500  stations  comment 

With  the  sheer  weight  of  numbers 
and  repetitive  argument,  some  500 
broadcasters  attempted  to  overwhelm 
the  FCC  in  responding  to  its  contro- 
versial Sec.  317  public  notice  of  March 
16. 

It  was  one  of  the  largest  responses 
to  an  FCC  notice  ever  received,  and 
probably  the  most  consistent  in  theme. 
The  deadline  for  filing  comment  was 
May  2. 

The  highly  critical,  unswerving  re- 
sponse to  the  commission’s  notice  of 
inquiry  on  its  interpretation  of  the 
requirements  of  Sec.  317  dealing  with 
plugola  and  “freebies”  which  was  is- 
sued as  a public  notice,  fell  into  five 
categories: 

(1)  The  public  notice  constitutes  an 
erroneous  interpretation  of  Sec.  317, 
exceeding  its  original  congressional  in- 
tention; (2)  it  creates  unreasonable  re- 
quirements which  will  result  in  eco- 
nomic hardship  to  stations  and  degraded 
program  service  to  the  public;  (3)  it 
cannot  be  supported  by  public  interest 
considerations;  (4)  it  will  decrease 
valuable  broadcast  time,  thus  decreas- 
ing public  service  time,  (5)  it  cannot 
be  reconciled  with  the  procedural  re- 
quirements of  the  Communications  Act 
or  with  prior,  existing  interpretive  rul- 
ings. 

While  the  FCC  notice  encompasses  a 
vast  area  of  broadcast  activities,  the 
commentators  centralized  their  attack 
upon  the  section  dealing  with  phono- 
graph records.  The  FCC  has  maintained 
that  every  time  a station  plays  a rec- 
ord that  it  received  free  or  for  a nom- 
inal fee,  it  must  announce  on  the  air 
that  the  record  was  furnished  and 
identify  the  supplier  (Broadcasting, 
March  21). 

Doesn’t  Agree  ■ CBS  summed  up 
the  prevailing  opinion  when  it  com- 
mented: “We  do  not  agree  with  the 
commission’s  conclusion  that  com- 
pliance with  Sec.  317  requires  that 
an  appropriate  announcement  ac- 
company the  playing  of  all  recordings 
received  free  or  at  a nominal  charge. 
There  must  be  more  involved  than  the 
mere  giving  of  the  records  even  though 
accompanied  with  the  hope  they  will 
be  played.  But  if  records  are  furnished 
in  exchange  for  a plug  on  the  air  then 
an  announcement  should  be  required.” 

The  Michigan  Assn,  of  Broadcasters 
was  quick  to  point  out  that  there  is 
nothing  “in  the  legislative  history  of 
Sec.  317  which  requires  the  FCC  to  hold 
that  the  mere  supplying  of  records  . . . 
constitutes  a ‘valuable  consideration.’  ” 
The  Michigan  view  was  held  by  a 
majority  of  responders,  many  of  whom 


also  suggested  that  the  FCC  has  in  the 
past  stressed  the  importance  of  com- 
plete identification  of  those  furnishing 
material  for  controversial  issues.  This, 
it  was  asserted,  was  the  intent  of  Con- 
gress which  recommended  that  the 
source  of  such  programs  be  identified 
when  Sec.  317  was  drawn  up. 

NBC  insisted  that  Sec.  317  has  no 
application  where  the  only  valuable 
consideration  received  by  the  station  is 
the  very  matter  which  it  agrees  to 
broadcast.  NBC  said  that  unless  a 
valuable  consideration  is  paid  or  prom- 
ised to  a station  in  exchange  for  a 
contractual  obligation  to  broadcast  a 
particular  matter,  317  does  not  apply. 

Triangle  Publications  Inc.,  multiple 
station  owners,  urged  that  the  FCC  dis- 
affirm its  interpretation  of  Sec.  317  and 
depend  upon  commercial  bribery  legis- 
lation to  control  payola  and  plugola. 
Triangle  suggested  that  the  FCC  issue 
an  interpretative  manual  similar  to  the 
one  issued  on  the  use  of  broadcast  fa- 
cilities by  candidates  for  public  office. 
The  manual  would  spell  out  clearly 
just  what  the  commission  expects  of 
licensees  regarding  sponsorship  an- 
nouncements. 

Economic  Squawks  ■ Criticism 
against  what  Washington  attorney  W. 
Theodore  Pierson  characterized  as  the 
"tortured”  application  of  Sec.  317  in 
the  public  notice,  was  more  than 
equalled  by  the  clamor  against  the  eco- 
nomic hardships  incurred  because  of 
the  public  notice. 

Daytime  Broadcasters  Assn,  told  the 
FCC  that  the  availability  of  free  re- 
cordings to  the  smaller  broadcast  fa- 
cilities, “may  mean  the  difference,  in 
some  cases,  between  profitable  and  un- 
profitable operations.”  The  DBA  said 
that  broadcasting  of  “repeated  identi- 
fying announcements”  could  mean 
“not  only  the  pre-emption  of  time  that 
would  have  been  available  for  public 
service  messages,  but  a severe  contrac- 
tion of  the  now  limited  daylight  time 
available  for  commercial  sponsorship 
on  daytime  stations.” 

General  Electric  stated  that  the  FCC 
“may  well  be  burning  down  the  barn 
to  kill  the  rats.”  Under  its  interpreta- 
tion, GE  said,  the  broadcaster  “would 
be  faced  with  the  unpleasant  alterna- 
tives of  either  refusing  all  material 
furnished  at  no  cost  and  attempting  to 
acquire  it  in  some  other  way,  or  util- 
izing his  valuable  broadcast  time  for 
credits  which  are  far  more  valuable 
than  the  thing  credited.  As  Westing- 
house  Broadcasting  Co.  put  it:  “As 
matters  stand,  the  public  notice  consti- 
tutes the  greatest  advertising  and  pro- 
motional subsidy  that  record  companies 
could  possibly  obtain.” 

The  record  industry,  through  the 
comments  filed  by  its  American  Rec- 
ord Manufacturers  and  Distributors 


Get  lost! 

Commenting  on  the  confusion 
caused  among  broadcasters  by  the 
FCC  Sec.  317  public  notice,  the 
American  Record  Manufacturers 
and  Distributors  Assn,  revealed 
the  drastic  measures  taken  by  one 
unidentified  broadcaster. 

ARMADA  said  “one  broad- 
caster went  so  far  as  to  mail  a 
letter  to  record  manufacturers  re- 
questing that  they  not  contact 
either  the  licensee  or  any  member 
of  his  staff.  This  letter  threatened 
the  immediate  dismissal  of  any 
member  of  his  staff  who  held  a 
conversation  with  any  member  of 
the  record  industry.” 


Assn.,  denied  the  allegation  that  it  was 
profiting  by  the  public  notice. 
ARMADA  maintained  that  smaller  sta- 
tions, forced  to  purchase  all  their  rec- 
ords, will,  because  of  limited  funds, 
“buy  only  name  artists  and  performers.” 
This  will  seriously  hamper  the  develop- 
ment of  new  and  unknown  talents  and 
will  do  “irreparable  damage”  to  the  in- 
dustry as  a whole. 

Who’s  Right?  ■ The  association  con- 
tradicted the  charge  by  smaller  stations 
who  filed  earlier  (Broadcasting,  May 
2)  that  they  were  being  neglected  by 
distributors  in  favor  of  larger  facilities. 
ARMADA  stated  that  stations  receive 
record  samplings  without  regard  to  size 
of  community  or  “the  wattage  of  a par- 
ticular station.”  It  said  that  manufac- 
turers mail  records  directly  to  stations 
“in  every  part  of  the  country”  between 
1,500  and  3,000  copies  of  each  release. 
In  addition,  each  manufacturer  supplies 
each  of  his  30  or  40  distributors  with 
100  to  250  “not  for  sale”  records  of 
each  release.  The  distributor  then 
samples  stations  throughout  his  territory 
that  “may  have  been  overlooked  by  the 
manufacturer,  resulting  in  a total  of 
between  4,500  and  13,000  ‘not  for  sale’ 
records  made  available  to  broadcast  sta- 
tions.” 

ARMADA  also  revealed  that  record 
manufacturers  release  “between  150  and 
200  new  records  each  week.  Of  these 
releases  a maximum  of  20%  receive 
air  play.  Of  all  these  releases  only  8% 
ever  appear  in  the  top  ‘50’  in  sales.” 

Fisher,  Wayland,  Duvall  & South- 
mayd,  communications  attorneys,  point- 
ed out  that  “the  public  doesn’t  care 
where  records  come  from  or  how  much 
they  cost  stations.  The  question  is 
whether  or  not  the  records  are  appeal- 
ing. If  the  public  likes  the  records,  they 
will  continue  to  listen  to  the  station; 
if  they  do  not  like  the  records,  they  will 
not  listen  to  the  station.  But  in  either 
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POLIO 

FIGHTER? 


Sure  he  fights  polio ! . . . even  tuberculosis,  fire  and  crime,  poverty  and  delinquency. 
He  helps  the  handicapped  and  finds  foster  parents  for  homeless  children.  Who  is  he?  He’s  a 
diamond  stylus,  the  business  end  of  a radio  station  turntable.  At  KRLA,  he  works  around 
the  clock  with  much  of  his  time  devoted  to  spot  campaigns  in  the  public  interest ...  up  to  150 
announcements  in  an  average  week.  During  National  Health  Week  — co-operating  with  the 
March  of  Dimes  and  the  Community  Health  Association  — KRLA  used  400  spots  to  promote  the 
KRLA  Polio  Clinic.  Thousands  of  people  came  to  the  Clinic,  in  downtown  Los  Angeles, 
for  polio  immunization!  This  is  public  service.  Wherever  you  find  it  in  depth,  like  this,  you’ll 


find  a radio  station  that  is  a beneficial,  and  effective,  force  in  its  community. 


Newest  among  the  leaders  serving  America’s  greatest  radio  market 


K RLA 


DIAL  1 50,000  WATTS 


RADIO  LOS  ANGELES 


6381  Hollywood  Blvd.,  Los  Angeles  28  • Represented  nationally  by  Donald  Cooke  Inc.,  New  York,  Chicago,  San  Francisco 


case,  they  will  not  care  where  the  rec- 
ords come  from.” 

On  the  other  restrictive  areas  inherent 
in  the  public  notice,  i.e.,  the  use  of 
props,  record  hop  promotions,  free 
travel  arrangements,  etc.,  there  was 
less  unanimity  of  opinion.  For  instance, 
Pierson,  Ball  & Dowd,  a law  firm  filing 
in  behalf  of  24  station  clients,  agreed 
that  a trade  deal  involving  broadcast  of 
mentions  in  return  for  props  or  other 
goods  does  call  Sec.  317  into  play. 
The  NAB  however  called  for  a review 
of  specific  usage  of  props  where  they 
are  an  integral  part  of  program  or  pro- 
duction (At  Deadline,  May  2). 

Dow,  Lohnes  and  Albertson,  Wash- 
ington law  firm,  in  regarding  the  over- 
all restrictions  made  by  the  public  notice 


The  critics  of  broadcasting  who  have 
been  saying  that  the  many  have  left 
the  few  to  act  as  radio-tv  spokesmen 
when  the  going  got  rough,  got  a sur- 
prise last  week.  For  there  were  500 
respondents  to  the  FCC’s  controversial 
interpretation  of  Sec.  317,  proving  there 
are  still  many  engaged  in  the  broadcast- 
ing business  who  want  to  be  heard. 

Here  is  the  list  of  those  who  spoke 
up: 

ASSOCIATIONS 

American  Record  Manufacturers  & Distributors 
Assn.;  Arizona  Bcstrs.  Assn.;  Daytime  Bcstrs. 
Assn.;  Idaho  Bcstrs.  Assn.;  Illinois  Bcstrs.  Assn.; 
Kansas  Assn,  of  Bcstrs.;  Michigan  Assn,  of  Bcstrs.; 
National  Assn,  of  Educational  Bcstrs.;  Oklahoma 
Bcstrs.  Assn.;  Texas  Assn,  of  Bcstrs.;  Tennessee 
Assn,  of  Bcstrs.;  Vermont  Assn,  of  Bcstrs. 

BROADCASTERS 

Anderson  Bcstg.  Corp.;  Earie  C.  Anthony  Inc.; 
Beaumont  Bcstg.  Corp.;  Duchess  County  Bcstg. 
Corp.;  Hazelton  Bcstg.  Co.;  Jefferson  Standard 
Bcstg.  Co.;  Kendrick  Bcstg.  Co.;  Lycoming  Bcstg. 
Co.;  Maine  Bcstg.  Co.;  Maine  Radio-TV  Co.; 
North  Carolina  Bcstg.  Co.;  Orange  County  Bcstg. 
Corp.;  Quality  Radio  Group  Inc.;  Radio  Muscle 
Shoals  Inc.;  RKO  General  Inc.;  Seaway  Radio 
Inc.;  Southwest  Bcstg.  Co.;  Stevens-Wismer 
Bcstg.  Inc.;  Story  County  Bcstg.  Co.;  Thumb 
Bcstg  Co.;  Tri-State  Bcstg.  Co.;  Twin  State 
Bcstg.  Corp.;  Vermont  Bcstg.  Corp.;  Westing- 
house  Bcstg.  Co.;  Yuma  Bcstg.  Co. 

NETWORKS 

American,  Columbia  and  National  Broadcast- 
ing Companies. 

PUBLISHERS 

Enterprise  Publishing  Co.;  Herald  Publishing 
Co.;  McClatchy  Newspapers;  Triangle  Publica- 
tions Inc.;  Tribune  Co. 

STATIONS 

CKLW  Windsor-Detroit,  Mich.;  KAGI  & KGP0- 
FM  Grants  Pass,  Ore.;  KAGO  Klamath  Falls, 
Ore.;  KALL  Salt  Lake  City,  Utah.;  KBCH  Ocean- 
lake,  Ore.;  KBES-TV  Medford,  Ore.;  KBHS  Hot 
Springs,  Ark.;  KBIQ  (FM)  Los  Angeles,  Calif.; 
KBND  Bend,  Ore.;  KBOL  Boulder,  Colo.;  KBOX 
Dallas,  Tex.;  KBRC  Mt.  Vernon,  Wash.;  KBUZ- 
AM-FM  Mesa,  Ariz.;  KBWD  Brownwood,  Tex.; 
KCEN-TV  Temple,  Tex.;  KCIL  Houma,  La.;  KCMO- 
AM-FM-TV  Kansas  City,  Mo.;  KCRS  Midland, 
Tex. 

KDEN-AM-FM  Denver,  Colo.;  KDKA-AM-FM- 
TV  Pittsburgh,  Pa.;  KDOK  Tyler,  Tex.;  KDUN-TV 
Hay  Springs,  Neb.;  KDWB  St.  Paul,  Minn.;  KE'LO- 


said:  “The  basic  philosophy  [inherent 
in  the  public  notice]  raises  questions 
with  respect  to  practically  every  cour- 
tesy, accommodation,  station  promo- 
tion, guest  appearance  and  non-broad- 
cast activity  or  employment  by  station 
personnel.  ...  In  this  regard,  we  strong- 
ly believe  that  had  the  commission  been 
confronted  with  a specific  case,  or  cases, 
involving  actual  operating  facts  and 
situations,  it  is  highly  doubtful  whether 
the  . . . public  notice  would  have  been 
released  . . 

Initial  FCC  reaction  to  the  critical 
inundation,  while  unofficial,  was  prob- 
ably characterized  by  the  remark  of 
one  commission  staffer:  “Looks  like 
we’ve  got  a few  unhappy  people  on  our 
hands.” 


AM-TV  Sioux  Falls,  S.D.;  KENI-AM-TV  An- 
chorage, Alaska;  KENN  Farmington,  N.M.;  NEWB 
Oakland,  Calif.;  KEX-AM-FM  Portland,  Ore.; 
KEYC-TV  Mankato,  Minn.;  KFAR-AM-TV  Fair- 
banks, Alaska;  KFDA-AM-TV  Amarillo,  Tex.; 
KFDM-AM-TV  Beaumont,  Tex.;  KFH-AM-FM 
Wichita,  Kans.;  KFJZ-AM-FM-TV  Ft.  Worth, 
Tex.;  KFRC-AM-FM  San  Francisco,  Calif.;  KFRE- 
AM-TV  Fresno,  Calif.;  KFSD-AM-FM-TV  San 
Diego,  Calif.;  KFWB  Los  Angeles,  Calif.;  KFYO 
Lubbock,  Tex. 

KGBX  Springfield,  Mo.;  KGFJ  Los  Angeles, 
Calif.;  KGLO-AM-FM-TV  Mason  City,  Iowa; 
KGNC  Amarillo,  Tex.;  KGW-AM-TV  Portland, 
Ore.;  KHAS  Hastings,  Neb.;  KHJ-AM-FM-TV  Los 
Angeles,  Calif.;  KHOG  Fayetteville,  Ark.;  KHOL- 
TV  Kearney,  Neb.;  KHPL  Hayes  Center,  Neb.; 
KHQ-AM-TV  Spokane,  Wash.;  KHQA-TV  Hanni- 
bal, Mo.;  KIEM-AM-TV  Eureka,  Calif.;  KIKS 
Sulphur,  La.;  KING-AM-FM-TV  Seattle,  Wash.; 
KITI  Chehalis,  Wash.;  KITN  Olympia,  Wash.;  KKIS 
Pittsburg,  Calif.;  KLBM  La  Grande,  Ore.;  KLPM 
Minot,  N.D.;  KLZ-AM-TV  Denver,  Colo. 

KMCM  McMinnville,  Ore.;  KMMJ  Grand  Island, 
Neb.;  KMPC  Los  Angeles,  Calif.;  KMSO-TV  Mis- 
soula, Mont.;  KMTV  (TV)  Omaha,  Neb.;  KMVI- 
AM-TV  Wailuku,  Maiu,  Hawaii;  KNDE-AM-FM 
Aztec,  N.M.;  KNOW  Austin,  Tex.;  KNOX-AM-TV 
Grand  Forks,  N.D.;  KNPT  Newport,  Ore.;  KOA 
Denver,  Colo.;  KOGA  Ogallala,  Neb.;  KOIN-AM- 
FM-TV  Portland,  Ore.;  KOMO-AM-TV  Seattle, 
Wash.;  KOMU-TV  Columbia,  Mo.;  KORE  Eugene, 
Ore.;  KORN-TV  Mitchell,  S.D.;  KOTA-AM-TV 
Rapid  City,  S.D.;  KOTI-TV  Klamath  Falls,  Ore.; 
KPAC  Port  Arthur,  Tex.;  KPBM  Carlsbad,  N.M.; 
KPHO-AM-FM-TV  Phoenix,  Ariz.;  KPIX  (TV) 
San  Francisco,  Calif.;  KPLT  Paris,  Tex.;  KPOJ- 
AM-TV  Portland,  Ore.;  KPRC-AM-TV  Houston, 
Tex. 

KRBC-AM-TV  Abilene,  Tex.;  KRCG-TV  Jef- 
ferson City,  Mo.;  KRED  (FM)  Eureka,  Calif.; 
KREM-AM-FM-TV  Spokane,  Wash.;  KREW  Sun- 
nyside,  Wash.;  KRFM  (FM)  Fresno,  Calif.;  KRIO 
McAllen,  Tex.;  KRMG  Tulsa,  Okla.;  KSBW-AM-TV 
Salinas,  Calif.;  KSBY  San  Luis  Obispo,  Calif.; 
KSDO  Sarr  Diego,  Calif.;  KSFO  San  Francisco,- 
Oakland,  Calif.;  KSLM  Salem,  Ore.;  KSNY  Snyder, 
Tex.;  KSRV  Ontario,  Ore.;  KTAR  Phoenix,  Ariz.; 
KTEM  Temple,  Tex.;  KTHE  Thermopolis,  Wyo.; 
KTHS  Little  Rock,  Ark.;  KTKN  Ketchikan,  Alaska; 
KTOK  Oklahoma  City,  Okla.;  KTTS-AM-FM-TV 
Springfield,  Mo.;  KTVB  Boise,  Idaho;  KTVO 
(TV)  Ottumwa,  Iowa. 

KUEN  Wenatchee,  Wash.;  KVFC  Cortez,  Colo.; 
KVFD  Fort  Dodge,  Iowa;  KVI  Seattle-Tacoma, 
Wash.;  KVLC  Little  Rock,  Ark.;  KVOO  Tulsa, 
Okla.;  KWAK  Stuttgart,  Ark.;  KWFT  Wichita 
Falls,  Tex.;  KWKH-AM-TV  Shreveport,  La.;  KWME 
Walnut  Creek,  Calif.;  KWOS  Jefferson  City,  Mo.; 
KWTV  (TV)  Oklahoma  City,  Okla.;  KXO  El  Centro, 
Calif.;  KXOA  Sacramento,  Calif.;  KXOL  Ft.  Worth, 
Tex.;  KYCA  Prescott,  Ariz.;  KYTE  Pocatello, 
Idaho;  KYTV  (TV)  Springfield,  Mo.;  KYUM 
Yuma,  Ariz.;  KYVA  Gallup,  N.M.;  KYW-AM-FM- 
TV  Cleveland,  Ohio. 

WAAF  Chicago,  III.;  WACO  Waco,  Tex.;  WAFB- 


TV  Baton  Rouge,  La.;  WAGE  Leesburg,  Va.; 
WAJR  Morgantown,  W.  Va.;  WALA-AM-TV  Mo- 
bile, Ala.;  WALE  Fall  River,  Mass.;  WALK-AM- 
FM  Patchogue,  N.Y.;  WALM  Albion,  Mich.; 
WAME  Miami,  Fla.;  WANN-AM-FM  Annapolis, 
Md.;  WAPO  Chattanooga,  Tenn.;  WATC  Gay- 
lord, Mich.;  WATE-AM-TV  Knoxville,  Tenn.; 
WATN  Watertown,  N.Y.;  WATT  Cadillac,  Mich.; 
WATZ  Alpena,  Mich.;  WAVE-AM-TV  Louisville, 
Ky.;  WAYB  Waynesboro,  Va.;  WAZA  Bainbridge, 
Ga.;  WAZE  Clearwater,  Fla.;  WAZL-AM-FM 
Hazelton,  Pa. 

WBBT  Lyons,  Ga.;  WBEJ  Elizabethton,  Tenn.; 
WBEN-AM-FM-TV  Buffalo,  N.Y.;  WBEV  Beaver 
Dam,  Wis.;  WBIG  Greensboro,  N.C.;  WBHP  Hunts- 
ville, Ala.;  WBAL-AM-FM-TV  Baltimore,  Md.; 
WBLJ  Dalton,  Ga.;  WBML,  Macon,  Ga.;  WBNS- 
AM-FM-TV  Columbus,  Ohio;  WBOB  Galax,  Va.; 
WBOC-AM-TV  Salisbury,  Md.;  WBRK  Pittsfield, 
Mass.;  WBT-WBTV  (TV)  Charlotte,  N.C.;  WBTW 
(TV)  Florence,  S.C.;  WBUZ  Lexington,  N.C.;  WBVL 
Barbourville,  Ky.;  WBVP  Beaver  Falls,  Pa.; 
WBZ-AM-FM-TV  Boston,  Mass.;  WBZA-AM- 
FM  Springfield,  Mass.;  WCAE-AM-FM  Pittsburgh, 
Pa.;  WCAO-AM-FM  Baltimore,  Md.;  WCCC-AM- 
FM  Hartford,  Conn.;  WCFL  Chicago,  III.;  WCHS- 
AM-TV  Charleston,  W.  Va.;  WCIN-AM-TV  Cin- 
cinnati, Ohio;  WCKY  Cincinnati,  Ohio.;  WCOL- 
AM-FM  Columbus,  Ohio;  WCOP-AM-FM  Boston, 
Mass.;  WCOU-AM-FM  Lewiston,  Me.;  WCOV-AM- 
TV  Montgomery,  Ala.;  WCOY  Columbia,  Pa.; 
WCPO-AM-FM-TV  Cincinnati,  Ohio;  WCRB- 
AM-FM  Boston,  Mass.;  WCSC-AM-FM-TV 
Charleston,  S.C.;  WCSH-AM-TV  Portland,  Me.; 
WCUM-AM-FM  Cumberland,  Md. 

WDAF-AM-TV  Kansas  City,  Mo.;  WDAE-AM- 
FM  Tampa,  Fla.;  WDAN-AM-TV  Danville,  III.; 
WDAU-TV  Scranton,  Pa.;  WDBO-AM-TV  Orlando, 
Fla.;  WDEW  Westfield,  Mass.;  WDJR  (FM)  Oil 
City,  Pa.;  WDLP  Panama  City,  Fla.;  WDOE 
Dunkirk,  N.Y.;  WDRC  Hartford,  Conn.;  WDTI 
Danville,  Va.;  WEAS  Decatur,  Ga.;  WEAQ  Eau 
Claire,  Wis.;  WEJL  Scranton,  Pa.;  WENY  Elmira, 
N.Y.;  WESH-TV  Daytona  Beach,  Fla.;  WESX 
Salem,  Mass.;  WEWS  (TV)  Cleveland,  Ohio; 
WEZE  Boston,  Mass.;  WEZL  Richmond,  Va.; 
WFAS-AM-FM  White  Plains,  N.Y.;  WFAU 
Augusta,  Me.;  WFBC-AM-FM-TV  Greenville, 
S.C.;  WFBG-AM-FM-TV  Altoona,  Pa.;  WFDF 
Flint,  Mich.;  WFGM  Fitchburg,  Mass.;  WFIL-AM- 
FM-TV  Philadelphia,  Pa.;  WFLA  Tampa,  Fla.; 
WFMY-TV  Greensboro,  N.C.;  WFMD-AM-FM 
Frederick,  Md.;  WFOM  Marietta,  Ga.;  WFRL 
(TV)  Freeport,  III. 

WGAN-AM-TV  Portland,  Me.;  WGAW  Gardner, 
Mass.;  WGBI-AM-FM  Scranton,  Pa.;  WGEM 
Quincy,  III.;  WGGO  Salamanca,  N.Y.;  WGLI 
Babylon,  N.Y.;  WGMS-AM-FM  Washington,  D.C.; 
WGN-AM-TV  Chicago,  III.;  WGPC  Albany,  Ga.; 
WGY  Schenectady,  N.Y.;  WHAL  Shelbyville,  Tenn.; 
WHAT-AM-FM  Philadelphia,  Pa.;  WHBF-AM-FM- 
TV  Rock  Island,  III.;  WHBQ-AM-TV  Memphis, 
Tenn.;  WHBU  Anderson,  Ind.;  WHCT  Hartford, 
Conn.;  WHDL  Olean,  N.Y.;  WHDM-AM-FM-TV  Mc- 
Kenzie, Tenn.;  WHEC-AM-TV  Rochester,  N.Y.; 
WHEE  Martinsville,  Va.;  WHEN-AM-FM-TV  Syra- 
cuse, N.Y.;  WHEO  Stuart,  Va.;  WHGB  Harrisburg, 
Pa.;  WHIO-AM-FM-TV  Dayton,  Ohio;  WHIS- 
AM-TV  Bluefieid,  Va.;  WHLD  Niagara  Falls,  N.Y.; 
WHLS-AM-TV  Port  Huron,  Mich.;  WHO-AM-FM- 
TV  Des  Moines,  Iowa;  WHP-AM-FM-TV  Harris- 
burg, Pa.;  WHUB  Cookeville,  Tenn.;  WHYN-AM- 
'iFM-TV  Springfield,  Mass. 

WIAL  Eau  Claire,  Wis.;  WIBA-AM-FM  Madison, 
Wis.;  WIBB  Macon,  Ga.;  WIBC  Indianapolis,  Ind.; 
WIBR  Baton  Rouge,  La.;  WIBW-AM-TV  Topeka, 
Kans.;  WICE  Providence,  R.I.;  WIEL  Elizabeth- 
town, Ky.;  WILK  Wilkes-Barre,  Pa.;  WIL  St. 
Louis,  Mo.;  WILE  Cambridge,  Ohio.;  WILM  Wil- 
mington, Del.;  WIMA-AM-TV  Lima,  Ohio;  WIND- 
AM-TV  Chicago,  III.;  WING  Dayton,  Ohio;  WINK- 
AM-TV  Ft.  Myers,  Fla.;  WINR-AM-TV  Bing- 
hamton, N.Y.;  WIOS  Tawas  City,  Mich.;  WIRL 
Peoria,  III.;  WIS-AM-TV  Columbia,  S.C.;  WISM 
Madison,  Wis.;  WISN-AM-FM-TV  Milwaukee, 
Wis.;  WIST  Charlotte,  N.C.;  WTNS  Coshocton, 
Ohio;  WIVK  Knoxville,  Tenn.;  WIVY  Jacksonville, 
Fla.;  WIZE  Springfield,  Ohio;  WJAC-AM-FM-TV 
Johnstown,  Pa.;  WJAR-TV  Providence,  R.I.;  WJAX 
Jacksonville,  Fla.;  WJBC  Bloomington,  III.;  WJDA 
Quincy,  Mass.;  WJEJ  Hagerstown,  Md.;  WJJD 
Chicago,  III.;  WJR-AM-FM  Detroit,  Mich.;  WJTN- 
AM-FM  Jamestown,  N.Y.;  WJWS  South  Hill,  Va.; 
WJZ-TV  Baltimore,  Md. 

WKAB  Mobile,  Ala.;  WKAN  Kankakee,  III.; 
WKAQ-AM-FM-TV  San  Juan,  P.R.;  WKAR-AM- 
FM  East  Lansing,  Mich.;  WKJB  Mayaguey,  P.R.; 
WKM-I  Kalamazoo,  Mich.;  WKNE  Keene,  N.H.; 
WKNY  Kingston,  N.Y.;  WKRG-TV  Mobile,  Ala.; 
WKRK  Murphy,  N.C.;  WKRZ  Oil  City,  Pa.;  WKSK 
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Compliments  by  the  sackful! 


Across  our  desk  come  letters  of  honest  and  before  have  I enjoyed  watching  television 

sincere  praise  like  the  letter  from  the  Navy  f\C=2  as  much.”  The  satisfaction  of  our  viewers, 
wife  who  wrote:  "Your  station  has  always  af-  C as  expressed  by  the  volume  and  content  of 
forded  the  finest  entertainment ...  we  have  our  mail,  is  more  impressive,  we  think, 

lived  in  many  parts  of  the  country  and  never  than  any  rating  picture  could  be. 

Represented  by 

CHANNEL  10  • COCK-OF-THE-WALK  IN  THE  PROVIDENCE  MARKET 

•so 
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West  Jefferson,  N.C.;  WKTL  Sheboygan,  Wis.; 
KWVT  Brattleboro,  Vt.;  WKY-AM-TV  Oklahoma 
City;  WKZO-AM-TV  Kalamazoo,  Mich.;  WLAC- 
TV  Nashville,  Tenn.;  WLAM  Lewiston,  Me.; 
WLAU  Laurel,  Miss.;  WLAV-AM-FM  Grand 
Rapids,  Mich.;  WLBC-AM-TV  Muncie,  Ind.; 
WLBR-AM-FM  Lebanon,  Pa.;  WLBZ  Bangor,  Me.; 
WLEC  Sandusky,  Ohio;  WLEW  Bad  Axe,  Mich.; 
WLOL  Minneapolis,  Minn.;  WLMJ  Jackson,  Ohio; 
WLOS  Asheville,  N.C.;  WLSH  Lansford,  Pa.; 
WLSI  Pikeville,  Ky.;  WLTC  Gastonia,  N.C.;  WLYC- 
AM-FM  Williamsport,  Pa.;  WLYH-TV  Lebanon, 
Pa.;  WLYN  Lynn,  Mass. 

WMAN  Mansfield,  Ohio;  WMBM  Miami,  Fla.; 
WMBN  Petoskey,  Mich.;  WMBR-AM-FM  Jack- 
sonville, Fla.;  WMC-WMCF  (FM)-WMCT  (TV) 
Memphis,  Tenn.;  WMFB-AM-FM  Benton  Harbor, 
Mich.;  WMFQ  Wilmington,  N.C.;  WMGM  New 
York,  N.Y.;  WMBS  Uniontown,  Pa.;  WMPA  Ab- 
erdeen, Miss.;  WMPS-AM-FM  Memphis,  Tenn.; 
WMSA-AM-FM  Massena,  N.Y.;  WMT  Cedar 
Rapids,  Iowa;  WMTV  (TV)  Madison,  Wis.;  WMUN- 
FM  Muncie,  Ind.;  WNAC-AM-TV  Boston,  Mass.; 
WNBC  New  Britain,  Conn.;  WNBF-AM-FM-TV 
Binghamton,  N.Y.;  WNBP  Newburyport,  Mass.; 
WNDU-AM-TV  South  Bend,  Ind.;  WNHC-AM- 
FM-TV  New  Haven,  Conn.;  WNLC  New  London, 
Conn.;  WNOB  (FM)  Cleveland,  Ohio;  WNOR  Nor- 
folk, Va.;  WNOS-AM-FM  Highpoint,  N.C.;  WNOX 
Knoxville,  Tenn.;  WNTA-AM-FM-TV  New  York, 
N.Y.;  WNYC  New  York,  N.Y. 

WOBS  Jacksonville,  Fla.;  WOC-AM-FM-TV 
Davenport,  Iowa;  WOIA  Saline,  Mich.;  WONW  De- 
fiance, Ohio;  WOOD-AM-TV  Grand  Rapids,  Mich.; 
WOR-AM-FM-TV  New  York,  N.Y.;  WORA-AM- 
FM-TV  Mayaquez,  P.R.;  WORD  Spartanburg, 
S.C.;  WOSH  Oshkosh,  Wis.;  WOTR  Corry,  Pa.; 
WOTW-AM-FM  Nashua,  N.H.;  WOW-AM-FM- 
TV  Omaha,  Neb.;  WOWL-AM-TV  Florence,  Ala.; 
WOWO  Fort  Wayne,  Ind.;  WPAT  Paterson,  N.J.; 
WPAW  Pawtucket,  R.I.;  WPBN-TV  Traverse  City, 
Mich.;  WPLO-AM-FM  Atlanta,  Ga.;  WPRP 
Ponce,  P.R.;  WPRW  Manassas,  Va.;  WQOK 
Greenville,  S.C.;  WQTE  Monroe,  Mich.;  WQXI 
Atlanta,  Ga.;  WRBL-AM-FM-TV  Columbus,  Ga.; 
WRDO  Augusta,  Me.;  WREN  Topeka,  Kans.; 
WRGB  (TV)  Schenectady,  N.Y.;  WRIT  Milwaukee, 
Wis.;  WRKO  (FM)  Boston,  Mass.;  WRKT  Cocoa 
Beach,  Fla.;  WROK-AM-FM  Rockford,  III.;  WRR 
Dallas,  Tex.;  WRRR  Rockford,  III.;  WRTA  Altoona, 
Pa.;  WRVA-AM-FM-TV  Richmond,  Va.;  WRVM 
Rochester,  N.Y. 

WSAR  Fall  River,  Mass.;.  WSB-AM-FM-TV  At- 
lanta, Ga.;  WSFA-TV  Montgomery,  Ala.;  WSGN 
Birmingham,  Ala.;  WSJM  St.  Joseph,  Mich.; 
WSJV-TV  Elkhart-South  Bend,  Ind.;  WSM-AM- 
TV  Nashville,  Tenn.;  WSNJ-AM-FM  Bridgeton, 
N.J.;  WSOC-AM-FM-TV  Charlotte,  N.C.;  WSOK 
Savannah,  Ga.;  WSPA-AM-FM-TV  Spartanburg, 
S.C.;  WSPR  Springfield,  Mass.;  WSRO  Marl- 
borough, Mass.;  WSSV  Petersburg,  Va.;  WSTN 
St.  Augustine,  Fla.;  WSYE-TV  Elmira,  N.Y.; 
WSYR-AM-FM-TV  Syracuse,  N.Y.;  WTAD-AM- 
FM  Quincy,  III.;  WTAE  (TV)  Pittsburgh,  Pa.; 
WTCM  Traverse  City,  Mich.;  WTJS-AM-FM  Jack- 
son,  Tenn.;  WTMP  Tampa,  Fla.;  WTOB  Winston- 
Salem,  N.C.;  WTO M -TV  Cheboygan,  Mich.;  WTPA 
(TV)  Harrisburg,  Pa.;  WTRC  Elkhart,  Ind.; 
WTRF-TV  Wheeling,  W.  Va.;  WTSA  Brattle- 
boro, Vt.;  WTTH  Port  Huron,  Mich.;  WTTN 
Dover,  N.H.;  WTVT  (TV)  Tampa,  Fla.;  WTVY 
Dothan,  Ala. 

WVCG-AM-FM  Coral  Gables,  Fla.;  WVNJ 
Newark,  N.J.;  WVOL  Nashville,  Tenn.;  WWCA 
Gary,  Ind.;  WWCO  Waterbury,  Conn.;  WWDC- 
AM-FM  Washington,  D.C.;  WWDL-AM-FM  Buf- 
falo, N.Y.;  WWJ-AM-FM-TV  Detroit,  Mich.; 
WWNC  Asheville,  N.C.;  WWNY-AM-FM  Water- 
town,  N.Y.;  WWOL-AM-FM  Buffalo,  N.Y.; 
WWPA  Williamsport,  Pa.;  WWRI  West  Warwick, 
R.I.;  WWRL-WRFM  (FM)  Long  Island,  N.Y.; 
WXGI  Richmond,  Va.;  WYLD  New  Orleans,  La.; 
WYSO  Yellow  Springs,  Ohio;  WZIP  Cincinnati. 

OTHERS 

Dempsey  and  Koplovitz,  attorneys;  Dow, 
Lohnes  and  Albertson,  attorneys;  General  Elec- 
tric Co.;  Federal  Communications  Bar  Assn.; 
Purdue  University. 

Film  trial  ends 

The  blockbooking  trial  against  six 
distributors  of  feature  films  to  television 
ended  last  Tuesday  (May  3)  in  U.S. 
District  Court  in  New  York.  Judge 
Archie  S.  Dawson  directed  attorneys 
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for  the  government  and  the  defense  to 
file  briefs  by  Aug.  10.  He  indicated 
that  a decision  would  not  be  forthcom- 
ing for  some  time  as  the  issues  in  the 
case  are  “complex.”  The  trial  began  on 
March  7 (Broadcasting,  March  14). 

NEW  FCC  CURVES 

They  replace  outdated 
propagation  measures 

Revised  propagation  curves  to  be 
used  in  commenting  on  its  vhf  “interim 
policy”  rulemaking,  were  announced  by 
the  FCC  last  week.  The  new  curves  re- 
place those  found  to  have  been  outdated 
by  the  Assn,  of  Federal  Communica- 
tions Consulting  Engineers  (Broadcast- 
ing, April  4). 

Having  been  extensively  reviewed  by 
the  Radio  Propagation  Advisory  Com- 
mittee, composed  of  industry  and  gov- 
ernment engineers,  the  new  curves  were 
empirically  derived  from  measurements 
made  upon  a large  number  of  stations 
in  a variety  of  locations.  The  FCC  re- 
ported it  plans  to  use  “standard  field 
strength  charts  for  estimating  the  sta- 
tistical service  range  of  tv  stations  and 
the  statistical  probability  of  interfer- 
ence between  tv  stations.” 

RPAC  reported  that  reanalyzed  data 
and  measurements  were  separated  into 
three  groups:  low  vhf  (54-88  me),  fm 
band  (88-108  me),  and  high  vhf  (174- 
216  me).  The  analysis  indicated  that  the 
actual  height  gain  factor  decreases  with 
increasing  frequency.  The  trend,  RPAC 
reported,  appears  to  be  more  consistent 
with  recent  observations  “that  height 
gain  is  less  in  rough  terrain  than  in 
smooth  terrain  . . . when  the  data  which 
provided  the  basis  for  the  commission’s 
present  rules  are  replotted  using  the  re- 
vised height  gain  factors  there  is  no 
appreciable  difference  between  the  low 
vhf  and  high  vhf  service  fields,”  RPAC 
said.  Therefore,  it  concluded,  separate 
curves  for  low  vhf  and  high  vhf  bands 
are  unnecessary. 

The  proposed  rulemaking  would  add 
a third  vhf  channel  to  selected  markets 
through  reduced  mileage  separations 
(Broadcasting,  Jan.  11).  The  commis- 
sion has  granted  a request  by  the  Assn, 
of  Maximum  Service  Telecasters  and 
FCCE  and  extended  the  time  for  filing 
comments  in  the  proceeding  to  June  20 
with  reply  comments  due  July  5. 

In  comments  on  the  rulemaking  filed 
Friday  (May  6),  National  Telefilm 
Assoc,  stated  that  it  strongly  supports 
the  proposed  amendment  as  an  effec- 
tive measure  to  increase  the  number 
of  tv  station  allocations  throughout  the 
country  and  increase  competition  in  tv 
broadcasting.  However  NTA,  in  sup- 
porting the  purpose  of  the  proposal  to 
permit  waivers  of  the  standard  min- 


imum co-channel  spacing  requirements, 
urged  removal  of  a condition  that  a 
short-spaced  co-channel  assignment 
would  make  possible  a second  or  third 
vhf  in  an  important  tv  market. 

NTA  stated  that  this  was  a limita- 
tion not  in  keeping  with  the  purpose 
of  the  proposal  and  bars  a meritorious 
application  for  a waiver  of  the  min- 
imum co-channel  station  separation  in 
any  market  which  happens  to  have  as 
many  as  three  stations.  The  public 
interest  would  be  benefited,  NTA  said, 
whether  the  new  stations  are  in  mar- 
kets served  only  by  one  or  two  stations 
or  in  markets  of  three  or  more.  NTA  is 
licensee  of  WNTA-AM-FM-TV  New 
York,  and  KMSP-TV  Minneapolis. 

Payola  count  climbs 
to  110,  FCC  reveals 

The  FCC  now  has  received  reports 
from  the  Federal  Trade  Commission  of 
payments  to  employes  of  110  radio 
and  tv  stations  by  record  manufac- 
turers and  distributors,  FCC  Chair- 
man Frederick  W.  Ford  has  informed 
Rep.  Thomas  P.  O’Neill  Jr.  (D-Mass.). 
Mr.  Ford  also  noted  that  in  the  FCC 
questioning  of  stations,  69  replied  they 
have  been  unable  to  uncover  any  in- 
stances of  payola  in  their  operations. 

Replying  specifically  to  Rep.  O'Neill’s 
letter  of  March  31  asking  whether  pay- 
ola payments  and  the  popularity  of 
rock  and  roll  music  are  related,  Mr. 
Ford  said  the  FCC  has  found  nothing 
“to  determine  with  any  degree  of  cer- 
tainty whether  any  relationship  what- 
soever exists”  between  the  two.  The 
FCC’s  reply  was  dated  April  28  and 
released  last  week  by  Rep.  O’Neill. 

The  previous  figure  announced  by  the 
FTC  involving  payments  from  record 
companies  and  distributors  involved  95 
radio  and  tv  stations. 

Court  upholds  FCC 

A U.S.  circuit  court  has  upheld  the 
right  of  the  FCC  to  waive  Sec.  309(b) 
letters.  These  are  notices  to  applicants 
telling  why  an  application  cannot  be 
granted  without  a hearing  and  giving 
the  applicant  the  opportunity  to  amend 
the  application  or  furnish  the  requested 
information  which  might  obviate  the 
need  for  a hearing.  The  three-judge 
court  ruled  in  favor  of  the  FCC  and 
denied  an  appeal  by  Plains  Television 
Corp.  (WICS  [TV]  Springfield  and 
WCHU  [TV]  Decatur,  111.).  The  appeal 
involved  Plain’s  application  for  ch.  10 
in  Terre  Haute.  Ind.,  which  was  re- 
turned by  the  FCC  on  the  ground  it 
was  filed  after  the  initial  two  applicants 
(WTHI-TV  Terre  Haute,  for  renewal, 
and  Livesay  Broadcasting  Co. — WLBH 
Mattoon,  111.)  had  been  designated  for 
comparative  hearing. 
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Throughout  the  world,  demand  for  copper  continues 
to  rise.  The  cause  for  this  increasing  demand  is  not 
hard  to  find:  The  revolution  in  electronics,  tech- 
nological progress  in  many  industrial  fields,  a rapidly 
rising  population  and  steadily  improving  living 
standards  have  been  chiefly  responsible.  The  copper 
industry  stands  ready  to  meet  this  growing  demand 
with  an  ever-increasing  productive  capacity,  thanks 
in  part  to  Anaconda’s  development  of  important 
copper  deposits  in  Chile. 

Through  the  unique  pipeline  system  shown  above 
at  Anaconda’s  new  El  Salvador  mine  and  concen- 
trator, the  copper  concentrate  in  slurry  form  flows 
down  the  western  slopes  of  the  Chilean  Andes  for  14 


miles  to  the  Company’s  railroad  loading  point  at 
Llanta.  There  it  is  dewatered  before  being  hauled  to 
the  Potrerillos  smelter — the  end  result  of  three  years 
of  research,  development,  construction,  and  a 110- 
million-dollar  investment. 

Despite  all  of  the  copper  Anaconda  has  produced  in 
the  past,  the  Company’s  ore  reserves  today  are  sub- 
stantially greater  than  ever  before.  In  the  future, 
Anaconda  may  be  counted  on  to  continue  its  mineral 
exploration — to  continue  developing,  in  its  research 
laboratories,  new  applications  for  copper,  brass  and 
bronze — to  continue  meeting  the  growing  needs  of 
world  industry  for  more  and  better  products  in  the 
entire  nonferrous  metal  field. 


AnacondA 

SUBSIDIARIES  OF  ANACONDA  MANUFACTURE:  COPPER  AND  ALUMINUM  Ej-ECTRICAL 
WIRES  AND  CABLES;  ALUMINUM  FOlt,  SHEET,  ROD  AND  BARS,  STRUCTURALS,  TUBING 
AND  EXTRUDED  SHAPES;  COPPER,  BRASS  AND  BRONZE  SHEET,  PLATE,  TUBE,  PIPE,  ROD, 
FORGINGS  AND  EXTRUSIONS;  FLEXIBLE  METAL  HOSE  AND  TUBING. 
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PHILCO  WANTS  CH.  3 PHILLY 

Applies  to  FCC  for  NBC  facility  with 
charge  station  ‘disregards’  local  needs 


The  long-standing  Philco  Corp.  bat- 
tle with  RCA-NBC  in  Philadelphia 
erupted  again  last  week  when  Philco  ap- 
plied to  the  FCC  for  the  ch.  3 alloca- 
tion now  held  by  the  network’s  WRCV- 
TV. 

Timing  of  the  application  came  just 
one  week  after  NBC  had  filed  its  own 
request  for  renewal  of  WRCV-TV, 
whose  current  license  expires  Aug.  1. 
Philco,  which  protested  the  1957  re- 
newal (that  case  still  is  pending  before 
the  FCC),  charged  that  WRCV-TV  has 
“virtually  disregarded”  its  local  responsi- 
bilities in  order  to  promote  the  interests 
of  its  network  parent. 

NBC  already  is  under  court  order  to 
dispose  of  WRCV-TV  by  Dec.  31,  1962, 
and  has  contracted  to  swap  the  station, 
with  its  am  affiliate,  for  RKO  General’s 
WNAC-AM-FM-TV  Boston.  Also  in- 
volved in  the  transaction  is  RKO’s  pur- 
chase of  WRC-AM-FM-TV  for  $11.5 
million  from  the  network,  which  in  turn 
is  buying  KTVU  (TV)  San  Francisco 
for  $7.5  million  (Broadcasting,  March 
21). 

RCA  Equipment  ■ Ironically,  Philco 
said  that  it  planned  to  use  RCA  equip- 
ment for  its  ch.  3 station,  including  the 
present  tower  and  antenna  of  WRCV- 
TV.  The  application  said  it  expected  to 
spend  $4.1  million  to  build;  $5  million 
to  operate  the  first  year,  and  estimated 
first  year  revenues  of  $8  million. 

Philco  disclosed  plans  to  build  new 
studios  but  said  it  would  temporarily 
use  present  WRCV-TV  facilities  if  a fair 
price  can  be  reached.  Philco  built  these 
same  studios  when  it  owned  ch.  3 
WPTZ  (TV),  from  1941-53.  The  elec- 
tronics manufacturer  listed  total  assets 
of  $204,797,000,  with  1959  earnings  of 
$7,176,000. 

The  proposed  applicant  was  highly 
critical  of  WRCV-TV’s  local  live  pro- 
gramming under  NBC  ownership,  charg- 
ing that  “the  opportunities  for  serving 
the  interests  of  the  local  community 
have  been  virtually  ignored.”  Philco 
said  it  would  program  20%  live,  in  con- 
trast to  WRCV-TV’s  6.56%  local  live 
shows,  far  below  what  the  NBC  station 
had  promised,  Philco  charged. 

“We  are  deeply  concerned  about  the 
decline  in  attention  to  the  interests  of 
our  community  under  the  present  man- 
agement of  ch.  3,”  Philco  President 
James  M.  Skinner  said.  “Philco’s  appli- 
cation ...  is  prompted  by  a desire  to 
bring  to  our  citizens  the  best  of  Phil- 
adelphia.” Mr.  Skinner  named  David 
B.  Smith,  Philco  vice  president,  head  of 
the  newly-formed  Philco  Broadcasting 


Co.  He  was  active  at  the  policy  level  of 
WPTZ  under  Philco  ownership. 

NBC  Charges  Harassment  ■ NBC 
charged  that  the  Philco  ch.  3 applica- 
tion “is  the  latest  move  in  a cynical 
course  of  harassment  that  has  nothing 
to  do  with  broadcasting  in  Philadelphia. 
Philco  has  been  conducting  a campaign 
of  litigation  against  RCA  . . . and  NBC. 
In  our  view,  today’s  application  is 
another  maneuver  Philco  is  using  in  that 
campaign. 

“Even  taken  at  face  value,  Philco’s 
bid  for  a tv  channel  is  difficult  to  con- 
strue as  anything  but  the  act  of  an  op- 
portunistic Johnny -come-lately  who 
wants  to  reap  where  others  have  sown. 
In  1953,  Philco  chose  to  sell  its  tv  sta- 
tion in  Philadelphia  to  take  a multi- 
million profit  instead  of  developing  a 
broadcast  service  in  that  community. 
...  It  may  seem  tempting  and  con- 
venient for  Philco  to  return  to  tv  broad- 
casting on  the  coattails  of  those  who 
have  pioneered.  ...  If  a return  to  tv  is 
actually  the  company’s  desire  it  would 
be  more  fitting  for  Philco  to  acknowl- 
edge rather  than  impugn  the  construc- 
tive contributions  that  NBC  has  made 
to  the  Philadelphia  community  through 
the  operation  of  WRCV-TV.” 

The  FCC  has  not  formally  accepted 
the  Philco  application,  which  is  regis- 
tered only  as  “tendered”  for  filing. 

The  Complicated  History  ■ Philco  be- 
gan operating  experimental  W3XE  on 
ch.  3 in  Philadelphia  in  1932.  A regular 
commercial  license  was  granted  in  1941 
with  the  WPTZ  call  and  Philco  oper- 
ated the  station  until  its  sale  in  1953 
to  Westinghouse  for  $8.5  million.  West- 
inghouse,  in  turn,  traded  the  station  to 
NBC  for  the  network’s  Cleveland 
broadcast  properties  and  $3  million  in 
1955. 

It  was  this  transaction  which  led  to 
the  consent  decree  requiring  NBC  to 
dispose  of  WRCV-AM-TV.  The  Justice 
Dept,  charged  that  the  network  coerced 
Westinghouse,  with  the  threat  of  dis- 
affiliation, if  Westinghouse  did  not 
agree  to  the  trade.  In  ordering  the  NBC 
Philadelphia  consent  decree,  Justice  stip- 
ulated that  any  proposed  transaction 
must  be  submitted  to  Justice  before 
being  filed  for  FCC  approval. 

The  department  can  either  give  silent 
approval  or  can  go  to  the  courts  if  it 
wants  to  block  the  RKO-NBC  trans- 
action. It  has  30  days  to  take  such  ac- 
tion after  notification  by  NBC  and  that 
grace  period  ends  today  (May  9). 

Philco  protested  the  FCC’s  1957  re- 
newal of  WRCV-TV  without  a hearing, 


questioning  RCA-NBC’s  qualifications 
because  of  alleged  antitrust  violations. 
The  commission  ruled  that  Philco  was 
not  a party  of  interest  and  refused  to 
accept  the  protest  but  the  court  ruled 
otherwise  and  returned  the  case  to  the 
FCC.  An  oral  argument  was  held  last 
October  (Broadcasting,  Oct.  12,  1959) 
and  the  case  still  is  awaiting  final  FCC 
action. 

FCC  rules  on  time 
sales  to  politicans 

A station  does  not  have  to  sell  time 
to  any  political  candidate,  the  FCC 
ruled  last  week  in  turning  down  a pro- 
test against  WKRG-TV  Mobile,  Ala., 
by  a candidate  for  the  U.S.  Senate.  In 
a telegram  to  John  B.  Crommelin,  the 
commission  said  that  WKRG-TV  does 
not  have  to  sell  him  any  time  as  long 
as  it  also  prohibits  his  opponent  from 
using  the  station. 

In  answering  the  Crommelin  com- 
plaint, the  commission  noted  that  the 
station  said  it  “determined  not  to  make 
time  available  to  any  candidates  in  the 
U.  S.  Senate  primary  because  in  our 
judgment  the  Senate  primary  election 
was  not  of  sufficient  general  inter- 
est . . .”  The  commission  also  cited  Sec. 
315  of  the  Communications  Act  which 
specifies  that  “no  obligation  is  hereby 
imposed  upon  any  licensee  to  allow  the 
use  of  its  station  by  any  such  candi- 
date. . . .” 

Mr.  Crommelin  is  seeking  the  seat 
now  held  by  Sen.  John  J.  Sparkman 
(D-Ala.),  who  is  a candidate  for  re- 
election. 

Also  last  week,  the  FCC  told  one 
Andrew  J.  Easter  of  Washington,  D.  C., 
that  NBC  is  not  obligated  to  provide 
him  equal  time  since  other  candidates 
for  the  Democratic  nomination  for 
President  have  appeared  on  Meet  the 
Press.  Legislative  history  of  last  sum- 
mer’s amendment  to  Sec.  315  “clearly 
indicates”  that  Meet  the  Press  is  the 
type  of  program  exempt  from  equal 
time  demands,  the  commission  said. 

NTA’s  ch.  12  bid  hit 

The  Metropolitan  Broadcasting  Corp. 
last  week  accused  National  Telefilm 
Assoc,  of  filing  a “defective  and  in- 
valid” application  for  Wilmington, 
Del.,  ch.  12.  Metropolitan  petitioned 
the  FCC  to  dismiss  NTA’s  applica- 
tion and,  at  the  same  time,  designate 
for  comparative  hearing  the  four  other 
applications  for  the  Wilmington  chan- 
nel. They  include  Rollins  Broadcasting 
Inc.,  Wilmington  Television  Co., 
WHYY  Inc.,  and  Metropolitan. 

In  its  petition,  Metropolitan  stated 
that  all  four  applicants  have  been 
issued  309(b)  letters  and  that  the  last 
group  of  replies  were  filed  on  or  be- 
fore Feb.  24. 
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All  you  have  to  do  is  cross  Nielsen  audience  numbers 
with  rate  card  dollars  and  you’ll  come  up  with  the  smart 


money  radio  buy  for  Cincinnati  — 50,000  watt  WCKY. 

Straight  rate  or  package,  day  or  night,  programs  or  announcements, 
you’ll  find  that  WCKY  packs  a drawer-full  of  listeners  at  an 
efficiency  rate  that  drives  cost-per-customer  right  in  the  bottom  drawer. 

For  Cincinnati  or  for  the  Ohio  River  Tri-State  Valley,  the  numbers 
tell  the  story-WCKY  is  some  buy  ...  the  buy.  Check  it  out  with 
Tom  Welstead  in  New  York  or  with  AM  Radio  Sales  everywhere  else. 

WCKY 1 50.000W  | CINCINNATI 
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CONVENTION’S  UPS  AND  DOWNS 

Elevator  to  keep  Democrats  at  eye  level 


So  that  the  tv  audience  of  the  Demo- 
cratic National  Convention,  as  well  as 
the  delegates,  newsmen  and  others  in 
the  Los  Angeles  Sports  Arena  may  be 
able  to  see  and  hear 
the  speaker  on  the 
podium  at  all  times, 
an  elevator  is  being 
installed  in  the  plat- 
form which  will  keep 
the  speaker’s  head 
height  11  feet,  four 
inches  above  the  floor, 
Mr.  Reinsch  no  matter  what  his 

actual  height. 

This  will  create  a fixed  relationship 
between  the  speaker  and  the  audience, 
cameras,  microphones  and  lights,  J. 

Leonard  Reinsch,  executive  director  of 
the  convention,  said  last  week. 

In  addition,  a specially  constructed 
camera  will  be  built  into  the  podium, 
so  that  when  the  speaker  looks  at  his 
manuscript  he  will  be  directing  his  eyes 
directly  into  the  lens  of  the  camera  and 
also  at  all  who  are  watching  him  on 
their  tv  screens. 

Mr.  Reinsch  announced  these  and 
other  innovations  in  political  conven- 
tion techniques  and  procedures  yester- 
day (May  8)  from  convention  headquar- 
ters offices  in  the  Los  Angeles  Biltmore. 
Most  of  the  innovations  concern  the 
new  rostrum  designed  by  Mr.  Reinsch 
and  H.  J.  Schlafly  Jr.,  vice  president 
of  TelePrompter  Corp. 

The  air  conditioning  unit  and  the 
spot-lighting  system  which  eradicates 
shadows  from  the  faces  of  the  speakers, 
both  first  used  at  the  Democratic  con- 
vention in  1956,  will  also  be  installed 
on  the  rostrum  again  this  year. 

Facing  the  main  entrance  of  the 
Sports  Arena,  the  rostrum  is  on  the 
west  side  of  the  building.  It  is  63  feet 
long  and  20  feet  wide,  with  heights 
varying  from  four  to  11  feet. 

Immediately  behind  the  speakers’ 
podium  on  a six-by-eight-foot  deck  will 
be  another  1960  innovation — a central 
control  section.  Here,  at  the  push  of  a 
button,  Mr.  Reinsch  can  get  direct  con- 
nection to  the  central  oamera  position, 
the  public  address  system,  projectionists, 
chief  electrician,  musical  conductor, 
band  curtain,  organist,  maintenance  su- 
perintendent, information  booth,  fire 
chief,  police  chief,  head  of  ushers,  rear 
screen  operators,  tv  monitoring  system, 
audio  check  points,  committee  offices 
behind  the  band  back  drop,  Hotel  Bilt- 
more headquarters  and  long  distance 
lines. 

Adjacent  to  the  control  section,  the 
convention  officials  will  be  located: 
Paul  Butler,  chairman  of  the  national 


committee;  Katie  Louchheim,  vice 
chairman;  Rep.  Clarence  Cannon  (Mo.), 
parliamentarian,  the  temporary  chair- 
man and,  later,  the  permanent  chair- 
man, the  speaker  of  the  moment  and 
an  audio  engineer. 

Behind  the  officials’  section  is  an- 
other 1960  innovation,  a media  com- 
munications division.  Here,  in  an  area 
1 6 by  20  feet,  raised  four  feet  off  the 
floor,  representatives  of  the  radio  and 
tv  networks  and  the  press  associa- 
tions will  be  seated.  Here,  by  a new  ar- 
rangement, conferences  can  be  held  out 
of  reach  of  the  eyes  of  tv,  motion  pic- 
ture or  still  cameras. 

Another  convention  “first”  is  a pres- 
entation platform  eight  feet  wide  by  40 
feet  long  and  1 1 feet  off  the  floor,  built 
in  the  shape  of  a runway,  with  an  elec- 
trically controlled  stairway  leading  down 
to  the  official  deck.  Working  from  this 
runway,  candidates,  officials  and  enter- 
tainers will  get  a greater  audience  ex- 
posure than  ever  before. 

A new  working  press  section  will  pro- 
vide more  room — 475  seats  on  either 
side  of  the  rostrum — greater  mobility 
and  a more  direct  line  of  sight  from 
typewriter  to  speaker — than  in  1956, 
Mr.  Reinsch  said. 

National  committee  offices  will  be 
located  directly  behind  the  platform 
alongside  steps  leading  down  from  the 
rear  of  the  media  section. 

How  the  FCC  wants 
to  be  influenced 

A move  to  establish  two  types  of 
rulemaking,  with  off-the-record  presen- 
tations banned  in  one,  has  been  made 
by  the  FCC  in  legislation  recommended 
to  Congress. 

In  a letter  to  Rep.  Oren  Harris 
(D-Ark.),  chairman  of  the  House  Com- 
merce Committee,  released  last  week, 
the  commission  asked  that  the  Commu- 
nications Act  be  amended  to  give  it 
authority  to  ban  ex  parte  in  rulemaking 
when  it  “finds  that  special  procedural 
provisions  are  appropriate.  . . .”  At  the 
time  the  rulemaking  is  announced,  the 
commission  would  state  whether  ex 
parte  presentations  would  be  acceptable. 

If  ex  parte  is  not  permitted,  the  fol- 
lowing rules  were  recommended:  (1) 
all  written  material  submitted  must  be 
filed  as  part  of  the  record  and  any 
information  not  so  filed  cannot  be  con- 
sidered; (2)  no  person  shall  make  any 
written  or  oral  presentation  to  any  com- 
missioner or  staff  member,  and  ( 3 ) the 
commission,  however,  may  consider 
relevant  facts  obtained  prior  to  institu- 


tion of  the  rulemaking  and  may  con- 
sult with  its  staff. 

The  FCC  recommendation  was  sent 
to  Rep.  Harris  in  the  form  of  com- 
ments on  HR  4800,  a reform  bill  grow- 
ing out  of  the  investigations  of  the 
Legislative  Oversight  Subcommittee. 
Designation  by  the  commission  of  rule- 
making  as  of  such  nature  that  ex  parte 
would  not  be  accepted  would  be  ap- 
pealable, both  at  the  FCC  and  in  the 
courts.  Such  rulemaking  would  be 
used  when  rights  of  an  individual  party 
would  be  affected  (Closed  Circuit, 
April  25). 

FCC  announces  new 
fm  multiplex  rule 

Commercial  fm  stations  can  now  use 
their  multiplex  sub-channels  for  trans- 
mitting material  to  private  businesses 
or  for  relaying  to  other  broadcast  fa- 
cilities. 

* The  FCC  announced  the  new  rule  last 
week  which  will  become  effective  May 
16.  Linder  the  amended  regulations,  fm 
broadcasters  can,  upon  FCC  approval, 
use  their  multiplex  sub-channels  to 
broadcast  the  kind  of  service  currently 
authorized  to  WRCA-FM  New  York, 
which  has  sub-carrier  special  service 
programs  beamed  to  doctors. 

Authorized  sub-channels  were  also 
made  available  for  remote  cueing  and 
order  circuits,  and  remote  control  te- 
lemetering functions  associated  with 
authorized  studio-transmitter-link  oper- 
ation. 

As  an  example  of  program  relay,  the 
FCC  cited  its  recent  grant  to  KDKA- 
FM  Pittsburgh  to  originate  play-by-play 
descriptions  of  the  Pirate  baseball  games 
and  transmit  them  to  numerous  stand- 
ard and  fm  stations  within  its  primary 
service  area  without  disturbing  the 
serious  music  programming  on  its  main 
channel. 

The  commission  said  it  was  rejecting 
suggestions  that  noncommercial  educa- 
tional fm  stations  be  permitted  to  en- 
gage in  multiplex  operations  and  that 
remote  pickup  facsimile  be  allowed  on 
a multiplex  basis.  These  matters,  the 
FCC  said,  will  be  considered  at  a later 
date. 

In  a related  development,  the  FCC 
announced  rulemaking  on  eight  pro- 
posed systems  of  fm  stereophonic  trans- 
mission presently  under  consideration. 
Comments,  due  July  29,  were  asked  on 
proposed  definitions,  technical  aspects, 
need  for  frequency  and  modulation 
monitors  and  costs  and  simplicity  of 
transmitter  and  receiving  equipment. 
The  commission  said  that  comments 
previously  filed  in  the  above  rule- 
making  will  be  considered  in  the  new 
proceeding  and  need  not  be  filed  again. 
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Hey,  there!  You  with  the  freshly-starched  diploma  in 
your  hand!  Discouraged  with  your  first  hard  look  at  this 
topsy-turvy  world?  Think  someone  chopped  out  the  rungs 
in  the  ladder  of  success?  Think  opportunity  is  dead? 

Don’t  you  believe  it!  Today,  opportunity  under  Ameri- 
ca’s free  enterprise  system  is  more  alive  than  ever!  With- 
in the  next  few  years,  you’ll  see  space  travel  programs 
accelerate  and  inspire  now  unheard-of  products.  You’ll 
see  standards  of  living  go  up.  You’ll  see  exciting  new 
jobs  created  out  of  nowhere. 

Take  our  own  business,  for  example.  Oil.  In  the  next 
few  years,  we  know  Standard  Oil  will  create  a cornucopia 
of  new  products  and  new  processes.  And  that  means 
opportunity!  But  it  takes  time,  work,  and  study  to  turn 
opportunity  into  advancement.  People  who  are  willing 
to  put  forth  the  extra  effort  to  prepare  for  greater  re- 


sponsibility will  find  opportunity  awaiting  them. 

Is  opportunity  dead?  Whenever  we  hear  that  question, 
we  think  of  the  thousands  of  people  who  won  promotions 
last  year  at  Standard  Oil  and  the  fact  that  most  of  our 
officers  and  directors  since  this  company  started  have 
come  up  through  the  ranks.  No  Standard  job  is  too  big 
a target  for  any  employee ...  if  he  listens  for  opportu- 
nity’s knock  and  is  ready  for  it  when  it  comes. 
Opportunity  dead?  Not  by  a long  shot! 

WHAT  MAKES  A COMPANY  A GOOD  CITIZEN?  One  way 

to  judge  is  by  a company’s  economic  effect  on  a com- 
munity. Is  it  growing?  Is  it  progressive?  Will  it  provide 
opportunities  for  advancement?  For  the  five  years  from 
1954  to  1959,  Standard  spent  $1.4  billion  on  new  facilities. 
Expenditures  like  these  help  to  create  new  opportunities. 


STANDARD  OIL  COMPANY 


(INDIANA) 


THE  SIGN  OF  PROGRESS... 
THROUGH  RESEARCH 
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THE  MEDIA  

BROADCASTING  PRAISED, CRITICIZED 

Ohio  educational  institute  puts  spotlight  on  radio-tv  record 


The  public  interest  duties  of  broad- 
casting were  examined  last  week  under 
the  critical  eyes  of  the  30th  Institute  for 
Education  by  Radio  & Television,  held 
in  Columbus  by  Ohio  State  U. 

This  inspection  produced,  as  usual, 
violent  criticism  of  commercial  broad- 
casting by  some  educators  yet  brought 
recognition  of  industry  progress  in  meet- 
ing various  concepts  of  its  responsibili- 
ties. 

Discussions  frequently  became 
snarled  in  definitions  of  the  term  “pub- 
lic interest”  and  the  right  of  Congress, 
the  FCC  or  any  other  government  agen- 
cy to  specify  a definition  was  challenged 
at  one  point. 

Spokesmen  for  commercial  broadcast- 
ing were  given  prominent  space  on  the 
agenda,  appearing  in  formal  talks  as 
well  as  give  and  take  panels. 

The  basic  industry  position  was  stated 
by  Clair  R.  McCollough  of  the  Stein- 
man  stations  and  chairman  of  the  Tele- 
vision Information  Committee  (see 
story,  page  75). 

Some  highspots  of  the  four-day  insti- 
tute: 

■ A statement  by  Robert  W.  Fore- 
man, executive  vice  president  of  BBDO, 
that  agencies  and  advertisers  have  a 
responsibility  to  television  and  should 
contribute  to  its  service  as  well  as  take 
away  sales.  He  criticized  misuse  of  rat- 
ings and  addiction  to  cost-per-thousand 
buying. 

■ Emphasis  by  FCC  Chairman  Fred- 
erick W.  Ford  that  the  broadcaster 
should  show  he  has  met  self-created 
standards  (story  page  60). 

■ Warnings  that  public  sentiment  for 
more  government  control  of  broadcast- 
ing is  spreading. 

■ A statement  that  radio-tv  could  be 
doing  the  public  a disservice  by  get-out- 
the-vote  campaigns  because  they  induce 
uninformed  people  to  cast  their  ballots. 

Frequent  reference  was  made  during 
the  institute  to  the  payola  and  quiz 
scandals.  Mr.  McCullough  said  that  the 
quiz  incidents  are  more  than  two  years 
old  and  that  broadcasters  acted  quickly 
when  they  found  instances  of  quiz  rig- 
ging- 

Among  broadcasters  who  took  part 
in  discussions,  besides  Mr.  McCollough, 
were  M.S.  Novik,  consultant;  Louis 
Hausman,  head  of  Television  Informa- 
tion Office;  Frank  A.  Tooke,  Westing- 
house  Broadcasting  Co.  vice  president; 
Edgar  Kobak,  consultant;  E.K.  Harten- 
bower,  KCMO-AM-TV  Kansas  City, 


chairman  of  the  NAB  TV  Code  Review 
Board  (see  story,  page  76);  Howard 
Barnes,  CBS  Radio  Network  program 
vice  president;  Frederick  H.  Garrigus, 
NAB  organization  services  manager; 
Leon  Goldstein,  consultant;  William  J. 
Kaland,  national  program  manager, 
Westinghouse  Broadcasting  Co.,  and 
Richard  D.  Heffner,  CBS-TV  director 
of  special  projects. 

Director  of  the  institute  was  I.  Keith 
Tyler,  of  Ohio  State  U. 

Public  Interest  Definition  ■ Gilbert 
Seldes,  former  network  official  and  now 
dean  of  the  Annenberg  School  of  Com- 
munications, U.  of  Pennsylvania,  raised 
the  question  of  the  government’s  right 
to  define  “public  interest.”  He  contend- 
ed the  public  needs  “a  change  of  atmos- 
phere in  receiving  its  entertainment  and 
suggested  the  term  public  interest  should 
be  defined  by  a large  number  of  people. 

At  a news  conference,  FCC  Chair- 
man Ford  said  the  No.  1 commission 
problem  is  allocation  of  vhf  and  uhf 
channels.  He  said  about  28  meetings 
have  been  held  with  the  military  on  pro- 
posals to  broaden  the  vhf  band  beyond 
ch.  13,  with  a report  due  later  in  the 
year.  He  agreed  that  public  interest  is 
a difficult  term  to  define  but  added  the 
commission  is  required  to  operate  in  the 
public  interest,  convenience  and  neces- 
sity. 

Mr.  Foreman  observed  in  a review  of 
the  agency-advertiser  role  in  tv  that  it  is 


Mr.  Foreman  Mr.  Seldes 

the  only  medium  in  the  public  domain 
and  subject  to  some  advertiser  influence 
over  editorial  content.  Agencies  are 
shortchanging  tv,  he  said,  by  emphasiz- 
ing cost-per-thousand  and  accepting  the 
concept  that  what  gets  good  circulation 
must  work  again.  He  belittled  the  “path- 
ological worries  over  fractions  of  a rat- 
ing point.” 

He  contended  the  “magazine”  theory 
of  tv  advertising,  with  sale  of  spots 
within  programs,  will  downgrade  pro- 
gramming. He  said  “the  worst  pro- 
grams are  built  around  this  formula.” 


Advertisers  surrender  everything  for 
circulation,  he  said. 

Taking  the  position  that  programs 
should  be  both  business  and  esthetic 
triumphs,  Mr.  Foreman  named  three 
sponsors — B.F.  Goodrich  Co.,  Arm- 
strong Cork  Co.  and  U.S.  Steel — as 
samples  of  effective  tv  advertisers  de- 
spite modest  ratings. 

CBS  Reports  was  “a  sound  invest- 
ment for  Goodrich,”  he  said,  with  a 
survey  showing  91%  of  program  view- 
ers learning  more  facts  about  Goodrich 
research  and  products,  69%  thought 
more  highly  of  the  company  and  71% 
described  the  program  as  outstanding. 
He  said  Armstrong  Cork  obtained 
“significant  results”  from  its  Circle  The- 
atre series,  with  regular  viewers  able  to 
identify  five  other  products  made  by 
the  company.  “That  point  alone  justified 
the  cost  of  the  show,”  he  said.  “It  was 
the  most  important  advertising  done  by 
the  company."  He  added  that  U.S.  Steel 
effectively  presented  company  policies, 
price  problems  and  activities  on  its 
dramas. 

McGill  Keynotes  ■ Ralph  McGill, 
named  last  week  as  publisher  of  the 
Atlanta  Constitution  (affiliated  with 
WSB-AM-TV),  voiced  the  fear  in  his 
keynote  talk  that  tv  is  falling  into  the 
tendency  of  some  newspapers  to  strain 
for  headlines  that  sell  papers.  “The 
main  appeal  is  often  shallow,”  he  said 
in  suggesting  tv  viewers  “may  realize 
tomorrow  they  have  had  only  part 
of  the  picture  or  a superficial  version 
of  the  news.”  He  said  broadcaster  re- 
sponsibility is  centered  around  “the 
integrity  of  ownership”  but  noted  a 
general  trend  away  from  owner  control 
to  the  hired  manager.  He  warned  radio, 
tv  and  newspapers  “not  to  sit  there  in 
the  comfort  of  the  First  Amendment 
and  Mama  Constitution’s  lap”  but  to 
use  their  freedom  with  a sense  of  re- 
sponsibility if  they  would  avoid  “ghastly 
censorship.”  He  saw  doubt  as  to  the 
amount  of  First  Amendment  protection 
enjoyed  by  radio  and  tv. 

Frederick  H.  Garrigus,  NAB  or- 
ganizational services  manager,  saw 
these  trends  in  association  develop- 
ment: greater  emphasis  on  public  serv- 
ice programming,  including  politics, 
educational  and  other  areas  of  culture 
and  information;  closer  relations  with 
representatives  of  foreign  broadcasting 
systems,  and  extension  of  the  liaison 
with  Assn,  for  Professional  Broadcast- 
ing Education,  seeking  a better  under- 
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Clearing  the  academic  air 


The  academic  air  was  considerably 
cleared  of  some  familiar  tv  miscon- 
ceptions May  5 at  the  Ohio  State  U. 
Institute  for  Radio-Tv  by  Clair  R. 
McCollough,  Steinman  Stations. 

Assigned  the  role  of  broadcasting 
industry  spokesman,  Mr.  McCol- 
lough took  up  some  of  the  familiar 
criticisms  directed  at  programming 
and  presented  the  commercial  tele- 
caster’s  viewpoint.  He  is  chairman 
of  Television  Information  Commit- 
tee and  of  the  policy  board  tempo- 
rarily guiding  the  affairs  of  NAB. 
He  is  the  1960  winner  of  the  NAB’s 
Distinguished  Service  Award. 

Educators  and  broadcasters  should 
work  together  to  help  build  a so- 
ciety more  concerned  with  and  aware 
of  its  heritage  and  responsibilities, 
he  said. 

Mr.  McCollough  took  as  his  theme 
the  fact  that  tv’s  requirements  are 
determined  by  the  desires  of  set 
owners  who  made  their  “very  con- 
siderable investment  primarily  for 
the  purpose  of  entertainment.” 

He  listed  the  “trite  phrases  which 
furnish  the  stepping-off  point  of  the 
thinking  of  some  of  the  advocates 
of  better  television”  one  by  one,  of- 
fering the  industry’s  viewpoint  on 
each.  These  phrases  and  a condensa- 
tion of  his  answers  to  “There  Ought 
to  Be  . . .”  suggestions  follow: 

■ A National  Tv  Program  Board: 
The  idea  is  impractical  and  has  cen- 
sorship implications.  Professional 
critics  themselves  do  not  agree.  Ex- 
ample: The  National  Assn,  for  Better 
Radio  & Tv  described  American 
Bandstand  as  “lacking  grace  and 
gaiety”;  the  National  Congress  of 
Parents  & Teachers  said  the  same 
show  had  “gentle  manners,  good 
taste,  friendly  gaiety.” 

■ An  Educational  Network:  Edu- 
cational and  commercial  tv  comple- 
ment each  other;  one  is  not  a sub- 
stitute for  the  other  in  a democracy. 


Mr.  McCollough 


Meets  the  critics 

The  educational  broadcaster  delves 
into  a subject  in  great  depth,  doing 
a great  deal  for  a relatively  few 
at  any  one  time.  The  commercial  tv 
broadcaster,  required  to  attract  and 
hold  large  audiences,  can  do  a little 
for  a great  many. 

■ A Magazine  Concept:  The  pro- 
posal for  sale  of  spots  in  a regular 
program  schedule  is  approached  in 
most  adventure,  western  and  daytime 
serial  programs.  Sponsor  influence 
over  programming  is  greatly  over- 
rated. There  is  no  real  concern  so 
long  as  the  broadcaster  accepts  the 
responsibility  for  the  composition 
and  balance  of  his  schedule,  and  the 
quality  of  each  element  in  the  sched- 
ule. Many  of  the  finest  programs 
have  been  advertiser  or  agency  con- 
ceived. 

Here  are  some  other  charges  and 
questions  that  Mr.  McCollough  an- 
swered: 


■ Nighttime  Tv  Is  Mischief,  May- 
hem and  Murder:  A “pat  indictment; 
the  only  trouble  is  the  fact  that  it 
just  isn’t  so.”  In  a typical  week  last 
winter  40%  of  the  time  between 
7:30-11  p.m.  included  general  drama, 
special  music,  sports  and  public  af- 
fairs programs.  During  only  two  half- 
hour  periods  on  all  three  networks 
was  the  choice  limited  to  western, 
mystery  or  adventure  programs. 

■ Why  Isn’t  Entertainment  Better?: 
This  is  heard  from  those  who  say 
they  don’t  mind  westerns,  daytime 
serials,  situation  comedies,  plays  or 
variety  programs;  they  just  want 
them  to  be  better.  “I  would  like 
every  variety  show  to  be  as  exciting 
as  the  Fred  Astaire  Show,  every  play 
as  wonderful  as  Green  Pastures  and 
every  documentary  as  meaningful  as 
The  Population  Explosion.  The  basic 
difference  between  some  of  the 
critics  and  me  is  the  fact  that  I am 
willing  to  accept  the  theory  that 
this  may  be  an  impossibility.  I don’t 
think  there  is  any  deep-dyed  plot  to 
do  uninteresting  programs  on  tele- 
vision.” 

■ Television  Is  Ruining  Our  Chil- 
dren: Most  of  the  material,  ranging 
from  the  Nuffield  report  in  England 
to  Wilbur  Schramm’s  and  Paul 
Witty’s  studies  in  this  field,  flatly 
contradict  this  statement.  Every  tv 
set  has  an  “off”  switch.  How  did 
parents  regulate  their  children’s  ac- 
tivities before  television?  Are  we 
justified  in  blaming  television,  if  we 
are  in  default  in  our  parental  re- 
sponsibility? Joseph  Klapper,  social 
psychologist  who  has  studied  most 
of  the  research  in  this  field,  said,  “It 
has  been  pretty  well  demonstrated 
that  the  mass  media  do  not  serve  as 
the  primary  determinant  or  even  as 
a very  important  determinant  of  any 
of  the  basic  attitudes  or  the  basic 
behavior  patterns  of  either  children 
or  adults.” 


standing  between  the  commercial  broad- 
caster and  the  broadcast  educator. 

Foreign  broadcasting  systems  were 
compared  with  American  systems  by 
Dr.  Burton  Paulu,  U.  of  Minnesota 
radio-tv  director.  He  said  his  years  of 
on-the-scene  observation  showed  Brit- 
ish broadcasting  is  better  off  because  of 
ITA  competion.  European  audiences 
have  about  the  same  level  of  sophisti- 
cation as  American  audiences,  he  ob- 
served. 

Dr.  Paulu  said  top  Soviet  radio-tv 
officials  stated  their  broadcast  policy 


as  follows,  “Support  of  the  basic 
ideologies  of  Communism,  of  the  Com- 
munist Party,  and  of  current  govern- 
ment policies  and  practices,  is  the 
principal,  underlying  and  continuing 
objective  of  all  Soviet  broadcasting.” 

Derek  Russell,  U.S.  representative 
of  British  Broadcasting  Corp.,  claimed 
BBC  has  17.3  million  tv  viewers 
against  16.2  million  for  the  Independent 
Television  Authority. 

Harry  J.  Skornia,  president  of  Na- 
tional Assn,  of  Educational  Broad- 
casters, called  for  development  of  a 


broadcasting  profession  consisting  of 
people  who  will  resist  pressures — 
“people  who  use  standards  that  are 
not  dictated  by  commerce  or  industry, 
or  minorities,  or  pressure  groups.”  He 
said  get-out-the-vote  campaigns  on  tv 
are  frequently  “a  great  disservice 
rather  than  a service.”  He  explained 
this  position  by  saying  many  of  the 
people  who  go  to  the  polls  don’t  know 
the  issues  or  the  candidates  and  “eeny- 
meeny  vote  casting,  even  by  the 
millions,  is  a perversion  of  democ- 
racy.” 
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KEEP  OFF  THE  PANIC  BUTTON 

Hartenbower  urges  careful,  voluntary  cures 
for  tv’s  ills;  cites  some  results  already 


A warning  against  “hasty  legisla- 
tion” and  “coronation  of  czars”  to  cure 
tv’s  troubles  was  sounded  by  E.K. 
Hartenbower,  KCMO-TV  Kansas  City, 
chairman  of  the  NAB  Tv  Code  Review 
Board.  Speaking  before  the  Institute 
for  Education  by  Radio-Television  in 
Columbus  Ohio  last  week  (story  page 
74),  he  urged  reliance  on  a thoughtful 
voluntary  code. 

Mr.  Hartenbower  followed  up  his 
IERT  appearance  with  another  address 
Friday  (May  6)  at  the  Cleveland  con- 
vention of  the  American  Women  in 
Radio  & Television.  There  he  traced 
some  of  the  results  already  attained 
by  working  with  the  tv  code. 

He  told  the  women  broadcasters  that 
advance  checking  of  commercials  by 
advertising  agencies,  working  with  the 
NAB  tv  code,  is  avoiding  many  prob- 
lems of  bad  taste  before  the  commer- 
cials are  filmed. 

Mr.  Hartenbower  said  the  board 
“has  noticed  some  substantial  improve- 
ment in  many  commercials.” 

Look  Hard  ■ But  broadcasters  must 
take  “a  long  hard  look”  at  the  tv  pro- 
grams put  into  the  nation’s  living 
rooms,  he  added.  “I  am  not  suggesting 
we  panic  and  run  off  in  all  directions 
every  time  some  housewive’s  group  sits 
down  to  count  the  number  of  pistol 
shots  in  a western,”  he  said.  “But  I 
do  think  that  when  sober  and  responsi- 
ble individuals  and  organizations  raise 
serious  questions  on  this  matter,  the  in- 
dustry must  give  it  careful  attention.” 

Mr.  Hartenbower,  who  became  code 
board  chairman  in  April,  foresaw  two 
major  areas  of  concern  deserving  the 
attention  of  women  broadcasters  and 
the  code  board.  “These,”  he  explained, 
“are  the  matter  of  good  taste  in  com- 
mercials, especially  those  for  the  so- 
called  ‘personal’  products,  and  the  mat- 
ter of  undue  violence  in  programming. 
Here,  I realize,  there  is  great  possibility 
for  difference  of  opinion.  Your  idea  of 
good  taste  or  of  what  constitutes  ex- 
cess violence  may  differ  from  mine  and 
may  be  equally  valid. 

“But  let’s  face  facts.  There  are 
some  commercials  on  the  air,  not  many, 
which  are  downright  disgusting.  As 
many  of  you  know,  a subcommittee  of 
the  code  board  studied  this  problem 
last  year  and  issued  a special  report  to 
be  used  as  a guide  by  networks,  sta- 
tions, advertisers  and  agencies  in  evalu- 
ating personal  product  commercials.” 
The  other  problem  concerns  the  charges 
of  excessive  violence,  he  said. 

In  his  IERT  talk,  the  code  board 
chairman  asked  “How  can  you  legislate 


Code  Chief  Hartenbower 


Asks  sober  appraisal  of  problem 

artistic  excellence?”  He  posed  the  query 
in  reply  to  oft-heard  suggestions  that  tv 
scandal  charges  pointed  to  a need  for 
legislation.  He  doubted  if  a czar  would 
bring  improvement  in  tv  quality,  say- 
ing, “It  would  require  a man  or  men  of 
superhuman  ability  and  divine  wisdom.” 

The  code,  he  explained,  “is  a set  of 
recognized  minimum  standards  of  old- 
fashioned  good  sense,  good  taste  and 
good  manners.”  He  listed  enforcement 
devices,  agency  cooperation  and  other 
steps  to  make  the  code  workable. 

“I  think  it  boils  down  to  this,”  Mr. 
Hartenbower  said.  “If  you  want  fire- 
works, if  you  want  sound  and  fury,  look 
to  hasty  legislation  or  the  coronation  of 
czars.  But  if  you  want  steady,  thoughful 
improvement  and  maturing  of  this  pretty 
amazing  form  of  communications  that 
affects  our  lives  so  deeply,  look  to  vol- 
untary codes  and  those  who  live  by 
them.” 

Aubrey  cites  functions 
of  tv  for  AWRT  meeting 

CBS-TV  President  James  T.  Aubrey 
Jr.,  told  the  Cleveland  convention  of 
the  American  Women  in  Radio  & Tele- 
vision last  Friday  (May  6)  that  tv  is  an 
entertainment  medium — and  that  this 
fact  is  perhaps  the  one  thing  proved  by 
recent  criticism  and  analysis  of  the 
medium. 

Mr.  Aubrey  conceded  tv  is  other 
things  as  well,  but  said  the  main  reason 


“Americans  spend  5 hours  a day  watch- 
ing 53  million  television  screens  in 
nearly  9 out  of  10  homes”  is  that  tv  has 
provided  an  uninterrupted  flow  of 
entertainment  unmatched  by  any  other 
medium  in  history.  He  portrayed  him- 
self as  being  satisfied  with  this  basic 
fact,  although  determined  that  broad- 
casters have  a responsibility  to  improve 
on  the  quality  of  what  they  do  within 
this  context. 

TV’s  “remarkable  sensitivity  to  the 
public  will”  is  what  has  caused  most 
of  its  trouble  from  critics.  He  opposed 
suggestions  that  an  advisory  group  be 
formed  to  regulate  and  control  tv 
product,  saying  that  while  such  a 
group  could  provide  the  kind  of  pro- 
grams its  members  prefer,  there  would 
be  no  necessary  connection  with  what 
the  public  wants.  He  also  said  that 
any  restrictions  placed  on  broadcast 
media  would  eventually  spread  to  all 
media. 

Mr.  Aubrey  said  17.8%  of  the 
CBS-TV  schedule  today  is  devoted  to 
news  and  public  affairs  programs,  and 
that  even  more  would  be  devoted  to 
those  categories  this  fall.  But  more  im- 
portant than  that,  Mr.  Aubrey  said,  is 
“closing  the  gap”  between  popular  and 
serious  programs  — making  popular 
shows  of  better  quality  to  appeal  to  the 
most  discriminating,  and  making  ser- 
ious programs  with  imagination  and 
meaning  for  the  mass  audience. 

Among  other  speakers  at  the  AWRT 
convention  were  FCC  Chairman  Fred- 
erick W.  Ford  (see  page  60)  and  E.K. 
Hartenbower,  KCMO-TV  Kansas  City, 
chairman  of  the  NAB  Tv  Code  Review 
Board  (story  adjacent).  Rep.  Oren 
Harris  (D-Ark.),  originally  on  the 
agenda  was  obliged  to  cancel  his  ap- 
pearance. In  his  stead  Rep.  John  J. 
Flynt  (D-Ga.)  was  to  speak. 

NBC’S  ANSWER 
Diverse  schedule 
to  deter  interference 

NBC’s  policy  of  “totality  of  service” 
and  “diversity  of  schedule”  is  the  “best 
answer”  to  government  attempts  to 
interfere  in  tv  programming. 

This  was  the  basic  point  of  Robert 
W.  Sarnoff’s  impromptu  talk  at  last 
week’s  RCA  stockholders’  meeting  (see 
story,  page  91).  The  NBC  board  chair- 
man reviewed  the  post  quiz-payola 
climate  at  the  request  of  a stock- 
holder. 

Mr.  Sarnoff  said  the  past  several 
months  had  been  among  the  “most 
trying  periods  that  the  broadcast  in- 
dustry has  ever  gone  through.”  Though 
some  criticism  was  justified,  some  was 
based  on  lack  of  understanding  and 
some  was  biased. 

NBC’s  top  executive  said  the  net- 
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RCA  "Traveling  Wave”  Antenna 

Combines  Improved  Electrical  Characteristics 
with  Mechanical  Simplicity  and  Economy. . . 
for  High  Power  TV  Applications 


Here  is  a VHF  high-band  antenna  that  has  inherently  low  VSWR  and  produces 
smoother  patterns.  The  design,  based  on  slot  radiators,  results  in  improved 
circularity.  This  new  antenna  is  strongly  resistant  to  high  winds  and  offers 
better  weather  protection. 

INHERENTLY  LOW  VSWR 

The  traveling  wave  nature  of  the  feed  results  in  a low  VSWR  along  the  antenna. 
This  characteristic  gives  the  antenna  an  inherently  good  input  VSWR  without 
compensating  or  matching  devices..  The  input  has  been  broad-banded  to  provide 
a smooth  transition  from  the  transmission  line  to  the  antenna. 

EXCELLENT  VERTICAL  PATTERN 

The  null-less  vertical  pattern  is  extremely  smooth.  This  provides  uniform  illumination 
of  the  desired  service  areas.  Gains  from  9 to  18  can  be  obtained. 


IMPROVED  CIRCULARITY 

The  individual  patterns  produced  by  slot  radiators  when  added  in  phase  quadrature 
result  in  an  overall  pattern  with  improved  circularity.  This  design  combines 
radiating  elements,  feed  system  and  antenna  structure  in  one  unit,  giving 
excellent  horizontal  circularity. 

LOW  WIND  RESISTANCE 

The  smooth  cylindrical  shape  of  the  antenna  is  ideal  for  reducing  wind 
load  and  has  high  structural  strength.  It  is  designed  to  withstand  a wind 
pressure  of  50  psf  on  flats,  or  33%  on  cylindrical  surfaces.  In  addition,  the 
absence  of  protruding  elements  minimizes  the  danger  of  ice  damage. 

The  steel  outer  conductor  is  hot-dip  galvanized  for  better  conductivity 
and  protection.  The  inner  conductor  of  the  antenna  is  rigidly  supported 
at  the  bottom  end  without  relying  on  any  insulator  type  of  support  to 
carry  the  dead  weight.  Polyethylene  slot  covers  are  fastened  to  the 
pole  over  every  slot  for  better  weather  protection. 


SIMPLIFIED  FEED  SYSTEM 

The  feed  system  is  completely  self-contained  with  only  one  point 
of  connection.  Simplified  feed  system  consists  of  a large  coax  line 
and  coupling  probes. 

Your  RCA  Broadcast  Representative  will  gladly  help  with 
TV  antenna  planning.  See  him  for  details  on  this  new  antenna. 

Or  write  to  RCA,  Dept.  GB-22,  Building  15-1,  Camden,  N.  J. 

In  Canada : RCA  VICTOR  Company  Limited,  Montreal. 


Essentially,  the  RCA  "Travel- 
ing Wave”  Antenna  is  a trans- 
mission line  with  slots  cut  into  the 
outer  conductor.  These  slots  are 
arranged  to  guide  the  energy  radi- 
ated by  the  center  conductor  into 
the  needed  radiation  pattern.  It  fills 
the  need  for  a VHF  High-Band 
Antenna  which  combines  mechanical 
simplicity  and  economy,  especially  in 
high-gain,  high-power  applications. 


RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT,  CAMDEN,  N.  J. 


work  in  the  past  season  had  provided 
“more  news,  more  public  affairs,  more 
education  and  more  culture”  not  be- 
cause of  “pressures  of  the  moment”  but 
as  “part  of  a continuing  developing 
process.” 

No  Narrow  Segment  ■ After  de- 
scribing public  affairs  and  sports  pro- 
gramming planned  for  the  next  season, 
Mr.  Sarnoff  then  referred  to  entertain- 
ment shows  which,  he  commented, 
made  such  service  programming  pos- 
sible. Diversity  of  service,  he  explained, 
took  in  “no  single  narrow  program  seg- 
ment.” It  contains  westerns,  dramas, 
music,  quizzes,  mysteries,  adventures, 
comedies,  interspersed  with  specials, 
plus  Today  in  the  morning  and  the 
Jack  Paar  Show  at  night — “a.  true  net- 
work . . . seeking  to  meet  the  needs  and 
desires  of  the  total  population,  because 
as  a mass  medium  we  must  satisfy  the 
majority  while  . . . seeking  to  satisfy 
the  taste  of  the  minority.” 

The  current  climate  in  broadcasting 
is  “a  confusion  of  ethics  and  taste,” 
Mr.  Sarnoff  observed,  tracing  the  quiz- 
payola  developments  and  NBC’s  ac- 
tions taken  to  combat  questionable 
practices.  Of  the  latter,  he  said,  “This 
is  the  best  example  I know  of  self- 
regulation.” 

Restated  was  NBC’s  position  that  the 
FCC’s  role  in  programming  be  “ex- 
tremely narrow”  with  responsibility 
resting  on  the  licensee.  What’s  to  be 


prevented?  “The  government  from  be- 
coming, through  its  various  agencies, 
the  arbiter  of  public  taste,”  declared 
Mr.  Sarnoff. 

BACK  TO  SCHOOL 
65  sign  up  for  second 
NAB-Harvard  seminar 

Sixty-five  broadcasters  have  enrolled 
for  the  NAB’s  second  Harvard  seminar 
in  broadcast  management  to  be  held 
July  10-22. 

The  first  seminar  last  summer  was 
enthusiastically  endorsed  by  the  57  who 
attended  (Broadcasting,  July  20, 
1959).  Conducted  by  the  Harvard 
Graduate  School  of  Business  Adminis- 
tration, the  seminars  provide  an  inten- 
sive, two-week  program  of  executive 
development. 

The  list  of  those  who  will  study  at 
Harvard  this  year  follows: 

Kenneth  R.  Giddens,  WKRG-AM-TV  Mobile, 
Ala.;  Carter  Hardwick,  WSFA-TV  Montgomery, 
Ala.;  Homer  Lane,  K00L-AM-TV  Phoenix;  Charles 
J.  Saunders,  KCLS  Flagstaff,  Ariz.;  Robert  W. 
Breckner,  KTTV  (TV)  Hollywood;  Charles  H. 
Kinsely,  Jr.,  KHSL-AM-TV  San  Francisco;  Allen 
T.  Gilliland,  Jr.,  KNTV  (TV)  San  Jose,  Calif.; 
Louis  S.  Simon,  KPIX  (TV)  San  Francisco;  Jon 
S.  Kelly,  KCRA-TV  Sacramento;  Clayton  H.  Brace, 
KLZ-AM-TV  Denver;  Robert  D.  Ellis,  KCHX, 
KKTV  (TV),  KFMH  (FM)  Pueblo,  Colo.;  Robert  S. 
Tyrol,  WTIC  Hartford,  Conn. 

William  Holm,  WLPO  LaSalle,  III.;  Robert  B. 
King,  WSOY  Decatur,  III.;  John  B.  Babcock, 
WIWI  (TV)  Indianapolis;  Eldon  Campbell,  WFBM- 
AM-TV  Indianapolis;  Richard  M.  Fairbanks,  WIBC 
Indianapolis;  Lew  Van  Nostrand,  Jr.,  WMT-TV 


Cedar  Rapids,  Iowa;  Cleve  J.  Brien,  WNOE  New 
Orleans;  T.B.  Lanford,  KALB-AM-TV  Shreveport, 
La.;  Francis  H.  Farnum,  Jr.,  WGAN  Portland, 
Me.;  William  H.  Rines,  WCSH-AM-TV  Portland, 
Me.;  James  E.  Allen,  WBZ-TV  Boston;  Alexander 
M.  Tanger,  WHDH-AM-TV  Boston;  Israel  Cohen, 
WCAP  Lowell,  Mass.;  Theodore  Jones,  WCRB 
Waltham,  Mass.;  Joseph  F.  Butler,  WKIZ  Kalama- 
zoo, Mich.;  John  F.  Wismer,  WHLS  Port  Huron, 
Mich.;  Herbert  W.  Lester,  W0IA  Ann  Arbor, 
Mich.;  C.  Wayne  Wright,  WALM  Albion,  Mich.; 
James  Schiavone,  WWJ-TV  Detroit. 

G.  David  Gentling,  KROC  Rochester,  Minn.; 
Lawrence  F.  Haeg,  WCCO  Minneapolis;  Samuel  A. 
Burk,  KIRX  Kirksville,  Mo.;  James  F.  Jae,  Jr., 
KHMO  Hannibal,  Mo.;  Chester  L.  Thomas,  KXOK 
St.  Louis;  Dale  G.  Moore,  KGV.O  Missoula,  Mont.; 
A.  James  Ebel,  KOLN-TV  Lincoln,  Neb.;  William 
A.  Martin,  KMMJ  Grand  Island,  Neb.;  Joseph  0. 
Jasmin,  WKNE  Keene,  N.H.;  Paul  Adanti,  WHEN- 
AM-TV  Syracuse,  N.Y.;  Van  Beuren  DeVries, 
WGR-AM-TV  Buffalo;  C.  George  Henderson, 
WSOC-TV  Charlotte;  Kenneth  I.  Tredwell,  Jr., 
WBTV  (TV)  Charlotte;  William  A.  Ekberg  KFYR- 
AM-TV  Bismarck,  N.D.;  Carl  E.  George,  WGAR 
Cleveland;  Roger  B.  Read,  WKRC-AM-TV  Cin- 
cinnati; George  J.  Gray,  WLWD  (TV)  Dayton; 
Warren  Williamson,  WKBN-AM-TV  Youngstown, 
Ohio;  William  A.  Hillebrand,  WMHE-FM  Toledo; 
Fred  Weber,  The  Friendly  Group  Steubenville, 
Ohio;  Norman  P.  Bagwell,  WKY-AM-TV  Oklahoma 
City. 

Robert  H.  Sauber,  WTIV  Titusville,  Pa.;  Ray- 
mond W.  Welpott,  WRCV-AM-TV  Philadelphia; 
Joseph  P.  Dougherty,  WPRO-TV  Providence,  R.I.; 
Irving  C.  Waugh,  WSM-TV  Nashville;  Thomas  B. 
Baker,  WLAC-TV  Nashville;  Norman  A.  Thomas, 
WDNT  Chattanooga;  Bob  A.  Roth,  K0N0-TV  San 
Antonio;  George  K.  Utley,  WFAA  Dallas;  Jon  A. 
Holiday,  WHYE  Roanoke,  Va.;  Dan  Hydrick,  WGH 
Newport  News;  Saul  Haas,  KIRO-AM-TV-  Seattle; 
William  D.  Birke,  WSAZ-AM-TV  Huntington,  W. 
Va.,  and  John  T.  Gelder,  WCHS-TV  Charleston. 
W.Va. 

Three  broadcasters 
speak  at  Missouri  U. 

Three  key  broadcasting  officials, 
speaking  at  Missouri  U.’s  Journalism 
Week  celebration  in  Columbia,  formed 
a modern  triple  alliance  to  blast  vari- 
ous problems  thrust  upon  their  indus- 
try. 

All  raised  strong  objection  to  pend- 
ing and  finalized  government  regula- 
tions which  they  feel  are  constitutional 
violations,  and  to  the  subject  of  payola, 
still  very  much  alive  despite  recent 
policing  actions  to  stop  it. 

Heralding  broadcasting’s  cause  were 
Frank  P.  Fogarty,  executive  vice  presi- 
dent and  general  manager  of  the  Mere- 
dith Broadcasting  Co.,  Donald  H.  Mc- 
Gannon,  president  of  Westinghouse 
Broadcasting  Co.  and  Vincent  T.  Wasi- 
lewski,  NAB  manager  of  government 
relations. 

Mr.  Fogarty  sharply  questioned  the 
constitutionality  of  a bill  (S.  3171) 
pending  in  Congress  which  would  force 
tv  networks  to  give  two  free  hours  per 
week  to  the  major  political  candidates. 
He  said,  “the  bill  violates  the  first  and 
fifth  amendments  ...  it  drafts  television 
time,,  but  not  radio  time  ...  it  com- 
mandeers the  property  of  the  network 
affiliates  ...  it  is  discriminatory  as 
between  broadcast  media  and  printed 
media.  What  then  becomes  of  the  First 
Amendment,  guaranteeing  ...  a free 
press  . . . radio  and  presumably  televi- 
sion?” 

Mr.  McGannon  called  for  closer  co- 
broadcasting, May  9,  1960 


See  ike  conquering  hero  comes!  Sound  the  trumpets,  heat 
the  drums!* 


Dr.  Thomas  Morell 
"Joshud’ 

If  all  the  KROC-TV  viewers  were  to  join  the  parade  over  80%  of  the  homes 
would  be  vacant. 

EFFECTIVE  BUYING  INCOME:  $5  66,859,000 


KB  A f T \f  CHANNEL  ROCHESTER 

II  V W " I Y 10  MINNESOTA 

NBC  Represented  by  Meeker  Co. 

G.  David  Gentling,  gen'I.  mgr. 

HARRY  S.  HYETT  COMPANY.  MINNEAPOLIS  ELISABETH  BECKJORDAN,  NETWORK  REPRESENTATIVE 
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OF  DEFENSE! 


America  is  strong  for  many  reasons.  One  of 
the  most  important  is  its  marvelous  transporta- 
tion. Bridging  vast  distances,  city  to  city  and 
market  to  market,  putting  remote  areas  on 
Main  Street,  our  water,  air,  pipeline,  rail  and 
highway  transportation  are  the  best  in  the 
world.  The  bulwark  of  our  peacetime  economy, 
they  also  are  essential  to  our  defensive  strength 
in  a troubled  world.  Within  transportation,  a 
major  force  is  the  trucking  industry  — No.  1 
mover  of  tonnage  in  the  U.  S.— with  more  than 
11,000,000  trucks  and  trailers  unique  in  flexi- 
bility and  mobility.  Trucks  deliver  the  goods, 
peace  or  war,  wherever  there  are  roads  . . . and 
sometimes  where  there  are  none. 


AMERICAN  TRUCKING  INDUSTRY 


American  Trucking  Associations,  Inc.,  Washington  6,  D.  C. 


THE  WHEELS  THAT  GO  EVERYWHERE 
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operation  between  the  two  methods 
(electronic  and  mechanical)  by  which 
we  communicate  and  warned  of  “forces 
constantly  at  play  that  threaten  the 
structure  of  free  news  distribution  as 
we  know  it.” 

On  the  problem  of  payola,  Mr. 
Wasilewski  charged  that  it  involves 
commercial  bribery  and  should  be  re- 
garded separately  from  the  question  of 
sponsorship  identification  on  the  air. 
He  added  that  legislative  problems  con- 
fronting broadcasters  have  resulted  in 
a mixture  of  two  problems — (1)  spon- 
sorship identification  and  the  proper  in- 
terpretation of  Sec.  317  as  it  exists;  or, 
in  the  alternative,  language  for  an 
amendment  to  eliminate  making  an- 
nouncements of  the  supplier,  and  (2) 
payola,  a distinct  problem  in  itself, 
which  should  be  dealt  with  as  a crime. 

He  added  that  the  NAB  has  sub- 
mitted to  the  House  Committee  on 
Interstate  and  Foreign  Commerce  sug- 
gestions for  new  statutory  language  to 
amend  Sec.  317  and  to  make  commer- 
cial bribery  (payola)  a crime. 

Changing  hands 

ANNOUNCED  ■ The  following  sales  of 
station  interests  were  announced  last 
week  subject  to  FCC  approval: 

■ KDEO  El  Cajon  (San  Diego),  Calif.: 


Sold  by  Robert  Sharon  and  Kenneth 
Greenwood  to  Howard  Tullis  and  John 
Hearne  for  total  consideration  of 
$475,000.  Buyers  own  KFXM  San 
Bernardino  and  KAFY  Bakersfield, 
both  Calif.  Mr.  Tullis  is  owner  of  an 
advertising  agency  bearing  his  name  in 
Hollywood  and  also  owns  KEAP  San 
Francisco.  Mr.  Hearne,  an  attorney, 
owns  KVEN  Ventura,  Calif.,  and 
KUAN  Guam.  Messrs.  Sharon  and 
Greenwood  continue  to  own  KLEO 
Wichita,  Kan.,  and  KQEO  Albuquer- 
que, N.M.  Mr.  Sharon,  general  manager 
of  KDEO,  will  remain  in  that  capacity 
under  new  ownership,  it  was  reported. 
KDEO  is  on  910  kc  with  1 kw.  Broker 
was  Blackburn  & Co. 

■ WNEB  Worcester,  Mass.:  Sold  by 
John  Hurley  to  George  Steffy,  75%, 
and  Harold  Gliddens,  25%  for  $350,- 
000.  Mr.  Steffy  is  executive  vice  presi- 
dent of  Yankee  Network  Division  of 
RKO  General  (WNAC-AM-TV  Boston, 
Mass.).  Mr.  Glidden  owned  WAGM- 
AM-TV  Presque  Isle  and  WABM  Houl- 
ton,  both  Maine,  which  he  sold  in 
1957.  WNEB  is  250  w on  1230  kc. 
Broker  was  Blackburn  & Co. 

■ WEER  Warrenton,  Va.:  Controlling 
66%  % interest  sold  by  Mr.  and  Mrs. 
Thomas  H.  Strothman  to  Laurens  M. 
Hamilton  for  $10,000.  Other  33%% 


ownership  retained  by  Francis  I.  Lam- 
bert, who  is  station  manager.  Mr.  Ham- 
ilton, former  Rockland  County,  N.Y., 
representative  in  New  York  state  legis- 
lature, has  been  Fauquier  County,  Va., 
resident  since  1940.  WEER  is  500  w 
daytimer  on  1570  kc. 

APPROVED  ■ The  following  transfers 
of  station  interests  were  among  those 
approved  by  the  FCC  last  week  ( for 
other  commission  activities  see  For 
The  Record,  page  100). 

* KBLF  Red  Bluff,  Calif.:  Sold  by  Vic- 
tor Industries  Corp.  and  Clay  Mc- 
Gowan to  Victor  Corp.  for  $480,000 
for  Victor  Industries  75%  interest  and 
for  5%  of  Mr.  McGowan’s  25%  inter- 
est with  an  option  to  purchase  remain- 
ing 20%.  Purchasers  are  Victor  Muscat, 
37%%,  Dr.  Sydney  E.  Lipsky,  50%, 
and  Mr.  McGowan,  12%%.  Dr.  Lip- 
sk,y  is  vice  president  of  Reddi-Wip  Co. 
Mr.  Muscat  is  in  aluminum  container 
business.  Mr.  McGowan  is  general  man- 
ager of  Victor  Industries  Corp.,  manu- 
facturers of  metal  tubing. 

■ KJBS  San  Francisco,  Calif.:  Sold  by 
William  B.  Dolph,  Hope  D.  Pettey,  and 
others  to  Argonaut  Broadcasting  Co. 
for  $425,000.  Purchasers  are  A.J.Krisik, 
22.5%,  Theodore  J.  Wolf  and  Andrew 
J.  Sturtavant  Jr.,  12.5%  each,  L.  R. 
Rhodes  (president),  6.4%,  and  others. 
Messrs.  Krisik  and  Wolf  are  owners  of 
KFIV  Modesto,  Calif.  Mr.  Krisik  also 
holds  50%  interest  in  KNGS  Hanford, 
Calif.  Mr.  Sturtavant  is  commercial 
manager  of  KFIV.  Sellers  Dolph  and 
Petty  have  interests  in  KUDE  Ocean- 
side,  Calif.,  and  WPEO  Peoria,  111. 

■ WJHL-AM-FM  Johnson  City,  Tenn.: 
Sold  by  W.  Hanes  Lancaster  Jr.  and  as- 
sociates to  Tri-Cities  Broadcasting  Inc. 
(James  C.  Wilson,  president)  for  $230,- 
000.  FCC  granted  approval  of  the  sale 
on  the  condition  that  it  not  be  consum- 
mated until  James  C.  Wilson  and  Jose- 
phine D.  Wilson,  the  purchasers,  dis- 
pose of  their  interest  in  an  application 
for  a new  station  in  Bristol,  Tenn.  The 
Wilsons  are  in  retail  appliances  and 
heating  systems. 

■ WELK,  Charlottesville,  Va.:  Sold  by 
Lawrence  Lee  Kennedy  to  Virginia 
Broadcasting  Co.  for  $100,000.  Pur- 
chasers are  Margaret  Miller  Inc.,  Sterl- 
ing Hardware  Co.,  40%  each,  and 
Turnbull,  Deter  & Co.,  20%.  Knox 
Turnbull  is  principal  stockholder  in  all 
three  firms.  Mr.  Kennedy  will  be  em- 
ployed by  new  owners  for  five  years  at 
$5,000  per  year.  The  FCC  conditioned 
that  the  sale  not  be  consummated  until 
Barbara  C.  T.  Brown,  announcer-wo- 
men's director  for  WINA  Charlottes- 
ville, disposes  of  her  preferred  stock  in 
Margaret  Miller  Inc. 


SOUTHWEST 

Top  station  in  top  100  market.  Down 
payment  $100,000  with  plenty  of  cash 
flow  for  payout  in  six  years.  Ideal  cli- 
mate and  living  conditions. 

S3  J 0.000 

MIDWEST 

Iowa  daytimer  in  prosperous  market. 
$30,000  down  payment  and  extra 
long  payout.  Ideal  for  owner-man- 
ager. 

$150,000 

VIRGINIA 

Daytimer  in  good  multi-station  mar- 
ket. In  the  black  and  showing  im- 
provement every  month.  Ideal  for 
owner-operator.  $25,000  down  and 
good  terms. 

$05,000 

NEGOTIATIONS  • FINANCING  • APPRAISALS 

‘jBlackbuiyri  & Oampomf 

Incorporated 

RADIO  - TV  - NEWSPAPER  BROKERS 

WASHINGTON,  D.  C.  MIDWEST  ATLANTA  WEST  COAST 

James  W.  Blackburn  H.  W.  Cassill  Clifford  B.  Marshall  Colin  M.  Selph 

Jack  V.  Harvey  William  B.  Ryan  Stanley  Whitaker  Calif.  Bank  Bldg. 

Joseph  M.  Sitrick  333  N.  Michigan  Ave.  Robert  M.  Baird  9441  Wilshire  Blvd. 

Washington  Building  Chicago,  Illinois  Healey  Building  Beverly  Hills,  Calif. 

STerling  3-4341  Financial  6-6460  JAckson  5-1576  CRestview  4-2770 
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take  a peek  at  a powerhouse  ! 


Talk  about  a stacked  deck!  This  one’s  packed  with  aces— and  they’re 
all  being  dealt  to  you.  Sylvania  offers  a powerful  “hand”  of  hard- 
working, high-efficiency  Mercury- Vapor  Rectifiers  for  your  power 
supply  replacement  needs. 

You’ll  find  these  husky  Rectifiers  have  the  kind  of  stamina  that  means 
longer  working  hours,  reduced  maintenance  time.  Your  station  man- 
agement will  value  that  Sylvania  brand  of  quality  because  it  offers 
lower  tube  costs  per  hour  of  operation. 

Deal  yourself  in!  Phone  your  Sylvania  Industrial  Tube  Distributor 
for  prompt  delivery  on  Mercury- Vapor  Rectifiers  and  all  Sylvania 
Tubes  for  AM,  FM,  VHF,  and  UHF.  Ask  for  the  descriptive  “Sylvania 
Industrial  Tubes”  booklet.  Or,  write  Electronic  Tubes  Division, 
Sylvania  Electric  Products  Inc.,  Dept.  125,  1100  Main  Street,  Buffalo, 
New  York  for  your  copy. 


POPULAR  SYLVANIA 
MERCURY-VAPOR  RECTIFIERS 


Maximum  Anode  Ratings 
Sylvania  Type  Voltage  (Vdc)  Current  (Adc) 


575-A 

15,000 

6.0 

673 

15,000 

6.0 

857-B 

22,000 

20.0 

866-A 

10,000 

1.0 

869-B 

20,000 

10.0 

872-A 

22,000 

20.0 

8008 

10,000 

5.0 

Subsidiary  of  GENERAL  TELEPHONE  & ELECTRONICS  W 
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New  educator  group  will  appraise  tv 


A group  of  communications  schol- 
ars, many  of  whom  were  highly 
critical  of  the  tv  industry  during  last 
winter’s  FCC  program  hearing,  have 
announced  formation  of  a “continu- 
ing conference”  to  study  television’s 
problems. 

Prof.  Gilbert  Seldes,  director  of 
the  Annenberg  School  of  Com- 
munications at  Pennsylvania  U.,  said 
the  group  will  focus  “on  the  recur- 
ring problems  and  issues”  faced  by 
mass  media. 

At  an  organizational  meeting  at 


the  U.  of  North  Carolina  last  week, 
a five-man  executive  committee  was 
named,  including  Mr.  Seldes,  Ken- 
neth G.  Bartlett,  Syracuse  U.;  Sidney 
Head,  U.  of  Miami;  Charles  A.  Siep- 
mann,  New  York  U.;  and  Dallas  W. 
Smythe,  U.  of  Illinois. 

The  conference  grew  out  of  a 
meeting  in  February  by  communica- 
tions scholars  at  which  time  a pro- 
posal was  sent  to  the  FCC  recom- 
mending that  Congress  provide  funds 
for  the  monitoring  of  programs  by 
the  commission. 


Telephone  union  gets 
foot  in  tv’s  door 

The  rough,  tough,  strongly  en- 
trenched telephone  company  and  com- 
munications union,  the  Communications 
Workers  of  America,  has  moved  into 
broadcasting. 

CWA  has  begun  bargaining  with 
WFMY-TV  Greensboro,  N.C.,  its  first 
broadcast  breakthrough.  The  AFL-CIO 
union  won  a National  Labor  Relations 
Board  election  on  April  22.  The  vote 
for  the  CWA  to  represent  the  station’s 
technical  staff  was  unanimous,  9-0. 

WFMY-TV,  wliich  began  broadcast- 
ing in  1949,  was  not  unionized.  The 
National  Assn,  of  Broadcast  Engineers 
& Technicians  attempted  to  organize 
the  station  in  1951  and  again  in  1957, 
but  failed  both  times. 

The  CWA  contract  offered  to  the  sta- 
tion, according  to  WFMY-TV  officials, 
is  heavily  larded  with  telephone  termi- 


nology. It  seeks  higher  pay,  premium 
pay  for  overtime,  holidays  and  night 
work,  as  well  as  other  benefits. 

CWA  is  the  main  union  in  the  Bell 
Telephone  system,  Western  Electric, 


Western  Union,  overseas  communica- 
tions companies  such  as  RCA  Com- 
munications, Mackey  Radio,  etc.,  and 
also  represents  radio  operators  aboard 
U.S.  merchant  ships. 


PROGRAMMING 


GOLDWYN  READY  TO  TALK  TV 

50  pictures  offered  on  rental  bases; 
control  held  with  eye  to  pay  tv  & color 


Samuel  Goldwyn  has  at  last  suc- 
cumbed to  the  lures  of  television  and, 
if  tv  is  willing  to  buy  on  his  terms  and 
at  his  price,  a package  of  some  50 
Goldwyn-produced  motion  pictures  will 
be  on  tv  this  fall. 

William  Morris  agency  is  handling 
the  sale  of  the  package  of  Goldwyn 
•theatrical  movies,  which  date  from 
the  early  days  of  sound  pictures  with 
films  starring  Ronald  Colman  and  Eddie 
Cantor  to  Danny  Kaye’s  “Hans  Chris- 
tian Anderson”  (made  in  1952).  The 
package  of  pictures  reportedly  selected 
by  Mr.  Goldwyn  himself,  also  includes 
other  Danny  Kaye  pictures,  plus  a 
number  of  Bob  Hope  comedies  and 


many  other  top  box-office  successes, 
including  “The  Best  Years  of  Our 
Lives,”  which  won  a double  armful  of 
Oscars  following  its  release  in  1946. 

The  pictures  are  being  offered  to  tv 
on  a rental  basis  and  not  on  outright 
sale.  This  way,  it  was  explained,  Mr. 
Goldwyn  can  control  the  exposure  of 
the  films  himself  and  protect  them 
against  too  many  telecasts  which  might 
impair  their  value  for  a possible  future 
sale  to  pay-tv  or,  in  the  case  of  the 
color  films,  to  color  tv  when  it  be- 
comes a mass  medium. 

Reason  for  the  cut-off  date  of  1952 
has  nothing  to  do  with  union  and  guild 
restrictions  concerning  pre-1948  and 


post- 1948  pictures,  a Goldwyn  spokes- 
man said.  It  is  simply  that  Mr.  Gold- 
wyn’s  production  schedule  includes 
only  one  picture  every  three  or  four 
years  and  that  “Guys  and  Dolls,”  re- 
leased in  1955,  and  the  current  “Porgy 
and  Bess”  have  been  held  out  of  the 
tv  package. 

No  price  tag  has  been  put  on  the 
Goldwyn  package,  but  it  is  expected 
to  bring  one  of  the  largest  sums  of  any 
theatrical  film  collection  yet  made  avail- 
able for  home  viewing  via  tv.  Potential 
buyers  might  take  as  a yardstick  the 
report  that  Mr.  Goldwyn  refused  an 
offer  of  $485,000  for  two  Christmas 
telecasts  of  “Hans  Christian  Anderson” 
alone. 

Paramount  Pictures’ 
earnings  drop  in  ’59 


TV  NCWS  from  MS  A AltXANDtR! 


THE  V.  I.  P.  PACKAGE  OFFERS: 

JAMES  MASON 

YVONNE  DE  CARLO  • VINCENT  PRICE 

and  over  50  more  great  Hollywood  names  in  great  feature 
productions  to  attract  the  highest  TV  ratings! 


Call,  Write  or  wire ... 

M & A ALEXANDER  PRODUCTIONS,  INC. 

Hollywood: 

6040  Sunset  Boulevard,  Hollywood  4-3414 
New  York  City: 

Larry  Stern.  141  East  55th  Street,  PLaza  5-5266 


Paramount  Pictures,  New  York,  re- 
ported last  week  that  consolidated  earn- 
ings dipped  last  year  to  $7,519,000 
from  $12,554,000  but  stressed  that  in- 
come from  the  sale  of  its  pre-1948 
library  to  MCA  is  reflected  in  the  1958 
revenue  and  not  in  the  1959  figures. 

Barney  Balaban,  president,  noted  that 
under  the  terms  of  the  sale  of  the  li- 
brary in  1959  to  MCA’s  Emka  division, 
no  payments  beyond  the  $10  million 
initial  advance  were  due  until  January 
1960.  He  added  that  “significant 
amounts  will  be  paid  to  us  from  this 
source  during  1960  and  subsequent 
years,  resulting  from  the  substantial 
amount  of  firm  contracts  now  existing 
between  Emka  and  its  television  station 
customers.” 
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Paramount  was  guaranteed  $35  mil- 
lion, plus  an  additional  $15  million  if 
1 sales  reached  certain  levels.  Mr.  Balaban 
reported  that  sales  by  Emka  already  had 
more  than  covered  the  $35  million  guar- 
anteed and  was  building  toward  the  ad- 
ditional $15  million. 

Mr.  Balaban  pointed  out  that  earn- 
ings from  ordinary  operations  in  1959 
j ($4.4  million)  approximated  those  of 
1958  (almost  $4.6  million).  The  dif- 
ference in  earnings,  he  said,  resulted 
from  revenue  coming  from  special 
items,  which  amounted  to  almost  $8 
million  in  1958  as  against  $3.1  million 
in  1959.  The  latter  revenue  resulted 
largely  from  the  sale  of  the  company’s 
investment  in  Metropolitan  Broadcast- 
ing Corp.,  while  the  1958  figure  re- 
flected the  down  payment  (less  income 
tax)  on  the  sale  of  the  pre-1948  library 
to  MCA. 

Mr.  Balaban  said  that  1959  was  “a 
profitable  year”  for  KTLA  (TV)  Los 
Angeles — “the  first  profitable  year  in 
several  years.” 

SAG  seeks  increased 
tv  film  residuals 

Increased  residual  payments  are 
called  for  in  demands  submitted  by  the 
Screen  Actors  Guild  to  the  Alliance  of 
Television  Film  Producers  and  the 
Assn,  of  Motion  Picture  Producers  (for 
tv  film  activities  of  the  major  motion 
picture  studios).  Residuals  now  range 
from  35%  for  the  second  run  to  25% 
for  the  sixth.  Under  SAG’s  proposal, 
they  would  range  from  50%  for  the 
second  run  down  to  10%  for  the  eighth 
run. 

Joint  negotiations  of  SAG  with 
AMPP  and  ATFP  were  commenced 
| Tuesday  (May  3),  for  a new  collective 
bargaining  agreement  covering  acting 
work  in  tv  films.  The  present  contract 
j expires  May  31. 

Re-run  provisions,  now  limited  to  the 
U.S.  and  Canada,  would  be  extended  to 
apply  throughout  the  world  under  the 
new  SAG  proposals.  For  example,  SAG 
explained,  if  a tv  film  is  still  in  its  first 
run  in  U.S.  but  goes  into  second  run 
abroad,  a second  run  residual  would  be 

(due  the  actor  and  for  this,  the  actor 
would  give  world  rights  to  the  second 
run. 

SAG  is  also  asking  for  a pension  plan 
and  health  and  welfare  plan,  to  be  fi- 
nanced by  employer  contributions 
equal  to  5%  of  the  total  actors’  payroll 
including  residuals;  increases  in  mini- 
mum salaries;  payment  for  theatrical 
exhibition  rights;  improvements  in  over- 
time payments  and  other  improvements 
and  restrictions. 

SAG  wants  the  contract  to  run  for 
three  years,  to  June  1,  1963.  It  is  to 
cover  programs  only.  Commercials  are 
to  be  covered  by  a separate  contract. 
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Columbia  Pictures 
gets  AFM  reminder 

The  American  Federation  of  Musi- 
cians announced  last  week  that  it  has 
served  notice  on  Columbia  Pictures 
Corp.  that  any  sale  of  musically-scored 
post- 1948  pictures  for  tv  exhibition  is 
subject  to  the  “prior  written  consent 
of  the  Federation”  and  to  negotiations 
with  the  union. 

In  a letter  to  Columbia  Pictures, 
AFM  president  Herman  Kenin  noted 
reports  that  Columbia  is  about  to  com- 
mence the  sale  of  its  post- 1948  pictures. 
A spokesman  for  Columbia  Pictures 
said  there  have  been  “internal  discus- 
sions about  the  sale  of  these  films.”  But, 
he  added,  no  decision  has  been  made. 

Mr.  Kenin’s  letter  stated  there  is  a 
basic  agreement  between  AFM  and 
Columbia,  which  obligates  the  motion 
picture  company  to  receive  the  Federa- 
tion’s written  consent  before  Columbia 
can  sell  the  music  sound  tracks  of  all 
pictures  produced  between  1948  and 
Feb.  19,  1958.  The  letter  added  the 
Federation  assumes  that  “appropriate 
negotiations”  will  be  instituted  prior  to 
sale  of  the  films  to  tv. 

AFM’s  basic  agreement  with  Colum- 
bia Pictures  is  identical  to  that  in  force 
for  the  same  10-year  period  with  other 
major  motion  picture  producers.  AFM 
was  the  sole  talent  union  to  effect  an 
agreement  covering  pre-1948  theatrical 
film.  It  specifies  that  5%  of  the  gross 
sale  of  films  be  allocated  to  the  Music 
Performance  Trust  Fund. 

NTA,  directors  guild 
sign  pact  on  ‘Play’ 

NTA  Productions  Inc.,  New  York 
and  the  Directors  Guild  of  America 
last  week  reached  an  interim  agreement 
covering  The  Play  of  the  Week  taped 
series. 

Though  the  agreement  runs  only 
through  Dec.  31,  1960,  when  the  situa- 
tion will  be  restudied,  NTA  Produc- 
tions said  that  the  interim  contract  “rec- 
ognizes the  difference  between  the  basic 
problems  facing  syndicated  program- 
ming and  programs  produced  for  initial 
network  exhibition.”  T’he  guild  has 
committed  itself  to  negotiate  a separate 
agreement,  after  the  conclusion  of  the 
present  contract  at  the  end  of  this  year, 
with  tv  syndicators  in  production  and 
programming  that  does  not  receive  net- 
work exposure. 

DGA  had  ordered  a strike  against 
NTA  Productions  more  than  two 
months  ago.  The  agreement  was  effect- 
ed through  Commissioner  J.R.  Mandel- 
baum  of  the  Federal  Mediation  Service. 

The  contract  provides  that  directors 
employed  on  The  Play  of  the  Week 
syndicated  series  will  receive  the  mini- 


BMI’s Pulitzers 

Broadcast  Music  Inc.  could 
point  with  pride  last  week  to  a 
clean  sweep  of  1959  Pulitzer 
Prizes  involving  music.  BMI- 
affiliated  composers  honored  were 
Jerry  Bock  and  Sheldon  Harnick, 
composer  and  lyricist  respectively 
for  “Fiorello!”  (drama  award) 
and  Elliott  Carter,  who  won  the 
Pulitzer  Prize  in  music  for  his 
“Second  String  Quartet.”  Mr. 
Carter  is  the  fifth  BMI-affiliated 
composer  to  win  the  award.  Other 
such  winners  were  William  Schu- 
man  in  1943;  Charles  Ives  in 
1947;  Walter  Piston  in  1948  and 
Quincy  Porter  in  1954. 


mum  network  scale — $2,660.  The  pay- 
ment, however,  will  be  on  a deferred 
basis — $1,000  upon  completion  of  the 
assignment  and  $1,600  in  rerun  fees 
by  the  end  of  three  years. 

ITC,  20th  Century 
enter  new  agreement 

Independent  Television  Corp.  and 
20th  Century  Fox-Tv  last  week  entered 
a production  agreement  for  a minimum 
of  two  new  half-hour  series  for  the 
1961-62  season.  ITC  also  has  co-pro- 
duction  pacts  with  overseas  organiza- 
tions, such  as  with  the  Rank  Organiza- 
tion for  Interpol  Calling  (now  in  U.S. 
syndication) . 

ITC’s  Michael  Nidorf,  board  chair- 
man, and  Walter  Kingsley,  president, 
described  the  new  agreement  as  the  first 
in  the  U.S.  ITC  is  owned  by  Associated 
Television  Ltd. 

In  an  interview  last  week,  Mr.  King- 
sley explained  the  production  calls  for 
at  least  two  pilots  to  be  produced  by 
20th  Century,  which  has  produced  pro- 
gramming for  the  networks.  (ITC  is  in 
negotiation  with  CBS-TV  for  the  sched- 
uling in  the  fall  of  Danger  Man,  a 
planned  overseas  production.) 

The  importance  of  the  ITC  move: 
the  first  production  agreement  in  the 
U.S.  for  product  aimed  for  tv  con- 
sumption in  this  country  but  by  a com- 
pany that  is  solely  owned  by  a British 
firm. 

Mr.  Kingsley,  who  reported  to  ITC’s 
board  on  plans  being  formed  in  “firm- 
ing our  position  in  the  market,”  said 
ITC  plans  to  release  at  least  two  new 
series  for  syndication  this  fall  and  a 
first-quarter  sales  increase  of  $800,000 
over  the  same  period  in  1959.  ITC  also 
has  sold  pilots  for  an  anthology  to  be 
placed  in  the  Hennessy  time  period 
during  the  summer  (CBS-TV,  Monday, 
10-10:30  p.m.)  under  sponsorship  of 
General  Foods  and  P.  Lorillard. 


ITC  via  ATV  also  has  slated  the  pro- 
duction of  five  specials  for  CBS-TV  to 
be  taped  in  Europe.  (Already  set  are 
Ingrid  Bergman  starring  in  “Four  and 
Twenty  Hours  in  a Woman’s  Life”  and 
an  Orson  Welles  version  of  “Julius 
Caesar. ) 

Writers  reject  terms, 
continue  their  strike 

The  writers’  strike  is  still  on. 

Following  a divided  vote  on  April 
28,  when  the  tv-radio  members  of 
Writers  Guild  of  America  West  rejected 
the  terms  offered  by  the  Alliance  of 
Television  Film  Producers  while  WGA 
East  approved  them,  councils  of  the 
East  and  West  met  last  Wednesday 
(May  4)  to  work  out  the  difference. 
They  voted  29  to  one  to  uphold  the 
WGAW  stand,  with  two  council  mem- 
bers abstaining.  Also  rejected  was  the 
offer  of  the  tv  networks  for  their  filmed 
program  activities. 

The  ATFP  offer  was  that  originally 
presented  by  Four  Star  Television 
(Broadcasting,  May  2).  Its  basic  terms 
include  a 10%  increase  in  minimum 
scale  for  the  first  two  years  and  an 
additional  5%  for  the  final  two  years  of 
the  proposed  four-year  contract.  The 
networks  offered  10%  plus  1%.  Both 
offers  contain  a 5%  pension  plan  fund, 
but  the  networks  would  limit  the  per- 
centage to  minimum  while  the  ATFP 
offer  would  base  it  on  actual  salary  up 
to  twice  the  minimum. 

Both  ATFP  and  the  networks  agreed 
to  recognize  the  right  of  writers  to 
share  in  proceeds  from  the  sale  of  tv 
films  for  broadcasting  abroad.  The  net- 
work offer  is  to  consider  a foreign  run 
the  same  as  a domestic  rerun.  The 
ATFP  plan  is  to  name  a study  com- 
mittee whose  conclusions  would  become 
part  of  the  negotiations  for  the  contract 
to  succeed  the  one  now  being  offered. 
The  WGA  rejection  of  the  ATFP  offer 
is  reportedly  based  on  a demand  for  an 
immediate  payment  of  2%  of  the  pro- 
ducers’ gross  from  foreign  release  of  the 
films. 

The  screen  writers  branch  of  WGAW 
is  also  still  on  strike,  with  the  writers 
refusing  to  accept  the  position  of  the 
producers  that  pay  tv  is  merely  an  ex- 
tension of  the  theatrical  box-office  and 
so  not  a new  use  of  theatrical  films. 

Both  WGA  strikes  went  into  effect 
Jan.  16. 

■ Film  sales 

Chatter’s  World  (Sterling) 

[First  listing] 

Sold  to  CKLW-TV  Windsor-Detroit; 
WBKB  (TV)  Chicago;  KTTV  (TV) 
Los  Angeles;  WHDM-TV  Boston; 
WTTV  (TV)  Indianapolis;  WBAY-TV 
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SALES  STRENGTH?  ADD  THE  “PULL”  OF 
WESTERN  UNION  TELEGRAM-PLUS  SERVICE! 

Your  product  sample,  booklet  . . . whatever  you  want 
to  promote  ...  is  delivered  to  everyone  on  your  list 
together  with  an  interest-compelling  telegram.  That’s 
the  double  impact  of  Western  Union  Telegram-Plus 
Service.  All  you  have  to  do  is  supply  the  message, 
list  and  material. 

Wire  us  collect  for  complete  details.  Address:  Western 
Union,  Special  Service  Div.,  Dept.  3-B,  New  York,  N.  Y. 

WESTERN  UNION 

SPECIAL  SERVICES 
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Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EDT). 

NBC-TV 

May  9-13,  16-18  (6:30-7  a.m.)  Con- 
tinental Classroom. 

May  9-13,  16-18,  (11-11:30  a.m.)  Price 
Is  Right,  participating  sponsors. 

May  9-13,  16-18  (12:30-1  p.m.)  It 
Could  Be  you,  participating  sponsors. 

May  9 (10-11  p.m.)  Another  Evening 
With  Fred  Astaire,  Chrysler  through  Leo 
Burnett. 

May  10,  17  (8:30-9:30  p.m.)  Ford  Star- 
time, Ford  through  J.  Walter  Thompson. 

May  10,  17  (9:30-10  p.m.)  Arthur  Mur- 
ray Party,  P.  Lorillard  through  Lennen  & 
Newell  and  Sterling  Drug  through  Norman, 
Craig  & Kummel. 

May  11,  18  (8:30-9  p.m.)  Price  Is 
Right,  Lever  through  Ogilvy,  Benson  & 
Mather  and  Speidel  through  Norman, 
Craig  & Kummel. 

May  11,  18  (9-10  p.m.)  The  Perry 
Como  Kraft  Music  Hall,  Kraft  through  J. 
Walter  Thompson. 

May  12,  19  (9:30-10  p.m.)  The  Ford 
Show,  Ford  through  J.  Walter  Thompson. 

May  13  (8:30-9:30  p.m.)  Roughing  It, 
Breck  through  Reach,  McClinton. 

May  13,  20  (9:30-10  p.m.)  Masquerade 
Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Grey  Adv. 

May  13  (10-11  p.m.)  The  Pontiac  Star 
Parade,  Pontiac  through  McManus,  John 
and  Adams. 

May  14  (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

May  14  (10:30-11  a.m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

May  14  (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

May  15  (8-9  p.m.)  Music  On  Ice,  sus- 
taining. 

May  15  (9-10  p.m.)  The  Dinah  Shore 
Chevy  Show,  Chevrolet  through  J.  Walter 
Thompson. 


Green  Bay,  Wis.,  and  WSJV  (TV) 
South  Bend,  Ind. 

Background:  Chatter  the  chimp,  ap- 
pearing as  a different  character  in  each 
program,  stars  in  this  new  five-minute 
children’s  show  just  released  by  Sterling 
Television  Corp.,  New  York.  A total 
of  150  individual  shows  are  available 
for  immediate  delivery. 

Almanac  (Official  Films) 

Sold  to  KSD-TV  St.  Louis;  WKOW- 
TV  Madison,  Wis.;  KTEN  (TV)  Ada, 
Okla.;  WNEM-TV  Bay  City,  Mich., 


and  WTVT  (TV)  Tampa,  Fla. 

Now  in  58  markets. 

High  Adventure  (N.R.B.  Assoc.) 

Sold  to  Germany,  Japan  and  Aus- 
tralia, marking  first  foreign  sales  of  the 
Lowell  Thomas  series  currently  on 
ABC-TV. 

Mledicine  1960  (Screen  Gems) 

Sold  to  Associated  Hospital  Service 
(Blue  Cross)  for  six  South  Carolina 
markets. 

Now  in  45  markets. 


Annual  IERT  awards 


TELEVISION  AWARDS 

Special  Interest  Programs:  Group  I,  national 
"Candid  Eye,"  National  Film  Board  of  Canada 
and  Canadian  Broadcasting  Corp,  (CBC),  first; 
"Upjohn  Grand  Rounds,"  Medical  Radio  & Tv  In- 
stitute, honorable  mention.  Group  II,  regional-lo- 
cal— No  first  award;  "Electricity  at  Work,"  Mich- 
igan State  U.  and  WSMB-TV,  honorable  mention. 

Cultural  Programs:  Group  1,  national — "Leon- 
ard Bernstein  and  New  York  Philharmonic,"  Rob- 
ert Saudek  Assoc,  and  CBS,  first;  "CBC  Folio," 
CBC,  honorable  mention.  Group  II,  regional-local' — ■ 
“Laughter's  a Funny  Business,"  WGBH-TV  Boston, 
first;  "Science  in  Action,"  California  Academy 
of  Science  and  KR0N-TV  San  Francisco,  honor- 
able mention. 

Personal  and  Social  Problems:  Group  I,  national 
—"The  Lost  Class  of  '59"  CBS  News,  first; 
“Hoffa  and  the  Teamsters,"  CBS  News,  honorable 
mention.  Group  II.  regional-local — "Tabloid," 
CBC  regional,  first;  “Man  1959,  an  Appraisal," 
KPIX  (TV)  San  Francisco,  honorable  mention. 

Public  Affairs:  Group  I,  national — "CBS  Re- 
ports," CBS  News,  first;  "Twentieth  Century  Revo- 
lutions," U.  of  Denver  Social  Science  Foundation, 
KRMA-TV  Denver  and  National  Educational  Tv  & 
Radio  Center,  honorable  mention.  Group  II,  re- 
gional-local: "Seattle  Reports,"  KING-TV  Seattle, 
first;  "Project:  New  York,"  WRCA-TV  New  York, 
honorable  mention. 

One-time  Broadcasts:  Group  I,  national — “Where 
Will  They  Go?"  CBC,  first;  “The  Splendid  Ameri- 
can," ABC-TV,  honorable  mention.  Group  II,  re- 
gional-local: "Harlem,  a Self  Portrait,"  WCBS-TV 
New  York,  first;  “A  Sound  Life,"  WSB-TV  At- 
lanta, honorable  mention;  "Hell  Flower,"  KNXT 
(TV)  Los  Anegles,  special  citation. 

Systematic  Instruction,  Adult  and  College 
Levels:  Group  I,  national — -“Continental  Classroom- 
Modern  Chemistry,"  NBC,  first;  “Logic  of  Life," 
CBC,  honorable  mention.  Group  II,  regional-local — 
"Live  and  Learn-French",  CBC,  first;  "Man  the 
Maker,"  U.  of  Michigan,  honorable  mention. 

Children  and  Youth  (out-of-school  viewing): 
Group  I,  national — "New  York  Philharmonic 
Young  People's  Concerts,"  CBS,  first;  "Friendly 
Giant,"  CBC,  honorable  mention.  Group  II,  re- 
gional-local— "American  Musical  Theatre,"  WCBS- 
TV  New  York,  first;  "Fun  at  One,"  New  York 


Ok  contract 

National  membership  of  the 
Screen  Actors  Guild  by  a more 
than  96%  majority  has  voted  to 
approve  the  new  contract  be- 
tween SAG  and  the  Assn,  of 
Motion  Picture  Producers 
(Broadcasting,  April  11). 


State  Regents  Project,  New  York  City  Board  of 
Education  and  Baldwin  Public  Schools,  honorable 
mention. 

School  Telecasts  (for  classroom  use):  Group  I, 
national — No  awards.  Group  II,  regional-local — 
"Biology,  Grade  9,"  Cincinnati  Public  Schools  and 
WCET  (TV),  first;  "Elementary  Science,"  WQED 
(TV)  Pittsburgh,  and  "Exploring  Nature,"  Na- 
tional Science  Tv  Project-WGBH-TV  Boston,  hon- 
orable mention. 


RADIO  AWARDS 


Special  Interest  Programs:  Group  I,  national — 
"Summerfallow,"  CBC  first;  "Africa  Today," 
NBC,  honorable  mention.  Group  II,  regional — "Op- 
eration Medico,"  KM0X  St.  Louis,  first;  "Church 
at  Work,"  CBC  Pacific  Network,  honorable  men- 
tion. Group  III,  local — no  award. 

Cultural  Programs:  Group  I,  national — "CBC 
Wednesday  Night  Drama,"  CBC,  first;  "United 
Nations  Day  Concert,"  UN  Radio  and  NBC,  honor- 
able mention.  Group  II,  regional — "Parallel," 
WRCA-AM-FM  New  York  and  Columbia  U.  Cen- 
ter for  Mass  Communication,  first;  "This  Is  Folk 
Song,"  WBBM  Chicago  and  Roosevelt  U.,  honor- 
able mention.  Group  III,  local — "Behind  the  Scenes 
in  Music,"  National  Orchestral  Assn,  and  WNYC 
New  York,  first;  "Leisure  Living  Lectures,"  Du- 
quesne  U.-WDUQ,  Pittsburgh,  honorable  mention. 

Personal  and  Social  Problems:  Group  I,  Na- 
tional— "NBC  Image  Series,  Image  Minorities," 
NBC  Radio,  first;  "Around  the  World,"  UN  Radio 
and  Mutual  network,  honorable  mention.  Group  II, 
regional — "This  Is  New  York,"  WCBS  New  York, 
first;  "A  Question  of  Age",  WBBM  Chicago  and 
cooperating  groups,  honorable  mention.  Group  III, 
local — No  awards. 

Public  Affairs  Program:  Group  I,  national — 
"Capitol  Cloakroom,"  CBS  News,  first;  "The 
World  Today-The  Frantic  Fifties,"  Mutual  net- 
work, honorable  mention;  "Citizens'  Forum,"  CBS 
and  Canadian  Assn,  for  Adult  Education,  special 
award.  Group  II,  regional:  "Justice,"  WMCA  New 
York,  first;  "Open  Letters  to  Nikita  KhrusCh- 
chev,"  WNYC  New  York,  honorable  mention.  Group 
III,  local — "Retrospect,"  KU0W,  U.  of  Washing- 
ton, Seattle,  first;  no  honorable  mention. 

One-Time  Broadcasts:  Group  I,  national — 

"Royal  Composers,"  CBC,  first;  “Blitzkrieg,"  CBS 
News,  honorable  mention.  Group  II  regional — 
"They  Kill  for  Kicks,"  WCBS  New  York,  first; 
"Pornography,  the  Business  of  Evil,"  WBZ  Boston, 
honorable  mention.  Group  III,  local — "Greenwich 
Village  and  the  Beatniks,"  WNYC  New  York,  first; 
no  honorable  mention. 

Programs  for  Primary  Grades:  Group  I,  national 
— No  entries.  Group  II,  regional — “Take  Care," 
British  Columbia  Dept,  of  Education  and  CBC, 
first;  "Junior  School  Music,"  Atlantic  School 
Broadcasts  and  CBC,  honorable  mention.  Group 
III,  local — No  first  award;  “Wunzaponah  Time," 
special  holiday  series,  U.  of  Texas,  Austin  Junior 
League  and  KUT-FM  Austin,  honorable  mention. 

Programs  for  Intermediate  Grades:  Group  I,  na- 
tional— "Going  My  Way,"  National  Advisory  Coun- 
cil on  School  Broadcasting  and  CBC,  first;  "Com- 
monwealth Roundup,"  same,  honorable  mention. 
IGroup  II,  regional- — “Laws  for  Liberty,"  British 
jColumbia  Dept,  of  Education  and  CBC;  "Fun  in 
'Science,"  Minneapolis  Public  Schools  and  KTIS 
Minneapolis.  Group  III,  local — "Tales  to  Tell," 
KUSD  Vermillion,  S.  D.  and  U.  of  South  Dakota, 
first;  no  honorable  mention. 

Junior  and  Senior  High  School  Programs:  Group 
I,  national — "Music  in  the  Making,"  National 
lAdvisory  Council  on  School  Broadcasts  and  CBC, 
■first;  no  honorable  mention.  Group  II,  regional — 
"History  Highlights,"  WBAA  Purdue  U.,  first; 
"Heroes  in  Science,"  WBBM  Chicago  and  DePaul 
U.,  honorable  mention.  Group  III,  local — "It's  Your 
World,"  WFIU  Indiana  U.,  first;  "Show  of  Cou- 
rage," WBGO-FM  Newark  (New  Jersey  Board  of 
Education),  honorable  mention. 
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■ Program  shorts 

Marching  through  Ga.  ■ WSB  Atlanta 
has  received  the  $1,000  top  prize  in  a 
contest  jointly  sponsored  by  the  Amer- 
ican Assn,  for  State  and  Local  History 
and  BMI  for  its  historical  program  on 
the  Battle  of  Atlanta.  The  program, 
observing  the  95th  anniversary  of  the 
Civil  War  battle,  was  produced  by 
Tommy  Thompson  and  Carolyn  Clark 
under  the  direction  of  WSB  Program 
Manager  Elmo  Ellis.  Diaries  and  let- 
ters were  borrowed  from  the  Atlanta 
Historical  Society  and  widows  or  rela- 
tives of  veterans  were  interviewed. 

Korean  special  ■ WBZ-TV  Boston  has 
dispatched  a reporter-cameraman  team 
to  the  Far  East  to  gather  material  for  a 
special  documentary  on  the  10th  anni- 
versary of  the  outbreak  of  the  Korean 
War.  Newsman  Mel  Bernstein  and  film 
producer  Phil  Galligan  are  spending 
two  weeks  in  the  Seoul  area  and  the 
“no-man’s  land”  between  North  and 


South  Korea. 

Plans  include  interviews  with  Korean 
citizens  and  political  figures. 

The  material  will  be  used  in  a 30-  or 
60-minute  documentary  titled  Bowl  of 
Darkness  on  WBZ-TV  during  the  week 
of  June  24. 

Thoughts  on  food  ■ WICH  Norwich, 
Conn.,  is  offering  for  nationwide  radio 
syndication  Janice  Hall’s  Food  Features. 
The  weekly  series  of  twelve  30-second 
taped  spots  is  geared  for  sale  to  super- 
markets or  food  accounts,  according  to 
the  station.  The  program  package  in- 
cludes merchandising  aids.  This  is  the 
third  series  offered  by  WICH.  the  other 
two  being  Otto  Graham’s  football  pre- 
dictions and  Lee  Gray’s  income-tax  tips. 

Distributor  ■ Durham  Telefilms  Inc., 
N.Y.,  has  been  appointed  distributor  of 
a five-minute  tv  film  series.  Capsule 
Mysteries,  by  Charles'  Michelson  Inc., 
N.Y.  Sales  will  be  handled  by  David  A.  j 
Bader,  Durham  president. 


INTERNATIONAL  

TIME  TO  WEED  OUT  SUSPICION 

Ad  future  faces  need  for  creativity, 

Cone  tells  Canadian  ad  convention 


Advertising  in  the  future  faces  the 
need  of  becoming  “more  creative” 
rather  than  “simply  declarative,”  Fair- 
fax M.  Cone,  chairman  of  Foote,  Cone 
& Belding’s  executive  committee,  told 
the  Assn,  of  Canadian  Advertisers  Con- 
vention last  week. 

Conditions  are  changing  because  of 
the  shift  from  a period  of  mass  eco- 
nomic development  to  that  of  “great 
individual  development  within  our  up- 
graded society,”  he  asserted. 

The  ACA  sessions  in  Toronto,  May 
2-4,  also  heard: 

■ Frederic  R.  Gamble,  president  of 
the  American  Assn,  of  Advertising 
Agencies,  underscore  the  importance  of 
the  agency  commission  system  while 
emphasizing  the  invaluable  part  the 
agency  plays  in  selling  the  advertiser’s 
product; 

■ Norman  E.  Cash,  president,  Tele- 
vision Bureau  of  Advertising,  remind 
those  concerned  about  tv’s  “morality” 
that  the  medium  is  a mirror  reflecting 
the  wants  of  people  as  well  as  the  people 
themselves. 

Discussing  advertising’s  critics,  Mr. 
Cone  stated:  “The  creativity  we  are 
talking  about  must  not  be  suspect.  It 
has  been  my  contention  for  a number 
of  years  that  advertising  is  rarely  sus- 
pected by  anyone  not  looking  for 
trouble.  An  alert,  smart  public  is  a 
match  for  any  crooked  advertiser  who 


ever  tried  a shenanigan.  But  this  is  too 
plain  a fact  to  be  understood  by  the  ad- 
vertising viewers  without  alarm,  and 
ever  since  Vance  Packard  discovered 
the  hidden  persuaders  they  have  been 
convinced  that  to  be  creative  in  adver- 
tising is  to  carry  on  undeclared  war  on 
a defenseless  public.  This,  of  course,  is 
only  yellow  journalistic  nonsense  in 
hard  covers  at  four  dollars  a copy,  or 
ten  cents  a day  at  the  lending  libraries. 
Nevertheless,  the  suspicion  has  been 
planted  and  watered  and  lovingly  culti- 
vated.” 

Advertising  will  have  to  exercise  all 
its  ability  to  “weed  out”  such  suspicions 
so  that  creativity  “can  flourish  in  decen- 
cy and  honor  and  service  in  our  time,” 
Mr.  Cone  said. 

Future  radio,  tv  and  other  advertising 
are  due  to  become  a “good  deal  more 
thoughtful  . . . and  much  more  selec- 
tive,” with  the  measure  of  creativity  as 
the  key  to  success  in  any  media,  he  felt. 

Advertising  Boom  ■ In  his  talk,  Mr. 
Gamble  said  that  with  “stimulation  by 
agencies,  we  have  had  the  greatest  eco- 
nomic growth  in  the  world  and  our 
people  now  have  the  highest  standards 
of  living.” 

He  added  that  the  principle  of  media 
allowing  commissions  to  agencies  is 
“probably  the  most  important  single 
thing  in  the  advertising  business  . . . 
the  main  reason  why  Canadian  and 
American  advertisers  have  available  to 


RCA 

SOUND 

TAPE 


to  guard  against  drop- 
outs, tape  breakage 


Designed  specifically  for  critical  broadcast 
recording  applications,  RCA  Sound  Tape 
features  essentially  flat  response  through- 
out the  entire  audio  frequency  spectrum, 
uniformity  of  output  from  reel  to  reel,  and 
high  tensile  strength.  Recognized  depend- 
ability of  RCA  Sound  Tape  minimizes 
worry  over  drop-outs,  distortion,  tape 
breakage,  and  the  loss  of  air  time. 


Splice-free  Mylar*  base  tapes  are  available 
in  2400,  3600,  and  4800  foot  lengths,  and 
splice-free  acetate  base  tapes  are  supplied 
in  2400  and  3600  foot  lengths,  on  hub  or 
reel.  Call,  your  local  RCA  Distributor  today 
for  a comprehensive  list  of  superior  qual- 
ity, dependable  RCA  Sound  Tape. 
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them  some  of  the  most  highly-developed 
advertising  agencies  in  the  world.” 

Abroad  in  brief 

British  films  ■ Atlas  Telefilm  Ltd., 
Toronto,  Ont.,  has  acquired  more  than 
100  British  feature  films  produced  by 
Ealing  Studios  in  London.  The  demand 
for  British  films  is  expected  to  increase 
in  Canada  as  British  and  French  films 
will  count  on  the  Canadian  content 
quota  required  by  the  Board  of  Broad- 
cast Governors  regulations  starting 
May  1,  1961.  At  that  time  Canadian 
television  stations  must  air  45% 
Canadian  content  programs  during  eve- 
ning hours.  British  and  French  films 
or  taped  tv  shows  will  count  towards 


this  percentage  as  if  they  were  Canadi- 
an-produced shows.  By  May  1,  1962, 
the  Canadian  content  of  programs  must 
by  55% 

San  Jose  Sign-On  ■ Televisora  de 
Costa  Rica  was  scheduled  to  broadcast 
Costa  Rica’s  first  television  signal  Fri- 
day (May  6),  it  was  announced  by 
principals  Rene  Picado  and  Carlos  M. 
Reyes  of  TCR  and  Leonard  H.  Golden- 
son,  president  of  American  Broadcast- 
ing-Paramount Theatres.  AB-PT  has  a 
minority  interest  in  the  station  and  5 1 % 
interest  in  the  Central  American  Tele- 
vision Network,  with  which  the  new 
outlet  is  affiliated.  For  the  opening  of 
its  first  station  venture  in  Latin  Amer- 
ica, AP-PT  sent  a delegation  led  by 


Mr.  Goldenson.  John  H.  Mitchell,  man- 
ager of  CATVN,  also  was  there. 

Construction  started  ■ CJAY-TV  Win- 
nipeg, Man.,  new  ch.  7 station,  has 
begun  construction  of  its  studios  and 
transmitter  building  at  Polo  Park,  Win- 
nipeg, near  the  Winnipeg  Arena.  At- 
tending the  start  of  construction  were 
CJAY-TV  President  R.S.  Misener;  Jack 
Davidson,  general  manager;  T.O.  Peter- 
sen, treasurer;  Stewart  MacPherson, 
program  director,  and  directors  R.G. 
Couture,  CKSB  St.  Boniface,  Man., 
and  W.E.  Kroeker,  CFAM  Altona, 
Man.  CJAY-TV  has  appointed  Stovin- 
Byles  Ltd.,  Toronto,  as  representatives 
in  Canada,  Weed  & Co.  in  U.S. 


EQUIPMENT  & ENGINEERING 

DOMESTIC,  FOREIGN  GEAR  SHINE 

Japanese  vtr,  U.S.  thermoplastic  recording  displayed  at  SMPTE 


A new  type  of  video  tape  recorder 
that  uses  only  a single  head  instead  of 
the  four  used  in  present  systems  was 
described  at  the  87th  semiannual  con- 
vention of  the  Society  of  Motion  Pic- 
ture and  Television  Engineers  in  Los 


Angeles  last  week.  The  one-head  vtr 
machine  was  explained  by  Dr.  Norikazu 
Sawazaki  of  the  Tokyo  Shibaura  Elec- 
tric Co.  (Toshiba). 

With  a registration  of  more  than 
1,000,  the  meeting  was  SMPTE’s  largest 
spring  convention  since  1953  (time  of 
the  introduction  of  the  large  screen  in 
theatrical  motion  picture  exhibition). 
The  amount  of  exhibit  space  was  the 
largest  in  SMPTE  history. 

The  Toshiba  recorder  was  invented 
in  the  firm’s  Matsuda  Research  Lab., 
in  1954,  a year  after  research  on  it 
commenced,  Dr.  Sawazaki  reported. 
The  first  experimental  model  was  com- 
pleted in  1958  and  the  prototype  sys- 
tem presented  to  the  Japanese  public  in 
September  1959.  It  is  now  ready  to  go 
into  production  and  should  be  available 
in  the  United  States  by  fall,  he  said, 
although  no  arrangements  for  distribu- 
tion here  have  been  made.  The  model 
has  not  yet  been  priced,  but  with  only 
one  head  it  will  presumably  be  less  ex- 
pensive than  the  conventional  four-head 
recorders. 

In  place  of  the  16  vertical  lines  per 
field  recorded  by  the  U.S.  recorders, 
the  Tobisha  system  records  only  one 
video  track  per  field  as  a diagonal  line 
across  the  tape,  which  runs  in  a helical 
loop  around  a cylinder.  This  cylinder 
is  divided  into  two  parts,  an  upper  and 
a lower,  with  the  rotating  head  disc 
mounted  between  the  two.  The  head 
rotates  at  high  speed,  but  the  tape  is  fed 
at  a lower  speed,  1 5 inches  per  second, 
the  same  as  that  of  the  conventional 
four-head  recording  process.  To  reduce 
wear  on  the  tape,  the  cylinder  surface  is 
pierced  with  many  small  holes,  through 
which  compressed  air  flows,  the  tape 
sliding  in  the  air  film. 


The  Details  ■ As  in  the  American 
system,  a two-inch  tape  is  used.  The  To- 
shiba video  track  is  26.5  inches  long  and 
1/1 00th  of  an  inch  wide.  The  tracks 
are  evenly  spaced  at  the  normal  pitch  of 
18.9  mils.  The  audio  and  control  tracks 
are  recorded  along  the  upper  and  lower 
edges  of  the  tape,  overlapping  on  the 
video  tracks. 

With  its  tape  speed  of  15  inches  per 
second,  the  Toshiba  unit  records  64 
minutes  of  programming  on  a 1 2.5-inch 
reel  (4,800  feet),  with  a rewind  time 
of  approximately  four  minutes.  As  in 
the  U.S.  system,  fm  is  used  for  sound. 

With  only  one  head,  the  Toshiba 
recorder  requires  no  special  technique 
in  handling;  its  operation  is  simple;  it 
does  not  present  the  problems  of  “skew- 
ing,” “scalloping”  or  the  “Venetian 
blind”  effect  created  by  a faulty  align- 
ment of  the  heads  in  the  four-head  sys- 
tem, Dr.  Sawazaki  said. 

Additional  advantages,  he  said  are: 
simplified  apparatus,  greatly  decreased 
drop  out,  ability  to  monitor  the  record- 
ing condition  at  the  recording  mode  by 
the  monitor  head  and  ability  to  repro- 
duce the  picture  at  any  condition  of 
tape  speed  (fast  forward,  slow  forward, 
rewinding  or  stopped),  which  he  said 
greatly  facilitates  splicing.  A most  im- 
portant feature  is  the  system’s  ability  to 
record  color  video  signals  on  the  NTSC 
standards  without  modification  or  need 
to  switch  the  head  in  the  middle  of  a 
picture,  he  declared. 

Thermoplastic  Recording  ■ The  po- 
tential applications  of  thermoplastic  re- 
cording to  motion  pictures  are  receiv- 
ing careful  consideration  in  the  Gen- 
eral Electric  development  program  of 
this  new  recording  process,  its  inventor, 
Dr.  William  E.  Glenn,  told  the  Thurs- 
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Ampex'  Autotec  ■ Ampex  intro- 
duced a new  device,  Autotec,  that  au- 
tomatically eliminates  geometrical 
distortion  in  tv  tape  recordings  at 
the  SMPTE  convention.  Picture  on 
the  monitor  screen  at  left,  is  coming 


direct  from  a tape  recording  in  which 
distortion  has  been  induced.  The 
monitor  at  right  shows  what  happens 
after  the  distortion  has  been  elimi- 
nated by  the  new  Ampex  Autotec 
machine. 


day  evening  SMPTE  session. 

“Such  features  as  immediate  process- 
ing, direct  viewing,  projection  and  re- 
usability appear  to  offer  real  advantages 
in  motion  picture  applications,”  Dr. 
Glenn  commented.  He  described  the 
system  (Broadcasting,  Jan.  18)  as  com- 
bining the  processing  speed  and  much 
of  the  versatility  of  magnetic  recording 
and  as  having  the  storage  capacity  of 
photography. 

Neither  tpr,  which  is  still  under  de- 
velopment in  the  GE  research  lab  in 
Schenectady,  N.Y.,  nor  the  Toshiba 
single-head  vtr  machine  was  demon- 
strated to  the  motion  picture  and  tv 
engineers. 

They  did  get  to  see,  however,  a de- 
vice that  automatically  eliminates  geo- 
metrical distortion  in  taped  reproduc- 
tions of  tv  broadcasts,  which  was  un- 
veiled by  Ampex  in  its  exhibit  at  the 
convention. 

Ampex’  Time  Compensator  ■ The 

new  corrector,  named  Autotec  for 
its  function  as  automatic  time  element 
compensator,  was  developed  by  Charles 
H.  Coleman,  a CBS  television  en- 
gineer, to  work  with  the  Ampex  re- 
corders. As  explained  and  demonstrated 
by  Ampex  engineers,  the  device  meas- 
ures the  arrival  time  of  successive  pic- 
ture lines  and  automatically  inserts  or 
Temoves  time  delay  as  needed  to  trans- 
mit all  picture  elements  in  perfect  align- 
ment. Long  vertical  objects  need  no 
longer  be  even  slightly  distorted  nor 
crawl  titles  wavy  with  Autotec,  the 


engineers  said.  They  added  that  the 
device  gives  recorded  tapes  the  same 
degree  of  intersplicability  as  motion  pic- 
ture film. 

“Until  now,  interspliceability  has 
been  somewhat  touchy  because  it  is 
difficult  to  insure  that  two  pieces  of 
tape  are  recorded  with  precisely  the 
same  settings  of  tip  penetrations  and 
guide  height,”  Neal  K.  McNaughten, 
manager  of  Ampex  Professional  Prod- 
ucts Co.,  pointed  out.  “But  with  the 
Autotec  unit,  the  only  requirement  for 
successful  interspliceability  is  the  prop- 
er location  of  the  edit  pulse  and  proper 
cutting  of  the  tape.” 

No  price  has  been  placed  on  the 
Autotec,  which  Ampex  plans  first  to 
produce  as  prototype  units  and  ulti- 
mately under  full  scale  production  for 
use  with  the  more  than  600  Ampex  vtr 
recorders  now  in  operation.  It  will  be 
offered  as  an  accessory  to  purchasers  of 
new  recorders. 

Ampex  also  had  on  exhibition  at 
SMPTE  its  new  console  recorder,  VR- 
1000C,  and  its  first  compact  model, 
VR-1001A,  as  well  as  its  Inter-Sync 
device  and  the  Conrac  picture-freezer 
memory  tube,  all  of  which  had  been  on 
display  at  the  NAB  convention  in  Chi- 
cago (Broadcasting,  April  11). 

The  Ampex  VR-1000C  was  described 
by  Joseph  N.  Roisen,  manager  of  ap- 
plication engineering  for  the  company, 
in  a paper  delivered  Thursday  evening. 
At  the  same  session,  Bob  Day  of  Am- 
pex Professional  Products  Co.  reported 


on  the  inter-sync,  Autotec  and  picture- 
freezing  devices. 

Complete  Package  ■ The  “complete 
equipment  package”  concept  was  fea- 
tured by  RCA  in  its  SMPTE  exhibit, 
which  included  the  new  “big-eye”  TK- 
12  camera  (Broadcasting,  April  11) 
tape  recorder,  switcher  and  special  ef- 
fects machine. 

Pointing  out  that  RCA  is  the  only 
supplier  of  tv  tape  production  equip- 
ment offering  a complete,  unified  sys- 
tem design  from  microphones  and  cam- 
eras to  the  transmission  system,  C.H. 
Colledge,  general  manager,  RCA’s 
broadcast  and  television  equipment  di- 
vision, said  that  this  systems  approach 
“enables  our  engineers  to  custom  de- 
sign a unified  system  to  meet  the  in- 
dividual needs  of  the  studio  or  inde- 
pent  producer.” 

Applied  to  mobile  tv  recording  units, 
the  systems  concept  enables  a producer 
to  “move  to  location  and  turn  out  a 
finished  program  or  commercial,  ready 
for  viewing,  without  returning  to  home 
base,”  according  to  Adron  M.  Miller, 
manager  of  RCA’s  film  recording  and 
television  systems  center  in  Hollywood. 
He  cited  as  an  example  the  two-truck 
mobile  system  RCA  is  readying  for 
delivery  to  Glenn-Armistead  Inc. -Tele- 
vision of  Hollywood.  One  truck  will 
carry  three  color  and  three  mono- 
chrome cameras,  plus  switching  and 


In  Columbus,  most  folks 
ten  to  WCOL.  In  Columb 


WCOL.  Family  programming 
. . . rigidly  enforced  single 
spotting  that  "showcases'' 
your  sales  message  ...  all 
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Color  vtr  standards 


Standards  for  Recording  color- 
casts on  video  tape  will  have  to  be 
separate  from  those  for  mono- 
chrome broadcasts,  at  least  for  car- 
rier deviation,  in  the  opinion  of  the 
SMPTE  Video  Tape  Recording 
Committee,  Charles  E.  Anderson  of 
Ampex,  committee  chairman,  re- 
ported to  the  Los  Angeles  conven- 
tion. 

No  further  action  will  be  taken  on 
color  standards  for  the  present,  he 
said,  in  the  hope  that  the  manufac- 
turers and  users  of  color  tapes  can 
work  together  in  presenting  stand- 
ards suggestions  to  the  committee. 

Work  on  a proposed  standard  for 
de-emphasis  for  use  on  monochrome 
tape  recorders  has  also  been  held  up, 
Mr.  Anderson  said.  This  time  the 
delay  is  caused  by  the  hope  that  a 
single  standard  can  be  set  to  cover 
color  as  well  as  black-and-white  pro- 
gramming. The  committee  urged 
manufacturers  to  exchange  tapes  and 
technical  information  to  expedite 
standard  setting. 

The  committee  has  drafted  a pro- 
posal to  set  specific  physical  relation- 


ships between  the  rotating  video 
heads  and  the  vacuum  guide  to  per- 
mit tapes  to  be  played  without  dis- 
tortion on  machines  or  heads  dif- 
ferent from  the  ones  on  which  they 
were  recorded.  Manufacturers  are 
asked  to  incorporate  direct  measure- 
ment techniques  into  standard  tapes 
to  be  distributed  to  broadcasters  for 
use  in  adjusting  their  recorders  to 
reduce  distortion  in  pictures  repro- 
duced from  the  tapes. 

A proposal  covering  modulation 
levels  for  monochrome  two-inch  tv 
magnetic  tape  will  be  presented  as  a 
recommended  practice  rather  than  as 
a standard.  Committee  members  will 
be  asked  to  vote  on  a proposed  stand- 
ard for  a control  track  record.  A re- 
vised proposal  on  dimensions  for 
tape  reels  will  be  ready  for  submis- 
sion to  the  SMPTE  standards  com- 
mittee by  July. 

George  Nixon  of  NBC  has  been 
made  chairman  of  a new  committee 
whose  function  is  to  suggest  changes 
in  the  proposed  specifications  for 
monochrome  tv  tape  leaders  as  pub- 
lished last  fall. 


special  effects  equipment  and  audio 
facilities.  The  other  will  house  color  tv 
tape  recorders,  a film  system  for  either 
16mm  or  35mm  motion  picture  film 
and  35mm  slides. 

The  RCA  tv  tape  recorder,  equipped 
with  air-floated  bearings  and  an  elec- 
tronic quadrature  head  adjustment  to 
correct  any  errors  in  alignment;  transis- 
torized switching  equipment,  said  to 
provide  “the  cleanest  possible  switch- 
ing, equivalent  to  a good  interframe 
splice  in  motion  picture  film,”  and  an 
accompanying  array  of  printed  circuit 
cards  for  producing  a variety  of  154 
special  effects  by  push  button  selection 
were  also  displayed. 

A paper  prepared  by  RCA  engineers 
S.L.  Bendell  and  H.N.  Ko.zandowski 
for  presentation  Friday  afternoon  de- 
scribed the  new  concepts  embodied  in 
RCA’s  new  4!A-inch  camera.  At  the 
same  session,  which  concluded  the  five- 
day  convention,  Cyril  F.H.  Teed,  Mar- 
coni Wireless  Telegraph  Co.,  Chelms- 
ford, England,  described  the  opera- 
tional aspects  of  the  Marconi  Mark  IV 
camera  which  Ampex  is  distributing 
in  the  U.S. 

New  Films  ■ Night  sports  and  other 
events  too  dimly  lighted  for  coverage 
by  anything  but  black-and-white  film 
can  now  be  covered  in  color  with  two 
new  reversal  motion  picture  films — 
Eastman  Ektachrome  ER  Types  7257 
and  7258,  which  were  described  in  a 
paper  by  N.H.  Groet,  T.J.  Murray  and 
C.E.  Osborne  of  Eastman’s  research 
labs.  Coincidentally,  Eastman  an- 
nounced a new  reversal  print  film,  Ekta- 
chrome, that  can  be  developed  in  the 
same  process  as  the  new  camera  films, 
providing  more  convenience  to  pro- 
ducers. 

A new  high-speed  film,  Double-X 
Panchromatic,  offers  economy  in  pro- 
duction by  permitting  more  set-ups  to 
be  filmed  in  a given  day  and  enables 
photographers  to  capture  shots  of 
faster  action  than  was  formerly  pos- 
sible, F.W.  Spangler  of  Eastman 
Kodak  said  in  a paper  with  H.R.  Beil- 
fuss  as  co-author. 


The  new  film  combines  the  speed  of 
Tri-X  with  the  quality  of  Plus-X,  Mr. 
Spangler  said.  It  offers  more  availa- 
ble lighting,  which  actors  should  enjoy, 
he  commented,  “for  it  will  improve 
working  conditions  by  cutting  down  the 
heat  created  by  large  and  numerous 
lights.” 

Simple  Sound  Process  ■ A new  sim- 
ple process  for  adding  synchronous 
sound  to  motion  pictures  that  should  be 
of  special  interest  to  tv  newsmen  was 
described  by  Loren  L.  Ryder,  president 
of  Ryder  Sound  Services.  In  the  devel- 
opment, a generator  smaller  than  a 
package  of  cigarettes  is  used  with  the 
camera  to  create  a synchronizing  signal 
which  is  transmitted  and  recorded  on 
the  same  tape  as  the  audio  signal.  In 


reproduction,  the  synchronizing  signal 
is  amplified  and  transmitted  through  a 
new  device  called  a “resynchronizer” 
for  use  to  drive  the  projector  in  syn- 
chronization with  the  sound.  The  sound 
quality  is  as  good  as  the  quality  of  the 
recorder.  The  picture  quality  is  as  good 
as  that  of  the  camera  and  the  skill  of 
the  cameraman.  The  process  merely 
makes  it  simpler  to  combine  the  two* 
Mr.  Ryder  reported. 

Improved  Method  ■ John  D.  Silva* 
chief  engineer,  Paramount  Television 
productions  (KTLA  [TV]  Los  Angeles), 
described  an  improved  method  of  add- 
ing music  and  sound  effects  to  video' 
taped  programs  which  KTLA  plans  to 
put  into  effect  next  fall.  This  involves 
use  of  a multi-channel  audio  tape  re- 
corder, utilizing  two-inch  tape  which 
will  record  regular  audio,  cue  and  con- 
trol track  channels  simultaneously  with 
their  recording  on  videotape.  It  will  also 
have  facilities  for  recording  up  to  eight 
separate  tracks  of  additional  audio  in- 
formation in  synchronization  with  the 
original  audio  program  track. 

This  double  system  recording  tech- 
nique, Mr.  Silva  said,  provides  two  ad- 
vantages over  the  usual  process  of  us- 
ing two  or  more  video  tape  machines 
recording  from  one  to  another:  one  less 
generation  of  sound  on  the  finished 
master  and  complete  editing  freedom 
without  interfering  with  the  program 
sound. 
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■ Technical  Topics 

Along  established  lines  ■ Blonder- 
Tongue  Labs,  Newark,  N.J.,  has  de- 
veloped a pay  television  system  for  use 
in  connection  with  established  commu- 
nity tv  systems.  The  wire  plan  can  be 
put  into  effect  for  around  $30  per  set. 
using  existing  antenna  and  lines,  and  is 
adaptable  at  higher  cost  where  there 
are  none.  Blonder-Tongue  makes 
closed-circuit  cameras,  signal  amplifiers, 
uhf  converters,  radio  sets  and  is  de- 
veloping a broadcast  pay  tv  system, 
“Bi-Tran,”  using  a coded  signal. 


20%  increase  ■ William  T.  Hack,  presi- 
dent of  Audio  Devices  Inc.,  N.Y.,  pre- 
dicted total  sales  of  $7  million  for  1960. 
more  than  20%  over  the  1959  figure,  at 
the  annual  stockholders  meeting.  This 
would  result  in  earnings  of  approxi- 
mately 65  cents  per  share  after  taxes. 
Sales  increases  were  attributed  in  part 
to  the  growing  market  for  magnetic 
tape  for  both  home  and  industry. 

Film  processing  gear  ■ Filmline  Corp.. 
Milford,  Conn.,  offers  a new  line  of 
automatic  machines  for  the  processing 
of  8mm,  16mm  and  35mm  Koda- 
chrome  film.  Among  the  models  fea- 
tured: model  16KC26,  designed  to 
process  8mm/ 16mm  film  at  a speed  of 
26  feet  per  minute  ($34,850);  model 
35KC13,  designed  to  process  35mm 
Kodachrome  at  a speed  of  13  feet  a 
minute  ($35,925). 

Limited  basis  ■ The  RCA  develop- 
mental nuvistor  small-signal  tetrode  has 
been  made  available,  on  a limited 
sampling  basis,  to  electronic  equipment 
manufacturers.  The  nuvistor  tetrode  is 


one  third  the  size  of  the  conventional 
radio-frequency  amplifier  tetrodes,  and 
consumes  approximately  one  half  as 
much  heater  power. 

High-powered  eraser  ■ DataTape 
Div.  of  Consolidated  Electrodynamics 
Corp.,  Pasadena,  Calif.,  has  introduced 
a degausser  for  all  magnetic  tapes,  in- 
cluding tv  tapes  to  two  inches  wide. 
The  5-055A  degausser  automatically 
erases  signals  from  magnetic  tape  on 
reels.  Tape  recorded  to  saturation  is 
erased  to  at  least  50  db  below  normal 
record  level.  The  degausser  weighs  ap- 
proximately 80  pounds  and  is  15  inches 
high  by  16  inches  wide  by  -22  inches 
deep. 

Modern  mikes  ■ Three  new  models  of 
microphones  have  been  put  on  the  mar- 
ket by  Altec  Lansing  Corp.,  Anaheim, 
Calif.  These 
mikes  feature 
slim-profile  styl- 
i n g with  a 
tapered  tubular- 
shape  housing. 
A complete 
new  line  of 
finishes  is  avail- 
able to  provide 
color  harmony.  The  model  numbers  are 
681  A,  682A  and  683 A (left).  All 
models  are  of  the  moving  coil  dynamic 
types,  with  681 A and  682A  featuring 
omnidirectional  polar  patterns  and 
683A  being  of  the  cardiod  polar  pattern 
type.  They  are  impervious  to  blast  and 
shock  and  contain  a method  of  im- 
pedance selection  accomplished  in  the 
microphone  plug  rather  than  internal- 
ly, as  in  most  present  designs. 


RCA  BOASTS  RECORD  EARNINGS 


Burns  predicts  entry  into  data  processing 
will  double  company  size  in  next  10  years 


Radio  Corp.  of  America’s  move  into 
the  field  of  electronic  data  processing 
systems  “can  double  the  size  of  RCA 
within  the  next  decade,”  according  to 
President  John  L.  Burns. 

Speaking  to  more  than  1,600  stock- 
holders at  the  company’s  41st  annual 
meeting  in  New  York  last  week,  Mr. 
Burns  also  reported  first-quarter  sales 
and  earnings  for  RCA  and  a standout 
period  ahead  for  its  wholly-owned  af- 
filiate, NBC. 

The  meeting  was  uneventful  though 
at  points  skilled  production  techniques 
lent  added  color  (see  sidebar).  Con- 
spicuously silent  were  Barney  Young,  a 
music  publisher,  and  Gloria  Parker, 
performer-songwriter,  who  had  kept  a 
CBS  stockholders  meeting  two  weeks 
before  in  a continual  state  of  high  ex- 
citement (Broadcasting,  April  25). 


Highlights  of  the  RCA  meeting: 

■ NBC  Board  Chairman  Robert  W. 
Sarnoff,  called  upon  by  a shareholder  to 
report  on  quiz-payola,  described  the 
past  six  to  eight  months  as  “one  of  the 
most  trying  periods  that  the  broadcast- 
ing industry  has  ever  gone  through, 
probably  the  most  trying”  (see  media 
story,  page  76). 

■ Mr.  Burns  reported  first  quarter 
1960  sales  at  $361.2  million  and  net 
profit  after  taxes  of  $13  million  as 
against  $321.8  million  in  sales  and 
$12.9  million  in  net  profit  first  quarter 
’59.  Earnings  per  common  share  were 
85  cents  compared  with  88  cents  in 
1959’s  period.  Overall  profit  which  were 
up  a bit,  were  not  reflected  in  earnings 
per  share  because  of  an  increased  num- 
ber of  shares,  Mr.  Burns  explained. 

■ Given  particular  attention:  RCA’s 


A client  deserves  the  finest 
in  any  business.  At  WSLS- 
TV  in  Roanoke  a client 
gets  the  best... a selling 
job!  4,4,8,000  TV  sets 
to  prove  it!  blot  enough 
room  in  this  ad  for 
details.  Call  Blair 
T elevision  Assoc- 
iates  


WSLS  - TV  ROANOKE,  VIRGINIA 
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TAPED  programs  for 
AUTOMATIC  BROADCASTING 
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MONEY  with 

MAGNE-TRONiCS’ 
BACKGROUND  MUSIC 


for  FM  multiplex  stations 


for  complete  details  write  to 


MAGNE-TRONICS,  INC. 

Dept.  H.  49  W.  45th  St.#  N.Y. 
36,  N.Y. 
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move  into  the  field  of  electronic  data 
processing  systems,  which  Mr.  Burns 
viewed  as  “a  new  industrial  area  which 
alone  can  double  the  size  of  RCA  with- 
in the  next  decade.”  He  said  that  in  its 
first  full-year  effort  in  data  processing, 
“we  find  ourselves  ahead  of  our  time- 
table in  each  area”  and  that  because  of 
its  significant  increases  in  all  operating 
units  except  data  processing  RCA  has 
been  “able  to  meet  the  growing  ex- 
penses associated  with  our  new  ven- 
ture.” 

■ In  discussing  the  record  first  quar- 
ter sales  and  earnings,  Mr.  Burns  as- 
serted the  company  relied  upon  re- 
sources of  “the  present  RCA  to  build 
the  equivalent  of  a second  RCA,  and 
we  anticipate  that  the  progress  shown 
in  the  first  quarter  will  continue 
throughout  the  year.” 

Brig.  Gen.  David  Sarnoff,  RCA’s 
board  chairman  and  chief  executive 
officer,  presided  at  the  meeting.  He 
kept  the  meeting  under  control  and  the 
order  of  business  moving. 

At  times  he  was  in  a jovial,  almost 
flippant  mood:  “You  look  strong 

enough  to  last”  through  more  of  the 
meeting,  he  jokingly  told  one  stock- 
holder who  at  the  start  of  the  session 
impatiently  demanded  the  floor. 

Mr.  Burns’  report  contained  these 
points  summarizing  RCA’s  diverse  ac- 
tivities: 


DID  YOU  SEE  CRC 
AT  THE  CONVENTION? 


Commercial  Recording  Corporation 

P.  0.  Box  6726, 3104  Maple,  Dallas  19,  Texas 
Phone  Rl  8-0037 


Tom  Merriman,  president,  Bob  Farrar,  vice  president, 
Dick  Morrison,  vice  president,  gen.  sales  mgr 


RCA’s  Sarnoff  (1)  and  Burns 

"You  look  strong  enough  to  last." 


NBC  Bullish  ■ NBC  had  its  best  first 
I quarter  sales  and  earnings  in  its  history. 
In  advance  sales  for  the  fall  season  and 
in  setting  its  program  schedule,  NBC- 
TV  is  two  months  ahead  of  last  year. 
Emphasis  was  placed  on  the  firm  shape 
of  the  fall  schedule  substantial  orders 
from  major  advertisers  at  an  early  date. 

Color  tv  receivers’  first  quarter  sales 
showed  their  greatest  rise  (up  40%) 
of  any  quarterly  period  in  a six-year 
history.  (Mr.  Burns  noted  that  the  sale 
of  one  color  set  was  equal  in  dollars  to 
the  sale  of  nearly  three  monochrome 
receivers.)  RCA  plans  to  double  color 
television  receiver  production  capacity 


at  the  Bloomington,  Ind.,  plant. 

Portable  radio  first  quarter  sales 
went  up  72%  over  a year  ago;  black- 
and-white  sets  are  up  generally.  The 
17-inch  portables  gained  a spectacular 
115%  over  last  year;  stereophonic 
phonographs  and  records  have  been 
gaining  increased  favor,  and  Elvis 
Presley’s  first  recording  since  his  Army 
discharge  has  had  one  of  the  largest 
advance  sales  of  all-time. 

Nearly  100  RCA  tv  tape  recorders 
have  been  delivered  and  an  additional 
85  are  on  order;  broadcast  equipment 
is  selling  well  while  industrial  and  auto- 
mation devices  are  finding  a receptive 
market. 

Defense  and  Space  ■ RCA  has  con- 
tributed to  more  than  200  defense  and 
space  projects  including  the  Tiros 
weather  satelite  now  orbiting  the  earth. 
The  ballistic  missile  early  warning  sys- 
tem (long-range  radar  bases  in  the 
Far  North)  is  proceeding  on  schedule 
with  the  first  site  (Thule,  Greenland) 
to  go  into  partial  operation  in  the  fall. 

In  citing  RCA  management,  Mr. 
Burns  reported  the  average  age  of  the 
firm’s  executive  vice  presidents  at  54, 
and  of  vice  presidents,  general  man- 
agers and  subsidiary  company  presi- 
dents at  49.  A total  of  86,000  persons 
make  up  the  “RCA  family.” 

RCA’s  sales  in  1959  totaled  an  all- 
time  high  of  nearly  $1.4  billion,  a 19% 
rise,  while  profits  reached  over  $40.1 
million  (net  after  taxes),  a 30%  in- 
crease. 

Directors  Re-elected  ■ Re-elected 
for  a new  three-year  term  on  the  board 
were  these  five  directors:  Mr.  Burns, 
Robert  W.  Sarnoff,  Frank  Folsom 
(chairman  of  the  executive  committee), 
Charles  B.  Jolliffe  (vice  president  and 
technical  director)  and  Harry  C.  Hag- 
erty  (executive  with  Metropolitan  Life 
Insurance  Co.). 

Stockholders  approved  management- 
proposed  amendments  to  RCA’s  stock 
option  plan  including  one  that  makes 
an  additional  300,000  shares  of  the 
company’s  common  stock  available  for 
option  to  key  executives.  A minority 
stockholder  resolution  restricting  the 
stock  option  plan  and  another  to  pro- 
vide for  election  of  directors  by  cumula- 
tive voting  were  defeated  as  recom- 
mended by  management. 


RADIO  CORPORATION  OF  AMERICA  AND  CONSOLIDATED  SUBSIDIARIES 
STATEMENT  OF  INCOME  FOR  THE  QUARTER  ENDED  MARCH  31 


Products  and  services  sold 
Cost  of  products  and  services  sold 
and  other  operating  costs 
Profit  before  federal  taxes  on  income 
Federal  taxes  on  income 
Net  profit  for  the  quarter 
Preferred  dividend 
Balance  for  common  stock 
Earnings  per  share  of  common  stock* 

I ^‘Computed  on  average  number  of  shares 


1960 

1959 

$ 

$ 

361,200,000 

321,800,000 

335,800,000 

296,000,000 

25,400,000 

25,800,000 

12,400,000 

12,900,000 

13,000,000 

12,900,000 

800,000 

800,000 

12,200,000 

12,100,000 

.85 

.88 

14,344,000  Shs. 

13,855,000  Shs. 
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Broadcast  Advertising 

Charles  A.  Reincke,  vp  and  treas- 
urer of  Reincke,  Meyer  & Finn,  Chi- 
cago, elected  president  of  agency,  suc- 
ceeding Wallace  Meyer,  who  becomes 
board  chairman. 

Donald  Waterman,  general  sales 
manager,  Bob  Dore  Assoc.,  N.Y.,  pro- 
moted to  executive  vp. 

Francis  J.  Malley  and  Neal  E.  Tonks 

named  vps  of  Doremus  & Co.,  adver- 
tising and  pr  firm.  Mr.  Malley  formerly 
was  manager  of  news  operations  and 
Mr.  Neal  in  marketing  and  research. 

Walter  McNiff,  western  division  di- 
rector, Tv  Bureau  of  Advertising,  N.Y.. 
elected  vp. 

Ben  C.  January,  formerly  radio-tv 
director  at  Taylor-Norsworthy  Co., 
Dallas,  joins  Clarke,  Dunagan  & Huff- 
hines,  that  city,  as  media  director  in 
charge  of  radio  and  tv. 

Lloyd  Gallary,  head  of  traffic  de- 
partment, Fuller  & Smith  & Ross,  N.Y.. 
named  supervisor.  Eleanora  Malone 
joins  F&S&R  as  personnel  manager. 

Annette  (Andy)  Talbert,  formerly 
with  Benton  & Bowles.  N.Y.,  joins  Sul- 
livan, Stauffer,  Colwell  & Bayles,  that 
city,  as  copy  group  head  on  Best  Foods 
and  Duffy-Mott  accounts. 

Richard  M.  Dunn,  formerly  assistant 
to  vp,  Compton  Adv.,  N.Y.,  joins  Wade 
Adv.,  Chicago,  as  director  of  broad- 
casting. 

George  F.  Harrington,  formerly 
with  N.W.  Ayer,  Philadelphia,  joins 
Morse  International,  N.Y.,  as  assistant 


Paul  West 


FATES  & FORTUNES 

director,  radio  and  tv  production  de- 
partment. 

Thomas  F.  Maschler  and  Lawrence 
G.  O'Neill  promoted  to  senior  account 
executives  and  elected  vps,  Kenyon  & 
Eckhardt,  Chicago.  Mr.  Maschler,  on 
RCA  Whirlpool  account,  joined  agency 
in  1956,  from  Earle  Ludgin,  there.  Mr. 
O’Neill,  Pabst  account,  was  with  BBDO 
until  1956. 

George  W.  Schiele,  sales,  advertis- 
ing manager  of  Magness  Co.,  N.Y., 
elected  vp,  general  sales  manager, 
Broadcast  Advertisers  Reports,  N.Y. 
Josef  B.  Rosenberg  becomes  vp  and 
assistant  to  president. 

John  D.  Berg,  radio-tv  director  at 
George  H.  Hartman  Co.,  N.Y.,  ap- 
pointed vp  in  charge  of  New  York 
office. 

John  S.  Pingel,  executive  vp  of 
Brooke,  Smith,  French  Inc.,  named 
chairman  of  Michigan  Council  of 
AAAA.  Charles  F.  Adams,  executive 
vp  of  MacManus,  John  & Adams, 
elected  vice  chairman. 

Cy  Chaikin,  president,  Bennett- 
Chaikin  Inc.,  elected  president,  New 
York  chapter,  American  Marketing 
Assn.  Other  officers:  Robert  M.  Stel- 
zer,  president  of  Student  Marketing 
Institute,  first  vp.  Morton  M.  Vitriol, 
market  research  manager,  Hiram  Walk- 
er Inc.,  second  vp.  Carol  A.  Cruik- 
shank,  plans  director,  Crossley,  S-D 
Surveys,  and  Sheldon  Newman,  re- 
search director,  Esquire  Magazine,  both 
secretary:  Barbara  Michael,  project 
director,  Marplan  Div.,  Communica- 
tions Affiliates,  assistant  secretary,  Ray 
Berland,  senior  project  director,  Alfred 
Politz  Research  Inc.,  assistant  treas- 


urer. Elected  to  three  year  terms  as 
members  of  board  were:  Vernon  Hitch- 
cock, senior  advertising  analyst,  Life 
Magaine,  Cornelius  DuBois,  vp,  direc- 
tor of  research,  Foote,  Cone  and  Beld- 
ing;  Arnold  Corbin,  professor  of  mar- 
keting, N.Y.U. 

Bruce  Allen,  Paul  Benson,  Robert 
Young,  account  supervisors,  Benton  & 
Bowles,  N.Y.,  elected  vps. 

Bob  Reichenbach,  in  charge  of  Hol- 
lywood office  of  Bernard  B.  Schnitzer, 
moves  to  San  Francisco  office  as  vp  in 
charge  of  radio-tv  activities. 

Frank  J.  Sego,  president  of  Adver- 
tising Inc.,  elected  president  of  Birming- 
ham, Ala.,  ad  club,  succeeding  Elden 
Tuttle,  research  director  of  Progressive 
Farmer  magazine. 

David  B.  Tolins  named  head  of  new 
consolidated  advertising,  sales  promo- 
tion and  merchandising  department  of 
Sylvania  Electric  Products,  Woburn, 
Mass.  W.  M.  Maguire,  named  head 
of  transistor,  diode  and  rectifier  sales. 

William  F.  Laporte,  formerly  vp  of 
American  Home  Products  Corp.,  N.Y., 
becomes  executive  vp.  Kenneth  A.  Bon- 
ham, president,  Whitehall  Labs,  elected 
vp.  APH. 

Robert  L.  Kop,  formerly  with  B.T. 
Babbit  Inc.,  N.Y.,  joins  Boyle-Midway 
Div.,  American  Home  Products,  as  vp, 
industrial  and  institutional  sales. 

George  P.  Barnes,  formerly  with 
Independent  Television  Corp.,  New 
York,  opens  own  advertising  agency. 
Address:  400  Market  St.,  New  Orleans. 

Joseph  T.  Tranchina,  formerly  of 
Sullivan,  Stauffer,  Colwell  & Bayles, 


ANA  president  since  1932,  dies 


Paul  B.  West,  67,  president  of 
Assn,  of  National  Advertisers  since 
1932,  died  May  5 of  cancer.  Mr. 
West  began  advertising  career  with 
Murray  Howe  & Co.  after  World 
War  I.  He  was  advertising  manager 
of  National  Carbon  Co.  (now  Union 
Carbide  Corp.)  before  taking  ANA 
post.  Mr.  West  was  founder  of  the 
Advertising  Council  and  its  treasurer 
and  director  when  he  died.  He  also 
was  treasurer  and  director  of  Adver- 
tising Research  Foundation  and 
director  of  Brand  Names  Founda- 
tion as  well  as  first  president  of 
Controlled  Circulation  Audit. 

Donald  S.  Frost,  ANA  chairman 
and  vp  of  Bristol-Myers,  lauded 


Mr.  West  as  one  of  advertising’s 
“greatest  and  most  dynamic  lead- 
ers.” He  attributed  to  him  “the  most 
influential  single  voice”  in  ANA’s 
growth  and  stature,  and  said,  “Paul 
West  truly  gave  his  life  for  adver- 
tising. In  these  past  months  when  we 
have  been  facing  some  of  our  most 
crucial  problems,  he  has  griven  him- 
self, unstintingly,  in  spite  of  the 
severe  physical  drain  it  entailed.” 
Among  many  awards  received  by 
Mr.  West  were  The  Poor  Richard 
Award  and  Printers’  Ink  Gold  Med- 
al. He  is  survived  by  his  wife,  Lula, 
as  well  as  his  son,  Peter,  who  is  an 
account  executive  with  BBDO  in 
New  York. 
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N.Y.,  joins  BBDO  as  art  director. 

Leonard  Johnson,  formerly  adver- 
tising manager  for  Betty  Crocker  prod- 
ucts at  General  Mills,  appointed  as- 
sistant director  of  advertising  for  Theo- 
dore Hamm  Brewing  Co.,  St.  Paul, 
Minn. 

Warren  J.  Rohn,  formerly  associated 
with  retail  product  groups  of  Helene 
Curtis  Industries  (King’s  Men,  Suave, 
Enden,  Stopette),  Chicago,  to  Olian  & 
Bronner,  that  city,  as  account  executive. 

William  C.  Schulze,  formerly  on 
account  staff  at  Roche,  Rickerd  & 
Cleary,  Chicago,  to  Doyle  Dane  Bern- 
bach,  that  city,  as  account  executive. 

Robert  G.  Stroyke,  assistant  re- 
search director  of  Erwin  Wasey,  Ruth- 
rauff  & Ryan,  Los  Angeles,  appointed 
account  executive. 

Philip  Wise,  formerly  account  exec- 
utive, Compton  Adv.,  N.Y.,  joins  Kas- 
tor  Hilton  Chesley  Clifford  & Ather- 
ton, that  city,  on  Snow  Crop  account. 

Robert  Gillham,  formerly  with  Cun- 
ningham & Walsh,  N.Y.,  joins  Sind- 
linger  & Co.,  N.Y.  office,  as  special 
representative. 

Olivia  Trager  and  Peter  Nord, 

named  senior  copywriters,  Hicks  & 
Griest,  N.Y.  Mrs.  Trager  comes  from 


’Copter  fatality 

A Chicago  flying  patrolman 
died  in  the  line  of  duty  last  week, 
minutes  before  he  was  scheduled 
to  broadcast  traffic  directions  from 
his  helicopter.  Officer  Leonard 
Baldy  was  preparing  his  traffic 
report  when  the  helicopter 
crashed  in  flames  on  the  city’s 
near  west  side.  The  officer  had 
been  employed  by  WGN  since 
November  1958  and  aired  re- 
ports to  motorists  four  times  daily 
on  the  Chicago  Tribune  station 
(Broadcasting  Special  Report, 
April  25).  Because  Officer  Baldy 
was  not  permitted  under  police 
rules  to  accept  money  for  per- 
forming a public  service,  his  an- 
nual salary  as  a traffic  broadcaster 
(about  $10,000)  has  been  turned 
over  to  the  Chicago  Policemen’s 
Benevolent  Assn. 


Doyle  Dane  Bernbach,  N.Y.,  Mr.  Nord 
has  been  with  H&G  in  other  capacities. 

James  Blair,  formerly  with  Tele- 
PrompTer  Corp.,  named  eastern  sales 
manager  for  Telescript,  C.S.P.  (group 
communications  and  equipment). 

Arthur  W.  Foster,  supervisor  of 


domestic  sales  program  and  coopera- 
tive advertising  at  Parker  Pen  Co., 
Janesville,  Wis.,  takes  on  additional 
duties  of  assistant  advertising  director. 

Dale  Sass  joins  Allen  & Reynolds, 
Omaha  advertising  agency,  as  produc- 
tion manager. 

Lucian  Douglass  Jr.  joins  staff  of 
Simcock  Adv.,  New  Orleans,  as  ac- 
count executive. 

H.  Robert  Barr  named  research  di- 
rector of  Frederick  E.  Baker  & Assoc., 
Seattle,  Wash.,  advertising  and  pr  firm. 

Robert  A.  Eisentrout,  product  man- 
ager, Lever  Bros.,  becomes  account 
executive  at  Lennen  & Newell,  N.Y. 

The  Media 


Harold  L.  Neal  Jr.,  general  manager 
of  WABC  New  York,  elected  vp  of 
ABC  Div.  in  charge  of  WABC. 


Mr.  Dowell 


Mr.  Monroe 


HAMILTDIV-LMDIS  & ASSOCIATES,  Inc. 

BROKERS  • RADIO  AND  TELEVISION  STATIONS  • NEWSPAPERS 

NORTHWEST 

Single  station  market  daytimer,  excellent  dial  posi- 
tion. Grossed  $52,000.00  in  1959  and  running  ahead 
this  year.  Sale  includes  $14,000.00  land-building  and 
receivables  approximately  $5,000.00.  Building  equip- 
ment, furniture  practically  new.  Total  price  of 
$95,000.00  with  29%  down  and  balance  over  seven 
years. 

$95,000 

ROCKY  MOUNTAIN  STATE 

Daytimer  with  desirable  frequency  in  city  of  over 
30,000 — retail  trading  zone  well  over  100,000  popula- 
tion. Needs  fulltime  owner-manager  attention. 
Priced  at  $105,000.00  with  $25,000.00  down  and  balance 
over  ten  years. 

$105,000 

SOUTHWEST 

Fulltime  radio  station,  single  station  market.  Gross- 
ing over  $60,000  annually  with  excellent  ownership 
earnings.  Building  and  land  evaluated  at  $23,000.00 
go  with  sale.  Total  price  $100,000  with  $26,000  down 
and  balance  over  twelve  years. 

$100,000 

EASTERN  FULL  TIME  250  WATTS 

Serving  an  area  that  has  approximately  $300,000,- 
000.00  retail  sales.  Price  $135,000  with  $30,000  down. 
Balance  out  over  an  agreed  upon  time. 

$135,000 

MIDWEST  SINGLE  STATION 

Market  of  some  12,000  people  has  relatively  new 
station,  which  must  be  sold  due  to  conflicting  in- 
terests of  owners.  Physical  plant  is  superb  and  all 
new.  Real  good  potential.  Price  is  $115,000  all  cash. 
Terms  will  be  given  consideration. 

$115,000 

WASHINGTON,  D.C.  CHICAGO  DALLAS 

SAN  FRANCISCO 

Ray  V.  Hamilton  Richard  A.  Shaheen  DeWitt  'Judge'  Landis  John  F.  Hardesty 

John  D.  Stebbins  1714  Tribune  Tower  1511  Bryan  Street 

1 1 1 Sutter  Street 

1737  DeSales  St.  N.W.  DElaware  7-2754  Riverside  8-1 175 

EXbroolc  2-5671 

Executive  3-3456 

NATIONWIDE  • NEGOTIATIONS  • FINANCING  • 

APPRAISALS 

J.  C.  Dowell,  vp  and  general  man- 
ager of  KIOA  Inc.,  Des  Moines,  Iowa, 
promoted  to  vp  and  national  sales  di-  f 
rector  of  Public  Radio  Corp.  (KIOA  i 
Des  Moines,  KACK  Tulsa,  Okla.,  and 
KBKC  Kansas  City).  Larry  Monroe, 
station  manager  and  program  director  j 
of  KIOA,  appointed  general  manager.  | 
Steve  Heefner  named  program  direc- 
tor. 

Alan  W.  Livingston,  formerly  NBC 
vp  in  charge  of  tv  programming  on  j 
West  Coast,  signed  five  year  contract  3 
with  network  as  program  advisor. 

Bert  S.  West,  vp  of  Golden  West  | 
Broadcasters  and  station  manager  of 
KSFO  San  Francisco,  transfers,  tempo- 
rarily, to  Seattle  to  supervise  new  1 
Golden  West  station,  KVI.  Gibbs  | 
Lincoln  continues  as  KVI  vp  and 
station  manager. 

Arthur  Harvey,  director  of  labor  re- 
lations for  ABC-TV  and  Radio,  named 
director  of  business  affairs.  Harvey 
Palash  joins  ABC  as  assistant  director 
of  labor  relations  and  of  business  de- 
partment. 

W.  M.  Carpenter,  executive  vp  of 
Community  Club  Awards  and  president  j 
of  International  Community  Club 
awards,  named  executive  vp  and  gen- 
eral manager  of  WAPA-TV  San  Juan, 
Puerto  Rico. 
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Doerfer  sets  up  Washington  law  practice 


John  C.  Doe  rfer, 

former  FCC  chair- 
man, will  establish 
law  offices  in 
Washington,  D.C. 
at  1735  DeSales 
Street,  N.W.,  ef- 
fective June  1.  Mr. 

Doerfer  resigned 
from  FCC  last 
March  15.  He  plans  to  specialize  in 
administrative  practice  before  gov- 
ernmental agencies  but  will  not 


Mr.  Doerfer 


handle  matters  before  FCC  until 
March  15,  1961,  one  year  from  date 
of  his  FCC  resignation.  (Closed 
Circuit,  May  2).  Before  1953,  Mr. 
Doerfer  was  chairman  and  member 
of  Wisconsin  Public  Service  Commis- 
sion since  1949.  Previously,  he  was 
city  attorney  of  West  Allis,  Wis.  and 
had  engaged  in  private  law  practice. 
He  received  his  law  degree,  cum 
laude,  from  Marquette  in  1934  and 
his  B.A.  degree  at  Wisconsin  Uni- 
versity in  1929. 


Hank  Dais,  formerly  general  man- 
ager of  KUBC  Montrose,  Col.,  ap- 
pointed general  manager  of  KCCR 
Pierre,  S.D. 

A.  P.  Berg  appointed  managing  di- 
rector of  WKMF  Flint,  Mich.,  suc- 
ceeding W.  Eldon  Garner,  who  re- 
signed. 

Don  S.  Schlosser,  administrative  as- 
sistant to  manager  of  special  projects 
for  CBS  press  information,  named 
executive  copywriter  in  program  pro- 
motion department. 

Andrew  J.  Reinhart,  director  of 
accounting,  CBS-TV,  appointed  direc- 
tor of  budgets.  Louis  J.  Rauchenberg- 

er,  supervisor  of  accounting  policy,  be- 
comes assistant  director  of  accounting. 

Paul  E.  Mills,  formerly  manager  of 
WBZ  Boston,  WJW  Cleveland  and 
WOWO  Ft.  Wayne,  Ind.,  appointed 
executive  vp  and  sales  manager  of  Jug 
End  Barn,  Massachusetts  resort. 

Bradley  R.  Eidmann,  general  sales 
manager  of  WGN-TV  Chicago,  ap- 
pointed manager  of  program  syndica- 
tion for  WGN-AM-TV.  Ben  Berent- 
son,  manager  of  WGN’s  New  York 
sales  division,  appointed  general  sales 
manager,  succeeding  Mr.  Eidmann, 
with  headquarters  in  Chicago.  Edward 
R.  Gerken  succeeds  Mr.  Berentson 
as  eastern  radio  sales  manager.  Rob- 
ert Innes  named  assistant  sales  man- 
ager in  eastern  division.  Carl  J.  Mey- 
ers, head  of  engineering  at  WGN  Inc. 
since  1925,  appointed  manager  of  engi- 
neering and  station  operation  for 
WGN-AM-TV.  Woodrow  R.  Crane, 
named  chief  engineer  of  WGN-TV. 

Joseph  Mikita, 

controller  of  Westing- 
house  Broadcasting 
Co.,  appointed  finan- 
cial vp.  Before  join- 
ing Westinghouse, 
Mr.  Mikita  was  treas- 
urer and  controller  of 
Capital  Cities  Broad- 
casting Co.  from  1955 
to  1958,  and  with  CPA  firm  before  that. 


John  S.  Hayes,  president  of  Wash- 
ington Post  Broadcast  Div.  (WTOP- 
AM-FM-TV  Washington  and  WJXT 
[TV]  Jacksonville,  Fla.)  named  chair- 
man of  National  Information  Commit- 
tee of  Unitarian  Development  Fund. 

Ralph  Kelley,  sales  manager,  WAAF 
Chicago,  joins  The  Bolling  Co.  as  man- 
ager of  Chicago  office.  White  Mitchell 
and  Stewart  Lewis  appointed  to  Bolling 
sales  staff. 

Charles  Gardner,  formerly  general 
manager  and  sales  manager  of  WAPX 
Montgomery,  to  WALA  Mobile,  both 
Alabama,  as  sales  manager. 

John  J.  Cody,  on 

sales  staff  of  WHEC 
Rochester,  N.Y.,  pro- 
moted to  sales  man- 
ager of  WHEC-TV, 
succeeding  LeMoine 
C.  Wheeler,  who  re- 
tires June  30.  Before 
joining  WHEC  in 
1956,  Mr.  Cody  was 
with  WWHG  Hornell,  N.Y. 

Barry  Tucker  joins  KDWB  Minne- 
apolis-St.  Paul  as  sales  manager.  Previ- 
ously, he  was  with  KING-TV  Seattle, 
Wash. 

Lee  Palmer,  auditor  of  WBZ-AM- 
TV  Boston,  appointed  business  man- 
ager. 

Ted  Beebe,  formerly  with  KSBW- 
TV  Salinas,  to  KITT-FM  San  Diego, 
both  California,  as  commercial  man- 
ager. 

Anthony  E.  Bello,  general  sales 
manager  of  KMOX  St.  Louis,  resigns 
to  become  account  executive  at  KSD- 
TV,  that  city,  effective  June  1. 

Sandra  L.  Sherwood  appointed  me- 
dia researcher,  special  projects,  in- 
formation services,  CBS-TV.  Yanna 
Brandt  becomes  writer,  same  division. 

Charles  Lacombe  named  pr  coun- 
sel for  WAFM  (FM)  Miami. 

Robert  Murphy,  formerly  account 
executive  at  WBBM  Chicago,  and  Rob- 
ert Alexander,  previously  with  The 


Mr.  Mikita 


Mr.  Cody 


Represented  Nationally  by  Bolling  Co. 


★ ECONOMICAL  OPERATION — lower  operating 
cost  * A NEW  SOUND — thru  low  distortion  and 
wide  response*  EASY  REMOTE  CONTROL — no  out- 
board devices  on  the  front  * COMPACT  SIZE — - 
nothing  external  * ACCEPTANCE — largest  sell- 
ing 5 KW  manufactured  today  * READY  FOR 
SHIPMENT — in  stock  for  prompt  delivery 

GATES  RADIO 
COMPANY 

Subsidiary  of 

Harris-  Intertype  Corporation 

QUINCY,  ILLINOIS 


^ part  of 


While  serving  a single 
station  market,  WTHI-TV 
fulfills  its  public  service  re- 
sponsibilities in  a way  that 
has  gained  for  it  the  appre- 
ciation and  support  of  its 
entire  viewing  area ...  a cir- 
cumstance that  must  be  re- 
flected in  audience  response 
to  advertising  carried. 

Five  full  y2  hours  of  local 
public  service  program- 
ming each  week. 


WTHI-TV 

CHANNEL  10  CBS  . ABC 

TERRE  HAUTE 


BC-5P-2 


The  Recognized  Leader 
in  5 KW  AM  Transmitters 
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Bolling  Co.,  station  rep,  join  sales  staff 
of  WLS  Chicago. 

Ted  Conway,  merchandising  man- 
ager of  KCBS  San  Francisco,  promoted 
to  account  executive.  Fred  Goerner 
joins  KCBS  as  writer-producer. 

Jack  Greggson,  formerly  in  sales 
and  advertising  with  P.  Lorillard  and 
The  Mennen  Co.,  joins  programming 
department,  Mutual  Broadcasting  Sys- 
tem, N.Y.,  to  create  features  for  radio 
clients. 

Murray  Arnold,  station  manager  of 
WPEN  Philadelphia,  elected  to  board 
of  directors  of  Pennsylvania  Associated 
Press  Broadcasters  Assn. 

Edward  Leonard,  news  director  of 
WICH  Norwich,  elected  president  of 
Connecticut  UPI  Broadcasters  Assn. 
Tom  Eaton  of  WTIC  Hartford,  named 
vp. 

Dick  Miner,  general  manager  of 
KYVA  Gallup,  elected  president  of 
UPI  Broadcasters  Assn,  of  New  Mex- 
ico, succeeding  Ben  Caine  of  KZUM 
Farmington.  George  Johnson,  KOB 
Albuquerque,  elected  vp. 

Dick  Charles,  newsman  for  KVOO- 
AM-TV  Tulsa,  Okla.,  promoted  to  di- 
rector of  radio  production. 

John  Willmott,  producer-director- 
announcer  with  WSPA-TV  Spartan- 
burg, S.C.,  named  production  manager. 

David  E.  Wilson,  tv  director  of 
WHYY-TV  Philadelphia,  (non-com- 
mercial educational  station),  promoted 
to  production  manager. 

Leonard  G.  Costello  appointed  pro- 
gram director  of  WEER  Warrenton, 
Va.  Previously,  he  was  with  WKBZ 
Muskegon,  Mich. 

Fred  Rocklin,  formerly  producer-di- 


Unusual trade 

Broadcasting  and  baseball  ne- 
gotiated, perhaps,  the  first  talent 
swap  in  history  last  week  with 
an  even  up  exchange  of  personal- 
ities. The  principals:  Former 

major  league  player-manager  Lou 
Boudreau,  second  string  an- 
nouncer on  WGN  Chicago’s  ra- 
dio play-by-play  team  for  the  Cub 
broadcasts,  and  Charlie  (Jolly 
Cholly)  Grimm,  vice  president 
and  manager  of  the  National 
League  club.  They  traded  places 
Wednesday  in  what  Cub’s  owner 
Philip  K.  Wrigley  acknowledged 
to  be  a “trade  of  contracts.”  He 
added  that  the  outgoing  Grimm  is 
being  “loaned”  to  WGN,  and  that 
if  Mr.  Boudreau  leaves  baseball 
again,  the  station  has  the  option 
of  reacquiring  his  services. 


rector  of  WLWI  (TV)  Indianapolis,  tc-l 
WMBD-TV  Peoria,  111.,  in  similar  ca 
pacity. 

Earl  Board  man  appointed  sports  di 
rector  of  WBLG  Lexington,  Ky. 

Hal  Uplinger  promoted  to  produc 
tion  manager  of  KNXT(TV)  Holly 
wood  and  CTPN.  He  previously  wa;  j 
program  coordinator. 

Donald  Patton,  formerly  program; 
manager  of  KHJ-TV  Los  Angeles,  joins  I 
CBS-TV  Production  Sales,  Hollywood, 
as  account  service  manager. 

Donald  C.  Bowen,  formerly  with 
WCBS-TV  New  York,  to  KDKA-TV ! 
Pittsburgh  as  sales  account  executive.! 

Programming 

Dr.  John  Guy  Fowlkes,  professor 
of  education,  Wisconsin  U.,  and  Sig- 
mund  Wahrsager,  partner  of  Bear. 
Stearns  & Co.,  N.Y.,  elected  to  board 
of  directors,  TelePrompTer  Corp.,  N.Y. 

Harlan  J.  Dunning,  formerly  super-  j 
visor,  network  programs,  CBS  Radio, ) 
named  vp  of  Dolphin  Productions,  i 
N.Y.  Mr.  Dunning  joined  CBS  in- 
August,  1955.  Previously  he  was  with 
BBDO  on  Lucky  Strike  account. 

James  L.  Wolcott,  formerly  with 
Wilding  Inc.,  N.Y.,  joins  Transfilm- ' 
Caravel  Inc.,  there,  as  vp  in  charge  of  ' 
sales  coordination. 

Kenneth  Flower,  account  executive 
for  CBS  Films,  San  Francisco,  transfers  j 
to  N.Y.  office. 

Harlan  P.  Croy  named  production 
manager  of  industrial  film  division  of  i 
Filmack  Productions,  Chicago.  Mr. 
Croy  formerly  was  president  and  gen-  ; 
eral  manager  of  Film  Arts  Productions, ' 
Milwaukee. 

Roone  Arledge,  formerly  producer-  j 
director,  WRCA-TV  New  York,  joins 
Sports  Programs  Inc.  in  similar  ca- 
pacity. 

Paul  Cunningham,  associate  pro- 
ducer, NBC-TV’s  Today  show,  named 
special  projects  editor.  Bud  Lewis,  To-  , 
day  writer,  becomes  associate  producer. 

Carolyn  Gilbert,  talent  booker  for  -j 
program  features,  Jack  Paar  Show , 
NBC-TV,  becomes  talent  coordinator, 
Today  program. 

Peter  Kortner,  CBS-TV  producer  of 
G.E.  Theatre,  Climax  and  Playhouse 
90,  signs  to  produce  Dupont  Show  with 
June  Allyson  for  Four  Star  Tv. 

Dorothy  Cooper,  writer  on  Father 
Knows  Best,  and  Ted  and  Mathilde 
Farrow,  stage  and  tv  playwriting  team, 
sign  to  write  original  segments  of  My 
Three  Sons,  upcoming  Fred  MacMur- 
ray  tv  series. 
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‘Edgar’  awards 


Mystery  Writers  of  America 
Inc.,  New  York,  April  21  present- 
ed “Edgar”  awards  for  mystery 
“bests”  as  offered  in  various  cat- 
egories and  media  during  1959. 
Broadcast  category  recipients  of 
the  ceramic  busts  of  Edgar  Allan 
Poe  were  David  Karp  for  the  best 
tv  mystery  play,  “The  Empty 
Chair,”  presented  on  The  Un- 
touchables (ABC-TV),  and  Blake 
Edwards  for  the  runner-up,  “The 
Comic”  (NBC-TV).  Of  several 
special  awards  given  Gail  Jack- 
son,  producer  of  the  Perry  Mason 
tv  series,  and  Lucille  Fletcher, 
writer  of  “Sorry,  Wrong  Num- 
ber” on  radio,  received  MWA’s 
“Raven”  awards.  In  addition, 
Henry  Slesar,  vp  and  creative  di- 
rector of  Fuller  & Smith  & Ross, 
New  York,  won  an  award  for  the 
best  first  mystery  novel  of  1959 
with  his  book,  “The  Grey  Flannel 
Shroud,”  originally  published  by 
Random  House. 


Equipment  & Eng’ring 


:'.T- 1- 


Adron  M.  Miller,  RCA  southern 


K 0f|I| 


and 


field  sales  manager,  broadcast 
equipment,  named  manager  of  com- 
pany’s film  recording  and  tv  systems 


c center  which  opened  last  week  in  Hol- 
lywood. 


Alexis  Badmaieff  appointed  chief 
engineer,  acoustics-transducers,  of  Altec 
Lansing  Corp.,  Anaheim,  Calif.  Wil- 
liam H.  Johnson  named  manager  of 
engineering  and  technical  information 
department. 


joins  i 


Les  Zemnick  named  manager,  com- 
munity sales  department,  Jerrold  Elec- 
tronic Corp.,  Philadelphia.  He  has 
been  eastern  regional  manager  for  same 
department.  Jeremiah  E.  Hastings 
named  manager,  military  and  industrial 
closed-circuit  systems  department.  He 
was  assistant  sales  manager  of  depart- 
ment. Both  units  are  part  of  System 
Sales  Div.  of  Jerrold. 


Eric  Firth,  distributer  sales  manager 
of  Elgin  Electronics,  Burbank,  Calif., 
promoted  to  national  sales  manager. 
Company  is  subsidiary  of  Elgin  Watch 
Co. 


Wilson  R.  Smith,  formerly  manager 
of  engineering  for  CBS  Electronics, 
promoted  to  chief  engineer,  semicon- 
ductors. Donald  Hunter  named  pro- 
duction superintendent  of  semiconduc- 
tor plant. 


George  B.  Voorhis  joins  Prodelin 
Inc.  (producer  of  antenna  systems  and 
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transmission  lines),  Kearny,  N.J.,  as 
manager  of  district  sales. 

Thorn  Nogar,  formerly  chief  engi- 
neer with  Warner  Bros,  records,  ap- 
pointed director  of  recording  and  chief 
mixer  for  Radio  Recorders,  Hollywood. 

William  Djinis,  Electro-Sonic  Labs, 
Long  Island  City,  N.Y.,  appointed  chief 
engineer  of  all  scientific  activities.  ESL 
produces  hi-fi  equipment  for  broadcast 
and  recording,  home  use. 

Warren  D.  Novak  of  General  Pre- 
cision Labs  Div.  of  General  Precision 
Inc.,  Pleasantville,  N.Y.,  named  national 
chairman  of  IRE  professional  group  on 
production  techniques. 

International 

John  E.  Twomey  named  promotion 
manager  of  Canadian  Broadcasting 
Corp.,  with  offices  at  Toronto.  He  will 
supervise  CBC  promotion  and  adver- 
tising. 

Fred  B.  Rainsberry,  supervisor  of 
children’s  programs  of  Canadian  Broad- 
casting Corp.,  Toronto,  to  supervisor 
of  school  broadcasts  of  CBC,  succeed- 
ing R.S.  Lambert,  who  retired. 

Graeme  Thomson  Haig  named  spe- 
cial counsel  of  Canadian  Board  of 
Broadcast  Governors  for  public  hear- 
ings to  be  held  in  connection  with  new 
tv  station  licenses  at  Calgary,  May  16. 
He  was  also  BBG  counsel  at  Toronto 
hearings  in  March. 

Allied  Fields 

George  W.  Wise  Jr.,  formerly  sales 
and  advertising  manager  of  Beauti-Pak 
Corp.,  resigns  to  form  own  firm,  Wise 
& Associates,  Hollywood,  Calif.  Organ- 
ization will  handle  advertising,  and 
sales  promotion  projects  with  emphasis 
on  broadcast  media. 

Marilyn  Reiss,  formerly  head  of  tv 
department,  Arthur  P.  Jacobs  Co.,  N. 


Y.,  joins  personality  department,  Rog- 
ers & Cowan  Inc.,  that  city. 

Deaths 

Harry  A.  Babcock,  68,  recently  re- 
tired executive  director,  Federal  Trade 
Commission,  died  of  heart  attack  April 
30.  Mr.  Babcock  retired  April  1 after 
38  years  with  agency.  He  was  to  have 
become  associated  in  Washington  law 
firm  of  Weaver  & Glassie. 

Parker  Hancock,  46,  partner  in 
Washington  law  firm  of  Hogan  & Hart- 
son,  died  May  1.  Before  joining  Hogan 
& Hartson,  Mr.  Hancock  was  chief  of 
Opinions  and  Review  Section  of  FCC. 

Ralph  T.  White,  vp  and  account  ex- 
ecutive at  Russell  T.  Gray  Adv.,  Chi- 
cago, died  of  heart  ailment  May  1.  He 
had  been  with  agency  since  1944. 

Russell  R.  Clevenger,  60,  vp,  Albert 
Frank-Guenther  Law  Inc.,  N.Y.,  died 
May  3 following  short  illness.  Before 
joining  Frank-Law,  Mr.  Clevenger 
served  as  director  of  pr,  Broadcast 
Music  Inc.;  pr  department,  N.W.  Ayer 
& Son,  Philadelphia,  and  director  of 
information  for  FCC. 

Richard  B.  O'Brien,  58,  pr  depart- 
ment Catholic  Relief  Services,  died 
May  3.  Mr.  O’Brien  served  for  11  years 
with  radio  news  department,  New  York 
Times. 

Edith  Behrens,  55,  music  editor  of 
CBS,  died  May  3.  Miss  Behrens  joined 
CBS  in  1949,  after  short  period  as  pro- 
motion and  publicity  head  of  Classical 
Records  Div.,  Columbia  Records. 

Jack  L.  Fisher,  73,  president-owner 
of  M.M.  Fisher  & Assoc.,  Chicago,  died 
of  heart  attack  May  2.  He  started  agen- 
cy in  1928,  handling  several  tv-radio 
accounts,  including  Bell  Savings  & Loan 
Assn.,  Universal-International  Pictures, 
Peter  Pan  restaurants,  Tam  O’Shanter 
Country  Club  and  others. 


150  MONTAGUE 
BROOKLYN  1.  N. 
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Hallmark  show 
promoted  at  colleges 

American  U.,  Washington,  D.C., 
sparked  a college  promotion  for  the 
May  2 Hallmark  Hall  of  Fame  that 
was  heard  around  the  country.  The 
means  was  a 15-minute  taped  prologue 
by  the  show’s  stars. 

Dr.  J.H.  Yocum,  chairman  of  Amer- 
ican’s Fine  & Communicative  Arts 
Div.,  scheduled  class  projects  around 
“Capt.  Brassbound’s  Conversion”  be- 
fore and  after  the  play  date,  using  the 
tv  script  for  an  acting  class  production. 
NBC-TV  also  furnished  set  photographs 
to  illustrate  production  and  costume 
values  to  drama  students. 

Prologue  at  American  U.  was  a pro- 
gram for  the  campus  radio  station 
(WAMU),  played  just  prior  to  tv  time 
last  Monday.  But  because  it  became 
available,  it  got  a much  wider  audience 
nationally.  NBC-TV  fed  the  tape  on  a 
closed  audio  circuit  to  all  affiliates. 
Some  of  them  placed  it  on  am  and  fm 
stations  and  some  offered  it  to  campus 
stations  as  did  WRC-TV  Washington. 
On  the  recorded  discussion  were  Greer 
Garson,  Christopher  Plummer  and  Felix 
Aylmer  of  the  cast,  director  George 


FANFARE 

Schaefer  and  a resident  expert  on 
George  Bernard  Shaw  at  the  Holly- 
wood location  where  prologue  was 
taped. 

The  “Brassbound”  project  was  part 
of  an  extensive  educational  program 
conducted  throughout  Hallmark  Hall 
of  Fame’s  years  on  the  air.  Six  publica- 
tion carry  show  study  guides  and  the 
kines  are  active  on  the  classroom  cir- 
cuit. One  of  the  active  older  ones, 
“Macbeth,”  telecast  live  in  1954,  is  due 
for  retirement.  The  Schaefer-Evans- 
Judith  Anderson  team  leaves  this  month 
to  film  a new  2-hour  version  in  Scot- 
land and  England  for  telecast  next  No- 
vember. This  program  is  due  for  solid 
educational  promotion  by  the  sponsor, 
which  is  accustomed  to  frequent  queries 
from  students  and  teachers  at  its  Kansas 
City  headquarters. 

Ike  opens  Radio  Month 

National  Radio  . Month  was  opened 
last  week  by  President  Eisenhower,  who 
sent  a message  of  congratulation  to 
broadcasters  on  their  40  years  of  serv- 
ice to  the  nation.  Mr.  Eisenhower  said 
in  a telegram  to  John  F.  Meagher,  NAB 
radio  vice  president: 

“During  National  Radio  Month,  I 


am  delighted  to  send  my  congratula- 
tions to  the  radio  broadcasters  of  Amer- 
ica on  their  40  years  of  service  to  the 
national  community. 

“I  understand  there  are  now  more 
than  4,000  radio  stations  active  through- 
out the  country.  Over  these  stations, 
our  people  can  hear  reports  of  sig- 
nificance on  both  local  and  national 
issues.  By  helping  us  to  keep  well  in- 
formed, radio  helps  to  keep  America 
strong  and  free. 

“It  is  a pleasure  to  add  my  best 
wishes  for  a meaningful  observance  of 
National  Radio  Month.” 

Radio  stations  have  joined  with  affil- 
iated trade  and  service  organizations 
in  promoting  Radio  Month.  Promo- 
tion kits  had  been  sent  in  advance  by 
NAB.  A poll  of  NAB  member  radio 
stations  showed  98.8%  were  scheduling 
promotional  spot  announcement  copy, 
with  spots  to  be  aired  an  average  of 
56  times  per  station  each  week  in 
May.  The  poll  showed  92%  are  using 
NAB’s  new  radio  jingles,  airing  them 
more  frequently  than  the  announce- 
ment copy. 

Year  ’round  job 

It  was  no  last  minute  decision  when 
WMAL-TV  Washington  telecast  the  re- 
cent Cherry  Blossom  Parade.  Rather, 
it  was  the  culmination  of  a year-round 
co-operative  effort  with  the  Washington 
Board  of  Trade. 

Through  participation  on  Board  of 
Trade  planning  committees,  WMAL- 
TV  staffers  see  to  it  that  the  parade  is 
planned  with  television  coverage  in 
mind.  Also,  the  station  adds  its  resour- 
ces to  the  parade  itself  by  arranging 
for  ABC-TV  personalities  to  participate 
as  parade  marshals  or  in  other  ca- 
pacities. This  year,  the  complete  family 
of  The  Real  McCoys  took  part.  WMAL- 
TV  claims  it’s  the  first  time  an  entire 
show  cast  has  participated  in  such  an 
event,  away  from  a show’s  production 
center. 

With  the  annual  Cherry  Blossom  Fes- 
tival now  concluded,  the  station  and 
the  trade  board  are  now  turning  their 
efforts  to  Washington’s  “Summer  Jubi- 
lee.” Highlight  of  this  summer-long 
effort  will  be  a September  telecast  of 
the  President’s  Cup  Regatta  along  the 
Potomac  River. 

The  station  believes  its  participation 
provides  benefits  not  only  to  WMAL- 
TV,  but  to  the  Board  of  Trade,  too. 

WMAL  receives  benefits  through  the 
effort’s  promotion  value,  its  provision 
of  additional  programming  and  through 
advertising  receipts  when  a program  is 
sold,  as  was  the  Cherry  Blossom  pa- 
rade. 

And,  the  Board  of  Trade  benefits 
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Easy  on  the  eyes  ■ The  lovely  lasses 
above  are  distributing  free  sun  visor 
hats  to  patrons  of  the  Cincinnati 
Reds  opening  home  game.  The 


J . t,  it 


visors  inform  the  fans  about 
“WKRC-TV,  Channel  12— Always 
a treat  for  the  eyes.”  The  station  re- 
ports that  fans  appreciated  the  visors. 


Drumbeating  ■ Following  the  an- 
nual Tiny  Tots  Concert,  sponsored 
by  WGMS  Washington,  children  got 
a chance  to  meet  the  members  of  the 
orchestra  and  to  examine  the  instru- 
ments first-hand.  Shown  here  with 
Howard  Mitchell,  conductor  of  the 


National  Symphony  Orchestra  are 
Mrs.  Barbara  Whelan  of  Henry  J. 
Kaufman  & Assoc.,  Washington  ad 
agency,  and  her  daughters,  Kimber- 
lee  4,  and  Deborah  8.  The  concert 
at  the  Statler-Hilton  drew  a sell-out 
crowd  of  2,400  parents  and  tots. 


through  the  drawing  power  its  events 
get  from  tv  stars’  participation  and  sta- 
tion promotion  of  its  events. 

No  mass  market 


in  San  Francisco’s  top  10.  ABC-TV’s 
American  Bandstand  gets  a 9.7  rating 
in  Boston,  but  only  a 3.6  in  San  Fran- 
cisco where  it  is  on  at  the  same  time 
as  Dance  Party  on  KPIX  (TV)  which 


The  United  States  is  not  one  mass 
market  but  a combination  of  many  dif- 
ferent markets.  Each  has  its  individual 
peculiarities  including  brand  and  pro- 
gram preferences  which  can  best  be 
capitalized  on  through  the  use  of  spot 
television  advertising,  Bob  Hoffman, 
of  Television  Advertising  Representa- 
tives, told  a Los  Angeles  meeting. 

Even  two  such  seemingly  similar 
cities  as  Boston  and  San  Francisco 
don’t  agree.  They  rank  sixth  and  sev- 
enth among  U.S.  markets.  Each  has  13 
radio  stations.  San  Francisco  has  four 
tv  stations  and  Boston  has  three.  And 
each  has  a major  league  baseball  club. 
But  they  don’t  agree  on  automobiles 
(San  Francisco  has  twice  as  many  for- 
eign cars  as  Boston)  or  cigarettes  (San 
Franciscans  are  much  greater  buyers 
of  filter-tips)  or  hot  beverages  (Boston 
has  almost  twice  as  many  tea  drinkers) , 
Mr.  Hoffman  reported. 

When  it  comes  to  program  prefer- 
ences, the  same  differences  show  up, 
he  said.  The  Boston  top  10  list  includes 
two  westerns.  There  are  six  westerns 


has  a 7.2. 

Yet  only  a few  advertisers  on  the 
Bandstand  list  have  counteracted  their 
relative  disadvantage  in  San  Francisco 
by  also  buying  into  Dance  Party,  Mr. 
Hoffman  commented.  He  urged  all  ad- 
vertisers, all  agencies,  to  study  individ- 
ual market  characteristics  and  to  make 
more  intensive  use  of  spot  television 
particularly  on  the  Westinghouse  sta- 
tions represented  by  TvAR)  to  put 
their  brands  in  the  best  competitive 
positions  in  all  markets. 

■ Drumbeat 

'Gait's'  premiere  ■ San  Francisco  Ra- 
dio Broadcasters  Assn,  slide-film  pres- 
entation, “The  Golden  Gait,”  will  re- 
ceive its  premiere  showing  May  12  at 
a meeting  of  the  San  Francisco  Ad 
Club.  Following  that  date,  it  will  tour 
the  country  for  showing  to  client  and 
agency  groups.  George  Goldman  pre- 
pared the  presentation  under  the  direc- 
tion of  Milton  Klein,  manager,  KEWB, 
chairman  of  the  SFRBA  promotion 
committee. 


PROMINENT 
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FOR  THE  RECORD  _ 

Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

April  28  through  May  4.  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  & standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  EBP — effective  radiated  power,  vhi 
— very  high  frequency,  uhf — ultra  high  fre- 
quency. ant. — antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watts,  me — mega- 
cycles. D — day.  N— night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  uni. 
— unlimited  hours,  kc — kilocycles.  SCA — 
subsidiary  communications  authorization. 
SSA — special  service  authorization. — ST  A — 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann.  Announced. 

New  Tv  Station 

APPLICATION 

^Portland,  Ore. — State  of  Oregon  Board  of 
Higher  Education,  vhf  ch.  10  (192-198  me) ; 
EBP  30.42  kw  vis.,  15.214  kw  aur.;  ant.  height 
above  average  terrain  949  ft.,  above  ground 
200  ft.  Estimated  construction  cost  $108,800, 
first  year  operating  cost  $69,000.  P.O.  address 
Box  5175,  Eugene,  Ore.  Studio  location  Healy 
Heights,  Portland,  Ore.  Trans,  location  Healy 
Heights,  Portland,  Ore.  Geographic  coordi- 
nates 45°  29'  20"  N.  Lat.,  122°  41'  39"  W. 
Long.  Trans.  RCA  TT-5A,  ant.  TF-6AH. 
Legal  counsel  Fisher,  Wayland,  Duvall  and 
Southmayo,  Washington,  D.C.  Consulting  en- 
gineer Grant  S.  Feikert,  Corvallis,  Ore.  Edu- 
cational, non-commercial.  Ann.  May  2. 

Existing  Tv  Stations 

ACTIONS  BY  FCC 

KKTV  (TV)  Colorado  Springs,  Colo.— 
Waived  sec.  3.685(e)  of  rules  and  granted 
application  to  move  trans.  site  about  1.3 
miles  south  to  Cheyenne  Mt.,  about  6.4  miles 
southwest  of  city,  increase  ERP  to  19.3  dbk 
(85.1  kw)  vis.  and  16.3  dbk  (42.7  kw)  aur., 
and  ant.  height  to  2,380  ft.;  engineering  con- 
dition. Ann.  April  28. 

WNBE-TV  New  Bern,  N.C. — Designated 
for  hearing  application  to  change  trans.  and 
ant.  site;  made  Dept,  of  Navy,  Dept,  of 
Army,  and  Federal  Aviation  Agency  parties 
to  the  proceeding.  Ann.  April  28. 

Triangle  Publications  Inc.,  Altoona,  Pa. — 
Granted  program  test  authority  to  operate 
experimental  co-channel  tv  “booster”  sta- 
tion in  conjunction  with  its  station  WFBG- 
TV  on  ch.  10  in  Altoona  in  accordance  with 
specifications  and  conditions  of  cp  granted 
July  15,  1959,  with  added  condition  that 
grant  is  without  prejudice  to  whatever 
action  commission  may  take  with  respect  to 
pending  application  for  license  to  cover  cp. 
Ann.  May  4. 

CALL  LETTERS  ASSIGNED 

WHNB-TV  New  Britain,  Conn. — Connecti- 
cut Tv  Inc.  Changed  from  WNBC. 

KHJK  (TV)  Hilo,  Hawaii— Kaiser  Ha- 
waiian Village  Tv  Inc. 

WNBC-TV  New  York,  N.Y.— National 
Bcstg.  Co.  Changed  from  WRCA-TV. 

*KUSD-TV  Vermillion,  S.D.— U.  of  South 
Dakota. 


Tv  Translators 

ACTIONS  BY  FCC 

Frostburg  Community  TV  Inc.,  Frostburg, 
Md. — Granted  cp  to  replace  expired  permit 
for  tv  translator  station  (W80AB)  on  ch.  80 
to  translate  programs  of  WMAL-TV  (ch.  7) 
Washington,  D.C.  Ann.  May  4. 

Minnesota  Valley  TV  Improvement  Corp., 
Granite  Falls,  Minn. — Granted  cps  for  two 
new  tv  translator  stations  on  chs.  75  and  81 
to  translate  programs  of  Minneapolis  stations 
KSTP-TV  (ch.  5)  and  WTCN-TV  (ch.  11), 
respectively.  Ann.  May  4. 

Shelby  TV  Club  Inc.,  Shelby,  Mont.- 
Granted  cps  to  replace  expired  permits  for 
two  tv  translator  stations  (K72AM)  on  ch. 
72  to  translate  programs  of  KFBB-TV  (ch.  5) 
Great  Falls;  and  (K76AG)  on  ch.  76  to  trans- 
late programs  of  CJLH-TV  (ch.  7)  Leth- 
bridge, Alberta,  Canada.  Ann.  May  4. 

Winter  Garden  Translator  System  Inc., 
Carrizo  Springs  and  Crystal  City,  Tex. — 
Granted  cps  for  two  new  tv  translator  sta- 
tions on  chs.  83  and  77  to  translate  programs 
of  San  Antonio  stations  KONO-TV  (ch.  12) 
and  KENS-TV  (ch.  5),  respectively.  Ann. 
May  4. 

New  Am  Stations 

ACTIONS  BY  FCC 

Radio  Station  WESB;  Canandaigua  Bcstg. 
Co.,  Canandaigua,  N.Y. — Designated  for  con- 
solidated hearing  applications  for  new  am 
stations  to  operate  on  1550  kc,  250  w,  D.  Ann. 
May  4. 

Black  Mountain,  N.C. — Mountain  View 
Bcstg.  Co.,  granted  1350  kc,  500  w D.  P.O. 
address  Box  843,  Black  Mountain,  N.C.  Esti- 
mated construction  cost  $12,695,  first  year 
operating  cost  $21,000,  revenue  $30,000.  Eu- 
gene Slatkin,  former  one-third  owner  of 
WADA  Shelby  and  David  P.  Slatkin,  electric 
company  supervisor,  each  own  50%.  Ann. 
Sept.  16. 

APPLICATIONS 

Centerville,  Ala. — Voice  of  Mid-South,  1590 
kc,  1 kw.  P.O.  address  Box  1662,  Birming- 
ham, Ala.  Estimated  construction  cost  $11,- 
765,  first  year  operating  cost  $18,500,  revenue 
$23,000.  Principals  are  W.D.  Frink  and  Fred 
H.  Davis,  equal  partners.  Mr.  Frink  deals  in 
used  cars,  was  formerly  50%  owner  of 
WFHK  Pell  City,  Ala.  Mr.  Davis  is  in  motel 
business.  Ann.  May  3. 

Hayward,  Calif. — Bay  Shore  Bcstg.  Co., 
1340  kc,  1 kw  uni.  P.O.  address  Keith  Moyer, 
Box  481,  Taylorsville,  111.  Estimated  con- 
struction cost  $10,050,  first  year  operating 
cost  $48,000,  revenue  $60,000.  Principals  are 
Keith  Moyer,  75%,,  and  James  C.  Hilder- 
brand,  25%,  owners  of  KBBM-FM  Hayward, 
Calif.  Mr.  Moyer  is  also  sole  owner  of 
WGGM-FM  and  71%  owner  of  WTIM,  both 
Taylorsville,  111.  Ann.  May  3. 

Madison,  Conn. — Rhode  Island-Connecticut 
Radio  Corp.,  1490  kc,  .25  kw  uni.  P.O.  ad- 
dress 11  Railroad  Ave„  Westerly,  R.I.  Esti- 
mated construction  cost  $35,696,  first  year 
operating  cost  $50,000,  revenue  $57,500.  Prin- 
cipals are  Dr.  Augustine  L.  Cavallaro,  621/2%, 
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and  Augustine  L.  Cavallaro  Jr.,  37%%,  own- 
ers of  WERI  Westerly,  R.I.  Ann.  May  3. 

Milford,  Conn.— Milford  Bcstg.  Co.,  1500 
kc,  5 kw  D.  P.O.  address  Taunton  Hill  Rd., 
Newton,  Conn.  Estimated  construction  cost 
$49,184,  first  year  operating  cost  $63,000, 
revenue  $76,000.  Applicant  is  Blair  A.  Wall- 
iser  who  has  interest  in  WEOK  Poughkeep- 
sie, N.Y.  Ann.  May  3. 

New  Canaan,  Conn. — Fairfield  Bcstg.  Serv- 
ice, 1490  kc,  .250  kw  uni.  P.O.  address  Ray- 
mond W.  Grandle,  33  Briar  Brae  Rd.,  Darien, 
Conn.  Estimated  construction  cost  $25,958, 
first  year  operating  cost  $65,000,  revenue 
$75,000.  Principals  include  Raymond  Grandle, 
Richard  Hodgson,  30%  each,  and  others.  Mr. 
Grandle  is  in  advertising,  was  formerly  em- 
ploye of  WGN  Chicago.  Mr.  Hodgson  is  in 
electronics,  was  formerly  president  of  Para- 
mount Pictures  Corp.  tv  subsidiary.  Ann. 
May  3. 

Houston,  Mo. — Radio  Co.  of  Texas  County, 
1250  kc,  .5  kw  D.  P.O.  address  Maurice  W. 
Covert,  Box  97,  Houston,  Mo.  Estimated  con- 
struction cost  $23,361,  first  year  operating 
cost  $26,400,  revenue  $30,000.  Principals  in- 
clude W.R.  McKnight,  Nolan  Hutcheson, 
Raymond  Duff,  S.E.  Ferguson,  12%%  each, 
and  others,  all  Missouri  businessmen  with 
no  broadcast  interests.  Ann.  May  3. 

Lamar,  Mo. — James  R.  Williams,  1560  kc, 
.25  kw  D.  P.O.  address  Box  922,  Joplin,  Mo. 
Estimated  construction  cost  $11,812,  first  year 
operating  cost  $18,285,  revenue  $20,560.  Ap- 
plicant is  employe  of  KODE-AM-TV  Joplin, 
Mo.  Ann.  April  29. 

Brewster,  N.Y. — Taconic  Bcstrs.,  1510  kc, 
1 kw  D.  P.O.  address  % Willi  D.  Schmidt, 
West  Cornwall,  Conn.  Estimated  construction 
cost  $32,603,  first  year  operating  cost  $48,000, 
revenue  $55,000.  Principals  are  Willi  D. 
Schmidt,  Charles  P.  LeMieux  Jr.,  and  Ernest 
Field,  33%%  each.  Mr.  Schmidt  is  employe 
of  Kimberly  Clark.  Mr.  LeMieux  is  employe 
of  WINS  New  York,  N.Y.  Mr.  Field  is  at- 
torney. Ann.  May  3. 

Asheville,  N.C. — B.E.  Bryant,  920  kc,  1 kw 
D.  P.O.  address  19  Crockett  Ave.,  Asheville, 
N.C.  Estimated  construction  cost  $48,014,  first 
year  operating  cost  $72,000,  revenue  $100,000. 
Applicant  is  independent  oil  developer.  Ann. 
May  3. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

WGAU  Athens,  Ga.;  WAKE  Atlanta,  Ga.; 
WBBQ  Augusta,  Ga. — Designated  for  consoli- 
dated hearing  applications  to  increase  day- 
time power  from  250  w to  1 kw,  continuing 
operation  on  1340  kc,  250  w-N;  made  WGAA 
Cedartown,  Ga.,  and  WBBT  Lyons,  Ga., 
parties  to  proceeding.  Ann.  May  4. 

WION  Ionia,  Mich. — Designated  for  hear- 
ing application  to  change  operation  on  1430 
kc  from  500  w,  D,  to  5 kw,  DA-D;  made 
WGRD  Grand  Rapids,  Mich.,  party  to  pro- 
ceeding. Ann.  May  4. 

WNSL  Laurel,  Miss.;  WGVM  Greenville, 
Miss. — Designated  for  consolidated  hearing 
applications  to  increase  power  from  1 kw  to 
5 kw,  continuing  operation  on  1260  kc,  D; 
made  WXOK  Baton  Rouge,  La.,  and  KADL 
Pine  Bluff,  Ark.,  parties  to  proceeding.  Ann. 
May  4. 

KXRA  Alexandria,  Minn.;  KMRS  Morris, 
Minn.;  KISD  Sioux  Falls,  S.D. — Designated 
for  consolidated  hearing  applications  to 
change  facilities  of  KXRA  from  1490  kc  250 
w,  uni.  to  1230  kc,  250  w-N,  1 kw-LS;  KMRS 
from  1570  kc,  1 kw,  D,  to  1230  kc,  250  w,  uni. 
and  KISD  to  increase  daytime  power  from 
250  w to  1 kw,  continuing  operation  on  1230 
kc,  250  w-N;  made  KOTE  Fergus  Falls, 
Minn.;  KYSM  Mankato,  Minn.;  KICD  Spen- 
cer, Iowa;  and  KHAS  Hastings,  Neb.,  parties 
to  proceeding.  Ann.  May  4. 

KYJC  Medford,  Ore. — Granted  increase  in 
daytime  power  from  250  w to  1 kw,  continu- 
ing operation  on  1230  kc,  250  w-N.  Ann. 
May  4. 

KUEN  Wenatchee,  Wash. — Granted  change 
on  900  kc  from  500  w,  uni.  to  1 kw,  D;  re- 
mote control  permitted.  Ann.  May  4. 

APPLICATIONS 

WDAY  Glasgow,  Ky. — Cp  to  increase  day- 
time power  from  250  w to  1 kw  and  install 
new  trans.  (1490kc).  Ann.  May  3. 

WGCM  Gulfport,  Miss. — Cp  to  increase 
daytime  power  from  250  w to  1 kw  and  in- 
stall new  trans.  (1240kc).  Ann.  May  3. 

CALL  LETTERS  ASSIGNED 

WWOM  New  Orleans,  La.— WWOM  Inc. 
Changed  from  WYFE. 

KRIH  Rayville,  La. — John  H.  Touchstone. 
Changed  from  KCLP. 

KARR  Great  Falls,  Mont. — Pat  M.  Good- 
over.  Changed  from  KXLK. 

WMOU  Berlin,  N.H.— Berlin  Bcstg.  Co. 
Changed  from  WKCB. 

WNBC  New  York,  N.Y. — National  Bcstg. 
Co.  Changed  from  WRCA. 

WWML  Portage,  Pa. — Mainline  Bcstg.  Co. 

BROADCASTING,  May  9,  1960 


WNOO  Chattanooga,  Tenn. — WMFS  Inc. 
Changed  from  WMFS. 

KUDY  Renton,  Wash. — Cutie  Radio  Inc. 
Changed  from  KQDE. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Kenneth  F.  Warren,  Monterey,  Calif. — 
Designated  for  hearing  application  for  new 
class  B fm  station  to  operate  on  96.9  me. 
Ann.  May  4. 

Lawrence  Shushan,  Albany,  Calif.;  KEEN- 
FM  San  Jose,  Calif. — Designated  for  consoli- 
dated hearing  applications  of  Mr.  Shushan 
for  new  class  B fm  station  to  operate  on 

100.5  me  and  of  KEEN-FM  to  increase  ERP 
from  3 kw  to  16.23  kw,  ant.  height  from 
minus  150  ft.  to  2,582  ft.,  continuing  opera- 
tion on  class  B frequency  100.3  me;  made 
KNBC-FM  San  Francisco,  party  to  proceed- 
ing. Ann.  May  4. 

Manchester.  Conn. — Manchester  Bcstg.  Co., 
granted  107.9  me.  5.29  kw.  P.O.  address  Box 
946,  Manchester.  Estimated  construction  cost 
$7,500,  first  year  operating  cost  $4,500.  Appli- 
cant is  John  Deme,  who  owns  WINF  Man- 
chester. Ann.  May  4. 

Concord  Kannapolis  Bcstg.  Co.,  Concord, 
N.C. — Designated  for  hearing  application  for 
new  class  B fm  station  to  operate  on  97.9 
me;  ERP  3.35  kw;  ant.  height  104  ft.  Ann. 
May  4. 

O’Keefe  Bcstg.  Co.,  Levittown-Fairless 
Hills,  Pa. — Designated  for  hearing  applica- 
tion for  new  class  B fm  station  to  operate 
on  100.1  me;  ERP  1 kw;  ant.  height  134  ft.; 
made  David  L.  Kurtz,  applicant  for  new  fm 
station  on  100.3  me  in  Philadelphia,  party  to 
proceeding.  Ann.  May  4. 

APPLICATIONS 

Washington,  D.C.— American  U.,  88.5  me 
3.92  kw.  P.O.  address  Massachusetts  & Ne- 
braska Aves.  N.W.,  Washington,  D.C  Esti- 
mated construction  cost  $19,103,  first  year 
operating  cost  $22,700.  Educational,  non-com- 
mercial. Ann.  April  29. 

Fort  Pierce,  Fla.— Indian  River  Bcstg.  Co., 

95.5  me,  2.48  kw.  P.O.  address  Box  1401 

FoT}  Fla-  Estimated  construction 

cost  $12,193,  first  year  operating  cost  $4,000 
revenue  $4,000.  Principals  include  James  L 
Howe,  98.83%,  owner  of  WIRA  Fort  Pierce 
Ann.  May  3. 

Richmond,  Ind. — Central  Bcstg.  Corp.,  106  5 
me  25.8  kw  uni.  P.O.  address  West  Main  St„ 
Ind.  Estimated  construction  cost 
year  operating  cost  $2,100,  reve- 
nue $2,600.  Principals  include  C.E.  Hamilton, 
17%.  H.W.  Bockoff,  16%,  and  others.  Central 
is  licensee  of  WKBV  Richmond  and  WBAT 
Marion,  both  Indiana.  Ann.  April  29 
* Amherst,  Mass.— WGBH  Educational 

Foundation,  88.5  me,  34.4  kw.  P.O.  address 
Western  Massachusetts  Bcstg.  Council,  Am- 
herst  College,  Amherst,  Mass.  Estimated  con- 
struction  cost  $34,050,  first  year  operating 
Ann  jgF<^uca^ona''  non-commercial. 

Lumberton.  N.C. — Robeson  Bcstg.  Corp 
6 5Qr!jwT  unI;  P O address  Maxton 
Road,  Box  393,  Lumberton,  N.C.  Estimated 
construction  cost  $4,937,  first  year  operating 
cost,  $5,000,  revenue  $6,000.  Principals  include 
w'rcDPTlt’  and  others,  licensees  of 

WTSB  Lumberton.  Ann.  May  3 
Statesville,  N.C— Iredell  Bcstg.  Corp.,  96.9 
me  3.6  kw  uni.  P.O.  address  Box  1027, 
cost eS,«q  d'in  NhC- 1 Estimated  construction 
£°s‘  $9,430,  first  year  operating  cost 

$6,000,  revenue  $8,000.  Principals  are  Walter 
dnnaPukie’  5092%.  and  John  F.  Stanbery 
49.08%,  hcensees  of  WBDM  Statesville.  Mr. 
Duke  also  has  50%  interest  in  WENO  Madi- 
son, Tenn.  Ann.  April  27. 

°klahoma  City,  Okla— Nanmar,  Inc.,  100.5 
4ci45  i*nl-  p-°-  address  1334  S.W. 
29th  St.  Oklahoma  City.  Okla.  Estimated 
construction  cost  $23,295,  first  year  operating 
StpLS20R00°v,  revenue  $25,000.  Principals  art 
I^le,Bush^man  Jr-  60%.  Theodore  J. 
Bushehnan,  20%,  and  Nancy  J.  Bushelman, 
7° viho  are  associated  in  household  appli- 
ance firm.  Theodore  Bushelman  was  for- 

Oh£yA^mpIA0yei  WKRC-TV  Cincinnati, 
Ohio.  Ann.  April  21. 

L-  (Lester)  Strohl, 
17v  D-  P O-  address  614  Fern- 
crest  Dr.  Yakima,  Wash.  Estimated  con- 
struct  ion  cost  $17,748,  first  year  operating 
e?lv  wi000'  revenue  $48,000.  Applicant  form? 
erly  had  minority  interest  in  Cascade  Bcstg 
licensee  of  KIMA-AM-TV  Yakima 
mnMM"TV,P,asco'  KBAS-TV  Ephrata.’ 
J^Q-Moses  Lake,  all  Washington,  and 
KLEW-TV,  Lewiston,  Idaho.  Ann.  May  3. 

Existing  Fm  Station 

ACTION  BY  FCC 

WLOS-FM  AsheviUe,  N.C— Granted  cp 
mcC+^ngie  fr0^  class  A fm  station  on  104.3 
kw  £ S&S!?  B on  99  9 mc:  ERP  from  9.1 
250  kw;  ant.  height  from  130  ft.  to 
ft.,  engineering  condition.  Ann.  May  4. 
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SUMMARY  OF  COMMERCIAL  BROADCASTING 


AM 

FM 

TV 


Compiled  by  BROADCASTING  through  May  4 


ON  AIR 

Lie.  Cps. 


CP  TOTAL  APPLICATIONS 
Not  on  air  For  new  stations 


3,407  66  77 

650  79  178 

473  55  104 


848 

120 

121 


OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  May  4 

VHF  UHF 

Commercial  450  77 

Non-commercial  33  11 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  March  31,  1960 


AM 

Licensed  (all  on  air)  3,406 

CPs  on  air  (new  stations)  59 

CPs  not  on  air  (new  stations)  81 

Total  authorized  stations  3,546 

Applications  for  new  stations  (not  in  hearing)  609 

Applications  for  new  stations  (in  hearing)  214 

Total  applications  for  new  stations  823 

Applications  for  major  changes  (not  In  hearing)  686 

Applications  for  major  changes  (in  hearing)  194 

Total  applications  for  major  changes  880 

Licenses  deleted  0 

CPs  deleted  0 


FM 

648 

51 

152 

867 

77 

38 

115 

40 

9 

49 

0 

3 


TV 

527 

44 


TV 

4721 

552 

97 

672 

49 

70 

119 

32 

19 

51 

0 

8 


1 There  are,  in  addition,  ten  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 
licenses. 

'There  are,  in  addition,  3B  tv  cp-hoid»rs  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 


APPLICATIONS 

KFSD-FM  San  Diego,  Calif. — Cp  to  increase 
ERP  from  35  kw  to  100  kw,  increase  ant. 
height  above  average  terrain  from  425  ft. 
to  641  ft.,  change  ant.-trans.  location, 
change  main  studio  location,  change  type 
ant.  and  make  changes  in  ant.  system.  Ann. 
May  3. 

CALL  LETTERS  ASSIGNED 

WMOP-FM  Ocala,  Fla— Andrew  B.  Let- 

KAHI-FM  Auburn,  Calif— Donnelly  C. 
Reeves. 

WKKD-FM  Aurora,  111— Russell  G.  Salter. 
WRMN-FM  Elgin,  111— Elgin  Bcstg.  Co. 
WAMV-FM  East  St.  Louis,  111— Hess- 
Hawkins  Co. 

WJMD  (FM)  Bethesda,  Md. — Best.  Man- 
agement Inc.  Changed  from  WUST-FM. 

WIPE  (FM)  Detroit,  Mich— Earl,  Mul- 
lins, Torian  Propst  & Stein. 

WQIX  (FM)  Jackson,  Mich.  — Booth 
Bcstg.  Co.  Changed  from  WBBC  (FM). 

WMOU-FM  Berlin,  N.H— Berlin  Bcstg. 
Co.  Changed  from  WKCQ  (FM). 

WNBC4FM  New  York,  N.Y— National 
Bcstg.  Co.  Changed  from  WRCA-FM. 

WRVM-FM  Rochester,  N.Y— State  Bcstg. 
Co. 


WAGY-FM  Forest  City,  N.C. — Tri-City 
Bcstg.  Co. 

WDBN  (FM)  Barberton,  Ohio — Indepen- 
dent Music  Bcstrs.  Inc. 

*WGUC  (FM)  Cincinnati,  Ohio — U.  of 
Cincinnati. 

WINE  (FM)  Pittsburgh,  Pa— Golden  Tri- 
angle Bcstg.  Inc.  Changed  from  WEEP- 
FM. 

WIAC-FM  San  Juan,  P.R. — Radio  Station 
WIBS  Inc. 

*KUER  (F  ) Salt  Lake  City,  Utah— U.  of 
Utah. 

WHLF-FM  South  Boston,  Va— Halifax 
Bcstg.  Co. 

KOTO  (FM)  Seattle,  Wash— Arthur 
Siegal. 

WMKE  (FM)  Milwaukee,  Wis. — Beacon 
Electronics  Inc. 

WBON  (FM)  Milwaukee,  Wis. — Music- 
Air  Inc. 

Ownership  Changes 

ACTIONS  BY  FCC 

KBLF  Red  Bluff,  Calif— Granted  trans- 
fer of  control  from  Victor  Industries  Corp. 
and  Clay  McGowen  to  Victor  Corp. 
(United  American  Metals  Corp.  100%  owned 
by  Victor  Muscat;  Mr.  McGowan,  and  Dr. 
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Equipping  a 
Radio  Station? 


Miniature 

Microphone 

only  $8250 


This  RCA  Miniature  Dy- 
namic Microphone  is  as 
inconspicuous  as  modern 
microphone  design  can  make 
it!  Just  29ai"  long,  it  weighs 
but  2.3  ounces.  And,  in 
spite  of  its  compactness, 
the  BK-6B  is  a durable, 
high-quality  microphone. 
Try  it  for  remotes!  You’ll 
find  it  excellent  for  inter- 
views, panel  shows  and 
sports.  It’s  a great  value 
at  $82.50! 

Order  your  BK-6B  now!  Write 
to  RCA,  Dept.  GB-22, Building 
15-1,  Camden,  N.  J.  Whatever 
your  broadcast  equipment  needs, 
see  RCA  FIRST! 


RADIO  CORPORATION 
of  AMERICA 


Sydney  E.  Lipsky);  consideration  $480,000 
for  75%  Victor  Industries  interest  and  5% 
of  Mr.  McGowan’s  25%  interest  with  option 
to  purchase  remaining  20%  owned  by  Mr. 
McGowan.  Ann.  May  4. 

KJBS  San  Francisco,  Calif. — Granted  as- 
signment of  cp  and  license  to  Argonaut 
Bcstg.  Co.  (L.R.  Rhodes,  president)  considera- 
tion $425,000  including  20-year  lease  of 
land.  One  assignee  stockholder  has  interest 
in  KNGS  Hanford,  and  two  have  interest 
in  KFIV  Modesto,  Calif.  Ann.  May  4. 

WJBS  Deland,  Fla.— Granted  transfer  of 
control  from  Charles  B.  Britt  and  James 
S.  Ayers  to  Dale  S.  and  Frances  L.  Phares; 
consideration  $65,000.  Ann.  May  4. 

KANI,  Kailua,  Hawaii;  KOHO,  Honolulu, 
Hawaii — Granted  (1)  renewal  of  license  of 
KANI  and  (2)  transfer  of  control  of  KANI 
and  KOHO  from  M.K.  Riley,  et  al.  25  other 
stockholders),  to  Akiyoslii  Hayashida,  et  al. 
(67  other  stockholders);  reorganization  in- 
volving stock  transactions.  Ann.  May  4. 

KANI  Kailua,  Hawaii — Granted  assign- 
ment of  licenses  to  Oahu  Bcstg  Co.  (Jerry 
J.  Neville  and  Jack  Latham);  consideration 
$20,000.  Ann.  May  4, 

WFLB  Fayetteville,  N.C. — Granted  trans- 
fer of  control  from  W.M.K.  Bender  and  six 
others  to  John  W.  Hensdale,  Terry  Sanford, 
L.W.  Allen,  Dickson  Phillips,  Donald  W. 
McCoy,  L.S.  Weaver  Jr.,  and  T.D.  Hatcher 
Jr.;  consideration  $7,000  for  87.5%  interest. 
Ann.  May  4. 

WTVC(TV)  (ch.  9)  Chattanooga,  Tenn.; 
WTVM(TV)  (ch.  9)  Columbus,  Ga. — Granted 
relinquishment  of  negative  control  by  E.D. 
and  Roy  E.  Martin  Jr.,  through  gift  of  4 
shares  of  stock  to  C.L.  Patrick.  Ann.  May  4. 

WJHL-AM-FM  Johnson  City,  Tenn. — 
Granted  assignment  of  licenses  to  Tri-Cities 
Bcstg.  Inc.  (James  C.  Wilson,  president); 
consideration  $230,000,  conditioned  that  as- 
signment not  be  consummated  until  James 
C.  Wilson  and  Josephine  D.  Wilson  dispose 
of  their  interest  in  application  for  new 
station  in  Bristol,  Tenn.  Ann.  May  4. 

KUKO  Post,  Tex. — -Granted  assignment  of 
license  from  Grady  Franklin  Maples  and 
R.B.  McAlister  to  Galen  O.  Gilbert  and 
Phil  Crenshaw,  d/b  as  Radio  Station  KUKO; 
consideration  $49,800;  without  prejudice  to 
such  action  as  commission  may  determine  is 
warranted  with  respect  to  other  applica- 
tions or  broadcast  interests  of  Maples  based 
on  testimony  and  exhibits  in  hearing  on 
application  of  Laramie  Bcstrs  for  new  sta- 
tion in  Laramie,  Wyo.  Comr.  Bartley  dis- 
sented. Ann.  May  4. 

WELK  Charlottesville,  Va. — Granted  as- 
signment of  license  to  Turnbull,  Deter  & 
Co.,  Margaret  Millar  Inc.,  and  Sterling  Hard- 
ware Co.,  d/b  as  Virginia  Bcstg  Co.;  consid- 
eration $100,000  and  employment  of  Law- 
rence Lee  Kennedy  as  chief  engineer  for 
5 years  at  $5,000  a year;  conditioned  that 
assignment  not  be  consummated  until  Bar- 
bara C.T.  Brown,  announcer  - women’s 
director  for  WINA  Charlottesville,  disposes 
of  her  preferred  stock  in  Margaret  Millar 
Inc.  Ann.  May  4. 

WBCI  Williamsburg,  Va. — Granted  trans- 
fer of  negative  control  from  Mary  and 
Richard  S.  Cobb  through  purchase  of  stock 
by  Allaun  Corp.  (William  E.  Allaun,  Jr., 
president);  consideration  $45,022.  Ann. 
May  4. 

APPLICATIONS 

KNGS  Hanford,  Calif. — Seeks  assignment 
of  license  from  Vallejo  Bcstg.  Co.  to  Kings 
Bcstg  Co.  for  $310,000.  Principals  are  John 
C.  Cohan,  70%,  and  Edward  S.  Shattuck, 
30%.  Mr.  Cohan  is  owner  of  KVEC  San 
Luis  Obispo,  and  holds  46.5%  interest  in 
Salinas  Valley  Bcstg.  Corp.,  licensee  of 
KSBW-AM-TV  Salinas,  and  KSBY-TV  San 
Luis  Obispo,  all  California.  Mr.  Shattuck  is 
attorney,  has  served  as  director  of  Salinas 
Valley  Bcstg.  Corp.  Ann.  May  3.  - 

WKAT  Miami  Beach,  Fla. — Seeks  involun- 
tary transfer  of  control  of  WKAT  Inc.  from 
A.  Frank  Katzentine,  sole  owner,  to  Estate 
of  A.  Frank  Katzentine,  deceased,  with 
his  wife  acting  as  executrix.  No  financial 
consideration.  Ann.  April  29. 

WDEE  Hamden,  Conn. — Seeks  assignment 
of  cp  from  Vincent  DeLaurentis  to  Southern 
New  England  Bcstg.  Corp.,  a corporation. 
No  financial  consideration  involved.  Ann. 
May  3. 

WYZE  Atlanta,  Ga. — Seeks  transfer  of 
control  of  Atlanta  Bcstg  Co.  from  George  C. 
Nicholson,  40%,  Chester  E.  Jones  and  Roy 
V.  Harris,  30%  each,  to  Messrs.  Jones  and 
Harris,  equal  partners,  under  an  agree- 
ment whereby  Mr.  Nicholson  will  transfer 
his  holdings  plus  $18,000  to  Messrs.  Jones 
and  Harris  in  exchange  for  certain  real 
estate  holdings.  Ann.  April  29. 

WAUG-AM-FM  Augusta,  Ga.  — Seeks 
transfer  of  control  of  Garden  City  Bcstg.  Co. 
from  Chester  E.  Jones  and  George  C.  Nichol- 
son, equal  partners,  to  Chester  E.  Jones, 
sole  owner,  for  $15,000.  Ann.  April  29. 

KVOP  Bastrop,  La. — Seeks  assignment  of 
license  of  Bastrop  Bcstg  Co.  from  company 


to  corporation.  No  financial  consideration 
involved.  Ann.  May  3. 

WBRN  Big  Rapids,  Mich. — Seeks  trans- 
fer of  control  of  WBRN  Inc.  from  Spencer 
Denison,  Marjorie  Denison,  27%  each  (ac- 
cording to  divorce  decree),  and  John  A. 
White,  45%,  to  John  A.  White,  52%,  Spen- 
cer Denison,  27.5%  and  Marjorie  Denison, 
20%,  for  $2,091  paid  by  Mr.  White  to  Mrs. 
Denison.  Ann.  April  29. 

WFDF  Flint,  Mich. — Seeks  transfer  of 
control  of  Trebit  Corp.  from  Harry  W.  Bit- 
ner  Jr.,  42.8%,  and  Evelyn  H.  Bitner,  9.04%, 
and  others,  to  Harry  W.  Bitner,  51.8%. 
Transfer  of  stock  is  gift  from  mother  to 
son,  no  financial  consideration.  The  Bitner 
family  controls  73%  of  Trebit  Corp.  Ann. 
May  2. 

WROB  West  Point,  Miss. — Seeks  assign- 
ment of  license  from  Robert  L.  McRaney  Sr. 
to  Bob  McRaney  Enterprises  Inc.  No  finan- 
cial consideration  involved.  Ann.  April  25. 

KURL  Billings,  Mont. — Seeks  assignment 
of  license  from  Yellowstone  Bcstg.  to  Yel- 
lowstone Bcstg.  Corp.  No  financial  consid- 
eration involved.  Ann.  April  27. 

WLBG  Laurens,  S.C. — Seeks  assignment 
of  license  from  Laurens-County  Bcstg.  Co. 
to  Laurens-County  Bcstg.  Inc.,  merger  into 
parent  corporation.  No  financial  considera- 
tion involved.  Ann.  May  3. 

WEAG  Alcoa,  Tenn. — Seeks  assignment  of 
license  from  Blount  County  Bcstg.  Co.  to 
Blount  County  Bcstg.  Inc.  No  financial 
consideration  involved.  Ann.  May  3. 

KAYG  Lakewood,  Wash. — Seeks  involun- 
tary assignment  of  license  from  KFHA  to 
Marvin  A.  Young,  receiver  for  KFHA  Inc. 
appointed  by  court.  Ann.  May  3. 

WAPL  Appleton,  Wis. — Seeks  assignment 
of  license  from  WAPL  Inc.  to  John  J.  Dixon 
for  $163,000.  Mr.  Dixon  is  15%  owner  of 
WLBK  DeKalb,  111.  Ann.  April  29. 

WIXK  New  Richmond,  Wis. — Seeks  trans- 
fer of  control  of  Radio  St.  Croix  Inc.  from 
Vernon  Iwanoski,  30%,  Norman  M.  Abram- 
son, 40%,  Walter  A.  Swanson,  5%,  and 
others,  to  Victor  J.  Tedesco,  Nicholas  Tedes- 
co,  and  Zel  S.  Rice  II,  21.1%  each,  and 
others,  for  $1,875  for  stock  subscriptions. 
Purchasers  will  be  liable  to  corp.  to  pur- 
chase stock  for  $18,750.  Messrs.  Tedesco 
have  interest  in  KCUE  Red  Wing,  Minn,  and 
KFNF  Shenandoah,  Iowa.  Mr.  Rice  has  been 
stockholder  in  WIXK  since  1959.  Ann. 
April  29. 

KRAE  Cheyenne,  Wyo. — Seeks  assignment 
of  cp  from  Robert  L.  Howsam  to  Radio 
Bcstrs.  for  $1,500  to  Mr.  Howsam  plus  as- 
sumption of  $1,090  in  obligations.  Prin- 
cipals are  Ray  Winkler,  40%,  Tom  Atkins, 
20%,  and  others.  Mr.  Winkler  has  interest 
in  KZIP  Amarillo,  Tex.  Mr.  Atkins  is  em- 
ploye of  KZIP  Amarillo.  Ann.  May  3. 

Hearing  Cases 

FINAL  DECISIONS 

■ By  order,  commission  made  effective  im- 
mediately March  17  initial  decision  and 
granted  (1)  application  of  Grabet  Inc.,  Radio 
Enterprises  for  new  am  station  to  operate 
on  940  kc,  250  w,  uni.  DA,  in  Tucson,  Ariz., 
and  (2)  petition  by  W.H.  Hansen  to  dis- 
miss without  prejudice  his  application  for 
same  facilities.  Ann.  May  4. 

■ By  order,  commission,  on  petition  by 
applicant,  made  effective  immediately 
March  23  initial  decision  and  granted  appli- 
cation of  Muhlenburg  Bcstg.  Co.  to  change 
frequency  of  station  WNES  Central  City, 
Ky.,  from  1600  kc  to  1050  kc,  continuing 
operation  with  500  w,  D.  Ann.  May  4. 

■ By  order,  commission  made  effective  im- 
mediately March  23  initial  decision  and 
granted  application  of  Hiawathaland  Bcstg. 
Co.  to  increase  daytime  power  of  station 
WSOO  Sault  Ste.  Marie,  Mich.,  from  250 
w to  1 kw,  continuing  operation  on  1230 
kc,  250  w-N.  Ann.  May  4. 

INITIAL  DECISIONS 

■ Hearing  Examiner  Charles  J.  Frederick 
issued  initial  decision  looking  toward  grant- 
ing application  of  Community  Telecasting 
Corp.  for  new  tv  station  to  operate  on  ch.  8 
in  Moline,  111.,  and  denying  competing  appli- 
cations of  Tele-Views  News  Co.,  Midland 
Bcstg.  Co.,  Illiway  Tv  Inc.,  and  Moline  TV 
Corp.  Ann.  April  28. 

■ Hearing  Examiner  Thomas  H.  Donahue 
issued  initial  decision  looking  toward  grant- 
ing application  of  Island  Teleradio  Service 
Inc.,  for  new  tv  station  to  operate  on  ch.  10 
in  Charlotte  Amalie,  St.  Thomas,  Virgin 
Islands.  Ann.  April  28. 

■ Hearing  Examiner  Thomas  H.  Donahue 
issued  initial  decision  looking  toward  grant- 
ing application  of  Radio  Hanover  Inc.,  for 
new  class  B fm  station  to  operate  on  98.5 
me;  ERP  7.2  kw;  ant.  height  730  ft.,  in  York- 
Hanover,  Pa.  Ann.  May  3. 

OTHER  ACTIONS 

■ By  letter,  commission  denied  request  by 
Malco  Theatres  Inc.,  to  defer  action  for  6 
to  12  months  on  its  applications  for  new 
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JANSKY  & BAILEY  INC. 

Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  B.  C.  FEderal  3-4806 

Member  AFCCE 


Commercial  Radio  Equip.  Co. 
Everett  L KJIard,  Gen.  Mgr. 


P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 

Member  AFCCE 


RUSSELL  P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  B.C.  REpublic  7-3904 
Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  31  CRostview  4-8721 
11M  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 
Associates 

George  M.  Skiom,  Robert  A.  Jones 
19  E. Quincy  St.  Hickory  7-2401 
Riverside,  III. 

(A  Chicago  suburb) 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
12(0  SnewvMIe  Road 
BrecksvHle,  Ohio 
(a  Cleveland  Suburb) 

Tel:  JAcksen  6-4380  P.  O.  Box  82 

Member  AFCCE 


A.  E.  Tewne  Assocs.,  Inc. 


420  Taylor  St. 

San  Francisco  2,  Calif. 
PR.  5-3100 


JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1 205 
Member  AFCCE 


A.  D.  Ring  & Associates 

36  Years'  Experience  in  Radio 
Engineering 

1710  H St.,  N.W.  Republic  7-2347 
WASHINGTON  6,  D.  C. 
Member  AFCCE 


L.  H.  Carr  & Associates 

Consulting 
Radio  & Television 
Engineers 

Washington  6,  D.  C.  Fart  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 

Member  AFCCE 


HAMMETT  & EDISON 

CONSULTING  RADIO  ENGINEERS 


Box  68,  Internatioi 
San  Francisco  28,  California 
Diamond  2-5208 


J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
P.O.  Box  9044 
Austin  17,  Texas 
Glendale  2-3073 


PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 
Applications — Field  Engineering 
Suite  681  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.  Dickens  2-6281 


Service 

irectory 


PRECISION  FREQUENCY 
MEASUREMENTS 

AM-FM-TV 

COMMERCIAL  RADIO 
MONITORING  CO. 

103  S.  Market  St., 

Lee's  Summit,  Mo. 

Phone  Kansas  City,  BR.  1-2338 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 

Phone  TRowbridge  6-2810 


SPOT  YOUR  FIRM'S  NAME  HERE 
To  Be  Seen  by  85,000*  Readers 
— among  them,  the  decision-mak- 
ing station  owners  and  manag- 
ers, chief  engineers  and  techni- 
cians— applicants  for  am,  fm,  tv 
and  facsimile  facilities. 

*ARB  Continuing  Readership  Study 


—Established  1926- 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 

Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 


GEORGE  C DAVIS 

CONSULTING  ENGINEERS 
RADIO  8 TELEVISION 

527  Munsey  Bldg. 
STerling  3-0111 
Washington  4,  D.  C. 

Member  AFCCE 


GAUTNEY  & JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  Natienal  8-7757 
Washington  4,  D.  C. 

Member  AFCCE 


Lohnes  & Culver 

Munsey  Building  District  7-8215 
Washington  4,  D.  C. 
Member  AFCCE 


KEAR  & KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9< 
WASHINGTON  6,  D.  C. 

Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
FLeetwood  7-8447 

Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
Oliver  2-8528 

GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 
Radie-Television 
Cammunications-Electrenics 
1618  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 
Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

JULES  COHEN 

Consulting  Electronic  Engineer 
617  Albee  Bldg.  Executive  3-4616 
1426  G St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 

VIR  N.  JAMES 

SPECIALTY 

DIRECTIONAL  ANTENNAS 
1316  S.  Kearney  Skylina  6-1683 
Denver  22,  Colored* 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 

Member  AFCCE 

MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 

NEptune  4-4242  NEptune  4-9558 

NUGENT  SHARP 

Consulting  Radio  Engineer 
809-11  Warner  Building 
Washington  4,  D.C. 
District  7-4443 

Associate  Member 
Institute  of  Radio  Engineers 

M.  R.  KARIG  & ASSOCS. 

BROADCAST  CONSULTANTS 

Engineering  Applications 

Management  Programming 

Sales 

Glens  Falls,  N.Y. 

Glens  Falls  2-3575  Hudson  Falls  4-6780 

JOHN  H.  BATTISON 
AND  ASSOCIATES 

Consulting  Engineers  AM-FM 
SPECIALTY  TV 
209A  LaSalle  Building 
1028  Connecticut  Ave.,  N.W. 
Washington  6,  D.  C. 

RE  7-04  58 

PAUL  DEAN  FORD 

Broadcast  Engineering  Consultant 
4341  South  8th  Street 
Terre  Haute,  Indiana 

Crawford  4496 


JOHN  A.  MOSELEY 
ASSOCIATES 

RADIO  REMOTE 
CONTROL  SYSTEMS 
Box  3T92, 

Santa  Barbara,  Calif. 
Woodland  7-1469 
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ty  stations  in  Columbus,  Ohio,  on  ch.  40, 
Kansas  City,  Mo.,  on  ch.  65,  and  Davenport, 
Iowa,  on  ch.  68,  and  dismissed  applications 
for  failure  to  prosecute.  Ann.  April  28. 

■ By  memorandum  opinion  and  order, 

commission  dismissed  "statements”  filed  by 
American  Bcstg.  Co.  and  Birmingham  Tv 
Corp.  (WBMG-TV  [ch.  42]  Birmingham, 
Ala.)  requesting  addition  of  condition  to 
July  15,  1959  mod.  of  license  of  WTVY 
(WTVY  Inc.),  to  specify  change  of  opera- 
tion in  Dothan,  Ala.,  from  ch.  9 to  ch.  4. 
“Statements”  wanted  WTVY  conditioned  to 
any  interference  from  any  future  use  of  ch. 
4 in  Birmingham.  Commission  pointed  out 
that,  if  its  decision  in  Birmingham-Mont- 
gomery  rulemaking  should  so  require,  it 
could  further  modify  WTVY’s  license.  Ann. 
April  28.  . 

■ By  report  and  order,  commission  final- 
ized rulemaking  and  shifted  educational  tv 
reservation  in  Kalamazoo,  Mich.,  from  ch. 
*74  to  ch.  *46  (now  commercial  there),  thus 
leaving  ch.  74  for  commercial  use,  effective 
June  6.  Western  Michigan  U.  of  Kalamazoo 
petitioned  for  change.  Ann.  April  28. 

■ By  separate  orders,  commission  dis- 
missed certain  pleadings  containing  “scan- 
dalous and  impertinent  material”  filed  by 
Antennavision  Service  Co.,  in  Yuma,  Ariz., 
microwave  protest  proceeding;  Microrelay 
of  New  Mexico  Inc.,  in  Roswell,  N.M.,  mic- 
rowave protest  proceeding;  and  Idaho  Mic- 
rowave Inc.,  in  Twin  Falls,  Idaho,  Micro- 
wave  protest  proceeding.  These  three  appli- 
cants for  microwave  tv  relay  facilities  are  in 
hearing  because  of  tv  brodcast  station  pro- 
tests. Ann.  April  28. 

■ Commission  on  May  2 directed  prepara- 
tion of  report  and  proposed  rulemaking 
relating  to  its  Nov.  10,  1959,  extension  of 
its  inquiry  into  network  program  selection 
practices  to  consider  broadcast  programming 
practices  in  general.  This  phase  of  proceed- 
ing covered  19  days  of  testimony  before 
commission  en  banc  by  nearly  100  spokes- 
men for  religious,  educational,  women’s  and 
other  groups;  broadcast,  advertising  and 
talent  organizations,  and  other  listener  and 
professional  interests,  which  produced  record 
of  more  than  5,000  pages.  Ann.  May  2. 

■ By  memorandum  opinion  and  order, 
commission  (1)  denied  joint  petition  by 
James  E.  Walley  and  Sanval  Bcstrs.,  appli- 
cants for  new  am  stations  in  Oroville,  Calif., 
and  respondent  KCRA  Sacramento,  Calif., 
to  withdraw  previous  pleadings  by  Mr.  Wal- 
ley for  waiver  of  Sec.  3.37  of  rules  relating 
to  minimum  separation  between  stations  and 
to  designate  KCRA  renewal  application  for 


hearing,  and  by  KCRA  to  enlarge  issues  in 
consoliated  proceeding;  and  (2)  ordered  that 
petitions  and  associated  pleadings  remain 
filed  before  commission  to  be  disposed  of 
on  their  merits.  Comr.  Cross  dissented.  Ann. 
May  4. 

By  separate  memorandum  opinion  and 
order  in  above  proceeding,  commission  (1) 
granted  petition  by  KCRA  to  enlarge  issues; 
(2)  granted  petition  and  request  by  Mr. 
Walley  and  Sanval  to  extent  of  designating 
renewal  application  of  KCRA  for  hearing  in 
consolidated  proceeding  and  (3)  denied  or 
dismissed  as  moot  related  pleadings.  Comr. 
Cross  dissented.  Ann.  May  4. 

■ By  order,  commission  stayed  effective 
date  of  March  16  initial  decision  which 
looked  toward  granting  (1)  application  of 
E.O.  Smith  for  new  am  station  to  operate 
on  1190  kc,  250  w,  uni.,  DA,  in  Tolleson, 
Ariz.,  and  (2)  petition  by  William  P.  Led- 
better to  dismiss  without  prejudice  his  appli- 
cation for  similar  facilities.  Ann.  May  4. 

■ By  order,  commission  stayed  effective 
date  on  March  21  initial  decision  which 
looked  toward  (1)  granting  application  of 
Satellite  Center  Radio  Co.  for  new  am 
station  to  operate  on  1550  kc,  10  kw,  D,  in 
Arvada,  Colo.,  with  engineering  condition, 
and  (2)  denying  application  of  Denver  Bcstg. 
Co.  seeking  same  facilities  in  Denver.  Ann. 
May  4. 

■ By  memorandum  opinion  and  order, 
commission  on  petition  by  applicant,  recon- 
sidered and  granted  without  hearing  appli- 
cation of  Claiborne  Bcstg.  Co.  for  new  am 
station  to  operate  on  1250  kc,  500  w,  D,  in 
Tazewell,  Tenn.;  engineering  condition.  Ap- 
plication had  been  in  consolidated  hearing. 
Ann.  May  4. 

■ By  memorandum  opinion  and  order, 
commission  granted  motion  by  Kentuckiana 
Tv  Inc.,  and  deleted  its  application  from 
“financial  qualification”  consideration  in 
issue  2 in  consolidated  proceeding  on  Ken- 
tuckiana’s  application  and  United  Electron- 
ics Laboratories  Inc.,  for  new  tv  stations  to 
operate  on  ch.  51  in  Louisville,  Ky.  Ann. 
May  4. 

■ By  memorandum  opinion  and  order, 
commission  dismissed,  for  lack  of  compliance 
with  requirements  of  sec.  309(c)  and  405  of 
Communications  Act  and  sec.  1.191  of  rules, 
protest  by  Family  Stations  Inc.,  KEAR  (FM) 
San  Francisco,  Calif.  (97.3  me),  directed 
against  March  9 grant  of  application  of  Wil- 
liam J.  Greene  for  new  fm  station  to  operate 
on  97.7  me  in  Los  Altos,  Calif.  Ann.  May  4. 

■ Commission  designated  for  consolidated 
hearing  application  to  increase  daytime  pow- 
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er  of  WIOU  Kokomo,  Ind.,  from  1 kw  to 
5 kw,  continuing  operation  on  1350  kc  with 
1 kw-N,  DA-2;  and  following  applications 
to  increase  daytime  power  from  250  w to  1 
kw,  continuing  operation  on  1340  kc  with 
250  w-N:  KROS  Clinton,  Iowa;  WTRC  Elk- 
hart, Ind.;  WSOY  Decatur,  111.;  WJOL  Joliet, 
111.;  WLBC  Muncie,  Ind.;  WRIT  Milwaukee, 
Wis.  and  WLAV  Grand  Rapids,  Mich.;  made 
WHMI  Howell,  Mich.;  KMAQ  Maquoketa, 
Iowa;  WRAM  Monmouth,  111.;  WCSR  Hills- 
dale, Mich.  WJPF  Herrin,  111.;  KXEO  Mex- 
ico, Mo.;  WBIW  Bedford,  Ind.;  WAAP  Pe- 
oria, 111.;  WKAN  Kankakee,  111.;  WIZE 
Springfield,  Ohio;  WNCO  Ashland,  Ohio; 
WHBL  Sheboygan,  Wis.;  WMTE  Manistee, 
Mich.;  WAGN  Menominee,  Mich.,  and 
WEXI  Royal  Oak,  Mich.,  parties  to  proceed- 
ing. Ann.  May  4. 

■ By  memorandum  opinion  and  order, 
commission  (1)  denied  “statement  of  inter- 
est” and  petition  by  Camellia  Bcstg.  Co.  to 
amend  its  application  and  return  to  process- 
ing line  and  (2)  dismissed  its  application 
seeking,  among  other  things,  to  specify  dif- 
ference trans.  site  for  station  KLFY-TV  (ch. 
10)  Lafayette,  La.  Ann.  May  4. 

Routine  Roundup 

ACTIONS  ON  MOTIONS 

By  Commissioner  Robert  T.  Bartley 

■ Granted  petition  by  Fisher  Bcstg.  Co. 
and  extended  to  June  1 time  to  file  replies 
to  exceptions  in  proceeding  on  its  applica- 
tion and  that  of  Tribune  Publishing  Co.  for 
new  tv  stations  to  operate  on  ch.  2 in  Port- 
land, Ore.  Action  April  27. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

■ Granted  petition  by  James  C.  Wallen- 
tine  for  dismissal  without  prejudice  of  his 
application  and  retained  in  hearing  status 
application  of  Sam  H.  Bennion  both  for 
new  tv  stations  to  operate  on  ch.  10  in 
Pocatello,  Idaho.  Action  April  26. 

■ Upon  consideration  of  motion  by  Star 
Group  Bcstg.  Co.  and  Radio  Mississippi, 
Jackson,  Miss.,  and  with  consent  of  Broad- 
cast Bureau,  extended  from  April  29  to 
May  6 period  heretofore  allowed  moving 
parties  for  submitting  affidavits  relative  to 
pending  petition  for  dismissal  without 
prejudice  of  Star  Group  application.  Ap- 
plications are  in  consolidated  hearing  with 
am  applications  of  Cookeville  Bcstg.  Co., 
Cookeville,  Tenn.,  et  al.  Action  April  29. 

By  Hearing  Examiner  J.  D.  Bond 

■ Pursuant  to  agreements  reached  by  all 
parties  at  April  26  hearing,  continued  fur- 
ther hearing  upon  applications  in  group  2 
to  May  10  in  proceeding  on  applications  of 
Cookeville  Bcstg.  Co.,  Cookeville,  Tenn., 
et  al.  Action  April  26. 

■ Granted  petition  by  Belton  Bcstrs.  Inc., 
and  extended  dates  for  certain  procedural 
steps  in  proceeding  on  its  application  for 
new  am  station  in  Belton,  Tex.,  et  al;  con- 
tinued hearing  on  engineering  and  non- 
engineering matters  from  May  17  to  July 
25.  Action  May  2. 

By  Hearing  Examiner  Thomas  H.  Donahue 

■ On  own  motion,  continued  hearing  from 
April  28  to  date  to  be  determined  at  pre- 
hearing  conference  scheduled  for  that  date 
in  proceeding  on  fm  applications  of  Bible 
Institute  of  Los  Angeles  Inc.  (KBBI)  Los 
Angeles  and  Benjamin  C.  Brown,  Ocean- 
side,  Calif.  Action  April  27. 

■ On  own  motion,  reopened  record  and 
scheduled  hearing  for  9 a.m.,  May  4,  in 
proceeding  on  am  applications  of  S&W 
Enterprises  Inc.,  Woodbridge,  Va.,  et  al. 
Action  April  28. 

By  Hearing  Examiner  Charles  J.  Frederick 

■ Granted  petition  (with  supplement)  by 
Niagara  Bcstg.  System  (WNIA)  Cheek - 
towaga,  N.Y.,  for  leave  to  amend  its  am 
application  to  request  change  of  power 
from  250  w to  500  w in  lieu  of  1 kw.  Appli- 
cation is  consolidated  for  hearing  with 
Fredericksburg  Bcstg.  Corp.  (WFVA)  Fred- 
ericksburg, Va.,  et  al.  Action  April  29. 

■ Scheduled  hearing  for  May  18  in  pro- 
ceeding on  applications  of  Alvarado  Tv.  Co., 
Inc.  (KVOA-TV)  and  Old  Pueblo  Bcstg. 
Co.  (KOLD-TV)  Tucson,  Ariz.  Action  April 
29. 

■ Granted  joint  request  by  applicants 
and  continued  from  May  11  to  June  1 date 
to  file  proposed  findings  and  closed  record 
in  proceeding  on  applications  of  Alkima 
Bcstg.  Co.,  Herman  Handloff,  and  Howard 
Wasserman  for  new  stations  in  West  Ches- 
ter, Pa.,  and  Newark,  Del.  Action  April  29. 
By  Hearing  Examiner  Walther  W.  Guenther 

■ Granted  request  of  First  Presbyterian 
Church  of  Seattle,  Wash.,  and  continued 
prehearing  conference  from  April  28  to 
May  13  in  proceeding  on  its  application  for 
renewal  of  license  of  station  KWT,  Seattle, 
and  applications  of  Washington  State  Univ., 
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for  renewal  of  license  of  station  KWSC  and 
for  mod.  of  license  of  station  KWSC  Pull- 
man, Wash.  Action  April  26. 

■ On  own  motion,  scheduled  prehearing 
conference  for  2 p.m.,  May  6,  in  proceeding 
on  applications  of  Paul  J.  Molnar  and  Ohio 
Music  Corp.,  for  new  fm  stations  in  Cleve- 
land, Ohio.  Action  April  29. 

By  Hearing  Examiner  Annie  Neal  Huntting 

■ Granted  petition  by  United  Bcstg.  Co., 
and  designated  various  procedural  dates  in 
proceeding  on  its  application  for  new  am 
station  in  Beverly,  Mass. — May  20  for  ex- 
change of  exhibits  constituting  direct  case 
and  June  10  for  prehearing  conference. 
Action  April  26. 

By  Hearing  Examiner  David  I.  Kraushaar 

■ Scheduled  special  prehearing  confer- 
ence for  May  3 in  proceeding  on  am  ap- 
plications of  Creek  County  Bcstg.  Co.,  Sa- 
pulpa,  Okla.,  et  al.  Action  April  29. 

By  Hearing  Examiner  Forest  L.  McClenning 

■ By  order,  formalized  agreements 
reached  at  April  26  prehearing  conference 
in  proceeding  on  applications  of  Independ- 
ent Bcstg.  Co.,  and  High  Fidelity  Music 
Co.  for  new  fm  stations  in  Darien,  Conn., 
and  Port  Jefferson,  N.Y.;  continued  hear- 
ing from  May  16  to  June  20.  Action  April 
26. 

■ Admitted  into  evidence  applicant’s  ex- 
hibit AAES  and  closed  record  in  proceeding 
on  am  application  of  Radio  Americas  Corp. 
(WORA)  Mayaguez,  P.  R.  Action  April  28. 
By  Hearing  Examiner  Herbert  Sharfman 

■ On  request  by  Broadcast  Bureau  and 
without  objection  by  other  parties,  ordered 
that  prehearing  conference  scheduled  for 
May  10  at  10  a.m.  will  be  held  at  9 a.m. 
instead  on  same  date  in  proceeding  on 
applications  of  Wilmer  E.  Huffman,  Francis 
C.  Morgan,  Jr.,  and  Pier  San  Inc.,  for  am 
facilities  in  Pratt  and  Larned,  both  Kansas. 
Action  April  26. 

■ On  request  by  Lawrence  W.  Felt,  Carls- 
bad, Calif.,  because  of  his  proposed  filing 
of  petition  for  leave  to  amend  which  may 
obviate  necessity  for  hearing,  and  without 
objection  by  other  parties,  continued  hear- 
ing from  May  2 to  May  18  in  proceeding  on 
Mr.  Felt’s  fm  application  and  that  of  Inter- 
national Good  Music  Inc.,  San  Diego,  Calif. 
Action  April  27. 

■ Issued  statement  and  order  after  pre- 
heaTing  conference  in  proceeding  on  ap- 
plications of  Clarence  E.  Wilson  and  Mor- 
ton Bcstg.  Co.,  for  am  facilities  in  Hobbs, 
N.M.,  and  Morton,  Tex.;  scheduled  dates 
which  shall  govern  proceeding,  and  con- 
tinued hearing  from  June  1 to  June  28.  Ac- 
tion May  2. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

■ Granted  petition  by  Broadcast  Bureau, 
and  extended  to  May  3 time  for  filing  pro- 
posed findings  and  conclusions  and  to 
May  18  for  filing  reply  findings  in  pro- 
ceeding on  application  of  Bay  Area  Elec- 
tronic Assocs.  for  new  am  station  in  Santa 
Rosa,  Calif.  Action  April  28. 

■ Pursuant  to  agreements  arrived  at 
during  April  29  prehearing  conference, 
scheduled  dates  which  shall  govern  hear- 
ings on  evidence  with  respect  to  group 
3.  which  will  be  heard  in  three  steps,  in 
consolidated  am  proceeding  on  applications 
of  Michigan  Bcstg.  Co.  (WBCK)  Battle 
Creek,  Mich.,  et  al.  Scheduled  May  26  for 
hearing  with  respect  to  group  3.  Action 
April  29. 


BROADCAST  ACTIONS 
by  Broadcast  Bureau 
Actions  of  April  29 

KMMJ  Grand  Island,  Neb. — Granted  ac- 
quisition of  positive  control  by  Don  Searle 
through  purchase  of  stock  from  Harry  A. 
Searle  Jr.  and  Helen  Searle  Blanchard. 

KXXX  Colby,  Kans. — Granted  acquisition 
of  positive  control  of  Town  & Farm  Co.  by 
Don  Searle  through  purchase  of  stock  from 
Harry  A.  Searle  Jr.  and  Helen  Searle 
Blanchard. 

WIBW  Topeka,  Kans. — Granted  mod.  of 
license  to  operate  main  trans.  by  remote 
control  using  DA-N,  conditions. 

KUEQ  Phoenix,  Ariz. — Granted  mod.  of  li- 
cense to  change  studio  location  and  op- 
erate trans.  by  remote  control  using  DA; 
conditions. 

WEEI-FM  Boston,  Mass. — Granted  mod.  of 
license  to  change  remote  control  point; 
without  prejudice  to  such  action  as  com- 
mission may  deem  warranted  as  result  of 
its  final  determinations  with  respect  to; 
f 1 ) conclusions  and  recommendations  set 
forth  in  report  of  network  study  staff;  (2) 
related  studies  and  inquiries  now  being  con- 
sidered or  conducted  by  commission;  and 
(3)  pending  .anti-trust  matters. 

WTOP  Washington,  D.C. — Granted  mod. 
of  licenses  to  operate  main  and  auxiliary 


trans.  by  remote  control,  daytime  only; 
conditions. 

WLAV-FM  Grand  Rapids,  Mich.— Granted 
mod.  of  license  to  operate  trans.  by  remote 
control. 

K70BY,  K77AD,  K80AE  Globe-Miami, 
Ariz. — Granted  cps  to  change  frequency 
from  ch.  83  to  ch.  70;  ERP  to  284.58  w; 
trans.,  type  ant.  and  equipment  changes; 
ERP  to  172  w;  type  trans.  and  make 
changes  in  ant.  system;  ERP  to  284.58  w; 
type  trans.,  and  make  changes  in  ant. 
system. 

*WEPS  (FM)  Elgin,  HI.— Granted  cp  to 
change  frequency  to  90.9  me;  ERP  380  w; 
ant.  height  24  ft.;  install  new  trans. 

WLYC-FM  Williamsport,  Pa. — Granted  cp 
to  increase  ERP  to  3.8  kw;  decrease  ant. 
height  to  1,140  ft.;  install  new  type  ant. 
and  make  changes  in  ant.  system;  remote 
control  permitted. 

WPCT  Putnam,  Conn. — Granted  cp  to  in- 
stall new  trans.  (present  trans.  location)  as 
auxiliary  trans.  with  remote  control  op- 
eration from  studios. 

WHOM-FM  New  York,  N.Y.— Granted  cp 
to  install  new  type  trans.  as  alternate  main 
trans.  (present  main  trans.  site);  remote 
control  permitted. 

*WMTI  (FM)  Norfolk,  Va.— Granted  cp  to 
increase  ERP  to  12.5  kw  and  install  new 
ant. 

WEZL  Richmond,  Va. — Granted  cp  to 
make  changes  in  ant.  system. 

WICE  Providence,  R.I. — Granted  cp  to 
make  changes  in  auxiliary  trans  equip- 
ment, modify  trans.  and  increase  power. 

KBEL  Idabel,  Okla. — Granted  cp  to  in- 
stall new  trans. 

WSPD  Toledo,  Ohio — Granted  cp  to  in- 
stall new  trans. 

KENS  San  Antonio,  Tex. — Granted  cp  to 
install  new  trans.  as  alternate  main  night- 
time, auxiliary  daytime;  remote  control 
permitted  while  using  non-DA. 

KWG  Stockton,  Calif. — Granted  cp  to  in- 
stall new  type  trans. 

WNDR  Syracuse,  N.Y. — Granted  cp  to  in- 
stall new  trans.  as  auxiliary  trans. 

KRLD  Dallas,  Tex. — Granted  cp  to  in- 
stall new  alternate  main  trans  (present  lo- 
cation of  main  trans. 

WFRX  West  Frankfort,  111.— Granted  cp 
to  make  changes  in  ant.  system  (decrease 
height ) . 

WRLX  (FM)  Hopkinsville,  Ky.— Granted 


cp  to  make  changes  in  trans.  equipment;  in- 
crease ERP  to  16.5  kw;  remote  control  per- 
mitted. 

K71AU  Salt  Lake  City,  Utah— Waived  secs. 
4.701  and  4.731  of  rules  and  granted  mod. 
of  cp  to  change  ERP  to  10.6  w and  trans. 
ant.  system. 

WNAV  Annapolis,  Md. — Granted  mod.  of 
cp  to  change  trans.  to  be  used  D and  N 
(only  1 main  trans.). 

KZUN-FM  Opportunity,  Wash.— Granted 
mod.  of  cp  to  change  type  trans.,  type  ant., 
and  make  changes  in  trans.  equipment. 

KNIA  Knoxville,  Iowa — Granted  mod.  of 
cp  to  change  ant. -trans.  and  main  studio 
location. 

WESN  North  Augusta,  S.C.— Granted  mod. 
of  cp  to  change  type  trans.  and  make 
changes  in  trans.  equipment  (frequency 
and  modulation  monitors). 

KMIS  Portageville,  Mo. — Granted  mod. 
of  cp  to  change  type  trans. 

WLDA  Lucedale,  Miss. — Granted  mod. 
of  cp  to  change  ant-trans.  and  main  studio 
location  and  make  changes  in  ant.  (de- 
crease height)  and  changes  in  ground  sys- 
tem. 

WCSH  Portland,  Me.— Granted  mod.  of 
cp  to  change  type  trans. 

KYNO  Fresno,  Calif. — Granted  mod.  of 
cp  to  use  present  trans.  at  night  and  new 
trans.  for  daytime  (two  main  trans.). 

WTBM-FM  Tomah,  Wis— Granted  mod. 
of  cp  to  decrease  ERP  to  17.5  kw,  change 
type  ant.  and  make  changes  in  ant.  system. 

WITA-FM  San  Juan,  P.R. — Granted  mod. 
of  cp  to  make  changes  in  ant.  system;  ant. 
125  ft. 

WLOM  (FM)  Chattanooga,  Tenn. — Granted 
mod.  of  cp  to  decrease  ERP  to  38  kw;  ant. 
height  to  1,210  ft.;  change  type  trans.  and 
type  ant.;  and  change  location  500  ft.  east 
of  present  site  (same  description). 

KGGK  (FM)  Garden  Grove,  Calif.- 
Granted  mod.  of  cp  to  increase  ERP  to  1 kw; 
decrease  ant.  height  to  160  ft.;  change  type 
ant.  and  make  changes  in  ant.  system. 

■ Following  stations  were  granted  ex- 
tensions of  completion  dates  as  shown : 
KSWO-TV  Lawton,  Okla.  to  June  29;  KXL 
Portland,  Ore.  to  June  22;  WOXF  Oxford, 
N.C.  to  June  1;  WIVI  Christiansted,  St. 
Croix,  V.I.  to  July  1;  KMIS  Portageville, 
Mo.  to  November  25;  WMOZ  Mobile,  Ala. 

Continued  on  page  111 


AUTOMATIC  CONTINUOUS  PROGRAMMING 
COLLINS  AUTOMATIC  TAPE  CONTROL 


A press  of  a button  is  all  it  takes  for 
complete  and  continuous  programming 
with  the  Collins  Automatic  Tape  Control. 
Tape  recorded  spots,  announcements  or 
programs  are  on  the  air,  on  cue,  every 
time.  No  more  threading,  cueing  or  re- 


winding. Each  modular  rack  holds  120 
tape  cartridges  individually  labeled,  com- 
pletely accessible.  Cartridges  for  program- 
ming in  segments  from  40  seconds  to  31 
minutes.  Contact  your  Collins  represent- 
ative for  complete  information. 


COLLINS  RADIO  COMPANY  • CEDAR  RAPIDS  • DALLAS  • BURBANK 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

• SITUATIONS  WANTED  204  per  word — $2.00  minimum  • HELP  WANTED  254  per  word — $2.00  minimum. 

• DISPLAY  ads  $20.00  per  inch — STATIONS  FOR  SALE  advertising  require  display  space. 

• All  other  classifications  304  per  word — $4.00  minimum. 

• No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
etc.,  sent  to  box  numbers  are  sent  at  owner’s  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 


Help  Wanted — (Cont’d) 


Help  Wanted — (Cont’d) 


Help  Wanted — Management 


Sales 


Announcers 


Managers  - commercial  manager  - salesman. 
Mid  south  chain  has  opening — experienced 
salesman  with  management  potential — 28- 
40 — married,  Liberal  guarantee,  rapid  ad- 
vancement, all  moving  expenses.  Send  re- 
sume, recent  photo.  Box  198A,  BROAD- 
CASTING. 


Station-sales  manager.  Small  Chicago  subur- 
ban operation.  Need  real  “take-charge”  man 
— strong  on  sales  . . . become  active  in  com- 
munity. Salary  and  incentive.  Must  have 
small  station  management  background.  Write 
fully  in  confidence.  Box  335A,  BROADCAST- 
ING. 


Wanted:  Radio  station  manager.  1st  license 
desirable  but  not  required.  Advancement 
opportunity.  Salary  and  commission.  Radio 
Station  KVOU,  Uvalde,  Texas. 


Sales 


$100-5150  weekly  guarantee  plus  commis- 
sion and  bonus  plan  for  aggressive  self- 
starter salesman.  Top  station  Washington, 
D.C.  market.  Box  867P,  BROADCASTING. 


Due  to  shift  in  group  operations,  desirable 
sales  position  open  to  man  with  sufficient 
knowhow  and  energy  to  deserve  it.,  Estab- 
lished high  earnings  account  list,  liberal 
guarantee  and  commission,  outstanding 
fringe  benefits.  Top  Pulse  fulltimer  in 
friendly,  pleasant,  prosperous  Illinois  city 
of  50,000.  Congenial  professional  staff.  Write 
Box  267 A,  BROADCASTING. 


Local  salesman  for  selectively  programmed 
fm  station  greater  New  York  area.  Challeng- 
ing opportunity.  Guarantee  and  commission 
for  right  man.  Resume,  photo.  Box  275A, 
BROADCASTING. 


You  do  very  well  financially  in  radio  sales 
and  have  been  selling  fulltime  for  at  least 
3 years.  You  want  to  move  to  Florida  and 
really  live  12  months  out  of  the  year.  This 
is  your  chance.  Your  potential  in  this  south 
Florida  coastal  metropolitan  market  is  ex- 
cellent with  opportunity  to  advance  to  sales 
manager  or  general  manager  of  one  of  the 
3 stations  in  the  chain.  Give  references  and 
tell  all  in  the  first  letter.  Box  283S,  BROAD- 
CASTING. 


New  daytime  station  in  Virginia  desires 
experienced  salesman  with  announcing 
ability.  Above  average  salary  plus  com- 
mission for  qualified  man.  Box  301A, 
BROADCASTING. 


Small  community  station  in  northeast 
North  Carolina  needs  salesman  to  take  over 
sales  department.  Excellent  future  with 
family  group.  Must  have  good  references. 
Also  opening  for  live-wire  newsman-an- 
nouncer who  wants  to  grow  with  progressive 
organization.  Box  353A,  BROADCASTING. 


Small  metroplitan  type  market  in  southwest 
has  an  opening  for  an  aggressive  time  sales- 
man. Guarantee  against  commission,  ability 
to  do  some  air  work  helpful.  Send  resume, 
salary  requirements  and  photo.  This  is  a 
permanent  position  for  the  right  man.  Box 
356A,  BROADCASTING.  


Wanted,  experienced  salesman-announcer. 
Medium  size  competitive  Virginia  market. 
Base  plus  commission.  Good  potential  for 
man  who  likes  to  sell.  Minimum  air  work. 
Send  photo  and  resume.  Box  415A,  BROAD- 
CASTING. 


Remote  studio  manager — Salesman  an- 
nouncer with  management  capabilities.  One 
additional  employe  at  studio.  Excellent 
earning  potential  proven.  Contact  A1  Far- 
ber,  KXGI,  Fort  Madison,  Iowa. 


Enthusiastic  and  aggressive  salesman  with 
dj  and/or  production  experience.  Only 
stable,  experienced,  qualified  apply.  Num- 
ber 1 ratings.  CBS  Network.  Carl  Hallberg, 
WDBO-Radio,  Orlando,  Florida. 


Experienced  salesman — $100  per  week  draw 
against  commission  up  to  twenty-five  per- 
cent. WNCO,  Ashland,  Ohio. 


$125  weekly  guarantee  for  right  man.  Ter- 
rific opportunity  for  advancement  at  this 
Pulse  rated  #1  station.  Send  full  details  and 
photo.  WWCO  Waterbury,  Conn. 


Announcers 


Modem  number  one  format  station  in  one 
of  ten  largest  markets  auditioning  fast- 
paced,  live-wire  announcers.  Key  station 
leading  chain  offers  big  pay,  big  opportu- 
nity. Send  tape  to  Box  864P,  BROADCAST- 
ING. 


South  Florida.  Metro  market.  Need  fast 
paced,  lively  swinging  dj.  Rush  tape,  re- 
sume. Box  284S,  BROADCASTING. 


Bright  fast-paced  dj  ready  for  pd.  #1  rated 
radio  station  in  market  of  150,000.  Oppor- 
tunity for  television  experience.  Send  tape, 
picture  and  resume  Box  285A,  BROAD- 
CASTING. 


Immediate  opening  for  steady,  enthusiastic, 
modified  top  40  deejay  capable  of  maintain- 
ing number  1 rating  in  medium-sized  mid- 
west market.  Send  air  check  tape,  a picture, 
background,  references,  and  salary  expect- 
ed. Box  366A,  BROADCASTING. 


Immediate  opening  in  expanding  chain  in 
mid-south  for  top,  bright  announcer  or 
combo-man.  Opportunity  for  advancement 
for  the  right  man.  Starting  salary  depend- 
ent on  ability.  Send  tape,  recent  photo,  and 
full  resume  to  Box  371A,  BROADCASTING. 


Immediate  opening  for  outstanding  person- 
ality jockey  with  established,  fast-moving 
midwestern  am  station.  Above  average  spot 
for  above  average  music  man.  Salary  com- 
mensurate with  your  ability.  Send  full  de- 
tails and  tape,  to  Box  372A,  BROADCAST- 
ING. 


If  you  are  looking  for  outstanding  working 
conditions,  at  a ‘prestige’  station;  above  av- 
erage pay;  in  a pleasant  community  of 
30,000  (in  Virginia);  if  you  are  married  and 
want  to  settle  down,  then  this  is  the  station 
for  you.  References  will  be  carefully 
checked;  credit  record  must  be  satisfactory. 
Opening  now  available.  Box  381A,  BROAD- 
CASTING. 


Combo-announcer  with  first  class  license, 
for  all  night  program.  No  maintenance,  but 
news  experience  desirable  leading  Ohio 
Regional.  Send  resume  past  experience, 
tape,  state  salary  expected  and  when  avail- 
able. Confidential.  Box  401A,  BROADCAST- 
ING. 


Opening  for  announcer  in  midwest  metro- 
politan CBS  basic  radio-tv  station.  This 
quality  operation  seeks  mature,  deep  reso- 
nant voice.  To  qualify  for  audition,  send 
tape  immediately  to  Box  408A,  BROAD- 
CASTING. 


Solid  air  salesman  with  first  phone  for  ag- 
gressive, smooth  sounding  station  in  beauti- 
ful California  medium  size  city.  Ideal  cli- 
mate. Our  business:  To  serve,  to  service, 
to  sell.  Complete  market  and  employment 
information  in  response  to  your  resume, 
reference  and  7 (2  rpm  tape.  Box  409A, 
BROADCASTING. 


KBUD,  Athens,  Texas  seeking  experienced 
staff  announcer. 


Alert  announcer  with  experience.  Excellent 
working  conditions  with  stable  organiza- 
tion. Send  photo,  tape,  resume  to  KFOR, 
Box  391,  Lincoln,  Nebraska. 


Adult  music  station  needs  staff  announcer 
with  1-2  years  experience.  Send  tape, 
photo,  references  and  resume  to  KILO, 
Grand  Forks,  North  Dakota. 


Announcer.  Immediate  opening  for  an- 
nouncer: Ideal  working  conditions  and 

chance  for  advancement:  Contact  Hoyt 

Caldwell,  KLEA,  Lovington,  New  Mexico. 


1,000  watt  independent  fulltime  operation 
desires  top-flight  announcer  for  morning 
show.  Adult  type  programming.  Send  tape, 
resume,  and  photo  to  KSSS,  Box  764, 
Colorado  Springs. 


Combo-announcer  with  first  ticket.  No 
maintenance  necessary.  Adult  format  with 
emphasis  on  news.  Send  resume,  tape  and 
pix  to  G.  C.  Packard,  KTRC,  Box  1715, 
Santa  Fe,  N.M. 


Wanted:  Announcer  with  first  class  ticket, 
maintenance  not  necessary.  WAMD,  Aber- 
deen, Md. 


Immediate  opening  for  announcer,  voice  to 
match  Pleasant  Sound  CBS  affiliate.  Salary 
plug  benefits.  Send  tape,  photo,  resume  to 
Jim  Holston,  Program  Director,  WANE 
radio.  Fort  Wayne,  Indiana. 


Announcer,  first  ticket,  Boston  am-fm  good 
Music  Station.  June  1st.  40-hour  week.  Em- 
phasis on  concert  music.  Resume,  tape  to 
R.A.  Stuart-Vail,  Program  Director,  WCRB, 
Box  288,  Boston  54,  Mass. 


DJ  with  production  experience.  Send  tape 
with  letter  including  background,  experi- 
ence, picture,  complete  details.  TV  ability 
desirable,  not  necessary.  CBS  Network, 
Number  1 radio  and  tv.  Carl  Hallberg, 
WDBO-Radio,  Orlando,  Florida. 


Smooth  morning  man,  strong  on  news,  with 
3rd  class  ticket  for  enterprising  1000  watter. 
Send  tape,  photo  and  resume  in  first  letter 
to  WDDY,  Gloucester,  Virginia. 


Personality  dj  for  5 kw  fast  moving  format 
operation.  Some  news.  Springboard  for  ma- 
jor markets.  Rush  tape  immediately  or 
phone.  Jim  Duncan,  WGGH,  Marion,  Illinois 


Need  experienced  staff  announcer.  Immedi- 
ate opening,  5,000  watt,  WICA,  Ashtabula, 
Ohio,  on  Lake  Erie’s  shores. 


Reliable,  experienced  announcer  who  knows 
good  music.  WICY,  Malone,  New  York. 


Attention  Mississippi!  Wanted,  announcer- 
morning man.  Will  also  consider  announcer- 
engineer.  Can  use  sports  ability.  Joe  Phil- 
lips, WSSO,  Starkville,  Mississippi. 


New  station  needs  two  disc  jockeys  and 
two  salesmen.  Fast  paced,  modern  sound — 
experienced  only.  Tape,  photo,  resume 
W-WOW,  Conneaut,  Ohio. 


Bartell  Group  wants  intelligent,  bright- 
sounding  announcer  with  tight  production 
experience.  Send  tape  to  Box  105,  Madison 
1,  Wisconsin. 


Announcers.  Many  immediate  job  openings 
for  good  announcers  throughout  the  S.E. 
Free  registration.  Confidential,  Professional 
Placement,  458  Peachtree  Arcade,  Atlanta, 
Ga. 


Announcers  losing  jobs?  Lack  that  profes- 
sional sound?  Audition  tape  not  a polished 
. . . showcase?  New  York  School  of  An- 
nouncing, 160  West  73rd  Street,  NYC,  SU 
7-6938. 
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Help  Wanted— (Cont’d) 


Announcers 


California  calling.  If  you  are  a versatile  an- 
nouncer with  first  phone  who  wants  to 
work  in  stable  operation  in  a lovely  town 
of  45,000  that  features  network  and  local 
news  plus  good  listenable  music,  then  let’s 
exchange  information.  You  tell  us  all  about 
yourself  with  complete  resume  of  experi- 
ence, references  and  send  tape  cut  at  7V2 
rpm  with  commercials,  short  news,  music 
intro  and  ad  lib.  We  will  answer  promptly 
with  information  on  the  most  beautiful 
area  of  California,  plus  our  salary,  fringe 
benefits  and  major  medical  plan,  send  to 
Foy  Willing,  P.O.  Box  1651,  Salinas,  Cali- 
fornia. 


Technical 


Experienced  engineer — East  coast  (south- 
east) station.  5 kw  daytimer  remote  control. 
15  to  20  hours  announcing;  will  train.  Good 
salary.  Box  686S,  BROADCASTING. 


Enterprising  independent  station  in  Virginia 
needs  engineer-announcer.  First  class  ticket 
essential,  announcing  secondary.  Short 
hours,  salary  commensurate  with  experi- 
ence. Reply  Box  344A,  BROADCASTING. 


Chief  engineer  - announcer  - 1000  W - DAD 
Michigan  station.  Maintenance  ability  and 
announcing  experience.  Want  man  looking 
for  permanent  location  and  chance  for  ad- 
vancement. Send  resume,  photo,  and  tape  to 
Box  346A,  BROADCASTING. 


Chief  engineer  for  eastern  Pennsylvania,  5 
kw  radio  station.  Directional  experience 
necessary.  Reply  to  Box  362A,  BROAD- 
CASTING. 


Rocky  Mountain  west  vacation  land.  Engi- 
neer-announcer, starting  salary  $115.00  per 
week.  KRTN,  Raton,  New  Mexico. 


Beginner  with  first  class  license  for  trans- 
mitter duty.  Chance  to  gain  experience. 
Must  have  car.  Contact  Leo  A.  Jylha, 
WBCM,  Bay  City,  Mich. 


Engineer  with  first  class  ticket.  Transmitter 
duties  plus  some  studio  work  in  Monroe, 
Michigan.  Contact  Irv  Laing,  WQTE,  1260 
Library  Place,  Detroit  26,  Michigan,  Wood- 
ward 2-0900. 


First  phone  engineer  for  am-fm  operation 
and  maintenance.  Must  be  experienced. 
WSBC,  Chicago  12,  Illinois. 


Chief  engineer  for  2-tower  directional  under 
construction  near  Des  Moines,  Iowa.  Some 
announcing  required.  Salary  open.  Oppor- 
tunity for  growth  with  rising  corporation. 
Rush  air  check  tape  and  detailed  letter  to 
Bob  Betts,  6216  Holcomb,  Des  Moines. 


Production-Programming,  Others 


Continuity.  Experienced  preparation  of  pro- 
duction spots.  Must  be  able  to  write  crea- 
tive and  selling  copy.  Permanent  position, 
salary  open.  Ohio  am,  fm,  tv.  Detail  past 
experience,  references,  salary  expected  and 
enclose  samples  of  work  and  small  photo. 
Confidential.  Box  129A,  BROADCASTING. 


News  directors  and  personnel.  Have  open- 
ings, now  and  future,  for  three-station  chain 
midwest-southwest.  Aggressive  local  opera- 
tions. Tape,  photo  and  resume  necessary. 
Box  351  A,  BROADCASTING. 


Experienced,  energetic  newscaster  capable 
of  supervising  three  man  news  staff,  wanted 
by  established,  successful  mid-western  ra- 
dio station.  Emphasis  on  local  news.  If  you 
are  on  the  way  up  and  interested  in  more 
money  with  an  alert  operation,  send  full 
details  with  tape,  which  we'll  return,  to  Box 
373 A,  BROADCASTING. 


Program-production  manager  wanted.  Large 
regional  mid-west  station  offers  a real  op- 
portunity for  well-qualified,  versatile  man 
who  can  capably  handle  all  phases  of  pro- 
gramming and  production.  Send  complete 
qualifications,  references  and  salary  re- 
quirements to  Box  384A,  BROADCASTING. 


Top  sales  and  production  personnel.  KASE, 
Austin.  Texas. 


Help  Wanted — (Cont’d) 


Situations  Wanted — (Cont’d) 


Production-Programming,  Others 


Announcers 


WNXT,  Portsmouth,  Ohio  needs  experi- 
enced spot  copywriter.  Apply  Manager. 


News  director  with  good  music  show  de- 
livery, to  gather  and  write  local  news, 
pull  afternoon  music  show  and  evening 
news  block.  Must  be  sober,  steady  and 
experienced,  prefer  married  man.  Good  pay. 
Pleasant  working  conditions.  Contact  Mr. 
Merchant,  WPRW,  Manassas,  Virginia. 
Empire  8-3108. 


RADIO 


Situations  Wanted — Management 


Sports  announcer  play-by-play  all  sports. 
Plenty  of  experience.  Box  636S,  BROAD- 
CASTING. 


Young,  married,  veteran,  some  experience 
wishes  chance  to  swing  for  lively  station, 
available  10  June,  POrter  2-1310,  Clovis, 
New  Mexico.  Box  184A,  BROADCASTING. 

“Great”  says  Mrs.  Allen;  Bob  more  modest. 
Good  voice,  much  potential,  experience. 
Adult  format;  urban,  persuasive  sales  de- 
livery. No  top  40  or  shouter.  Authoritative 
news  delivery.  Currently  employed,  have 
given  notice.  Hurry!  Box  241  A,  BROAD- 
CASTING. 


Management  team  available.  36  years  com- 
bined management  and  all  departments. 
Versatile.  Operate  small  staff.  Outstanding 
sales  and  programming.  College  back- 
ground. First  phone.  Presently  employed. 
Interested  position  with  profit  potential — 
preferably  mid- Atlantic  states.  Box  248 A, 
BROADCASTING. 


Morning  personality.  Not  just  dj,  but  dj 
with  definite  personality.  Now  earning 
$125.  Worth  every  nickel.  5 years  experi- 
ence. Box  28 1A,  BROADCASTING. 


Announcer.  Experienced.  News,  commer- 
cials, dj.  Run  board.  Versatile.  Will  travel. 
Box  282A,  BROADCASTING. 


Manager.  Two  station  experience.  Handle 
national,  local  sales.  Family  man.  Box 
252A,  BROADCASTING. 


First  phone  announcer.  5 years  experience 
including  maintenance.  All  kinds  of  pro- 
travel. Box  283A, 


I want  radio  management — midwest  mar- 
ket. Experienced  all  phases.  Now  employed 
five  station  market.  Best  references.  Box 
259A,  BROADCASTING. 


Thoroughly  experienced  and  successful  in 
competitive  sales — sales  management — pro- 
gramming— administration — 18  years.  BA 
degree;  36,  high-type.  For  past  year,  as- 
sistant manager — salesmanager  in  25-station, 
IV2  million  market.  Present  opportunity  for 
advancement  too  limited.  Can  produce  ef- 
ficient, high-caliber,  profit-making  opera- 
tion in  larger  or  small  market.  Have  done 
it;  am  doing  it.  Box  343A,  BROADCAST- 
ING. 


West.  Manager-chief  engineer  for  small  sta- 
tion. Age  39.  10  years  radio.  Now  employed. 
Box  345A,  BROADCASTING. 


Owners.  Switch  to  profitable  adult  program- 
ming with  reliable,  sober  family  man  of- 
fering turnkey  job  backed  by  15  years  in 
broadcasting  - ownership  - rep  - agency.  Box 
367A.  BROADCASTING. 


Attention,  station  owners:  Want  position  as 
general  or  commercial  manager  in  Texas, 
preferably  within  100  miles  of  Abilene. 
Over  20  years  successful  radio  experience, 
all  phases.  Will  be  free  to  travel  June  1st 
to  look  over  Texas  radio  opportunities. 
Stable  financial  position,  excellent  business 
and  personal  references.  Active  in  civic  af- 
fairs, past  president  Chamber  of  Commerce, 
Lions  Club,  etc.  Guarantee  to  produce  re- 
sults in  real  American  money.  Potential 
market  more  important  to  me  than  pres- 
ent station  revenue.  Married,  4 teenage 
youngsters,  one  starting  Abilene  Christian 
College  in  Fall.  Box  379A,  BROADCAST- 
ING. 


Good  man  behind  your  mike?  Good  iron- 
worker loyalty?  Good ' tape  editor?  Meet 
another  one.  Box  394A,  BROADCASTING. 

Young  announcer,  good  at  news  and  sports. 
Pleasing  personality.  Box  330A,  BROAD- 
CASTING. 


Young,  female  dj-announcer.  Can  handle 
sales  work  also.  Anywhere.  Box  331A, 
BROADCASTING. 


DJ-sportscaster-newsman.  Four  years  ex- 
perience. College  graduate,  22.  Available 
June  tenth.  Box  332A,  BROADCASTING. 


Announcer,  experienced,  sincere,  versatile. 
Seeks  radio/tv  opportunity.  Box  333A, 
BROADCASTING. 


Daybreak  man.  Adult  appeal.  Genuine  per- 
sonality. Good  news-desk,  air.  Box  395A, 
BROADCASTING. 


Swinging  personality  or  excellent  adult  ap- 
peal music  master.  Now  working  in  major 
mid-west  market.  Young,  married,  reliable 
with  perfect  record.  Desire  south  or  south- 
west. Write  Box  337A,  BROADCASTING. 


DJ,  young,  ambitious.  Presently  employed. 
Has  schooling,  desires  top  40.  Wants  progres- 
sive organization.  Box  339A,  BROADCAST- 
ING. 


Announcer:  Experienced,  vet,  tight  format, 
board,  not  a floater,  prima  donna.  Box  350A, 
BROADCASTING. 


Finished  with  the  frost!  Experienced  an- 
nouncer with  wife  wants  to  thaw  out  (and 
settle)  in  Florida,  California  or  east.  26 
years  old  veteran,  college  man,  presently 
employed.  Box  354A,  BROADCASTING. 


Will  manage  your  radio  station  and  make 
you  profits,  30  years  experience.  Box  391A, 
BROADCASTING. 


Sales 


Next  step — Young,  energetic,  college  grad 
four  years  major  network  experience  seeks 
future  in  radio  sales.  Box  334A,  BROAD- 
CASTING. 


Sales  manager — for.  am  or  tv  station.  Top 
sales  record  in  one  of  nation’s  largest  mar- 
kets last  three  years  running.  Experienced 
local,  regional,  national  sales.  Will  relocate. 
Available  in  90  days.  Write  Box  365A, 
BROADCASTING. 


$2500  monthly  radio  sales  wants  Chicago 
area  location  radio  or  tv  sales.  Age  29, 
male,  presently  employed,  writing  back- 
ground. Box  390A,  BROADCASTING. 


Radio/tv  sales/management.  Ohio  only. 
Ten  years  sales  experience.  College,  family, 
top  character/industry  references.  35.  Box 
393 A,  BROADCASTING. 


PD  ten  years  experience,  all  phases  radio. 
Some  tv.  34,  married,  family.  Wants  better 
position  in  sales  or  pd.  Available  June  1. 
Box  405 A,  BROADCASTING. 


Good  news-desk,  air.  Box  396A,  BROAD- 
CASTING. 


Eight  years,  solid  references.  Finest  of  ra- 
dio background.  Knows  news  and  music. 
Veteran  with  college.  Familiar  with  stand- 
ard and  formula  radio.  Operate  board.  Good 
solid  experience.  Box  360A,  BROADCAST- 
ING. 


AM-FM-TV  announcer  with  5 years  experi- 
ence in  all  phases  air  work  looking  for 
that  permanent  position  with  a future. 
Talented  hard  worker  with  good  ratings 
tired  of  no-talent,  no-overtime,  no-raise 
and  no-future  job.  Box  364A,  BROADCAST- 
ING. 


Adult  appear.  Genuine  personality,  clean, 
adult  air.  Want  position  offering  advance- 
ment to  news  head.  Top  tape  editor.  Box 
397A,  BROADCASTING. 


No  money  down — years  to  pay!  Thoroughly 
experienced  — announcing  — news  — 
sports  programming  — management.  Excel- 
lent voice  and  delivery.  Successfully  estab- 
lished but  desire  larger  market.  Young, 
married,  definite  station  asset.  Box  320A, 
BROADCASTING. 


The  up-’n-at-’em  am  show  for  adult 
weightlifters  and  ironworkers.  Pen,  air 
news.  Box  398A,  BROADCASTING. 
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Situations  Wanted — (Cont’d) 

Situations  Wanted — (Cont’J) 

Announcers 

Production-Programming,  Others 

Announcer  from  upper  midwest.  College 
grad.  Vet.  4 years  commercial  radio  as  news 
director,  play-by-play  of  professional  and 
college  sports,  dj  with  net-affiliate  and  in- 
die. Tends  to  business  and  gets  along.  Re- 
quire $150  per  week,  upper  midwest  outlet, 
consider  pd  work.  No  format  station.  Pres- 
ently employed.  Top  references.  Box  369A, 
BROADCASTING. 


Announcer-producer,  also  news  dj  and  write 
copy.  Have  ten  years  experience.  Reliable 
family  man.  Would  prefer  east.  Box  370A, 
BROADCASTING.  


Female,  now  doing  radio  air  work  interested 
in  relocation.  Tape  on  request.  Box  375A, 
BROADCASTING. 


Personality  deejay  with  ideas,  enthusiasm, 
production  know-how,  four  years.  Experi- 
enced McLendon,  pd  top  ratings  quarter 
million  market.  Wish  to  relocate.  East.  Mar- 
ried Box  377A,  BROADCASTING. 


Announcer  with  first  class  ticket.  Well  ex- 
perienced. Medium  market  preferred.  Less 
than  $125  weekly  not  considered.  Now  em- 
ployed, excellent  references.  Box  378A, 
BROADCASTING. 


Top  negro  dj — Experienced.  References.  Col- 
lege Vet  Travel.  Box  399A,  BROADCAST- 
ING. 


Experienced  radio  agency  copywriter-traf- 
fic. Employed  and  available.  Midwest  only. 
Box  340A,  BROADCASTING. 


Experienced  news  man  ready  for  larger 
market,  preferably  in  north-east.  6 years 
experience.  Family  man,  steady,  reliable 
and  capable.  Box  342A,  BROADCASTING. 


Need  your  radio-tv  department  organized, 
reorganized? — Prize-winning  newsman  with 
wide  experience,  mature  judgment  and  in- 
itiative offers  ability  to  handle  staff  for 
superior  news  coverage.  Prefer  community 
where  competition  is  stiff  or  can  be  made 
so.  Radio,  news  syndicates,  dailies  experi- 
ence. Box  348A,  BROADCASTING. 


Six  years  experience,  family  man,  currently 
pd.  Prefer  N.Y.-Conn.  Box  374A,  BROAD- 
CASTING. 


Energetic  staff  of  leading  Texas  am — seek- 
ing new  home  under  competent  manage- 
ment! Program  director-dj’s-Pd -salesmen 
and  engineer.  Take  1 or  take  all.  Box  382A, 
BROADCASTING. 


Good  music  popular  to  classical  pd.  Thor- 
oughly experienced.  Currently  fm.  Can  take 
charge  fm  or  am  as  pd  or  station  manager. 
Permanent.  $125.00.  Married,  veteran,  29. 
Californian,  prefer  stay  west.  Box  385A, 
BROADCASTING. 


Live-wire  morning  man,  now  working  for 
5 kw  leading  New  England  station  desires 
change.  Married.  Good  references,  depend- 
able. Box  414A,  BROADCASTING. 


Top  c/w  dj  available  immediately,  know 
and  love  it  extensively  also  news.  Please 
write  Box  73,  Burnside,  Illinois. 


Bonanza  available.  Entire  McLendon  trained 
staff  will  move  as  complete  unit.  Unit  in- 
cludes pd,  7 mature  air  personalities,  pro- 
duction director,  news  director,  complete 
news  staff.  Now  dominant  #1  in  top  twenty 
market.  Represents  128  years  experience 
with  McLendon.  Available  within  thirty 
days.  Box  387A,  BROADCASTING. 


Good  announcer  with  versatility.  Presently 
major  market.  Available  immediately. 
Southern  Ohio  area.  Tweed  1-3837  in  Cin- 
cinnati. 


Tv  or  radio  announcer.  2y2  years  experi- 
ence. Married.  Available  immediately.  Pre- 
fer midwest.  Call  or  write  J oe  Galvan,  160 
Railroad  Ave.,  Moline,  Illinois.  2-4575. 


Would  like  position  on  west  coast.  Radio  or 
tv.  Have  BS  degree  in  r-tv.  Two  years 
commercial  experience.  Age  27,  married, 
and  veteran.  Am  present  pd  at  1000  watter 
in  Illinois.  Can  sell,  write,  produce,  and 
have  good  air  voice.  References,  picture, 
and  tape  on  request.  Need  minimum  of 
$500  to  move.  Write  Box  392A,  BROAD- 
CASTING. 


6 years  r&tv  experience,  young,  single. 
Available  June  1.  Gene  Johnson,  663  5th 
Ave.,  New  York  City. 


PD  10  years,  radio,  all  phases,  some  tv.  35. 
married,  family.  Want'  adult  music  format. 
Prefer  midwest,  available  June  1.  Box  406A, 
BROADCASTING. 


Experienced  top  flight  dj,  metropolitan  ex- 
perience, desire  major  east  coast  market 
will  consider  west.  Versatile,  creative,  co- 
operative. Desire  position  by  July  1,  1960. 
Contact  Bob  Mitchell,  Radio  KMOR,  140 
Woodlawn  Center,  Littleton,  Colorado. 


Lively,  imaginative  beep  minded  news  di- 
rector and  newscaster  looks  for  progres- 
sive station  in  expanding  maket.  Box  413A, 
BROADCASTING. 


TELEVISION 


Announcer,  25,  college  grad,  vet,  handle 
news,  commercials,  dj,  copy,  own  board. 
Limited  experience,  unlimited  ambition. 
Stan  Nevins,  152  E.  96th  St.,  Brooklyn  12, 
N.Y.  PR  3-1351. 


Unforeseen  circumstances  make  an  eight 
year  veteran  available  as  a summer  replace- 
ment . . . Ohio  . . . Telephone  Tweed  1- 
3837  in  Silverton,  Ohio. 


Technical 


Experienced  engineer  desires  permanent 
position  in  radio  or  television.  No  announc- 
ing. Available  immediately.  Box  264A, 
BROADCASTING. 


First  phone,  5 years  experience  in  mainte- 
nance and  announcing.  Vet,  will  travel. 
Box  284A,  BROADCASTING. 


First  phone:  AB,  25,  vet.  Good  voice,  reli- 
able. Pop  music  expert  desires  summer  re- 
placement job.  Experience  main  objective. 
Box  336A,  BROADCASTING. 


Engineer,  experienced  all  phases,  desires 
40  hour  week  in  midwest.  Box  359A, 
BROADCASTING. 


First  phone,  10  years  experience  am  in- 
cluding directionals,  also  some  tv  and  fm, 
4 vears  aircraft  electronics.  Box  411A, 
BROADCASTING. 


Production-Programming,  Others 


Help  Wanted — Sales 


Medium  market  vhf  network  station  needs 
sales  manager  who  will  call  on  national 
agencies  plus  direct  local  salesmen.  Travel 
will  take  up  50%  of  your  time.  Excellent 
future  for  selling  sales  manager.  Incentive 
plan.  Must  be  stable  married  man  who 
wants  to  become  a part  of  a growing  com- 
munity. Send  resume  with  billing  figures 
to  Redd  Gardner,  General  Manager,  KCRG- 
TV  Cedar  Rapids. 


Top  rated  mid-west  station  (WSBT  & TV) 
offers  opportunity  in  sales  for  the  man 
ready  to  move  to  larger,  expanding  market. 
Prefer  one  or  two  years  experience  but  will 
consider  college  graduate  if  veteran  or  draft 
exempt.  Many  excellent  benefits.  Write  per- 
sonnel director,  South  Bend  Tribune,  South 
Bend  26,  Indiana. 


Announcers 


Staff  announcer  for  on-camera  television 
commercials.  Authoritative  basic  selling 
voice  and  ad  lib  ability  essential.  Live  news 
and  weather  experience  desired.  CBS  affili- 
ate. Top  salary.  Send  photo  and  full  expe- 
rience. Box  317A,  BROADCASTING. 


Wanted,  top-flight  reporter-newscaster.  On- 
camera  presentation  first  consideration. 
Send  picture,  tape,  resume  and  salary  re- 
quirements. Box  376A,  BROADCASTING. 


Versatile  woman  seeks  opportunity  live 
market.  Experienced  selling,  creative  sales 
writing,  broadcasting:  Civic-minded,  ethical. 
Box  338 A,  BROADCASTING. 


Immediate  opening  in  top  northwest  station 
for  first  phone  announcer.  Booth  and  live 
work.  Send  resume,  tape  and  photo  to 
KREM-TV,  Spokane,  Washington. 


Help  Wanted — (Cont’d) 


Announcers 


VHF  all  networks  needs  all-around  tv  an- 
nouncer for  on-camera  commercial  news, 
me,  etc.  Prefer  background  in  secondary 
market  tv.  Opportunity  to  advance  in  pro- 
duction and  directing.  Top  radio  man  with- 
out tv  experience  could  qualify.  Must  be 
20-30  years  of  age.  Send  letter  with  full 
background,  tape  and  snapshot.  Apply  Mar- 
shall Pengra,  KLTV,  channel  7.  Tyler, 
Texas. 


Technical 


Need  tv  relief  engineer  for  studio  and 
transmitter  duty.  Experience  not  necessary 
but  must  be  sharp.  Box  303A,  BROAD- 
CASTING. 


Technical  operator,  southeastern  vhf — per- 
manent position.  Master  control  operating 
and  maintenance  experience  of  specialized 
schooling  required.  Full  company  benefits. 
Box  316A,  BROADCASTING. 


Engineer — with  first  phone,  needed  immedi- 
ately. Write  Box  314,  Elmira,  N.Y. 


TV  studio  engineers  for  design,  test,  and 
field  engineering.  Rapidly  expanding  pro- 
gressive company.  All  benefits,  plus  rapid 
advancement  for  qualified  engineers.  Foto- 
Video  Laboratories  Inc.  CE.  9-6100,  Cedar 
Grove,  New  Jersey. 


Production-Programming,  Others 


Country’s  most  modern  midwest  television 
station  wants  tv  director  with  first  class 
engineering  license.  Position  open  immedi- 
ately. Send  resume  to  Box  297A.  BROAD- 
CASTING. 


News  director.  State  capital  vhf  operation 
in  southeast  seeks  professionally  trained, 
experienced  newsman  to  head  well  orga- 
nized news  department  and  personally  han- 
dle prime  early  evening  newscasts.  Station 
owned  by  long  established  company  which 
places  strong  emphasis  on  news.  Pleasant 
working  conditions.  Good  salary.  Group  in- 
surance and  pension  plan.  Present  news 
director  leaving  to  accept  unusual  big  mar- 
ket opportunity.  Interested  parties  please 
present  application  including  photo,  promp- 
tly to  Box  315A,  BROADCASTING.  All 
applications  acknowledged. 


Program  director  to  plan,  direct  and  co- 
ordinate all  live  commercial  and  public 
service  programming  on  basic  CBS  station 
in  mid-west.  Past  pd  experience  in  com- 
mercial television  operation  necessary.  In- 
clude full  details  first  letter.  Excellent  op- 
portunity and  salary  to  right  man.  Box 
318A,  BROADCASTING. 


Publicity  director:  idea  man  to  promote  and 
merchandise  basic  CBS  station.  Writing  and 
tv  station  experience  essential.  Top  salary 
and  fine  opportunity  in  excellent  market. 
Give  full  details  in  your  reply.  Box  319A, 
BROADCASTING. 


Experienced  film  editor.  Florida  vhf.  Give 
references  and  salary  requirements.  Box 
355A,  BROADCASTING. 


TELEVISION 


Situations  Wanted — Announcers 


Newscaster:  Award  winning,  experienced, 
exacting.  Immediately  available  after  5 
years  before  the  lens.  Single,  willing  to  re- 
locate. Kine  and  resume.  Box  380A.  BROAD- 
CASTING. 


Technical 


Competent  studio  operations  interns  com- 
pleting comprehensive  technical  and  pro- 
duction training  seeking  employment.  Con- 
tact Intern  Supervisor,  WTHS-TV,  Miami. 


Production-Programming,  Others 


News.  On-camera,  editing,  SOF,  special 
events,  awards,  13  years.  Box  251A.  BROAD- 
CASTING. 


Successful  radio  newsman  seeks  television 
opportunity.  Currently  employed  at  top  ra- 
dio station  in  top  ten  market.  Fully  experi- 
enced in  writing,  interviewing,  and  handling 
major  on-air  accounts.  Married.  Children. 
References.  Radio -television  combination 
acceptable.  Box  290A,  BROADCASTING. 
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Situations  Wanted — (Cont’d) 


FOR  SALE 


Production-Programming,  Others 


Production  manager  in  one  of  top  ten  mar- 
kets. Ten  years  tv  experience  in  all  phases 
of  production,  direction,  and  programming. 
Desire  position  as  program  director  in 
smaller  market.  Would  consider  production 
manager  in  larger  market.  Box  341A, 
BROADCASTING. 


Will  graduate  New  York  University  Depart- 
ment of  Television,  Motion  Pictures  and 
Radio  June  8th — also  on  instructional  staff. 
Qualified  for  any  in-studio  position-own 
switching.  Sincere,  hard  worker.  Resume, 
references.  Box  352A,  BROADCASTING. 


News  reporter,  writer,  'caster,  some  photo 
work,  4!i  years  experience,  seeks  challeng- 
ing tv  work.  Box  388A,  BROADCASTING. 


Married  college . graduate  desires  direction 
or  production  position  in  farm  or  public 
service.  4 years  experience  in  production 
and  announcing.  Academic  education  in 
broadcasting.  Prefer  mid-west.  Box  404A, 
BROADCASTING. 


FOR  SALE 


Equipment 


1 RCA  70-D  tt.  with  microgroove  and  stand- 
ard pickup  45  rpm  conversion  $3.25.  1 RCA 
70-D  standard  pickup  $175.  2 RCA  76-B2 
consolettes  1 manual  2 schematics,  first  one 
gets  manual,  $485  each.  Box  358A,  BROAD- 
CASTING. 


FM  3 kw  Collins  transmitter  available  from 
major  east  coast  city  within  20  days.  Good 
condition,  sold  as  is.  Best  offer  over  $4000.00. 
Box  386 A,  BROADCASTING.  . 


Raytheon  filament  transformers-10  V,  also 
chokes.  Keep  a spare.  Box  403A,  BROAD- 
CASTING. 


Two  Presto  PB-17  playback  machines  with 
Presto  preamps.  Speed  3%  and  7 V2  ips. 
Excellent  condition.  Reasonable.  Box  407A, 
BROADCASTING. 


550  foot  Blaw-Knox  self-supporting  H-21 
tower.  Designed  for  fm  and  tv  antennas. 
Dismantled,  ready  to  ship.  $15,000.  Box 
412A,  BROADCASTING. 


General  Electric  studio-transmitter  link 
model  BT-9-A  frequency  920 — 960  MC  with 
one  dish  antenna,  $2500.00  fob  Atlanta, 
Georgia.  Federal  Telephone  and  Radio  Cor- 
poration field  intensity  meter  model  101C 
$300  (excellent).  WAVO,  Box  25,  Avondale 
Estates,  Georgia,  Drake  8-8808. 


5 kw  RCA  fm  transmitter  now  working.  Will 
be  available  within  thirty  days,  $6500.00. 
Contact  WCLM,  333  North  Michigan  Ave- 
nue, Chicago,  Illinois,  St  2-4872. 


1 kw  Gates  BC1E  transmitter.  Rust  remote 
control.  Antenna  coupling.  Available  as 
package  or  individually.  Excellent  condi- 
tion. Price  right.  WEEB,  Southern  Pines, 
N.  C. 


CH  2 tv  GE  TT6  transmitter,  associated 
gear.  Pair  GE  Synchrolite  and  pair  GPU 
PA-100  projectors.  WTHS-TV,  1410  NE  2 
Ave.,  Miami,  Florida. 


Buy,  sell  or  trade  also  new  and  used  towers. 
Special  15(K  am  self-supporting.  Ready  to 
ship  $1,000.00.  P.O.  Box  55,  Greenville,  N.C. 


Recorder,  tape,  MCM2C,  manufacturer  Ber- 
lant  convertone,  amplifier,  BR2.  Condition: 
good.  Recorder,  tape,  M90A,  manufacturer 
Magnecord,  amplifier  M90C.  Condition:  good, 
used  about  20  hours.  Armour  Research 
Foundation,  3329  So.  Wabash  Ave.,  Chicago 
16,  Illinois.  Phone:  Calumet  5-9600,  ext.  728, 
J.  Wiet. 


Complete  line  of  test,  monitor,  transmitting, 
film,  STL  and  studio  units.  Advise  us  of 
needs.  Electrofind,  550  Fifth  Ave.  N.Y.C. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto-Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100. 


Tv  video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  different  models  8" 
thru  24".  Miratel,  Inc.,  1080  Dionne  St.,  St. 
Paul,  Minn. 


Equipment — ( Cont’d ) 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenbumie,  Md.  Day  phone  SO.  6-0766 — 
Night  and  emergency  phone  SO.  1-1361. 
Write  or  call  collect. 


WANTED  TO  BUY 


Stations 


Station  or  cp  wanted  east  or  south,  100,000 
to  500,000  market  population.  Financially 
responsible.  Expert  operator  has  exception- 
ally lucrative  offer  for  right  station.  Con- 
fidential. Box  577S,  BROADCASTING. 


In  warm  climate.  Profitable  operation  in 
market  over  50,000.  Finances  available  for 
good  property.  Response  held  confidential. 
Box  389 A,  BROADCASTING. 


Responsible  broadcaster  interested  in  leas- 
ing Texas  small  market  station.  Purchase 
option  desired.  Box  402A,  BROADCASTING. 


Equipment 


Wanted  to  buy — 1%"  co-ax,  rigid  transmis- 
sion line.  Send  full  information  to  Box  860S, 
BROADCASTING. 


Need  three  GE-7D21  power  output  tubes  in 
good  usable  condition.  KOBY,  340  Mason, 
ban  Francisco,  California.  Attention:  Ken 
Warren. 


Wanted  12  kilowatt  uhf  tv  transmitter  and 
associated  equipment.  Contact  Thomas  A. 
Barr,  WAFG-TV,  1000  Monte  Sano  Blvd., 
Huntsvine,  Alabama. 


We  are  looking  for  an  RF  bridge  and  RF 
oscillator  in  good  operating  order.  Please  re- 
ply by  phone  or  wire  to  Kenneth  Tetzloff, 
Chief  Engineer,  WEAQ,  Eau  Claire,  Wiscon- 
sin. Temple  2-9766. 


Tower  wanted.  150  ft.  self-supporting  (not 
guyed).  Within  reasonable  trucking  dis- 
tance. WTXL,  West  Springfield,  Massachu- 
setts. 


5810  I.O.  and  channel  10  ten  kw  antenna. 
Any  test,  studio  or  transmitting  equipment, 
including  tubes.  Electrofind,  550  Fifth  Ave- 
nue, N.Y.C. 


Federal  101-C  field  measuring  set.  Must 
have  high  frequency  loops.  State  condition 
and  price.  Charles  B.  Persons,  3702  East 
Lake  Street,  Minneapolis  6,  Minn. 


TP-16  projector.  UHF  transmitters  in  any 
cond.  for  use  as  RF  power  sources.  VHP 
transmitters  500W,  5 and  10  kw.  Also  cam- 
eras, studio  equipment,  broadcasting  equip- 
ment for  sale.  Technical  Systems  Corp.,  12- 
01  43rd  Avenue,  L.I.C.  1,  N.Y. 


INSTRUCTIONS 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood. 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
June  29,  August  31,  October  26,  1960.  Jan- 
uary 4,  1961.  For  information,  references 
and  reservations  write  William  B.  Ogden, 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank,  California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta.  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


FCC  Licenses,  six-week  course.  Ninety  per- 
cent pass  license  examinations  the  first 
time  taken.  Next  class  June  13th.  Free  lit- 
erature. Pathfinder,  510  16th  St.,  Oakland, 
California. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas, 
Texas. 


BUSINESS  OPPORTUNITIES 

If  you  have  $4000.00  and  are  interested  in 
forming  a broadcasting  corporation  to  pur- 
chase radio  station,  contact  me  immediate- 
ly. 8015  N.  Buchanan,  Portland,  Oregon. 

MISCELLANEOUS 


Production  radio  spots.  No  jingles.  Free 
audition  tape.  M-J  Productions,  2899  Tem- 
pleton Road,  Columbus,  Ohio. 


RADIO 


Help  Wanted — Management 


EXCEPTIONAL  EXECUTIVE 
OPPORTUNITY 

— No  Figureheads  Needed — 

Major  publishing  company  seeks  broad- 
casting executive  to  head  newly  ac- 
quired multiple  station  organization. 

This  man  must  be  a sales-trained,  shirt- 
sleeve, top  management  exec  who 
knows  small  and  medium  market  op- 
erations, can  supervise  all  phases,  is 
known  at  agency  level,  alert  to  today's 
radio  trends  and  capable  of  maintain- 
ing an  efficient,  profitable  group  opera- 
tion. 

Give  complete  information  in  resume, 
including  salary  requirements.  All  re- 
plies held  in  strictest  confidence. 

Box  383A,  BROADCASTING 


Sales 


LIFE  OPPORTUNITY  < 
Salesmen  and  DJ/s  ] 

Top  station  major  market  wants  < 
2 young  salesmen  for  future  } 
executives.  College,  ability,  will-  i 
ing  to  work. 

4 

4 

2 big  time  D.J.'s  for  top  shows.  } 
College,  ability,  personality. 

4 

4 

Adding  to  staff  and  desire  out-  4 
standing  people.  Give  complete  j 
details.  j 

Box  234A,  BROADCASTING  \ 

◄ 
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Help  Wanted — -(Cont’d) 

WANTED  TO  BUY 

FOR  SALE 

Production-Programming,  Others 

Stations 

Stations 

IS  THERE  SUCH  A MAN? 

RADIO  STATION  IN  ONE  OF  TOP 
CALIFORNIA  CITIES  NEEDS  PROGRAM 
DIRECTOR.  MUST  HAVE: 

1.  FIRST  CLASS  LICENSE 

2.  GOOD  ANNOUNCING  VOICE 

3.  PRODUCTION  AND  COPY  EXPERIENCE. 
EXCELLENT  PAY.  SEND  DETAILS  AND 
TAPE  IN  REPLY: 

BOX  361  A,  BROADCASTING. 


r* 

§ 


1 

§ 


: ^ 

WILL  BUY 

SINGLE  MARKET  STATION 
* GROSSING  $60.000-$100,000 

y Ready  to  move  and  operate  myself,  y 
& Experienced.  No  brokers.  Will  ac-  & 
c knowledge  all  replies.  Confidential, 

V S’Help  Me!  $ 

& Box  363A,  BROADCASTING.  & 

MISCELLANEOUS 


Situations  W anted — Management 


r My  17  years  in  all  phases  helped  y 
y lead  Texas  daytimer  from  loser  to  A 
& winner  in  20  months.  Would  like  to  js 
? do  the  same  for  station  in  Texas,  y 
y Arkansas,  Louisiana,  or  Missouri,  if  & 
& part  ownership  possible.  Professional  £ 
e air,  news,  programming,  sales  record,  y 
Y Box  347A,  BROADCASTING 
K yy  >/•  ■S/'. 


D-J'S  COMEDY  MATERIAL  D-J'S 

New,  Original,  Timely,  Sharp. 
Hundreds,  one  liners,  jokes  pro- 
duction bits  — wit  — etc.  Never 
heard  before — The  greatest.  Top 
D-J's  U.S.  and  Canada,  using. 

Over  50  typewritten  pages  ..$5.00 
Money  Orders  to: 

LES  CARTER  PRODUCTIONS 
82  Bellevue  Ave. 

Toronto,  Canada 


i 


LEASE  YOUR  STATION? 

Successful  manager  desires  to 
lease  or  will  manage  percentage 
basis  small  market  station.  Cali- 
fornia property  preferred  but  will 
consider  any  West  Coast  location. 
Box  368A,  BROADCASTING 


TELEVISION 


BROADCAST  PRINTING 

Continuity  Bk  £0 
Paper  ttp®r 
Minimum  order  5000  1000 

16# — white  paper — black  ink.  Send 
copy  of  paper  you  are  now  using  with 
check.  Colored  paper — add  $1.00  per 
1000.  Punching  for  binder  $2.50  per 
5000. 

FREEBERN  PRESS,  INC. 

Hudson  Falls,  N.Y. 


Help  Wanted — Sales 


SALESMAN-ANNOUNCER 

TV 

Need  one  each  for  Wisconsin,  Indiana, 
S.C.,  Arizona  plus  2 additional  mar- 
kets. Draw  against  25%  commission, 
plus  car  allowance.  Must  be  available 


eciafcjintjt,  in  £$/<eac/cal(  27e/emeC>"if. 

Radio  Remote  Control  and 
Multiplex  Systems 
For 

Studio  Transmitter  Links 

John  A.  Moseley  Associates 


i lmmeaiaieiy.  rnone  ivir.  e wina.ii,  , 

i Petersburg,  Va.,  Regent  3-6394  or  ^ 
/ write:  ( 

/ Box  3 49 A,  BROADCASTING  < 

Holfar 

FOR  SALE 

for 

Equipment 

Holfor 

Want  a BRAND  NEW  "One"? 

Gates  BC-1T  1 KW  AM  transmitters 
are  in  stock  for  immediate  delivery, 
factory  tested  to  your  frequency. 
Terms  where  desired.  Want  to  trade? 

GATES  RADIO  COMPANY 

Quincy,  Illinois 

you  can’t  beat  a 
classified  ad  in  getting 
top-flight  personnel 

WANTED-  MAJOR  MARKET  TV  STATION 

Interested  in  boosting  yearly  sales  and  raising  local  program  standards.  Enter- 
tainer with  millions  of  teenage  followers  in  schools  and  colleges  willing  to  estab- 
lish daily  live  features,  created  by  top  writers,  in  major  market  on  permanent 
basis.  Available  June.  Write: 

Box  400A,  BROADCASTING 

Calif. 

Single 

250w 

$65M 

terms 

Texas 

Single 

250w 

25M 

7 dn. 

Miss. 

Single 

250w 

39M 

terms 

La. 

Single 

500w 

52M 

terms 

Miss. 

Single 

250w 

140M 

10  yrs. 

Va. 

Single 

250w 

60M 

29%  dn. 

III. 

Single 

500w 

95M 

29%  dn. 

Va. 

Single 

lkw-D 

80  M 

terms 

Calif. 

Single 

250w 

68M 

15  dn. 

Fla. 

Small 

250w 

53M 

15  dn. 

Calif. 

Small 

lkw-D 

69  M 

29%  dn. 

W.  Va. 

Small 

250w 

40  M 

10  dn. 

Fla. 

Small 

250w 

55M 

29%  dn. 

Fla. 

Medium 

5kw 

230M 

29%  dn. 

N.Y. 

Medium 

lkw-D 

105M 

cash 

Ga. 

Metro 

5kw 

200M 

29%  dn. 

Va. 

Metro 

250w 

330  M 

25%  dn. 

Ala. 

Metro 

lkw-D 

175M 

terms 

Fla. 

Large 

5kw 

185M 

29%  dn. 

S.E. 

Maj-Sub  lkw-D 

150M 

low  dn. 

South 

Major 

250w 

275M 

29%  dn. 

And  Others 

PAUL  1 

CHAPMAN  COMPANY 

1 

INCORPORATED 

MEDIA  BROKERS 

Atlanta 

Chicago 

Plaase  a< 

ddress: 

New  York 

1182  W.  Peachtra* 

San  Francisco 

Atlanta  9,  Ga. 

THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


_ GUNZENDORFER 

CALIFORNIA  EXCLUSIVE  — Unique 
four  station  buy  in  leading  Southern 
California  markets.  Price  for  all  sta- 
tions $750,000  including  $150,000  worth 
of  real  estate. 

CALIFORNIA  EXCLUSIVE— Southern 
500  watt  daytimer  in  growing  market 
$150,000.  A 250  watter  fulitimer 
$75,000  with  29%  down — $300  a month. 
ARIZONA  EXCLUSIVE  1000  watt  day- 
timer  $60,000 — Low  down,  easy  terms. 
FM  stations  in  OREGON -WASHING- 
TON-CALIFORNIA 

WILT  GUNZENDORFER 
AND  ASSOCIATES 


Phone  OLympia  2-5676 


Mid-West  Medium  fulitimer.  Big  money- 
maker. Valuable  real  estate  and  office- 
studio  bldg,  included  at  $165,000  29% 
down. — Rocky  Mt.  single  regional  day- 
timer.  In  the  black.  $42,500  29%.  To 
buy  or  sell  stations,  contact  PATT  MC- 
DONALD CO.,  Box  9266,  Austin,  Texas. 

GL.  3-8080 or  lack  Koste,  60  E.  42nd, 

NY  17,  NY.  MU.  2-4813. 


NORMAN  & NORMAN 

INCORPORATED 

Brokers  — Consultants  — Appraisers 

RADIO-TELEVISION  STATIONS 

Nation-Wide  Service 
Experienced  Broadcasters 
Confidential  Negotiations 

Security  Bldg.  Davenport.,  Iowa 
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Continued  from  page  105 


to  July  3;  WAXU  Georgetown,  Ky.  to  May 
31;  WSB  Atlanta,  Ga.  to  Aug.  10;  KCRA-FM 
Sacramento,  Calif,  to  Oct.  1;  WFBG-FM  Al- 
toona, Pa.  to  Sept.  1;  KLAC-FM  Los  An- 
geles, Calif,  to  Nov.  2;  WICA-FM  Ashtabula, 
Ohio  to  July  1;  WBAA-FM  West  Lafayette, 
Ind.  to  Nov.  10;  KSTN-FM  Stockton,  Calif, 
to  Aug.  31;  KXQR(FM)  Fresno,  Calif,  to 
Oct.  30;  KOOL-FM  Phoenix,  Ariz.  to  Aug. 
15;  KIHI  Tulsa,  Okla.  to  Aug.  15;  KUTE 
Glendale,  Calif,  to  May  31;  WAVQ  Atlanta, 
Ga.  to  Nov.  1;  KAPE  San  Antonio,  Tex.  to 
July  1;  WMRT  Lansing,  Mich,  to  Sept.  22; 
WKNA  Charleston,  W.  Va.  to  July  1; 
WSLM-FM  Salem,  Ind.  to  Aug.  1;  WGGM 
(FM)  Taylorville,  111.  to  Aug.  16;  W74AB 
Springfield  Tv.  Bcstg.  Corp.,  Athol,  Mass,  to 
Nov.  1. 

WATN  Watertown,  N.Y.— Granted  exten- 
sion of  authority  to  remain  silent  for  period 
ending  June  1. 

KCRT  Trinidad,  Ohio — Granted  extension 
of  authority  to  sign-off  at  8 p.m.,  MST,  for 
period  ending  July  29. 

KXXI  Golden,  Colo.— Granted  authority  to 
remain  silent  for  period  of  90  days. 

Actions  of  April  28 


KYND  Tempe,  Ariz. — Granted  assignment 
of  cp  to  KYND  Radio  Corp. 

KMBC,  KFRM,  KMBC-TV  Kansas  City, 
Mo. — Granted  assignment  of  licenses  to 
Cook  Bcstg.  Co. 

*WMUB-TV  Oxford,  Ohio — Granted  license 
for  noncommercial  educational  tv  station. 

*KNME  Albuquerque,  N.M. — Granted  li- 
cense covering  changes  in  noncommercial 
educational  tv  station. 

*WEDU  (TV)  Tampa,  Fla. — Granted  license 
covering  changes  in  noncommercial  educa- 
tional tv  station. 

*WBIQ  (TV)  Birmingham,  Ala. — Granted 
license  covering  changes  in  noncommercial 
educational  tv  station;  ERP  aur.  21.4  kw. 

*WTHS-TV  Miami,  Fla. — Granted  license 
covering  changes  in  noncommercial  educa- 
tional tv  station  and  redescribe  trans.  loca- 
tion. 

WCOG  Greensboro,  N.C. — Granted  license 
covering  installation  new  transmitter. 

*WCIQ  (TV)  Munford,  Ala. — Granted  mod. 
of  license  to  change  station  location  to  Mt. 
Cheaha  State  Park.  Ala. 

KTTV  (TV)  Los  Angeles,  Calif.— Granted 
mod.  of  license  to  change  name  to  Times- 
Mirror  Bcstg.  Co.  (main  trans.  & ant.  & 
aux.  trans.  & ant.). 

KENN  Farmington,  N.M. — Granted  mod. 
of  license  to  operate  trans.  by  remote  control 
using  DA-N;  conditions. 

WISC-TV  Madison,  Wis.— Granted  mod. 
of  license  to  change  name  to  Television  Wis- 
consin Inc. 

WDSU-TV  New  Orleans,  La.— Granted 
mod.  of  license  of  auxiliary  trans.  and  ant. 
to  delete  auxiliary  trans.  and  specify  aux- 
iliary ant.  only. 

WTAR-TV  WTAR  Radio  Corp.  Norfolk, 
Va. — Granted  mod.  of  license  to  change 
name  to  WTAR  Radio-TV  Corp. 


FOR  SALE 
Stations 


— ROCKY  MOUNTAIN 

Full  time.  Exclusive.  Did 
$72,000  last  year.  Gross  for 
last  five  years  has  averaged 
$80,000  a year.  Profitable 
and  would  be  more  so  if  it 
were  not  absentee  owned. 
Asking  $90,000  with  29% 
down. 

Many  Other  Fine  Properties 
Everywhere. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Ant«les  28,  Calif. 

HO.  4-7279 


*WXPN  (FM)  Philadelphia,  pa.— Granted 
cp  to  install  new  trans.  and  specify  ERP  as 
1.50  me,  and  ant.  height  145  ft.;  remote  con- 
trol permitted. 

WKCT  Bowling  Green,  Ky. — Granted  cp 
to  install  new  type  trans. 

WGBS-FM  Miami,  Fla. — Granted  mod. 
of  cp  to  change  type  trans.  and  make 
changes  in  trans.  equipment. 

KPRI  (FM)  San  Diego,  Calif. — Granted 
mod.  of  cp  to  increase  ERP  to  24.5  kw;  de- 
crease ant.  height  to  230  ft.;  change  ant.- 
trans.  and  studio  location,  change  type 
trans.  and  type  ant.  and  make  changes  in 
ant.  system. 

KADL  Pine  Bluff,  Ark. — Granted  mod. 
of  cp  to  change  type  trans. 

KHIT  Walla  Walla,  Wash.— Granted  au- 
thority to  sign-off  at  6 p.m.  for  period  May  1 
through  Aug.  31. 

■ Following  stations  were  granted  ex- 
tensions of  completion  dates  as  shown : 
WPTZ  (TV)  North  Pole,  N.Y.  to  Nov.  1; 
KOOO  Omaha,  Neb.  to  July  30;  WEMP-FM 
Milwaukee,  Wis.  to  Sept.  22;  WYSR  Frank- 
lin, Va.  to  Oct.  31;  KTEM  Temple,  Texas  to 
July  25;  KLFM  (FM)  Long  Beach,  Calif,  to 
June  30;  WWCH  Clarion,  Pa.  to  Aug.  31; 
WEBR-FM  Buffalo,  N.Y.  to  June  1;  WYSL- 
FM  Amherst,  N.Y.  to  Sept.  17. 

Actions  of  April  27 

KSIB  Creston,  Iowa — Granted  cp  to  in- 
stall new  type  trans. 

WFEU  Reading,  Pa. — Granted  cp  to  install 
new  type  trans. 

KPOP  Los  Angeles,  Calif. — Granted  mod. 
of  cp  to  change  type  trans. 

WYSL  Amherst,  N.Y. — Remote  control  per- 
mitted. 

■ Following  station  was  granted  exten- 
sions of  completion  date  as  shown:  KIMN 
Denver,  Colo,  to  May  3. 

Actions  of  April  26 

WFLN-AM-FM  Philadelphia,  Pa.— Granted 
assignment  of  license  to  Franklin  Bcstg.  Co. 

« WDJD  (FM)  Warwick,  R.I.— Granted  ex- 
tension of  completion  date  to  Sept.  30. 

KCHR  Charleston,  Mo. — Granted  authority 
to  sign-off  at  6 p.m.,  CST,  for  period  through 
Aug.  31,  except  for  special  events  when 
station  may  operate  to  licensed  sign-off 
time. 

WOCH  North  Vernon,  Ind.— Granted  au- 
thority to  sign-off  at  6 p.m.,  CDST,  for 
period  ending  Aug.  31. 

WPKY  Princeton,  Ky. — Granted  authority 
to  sign-off  at  6 p.m.,  CST,  for  period  through 
Aug.  31,  except  for  special  events  when  sta- 
tion may  operate  to  licensed  sign-off  time. 

KDUZ  Hutchinson,  Minn. — Granted  au- 
thority to  sign-off  at  7 p.m.  for  period  May 
1 through  Aug.  31,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

KXGI  Fort  Madison,  Iowa — Granted  au- 
thority to  sign  off  at  7 p.m.  CDST,  for 
period  May  1 through  Sept.  30,  except  for 
special  events  when  station  may  operate  to 
licensed  sign-off  time. 

Actions  of  April  25 

W76AA  Frostburg,  Levale  & Cresapton, 
Md. — Granted  mod.  of  cp  to  change  ERP 
to  920  w,  and  make  change  in  ant.  system  of 
tv  translator  station. 

WCNX  Middletown,  Conn. — Granted  au- 
thority to  sign-off  at  6 p.m.,  EST,  for  period 
May  1 through  Aug.  31. 

WCFR  Springfield,  Vt. — Granted  authority 
to  sign-off  at  7 p.m.,  EDST,  for  period  end- 
ing Sept.  30. 

WPDR  Portage,  Wis. — Granted  authority 
to  sign-off  at  6 p.m.,  CST,  for  period  ending 
Sept.  30,  except  for  special  events  when 
station  may  operate  to  licensed  sign-off 
time. 

WCMY  Ottawa,  HI. — Granted  authority  to 
sign-off  at  7 p.m.,  CDST,  for  period  May  1 
through  Aug.  31,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown;  WSTE 
(TV)  Fajardo,  P.R.  to  Nov.  18;  WKOP-FM 
Binghamton,  N.Y.  to  July  1;  WJW  Cleve- 
land, Ohio  to  Nov.  2;  WOGA  Chattanooga, 
Term,  to  Oct.  19. 

Actions  of  April  22 

WINZ-FM  Miami,  Fla. — Granted  mod.  of 
cp  to  decrease  ERP  to  18  kw;  ant.  height  to 
145  ft.;  change  ant.-trans.  location  (studio 
location);  type  trans.  and  type  ant.  and 
make  changes  in  ant. 

WKMH  Dearborn,  Mich.— Granted  author- 
ity to  transmit  programs  from  Briggs  Stad- 
ium, Detroit,  Mich.,  and  other  American 
League  baseball  parks  via  WKMH  Dear- 
born, Mich,  to  CFRA  Ottawa,  Ontario. 

Action  of  April  11 

WXYZ-TV  Detroit,  Mich.— Granted  li- 
cense covering  change  in  trans.  and  studio 
locations  of  auxiliary  trans.  and  ant. 


License  Renewals 

■ Following  stations  were  granted  renew- 
al of  license:  WABY  Albany,  N.Y.;  WALK 
Patchogue,  N.Y.;  WALY  Herkimer,  N.Y.; 
WCLI  Corning,  N.Y.;  WEHH  Elmira  Heights- 
Horseheads,  N.Y.;  WFAS  White  Plains,  N.Y.; 
WHBI  Newark,  N.J.;  WHLI  Hempstead, 
N.Y.;  WHUC  Hudson,  N.Y.;  WIRY  Platts- 
burg,  N.Y.;  WJLK  Asbury  Park,  N.J.; 
WLSV  Wellsville,  N.Y.;  WMSA  Messena, 
N.Y.;  WRUN  Utica,  N.Y.;  WSNY  Schenec- 
tady, N.Y.;  WWNY  Watertown,  N.Y.; 
WALK-FM  Patchogue,  N.Y.  WCLI-FM  Corn- 
ing, N.Y.;  WFAS-FM  White  Plains,  N.Y.; 
WMSA-FM  Massena,  N.Y.;  WRUN-FM  Utica, 
N.Y.;  WCNY-TV  Carthage,  N.Y.;  WKTV 
(TV)  Utica,  N.Y.;  WOTW-AM-FM  Nashua, 
N.H.;  WLAV-FM  Grand  Rapids,  Mich.; 
KFST  Fort  Stockton,  Tex.;  WLIS  Old  Say- 
brook,  Conn.;  WBEC  Pittsfield,  Mass.; 
WIBR  Baton  Rouge,  La.;  WAAB  Worcester, 
Mass.;  WORC  Worcester,  Mass. 

PETITIONS  FOR  RULEMAKING 

KBAK-TV  Bakersfield,  Calif.— Requests 
that  ch.  10  be  deleted  from  Bakersfield  and 
allocated  to  Santa  Barbara  and  that  ch.  45 
be  allocated  to  Bakersfield  in  lieu  of  ch.  10. 
Further  requests  that  Marietta  Bcstg.  Inc., 
licensee  of  KERO-TV,  be  ordered  to  show 
cause  why  its  license  should  not  be  modi- 
fied so  as  to  substitute  ch.  45  for  ch.  10, 
presently  assigned  to  it.  Ann.  April  29. 

Daytime  Bcstrs.  Gainesville,  Tex. — Requests 
amendment  of  rules  with  respect  to  emer- 
gency operation  by  daytime,  limited  time  or 
specified  hours  standard  broadcast  stations, 
so  that  such  stations  may  operate  at  times 
other  than  those  authorized  in  their  li- 
censes or  permits  during  periods  when 
severe  weather  conditions  prevail  in  such 
stations’  service  area  by  addition  of  sec. 
in  part  3 as  follows; 

Sec.  3.98.  Operation  During  Emergency. 
Licensee  of  daytime  only,  limited  time  or 
specified  hours  standard  broadcast  station, 
or  permittee  of  such  station  operating 
under  program  test  authority,  during  period 
of  emergency  or  imminent  emergency  due 
to  hurricane,  flood  or  other  severe  weather 
conditions  or  from  earthquake  or  similar 
disaster  affecting  community  in  which  sta- 
tion is  located,  may  operate  at  times  other 
than  those  specified  in  license  or  permit  in 
order  to,  and  to  extent  necessary  to  meet 
public  necessity  or  to  prevent  or  alleviate 
serious  public  inconvenience  or  hardship 
which  might  result  in  absence  of  such  op- 
eration; provided  (a)  that  as  soon  as  pos- 
sible after  beginning  of  such  emergency  op- 
eration, notice  be  sent  to  commission  at 
Washington,  D.C.,  and  to  engineer  in  charge 
of  district  in  which  station  is  located, 
stating  nature  of  emergency  and  use  to 
which  station  is  being  put  and  (b)  that 
emergency  operation  will  be  discontinued 
as  soon  as  conditions  requiring  such  op- 
eration are  no  longer  present,  and  (c)  that 
commission  at  Washington,  D.C..  and  en- 
gineer in  charge  shall  be  notified  immedi- 
ately when  such  emergency  operation  is 
terminated;  and  provided  further  (d)  that 
commission  may  at  any  time  order  dis- 
continuance of  any  emergency  operation 
undertaken  under  this  section. 

Further  requests,  in  event  rulemaking  is 
not  instituted,  issuance  of  appropriate  de- 
claratory ruling  clarifying  situation  so  that 
restricted  hours  stations  will  be  assured 
that  type  of  emergency  operation  therein 
discussed  and  covered  by  proposed  rule  is 
permissible.  Ann.  April  29. 


NARBA  Notifications 

List  of  changes,  proposed  changes,  and 
corrections  in  assignments  of  Canadian 
broadcast  stations  modifying  appendix  con- 
taining assignments  of  Canadian  broadcast 
stations  attached  to  recommendations  of 
North  American  Regional  Broadcasting 
Agreement  engineering  meeting. 

810  Kc 

CFAX  Saanich,  B.C.— 1 kw  ND,  D 

1050  Kc 

CJIC  Sault  Ste.  Marie,  Ont.— 10  kw  D,  2.5 
kw  N,  DA-N,  uni.  (PO;  1050  kc,  0.25  kw  ND.) 

1070  Kc 

New,  Kamloops,  B.C. — 10  kw  D,  1 kw  N, 
DA-N,  uni. 

New,  Vancouver,  B.C. — 10  kw  DA-2,  uni. 

1340  Kc 

CKAR-1  Parry  Sound,  Ont. — 0.25  kw  ND, 
uni. 

1350  Kc 

CKLB  Oshawa,  Ont.— 10  kw  D,  5 kw  N, 
DA-2,  uni. 

1470  Kc 

CFOX  Pointe  Claire,  P.Q.— 1 kw  DA-2, 
uni. 
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Include  yourself  In! 

The  Biggest  Advertising  Convention  of  the  Year . . . 


ADVERTISING  FEDERATION  OF  AMERICA 


56th  ANNUAL  INTERNATIONAL  CONVENTION 
JUNE  5-8,  1960— HOTEL  ASTOR,  NEW  YORK 

Advertising’s  most  inclusive  get-together  explores,  discusses,  expands  the  convention’s 
theme:  "ADVERTISING  WORKS  FOR  FREEDOM.”  Keynoted  by  the  Hon.  Frederick  H. 
Mueller,  Secretary  of  Commerce.  Provocative  . . . Controversial  . . . Vital  to  Everyone 
Interested  in  Advertising: 

HEAR  FTC  Chairman  Earl  W.  Kintner;  Noted 
educator-anthropologist  Dr.  Margaret  Mead; 

John  P.  Cunningham,  Chmn.,  Cunningham  & 

Walsh,  Inc.,  discuss  " Self  Regulation  in  Ad- 
vertising.” 

HEAR  Creative  Session  Speakers:  Max  Freed- 
man, Washington  Correspondent,  The  Man- 
chester Guardian ; A1  Capp,  creator  of  "Lil 
Abner”;  Walter  Guild,  Pres.,  Guild,  Bascom 
& Bonfigli;  and  other  speakers,  other  subjects 
of  special  interest. 

MAIL  YOUR  REGISTRATION  NOW  FOR  TWO  GREAT  ADVANCE  PACKAGE  OPPORTUNITIES! 


PLUS  ENTERTAINMENT!  New  York  in 
June  is  a World  of  Entertainment  for  You, 
for  Your  Wife;  and  ABC,  CBS,  NBC  Net- 
works present  "An  Evening  with  Rodgers  & 
Hammerstein.”  Star-studded  stage  show  fea- 
turing music  and  artists  from  Oklahoma, 
South  Pacific,  Carousel,  Flower  Drum  Song, 
Sound  of  Music  and  other  Broadway  hit  shows 
of  R&H.  Last  minute  extra:  Chevrolet’s 
fabulous  TV  Fashion  Show,  with  models  wear- 
ing original  creations  from  leading  designers. 


$60.00  Advance  Package 

Includes  admission  to  all  sessions,  brunch, 
2 cocktail  parties,  3 luncheons,  dinner-dance, 
entertainment  for  you. 


$30.00  Wife’s  Advance  Package 

Includes  admission  to  parties,  brunch,  enter- 
tainment, dinner-dance,  and  special  trips  for 
your  wife. 


Advance  price  applies  only  until  May  29th 


r 1 

Advertising  Federation  of  America 
I 250  West  57th  Street,  New  York  19,  N.  Y. 

My  check  for  $ covering  Advance  Registration 

for  the  56th  Annual  AFA  Convention,  June  5-8,  is  attached. 

I CHECK  TYPE  OF  REGISTRATION  DESIRED 

□ Package  Registration — $60  Q Wife’s  Package  Registration — $30 

I I Advance  Registration  Only  (Does  not  include  meals) — $20 
Reduced  advance  rates  expire  May  29. 

Name Title I 

Company 

Address 

City Zone State 

Please  make  your  hotel  reservations  direct  with  the  Hotel  Astor,  New  York  City  36. 

L — i 
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OUR  RESPECTS  TO  . 


Sanford  Charles  Cummings 


“It’s  a pleasure  to  do  business  with 
Sandy.  He  gets  things  done  with  a 
minimum  of  fuss.  I think  it’s  because 
he  knows  the  mechanics  of  his  job  so 
well  and,  what’s  probably  even  more 
important,  because  he  knows  the  people 
he  has  to  work  with  so  intimately.” 

That’s  what  the  head  of  the  Holly- 
wood office  of  a New  York-based  adver- 
tising agency  with  broadcast  billings  in 
the  multi-million  bracket  had  to  say 
about  Sanford  Charles  Cummings,  ABC 
vice  president  and  director  of  programs 
for  the  ABC-TV  Western  Division. 

There’s  good  reason  for  Sandy  Cum- 
mings to  know  about  programming  and 
the  people  who  make  it  tick.  He’s  been 
an  actor,  director,  producer,  on  the 
stage,  in  the  movies,  for  radio  and  tele- 
vision. He’s  also  been  a talent  agent,  a 
program  packager  and  an  advertising 
agency  executive.  He  knows  everyone 
worth  knowing  in  entertainment  and 
advertising  on  both  coasts  and  he’s  apt 
to  know  their  contractual  relationships 
as  well.  It  all  helps  in  getting  the  kind 
of  programming  that  has  pushed  ABC- 
TV  into  rating  parity  with  the  other  two 
tv  networks,  Sandy’s  associates  say. 

Coast  to  Coast  ■ A third  generation 
New  Yorker  (Oct.  31,  1913),  Sandy 
nearly  qualifies  as  a native  son  of  Cali- 
fornia, for  he  was  only  three  months 
old  when  his  theatrical  family  moved 
west  to  help  pioneer  in  a new  thing 
called  motion  pictures.  Sandy  was  work- 
ing before  the  cameras  long  before  he 
started  going  to  school.  When  he  did, 
it  was  to  attend  a variety  of  schools 
and  military  academies  as  Sandy,  a 
child  of  divorce,  shuttled  back  and 
forth  between  California  and  New  York. 

Acting  had  always  seemed  more  im- 
portant than  books,  so  in  1932  Sandy 
left  the  U.  of  Southern  California  for 
the  Pasadena  Playhouse.  But  he  didn’t 
stay  there  long,  either.  “I  was  19  and 
champing  at  the  bit  to  get  back  to  New 
York  and  ‘the  theatre,’  ” he  recalled.  “So 
I did  and  I damn  near  starved  to  death. 
It  was  in  the  middle  of  the  depression 
and  I was  lucky  to  land  a job  in  sum- 
mer stock.” 

From  there  it  was  to  pavement  pound- 
ing in  New  York  and  an  occasional  part 
on  Broadway  and  frequent  radio  assign- 
ments and  back  to  summer  stock  again. 
By  1935  he  was  associate  director  as 
well  as  an  actor  with  the  Lakewood 
Players  of  Skowhegan,  Me.  (The  di- 


rector was  Melville  Brooke,  who  also 
directed  the  Lux  Radio  Theatre.)  Then 
it  was  back  to  Hollywood  as  an  asso- 
ciate producer  at  Paramount  (“strictly 
B pictures”).  In  1936  Sandy  went  to 
work  for  Walter  Wanger  at  United 
Artists  where  he  produced  “Vogues  of 
1937”  (“I  keep  seeing  it  on  tv”)  and 
“Algiers”  (“we  had  Boyer  under  con- 
tract”). 

Into  Advertising  ■ Mr.  Wanger  had  a 
friend  who  had  a friend  in  advertising, 
Tom  Revere,  head  of  radio  for  Benton 
& Bowles,  who  was  looking  for  a man 
to  open  a Hollywood  office.  Sandy  was 
recommended,  interviewed  and  hired,  all 
by  long  distance  telephone.  During  the 
next  few  years,  as  B&B’s  Hollywood 
representative,  he  produced  Maxwell 
House  Showboat,  Good  News  (also  for 
Maxwell  House)  and  other  programs 
starring  Joe  E.  Brown,  Jack  Haley  and 
Joe  Penner. 

Young  Mr.  Cummings,  an  avid  polo 
player,  was  an  officer  in  the  Cavalry 
reserve  and  late  in  1939  he  was  sent  to 
Fort  Bliss  in  the  First  Cavalry  Division 
and  from  there  to  cavalry  school  at  Fort 
Riley  as  an  instructor.  After  Pearl  Har- 
bor he  went  overseas  with  the  Second 
Cavalry,  starting  in  Africa  and  working 
up  through  Italy  to  Germany,  with 
service  in  seven  campaigns. 

Convalescing  in  Italy,  Sandy  hobbled 
down  to  the  beach  one  day,  watched  a 
crew  erect  antennas  for  the  AEF  Radio 
Service,  found  his  old  friend  Andre 
Baruche  in  charge.  As  a combat  officer, 


ABC’s  Cummings 


All  in  knowing  how  & who 


Sandy  couldn’t  get  transferred  then,  but 
after  VE  Day,  which  found  him  in 
Bavaria,  he  was  offered  (and  promptly 
accepted)  the  chance  to  direct  operations 
of  the  Armed  Forces  Network  in  Ger- 
many. This  meant  establishing  half  a 
dozen  stations,  each  operated  individual- 
ly. “An  ad  in  Stars  & Stripes  was  all 
that  was  needed  to  get  us  a staff  of 
fully  qualified  people,”  he  says.  The 
Berlin  station  opened  its  inaugural 
broadcast  with  Spike  Jones’  recording 
of  “Der  Fuhrer’s  Face.”  The  Munich 
station  took  over  what  had  been  the 
Gestapo  headquarters,  including  a base- 
ment wine  cellar  which  was  turned  into 
a restaurant,  “The  Brown  Helmet.” 

In  the  spring  of  1946,  after  6V2. 
years  of  service,  Sandy  Cummings  was 
back  in  Hollywood,  producing  B pic- 
tures (“what  else?”)  for  Columbia.  But 
with  the  foreign  market  broke  the 
movies  were  feeling  poor,  so  he  be- 
came an  agent,  packaging  programs  for 
radio  and  then  for  tv  as  this  new  market 
for  program  material  opened  up.  He 
worked  for  Sam  Jaffe,  spent  two  years 
with  William  Morris  and  then  became 
an  independent  packager  and  western 
advertising  representative,  handling  a 
few  advertising  accounts,  for  which  he 
produced  radio  and  tv  commercials, 
among  other  chores. 

Now  With  ABC  ■ Two  years  later, 
when  ABC  negotiated  its  initial  contract 
with  Walt  Disney,  Sandy  was  engaged 
by  ABC  as  network  coordinator  at  Dis- 
ney Productions,  reporting  directly  to 
New  York  on  the  progress  and  prob- 
lems of  Disneyland,  then  also  of  Mickey 
Mouse  Club  and  Zorro,  adding  up  to  a 
total  of  6V2  hours  of  network  air  time 
a week.  In  1958,  he  moved  his  office 
from  the  Disney  lot  to  ABC’s  Television 
Center  with  a new  title,  program  man- 
ager, ABC-TV  Western  Division.  This 
soon  was  changed  to  director  of  pro- 
grams and  in  December  1958  he  was 
elected  a vice  president  of  ABC. 

Currently  single,  he  lives  in  a Holly- 
wood apartment.  He  makes  time  to  ride 
each  day,  although  he’s  given  up  polo  as 
too  demanding.  He’s  also  discovered 
deep  sea  fishing  and  “I’d  like  to  go  in 
for  that  if  I could  find  the  time,”  he  says. 
He  is  a member  of  the  board  of  direc- 
tors of  the  Academy  of  Television  Arts 
& Sciences  and  vice  president  of  Radio, 
Television,  Recording  & Advertising 
Charities. 
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EDITORIALS 


Bill  to  kill  tv 

THIS  WEEK  the  Senate  Commerce  Committee  will  begin 
hearings  on  a bill  to  kill  television  as  a medium  of 
journalism. 

The  bill  would  require  all  tv  networks  and  stations  to 
give  each  major  candidate  for  the  Presidency  an  hour  of 
prime  time  each  week  for  eight  weeks  preceding  the 
election.  The  candidates  could  do  anything  they  wanted  to 
do  with  the  time,  and  broadcasters  would  have  nothing  to 
say  about  it. 

There  are  any  number  of  reasons  why  this  is  a bad  bill: 
It  is  discriminatory.  If  television  must  give  its  facilities  to 
candidates  because  it  enjoys  a degree  of  government  privi- 
lege, why  should  not  railroads,  airlines  and  bus  companies 
convey  candidates  on  campaigns  at  no  charge?  For  that 
matter  why  should  newspapers  and  magazines  not  be  or- 
dered to  carry  candidates’  propaganda  in  unedited  text  in 
exchange  for  their  second-class  mail  subsidy? 

The  bill  is  confiscatory.  Why  should  the  private  operators 
of  television  networks  and  stations  suffer  the  loss  of  dis- 
placed advertising  and  the  expense  of  facilities  cost  when  no 
other  communications  medium  is  ordered  by  law  to  do  so? 

But  the  most  important  reason  to  oppose  the  bill  is  this: 
If  adopted,  the  measure  would  establish  a precedent  that 
would  lead  to  the  total  corruption  of  television  into  a politi- 
cal instrument. 

A law  compelling  television  to  turn  itself  over  to  presi- 
dential candidates,  for  whatever  use  they  wish  to  make  of 
it,  would  create  the  irresistible  invitation  for  other  laws 
giving  lesser  politicians  access  to  tv. 

One  of  the  principal  functions  of  journalism  is  the  col- 
lection and  distribution  of  political  intelligence.  Editing  is 
indispensable  to  this  function.  When  a communications 
medium  is  deprived  of  the  right  to  exercise  judgment  in  its 
presentation  of  political  news,  it  has  ceased  to  be  a medium 
of  journalism  and  has  become  an  extension  of  the  soap-box. 

Is  television  to  mature  into  the  primary  journalism  medium 
it  is  technically  capable  of  becoming? 

Or  will  it  be  nothing  more  than  a tool  to  be  used  at  the 
whim  of  politicians? 

The  questions  at  issue  in  the  hearings  that  begin  this  week 
are  exactly  that  serious.  Today’s  broadcaster  will  be  to- 
morrow’s Western  Union  boy  if  the  case  against  the  time- 
grab  bill  isn’t  strong  enough. 

They  asked  for  It 

IT  BEGINS  to  look  as  if  broadcasting  is  going  to  get  what 
some  of  its  principal  elements  asked  for — closer  sur- 
veillance over  programming  by  the  FCC. 

Last  week  the  commission  announced  that  it  had  told  its 
staff  to  prepare  proposed  rulemaking  governing  “broadcast 
programming  practices  in  general.”  Translated,  the  an- 
nouncement meant  that  the  commission  wants  to  write  a 
formal  policy  on  the  extent  and  application  of  its  authority 
over  what  goes  over  the  air. 

We’ll  bet  that  some  mighty  important  broadcasters  will 
be  looking  for  ways  to  change  their  testimony  once  the  pro- 
posed rule  is  announced.  If  the  present  mood  of  the  FCC 
majority  prevails/it  is  probable  that  the  commission  will 
announce  its  intention  to  match  performance  against  promise 
and  to  require  more  reports,  not  fewer,  describing  what  the 
broadcaster  proposes  to  program  and  what,  if  it  is  a license 
renewal,  he  has  broadcast  in  the  past. 

In  defense  of  that  position  the  commissioners  can  say 
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that  they  are  advocating  nothing  more  than  leading  broad- 
casters themselves  advocated,  and  the  commissioners  will  be 
right.  In  testimony  during  the  FCC’s  program  hearings  early 
this  year  the  NAB,  ABC,  CBS  and  NBC  agreed  that  the 
FCC  could  survey  programs  as  a means  of  judging  the 
character  of  applicants.  Some  said  that  in  renewal  applica- 
tions it  was  all  right  for  the  FCC  to  match  performance 
against  promises  in  programming. 

The  FCC  has  only  to  make  a summary  of  the  testimony 
of  those  four  organizations  and  it  will  have  drawn  a plan 
for  program  control.  For  how  is  the  FCC  to  judge  character 
or  to  match  performance  against  promise  without  first 
judging  the  programming  by  which  it  is  measuring  charac- 
ter and  performance? 

In  this  process  the  FCC  cannot  say  an  applicant’s  charac- 
ter is  inferior  without  first  deciding  that  his  programming  is 
inferior.  In  making  the  first  judgment  the  FCC  will  be 
setting  standards  that  will  affect  all  other  licensees  and  future 
applicants. 

Say  that  the  FCC  elects  to  deny  a grant  because  of  “lack 
of  balance”  in  programming.  It  must  say  or  at  least  imply 
what  kind  of  balance  would  have  been  acceptable.  That  kind 
of  balance  from  then  on  becomes  the  standard  for  the 
industry. 

Say  that  the  FCC  denies  a grant  because  a station  has 
failed  to  broadcast  “enough”  farm  news.  It  must'  indicate 
how  much  farm  news  would  have  been  enough.  At  that 
point  that  much  farm  news  becomes  the  minimum  that  a 
station  can  broadcast  and  keep  its  license. 

Say  that  the  FCC  decides  that  Station  A should  have 
broadcast  “less”  rock  and  roll  or  jazz  or  chamber  music. 
From  then  on  all  stations  have  a ceiling  on  the  volume  of 
rock  and  roll,  jazz  and  chamber  music  they  can  play.  Did 
a rejected  applicant  fail  to  air  “enough”  talk  programs? 
Something  more  than  the  number  he  broadcast  becomes 
the  minimum  that  all  stations  must  use. 

In  its  proposed  rule-making  the  FCC  may  be  expected  to 
speak  warmly  of  the  First  Amendment  and  to  pledge 
abstinence  from  censorship,  just  as  the  principal  broadcast- 
ing witnesses  urged  it  to  do. 

But  program  control,  which  the  First  Amendment  out- 
laws, and  censorship,  which  the  Communications  Act 
explicitly  forbids,  will  be  the  inevitable  outcome  of  the  kind 
of  program  surveillance  that  is  contemplated. 

There  are  a good  many  skillful  lawyers  working  for 
broadcasting.  We’d  like  to  see  them  go  to  work  now  to 
extricate  broadcasting  from  the  dead-end  into  which  it  was  led. 


“That’s  real  dirt  you’re  digging  up  now,  Congressman.” 
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THE  PIEDMONT  INDUSTRIAL  CRESCENT 


the 


STEEL 


industry  . . . 


creates  buying  power  in  the  Piedmont  Industrial  Crescent  ! 

The  South's  expanding  steel  industry  is  another  reason  why  WFMY-TV  . . . 
located  in  the  heart  of  the  industrial  piedmont  ...  is  the  dominant  selling  influence 
in  this  $3,000,000,000  market.  WFMY-TV  serves  . . . and  sells  in  this  heavy 

industrial  54-county  area  where  2,250,000  people  live,  work  and  buy. 


uifmy  - tv 

GREENSBORO,  N.  C. 

'NOW  IN  OUR  11th  YEAR  OF  SERVICE' 
Represented  by  Harrington,  Righter  and  Parsons,  Inc. 
New  York,  Chicago,  San  Francisco,  Atlanta,  Boston,  Detroit 
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IN  THE  WEST 


The  DENVER 
METRO  MARKET 

DENVER -PUEBLO 
COLORADO  SPRINGS 

with  over  IV2  million  people 
(larger  than  the  Twin  Cities) 
Spending  more  than  2 Billion 
Dollars,  (more  than  the  City 
of  Baltimore). 

3RD  LARGEST  MARKET 
IN  THE  WEST 

Only  Inter  mountain’s 

DENVER  METRO 
GROUP 

KIMN  • KYSN  • KGHF 

(DENVER)  (COLO.  SPGS.)  (PUEBLO) 

Can  Profitably  Sell  Your 
Products  and  Services 

Surveys  prove  this  group  reaches 
more  people  for  less  money. 


INTERMOUNTAIN 

NETWORK 

126  So.  Main  • Salt  Lake  City,  Utah 


Ask  Your  Avery- 
Knodel  Man 


Inter  Mountain^— - 

NtITWORK  AFFILIATE 
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Tv’s  big  production  man  for  1960-1961:  Jaffe  in  profile  Page  98 


the  McLendon  stations... 

how  are  they  doing  ? 


KTSA 

MBL 


SAN  ANTONIO  / newest  Pulse,  January  1960, 
74-County  Area  Survey  shows  KTSA  dominates 
its  vast  area  in  23  out  of  24  half-hours.  With  5,000 
watts  on  550  kc,  KTSA  ranks  as  one  of  America’s 
most  amazing  powerhouses. 


SAN  FRANCISCO/  like  KTSA,  utterly  dom- 
inant in  its  Metropolitan  and  Area  Pulse  . . . first 
by  far  in  San  Francisco  and  the  first  good  music 
station  in  radio  history  to  win  undisputed  first 
place  in  a metropolitan  market. 


KLI F 

REEL 


WSL 


LOUISVILLE  / runaway  leader  in  Hooper, 
Pulse,  Trendex  — you  choose  your  survey. 


DALLAS/  same  as  Louisville:  choose  your  sur- 
vey. Check  your  latest  Hooper  and  Pulse  surveys 
to  see  just  how  far  50,000  watt  KLIF  is  ahead 
of  any  competing  station,  Metropolitan  or  54- 
County  Area. 


SHREVEPORT  as  overwhelmingly  dominant 
in  Hooper  and  Pulse  as  KLIF;  and  have  you  seen 
the  January  1960,  63-County  KEEL  Area  Pulse? 
First  in  22  out  of  24  half-hours  in  its  63  counties 
. . . and  soon  to  be  50,000  watts  on  710  kc! 


HOUSTON  we  hate  to  be  boring  — but,  again, 
first  in  Hooper,  Pulse,  et  cetera  . . . take  your  pick. 
And,  first  in  every  half-hour  in  the  January  1960, 
57-County  Area  Pulse. 


BUFFALO  / less  than  two  weeks  after  McLendon 
takeover,  coming  up  as  beautifully  as  its  good- 
music  sister,  KABL. 


WHEELING:  HIM  TV  MARKET 

One  Station  Reaching  The  Booming  Upper  Ohio  Valley 


No.  18 

WTRF-TV  Image  Series 

TOYS 


The  Louis  Marx  Company  of  Glendale, 
West  Virginia  (<?  miles  south  of  Wheeling ) 
is  a 15  million  dollar  Wheeling  area  in- 
dustry producing  steel  and  plastic  toys, 
anything  from  a complete  Ben-Hur  Set 
to  a Cape  Canaveral  Missile  Base.  In 
this  36-county  market  where  nearly  2 
million  people  earn  over  a 2}^  billion 
dollar  spendable  income,  Marx  Toys  em- 
ploys 1000  people  and  dispenses  a 4 
million  dollar  annual  payroll.  People  who 
earn  are  people  who  spend  . . . Marx  em- 
ployees typify  the  folks  who  comprise  the 
big  and  buying  WTRF-TV  audience.  Are 
these  folks  getting  your  message  . . . are 
you  ringing  up  sales  in  the  7500  retail 
outlets  here? 


>yORLD>S  LARGESTTOY  MAKER 


For  availabilities,  call  Bob 
Ferguson,  VP  and  Gen.  Mgr., 
or  Needham  Smith,  Sales  Manage 
at  CEdar  2-7777. 

National  Rep.,  George  P. 
Hollingbery  Company. 
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316,000  watts 


NnB  C ne,work  *olor 


WHEELING  7,  WEST  VIRGINIA 


Public  Service 


• Way  Better  Buy 


‘BALANCED”  PROGRAMMING 

an  interesting  combination  of  the  five  most  important 
ingredients  for  successful  programming  has  long  been 
the  reason  for  WCBM’s  ability  to  attract  and  hold  the 
adult  radio  audience  . . . the  folks  with  money  to  spend 
in  the  huge  Baltimore  market!  National— and  local 
advertisers  have  successfully  capitalized  on  WCBM’s 
adult-level  programming— and  so  will  you  . . . when 
WCBM  is  on  your  “must  schedule”  list  in  Baltimore! 


QOOQ 

A CBS  Radio  Affiliate  • 10,000  Watts  on  600  KC  • Baltimore  13,  Maryland 


Peters,  Griffin,  Woodward,  INC.  Exclusive  National  Representatives 
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CHANN  L Foul? 

deliver s WOjflS  ! 


Your  advertising  messages  will  sell  MORE  in  the  vast 
Dallas-Fort  Worth  market,  because  KRLD-TV  delivers 
your  messages  to  MORE  HOMES,  in  the  South’s  number 
one  booming  market  . . . titan  any  other  station! 

KRLD-TV , the  consistent  favorite  in  a potential 
market  of  676,500  TV  Homes,  leads  Station  B by  42,900 
more  homes  . . . leads  Station  C by  65,000  more  homes  . . . 
leads  Station  D by  215,000  more  homes  * 

KRLD-TV’s  “maximum  coverage”  means  a better 
buy  per  thousand  homes,  too! 

* ARB  — March  1960 


represented  nationally  by  the  Branham  Company 


THE  DALLAS  TIMES  HERALD  STATIONS 


CkaMtet4,  DcMcu-- Ft:  iVoVfi  Clyde  W.  Rembert,  President 

MAXIMUM  POWER  TV-Twin  to  KRLD  radio  1080,  CBS  outlet  with  50,000  watts 
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CLOSED  CIRCUIT. 


New  name  for  FCC  ■ Arizona's  Repub- 
lican organization,  headed  by  Sen. 
Barry  Goldwater  and  Rep.  John  J. 
Rhodes,  of  Mesa,  is  vigorously  support- 
ing Homer  Lane,  vice  president  and  as- 
sistant general  manager  of  KOOL-AM- 
TV  Phoenix,  for  FCC  vacancy  in  event 
nomination  of  Edward  K.  Mills,  New 
Jersey  Republican,  is  killed  because  of 
irreconcilable  “conflict  of  interest”  as- 
pect stemming  from  life-time  family 
trust  (see  page  9).  Mr.  Lane,  with  sta- 
tion for  nearly  decade,  is  35  and  has 
had  extensive  experience  in  program- 
ming and  production.  Support  is  based 
on  desirability  of  having  “practical 
broadcaster”  on  FCC.  Appointment  is 
for  unexpired  term  of  former  Chairman 
John  C.  Doerfer  (until  June  30,  1961). 

Movie  and  toll  tv  ■ It’s  probable 
that  RKO  General  won’t  be  able  to  list 
specific  program  details  in  its  forthcom- 
ing application  for  authority  to  test  on- 
air  subscription  television.  Important 
ingredient  of  anticipated  programming 
will  be  first-run  movies,  and  movie  pro- 
ducer-distributor interests  aren’t  willing 
to  commit  themselves  to  toll  tv  until 
they  have  assurance  it  actually  will  go 
into  operation.  At  this  point  movie 
owners  fear  reprisals  from  theatre  op- 
erators if  they  make  deal  with  subscrip- 
tion system  that  not  only  isn’t  on  air 
but  isn’t  even  approved. 

RKO  expects  to  apply  for  FCC  test 
approval  soon  on  uhf  WHCT-TV  Hart- 
ford, Conn.,  RKO  purchase  of  which 
(for  $900,000  including  lease  pay-out ) 
also  awaits  FCC  action.  FCC’s  Third 
Report  setting  up  standards  for  sub- 
scription testing  doesn’t  require  explicit 
program  information  in  applications, 
but  RKO  had  hoped  to  go  into  details, 
if  deals  with  movie  interests  had  been 
possible. 

More  to  come  ■ Wholesale  shuffling 
of  NAB  administrative  staff,  with  four 
central  points  of  authority,  may  be  fol- 
lowed by  recommendations  by  McCol- 
lough  policy  committee  for  more 
changes  when  board  of  directors  meets 
June  15-17.  One  guess  is  that  revamped 
headquarters  will  operate  with  four  vice 
presidents  instead  of  present  two  vps 
(one  each  for  radio  and  tv). 

Progress  report  of  committee  to  select 
new  NAB  president  will  be  submitted 
to  board  at  its  meeting  next  month  but 
there’s  little  likelihood  of  action.  It’s 
understood  two  outstanding  public  fi- 
gures have  been  interviewed  to  date, 
with  number  of  others  still  on  list.  One 


question  is  whether  selection  should  be 
made  promptly,  as  urged  by  interim 
three-man  policy  committee,  or  whether 
it  should  await  U.S.  election  results  in 
November. 

Deck  clearing  ■ Minnesota  Mining  & 
Mfg.  Co.,  St.  Paul,  insisted  that  Mutual 
settle  all  lawsuits  against  network  as 
pre-requisite  to  buying  MBS.  That  was 
primary  reason  MBS  agreed  to  settle 
suit  by  Harry  Goodman  Productions 
for  sum  said  to  be  “in  excess  of  $10,- 
000”  for  alleged  breach  of  contract 
by  MBS,  dating  back  to  1957  when 
RKO  Teleradio  (now  RKO  General) 
owned  network. 

Wheeler  quits  RCA  ■ George  Y. 
Wheeler  II,  RCA  staff  vice  president  in 
Washington  for  past  five  years,  has  re- 
signed and  simultaneously  offered  his 
services  to  Adlai  Stevenson,  on  assump- 
tion Mr.  Stevenson  will  become  aspirant 
once  again  for  Democratic  presidential 
nomination.  Mr.  Wheeler  will  continue 
his  Washington  activities  with  RCA 
until  his  replacement  is  named,  and 
afterward  will  become  consultant  to 
RCA.  His  successor  presumably  will 
be  vice  president  for  legislative  mat- 
ters. Pinckney  B.  Reed  has  been  vice 
president  of  RCA  in  Washington  since 
last  May  and  provides  staff  coordina- 
tion of  parent  company's  business  ac- 
tivities. 

Mr.  Wheeler,  who,  with  his  family 
has  substantial  stockholdings  in  RCA 
joined  NBC  in  Washington  as  a page  in 
1937;  became  assistant  to  F.M.  Russell, 
then  NBC  Washington  vice  president 
and  now  consultant,  in  1949.  Mr. 
Wheeler  is  Princeton  graduate  and  in 
1955  obtained  law  degree  at  George 
Washington  U.  He  has  not  disclosed 
plans  beyond  RCA  consultancy  and 
Stevenson  volunteer  work. 

One  man's  meat  ■ Evidence  mounts 
that  FCC’s  stricter  interpretation  of 
program-supplier  identification  rule  is 
not  confined  to  disc  spinners.  Marathon 
Tv  Newsreel,  N.Y.,  says  stations  that 
used  to  cut  credits  from  industry- 
financed  films  supplied  free  are  now 
insisting  on  explicit  statement  of  who 
underwrote  show  and  giving  bankrollers 
bold  titles. 

Booster  booster  ■ Northwest  booster 
operators  have  received  strong  support 
from  another  FCC  member — Commis- 
sioner Robert  E.  Lee.  After  five-day 
trip  through  Montana  and  Idaho  check- 
ing unlicensed  booster  facilities  he  ex- 


pressed hope  way  can  be  found  to 
authorize  vhf  boosters  but  feels  they 
should  be  kept  from  spreading  to  East 
where  they  might  cause  interference. 
He  also  expressed  hope  booster  opera- 
tors will  switch  to  uhf  when  present 
equipment  requires  replacement.  Com- 
missioner T.A.M.  Craven  is  other  FCC 
official  who  has  supported  legalizing  of 
boosters. 

Global  tv  ■ What  is  time-table  for  use 
of  earth  satellites  for  hemispheric  or 
even  global  tv  transmission?  Scientists 
predict  90%  technical  reliability  within 
five  years  and  99% -plus  in  10  years. 
They  even  talk  about  delivery  into 
homes  everywhere  in  U.S.  of  signals 
bounced  from  passive  reflectors  and 
say  it  can  be  done  on  chs.  7-13.  Over- 
looked in  these  predictions  are  such 
matters  as  conflicting  ideologies  (free 
enterprise  vs.  totalitarian)  and  in  U.S., 
monopolies  that  would  result  from  na- 
tional coverage  by  single  entity. 

Emergency  network  ■ Not  many  real- 
ize that  four  fm  stations  remained  on 
air  during  May  3 Conelrad  alert  test. 
Covering  mid-Atlantic  area,  stations 
continued  operating  using  sub-carrier  of 
their  multiplex  systems  to  test  capability 
to  serve  as  backup  circuit  for  relaying 
civil  defense  and  presidential  messages 
to  populace  via  Conelrad  control  sta- 
tions. High  quality  fm  circuits  (15  kc) 
compared  above  average  with  voice 
quality  wire  lines  normally  used  in  this 
function,  it’s  understood.  Stations  in- 
volved in  experiment:  WTOP-FM 

Washington,  WBAL  - FM  Baltimore, 
WNAV  - FM  Annapolis,  Md.,  and 
WDOV-FM  Dover,  Del. 

Ammunition  ■ As  further  evidence  of 
FCC’s  zeal  in  assuming  programming 
powers,  general  counsel’s  office  request- 
ed and  got  full  transcript  of  material  on 
tv  programming  developed  by  1960 
White  House  Conference  on  Children 
& Youth  (Broadcasting,  April  4).  Rec- 
ommendations and  blasts  by  educators 
and  civic  group  representatives  were 
turned  over  to  commission  before  being 
released  to  press  and  public. 

Wire  cutters  ■ Little  is  being  said  about 
it,  even  in  light  of  saber  rattling  of 
Khrushchev  over  U-2  plane  incident, 
but  there  are  at  least  four  recent  At- 
lantic cable  cutting  incidents  involving 
Soviet  fishing  trawlers.  In  Feb.,  1959, 
controversy  was  fomented  over  similar 
cable  incidents,  when  trawler  was 
boarded  by  Navy,  but  Soviets  contend- 
ed fouling  of  cables  was  all  accidental. 
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To  cover  the  21-county  Northwestern 
Ohio-Southern  Michigan  market,  you 
need  Toledo  and  WSPD-TV,  WSPD-TV’s 
new  1000-foot  tower  spreads  coverage 
over  444,400  homes  . . . the  source  of 
retail  purchases  to  the  tune  of  2 
billion  dollars  annually.  You  can’t  afford 
to  ignore 
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WEEK  IN  BRIEF 

'Lathering  up'  sales  by  market  strategy  ■ How  does 
a small  budget  advertiser  break  into  the  big,  highly 
competitive  shaving  cream  market  with  a new  product? 
It  isn’t  easy,  Noxzema  Chemical  Co.  will  admit,  but  it 
can  be  done  through  wise  market  strategy  and  careful, 
flexible  selection  of  advertising  media.  How  Noxzema 
crashed  the  barrier  with  its  new  Instant  Shave  is  told 
in  this  week’s  Monday  Memo  by  H.W.  Grathwohl, 
Noxzema’s  vice  president  and  director  of  advertising. 
Page  22. 

Color  far  ahead  ■ Survey  conducted  for  WLWT  (TV)  Cincinnati  shows 
color  television  commercials  have  the  same  impact  in  1,000  homes  that 
black-and-white  commercials  from  the  same  program  have  in  3,589 
homes.  Page  35. 

The  top  network  advertisers  ■ Procter  & Gamble’s  $3.6  million  gross 
leads  the  top  15  in  February;  Anacin  is  brand  leader.  Page  40. 

New  rate-card  forms  ■ A AAA  brings  rate-card  standards  up  to  date 
with  simplified  models,  urges  stations  to  adopt  them.  Page  42. 

Toys  on  tv:  an  agency's  survey  ■ Reach,  McClinton  talks  to  retailers 
on  behalf  of  toy  client,  finds  tv  does  “outstanding  job  of  selling  toys.” 
Page  50. 

NAB  revamping  starts  ■ Charles  H.  Tower  named  tv  vice  president  of 
industry  trade  association.  Page  58. 

Canon  35  again  ■ Supreme  Court  Justice  Douglas  takes  firm  stand 
against  courtroom  broadcasts;  draws  reply  from  NAB  spokesman.  North 
Dakota  Broadcasters  Assn,  working  with  state  bar  in  investigating  court 
coverage.  Page  66. 

Televiewing  homes  and  adults  ■ The  audience  continues  to  grow, 
Nielsen  and  Sindlinger  quarterly  research  shows,  but  there  have  been 
some  slips  in  viewing.  Page  68. 

New  FCC  function  ■ Commission  to  establish  Office  of  Complaints  & 
Compliance  with  first  duty  to  be  expanded  investigation  of  payola  at 
network-owned  stations  and  Westinghouse  Broadcasting  Co.  Page  72. 

Oppose  NBC-RKO  General  deal  ■ Westinghouse  and  San  Francisco 
Chronicle  oppose  Philadelphia-Boston-San  Francisco  station  transactions; 
charge  unfair  dominance  by  NBC  if  approved.  Rep.  Celler  also  objects. 
Page  74. 

Catv  bill  up  for  vote  ■ Broadcasters  and  cable  operators  are  hard  at  work 
on  Capitol  Hill  working  to  enlist  support  for  points  of  view  on  S-2653. 
This  would  place  catv  under  FCC  regulation.  Page  84. 

Firmer  hand  on  schedule  ■ Tv  networks  will  establish  an  80%  grip 
on  the  shows  which  go  into  their  schedules  next  fall,  leaving  only  22 
individual  series  in  the  hands  of  advertisers.  Page  92. 

Nothing  but  the  truth  ■ KFAX  San  Francisco  signs  on  with  all-news 
programming.  Page  102. 
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ONE 

SHOT 


"Knuckles  down,  skinny  bone  tight”  for  a 
shot  with  the  "Cat’s  Eye”  of  the  Golden 
Triangle!  You’ll  pocket  all  three  mid-Mich- 
igan “Agates”  and  take  46%  of  the  state's 
population,  outside  Detroit.  WILX-TV  not 
only  has  the  Marbles  in  Michigan,  it  also 
covers  an  area  ranking  11th  in  retail  sales* 

— 26th  in  TV  Households**.  Play  for  keeps 

— call  Venard  Rintoul  & McConnell,  Inc. 


*SRDS  Consumer  Market  Data 
'‘Television  Age  100  Top  Markets  — 11/30/59 


LANSING 
JACKSON 
BATTLE  CREEK 


CHANNEL  lO 


SERVING  MICHIGAN’S 

GOLDEN  TRIANGLE 

Associated  with  WILS- Lansing  / WPON  - Pontiac 
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customer’s  buying  appetites  whetted  by  what  you  tell  them  on 
Meredith  family  stations.  To  sell  your  product  or  service  to  the 
influential,  big-spending  “family  board  of  directors”,  use  your  local 
Meredith  Station  — “one  of  the  family”  in  the  vast  area  it  serves. 


^Meredith  Station £ 


KANSAS  CITY 

KCMO 

KCMO-TV 

The  Katz  Agency 

SYRACUSE 

WHEN 

WHEN-TV 

The  Katz  Agency 

PHOENIX 

KPHO 

KPHO-TV 

The  Katz  Agency 

OMAHA 

WOW 

WOW-TV 

John  Blair  & Co. 
— Blair-TV 

TULSA 

KRMG 

John  Blair  & Co. 

Meredith  Stations  Are  Affiliated  With 

BETTER  HOMES  & GARDENS  • SUCCESSFUL  FARMING  Magaiines 
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LATE  NEWSBREAKS  ON  THIS  PAGE  AND  NEXT  • DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  ON  PAGE  35 


MILLS  WITHDRAWS  HIS  NAME 

Stock  dispute  precludes  FCC  post 


Edward  K.  Mills  Jr.,  New  Jersey  Re- 
publican, may  be  only  man  ever  to  miss 
out  twice  on  appointment  to  FCC  after 
White  House  clearance.  Late  Friday  it 
appeared  that  Justice  Dept,  had  ruled 
that  stock  held  by  trust  of  which  he  is 
beneficiary  constituted  conflict  of  in- 
terest and  that  White  House  would  ac- 
cept his  offer  to  withdraw. 

Mr.  Mills,  54,  attorney  and  former 
mayor  of  Morristown,  was  nominated 
to  fill  unexpired  portion  of  term  of 
John  C.  Doerfer,  who  resigned  March 
15.  Because  life-time  family  trust  of  his 
father  and  uncle  includes  stock  in  West- 
inghouse  and  GE,  Senate  Commerce 
Committee  last  month  asked  Attorney 
General  to  rule  in  view  of  “conflict  of 
interest"  provisions  of  Communications 
Act. 

Three  years  ago,  Mr.  Mills  was 
cleared  for  appointment  to  FCC  to  suc- 
ceed former  Chairman  George  C.  Mc- 
Connaughey,  but  it  had  been  his  under- 
standing he  would  be  named  chairman. 
When  Mr.  Doerfer  got  that  job,  he 
elected  to  stay  as  deputy  director  of 
General  Services  Administration.  He 
resigned  from  GSA  last  December. 

Early  last  week  word  had  gone  out 
informally  that  Mr.  Mills  couldn’t  qual- 
ify, since  trustees  would  not  divest  port- 
folio of  “offending  securities.”  Mr. 

Louisville,  Syracuse 
uhf  reaction  mixed 

ABC-TV  Friday  (May  13)  told  FCC 
that  it  has  no  objections  to  proposals 
to  add  uhf  channels  to  Syracuse,  N.Y., 
and  Louisville,  Ky.,  “but  submits  that  it 
would  serve  no  useful  purpose  and  that 
the  commission’s  energies  would  be  bet- 
ter devoted  to  seeking  a method  of  pro- 
viding a third  vhf.  ...”  for  the  two 
cities.  ABC  noted  that  ch.  7 has  been 
reallocated  to  Louisville  (making  third 
v)  but  that  it  is  not  final  as  yet.  In  both 
cities  there  currently  are  two  vhf  sta- 
tions operating. 

Educators  and  scientists  hit  proposal 
to  add  ch.  37  to  Syracuse  because  of 
plans  of  Illinois  U.  to  use  that  fre- 
quency (608-614  me)  for  radio  tele- 
scope astronomy.  Carnegie  Institute  of 
Washington  said  it  is  preparing  equip- 
ment to  utilize  ch.  37  for  observations 
and  study  of  radio  noise  from  sun. 
American  Astronomical  Society,  Na- 


Mills  had  offered  income  (about  $1,300 
per  year)  from  these  securities  to  chari- 
ty as  means  of  divesting  himself  of  in- 
terest. 

Mr.  Mills  hand  carried  letter  to 
White  House  Thursday  afternoon.  He 
said  he  felt  he  should  withdraw  in  light 
of  feeling  that  the  conflict  of  interest 
aspect  was  irreconcilable.  He  said,  how- 
ever, that  he  personally  did  not  agree. 

New  question  posed  by  FCC  Chair- 
man Fred  W.  Ford  to  Asst.  Attorney 
General  Robert  Kramer,  Office  of  Legal 
Counsel,  surrounded  two  provisions  of 
Section  4 of  Act  regarding  qualifications 
of  commissioners.  Paragraph  (b)  in- 
veighs against  financial  interest  by  any 
commissioner,  while  paragraph  (j)  spec- 
ifies that  “no  commissioners  shall  par- 
ticipate in  any  hearing  or  proceeding  in 
which  he  has  a pecuniary  interest.” 
These  provisions  appear  in  conflict,  it 
is  contended. 

Paragraph  (b)  appears  to  allude  to 
what  might  be  regarded  as  proprietary 
or  ownership  interest,  whereas  (j)  re- 
ferred to  pecuniary  interest  in  which  a 
commissioner  could  disqualify  himself. 
Moreover  it  was  pointed  out  that  Mr. 
Mills  and  his  brother  have  no  control 
whatever  over  investments  made  in  life- 
time trust  and  that,  therefore,  “conflict” 
provision  should  not  apply. 


tional  Academy  of  Sciences,  Yale  U. 
and  Illinois  U.  all  said  shift  of  ch.  37 
to  Syracuse  from  Clymer,  N.Y.,  for 
commercial  use  would  be  injurious  to 
science  of  astronomy. 

Reliance  on  radio 

Confidence  in  speed  of  radio  is  re- 
ported to  have  prompted  U.S.  Air  Force 
Recruiting  Service  last  week  to  call  on 
its  agency,  MacManus,  John  & Adams 
Inc.,  New  York,  for  emergency  cam- 
paign to  fill  increasing  shortages  of 
electronic  and  other  technical  specia- 
lists. Agency  prepared  30-second  an- 
nouncements which  were  sent  Friday 
(May  13)  by  wire  and  letter  to  100 
radio  stations  for  public  service  airing 
at  stations’  convenience. 

■ Business  briefly 

Political  progress  ■ NBC-TV,  it  was 
reported  Friday  (May  13),  expects  to 
sell  out  its  political  package  within  week. 


Network  as  of  Friday  had  orders  from 
three  advertisers,  each  picking  up  one- 
sixth  sponsorship,  making  total  of 
one-half  sold.  Advertisers  are  B.  F. 
Goodrich  Co.,  Akron,  Ohio,  through 
BBDO,  N.Y.;  Thomas  J.  Lipton  Co., 
Hoboken,  N.  J.,  through  Sullivan,  Stauf- 
fer, Colwell  & Bayles,  N.Y.,  and 
Brown  & Williamson  Tobacco  Co., 
Louisville,  through  Ted  Bates  Inc.,  that 
city.  CBS-TV’s  package  is  signed  for 
total  sponsorship  to  Westinghouse 
Electric.  Meanwhile  ABC-TV’s  cov- 
erage still  is  unsold. 

Ford-to-Ford  ■ Ford  Div.,  Ford  Motor 
Co.,  renewed  NBC-TV’s  Ford  Show 
starring  Tennessee  Ernie  Ford  for  fifth 
consecutive  season.  Series  will  continue 
to  be  colorcast  on  Thursday  9:30-10 
p.m.  Agency:  J.  Walter  Thompson  Co., 
N.Y. 

Juiced-up  ■ Minute  Maid  Corp.,  Or- 
lando, Fla.  (Snow  Crop  orange  juice), 
will  start  a tv  spot  drive  May  23  in 
seven  major  markets.  Approximately 
12  daytime  and  nighttime  minutes  per 
week  planned  for  a six-week  period. 
Agency:  Kastor  Hilton  Chesley  Clifford 
& Atherton,  N.Y. 

Western  Action  ■ E.I.  duPont  de  Ne- 
mours & Co.  purchased  alternate-week 
thirds  in  Riverboat  and  Outlaw,  two 
hour-long  series  set  for  next  season  on 
NBC-TV.  Riverboat  will  continue  at 
same  time  as  this  season  (Mon.  7:30- 
8:30  p.m.  EDT)  and  Outlaw,  a new 
western  show  starring  Barton  MacLane 
as  U.S.  Marshal  Evett  Caine,  will  be 
telecast  Thursdays,  7:30-8:30  p.m. 
Agency:  BBDO,  N.Y. 

Dante  Duo  ■ Singer  Sewing  Machine 
(through  Young  & Rubicam)  and  Al- 
berto Culver  (hair  products,  through 


Press  critique 

After  three  postponements  in 
as  many  weeks,  CBS’  WBBM-TV 
Chicago  is  finally  getting  off 
ground  with  editorial  critique  of 
local  press.  First  editorial  is 
scheduled  June  12  (1:45-2  p.m.). 
Titled  WBBM-TV  Views  the 
Press,  program  will  feature 
Carter  Davidson,  formerly  ex- 
ecutive director  of  Chicago  Coun- 
cil on  Foreign  Relations  and 
ex  - newspaperman.  He  joins 
WBBM-TV’s  news  and  public 
affairs  department  today  (Mon- 
day) as  foreign  news  editor. 
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AT  DEADLINE 


Wade  Adv.)  will  back  Dante  on  NBC- 
TV  next  fall,  Mondays,  9:30-10  p.m., 
NYT.  New  mystery  adventure  stars 
Howard  Duff  as  proprietor  of  a San 
Francisco  night  club. 

Taped  western  series  ■ Ford  Div.  of 
Ford  Motor  Co.  will  sponsor  Wrangler, 
a new  western  series,  as  a summer  re- 
placement for  the  Ford  Show  starting 
July  7 on  NBC-TV  (Thur.  9:30-10  p.m. 
EDT).  The  Hollis  production  will  be 
video  taped  in  black  and  white  only  at 
Paramount  Television  Productions, 
where  it’s  reported,  more  than  $500,000 
has  been  invested  in  tape  facilities, 


specifically  for  this  series.  Agency:  J. 
Walter  Thompson,  N.Y. 

In  the  'zone'  ■ General  Foods  Corp., 
White  Plains,  N.Y.,  has  renewed  spon- 
sorship of  CBS-TV’s  The  Twilight  Zone 
(Fri.,  10-10:30  p.m.)  starting  next  fall, 
and  a new  sponsor,  Colgate-Palmolive 
Co.,  N.Y.,  has  signed  as  alternate  week 
advertiser.  The  agency  for  General 
Foods  is  Young  & Rubicam,  N.Y.  For 
Colgate-Palmolive  it  is  McCann-Erick- 
son,  N.Y. 

Steps  lively  ■ Revlon  Inc.,  N.Y.,  has 
set  a month-long  tv  spot  push  on  more 


than  60  stations  in  30  markets  on  be- 
half of  Revlon  Living  Curl  Spray  Net. 
Campaign  is  to  get  underway  the  week 
of  May  15.  Agency:  Warwick  & Leg- 
ler  Inc.,  N.Y. 

Space  reflector  fails 

Failure  of  rocket  vehicle  was 
blamed  for  unsuccessful  shoot  Fri- 
day morning  of  100-ft.  tall  alumi- 
nized balloon,  designed  to  act  as  pas- 
sive radio  mirror  for  transcontinental 
and  transoceanic  radio  and  tv  signals. 
Officials  of  National  Aeronautics  & 
Space  Administration  said  another  at- 
tempt will  be  made  later  this  year. 


WEEK’S  HEADLINERS  — 

John  G.  McCarthy,  di- 
rector of  U.S.  Office  of 
Economic  Affairs,  hold- 
ing the  rank  of  minister, 
in  Paris,  elected  presi- 
dent of  Television  Pro- 
gram Export  Assn., 
which  facilitates  sales 
abroad  of  1 1 tv  film  pro- 
duction-distribution com- 
panies. Mr.  McCarthy  succeeds  Merle  S.  Jones,  president 
during  association’s  organizational  period.  Prior  to  joining 
State  Dept,  in  1957,  Mr.  McCarthy  was  for  seven  years  vp  of 
Motion  Picture  Export  Assn,  and  Motion  Picture  Assn,  of 
America.  He  will  take  over  new  post  on  June  15.  William 
H.  Fineshriber  Jr.,  consultant  to  Television  Program  Export 
Assn,  for  the  past  six  months,  named  executive  of  television 
activities  for  the  Motion  Picture  Assn,  of  America  and 
Motion  Picture  Export  Assn.  He  will  work  closely  with 
TPEA.  Previously,  Mr.  Fineshriber,  25  year  veteran  in 
radio-tv,  has  been  vp  and  general  manager  of  NBC;  execu- 
tive of  Mutual;  programming  executive  at  CBS  and  director 
of  international  operations  for  Screen  Gems. 

Abe  Mandell,  director  of  international 
sales  for  Independent  Television  Corp. 
since  January  1959,  elected  vp  of  inter- 
national sales.  He  has  served  10  years  in 
film  sales  activity  in  Far  East  and  cur- 
rently is  touring  Japanese  markets  for  ITC 
which  distributes  in  51  countries.  Mr. 
Mandell  started  in  broadcast  field  as  actor 
at  WLW  Cincinnati  before  World  War  II. 
Later,  he  became  general  manager  of 
Frieda  Films  Inc.  (distributor  for  Republic  Pictures  in  Far 
East),  shifted  in  1952  to  Allied  Artists’  Monogram  Interna- 
tional and  also  operated  theatre  chain  in  Manila  and  In- 
donesia. He  returned  to  U.S.  in  1957  to  join  national  sales 
division  of  Ziv  Television. 

Charles  H.  Tower,  NAB  broadcast  personnel-economics 
manager,  named  tv  vp,  succeeding  Thad  H.  Brown  Jr.,  who 
resigns  in  June.  Vincent  T.  Wasilewski,  government  rela- 
tions manager,  named  director  of  governmental  affairs. 
Howard  H.  Bell,  assistant  to  president  for  joint  affairs, 


Mr.  Mandell 


Mr.  McCarthy  Mr.  Fineshriber 


named  director  of  industry  affairs.  Appointments  made  by 
NAB  interim  Policy  Committee,  headed  by  Clair  R.  McCol- 
lough,  Steinman  Stations.  (Story  page  58.) 

Mort  Wagner,  whose  appointment  as  gen- 
eral manager  of  Bartell’s  WADO  New 
York  was  announced  two  weeks  ago 
(Broadcasting,  May  2),  last  week  was 
named  executive  vp  and  general  manager 
of  Bartell  Radio  & Television  Group.  He 
will  report  to  Lee  Bartell,  managing  direc- 
tor of  group,  in  new  capacity,  and  will 
continue  in  WADO  post  reporting  to  Mel 
Bartell,  president  of  Station.  Mr.  Wagner 
will  headquarter  in  Bartell’s  new  executive  offices  at  444 
Madison  Ave. 


Mr.  Wagner 


Mr.  Salant 


Richard  S.  Salant,  CBS  Inc.  vp,  corporate 
affairs,  elected  president,  Radio  & Tele- 
vision Executives  Society.  Also  elected  to 
office:  Robert  H.  Teter,  PGW,  1st  vp; 
Ernest  Lee  Jahncke  Jr.,  NBC,  vp;  David 
C.  Moore,  Transcontinent  Television 
Corp.,  vp;  Mary  McKenna,  Metropolitan 
Broadcasting  Corp.,  secretary;  Edward  J. 
DeGray,  formerly  ABC  Radio,  treasurer. 
Mr.  Salant  served  as  government  attorney 
starting  in  1938  and  after  service  in  World  War  II  joined 
Rosenman,  Goldmark,  Colin  & Kaye  law  firm  in  1946,  made 
partner  in  1948,  and  joined  CBS  as  vp  in  1952.  Frank  Pel- 
legrin,  H-R  Television,  is  out-going  president  of  RTES 
— which  is  headquartered  in  New  York. 

John  Pival,  vp  in  charge  of  tv  for  WXYZ 
Inc.,  which  operates  ABC  owned  and  op- 
erated WXYZ-AM-TV  Detroit,  elected 
president  of  WXYZ  Inc.  Mr.  Pival  joined 
WXYZ  in  1946  as  writer-producer.  When 
WXYZ-TV  went  on  air  in  October  1948, 
Mr.  Pival  became  program  director.  In 
^ 1951  he  was  named  station  manager  of  tv 
outlet  and  in  1954  he  became  vp.  Prior 
Mr.  Pival  to  World  War  II,  Mr.  Pival  was  general 
manager  of  group  of  Detroit  movie  theatres.  During  this 
period  he  is  said  to  have  helped  launch  entertaintment 
careers  of  Danny  Thomas,  Joan  Leslie,  and  others. 
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On  The  Gulf  Coast 


THE  BIG  ONE 


Takes  The  Measure 


ARB 

PULSE 

NIELSEN 

TRENDEX 


if  > 


WKRC-TV 

CHANNEL  5 MOBILE,  ALA. 

Call  Avery-Knodel,  Representative , 
or  C.  P.  Persons , Jr.,  General  Manager 


BROADCASTING,  May  16,  1960 


11 


Embassy  of  the  Philippines 


His  Excellency 
General  Carlos  P.  Romulo, 
Ambassador  to  the  United  States 
from  the  Philippines  and 
Mrs.  Romulo  in  the  Philippine  Room 
of  the  Embassy  . . . another  in  the 
WTOP-TV  series  on  the 
Washington  diplomatic  scene. 


REPRESENTED  BY  CBS  TELEVISION  SPOT  SALES 


w 


THE  RAILTON  SPECIAL 
IS  THE 


IN  AUTOMOBILES 


IS  CINCINNATI'S 


RADIO  STATION 


WSAI  is  the  only  radio  station  in 
Cincinnati  offering  a merchandising  plan 
through  supermarkets.  Our  exclusive  tie- 
up  with  A & P stores  offers  you  extra  sales 
promotion  . . . guaranteed  in-store 
displays  for  your  client's  products.  In  Pro- 
gramming ...  In  Popularity  ...  In  Produc- 
tivity . . . WSAI  is  Cincinnati's  PACESETTER 
radio  station 


Represented  Nationally  by  GILL-perna  New  York,  Chicago,  Los  Angeles,  San  Francisco,  Boston,  Detroit 
THE  CONSOLIDATED  SUN  RAY  STATIONS  VISM-Cincinnali ; ViPEH-Philadelphia;  WALT -Tampa 


BROADCASTING,  May  16,  1960 


A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(indicates  first  or  revised  listing) 


MAY 

May  1-31 — National  Radio  Month  observance. 
May  15-18 — National  Sales  Executives-Interna- 
tional  25th  annual  international  distribution  con- 
gress and  business  aids  show,  Statler-Hilton  Hotel, 
Buffalo. 

May  16 — Iowa  Broadcasters  Assn,  annual  con- 
vention. Hotel  Fort  Des  Moines,  Des  Moines. 

May  17 — Academy  of  Television  Arts  & Sciences, 
forum  on  “Easterns,"  Im  production  in  New 
York,  Gold  Medal  Studios,  807  E.  175th  St. 

May  17 — Academy  of  Television  Arts  & Sciences 
special  meeting  on  ways  and  jneans  of  improving 
children's  programming  on  tv* 8 p.m.  in  Humani- 
ties 1200  auditorium  at  UCLA,  Los  Angeles. 

May  17 — Radio  & Television  Women  of  Southern 
California  award  dinner.  Harriet  Hilliard  Nelson 
(of  “Ozzie  and  Harriet")  will  receive  1960  Genii 
Award.  Crystal  Ballroom,  Beverly  Hills  Hotel. 
’“May  17 — Radio  Club  of  America.  Charles  D. 
Bryant,  chief  engineer,  and  Lloyd  Jacquet,  Grim- 
son  Color  Inc.,  will  speak  on  “The  Video  Tele- 
gauge." Dinner,  6:30  p.m.,  Victor's  Restaurant, 
3 East  35th  St.;  meeting,  8 p.m.,  Benjamin 
Franklin  Auditorium,  103  East  35th  St.,  N.Y. 
*May  18 — Chicago  Federated  Adv.  Club  an- 
nual awards  dinner  for  radio,  tv  and  other  media. 
CFAC  headquarters,  36  S.  Wabash  Ave.,  Chicago. 
Reception  at  5,  dinner  at  6:30  p.m. 

May  18 — Sigma  Delta  Chi  annual  banquet.  Dis- 
tinguished journalism  service  awards  in  15  cate- 
gories will  be  presented.  National  Press  Club, 
Washington,  D.  C. 

May  18 — Subcommittee  of  the  California  State 
Assembly  on  Public  Utilities  and  Corporations 
holding  hearing  on  pay  tv  at  10  a.m.  in  Room 
1158,  State  Bldg.  Annex,  San  Francisco.  Chair- 
man Rex  M.  Cunningham  will  receive  testimony 
on  types  of  pay-tv  systems  not  under  jurisdiction 
of  FCC. 

May  18-19 — Illinois  Broadcasters  Assn,  meeting. 
Hotel  Orlando,  Decatur.  Key  speakers:  FCC  Comr. 
Robert  E.  Lee  and  Walter  Schwimmer,  president 
of  syndicated-package  and  distributor  firm  bearing 
his  name. 

May  18-20 — Electronic  Industries  Assn,  annual 
convention.  Pick  Congress  Hotel,  Chicago. 

May  18-21 — Pennsylvania  Assn,  of  Broadcasters. 
Galen  Hall,  Reading,  Pa. 

May  19 — Broadcast  Executive  Club  “break-up 
party."  5 to  10  p.m..  Main  ballroom,  Hotel  Ven- 
dome,  Boston. 

May  19 — Southern  California  Broadcasters  Assn, 
luncheon  meeting.  MacManus,  John  & Adams, 
L.A.,  will  present  the  program.  Hollywood  Knick- 
erbocker. 

May  20 — Comments  due  on  FCC  rulemaking  to 
permit  daytime-only  stations  to  sign-on  at  6 p.m. 
local  time  without  prior  authority. 

May  20 — Iowa  AP  Radio-Tv  News  Assn,  annual 
meeting.  Town  House,  Omaha,  Neb. 

May  20 — Western  Washington  AP  Broadcasters' 
Assn.  Washington  Athletic  Club,  Seattle. 

May  20-21 — Broadcasting  News  Seminar  co- 
sponsored by  the  U.  of  Washington  School  of 
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Communications,  Washington  Assn,  of  Broadcast- 
ers and  Radio-Television  News  Directors  Assn.  At 
the  university. 

May  21-22 — Illinois  News  Broadcasters  Assn, 
spring  meeting,  U.  of  Illinois  campus,  Urbana. 
Combined  clinic  and  business  meeting  will  be 
jointly  sponsored  by  INBA  and  university's  Col- 
lege of  Journalism  and  Communications,  with 
some  sessions  at  Inman  Hotel,  Champaign.  Ban- 
quet speaker  will  be  John  Secondari,  ABC  special 
projects  producer. 

May  21 — UPI  Broadcasters  of  Illinois.  Hotel 
Inman,  Champaign. 

May  22-24 — National  Educational  Television 
and  Radio  Center  spring  meeting  of  station  man- 
agers of  affiliated  etv  stations.  LaSalle  Hotel, 
Chicago. 

May  26-29 — Federation  of  Canadian  Advertising 
and  Sales  Clubs  annual  convention.  Royal  Hotel, 
Guelph,  Ont. 

May  26-31 — National  Federation  of  Advertising 
Agencies  annual  management  conference.  North- 
ernaire  Hotel,  Three  Lakes,  Wis. 

'May  27 — Assn,  of  Broadcasting  Executives  of 
Texas,  second  annual  “Betty"  award  banquet. 
Sheraton  Dallas  Hotel,  Dallas. 

JUNE 

June  1 — Reply  comments  due  on  FCC  rulemaking 
to  duplicate  23  clear  channels  with  additional 
nighttime  service. 

June  1-3 — International  Advertising  Assn.  12th 
annual  congress,  Waldorf  Astoria,  New  York. 

June  1-2 — Assn,  of  National  Advertisers  work- 
shop on  advertising  administration  and  financial 
control.  Westchester-Biltmore,  New  York. 

June  2 — Connecticut  Assn,  of  AP  Broadcasters 
Study  session  meeting.  Waverly  Inn,  Cheshire. 
June  2 — Oral  argument  before  FCC  in  remand 
proceeding  involving  application  for  new  tv  sta- 
tions on  ch.  10,  Miami,  Fla. 

‘June  2 — San  Francisco  Radio  Broadcasters  Assn, 
market  presentation.  Sheraton-Palace  Concert 
Room.  (Re-scheduled  from  May  12). 

June  2-4 — Mutual  Adv.  Agency  Network  quar- 
terly meeting,  Bismarck  Hotel,  Chicago.  Morton  J. 
Simon,  agency  legal  counsel,  will  speak  on  "Prob- 
lems of  Agency  Management  and  Operation." 

June  2-4 — Western  Assn,  of  Broadcasters  (Can- 
ada) annual  meeting.  Banff  Springs  Hotel,  Banff, 
Alta.  Dr.  Andrew  Stewart,  chairman  of  the  Board 
of  Broadcast  Governors,  will  be  keynote  speaker. 
Business  sessions,  sales  clinics,  an  awards  dinner 
and  a golf  tournament  are  planned. 

*June  3 — Screen  Extras  Guild,  annual  member- 
ship meeting,  8 p.m.,  Academy  Award  Theatre, 
9038  Melrose  Ave.,  Los  Angeles.  Contract  nego- 
tiations, retroactivity,  pension  and  health-welfare 
plans  and  the  effect  of  the  new  Screen  Actors 
Guild  contract  on  extras  will  be  discussed. 

June  4 — UPI  Broadcasters  of  Pennsylvania  annual 
statewide  meeting.  Army  General  Depot,  New 
Cumberland,  9 a.m. 

*June  4 — UPI  Broadcasters  of  Wisconsin  spring 
meeting.  County  Stadium;  Milwaukee. 

June  4-5 — Oklahoma  Associated  Press  Broad- 
casters Assn.  Trade  Winds  Motel,  Tulsa. 

June  5-8 — Advertising  Federation  of  America, 
56th  Annual  Convention.  Secretary  of  Commerce 
Frederick  H.  Mueller,  FTC  Chairman  Earl  W. 
Kintner  and  John  P.  Cunningham,  chairman  of 
Cunningham  & Walsh  will  speak  June  6.  Hotel 
Astor,  New  York. 

June  5-9 — Assn,  of  Industrial  Advertisers  annual 
convention.  Shoreham  Hotel,  Washington,  D.C. 
June  7-23 — National  Sales  Executives-Interna- 
tional  eighth  annual  session-graduate  school  of 
sales  management  and  marketing,  Syracuse  U., 
Syracuse,  N.Y. 

June  8 — Academy  of  Television  Arts  & Sciences, 
forum  on  tv  and  politics,  ABC. 

June  12-17 — Fourth  Annual  Communications  In- 
stitute for  High  School  Students,  institute  on 
broadcasting  sponsored  by  School  of  Journalism, 
Pennsylvania  State  U.,  State  College,  Pa. 

June  13-17 — International  Advertising  Film  Fes- 
tival, Lido,  Venice,  Italy. 

June  13 — Deadline  for  filing  reply  comments  to 
FCC  amendment  of  Conelrad  manual  BC-3  to  pro- 
vide for  transmission  standards  for  the  Conelrad 
attention  signal. 

’June  13-14 — Radio  Frequency  Interference  Sym- 


Propor- 
tion (pro-por/ 

shun),  n.  1.  symmet- 
rical arrangement; 
symmetry;  harmony; 
balance.  2.  e.g.  the 
perfect  sound  of 
radio  wmca  where 
one  minute  out  of 
every  four  is  in  the 
public  service. 


wmca 

wbny 

BUFFALO  ■ * 

&rpi 


A &.  M Radio  Sales 


Jack  Masla  & Co.,  Inc. 


Radio  Press  Internationa 


K-WZ  . ^y4ujarcl  WJi 


RADIO  IN  HOUSTON 


in  Outstanding  Public  Service 
in  Award  Winning  News  Coverage 


posium.  Field  trips  to  FCC  lab  and  monitoring  sta- 
tion are  planned.  Shoreham  Hotel,  Washington, 
D.C. 

June  16 — Rehearing  on  Miami  ch.  7 case  in- 
volving questions  of  ex  parte  representation  to 
FCC  commissioners.  U.S.  Customhouse,  Philadel- 
phia. 

June  15-17 — American  Marketing  Assn,  annual 
meeting.  Hotel  Leamington,  Minneapolis. 

June  16-18 — Florida  Assn,  of  Broadcasters  an- 
nual meeting.  Hotel  Robert  Meyer,  Jacksonville. 
June  19-24 — National  Advertising  Agency  Net- 
work national  conference.  Oyster  Harbors  Club, 
Osterville,  Mass. 

June  20 — Comments  due  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations. 

June  20 — National  Academy  of  Television  Arts 
& Sciences  presents  annual  Emmy  Awards.  Pres- 
entation to  be  carried  over  NBC-TV,  10-11:30 
p.m.  EDT. 

June  20-21 — Chicago  Spring  Conference  on  Broad- 
cast and  Television  Receivers,  Graemere  Hotel, 
that  city,  running  concurrently  with  International 
Home  Furnishings  Market.  Emphasis  will  be  on 
home  consumer  entertainment  field  under  sponsor- 
ship of  Chicago  Section  of  Institute  of  Radio 
Engineers.  Keynote  speaker:  Joseph  S.  Wright, 
president,  Zenith  Radio  Corp. 

June  20-24 — American  Institute  of  Electrical  En- 
gineers' summer  general  meeting.  66  technical 
sessions  on  subjects  including  communications  in- 
strumentation and  control,  computers,  basic 
science  and  management  are  planned.  Inspec- 
tion trips  of  various  engineering  facilities  are 
also  on  the  agenda.  Chalfonte-Haddon  Hall  Ho- 
tel, Atlantic  City,  N.J. 

June  21-July  7 — Third  annual  workship  on  the 
Art  of  Preaching  and  Mass  Communications,  spon- 
sored by  the  E.  Stanley  Jones  Institute  of  Com- 
municative Arts  and  Emory  U.,  Atlanta.  Ministers 
will  learn  to  plan  and  produce  radio  and  tv 
programs,  write  and  deliver  more  effective  sermons 
and  generally  to  use  mass  communications.  Held 
at  the  university. 

June  21-24 — National  Community  Tv  Assn.,  ninth 
annual  convention.  Fontainebleau  Hotel,  Miami 
Beach,  Fla. 

June  22-24 — Second  National  Conference  on  Elec- 
tronics Standards.  Co-sponsors:  National  Bureau 
of  Standards,  Institute  of  Radio  Engineer's  pro- 
fessional groups  of  instrumentation  and  microwave 
theory  and  techniques  and  American  Institute  of 
Electrical  Engineers,  National  Bureau  of  Standards 
Labs,  Boulder,  Colorado. 

June  23-25 — National  Assn,  of  Tv  & Radio  Farm 
Directors'  annual  summer  meeting  Fresno,  Calif. 
June  23-25 — Maryland-D.C.  Broadcasters  Assn, 
annual  meeting.  Ocean  City,  Md. 

June  24-25 — Colorado  Broadcasters  Assn.,  Con- 
tinental Hotel,  Pueblo. 

June  26-30 — Advertising  Assn,  of  the  West,  57th 
annual  convention,  Hotel  Del  Prado,  Mexico  City. 
Theme:  "Advertising  in  the  Challenging  Sixties." 
Speakers  include  Charles  Brower,  president,  BBDO; 
James  Fish,  vp  for  advertising.  General  Mills; 
Romulito  O'Farrill,  prominent  Mexican  broadcast- 
er; James  Farley,  president  Coca  Cola  Export  Co. 
June  27-29 — Institute  of  Radio  Engineers  fourth 
national  convention  on  military  electronics,  spon- 
sored by  professional  group  on  military  electronics 
of  IRE,  Sheraton-Park  Hotel,  Washington,  D.C. 

JULY 

July  11-15 — Institute  in  Industrial  and  Tech- 
nical Communications,  Colorado  State  U.,  Fort 
Collins,  Colo.  Elwood  Whitney,  senior  vice-presi- 
dent and  director,  Foote,  Cone  & Belding,  will 
give  opening  address. 

July  24-Aug.  5 — Advertising  Federation  of  Amer- 
ica's second  annual  management  seminar  in  ad- 
vertising and  marketing.  Harvard  Business  School, 
Boston.  A limit  of  50  applicants  has  been  set  to 
be  selected  from  agency  and  advertiser  marketing 
executives,  plus  one  representative  from  each  ma- 
jor media  association.  Applications  available  from 
AFA,  250  W.  57th  St.,  New  York  19. 

AUGUST 

Aug.  12-13 — Arkansas  Broadcasters  Assn.,  fall 
meeting.  Hotel.  Marion,  Little  Rock. 

Aug.  19-20 — Texas  AP  Broadcasters  Assn.  Baker 
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Who  Put  The  “Missile 
In  Miscellaneous? 


Encyclopaedia  Britannica  Films  did,  with  such  exciting  subject  titles  as 
“Earth  Satellites”,  “A  Trip  To  The  Moon”  and  “Jet  Propulsion  ”.  This  is 
television  tailor-made  for  the  inquisitive  young  mind,  as  well  as  for  parents 
who  like  to  keep  up  with  their  children’s  interests.  This  is  “edutainment.” 

Through  the  constantly  expanding  EBF  library  of  more  than  700  film 
subjects,  Trans-Lux  Television  Corporation  gives  the  creative  program 
director  the  opportunity  to  do  much  more  than  simply  enhance  station 
prestige.  The  vital  and  volatile  issues  of  the  day  are  of  interest  to  all 
people,  and  topics  of  current  interest  demand  current  attention. 

The  many-faceted  EBF  library  keeps  ahead  of  all  the  headlines  to  provide 
provocative  and  effective  programming  for  all  of  today’s  television  needs. 
The  complete  story,  with  101  program  ideas,  is  available  on  request 
from  Trans- Lux. 


c.  j 
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SPOT-BUYING  FACTS  NOT  ON  THE  RATE  CARD  ABOUT  KDKA-TV  PITTSBURGH! 


Strongest  local  programming  of  all  Pittsburgh  TV 

Stations!  Stronger  personalities  to  give  products  their 
endorsement!  Kids’  shows,  women’s  shows,  news  shows- 
all  rated  FIRST  in  their  time  periods  by  NIELSEN.  And  that's 
not  all!  □ Any  year,  any  time...  largest  share  of  audience*  of 


Wll  Pittsburgh  stations!  Look  as  far  back  as  you  like  and  you’ll  find  KDKA-TV  consis- 
tently ahead  of  any  other  Pittsburgh  station.  D Most  national  and  local  advertisers 
t’f  all  Pittsburgh  TV  stations— confirmed  by  BAR,  December  1959.  D Most  first-rated 
-news  shows  of  all  Pittsburgh  TV  stations!*  D That’s  why,  in  Pittsburgh,  no  spot  TV 
Campaign  is  complete  without  the  WBC  station,  A®  *JLU  V 

: °£h.area  N.S.I.,  Feb.,  1960  PITTSBURGH 

’ a % W ES  T I N G H 0 U S E BROADCASTING  COMPANY,  INC.  Represented  byTelevision  Advertising  Representatives,  Inc. 


How  Come  CHANNEL  10 

Stays  Perennially  On  Top  in 
the  Rich  Rochester  N.  Y.  Area? 

COULD  BE  BECAUSE:- 

• . 

we  have  the  POWER 

Yes,  thanks  to  our  new  316  KW  (maximum  power) 
transmitter,  we  now  speak  to  more  than  a million 
Western  New  Yorkers  with  a stronger  voice — look 
at  them  with  a brighter  eye!  Our  primary 
coverage  area  is  considerably  extended! 

' 

we  have  the  SHOWS 

We  offer  our  viewers  the  very  finest  programs  of  two 
major  networks— CBS  and  ABC— a galaxy  of  great 
stars  in  a brilliant  host  of  new  shows  and  old  favorites! 

We  also  offer  News-Weather-Sports,  complete  and 
accurate,  twice  nightly  at  6:30  and  11:00  P.M.—  plus 
many  other  fine,  live  local  shows,  and  the  great 
MGM  movies. 


we  have  the  KNOW-HOW 

Not  only  do  we  possess  the  technical  know-how 
that  guarantees  best-quality  production,  but  being 
Rochester-owned,  we  understand  the  wants  and 
whimsies  of  the  people  of  this  area,  give  them 
what  they  want,  know  how  to  promote  our  station 
and  our  programs  in  the  most  effective  manner. 


we  have  the  FACILITIES 

Now  that  we  have  the  very  latest  in  Videotape,  our 

facilities,  both  in  equipment  and  personnel,  leave 
nothing  to  be  desired.  Our  well-trained  engineers  and 
production  staffs  welcome  the  constant  challenge  of 
handling  live  shows  and  live  commercials  in  truly 
expert  fashion. 


we  have  the  WILL 


Perhaps  our  BEST  quality  is  our  ceaseless  will  to 
please!  We  are  intensely  proud  of  our  consistent 
leadership  in  Rochester,  and  we  are  determined 
to  maintain  it! 


Adequate  power,  top-notch  programming,  expert  know-how, 
modern  facilities  and  the  resolve  to  please  and  satisfy — every 
one  of  these  things  is  essential  to  a successful  television  station— 
and  these  are  the  things  that  attract  and  hold  our 
ever-increasing  number  of  sponsors. 

CHANNEL  lO 

(WVET-TV  • WHEC-TV)  CBS  BASIC  • ABC  AFFILIATE 


THE  BOLLING  CO.  INC. 


NATIONAL  REPRESENTATIVES 


EVERETT-McKINNEY,  INC. 


Hotel,  Mineral  Wells. 

Aug.  23-26 — Western  Electronic  Show  & Con- 
vention, Ambassador  Hotel  and  Memorial  Sports 
Arena,  Los  Angeles. 

Aug.  26-27 — Oklahoma  Broadcasters'  Assn.  West- 
ern Hills  Lodge,  Wagoner. 

Aug.  29-Sept.  2 — American  Bar  Assn,  annual 
convention,  Statler-Hilton  Hotel,  Washington,  D.C. 


Sept.  2-4 — West  Virginia  Broadcasters'  Assn, 
annual  fall  meeting.  The  Greenbrier,  White  Sulpher 
Springs. 

Sept.  19-22— Institute  of  Radio  Engineers  na- 
tional symposium  on  space  electronics  and  tele- 
metry, Shoreham  Hotel,  Washington. 

*Sept.  28 — Assn,  of  National  Advertisers  workshop 
on  advertising  management.  Ambassador  Hotel, 
Chicago. 


Oct.  2-4 — Advertising  Federation  of  America 

Seventh  District  convention,  Chattanooga,  Tenn. 

Oct.  3-5 — Institute  of  Radio  Engineers  sixth  na- 
tional communications  symposium,  Hotel  Utica  and 
Utica  Memorial  Auditorium,  Utica,  N.Y. 

Oct.  4 — Retrial  of  former  FCC  Commissioner 
Richard  A.  Mack  and  Miami  attorney  Thurman 
A.  Whiteside,  charged  with  conspiring  to  rig  the 
Miami  ch.  10  tv  grant  (first  trial  ended  in 
a hung  jury). 

Oct.  4-5 — Advertising  Research  Foundation  an- 
nual conference.  Hotel  Commodore,  N.Y. 

Oct.  10-12 — Institute  of  Radio  Engineers  na- 
tional electronics  conference,  Sherman  Hotel, 
Chicago. 

*0ct.  11-14 — Audio  Engineering  Society  12th  an- 
nual convention.  Hotel  New  Yorker,  N.Y.  Tech- 
nical papers  have  been  requested — titles  and 
abstracts  should  be  submitted  to  Dr.  Harry  F, 
Olsen,  RCA  Labs,  Princeton,  N.J.,  by  June  22. 

Oct.  16-17 — Texas  Assn,  of  Broadcasters  fall 
convention.  Sheraton  Dallas  Hotel,  Dallas. 

Oct.  18-21 — National  Assn,  of  Educational  Broad- 
casters annual  convention.  Jack  Tar  Hotel,  San 

Francisco. 

Oct.  25-26 — Engineering  section,  Central  Can- 
ada Broadcasters  Assn.  King  Edward  Hotel,  To- 
ronto. 

Oct.  31-Nov.  2 — Institute  of  Radio  Engineers  radio 
fall  meet,  Syracuse,  N.Y. 


Nov.  14-16 — Broadcasters'  Promotion  Assn,  an- 
nual meeting.  Sheraton  Charles  Hotel,  New  Or- 
leans. 

Nov.  16-18 — Television  Bureau  of  Advertising 
annual  meeting.  Waldorf-Astoria,  New  York. 

Nov.  26 — Utah-Idaho  Associated  Press  Broad- 
casters Assn,  convention.  Twin  Falls,  Idaho. 


JANUARY  1961 


Jan.  13-14 — Oklahoma  Broadcasters'  Assn.  Bilt- 
more  Hotel,  Oklahoma  City. 


In  the  Redio-TV  Publishing  Field 
only  BROADCASTING  is  a 
member  of  Audit  Bureau  of 
Circulations  and  Associated 
Business  Publications 
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REPRESENTATIVE  LUNCH 


An  H-R  salesman,  swamped  with  inquiries,  can’t  find  time  to  go  out 
to  lunch  (an  occupational  hazard  for  reps  of  WMAL-TV  and  affiliate 
WSVA-TV).  He  accepts  an  invitation  from  his  secretary,  Laura,  and 
her  girl  friend,  Ingrid,  to  share  their  sandwiches,  with  the  condition 
that  he  pay  them  eighty  cents.  The  girls  decide  to  let  him  eat  anyway. 

Laura  had  five  sandwiches,  Ingrid  three  (Ingrid’s  dieting).  Each  of 
the  three  eats  an  equal  amount.  After  they’re  finished  our  H-R  man 
discovers  that  payment  is  a problem.  There  is  disagreement  about 
equitable  division  of  the  money. 

How  would  you  divide  the  eighty  cents?  Mail  us  the  correct  answer* 
and  win  a copy  of  Dudeney’s  “Amusements  in  Mathematics,”  published 
by  Dover  Publications,  Inc.,  N.  Y. 

* Assume  all  sandwiches  to  be  of  equal  value.  Ignore  considerations  like 
original  cost  and  what  this  has  to  do  with  the  Washington  market. 

wmal-tv 

Channel  7,  Washington,  D.  C. 

An  Evening  Star  Station,  represented  by  H-R  Television,  Inc. 

Affiliated  with  WMAL  and  WMAL-FM,  Washington,  D.C.;  WSVA-TV  and  WSVA,  Harrisonburg,  Va. 
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MONDAY  MEMO 

from  H.  W.  GRATHWOHL,  vice  president  and  director  of  advertising,  Noxzema  Chemical  Co.,  Baltimore 

‘Lathering  up’  sales  by  market  strategy 


I used  to  work  for  a man  who  had  a 
saying:  “If  a product  won’t  sell  without 
advertising,  it  won’t  sell  with  it.” 

Maybe  our  experience  with  Noxzema 
Instant  Lather  is  proof  of  that.  A good 
product  is  still  the  first  requisite  to  suc- 
cess— but  even  that  will  grow  faster 
when  the  advertising  dollars  are  spent 
with  care  and  courage. 

Noxzema  Instant  Lather  was  intro- 
duced in  the  latter  part  of  1953,  early 
enough  to  look  patronizingly  at  such 
newcomers  as  Colgate  Barber  Shave, 
Old  Spice  and  others,  who  promptly 
beat  the  daylights  out  of  us  in  sales. 

The  first  four  years  the  product  was 
on  the  market  were  spent  largely  in 
getting  distribution. 

I joined  Noxzema  in  October  1956 
and  right  away  became  aware  of  a 
strange  situation  regarding  our  Instant 
Shave.  I’d  be  introduced  to  someone 
and  he’d  say,  in  effect,  “Noxzema? 
Great  company!  You  know,  I’ve  been 
using  your  Shave  Cream  for  six 
months — best  thing  I’ve  ever  tried!” 

At  that  point  we  were  rolling  along 
in  a fair  way,  spending  at  an  average 
ratio  of  advertising  to  sales  and  putting 
all  of  our  budget  in  network  tv — noth- 
ing less  than  the  Perry  Como  Show, 
reaching  12  to  14  million  homes  a half- 
dozen  or  so  times  a year.  Our  original 
impetus,  due  to  filling  pipelines  and 
getting  average  distribution,  had  slowed 
down.  Unfortunately,  distribution  wasn’t 
up  to  par  in  lots  of  the  U.S.,  and  total 
expenditure  was  a drop  in  the  bucket 
compared  to  our  competition. 

Status  Study  ■ We  had  a series  of 
meetings  with  our  agency  people  and 
tried  to  figure  out  what  was  happening, 
not  an  easy  task  when  you  figured  out 
our  share  of  market  was  less  than  2%. 

We  found  out  just  what  you  might 
expect  we’d  find.  The  only  common  de- 
nominator was  that  our  users  all  were 
men  and  they  shaved  regularly.  Several 
months  after  we  started,  and  several 
thousands  of  research  dollars  later,  we 
came  to  the  conclusion  that  we  had  an 
excellent  product  and  once  a man  tried 
it,  the  chances  were  that  he  would  stay 
with  it  forever. 

So  we  went  back  to  our  sales  and 
distribution  figures  and  took  a fresh 
look  at  our  advertising  strategy.  The 
average  factory  sales  per  thousand  pop- 
ulation for  Noxzema  were  $7.70  at  that 
time — ranging  from  $2.12  in  one  terri- 
tory to  $23.52  in  another.  Yet  we’d  been 
treating  all  alike,  by  using  a national  tv 
show — putting  the  same  proportionate 
share  of  our  budget  in  the  $2.12  terri- 


tory as  in  the  $23.52  territory.  From 
now  on,  we  knew  it  would  take  in- 
creased consumer  demand  to  crack  the 
hard-to-sell  accounts. 

Our  first  major  decision  was  to  aban- 
don the  idea  of  being  a national  adver- 
tiser. We  figured  that  we’d  stand  a lot 
better  chance  of  getting  fast  increases  in 
the  $23.52  territories  than  we  had  in  the 
$2.12  territories.  So  we  laid  out  a bold 
plan.  We’d  concentrate  on  a few  select- 
ed areas  and  spend  right  up  with  the 
leaders,  ’way  ahead  of  sales  if  need  be — 
while  we’d  put  a small  holding  cam- 
paign elsewhere. 

Big  Splurge  ■ We  looked  over  the 
expenditures  of  our  competitors  and 
came  to  the  conclusion  that,  if  we 
wanted  to  be  heard,  we  should  spend 
at  a national  rate  of  $1.5  million.  To 
spend  at  a $1.5  million  rate — and  still 
have  something  else  left  over  for  the  na- 
tional scene — we  could  cover  only  New 
York  City,  Boston,  and  nine  of  the  sur- 
rounding cities  in  mid-New  England. 

We  decided  to  use  media  we  could 
dominate — so  we  deliberately  dropped 
tv,  which  most  of  our  competitors  were 
using,  and  concentrated  on  radio  and 


Since  World  War  II,  H.  W.  Grathwohl, 
(b.  Feb.  11,  1908)  has  piled  up  strong 
product  advertising  record:  1946-48, 
Duane  Jones  Co.  account  supervisor, 
Grove  Labs.;  1949-53,  Colgate-Palm- 
olive Co.  brand  advertising  manager, 
Super  Suds,  Lustre  Cream,  Palmolive 
Soap  and  Veto;  1954-55,  Cunningham 
& Walsh  account  executive,  first  Liggett 
& Myers,  then  Colgate;  1956,  Noxzema. 
Hobby:  running  antique  shop  with  wife. 


newspapers — good  old  standby  combi- 
nation. For  the  balance  of  the  country, 
we  made  a modest  magazine  buy. 

Our  new  advertising  approach  broke 
in  April  1957.  We  scheduled  advertis- 
ing in  three  flights — the  first  of  16 
weeks,  then  a hiatus,  then  15  weeks, 
another  hiatus,  then  nine  weeks — 40 
weeks  out  of  52.  We  used  three  news- 
papers in  New  York;  two  in  Boston, 
and  one  each  in  nine  other  New  Eng- 
land cities.  Our  radio  broke  about  the 
same  time:  heavy  schedules  on  three 
major  New  York  stations;  five  major 
New  England  stations,  plus  the  25  sta- 
tions of  the  Yankee  Network. 

At  the  end  of  the  first  year,  April 
1958,  we  reviewed  our  progress  and  de- 
cided to  change  the  signals  a little  for 
the  second  year.  Our  new  pencil  test 
copy  theme  came  through  consumer 
testing  as  a surprisingly  good  device  and 
we  found  that  if  we  wanted  to  take  ad- 
vantage of  it,  we  had  to  turn  to  tv.  So 
the  second  year,  starting  in  August,  we 
switched  our  newspaper  and  radio 
money  into  spot  tv  in  New  York 
and  Boston.  Our  extra  sales  gave  us  a 
little  more  money  and  we  expanded  our 
magazine  schedule.  In  October  we 
opened  Philadelphia  on  the  same  basis. 
In  April  1959  we  added  Cleveland, 
Baltimore  and  Washington.  We  still 
used  the  saturation-then-hiatus  policy. 

Sales  Climbed  ■ In  the  U.S.,  except 
New  York  and  New  England,  we  went 
up  from  an  index  of  100  to  132%  in 
sales  and  131  in  share  of  market.  In 
New  York  and  New  England  combined, 
our  index  went  to  184  in  sales  and  176 
in  share,  with  New  York  reacting  a little 
faster  than  New  England. 

So  the  second  year  ended  and  we 
went  into  the  third — with  another 
change  in  signals  brought  about  by  our 
major  tv  buy  of  the  weekly  half-hour 
tv  show  Love  and  Marriage,  expanding 
our  exposure  to  90  cities.  We  boosted 
our  food  store  distribution  from  19%  in 
mid-Atlantic  to  43%;  from  1%  in  West 
Central  to  8%;  from  7 to  10%  in  East 
Central  and,  surprisingly  enough,  from 
23%  to  28%  in  New  England.  We 
cracked  metropolitan  Chicago,  from  0 
to  10%,  and  held  even  elsewhere. 

I’m  not  going  into  1960,  but  have 
reverted  to  our  pattern  of  concentration 
and  are  now  in  spot  tv  in  25  markets, 
where  our  advertising  is  on  a par — 
dollar  wise — with  the  leaders. 

What  happened  to  our  Lather  and 
Brushless  Shaves,  while  we  put  all  em- 
phasis on  Instant  Lather?  They  in- 
creased, too,  against  the  market  trend! 
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In  the  Maryland  Market,  nearly  700,000  television  homes 
mark  TIME  in  the  swift  clocks  of  commerce  and  industry. 
Here  thrives  one  of  the  world’s  largest  steel  mills,  one  of 
the  nation’s  leading  chemical  centers,  a center  of  clothing 
manufacture,  a center  of  the  graphic  arts,  a multiplicity 
of  mercantile  activities  that  naturally  ensue  in  the 
nation’s  second  largest  seaport — handling  over  22,424,464 
long  tons  annually,  the  production  of  aircraft  and  missiles, 
the  fabrication  of  automotive  components  and  many 
other  activities  vital  to  the  economic  welfare  of  our 
nation.  These  people  are  the  producers  of  goods  and 
services,  the  measure  of  whose  effectiveness  is  accom- 
plishment in  TIME. 


For  these  same  700,000  television  homes,  WBAL-TV 
charts  TIME’S  deliberate  and  constant  speed  carefully 
each  day  with  an  elaborate  and  varied  program  schedule 
designed  to  meet  all  their  needs  for  relaxation,  for 
entertainment,  for  information. 

"Infinitely  swift  is  the  velocity  of  TIME  . . .’’  the  phi- 
losopher says.  At  WBAL  Television  11  in  Baltimore, 
YOU  keep  pace  in  the  Maryland  Market. 

NBC  Affiliate /Channel  11/ Associated  with  WBAL- AM  & FM. 

WBAL-TV  BALTIMORE 

Nationally  represented  by  Edward  Petry  & Co.,  Inc.  (0X0X0) 


*INFINITELY  SWIFT  IS  THE  VELOCITY  OF  TIME  . . . Seneca 
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AIR  POWER  ■ CODE  THREE  * SAN  FRANCISCO  BEAT  ■ NAVY 


SHOTGUN  SLADE  ■ TRACKDOWN  • THIS  MAN  DAWSON  - 26 


THE  CALIFORNIANS 


THE  HONEYMOONERS  ■ MR.  ADAMS  AND 


MEET  McGRAW  ■ DEADLINE  ■ BOLD  VENTURE  ■ COLONEL  FI 


SILENT  SERVICE  ■ FLIGHT  ■ PANIC  ■ POLICEWOMAN  DEI 


IT’S  A GREAT  LIFE  ■ INTERPOL  CALLING  ■ YOU  ARE  THI 


wpix-11  is  the  “Network  Station”  for  Spot  Advertisers  in  New  York!  There 
are  more  opportunities  to  sell  in  a “network  atmosphere”  on  wpix-11  during 
prime  evening  hours  than  on  any  other  station.  And  Nielsen  has  proved  that 
wpix  audience  incomes,  home  ownerships,  jobs,  etc.  are  the  same  as  on  the 
leading  network  station!  You’ll  never  find  “mail  order”  or  over-long  commer- 
cials on  wpix-11.  You  will  find  important  looking  programs,  only  the  best 
advertisers  and  a proved  quality  audience ...  on  a station  that  has  a healthy 
respect  for  the  rate  card.  Where  are  your  60-second  commercials  tonight? 


new  york 


The  ONLY  New  York  independent 
qualified  to  display  the 
SEAL  OF  GOOD  PRACTICE. 


gTWORK  AUDIENCES 


^ (Nielsen  recently  studied  his  entire  New  York  sample,  both  Audi- 
-f  and  Recordimeter-Audilog  homes,  and  found  “no  significant 
!6  jience”  between  the  kind  of  people  who  watch  wpix  11— New  York's 
lg  Independent  station— and  New  York's  leading  Network  station. 
Nc  ‘lielsen  “WPIX  AUDIENCE  PROFILE”  study  provides  a direct  com- 
P )>n  of  audiences  for  the  prime  qualitative  categories  of:  FAMILY 
"ME  • HOME  OWNERSHIP  * AUTOMOBILE  OWNERSHIP  ■ SIZE  OF 
DEIIjJy  ■ AGE  OF  HOUSEWIFE  ■ OCCUPATION,  HEAD  OF  HOUSEHOLD 
17:00-11:00  PM,  seven  nights  a week.  Qualitatively  they  are  equal. 
THii4lsen  states:  “NONE  OF  THE  COMPARISONS  YIELDED  A SIG- 
UR.  .IANT  DIFFERENCE!” 


MOTHER 
DRESSER  BREAKTHROUGH, 

WORLD’S  TALLEST 
MM-Wm  STRUCTURE 


Soon,  Television  Station  KFVS-TV  will  beam  programs  from 
atop  this  steel  tower  soaring  1,676  feet  into  the  sky  near 
Cape  Girardeau,  Missouri  — the  tallest  structure  ever  built 
by  man!  Taller  than  the  Empire  State  Building  by  204  feet, 
KFVS-TV’s  new  tower  will  beam  a signal  to  an  enlarged 
market  area  of  31,800  square  miles.  A service  elevator  will 
take  25  minutes  to  reach  the  top— the  longest  elevator  ride 
in  the  world! 

This  is  the  latest  in  a long  series  of  record-breaking  tall 
television  towers  designed  and  built  by  Dresser-Ideco 
Company,  Columbus,  Ohio,  one  of  the  Dresser  Industries. 
Builder  of  more  than  half  of  the  Nation’s  television  towers 
taller  than  1,000  feet,  Dresser-Ideco  has  also  constructed 
hundreds  of  smaller  towers  for  TV,  radio  and  micro-wave 
communication.  In  addition,  Dresser-Ideco  designs  and 
constructs  aircraft  hangars  of  many  types,  buildings  for 
commerce  and  industry,  and  various  antenna  towers  and 
structures  for  national  defense. 

At  Dresser-Ideco,  the  world’s  Tallest  Tower  is  another 
stepping-stone  to  new  structural  achievements  to  come.  Here, 
as  with  all  Dresser  companies,  new  products  are  being  re- 
searched, developed,  tested  and  introduced.  Individually,  in 
combination,  or  as  a complete  group,  Dresser  companies  are 
encouraged  to  put  their  specialized  yet  diversified  skills  and 
facilities  to  woi'k  for  you.  We  will  gladly  send  you  full  infor- 
mation on  why  Dresser  equipment  and  technical  services  are 
recognized  as  standards  of  comparison  the  world  over. 

TOMORROW’S  PROGRESS  PLANNED  TODAY  BY  MEN  WITH  IMAGINATION 
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Equipment  and  technical  services  for  the  oil, 
gas,  chemical,  electronic  and  other  industries 


From  100 


OPEN  MIKE 


to  2000  feet... 
Dresser-Ideco  builds  any 
type  of  antenna  tower 

No  matter  what  the  antenna  sup- 
port problem,  Dresser-Ideco  can 
design  and  build  a tower  to  do 
the  job.  Below  are  some  of  the 
many  hundreds  of  Dresser-Ideco 
towers  serving  the  nation’s  com- 
munications industries  and  mili- 
tary electronics  facilities. 


Antenna 
test  range 
tower  for 
height  finding 
radar. 


Microwave 
antenna  tower 
typical  of  those 
used  in 

systems  built  for 
the  Ohio  Turnpike 
and  the 

Illinois  Toll  Road. 

Dresser-Ideco  offers  a complete 
tower  service.  To  benefit  from 
Dresser-Ideco’s  design  experience 
and  proved  ability  to  deliver 
quality  structures  at  minimum 
cost,  write  or  phone  Dresser- 
Ideco  Company,  875  Michigan 
Avenue,  Columbus  15,  Ohio. 
Branch:  8909  So.  Vermont  Ave- 
nue, Los  Angeles  44,  California. 


radar  towers  on  the 
line.  Designed  for  hurricane 
winds  and  heavy  ice  and  snow 
These  are  some  of  more  than 
1000  radar  towers  built  by  Dresser- 
Ideco  for  the  nation’s  aircraft  warn- 
ing system. 


Multiple 
antenna  tower. 

This  big  729'  tower 
in  Baltimore 
supports  three 
television  antennas 
on  a 1 05'  wide 
platform  at  the  top. 


Shulton's  'Race  for  Space' 

editor:  Your  story  on  May  9 (page 
30)  on  the  Shulton  Race  for  Space 
mentioned  only  one  station  by  call  let- 
ters, which  prompts  me  to  clarify  an 
impression  of  the  article. 

KPRC-TV  pre-empted  the  Steve  Al- 
len Show  for  Race  for  Space  simply  be- 
cause we  felt  this  program  was  in  the 
public  interest.  We  did  not  feel  it  would 
be  consistent  to  pre-empt  another  fine 
public  service  show,  World  Wide  '60, 
simply  because  it  was  sustaining. 

I would  like  to  clarify  the  impres- 
sion of  the  article.  We  made  no  deal 
for  the  show  for  re-run  privileges.  We 
simply  sold  the  time  to  Shulton  at 
straight  card  rate  and  provided  the 
program  with  strong  promotion  sup- 
port, as  we  do  all  important  programs 
on  the  schedule. 

I feel  your  story  missed  the  impor- 
tant point  of  this  one-time  clearance  by 
many  stations. 

I believe  it  substantiates  the  testimony 
I gave  on  behalf  of  the  NBC  Affiliates 
during  the  Barrow  hearings  before  the 
FCC- — (as  well  as  that  of  other  affiliate 
witnesses) — that  stations  will  and  do 
pre-empt  network  programs  in  option 
time  when  they  feel  that  there  is 
something  else  available  which  is  more 
in  the  public  interest. 

We  made  this  point  in  supporting 
the  option  time  arrangements  between 
networks  and  stations  as  being  a con- 
venient and  workable  frame,  but  not  a 
strait  jacket  which  prevented  the  sta- 
tions from  exercising  their  own  inde- 
pendent program  judgment. — Jack  Har- 
ris, Vice  President  and  General  Man- 
ager, KPRC-AM-TV  Houston,  Tex. 

Gardner:  high  flying  agency 

editor:  I read  with  interest  your  round- 
up report  on  the  use  of  private  aircraft 
by  networks,  stations  and  agencies  in 
your  issue  of  April  25  (pages  52-75). 

For  the  record  books,  Gardner  Ad- 
vertising Co.  has  operated  its  own  air- 
craft with  full-time  pilot  since  1952. 
And  our  current  twin-engine  Cessna 
310-D  logs  over  100,000  air  miles  per 
year. 

More  importantly,  we’re  proud  to  be 
flying  a Cessna — leader  in  the  light 
plane  industry,  and  our  client  since 
1942. — Charles  E.  Claggett,  Gardner 
Adv.,  St.  Louis. 


DRESSER-IDECO  COMPANY 


Bellanca  firm  impressed 


editor:  We  have  reviewed  with  a great 
deal  of  interest  your  special  report  con- 
cerning use  of  business  airplanes. 

Since,  we  are  the  manufacturers  of 
the  Bellanca  “260”,  one  of  the  finest 


BROADCASTING  PUBLICATIONS  INC. 

President Sol  Taishoff 

Vice  President Maury  Long 

Vice  President Edwin  H.  James 

Secretary H.  H.  Tash 

Treasurer B.  T.  Taishoff 

Comptroller  Irving  C.  Miller 

Asst.  Sec.-Treas..  . Lawrence  B.  Taishoff 


BROADCASTING 


THE  BUSINESS  WEEKLY  OF  TELEVISION  AND  RADIO 


Executive  and  publication  headquarters: 
Broadcasting  ■ Telecasting  Bldg.,  1735 
DeSales  St.,  N.W.,  Washington  6,  D.C. 
Telephone:  Metropolitan  8-1022. 

Editor  and  Publisher Sol  Taishoff 

Managing  Editor Edwin  H.  James 

Editorial  Director  (New  York) 

Rufus  Crater 

Senior  Editors:  J.  Frank  Beatty,  Bruce 
Robertson  (Hollywood),  Fred  Fitzgerald, 
Earl  B.  Abrams,  Lawrence  Christopher. 
Associate  Editors:  Harold  Hopkins,  Daw- 
son Nail. 

Staff  Writers:  George  Darlington,  Mal- 
colm Oettinger,  Leo  Janos,  Sid  Sussman, 
Richard  Calistri;  Editorial  Assistants: 
Bob  Forbes,  Patricia  Funk,  Secretary  to 
the  Publisher:  Gladys  Hall 

BUSINESS 

V.P.  & General  Manager Maury  Long 

Assistant  to  the  Publisher: 

Lawrence  B.  Taishoff 
Sales  Manager:  Winfield  Levi  (New  York) 

Southern  Sales  Manager Ed  Sellers 

Production  Manager George  L.  Dant 

Traffic  Manager Harry  Stevens 

Classified  Advertising Doris  Kelly 

Advertising  Assistants:  Merilyn  Bean, 

John  Henner,  Ada  Michael. 

Comptroller Irving  C.  Miller 

Assistant  Auditor Eunice  Weston 

Secretary  to  Gen.  Mgr..  . .Eleanor  Schadi 

CIRCULATION  & READER'S  SERVICE 

Subscription  Manager.  . Frank  N.  Gentile 
Circulation  Assistants:  Charles  Browne, 
Gerry  Cleary,  David  Cusick,  Christine 
Harageones,  Jermie  W.  Hawley,  Edith  Woo. 
Director  of  Publications  John  P.  Cosgrove 

BUREAUS 

New  York:  444  Madison  Ave.,  Zone  22, 
Plaza  5-8354. 

Editorial 

Editorial  Director Rufus  Crater 

Bureau  News  Manager.  . Donald  V.  West 

Associate  Editor David  W.  Berlyn 

N.Y.  Features  Editor  . . .Rocco  Famighetti 

Assistant  Editor Jacqueline  Eagle 

Staff  Writers: 

Richard  Erickson,  Diane  Halbert 

Business 

Sales  Manager Winfield  R.  Levi 

Sales  Service  Mgr.  . . . Eleanor  R.  Manning 
Eastern  Sales  Manager.  Kenneth  Cowan 
Advertising  Assistants:  Donna  Trolinger 
Chicago:  360  N.  Michigan  Ave.,  Zone  1, 
Central  6-4115. 

Midwest  News  Editor John  Osbon 

Midwest  Sales  Mgr.:  Warren  W.  Middleton 

Assistant Barbara  Kolar 

Hollywood:  6253  Hollywood  Blvd.,  Zone 
28,  Hollywood  3-3148. 

Senior  Editor Bruce  Robertson 

Western  Sales  Manager Bill  Merritt 

Assistant Virginia  Strieker 

Toronto:  11  Burton  Road,  Zone  10,  Hudson 
9-2694.  Correspondent:  James  Montagnes. 


BROADCASTING*  Magazine  was  founded  in  1931 
by  Broadcasting  Publications  Inc.,  using  the  title: 
BROADCASTING* — The  News  Magazine  of  the 
Fifth  Estate 

Broadcast  Advertising*  was  acquired  in  1932, 
Broadcast  Reporter  in  1933  and  Telecast*  in  1953. 
Broadcasting  ■ Telecasting* 

* Reg.  U.  S.  Patent  Office 
Copyright  1960  by  Broadcasting  Publications  Inc. 


6ROADCASTING,  May  16,  1960 


27 


PUSH 


You  know  that  it’s  the  extra  push  that  makes  the  difference 
between  an  average  campaign  and  a “Red-Letter  Success.” 
You  get  that  EXTRA  PUSH  when  you  buy  WOC-TV 
WOC-TV  effectively  specializes  in  co-ordinating  and  mer- 
chandising your  buy  at  every  level  — the  broker,  whole- 
saler, direct  salesman,  key  buyer  as  well  as  the  retail  outlet. 


This  “togetherness”  sells  products  in  the  nation’s  47th  TV 
market.  More  than  2 billion  dollars  in  retail  sales  ring  on 
the  retailer’s  cash  register  Over  438,000  TV  homes  are 
within  the  42  counties  of  WOC-TV’s  coverage  area. 
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D D.  Pair 
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Ralph  Evi 
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Wm.  D Wagner 
RESIDENT  MANAGER 

Ernest  G Sanders 
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ROCK  ISLAND 
MOLINE 
EAST  MOLINE 


To  the  National  Advertiser, 
WOC-TV  offers  the  greatest 
amount  of  local  programming — 
over  33  hours  each  week  — and 
the  finest  talent  in  the  area  put 
these  programs  across. 

Your  PGW  Colonel  has  all  the 
facts,  figures  and  other  data  as 
well  as  day  by  day  availabilities 
See  him  today , 
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1735  DeSales  St.,  N.  W.  Washington  6,  D.  C. 

NEW  SUBSCRIPTION  ORDER 

Please  start  my  subscription  immediately  for— 

□ 52  weekly  issues  of  BROADCASTING  $ 7.00 

□ 52  weekly  issues  and  Yearbook  Number  11.00 

□ Payment  attached  □ Please  Bill 

name  title/ position* 

company  name 


address 


ctty 

Send  to  home  address  — 


and  oldest  names  in  the  personal  air- 
plane field,  we  are  vitally  concerned  ! 
with  the  wide  acceptance  your  indus- 
try is  giving  our  method  of  communi- 
cation and  transportation  ...  I would 
like  to  present  a copy  of  your  magazine 
to  each  of  our  distributors  in  the 
United  States  as  a means  of  informing 
them  of  the  activities  and  promotional 
progress  made  by  the  members  of  the 
television  and  radio  industry  . . . May 
I order  20  copies  . . . — O.  J.  Miller „ 
Vice  President-Sales,  Downer  Aircraft 
Industries  Inc.,  Alexandria,  Minn. 

The  Cheskin  media  study 

editor:  With  reference  to  your  piece 
on  the  Cheskin  study  of  media  (May  2, 
pages  38-39)  I would  like  to  make 
some  observations. 

This  study  was  not  commissioned  by 
the  [newspapers’]  Bureau  of  Advertis- 
ing. Furthermore  neither  the  bureau 
nor  I even  knew  about  it  until  I had  ; 
left  the  bureau  to  set  up  my  own  com- 
munications research  company.  I men- 
tion these  points  because  you  seemed 
to  imply  that  the  research  was  media 
sponsored  (and  thus  liable  to  suspect) 

. . . — Howard  D.  Hadley,  Director, 
Hadley  Research  Assoc.,  New  York. 

[The  study,  by  Louis  Cheskin  Assoc., 
Chicago,  showed  that  television  advertis-  | 
ing  had  declined  sharply  in  public  favor.  1 
In  its  report  on  the  study,  Broadcasting 
quoted  Mr.  Cheskin  as  denying  that  his 
study  had  been  financed  by  newspapers. 

No  other  reference  to  the  possibility  of  ; 
media  underwriting  was  made.  — The  I 
Editors.] 

Open  letter  to  Oren 

editor:  If  I were  to  write  an  open  let- 
ter to  Rep.  Oren  Harris,  (D-Ark.), 
chairman  of  the  House  Legislative 
Oversight  Subcommittee,  I would  in- 
clude the  following  paragraphs  which 
might  be  made  a part  of  the  explan- 
atory announcement  required  at  the 
end  of  every  disc  jockey  program: 

“Our  thanks  to  the  many  record 
companies  and  distributors  for  furnish- 
ing music  in  the  preceding  program. 
Oren  Harris  knows  that  you  assume  | 
this  radio  station  makes  a million  dol-  j! 
lars  each  day.  Therefore  we  can  well 
afford  to  purchase  every  record  we  l 
play.  This  in  addition  to  license  fees  i1 
paid  to  BMI,  ASCAP  and  SESAC  . . . 
Somehow  Mr.  Harris  seems  to  have 
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Dottie  Barnes,  Sales  • Ron  Beideck,  Engineering  • Alan  Brill,  Production  • Jerry  Brownfield,  Production  • Donna  Bryan,  Administrative 

Betty  Buck,  Film  • Ruth  Cade,  Traffic  • Mel  Carr,  Accounting  • John  Churchill,  Production  • Jim  Clark,  Film  • Harold  Cook,  Engineering 

Ramona  Deitemeyer,  Continuity  • Jerry  DePrenger,  Production  • Bruce  Doyle,  Administrative  © Jim  Dunlap,  News  • Lillian  Eberspaher, 

Maintenance  • Shari  Erway,  Production  • Dick  Eyer,  Production  • Art  Feagins,  Engineering  • Dale  Grenseman,  Engineering  • John  Hanlon, 
News  • Ted  Hartshorn,  Maintenance  • George  Hielen,  Engineering  • Bud  Hitz,  Engineering  • Harold  Hoffman,  Engineering  • Cecil 

Hornbaker,  Engineering  • Marc  Howard,  Sales  • Harry  Huge,  News  • Marie  Hulbert,  Women’s  Director  • Ron  Hull,  Production  • Bettyjane 

Jensen,  Traffic  • Paul  Jensen,  Sales  • Dwight  Kapke,  Engineering  • Joe  Kinney,  News  • Jake  Korinek,  Engineering  • Bob  Larson,  Engineering 
Fred  Lautzenheiser,  Engineering  • Tom  Lawrie,  Sales  • Joyce  Lyon,  Administrative  © Wes  Maser,  Sales  • Eii  Modenstein,  Film  Director  • Jo 
Orfan,  Promotion  • Willard  Peterson,  Engineering  • Emily  Pierce,  Production  • Sharon  Ann  Prochazka,  Production  • Mona  Retzlaff,  Art  • Lee 

Rockwell,  Production  • Jan  Roth,  Accounting  • Jane  Rust,  Traffic  • Bernie  Sasek,  Engineering  • Harvey  Schultz,  Engineering  • Pro  Sherman, 

Production  • Nancy  Shirley,  Continuity  © Mark  Silberstein,  Film  • Robert  Starkel,  Engineering  • JoAnn  Stenholm,  Administrative  • Bob  Taylor, 
News  • Roger  Thomas,  News  • Don  Tuder,  Sales  • Bud  Wallick,  Administrative  • Jody  Wallick,  Administrative  • Rick  Weaver,  Sports  Director 
Wayne  West,  Production  • Donna  Wiggins,  Continuity  Director  • Orval  Wissink,  Production  • Don  Wright,  News  • Walter  Yetter,  Production 


tfelyek  {PtcdiwiA 

WKZO-TV  — GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  — KALAMAZOO-BATTLE  CREEK 


WJEF-FM  — GRAND  RAPIDS-KALAMAZOO 


KOLN-TV  — LINCOLN,  NEBRASKA 


KOLN-TV 

CHANNEL  10  • 316,000  WATTS  • 1000-FT.  TOWER 
COVERS  LINCOLN-LAND  — NEBRASKA’S  OTHER  BIG  MARKET 

AveryKnodel,  Inc.,  Exclusive  National  Representatives 
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j Attention  \ 

I advertisers!  \ 

f Piel’s  Beer  is  sponsoring  ' 
INTERPOL  CALLING,  ' 
starring  Charles  Korvin  as 
Inspector  Paul  Duval 
on  New  York’s  WPIX, 
Sunday  nights  at  10:30. 
Now  Interpol’s  story, 
which  the  public  has  been 
reading  about  in 
Reader’s  Digest  and  other 
magazines  and 
newspapers,  comes  to  J 
* television  ...  J 

\ presented  by  / 

\ Piel’s.  / 

\ / 

\ 


r \ 

Sounds  ^ 

great,  Bert.  Just  \ 
like  you  and  me,  ' 
INTERPOL  CALLING  \ 

| and  Piel’s  make  a | 

* sure-fire  selling  • 

J combination.  And  if  I may  • 
. make  one  small  pun,  j 

\ both  Duval  and  Piel’s  i 

y always  keep  their  ' 


heads ...  in  any 


\ 


situation.  y 

/ 


’IN VERPOL  CiUMG’ 


the  new  television  series  that 
Bert,  Harry,  B/itz-Weinhard, 
Pfeiffer’s,  Labatts,  Miller  High  Life, 
Santa  Fe  Winery  and  so  many 
other  kinds  of  advertisers  are 
buying,  buying,  buying! 

§ INDEPENDENT 
TELEVISION 
CORPORATION 


488  Madison  Ave.  • N.  Y.  22  • PLazo  5-2100 

ITC  OF  CANADA,  LTD. 

100  University  Ave.  • Toronto  1,  Ont.  • EMpire  2-1166 

© 1960  PIEL  BROS.,  BROOKLYN,  N.  Y. 


made  an  oversight  here. 

“This  is  an  election  year.  We  hope 
every  citizen  will  make  a conscientious 
effort  to  discern  the  differences  between 
statesmen  and  politicians  before  time 
to  vote.” — Bert  Gallemore,  Chief  Engi- 
neer, KMAP,  and  Transmitter  Engi- 
neer, KLYD-TV,  both  Bakersfield, 
Calif. 

No  payola  involved 

editor:  On  page  60  of  the  May  2 is- 
sue of  Broadcasting  my  name  is  listed 
among  others  as  receiving  money  from 
the  Jamie  Record  Co.  The  amount 
listed  is  $30  and  the  date  June  15,  1959. 
This  is  correct.  However,  the  implica- 
tion that  this  payment  was  some  sort  of 
“payola”  is  completely  false. 

I am  a freelance  radio  program  con- 
sultant and  as  part  of  my  service  pub- 
lish the  Bill  Gavin  Record  Reports.  The 
$30  to  which  your  article  refers  was  in 
payment  for  a three-months  subscrip- 
tion to  the  Reports.  Similar  subscrip- 
tions are  in  effect  with  most  of  the 


other  record  companies  and  with  a num- 
ber of  record  distributors  as  well.  Many 
radio  stations  and  disc  jockeys  use  my 
service.  . . . — Bill  Gavin,  San  Francisco. 

[All  information  in  the  list  to  which  Mr. 
Gavin  refers  was  released  by  the  House 
Legislative  Oversight  Subcommittee. — The 
Editors.] 

Quick  Response 

editor:  Thanks  so  much  for  the  very 
complimentary  piece  (Our  Respects 
to,  May  2,  page  109)  ...  I received 
a number  of  calls  from  people  who 
had  seen  it  before  I did. — A.  Louis 
Read,  Executive  Vice  President  and 
General  Manager,  WDSU-AM-TV 
New  Orleans. 

Filling  the  news  gap 

editor:  . . . Your  book  is  the  basic 
source  of  information  for  me,  especially 
at  this  time  when  I live  in  an  isolated 
tower  in  Hollywood. — Peter  G.  Le- 
vathes,  President,  Twentieth  Century- 
Fox  Television  Inc.,  Beverly  Hills,  Calif. 


_PLAYBACK_ 

QUOTES  WORTH  REPEATING 


’Radio — going  like  '60' 

The  tremendous  growth  of  new  radio 
stations  throughout  the  country  during 
the  past  decade,  as  well  as  the  high 
rate  of  sales  of  receivers,  show  how 
well  the  leaders  of  modern  radio  have 
guided  the  aural  medium  into  new 
channels  of  service  and  popularity,  Bill 
McKibben,  assistant  to  the  vice  presi- 
dent of  the  Balaban  Stations,  said  in  a 
talk  May  9 before  the  Advertising  and 
Selling  Club  of  Peoria,  111.  Balaban 
Stations  include  WIL  St.  Louis,  WRIT 
Milwaukee  and  KBOX  Dallas.  De- 
scribing radio’s  role  today,  he  said: 

It  is  a personal  local  medium  that 
brings  all  of  us  closer  to  our  own  com- 
munity and  at  the  same  time  let’s  us 
all  have  a significant  part  in  the  age 
we  are  going  through.  I think  it  is 
no  exaggeration  to  say  that  radio  is  the 
only  means  of  communication  on 
which  we  can  constantly  rely  to  keep 
us  and  our  community  in  touch  with 
the  rest  of  the  world. 

To  radio  alone  there  are  no  barriers 
of  time  or  space.  Radio  alone  spans 
the  farthest  horizon  in  the  smallest 
fraction  of  a second.  Radio  brings 
Washington,  D.C.,  and  Moscow  as 
close  as  our  corner  drug  store — even 
closer.  Radio  enables  us  to  go  to  work 
in  the  morning  by  way  of  Cape  Canav- 
eral, or  Tokyo,  without  adding  a single 
minute  to  our  trip.  In  fact,  radio 
makes  the  trip  shorter  by  making  it 
more  interesting. 

Radio  serves  every  community.  It 
serves  Peoria — like  it  served  New 
Haven,  Conn.,  where  it  got  a ramshack- 
le school  rebuilt;  like  Kansas  City, 


where  a “Keep  Our  City  Clean”  radio 
campaign  was  the  biggest  factor  in  re- 
ducing litter  in  the  streets,  parks  and 
public  places;  like  St.  Louis,  where  our 
station  WIL  sounded  the  warning  and 
charted  the  course  of  a killer  tornado 
•direct  from  five  mobile  units;  like  Pu- 
laski, Va.,  where  Ray  Camay,  our 
national  news  director,  walked  alone 
into  the  face  of  a shotgun  in  the  hands 
of  a hate-filled  youth,  to  save  the  life 
of  a 10-year-old  child  being  held 
hostage. 

Perhaps,  more  than  anything  else,  the 
factor  that  makes  radio  the  focal  point 
of  the  community  is  our  American 
system  of  broadcasting  itself.  Tradi- 
tionally, under  this  system  of  free 
broadcasting,  it  is  the  responsibility  of 
each  local  radio  broadcaster  to  deter- 
mine what  programming  he  will  pro- 
vide for  the  listeners  in  his  community. 
This  is  the  most  practical  way  to  in- 
sure that  listeners  are  served  well  . . . 

When  I talk  about  freedom,  I am 
not  talking  about  the  radio  broad- 
caster’s freedom.  I am  talking  about 
the  people’s  freedom.  There  are  those 
today  who  feel  that  we  need  more 
laws  to  control  what  is  broadcast;  I 
say  that  the  people  will  and  must  con- 
trol it  as  they  do  now.  The  people  are 
more  important  than  a few  thousand 
broadcasters  and  they  are  more  impor- 
tant than  a handful  of  our  critics.  Radio 
is  built  on  the  “people's  choice.”  Any- 
thing that  is  done,  however  innocent 
its  origin,  to  stifle  that  freedom  to 
choose,  threatens  not  radio  broadcast- 
ing, but  the  interests  of  the  people 
themselves.  That  must  not  happen! 
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hear 

about 


KLZ-TV  did  it  again 
a clean  sweep,  right 
across  the  board ! 


Network  Show 
Syndicated  Show 
Daytime  News 
Nighttime  News 
Weather 
Sports 


REACHES  THE 
MOST  HOMES  IN 
THE  DENVER 
MARKET  WITH  THE 
LARGEST  SHARE  OF 
AUDIENCES  FROM 
9:00  AM  UNTIL 
MIDNIGHT  SEVEN 
DAYS  A WEEK.* 


"March  ARB 


Channel 
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For  the  second  consecutive  year ! 


I 


3 


he  1959  Peabody  Award  for  television 
entertainment  (musical)  was  won  by 
WGN -Television's  acclaimed  series  of  live, 
color  telecasts,  "Great  Music  from  Chicago. "* 
With  Deems  Taylor  as  commentator  and  such 
renowned  artists  as  Fritz  Reiner,  Sir  Thomas 
Beecham,  Andre  Kostelanetz,  Howard  Barlow, 
Dorothy  Kirsten,  Byron  Janis,  Woody  Herman, 
Count  Basie,  Sarah  Vaughn  and  many 
others — WGN-Television  brought  to  Sunday 
night  television  a new  breath  of  life. 


One  year  ago,  WGN-Television's  "Blue  Fairy" 
won  the  coveted  Peabody  Award  for 
"the  nation  s outstanding  program  for  children 
in  1958"  — the  only  Peabody  Award  given 
to  a television  station! 


"Great  Music  from  Chicago"  also  won 
the  Radio -TV  Mirror  Award  for  the  "best 
musical  program  in  the  Mid -West.  " 


Awards  are  wonderful  proof  that 
devotion  to  excellence  has  paid  off.  But 
an  equally  important  reward  is  growth  in  both 
audience  size  and  audience  loyalty — a direct 
result  of  WGN-Television's  policy  of  quality 
programming  presented  with  integrity. 

*Now  available  for  syndication  in  your  market. 


WGN-TELEVISION 


441  N.  Michigan  Avenue  • Chicago 
Quality  - Integrity  - Responsibility 


FIRST  IN  BUFFALO 


wKBw  is  no.  / 


February  1960  PULSE  (Buffalo)  Mon-Sun  6:00  A.  M. -12:00  MIDNIGHT 


WKBW  — BUFFALO  — 1520 

50,000  WATTS  • Clear  Channel 


Represented  by 

AVESIY-K^SODEL 
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HOW  COLOR  BEEFS  UP  TV  AD  IMPACT 

■ In  new  study,  color  commercials  far  outscore  black  and  white 

■ If  monochrome  tv  is  hot  ad  medium,  color  brings  it  to  a boil 


Color  commercials  are  more  effective 
— much  more  effective  — than  black 
and  white. 

This  basic  finding  was  developed  in 
a comparative  study  conducted  for 
WLWT  (TV)  Cincinnati  by  Burke 
Marketing  Research  Inc.  Its  purpose: 
“To  ascertain  the  effect  of  color  com- 
mercials on  the  viewer  compared  with 
the  same  commercials  in  black  and 
white.” 

In  its  ground-breaking  project,  the 
research  firm  measured  the  impact  of 
commercials  on  the  Kraft  Perry  Como 
Show,  Chevrolet  Dinah  Shore  Show 
and  Hallmark  Hall  of  Fame  (“The 
Cradle  Song”),  all  NBC-TV  programs. 

The  findings  (see  charts  and  tables, 
pages  36-37)  were  summarized  this 
way:  For  an  equal  number  of  color 
set  and  black  and  white  homes,  and  a 
given  program  telecast  in  color: 

■ More  people  will  watch  the  show 
in  color  than  in  black  and  white. 

■ A greater  share  of  these  people 
will  recall  the  advertising. 

■ A greater  share  will  consider  the 
advertising  to  be  persuasive. 

■ A greater  share  will  remember  de- 
tails of  the  advertising. 

■ This  greater  number  will  remem- 
j ber  more  details  per  person. 

■ These  color  viewers  will  watch 
more  of  the  program  than  viewers  in 

' black  and  white  set  homes. 

The  Burke  firm  was  assigned  the 
! job  of  comparing  commercial  effective- 
ness by  Robert  E.  Dunville,  president 
general  manager  of  Crosley  Broad- 
casting Corp.,  operating  tv  stations  in 
five  markets. 

“A  year  ago  Burke  conducted  a study 
for  us,”  Mr.  Dunville  said.  “It  showed 
color  programs  rate  twice  as  high  in 
color  homes  as  in  black  and  white 
homes,  and  black  and  white  programs 
rate  about  40%  lower  in  color  homes 
than  in  black  andjwhite  homes. 

“Sets-in-use  was  higher  in  color 
homes  and  the  level  of  satisfaction  with 
color  tv  was  quite  high.  The  audience 
liked  color’s  realism,  beauty  and  in- 
creased clarity. 

“This  year  we  wanted  to  compare 
color  and  black  and  white  from  an 


audience  impact  and  commercial  ef- 
fectiveness viewpoint.  Again  there  is  a 
.consistent  advantage  for  color.  We 
consider  the  findings  highly  important 
in  view  of  the  extreme  scarcity  of  re- 
liable research  material  in  this  field.” 

Measure  of  Color  ■ Here  are  some 
of  the  findings  reported  by  the  Burke 
firm: 

Color  programs  had  an  average  24 
rating  (%  of  all  tv  homes)  in  black 
and  white  homes  compared  to  44  in 
color  homes  for  the  three  network 
programs  studied. 

Sets-in-use  averaged  54%  in  black 
and  white  homes,  62%  in  color  homes. 

Share  of  sets-in-use  tuned  to  the  test 
programs  averaged  43%  in  black  and 
white  homes,  71%  in  color  homes. 

“A  consistent  tune-in  advantage  is 
shown  for  color,”  said  Don  Miller, 
Burke  vice  president. 

The  Burke  firm  entered  seldom-ex- 


plored territory  in  attempting  to  meas- 
ure color’s  commercial  impact.  It 
took  commercial  recall  or  impact  of 
brand  name  and  persuasiveness  of  the 
commercial  as  the  key  factors  to  use 
as  a basis  of  comparison.  The  meth- 
odology was  developed  after  extensive 
study  (see  methodology  story  below). 

Weighing  Impact  ■ In  the  complex 
field  of  commercial  impact,  the  study 
showed  44%  of  viewers  of  a black  and 
white  set  recalled  seeing  the  commer- 
cial as  against  59%  of  those  who  saw 
it  in  color. 

Persuasiveness  of  color  commercials 


is  greater,  according  to  the  findings; 
13%  of  black-and-white  viewers  “said 
the  commercial  said  or  showed  some- 
thing that  made  them  want  to  buy  the 
product  advertised,  while  22%  of 
color  viewers  considered  the  com- 
mercial to  be  so  persuasive.” 

Further,  color  viewers  remember 
more  details,  according  to  the  study. 
Per  100  viewers,  there  were  61  de- 
tails remembered  from  black  and 
white  commercials  and  119  details  from 
color  commercials. 

“The  greater  amount  of  remembered 
detail  among  color  set  viewers  is  not 
solely  the  result  of  these  people  being 
able  to  identify  the  colors  of  the 
things  advertised,”  said  Herbert  Marsh, 
Burke  account  executive  who  directed 
the  project. 

“When  all  of  the  remembered  de- 
tails of  all  of  the  commercials  from  the 
programs  studied  are  categorized  to 


separate  the  specific  color  mentions 
from  other  types  of  details,  it  is  found 
that  more  of  the  color  viewers  than 
of  the  black  and  white  viewers  remem- 
ber pictorial  details  other  than  color, 
and  also  details  that  are  not  specifically 
pictorial. 

“Viewers  watch  a greater  part  of 
the  program  when  it  is  in  color.  Aver- 
agely, 60%  of  the  color  viewers 
watched  all  of  the  program  versus  42% 
of  the  black  and  white  viewers.” 

Specific  Messages  ■ The  detailed  re- 
port compares  the  impact  of  each  of 
the  seven  commercials  heard  on  the 


Measure  of  color  superiority:  3'A  to  1 


How  much  greater  is  the  impact 
of  a commercial  viewed  in  color 
than  the  impact  of  the  same  com- 
mercial viewed  in  black  and  white? 

So  much  that  it  takes  3,589  black 
and  white  homes  to  equal  1,000 
color  homes. 

That’s  the  conclusion  of  Burke 
Marketing  Research  Inc.  from  its 
study  of  viewing  in  matched  samples 
of  color  and  black  and  white  homes 


in  Cincinnati. 

How  come?  Burke  statisticians 
added  up  the  scores  for  commercial 
recall  (those  recalling  each  commer- 
cial and  specific  details  of  each)  for 
color  and  black  and  white.  To  these 
it  added  persuasiveness  scores  and 
then  multiplied  by  the  relative  num- 
bers of  viewers  to  arrive  at  the  com- 
parative figures  of  3,589  to  1,000 
(see  tables  and  charts  pages  36-37). 


BROADCASTING,  May  16,  1960 


35 


Averoges  of  3 Network  Programs 
IOOO  Homes  1000  Homes 


Sets  Not  On  < 

460 

380 

.540 

180 

Other  Stations 
Only 

.24Q 

300 

\ 

iP^P 

, Did  Not  Recall 
* the  Commercial 

Test  Program  < 

^pl30^p 

_J 

■ 

x,  Recalled  the 
Commercial 

BLACK  S WHITE  COLOR 


Total  recall  impact  ■ In  Cincinnati  study  26%  of  color  viewers 
remembered  the  commercials  on  the  three  network  shows  measured 
in  its  comparative  study.  This  compared  with  11%  who  remem- 
bered commercials  after  viewing  the  program  in  black  and  white. 


Kraft  program,  the  results  disclosing 
a marked  superiority  for  color  over 
black  and  white.  Interviewers  first 
asked  a question  giving  the  viewer  no 
aid  in  recalling  commercial  content. 
After  asking  the  unaided  question,  the 
interviewer  then  mentioned  brand  and 
product  names  to  get  aided  recall  re- 
sponse. 

Here  is  a summary  of  the  Kraft 
test  program  findings,  showing  how 
program  viewers  responded  to  ques- 
tions asking  if  they  recalled  specific- 
commercials  for  separate  Kraft  prod- 
ucts (%  of  program  viewers): 


BLACK-AND-WHITE 


Unaided 

Aided 

Total 

Caramels 

2 

29 

31 

Mayonnaise 

8 

41 

49 

Cracker  Bbl.  Cheese 

6 

38 

45 

Parkay 

1 

38 

38 

Miracle  Spread 

1 

41 

41 

Spaghetti  Dinner 

2 

42 

43 

Cheese  Slices 

1 

COLOR 

44 

44 

Unaided 

Aided 

Total 

Caramels 

9 

34 

43 

Mayonnaise 

17 

48 

65 

Cracker  Bbl.  Cheese 

11 

60 

71 

Parkay 

5 

53 

58 

Miracle  Spread 

2 

59 

60 

Spaghetti  Dinner 

4 

58 

61 

Cheese  Slices 

2 

57 

58 

The  survey  includes  breakdowns  by 
number  of  details  recalled.  The  color 
recall  breakdown  for  Kraft’s  Parkay 
margarine  shows  127  details  recalled 
per  100  color  viewers  compared  to  44 
for  black  and  white;  spaghetti  dinner. 


198  details  remembered  per  color 
viewers  compared  to  106  for  black  and 
white.  The  study  lists  specific  reasons 
cited  by  viewers  for  their  recall  and 
in  answer  to  the  question  whether  they 
would  want  to  buy  the  product. 


In  the  case  of  the  Chevrolet  pro- 
gram, color  showed  superiority  in  the 
number  who  recalled  the  commercials 
though  this  was  less  apparent  in  the 
case  of  OK  Used  Cars,  a service  type 
of  announcement  building  prestige  and 
described  as  lacking  the  optical  appeal 
of  the  Corvair  and  Impala  commer- 
cials. 

A substantially  larger  ratio  of  color 
viewers  said  the  commercial  made  them 
want  to  buy  a Corvair  than  was  the 
case  with  black  and  white;  the  differ- 
ence was  slight  in  the  Impala  model 
and  there  was  no  difference  in  the 
used  car  commercials.  Color  viewers 
showed  a much  better  recollection  of 
one  or  more  details  in  commercials  for 
the  used  cars,  Corvair  and  Impala 
than  black  and  white  viewers.  Their 
recollection  of  specific  details  and  mis- 
cellaneous comments  followed  this 
pattern. 

Here  are  the  total  number  of  com- 
mercial details  recalled  (per  100  view- 
ers) for  the  three  Chevrolet  commer- 
cials: 


B&W 

Color 

OK  Used  Cars 

87 

142 

Corvair 

71 

125 

Impala 

19 

36 

Viewers  showed  a good  recollection 
of  different  size  OK  car  signs,  for  ex- 
ample. 

Hallmark  Recall  ■ In  the  Hallmark 
Hall  of  Fame,  60%  of  color  program 
viewers  recalled  the  commercials  for 
children’s  and  adults’  Easter  cards  as 
well  as  cards  for  different  occasions. 
Black  and  white  recollection  was  44%. 
Substantially  higher  percentages  of 
color  viewers  said  the  commercial  made 
them  want  to  buy  and  their  recollec- 


Color  adds  to  recall  and  persuasiveness 


COMMERCIAL  RECALL— 
Average  % of  respond- 
ents who  correctly  re- 
called each  commercial: 
Unaidedf 

Brand  and  product 

aidedt 

Total 

PERSUASIVENESS— 
Average  % of  respond- 
ents who  said  that  the 
commercial  made  them 
want  to  buy 
RECALL  OF  COMMER- 
CIAL DETAILS— 

Average  % of  respond- 
ents who  remembered 
one  or  more  details  of 
the  commercial 
Average  % of  respond- 
ents who  recalled  spe- 
cific details  in  each 
category 

Pictorial  comments. 


Average- 

B/W 


-3  Shows 
Color 


Perry  Como 
B/W  Color 


Dinah  Shore 
B/W  Color 


Hall  of  Fame 
B/W  Color 


other  than  color 

22 

35 

24 

42 

23 

29 

19 

35 

Color  comments 

— 

15 

2" 

22 

— 

10 

— 

12 

All  other  comments 

17 

27 

19 

34 

18 

26 

15 

21 

Average  number  of  spe- 
cific details  recalled 
per  100  viewers 

61 

119 

75 

163 

59 

10! 

43 

94 

t "Unaided  recall'  refers  to  the  response  obtained  in  answer  to  the  question:  "Now,  thinking 
just  about  the  (test  program)  that  you  watched  last  night,  would  you  please  tell  me  what 
products  you  remember  seeing  advertised  on  that  program?''  "Brand  and  product  aided  recall" 
refers  to  the  responses  obtained  in  answer  to  the  question:  "Do  you  remember  seeing  (brand  and 
product)  advertised  on  the  (test  program)  last  night?" 

* There  were  mentions  of  color  details  from  the  Parkay  Margarine  commercial  on  the  Perry 
Como  Show  by  2%  of  the  respondents  who  saw  the  program  in  black-and-white.  This  com- 
mercial emphasizes  in  audio  and  visual  elements  the  color  comparison  of  a yellow  rose  with 
the  product. 
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Percent  of  TV  Homes 


Color  adds  to  rating  ■ Color  programs  have  much  higher  ratings  in  color 
homes  than  in  black-and-white  homes.  Besides,  the  color  homes  have  a higher 
share  of  sets-in-use.  Three-fourths  of  the  homes  involved  in  the  survey  tuned  color 
in  preference  to  black-and-white  programs  on  the  air  at  the  same  time. 


tion  of  commercial  details  was  much 
higher. 

Color  viewers  remembered  280  Hall- 
mark commercials  details  for  each  100 
viewers  compared  to  147  for  black- 
and-white.  Color  was  found  much  more 
effective  in  communicating  new  ideas 
on  the  Kraft  show,  where  special  food 
dishes  are  prepared  during  the  com- 
mercials, with  49  out  of  100  color 
viewers  planning  to  try  these  dishes 
1 compared  to  30  for  black-and-white. 

Substantially  larger  percentages  of 
i color  viewers  compared  to  black-and- 
1 white  recalled  seeing  specific  Hallmark 
I cards,  termed  them  attractive,  saw 
; cards  they  would  buy  (42%  vs.  27%) 
i|  and  said  they  would  look  for  a par- 
| ticular  brand  (Hallmark).  About  the 
1 same  ratio  (57%  vs.  55%)  said  that 
i they  had  bought  Easter  cards  following 
the  program,  or  planned  to  buy  them. 

Longer  Memories  ■ As  to  reten- 
tion of  commercial  details  for  all  three 
; programs  during  the  first  and  second 
day  after  the  show,  the  survey  showed 
a decisive  superiority  for  color: 
j Color — 43%  of  viewers  recalled  one 

! or  more  details  the  first  day,  41%  the 
I second;  128  details  per  100  viewers 
were  recalled  the  first  day,  111  the 
second. 

Black  and  white — 27%  recalled  one 
I or  more  details  the  first  day,  26%  the 
second;  65  details  per  100  viewers 
were  recalled  the  -first  day,  56  the 
second. 

For  the  three  shows,  black-and-white 
sets  drew  an  average  of  2.61  viewers, 
color  sets  2.91  viewers. 

Mr.  Miller  said  he  believed  the  Cin- 
cinnati response  in  the  study  “is  typical 
of  the  human-mind  response  to  color 
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and  black  and  white  programs  in  other 
cities.” 

The  survey  company 

Burke  Marketing  Research  Inc., 
headquartered  in  Cincinnati,  was  com- 
missioned last  winter  by  WLWT  (TV) 
Cincinnati  to  conduct  a study  of  the 
relative  effectiveness  of  commercials  in 
color  and  black-and-white.  A year  ago 
the  firm  had  conducted,  also  for 
WLWT,  a coincidental  telephone  sur- 
vey to  find  out  what  happens  in  a home 
when  a color  television  set  is  purchased. 


The  Burke  firm  has  permanent  offices 
in  Philadelphia,  Indianapolis,  Minne- 
apolis, Denver,  San  Francisco  and  Day- 
ton,  Ohio.  It  conducts  market  surveys 
designed  to  help  sell  products  more  ef- 
fectively, ranging  from  product  testing 
and  attitudes  to  reasons  for  purchase. 

The  firm  is  headed  by  Don  Miller, 
vice  president.  Project  director  on  the 
WLWT  study  was  Herbert  Marsh,  ac- 
count executive. 

Founded  in  1931,  Burke  has  spe- 
cialized in  consumer  research  by  per- 


sonal interview  and  has  handled  thou- 
sands of  projects.  Clients  include  such 
firms  as  Armstrong  Cork,  Campbell 
Soup,  CBS,  General  Electric,  Goodyear, 
Goodrich,  New  York  Times,  Cincin- 
nati Post  & Times-Star,  Procter  & 
Gamble,  Westinghouse  Electric,  N.W. 
Ayer  & Son,  BBDO,  Benton  & Bowles, 
Gardner  Adv.  Co.,  Tatham-Laird,  J. 
Walter  Thompson  Co.,  Young  & Rubi- 
cam  and  other  large  and  small  manu- 
facturers, advertisers  and  agencies. 
Many  of  the  studies  have  dealt  with 
the  effectiveness  of  advertising. 

The  survey  method 

A method  of  measuring  the  impact 
of  color  vs.  black-and-white  commer- 
cials was  developed  by  WLWT  (TV) 
Cincinnati  and  Burke  Marketing  Serv- 
ice Inc.  after  screening  the  views  of 
many  industry  groups  including  NBC- 
TV,  only  major  network  broadcasting 
regularly  in  color. 

Telephone  recall  procedure  was 
adopted  since  coincidental  contacts 
were  impractical  in  view  of  the  lengthy 
interviews  required  (15  to  30  minutes). 
Fifteen  trained  interviewers,  constantly 
monitored,  asked  a series  of  questions 
the  first  and  second  day  after  each  of 
the  three  selected  NBC-TV  programs 
had  been  broadcast  (Kraft  Perry  Como 
Show,  Feb.  24;  Chevrolet  Dinah  Shore 
Show,  April  3;  Hallmark  Hall  of  Fame , 
April  10). 

Names  of  respondents  were  obtained 
from  RCA  and  Admiral  lists  of  homes 
with  color  tv  service  contracts.  Black 
and  white  respondents  were  next-door 
neighbors  of  color  set  respondents  to 
obtain  uniformity  in  economic  levels. 

Completed  interviews  were  obtained 


with  1,146  persons  who  watched  part 
or  all  of  a test  program.  Of  these  639 
saw  a program  in  color  and  507  in 
black  and  white.  The  original  sample 
was  based  on  60  color  and  40  black 
and  white  ratio  because  of  the  higher 
color  program  rating  in  color  homes 
as  shown  in  a 1959  WLWT-Burke  sur- 
vey. “The  results  are  similar  if  com- 
puted on  a basis  of  500  homes  in  each 
category,”  said  Don  Miller,  Burke  vice 
president. 

Questionnaire  forms  gave  no  indica- 
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Color  home  viewers  stay  longer  with  show* 


Average— 

-3  Shows 

Perry  Como 

Dinah  Shore 

Hall  of  Fame 

% Who  Said  They 
Watched — 

B/W 

Color 

B/W  Color 

B/W 

Color 

B/W  Color 

All  of  the  program 

42 

60 

32 

49 

36 

64 

57 

67 

More  than  half 
(But  not  all) 

19 

19 

21 

32 

18 

13 

18 

13 

Less  than  half 

39 

21 

45 

20 

46 

23 

24 

21 

* Based  on  answers  to  the  question:  "Did  you,  yourself,  watch  all,  or  part,  of  the  (test  program) 
last  night?"  If  part,  "Did  you  watch  more  than  half  or  less  than  half  of  the  program?" 


YOU 

KCAN'T 

KCOVER 

TEXAS 

without 


KCEN-TV 


WHOLE  LOAF! 

all  33  Central  Texas 
co  u nties  . . . th  e most 
nourishing  buy  in  the  big 
Waco  -Temple  market. 


tion  that  a comparison  was  being  made 
between  color  and  black  and  white  pro- 
grams until  near  the  end  of  the  inter- 
view. The  interviewers  did  not  know  in 
the  early  part  of  the  interview  whether 
the  respondent  had  a color  set. 

Emphasis  was  placed  during  inter- 
views on  actual  watching  of  the  test 
program,  with  frequent  mention  of  the 
program  name  and  day  to  fix  responses 
and  thinking  of  respondents  to  the  par- 
ticular show.  Telephoning  was  begun 
on  the  morning  following  each  of  the 
programs  and  continued  throughout 
two  successive  full  working  days,  ex- 
cept for  the  Chevrolet  show.  This  was 
the  only  program  in  which  men  as  well 
as  women  were  interviewed  so  ques- 
tioning continued  through  the  evening. 
The  Chevrolet  interview  ratio  was  36% 
men,  64%  women. 

Questionnaires  were  coded  by  first 
and  second  day  after  the  program.  The 
only  difference  was  a natural  falling 
off  in  recollection  the  second  day  but 
it  was  not  enough  to  affect  results,  ac- 
cording to  Mr.  Miller.  Up  to  three 
callbacks  were  made  to  a number  for 
a given  program  during  the  interview- 
ing. Over  10,000  dialings  were  made 
and  6,000  contacts  established  for  the 
1,146  completed  interviews.  All  inter- 
viewers watched  the  test  programs. 
There  was  some  duplication  of  inter- 
views during  the  three-program  survey 
but  Mr.  Miller  said  this  brought  no  sig- 
nificant bias  because  sufficient  time  had 
elapsed. 

The  three  test  programs  were  be- 
lieved measurable,  comparable  and  typi- 
cal for  the  survey,  Mr.  Miller  said.  He 
added  the  data  are  valid  and  adequately 
reliable  in  comparing  color  and  black 
and  white  commercials.  The  survey 
does  not  attempt  to  represent  the  entire 
tv  viewing  audience  and  should  not  be 
compared  with  this  type  of  data. 

Crosley  bets  on  color 

Color-minded  WLWT  (TV)  Cincin- 
nati, is  broadcasting  over  36  hours  of 
color  programs  a week  plus  over  550 
color  announcements  of  all  types  (not 
including  26  colorcasts  of  night  and  day 
baseball  games).  The  color  program  log 
includes  the  local  Paul  Dixon  and  Ruth 
Lyons  programs,  Treasure,  Bob  Braun 
Bandstand,  Midwestern  Hayride,  Star- 
maker  Revue  and  Cameo  Theatre,  or 
about  19  hours  a week. 

In  addition  there  are  13  NBC-TV 
color  series  plus  up  to  a dozen  network 
specials  during  an  average  month.  The 
network  color  totaled  31  Vi  hours  in 
April,  an  average  of  about  seven  hours 
weekly. 

Having  found  in  a survey  conducted 
a year  ago  that  color  programs  have 
ratings  twice  as  high  in  color  tv  homes 
as  in  black  and  white  homes,  Robert  E. 
Dunville,  president  of  the  Crosley  radio- 


tv stations,  wanted  to  know  the  relative 
impact  of  color  and  black-and-white 
commercials. 

The  findings  indicate  greatly  superior 
color  performance  (see  survey  story). 
Possessed  of  this  information,  Mr.  Dun- 
ville will  install  full  color  equipment 
at  Crosley’s  WLWC  (TV)  Columbus. 
Ohio,  and  WLWD  (TV)  Dayton,  Ohio, 
where  long-range  technical  replacement 
programs  are  under  way.  He  is  con- 
vinced it  would  be  “silly  to  replace 
equipment  for  use  during  the  next 
decade  without  being  prepared  for  con- 
tinued growth  of  both  network  and 
locally  originated  color.”  At  Crosley’s 
WLWA  (TV)  Atlanta  he  has  installed 
color  tape  though  the  ABC-TV  net- 
work does  not  originate  color. 

Low  Color  Light  ■ WLWT  has  six 
color  cameras  using  a new  General 
Electric  tube.  Teamed  with  special 
circuitry  developed  by  WLWT.  the 
camera  admits  so  much  light  that  an 
f5.6  lens  stop  is  used  for  night  base- 
ball (170  foot  candles  in  stadium).  The 
first  night  baseball  telecast  in  color  was 
scheduled  today  (May  16).  This  tube 
effects  a major  saving  in  the  cost  of 
studio  lighting,  where  cold  light  is  used 
effectively  for  color,  Mr.  Dunville  said. 
The  technique  of  utilizing  the  GE 
camera  tube,  developed  by  GE  for 
black  and  white  military  use,  was  de- 
vised by  Howard  Lepple,  WLWT  chief 
engineer. 

RCA  and  Admiral  color  set  sales  in 
Cincinnati  are  not  available  but  Mr. 
Dunville  said  the  color  tv  home  satura- 
tion may  be  the  highest  in  the  nation. 
Last  Christmas,  he  recalled,  Ohio  Ap- 
pliances, RCA  distributor,  lost  hundreds 
of  color  set  sales  because  its  stock  was 
inadequate  and  Fred  Bimel  Co.,  Ad- 
miral distributor,  was  back-ordered  45 
days. 

Many  taverns  in  the  service  area  are 
color-equipped,  Mr.  Dunville  said.  He 
added  tavern  owners  have  claimed  as 
much  as  $100  a day  in  increased  busi- 
ness when  baseball  is  colorcast. 

“We  aren’t  charging  any  more  for 
color  commercials,”  Mr.  Dunville  said. 
“We  want  all  our  local  commercials  to 
use  color.  Eventually  we  may  charge 
more  for  color  commercials  as  the  art 
develops.  Black  and  white,  I believe, 
will  be  non-existent  in  another  decade.” 


For  the  employes 

Republic  Steel  Corp.  as  a serv- 
ice to  the  baseball  fans  among  its 
14,000  employes  in  the  Canton- 
Massillon,  Ohio,  area  as  well  as 
residents  of  Starke  County,  is  co- 
sponsoring the  Cleveland  Indians 
network  baseball  broadcasts  on 
WHBC  Canton,  Ohio.  Agency: 
Meldrum  & Fewsmith,  that  city. 
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People  watch— 
and  believe  in- 
the  station 
that  is  interested 
in  their  interests 


Thoughtful  public  service  programming 
has  been  a WHIO-TV  policy  since  its  first 
broadcast  in  1949.  And  the  resulting 
audience  loyalty  transfers  itself  to  sponsors. 
Wouldn’t  your  product  benefit  from  such 
close  identification  with  the  2,881,420 
people  of  the  33rd  greatest  U.  S.  A.  market — 
the  good  friends  of  WHIO-TV?  George  F. 
Hollingbery  has  figures — and  facts. 


WHIO-TV 


One  of  America’s  Great  Area  Stations 
Covering  41  Counties  of  3 States 


Associated  with 
WSB,  WSB-TV,  Atlanta,  Georgia  and 
WSOC,  WSOC-TV,  Charlotte,  North  Carolina 
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FEBRUARY  TV  GROSS  $55.5  MILLION 

That’s  13.7%  more  than  year  ago;  P&G  still  top  tv  spender 


There  were  three  newcomers  in  the 
February  list  of  top  15  brand  adver- 
tisers in  network  television.  The  three: 
Dauphine  automobiles,  Union  gas  and 
motor  oil  and  Listerine  antiseptic. 

The  February  gross  billing  on  the  net- 
works totaled  more  than  $55.5  million, 
a 13.7%  increase  over  the  $48.8  million 
grossed  a year  ago  last  February 
(Broadcasting,  May  2).  The  break- 
down of  February  billing  by  brand  and 


Agriculture  & Farming 
Apparel,  footwear  & accessories 
Automotive,  automotive  accessories  & equipment 
Beer,  wine 

Building  materials,  equipment  & fixture 
Confectionery  & soft  drinks 
Consumer  services 
Drugs  & remedies 
Food  & food  products 

Freight,  industrial  & agricultural  development 
Gasoline,  lubricants  & other  fuels 
Horticulture 

Household  equipment  and  supplies 
Household  furnishings 
Industrial'materials 
Insurance 

Jewelry,  optical  goods  & cameras 

Office  equipment,  stationery  & writing  supplies 

Publishing  & media 

Radio,  tv  sets,  phonographs,  musical  instrument  and 
accessories 
Smoking  materials 
Soaps,  cleansers  & polishes 
Sporting  goods  & toys 
Toiletries  & toilet  goods 
Travel  hotels  & resorts 
Miscellaneous 

Total 


advertiser  as  well  as  product  category 
was  released  last  week  by  Television 
Bureau  of  Advertising.  Leading  national 
advertisers  and  Broadcast  Advertisers 
Reports  compiled  the  figures. 

Anacin  topped  the  brand  list,  spend- 
ing $779,791.  Dristan  was  No.  2 fol- 
lowed by  Bayer  aspirin, 

Procter  & Gamble  continues  as  net- 
work tv’s  leading  advertiser.  In  Feb- 
ruary it  was  responsible  for  a more 


February 

Jan.-Feb. 

Jan.-Feb. 

1960 

1960 

1959 

150,950 

$ 345,730 

$ 315,160 

408,295 

646,975 

457,648 

4,494,967 

8,918,673 

7,516,101 

603,434 

1,464,064 

870,333 

73,452 

256,891 

442,539 

1,452,798 

3,191,406 

2,304,610 

374,911 

894,856 

705,105 

7,881,619 

15,848,210 

13,011,741 

9,901,339 

19,989,182 

20,606,979 

57,310 

114,000 

1,583,378 

2,756,500 

506,518 

75,350 

14,358 

1,749,371 

3,857,160 

3,995,200 

547,228 

776,231 

554,894 

1,975,568 

4,014,298 

3,619,512 

918,495 

1,846,925 

1,615,083 

753,096 

1,543,949 

1,127,529 

386,332 

535,708 

7,314 

707,659 

666,273 

. 328,692 

879,581 

6,135,023 

13,437,488 

12,875,790 

5,688,524 

11,517,474 

10,873,807 

184,713 

352,176 

352,335 

8,992,964 

18,302,385 

16,220,940 

134,327 

309,272 

306,256 

822,189 

1,607,364 

1,122,395 

55,598,975 

$113,317,240 

$100,960,687 

than  $3.6  million  gross  (at  the  one  time 
rate).  Two  other  advertisers — Ameri- 
can Home  Products  and  Lever — went 
over  the  $2  million  mark  for  the  second 
consecutive  time  in  1960. 

Advertisers  of  food  and  food  prod- 
ucts, toiletries,  drugs  and  smoking  mate- 
rials spent  the  most  among  product  cate- 
gories. Automotives,  with  nearly  $4.5 
million,  also  ranked  high  in  the  Feb- 
ruary listing. 

TOP  15  NETWORK  COMPANY  ADVERTISERS 


February  1960 


1. 

Procter  & Gamble 

$3,640,042 

2. 

American  Home  Products 

2,809,082 

3. 

Lever  Bros. 

2,540,219 

i 4. 

General  Motors 

1,862,190 

5. 

Colgate-Palmolive 

1,776,474 

6. 

General  Foods 

1,731,203 

7. 

Sterling  Drug 

1,511,513 

8. 

General  Mills 

1,131,872 

9. 

Kellogg 

1,038,339 

10. 

R.  J.  Reynolds 

1,029,816 

11. 

Ford  Motor 

1,021,581 

12. 

Texaco 

970,700 

13. 

Liggett  & Myers 

948,698 

14. 

Chrysler 

939,760 

15. 

American  Tobacco 

920,311 

TOP  15  NETWORK  BRAND 
February  1960 

ADVERTISERS 

1. 

Anacin 

$779,791 

2. 

Dristan 

759,380 

3. 

Bayer  aspirin 

699,591 

4. 

Pall  Mall  cigarettes 

594,883 

5. 

Phillies  cigars 

588,708 

6. 

Dauphine  cars 

524,901 

7. 

Chesterfield  cigarettes 

496,038 

8. 

Kent  cigarettes 

492,114 

9. 

Winston  cigarettes 

482,294 

10. 

Union  gas  & motor  oil 

453,248 

11. 

Colgate  dental  cream 

443,576 

12. 

Tide 

443,126 

13. 

Bufferin 

428,163 

14. 

Texaco 

427,108 

15. 

Listerine  antiseptic  (oral) 

426,452 

ESTIMATED  EXPENDITURES  OF 
NETWORK  TELEVISION  ADVERTISERS 
BY  PRODUCT  CLASSIFICATION 


Frito  bumps  Pepsi  as  top  buyer  on  radio  networks 


The  Frito  Co.  of  Dallas  has  NATIONAL  NIELSEN  RADIO  INDEX 


COMMERCIAL  MINUTES 


sprung  to  dominance  in  net- 
work radio  with  No.  1 place  in 
homes  and  No.  2 place  in  min- 
utes for  the  month  ended  April 
3,  the  latest  National  Nielsen 
Radio  Index  shows.  The  report 
covers  the  four  weeks  ended 
April  3.  In  the  previous  month 
Frito  had  held  10th  place  on 
the  homes  list  and  did  not  ap- 
pear on  the  other. 

Pepsi-Cola,  the  homes  lead- 
er displaced  by  Frito,  dropped 
back  to  second  place  in  homes, 
while  Time  Inc.  went  from 
third  to  first  in  minutes. 

The  complete  Nielsen  Top 
20  network  radio  list  for  the 
four  weeks  ending  April  3: 


NETWORK  RADIO'S  LEADING  ADVERTISERS 


HOME  BROADCASTS 


Home 

No. 

Bdcsts 

of 

Delivered 

Rank  Advertiser 

Bdcsts 

(000) 

1. 

Frito  Co. 

478 

200,973 

2. 

Pepsi-Cola 

383 

162,304 

3. 

Time  Inc. 

224 

134,462 

4. 

R.  J.  Reynolds  Tobacco 

300 

126,800 

5. 

Pharmaco 

357 

121,154 

6. 

Renault 

170 

109,434 

7. 

Sterling  Drug 

204 

106,026 

8. 

Ex-Lax 

179 

77,594 

9. 

Sylvania  Electric 

114 

67,504 

10. 

Tyrex 

148 

64,442 

11. 

Kellogg 

86 

61,616 

12. 

Grove  Div. -Bristol-Myers 

84 

55,829 

13. 

Whitehall-Am.  Home  Prod. 

72 

53,753 

14. 

General  Mills 

110 

45,347 

15. 

Hudson  Vitamin 

121 

39,366 

16. 

Automotive-Amer.  Motors 

88 

37,091 

17. 

Sun  sweet  Growers 

52 

35,009 

18. 

Quaker  Oats 

61 

34,172 

19. 

A.  E.  Staley  Mfg. 

40 

33,329 

20. 

Radio  Corp.  of  America 

66 

29,625 

Copyright  1960 — A.  C.  Nielsen  Company 


No. 

Total 

Comm'l 

Comm'l 

Mins. 

Min.  Del'd 

Rank  Advertiser 

Aired 

(000) 

1. 

Time  Inc. 

178 

96,858 

2. 

Frito 

213 

94,990 

3. 

Pharmaco 

294 

91,083 

4. 

Sterling  Drug 

192 

87,862 

5. 

Renault 

128 

76,457 

6. 

R.  J.  Reynolds  Tobacco 

193 

69,142 

7. 

Pepsi-Cola 

130 

59,270 

8. 

Sylvania  Electric 

94 

53,949 

9. 

Whitehall-Am.  Home  Prod. 

72 

49,799 

10. 

Wm.  Wrigley,  Jr.  Co. 

90 

48,260 

11 

Ex-Lax 

108 

45,343 

12. 

Kellogg 

69 

45,004 

13. 

Tyrex 

110 

44,609 

14. 

Grove  Div. — Bristol-Myers 

69 

41,472 

15. 

Oldsmobile-Gen.  Motors 

43 

33,905 

16. 

Chevrolet-Gen.  Motors 

59 

33,324 

17. 

Hudson  Vitamin  Products 

103 

31,005 

18. 

A.  E.  Staley  Mfg.. Co. 

40 

30,315 

19. 

General  Mills 

73 

29,524 

20. 

Monroe  Auto  Equipment 

53 

27,498 

Ranked  by  total  home  broadcasts  delivered  and 
by  total  commercial  minutes  delivered  for  indi- 
vidual advertisers  by  all  programs  and  participa- 
tion on  all  radio  networks  used. 
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ARKET 

KFDM-TV 


KFDM-TV 

CHANNEL  6 

Beaumont  Port  Arthur  Orange 
D.  A.  Cannan,  President 

C.  B.  Locke,  Executive  Vice  President  & 

General  Manager 

Mott  Johnson,  Sales  & Operations  Manager 
Peters-Griffin-Woodward,  Inc. 


AAAA  HAS  NEW  RATE  CARD  FORM 

Urges  station  adopted  simplified  format 


New,  simplified  standard  rate  card 
forms  for  radio  and  television  stations 
were  issued  by  the  American  Assn,  of 
Advertising  Agencies  last  week. 

AAAA,  which  developed  the  new 
forms  in  cooperation  with  the  National 
Assn,  of  Broadcasters,  Radio  Advertis- 
ing Bureau  and  Television  Bureau  of 
Advertising  hopes  that  as  an  aid  to 
agencies  and  advertisers  they  will  be 
used  as  models  when  stations  issue  new 
cards. 

The  new  forms  do  not  suggest  policies 
or  practices,  AAAA  pointed  out,  but 
deal  only  with  “the  type  of  information 
agencies  and  advertisers  need  from 
broadcasters  and  the  uniform  arrange- 
ment of  such  data.” 

Occupying  both  sides  of  a card  10%- 
by-6  inches  (which  folds  6-by-3Vi,  the 
recommended  size),  the  new  forms  are 
designed  to  meet  changes  in  radio  and 
television  that  have  occurred  since 
1946,  when  NAB  last  issued  recom- 
mended forms  for  radio  stations,  and 
1950,  when  Broadcast  Advertising  Bu- 
reau (then  a part  of  NAB  but  subse- 
quently separated  and  now  RAB),  is- 
sued form  for  tv  stations. 


Simplified  ■ The  concise  new  models 
bear  little  resemblance  to  those  old 
forms,  both  of  which  were  in  five  sepa- 
rate parts  and  included  alternative 
standards,  methods  of  presenting  dis- 
count structures,  etc. 

The  new  standards — identical  in 
form  for  both  radio  and  tv — have  sepa- 
rate sections  for  announcements,  pack- 
age plans,  participating  programs  and 
programs,  each  subdivided  into  different 
time  classifications  and  calling  for  the 
rates  for  both  one-time  and  multiple 
announcements  in  each  classification. 

General  information  called  for  in- 
cludes (1)  names  and  titles  of  key  per- 
sonnel, “including  national  sales  con- 
tact”; (2)  names  of  station  representa- 
tives; (3)  deadlines  and  instructions  for 
mailing  film,  slides,  copy,  etc.  In  the 
case  of  tv,  and  program  material,  com- 
mercial copy,  transcriptions  and  pro- 
motion material  in  the  case  of  radio; 
(4)  frequency  or  channel,  power  and 
other  facilities  information,  and  operat- 
ing schedule,  including  time  zone  and 
whether  Daylight  Saving  Time  is  ob- 
served; (5)  commission  and  cash  dis- 
count policies,  dates  bills  are  rendered 


and  due  dates,  and  (6)  rate  policies  re- 
garding application  of  discounts,  rate 
protection  and  continuing  discount. 

Policies  ■ Other  general  information 
requested:  policies  concerning  accept- 
ance and  maximum  duration  of  con- 
tracts; acceptance  of  copy,  film,  slides 
and  video-tape  in  the  case  of  tv  and 
commercial  copy  and  copy  lengths  in 
the  case  of  radio;  programming  policies, 
news  and  library  services  available;  sta- 
tion services  and  charges;  a list  of  other 
media  under  the  same  ownership  and, 
in  the  case  of  tv,  information  on  color 
facilities  and  surcharges,  if  any. 

Urging  stations  to  adopt  the  forms 
for  future  rate  cards,  AAAA  said  the 
new  standards  not  only  provide  for  the 
information  that  agencies  and  adver- 
tisers most  need,  but  also  arrange  it  in 
the  sequence  preferred  by  most  time- 
buyers.  Officials  said  the  forms  should 
“facilitate  the  preparation  of  rate  cards 
by  the  broadcast  media,  help  assure 
completeness  of  wanted  information 
and  minimize  errors  and  expedite  the 
announcement  of  rate  and  data 
changes.” 

AAAA  said  it  was  sending  sample 
copies  to  broadcasters  and  that  addi- 
tional copies  might  be  obtained  from 
AAAA  headquarters,  420  Lexington 
Ave.,  New  York  17. 


Advertising’s  big  challenge 


Advertising’s  biggest  challenge  is 
not  to  combat  Federal  Trade  Com- 
mission charges  over  the  honesty  of 
certain  tv  commercials  and  print 
ads  according  to  Harry  W.  Chesley 
Jr.,  president  of  D’Arcy  Co.  At  a 
May  10  meeting  of  the  Southern 
California  Council  of  the  American 
Assn,  of  Advertising  Agencies  in 
Los  Angeles,  he  said  it  is  not  even 
the  threat  of  stricter  governmental 
controls  on  advertising,  serious 
though  these  may  be. 

It  is,  Mr.  Chesley  declared,  the 
growing  public  cynicism  fostered  by 
such  critics  as  Vance  Packard — the 
spreading  sentiment  that  advertising 
is  not  only  an  economic  waste,  but 
that  it  is  driving  the  American  pub- 
lic toward  false  goals  of  creature 
comfort  and  escape  entertainment 
and  away  from  the  true  goals  of  bet- 
ter education,  higher  moral  stand- 
ards and  personal  integrity  that  are 
essential  if  our  nation  is  to  meet  the 
challenge  of  the  decade  ahead. 

These  critics,  he  charged,  are  try- 
ing to  convince  the  public  that  free 
enterprise  is  no  longer  to  be  trusted, 
that  our  society  is  really  divided  into 
two  groups,  the  wolves  with  goods 
and  services  to  sell  and  the  sheep 


who  are  the  buying  public.  To  these 
critics,  he  said,  advertising  is  the 
slick  tool  of  the  never-to-be-trusted 
sellers  and  the  only  solution  is  gov- 
ernmental control,  not  only  of  ad- 
vertising but  of  all  business.  Most 
serious,  he  said,  is  that  the  critics 


D’Arcy’s  Chesley 


Cynicism  is  our  enemy 


seem  to  have  sold  this  anti-business, 
anti-advertising  philosophy  to  so 
many  educators,  who  in  turn  are 
passing  it  along  to  the  students  who 
will  make  up  the  next  generation  of 
adult  Americans. 

Mr.  Chesley  urged  his  audience  of 
advertising  agency  executives  and 
media  guests  to  fight  back  with  all 
of  their  professional  skills.  “Mass 
selling  and  mass  advertising  provide 
the  thrust  behind  our  free  enterprise 
system,”  he  declared.  “They  can  op- 
erate only  in  a free  economy — one 
that  trusts  its  sellers  and  its  consum- 
ers— one  that’s  based  on  the  promise 
that  the  overwhelming  percentage  of 
private  buying  and  selling  is  con- 
structive. Constructive  even  when 
part  of  it  is  based  on  something  as 
human  as  ‘status  seeking.’ 

“Let’s  recognize  that  the  fuzzy 
thinking  of  some  of  our  critics  both 
inside  and  outside  government  has 
already  placed  us  at  a disadvantage 
— that  it  already  represents  an  even 
more  serious  threat  than  anything 
Russia  can  do  abroad  or  than  infla- 
tion or  recession  can  do  at  home. 
Let’s  start  calling  a spade  a spade 
and  fight  with  everything  at  our  dis- 
posal.” 
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THE  FIRST  50  ADVERTISERS  ON  WIR 


THOSE  WHO  USE  US  MOST... KNOW  US  BEST 


Shown  opposite  is  the  alphabetical 
listing  of  WJR’s  Top  Fifty  1959 
advertisers.  Shown  also  is  the  6- 
year  history  of  their  use  of  WJR  . . . 
a documentation  of  the  consistency 
of  their  reliance  on  WJR  as  an 
important  part  of  their  over-all 
advertising  strategy. 

The  major  business  classifications 
represented  are: 

Food,  Drugs,  Beer,  Gasoline  Prod- 
ucts, Insurance,  Travel,  Automotive 
Manufacturers  and  Suppliers,  Agri- 
culture, Banks,  Savings  Associ- 
ations, Publications,  Public 
Utilities,  Industrial,  Retail  Stores. 

Those  advertisers  marked  with  an 
asterisk  (*)  are  headquartered  in 
WJR's  neighborhood  . . . their  ex- 
ecutives know  our  programming, 
our  area  interests,  our  manage- 
ment, our  business  practices.  In 
short  . . . they  know  us. 


THOSE  WHO  USE  US  MOST  . . . KNOW  US  BEST 


REYNOLDS  METALS 


REYNOLDS,  R.  J.,  TOBACCO  COMPANY.. 
SCHLITZ  BREWING  COMPANY 

* SHEDD-BARTUSH  FOODS 

SHELL  OIL  COMPANY 

* SPEEDWAY  PETROLEUM  COMPANY  (GAS) 
STANDARD  OIL  COMPANY  OF  INDIANA. 

* STARK  HICKEY  (FORD  CAR  DEALER) 

* STROH  BREWERY 

* TWIN  PINES  FARM  DAIRY 


1960  1959 

• X 

• X 

X 


YEARS  ON  WJR 
1958  1957 

X X 

X X 


1956  1955 

X X 

X X 


• 1960  advertisers  as  of  April  1960 


MICHIGAN  CONSULTOAltU  GAS  COMPANY. 

NATIONAL  BANK  OF  DETROIT 

NESTLE  COMPANY  (NESCAFE) 

NORTHWEST  ORIENT  AIRLINES 

OLDSMOBILE  DIVISION 

PACKER  PONTIAC  COMPANY  (DEALER) 

PFEIFFER  BREWING  COMPANY 

PHILIP  MORRIS  (TOBACCO) 

PLYMOUTH  DIVISION 


ADVERTISER 


* A & P (FOOD  STORES) 

AMERICAN  TOBACCO  COMPANY 
ARMOUR  & COMPANY 


AIRLINES 

COMPANY. 


X X 


Join  the  Top  50  and  181  other  live 


advertising  accounts  on  WJR,  and 
cash  in  on  the  selling  power  of  the 
dominant  station  in  the  heartland 
of  the  Great  Lakes.  Your  Henry  I. 
Christal  or  station  representative 
has  the  details. 


Complete  Range  Programming 
Something  For  Everyone 


THE  TV  GIRL  WHO  WEARS  GLASSES 

A dollars  & cents  report  on  the  cost  of  a one-woman  business 


The  Camera  Makes  Passes  at  Tv’s  Joyce  Gordon 


"The  nicest  thing  I got  for  Christmas 
jvvas  an  adding  machine.  ” 

So  says  Joyce  Gordon,  one  of  to- 
day’s more-frequently-seen  performers 
'n  tv  commercials.  Her  remark  re- 
fects more  than  just  the  over-$75,000 
ncome  she  makes  during  a year.  It 
also  reflects  the  fact  that  Miss  Gordon 
and  her  contemporaries  have  become 
highly-complicated  individual  busi- 
hesses. 

To  the  viewer,  Miss  Gordon  is  a 
aleasant  young  woman  who  has  been 
•set  apart  among  tv’s  commercial 
Spokeswomen  as  “the  one  who  wears 
glasses.”  She  appears  regularly  on  the 
l lack  Paar  Show  for  Sandran  floor  cov- 
ering and  on  a number  of  daytime 
shows  representing  Standard  Brands 
land  other  sponsors.  But  to  a small 
army  of  people  whose  services  she  her- 
jself  employs  she’s  a business. 

These  people  and  services  are  be- 
hind Miss  Gordon’s  tv  and  radio  ap- 
pearances: 

■ Morty  Becker,  her  agent,  who 
draws  the  standard  10%  of  her  earn- 
ings. 

■ Jack  London,  her  lawyer  and  tax 
advisor,  who  operates  on  a retainer. 

■ Her  unions,  Screen  Actors  Guild 
(for  film  commercials)  and  American 
Federation  of  Television  & Radio  Ar- 
tists (for  live  ones),  to  which  she  pays 
maximum  dues — $160  to  SAG;  $134 
to  AFTRA.  (Performers  making  less 
than  $25,000  a year  pay  full  dues  to 
the  “parent”  union,  half-dues  to  all 
'others.  Those  making  over  $25,000 
| pay  full  dues  to  all  unions.) 

■ Her  hairdresser,  to  whom  she  pays 
I $800-$  1,000  a year  (for  an  average  of 
! five  hours  of  work  each  week). 

■ Telephone  answering  service,  $20- 
$30  a month. 

■ Transportation,  minimum  of  $100 
; a month,  mainly  for  cabs  in  New  York 
I City. 

■ Clothes.  These  are  major  items 
| among  her  expenses,  but  difficult  prob- 
i lems  when  it  comes  to  tax  deductions. 

; The  revenue  service  holds  that  clothes 
; can  be  deducted  only  when  they  are 
unlike  those  you  would  wear  per- 
sonally. One  rule-of-thumb  in  this  area 
is  called  the  “Dinah  Shore  rule”— a 
precedent  that  a dress  can  be  deducted 
as  a business  expense  if  it  is  too  tight 
to  sit  down  in.  Miss  Gordon’s  com- 
mercial chores,  primarily  requiring 
everyday  wardrobes,  afford  little  appli- 
cation of  that  rule. 

■ Entertainment.  Business  contacts 
are  a big  part  of  Madison  Ave.  life, 
and  the  accepted  modus  operandi 
usually  calls  for  lunch  at  such  places 


as  Sardi’s  East,  where  the  tab  for  two 
with  tips  will  come  to  $15  without  try- 
ing. The  yearly  outlay  for  Miss  Gor- 
don is  well  over  $3,000. 

And  assorted  oddments  such  as 
cleaning,  nurse  for  the  kids  (Miss  Gor- 
don is  married  to  actor  Bernard  Grant; 
they  have  two  children),  stationery  and 
postage  for  fanmail,  trade  publications, 
publicity  and  advertising,  makeup,  gifts 
to  helpful  cameramen,  standins,  etc. 
Put  it  all  together  and  you  have  an 
annual  expense  budget  over  $25,000. 

It  also  adds  up  to  why  Miss  Gordon 
could  use  that  adding  machine.  Al- 
though she  employs  considerable  out- 
side help  for  business  advice,  legal  ar- 
rangements and  the  like,  she  herself 
takes  on  the  job  of  keeping  books  on 
this  personal  enterprise.  Three  sets  of 
ledgers  are  required  to  keep  tabs  of 
such  complications  as  withholding 
statements  from  over  100  different  em- 
ployers in  the  course  of  a year. 

Complicated  as  things  can  get,  the 
rewards  are  worth  it  to  those  who  have 
achieved  status  similar  to  hers  (and 
there  are  others  who  make  even  more). 
Not  all  do.  SAG  records  show  that  in 
a recent  year  only  .5%  of  its  member- 
ship made  more  than  $50,000  a year 
in  commercial  work — about  70  in  the 
U.S.  At  the  other  end  of  the  scale, 
about  70%  of  its  membership  made 
less  than  $2,000  a year — about  9,500 


performers.  In  between  you  find  about 
3,500  making  between  $2,000  and 
$10,000  a year,  and  about  800  making 
between  $10,000  and  $50,000  a year. 

It’s  estimated  that  SAG  performers 
working  in  commercials  make  about 
$12  million  a year.  Those  on  the  en- 
tertainment side  of  tv  make  another 
$25  million  or  so. 

No  breakdown  is  available  on 
AFTRA  members  on  the  basis  of  com- 
mercial or  entertainment  work. 

Although  Miss  Gordon’s  earnings 
are  considerable,  she  points  out  they 
are  not  salary.  That  is,  they  cannot 
be  depended  upon  to  come  in  week 
after  week  regardless  of  the  volume 
of  work  she  puts  out.  Rather,  the  over- 
$75,000  comes  from  a few  hundred 
here,  a few  thousand  there.  As  a re- 
sult those  ambitious  for  big  money 
must  also  be  ambitious  for  long  hours 
and  lots  of  legwork.  Much  of  this  leg- 
work  is  consumed  at  auditions.  Rarely 
do  assignments  come  directly. 

Success  has  its  pitfalls,  too.  One  of 
them  is  in  becoming  so  well  known  as 
a spokeswoman  (or  man)  for  one  prod- 
uct that  you  can’t  work  for  others. 
Even  here,  however,  there  are  compen- 
sations. Betty  Furness,  perhaps  the  most 
well  known  of  all  commercial  artists, 
reportedly  was  paid  over  $200,000  a 
year  for  lending  her  identity  to  West- 
inghouse’s  tv  advertising.  For  those  go- 
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the  home-loving  market 


$244,094,000 

building 

materials 

and 

hardware 

sales 


DWELLINGS  UNDER  CONSTRUCTION,  CIRCA  1870.  COURTESY  THE  BETTMANN  ARCHIVE. 


The  families  in  this  multi-city  TV  market 
take  pride  in  their  homes,  maintain  them  well 
. . . proof  of  great  market  stability.  Add  to 
this  the  fact  that  WGAL-TV  delivers  an  audi- 
ence greater  than  the  combined  audience 
of  all  other  stations  in  its  coverage  area. 

(See  ARB  or  Nielsen  surveys.) 


STEINMAN  STATION 
Clair  McCollough,  Pres. 

Representative:  The  MEEKER  Company,  Inc.  New  York  • Chicago  • Los:  Angeles  • San  Francisco 
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WGAL-TV 

CJtajoiM  8 

Lancaster,  Pa. 

NBC  and  CBS 


MULTI-CITY  TV  MARKET 
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ing  through  the  transition  from  anony- 
mous to  name  talent  this  consideration 
remains  a risk  they  have  to  take — and 
are  usually  glad  to. 

Not  all  Miss  Gordon’s  income  comes 
from  on-camera  work.  Her  voice  is  a 
part  of  her  fortune,  with  nearly  half  of 
her  income  coming  from  commercial 
work  in  which  she  supplies  only  the 
audio  while  someone  else  does  the 
video.  A radio-born  talent  for  lip- 
syncing, plus  a pleasant  voice,  makes 
this  possible.  In  live  tv,  of  course, 
Miss  Gordon  performs  both  functions, 
and  is  always  identified  by  name. 

Miss  Gordon’s  insistence  on  wear- 
ing glasses  has  become  a valuable  asset, 
however  hard  it  was  at  first  to  con- 
vince agencies  it  would  be.  She  feels 
that  believability  is  the  most  important 
factor  she  can  impart  to  the  client’s 
commercial,  and  that  the  glasses  help 
make  her  “real”  to  the  viewer.  One 
isn’t  prone  to  argue  the  point.  Whether 
she  needs  them  or  not,  the  clients — and 
the  adding  machine  — testify  they 
haven’t  hurt. 

■ Agency  appointm’ts 

V.  La  Rosa  & Sons  Inc.  (Italian 
food  products),  N.Y.,  has  appointed 
Vega  Adv.  Inc.,  N.Y.,  to  handle  all 
of  La  Rosa’s  advertising  for  Spanish- 
language  consumers  in  U.S.  and  Puerto 
Rico.  La  Rosa  is  an  active  tv-radio 
advertiser. 

■ ABC’s  WBKB  (TV)  Chicago  appoints 
Reach,  McClinton  & Co.  of  Illinois 
Inc.,  Chicago,  as  its  agency.  Lester  A. 
Weinrott,  agency  vice  president,  will  be 
account  supervisor.  ABC’s  WLS  that 
city,  previously  appointed  same  agency 
to  handle  its  advertising. 

■ Monarch  Finer  Foods  Div.  of  Con- 
solidated Foods  Corp.  appoints  John  W. 
Shaw  to  handle  advertising  for  its 
Monarch  brand  products. 

■ Ronson  Corp.,  Woodbridge,  N.J.,  ap- 
points Norman,  Craig  & Kummel,  N.Y., 
to  handle  advertising  for  its  appliance 
division  on  an  interim  basis  July  1- 
Dec.  31,  1960.  The  account  has  been 
at  Grey  Adv.,  N.Y.  NCTbK,  which  has 
been  agency  for  Ronson’s  lighters  and 
accessories  since  1954,  will  serve  ap- 
pliances division  (electric  shavers,  hair 
dryer  and  electric  shoe  polisher)  until 
a new  agency  is  chosen. 

■ Creations  Sales  Corp.,  Jamaica,  N.Y., 
to  Fladell/ Harris,  N.Y.,  for  a new  toy, 
Skip-Stik.  Skip-Stik  is  using  children’s 
tv  shows  in  New  York  and  preliminary 
plans  call  for  Fladell/ Harris  to  buy 
minute  schedules  in  12-15  markets 
across  the  country  in  the  next  six  weeks, 
starting  with  Chicago,  Los  Angeles  and 
Dallas. 


TOP  10  NETWORK  PROGRAMS 

Tv  report  for  2 weeks  ending  April  17,  1960 
TOTAL  AUDIENCE  t 


Rank 

No. 

. homes 
(000) 

1.  Academy  Awards — 1960 

23,911 

2.  Wagon  Train 

19,978 

3.  Gunsmoke 

18,170 

4.  Oscar  Night  In  Hollywood 

15,187 

5.  Red  Skelton  Show 

15,142 

6.  77  Sunset  Strip 

15,097 

7.  Ed  Sullivan  Show 

15,052 

8.  Have  Gun,  Will  Travel 

14,916 

9.  Price  Is  Right— 8:30  P.M. 

13,605 

10.  Danny  Thomas  Show 

13,560 

Rank 

% 

homes* 

1.  Academy  Awards — 1960 

53.6 

2.  Wagon  Train 

44.8 

3.  Gunsmoke 

41.0 

4.  Oscar  Night  In  Hollywood 

35.8 

5.  77  Sunset  Strip 

34.7 

6.  Red  Skelton  Show 

34.4 

7.  Ed  Sullivan  Show 

34.1 

8.  Have  Gun,  Will  Travel 

33.6 

9.  Price  Is  Right— 8:30  P.M. 

31.1 

10.  Perry  Mason  Show 

30.7 

AVERAGE  AUDIENCE 

i 

Rank 

No.  homes 
(000) 

1.  Academy  Awards — 1960 

20,430 

2.  Gunsmoke 

16,995 

3.  Wagon  Train 

16,182 

4.  Have  Gun,  Will  Travel 

14,148 

5.  Red  Skelton  Show 

13,967 

6.  Oscar  Night  In  Hollywood 

13,424 

7.  Danny  Thomas  Show 

12,566 

8.  Price  Is  Right — 8:30  P.M. 

12,340 

9.  77  Sunset  Strip 

12,294 

10.  Father  Knows  Best 

12,249 

Rank 

% 

homes* 

1.  Academy  Awards — 1960 

45.8 

2.  Gunsmoke 

38.4 

3.  Wagon  Train 

36.3 

4.  Have  Gun,  Will  Travel 

31.9 

5.  Red  Skelton  Show 

31.7 

6.  Oscar  Night  In  Hollywood 

31.6 

7.  Danny  Thomas  Show 

28.3 

8.  77  Sunset  Strip 

28.3 

9.  Price  Is  Right— 8:30  P.M. 

28.2 

10.  Father  Knows  Best 

27.7 

t Homes  reached  by  ail  or  any  part  of  the 
program,  except  for  homes  viewing  only 
1 to  5 minutes. 

* Percented  ratings  are  based  on  tv  homes 
within  reach  of  station  facilities  used  by 
each  program. 

t Homes  reached  during  the  average  minute 
of  the  program. 

Copyright  1960  A.C.  Nielsen  Co. 


TOP  TEN  NETWORK  PROGRAMS 
April  1-7,  1960 


Name  of  Programs  Rating 

1.  Academy  Awards  48.6 

2.  Gunsmoke  37.1 

3.  Wagon  Train  35.1 

4.  Have  Gun,  Will  Travel  33.6 

5.  Father  Knows  Best  30.4 

6.  Danny  Thomas  29.7 

7.  Red  Sketlon  29.1 

8.  Untouchables  28.9 

9.  Playhouse  90  28.3 

10.  Real  McCoys  27.9 

Name  of  Programs  No.  homes 

(000) 

1.  Academy  Awards  21,600 

2.  Gunsmoke  16,000 

3.  Wagon  Train  15,100 

4.  Have  Gun,  Will  Travel  14,500 

5.  Father  Knows  Best  13,000 


6.  Danny  Thomas 

12,800 

7.  Red  Skelton 

12,400 

8.  Untouchables 

12,100 

9.  Playhouse  90 

12,200 

10.  Real  McCoys 

11,800 

Copyright,  1960  VIDE0DEX  INC. 

ARB 

TOP  10 

NETWORK  PROGRAMS 

Tv  report  for  March 

Rank 

Rating 

1.  Wagon  Train 

46.3 

2.  Gunsmoke 

44.3 

3.  Red  Skelton 

42.3 

4.  Real  McCoys 

38.7 

5.  Father  Knows  Best 

36.8 

6.  Have  Gun,  Will  Travel 

36.3 

7.  77  Sunset  Strip 

35.4 

8.  Danny  Thomas 

35.2 

9.  Ed  Sullivan 

33.0 

10.  Untouchables 

31.1 

Rank 

No. 

viewers 

(000) 

1.  Wagon  Train 

50,950 

2.  Gunsmoke 

46,010 

3.  Red  Skelton 

42,920 

4.  Real  McCoys 

41,830 

5.  Ed  Sullivan 

37,835 

6.  Danny  Thomas 

37,450 

7.  Father  Knows  Best 

37,450 

8.  Have  Gun, 

Will  Travel 

37,030 

9.  77  Sunset  Strip 

36,375 

10.  Lassie 

35,040 

Copyright  1960  American  Research  Bureau 


BACKGROUND:  The  following  programs,  In 
alphabetical  order,  appear  in  this  week's 
BROADCASTING  tv  ratings  roundup.  Informa- 
tion is  in  following  order:  program  name,  net- 
work, number  of  stations,  sponsor,  agency,  day 
and  time. 

Academy  Awards  1960  (NBC-185):  Motion 
Picture  Assn,  of  America,  Mon.,  April  4, 
10:30-12:22  p.m. 

Father  Knows  Best  (CBS-155):  Lever  Bros., 
Scott  Paper  (both  JWT),  Mon.  8:30-9  p.m. 
Gunsmoke  (CBS-201):  Liggett  & Myers 

(DFS),  Remington  Rand  (Y&R),  Sat.  10- 
10:30  p.m. 

Have  Gun,  Will  Travel  (CBS-164):  Lever  Bros. 
(JWT),  American  Home  Products  (Bates), 
Sat.  9:30-10  p.m. 

Lassie  (CBS-141):  Campbell  Soup  (BBDO), 
Sun.  7-7:30  p.m. 

Perry  Mason  (CBS-150):  Colgate-Palmolive 
(Bates),  Gulf  Oil  (Y&R),  Sat.  7:30-8:30 
p.m. 

Oscar  Night  In  Hollywood  (NBC-156):  P&G 
(Grey),  Mon.,  April  4,  10-10:30  p.m. 
Playhouse  90  (CBS-169):  American  Gas  Assn. 
(L&N),  Allstate  Insurance  (Burnett),  R.J. 
Reynolds  (Esty),  Sun.,  Apr.  3,  8-9:30  p.m. 
Price  Is  Right  (NBC-158):  Lever  (0BM), 

Speidel  (NCK),  Wed.  8:30-9  p.m. 

Real  McCoys  (ABC-148):  P&G  (Compton), 
Thur.  8:30-9  p.m. 

Red  Skelton  Show  (CBS-170):  S.G.  Johnson 
(FCB),  Pet  Milk  (Gardner),  Tue.  9:30-10 
p.m. 

77  Sunset  Strip  (ABC-174):  American  Chicle, 
Whitehall  (both  Bates),  R.J.  Reynolds  (Esty), 
Brylcreem  (K&E),  Fri.  9-10  p.m. 

Ed  Sullivan  Show  (CBS-181):  Colgate-Palm- 
olive (Bates),  Eastman  Kodak  (JWT),  Sun. 
8-9  p.m. 

Danny  Thomas  Show  (CBS-202):  General  Foods 
(B&B),  Mon.  9-9:30  p.m. 

Untouchables  (ABC-127):  Liggett  & Myers 
(M-E),  Warner-Lambert  (L&F),  Seven-Up 
(JWT),  Luden's  (Mathes),  Armour  (FCB), 
Lewis  Howe  (M-E),  Carnation  (EWRR), 
Thur.  9:30-10:30  p.m. 

Wagon  Train  (NBC-184):  Ford  (JWT),  R.J. 
Reynolds  (Esty)  National  Biscuit  Co:  (M-E), 
Wed.  7:30-8  p.m. 
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TV  CAN  CREATE  A DEMAND  FOR  TOYS 

Reach,  McClinton  survey  shows  toy  retailers  are  enthusiastic 


Television  is  an  effective  sales  tool 
for  the  toy  retailer. 

This  was  what  an  advertising  agency 
— Reach,  McClinton — could  tell  its  toy- 
maker  client  Halsam  Products  Co., 
Chicago,  earlier  this  spring.  Reach, 
McClinton  had  this  to  go  by:  An  agen- 
cy survey  conducted  in  February  of 
61  toy  retailers  asking  their  opinions 
on  tv’s  effectiveness  in  selling  toys. 

Halsam  manufactures  wood  and 
plastic  toys,  has  not  yet  tried  tv.  The 
retailer  survey  was  undertaken  by  the 
agency  for  presentation  to  the  client. 

Toy  advertisers  last  year  increased 
use  of  national  tv  from  $3.4  million  in 
1958  to  last  year’s  $6.2  million,  a 77% 
boost  in  gross  billing,  according  to  Tel- 
evision Bureau  of  Advertising  (Broad- 
casting, April  18).  The  TvB  figures 
include  network  and  spot. 

Outstanding  Job  ■ The  survey  report, 
made  available  to  Broadcasting  last 
week,  concluded  that  it’s  “quite  appar- 
ent that  most  toy  retailers  at  all  levels 
think  tv  does  an  outstanding  job  of 
selling  toys.”  Retailers  stressed  tv’s 
“close  relationships  with  the  consumer” 
and  its  “realism  and  ability  to  create 
strong  demand.” 

But  retailers  had  a few  second 
thoughts,  as  well  as  some  recommenda- 
tions. For  example,  they  thought  toys 
had  to  be  identified  on  tv  with  a per- 


sonality “the  child  likes  under  cir- 
cumstances where  not  too  many  other 
toys  are  competing  for  his  acquisitive 
urge.”  Retailers  felt  that  they’d  like 
sufficient  advance  notice  of  a tv  cam- 
paign to  permit  stocking  up  and  for 
plans  to  merchandise.  As  for  discount 
houses,  tv  is  favored  because  these 
stores  can  undercut  advertised  prices. 
( But  non-discount  retailers  dissent  be- 
cause when  they  attempt  to  compete, 
the  profit  margin  suffers.) 

The  agency  in  asking  retailers  about 
toy  sales  trends,  considered  tv-adver- 
tised  toys  as  a separate  group.  Opinions 
were  encouraged,  along  with  compari- 
sons of  tv  and  print  media  in  this  area. 
One  question — of  importance  to  the 
toy  trade — dealt  with  the  effectiveness 
of  tv  for  selling  action  toys  (they  do 
something)  and  “passive”  toys  (toys 
with  which  something  must  be  done). 

Christmas  Push  ■ Christmas  season 
comparisons  were  made,  1959  vs.  1958. 
Of  the  respondents,  61  % reported  an 
increase  in  sales  for  all  toys.  In  com- 
paring sales  of  tv  advertised  toys  with 
sales  of  toys  not  advertised  on  tv,  75% 
said  tv-advertised  toys  sold  better  than 
other  toys  during  the  1959  season  and 
80%  said  they  sold  better  than  other 
toys  at  the  time  of  the  survey.  (Some 
82%  of  the  retailers  interviewed  said 
they  had  tv-advertised  toys  in  stock  in 


mid-February.)  Survey  highlights: 

Effect  of  spot  television  on  sales: 
77%  said  it  had  a very  good  or  good 
effect,  13%  said  some  good  effect  and 
only  5%  found  tv  a poor  or  very  poor 
effect.  Retailers  emphasized  tv  creates 
demand. 

Tv  vs.  print:  Tv  was  better,  accord- 
ing to  74%  of  the  respondents,  7%  had 
a qualified  preference  for  tv  and  13% 
favored  other  media. 

In  their  opinions,  retailers  empha- 
sized tv’s  basic  advantage  in  that  a 
child  can  actually  see  a toy  and  watch 
its  demonstration.  A related  advan- 
tage: The  child  often  does  not  see 
print  advertising  “and  in  many  cases 
has  not  yet  learned  to  read  anyway.” 
But,  retailers  reminded,  it’s  assumed 
toy  advertisers  would  use  children’s 
programming  or  adjacent  spots. 

Action  toys  came  off  the  best.  Of 
those  interviewed,  81%  said  tv  was 
very  efficient  in  this  area,  while  an- 
other 5%  found  it  fairly  so  and  only 
3 % said  tv  was  not  effective.  For  pas- 
sive toys,  tv’s  effectiveness  was  favored 
by  36%,  an  additional  25%  said  it  was 
fairly  effective,  and  another  25%  rated 
tv  as  slightly  or  not  effective  for  pas- 
sive toys.  (The  agency  interpreted  this 
to  mean  that  passive  toys — building 
sets  for  example — ought  to  be  adver- 
tised on  tv  with  actual  demonstration.) 


In-store  interviewing  ■ Agency  Reach, 
McClinton  canvassed  retailers  direct  to 
learn  their  views  on  tv’s  effectiveness  in 
selling  toys.  Shops  specializing  in  toys 
to  discount  houses  which  trade  in  large 


volume  were  covered.  In  this  scene, 
Bill  Tolin  (1),  toy  buyer  at  New  York’s 
Grand  Central  Branch  of  discount 
house  EJ.  Korvette,  is  interviewed  by 
Ray  Hulbert  of  Reach,  McClinton. 


Agency  group  seeks 
smooth  operations 

For  three  days,  executives  attending 
the  annual  convention  of  Continental 
Advertising  Agency  Network  Inc.  at 
Miami  Beach  concentrated  on  the 
problems  of  efficient  and  profitable 
inter-agency  cooperation  and  methods 
for  improving  internal  operations.  The 
CAAN  network  includes  16  major 
agencies  in  the  U.S.  and  Canada  with 
a total  of  30  offices. 

Dr.  F.  Robert  Shoaf,  New  York  U. 
marketing  expert,  told  the  meeting 
that  market  research  should  be  utilized 
during  the  campaign  planning  period, 
not  before  or  after,  in  order  to  cut 
costs  and  avoid  waste  motion.  Mark 
Wiseman,  advertising  consultant  and 
analyst,  pointed  out  the  major  differ- 
ence between  “a  gimmick  or  a clever 
idea”  and  truly  creative  advertising. 
Effective  advertising,  he  said,  is  the 
result  of  a combination  of  scientific 
and  logical  approaches  which  might  be 
best  described  as  “creative  engineering 
and  creative  interpretation.” 

The  Miami  agency  of  Bishoperic/ 
Green/ Fielden  acted  as  host. 
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Emotional.  Controversial.  Provocative.  This  question,  put  to  a distinguished  guest  panel,  is  i strative 
of  the  thought- provoking  topics  discussed  on  CBS  Owned  WBBM -TV... where  Chicagoans  look  f&r-and 
have  learned  to  expect- bold,  creative,  adult  television  programming  throughout  the  week. 

People  who  value  their  time  find  more  worth  watching  on  WBBM-TV.  Which  of  course  is  why  time 
is  so  valuable  on  WBBM-TV,  Chicago's  top-rated  television  station  for  58  consecutive  Nielsen  reports. 

WBBM-TV, CHANNEL  2 IN  CHIGAGO-CBS  OWNED 


We  have 
an  eye  for 
the  ladies 


and  they 
have  an  eye 
for  us 


Jt  is  always  pleasant  to  learn  that  you  are 
more  appealing  to  women  than  the  next  man 
— and  if  you  are  a broadcaster  or  an  adver- 
tiser it  has  its  practical  advantages. 

J^uring  the  average  minute  of  the  day,  for 
example,  3,932,000  women  have  their  eye  on 
the  CBS  Television  Network — some  524,000 
more  than  are  watching  our  closest  competitor 
and  2,329,000  more  than  the  third  network. 
(Among young  women  our  plurality  is  respec- 
tively 461,000  and  937,000.)* 
r Jins  ability  to  catch  a woman's  eye  can  be 
attributed  in  large  measure  to  the  variety  and 
dramatic  quality  of  the  Network’s  daytime 
schedule.  It  presents  the  three  most  popular 
daytime  programs  in  television,  including 
AS  THE  WORLD  TURNS  and  THE  EDGE  OF 
NIGHT,  both  of  which  recently  celebrated 
their  1000th  broadcast  on  the  same  day. 
Equally,  such  courtroom  dramas  as  the 
VERDICT  IS  YOURS  and  such  special  docu- 
mentary programs  as  woman!  seem  to  be 
uniquely  responsive  to  the  needs  and  interests 
of  most  women.  The  first  has  been  widely 
acclaimed  by  bar  associations  for  illuminat- 
ing the  processes  of  the  law,  while  the  second 
has  provided  clear  insights  into  the  complex- 
ities of  raising  children  and  the  recent  tend- 
encies toward  early  marriage. 

Jn  the  hours  when  television  presents  pro- 
grams primarily  designed  to  entertain  and 
inform  America’s  housewives  (10  am  to  5 pm) 
the  CBS  Television  Network  now  attracts  4 
per  cent  more  of  them  than  it  did  a year  ago. 
And  it  reaches  them  at  an  1 1 per  cent  lower 
cost  per  thousand  than  any  other  network.1 

rJliis  is  why  the  nation’s  advertisers  are  cur- 
rently spending  2.1  million  more  dollars  a 
month  sponsoring  programs  on  the  CBS  Tele- 
vision Network  than  on  any  other. 

•Bnscd  on  Nationwide  Nielsen  (Ad)  Reports,  Jdnmtry-April  1.  and  ARB  January- 
March  data,  Monday  through  Friday,  10  rtffl-j  pm.  iNTl,  Jammy-February. 

CBS  Television  Network 


THE  TAX  BATTLE 
AFA’s  Proud  predicts 
new  ad  tax  onslaught 

Advertising  is  braced  for  another 
onslaught  by  “the  tax  termites”  in  1961, 
C.  James  Proud,  president  of  the  Ad- 
vertising Federation  of  America,  de- 
clared Friday  (May  13). 

He  predicted  new  efforts  to  tax  ad- 
vertising would  be  forthcoming.  The 
defeat  of  those  who  attempted  to  im- 
pose such  taxes  in  Baltimore,  St.  Louis, 
West  Virginia,  Maine  and  Virginia  [in 
1958]  “will  all  have  been  forgotten  and 
the  tax  termites  will  be  back  again  in 
their  efforts  to  undermine  this  tool  of 
free  enterprise  and  mass  communica- 
tion,” he  asserted. 

Addressing  a Public  Utilities  Adver- 
tising Assn,  convention  in  New  York, 
Mr.  Proud  noted  that  “advertising  has 
fared  unusually  well  this  year  on  the 
state  fronts”  but  has  taken  “an  unmerci- 
ful beating  from  Washington  bureaus 
and  Congressional  committees.”  He 
thought  1961  “is  apt  to  be  a time  of 
great  tribulation  for  advertising,  be- 
cause most  legislatures  will  be  in  session 
once  more.” 

But  now,  he  said,  advertising  is  pre- 
pared for  new  tax  attempts.  “We  sur- 
vived Baltimore,”  he  asserted,  “and  out 
of  it  came  unity  of  purpose  to  defeat 
such  attacks  in  the  future.  We  sur- 
vived the  scandal  of  fixed  quizzes  and 
payola,  and  out  of  it  is  coming  better 
self-regulation.”  The  advertising  indus- 
try, he  said,  is  no  longer  on  the  defen- 
sive against  government  attacks  but  has 
taken  the  offensive  and  is  moving  “to 
unite  as  never  before  in  a common  re- 


solve to  fight  eventual  dismember- 
ment.” 

“We  must  not — and  will  not— per- 
mit ourselves  to  be  singled  out  as  some 
sort  of  noisome  pariahs  or  to  become 
whipping  boys  for  either  a tax-hungry 
government  or  political  opportunists 
who  may  use  our  occasional  front- 
window  indiscretions  for  their  headline- 
hunting hearings,”  he  declared.  He  saw 
“nothing  humiliating  or  defensive  about 
admitting  that  less  than  one  percent 
of  all  advertising  is  dishonest  or  mis- 
leading. Show  me  any  other  profession 
which  has  any  better  record,”  he  added. 

Mr.  Proud  cited  a proposed  one  per- 
cent excise  tax  on  television  commer- 
cials, designed  to  pay  for  educational 
television,  as  one  of  several  serious 
threats  now  pending.  Others  included 
discriminatory  municipal,  state  and  fed- 
eral taxes  on  advertising.  Internal  Rev- 
enue Service  regulations  to  disallow  the 
deduction  of  certain  institutional  ad- 
vertising as  a business  expense,  and 
denial  of  the  right  to  deduct  dealers’ 
advertising  allowances  before  figuring 
the  base  for  manufacturers’  excise 
taxes. 

Blair’s  spot  survey 

Five  radio  commercial  winners  were 
announced  last  week  in  the  semi-an- 
nual survey  of  spot  radio  commercials 
conducted  by  Pulse  Inc.  for  John  Blair 
& Co.,  station  representative.  The  win- 
ners: Clark  gasoline,  through  Tatham- 
Laird,  Chicago;  Doublemint  via  Arthur 
Meyer,  Chicago;  Kaiser  foil,  through 
Young  & Rubicam,  San  Francisco; 
L&M  cigarettes,  via  Dancer-Fitzgerald- 
Sample,  New  York,  and  Nescafe, 


through  William  Esty  Co. 

The  next  highest  rankings  won  10  f; 
advertisers  honorable  mentions.  In  I 
alphabetical  order:  Chevrolet,  Chock  L 
Full  O’  Nuts  coffee,  Coca-Cola,  Ford,  '■ 
Hoffman  beverages,  Pepsi-Cola,  Piel's  i I 
beer,  Sav-On  drugs,  Seven-Up  and  ! 
Winston  cigarettes.  More  than  1,500  | 
consumers  were  interviewed  as  to  which  1 
radio  commercial  heard  during  the  pre-  i | 
vious  week  favorably  impressed  them.  | 

■ Business  briefly 

Time  sales 

'Angel'  sold  ■ General  Foods  Corp. 
and  S.C.  Johnson  & Son  Inc.  signed  co-  j 
sponsorship  of  Angel,  new  domestic 
comedy  series,  for  next  season  on  CBS- 
TV  (Thur.  9-9:30  p.m.  EDT).  Agen- 
cies: Benton  & Bowles  for  S.C.  John- 
son with  GF  yet  to  choose. 

Down  to  cases  ■ Procter  & Gamble 
Co.  signed  with  ABC-TV  for  sponsor- 
ship next  season  of  The  Law  & Mrs. 
Jones,  a new  dramatic  series  starring 
James  Whitmore  in  the  role  of  a “gen- 
eral practioner”  of  law.  Slotted  for  Fri-  1 
days,  10:30-11  p.m.  EDT,  and  starting  J j 
Oct.  7,  the  series  is  produced  by  Four  II 
Star  Productions.  Agency:  Compton  || 
Adv.,  N.Y. 

Lands  'Blue  Angels'  ■ Continental  Oil  (I 
Co.  (Conoco),  Houston,  via  Benton  & j 
Bowles,  N.Y.,  will  sponsor  The  Blue  [1 
Angels,  a forthcoming  tv  film  series,  in  1 
68  midwest  and  southern  markets,  it  I 
was  announced  by  series  distributor  ill 
California  National  Productions.  Pro-  >1 
duction  of  the  39-half-hours,  which  11 
dramatize  the  U.S.  Navy’s  precision-  | I 
flying  team,  started  recently  on  the  I 


Softening  the  pitch  ■ There’s  a 
change  in  the  approach  of  Bristol- 
Myers’  tv  commercials  for  Bufferin 
“that  works  twice  as  fast.  ...”  Only 
a few  weeks  ago,  the  advertiser  put 
through  a slight  modification  both 
in  tv  and  print  ads.  Effect  is  to 
soften  just  a bit  what  was  traditional- 
ly one  of  the  hardest-sell  copy  lines. 

As  shown  in  the  series  of  three 
pictures  above  taken  from  (1  to  r) 


the  old,  then  a later  and  now  a new 
Bufferin  commercial,  the  message 
has  progressed  from  a portrayal  of 
nearly  identifiable  competing  brands 
of  aspirin  and  a diagrammatic  illus- 
tration of  how  bufferin  tablets  enter 
the  stomach  to  a new  play  on  “ten- 
sion.” The  frames  shown  were  taken 
from  reports  of  National  Television 
Monitor  Co.,  New  York,  a monitor- 
ing firm. 


The  new  commercial,  prepared  by 
Young  & Rubicam,  New  York, 
speaks  of  Bufferin  as  working  “twice 
as  fast  as  the  aspirin  in  these  other 
products,”  depicts  Bufferin  and  aspi- 
rin in  acid  solutions.  The  new  com- 
mercial eliminates  diagrammatic 
views  of  the  stomach  while  empha- 
sizing the  soothing  ability  of  the 
product  in  relieving  “stress  and 
strain.” 


54  (BROADCAST  ADVERTISING) 


BROADCASTING,  May  16,  1960 


don't  buy  clothing .. 

PEOPLE  DO! 

There’s  nothing  wrong  with  statistics.  At 
WJAC-TV  we’re  pleased  and  proud  of  the 
fact  that  both  ARB  and  Nielsen  place  us  first 
in  the  Johnstown- Altoona  market. 

But  statistics  alone  don’t  produce  sales  re- 
sults. People  buy  products,  and  those  same 
people  are  WJAC-TV  viewers.  Mr.  Robert  L. 
Miller,  owner  of  Miller’s  Clothing  Store, 
knows  about  people,  and  he  says: 

"When  I advertise  on  WJAC-TV  I know  that  my 
ads  will  be  seen  by  the  maximum  number  of  my 
potential  customers.  My  sales  records  prove 
that  WJAC-TV  produces  business  for  me." 

WJAC-TV  can  produce  business  for  you,  too. 
We  have  the  audience  in  the  Johnstown- 
Altoona  market. 

get  all  the  details  from 

HARRINGTON,  RIGHTER 
AND  PARSONS,  INC. 


The  Fastest  Growing  Area 
In  the 


INTERMOUNTAIN  WEST 
THE  DENVER 

METROPOLITAN  MARKETS 

DENVER  • PUEBLO 
COLORADO  SPRINGS 


Served  By  The 
INTERMOUNTAIN  NETWORK 
DENVER  GROUP 


The  Nation’s  Most  Successful  Regional  Network 
HEADQUARTERS  • SALT  LAKE  CITY  • DENVER. 
Contact  Your  Avery-Knodel  Man 
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YOU  too 
^ will  get 
the  GREATEST 
SALES  results 
when  you  use  — 
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West  Coast.  Sam  Gallu,  creator-pro- 
ducer of  Navy  Log,  is  producer-direc- 
tor. 

First  Olympic  sale  ■ P.  Lorillard  Co., 
via  Lennen  & Newell  Inc.,  N.Y.,  signed 
for  one-quarter  sponsorship  of  the  20Vi 
hours  of  CBS  News’  coverage  of  the 
1960  Summer  Olympic  Games  in 
Rome,  to  be  seen  on  CBS-TV  begin- 
ning Aug.  26  and  continuing  through 
Sept.  12.  The  network  says  much  of 
the  daily  Olympic  programming  will  be 
presented  in  prime  evening  time. 

Hour  of  thrills  ■ Glenbrook  Labs,  Div. 
of  Sterling  Drug,  via  Dancer-Fitzger- 
ald-Sample,  N.Y.,  and  American  To- 
bacco Co.,  through  Sullivan,  Stauffer, 
Colwell  & Bayles,  N.Y.,  placed  spon- 
sorship orders  for  Thriller,  new  mys- 
tery-suspense series  starting  next  fall 
on  NBC-TV  (Tue.  9-10  p.m.  NYT). 
Program  presents  Boris  Karloff  each 
week  as  host  and  as  star  in  several  of 
the  dramas.  Hubbell  Robinson  Produc- 
tions, with  Fletcher  Markle  as  producer, 
is  packaging  the  series. 

?&C  likes  P&M  ■ Next  season  Procter 
& Gamble  Co.  will  sponsor  a new  situa- 
tion comedy  series  titled  Peter  Loves 
Mary  on  NBC-TV  (Wed.  10-10:30 
p.m.  NYT).  Starring  Peter  Lind  Hayes 
and  his  wife,  Mary  Healy,  the  program 
is  being  produced  by  Four  Star  Pro- 
ductions, in  association  with  Mirisch 
Brothers  Television  and  Mount  Tom 
Enterprises.  Agency:  Benton  & Bowles, 
N.Y. 

Backs  Burns  ■ Hudnut-Du  Barry  Div. 
of  Warner-Lambert  Pharmaceutical  Co. 
signed  for  the  George  Burns  Show,  a 
special  musical  variety  colorcast  set  for 
June  7 on  NBC-TV  (Tue.  8:30-9:30 
p.m.  EDT).  Guest  stars  include  Jack 
Benny,  Betty  Grable,  Polly  Bergen  and 
Bobby  Darin.  It  will  be  a production  of 
Mr.  Burns’  packaging  company,  Banda 
Productions,  and  will  originate  on  color 
video  tape  in  Burbank.  Agency:  Lam- 
bert & Feasley,  N.Y. 


The  Big  Five 

Of  the  big  money 

in  measured 

advertising  media, 

five  is  the 

charmed  figure  for  tv.  Television 

Bureau  of  Advertising  analyzed 

expenditures  of  the 

top  five  last 

year  in  tv  (national  spot  and  net- 

work) , newspapers, 

magazines, 

outdoor,  business  papers  and  ra- 

dio  (national  spot). 

It  concluded 

that  television  got  55.2%  of  the 

pie. 

The  arithmetic: 

1.  General  Motors 

(and  dealers) 

$110,164,215 

2.  Procter  & Gamble 

105,616,190 

3.  General  Foods 

61,049,466 

4.  Ford  Motor 

(and  dealers) 

61,041,131 

5.  Lever  Bros. 

56,766,422 

Total 

$394,637,424 

Television 

$217,941,129 

General  Foods’  order  is  its  second  re- 
newal of  the  show.  Benton  & Bowles, 
N.Y.,  is  agency  for  both. 

Remembers  'Alamo'  B United  Artists 
Corp.,  N.Y.,  is  preparing  for  tv-spot 
saturation  drive  June  for  John  Wayne’s 
$12  million  production  of  “The  Alamo." 
Campaign  will  be  sustained  for  four 
weeks  in  100  leading  markets,  with 
reportedly  “thousands”  of  10-  and  20- 
second  announcements  to  promote  both 
the  UA  release  and  a national  mer- 
chandising tie-in  contest.  In  association 
with  Popsicle  Co.,  a picture-puzzle  col- 
oring contest  is  planned  to  reach  some 
20  million  youngsters.  Tv  spots  were 
placed  direct. 

Fully  loaded  ■ Ford  Motor  Co.  and 
National  Biscuit  Co.  join  previously 
announced  R.J.  Reynolds  Tobacco  Co. 
to  make  NBC-TV’s  Wagon  Train  (Wed. 
7:30-8:30  p.m.  EDT)  fully  sold  for 
next  season.  The  series  started  on  the 
network  in  September  1957.  Agencies: 
J.  Walter  Thompson,  N.Y.,  for  Ford; 
McCann-Erickson,  for  National  Biscuit. 


Back  at  new  time  ■ General  Foods 
Corp.  and  S.C.  Johnson  & Son  will  co- 
sponsor The  Ann  Sothern  Show  next 
season  on  CBS-TV,  starting  Oct.  6 at 
a new  time  (Thur.  9:30-10  p.m.  EDT). 


Countdown  ■ Bristol-Myers  Products 
Div.,  N.Y.,  is  testing  a new  antacid, 
Count  Four!,  in  several  midwest  mar- 
kets using  television  and  print.  Agency: 
Ogilvy,  Benson  & Mather,  N.Y. 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television 

network  shows 

for  each 

day  of  the  week  May  5-11  as 

rated,  by 

the  multi-city 

Arbitron 

Date 

Instant  ratings  of  America  Research 
Program  and  Time 

Bureau. 

Network 

Rating 

Thur.,  May  5 

Untouchables  (9:30  p.m.) 

ABC-TV 

28.5 

Fri.,  May  6 

Twilight  Zone  (10  p.m.) 

CBS-TV 

21.5 

Sat.,  May  7 

Gunsmoke  (10  p.m.) 

CBS-TV 

29.0 

Sun.,  May  8 

Loretta  Young  (10  p.m.) 

NBC-TV 

22.1 

Mon.,  May  9 

Danny  Thomas  (9  p.m.) 

CBS-TV 

21.2 

Tue.,  May  10 

Red  Skelton  (9:30  p.m.) 

CBS-TV 

22.8 

Wed.,  May  11 

Wagon  Train  (7:30  p.m.) 

NBC-TV 

26.4 

Copyright  1960  American  Research  Bureau 

56  (BROADCAST  ADVERTISING) 


BROADCASTING,  May  16,  1960 


om  5:30  to  10:00  a.m.,  WRC's  Al  Ross  gives  Washington  listeners  what  they  want.  Ross’  early  morning  music  and  news  program, 
our  Timekeeper,"  consistently  attracts  the  largest  morning  audience  in  the  Capital  area.  And  WRC  goes  right  through  the  day 
oviding  the  special  sounds  of  local  news,  adult  music,  regular  traffic  and  weather  checks  . . . plus  . . . nation-wide  and  world  wide 
Dorts  from  the  largest  broadcast  news  organization  in  the  world.  Result:  WRC  delivers  the  buying  public  throughout  the  metro- 
ilitan  coverage  area.  The  Capital  wakes  . . . and  stays  . . . with  WRC  because  WRC  is  tuned  to  THE  SOUND  OF  THE  SIXTIES! 

'RC  • NBC  OWNED  • 980  IN  WASHINGTON,  D.  C.  • SOLD  BY  NBC  SPOT  SALES 
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THE  MEDIA  

SOME  NEW  NAMES  ON  NABS  DOORS 

Tower  appointment  to  tv  vice  presidency  heads  key  changes 


Mr.  Tower  Mr.  Wasilewski  Mr.  Bell 


NAB  has  entered  the  overhauling 
process. 

The  industry  association’s  policy 
committee,  named  to  oversee  NAB  af- 
fairs following  the  death  of  Presi- 
dent Harold  E.  Fellows,  has  made  a 
series  of  major  changes  in  the  official 
family. 

Most  important  was  the  appoint- 
ment of  Charles  H.  Tower,  manager  of 
broadcast  personnel  and  economics,  to 
the  post  of  tv  vice  president.  He  suc- 
ceeds Thad  H.  Brown  Jr.,  who  is  re- 
signing his  vice  presidency  to  enter  pri- 
vate law  practice. 

Two  other  key  changes  were  made: 
Vincent  T.  Wasilewski,  manager  of 
government  relations,  was  named  direc- 
tor of  governmental  affairs.  This  de- 
partment will  include  the  legal  staff 
headed  by  Douglas  A.  Anello,  chief 
counsel.  Howard  H.  Bell,  assistant  to 
the  president  for  joint  affairs,  was 
named  to  a second  new  position,  direc- 
tor of  industry  affairs. 

The  offices  of  vice  presidents  for  ra- 
dio and  television  will  continue  to  han- 
dle matters  related  to  the  separate 
media,  according  to  Clair  R.  McCol- 
lough,  Steinman  Stations,  chairman  of 
the  policy  group.  John  F.  Meagher  is 
radio  vice  president. 

No  successor  to  Mr.  Tower’s  post 
was  announced.  James  H.  Hulbert  is 
assistant  manager  of  the  broadcast  per- 
sonnel-economics unit. 

Unanimous  Vote  ■ Mr.  McCollough 
said  selection  of  Mr.  Tower  and  the 
other  organizational  changes  received 
unanimous  vote  of  the  three-man  policy 
group.  Other  members  are  G.  Richard 
Shafto,  WIS-AM-TV  Columbia,  S.C., 
and  Merrill  Lindsay,  WSOY  Decatur, 
111. 

The  policy  group  said  the  radio  vice 
president,  Mr.  Meagher,  “faces  impor- 
tant tasks”  including  expansion  of  the 
Standards  of  Good  Practice  for  Radio 
Broadcasters.  The  standards  will  be 
opened  to  non-member  stations  and 
they  will  move  from  a voluntary  or 
honor  system  to  an  enforcement  code 
with  monitoring  procedure. 

Everett  E.  Revercomb,  secretary- 
treasurer,  will  continue  to  administer 
association  affairs  pending  selection  of 
a president  to  succeed  Mr.  Fellows.  He 
will  coordinate  NAB  departments  and 
direct  services  to  association  members. 

Mr.  Tower  joined  NAB  in  1949,  be- 
coming manager  of  the  labor  relations 
unit  in  1955.  He  formerly  was  with 
RCA  and  National  Labor  Relations 


Board,  and  is  a graduate  of  Williams 
College,  Harvard  Business  School  and 
Boston  University  School  of  Law. 

Mr.  Wasilewski  joined  the  NAB  legal 
staff  in  1949,  was  named  chief  counsel 
in  1953  and,  government  relations  man- 
ager in  1955.  He  received  his  legal 
degree  at  U.  of  Illinois.  He  has  directed 
NAB's  activities  on  Capitol  Hill  and  at 
government  regulatory  agencies. 

Coordinator  ■ Mr.  Bell  joined  NAB 
in  1951  as  assistant  to  the  tv  vice  presi- 
dent and  became  assistant  to  the  presi- 
dent in  1954.  He  coordinates  state  as- 


i’m  greatly  heartened  about  the  out- 
look for  tv  programming  from  Holly- 
wood,” E.K.  Hartenbower,  KCMO-TV 
Kansas  City,  chairman  of  the  NAB  Tv 
Code  Review  Board,  said  Thursday 
(May  12). 

With  Edward  H.  Bronson,  director  of 
tv  code  affairs  for  NAB,  Mr.  Harten- 
bower spent  last  week  in  Hollywood 
conferring  with  officials  of  the  Alliance 
of  Television  Film  Producers  and  at  the 
west  coast  headquarters  of  the  tv  net- 
works. He  also  met  with  individual 
producers  of  programs  for  television, 
including  a number  of  the  major  mo- 
tion picture  companies. 

The  alliance,  whose  membership 
comprises  the  major  producers  of  filmed 
programs  exclusively  for  tv,  is  an  affili- 
ate subscriber  to  the  tv  code,  Mr.  Har- 
tenbower pointed  out,  with  its  member 
companies  pledged  to  maintain  code 
standards  in  their  programming  output. 
There  cooperation  with  the  Code  Re- 
view Board  has  been  outstanding,  he 
said. 

Discussions  with  the  major  motion 
picture  producers  revealed  an  interest 
in  effective  similar  relationships  with 
the  code  board  for  their  tv  program 


sociation  activities  and  directs  planning 
for  conventions,  fall  conferences,  board 
meetings  and  committee  projects.  He  is 
a graduate  of  the  U.  of  Missouri  School 
of  Journalism.  He  was  at  WMAL-AM- 
TV  Washington  before  joining  NAB. 

With  legal  and  government  activities, 
Mr.  Wasilewski’s  staff  includes  Jerome 
P.  McGranaghan,  his  assistant. 

Departments  reporting  to  Mr.  Bell 
include  engineering,  public  relations, 
research,  broadcast  personnel-econom- 
ics, station  relations  and  organizational 
services. 


activities,  Mr.  Hartenbower  reported. 
He  noted  that  more  than  80%  of  the 
nation’s  commercial  tv  stations  are  now 
code  subscribers  as  are  all  three  tv 
networks. 

Establishment  of  a code  office  in 
Hollywood  last  July,  with  Frank  Morris 
in  charge,  has  been  of  “tremendous 
value,”  Mr.  Hartenbower  said.  He  com- 
mented that  having  this  office  on  the 
spot  enables  producers  to  discuss  tv 
program  content  before  the  programs 
have  been  filmed  and  thus  avoid  costly 
remakes  that  might  be  called  for  if 
code  violations  turned  up  in  the  com- 
pleted films. 

Fm  Broadcasters 
ready  sales  push 

The  National  Assn,  of  Fm  Broad- 
casters, which  dealt  itself  in  for  aural 
radio  business  just  prior  to  the  NAB 
convention,  is  on  the  threshold  of 
another  major  move — negotiating  fm 
representation  for  its  membership. 

Just  such  a plan  already  has  been 
approved  in  principle  by  the  NAFMB 
board  of  directors  and  awaits  agree- 


Code  board  official  cheers  Coast  progress 
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No  Signs  of  Deterioration 
After  Seven  Years  On-Air 

Larry  Larson — Acting  Chief  Engineer  at  KSTP-TV,  St.  Paul  says: 

“Seven  RCA-5762s  were  placed  in  service  in  our  aural  transmitter  in  January,  1953.  Five  of  them  are  still 
in  service  after  1^7,600  hours.  One  tube  was  removed  at  37,620  hours,  and  another  after  45,481  hours.  The 
five  originals  still  in  service  show  no  signs  of  deterioration,  and  look  like  they’ve  got  a good  many  more 
hours  in  them.  These  tubes  have  been  working  mighty  hard  at  KSTP-TV.  I think  this  is  outstanding  tube 
performance.” 

Such  extremely  long  life  is  exceptional,  but  many  TV  broadcasters  are  discovering,  like  KSTP-TV,  that 
proper  care  of  their  RCA-5762s  can  help  to  extend  tube  life  well  beyond  normal  expectancy.  And  this 
means  substantial  reductions  in  transmitter  downtime  as  well  as  lower  cost  per  tube  hour  of  operation. 

Your  RCA  Distributor  of  broadcast  tubes  is  the  man  to  call  whenever  you  need  tubes  for  broadcasting 
or  telecasting  operations.  He’ll  always  give  you  prompt,  efficient  service. 


RCA  Electron  Tube  Division,  Harrison,  N.  J. 


The  Most  Trusted  Name  in  Television 


RADIO  CORPORATION  OF  AMERICA 


CBS  INCOME  UP,  PROFIT  DOWN 

Income  drop  laid  to  record  club  promotion 


ment  by  the  membership  to  become  a 
reality.  In  essence  the  idea  is  to  have 
member  stations  contribute,  perhaps, 
three  daily  spots,  with  advertising  reve- 
nue going  to  the  association  for  its  fm 
sales  campaign.  The  plan  first  was  con- 
ceived at  the  organization  of  the 
NAFMB  in  Chicago  several  months 
ago  in  connection,  then,  with  a pro- 
posed deal  involving  an  automotive 
concern.  However,  it  was  snarled  in 
protocol  during  the  founding  session 
and  remained  dormant. 

The  idea  of  exclusive  fm  representa- 
tion is  not  a new  one  and  may  be  in- 
evitable, if  fm  sales  can  get  off  the 
ground.  NAFMB  officers  and  directors 
reportedly  have  held  informal  discus- 
sions with  Keystone  Broadcasting  Sys- 
tem with  agreement  reached,  in  prin- 
ciple, on  establishment  of  the  project, 
subject  to  NAFMB  membership  ap- 
proval. KBS  officials,  however,  have 
refused  to  make  any  official  comment, 
but  it  was  learned  that  the  transcription 
network  would  be  prepared  to  set  up  a 
separate  organization  for  the  NAFMB. 
Representation  would  include  most  or 
all  of  the  nation’s  top  50  markets,  with 
Keystone  selling  the  stations  to  adver- 
tisers and  revenue  accruing  to  the 
NAFMB  for  its  fm  war  chest. 


Net  sales  were  up  9%  during  the 
first  quarter  but  net  income  was  down 
by  almost  3%.  That  was  the  report 
issued  by  CBS  Inc.  last  week. 

Consolidated  net  income  was  placed 
at  $6,829,367  as  compared  to  $7,032,- 
686  for  the  first  three  months  of  last 
year.  Current  earnings  were  equivalent 
to  81  cents  a share,  as  against  84  cents 
(adjusted  for  stock  dividend)  earned 
in  the  first  quarter  of  1959.  Net  sales 
for  the  quarter  totaled  $121,077,728, 
compared  to  $111,052,290  for  the  same 
period  a year  ago. 

Board  Chairman  William  S.  Paley, 
who  with  President  Frank  Stanton  an- 
nounced the  first-quarter  results  follow- 
ing a board  meeting  Wednesday  (May 
11),  attributed  the  slight  decline  in  net 
income  to  what  he  called  an  unusual 
and  intensive  membership  drive  con- 
ducted by  the  Columbia  Record  Club. 
As  a result  of  the  drive,  club  member- 
ship— already  described,  he  said,  as  the 
world’s  largest  record  club — is  now  at 
the  highest  peak  in  its  history. 


The  board  declared  a cash  dividend 
of  35  cents  a share  on  common  stock, 
payable  June  10  to  stockholders  of 
record  at  the  close  of  business  on  May 
27. 

The  first-quarter  report  for  CBS  Inc. 
and  its  domestic  subsidiaries  was  as 
follows : 


Three  months  ended 
Apr.  2,  1960  Apr.  4,  1959 

(13  weeks)  (13  weeks) 


Net  sales  

Cost  of  sales  . . . 
Selling,  general 
and  administra- 
tive expenses  . . 

$121,077,728 

83,764,491 

22,586,331 

$111,052,290 

75,746,993 

20,284,599 

Operating 
income  .... 
Other  income  . . 
Other  deductions 

14,726,906 

1,024,583 

499,122 

15,020,698 

905,963 

462,975 

Income  before 
federal  income 
taxes  

15,252,367 

15,463,686 

Federal  income 
taxes  

8,423,000 

8,431,000 

Net  income 

$6,829,367 

$7,032,686 

Net  income  per 
share  

$.81 

$.84 

Met  income  per  share  is  based  on  the  average 
number  of  shares  outstanding  during  the  re- 
spective three  months'  periods,  adjusted  for  1959 
stock  dividend.  The  1960  results  are  subject  to 
year  end  adjustments  and  to  audit  by  Lybrand, 
Koss  Bros.  & Montgomery. 

May  11,  1960 

$12.5  million  sales 
in  fold  for  NBC  Radio 

Net  sales  totaling  $6.5  million  since 
February  have  pushed  NBC  Radio’s 
1960  total  to  $12.5  million  and  make 
it  safe  to  predict  that  this  year  “will 
be  the  most  successful  year  for  the 
NBC  Radio  network  since  the  early 
1950s,”  William  K.  McDaniel,  vice 
president  in  charge  of  the  network,  an- 
nounced last  week. 

He  attributed  the  success  primarily 
to  NBC  Radio’s  new  programming  for- 
mat, introduced  the  first  of  the  year, 
which  concentrates  on  Monitor,  News 
on  the  Hour,  increased  news  commen- 
tary and  analysis,  sports,  special  events 
and  public  affairs.  He  said  station  clear- 
ances of  network  programming  now 
range  between  95  and  100%,  the 
highest  figure  since  before  1950. 

Mr.  McDaniel  reported  that  News 
on  the  Hour,  Monitor  sports  and  such 
Monitor  features  as  Bob  Hope  and 
Nichols  & May  are  “completely  sold 
out  for  1960.”  A number  of  special 
events  including  the  summer  Olympics, 
the  Mobil  Economy  Run  and  the  World 
Series  also  are  sold  out,  he  said. 

Among  advertisers  signed  since  Feb- 
ruary he  listed  Du  Pont  (through 


Support  for  the  general’s  plan? 


A proposal  to  set  up  a symposium 
of  opinion  leaders  on  the  role  of  tv 
in  American  life  received  its  first 
formal  consideration  last  week. 

A committee  of  five,  appointed 
by  Frank  Pellegrin,  outgoing  presi- 
dent of  Radio  & Television  Execu- 
tives Society,  held  a preliminary 
discussion  in  New  York.  Within 
the  next  two  weeks,  the  committee 
will  turn  in  its  recommendations  to 
the  RTES  board. 

The  proposal  for  the  symposium 
came  in  a March  address  before 
RTES’  20th  anniversary  dinner.  The 
call  for  a high-level  conference,  was 
made  by  Brig.  Gen.  David  Sarnoff, 
RCA  board  chairman  (Broadcast- 
ing, March  14). 

Takes  Sounding  ■ Mr.  Pellegrin, 
who  is  an  H-R  Television  vice  presi- 
dent, appointed  the  special  project 
study  committee  (Closed  Circuit, 
April  18).  The  committee’s  chair- 


man is  Judge  Robert  J.  Burton, 
Broadcast  Music  Inc.  vice  president 
and  secretary.  Others  serving  on  the 
unit:  Arthur  Hull  Hayes,  CBS 

Radio  president;  Lester  Bernstein, 
NBC  vice  president,  corporate 
affairs;  Robert  Salk,  Corinthian  sta- 
tions’ vice  president,  programming, 
and  Monsignor  Timothy  J.  Flynn, 
Archdiocese  of  New  York’s  direc- 
tor of  information. 

Included  in  the  discussion  was  a 
review  of  blueprints  made  some  four 
years  ago  for  a joint  sponsorship 
with  the  New  York  State  Broad- 
casters of  a symposium-type  tv 
study  on  an  annual  basis  to  be  held 
at  Syracuse  U.  Those  plans  failed  to 
materialize  because  of  a lack  of  sup- 
port. Should  the  initial  planning 
be  revived,  however,  the  study 
would  be  revised  to  be  representa- 
tive of  a greater  segment  of  the  in- 
dustry. 


Mr.  Salk  Mr.  Bernstein  Mr.  Burton  Msgr.  Flynn 
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I FUTURSONIC  PRODUCTIONS  PRESENTS  THE  SOFT  SELL.  A NEW  APPROACH  TO  PROMOTION  FOR  THE  GOOD  MUSIC 
ROADCASTER  . . . THE  FM  STATIONS  . . . FOR  QUALITY  AM.  M THE  SOFT  SELL  IS  A SERIES  OF  15  PERSONALIZED  MUSICAL 
D/s...  WITH  VARIED  MOODS  AND  TEMPI...  THE  VOCAL  ARTISTRY  OF  A TEN  VOICE  ENSEMBLE  COMPLIMENTS  THE 
TNACCOMPANIED  FLOWING  STYLE  OF  THE  MUSIC  G THE  SELL  IS  SOFT  ...  UNOBTRUSIVE  ...  BUT  EFFECTIVE  FOR  STATION 
’P.OMOTION  . . . BUT  WHY  NOT  LISTEN?  ■ WRITE  FOR  AN  AUDITION  TAPE  OF  THE  SOFT  SELL  . . . BUT  PLEASE  ACT  PROMPTLY 
~HIS  MATERIAL  IS  SOLD  ON  AN  EXCLUSIVE  BASIS.  EARLIEST  POST  MARKS  MUST  BE  GIVEN  INITIAL  CONSIDERATION. 

-UTURSONIC  PRODUCTIONS,  INCORPORATED  3101  ROUTH  STREET  DALLAS  4,  TEXAS  RI 1-6251 


In  Roanoke  in  '60 
the  Selling  Signal 
is  SEVEN  . * . 

Roanoke  is  an  ideal  test  market. 
Isolated  from  competing  markets. 
Diversified  industry.  Self-contained 
economy.  Large  population.  Many 
distribution  outlets. 

Put  Roanoke  on  your  schedule, 
and  don't  fumble  the  ball  when 
buying  television.  Specify  WDBJ-TV 
. . . serving  over  400,000  TV  homes 
of  Virginia,  N.  Carolina  and  W.  Va. 
in  counties  having  a population  of 
nearly  2,000,000. 

Sell  like  sixty  on  seven.  We’ll  help 
you  to  cross  those  sales  goal  lines. 


ASK  YOUR  PGW  COLONEL 
FOR  CURRENT  AVAILABILITIES 


— 

m Boxing. . . 

' 

in  TV  and  Radio  . . . 

IT’S 

BROADCASTING 

• 

it’s  Marquess 

YEARBOOK! 

o f Queensberry 

| n the  squared  circles  of  prizefighting,  the 
8th  Marquess  of  Queensberry  gets  credit 
for  establishing  authoritative  standards 
upon  which  today's  rules  of  boxing  are 
based.  More  competitive  than  anything 
this  19th  Century  Englishman  ever  knew, 
however,  is  our  business  of  broadcast 
advertising.  To  enter  the  ring  of  television 
or  radio,  you  have  to  know  what  you're 
doing* — or  else.  That's  why  so  many  busy 
people  look  to  BROADCASTING  YEAR- 
BOOK as  the  authoritative  standard  for 
latest  facts  about  these  twin  media  (and 


keep  looking,  all  year  'round,  whenever 
they  need  information).  The  1960  BROAD- 
CASTING YEARBOOK  soon  goes  to  press, 
packing  a power-punch  of  data  between 
its  covers  that  will  serve  the  needs  of 
over  18,000  subscribers  in  broadcast  ad- 
vertising. If  you  have  some  facts  of 
your  own  for  them,  your  message  will 
enjoy  a guaranteed  gate  of  profitable 
attention  month  after  month.  There's  still 
time  before  the  first  round  bell:  deadline 
for  proofs,  July  1;  final  deadline,  July  15. 
Call  or  wire  collect  to  reserve  space. 


BROADCASTING 

THE  BUSINESSWEEKLV  OF  TELEVISION  AND  RADIO 
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BBDO),  Sylvania  (Kudner  Adv.), 
Kraft  Foods  (Foote,  Cone  & Belding), 
Aluminum  Co.  of  America  (Fuller  & 
Smith  & Ross),  Midas  Muffler  (Weiss 
Agency),  “Life”  magazine  (Young  & 
Rubicam),  RCA  (J.  Walter  Thomp- 
son), Sinclair  Refining  (Geyer,  Morey, 
Madden  & Ballard),  Pepsi-Cola  (Ken- 
yon & Eckhardt),  Chap-Stick  Co. 
(Lawrence  Gumbinner)  and  Hamilton 
Beach  (Clinton  E.  Frank). 

Rep  firm  has  instant 
radio  buying  system 

Broadcast  Time  Sales  Inc.,  station 
representative,  New  York,  has  taken 
steps  to  streamline  the  flow  of  com- 
munications between  ad  agencies,  reps 
and  stations.  Earlier  this  month  BTS 
inaugurated  a system  of  “instant 
avails,”  assuring  advertisers  that  their 
spot  buys  can  be  “on  the  air  within 
the  hour.”  The  technique  is  designed 
to  give  advertisers  full  advantage  of 
radio's  immediacy  and  flexibility,  ac- 
cording to  the  plan’s  innovator,  Carl  L. 
Schuele,  president  and  general  manager 
of  the  station  rep  company. 

By  using  a system  of  advance  clear- 
ances pre-agreed  upon  by  BTS  and  its 
represented  stations,  “instant  avails” 
enable  national  advertisers  to  utilize 
spot  radio  as  local  accounts  and  can  call 
a station  direct,  Mr.  Schuele  said. 
“Now  agencies  can  meet  fast-breaking 
competition,  take  instantaneous  ad- 
vantage of  extreme  weather  conditions 
and  announce  important  discoveries 
without  the  usual  time  lag  of  several 
days,”  he  elaborated. 

The  rep  company  has  an  arrange- 
ment with  20  stations  across  the  coun- 
try that  three  spots  per  hour  may  be 
pre-empted  for  the  “instant  avails.” 
When  an  agency  phones  BTS  with  a 
rush  campaign  order  for  any  or  all  of 
these  stations,  the  commercial  copy 
and  instructions  are  wired  immediately 
to  the  selected  stations,  it  was  ex- 
plained. 

KSXX  signs  on 

Defying  the  traditional  jinx,  KSXX 
Salt  Lake  City  signed  on  at  noon  Fri- 
day the  13th  of  May.  The  1-kw  sta- 
tion which  operates  on  630  kc  is  owned 
by  W.  P.  Fuller  III.  A news-and-music 
format  is  employed  with  contests  and 
other  forms  of  merchandising  aids 
planned  for  family  participation. 
George  Norman,  owner  of  a broadcast 
consulting  firm  bearing  his  name,  is 
general  manager.  Robert  Hansen  is 
KSXX’s  sales  manager;  K.  K.  Mulligan 
its  business  manager.  News  director  is 
Bart  Tolleson,  formerly  managing  di- 
rector of  KURL  Billings,  Mont.  John 
Kruse  is  production  director  and  Bill 
Schwarz  is  chief  engineer. 
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Every  Si/2  days  (or  84  hours)  since  its  intro- 
duction, broadcasters  have  bought  a brand 
new,  newest  Gates  BC-1T  1000  watt  AM  trans- 
mitter. What  does  this  mean?  It  means  that 
more  BC-lT’s  have  been  sold  to  broadcasters 
than  all  other  1 KW  models  combined.  It 
means  that  the  Gates  BC-1T  is  the  largest  sell- 
ing 1000  watt  broadcast  transmitter  manu- 
factured in  the  world  today.  Here  are  10 
reasons  why: 

• Lower  low  frequency  response  than  any  kilo- 
watter  made  today— for  the  new  sound. 

• Crisp  sparkling  new  sound  highs  through 
extended  high  frequency  response. 

• Lower  than  low  noise  via  the  largest  filter 
system  of  any  1 KW  made  today. 

• Inbuilt  dummy  antenna,  full  size  for  100% 
modulation  with  fail  safe  included. 

• 50  cycle  transformers  throughout.  60  cycle 
American  users  have  a 20%  bonus  safety  fac- 
tor as  50  cycle  transformers  must  be  built  that 
much  larger. 

• No  back  door,  all  servicing  from  the  front, 
including  dead  front,  too.  Save  valuable  floor 
space  by  installing  near  or  against  the  wall. 

• All  relay  control  and  protection,  no  circuit 
breakers.  Easiest  transmitter  manufactured  to 
remote  control. 

• Dual  suction  cooling  with  filtered  air  in- 
take at  bottom  front. 

• RF  driver  is  modulated  along  with  final 
amplifier  for  lower  distortion  at  high  modula- 
tion. 

• Big  Gates-made  edgewound  variable  in- 
ductors in  final  tank  and  Pi-Net  ...  no  vari- 
able air  condensers  to  flash  over. 


Gates  has  100  — yes,  100  — BC-1T  1000  watt 
transmitters  for  fast  delivery,  for  those  step- 
ping up  to  the  new— the  brand  new,  newest 
Gates  BC-1T.  Yes,  we’ll  trade! 


BC-1T  price,  $4,595.00  with  tubes  and  crystal.  For  Class  IV 
operation,  1000/250  watts,  $4,670.00  complete.  Delivery 
immediate.  Terms  where  desired. 


GATES  RADIO  COMPANY 

Subsidiary  of  Harris-lntertype  Corporation  ' 

QUINCY,  ILLINOIS 

Offices  in:  International  division: 

HOUSTON,  WASHINGTON,  D.C.  13  EAST  40th  STREET,  NEW  YORK  CITY 

In  Canada:  CANADIAN  MARCONI  COMPANY 


Changing  hands 

ANNOUNCED  ■ The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

■ KOOO  Omaha,  Neb.:  Sold  by  KOOO 
Corp.  (James  Fenlon,  president)  to 
group  headed  by  Mack  Sanders  for 
$275,000.  Buyers  also  own  KSIR 
Wichita,  Kan.  KOOO  is  on  1420  kc 
with  1 kw.  Transaction  handled  by 
Blackburn  & Co. 

■ WGEZ  Beliot,  Wis. : Sold  by  Angus 
D.  Pfaff,  owner  of  WNMP  Evanston, 
111.,  to  Howard  Miller  Enterprises  & 
Consultants  Inc.  for  $123,000.  Purchas- 
er is  owned  by  Howard  A.  Miller,  55% 
owner  of  WFOX  Milwaukee,  Wis.,  and 
Chicago  air  personality.  WGEZ  op- 
erates on  1490  kc  with  250  watts. 

APPROVED  ■ The  following  transfer 
of  station  interests  was  among  those 
approved  by  the  FCC  last  week  (for 
other  commission  activities  see  For 
The  Record,  page  117). 

■ KITE  San  Antonio,  Tex.;  Sold  by 
Connie  B.  Gay  to  Townsend  U.S.  & 
International  Growth  Fund  Inc.  for 
aggregate  $800,000.  $167,666  will  be 
paid  in  cash,  balance  of  $421,985  in 
Great  American  Industries  stock  valued 
at  $3.00  per  share.  Buyer  also  assumes 


$300,000  in  obligations.  Townsend  U.S. 
is  a mutual  fund  firm  headed  by  Morris 
M.  Townsend.  Great  American  Indus- 
tries owns  13%  of  outstanding  stock  of 
Townsend  U.S.,  with  which  singer  Pat 
Boone  is  associated.  Mr.  Gay  bought 
KITE  for  $250,000  in  1958. 

■ KFMU  (FM)  Los  Angeles  and 
KFMW  (FM)  San  Bernardino,  both 
California:  Sold  by  Sherrill  Corwin 
(Metropolitan  Theatres  Corp.)  to  Rogan 
Jones  (International  Good  Music  Inc.) 
for  $225,000  and  $100,000  respective- 
ly. Mr.  Jones  owns  KVOS-AM-TV 
and  KGMI-FM  Bellingham,  Wash. 

■ KFMJ  Tulsa,  Okla.:  Sold  by  Fred 
Jones  to  Tulsa  Great  Empire  Radio 
Inc.  for  $160,000.  Purchasers  are 
Bernice  L.  Lynch,  72%,  and  F.F. 
(Mike)  Lynch,  28%.  Great  Empire  is 
licensee  of  KBYE  Oklahoma  City, 
Okla. 

■ WPAR;  WAAM-FM  Parkersburg, 
W.  Va.:  Sold  by  the  Friendly  Group 
(WSTV  Inc.)  to  Memorial  Foundation, 
a non-profit  corporation  headed  by  Rev. 
H.  Max  Good,  for  $157,500.  Rev. 
Good  is  pastor  of  Christ  Memorial 
Church,  Columbus,  Ohio. 

■ WSTN  St.  Augustine,  Fla.:  Sold  by 
Harold  W.  Critchlow  to  D&R  Broad- 
casting Corp.  (John  H.  Riggs,  presi- 


dent) for  $82,000.  Majority  stockhold- 
er is  Leonard  Desson,  95%,  retail 
poultry  farmer.  Commissioner  Robert 
E.  Lee  dissented  on  ground  that  the 
seller  had  not  owned  the  station  a 
sufficient  amount  of  time.  Mr.  Critch- 
low purchased  the  station  in  July  1959. 

Four  Texas  am  outlets 
offered  in  combination 

Under  the  group  name  of  “The  Texas 
Quadrangle,”  four  radio  stations  in  that 
state  will  become  available  in  combina- 
tion, starting  June  1,  it  was  announced 
by  the  Katz  Agency,  New  York.  In  a 
single  buy,  advertisers  will  be  offered 
market  coverage  via  KNUZ  Houston, 
KONO  San  Antonio,  KBOX  Dallas  and 
KXOL  Fort  Worth. 

The  station’s  rate  cards  have  been 
revised  to  make  them  identical  in  for- 
mat and  arrangement.  A separate  card 
sets  forth  the  group  rates  available  to 
advertisers  who  buy  an  equal  number 
of  units  on  each  of  the  Quadrangle 
stations  within  a seven-day  period. 

Sweeney  lists  ways 
government  can  be  aid 

Radio’s  advertiser  investment  will 
reach  $1.3  billion  in  the  next  decade, 

Kevin  Sweeney,  president  of  Radio  Ad- 
vertising Bureau,  told  the  May  10 
luncheon  of  the  Washington  Ad  Club. 

The  club  session  was  held  in  honor 
of  National  Radio  Month. 

Mr.  Sweeney  said  agencies  are  prov- 
ing they  can  create  memorable  adver- 
tising impressions.  He  said  there  cur- 
rently are  41  million  auto  radios,  each- 
played  an  average  of  300  hours  a year. 

Radio  listening,  he  reminded,  fits  into 
all  sorts  of  household,  office,  shop  and 
outside  activities. 

He  offered  this  list  of  ways  gov- 
ernment can  help  radio.  These  include 
recognition  of  the  fact  that  stations 
are  basically  small  enterprises,  locally  i 

programmed.  He  suggested  that  the 
public  interest  can  be  better  served  • 

by  granting  additional  time  to  public 

service  causes.  Government  should  en- 

. . > 

courage  stations  to  express  an  opinion 
about  their  communities  and  provide 
informal  guidance  as  well  as  tolerance, 
he  said. 

Mr.  Sweeney  contended  a fulltime 
license  in  a top  100  market  should  be 
awarded  only  to  those  who  will  use  it 
to  capacity  as  an  instrument  for  pub- 
lic good  and  as  a successful  business. 

He  said  stations,  while  mostly  small 
enterprises,  are  becoming  increasingly 
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SERVICE 

WITH 

DISCRETION 

Your  broker  at  Blackburn  & Company  is  a highly  skilled  professional. 
By  careful  examination  of  inquiries,  he  will  select  the  correct  buyer 
for  your  property  at  the  most  equitable  price.  He  does  not  publish  a 
list.  Your  station  is  sold  quickly,  confidentially,  satisfactorily.  When 
selling,  contact: 


NEGOTIATIONS 


FINANCING 


APPRAISALS 


tj&lackbiwn  & Compcmif 

Incorporated 

RADIO  - TV  - NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Jack  V.  Harvey 
Joseph  M.  Sitrick 
Washington  Building 
STerling  3-4341 


MIDWEST 
H.  W.  Cassill 
William  B.  Ryan 
333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-6460 


ATLANTA 

Clifford  B.  Marshall 
Stanley  Whitaker 
Robert  M.  Baird 
Healey  Building 
JAckson  5-1576 


WEST  COAST 
Colin  M.  Selph 
Calif.  Bank  Bldg. 
9441  Wilshire  Blvd. 
Beverly  Hills,  Calif. 
CRestview  4-2770 
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part  of  the  profile  of  a great  radio  station  . . . 


In  the  WFBR  audience,  there  are  proportionately  11%  more  households  which  spend  more  than 
$20  per  week  on  food  than  in  the  total  sample,  which  includes  listeners  to  all  Baltimore  stations.* 

When  you  advertise  on  WFBR,  you  reach  the  people  who  have  the  spendable  income  and  who  spend  it. 

* In  a recent  Qualitative  Survey  in  the  metropolitan 
Baltimore  area,  The  Pulse,  Incorporated,  matched 
certain  socio-economic  factors  with  radio  station 
listening  habits. 

1 1 ' " | j l ■ " ' 1 1 1 1 " 

BALTIMORE,  MARYLAND 


£5 


Represented  by  John  Blair  and  Company 
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DOWN  TO 
GEHENNA  OR 
UP  TO  A THRONE... 


or  wherever  else  you  want  to  go,  old 
tlme-snagger  . . . the  way  to  go  is  with 
the  best,  as  Wade  Hampton  used  to 
say  when  I rode  with  his  South  Caro- 
lina Redshirts.  "Ambrose,”  he  said 
(that’s  me,  Major  Ambrose  W. 
Sellingforce),  "some  day  you’ll  be 

able  to  reach  the  whole 

of  South  Carolina,  or 


Bet  that’s  the  first  time  you  ever 
saw  a live  human  being  utter  a map. 


WIS-TV  NBC/ABC 

COLUMBIA,  SOUTH  CAROLINA 
a station  of 

THE  BROADCASTING  COMPANY  OF  THE  SOUTH 

WIS-TV,  Channel  10,  Columbia,  S.  C. 
WSFA-TV,  Channel  12,  Montgomery,  Ala. 
WIS,  560,  Columbia,  S.  C. 

WIST,  930,  Charlotte,  N.  C. 


valuable — $55  million  for  21  am  sta- 
tions in  Los  Angeles  county  (estimate). 

He  advised  the  government  not  to  be 
subjective  about  radio  programs  and 
to  remember  a medium  serving  160 
million  radio  sets  must  program  for 
all  of  them. 

“Finally  it’s  time  to  examine  some 
of  the  administrative  guides  to  regu- 


lating radio,”  he  said.  “This  is  a brand 
new  industry  since  1945  with  totally 
different  problems  and  opportunities  for 
service.”  As  an  example  of  one  area 
that  might  be  explored,  he  suggested  a 
single  company  be  allowed  to  operate 
10  or  even  15  stations  without  exert- 
ing an  undue  business  or  editorial  in- 
fluence. 


ANOTHER  CANON  35  HASSLE 


Two  justices,  NAB  spokesman  take  sides 


The  battle  of  Canon  35  vs.  freedom 
of  courtroom  access  continued  last  week 
in  the  Mountain  States  and  Washing- 
ton, D.  C. 

Supreme  Court  Justice  William  O. 
Douglas  told  the  U.  of  Colorado  Law 
School  the  courtroom  is  “as  sacrosanct 
as  a cathedral”  and  no  broadcasting  or 
picture-taking  should  be  allowed. 

Chief  Justice  P.O.  Sathre,  of  the 
North  Dakota  Supreme  Court,  said  in 
Bismarck,  N.D.,  he  would  not  be  op- 
posed to  trial  broadcasts  under  specified 
conditions. 

In  Washington,  Frank  P.  Fogarty, 
Meredith  Broadcasting  Co.,  chairman 
of  the  NAB  Freedom  of  Information 
Committee,  criticized  Justice  Douglas’ 
position  on  the  canon,  which  bans  court- 
room broadcasts.  He  said: 

Church-Like  ■ “Justice  Douglas  com- 
pares the  courtroom  to  the  sanctity  of  a 
cathedral.  We  would  point  out  that  ra- 
dio and  television  have  long  since  dem- 
onstrated their  ability  to  bring  both  the 
courtroom  and  the  cathedral  to  the  pub- 
lic and  still  preserve  the  dignity  and  de- 
corum which  are  inherent  in  each. 

“He  speaks  of  the  courtroom  as  a 
‘quiet  place’  by  tradition  and  seems  to 
feel  that  the  rendition  of  justice  is  in 
inverse  proportion  to  the  number  of 
witnesses  to  a trial.  We  do  not  believe 
that  a large  courtroom — even  if  this 
courtroom  is  made  large  by  electronic 
means — is  less  conducive  to  justice  than 
an  isolated  room  limited  to  a few.  Cer- 
tainly the  public  has  a right  to  see  and 
hear  its  officials  in  the  performance  of 
their  duties.” 

Justice  Douglas  took  the  position  that 
freedom  of  the  press  in  general  did  not 
permit  incursions  on  fair  trial,  noting 
the  guarantee  of  a public  trial  inherent 
in  the  Sixth  Amendment.  He  said  the 
guarantee  “is  for  the  benefit  of  the  ac- 
cused, not  the  press.” 

He  feared  tv  would  increase  witness 
tensions  not  conducive  to  the  quiet 
search  for  truth.  He  shouddered  to 
think  “what  television  would  do  to 
trials  having  a political  cast — where  the 
accused  is  unpopular,  where  the  charge 
is  inflammatory.”  He  criticized  broad- 
cast coverage  of  Congressional  hear- 
ings, saying  they  tended  to  make  the 


whole  nation  a jury  condemning  men 
on  partial  evidence. 

Justice  Douglas  warned  against  the 
dangers  of  giving  influence  over  the  ju-  ii 
dicial  process  to  owners  of  newspapers, 
radio  and  television  stations.  “We  have 
had  publishers  who  were  tyrants  and 
sought  to  impose  their  will  on  the  courts  i 
as  well  as  on  the  people,”  he  said.  He 
mentioned  “editorials  demanding  that  1 
cases  be  decided  this  way  or  that.” 

N.D.  group  to  argue 

North  Dakota  broadcasters  will  have  | 
a chance  to  argue  their  side  of  the  case  | 
for  courtroom  broadcasting  at  a June  i 
meeting  with  the  state’s  bar  association.  ! 
Chief  Justice  P.O.  Sathre,  of  the  North  ' 
Dakota  Supreme  Court,  told  the  North 
Dakota  Broadcasters  Assn.,  which  met  \ 
May  6-7  in  Bismarck,  that  he  will  name  I 
a judicial  council  committee  to  consider  i 
the  problem.  Roy  Ilvedson,  state  bar  ! 
president,  said  he  would  name  a similar  j 
group. 

•Justice  Sathre  said  he  “would  not  be  ] 
opposed  to  broadcasting  or  televising  of 
trials,  provided  the  entire  trial  would  be 
taken  into  consideration  and  broadcast 
or  televised  when  the  trial  was  in  the 
public  interest.  We  want  orderly  pro- 
ceedings, and  the  public  to  know  that 
our  courts  are  conducted  in  a dignified,  ( 
orderly  manner.”  He  added  that  if  the  v 
trial  involves  issues  in  which  the  public  ; 
is  interested,  people  are  entitled  to  re- 
ceive the  information. 

Rep.  Quentin  Burdick  (D-N.D.)  said,  ; 

“I  lean  in  the  direction  of  the  broadcasts  j 
of  trials.  I believe  we  should  have  as  , 
little  secrecy  as  possible  in  government,  j 
and  if  we  could  have  television  of  pro-  j 
ceedings  where  it  would  not  interfere  j ( 
with  the  operation  of  the  court,  I be- 
lieve such  proceedings  should  be  broad-  J ; 
cast.” 

AFTRA  strikes  WNEW 

Metropolitan  Broadcasting  Co.’s 
WNEW  New  York  was  struck  last 
week  by  20  American  Federation  of  j 
Television  & Radio  Artists  announcers  j 
and  disk  jockeys.  The  strike  began  at 
5 a.m.  Monday  (May  9),  five  hours  be- 
fore the  company  held  its  annual  stock- 
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SEE  FOR  YOURSELF  WHY  ONE 
STATION  DOES  AROUND  80%  OF  THE 
LOCAL  BUSINESS  IN  DES  MOINES 


Central 
Surveys  Study 
(Feb.  1960) 
Ask  Katz 
for  the 
facts 


Nielsen 
(Feb.  1960) 
Ask  Katz 

ARB 
(Mar.  1960) 
Ask  Katz 

Ask  Katz 
about 
Central  Iowa 
Advertisers 


Most  Watched  Station  . . . KRNT-TV! 

Most  Believable  Personalities  . . . KRNT-TV! 

Most  Believable  Station  . . . KRNT-TV! 

Most  People  Would  Prefer  KRNT-TV  Personalities  As  Neighbors! 

Most  People  Vote  KRNT-TV 

The  Station  Doing  the  Most  to  Promote  Worthwhile 
Public  Service  Projects! 

Wonderful  Ratings  on  KRNT-TV! 

The  Points  Where  Your  Distribution  is  Concentrated 

Wonderful  Ratings  on  KRNT-TV! 

The  Points  Where  the  Points  Count  the  Most  for  You. 

See  for  yourself  the  list  of  local  accounts  whose 
strategy  is  to  use  this  station  almost  exclusively.  It  reads 
like  who’s  who  in  many  classifications— Foods  and  Financial 
Institutions,  to  name  a couple. 


oaJ 


See  for  yourself  the  new,  tried  and  proved  power  concept  of  these  companies 
of  concentrating  on  one  station.  See  for  yourself  how  they  use  this  station  to  get  distri- 
bution and  produce  sales.  The  bold  concept  used  by  these  companies  discards  the  old 
strategy  of  a little  here,  a little  there,  a little  some  place  else.  Old  strategy  oftentimes  results 
in  a dissipation  of  efforts. 

See  for  yourself  why  KRNT-TV  regularly  carries  around  80%  of  the  local 
business.  See  for  yourself  that  this  station  is  a big  enough  sales  tool  to  win  your  sales 
battle  if  it’s  used  in  a big  enough  way. 


KRNT-TV 

DES  MOINES 

A COWLES  STATION 
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TV’S  AUDIENCE  KEEPS  GROWING 

Nielsen  reports  average  home  is  watching  more  each  day  too 


The  television  audience  continues  to 
grow.  Two  researchers  testify  to  this 
in  comparisons  of  first-quarter  1960 
audience  with  first-quarter  1959. 

A.C.  Nielsen  Co.  says  the  average 
home  is  leaving  the  set  on  four  minutes 
more  per  day  this  quarter,  for  a 5- 
hour-and-53-minute  record. 

Sindlinger  & Co.  says,  however  the 
average  adult  (12  years  old  and  over) 
is  spending  52  minutes  less  each  day 
with  the  visual  medium  than  in  the 
comparable  quarter  last  year,  for  a 2- 
hour-and-20-minute  average  day’s  view- 
ing currently  per  person.  Nielsen  con- 
cedes a 3%  nighttime  loss  in  homes 
for  the  average  program. 

Nielsen  quarterly  trend  figures  were 
released  last  week  by  Television  Bureau 
of  Advertising,  along  with  a wrap-up 
report  for  1959  that  showed  a slight 
loss  in  the  annual  viewing  day.  Sind- 
linger’s  research  is  from  the  company’s 
monthly  National  Media  Activity  serv- 
ice. These  are  the  audience  grosses 
the  two  show. 

Nielsen’s  count  of  homes  using  tv 


the  average  minute  of  the  first 

quarter : 

1960 

1959 

% Change 

Total  Day 

(000's) 

(000's) 

14,615 

14,065 

+3.9 

Morning 

6,599 

6,189 

+6.6 

Afternoon 

12,234 

11,440 

+6.9 

Evening 

22,389 

21,912 

+2.2 

Nielsen  monthly  trends  show  total 
audience  decreasing  from  a January 
high  both  years  but  building  to  a March 
high  in  the  morning  the  two  years. 
Afternoons  and  evenings  both  drop  off 


from  January  to  March  but  in  every 
case  there  is  a net  gain  over  1959.  The 
March  1960  afternoon  audience  for 
1960  registered  the  greatest  annual 
gain,  bettering  the  1959  figure  by  8.8%, 
paced  by  the  January  morning  audi- 
ence which  was  8%  greater  than  Jan- 
uary last  year. 

Sindlinger  Head  Count  ■ The  aver- 
age daily  adult  audience  for  television 
the  first  quarter  this  year  was  95.6 
million,  Sindlinger  reports.  Last  year  it 
was  94.4  million.  These  millions  spent 
respectively  223.4  million  hours  and 
302.3  million,  for  average  daily  time 
this  year  of  2 hours  and  20  minutes 
and  3 hours  and  12  minutes  last  year. 
The  attrition  is  laid  to  daytime  fare 
and  tv  movies  by  Sindlinger.  The  2- 
hour-20-minute  average  day  duplicates 
that  reported  for  last-quarter  1959, 
which  was  down  from  a fourth-quarter 
1958  mark  of  3 hours  and  3 minutes. 
The  analyst  says  that  while  prime  night- 
time viewing  held  up  this  quarter,  tv 
movie  viewing  dropped  from  1 hour 
and  37  minutes  in  first-quarter  1959  to 
1 hour  and  21  minutes  in  that  quarter 
I960,  a decrease  of  16.7%.  No  com- 
parative figures  were  offered  for  day 
or  night. 

Sindlinger’s  prime-time  generalization 
is  not  borne  out  by  the  Nielsen  report 
of  a 3%  loss  in  homes  for  the  average 
evening  program  last  quarter  below  that 
period  in  1959.  At  the  same  time,  Niel- 
sen records  a striking  quarter’s  gain  in 
daytime  homes  for  the  average  weekday 
show:  12.2%. 

Nielsen’s  average-program  break- 
down and  per-home  time  summary: 


No.  Programs 

Ratings  Homes  Reached 

(00,0) 

Avg.  Eve.  Prog.  (Sun. -Sat.) 

Jan.  1959 

124 

24.3 

10,127 

Feb. 

122 

24.5 

10,205 

Mar. 

124 

23.9 

9,934 

Jan.  1960 

130 

23.1 

9,789 

Feb. 

134 

23.4 

9,942 

Mar. 

135 

22.8 

9,629 

Jan. -Mar.  '59 

123 

24.2 

10,088 

Jan.-Mar.  '60 

133 

23.1 

9,786 

Avg  Daytime  Prog.  (M-F) 

Jan.  1959 

79 

8.8 

3,587 

Feb. 

73 

7.6 

3,112 

Mar. 

73 

7.4 

3,022 

Jan.  1960 

75 

9.5 

3,950 

Feb. 

74 

8.3 

3,422 

Mar. 

75 

8.6 

3,571 

Jan.-Mar.  '59 

75 

8.0 

3,250 

Jan.-Mar.  '60 

74 

8.8 

3,648 

Time  Spent  Viewing 

1960 

1959 

January 

5:59 

5:55 

February 

5:52 

5:52 

March 

5:47 

5:40 

January-March 

5:53 

5:49 

Radio  and  the  Rest  ■ Radio’s  audi- 

ence  and 

average 

listening 

day  both 

suffered  a 

seasonal 

drop  last  quarter, 

Sindlinger 

finds. 

while  newspapers 

hewed  to  the  1959  line  and  magazines 
gained  readers  but  lost  in  daily  read- 
ing time  among  adults.  The  averages: 


1st  Quarter  1960  1st  Quarter  1959 

Radio 

69.6  million  daily  listeners  74.7  million 

128.9  million  hours  a day  159.4  million 

1 hour  and  51  minutes  2 hours  and  8 min. 

personal  listening  day 
Newspapers 

105.8  million  daily  readers 

66.7  million  hours  a day 
38  minutes  reading  day 

Magazines 

45.4  million  daily  readers 
28.2  million  hours  a day 
37  minutes  reading  day 


105.8  million 
66.7  million 
38  minutes 


42.6  million 
30.3  million 
43  minutes 


Nielsen  Viewing  Year  ■ Books  were 
closed  on  1959  with  a 3.3%  gain  in 


holders’  meeting  (see  below).  The 
station  remained  on  the  air  using  super- 
visory personnel. 

Both  parties  said  the  strike’s  main  is- 
sue was  the  union’s  demand  that  the 
station  keep  discharged  personnel  on 
the  air  for  eight  weeks  after  being  fired. 
The  station’s  contract  with  AFTRA  had 
expired  March  31,  but  management 
said  negotiations  had  been  proceeding 
smoothly  since  that  time  and  that  the 
strike  was  completely  unexpected.  The 
matter  went  before  the  New  York 
Mediation  Board  Tuesday,  but  no  de- 
cision had  been  reached  by  Thursday  al- 
though parties  indicated  progress  was 
being  made. 

AFTRA  noted  the  8-weeks  retention 
would  be  only  for  employes  fired  “not 
for  cause.”  The  issue  of  what  is  or  is 
not  “cause”  would  be  arbitrated,  it  said. 

The  station  labeled  AFTRA’s  action 
“the  millionaires’  strike.”  It  said  that 


WNEW  personnel  were  the  highest-paid 
in  the  nation,  and  that  the  union  de- 
mand was  without  precedent.  The  sta- 
tion said  it  had  offered  a new  contract 
raising  the  talent  guarantee  from  $15,- 
600  a year  ($300  per  week)  to  $17,680 
a year  ($340  per  week),  and  had  offered 
to  extend  vacations  from  three  to  four 
weeks  after  five  years’  service.  Sever- 
ance pay  was  not  an  issue,  the  station 
said:  It  offered  a severance  plan  rang- 
ing from  $2,720  to  $52,000. 

Metropolitan  Bcstg. 
hears  profit  report 

It  was  a rosy  picture  that  was  pre- 
sented to  stockholders  of  Metropolitan 
Broadcasting  Co.  in  New  York  last 
week. 

John  W.  Kluge,  chairman  and  presi- 
dent, said  sales  rose  from  $12,081,150 


in  1958,  to  $13,855,314  in  1959,  with  I 
net  income  up  from  $302,035  to  $1,- 
416,108.  Earnings  were  91  cents  per  i 
share  in  1959,  compared  to  20  cents  j r 
per  share  in  1958.  Mr.  Kluge  was  bull-  1 
ish  about  prospects  for  the  future,  point- 
ing out  that  first  quarter  1960  earnings  j 
already  had  reached  $6,936,936,  better  ' > 
than  half  the  entire  1959  earnings.  He 
noted  that  these  first  quarter  earnings  { B 
reflected  only  partial  income  from  some 
newly  acquired  properties  (WIP  Phila-  i 
delphia,  the  Foster  & Kleiser  outdoor  | 
advertising  company)  and  did  not  in- 
clude properties  whose  purchase  awaits  | 
FCC  approval  (WTVP  [TV]  Decatur,  i 
111.,  and  international  station  WRUL). 

The  company’s  proxy  statement  listed  j 
compensation  to  officers  in  1959  as  fol- 
lows: Mr.  Kluge,  $65,146;  Bennet  H. 
Korn,  executive  vice  president  in  charge 
of  tv  and  general  manager  of  WNEW-  I S 
TV,  $70,000;  John  V.  B.  Sullivan,  vice  j 
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total  audience  over  1958  and  a three- 
minute  loss  in  viewing  time  to  a 5 hour 
and  2 minute  home  viewing  day  in 
1959.  This  is  a slight  setback  from  the 
expected  year  average  before  December 
figures  were  in  (Broadcasting,  Feb. 
15).  At  that  time  it  was  predicted  to 
hold  at  the  1958  level.  Nielsen  recorded 
no  change  in  homes  for  the  average 
evening  program  in  1959,  but  the  aver- 
age weekday  program  reached  7.8% 
fewer  homes.  Yearend  details: 

Homes  Using  Tv,  July-Dee 


(Avg.  Min.  Aud.) 

1959 

1958 

(000) 

(000) 

Total  Day 

11,682 

11,313 

Morning 

5,133 

4,683 

Afternoon 

9,642 

8,974 

Evening 

18,119 

18,068 

Total  Audience,  Full  Year 
Ratings  and  Homes 
Avg.  Eves.  Prog.  (Sun. -Sat.) 
No.  Programs  Ratings 

Homes 

Reached 

(000) 

1958 

124  22.0  ' 

8,921 

1959 

123  21.3 

8,920 

Avg.  Wkday  Daytime  Prog.  (M-F) 

1958 

62  7.8 

3,098 

1959 

70  7.0 

2,857 

Situation  comedies 
have  most  viewers 

Among  evening  programs,  situation 
comedies  attract  the  largest  number  of 
viewers  per  set.  In  the  daytime,  film 
re-runs  of  night  shows  pull  the  most. 

These  are  among  the  highlights  of  a 
study,  based  on  American  Research 
Bureau  audience  composition  figures, 
prepared  by  NBC-TV  researchers.  The 
study  covers  the  period  March  1-7.  It 
was  found  that  during  this  time  the 
number  of  viewers  per  set  was  “slightly 
higher”  than  at  the  time  of  a similar 
study  last  October,  the  report  noted. 

During  the  average  evening  during 
the  March  study,  the  number  of  view- 


president-general manager  of  WNEW 
radio,  $68,653;  Bernard  Goodwin,  ex- 
president and  consultant,  $77,884,  and 
Richard  D.  Buckley,  ex-president  and 
consultant,  $62,653.  Mr.  Goodwin  re- 
signed as  president  in  January  1959, 
was  retained  as  a consultant  for  eight 
years  at  $75,000  for  the  first  year  and 
$25,000  for  each  succeeding  year.  Mr. 
Buckley,  who  succeeded  Mr.  Goodwin, 
was  himself  succeeded  as  president  by 
Mr.  Kluge  in  March  1959,  then  resigned 
as  a director  in  April  1959.,  with  a one- 
year  consultancy  from  that  date  at  $60,- 
000. 

The  company  jioted  that  new  em- 
ployment contracts  had  been  negotiated 
with  Messrs.  Kluge,  Korn,  Sullivan  and 
Laurence  H.  Odell  (president  of  Foster 
& Kleiser).  Mr.  Kluge  will  receive 
$100,000,  Messrs.  Korn  and  Sullivan 
$70,000  and  Mr.  Odell  $85,000.  Bene- 
dict Gimbel,  vice  president  in  charge 
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Tv’s  rosy  summer  picture 


Just  as  summer  is  nature’s  grow- 
ing season,  so  it  is  in  television. 
Television  Bureau  of  Advertising, 
New  York,  last  week  released  a bul- 
letin which  throws  cold  water  on 
skeptics’  claims  that  summer  tele- 
vision withers  on  the  vine. 

Since  1955,  TvB  says,  television 
homes  have  grown  37.3%  and  each 
home  has  increased  its  tv  viewing  by 
8.3%  during  the  months  of  July 
and  August  (from  3 hours  48  min- 
utes in  1955  to  4 hours  7 minutes 
in  1959).  Daily  home  hours  of  tv 
viewing  for  the  two-month  period 
have  increased  48.9%,  rising  from 
1.2  billion  hours  in  1955  to  1.8  bil- 
lion hours  in  1959,  it  was  reported. 

An  increase  of  49.1%  is  said  to 
have  taken  place  in  the  number  of 
U.S.  homes  viewing  tv  during  an 
average  minute  in  the  two  summer 
months,  changing  from  6.8  million 
(21.1%)  in  1955  to  10.2  million 


(22.9%)  in  1959.  TvB’s  source  for 
the  above  figures  is  A.C.  Nielsen. 

Positive  Signs  ■ Nearly  as  many 
people  watch  tv  in  summer  as  in 
other  times  of  the  year,  according 
to  a Nielsen  study  for  TvB.  While 
“94%  of  tv  homes  view  night- 
time television  in  a typical  March 
week,  91%  [watch]  in  a typical 
August  week.”  A positive  sign  of  tv’s 
summer  growth  is  the  53%  increase 
in  network  tv  billings  over  the  past 
five  years,  TvB  said. 

Network  tv  investments  for  July, 
August  and  September  rose  from 
93.4  million  in  1955  to  $142.6  mil- 
lion last  year.  In  the  past  four  years, 
since  figures  are  not  available  for 
1955,  spot  tv  billings  jumped  54%, 
the  bulletin  adds.  Spot  tv  invest- 
ments in  the  three-month  period 
were  $83.9  million  in  1956  and  last 
year  amounted  to  around  $129.6 
million. 


ers  per  set  averaged  2.29 — an  average 
that  was  exceeded  by  situation  come- 
dies (2.48),  western  dramas  (2.42) 
and  variety  and  adventure  shows  (2.30 
each).  Categories  falling  below  the 
average  were  mystery  and  suspense 
dramas  (2.16),  quiz  and  audience  par- 
ticipation shows  and  general  dramas 
(2.13  each),  documentaries  and  news 
programs  (1.92),  interviews  (1.91) 
and  sports  (1.66).  As  a whole,  one- 
hour  shows  (2.34)  attracted  larger 
audiences  per  set  than  either  half-hour 
programs  (2.26)  or  90-minute  produc- 
tions (2.22),  the  report  shows. 

Although  below  the  average  on  total 
viewers  per  set,  quiz  and  audience  par- 
ticipation programs  were  found  to  be 


the  biggest  nighttime  attraction  for 
adults — 1.73  per  set. 

By  night  of  the  week,  viewers  per 
set  ranged  from  2.47  on  Sunday  to 
2.17  on  Wednesday.  The  Monday-Fri- 
day  average  was  2.23;  the  full-week 
average  2.29. 

Among  daytime  shows  the  average 
program  attracted  1.61  viewers  per  set. 
This  average  was  exceeded  by  popular 
music — a category  in  which  there  was 
only  one  entry,  the  Dick  Clark  Show 
on  ABC-TV  (2.04) — and  film  re-runs 
(nine  entries  averaging  1.74  viewers 
per  set).  Among  other  categories,  quiz 
and  audience  participation  shows  aver- 
aged 1.55;  serials  and  general  drama 
1.40  each  and  interviews  1.56. 


of  WIP  Philadelphia,  which  was  sold 
to  Metropolitan  last  year,  receives  $35,- 
000  a year  under  an  employment  con- 
tract until  1970,  which  at  his  option 
can  be  changed  to  a consultancy  at 
$25,000  a year  after  January  1962. 

The  stockholders  re-elected  directors 
and  approved  a new  restricted  option 
plan  for  grants  to  key  employes. 

Other  Metropolitan  stations  include 
WNEW- AM -FM -TV  New  York, 
WTTG  (TV)  Washington,  WTVH  (TV) 
Peoria,  111.,  KOVR-TV  Stockton-Sacra- 
mento,  Calif.,  and  WHK-AM-FM 
Cleveland. 

Capital  Cities  income 

A net  income  of  $205,916  for  the 
first  quarter  of  1960,  as  against  $76,- 
940  for  the  same  period  in  1959,  was 
reported  last  week  by  Frank  M.  Smith, 
president  of  Capital  Cities  Broadcast- 
ing, at  the  company’s  annual  meeting 


in  Albany,  N.Y.  Earnings  per  share 
amounted  to  18  cents,  as  compared 
with  7 cents  last  year  at  this  time. 
Earnings  from  WPRO-AM-FM-TV 
Providence,  acquired  by  Capital  Cities 
in  April,  1959,  accounted  for  a large 
part  of  the  sharp  increase. 

The  net  broadcasting  income  for  first 
quarter,  1960,  was  $1,798,163  as  com- 
pared with  $714,348  for  the  same  pe- 
riod in  1959.  Operating  profit  before 
depreciation  was  $574,815  ($185,956 
in  1959);  income  before  taxes,  $3 11,- 
807  ($83,090  last  year);  and  net  in- 
come ($205,916)  plus  depreciation 
($163,910)  amounted  to  $369,826  for 
1960  first  quarter  and  $166,154  in 
1959. 

Other  Capital  Cities’  stations  include 
WROW-AM-FM,  WTEN  (TV)  Al- 
bany, N.Y.,  WCDC  (TV)  Adams, 
Mass.,  and  WTVD  (TV)  Durham, 
N.C. 
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OLD  TIMERS’  DAY 
RTES  luncheon  honors 
industry  pioneers 

Veterans  of  the  broadcast  business 
were  saluted  May  1 1 when  the  Radio 
and  Television  Executives  Society  met 
with  the  Broadcast  Pioneers  at  an  “Old 
Timers’  Day”  luncheon  in  New  York. 
The  event  is  part  of  RTES’  celebra- 
tion of  its  20th  anniversary. 

For  his  role  as  Commerce  Secretary 
during  radio’s  early  development,  Her- 
bert Hoover  was  honored  with  a cita- 
tion. An  acknowledgement  from  Mr. 
Hoover  said  in  part:  “On  this  happy 
occasion  I will  not  expand  my  fore- 
bodings to  you  of  37  years  ago  as  to 
commercials.  However,  even  in  the 
pain  of  singing  commercials,  I justify 
even  these  by  the  realization  that  from 
the  support  of  advertisers  you  have 
kept  the  wave-lengths  and  channels  in 
the  safer  hands  of  private  enterprise 
rather  than  in  those  of  government.” 

Persons  with  the  greatest  longevity 
in  various  categories  of  the  broadcast- 
ing industry  were  announced  at  the 
luncheon.  RTES  members  previously 
had  submitted  nominations,  which  were 
then  screened  by  a committee.  Re- 
sults: William  Hedges,  NBC  vice  presi- 
dent, oldest  RTES  member;  Ida  A. 
McNeil,  38  years  an  owner  of  KGFX 
Pierre,  S.D.,  oldest  living  broadcast 
licensee;  Thomas  H.  Cowan,  chief  an- 
nouncer at  WNYC  New  York,  oldest 
announcer  or  on-the-air  personality  (39 
years);  Goodman  Ace,  creator  of  Easy 
Aces  and  other  programs,  oldest  script 
writer  still  active;  Wendell  Hall, 
“the  red-headed  music  maker,”  of  Chi- 
cago, oldest  performer;  Judith  Walker, 
Chicago,  who  is  now  consultant  to  edu- 
cational radio-tv  stations,  most  years 
as  public  service  broadcaster;  Julius  F. 
Seebach,  New  York,  most  years  as  ra- 
dio producer;  Raymond  F.  Guy,  NBC 
senior  staff  engineer,  oldest  engineer; 
Arthur  M.  Tolchin,  WMGM  New  York, 
oldest  station  salesman;  Wiliam  H. 
Ensign,  CBS  New  York,  oldest  network 
salesman;  John  Royal,  NBC,  New 
York,  oldest  program  manager;  Ed- 
ward Voynow,  Petry  Co.,  Chicago, 
oldest  rep  salesman;  Charles  Michel- 
son,  New  York,  oldest  transcription 
salesman,  and  Elizabeth  Balck,  Cohen, 
Dowd  & Aleshire,  New  York,  most 
years  as  agency  timebuyer. 

New  RTES  officers  also  were  in- 
stalled at  the  luncheon.  Richard  S. 
Salant,  vice  president,  corporate  affairs, 
CBS  Inc.,  succeeds  Frank  E.  Pellegrin 
as  president.  Mr.  Pellegrin  and  Merle 
Jones,  outgoing  president  of  Broadcast 
Pioneers,  jointly  presented  a memento 
of  appreciation  to  Arthur  Godfrey, 
who  also  appeared  on  the  program.  Sol 


Sealing  the  pact  ■ Signing  the 
contract  that  will  join  WRVA- 
TV  Richmond,  Va.,  to  ABC-TV 
as  a primary  affiliate  effective 
May  30  is  Barron  Howard  (1) 
vice-president  and  general  man- 
ager. On  hand  to  welcome  the 
station  into  the  fold  are  ABC- 
TV  President  Oliver  Treyz 
(seated)  and  Ralph  Hatcher, 
ABC-TV’s  manager  of  tv  station 
relations. 


Taishoff,  editor  and  publisher  of 
Broadcasting  Magazine  is  president- 
elect of  Broadcast  Pioneers. 


■ Media  reports 

Radio  scholarship  ■ Jean  Taylor,  a 
freshman  at  New  Mexico  State  U.,  has 
won  the  first  $500  scholarship  in  radio 
journalism  awarded  by  the  New  Mex- 
ico Broadcasters  Assn.  The  award  was 
established  by  the  broadcasters  in  mem- 
ory of  the  late  John  J.  Dempsey,  former 
governor  of  New  Mexico. 

NBC  Radio  invades  Vermont  ■ WCAX 
Burlington,  Vt.  (620  kc,  5 kw)  becomes 
an  NBC  Radio  affiliate,  effective  June 
1.  It  is  NBC  Radio’s  first  full-time  affi- 
liate in  Vermont.  WCAX  currently  is 
affiliated  with  CBS  Radio. 

Income  rise  ■ Wometco  Enterprises  re- 
ports net  income  for  the  first  12  weeks 
of  1960  is  up  17.4%  over  the  compara- 
ble period  of  1959.  Net  income  after 
taxes  was  $200,321  as  compared  with 
$170,644  in  that  period  last  year.  Gross 
earnings  in  1960:  $2,41 8,950— in  1959: 
$2,360,268.  Expenses  for  the  period  de- 
creased some  $3,000.  This  represents 
earnings  per  share  of  22  cents  as  against 
19  cents  last  year.  Wometco’s  broad- 
cast interests  are  WLOS-AM-FM-TV 
Asheville,  N.C.;  WTVJ  (TV)  Miami, 
Fla.,  and  4714  % of  WFGA-TV  Jack- 
sonville, Fla.  It  also  operates  theatres, 
an  aquarium  and  soft-drink,  food  and 
cigarette  vending  machines  in  south 
Florida.  The  stock  is  sold  over  the 
counter. 
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In  Buffalo  and  Western  New  York  for  product 


identification  use  the  station  most 


closely  identified  with  the  market 


A minor  point,  perhaps,  but  even  WBEN-TV  station  ID’s  picture  the 
Buffalo-Western  New  York  market. 


Never-ending  is  the  WBEN-TV  effort  to  be  the  station  most  closely  iden- 
tified with  the  likes  and  the  loyalties  of  this  important  area.  Since  1948, 
when  Ch.  4 pioneered  television  on  the  Niagara  Frontier,  good  public  serv- 
ice programming  and  quality  local  programming  were  the  standards  set 
and  followed  to  build  loyal  audiences. 


Today,  to  best  identify  your  product  with  the  shopping  habits  of  the  more 
than  2,000,000  people  in  this  metropolitan  market,  use  the  station  they 
watch  most  often.  Make  your  TV  dollars  count  for  more  — on  Ch.  4,  the 
station  identified  with  top  coverage,  penetration  and  sales  in  Western 
New  York. 


National  Representatives : 

Harrington,  Righter  and  Parsons 


WBEN-TV 

The  Buffalo  Evening  News  Station 
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CBS  in  Buffalo 


- 


GOVERNMENT 

BIG  BROTHER’  WILL  BE  WATCHING 

FCC  approves  plan  for  new  Office  of  Complaints  & Compliance 


An  Office  of  Complaints  & Com- 
pliance, to  be  staffed  by  trained  investi- 
gators, soon  will  be  established  within 
the  FCC  (Closed  Circuit,  May  9). 

All  details  of  the  new  “watchdog” 
operation  over  broadcast  licenses  have 
not  been  worked  out  completely  as  yet, 
it  is  understood,  but  the  commissioners 
last  Wednesday  (May  11)  reached 
unanimous  agreement  on  the  essential 
ingredients.  During  final  stages  of  the 
discussion,  staff  members  were  barred 
from  the  commissioners’  deliberations. 

First  task  facing  the  investigators,  it 
was  reported,  will  be  an  expanded  in- 
vestigation of  payola  with  particular 
emphasis  on  ABC,  CBS  and  NBC- 
owned  stations  and  Westinghouse 
Broadcasting  Co.  Also  mentioned  was 
a close  scrutiny  of  the  relationship  be- 
tween ABC  and  its  recording  arm, 
Am-Par. 

There  are  “areas  of  serious  discrep- 
ancies” between  payola  statements 
made  to  the  FCC  by  licensees  and  in- 
formation received  from  the  FTC,  the 
FCC’s  own  investigations  and  other 
sources,  a spokesman  said.  Record 
manufacturers  and  distributors  have 
reported  giving  payola  to  licensees  as 
well  as  unregulated  station  employes, 
it  was  stated. 

FCC  Chairman  Frederick  W.  Ford 
just  two  weeks  ago  told  Congress  that 
payola  has  been  distributed  to  ,110 
radio  and  tv  stations,  according  to  infor- 
mation received  from  the  FTC  (Broad- 
casting, May  9).  Of  these,  the  chair- 
man said,  69  reported  to  the  FCC  that 
they  had  been  unable  to  uncover  any 
illicit  payments  in  their  operations. 


Renewal  Function  ■ At  the  present 
time,  the  commission’s  payola  investi- 
gation and  other  complaints  not  of  a 
technical  nature  are  being  handled  by 
the  renewal  division.  The  new  office  will 
take  over  all  of  these  functions  in  an 
expanded  operation  and  it  probably  will 
report  directly  to  the  Commission.  It 
was  expected  that  about  10  investiga- 
tors will  be  hired  for  the  new  program 
and  it  is  hoped  to  have  the  office  func- 
tioning early  next  month. 

The  FCC  has  never  had  its  own  full- 
time investigative  staff  in  the  past  for 
other  than  engineering  and  technical 
violations.  When  a complaint  was  re- 
ceived, the  renewal  branch  would  send 
a written  inquiry  over  the  FCC  secre- 
tary’s signature.  In  most  cases  this  suf- 
ficed but  in  some  a hearing  was  held 
but  seldom  was  a staffer  sent  into  the 
field  to  make  inquiry.  On-the-spot  in- 
vestigations will  be  the  rule  rather  than 
the  exception  under  the  new  arrange- 
ment, it  was  reported.  One  of  the  first 
recommendations  made  by  the  House 
Legislative  Oversight  Subcommittee  was 
that  such  an  office  be  formed  within  the 
FCC. 

All  5,000-plus  broadcast  licensees 
were  queried  on  payola  by  the  FCC 
late  last  year  (Broadcasting,  Dec.  7, 
1959).  Licensees  were  required  to  (1) 
relate  any  undisclosed  payments  re- 
ceived by  the  station  or  employes  in 
past  two  years  and  (2)  what  internal 
measures  had  been  taken  to  prevent 
payola  in  the  future. 

In  March,  the  commission  cited  five 
Boston-area  stations  for  allegedly  re- 
ceiving payola  and  held  up  their  license 


renewals  (Broadcasting,  March  7). 
No  further  action  has  been  taken  in 
any  of  the  complaints. 

More  Money?  ■ The  commission  is 
scheduled  to  appear  tomorrow  (Tues- 
day) before  a Senate  Appropriations 
Subcommittee  on  its  fiscal  1960  budget 
and  is  expected,  at  that  time  to  ask  for 
more  money  to  carry  out  its  new  in- 
vestigative program. 

During  the  recent  confirmation  hear- 
ing on  the  re-appointment  of  Commis- 
sioner Robert  E.  Lee,  Sen.  Warren  G. 
Magnuson  (D-Wash.)  repeatedly  said 
that  the  FCC  should  ask  for  more 
money  if  it  is  needed  to  enforce  com- 
pliance with  Communications  Act  and 
commission’s  own  rules  (Broadcast- 
ing, May  2).  Sen.  Magnuson  is  chair- 
man of  both  the  Senate  Commerce 
Committee  and  the  Independent  Offices 
Appropriations  Subcommittee,  which 
will  hear  the  FCC’s  request  tomorrow. 

It  was  stressed  at  the  commission 
that  the  new  office  will  not  be  limited 
to  payola  investigations  or  go  out  of 
existence  when  that  problem  is  no  more. 
The  investigators  will  continue  to  hold 
responsibility  over  all  complaints,  other 
than  those  of  a technical  nature,  re- 
ceived by  the  commission  as  well  as 
matters  instituted  from  within.  It  also 
will  be  charged  with  seeing  that  all  li- 
censees comply  with  FCC  rules  and 
regulations. 

During  the  current  payola  inquiries, 
no  stations  involved  will  receive  license 
renewals  until  final  clearance  has  been 
given,  according  to  instructions  by  com- 
missioners. 


FCC  warns  stations  about  ‘casual’  product  mentions 


Another  form  of  “hidden  commer- 
cial” was  attacked  by  the  FCC  last  week 
in  announcing  an  inquiry  into  the  prac- 
tice of  mentioning  commercial  products 
in  recorded  interview  programs. 

Specific  target,  the  commission  said, 
is  the  type  of  program  featuring  a con- 
versation between  an  interviewer  and 
a celebrity  in  which  a “casual”  mention 
is  made  of  brand  names.  The  programs 
in  question  are  usually  furnished  free 
to  stations  by  the  producer,  the  FCC 
noted,  with  no  sponsorship  identifica- 
tion being  made  on  the  air  as  required 
by  Sec.  317  of  the  Communications 


Act,  it  was  pointed  out. 

“Indications  are  that  the  interview 
recording  is  an  attempt  to  circumvent 
Sec.  317,”  the  commission  stated.  The 
agency  reminded  stations  which  have 
“knowingly  or  unknowingly”  used  the 
recordings  in  the  past  that  sponsor  iden- 
tification is  required  “where  the  station 
has  received  money,  services  or  valuable 
consideration.  Acceptance  of  these  free 
recorded  programs  constitutes  accept- 
ance of  valuable  consideration.” 

And,  the  commission  continued,  even 
if  a particular  interview  does  not  con- 
tain any  hidden  plugs,  an  announce- 


ment of  its  source  still  is  required.  Gen- 
erally, a fee  is  paid  to  the  producer  of 
the  recorded  interview  by  “public  rela- 
tions interests  on  the  basis  of  the  broad- 
cast coverage,”  the  FCC  said.  When  this 
is  the  case,  an  announcement  must  be 
made  indicating  who  paid  the  producer. 
"In  both  instances,  the  commission’s 
rules  require  that  such  announcements 
be  properly  logged,”  it  was  stated. 

The  commission  said  that  it  expects 
licensees  to  use  more  than  ordinary  dili- 
gence in  preventing  the  use  of  their  fa- 
cilities for  this  type  of  programming. 
No  individual  programs  were  named. 
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HOW 
DO  THE 
GO’S 
STACK 
UP? 


CHICAGO 

“Music  Wagon,"  “The  Josh 
Brady  Show,"  "Supper  Club,” 
all  live  music,  variety  fea- 
tures; "The  Paul  Gibson-Joe 
Foss  Show,”  with  comments 
and  records;  “The  Art  Mercier 
Show,”  tips  for  sportsmen. 


PROGRAM  HIGHLIGHTS 

WCAU 


The  Ed  Harvey  Show  makes 
mornings  springier;  Bill 
Campbell  Sports-better  than 
locker  room  talk;  Hugh  Fer- 
guson’s "Rural  Digest”;  Bill 
Bransome's  celebrity  chats 
on  “What  Are  They  Doing?” 


PROGRAM  HIGHLIGHTS 

WEEI 

BOSTON 

“Tom  Russell  (morning  music) 
Show”;  “Calder  & Johnson 
Show,"  with  comedy,  live 
music  and  records;  “Accent 
on  Music”  nightly  with  . Bob 
Jones;  News  on  the  hour; 
Sports  with  Fred  Cusick. 


PROGRAM  HIGHLIGHTS 

WGBS  i 

NEW  YORK  ^ mi 

Live  entertainment  with  the 
Jack  Sterling,  Martha  Wright  ~ 

and  Freeman  & Hayes  shows,  “ if 
plus  Dick  Noel,  Ed  Joyce,  Lee  ® 
Jordan  and  Allen  Gray.  And 
New  York’s  finest  news  and  ■ 
information  broadcasts. 


In  the  opinion  of  their  listeners  in 
seven  of  the  top  ten  U.  S.  markets, 
the  CBS  Owned  Radio  Stations  stack 
up  high  indeed!  That’s  because  the 
C-O's  program  for  active  listeners— 
not  for  the  fringe  hearing  of  people 
with  their  minds  on  other  matters. 
The  C-O’s  get  attention  because  they 
ask  for  it,  every  hour  of  every  day, 
with  broadcasting  designed  for  the 
alert  adult  mind.  Look  at  our  partial 
listing  of  locally  produced  programs 
and  you’ll  see  what  we  mean.  And 
added  to  it  is  the  unique  strength  of 
the  CBS  Radio  Network  with  its 
schedule  of  great  personalities, 
drama,  comedy,  complete  news 
coverage  and  analysis,  public  af- 
fairs and  special  events.  This  is 
responsible  broadcasting.  It  gets  a 
responsive  audience.  And  that  means 
response  to  your  advertising,  too! 

CBS  OWNED 
RADIO  STATIONS!  - 

REPRESENTED  BY  CBS 
RADIO  SPOT  SALES 


CO 


ONLY  the  only  home  owned  pri- 
mary network  affiliate  can  be  so 
at  HOME  in  the  heart  of  Cen- 
tral California  ...  to  program 
best  to  get  you  results  where 
they  count.* 

*Networkwise,  of  3 TV  stations  here, 
KJEO  delivers  to  this  billion  dollar 
market  3 of  the  top  10  network  shows. 
Add  to  this  locally  6 of  the  top  10 
syndicated  programs  and  you  know 
why  this  market  looks  first  to  KJEO. 

(Source:  Current  Nielsen) 

Check  for  yourself,  KJEO-TV  rates 
are  still  right  with  the  lowest.  See 
your  H-R  Representative  now  for 
your  prime  time  buys. 


3® 

G 


channel 
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o 


Fresno,  California 

J.  E.  O’Neill  — President 
Joe  Drilling  — Vice  President 

and  General  Manager 
W.O.  Edholm — Commercial  Manager 
See  your  H-R  representative  M-M 


NBC-RKO  SWAP  UNDER  FIRE 

Justice  Dept,  won’t  contest  exchange 
but  deal  is  hit  from  three  other  sides 


The  complex  NBC-RKO  General  tv- 
radio  stations  exchange,  purchases  and 
the  network’s  buy  of  a San  Francisco 
vhf  outlet  came  under  fire  from  three 
different  directions  last  week — but  op- 
position by  the  Justice  Dept,  never 
materialized. 

In  fact,  the  Justice  Dept,  formally 
announced  it  would  not  contest  the 
transactions. 

This  is  how  matters  stood  at  the  end 
of  last  week. 

■ Westinghouse  Broadcasting  attacked 
the  NBC-RKO  General  Philadelphia- 
Boston  exchange  of  stations  in  a peti- 
tion to  intervene  submitted  to  the  U.S. 
District  Court  in  Philadelphia. 

■ San  Francisco  Chronicle  - KRON- 
TV  objected  to  the  NBC  purchase  of 
KTVU(TV)  in  that  city,  also  in  a peti- 
tion to  intervene  filed  in  the  Phila- 
delphia court. 

■ Rep.  Emanuel  Celler  (D-N.Y.), 
chairman  of  the  House  Judiciary  Com- 
mittee, angrily  demanded  to  know  why 
the  Dept,  of  Justice  did  not  oppose  the 
contemplated  deals.  He  intimated  that 
this  may  affect  the  nomination  of  Rob- 
ert A.  Bicks  to  be  assistant  attorney 
general  in  charge  of  the  Justice  Dept.’s 
antitrust  division  (see  page  84).  There 
was  even  rumbling  from  Mr.  Celler’s 
direction  that  his  committee  might  re- 
open the  option  time  question. 

NBC  stated  that  neither  Westing- 
house  nor  the  Chronicle  had  any  stand- 
ing to  intervene.  The  network  said 
that  both  were  “seeking  to  place  their 
private  interest  above  the  public  in- 
terest.” 

Lose  Affiliation  ■ Both  Westing- 
house’s  WBZ-TV  Boston  and  KRON- 
TV  San  Francisco  are  NBC-TV  affili- 
ates. They  stand  to  lose  this  network 
if  the  Philadelphia-Boston-San  Fran- 
cisco transfers  go  through. 

In  arguing  their  right  to  intervene, 
both  Westinghouse  and  the  Chronicle 
maintained  that  the  NBC-RKO  General 
transaction  and  the  purchase  of  KTVU 
by  the  network  circumvents  the  purpose 
of  the  1959  consent  decree.  This  was 
issued  by  the  Philadelphia  federal  court 
Sept.  22  last  year  as  the  result  of  the 
government’s  antitrust  suit  against  NBC 
and  its  parent  RCA.  The  government 
charged  that  NBC’s  1956  transaction 
with  Westinghouse,  whereby  NBC 
turned  over  to  Westinghouse  its  Cleve- 
land stations  plus  $3  million  in  exchange 
for  Westinghouse’s  Philadelphia  outlets, 
resulted  from  unlawful  pressures  by 
NBC  on  Westinghouse. 

The  consent  decree  provided  that 
NBC  must  dispose  of  its  Philadelphia 


stations.  It  also  required  that  any  ] 
aquisitions  by  the  network  in  any  of  | 
the  top  eight  markets  must  be  cleared  I 
by  the  Justice  Dept,  before  submission  1 
to  the  FCC  for  approval. 

The  NBC-RKO  General  agreement  I 
involves  the  exchange  of  NBC’s  Phila-  I 
delphia  stations  (WRCV-AM-TV)  for  I 
RKO  General’s  Boston  outlets  (WNAC-  I 
AM-FM-TV).  At  the  same  time,  RKO  j 
General  agreed  to  buy  NBC’s  WRC-  I 
AM-FM-TV  Washington  for  $11.5  mil-  J 
lion.  NBC  also  signed  a contract  to  j 
buy  KTVU  for  $7.5  million. 

Illegal  Dominance  ■ Both  Westing-  I 
house  and  the  Chronicle  claimed  that  I 
the  Philadelphia  - Boston  - Washington-  I 
San  Francisco  arrangement  would  result  I 
in  NBC  dominance  in  five  of  the  eight  I 
top  U.S.  markets.  This,  they  said,  was  I 
the  very  purpose  for  which  the  govern-  I 
ment  instituted  its  suit,  to  prevent  NBC  I 
from  gaining  this  dominance  in  those  I 
markets. 

Westinghouse  disclosed  that  it  had  I 
suggested  to  NBC,  following  the  Sep-  I 
tember  consent  judgment,  that  the  net-  | 
work  and  it  reassign  their  Cleveland  and  I 
Philadelphia  stations  in  order  to  restore  I 
the  status  quo.  NBC  declined,  Westing-  I 
inghouse  said. 

Chronical  stated  that  NBC  had  tried  I 
to  buy  its  ch.  4 station  but  did  not  J 
make  a fair  offer.  The  network  then  I 
went  to  KTVU,  the  newspaper  said. 

Both  petitioners  found  significance  in  I 
the  fact  that  majority  owners  of  KTVU  I 
are  former  executives  of  RKO  General.  I 

Both  protestants  also  argued  that  re-  I 
straint  of  trade  was  indicated  because  I 
NBC  promised  to  affiliate  with  both  I 
RKO  General’s  Washington  ch.  4 sta-  I 
tion  and  with  KTVU  in  San  Francisco.  1 
They  also  alleged  tie-in  arrangements  I 
because  the  NBC-RKO  General  agree-  } 
ment  was  contingent  on  NBC’s  pur-  I 
chase  of  a station  in  San  Francisco. 

“Shocking”,  “Nullification”  ■ Rep.  I 
Celler,  unhappy  at  his  inability  to  reach  | 
Mr.  Bicks  by  telephone  on  Tuesday,  I 
wired  him  a stinging  admonishment  at  fl 
Justice’s  decision  not  to  oppose  the! 
transactions.  He  termed  Justice’s  “ap-  I 
proval”  of  the  NBC  deal  “shocking”  | 
and  declared  that  it,  in  effect  “nullifies  1 
the  decree  or  demonstrates  its  worthless-  I 
ness.” 

Mr.  Celler’s  ire  was  aroused  by  the  1 
Justice  Dept.’s  decision  not  to  object.  I 
Justice  informed  the  Philadelphia  Dis- 1 
trict  Court  of  this  fact  May  9.  This  was  I 
the  deadline  for  the  government  to  act. 

NBC’s  statement  referred  to  the  con- 
sent  judgment  as  having  been  described  ij 
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Creating  excitement  in  Memphis 


for  its  outstanding  local  personalities  and  local  programs!  This  is  a full-time 
effort  of  WMCT,  Channel  5 . . . Memphis'  outstanding  TV  station! 


[V  pROGR*sS 

IN  THE 
LAND  OE 

COTTON 


CHILDREN'5 

interest 


PICTURE 


This  reprint  of  a 
recent  WMCT  full  page 
local  newspaper  ad 
is  indicative  of  the 
continuous  and 
aggressive  promotional 
activity  of  the  station. 


gate’s? 
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a new.  coverage- 


Weather 


variety 


CHANNEL 


fOUR  ESSO 
reporter 


SPORTS 


100,000  WATTS 


NBC  AFFILIATE 


NATL.  REP.  BLAIR-TV 


Such  ads  continually  remind  WMCT’s  vast  audience  that— "WMCT,  Chan- 
nel 5,  for  more  than  11  years  has  been  first,  and  finest,  in  Mid-Southern 
television.  Outstanding  local  programming  of  every  type,  produced  with 
creative  imagination  and  interest,  is  combined  with  the  top,  award-winning 
shows  of  the  National  Broadcasting  Company.”  (Fact  is,  WMCT  presents 
more  locally  produced  programs  than  all  other  Memphis  commercial  TV 
stations  combined!)  Your  best-buy  is  always  . . . 

WMCT  • CHANNEL  5 • MEMPHIS 
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by  the  Dept,  of  Justice  as  “in  the  public 
interest  and  fair  and  equitable  to  both 
sides.”  NBC  pointed  out  that  the  decree 
specifies  that  any  action  under  it  can  be 
taken  by  the  original  parties  and  no  one 
else. 

The  network  said  it  believes  that 
neither  Westinghouse  nor  Chronicle 
have  standing  to  intervene.  It  also  stated 
that  neither  of  the  two  petitioners  raise 
any  question  of  substance. 

The  statement  continued  in  a sar- 
castic vein: 

“They  [the  objections]  are  apparently 
based  on  the  circumstance  that  if  NBC 
acquires  stations  in  Boston  and  San 
Francisco,  Westinghouse  and  the  Chron- 
icle will  have  to  seek  affiliations  with 
another  network.  Although  NBC  is  flat- 
tered that  Westinghouse  regards  as  in- 
jurious the  prospect  of  switching  its 
affiliation  from  NBC  to  another  net- 
work, the  law  provides  that  networks 
and  stations  must  be  free  to  change  af- 
filiations every  two  years.  This  privilege 
has  been  exercised  by  stations  as  well 
as  networks,  as  was  the  case  with  West- 
inghouse itself  when  it  switched  its  net- 
work affiliation  in  Pittsburgh.” 

FLAGSTAFF  CH.  9 
Jerrold,  sole  applicant, 
is  still  far  from  grant 

Jerrold  Electronic  Corp.  found  itself 
the  sole  remaining  applicant  for  ch.  9 
in  Flagstaff,  Ariz.,  but  still  short  of  an 
automatic  grant  as  FCC  Hearing  Ex- 
aminer David  I.  Kraushaar  returned 
its  application  to  the  processing  line 
because  of  an  amendment  which  al- 
legedly changes  ownership.  The  ex- 
aminer also  ruled  that  the  competitive 
applicant  in  the  comparative  proceed- 
ing, Greentree  Communication  Enter- 
prises, was  in  default  for  failure  to 
prosecute  its  application. 

Earlier  in  the  month,  Jerrold  had 
reached  an  agreement  with  Greentree 
whereby  the  latter  agreed  to  drop  out 
of  the  proceeding  for  $6,000  incurred 
expenses. 

Jerrold  has  until  June  10  to  file  for  a 
petition  of  review.  If,  after  that  time, 
no  review  request  is  received,  the  ap- 
plication will  go  back  to  processing. 

The  FCC  Broadcast  Bureau  also  had 
protested  Jerrold’s  petition  to  amend  its 
application  for  the  ch.  9 facility.  The 
bureau  told  the  FCC  that  Jerrold’s 
amendment  which  claimed  “a  change 
in  the  distribution  of  stock  in  the  appli- 
cant corporation”  is  . . certainly  an 
understatement  of  the  factual  situation.” 

The  original  application,  the  bureau 
reported,  showed  that  Milton  J.  Shapp 
and  his  wife  own  643,726  shares  of 


stock  in  Jerrold  which  represents 
56.48%.  It  also  reported  that  1,805 
stockholders  own  1,138,950  shares. 
However,  the  bureau  said,  the  amended 
application  indicated  that  the  Shapps 
had  sold  320,000  shares  to  a group 
headed  by  John  L.  Loeb,  senior  part- 
ner of  Carl  M.  Loeb,  Rhoades  & Co., 
New  York  investment  firm  (Broadcast- 
ing, Feb.  8). 

Wrather  Option  ■ The  bureau  sug- 
gested that  the  Shapps  now  own  322,- 
025  shares  or  24.27%  and  have  given 
Jack  D.  Wrather  Jr.  an  option  to  buy 
222,000  shares,  leaving  them  with  only 
7.6%.  The  prospect  of  Mr.  Wrather 


taking  up  the  option  would,  the  bureau 
alleged,  possibly  violate  the  FCC 
multiple  ownership  rules. 

“We  believe  that  the  instant  amend- 
ment proposes  a substantial  change  not 
only  in  the  ownership  of  Jerrold  but  in 
the  control  of  the  corporate  entity,” 
the  bureau  stated.  The  amended  appli- 
cation “represents  an  entirely  new  pro- 
posal, ownershipwise,  which  should  be 
returned  to  the  processing  line  to  de- 
termine whether  Jerrold  is  qualified.” 

The  bureau  said  that  Mr.  Wrather’s 
ownership  in  Transcontinent  Television 
Corp.  raises  the  question  of  multiple 
ownership.  FCC  rules  allow  the  maxi- 
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mum  ownership  of  five  vhf  stations, 
and  Transcontinent  owns  WGR-AM- 
TV  Buffalo,  WROC-TV  Rochester, 
both  New  York;  KFMB-AM-FM-TV 
I San  Diego,  KERO-TV  Bakersfield,  both 

4 California,  and  60%  of  WNEP-TV 

I Scranton-Wilkes-Barre,  Pa.,  and  pur- 

chased WDAF-AM-FM-TV  Kansas 
1-  City  from  NTA  for  $9.75  million. 

T The  Loeb  interests  include  personal 
f minority  holdings  in  WFTL  Fort  Laud- 

I erdale,  Fla.,  and  in  WBFM(FM)  New 

I York,  the  latter  through  Muzak  Corp. 

1 in  which  Mr.  Loeb  has  an  interest  in 

f association  with  Mr.  Wrather.  Carl  M. 


Loeb,  Rhoades  & Co.,  holds  interests 
mostly  for  other  clients  in  various 
broadcast  enterprises  scattered  through- 
out the  country. 

Jerrold  owns  and  operates  six  cable 
companies  located  mainly  in  the  West 
which  service  about  30,000  subscribers. 

Screen  your  ad  copy, 
Kintner  tells  stations 

A call  for  broadcasters  to  screen  the 
advertising  broadcast  over  their  stations 
was  made  last  week  by  Federal  Trade 
Commission  Chairman  Earl  W.  Kintner. 

The  FTC  chairman  told  the  Con- 


necticut Broadcasters  Assn.  May  13 
that  the  broadcaster  must  bear  the  ulti- 
mate responsibility  for  what  goes  out 
over  his  station.  This  self-policing  re- 
quires more  positive  action  to  eliminate 
phony  advertising  or  that  which  comes 
“so  close  to  the  edge  of  credulity  as  to 
be  not  worth  the  risk  of  FTC  action 
or  the  risk  of  offending  the  listening 
public,”  Mr.  Kintner  said. 

And  for  the  sake  of  broadcasting 
and  the  audience,  Mr.  Kintner  added, 
broadcasters  should  also  consider  good 
taste,  length  of  commercials,  repetition 
of  advertising,  and  the  proper  schedul- 
ing of  copy  for  intimate  products. 

Mr.  Kintner  urged  support  of  the 
TV  Code  Review  Board  and  urged 
broadcasters  to  check  with  the  FTC 
staff  for  “informal”  opinions  on  adver- 
tising problems.  He  also  suggested  that 
broadcasters  acquaint  themselves  with 
FTC  decisions  so  as  to  build  up  a back- 
ground of  what  is  and  what  is  not  con- 
sidered deceptive  and  misleading  ad- 
vertising. 

Broadcasters,  as  well  as  newspapers 
and  magazines,  legally  can  be  held  ac- 
countable for  deceptive  advertising,  Mr. 
Kintner  said. 

FCC  to  air  uhf  plans 
on  New  York  tv  study 

The  FCC  is  expected  to  elaborate  on 
its  plans  for  a two-year  test-study  of  uhf 
propagation  in  New  York  City  when  it 
testifies  tomorrow  (Tuesday)  at  2 p.m. 
before  the  Senate  Independent  Offices 
Appropriation  Subcommittee  headed  by 
Sen.  Warren  G.  Magnuson  (D-Wash.), 
also  chairman  of  the  Senate  Commerce 
Committee. 

The  House  has  approved  $2  million  of 
the  $2.25  million  Budget  Bureau  request 
for  the  uhf  project  (Broadcasting, 
April  25).  The  FCC  asked  a total  of 
$13.5  million  for  fiscal  1961  and  the 
House  approved  $12,935  million. 

The  Federal  Trade  Commission  ap- 
pears before  the  same  Senate  group  at 
2 p.m.  today.  The  House  has  approved 
$7,415  million  for  that  agency,  $185,000 
less  than  the  budget  bureau  request. 
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And  that’s  not  all!  ■ Most  national  advertisers 
of  all  San  Francisco  TV  stations  ■ Most  local 
live  shows  of  all  San  Francisco  TV  stations 
■ Most  newscasts  of  all  San  Francisco  TV  sta- 
tions ■ Only  over  all  rating  gain  scored  by  a San 
Francisco  TV  station  in  1959  ■ That's  why  IN 
SAN  FRANCISCO,  NO  SPOT  pi  WE 
TV  CAMPAIGN  IS  COMPLETE  l\  ■ I A & 
WITHOUT  THE  WBC  STATION,  SAN  FRANCISCO 

Represented  by  Television  Advertising  Representatives,  Inc. 
®@©  WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 


Bartley  in  London 

FCC  Commissioner  Robert  T.  Bartley 
was  scheduled  to  arrive  in  London 
Saturday  morning  (May  14)  to  attend 
the  International  Safety  of  Life  at  Sea 
Conference,  which  begins  today  (May 
16).  The  commissioner  is  a delegate 
to  the  conference  which  will  last  until 
June  17  (Closed  Circuit,  May  2). 

At  the  conference’s  conclusion,  Mr. 
Bartley  will  tour  three  or  four  countries, 
which  will  probably  include  France, 
Italy  and  Spain,  inspecting  television 
facilities  there. 
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Political  time  grab  gets  hearing  this  week 


Former  Democratic  presidential 
nominee  Adlai  Stevenson  is  sched- 
uled to  lead  off  testimony  before  the 
Senate  Commerce  Committee  today 
(May  16)  at  10  a.m.  on  a bill  spon- 
sored by  23  senators  which  would 
require  tv  stations  and  networks  to 
give  an  hour  free  time  weekly  to 
each  of  the  two  major  party  presi- 
dential candidates  during  the  eight 
weeks  before  the  election  this  year. 

Mr.  Stevenson,  former  Illinois 
governor  who  was  the  Democratic 
presidential  nominee  in  the  1952  and 
1956  campaigns,  suggested  a version 
of  such  a bill  in  a two-part  article 
in  This  Week  Sunday  newspaper  sup- 
plement last  March.  Mr.  Stevenson 
asked  45  minutes  for  each  candi- 
date and  a debate-type  format  (30 
minutes  each,  plus  15-minute  rebut- 
tals). The  Senate  bill  (S  3171)  makes 
no  suggestion  of  debate  and  in- 
creases the  periods  to  one  hour  for 
each  candidate. 

Witnesses  to  follow  Mr.  Stevenson 
during  hearings  Monday,  Tuesday 
and  Thursday:  Monday — Sen.  Thrus- 
ton  Morton  (R-Ky.),  Republican  na- 
tional chairman;  Frederick  W.  Ford, 
FCC  chairman;  Jack  Christie,  radio- 


tv director,  Democratic  National 
Committee.  Tuesday  — Frank  Stan- 
ton, CBS  Inc.  president;  David  C. 
Adams,  NBC  senior  executive  vice 
president;  Lawrence  Speiser,  Ameri- 
can Civil  Liberties  Union.  Thursday 


He's  lead-off  witness 


— Oliver  Treyz,  ABC-TV  president; 
Whitney  North  Seymour,  NAB  spe- 
cial counsel;  Arnold  Peterson,  Social- 
ist Labor  Party. 

Perennial  political  aspirant  Lar 
Daly  last  week  requested  permission 
to  testify.  Mr.  Daly  has  been  a thorn 
in  the  side  of  broadcasters  because 
of  his  equal  time  demands  from  the 
networks. 

The  FCC  is  expected  to  tell  the 
committee  that  the  objectives  of  the 
bill  are  good — but  (Closed  Circuit, 
May  9,  1960).  Without  specifically 
objecting  to  the  requirement  for  free 
time,  the  FCC  will  list  several  “diffi- 
culties” including  (1)  it  will  be  the 
first  time  Congress  has  legislated  re- 
quiring a specific  type  of  program- 
ming, which  is  an  area  formerly  left 
to  licensees;  (2)  it  will  require  inter- 
connection of  non-affiliated  network 
stations,  (3)  there  would  be  technical 
drawbacks  and  the  problem  of  defi- 
nitions. 

An  informed  electorate  is  obvious- 
ly desirable,  the  commission  feels, 
but  requirements  of  the  bill  will  so 
saturate  voters  with  one  type  of  pro- 
gramming that  they  will  be  denied 
the  choice  of  selection. 


Senate  ‘watchdogs’ 
step  nearer  to  life 

The  Senate  Rules  & Administration 
Committee  last  week  gave  the  proposed 
Watchdog  Subcommittee  of  the  Senate 
Communications  Subcommittee  another 
boost  by  reporting  the  enabling  resolu- 
tion favorably  to  the  floor  for  action. 

The  three-man  group  headed  by  Sen. 
Ralph  W.  Yarborough  (D-Tex.)  would 
watch  broadcasters  and  the  FCC  during 
this  year’s  election  campaign  to  deter- 
mine if  favoritism  is  shown  to  any  po- 
litical candidate  under  the  new  discre- 
tion given  to  licensees  last  year  to  pre- 
sent political  candidates  on  news  and 
similar  programs  without  being  held  to 
“equal  time”  requirements. 

The  rules  group’s  report  last  week 
cited  a letter  to  its  chairman  from  Sen. 
Warren  G.  Magnuson  (D-Wash.),  chair- 
man of  the  Senate  Commerce  Commit- 
tee. In  it  Sen.  Magnuson  said  the  en- 
acted law  provides  for  congressional 
scrutiny  of  its  effectiveness  and  prac- 
ticability. The  deviation  from  the  equal 
treatment  principle  was  a needed  one, 
he  said,  although  also  presenting  the 
danger  of  temptation  to  play  favorites 
with  political  candidates. 

The  resolution  (S  Res  305)  provides 
$45,000  from  date  of  enaction  to  Jan. 


31,  1961,  including  $14,979  salary  for 
majority  counsel  and  $13,071  for  mi- 
nority counsel.  Sen.  Yarborough  said 
last  week  he  has  no  one  in  mind  for  ap- 
pointment to  minority  counsel.  Member 
Hugh  Scott  (R-Pa.)  presumably  would 
name  the  minority  counsel.  The  other 
member  is  Sen.  Gale  McGee  (D-Wyo.). 

NO  ETV  FUNDS 

Committee  refuses 
equipment-buying  bill 

The  House  Rules  Committee  in 
secret  session  last  week  refused  to  clear 
a bill  for  floor  action  that  would  ap- 
propriate $750,000  to  each  state  on  a 
matching  funds  basis  to  buy  equipment 
for  educational  tv  stations. 

But  Rep.  Kenneth  Roberts  (D-Ala.), 
author  of  the  bill  (HR  10609)  approved 
by  the  House  Commerce  Committee 
in  March,  said  he  still  thinks  chances 
are  excellent  that  the  proposal  ulti- 
mately will . get  House  approval. 

The  Rules  group  denied  clearance 
to  the  bill  in  a close  party-line  vote 
which  saw  Republicans  opposing  and 
Democrats  favoring,  he  said,  and  the 
absence  of  “a  couple”  of  committee 
members  who  favor  it  brought  the 


group’s  shelving  action.  He  thinks 
they’ll  be  present  at  the  group’s  next 
meeting  and  the  bill  will  be  cleared  for 
the  floor. 

Rep.  Roberts,  who  took  an  active 
part  in  the  House  Communications  & 
Power  Subcommittee’s  hearings  on  ed- 
ucational tv  problems  last  November 
and  December,  testified  along  with 
subcommittee  Chairman  Oren  Harris 
(D-Ark.)  in  favor  of  the  educational 
tv  measure  (introduced  Feb.  23)  be- 
fore the  Rules  group  last  week.  Rep. 
William  H.  Avery  (R-Kan.)  presented 
opposition  views.  Rep.  Harris’  House 
Commerce  Committee  approved  the 
bill  19-6  last  March  (Broadcasting, 
March  28)  after  scaling  down  the 
money  proposals  from  $1  million  to 
$750,000  for  each  state  and  specifying 
that  only  $150,000  may  be  spent  by  a 
state  on  a specific  project. 

Floor  Consideration  ■ If  the  bill 
should  not  be  approved  by  the  Rules 
Committee,  headed  by  Rep.  Howard 
Smith  (D-Va.),  it  still  could  be  con- 
sidered on  the  House  floor  if  Rep.  Har- 
ris and  other  proponents  persuade 
House  leaders  to  invoke  “suspension 
of  rules”  procedure.  There  are  two 
other  parliamentary  methods  open  to 
unbottle  bills  from  the  Rules  group  but 
they  are  seldom  invoked. 

There  was  no  immediate  comment 
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To  “The  American  Musical  Theatre,”  which  every  week  brings  music  to  the  ears  of  New  Yorkers, 
the  first  week  in  May  was  one  of  particular  note.  This  continuing  series  (produced  by  Channel  2,  in 
cooperation  with  the  Board  of  Education  of  the  City  of  New  York)  received  the  Ohio  State  “First 
Award ” for  Local  Programs  for  Children  and  Youth * as  an  “excellent  presentation  of  a musical 
series  that  is  both  entertaining  and  educational.” 

At  the  same  time,  a second  coveted  Ohio  State  “First  Award”  was  presented  to  WCBS-TV’s  hour- 
long  documentary,  “Harlem:  A Self-Portrait.”  The  citation:  “A  frank  insight  into  New  York  City’s 
Harlem  . . . revealing  the  problems  of  the  Negro  in  the  middle  of  the  world’s  largest  modern  city.” 
Of  three  Ohio  State  “First  Awards”  given  to  commercial  television  stations,  two  went  to  CBS 
Owned  WCBS-TV.  . . thus  underscoring  anew  a well-known  fact.  In  the  New  York  market,  the 
station  which  serves  the  public  interest  best  is  the  station  which  interests  the  public  most  . . . 

*At  the  24th  American  Exhibition  of  Educational  Radio  and  Television  Programs  at  Ohio  State  University.  'V'  ~JT  Y f ^ rill  ~T 
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“SUNNY”  is  the 


The  Western  Coast  of  Florida, 
that  is ! If  you’re  shootin’  for 
adults  in  this  territory,  better 
hire  the  top  gun  . . . WSUN! 
“Sunny”  is  NO.  1 in  adult  lis- 
tenership,  per  100  homes, 
throughout  the  entire  24-hour 
broadcast  day!  And  Pardner, 
WSUN  delivers  these  adults 
at  the  lowest  CPM,  between 
6 a.m.  and  6 p.m.,  of  any  sta- 
tion in  the  heart  of  Florida!** 

* Pulse,  ll-’59 


Natl.  Rep:  VENARD,  RINTOUL  & McCONNELL 
S.E.  Rep:  JAMES  S.  AYERS 


on  the  House  Rules  Committee  ac- 
tion from  Chairman  Warren  G.  Mag- 
nuson  (D-Wash.)  of  the  Senate  Com- 
merce Committee  last  week.  Sen.  Mag- 
nuson,  a proponent  of  federal  grants 
to  educational  tv,  has  threatened  to 
introduce  a bill  to  require  commercial 
television  interests  to  pay  excise  taxes 
amounting  to  $11.5  million  annually 
if  the  House  doesn’t  act  on  the  edu- 
cational tv  appropriation  measure. 
Sen.  Magnuson  is  author  of  a bill  (S  12) 
which  would  appropriate  a larger 
amount  ($1  million  to  each  state)  for 
educational  tv  and  which  was  approved 
by  the  Senate  April  13,  1959. 

The  $11.5  million  in  tax  revenues 
would  be  used  to  make  grants  to  educa- 
tional tv  among  the  states  (Broadcast- 
ing, May  2). 

NAB  labor  committee 
meets  with  legislators 

NAB’s  Labor  Advisory  Committee 
met  with  key  legislators  May  10-11  at 
a Washington  session,  discussing  recent 
and  pending  legislation.  Rep.  Charles  A. 
Halleck  (R-Ind.),  minority  leader  of  the 
House  met  with  the  group  at  the  Broad- 
casters Club  in  Washington. 

Reps.  Phil  M.  Landrum  (D-Ga.),  and 
Robert  P.  Griffin  (D-Ga.),  who  authored 
labor  reform  legislation  last  year,  spoke 
at  a breakfast  meeting.  The  committee 
plans  to  present  certificates  of  appre- 
ciation to  the  legislators. 

Winthrop  Johns,  assistant  general 
counsel  of  National  Labor  Relations 


Board,  discussed  secondary  boycotts, 
coercive  picketing  and  injunction  pro- 
cedures in  broadcasting.  Charles  H. 
Tower,  NAB  broadcast  personnel-eco- 
nomics manager,  reported  on  labor  leg- 
islation and  NAB’s  role  in  possible  fu- 
ture legislation. 

Labor  reports  were  made  by  William 
C.  Fitts  Jr.,  CBS;  Abiah  A.  Church, 
Storer  Broadcasting  Co.;  Joseph  Schert- 
ler,  Westinghouse  Broadcasting  Co.; 
Louis  Gratz,  Time  Inc.,  and  James  H. 
Hulbert,  Mr.  Tower’s  assistant. 


Committee  members  present  were 
Ward  L.  Quaal,  WGN  Chicago,  chair- 
man; Richard  M.  Brown,  KPOJ  Port- 
land, Ore.;  Charles  H.  Crutchfield, 
WBTV  (TV)  Charlotte,  N.  C.;  Mr.  Fitts; 
Richard  L.  Freund,  ABC;  William 
Grant,  KOA-AM-TV  Denver;  B.  Lowell 
Jacobson,  NBC;  Robert  B.  Jones  Jr.. 
WFBR  Baltimore;  Ewing  C.  Kelly, 
KCRA-AM-TV  Sacramento,  Calif.; 
Carl  E.  Lee,  Fetzer  stations;  Odin  S. 
Ramsland,  KDAL-AM-TV  Duluth, 
Minn.;  Calvin  J.  Smith,  KFAC  Los 
Angeles;  Mr.  Church;  Mr.  Schertler; 
D.  G.  Middendorf,  Crosley  stations; 
Clifford  M.  Kirtland,  Transcontinent 
Television  Corp.;  David  J.  Bennett,  Tri- 
angle Publications;  Johnston  F.  North- 
rup,  Corinthian  Broadcasting  Co.; 
Schaffer,  Meredith  Broadcasting; 
rence  H.  Rogers  II,  Taft 
Co.,  representing  Hulbert  Taft  Jr. 
able  to  attend  were  Harold 
KSD-AM-TV  St.  Louis,  and  Leslie  C. 
Johnson,  WHBF-AM-TV  Rock 
111. 


Legislators  at  NAB  ■ Two  prominent 
Congressmen  who  took  an  active  part 
in  enactment  of  1959  labor  legislation 
were  breakfast  guest  of  NAB  Labor 


Committee  May  1 1 . L to  r:  Rep.  Phil 
M.  Landrum  (D-Ga.);  Ward  Quaal, 
WGN-AM-TV  Chicago,  chairman,  and 
Rep.  Robert  P.  Griffin  (R-Mich.). 
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How  to  fix  a radio 
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There’s  no  sense  in  being  whelmed  by 
the  little  box.  Take  it  in  stride.  Let’s 
say  it  has  been  working.  Suddenly  it 
stops.  No  Cha  Cha  Cha.  No  at-the-sound- 
of-the-kazoo-it-will-be-exactly.  No  price  of 
buckwheat  groats  on  the  noon  news.  No 
buzz. 

Let’s  say  you  try  the  usual  remedies:  You 
shake  it.  You  blow  the  dust  off  the  back. 
You  kick  it  a little.  It  ticks  momentarily, 
hisses  malevolently,  and  subsides.  If  it’s  a 
transistor,  put  it  to  your  shoulder  and  burp 
it.  Then  put  it  down  and  skip  the  next  para- 
graph. 

If  it’s  a tube  set,  pull  the  plug  and  get  out 
the  old  tube  tester.  Out  on  loan?  Pull  all 
the  tubes  and  take  ’em  to  the  corner  drug 
store.  If  the  druggist’s  busy,  test  ’em  your- 
self. One  will  be  doubtful.  It’s  the  one  on 
the  list  priced  above  $3.00.  (If  you’re  in  a 
hurry,  just  check  your  tube  numbers  against 
the  price  list.  The  most  expensive  tube  will 
always  test  doubtful  or  worse,  so  you  may 
as  well  save  checking  time.)  Okay,  pay  the 
man  $3.40,  go  home,  put  all  the  tubes  back. 
(This  is  no  place  for  creative  placement. 
Put  ’em  back  where  they  came  from.)  Plug 
in.  No  Cha  Cha  Cha.  No  at-the-sound-of- 
etc.  No  price  of  buckwheat  groats.  No  buzz. 


If  you’re  a time  buyer  in  the  New  York 
area,  skip  the  rest  of  this  paragraph.  If 
you’re  a time  buyer  outside  the  New  York 
area,  you  know  an  engineer  at  one  of  the 
stations  in  town;  call  him.  Ask  him  to  fix  it. 
Send  it  over  to  him.  Three  weeks  later,  drop 
over,  pick  it  up,  dust  it  off,  and  take  it  to  a 
repair  shop. 


(This  constructive  commentary  reaches  you 
through  WMT,  CBS  radio  for  Eastern  Iowa, 
mail  address  Cedar  Rapids,  whose  engineering 
dept,  doesn’t  fix  radios  but  whose  sales  dept, 
and  national  reps — The  Katz  Agency — fix 
sales.) 
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N.Y,  Times’  slogan  challenged 


One  of  the  most  venerable  promo- 
tion claims  in  the  country  was 
questioned  last  week  when  Rep. 
Wright  Patman  (D-Tex.)  expressed 
open  skepticism  of  the  variety  of  the 
New  York  Times’  masthead  fixture: 
“All  the  news  that’s  fit  to  print,” 
first  used  by  the  newspaper  on  Feb. 
10,  1897. 

Rep.  Patman,  who  heads  the 
House  Small  Business  Committee, 
didn’t  stop  with  mere  criticism.  He 
asked  the  Federal  Trade  Commis- 
sion to  investigate  whether  the  slo- 
gan violates  the  FTC  Act  prohibiting 
false  and  deceptive  advertising. 

In  a letter  Tuesday  (May  10)  to 
FTC  Chairman  Earl  W.  Kintner, 
Rep.  Patman  said  if  the  FTC’s  ef- 


forts to  clean  up  false  and  mislead- 
ing advertising  are  to  be  successful, 
“surely  the  place  to  begin  is  with 
the  claims  of  the  leading  advertising 
media,”  such  claims  being  “persua- 
sive examples”  to  other  advertisers. 

Asking  for  an  early  reply,  Rep. 
Patman  said  if  the  FTC  needs  any 
help  getting  evidence  that  the  Times 
“has  not  printed  all  the  news  that’s 
fit  to  print,”  he  would  be  glad  to 
help  since  “such  assistance  has  been 
offered  to  me.”  (But  he  said  in  a 
separate  statement  Wednesday  that 
he  didn't  need  information  from  an- 
other source:  “Got  it  myself”). 

“The  observation  has  been  made,” 
the  Texas  Democrat  said,  that  the 
Times  “certainly  does  not  print  all 


the  news,  and  rarely  prints  all  the 
important  news,  such  as  that  con- 
cerning the  operation  of  the  federal 
government  here  in  Washington.’’ 

Rep.  Patman  said  his  letter  to  the 
FTC  questioning  the  Times  slogan 
was  prompted  by  the  “new  and  en- 
larged way”  the  newspaper  is  ad- 
vertising its  63-year-old  slogan.  In 
an  accompanying  statement  with  re- 
lease of  his  letter  he  suggested  that 
Arthur  Hays  Sulzberger,  publisher 
and  board  chairman  of  the  New 
York  Times  Corp.,  might  wish  to 
make  a public  comment. 

The  New  York  Times  has  editori- 
alized in  recent  months  against  false 
and  deceptive  tv  advertising  claims. 


W.  VA.  AND  SEC.  315 


Stations  deny  abuse, 
but  some  give  time 


FCC  for  early  hearing 
on  all  channel  tv  set 

In  a man-bites-dog  switch,  the  FCC 
last  week  told  the  Senate  Commerce 
Committee  it  is  “looking  forward  to  an 
early  hearing.”  FCC  forwarded  com- 


ments adopted  April  20  in  support  of 
its  recommended  bills  (S  3115  in  Sen- 
ate, HR  10817  in  House)  to  give  the 
agency  authority  to  require  tv  sets  sold 
in  interstate  commerce  to  carry  tuning 
equipment  for  all  tv  channels. 

The  FCC  said  in  the  tv  sets  area  it 


lacks  authority  commensurate  with  its  ! 
responsibility  to  provide  an  efficient  | 
communications  system.  The  present  12  j 
vhf  channels  are  not  enough  and  any  i 
system  is  strapped,  even  should  there  1 
be  additional  vhf  channels,  if  the  FCC  j 
doesn’t  have  authority  to  require  all- 
channel sets,  the  statement  said.  The  i 
FCC  noted  all-channel  tv  set  produc-  i: 
tion  is  below  10%  of  total  and  a 1958  ) 
survey  showed  only  3.2  million  tv  homes  $ 
viewing  uhf  outlets.  Even  with  author-  [ 
ity  to  require  all-channel  sets,  any  FCC  I 
rule-making  still  would  have  to  con- 1 
sider  industry  views,  the  agency  said. 

Noting  the  economic  dilemma  of  uhf,  | 
the  FCC  said,  with  perhaps  unintended  I 
irony:  “The  history  of  the  vhf-uhf  prob- 
lem has  shown  us  that  the  problem  is  ! 
not  of  the  sort  that  is  likely  to  resolve 
itself.” 


NO,  THIS  IS  “KNOE-LAND” 

(embracing  industrial,  progressive  North  Louisiana,  South 
Arkansas,  West  Mississippi) 


JUST  LOOK  AT  THIS  MARKET  DATA 


Population  1,520,100 

Households  423,600 

Consumer  Spendable  Income 

$1,761,169,000 
Food  Sales  $ 300,486,000 


Drug  Sales  $ 40,366,000 

Automotive  Sales  $ 299,539,000 

General  Merchandise  $ 148,789,00© 

Total  Retail  Sales  $1,286,266,000 


KNOE-TV  AVERAGES  75.9%  SHARE  OF  AUDIENCE 


According  to  November  1959  ARB  we  average  75.9%  share  of  audience  from  Sign  On  to 
Sign  Off  7 days  a week. 


KNOE-TV 

Channel  8 
Monroe,  Louisiana 

Photo:  Forest  Products  Division, 
Monroe,  Louisiana. 


CBS  • ABC 
A James  A.  Noe  Station 
Represented  by 
H-R  Television,  Inc. 

Olin-Mathieson  Chemical  Corp,  West 


Broadcasters  responding  to  the  de-  j 
mand  for  equal  time  to  salve  Republican 
feelings  injured  during  the  Humphrey-  [i 
Kennedy  debate  have  uniformly  denied  j 
abuse  of  the  amended  Sec.  315,  the  i 
equal-time  clause  of  the  Communica-'j 
tions  Act.  But  some  radio  and  tv  sta-  1 
tions  have  agreed  to  give  the  GOP  its 
say  “as  a matter  of  fairness.” 

Following  the  May  4 debate  in  West  i 
Virginia,  Sen.  Thruston  B.  Morton  (R-;j 
Ky.),  GOP  national  chairman,  shot  offjj 
wires  to  all  outlets  involved  charging 
the  debate  was  a travesty  ( Broadcast- 
ing, May  9).  His  terms  were:  one  hour 
free  to  present  the  Administration’s 
point  of  view.  No  format  for  the  reply  ! 
program  was  set  out;  it  was  not  sug- ' 
gested  that  it  be  in  the  form  of  a de-  j 
bate,  nor  a direct  “rebuttal”  to  the' 
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YOU  MAY  NEVER  HAVE  69  CHILDREN*- 


BUT...  WKZO-TV  Will  Swell 


NSI  SURVEY— KALAMAZOO-GRAND  RAPIDS  AREA 

(November,  1959) 

STATION  TOTALS  FOR  AVERAGE  WEEK 


HOMES  DELIVERED 

PERCENT  OF  TOTAL 

WKZO-TV 

STATION  B 

WKZO-TV 

STATION  B 

Mon.  thru  Fri. 

9 a.m.-Noon 

57,000 

29,300 

66% 

34% 

Noon-3  p.m. 

72,100 

38,900 

65% 

35% 

3 p.m.-6  p.m. 

62,100 

43,600 

58% 

42% 

Sun.  thru  Sat. 

6 p.m.-9  p.m. 

141,600 

81,300 

63% 

37% 

9 p.m. -Midnight 

117,800 

62,400 

65% 

35% 

% Mrs.  Fedor  Vassilet  ( Russia ) gave  birth  to  69 
children  in  27  confinements,  including  16  pairs 
of  twins,  7 sets  of  triplets  and  4 sets  of  quadruplets. 


Your  Family  Of  Followers 
In  Kalamazoo -Grand  Rapids! 

In  the  Kalamazoo-Grand  Rapids  area  it’s  impossible 
to  reach  as  many  people  as  economically  as  you  can  with 
WKZO-TV! 

WKZO-TV  delivers  more  homes  than  Station  ‘B’  in 
398  of  450  quarter  hours  surveyed,  Sunday  through 
Saturday  (NSI  Survey,  see  left).  A 9-county  ARB  Survey 
(April  17-May  14,  1959)  covering  300,000  TV  homes 
gives  WKZO-TV  an  overwhelming  lead  in  popularity — 
first  place  in  74.6%  of  all  quarter  hours  surveyed! 

And-  if  you  want  all  the  rest  of  outstate  Michigan  worth 
having,  add  WWTV,  Cadillac,  to  your  WKZO-TV 
schedule. 


mzo-TV 

100,000  WATTS  • CHANNEL  3 • 1000'  TOWER 

Studios  in  Both  Kalamazoo  and  Grand  Rapids 
For  Greater  Western  Michigan 
Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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Bicks 

A young  New  Yorker  who  has 
taken  a personal  interest  in  broad- 
cast matters  has  been  nominated  to 
be  assistant  attorney  general  in 
charge  of  antitrust  matters. 

Robert  A.  Bicks,  who  has  been 
acting  chief  of  the  Justice  Dept.’s 
antitrust  division  for  the  last  year, 
was  nominated  by  President  Eisen- 
hower last  week  to  assume  the  title 
as  well  as  the  job  he  has  been  doing 
since  April  1959. 

The  nomination  of  the  33-year- 
old  Republican  was  referred  to  the 
Senate  Judiciary  Committee.  His 
confirmation  is  expected,  although 
there  is  belief  that  some  Republicans 
may  be  lukewarm  because  of  his  anti- 
trust activity. 

During  his  tenure  the  antitrust 
division  filed  63  antitrust  suits,  the 
most  since  New  Deal  days.  Major 
emphasis  has  been  to  prevent  mer- 
gers that  might  lead  to  monopoly. 
This  has  been  considered  anti-busi- 
ness by  some  Republican  legislators 
and  is  understood  to  have  been  one 
of  the  factors  which  delayed  his 
nomination  to  be  chief  of  the  divis- 
ion for  so  long. 

Mr.  Bicks’  interest  in  broadcast 
matters  stems  from  his  work  as  per- 
sonal assistant  to  Stanley  N.  Barnes, 


Democratic  candidates’  specific  re- 
marks. 

Mutual  Broadcasting  System  was  first 
to  make  time  available,  airing  a pro- 
gram featuring  Sen.  Morton  and  West 
Virginia’s  Gov.  Cecil  Underwood  on 
May  9,  9:05-9:30  p.m.  WTOP-TV 
Washington,  WNEW-TV  New  York 
and  WBOY-TV  Clarksburg,  W.Va., 
each  offered  time  but  under  set  condi- 
tions which  a spokesman  of  the  Repub- 
lican National  Committee  said  it  has 
not  yet  decided  whether  it  will  accept. 
Both  WTOP-TV  and  WNEW-TV  stated 
the  time  would  go  only  to  two  con- 
tenders for  the  Republican  presidential 
nomination  using  the  same  debate  for- 
mat as  the  program  in  issue.  WBOY-TV 
set  the  date  and  hour,  May  25  9-10 
p.m. 

NBC  Declines  ■ NBC  refused  to 
grant  time,  pointing  out  that  Vice  Presi- 
dent Richard  Nixon  had  appeared  pre- 
viously on  the  same  show,  Today,  which 
carried  portions  of  the  debate,  and  for 
longer  periods  of  time.  WCHS-TV 
Charleston  (where  the  debate  origin- 
ated), WTRF-TV  Wheeling  and  WHIS- 
TV  Bluefield,  all  West  Virginia,  flatly 
rejected  Sen.  Morton’s  demand  on  the 
ground  that  the  Republicans  had  no 
rival  candidates  in  that  state’s  primary 


to  get  his  title  — at  long  last 


Justice’s  Bicks 

His  just  desserts? 

then  chief  trustbuster  for  the  Dept, 
of  Justice.  During  this  time,  and  also 
when  he  was  first  assistant  to  anti- 
trust chief  Victor  R.  Hansen,  the 
antitrust  division  took  these  steps  in- 
volving broadcasting: 

■ Held  that  the  option  time 
arrangements  by  which  tv  stations 
turned  over  specified  hours  to  net- 
works were  violations  of  the  antitrust 
laws  per  se. 


and  therefore  Sec.  315  was  not  applic- 
able in  this  case.  The  GOP  National 
Committee  spokesman  said  its  legal 
counsel  is  working  on  possible  action  in 
the  event  of  rejections  but  that  no  de- 
cisions have  been  reached. 

Westinghouse  Broadcasting  Co.  car- 
ried the  debate  on  four  of  its  five  tv 
outlets  and  several  of  its  radio  stations. 
WBC  President  Donald  H.  McGannon 


■ Brought  suit  and  won  a consent 
decree  against  RCA-NBC  in  the 
Philadelphia-Cleveland  stations  swap 
with  Westinghouse  Broadcasting  Co. 

■ Brought  suit  and  won  a consent 
decree  against  RCA  involving  patent 
licensing  practices. 

■ Brought  suit  against  six  tv  film 
distributors  on  block  booking 
charges.  This  trial  was  just  con- 
cluded (Broadcasting,  May  9). 

■ Participated  in  the  FCC’s  re-  | 
hearings  on  charges  of  ex  parte 
representations  during  the  course  of 

tv  grants.  Mr.  Bicks  personally  sat 
in  on  the  first  case  involving  Miami 
ch.  10. 

■ Was  a key  participant  in  the 
Attorney  General’s  study  of  the  quiz 
show  scandals. 

Mr.  Bicks  was  born  May  27,  1927 
in  New  York.  He  is  the  son  of  U.  S. 
District  Judge  Alexander  Bicks. 

After  Yale  Law  School,  he  served 
as  law  clerk  to  Judge  Stanley  Fuld 
of  the  New  York  Court  of  Appeals 
and  as  legislative  assistant  to  former 
Sen.  Irving  M.  Ives  (R-N.Y.).  He 
joined  the  Justice  Dept,  as  Judge 
Barnes  assistant  in  1953.  He  acted 
as  executive  secretary  of  the  Attor- 
ney General’s  Committee  to  Study 
the  Antitrust  Laws. 


concurred  with  the  other  respondents  j|| 
that  “your  request  would  appear  to  fall  ill 
within  the  legal  opinion  that  existing  jl| 
regulations  do  not  afford  you  a similar|l| 
opportunity  of  presentation.”  But  hejll 
agreed  to  re-examine  the  case  and  ad-|fl| 
vise  the  GOP  chairman.  WTAP-TVill 
Parkersburg,.  W.Va.,  took  a similarlll 
position.  At  week’s  end  neither  company[|| 
had  committed  itself. 


CATV  BILL  SET  FOR  SENATE 

Lobby  pressures  run  high  election  eve 


Broadcasters  and  catv  operators 
squared  off  over  the  weekend  on  the 
eve  of  the  Senate  vote  on  legislation 
which  would  place  cable  companies 
under  FCC  regulation. 

Powerful  forces  were  working  Capi- 
tol Hill  on  both  sides  of  the  issue. 

At  stake  is  the  future  of  catv  systems 
inside  or  outside  the  regulatory  reach 
of  the  FCC. 

Scheduled  for  a vote  by  the  Senate 
tomorrow  (May  17)  is  S-2653.  This  is 
the  Senate  Commerce  Committee  bill 
which  would  put  catv  systems  under 
the  FCC’s  broadcast  regulatory  powers. 

Broadcasters,  fighting  for  Senate  rati- 
fication of  the  measure,  are  led  by 


Harry  Butcher  (KIVA-TV  Yuma,  Ariz.)t| 
former  CBS  executive  and  Eisenhower  m 
wartime  aide.  Mr.  Butcher  is  assisted  |l| 
by  Hollis  Seavey,  one-time  executive  Hi 
director  of  the  Clear  Channel  Broad-|ll 
casting  Service. 

A.  J.  Malin,  president  of  National  Ml 
Community  Television  Assn.,  issued  all 
broad  attack  on  the  bill  Friday.  Mr.  |l| 
Malin  stated  NCTA  was  opposed  to  jtll 
the  bill  as  a whole. 

Fulbright  Amendments  ■ Earlier  in  Jlf 
the  week,  Sen.  J.  W.  Fulbright  (D-Ark.)  !ij 
introduced  modifying  amendments  on  II 
the  floor  of  the  Senate.  These  were  1 
understood  to  have  been  suggested  to  jl| 
make  the  bill  more  palatable  to  cable  jfll 
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YOUR  SALES  SHOTS 
ARE  BACKED  BY 
THESE  POWERFUL 
ABC  SHOWS! 


• Cheyenne 

• Bronco 

• Sugarfoot 

• Rifleman 

• John  Daly 

• Donna  Reed 

• Rebel 

• Lawman 

• Rin  Tin  Tin 

• NCAA  Football 

• Walt  Disney 

• Untouchables 

• Pat  Boone 


Bourbon  Street  Beat 
Hawaiian  Eye 
Wednesday  Night 
Fights 

Man  From  Blackhawk 
77  Sunset  Strip 
Saturday  Baseball 
American  Bandstand 
Lawrence  Welk 
Rocky  and  His  Friends 
My  Friend  Flicka 
Robert  Taylor 
The  Real  McCoys 


And  the  OPERATION  DAYBREAK 


PLUS  THE  CREAM  OF  CBS 


• Millionaire 

• Danny  Thomas 

• Ann  Sothern 

• June  Allyson 

• Hennesey 

• Red  Skelton 

• Rawhide 

• Perry  Mason 

• Tightrope 

• Lassie 

• Sky  King 

• Twilight  Zone 


Father  Knows  Best 
Men  Into  Space 
Have  Gun,  Will  Travel 
I’ve  Got  a Secret 
Dennis  the  Menace 
Alfred  Hitchcock 
To  Tell  the  Truth 
G.  E.  Theatre 
Sunday  Baseball 
Markham 
Mighty  Mouse 
Gunsmoke 


Represented  Nationally  By 

VENARD,  RINTOUL  & McCONNELL,  INC 

Southwest — Clyde  Melville  Co. 
Southeast — James  S.  Ayers  Co. 


Texas,  Arkansas 

WALTER  M.  WINDSOR,  General  Manager 


Used  by  NBC  - CBS 
and  numerous  radio  and  TV 
stations,  for  recording 
in  the  field. 

Records  anything  it  hears  and 
plays  it  right  back  in 
unbelievable  broadcast  quality. 

W Special  built-in  “VU  Meter”. 

Weighs  only  3 lbs. 


“Science  Fiction”  accessories 
available  for  confidential  A 
recordings.  ^ 


For  literature,  or  free  demonstration 
in  your  office,  write  Dept.  B. 


industry  leaders. 

At  issue  are  elements  of  the  proposed 
legislation  to  which  catv  operators 
strongly  object.  Among  these  are: 

■ The  provision  which  would  require 
the  FCC  to  consider  catv’s  impact  on 
the  local  tv  station  when  considering 
the  licensing  of  a community  antenna 
system. 

■ The  requirement  which  would 
force  catv  owners  to  secure  permission 
from  the  originating  station  of  the  sig- 
nals it  picks  up  and  distributes  to  its 
subscribers. 

■ The  provision  which  would  require 
cable  companies  to  carry  the  local  tv 
station  on  its  wire  lines  if  so  requested 
by  the  station. 

The  bill  is  the  result  of  week-long 
hearings  last  year.  It  represents  the 
Senate  committee’s  compromise  be- 
tween the  demands  for  stringent  catv 
regulation  by  broadcasters  and  the  ob- 
jections to  this  move  by  community  an- 
tenna spokesmen. 

Debate  on  the  bill  had  been  sched- 
uled for  May  11.  This  has  been  moved 
to  May  17  when  Sen.  A.  S.  (Mike) 
Monroney  (D-Okla.)  asked  for  the 
postponement  because  he  could  not  be 
present  for  the  debate.  Sen.  Monroney 
is  the  author  of  a pre-committee  bill 
which  was  more  to  the  liking  of  cable 


IN  THE  HILL  HOPPER 


Here  are  capsulated  versions  of 
new  legislation  of  interest  to  broad- 
casters and  advertisers: 

S 3483.  Sen.  Estes  Kefauver  (D-Tenn.) — 
authorize  professional  basketball,  hockey  and 
football  clubs  to  impose  tv  blackouts  up  to 
75  miles  away  from  games.  Judiciary  Commit- 
tee. May  5. 

S 3528.  Sen.  Warren  G.  Magnuson  (D-Wash.) 
—authorize  FCC  to  suspend  broadcast  licenses 
for  up  to  3 months,  impose  fines  of  up  to 
$1,000  and  seek  court  injunctions  against 
broadcasting  offenders.  Commerce  Committee. 
May  11. 


HR  12116.  Rep.  Charles  0.  Porter  (D-Ore.) 
— provide  U.S.  government  financing  of  50% 
of  broadcast  time  expenditures  by  candidates 
for  presidency,  vice  presidency,  Senate  and 
House  (primaries  or  elections),  with  maximum 
of  30  minutes  radio  and  15  minutes  tv  time 
for  primaries  and  60  minutes  radio  time  and 
30  minutes  tv  time  in  general  elections.  Ad- 
ditional amount  for  broadcast  or  other  expenses 
would  be  paid  at  rate  of  5 cents  per  voter 
based  on  two  past  elections.  Candidate  would 
be  ineligible  if  he  failed  to  get  more  than 
10%  of  total  vote.  Ways  & Means  Commit- 
tee. May  6. 


company  forces. 

The  NCTA  statement  declared  that 
the  public  will  gain  nothing  through 
the  bill  and  “it  will  not  improve  tele- 
vision.” 

Mr.  Malin  said  the  bill  would  stop 
catv  operators  from  carrying  out  of 
town  stations  when  its  program  dupli- 
cates those  of  the  local  station. 

The  bill  makes  it  more  important  for 
the  FCC  to  “help”  or  “facilitate”  the 
local  tv  station,  or  a future  station,  Mr. 
Malin  said,  than  the  catv  system  or  its 
viewers. 

“Discriminatory  as  this  bill  is,”  Mr. 
Malin  stated,  “it  threatens  to  deprive 


r WORLD  FAMOUS  ^ 

MOHAWK  MIDGETAPE  PROFESSIONAL  500 
HIGH  SPEED  , 


POCKET  TAPE  RECORDER 


THE  PEER  OF  POCKET 
TAPE  RECORDERS  . . . 
MIDGETAPE  IS 
AMERICAN  MADE. 
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millions  of  catv  viewers  in  more  than 
750  towns  of  their  present  varied  re- 
ception and  wide  selectivity  in  fringe 
areas.” 

“Unworkable  and  Unfair”  ■ Not  only 
is  the  bill  “unworkable  and  unfair,” 
Mr.  Malin  said,  but  it  opens  the  door 
to  federal  investigation  of  broadcasting 
financial  and  economic  operations. 

The  more  than  750  catv  systems 
serve  more  than  700,000  customers, 
Mr.  Malin  pointed  out.  This  represents 
2.5  million  viewers,  he  said. 

Sen.  Fulbright’s  amendments 
changed  the  wording  of  the  bill  in 
three  respects: 

■ It  substituted  the  word  “signals” 
for  “programs”  throughout  the  pro- 
posed legislation. 

■ It  softened  the  language  of  the 
provision  which  would  require  the  FCC 
to  consider  catv’s  impact  on  the  local 
tv  station  by  deleting  the  word  “sig- 
nificantly” in  the  phrase  “significantly 
facilitate  the  continued”  operation  of  a 
local  tv  station. 

■ It  added  a provision  which  would 
give  the  FCC  the  privilege  of  waiving 
any  of  the  sections  of  the  bill  if  it  was 
necessary  in  the  public  interest. 

At  one  point  last  week,  it  was  un- 
derstood, NCTA  spokesmen  met  with 
Sens.  Warren  G.  Magnuson  (D-Wash.), 
chairman  of  the  full  Senate  Com- 
merce Committee,  and  John  O.  Pas- 
tore  (D-R.I.),  chairman  of  the  com- 
munications subcommittee.  They  dis- 
cussed possible  modifications  to  the 
committee  bill,  it  was  learned,  and 
agreed  to  “perfecting  amendments”. 
NCTA  officials,  however,  conditioned 
their  approval  on  the  language  of  the 
bill  with  the  amendments. 

Mr.  Malin’s  Friday  statement  came 
as  a shock  to  the  Senate  leaders,  it  is 
believed.  Sen.  Pastore,  it  was  said,  was 
particularly  incensed. 

Denial  recommended 

Possible  economic  damage  to  an  op- 
erating two-station  uhf  preserve  was 
the  reason  given  by  the  FCC’s  Broad- 
cast Bureau  in  recommending  that  the 
application  of  ch.  11  WHAS-TV  Louis- 
ville, Ky.,  to  build  a 1,856  ft.  tower  be 
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New  High-Gain 
Broadband 
FM  ANTENNAS 

Ideal  for  Multiplexing 


ANOTHER  WAT 
RCA  SERVES 
BROADCASTERS 
THROUGH 
.ELECTRONICS 


Above.  Four  sections  of  a 
BFA  FM  Antenna  pole-mounted 
and  interconnected  by  3 Vi" 
coaxial  transmission  line. 

Right.  Single  section  of  an- 
tenna, showing  radiator  details. 


Reduced  "Q”  for  Broadbanding— Necessary  broadband 
for  multiplexing  is  accomplished  by  stacking  the  four 
rings  of  a single  section  to  reduce  the  "Q”.  A "Q”  value 
of  approximately  30  is  easily  achieved.  Higher  gains  are 
obtained  by  discreet  spacing  of  the  sections. 

Low  VSWR— The  new  antennas  will  meet  a VSWR 
specification  of  1. 2/1.0  or  better  when  antenna  is  top- 
mounted.  If  side-mounted,  a VSWR  of  1. 5/1.0  is 
achieved.  Built-in  input  transformer  permits  field  trim- 
ming, to  obtain  a VSWR  of  1. 1/1.0  or  better. 

Excellent  Circularity— A horizontal  circularity  on  the 
order  of  ±1  db  is  normally  obtained  when  the  antenna 
is  pole-mounted.  When  the  antenna  is  side-mounted  on 
a supporting  tower,  the  circularity  is  normally  better 
than  +3  db.  In  those  cases  where  close-in  coverage  is 


The  new  BFA  series  of  FM  Transmitting 
Antennas  is  designed  for  maintaining  the  high- 
fidelity  sound  normally  associated  with  FM.  Its 
broadband  characteristics  make  it  ideal  for  mul- 
tiplexing. Featuring  simplified  design,  it  consists 
of  four  tubular  stainless  steel  radiating  rings 
attached  to  a supporting  frame.  The  shunt-fed 
antenna  sections  are  interconnected  by  3 3^-inch 
Universal  Transmission  Line.  Thus,  any  number 
of  sections  can  be  stacked  as  shown.  Sectional- 
ized  construction,  low  weight,  and  mechanical 
simplicity  make  installation  quick  and  easy. 


desired,  this  antenna  can  be  supplied  with  null  fill. 

Built-in  De-icers— These  new  antennas  are  available 
with  built-in  de-icers  which  are  installed  at  the  factory. 
Under  normal  icing  conditions  the  250  watt  heating  unit 
should  prove  adequate,  however,  for  severe  icing  con- 
ditions, the  heater  may  be  supplied  with  220  volt  AC 
to  increase  the  heating  capacity  to  1000  watts  for  short 
periods  of  time.  An  optional  item,  Automatic  Sleetmelter 
Control,  MI-27369,  is  available,  which  will  serve  to 
operate  the  de-icers  automatically  under  conditions 
necessitating  their  use. 

Flexibility  in  Mounting— The  antennas  can  be  mounted 
in  a variety  of  ways.  Mounting  hardware  brackets  and 
supports  art  supplied  for  both  pole  and  side-mounting. 


For  complete  information  on  the  new  BFA  series  of  FM  Antennas,  call  your 
RCA  Broadcast  Representative.  Or  write  to  RCA.  Dept.  GC-22,  Building  1 5-1 , 
Camden,  N.  J.  In  Canada:  RCA  VICTOR  Company  Limited,  Montreal. 
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When  the 
Indians  crossed 
the  Kansas 
prairies,  they 
utilized  the  first 
advertising.  Probably 
the  squaw  who  lugged  the 
load  was  most  adroit  at 
deciphering  smoke  signals 
that  spelled  out  "INDIAN 
PONY  FOR  SALE  AT 
NEXT  TRADING  POST.” 
A broken  tree  branch  or 
twigs  stripped  from  a bush 
might  indicate  the  nearest 
source  of  papoose  blankets, 
tomahawks,  and  headdresses. 
But  unless  you  were  another 
Indian,  chances  are  you 
wouldn’t  catch  the  sales 
message. 


— Rv 


Totem  Poles  gave  way  to  transmitting 
towers  . . . and  Kansas  prairies  today  are 
being  crossed  by  the  KTVH  television 
signal,  beaming  messages  that  spell 
GOODS  and  SERVICES  to  customers  and 
WAMPUM  for  producers  and 
manufacturers.  And  you  don’t  have  to  be  an 
Indian  to  understand  the  language.  When 
you  buy  KTVH,  your  message  reaches 
prospective  customers  in  the  heart  of  the  oil, 
cattle,  agriculture,  and  aircraft  production 
area.  To  sell  this  scalp-tingling  Kansas 
Market,  buy  KTVH  with  unduplicated  CBS- 
TV  coverage  in  Wichita  and  14  other 
important  Kansas  Communities. 


BLAIR  TELEVISION  ASSOCIATES 

National  Representatives 

KANSAS 


WICHITA  AND  HUTCHINSON  ■ 


denied.  In  a 468-page  document  con- 
taining its  recommendations  to  Hear- 
ing Examiner  Charles  Frederick,  the 
bureau  found  the  tower  would  not  be 
a hazard  to  air  navigation  but  that  it 
would  add  a vhf  signal  to  Lexington, 
Ky.,  now  supporting  ch.  18  WLEX-TV 
and  ch.  27  WKYT  (TV) . 

WHAS-TV’s  proposed  findings,  filed 
two  months  ago,  were  only  slightly  less 
voluminous.  The  station  used  319  legal- 
size  pages  in  supporting  its  application. 

Magnuson  introduces 
FCC  prompted  bills 

FOC-suggested  legislation  to  give  the 
agency  power  to  suspend  broadcast 
licenses  for  periods  up  to  three  months, 
impose  fines  of  up  to  $1,000  on  broad- 
casters and  to  seek  injunctions  in 
federal  courts  to  halt  willful  or  repeated 
offenses  pending  disposition  of  show 
cause  or  cease  and  desist  orders  was 
introduced  last  week  by  Sen.  Warren 
G.  Magnuson  (D-Wash.). 


The  bill  (S  3528)  would  authorize 
the  FOC  to  vary  the  suspension  period 
or  fine  to  fit  the  gravity  of  the  offense, 
FCC  Chairman  Frederick  W Ford  ex- 
plained in  a letter  accompanying  the 
commission’s  proposals.  The  injunctive 
sanction  would  give  the  FCC  an  ex- 
peditious way  to  halt  undesirable  prac- 
tices without  denying  the  licensee  due 
process,  Mr.  Ford  said,  noting  the 
Federal  Trade  Commission  has  injunc- 
tive power  in  some  cases  and  the  FCC 
feels  similar  FCC  power  would  be  in 
the  public  interest. 

The  proposed  fine  of  up  to  $1,000 
could  be  imposed  for  each  day  the 
FCC  finds  an  offense  or  violation  has 
occurred.  The  fines  would  be  paid  to 
the  U.S.  Treasury  and  be  recoverable 
by  a civil  suit  by  the  FCC  in  federal 
courts. 

The  injunction  proposal  would  give 
the  FCC  power  not  only  to  halt  of- 
fenses being  made  but  offenses  the 
FCC  believes  a licensee  is  about  to 
make. 


EQUIPMENT  & ENGINEERING  _ 

EIA  FM  STEREO  TEST  READIED 

Boston,  Pittsburgh  field  trials  set  for  June 


Fm  radio’s  new  sound — stereophonic 
broadcasting — is  scheduled  to  have  its 
separate  channels  tested  over  the  air 
next  month  by  an  industry  committee. 

Electronic  Industries  Assn,  an- 
nounced last  week  that  its  National 
Stereophonic  Radio  Committee  has  es- 
tablished a June  5 target  date  to  com- 
mence field  testing  proposed  fm  stereo 
systems.  This  will  take  place  in  Boston 
and  possibly  in  Pittsburgh. 

NSRC  comprises  representatives  of 
all  elements  of  electronics  manufactur- 
ing industry  except  RCA  and  CBS. 

Technical  data  resulting  from  the 
tests  will  be  submitted  to  the  FCC  to 
help  the  commission  establish  stand- 
ards for  fm  stereo  transmission. 

FCC  Rule-Making  ■ The  commission 
two  weeks  ago  issued  proposed  rule- 
making  for  fm  binaural  broadcasting.  It 
accepted  eight  proposals  and  denied 
seven.  It  asked  NSRC  to  run  tests  on 
proposed  systems— including  those  rec- 
ommended by  Crosby  Labs,,  Calbest 
Electronics  Co.,  Multiplex  Labs.,  EMI 
(England),  Zenith,  General  Electric, 
RCA  and  CBS.  It  said  that  a Philco 
recommendation  was  similar  to  one  of 
those  which  the  NSRC  will  test. 

The  FCC  asked  for  comments  on  the 
rulemaking  proposals  by  July  29 
(Broadcasting,  May  9). 

A.  Prose  Walker,  NAB  manager  of 
engineering,  is  chairman  of  the  NSRC 
testing  panel.  Ross  Beville,  WWDC 
Washington  engineering  vice  president, 


is  vice  chairman. 

A.C.  Goodnow,  Westinghouse  Broad- 
casting Co.,  is  chairman  of  the  sub- 
committee on  transmitting  and  receiv- 
ing facilities;  W.J.  Wintringham,  Bell 
Telephone  Labs.,  of  specifications  and 
measurements,  and  R.N.  Harmon, 
Westinghouse,  and  Daniel  Reicklin- 
hausen,  H.H.  Scott  Co.,  co-chairmen 
of  transmitter  and  receiver  specifica- 
tions. 

Dr.  M.R.  Schroeder  of  Bell  Tele- 
phone Labs,  is  preparing  a test  tape  to 
be  used  for  qualitative,  subjective  evalu- 
ations. 

The  tests  will  be  undertaken  over 
Westinghouse’s  WBZ-FM  Boston  and 
Charles  River  Broadcasting  Co.’s 
WCRB-FM  Waltham,  Mass.  WBZ-FM 
has  an  RCA  3 kw  transmitter  and  ra- 
diates 2.8  kw;  WCRB-FM  has  a Gen- 
eral Electronics  Labs.  1 kw  transmitter 
radiating  3.3  kw. 

The  NSRC  group  also  plans  to  use 
Westinghouse’s  KDKA-FM  Pittsburgh 
if  necessary.  This  is  equipped  with  a 
Westinghouse  10  kw  fm  transmitter, 
which  radiates  47  kw. 

Getting  Ready  ■ The  committee  is 
scheduled  to  meet  in  New  York  May 
26  to  check  preparations  for  the  tests. 
Proponents  of  the  various  systems  were 
asked  to  furnish  and  install  their  equip- 
ment in  the  test  stations  by  May  29. 

NSRC  was  established  early  in  1959 
under  the  auspices  of  EIA.  RCA  and 
CBS  refused  to  affiliate  because  of  fear 
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Modern  machinery  and  mass  production 
techniques  will  always  give  way  to  the  skilled 
hands  of  the  tailor  when  it  comes  to  the 

ultimate  in  suits.  Likewise,  the  points  of 
superiority  which  constitute  the  difference  in 
television  and  radio  today  are  not  so  much 
of  mechanical  doing.  It  still  takes  that 
human  element  . . . the  "quality  touch"! 

And  we’re  ready  to  put  it  to  work  for  you ! 

Represented  by 

The  Original  Station  Representative 
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of  antitrust  violations.  To  overcome 
this,  EIA  late  last  year  asked  the  FCC 
to  sponsor  NSRC  as  a government  con- 
stituted study  group,  similar  to  the 
industry-sponsored  Television  Alloca- 
tions Study  Organization.  The  FCC  re- 
fused to  do  this,  but  later  asked  EIA 
to  have  the  committee  supervise  tech- 
nical tests.  Mr.  Wintringham  is  acting 
chairman  of  the  full  committee. 

3M  OPTIMISTIC 
Stockholders  told 
record  year  ahead 

Minnesota  Mining  & Mfg.  Co.,  en- 
couraged by  record  first-quarter  busi- 
ness and  the  addition  of  new  advertisers 
and  affiliates  by  its  newly-acquired 
Mutual  radio  network,  is  glowing  with 
optimism  over  the  remainder  of  1960. 

3M  officials  reported  at  the  com- 
pany’s annual  stockholders’  meeting 
Monday  that  sales  amounted  to  $ 128,- 
669,218  during  the  first  three  months, 
compared  with  $115,172,320  in  the 
first  1959  quarter.  Earnings  were  $16,- 
217,911  (equal  to  95  cents  a share)  as 


against  $13,956,520  (or  82  cents  a 
share)  last  year. 

Herbert  P.  Beutow,  3M  president, 
said  the  figures  include  operations  of 
foreign  subsidiaries  fully  consolidated 
for  the  first  time  in  the  1959  annual 
report.  Save  for  Canadian  and  export, 
foreign  operations  previously  had  not 
been  reflected.  Sales  at  the  start  of  the 
second  quarter  are  reflecting  adjust- 
ments in  some  industries  served  by  3M, 
with  expectancy  of  improvement  in 
the  remaining  eight  months  of  1960 
and  sales  continuing  above  1959  levels, 
he  added. 

The  annual  stockholders’  meeting 
was  highlighted  with  reports  on  3M’s 
acquisition  of  MBS  (Broadcasting, 
April  25)  and  a demonstration  of  its 
new  tape  cartridge  system  for  home  re- 
corded music,  to  be  available  com- 
mercially sometime  next  year,  plus  a 
vote  on  a proposed  three-for-one  stock 
split. 

Stockholder  approval  of  the  three- 
for-one  split  in  common  stock,  to  be- 
come effective  with  filing  of  an  amend- 
ment in  Delaware  May  20,  was 
accompanied  by  board  action.  Direc- 
tors voted  to  increase  the  quarterly 


dividend,  payable  June  12,  to  45  cents 
per  share  on  all  shares  outstanding  on 
May  20,  which  is  15  cents  on  split 
shares.  It’s  equivalent  to  an  annual  rate 
of  $1.80  per  share  on  present  shares 
outstanding  compared  with  $1.60  per 
share.  New  dividend  is  equal  to  annual 
rate  of  60  cents  per  share  on  split 
shares.  There  are  17,058,417  shares  of 
common  stock  outstanding  now  com- 
pared with  17,007,273  for  the  quarter 
ended  March  31. 

Mr.  Beutow  reiterated  to  stockholders 
that  3M  bought  Mutual  to  perform  a 
public  service  but  that  the  addition  of 
new  major  advertisers  and  affiliated 
stations  appears  to  justify  3M’s  faith 
the  radio  network  also  will  “return  a 
profit.”  He  denied  speculation  that  the 
company  plans  to  use  MBS  to  promote 
its  products  through  heavy  advertising 
schedules.  His  explanation  to  stock- 
holders: 

“Our  directors  have  felt  for  some 
time  that  we  should  direct  some  of  our 
energies  and  resources  to  strengthen  the 
free  enterprise  system  under  which  we 
have  grown  and  prospered.  Mutual  in 
our  opinion  provides  such  an  oppor- 
tunity. Its  highly-regarded  news  and 
public  affairs  service  is  a vital  part  of 
our  nation’s  free  press  and  communica- 
tions system. 

“.  . . Our  divisions  and  subsidiaries 
continue  to  be  responsible  individually 
for  their  advertising  programs  and  it  is 
up  to  them  whether  they  advertise  on. 
Mutual  or  on  any  other  networks.” 

In  fact,  Mr.  Beutow  noted,  3M  re- 
cently signed,  for  its  Thermo-Fax  prod- 
ucts, with  NBC-TV  for  co-sponsorship 
of  the  National  Open  golf  tournament 
to  be  telecast  June  18. 

3 M’s  tape  cartridge  system  was  dem- 
onstrated to  stockholders  by  Dr.  Peter 
C.  Goldmark,  president  of  CBS  Labs, 
with  which  3M  contracted  initial  re- 
search. Ease  of  handling,  comparable  to 
that  of  a conventional  record  player, 
and  quality  of  professional  tape  equip- 
ment reproduction,  are  among  the  fea- 
tures  of  the  system. 

The  three-for-one  stock  split  would 
increase  the  number  of  authorized 
shares  from  25  to  75  million  and  out- 
standing shares  from  about  17  to  51 
million.  There  were  17,007,273  shares 
of  common  stock  outstanding  for  the 
first  quarter  ended  March  3 1 compared 
with  16,948,902  in  a similar  1959  j 
period.  Total  number  of  3M  sharehold- 
ers exceeds  50,000.  3M  stock  closed 
Monday  (May  9)  on  the  New  York 
Stock  Exchange  at  191.6  and  Midwest 
Stock  Exchange  at  191.4. 

The  company’s  sound  “cash  position  " 
will  enable  3M  to  carry  out  a $50  mil- 1 
lion  expansion  program  to  keep  pace 
with  sales  growth,  Mr.  Beutow  told 
stockholders.  New  plants  are  underway 
in  this  country  and  abroad. 


Tight  squeeze  ■ Using  a sound-on- 
film  camera  capable  of  fitting  into 
cramped  quarters  that  would  not 
accommodate  many  cameras  is  Ralph 
Mayher  (1),  chief  cameraman  of 
KYW-TV  Cleveland,  here  interview- 
ing Lt.  George  E.  Peterson  Jr.,  USN, 
commander  of  a training  submarine. 
The  completely  transistorized  model 
400VF  camera  weighs  only  1 8 
pounds  and  has  a 1 2-pound  over-the- 
shoulder  power  pack  (some  25 
pounds  less  than  standard  SOF  gear). 
It  has  a 400-foot-capacity  film  mag- 
azine and  optical  sound  track.  Total 


cost:  $2000.  Operating  costs  are  re- 
portedly nominal,  primarily  in- 
volving a $1  replacement  battery 
every  10  hours  of  filming.  Mr.  May- 
her made  some  of  the  improvements 
incorporated  into  the  latest  model, 
which  is  released  by  Television  Spe- 
cialty Co.,  350  West  31  St.,  New 
York  1.  With  the  high-speed  lens,  the 
available  light  is  sufficient  through 
use  of  Dupont  ASA  160  film.  Tri-X 
with  a 320  rating  can  be  used.  A Hill 
automatic  processor  is  also  used  and 
film  may  also  be  used  reversably, 
printing  color  or  black  and  white. 
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Why  a 
public  handout 
to  these 


private  interests? 


This  country’s  highways,  airports,  airways,  and  inland 
waterways  have  already  cost  over  $150  billion. 

Money  to  pay  this  huge  bill  has  come  substantially  from 
l the  general  taxpayers  through  the  income  taxes,  property 
j taxes  and  other  general  taxes  they  pay. 

Yet  these  publicly-built  transportation  facilities  are  used 
extensively  by  private,  commercial  interests.  And  in  many 
instances  these  private  interests  pay  none  of  the  costs  of 
construction,  maintenance,  and  operation. 

In  contrast,  the  railroads  build  and  maintain  their  own 
facilities  and  pay  taxes  on  them  as  well.  Ironically,  some 
of  these  taxes  help  build  and  maintain  the  facilities  used 
by  the  railroads’  competitors. 

Some  people  ask,  “But  weren’t  the  land  grants  of  long  ago 


a subsidy  to  the  railroads?”  No  — this  was  not  the  case. 
In  exchange  for  land  grants,  the  few  railroads  that  received 
them  were  required  to  carry  government  troops,  personnel 
and  property  at  half-price,  and  mail  at  four-fifths  the  stands 
ard  rate.  This  form  of  repayment  remained  in  effect  until 
1946,  and  by  that  time  the  government  had  received  from 
the  railroads  rate  reductions  valued  at  more  than  a billion 
dollars  — or  about  10  times  the  value  of  the  lands  at  the 
time  they  were  received  by  the  pioneer  railroads. 

Today  billions  more  in  taxes  are  being  earmarked  to 
expand  and  improve  public  transportation  facilities. 
Shouldn’t  a fair  share  of  these  costs  be  paid  by  the 
private  interests  who  use  these  facilities  for  profit? 
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PROGRAMMING  : 

THE  SWING  TO  NETWORK  CONTROL 

In  networks’  hands  next  fall:  four-fifths  of  prime  programming 


The  television  networks,  continuing 
to  tighten  their  reins  on  program  con- 
trol, will  achieve  a four-to-one  advan- 
tage over  advertisers  this  fall. 

Four  out  of  every  five  shows  in  prime 
time  will  be  licensed  to  the  networks 
which  carry  them,  and  sold  in  turn  to 
advertisers.  The  fifth  show  will  be  one 
which  the  advertiser  licensed  from  an 
outside  producer  and  placed  in  a net- 
work time. 

The  all-network  percentage  of  net- 
work controlled  shows:  80%  for  the 
1960-61  season,  as  compared  to  71% 
in  the  1959-60  season.  By  network, 
it’s  89%  for  ABC-TV  (against  97% 
this  season)*,  67%  for  CBS-TV  (against 
52%)  and  86%  for  NBC-TV  (against 
66%).  The  percentages  show  ABC-TV 


* Although  ABC-TV’s  percentage  will  be 
smaller  next  year,  there  is  no  change  in 
general  network  policy.  The  network  had 
only  one  advertiser-licensed  show  this  sea- 
son, will  have  four  next  season.  Two  of  the 
new  ones  were  brought  over  by  advertisers 
from  other  networks. 


Complications  in  control  ■ One  of  the 

more  intricate  examples  of  program  li- 
censing is  that  connected  with  a new 
situation  comedy,  Angel,  that  starts 
next  fall  on  CBS-TV.  The  program, 
starring  Marshall  Thompson  and  Annie 


has  been  in  the  forefront  of  the  net- 
work-licensing trend,  while  CBS-TV, 
latest  to  act,  will  make  a substantial 
move  this  fall. 

The  count  of  network-licensed  shows 
next  season  compared  to  this:  ABC-TV 
33  out  of  37  shows  (32  out  of  33  this 
season),  CBS-TV  27  out  of  40  (22  of 
42  this  season)  and  NBC-TV  30  out  of 
35  shows  (24  of  35  this  season). 

Cut  of  the  Profits  ■ Going  hand  in 
hand  with  the  increase  in  number  of 
network-controlled  shows  is  an  increase 
in  the  number  of  shows  in  which  net- 
works have  a profit  participation.  Au- 
thoritative but  unofficial  estimates  indi- 
cate that  ABC-TV,  for  example,  had 
profit  participation  in  49%  of  its  night- 
time programs  this  season,  will  boost 
that  to  58%  in  the  fall.  CBS-TV’s  score 
was  52%  this  season,  will  go  to  68%. 
NBC-TV’s  was  46%  this  season,  will 
go  to  60%. 

Of  the  1 1 2 shows  Broadcasting  has 
plotted  on  the  network  prime  time 


Farge,  was  first  acquired  by  the  CBS 
Television  Network  from  another  divi- 
sion of  CBS,  CBS  Films.  The  network 
then  leased  it  to  General  Foods.  This 
puts  the  advertiser  in  control  of  the 
program. 


schedules  next  fall  (see  page  93),  only 
22  remain  in  the  hands  of  advertisers. 
General  Foods  will  have  four,  Procter 
& Gamble  will  be  runner-up  with  three 
and  the  other  15  will  be  spread  among 
individual  advertisers.  CBS-TV  has  most 
of  them — 13.  NBC-TV  has  five  and 
ABC-TV  four.  Of  the  22,  17  are  carry- 
overs from  this  season. 

General  Foods’  shows  are  Danny 
Thomas,  Zane  Grey,  Ann  Sothern  and 
the  new  Andy  Griffith  all  on  CBS-TV; 
P&G’s  are  Rifleman  and  the  new  Lave 
and  Mr.  Jones  on  ABC-TV,  and  the 
new  Peter  Loves  Mary  on  NBC-TV. 
There  are  two  other  new  shows  that 
will  be  advertiser  controlled  next  sea- 
son: Colgate-Palmolive’s  My  Sister  Ei- 
leen tentatively  set  for  CBS-TV,  and 
Bayuk  cigars’  Jackpot  Bowling  on 
NBC-TV. 

Reason  for  the  Trend  ■ There  are 
four  principal  factors  which  serve  to 
strengthen  the  continuing  trend  toward 
network  dominance  over  their  sched- 
ules, a control  that  includes  the  choice 
of  time  and  of  program  to  fill  the 
period: 

The  first  is  economics.  Few  adver- 
tisers can  afford  to  go  it  alone.  A sell- 
off  to  a second  advertiser  usually  is 
more  convenient — and  less  expensive — 
when  done  by  a network  rather  than 
by  the  advertiser  who  has  control  of 
the  show.  By  giving  up  control,  the  ad- 
vertiser passes  responsibility  for  sale  of 
a half  to  the  network. 

A second  is  the  debut  of  more  hour- 
long  programs,  particularly  those  which 
invite  advertiser  participation.  It’s  only 
logical — and  practical — that  the  net- 
work license  this  show  to  advertisers. 

Another  factor  is  that  increased 
tendency  of  networks  acquiring  part 
ownership  in  programs  they  air  in  prime 
time. 

A final  but  very  important  factor  is 
the  practice  of  pilot-financing  by  net- 
works. In  such  arrangements,  the  net- 
work normally  seeks  and  receives  a 
partnership  (50%)  in  the  show. 

Dissenting  Voices  ■ The  dual  trends — 
toward  increased  program  control  and 
profit  participation  by  networks — have 
not  developed  without  criticism. 

On  the  one  hand  there  is  the  govern- 
ment position,  which  while  insisting 
that  networks  control  what  goes  on 
their  air,  at  the  same  time  takes  them 
to  task  for  exerting  too  much  control. 

Several  large  advertisers  and  their 
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How  tv  networks  are  taking  over  programming 


Of  112  shows  now  scheduled  for  broadcast  on  the  three 
television  networks  next  season,  90  will  be  controlled  by 
the  networks  themselves  and  only  22  by  advertisers. 


Shows  in  this  typeface  are  network-controlled 

LEGEND: 

Shows  in  this  typeface  are  advertiser  controlled 
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7:30-8 
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Churchill 

CBS-TV 
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Dennis 
the  Menace 

Ed  Sullivan 

GE  Theatre * 

Jack  Benny* 

Candid 

Camera 

What's  My 
Line 

SUNDAY 

NBC-TV 

Shirley  Temple 

National  j 
Velvet 

Bachelor 
at  Large 

Chevy  Show 

1 

Loretta  Young 

This  Is 
Your  Life 

ABC-TV 

Cheyenne 

Surfside  Six 

Adventures 

in  Paradise 

Peter  Gunn* 

CBS-TV 

Oh  Those 
Bells 

For  Pete's  j 
Sake 

Bringing  Up 
Buddy 

Danny 
Thomas * 
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Face  the 
Nation 

MONDAY 

NBC-TV 

Riverboat 

1 

Wells  Fargo 
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Dante 
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Stanwyck 
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ABC-TV 

Expedition 

Bugs  Bunny 

Rifleman  * 

Wyatt  Earp  j 

Stagecoach  West 

One  Step 
Beyond 

Station  Time 

CBS-TV 

Station  Time 

Father  Knows 
Best 

Dobie 
Gillis  * 

Tom  Ewell 

Red  Skelton 

Garry  Moore 

TUESDAY 

NBC-TV 

Laramie 

Hitchcock 

Thriller 

Specials 

ABC-TV 

Hong  Kong 
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Hawaiian  Eye 
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CBS-TV 
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Wanted: 
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Secret 
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WEDNESDAY 

NBC-TV 

Wagon  Train 

Price  Is  Right 

Perry  Como* 

Peter  Loves 
Mary* 

World  of  . . . 

ABC-TV 

Guestward  Ho 

Donna  Reed  ! 

Real  McCoys 

My  Three 
Sons 
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CBS-TV 
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| 
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NBC-TV 

Outlaws 
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Bachelor 
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ABC-TV 
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FRIDAY 

NBC-TV 
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AT&T  Musicals * 
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ABC-TV 

Dick  Clark 
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Beaver 

Lawrence  Welk 
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CBS-TV 

Perry 
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NBC-TV 

Bonanza 

1 Tall  Man 
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World  Wide  '60 

Station  Time 

A rundown  on  those  shows 

*Here  are  the  advertiser-controlled  programs  and  their  adver- 
tisers: on  ABC-TV — Peter  Gunn,  Bristol-Myers;  Rifleman,  Proc- 
ter & Gamble;  Law  and  Mr.  Jones,  Procter  & Gamble;  Gillette 
Fights,  Gillette. 

On  CBS-TV — Lassie,  Campbell  Soup;  GE  Theatre,  General 
Electric;  Jack  Benny,  Lever  Bros.;  Danny  Thomas,  General 
Foods;  Andy  Griffith,  General  Foods;  Hennesey,  P.  Lorillard; 
My  Sister  Eileen,  Colgate;  U.S.  Steel  Hour,  U.S.  Steel;  Arm- 


that  are  sponsor-controlled 

strong  Circle  Theatre,  Armstrong  Cork  Co.;  Zane  Grey,  Gen- 
eral Foods;  Ann  Sothern,  General  Foods;  June  Ally  son,  duPont; 
Dobie  Gillis,  Philip  Morris  and  Pillsbury. 

On  NBC-TV — Perry  Como,  the  show  is  licensed  to  Kraft 
Foods,  but  NBC-TV  has  a personal  contract  with  Mr.  Como; 
Peter  Loves  Mary,  Procter  & Gamble;  Tennessee  Ernie  Ford, 
Ford  Motor  Co.;  AT&T  Musicals,  American  Telephone  & Tele- 
graph; Jackpot  Bowling,  Bayuk  cigars. 
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agencies  also  oppose  the  trend,  as  do 
independent  producers.  They  claim  net- 
work control  closes  them  out  of  prime 
time  unless  they  bargain  on  the  net- 
work terms. 

The  advertiser’s  irritation— some- 
times by  the  advertising  agency  in- 
volved— stems  from  this  factor:  Net- 
work control,  which  by  its  very  nature 
restricts  scheduling,  limits  the  adver- 
tiser’s choice  as  to  both  the  program  it 
sponsors  and  the  time  period  in  which 
it  is  placed.  Once  it  is  committed  to  a 
network-licensed  program,  the  adver- 
tiser usually  is  not  free  to  drop  it  in 
mid-cycle  and  replace  it  with  a show 
of  its  own.  If  it’s  the  advertiser’s  show, 
however,  the  door  is  ajar  for  show  re- 
placement, or,  in  more  drastic  cases,  a 
shift  of  a proven  show  from  one  net- 
work to  another  (note  the  Peter  Gunn 
shift  by  Bristol-Myers  from  NBC-TV 
this  season  to  ABC-TV  next). 

From  the  independent  producer’s 
point  of  view,  it  is  becoming  unattrac- 
tive to  offer  staple  products  direct  to 
the  advertiser.  This  is  because  there  is 
little  assurance  that  the  show  will  ever 
be  seen  on  nighttime  screens.  There’s  a 
circling  set  of  events  in  this  area.  If 
the  show  is  sold  to  the  advertiser,  the 
advertiser  in  practice  finds  the  network 
reluctant  to  accept  it.  The  show  must 
be  of  extra  special  quality  or  different 
enough  to  spark  a reshuffling  of  net- 
work schedules  to  accommodate  it.  The 
advertiser  often  finds  it  necessary  to 


return  to  the  producer  and  work  out 
an  arrangement  whereby  the  packager 
sells  to  the  network  which  in  turn  li- 
censes the  advertiser. 

Producers  thus  claim  the  most  direct 
way  to  avoid  bringing  up  the  rearguard 
in  a fast-action  sales  year  is  to  deal  di- 
rectly with  the  networks.  Network 
financing  of  pilot  gives  reasonable  as- 
surance that  the  program  will  be 
"locked”  to  the  schedule.  So  does  sale 
of  a program  series  to  a network.  But 
if  the  producer  does  deal  with  a net- 
work, he  frequently  ends  up  offering  a 
profit  participation.  This  may  include 
a substantial  percentage  of  the  gross 
take,  plus  in  some  cases  distribution 
rights,  particularly  where  the  packager 
has  no  distribution  facilities. 

The  Other  Side  ■ Then  there’s  the 
network  point  of  view.  Show  licensing 
would  appear  to  be  a logical  progres- 
sion toward  maintaining  network  re- 
sponsibility over  what’s  programmed. 
Profit  participation  is  not  all  gravy.  A 
network  feels  it  assumes  a risk  by  tie- 
ing  itself  to  a program  property.  A few 
shows  may  prove  money-makers  in  the 
long-run,  but  there’s  a good  chance 
that  many  shows  will  have  to  be  writ- 
ten off. 

The  difference  of  whether  a show  is 
network-licensed  or  advertiser-licensed 
can  be  subtle.  If  a program  catches  the 
fancy  of  a General  Foods  or  a Procter 
& Gamble,  both  knowledgeable  in  the 
program  field,  the  show  is  part  way 


Hysterical  figures  ■ The  Three 
Stooges,  (1  to  r)  Larry,  Moe  and 
Curly,  have  figured  a way  to  cash 
in  on  the  popularity  of  their  old 
shorts  on  tv.  Since  these  were  made 
before  the  days  of  residuals,  the 
Stooges  gain  only  indirectly  and  so 
have  launched  production  of  their 
own  series  to  be  called  The  Three 
Stooges  Scrapbook.  Another  change 
that  will  be  noticeable  is  a toning- 
down  of  the  violence  usually  ramp- 
ant in  the  old  films  which  has  come 
under  parent-teacher  fire.  New 
series,  produced  by  the  comics’  own 
Comedy  III  unit  in  association  with 


Norman  Maurer  Productions,  will 
also  feature  cartoon  episodes  pro- 
duced by  TV  Spots.  Both  live  and 
cartoon  action  is  being  done  in  full 
color.  The  plots  will  revolve  around 
live  sequences  leading  up  to  remi- 
niscences of  historical  events  at 
which  the  Stooges  were  allegedly 
present  (the  cartoon  sequences).  The 
pilot  film  of  the  new  series  is  now 
being  shown  to  New  York  network 
and  agency  personnel.  The  old 
Stooges  shorts  have  been  syndicated 
by  Screen  Gems  in  more  than  160 
markets  and  have  gotten  such  high 
ratings  as  24.0  in  New  York. 


to  getting  air-time. 

But  if  the  advertiser  is  a comparative 
lightweight  (through  lack  of  negotiating 
power),  the  odds  are  against  a show 
he  licenses  gaining  an  entry  to  a net- 
work schedule. 

In  both  cases,  it’s  assumed  the  net- 
works are  having  no  trouble  in  selling 
the  schedule.  A "depression”  network 
year — as  has  happened  in  the  past — 
works  against  network-licensing  and 
for  advertising  control. 

More  importantly,  a new  show  must 
have  merit.  Initial  interest  of  a network 
— that  is,  how  badly  it  wants  the  show 
— is  reflected  in  how  much  profit  par- 
ticipation it  may  end  up  with. 

Such  leading  producers  as  Warner 
Bros.,  20th  Century-Fox,  Screen  Gems, 
United  Artists-Ziv,  Four  Star  Produc- 
tions and  MCA-Revue  all  have  entered 
into  profit  participation  agreements  for 
various  shows. 

There  is  no  pat  formula.  A “strong” 
show — the  Tom  Ewell  Show  on  CBS- 
TV,  Fred  McMurray’s  My  Three  Sons 
on  ABC-TV,  Bristol-Myers'  Peter 
Gunn  (ABC-TV  next  season)  and 
Hitchcock  Presents  (on  NBC-TV  next 
season)  are  cited  as  examples — can 
ride  into  a network  schedule  whether 
it's  advertiser  or  network  licensed. 

The  advertiser  and  agency,  no  mat- 
ter how  strongly  in  support  of  adver- 
tiser-control, acknowledge  network  re- 
sponsibility for  what  is  programmed, 
and,  they  admit,  they  can  live  with  the 
situation  if  the  network  in  assuming 
responsibility  does  not  overlook  the  ob- 
ligation to  the  advertiser’s  marketing 
objective. 

New  contract  boosts 
film  directors  pay 

Increases  in  minimum  directors’  sal- 
aries from  $600  to  $650  a week  for  two 
years,  with  an  additional  increase  to 
$675  for  the  next  two  years,  are  called 
for  in  a new  contract  agreed  upon 
Wednesday  (May  11)  by  negotiators 
for  the  Directors  Guild  of  America,  the 
Assn,  of  Motion  Picture  Producers  and 
the  Alliance  of  Television  Film  Pro- 
ducers. 

The  new  contract,  which  must  be 
ratified  by  the  boards  and  memberships 
of  DGA,  AMPP  and  ATFP,  is  a four- 
year  pact,  dated  from  May  1,  1960.  It 
is  the  second  joint  agreement  covering 
directors  working  in  films  for  both 
theatrical  and  tv  exhibition.  The  first, 
which  this  will  succeed,  was  negotiated 
by  the  Screen  Directors  Guild  (now 
combined  with  the  Radio  and  Tv  Di- 
rectors Guild  into  DGA)  in  luly  of 
1958. 

The  new  agreement  also  calls  for 
minimum  salaries  of  first  and  second 
assistant  directors  to  be  boosted  10% 
for  the  first  two  years  of  the  contract 
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Let's  not  leave  the  plow 
in  mid-furrow! 


In  1 959  Congress  voted  to  reduce  the  10  per  cent  excise  tax  on  travel 
to  5 per  cent,  beginning  July  1 , 1 960.  Although  this  was  an  encouraging 
step,  it  was  half-measure  and  not  a solution  to  the  problems  which  the 
tax  creates.  Congress  should  be  urged  to  repeal  the  entire  tax  at  this 
session. 

The  travel  tax  was  imposed  during  World  War  II  as  a temporary  measure 
partly  to  help  meet  the  great  costs  of  the  conflict  but  particularly  to  discourage 
unnecessary  use  of  vital  transportation  facilities. 

The  tax  is  not  paid  by  the  companies  providing  transportation  services  but  by 
the  traveler  . . . everyone  who  uses  trains,  planes  or  buses.  It  thus  penalizes 
and  discriminates  against  travelers  who  must  use  public  carriers  and  in  favor 
of  those  who  use  private  transportation.  It  discriminates,  too,  against  the 
traveler  who  wants  to  “See  America  First.”  Because  foreign  travel  is  tax  exempt. 

It  is  unlikely  that  the  government  would  suffer  any  considerable  net  loss  from 
the  removal  of  this  tax.  Much  of  it  is  deductible  from  taxable  income  as  a 
business  expense.  In  addition,  increased  use  of  public  carriers  generated  by 
repeal  of  the  tax  would  result  in  higher  tax  payments  by  these  carriers. 


This  discriminatory  and  burdensome  travel  tax  has  long  outlived  its  usefulness. 
In  continuing  to  discourage  use  of  our  public  transportation  systems,  the  tax  now 
threatens  the  ability  of  the  carriers  to  meet  the  growing  needs  of  the  economy 
and  national  defense. 

Let’s  not  leave  the  job  half  done.  Congress  should  repeal  the  entire  tax  now. 

NATIONAL  CONFERENCE  FOR  REPEAL  OF  TAXES  ON  TRANSPORTATION 

1710  H Street,  N.W.  Washington  6,  D.  C. 
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Hollywood  writers’  strikes  continue 


Writers  Guild  of  America,  West 
will  hold  a negotiating  session  today 
(May  16)  with  a group  of  some  50 
tv  film  producers  who  are  neither 
affiliated  with  one  of  the  major  mo- 
tion picture  studios  nor  a member 
of  the  Alliance  of  Television  Film 
Producers.  Today’s  meeting  was  set 
following  a session  last  Wednesday 
(May  11).  No  meeting  was  held 
with  ATFP  nor  is  one  scheduled.  It 
is  expected,  however,  that  the  guild 
and  the  producers’  group  will  re- 
sume negotiations  after  the  top 
officials  of  WGAW  return  to  Los 
Angeles  from  a meeting  with  their 
counterparts  of  the  guild’s  eastern 
division  in  New  York.  WGA  by- 
laws require  the  eastern  and  western 
councils  to  get  together  twice  a year. 
Their  last  meeting  was  held  in  Los 
Angeles  last  November. 

This  evening,  the  screen  branch 
of  WGAW  will  hold  a membership 
meeting  to  discuss  a new  package 


proposal  submitted  by  the  major 
motion  pictures  producers  in  an  at- 
tempt to  end  the  WGA  strike 
against  them.  Like  the  tv  film  strike, 
the  writers’  strike  against  the  movie 
makers  started  Jan.  16.  Terms  of 
the  latest  offer  of  the  Assn,  of 
Motion  Picture  Producers  were  not 
divulged,  but  it  was  learned  that  the 
WGA  negotiating  committee  is  not 
going  to  recommend  acceptance  of 
the  new  package  in  toto,  but  has 
called  the  meeting  to  get  the  advice 
of  the  screen  writers  as  to  how  to 
proceed  with  the  negotiations. 
AMPP’s  previous  offer  was  similar 
to  the  agreement  reached  with  the 
Screen  Actors  Guild.  But  this  was 
rejected  by  the  writers  largely  be- 
cause they  refused  to  accept  the 
producers’  definition  of  pay-tv  as 
merely  an  extension  of  the  theatrical 
box  office  and  as  such  not  to  call  for 
any  extra  payment  to  writers  of 
theatrical  films. 


and  an  additional  5%  for  the  remain- 
ing two  years.  Minimum  for  first  as- 
sistants is  now  $370  a week;  for  second 
assistants  it  is  $215  a week. 

Like  the  actors,  the  directors  waived 
claims  for  payment  if  pre-’60  theatrical 
films  are  released  to  television.  For 
post-’60  theatrical  films,  the  producers 
agreed  to  pay  2%  of  their  receipts  from 
a sale  to  tv,  after  deduction  of  40% 
for  expenses.  This  provision  of  the  con- 
tract runs  for  six  years.  Also,  like  the 
actors,  the  directors  will  get  a pension 
fund  to  be  established  by  a producers’ 
payment  of  \Vz%  of  salaries  paid  di- 
rectors and  assistant  directors  from  Oct. 
1,  1953,  through  Dec.  31,  1959,  less 
the  amount  producers  have  paid  on  be- 
half of  directors  and  assistant  directors 
under  the  existing  industry  pension 
plan.  This  payment,  estimated  at  ap- 
proximately $360,000  will  be  paid  in 
10  equal  yearly  installments. 

Tv  Re-runs  ■ The  pension  plan  also 
calls  for  producers  to  pay  a sum  equal 
to  5%  of  directors’  salaries  on  theatrical 
films,  with  a ceiling  of  $100,000  per 
director  per  picture.  For  tv  films,  pro- 
ducers’ payments  will  equal  5%  of  the 
initial  amount  of  the  directors’  salary, 
with  a ceiling  of  double  the  initial  mini- 
mum. Producers  will  contribute  5% 
of  assistant  directors’  total  salaries.  Di- 
rectors and  assistants  will  themselves 
contribute  2Vz  % of  their  salaries  to 
the  pension  plan. 

The  existing  structure  is  continued 
for  television  film  re-runs:  35%  of 
weekly  minimum  for  the  first  re-run, 
30%  for  the  second,  25%  for  the  third, 
25%  for  the  fourth,  25%  for  the  fifth 


and  all  subsequent  re-runs  combined 
for  a total  of  140%.  However,  a joint 
economic  study  committee  is  to  be  ap- 
pointed to  look  into  the  whole  subject 
of  tv  re-runs. 

The  directors  accepted  the  position  of 
the  producers  that  pay  tv  is  the  same 
as  theatrical  exhibition.  But  if  after  two 
years  pay  tv  has  had  “a  material  effect 
on  the  theatrical  box  office,”  the  con- 
tract may  be  reopened  for  minimum 
theatrical  salaries  only. 

The  prickly  question  of  foreign  re- 
runs, which  has  kept  the  tv  film  pro- 
ducers from  completing  a new  contract 
with  the  writers,  is  handled  this  way 
in  the  new  directors’  pact:  “The  direc- 
tors are  given  a ‘favored-nations’  clause 
in  respect  to  television  re-runs  in  the 
foreign  market.” 

More  daytime  ABC-TV 

ABC-TV  will  expand  its  daytime  pro- 
gramming in  the  fall  by  scheduling  an 
additional  full  hour  daily  between  1 1 
a.m.  and  12  noon,  according  to  an  an- 
nouncement today  (May  16)  by  Oliver 
Treyz,  network  president.  Mr.  Treyz 
said  that  ABC-TV  will  be  offering 
“more  hours  of  network  programming 
to  the  public  between  11  a.m.  and  6 
p.m.  than  either  of  the  other  networks.” 
The  11-11:30  a.m.  period  will  be  filled 
by  the  Gale  Storm  Show,  and  the  1 1 :30- 
12  noon  period  will  be  occupied  by  a 
new  serial,  Hope  Springs.  Mr.  Treyz 
said  two  other  properties  will  be  added 
to  the  daytime  schedule  in  the  fall — 
Road  to  Eternity  (2:30-3  p.m.)  and 
The  Texan  (12  noon-12:30  p.m.). 


WGA  signs  networks; 
producers  still  struck 

The  Writers  Guild  of  America  re- 
ported last  week  that  it  has  signed  a j 
three-year  contract  with  ABC,  NBC  i 
and  CBS  covering  staff  and  freelance 
radio-tv  writers.  However,  it  continued  j 
its  four-month-old  strike  against  tele- 
vision film  producers,  including  the  j 
three  television  networks  (Broadcast- 
ing, May  9). 

The  maximum  weekly  scale  for  staff  . 
writers  at  CBS  and  ABC  was  raised  j 
from  $182  to  $191  immediately  and  j 
will  be  boosted  to  $195  for  the  second  j 
and  third  years.  In  addition,  writers  at 
CBS  and  ABC  receive  extra  payment  i 
when  employed  on  commercial  pro-  » 
grams.  At  NBC,  which  makes  no  pro- 
vision  for  commercial  fees,  the  scale 
rises  from  its  present  $202  weekly  to  >jl 
$211  immediately  and  $214  for  the 
second  and  third  years.  Expanded 
fringe  benefits  also  are  provided  in  the 
pact  with  networks.  Freelance  writers  j 
won  a 5%  contribution  of  their  earn-  j 
ings  for  a pension  plan  and  a 5%  in-  j 
crease  in  fees.  Terms  of  the  writers’  i 
new  contracts  are  retroactive  to  April  1 . 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EDT). 


NBC-TV 

May  16-20,  23-25  (6:30-7  a.m.)  Conti- 
nental Classroom. 

May  16-20,  23-25  (11-11:30  a.m.) 

Price  Is  Right,  participating  sponsors. 

May  16-20,  23-25  (12:30-1  p.m.)  It 
Could  Be  You,  participating  sponsors. 

May  17,  24  (8:30-9:30  p.m.)  Ford  Star- 
time, Ford  through  J.  Walter  Thompson. 

May  17,  24  (9:30-10  p.m.)  Arthur  Mur- 
ray Party,  P.  Lorillard  through  Lennen  & 
Newell  and  Sterling  Drug  through  Norman, 
Craig  & Kummel. 

May  18,  25  (8:30-9  p.m.)  Price  Is 
Right,  Lever  through  Ogilvy,  Benson  & 
Mather  and  Speidel  through  Norman, 
Craig  & Kummel. 

May  18,  25  (9-10  p.m.)  The  Perry 
Como  Kraft  Music  Hall,  Kraft  through  J. 
Walter  Thompson. 

May  19,  26  (9:30-10  p.m.)  The  Ford 
Show,  Ford  through  J.  Walter  Thompson. 

May  20  (9:30-10  p.m.)  Masquerade 
Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Grey  Adv. 

May  20  (8:30-9:30  p.m.)  The  Jerry 
Lewis  Show,  Proctor  Electric  through 
Weiss  & Geller. 

May  21  (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

May  21  (10:30-11  a.m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

May  21— (7:30-8:30  pm.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

May  22  (8-9  p.m.)  Music  On  Ice,  sus- 
taining. 

May  22  (9-10  p.m.)  The  Chevy  Show, 
Chevrolet  through  J.  Walter  Thompson. 

May  23  (10-11  p.m.)  The  Steve  Allen 
Plymouth  Show,  Plymouth  through  N.W. 
Ayer. 


I 
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The  NASA-USAF-Navy  X-15  manned  rocket  gets  a vita / part . . . delivered  with' jet-age  speed  by  AIR  EXPRESS 


X-15  part  flies  first  3000  miles  by  Air  Express 

The  scene:  Edwards  Air  Force  Base,  Calif.  Crack  engineers  work  'round  the  dock  to  ready  the  X-15 
for  its  flight  to  the  brink  of  outer  space,  its  engine,  built  by  Thiokoi  in  Denville,  New  Jersey,  packs 
a 400,000  HP  punch — more  than  the  power  of  two  giant  ocean  liners!  Because  of  an  accelerated 
assembly  schedule,  some  parts — like  this  turbine  pump  control — are  installed  right  on  the  flight  line. 
They  must  be  shipped  fast,  with  kid-glove  handling.  In 
short,  a job  for  low-cost  Air  EXPRESS.  Give  your  business 
these  advantages,  too.  Call  Air  Express  to  speed  your 
products  FIRST  TO  MARKET.  . . . FIRST  TO  SELL 


AIR 


CALL  AIR  EXPRESS  DIVISION  OF  RAILWAY  EXPRESS  AGENCY 


GETS  THERE  FIRST  VIA  U.  S.  SCHEDULED  AIRLINES 


. - 
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TELEVISION  S BIG  MAN  FOR  1 960-61 

It’s  Henry  Jaffe — who  lets  talent  take  the  limelight  while 
he  quietly  exerts  vast  power  as  producer,  agent  and  attorney 


The  busiest  independent  producer 
for  the  upcoming  television  season 
won’t  be  such  frequently  mentioned  tv 
tycoons  as  David  Susskind,  Hubbell 
Robinson  or  Robert  Saudek.  The  title 
of  television’s  production  kingpin  for 
1960-61  will  be  a short,  quiet  man 
known  as  Henry  Jaffe. 

Exerting  immense  power  at  low  visi- 
bility, Mr.  Jaffe  is  masterminding  a 
schedule  that  will  cover  at  least  70 
hours  of  network  programming  during 
the  year,  including  52  shows  for  Chev- 
rolet, 15  programs  for  Bell  Telephone 
and  an  undetermined  number  of  hour- 
long  specials.  They  will  keep  him  hop- 
ping from  coast  to  coast  all  year. 

A Hollywood  scenario,  glutted  with 
glamor,  show  business  nostalgia  and 
behind-the-scene  maneuvering,  could  be 
fashioned  easily  on  “The  Many  Lives 
of  Henry  Jaffe.” 

It  might  open  with  his  boyhood, 
when  he  was  a wide-eyed  theatre  and 
opera  buff  in  Manhattan.  Then  it  might 
progress  through  his  career  as  theatrical 
attorney,  business  manager  and  confi- 
dante to  “big  name”  entertainment 
personalities,  a founder  of,  and  legal 
counsel  to,  two  talent  labor  unions  and 


executive  producer  and  packager  of 
highly-acclaimed  live  television  pro- 
gramming, including  Producers’  Show- 
case, The  Dinah  Shore  Chevy  Show, 
The  Bell  Telephone  Hour  and  Shirley 
Temple’s  Storybook. 

Light  and  Shadows  ■ Pathos  and  con- 
flict never  hurt  a script  either.  There 
have  been  peaks  and  valleys  in  Henry 
Jaffe’s  life  too.  He  was  married  for 
many  years  to  actress  Jean  Muir,  but 
they  now  are  divorced,  though  still 
friends.  For  many  years,  too,  he  was 
associated  with  his  younger  brother, 
Saul,  in  both  law  and  television.  They 
dissolved  their  association  three  years 
ago,  said  to  be  attributable  to  “a  dif- 
ference of  opinion.”  Their  present  re- 
lationship is  said  to  be  cool  and  distant, 
but  they  speak  warmly  of  one  another. 

Despite  his  formidable  influence  in 
radio  and  television  over  a span  of 
about  25  years,  Henry  Jaffe  is  a person 
whose  name  is  “known”  to  many  in- 
dustry figures — but  few  know  much 
about  him.  He  remains  one  of  the  more 
under-publicized  titans  of  tv  and  he 
prefers  it  that  way. 

An  associate  recently  said  that  for 
1960-61,  Mr.  Jaffe  will  have  “at  least 


70  shows  on  the  networks,  consisting 
of  52  Chevy  shows,  15  Bell  Hour  pro- 
grams and  a still  undetermined  number 
of  other  specials.”  This  claim  was 
checked  among  several  other  leading 
producers.  A spokesman  for  one  ex- 
claimed in  surprise:  “You  know,  that’s 
right.  This  certainly  makes  Jaffe  the 
busiest  independent  producer  around. 
It’s  funny,  but  when  you  think  of  inde- 
pendent producers,  you  never  think  of 
Jaffe.  He  surrounds  himself  with  talent 
and  it’s  the  talent  that  gets  the  head- 
lines, not  Jaffe.” 

Heart  and  Fist  ■ Henry  Jaffe  is  a 
small,  slender  man  with  an  expressive 
face,  luminous  eyes  and  a balding 
dome.  An  associate  characterizes  him 
as  “a  soft-voiced  Cagney  of  a man,  all 
heart  and  fist.”  This  description  may 
be  a trifle  lyrical,  but  those  who  know 
him  say  that  it  hits  close  enough  to  the 
mark  to  be  accurate.  His  old  friend, 
Dinah  Shore,  can  attest  to  his  generosity 
and  hard-headed  dealings  in  her  behalf. 

The  secret  of  his  success,  colleagues 
say,  is  that  he  knows  talent  and  knows 
how  to  negotiate.  He  is  said  to  be 
endowed  also  with  all  the  other  at- 
tributes of  a successful  showman : drive, 
imagination,  single-mindedness  and  flex- 
ibility. 

Mr.  Jaffe  is  a talented  raconteur.  His 
endless  anecdotes  are  humorous  and 
full  of  the  names  of  entertainment  VIPs. 
His  stories  often  become  marathons. 
A visitor  pressed  for  time  faces  a de- 
lemma— to  enjoy  a well-told,  revealing 
episode  or  to  divert  Mr.  Jaffe’s  atten- 
tion to  business  at  hand. 

Mr.  Jaffe  was  born  in  Manhattan  on 
Jan.  19,  1907.  He  acquired  his  interest 
in  law  and  his  love  for  the  entertain- 
ment field  from  his  father,  Moses  Jaffe, 
a well-known  theatrical  lawyer.  Mr. 
Jaffe  recalls  fondly:  “We  used  to  go  to 
the  theatre  and  the  opera  five  times  a 
week.  We  saw  about  every  perform- 
ance of  Enrico  Caruso  in  New  York.” 

‘I  Quit’  ■ An  apt  student,  Mr.  Jaffe 
received  both  his  bachelor’s  and  law 
degrees  from  Columbia  by  the  time  he 
was  22.  He  worked  for  more  than  six 
years  for  a large,  conservative  law  firm 
that  specialized  in  utilities  litigation. 
Though  he  handled  cases  involving 
millions  of  dollars,  his  weekly  salary 
was  less  than  $50  a week.  He  sum- 
moned up  courage  one  day  and  asked 
the  head  of  the  firm  if  he  might  be 
considered  for  promotion  to  junior 
partner.  He  remembered  his  superior 


To  ONE  OF  HIS  ASSOCIATES,  Mr.  JAFFE  IS  . . . 

. . . 'a  soft-voiced  Cagney  of  a man,  all  heart  and  fist' 
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New-from  the  world  leader  in  FM  ! 


Zenith  proudly  presents 
America’s  first  all-transistor 

Portable  FM^M  Radio 


Engineered  with  watchmakers  precision,  magnificently  styled. 

Zenith's  new  cordless  Trans-Symphony  Royal  2000  has  richer,  fuller  tone -greater 
power  and  sensitivity -than  any  portable  radio  of  its  kind  ever  made  ! 


Now  add  the  pleasure  of  FM  to  your 
outdoor  listening.  Zenith’s  new  Trans- 
Symphony  portable  operates  on  ordi- 
nary flashlight  batteries.  Pours  out  rich 
brilliant  tone  from  its  7"  x 5"  speaker. 
Like  the  finest  table  model  FM/AM 
receivers, Zenith’s  new  Trans-Symphony 
has  Automatic  Frequency  Control  for 
drift-free  FM  listening,  broad-range 
tone  control,  precision  Vernier  tuning, 


Zenith’s  famous  long-distance  AM 
chassis.  Three  built-in  antennas:  a 
Wavemagnet®  AM  antenna,  a concealed 
FM  antenna,  plus  a telescoping  FM 
dipole  antenna.  Weight:  1134  pounds. 
Dimensions:  10%"  high  (including 
handle),  4 J4"  deep,  Ills"  wide.  Black 
Permawear  covering,  brushed  aluminum 
and  chrome  plate  trim.  Zenith’s  Trans- 
Symphony  Royal  2000,  $189.95.* 


Quality-built  in  America  by  highly  skilled,  well-paid  American  workmen 


I'  i UT  ZENITH  RADIO  CORPORATION 

3gS2*r  m CHICAGO  39,  ILLINOIS.  IN 
V—~ 1 W CANADA:  ZENITH  RADIO  COR- 

PORATION OF  CANADA  LTD.,  TORONTO,  ONT. 

The  Royalty  of  television,  stereophonic  high  fi- 
delity instruments,  phonographs,  radios  and  hear- 
ing aids.  41  years  of  leadership  in  radionics  ex- 
clusively. 

* Manufacturer's  suggested  retail  price,  including  bat- 
teries.Prices  and  specifications  subject  to  change  with - 


Keep  your  eye  on 
Zenith  for 
new  and  exciting 
research  developments 
in  FM! 


ZENITH 


The  quality  goes  in 

before  the  name  goes  on 
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THE  REAL  McCOY!  Not  a background 
projection!  This  scene,  from  a 60-second 
TV  film  commercial,  was  shot,  as  a unit, 
skyline  and  all,  from  the  roof  of  a Brooklyn 
hotel.  It  comes  to  viewers  real  as  life,  and 
—real  importantly— at  lowest  possible  cost. 

And  so  it  goes— whenever  you  want  the 
exceptional— turn  to  film.  For  film,  and  film 
alone,  gives  you  the  opticals,  the  other 
effects,  you  must  have  for  high-polish  com- 
mercials . . . provides  animation  . . . assures 
coverage  and  penetration  the  world  over. 


>r  further  information,  get  in  touch  with  Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY,  Rochester  4,  N.Y. 


Midwest  Division 
1 30  East  Randolph  Drive 
Chicago  1,  III. 


West  Coast  Division 
6706  Santa  Monica  Blvd. 
Hollywood  38,  Calif. 


W.  J.  German,  Inc.  Agents  for  the  sale  and  distribution  of 
Eastman  Professional  Motion  Picture  Films, 

Fort  Lee,  N.J.,  Chicago,  III.,  Hollywood,  Calif. 


PRODUCER:  Gray-O’Reilly  Studios 
ADVERTISING  AGENCY:  Young  and  Rubicam,  Inc 
ADVERTISER:  General  Cigar  Company,  Inc. 
PRODUCT:  Robt.  Burns  Continental 


Reproduced  from  retouched  20X  enlargement  of  original  35mm  film. 


saying  coldly:  “Mr.  Jaffe,  we  will  make 
you  a junior  partner  when  we’re  good 
and  ready — and  not  one  minute  soon- 
er.” On  the  spot,  Mr.  Jaffe  made  a 
quick  decision:  “I  quit.” 

Without  clients,  he  opened  a small 
office  in  New  York.  As  an  avid  theatre 
and  opera  goer,  he  had  made  the  ac- 
quaintance of  Lawrence  Tibbett.  One 
day  Mr.  Tibbett  complained  to  him 
about  the  arbitrary  contracts  which 
some  concert  bureaus  forced  perform- 
ers to  sign.  Mr.  Jaffe  commiserated 
with  him,  but  pointed  out  that  one  art- 
ist alone  couldn’t  correct  the  grievance. 
He  said  concert  bureaus  could  easily 
leave  him  out  in  the  cold  and  substitute 
other  artists  if  he  became  too  unyield- 
ing. 

Then  Mr.  Jaffe’s  brain  percolated: 
why  not  a union  for  all  musical  art- 
ists? He  and  Mr.  Tibbett  persuaded 
other  beleaguered  artists  to  join  forces 
with  them — and  the  American  Guild 
of  Musical  Artists  was  created.  Mr. 
Jaffe  was  in  business  too — show  busi- 
ness. In  1936,  prodded  by  Mr.  Jaffe’s 
shrewd  negotiation  tactics,  the  conser- 
vative Metropolitan  Opera  House  ca- 
pitulated and  signed  its  first  AGMA 
contract. 

AFRA  Is  Born  ■ Similarly,  in  1937, 
Mr.  Jaffe  was  in  the  forefront  of  ac- 
tivity for  the  formation  of  a union  to 
represent  broadcast  performers.  Up  un- 
til that  point  there  was  a broadcast  sec- 
tion within  Actors  Equity,  but  Mr. 
Jaffe  and  the  late  George  Heller  rea- 
soned that  the  field  was  large  enough 
to  sustain  its  own  union.  So  the  Amer- 
ican Federation  of  Radio  Artists  was 
born  with  Mr.  Jaffe  as  counsel.  That 
summer  AFRA  negotiated  its  first  net- 
work contract,  covering  sustaining 
programs  only. 

Mr.  Jaffe  pointed  to  an  ironic  side- 
light of  his  career:  while  still  counsel 
to  the  radio-tv  performers’  union  in  the 
1950s,  he  also  became  active  as  a pro- 
ducer. He  recalls  that  “as  lawyer  for 
AFTRA,  I cost  Producers  Showcase  a 
lot  of  money.” 

His  legal  chores  for  AFTRA  and 
AGMA  plunged  him  deeply  into  the 
world  of  show  business.  The  consulta- 
tion he  provided  as  a union  counsel 
often  led  to  an  outside  association  with 
well-known  entertainers.  Among  the 
big  names  he  has  represented  are  Frank 
Sinatra,  Grace  Kelly,  Jascha  Heifitz, 
Burl  Ives,  Doris  Day,  Alec  Templeton, 
Ethel  Merman,  Leland  Hayward,  Mont- 
gomery Clift  and  Dinah  Shore. 

“Dinah  and  I,”  he  said,  “have  had  a 
warm  friendship  for  more  than  20 
years.” 

He  met  Miss  Shore  in  1939.  She  was 
then  appearing  on  a radio  network  and 
on  a local  radio  station  in  New  York, 
for  which  she  “received”  $150  per 


week.  But,  actually,  Miss  Shore  took 
home  little  more  than  $50  of  that  sum. 
She  had  two  agents,  each  of  whom  ex- 
tracted 20%  from  her  gross,  and  a 
New  York  hairdresser,  who  was  prom- 
ised 25%  of  the  stipend  because  he 
had  befriended  the  singer  when  she 
came  to  the  big  city  and  had  intro- 
duced her  to  show-business  figures. 
Miss  Shore’s  brother-in-law  brought 
the  predicament  to  the  attention  of 
AFTRA  and  Mr.  Jaffee  decided  to  help. 

‘Get  Lost’  ■ He  talked  long  and  hard 
with  the  agents  and  persuaded  them  to 
release  Miss  Shore  from  her  contract. 
He  growled  two  words  to  the  hair- 
dresser (“get  lost”)  and  “we  haven’t 
heard  from  him  since,”  Mr.  Jaffe  vol- 
unteered. 

His  excursion  into  tv  production  was 
“accidental,”  Mr.  Jaffe  said.  His  ac- 
tivities in  behalf  of  various  clients  had 
led  to  an  acquaintanceship  with  Syl- 
vester L.  (Pat)  Weaver  Jr.,  then  NBC 
president,  and  they  learned  they  shared 
an  interest  in  the  theatre  arts.  One  day 
Mr.  Weaver  talked  animatedly  with 
Mr.  Jaffe  about  television’s  obligation 
to  bring  to  the  public  some  significant 
programming  on  opera,  ballet,  serious 
drama  and  music.  He  suggested  that 
Mr.  Jaffe  bring  together  a group  that 
would  line  up  talent  to  stage  such  a 
presentation  once  a month.  Mr.  Jaffe 
persuaded  one  of  his  clients,  Leland 
Hayward,  a well-known  Broadway  pro- 
ducer, to  serve  as  executive  producer 
for  the  project,  known  as  Producers 
Showcase.  Mr.  Hayward  agreed  and 
everyone  swung  into  action. 

Shortly  before  the  first  production 
was  to  go  on  the  air  in  the  fall  of  1952, 
Mr.  Hayward  became  ill  and  NBC 
suggested  that  Mr.  Jaffe,  who  had  been 
immersed  with  the  project,  supervise 
Showcase  for  two  months  until  another 
producer  could  be  selected.  The  new 
selection  was  never  made  and  Mr.  Jaffe 
and  brother  Saul  produced  the  90- 
minute,  once-a-month  spectacular  for 
the  five  years  it  remained  on  the  air. 

Among  the  memorable  programs 
carried  on  Showcase  were  “Peter  Pan,” 
starring  Mary  Martin;  S.  Hurok’s  “Fes- 
tival of  Music,”  with  Marian  Anderson 
and  others;  the  Sadler’s  Wells  Ballet; 
“Romeo  and  Juliet,”  with  Claire  Bloom; 
“Cyrano,”  with  Jose  Ferrer,  and  many 
other  distinguished  offerings.  As  part 
of  Producers  Showcase,  two  highly- 
regarded  dramatic  programs  also  were 
presented  — The  Goodyear  Playhouse 
and  The  Alcoa  Hour. 

Pathway  to  Hollywood  ■ When  the 
Jaffe  brothers  ended  their  long  partner- 
ship in  1957,  Dinah  Shore  asked  Henry 
Jaffe  to  go  to  Hollywood  to  serve  as 
executive  producer  of  her  program. 
This  past  season,  his  company,  Henry 
Jaffe  Enterprises,  also  produced  The 
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Bell  Telephone  Hour,  which  won  a 
Peabody  Award  a few  weeks  ago. 

And  the  future?  For  next  season, 
Mr.  Jaffe  plans  to  produce  “specials 
that  really  are  specials,”  he  asserted. 
He  declines  to  give  details  but  indicated 
they  will  be  in  the  genre  of  Producers 
Showcase — programming  covering  the 
gamut  of  the  entertainment  arts. 

Mr.  Jaffe  makes  his  home  today  in  a 
Hollywood  cottage  with  his  son,  David, 
17,  who  is  “an  accomplished  wrestler 
and  a future  physicist.”  His  other  two 
children — Michael,  15,  and  Margaret 
Ann,  12,  live  with  Miss  Muir  in  White 
Plains,  N.Y. 

He  maintains  full  staffs  in  both  New 


Five  years  ago  a broadcaster  wrote 
himself  a 26-page  memorandum.  He 
showed  it  to  a friend,  who  added  some 
thoughts  of  his  own.  Then  the  memo 
was  filed  away,  but  the  associates 
would  take  it  out  once  a year  to  see 
if  it  stood  up.  It  did. 

Today  (May  16)  it  is  taking  form 
as  KFAX  San  Francisco,  a radio  sta- 
tion dedicated  to  news  and  nothing 
else. 

The  memo  writer  was  J.  G.  (Gil) 
Paltridge.  The  friend — Ray  Rhodes. 
The  two  west  coast  radio  men  had 
been  interested  in  news  since  college 
days  when  they  ran  a daily  paper. 
Today  they  are  respectively  executive 
vice  president-general  manager  and 
president-general  manager  of  KFAX 
successor  station  to  KJBS.  The  sale  to 
Argonaut  Broadcasting  Co.,  for  $425,- 
000,  operator  of  KFAX,  was  approved 
by  the  FCC  week  before  last  (Broad- 
casting, May  9).  AJ.  Krisik,  who  with 
Theodore  J.  Wolf  owns  KFIV  Modesto, 
Calif.,  is  chairman  of  the  new  firm  that 
has  outlined  for  itself  the  role  of 
“broadcast  publisher.” 

“Newsradio,”  as  conceived  by  the 
KFAX  founders,  means  not  only  total 
news  throughout  the  schedule.  It  also 
means  selling  under  the  publishing  con- 
cept, as  practiced  in  English  television 
and  advocated  by  some  for  television 
here.  An  advertiser  may  buy  announce- 
ments, but  he  can’t  buy  a show.  KFAX 
commercials  are  integrated  within  pro- 
gramming according  to  the  advertiser’s 
audience  objectives  and  time  choices. 
There  are  no  opening-closing  bill- 
boards. The  commercial  formula  con- 
templates three  announcements  per 
quarter-hour  news  segment,  two  for  10, 
one  for  five,  and  spots  at  station  breaks. 

The  Editors  ■ A team  of  news  pro- 
fessionals is  running  the  show  at 
KFAX.  There’s  a managing  editor  (no 


York  and  Hollywood.  At  the  height  of 
the  season,  Jaffe  Enterprises  employs 
about  250  people  in  both  cities.  His 
aides  include  Barry  Wood,  who  pro- 
duces the  Bell  series  in  New  York,  and 
Bob  Finkel,  who  produces  the  Dinah 
Shore  programs.  He  considers  Norman 
Lessing,  script  supervisor,  his  “chief 
assistant,”  and  relies  heavily  on  his  ex- 
ecutive assistant.  Rose  Blacker,  who 
has  been  associated  with  him  for  more 
than  15  years. 

Mr.  Jaffe  is  a working  producer — he 
helps  plan  programs,  select  artists — but 
knows  how  to  delegate  authority.  He 
commutes  to  New  York  at  least  every 
two  weeks  on  business. 


program  director),  editorial  director, 
fulltime  and  free  lance  editors,  com- 
mentators and  specialists.  They  turn 
out  news  in  hour  blocks  of  five  to  15- 
minute  units,  with  two-minute  slots 
several  times  a day  for  station  edi- 
torials and  a column  for  listener 
opinion  and  comment  immediately  fol- 
lowing editorials.  A weekday  morning 
on  KFAX  looks  something  like  this: 

7:00  "The  seven  am  edition";  7:15  Business 
news  commentator;  7:20  World  news  analyst; 
7:30  News  headlines;  7:35  Sports  commentator; 
7:45  Station  editorial;  7:47  Listener  opinion  and 
comment;  7:50  Story-in-depth. 

8:00  "The  eight  am  edition";  8:15  Washing- 
ton news  commentary;  8:25  Local  news  feature 
story;  8:30  News  headlines;  8:35  Sports  news 
arrd  commentary;  8:45  Station  editorial;  8:47 
Listener  opinion  and  comment;  8:57  Weather. 

9:00  "The  nine  am  edition";  9:15  Food  editor; 
9:20  Local  news  feature  story;  9:30  News  head- 
lines; 9:35  Sports  news;  9:40  Women  today 
(syndicated  feature);  9:45  Story-in-depth;  9:55 
News  oddities  feature. 

10:00  "The  ten  am  edition";  .10:15  Movie- 
land — Hollywood  news. 

The  staff  has  at  its  disposal  the  en- 
tire UPI  daily  service,  putting  it  on 
equal  footing  with  newspaper  sub- 
scribers. This  is  augmented  by  a state 
news  wire.  Editors  work  on  a leap-frog 
basis,  turning  out  the  hourly  Editions, 
with  some  segments  repeated  during  the 
day  but  no  repetition  within  the  hour. 

The  editorial  team  includes  Ed  Salz- 
man,  managing  editor,  formerly  city 


Mr.  Paltridge  Mr.  Rhodes 


Tennis  and  Yogi  ■ He  is  up  at  six 
each  morning  and  plays  tennis  and 
swims  before  going  to  the  office.  He 
is  a devotee  of  Oriental  philosophy  and 
art  and  has  an  extensive  collection  of 
paintings  from  the  Orient  and  of  ivory 
from  all  over  the  world.  He  is  an  en- 
thusiastic chess  player.  Mr.  Jaffe  be- 
lieves in  Yogi,  but  confessed  he  is  “not 
disciplined  enough  to  master  the  tech- 
nique, but  my  son,  David,  is  much 
more  accomplished  than  I.” 

How  does  he  do  so  many  things?  He 
smiled  faintly  and  replied: 

“I  need  only  three  hours  sleep  a 
night.  I stay  in  bed  longer  than  that — ■ 
only  because  I have  no  one  to  talk  to. 
Nobody  is  up  at  that  time.” 


editor  of  the  Oakland,  Calif.,  Tribune; 
Jock  Laurence,  former  foreign  cor- 
respondent and  head  of  his  own  Wash- 
ington, D C.,  radio  news  service;  Dave 
Schofield,  longtime  news  director  of 
KFRC  San  Francisco  and  sportscaster; 
Dr.  Robert  Scalapino,  head  of  the  U.  of 
California  political  science  department 
and  KFAX  world  news  analyst,  and 
Dorothy  Levy,  women’s  sports  com- 
mentator and  wife  of  U.  of  California 
football  coach  Marv  Levy.  Hean  Paul- 
son, journalism  head  of  Brigham  Young 
U.  and  former  managing  editor  of  the 
Berkeley  (Calif.),  Daily  Gazette,  will  be 
KFAX  editorial  director  until  Sep- 
tember. 

Underlying  the  KFAX  experiment  is 
a three-plank  platform: 

■ An  exclusive  image.  KFAX  be- 
lieves it  has  come  up  with  the  coun- 
try’s first  total-news  format,  one  that  is 
easily  identifiable; 

■ Promotability.  “Dial  11  [1100  kc] 
for  news.” 

■ Saleability.  News  programs  and  ad- 
jacencies seldom  appear  unfilled  on 
availability  sheets.  “People  listening  to 
news  and  comment  are  paying  atten- 
tion— usually  close  attention,”  the  man- 
agement comments. 

The  dog-eared  Paltridge-Rhodes 
memorandum  contains  research  support- 
ing the  total-news  theory.  Using  Pulse 
radio  ratings  in  markets  where  they 
have  worked  over  the  years,  the  authors 
graphed  the  audience  throughout  the 
broadcast  day.  The  fever  line  invariably 
peaks  at  newstime,  or,  as  Mr.  Paltridge 
illustrates,  pointing  to  valleys  of  regu- 
lar programming,  the  line  meanders 
until  the  news  hour,  and  then,  “whap, 
it  pokes  up.”  Presumably,  KFAX’s  own 
Pulse  line  will  run  happily  along  at 
the  “whap”  level.  In  other  research, 
KFAX  has  determined  that  San  Fran- 
cisco is  a city  of  listeners  rather  than 
readers,  with  the  largest  daily  reaching 
only  22.2%  of  families  in  the  combined 
city  and  retail  trading  zones. 


IT’S  ALL  NEWS— NO  MUSIC 

KFAX  San  Francisco  is  air  ‘publisher’ 
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BMI  SALUTES  ITS 
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IERRY  BOCK 

and 

SHELDON  HARNICK 
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Graphic  Pictures  eyes 
toll  tv  for  Chicago 

Graphic  Pictures  Inc.’s  plans  for  a 
$500,000  video  tape  and  live  produc- 
tion and  syndication  center  in  Chicago 
contemplate  a possible  working  agree- 
ment with  the  permittee  of  uhf  ch.  26 
in  that  city,  it  was  learned  last  week. 

Also  envisaged  in  long-range  plans 
would  be  the  utilization  of  the  channel 
for  toll  tv  purposes.  The  channel’s  cur- 
rently held  by  WHFC  Inc.  (WHFC  Ci- 
cero, 111.)  and  former  Rep.  Richard 
Hoffman. 

Graphic  and  RCA  announced  April 
21  they  had  joined  hands  in  an  equip- 
ment venture  designed  to  revitalize  Chi- 
cago as  a major  tv  production  center 
for  programs  and  commercials,  with 
emphasis  on  video  tape  recording  and 
duplicating  facilities.  Graphic  has  pur- 
chased $300,000  worth  of  tv  camera 
and  recording  gear  from  RCA  for  new 
studios  in  the  Daily  News  Bldg.  A to- 
tal investment  of  $500,000  has  been 
earmarked  for  the  project,  according 
to  Robert  Estes,  Graphic  president  (At 
Deadline,  April  25). 

Mr.  Hoffman  said  that  WHFC  Inc. 
plans  to  retain  its  uhf  channel  rather 
than  return  it  in  line  with  an  FCC  or- 
der earlier  this  year.  At  that  time 
(At  Deadline,  Feb.  22),  the  commis- 


Equipment  ordered  ■ Mr.  Estes  (1) 
orders  $300,000  worth  of  video  tape 
recording,  camera  and  other  equipment 
from  C.  H.  Colledge,  general  manager 
of  RCA’s  broadcast  and  tv  equipment 
division. 

sion  ordered  54  permittees  to  start 
building  or  turn  in  their  cps.  None  of 
the  principals  reportedly  involved  in 
the  joint  project  would  comment  offi- 
cially on  preliminary  discussions.  The 
obvious  obstacle  to  putting  WHFC-TV 
on  the  air  would  be  the  lack  of  uhf 
converters  in  Chicago,  a four-station 
vhf  market.  Graphic  would  furnish 
complete  studio  facilities  and  taped, 
live  and  other  programs  including 
filmed  sports  staples. 

Mr.  Estes  feels  Graphic  can  provide 
better-quality,  specially-tailored,  low- 
cost  programs  to  advertisers  on  a syn- 
dication basis  in  competition  with  net- 
work fare.  Graphic’s  announcement 
represented  the  entry  of  another  inde- 
pendent producer  in  the  growing  Chi- 
cago tape  recording  market. 

Specifically,  Graphic  bought  three  vtr 
units  and  a color  rack  for  each  ma- 
chine from  RCA  and  is  awaiting  de- 
livery of  a color  camera,  plus  certain 
automation  equipment.  It  also  pur- 
chased four  new  RCA  4Vi-inch  tube 
cameras,  and  special  effects  gear. 

California  A P awards 

Entries  in  the  California  Associated 
Press  Radio-Television  Assn.’s  news 
performance  competition  were  judged 
by  a team  from  its  Texas  counterpart. 
While  expressing  regret  over  the  lack 
of  entries  from  non-metropolitan  sta- 
tions, the  judges’  report  stated  that 
“the  distinguishing  mark  of  the  win- 
ners is  that  each  reflected  consummate 
planning  and  greatest  care  in  execu- 
tion of  those  plans.” 

The  winning  stations  are: 

TELEVISION: — News  (Metropolitan  division): 
Certificate  of  Excellence— KNXT  (TV)  Los  An- 
geles for  Seven  O'clock  Report.  Certificate  of 
Merit  KR0N-TV — San  Francisco  for  Six  O'clock 


News.  SPORTS  (Metropolitan  division):  Certificate  : 
of  Excellence— KNXT — Los  Angeles  for  Gil  Strat- 
ton program.  SPECIAL  EVENTS  (Metropolitan 
division):  Certificate  of  Excellence — KFSD- 

TV— San  Diego  for  Cornea  Transplant. 
Certificate  of  Merit — KRCA-TV  — Los  An- 
geles for  Chavez  Ravine  Report.  DOCU- 
MENTARY (Metropolitan  division):  Certificate  of 
Excellence — .KNXT — Los  Angeles  for  Hell  Flower. 
EDITORIAL  or  COMMENTARY  (Metropolitan 
division):  Certificate  of  Excellence — KFBM-TV — 
San  Diego  for  Assignment:  Harold  Keen.  Cer- 
tificate of  Merit — KRCA-TV — Los  Angeles  for  ! 
California  Report.  GENERAL  PRESENTATION 
(Metropolitan  division):  Certificate  of  Excel- 

lence to  KRCA-TV — Los  Angeles. 

RADIO: — NEWS  (Metropolitan  division):  Cer- 
tificate of  Excellence — KNBC — San  Francisco 
for  Clarence  Leisure's  7:30  a.  m.  news.  Certificate 
of  Merit — KFMB — San  Diego  for  Merritt  Hadley's 
News.  FARM  (Metropolitan  division):  Certificate 
of  Excellence— KNBC — San  Francisco  for  West- 
ern Farm  Review.  Certificate  of  Merit — KG0— 
San  Francisco  for  Henry  Schacht's  Farm  Re- 
porter. SPORTS  (Metropolitan  division):  Certifi- 
cate of  Excellence — KCBS — San  Francisco  for 
Don  Klein's  Sports  Notebook.  Certificate  of  Merit 
— KNX — Los  Angeles  for  Sports  Final.  SPECIAL 
EVENTS  (Metropolitan  division):  Certificate  of 
Excellence — KCBS — San  Francisco  for  Khrushchev 
Visit.  Certificate  of  Merit — KNBC — -San  Fran- 
cisco for  It  Happened  Today — Nuclear  Submarine 
Launching.  (Non-metropolitan  division):  Certificate 
of  Excellence — KACE — Riverside  for  SAC  Naviga- 
tion and  Air  Refueling  Competition.  Certificate  of 
.Merit — KIDD — .Monterey  for  Storm.  DOCU- 
MENTARY (Metropolitan  division):  Certificate 

of  Excellence — KNX — Los  Angeles  for  Image  of 
America.  Certificate  of  Merit — KCBS. — San  Fran- 
cisco for  European  Holiday  and  to  KFSD — San 
Diego  for  The  Border.  EDITORIAL  or  COMMEN- 
TARY (Metropolitan  division):  Certificate  of  Ex- 
cellence— KCBS  San  Francisco  for  Don  Mozley. 
(Non-Metropolitan  division):  Certificate  of  Ex- 
cellence— KACE — Riverside  for  How  Much  for  a 
Child's  Life?  GENERAL  PRESENTATION  (Met- 
ropolitan division):  Certificate  of  Excellence — - 
KNX — Los  Angeles.  (Non-Metropolitan  division): 
Certificate  of  excellence — KACE — Riverside. 
AP  NEWS  COOPERATION:  Certificates  of  Ex- 
cellence— KBIS  Bakersfield;  KPRL — Paso  Robles; 
KU BA— Yuba  City;  KSCO— Santa  Cruz;  KMYC — 
Marysville;  KUKI — Ukiah.  Certificates  of  Merit — 
KACE— Riverside;  KNTV  (TV)  San  Jose;  KGEN — 
Tulare,  KWG — Stockton;  KSBY — San  Luis  Obispo. 

Goldwyn  gets  reminder 

The  American  Federation  of  Mu- 
sicians last  week  notified  producer 
Samuel  Goldwyn  that  the  union  will  ex- 
pect re-use  payment  for  musicians  cov- 
ering sale  of  motion  pictures  for  tv 
showing.  The  letter  followed  one  that 
was  sent  two  weeks  ago  to  Columbia 
Pictures  (Broadcasting,  May  9),  and 
noted  that  AFM  has  agreement  with 
motion  pictures  for  period  between 
1948-58,  requiring  prior  consent  by  the 
union  for  sale  of  films  to  tv  in  which 
musicians  appeared.  The  latter  made  it 
plain  that  the  federation  will  seek  re- 
payments for  all  films  sold  to  tv.  Gold- 
wyn has  reported  it  planned  to  release 
some  of  its  features  to  tv  (Broad- 
casting, May  9). 


★ YUL  BRYNNER  ★ GEORGE  STEVENS 
★ OLIVIA  DE  HAVILLAND 
Among  the  guests  this  week  on 

DICK  STROUTS 

Internationally  syndicated 

‘YOUNG  HOLLYWOOD’ 

Harry  S.  Goodman  Productions,  Inc. — NYC 
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Georgia  AP  awards 

The  Georgia  Associated  Press  Broad- 
casters Assn,  has  presented  awards 
for  outstanding  news  operations  during 
1959  to  14  radio  and  tv  stations  in  that 
state.  The  awards  are  based  on  merit 
in  gathering,  editing  and  presenting 
various  types  of  news  broadcasts. 
WGAU  Athens  was  honored  with  a 
special  award  for  its  work  in  the  co- 
operative exchange  of  news  between 
the  AP  and  its  member  stations. 

Stations  and  individual  newsmen 
cited : 

GENERAL  NEWS  CATEGORY:  Superior  rating: 
WDEC  Americus,  Paul  Fieben,  Charles  C.  Smith; 
WGAU  Athens,  H.  Randolph  Holder;  WGST  At- 
lanta, Jack  Hurst;  WSB  Atlanta,  Jim  Axel,  Dick 
Cowden,  Bill  Foster,  Dick  McMichael,  Aubrey 
Morris;  WSB-TV  Atlanta,  Joe  Fain. — Meritorious 
rating:  WBML  Macon,  Ben  Porter;  WDUN  Gaines- 
ville, Ted  Ogleseby,  Bob  Culler,  Robert  Parker, 
Jim  Martin. — Excellent  rating:  WWGS  Tifton, 
Frank  Raley,  Bill  Sides. 

SPORTS  CATEGORY:  Superior  ratine):  WGAU 
Athens,  Joe  Grammer;  WGST  Atlanta,  Jack  Hurst; 
WSB  Atlanta,  Frank  Stiteler,  Howard  Fuys. — 
Excellent  rating:  WBBQ  Augusta,  Pat  Mulherin; 
WDEC  Americus,  Dewey  Stone. 

FARM  NEWS  CATEGORY:  Superior  rating: 

WDEC  Americus,  Charles  C.  Smith;  WSB  Atlanta, 
Jimmy  Dunaway. — Excellent  rating:  WWGS  Tifton, 
Frank  Raley. — Meritorious  rating:  WDUN  Gaines- 
ville, Whitey  Butler. 

SPECIAL  EVENTS  CATEGORY:  Superior  rating: 
WDEC  Americus,  Charles  C.  Smith;  WDUN  Gaines- 
ville, Ted  Oglesby;  WSB  Atlanta,  Ted  Hightower, 
Bill  Foster. — Excellent  rating:  WGST  Atlanta, 
Jack  Hurst,  Bernard  Brown;  WSGA  Savannah, 
Cameron  Cornell. 

NEWS  PROGRAMS-FEATURES  CATEGORY: 
Superior  rating:  WGAU  Athens,  H.  Randolph 
Holder;  WGST  Atlanta,  Bernard  Brown;  WSB  At- 
lanta, Aubrey  Morris,  Jerry  Vandeventer;  WSB- 
TV  Atlanta,  George  Page. — Excellent  rating: 
WDEC  Americus,  Mary  Crawford;  WKEU  Griffin, 
DeWitt  Simonton  Jr.,  Marshall  Mann,  Johnny 
Smolka;  WSGA  Savannah,  Cameron  Cornell. — 
Meritorious  rating:  WBML  Macon,  Ben  Porter, 
Manley  Gaines. 

EDITORIALS-INTERPRETATION  CATEGORY: 
Superior  rating:  WBML  Macon;  WDAK  Columbus; 
WDEC  Americus;  WGAU  Athens;  WGST  Atlanta, 
Peter  Thomas;  WSB  Atlanta,  Elmo  Ellis. — Ex- 
cellent rating:  WCOH  Newnan;  WRDW-TV  Aug- 
usta; WSGA  Savannah. — Meritorious  rating: 
WWGS  Tifton,  Frank  Raley. 

To  syndicate  shows 

Plans  for  establishment  of  a program 
syndication  division  at  WGN-AM-TV 
Chicago  were  announced  April  29  by 
Ward  L.  Quaal,  vice  president  and  gen- 
eral manager  of  WGN  Inc.  Negotia- 
tions currently  are  underway  for  domes- 
tic and  international  syndication  of  two 
WGN-TV  properties.  Great  Music 
From  Chicago  and  The  Blue  Fairy, 
which  won  George  Foster  Peabody 
awards  in  1960  and  1959,  respectively. 
Mr.  Quaal  said  syndication  plans  in- 
clude other  radio  and  tv  programs  pro- 
duced by  the  station,  including  Treetop 
House.  Coincident  with  creation  of  the 
division,  Mr.  Quaal  also  announced  the 
appointment  of  Bradley  R.  Eidmann, 
previously  WGN-TV  sales  manager,  as 
program  syndication  manager  for 
WGN-AM-TV,  effective  May  16. 


FIRST  CHOICE 


FOR  LASTING  ECONOMY 


AMPEX  PROFESSIONAL  PRODUCTS  COMPANY 

934  CHARTER  STREET  • REDWOOD  CITY,  CALIFORNIA 


- • * 


AUDIO  PRODUCTS  DIVISION 


Precision  design  and  rugged  construction  to  meet  the  exacting, 
professional  requirements  of  the  broadcast  industry  assure  long, 
trouble-free  life  for  true  economy. 

Consistently  high  performance  and  virtually  trouble-free  operation 
of  the  Ampex  351  have  established  it  as  the  first  choice  of  not  only 
broadcasters,  but  educators,  professional  recording  studios,  research 
laboratories,  religious  and  business  organizations. 

Actual  case  histories  document  the  fact  that  Ampex,  on  a cost-per- 
operating-hour  basis,  is  the  most  economical  recorder  made.  Write 
for  new  comprehensive  catalog  2032. 


PP- 
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Broadcast  Advertising 


Eldon  E.  Fox,  as- 
sistant manager,  Min- 
neapolis office,  BBDO, 
elected  vp.  Mr.  Fox 
joined  Minneapolis  of- 
fice last  August.  Pre- 
viously, he  had  been 
advertising  and  sales 
promotion  manager, 
Edsel  Div.,  Ford  Mo- 
tor Co.,  Dearborn,  Mich.;  director  of 
advertising,  sales  promotion,  Minneap- 
olis-Honey well  Regulator  Co.,  and  ac- 
count executive  with  Young  & Rubi- 
cam,  N.Y. 


Mr.  Fox 


Henry  L.  Sparks  and  Warren  A. 
Bahr,  associate  directors,  media  de- 
partment of  Young  & Rubicam,  N.Y., 
named  vps,  media  relations  and  media 
planning,  respectively. 


Henry  Slesar,  vp  and  creative  direc- 
tor, Fuller  & Smith  & Ross,  N.Y.,  joins 
Donahue  & Coe,  that  city,  to  fill  newly 
created  idea  position. 


Kenneth  D.  Clapp,  account  super- 
visor and  member  of  plans  board  of 
The  Bresnick  Co.,  Boston,  appointed  vp. 


Samuel  Leddy,  senior  timebuyer, 
Compton  Adv.,  N.Y.,  joins  Lambert 
& Feasley,  that  city,  as  group  media 
supervisor. 


C.C.  Grinned,  formerly  account  ex- 
ecutive, Benton  & Bowles,  N.Y.,  joins 
Street  & Finney,  N.Y.,  as  assistant  to 
president. 


W.G.  Beasley,  formerly  sales  man- 
ager for  Imperial  car  division  of  Chrys- 
ler Corp.,  appointed  advertising  man- 
ager of  both  Chrysler  and  Imperial  di- 
visions. 


John  W.  Connor,  vp,  creative  direc- 
tor, Cunningham  & Walsh,  San  Fran- 
cisco, joins  Knox  Reeves  Adv.,  Minne- 
apolis, as  manager,  creative  services. 


FATES  & FORTUNES 


A.G.  Wade  II,  president  of  Wade 
Adv.,  Chicago,  elected  chairman  of 
board  of  directors.  Other  managerial 
changes:  Hal  H.  Thurber  elected  pres- 
ident, Paul  McCluer  executive  vp  and 
Louis  J.  Nelson  senior  vp  and  chair- 
man of  executive  committee.  All  three 
also  were  named  to  board  of  directors. 
Mr.  Thurber  joined  Wade  in  1957,  fol- 
lowing 10-year  term  as  managing  part- 
ner of  Ewell  & Thurber  Assoc,  and  vp 
and  chairman  of  operating  committee 
of  D’Arcy  Adv.  Mr.  McCluer,  former- 
ly executive  with  NBC,  Chicago, 
joined  Wade  in  1951.  Mr.  Nelson  has 
been  with  agency  since  1935. 


Mr.  Thurber 


jm  R.  C.  CRISLER  & ^CO.,  INC. 

Business  Brokers  Specializing  in  Television  and  Radio  Stations 


4 Offices  To  Better  Serve  You  . . . 


OMAHA,  NEB.  Paul  R.  Fry,  P.O.  Box  1733  (Benson),  TErrace  9455 
NEW  YORK  41  E.  42nd  St.,  MUirey  Hill  7-8437 


uct  advertising  manager  to  advertising 
manager. 

Marvin  L.  Mann, 

formerly  vp,  member 
of  board  of  directors 
and  executive  com- 
mittee of  Edward  H. 

Weiss  & Co.,  Chi- 
cago, appointed  di- 
rector of  advertising 
of  Max  Factor  & Co. 

(cosmetics),  effective 
June  13. 


Mr.  Mann 


Francine  Goldfine,  timebuyer  at 
Arthur  Meyerhoff  Assoc.,  Chicago,  as- 
sumes duties  of  late  Evelyn  R.  Vander- 
ploeg,  radio-tv  media  director  and 
chief  timebuyer,  who  died  in  airplane 
crash  March  17. 

Robert  Heyn,  formerly  with  Foote, 
Cone  & Belding,  to  D’Arcy  Adv.  Co., 
Los  Angeles,  as  assistant  to  regional 
account  executive  on  Royal  Crown 
Cola,  Studebaker-Packard  and  Aerojet- 
General  accounts. 

Robert  Zemon,  formerly  in  charge, 
of  creative  services,  American  Tobacco 
Co.,  N.Y.,  joins  copy  department, 
Wunderman,  Ricotta  & Kline,  that  city. 

Robert  P.  Driggs,  sales  promotion 
manager,  appointed  marketing  man- 
ager and  Floyd  L.  Smiley  Jr.  promoted 
from  assistant  advertising  manager  to 
marketing  chief,  both  at  R.T.  French 
Co.  (food  products  and  seasonings). 
G.  Buell  Culver  promoted  from  prod- 


Dolores E.  Kupperman,  formerly 
owner  of  Cosmetic  Marketing  and 
Merchandising  Co.,  N.Y.,  joins  North 
Adv.,  that  city,  as  marketing,  merchan- 
dising director. 

Mary  A.  Crisafulli,  formerly  radio- 
tv timebuyer  at  Grant  Adv.  and  H.W. 
Kastor  & Sons  Adv.,  both  Chicago,  to 
Clinton  E.  Frank,  that  city,  in  similar 
capacity. 

P.  H.  (Hud)  Stephenson  joins  Claud 
E.  Morris  & Assoc.,  Hollywood  adver- 
tising and  pr  agency,  as  account  execu- 
tive. 

J.  Robert  McCollom,  formerly  with 
Klau-Van  Pietersom-Dunlop,  joins 
Gardner  Adv.,  St.  Louis,  as  account 
executive. 

George  Mott,  formerly  of  Grey 
Adv.,  N.Y.,  joins  Sullivan,  Stauffer, 
Colwell  & Bayles,  that  city,  as  execu- 
tive on  Lever  Bros,  account.  Leo  J. 
Keegan  Jr.,  also  named  to  similar 
post:  he  was  associate  director  of  re- 
search. 

Frederick  A.  Mitchell,  formerly 
head  of  New  York  office,  Needham, 
Louis  & Brorby,  joins  Dancer-Fitzger-  J 
ald-Sample,  that  city,  as  account  exec-  / 
utive  on  Oxydol. 

Donna  Bartos  named  to  staff  po 
sition  in  broadcast  operations  depart-  { 
ment  of  N.W.  Ayer  & Son,  Hollywood. 


The  Media 


Herbert  Golom- 
beck,  formerly  man- 
ager of  KMEO  Oma- 
ha, Neb.,  to  WPLO 
Atlanta,  Ga.,  as  vp 
and  general  manager. 

Previously  he  had 
managed  KLIF  Dallas 
and  KELP  El  Paso, 
both  Texas,  and 
WAKY  Louisville,  Ky. 

Walter  Koessler,  general  manager 
of  WPST-TV  Miami,  named  to  board 
of  directors  of  Public  Service  TV  Inc., 
which  owns  station.  He  has  been  in 
radio-tv  industry  since  1934. 

William  F.  Barry,  attorney  and 
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Dennis  named 

Lloyd  W.  Dennis  Jr.,  vp  and 

general  manager  of  WTOP  Wash- 
ington, was  elected  president  of 
Maryland-District  of  Columbia 
Broadcasters  Assn.  He  succeeds 
Jason  Pate,  formerly  president 
and  general  manager  of  WASA 
Havre  de  Grace,  Md.,  who  died 
last  month  (Broadcasting,  April 
11).  Mr.  Dennis  formerly  was 
association’s  vp.  Other  officers 
approved  were:  Robert  B.  Jones 
Jr.,  manager  of  WFBR  Balti- 
more, vp,  and  Joseph  Goodfel- 
low,  manager  of  WRC  Washing- 
ton, secretary-treasurer.  Freder- 
ick S.  Houwink,  general  man- 
ager of  WMAL-AM-FM-TV,  and 
Ben  Strouse,  president  and  gen- 
eral manager  of  WWDC,  both 
Washington,  were  named  to  board 
of  directors.  Mrs.  Jason  Pate 
named  honorary  member  of 
board.  She  is  first  woman  board 
member. 


board  member  of  WSM  Inc.  (WSM- 
AM-TV  Nashville,  Tenn.),  appointed 
vp  and  general  counsel. 


Mr.  Larson  Mr.  Wiseman 

C.  Alfred  Larson  and  William  O. 
Wiseman  named  station  managers  of 
WOW  Omaha,  Neb.,  and  WOW-TV, 
respectively.  Mr.  Larson  formerly  was 
I assistant  director  of  broadcast  division 
of  Meredith  Publishing  Co.  prior  to  or- 
ganizational change  (Week’s  Head- 
! liners,  May  2).  Mr.  Wiseman,  sales 
manager  of  WOW  since  1951,  continues 
in  that  capacity  in  addition  to  new  duties 
as  station  manager.  He  has  been  with 
j station  since  1937.  Both  stations  are 
part  of  Meredith  Broadcasting  Co. 

Herb  Berg,  formerly  account  exec- 
utive with  WIST  Charlotte,  N.C.,  re- 
joins WWOK,  that  city,  as  general 
manager.  He  previously  had  been  gen- 
eral manager  of  WWOK  before  joining 
WIST.  Robert  Acker,  formerly  general 
manager  of  WLYN  Lynn,  Mass., 
named  assistant  general  manager  of 
WWOK. 

Bud  Sunkel,  formerly  with  WDAN 
Danville,  111.,  to  KFBI  Wichita,  Kans., 
as  program  director.  Rex  Hall  joins 
KFBI  as  air  personality. 


Alan  B.  Skuba  appointed  station 
manager  of  KRML  Carmel,  Calif. 


Dick  Oppemheimer,  formerly  com- 
mercial manager  of  WELM  Elmira, 
N.Y.,  joins  WHAP  Hopewell,  Va.,  as 
general  manager. 


Aaron  Rubin,  con- 
troller for  NBC,  elect- 
ed vp  and  treasurer. 
Mr.  Rubin  joined 
NBC  in  1954  as  chief 
accountant,  was 
named  controller  in 
195,8  after  serving  as 
assistant  control- 
Mr.  Rubin  jer  an(j  manager  of 
budgets  and  financial  evaluation. 


Russ  Coughlan,  sales  representative 
for  KGO-TV  San  Francisco,  appointed 
general  sales  manager,  succeeding 
David  M.  Sacks,  recently  named  gen- 
eral manager.  Before  joining  KGO-TV 
in  1957,  Mr.  Coughlan  had  been  ac- 
count executive  with  KCBS,  that  city. 


Ted  Conway,  merchandising  man- 
ager of  KCBS  San  Francisco,  promoted 
to  account  executive,  succeeding  Bob 
Price,  appointed  account  executive  for 
CBS  Radio  Spot  Sales,  that  city.  Fred 
Goerner,  formerly  with  KSL-AM-TV 
Salt  Lake  City,  joins  KCBS  production 
staff  as  writer-producer. 

John  Thorsen,  formerly  in  business 
affairs  for  ABC,  appointed  midwest 
representative  for  WPAT  Paterson, 
N.J.,  with  headquarters  in  Chicago. 


Larry  Clark  appointed  director  of 
station  relations  of  WRIT  Milwaukee. 


John  B.  Kenkel  and  John  P.  Bank- 

son  Jr.  named  partners  of  Washington 
law  firm  of  Miller  & Schroeder.  Mr. 
Kenkel,  with  firm  for  eight  years,  is 
graduate  of  Colgate  College  and 
George  Washington  Law  School.  Mr. 
Bankson,  with  firm  two  years,  is  grad- 
uate of  Yale  U.  and  Harvard  Law 
School. 

Jack  Singer,  presentation  writer, 
ABC-TV  sales  development  depart- 
ment, named  New  York  coordinator 
for  ABC  International  Div. 


Ben  K.  West,  for- 
merly vp  and  general 
manager  of  WTVP 
(TV)  Decatur,  111., 
appointed  general 
manager  of  KOCO- 
TV  Oklahoma  City. 
Previously,  Mr.  West 
was  with  WINT-TV 
Mr.  West  Fort  Wayne,  Ind„  and 
helped  to  establish  KEDD-TV  Wichita, 
Kan. 


Eleanor  Larsen,  administrative  as- 
sistant and  program  director  of  WPST- 
TV  Miami,  appointed  corporate  secre- 
tary of  Public  Service  Television  Inc., 
which  owns  station. 


Watching  habit 
in  Fresno 
(California) 


first  station  in  Fresno 


KMJ-TV  • Fresno,  California 

McCLATCHY  BROADCASTING  COMPANY 
The  Katz  Agency 

National  Representative 

r 


While  serving  a single 
station  market,  WTHI-TV 
fulfills  its  public  service  re- 
sponsibilities in  a way  that 
has  gained  for  it  the  appre- 
ciation and  support  of  its 
entire  viewing  area  ...  a cir- 
cumstance that  must  be  re- 
flected in  audience  response 
to  advertising  carried. 

BFive  full  y2  hours  of  local 
public  service  program- 
ming each  week. 


WTHI-TV 

CHANNEL  10  CBS  • ABC 

TERRE  HAUTE 

INDIANA 


Represented  Nationally  by  Bolling  Co. 


A part  of 
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Galen  Fromme,  news  director  of 
WBAL-AM-TV  Baltimore,  elected  pres- 
ident of  Chesapeake  Associated  Press 
Broadcasters  Assn.,  succeeding  How- 
ard Streeter  of  WFBR,  that  city. 
Elected  to  board  of  directors  were: 
Charles  Truitt,  WBOC  Salisbury;  Erny 
Tannen,  WDMV  Pocomoke  City;  Wil- 
liam German,  WTBO  Cumberland; 
Mr.  Fromme,  Charles  Roeder,  WCBM 
Baltimore,  all  Maryland,  and  Edward 
Ryan,  WTOP-AM-TV  and  Robert 
Robinson,  WWDC,  both  Washington. 

Harry  Peck,  general  manager  of 
KODY  North  Platte,  Neb.,  elected 
president  of  Nebraska  Broadcasters 
Assn.  He  also  was  president  in  1948. 
Others  elected:  A.  James  Ebel,  vp  and 
general  manager  of  KOLN-TV  Lincoln, 
vp:  Richard  W.  Chapin,  executive  vp 
of  Stuart  Stations  in  Lincoln,  secretary- 
treasurer. 

Dan  Hayslett,  station  manager  of 
KIXL  Dallas,  elected  president  of  Assn, 
of  Broadcasting  Executives  of  Texas, 
succeeding  Mike  Shapiro,  general 
manager  of  WFAA  Dallas. 

Esther  Van  Wagoner  Tufty,  with 
NBC-TV  News  and  head  of  Tufty 
News  Service,  Washington,  elected 
president  of  American  Women  in  Radio 
& Television. 


Golden  Mike  awards  ■ Winners  of 
McCall’s  magazine  Golden  Mike 
awards  for  public  service  in  radio 
and  tv  presented  at  the  recent  Amer- 
ican Women  in  Radio  and  Television 
convention  are:  (1.  to  r.)  Lillian 
Brown,  WTOP-TV  Washington; 
Marie  Fraesdorf,  KVOA-TV  Tus- 


Robert  Maier,  KWK  St.  Louis  sales 
staff,  joins  Robert  E.  Eastman  Co.  as 
manager  of  St.  Louis  office. 

H.  I.  Bucher,  general  attorney,  Na- 
tional Telefilm  Assoc.,  N.Y.,  joins  ABC, 


con,  Ariz.;  Alma  Bates,  WAIQ, 
WBIQ,  WCIQ,  Birmingham,  Ala.: 
Rozell  Fabiani,  WRBL-TV  Colum- 
bus, Ga.;  Martha  Crane,  WLS  Chi- 
cago and  Nancy  Robertson  and 
Priscilla  Young,  both  of  WSLS 
Roanoke,  Va.  They  were  cited  for 
“significant  and  vital”  services. 


N.Y.,  as  assistant  general  counsel.  Mr. 
Bucher,  member  of  FCC  Bar  Assn., 
previously  was  engaged  in  private  prac- 
tice with  Cormer,  Chopmick  & Garrell. 
N.Y.,  specializing  in  entertainment 
field. 

Theodore  M.  Douglas  Jr.,  ABC 

Radio  account  executive,  named  eastern 
sales  manager.  Mr.  Douglas  formerly 
was  account  executive  with  both  NBC 
and  DuMont.  Edward  G.  Bishoff, 
ABC  Radio  sales  service  manager,  pro- 


Mr.  Douglas  Mr.  Bishoff 

moted  to  Central  Div.  sales  manager. 
Mr.  Bishoff,  who  joined  company  in 
1950  as  estimator  in  radio-tv  sales 
service,  was  formerly  research  specialist 
with  A.C.  Nielsen,  Chicago. 

John  Fernandez  appointed  sales 
manager  of  NTA  Spot  Sales  and 
Lionel  Furst  named  Spot  Sales  liaison 
manager.  Both  formerly  were  account 
executives  with  NTA. 

K.  C.  Titus,  formerly  vp,  general  and 
commercial  manager  of  KFNF  Shenan- 
doah, Iowa,  joins  Dusorb  Sales  Corp., 
that  city,  as  vp  in  charge  of  advertis- 
ing and  sales  promotion. 

Walter  J.  Smith,  sales  representa- 
tive for  KYW  Cleveland,  appointed  as- 
sistant sales  manager. 


MMILTDM.MDIS  S.  ASSOCIATES,  Inc. 

BROKERS  • RADIO  AND  TELEVISION  STATIONS  • NEWSPAPERS 

MIDWEST  FULL-TIME 

Station  grossing  $100,000.00,  with  low  operating  cost 
can  be  purchased  for  $132,000.00.  29%  down  pay- 
ment, balance  over  6 years. 

$132,000 

MIDWESTERN  INDUSTRIAL 

City  daytime  station  with  extremely  good  oppor- 
tunity for  owner-manager.  Desirable  frequency 
and  power.  Priced  at  $150,000.00  with  half  down. 

$150,000 

UPPER  MIDWEST 

Station  in  rich  agricultural  area.  Only  station  in 
market.  Fulltimer.  Studios  rented  but  transmitter 
site  is  owned.  Price  open  to  some  negotiations. 
Asking  $157,500.00,  with  29%  down. 

$157,000 

DAYTIMER 

Priced  slightly  above  its  gross.  This  station  has  a 
good  record  of  profits  and  is  now  grossing  about 
$75,000.00  annually.  Has  reached  a gross  of  $100,- 
000.00  with  $25,000.00  profit.  Priced  at  $95,000.00 
with  29%  down.  Lower  price  possible  with  higher 
down  payment. 

$95,000 

WASHINGTON,  D.C.  CHICAGO  DALLAS 

SAN  FRANCISCO 

Ray  V.  Hamilton  Richard  A.  Shaheen  DeWitt  'Judge'  Landis  John  F.  Hardesty 

John  D.  Stebbins  1714  Tribune  Tower  1511  Bryan  Street 

1 1 1 Sutter  Street 

1737  DeSales  St.  N.W.  DEIaware  7-2754  Riverside  8-1 175 

EXbrook  2-5671 

Executive  3-3456 

NATIONWIDE  • NEGOTIATIONS  • FINANCING  • 

APPRAISALS 
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John  Radeck,  pro- 
gram  director  of 
H WJBF-TV  Augusta, 
,-23#t  4m  Ga.,  promoted  to  op- 
erations manager.  Pri- 
|]V  or  to  joining  WJBF  in 

(PlrrN^*^  ~ 1954,  Mr.  Radeck 

was  staff  announcer 
at  WORD  Spartan- 
Mr.  Radeck  burg;  s c Carroll 
Ward,  news  director  of  WJBF,  pro- 
tmoted  to  program  director.  Bob  Kil- 
gore joins  WJBF  as  announcer. 

Jack  F.  Agnew,  formerly  promo- 
tion manager  of  KTVW  (TV)  Seattle- 
Tacoma,  Wash.,  to  WMC,  WMCF 
(FM)  and  WMCT  (TV)  Memphis, 
Tenn.,  as  publicity-promotion  director. 

James  B.  Patterson,  formerly  free- 
lance director,  named  assistant  pro- 
. gram  director  of  KABC  Los  Angeles. 

Vera  Eikel,  formerly  with  ABC 
Radio,  appointed  to  public  affairs  de- 
partment, WMCA  New  York.  Mary 
Elizabeth  Fay,  secretary  to  WMCA 
general  manager,  named  acting  sales 
promotion  manager. 

Neil  Kuvin,  account  executive  at 
WERC-AM-FM  Erie,  Pa.,  appointed 
production  manager. 

Bill  Woodruff,  program  director  of 
KIUN  Pecos,  Tex.,  resigns  to  enter 
private  business. 

Deane  D.  Osborne,  promotion  di- 
rector for  WSPD-TV  Toledo,  Ohio, 
promoted  to  sales  staff  account  execu- 
tive. Patrick  T.  Kenny,  sales  promotion 
manager,  succeeds  Mr.  Osborne  as  pro- 
motion director. 

Keith  M.  Swinehart  and  Richard 

R.  Loe  join  sales  department  of  KVIP- 
TV  Redding,  Calif. 


Wanted 

Portland,  Ind.,  police  last  week 
asked  broadcasters  to  be  on  the 
lookout  for  a radio  announcer- 
salesman  who  is  wanted  in  the 
Indiana  community  for  motor 
vehicle  law  violations  “and  other 
unlawful  acts.” 

The  object  of  the  search  is 
Richard  J.  (Rich)  Campbell,  25 
(Social  Security  No.  507-30- 
807 ) , who,  according  to  the  Port- 
land police,  claims  to  have  lived 
in  Lincoln,  Neb.,  and  to  have 
worked  on  sevena.1  stations  in  the 
Midwest. 

Fred  Pensinger,  police  chief, 
said  he  would  accept  collect  tele- 
phone calls  from  persons  know- 
ing Campbell’s  whereabouts.  The 
telephone  is  Portland  (Indiana) 
161. 


Eugene  E.  McClure,  national  sales 
manager,  KCRG-TV  Cedar  Rapids, 
Iowa,  joins  The  Katz  Agency,  Chicago, 
on  tv  sales  staff. 

James  H.  Quello, 

operations  manager  of 
WJR  Detroit,  pro- 
moted to  general  man- 
ager with  responsibil- 
ity of  all  radio  opera- 
tions. He  has  been 
with  station  for  12 
years.  Mr.  Quello  be- 
gan his  broadcasting 
career  as  newscaster  at  WKAR  East 
Lansing,  Mich.,  in  1935. 

Fred  L.  Johnson,  formerly  with 
Saturday  Evening  Post,  named  national 
sales  account  executives  for  KCOP 
(TV)  Los  Angeles  and  KPTV  (TV) 
Portland,  Ore.  Both  are  NAFI  Corp. 
stations. 

Paul  C.  Hansen  and  Al  Rabin 

named  production  manager  and  pro- 
ducer-director, respectively,  at  WKBW- 
TV  Buffalo,  N.Y. 

Donald  N.  Martin,  formerly  pr  di- 
rector of  NAB,  named  executive  direc- 
tor of  European  Travel  Commission, 
representing  21  Western  European  na- 
tions. His  pr  firm,  Donald  N.  Martin  & 
Co.,  N.Y.,  also  has  been  retained  by 
ETC.  In  addition  to  executive  direction 
of  ETC,  he  also  will  supervise  its  ad- 
vertising and  shortly  expects  to  an- 
nounce appointment  of  new  agency. 
Mr.  Martin  was  with  NAB  from  1956 
until  last  June.  Previously,  he  had  been 
pr  director  of  British  Travel  Assn. 

Ann  Friday,  formerly  women’s  and 
continuity  director  at  KLEE  Ottumwa, 
to  KBOE  Oskaloosa,  both  Iowa,  in 
similar  capacities. 

Brad  Sherman,  formerly  morning 
news  editor  of  WGBS  Miami,  to 
WCKR,  that  city,  as  news  director. 

David  Crane  and  C.W.  (Bill)  Paine 

named  assistant  news  director  and  news 
editor,  respectively. 

Charles  D.  Matkin  joins  WALA-TV 
Mobile,  Ala.,  as  news  and  sportscaster. 

Otto  A.  Goessl  named  advertising 
and  promotion  director  for  KELP-AM- 
TV  El  Paso,  Tex.,  succeeding  Jack 
McElrath. 

Robert  Fierman,  formerly  with 
MGM-TV,  joins  KTTV  (TV)  Los 
Angeles  as  sales  manager  of  newly 
organized  tape  division. 

Gene  Scott,  on  technical  staff  of 
WFBM  Indianapolis,  promoted  to  as- 
sistant chief  engineer  for  WFBM- 
Muzak. 

Paul  Bain,  formerly  with  KQEO  Al- 
buquerque, N.M.,  appointed  promotion 
and  pr  director  of  KOB-AM-TV,  that 
city. 

David  Skinner,  formerly  with 
WKNK-TV  Saginaw,  to  WJRT  Flint, 


Mr.  Quello 


1 Kw  TRANSMITTER* 
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The“Bauer  Kit”Model  707  istheonly 
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both  Michigan,  as  newscaster.  Earl 
F.  Cady  joins  WJRT  as  announcer. 

Helene  Sellery,  formerly  account 
executive  with  Fuller,  Smith  & Ross, 
Los  Angeles,  named  program  promo- 
tion and  merchandising  manager  for 
KNX  and  CBS  Radio  Pacific  Network. 
Bob  Ferris,  formerly  newsman  with 
KABC  Hollywood,  joins  KNX-CRPN, 
there,  in  similar  capacity. 

John  P.  Lynker,  formerly  president 
and  general  manager  of  WGHQ  (for- 
merly WSKN)  Kingston,  N.Y.,  joins 
WWJ  Detroit  as  air  personality. 

Tom  Jacobson,  formerly  foreign 
correspondent  for  Mutual,  joins  WHB 
Kansas  City  as  news-personality  and 
host  of  Nite  Beat. 

Jim  Conway  signs  exclusive  two- 
year  contract  for  services  on  WGN-TV 
Chicago.  He  continues  at  WMAQ, 
there,  as  air  personality. 

Jack  Stockton,  formerly  with  WORX 
Madison,  Ind.,  joins  WAIT  Chicago,  as 
air  personality. 

Thom  Sherwood  joins  WCMW  Can- 
ton, Ohio,  as  disc  jockey. 

Bob  Colvig  joins  KFRC  San  Fran- 
cisco as  air  personality. 

Eddie  Baer,  formerly  with  WICC 
Bridgeport,  Conn.,  to  KRAK  Sacra- 
mento, Calif.,  as  air  personality. 

Bob  Lloyd  joins  KXOL  Ft.  Forth, 
Tex.,  as  air  personality. 

Clay  McBride,  formerly  of  WMFD 
Wilmington,  joins  WPTF,  Raleigh,  both 
North  Carolina,  as  air  personality. 

Mike  Dix,  formerly  on  announcing 
staff  at  WKRS  Waukegan.  111.,  to 
WBBM  Chicago  as  disc  jockey. 

Programming 

Robert  S.  Cragin  named  president 
of  George  R.  Nelson  Inc.  and  Nelson 
Ideas  Inc.,  both  Schenectady,  N.Y., 


Webster  on  mend 

Former  FCC  Commissioner 
Edward  M.  Webster  was  re- 
leased from  Bethesda  Naval  Hos- 
pital, Washington,  May  11,  fol- 
lowing recovery  of  broken  elbow 
suffered  when  he  fell  from  lad- 
der at  his  home  two  weeks  be- 
fore. Mr.  Webster  plans  trip  to 
England  for  Safety  of  Life  at  Sea 
Conference,  May  20. 


succeeding  George  R.  Nelson,  founder 
of  both  firms,  who  recently  retired. 
Mr.  Cragin  has  been  with  firms  since 
1948. 

Wade  Barnes,  general  sales  man- 
ager of  Bonded  TV  Film  Service,  N.Y., 
promoted  to  vp  in  charge  of  agency 
sales.  Alex  Leslie,  national  coordina- 
tor of  sales,  succeeds  Mr.  Barnes. 
Laura  Ryan  named  agency  services 
supervisor. 

William  F.  Wallace,  coordinator  of 
Videotape  program  production  for  Am- 
pex  Corp.,  appointed  executive  vp  of 
International  Videotape  Recording  & 
Production,  Los  Angeles. 

John  R.  Allen,  formerly  in  charge  of 
tv  and  radio  programming,  Tatham- 
Laird,  Chicago,  joins  M-E  Productions 
that  city,  as  client  service  supervisor. 

Bob  Hovorka,  Milt  Kerr  and  Bob 
Mills  become  partners  in  newly  formed 
production  firm.  Imagination  Inc.,  San 
Francisco.  Mr.  Hovorka  is  general  man- 
ager, Mr.  Kerr  creative  director  and 
Mr.  Mills  production  manager.  Loca- 
tion is  222  Kearny  St.,  San  Francisco. 
Phone:  Yukon  6-6075. 

Frederick  R.  Cross,  formerly  direc- 
tor of  advertising  of  Stewart-Warner 
Corp.,  Chicago,  named  vp  in  charge 
of  sales  for  Roland  Reed  Productions, 
Los  Angeles. 

Jack  L.  Levy  named  west  coast  pro- 


Newest  among  the 
leaders  serving 
America9 s greatest 
radio  market! 


DIAL  mo! 50,000  WATTS 


KRLA 


RADIO  LOS  ANGELES 


Represented  by 
DONALD  COOKE  INC. 


More  audience  per  dollar 
than  any  other  leading  radio 
station  in  greater  Los  Angeles! 


fessional  manager  of  Ardmore  and 
Beechwood  Music  Corps.,  music  pub- 
lishing subsidiaries  of  Capitol  Records 
Inc.  He  had  been  merchandising  man- 
ager for  CRL 


Paul  Blair,  formerly  with  Official 
Films  and  Ziv,  both  N.Y.,  joins  Banner 
Films,  Chicago,  as  Midwestern  Div. 
manager. 


Richard  Maibaum,  executive  pro- 
ducer for  MGM-TV  New  York,  re- 
signs. 


Edgar  A.  Grower,  formerly  com- 
mercial tester,  Schwerin  Research 
Corp.,  N.Y.,  joins  Videotape  Produc- 
tions, N.Y.,  as  sales  service  coordina- 
tor. 


Willard  Van  Dyke  elected  president 
of  Screen  Directors  International  Guild. 
Other  officers  chosen  were:  Jack 

Glenn,  1st  vp;  Don  Hershey,  2d  vp: 
Bert  Lawrence,  secretary  and  Joseph 
Lerner,  treasurer. 


Eddie  Rehberg,  Rosemary  O'Con- 
nor and  Carol  Beers  join  Format 
Films,  Los  Angeles,  on  Popeye  tv  car- 
toon series. 


Norman  Abbott,  James  Kern  and 
Fred  DeCordova  sign  to  direct  Jack 
Benny  Show  for  1960-61  season. 


Hal  Brown,  formerly  Ziv  Tv  rep- 
resentative in  Baltimore-Washington 
area,  joins  Claster  Enterprises  (tv  pro- 
duction company),  Baltimore,  as  sales 
coordinator. 


Larry  Puck,  executive  producer.  H- 
F-H  Producitons,  N.Y.,  resigns  to  de- 
vote time  for  creating  new  tv  ideas. 


Patricia  Curry  appointed  producer 
of  Wanderlust  syndication  series  for 
Bill  Burrud  Productions,  Hollywood. 


1 3e 


Bertram  Berman,  director,  daytime 
programs,  CBS  Hollywood,  becomes 
producer  of  The  Verdict  Is  Yours. 


Lloyd  Garrison,  formerly  news,  op- 
eration manager,  Radio  Press  Interna- 
tional, N.Y.,  leaves  U.S.  to  freelance 
in  Africa. 


Equipment  & Eng’ring 


Robert  M.  Silli- 
man,  senior  member 
of  Washington  con- 
sulting engineering 
firm  of  Silliman,  Mof- 
fat & Rohrer,  elected 
president  of  Assn,  of 
Federal  Communica- 
tions Consulting  En- 
gineers last  week. 

AFCCE  met  at  Pompano  Beach  Club, 
Bermuda,  and  elected  these  other  offi- 
cers: Edward  F.  Lorentz,  vp:  David 


A.  i 


Mr.  Silliman 


10  'FATES  & FORTUNES) 
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L.  Steel  Sr.,  secretary;  Jules  Cohen, 

treasurer.  Elected  to  executive  commit- 
|tee  were  Ralph  Dipell,  Ronald  H.  Cul- 
ver and  Carl  T.  Jones.  John  H.  Mull- 
aney  remains  member  of  executive 
| committee.  Mr.  Silliman,  who  succeeds 
Howard  T.  Head  as  president  of 
AFCCE,  took  his  engineering  degree 
ifrom  the  U.  of  Minnesota  in  1936.  He 
I joined  FCC  as  field  engineer  in  St.  Paul 
; that  year  and  was  transferred  to  Wash- 
ington in  1938.  He  remained  with  the 
FCC  until  1942.  He  was  associated  with 
| the  Navy’s  Bureau  of  Aeronautics  dur- 
ing World  War  II.  He  entered  private 
consulting  work  in  1946. 

Dr.  Charles  R.  Burrows,  formerly 
vp  for  Radiation  Inc.,  Melbourne,  Fla., 
joins  Page  Communications,  Washing- 
ton, D.C.,  as  vp  and  director  of  re- 
search and  development.  Francis  M. 
Ryan,  formerly  head  of  radio  section 
of  American  Telegraph  & Telephone 
named  vp  and  director  of  engineering. 
Shelby  G.  Tanner  named  chief  of  pr. 

Wm.  Edgar  Jr.  named  vp  of  Amer- 
ican Cable  & Radio  Corp.,  N.Y.  Gil- 
bert G.  Thoemmen  elected  vp  AC&R’s 
Mackay  Radio  & Telegraph  Co. 

James  L.  von  Harz  elected  execu- 
tive vp,  operations,  of  Oak  Manufact- 
1 uring  Co.,  Chicago,  (producer  of  com- 
ponent parts  for  industrial  electronics). 

James  L.  Pettus,  Everett  Miller  and 
Donald  C.  Yarnes  named  manager  of 
engineering,  manager  of  merchandising 
and  supervisor  of  systems  engineering, 
respectively,  for  new  RCA  Film  Rec- 
ording and  Tv  Systems  Center,  Holly- 
wood. 

Kenneth  A.  Waldron  named  mar- 
keting manager  for  government  and 
industrial  products  of  CBS  Electronics. 
He  had  been  marketing  manager  of 
G.E.’s  tube  department.  Ira  Molay  ap- 
pointed product  manager,  audio  com- 
ponents for  G.E. 

John  H.  Fooks  appointed  manager 
of  engineering  for  Westinghouse  Elec- 
tric Corp.  tv-radio  division,  Metuchen, 
N.J.,  succeeding  N.S.  Kornetz  who  re- 
signed. Mr.  Fooks  will  be  responsible 
for  design  and  development  of  tv,  radio 
stereo-hi  fi  and  phonograph  products. 

Glenn  R.  Peterson  appointed  man- 
ager of  marketing  for  General  Electric 
Co.’s  communications  center,  Lynch- 
burg, Va.  He  will  be  reponsible  for 
marketing  programs  in  two-way  radio, 
microwave,  power  line  carrier  cur- 
rent and  advanced  military  commu- 
nications fields. 

John  F.  Gilbert  appointed  distribu- 
tor sales  manager  of  semiconductor 
operations  for  Philco  Corp.’s  Lansdale, 
Pa.,  division. 

J.  Robert  Henderson  appointed  man- 
ager of  packaging  engineering  for 
Semiconductor  Div.  of  Sylvania  Elec- 
tric Products  Inc.,  Woburn,  Mass. 


International 

Ejgja  Allan  B.  Yeates, 

gJl  Insurance  Co.  of 

nadian  Advertisers, 
Mr.  Yeates  succeeding  JJ.  Mc- 

Gill, advertising  man- 
ager, Imperial  Tobacco  Co.,  Montreal. 
Others  elected:  executive  vp,  K.J.  Far- 
thing, advertising  manager  of  Cana- 
dian Westinghouse  Co.  Ltd.,  Hamilton, 
Ont.  E.J.  Coleman,  Kraft  Foods  Ltd., 
Montreal,  vp  and  treasurer.  J.W.  Cook, 
Shawinigan  Water  & Power  Co.,  Mont- 
real: E.T.  Gater,  Sterling  Drug  Mfg. 
Ltd.,  Aurora,  Ont.;  and  P.J.  McGinnis, 
Bell  Telephone  Co.  of  Canada  Mont- 
real, all  elected  vps. 

Bob  Irvine,  account  executive  with 
Radio  Representatives  Ltd.,  Toronto, 
named  commercial  manager  of  CFRN 
Edmonton,  Alta. 


Mr.  Bejarano 


Jose  R.  Bejarano, 

executive  and  leader 
in  electrical  equip- 
ment industry  in 
Brazil,  elected  presi- 
dent of  RCA  Interna- 
tional, with  headquar- 
ters in  Montreal. 


Allied  Fields 

Victor  E.  Bluedorn,  executive  di- 
rector of  Sigma  Delta  Chi,  national 
professional  journalistic  fraternity,  re- 
signs to  return  to  active  journalism. 
Floyd  G.  Arpan,  professor  of  journal- 
ism at  Indiana  U.,  will  serve  as  acting 
administrator  of  fraternity. 

Deaths 


George  F.  McGar- 
rett,  53,  program  su- 
pervisor for  Lennen 
& Newell,  N.Y.,  died 
May  5.  Previously,  he 
was  executive  with 
NBC-TV  on  Jack 
Carter  Show,  Show 
of  Shows  and  Perry 
McGarrett  Como  Show.  He  also 
was  with  Young  & Rubicam  as  pro- 
gram manager  of  radio  department 
and  member  of  plans  board. 


Herbert  M.  Bingham,  58,  Washing- 
ton lawyer  for  27  years,  died  of  heart 
attack  May  1 1 . He  was  senior  member 
of  Bingham,  Collins,  Porter  & Kistler. 
He  was  president  of  FCC  Bar  Assn,  in 
1940s,  and  held  stock  in  KJBS  San 
Francisco  and  WSAL  Logansport,  Ind. 
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A TELEBROADCASTERS  STATION 


DID  YOU  SEE  CRC 
AT  THE  CONVENTION? 


Commercial  Recording  Corporation 

P.  0.  Box  6726, 3104  Maple,  Dallas  19,  Texas 
Phone  Rl  8-0037 


Tom  Merriman,  president,  Bob  Farrar,  vice  president, 
Dick  Morrison,  vice  president,  gen.  sales  mgr. 


FANFARE 


CBS  News  promotion 

CBS  Radio  has  prepared  a volumi- 
nous promotion  kit  on  the  network’s 
news  staff  and  operation.  The  kit, 
which  will  be  distributed  to  all  network 
affiliates,  consists  of  four  glossy-backed 
leaflets  stuffed  with  promotion  and  ex- 
ploitation aids,  including  two  feature 
stories  on  the  World  News  Roundup 
and  biographical  outlines  and  photo- 
graphs of  24  CBS  newsmen. 

The  first  section  contains  texts  of 
“stationized”  newscaster  announcements 
which  were  broadcast  via  closed  circuit 
starting  March  1.  Section  2 consists  of 
scripts  for  news  promotion  spots.  Part 
3 has  ad  mats  and  proofs  to  publicize 
news  service,  and  programming  sugges- 
tions aimed  at  pointing  up  the  prestige 
and  value  of  radio  news.  The  last  folder 
contains  the  newsmen’s  biographies. 

Twenties  roar  again 

The  speakeasy  days  of  the  “Roaring 
Twenties”  have  been  revived  by  Broad- 
cast Time  Sales  Inc.  at  its  penthouse 
suite  high  above  Madison  Avenue.  Of- 
fering a startling  contrast  to  the  “Sounds 
of  the  Sixties”  on  the  street  below,  the 
station  rep  company  is  featuring  these 
spring  and  summer  nights  the  synco- 
pation of  ragtime  music,  bathtub  punch 
(from  a genuine  1920  bathtub),  danc- 
ing under  the  stars  and  hostesses  from 
the  local  Gaslight  Club  ...  all  this  in 
way  of  celebrating  a reported  58%  in- 
crease in  billings  over  the  first  third  of 
1959. 

Each  Wednesday  for  26  weeks  BTS 


is  hosting  timebuyers,  media  directors1';  I 
and  client  executives  on  its  spacious* 
tree-lined,  flower-bedecked  terrace.  The  # 
symbolic  speakeasy  motif  was  selected  1 
because  commercial  radio  began  in  the  e 
twenties,  and  paradoxically,  the  en-SI 
thusiastic  celebrants  add,  the  dated  < I 
word  accurately  describes  the  radio!  I 
sound  of  the  sixties. 

A New  York  first? 

WABC-TV  New  York  has  begun  on-iil 
air  promotion  of  its  programming  farejll 
with  a new  series  of  19  spots,  all  fully-ill 
animated  with  musical  backgrounds  andill 
said  to  be  the  first  of  their  type  in  thejll 
New  York  area.  Ranging  in  lengths  of ll  I 
two  to  20  seconds,  the  ABC-TV  flag- . II 
ship  station’s  promos  call  viewers’  at- If  I 
tention  to  romance,  comedy,  drama. 
westerns,  children’s  shows,  mystery  and  | 
sports  programs.  One  is  designed  espe-  I 
dally  for  housewives  and  another  urges  1 
late-night  viewers  to  reduce  set  volume,  f 

Created  by  Abe  Ajay  and  produced  1 
by  Modern  Broadcasting  Inc.,  New  1 
York,  the  promos  are  part  of  WABC-  I 
TV’s  overall  theme  of  “the  most  enjoy-  1 
able  sight  in  town.”  This  message  was  f 
introduced  last  fall  when  WABC-TV  I 
lighted  its  large  neon  sign  in  the  Times  f 
Square  area.  The  station  identification  I 
logo  for  the  spots  was  copied  from  the  i 
sign.  Music  for  the  spots  was  composed  1 
by  Larry  Elgart  and  was  played  by  his  1 
orchestra.  Voice  is  by  Carol  Sloane.  1 
Animation  is  by  Elektra  Studios.  While  I 
the  promos  are  expected  to  be  used  |i 
some  20-25  times  a day,  eight  of  them  |] 
are  of  the  two-second  length  and  are  j I 


SATUftDAY-SUNPAY  $ 

ms.mimifi.mmm 


Like  other  bus  promotions?  ■ Yes, 
but  KSL-TV  Salt  Lake  City  goes 
quite  a bit  further,  instead  of  merely 
relying  on  a bus,  gaily  painted  with 
illustrations  of  station  and  network 
personalities.  Each  week,  passengers 


on  the  bus  are  given  a small  folder 
with  news  of  tv  shows  for  the  com- 
ing week.  And  on  Fridays,  a KSL-TV 
hostess  rides  the  bus,  handing  out 
samples  of  station  advertised  prod- 
ucts and  other  client  items. 
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This  great  seaborne  health  cen- 
ter will  carry  a new  kind  of  aid 
abroad— wi/ft  your  help.  Part  of 
the  people-to-people  project 
Hope,  it  will  enlist  200  specialists 
in  sharing  our  health  skills. 


Ambassador  with  a blackboard,  the  Hope 
specialist  will  help  the  often  woefully  few 
local  medical  technicians  train  helpers. 
The  result:  many  more  hands.  And  that 
means  one  Hope  dollar  is  multiplied 
many  times  over. 


YOUR  HELP  CAN  COME  BACK  A HUNDRED  TIMES  OVER 


One  local  doctor  for  100,000  people.  These  are  the  odds  Hope 
may  face.  Yet  Hope  can  mean  so  much.  The  health  of  this  child. 
The  health  of  five  Indonesians.  Trained  hands  and  only  a dol- 
lar’s worth  of  penicillin  can  cure  them  of  crippling  yaws. 
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If  enough  of  us  help,  the  S.S.  Hope  will  be  outbound 
in  1960.  First  port  of  call:  Indonesia.  A bold  health 
project  called  Hope  will  be  underway. 

The  need  is  crucial.  Many  places,  too  many  health 
hazards  exist.  Too  many  people  robbed  of  the  will  to 
live.  Too  few  hands  to  help.  Often,  a doctor  for  100,000. 

Hope’s  approach  is  practical.  Help  where  a nation’s 
doctors  ask  help.  Help  them  help  themselves  to  health. 

By  training,  upgrade  skills — multiply  hands.  Hope’s  doc- 
tors, dentists,  nurses,  and  technicians  will  man  a center 
complete  to  300-bed  mobile  unit  and  portable  TV. 

You  can  not  only  make  every  dollar  do  the  work  of 
many,  you  can  earn  a priceless  dividend.  With  health 
comes  self-respect.  People  at  peace  with  themselves  are 
less  likely  to  war  with  others. 

Hope  is  yours  to  give.  It’s  a people-to-people  project. 

For  one  year’s  worth,  3Vi  million  Americans  must  give 
a dollar.  Don’t  wait  to  be  asked.  Mail  a dollar  or  more 
now  to  HOPE,  Box  9808,  Washington  15,  D.C. 

HELP  LAUNCH  HOPE 


'Oc  St**' 


I 
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planned  mainly  for  nighttime  use  as 
station  ID’s  with  announcers  voicing 
the  station’s  call  letters. 

Water  safety  campaign 

Shocked  by  the  fact  that  6,700  people 
died  last  year  in  or  around  water, 
WAVY-TV  Norfolk-Portsmouth-New- 
port  News,  Va.,  serving  an  area  sur- 
rounded on  three  sides  by  water,  has 
launched  an  all-out  water  safety  cam- 
paign. 

The  first  step  was  to  form  a water 
safety  committee.  This  group  included 
WAVY-TV’s  public  service  and  pub- 
licity directors  as  well  as  civic  organi- 
zation leaders.  In  planning  sessions  it 
was  decided  to  hold  exhibitions  of  vari- 
ous types  of  water  safety  in  public 
places  at  least  once  every  two  weeks 
from  Memorial  Day  through  Labor 
Day;  to  hold  a weekly  30-minute  pub- 
lic service  program  over  WAVY-TV  on 
how  to  prevent  water  accidents,  and  to 
arrange  a continuing  announcement 
schedule  to  be  supplied  to  all  local 
radio  and  tv  stations  and  to  provide 
stories  for  the  local  newspapers. 

WOW-TV's  agency  quiz 

As  part  of  a presentation  to  advertis- 
ing agencies  in  the  East,  WOW-TV 
Omaha  held  a “telequiz”  for  timebuy- 
ers.  Agency  executives  during  luncheon 
meetings  held  in  New  York  and  in 
Philadelphia  marked  their  answers  to 
a list  of  questions  on  the  Omaha  mar- 
ket’s industrial  gains  since  1950.  The 
correct  answers  were  contained  in  the 
presentation  made  by  Fred  Ebener.  The 
station’s  presentation  included  a film  on 
WOW-TV  and  a slide  recitation  of  the 
Omaha  market. 

RAB's  post  card  campaign 

“Say  it  with  postcards”  could  well  be 
the  slogan  for  the  massive  direct  mail 
campaign  launched  last  week  by  Radio 
Advertising  Bureau,  New  York.  More 


than  160,000  individual  messages  may 
be  sent  in  the  nationwide  barrage,  RAB 
said. 

The  picture  postcard  sales  tools,  a 
series  of  16  eight  and  one-half  by  eleven 
cards  called  “16  new  reasons  for  using 
radio,”  comprise  the  1960  edition  of  a 
campaign  which  RAB  member  stations 
have  been  using  each  year  since  1956. 

RAB  stations  mail  the  cards  to  ad- 
vertisers and  agencies,  relaying  latest 
research  on  radio,  information  on  the 
medium’s  growth  and  its  reach  with 
specific  consumer  groups.  “In  essence, 
this  is  the  industry’s  ‘annual  report’  to 
its  grass  roots  clients,”  commented  Miles 
David,  RAB  vice  president  and  director 
of  promotion. 

Agency  ‘credit  cards’ 

Fuller  & Smith  & Ross,  national  ad- 
vertising agency,  has  hopped  on  the 
bandwagon  of  a national  craze  and  is 
issuing  credit  cards  to  clients  or  would- 
be  clients.  Presentation  of  this  card  en- 
titles the  bearer  “to  gracious  treatment 
and  wise  counsel  in  the  advertising  and 
marketing  of  your  products  and  serv- 
ices,” the  card  advises,  and  lists  several 
satisfied  clients.  F&S&R  also  says  the 
wallet-size  card  is  “a  veritable  open- 
sesame”  to  its  “box  socials.” 

A lesson  in  memory 

Books  giving  advice  on  how  to 
achieve  a better  memory  were  distrib- 
uted in  New  York  last  Thursday  (May 
12)  by  WRCA-AM-FM-TV.  Attached 
to  the  gift  book  was  a letter  explaining 
that  in  10  days  the  stations’  call  letters 
would  be  changed  to  WNBC-AM-FM- 
TV  (May  22  at  12  noon),  “and  we’d 
like  you  to  remember  this  on  those  wel- 
come occasions  when  you  refer  to  us.” 
The  book,  titled  10  Days  to  a Success- 
ful Memory,  was  written  by  Dr.  Joyce 
Brothers,  who  also  dispenses  advice  on 
problems  other  than  memory  lapses 
during  two  shows  daily  on  the  tv  outlet. 


A political  sales  pitch 

A bi-partisan  presentation  designed 
to  convince  vote-seekers  to  invest  more 
of  their  campaign  funds  in  radio  was 
released  last  week  by  Radio  Advertis- 
ing Bureau.  Titled  “Why  Election  Win- 
ners Vote  ‘Yes’  for  Radio,”  the  pocket- 
sized  presentation  outlines  the  ad- 
vantages of  radio  as  a vote-getting 
medium. 

The  study  states:  “You  can  count  on 
radio  to  cover  virtually  every  voter — 
more  than  96%  of  all  families.  Radio 
can  personalize  your  appeal  to  each 
voting  bloc  . . . The  medium’s  economy 
gives  candidate  with  limited  funds  vote- 
winning radio  saturation.”  The  facts  of 
radio’s  “persuasive  person-to-person  ap- 
peal,” and  its  suburban  reach  are  also 
stressed  in  the  RAB  presentation. 

■ Drumbeats 

Pushing  vegetables*  Nicky  the 
Clown,  children’s  personality  of  WSUN- 
TV  St.  Petersburg,  Fla.,  has  brought 
sunshine  and  health  into  the  life  of 
local  kiddies  and  has  pleased  the  coun- 
ty's school  lunch  authorities  to  boot. 
On  one  day  of  his  five-day-a-week 
show,  Nicky  displays  a character  or 
object  made  of  healthful  food  items 
and  then  uses  it  in  a story — for  in- 
stance, a policeman  with  a red  cabbage 
body,  onion  head,  carrot  legs  and 
stringbean  arms.  These  displays  are 
featured  at  school  lunch  counters  and 
the  young  viewers  clamor  for  the  foods 
used  in  the  “creation.” 

The  capture  of  Troy  ■ To  herald  the 
opening  of  new  studios  in  Troy,  WPTR 
Albany  - Schenectady  - Troy,  N.Y.,  ar- 
ranged a two-hour  parade  featuring 
pretty  girls  in  fancy  cars,  six  marching 
bands,  a dozen  floats  and  more  than 
200  marchers  from  community  organ- 
izations. Highlight  of  the  parade  was 
the  arrival  of  the  d.j.  staff  in  a giant 
wooden  horse  similar  to  the  one  in 
which  Greeks  visited  another  Troy 
some  years  ago.  The  mayor  was  on 
hand  to  welcome  the  station  personnel; 
dignitaries  and  the  public  attended 
WPTR’s  open  house  reception.  It  is  es- 
timated that  2,500  Trojans  witnessed 
the  parade. 

Paid  tune-in  ■ New  York  timebuyers 
(April  26-28)  could  tune  in  to  a 
local  station  (WNTA)  to  hear  a 
morning  comedy  team,  Frank  Harden 
and  Jackson  Weaver,  who  are  featured 
on  WMAL  Washington.  The  latter 
station  bought  the  time  on  WNTA  so 
that  salesmen  of  WMAL’s  national  rep- 
resentative — H-R  Representatives  — 
could  “sell”  Harden  and  Weaver  by 
carting  around  portable  radios  (tuned 
to  WNTA)  to  agency  offices.  The 
comedy  team  is  a new  feature  on 
WMAL. 
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INTERNATIONAL  __ 

COMMERCIAL  TV  FOR  DENMARK 

Scandinavia’s  largest  set  maker  foresees 
switch  soon  from  present  government  system 


“Commercial  television  in  Denmark 
is  inevitable.” 

So  says  Peter  Laursen,  who  is  on 
leave  from  Linnet  & Laursen,  largest 
manufacturer  of  radio  and  tv  receivers 
in  Scandinavia,  to  study  American  ad- 
vertising and  marketing. 

Mr.  Laursen  is  spending  his  first 
three  months  in  this  country  learning 
agency  operations  at  Hixson  & Jorgen- 
sen, Los  Angeles.  He  will  proceed  for 
a visit  of  several  weeks  at  NBC’s  west 
coast  headquarters  in  Burbank,  Calif., 
and  will  then  take  the  three-month  ex- 
ecutive and  market  training  course  of- 
fered by  the  Carnation  Co.  at  its  Los 
Angeles  headquarters.  After  that  will 
come  similar  courses  with  Crown  Zel- 
lerbach  Co.  in  San  Francisco,  Sears 
Roebuck  in  Chicago,  National  Cash 
Register  Co.  in  Dayton,  Ohio,  and 
probably  with  other  firms  in  New  York. 

Danish  television — and  Danish  radio, 
as  well  — is  a government  operation, 
supported  by  a tax  on  receivers,  of 
which  there  are  about  500,000.  A sin- 
gle tv  program  service  originates  in 
studios  in  Copenhagen  and  Aarhus  in 
Jutland  and  is  broadcast  by  seven  trans- 
mitters whose  signals  are  within  reach 
of  every  home  in  the  country.  There 
are  five  or  six  hours  of  programming 
each  weekday:  three  hours  in  the  eve- 
ning, two  or  three  in  the  afternoon,  and 
more  extended  programming  during  the 
weekend,  bringing  the  total  to  about  50 
hours  a week. 

There  are  a number  of  U.S.  pro- 
grams on  Danish  tv,  including  one 
western.  NBC's  Bonanza,  Mr.  Laursen 
said,  as  well  as  such  variety  shows  as 
those  of  Steve  Allen,  Ed  Sullivan  and 
Perry  Como  and  more  serious  fare  like 
Twentieth  Century.  These  programs  are 
broadcast  with  their  original  English 
sound  tracks  and  with  Danish  transla- 
tions printed  across  the  bottom  of  the 
screen. 

As  to  why  he  considers  it  inevitable 
that  advertising  will  invade  Danish  tv, 
Mr.  Laursen  said  that  it’s  a trend  of 
the  times.  He  pointed  to  the  fact  that 
i commercials  are  now  permitted  on  tv 
in  Germany  and  expressed  the  convic- 
tion that  they  can’t  help  moving  into 
Denmark.  'And  once  any  one  of  the 
Scandinavian  countries  has  initiated 
commercial  television,  the  others  will 
have  to  follow. " he  stated. 

He  admits  he  is  amazed  and  some- 
times annoyed  by  the  advertising  he 


sees  on  tv  and  hears  on  radio.  Adver- 
tising for  any  medical  product  is  pro- 
hibited in  Denmark  and  he  finds  it 
hard  to  appreciate  the  race  of  two 
headache  powders  through  a glass  rep- 
resentation of  a human  digestive  tract. 
Some  of  the  “cute”  radio  commercials 
strike  him  as  more  silly  than  amusing. 
And  tv  ads  that  try  to  prove  something 
with  demonstrations  frequently  leave 
him  unconvinced  of  anything  except 
the  credulence  of  the  American  public. 
“Such  advertising  would  produce  noth- 
ing but  laughter  in  Denmark,”  he  states 
solemnly. 

Mr.  Laursen  has  no  doubt  of  their 
effectiveness  in  the  United  States,  how- 
ever. He  is  tremendously  impressed 
with  the  thorough  professionalism  of 
American  advertising,  he  says.  “It  real- 
ly sells.  It’s  designed  and  planned  and 
researched  to  do  a job  and  it  does  it 
with  fantastic  success.”  He’s  hoping  to 
pick  up  some  of  the  American  adver- 
tising know-how  to  take  back  to  Den- 
mark and  put  to  work  for  the  set-build- 
ing firm  his  father  founded. 

Central  American  tv 
group  issues  rates 

Advantages  of  buying  into  the  newly- 
formed  Central  American  Television 
Network  in  five  countries  on  a “spot” 
basis  were  outlined  by  ABC’s  Interna- 
tional Div.  and  CATVN  officials  in  twin 
Mexico  City  and  Chicago  sales  presenta- 
tions to  internationally-oriented  agen- 
cies, and  advertisers  during  the  past 
fortnight. 

Coincident  with  the  presentations, 
produced  by  the  ABC-TV  Sales  Dept., 
was  the  introduction  of  John  H.  Mitch- 
ell, formerly  vice  president  of  KGO- 
AM-TV  San  Francisco,  as  CATVN 
manager.  Stephen  Mann,  formerly  with 
Intercontinental  Services  Ltd.,  is  sales 
manager.  The  network,  formed  last  Feb- 
ruary and  owned  jointly  by  Central 
American  Stations  and  AB-PT  Inc.,  also 
issued  its  rate  card  No.  1,  effective 
May  1. 

Agencies  and  advertisers  were  told  of 
marketing  and  population  booms,  con- 
current with  lifting  of  import  barriers, 
affecting  TG-BOL-TV  Guatemala  City, 
Guatemala;  YSEB-TV  El  Salvador,  San 
Salvador;  HRTG-TV  Tegucigalpa,  Hon- 
duras; YNSA-TV  Managua,  Nicaragua, 
and  Televisora  de  Costa  Rica,  San  Jose, 


Costa  Rica  (operating  as  of  last  week). 

Together  the  CATVN  area  claims 
about  50,000  sets,  with  predictions  of  a 
rise  to  about  55,000  by  July  1.  CATVN 
claims  it  will  reach  over  34,000  homes 
during  an  average  minute  in  peak  view- 
ing time — or  over  184,000  viewers. 
CATVN  added  it  has  arranged  to  mar- 
ket new  American-made  17-inch  sets 
about  one-half  current  cost.  ABC  is 
placing  capital,  manpower  and  opera- 
tional experience  behind  CATVN. 

Operationally,  network  and  local  sta- 
tion time  procedures  will  prevail  for 
the  network,  whose  stations  are  not 
presently  interconnected.  They  will  re- 
ceive Warner  Bros,  properties  ( Mav- 
erick, 77  Sunset  Strip,  Cheyenne,  etc.) 
and  Bing  Crosby  tv  specials,  according 
to  Mr.  Mitchell.  Others  participating  in 
the  presentation  were  Donald  W.  Coyle, 
vice  president  in  charge  of  ABC’s  Inter- 
national Div.,  and  Jack  Singer,  ABC-TV 
Sales  Dept,  who  noted  that  many  top 
agencies  are  adding  or  expanding  their 
international  offices. 

Officers  were  named  last  week  for 


...  a fully  transistorized,  battery- 
operated,  portable  tape  recorder 
of  network  recording  quality. 


AMAZING  OPERATING  EFFICIENCY  . . 
No  other  recorder  can  do  the  job  of 
Minitape.  Where  you  go,  Minitape 
goes,  with  its  own  power  and  pre- 
cision recording  unit  in  one  compact 
aluminum  case.  Minitape  weighs  only 
13  pounds  and  equals  the  finest 
AC-operated  units  in  recording  quality. 

• Automatic  volume  control  by  transistor 
amplifiers  holds  constant  full  recording 
level  from  lip  distance  to  10  ft. 

• Flat  frequency  response  to  10,000  cycles 
at  7Vi  ips. 

• 2 hours  continuous  recording  on  one 
charge.  Lifetime  nickel  cadmium  battery. 


Write  for  prices  and  specifications 
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Sun  will  never  set  on  UK  tv  says  new  British  advisor 


Television  for  the  colonies  is  the 
aim  of  the  British  Colonial  Office. 

It  has  just  appointed  an  adviser  on 
television.  He  is  52-year-old  Com- 
mander John  Proud,  a retired  Austral- 
ian Navy  pilot. 

Comdr.  Proud  took  over  his  new 
office  in  London  last  month.  He  had 
just  completed  setting  up  a publicly 
owned  broadcast  service  in  British 
Honduras. 

Before  that,  from  1955  to  1959,  he 
was  a special  consultant  to  the  Cyprus 
government  where  he  aided  in  estab- 
lishing the  Cyprus  Broadcasting  Corp., 
which  handles  both  radio  and  tv,  and 
to  the  Kenya  government  where  he  was 
chairman  of  a special  commission  on 
the  establishment  of  tv  there. 

The  form  of  television  in  the  British 
colonies  may  be  seen  in  the  Kenya  rec- 
ommendations, Comdr.  Proud  ex- 
plained recently  in  Washington. 

That  commission  recommended  the 
establishment  of  a public  corporation 
to  operate  a commercial  tv  system.  The 
corporation  will  include  on  its  board 
representatives  of  various  ethnic  and 
administrative  levels  of  the  Kenya  gov- 
ernment. Capital  will  be  supplied 
mostly  by  local  stockholders.  A fixed 
rate  of  return  will  be  set. 

Six  Minutes  Per  Hour  ■ Commer- 
cials, the  commission  suggested,  should 
be  limited  to  not  more  than  six  min- 
utes per  hour. 

The  commission  estimated  that  the 
Kenya  system  should  break  even  in 
the  third  year  of  operation  and  should 
be  making  a profit  of  $250,000  by  its 
tenth  year. 

From  the  time  of  his  retirement  in 
World  War  II,  due  to  injuries,  to  1955 
Comdr.  Proud  was  director  of  overseas 


Cmdr.  Proud 
Colonial  tv  adviser 


broadcasting  of  the  Australian  Broad- 
casting Commission. 

The  British  colonies  are  hungry  for 
television,  Comdr.  Proud  said.  This  is 
more  than  keeping  up  with  the  Jones’, 
he  explained.  It  is  a vital  element  in 
bringing  education  and  enlightenment 
to  the  vast  numbers  of  semi-literate  and 
illiterate  people  of  the  colonies. 

Comdr.  Proud  toured  the  United 
States  from  March  22  to  April  9.  He 
visited  Ampex,  RCA,  Ling  Electronics, 
Armed  Forces  Radio  Network,  United 
States  Information  Agency’s  Voice  of 
America,  educational  station  KQED 
(TV)  San  Francisco,  commercial  sta- 
tion WNTA-TV  New  York,  TV-Radio 
Educational  Center,  New  York  and  the 


National  Education  Assn.,  Washington. 

Malta  Next  ■ First  major  effort, 
Comdr.  Proud  reported,  will  be  to  help 
the  government  of  Malta  select  a com- 
pany to  build  a commercial  tv  system. 
After  that,  he  said,  he  will  work  on 
the  establishment  of  a tv  system  at 
Gibralter,  then  Nigeria  and  most  likely 
the  British  West  Indies. 

Almost  all  the  British  colonies  (com- 
prising 2 million  square  miles  and  more 
than  75  million  people)  have  radio 
broadcasting,  Comdr.  Proud  stated. 

Television  in  the  colonies  began  in 
1957  with  the  establishment  of  a wired 
service  in  Hong  Kong.  This  is  a com- 
panion to  the  wired  radio  service  there. 
In  October  of  1957  a non-commercial, 
pilot  tv  service  began  in  Cyprus.  In 
January  1958  a commercial  service  was 
initiated  in  Bermuda,  and  in  October 
last  year  a commercial  tv  service  was 
inaugurated  in  the  Western  Region  of 
Nigeria. 

Tv  service  is  in  the  planning  stage 
for  Gibralter,  Malta,  Kenya,  Aden,  Ba- 
hamas and  the  remainder  of  Nigeria. 

Financial  aid  will  be  extended 
through  the  United  Kingdom  Colonial 
Development  & Welfare  Fund,  Comdr. 
Proud  explained.  This  fund  was  estab- 
lished in  1949  with  $2.5  million. 

Allied  with  the  various  dependency 
governments  is  Overseas  Redifusion 
Ltd.,  a private  company  which  has  ar- 
rangements to  operate  and  furnish  pro- 
gram and  advertising  material  to  radio 
services  in  Hong  Kong,  Singapore, 
Western  Region  of  Nigeria.  Trinidad, 
Jamaica,  British  Guiana,  Malta  and 
Bermuda.  It  also  handles  the  commer- 
cial side  of  tv  in  Bermuda.  Redifusion 
is  expected  to  play  a major  role  in 
television  also. 


the  network.  Hubert  Federspiel,  Costa 
Rican  businessman  and  stockholder  in 
Televisora  de  Costa  Rica,  was  elected 


president  at  CATVN’s  first  board  of 
directors  meeting,  which  was  held  May 
9 in  San  Jose,  Costa  Rica.  Televisora 
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de  Costa  Rica,  which  started  opera- 
tions this  month,  is  the  first  tv  station 
in  that  country. 

Other  officers  named:  Miguel 

Brooks  of  KRTG-TV  Honduras,  vice 
president;  Simon  B.  Siegel,  financial 
vice  president  of  AB-PT  Inc.,  treas- 
urer; William  Klein,  AB-PT  attorney, 
secretary,  and  John  H.  Mitchell,  for- 
merly vice  president  of  KGO-AM-TV 
San  Francisco,  general  manager.  The 
American  Broadcasting  Co.  owns 
CATVN  in  partnership  with  five  Cen- 
tral American  stations. 

CBC’s  football  plans 

Arrangements  have  been  completed 
by  the  Canadian  Broadcasting  Corp. 
and  both  eastern  and  western  Canadian 
football  leagues  to  telecast  games  next 
fall.  CBC  paid  $125,000  to  the  Western 
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Interprovincial  Football  Union  for  tele- 
casting 11  games  and  a maximum  of 
five  play-off  games  to  viewers  in  west- 
ern Canada.  Last  year  CBC  paid  $ 1 17,- 
000  to  the  league  for  seven  league  and 
four  play-off  games. 

In  eastern  Canada  CBC  paid  $312,- 
500  for  telecasting  the  Big  Four  foot- 
ball games  on  its  network.  The  CBC 
“ will  carry  21  of  the  28  league  games 
and  three  play-off  games.  A blackout 
will  not  permit  telecasting  games  in 
the  home  team’s  area.  CBC  paid  the 
same  price  for  these  games  last  year. 

CBC  will  sell  sponsorship  to  both 
series  of  games. 

Vatican  plans  station 

The  Vatican  has  announced  plans 
to  construct  a radio  station  in  the 
; Far  East,  either  in  the  Philippines  or  in 
~ Hong  Kong.  Possible  sites  are  being 
~ explored  and  the  cooperation  of  au- 
“ thorities  there  sought.  A Vatican 
“ spokesman  said  direction  of  the  project 
would  be  under  the  Holy  See,  but  de- 
tails would  be  effected  by  the  Church’s 
^ hierarchy  in  the  Far  East.  He  added 
that  programs  would  be  transmitted  in 
Chinese,  which  would  tend  to  sub- 
” stantiate  the  belief  that  one  purpose  of 
- the  new  station  would  be  to  broadcast 
to  Red  China. 


Canadian  station  sold 

CKPT  Peterborough,  Ont.,  1 kw  sta- 
tion on  1420  kc  which  went  on  the  air 
last  December,  has  been  sold  to  Alan 
Waters,  owner  of  CHUM  Toronto,  and 
Ralph  Snelgrove,  owner  of  CKBB  and 
CKVR-TV  Barrie,  Ont.  Each  will  hold 
26%  of  the  new  company,  with  the 
balance  subscribed  by  Toronto  and 
Peterborough  businessmen.  Former  li- 
censees William  Brennan  and  Bud  Hay- 
wood, both  of  Toronto,  have  sold  their 
interests  to  Messrs.  Waters  and  Snel- 
grove. The  sale  is  subject  to  approval 
of  the  Board  of  Broadcast  Governors. 
The  new  owners  took  over  active  con- 
trol of  CKPT  on  April  22,  but  have 
not  made  any  appointments  as  yet, 
pending  approval  of  sale  by  BBG.  Mr. 
Haywood  has  joined  CFCF-TV  Mon- 
treal, which  is  to  go  on  the  air  later 
this  year. 

■ Abroad  in  brief 

Canadian  sales  drop  ■ Canadian 
radio  and  tv  set  sales  in  the  first  three 
months  of  1960  dropped  compared  to 
the  same  period  last  year,  according  to 
a report  of  the  Electronic  Industries 
Assn,  of  Canada.  Radio  set  sales 
totalled  112,468  units  compared  with 
123,905  in  the  same  period  last  year. 
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Tv  sets  sold  total  79,801  in  the  Janu- 
ary-March  period  this  year  as  against 
89,174  last  year.  Ontario  led  in  the 
sale  of  tv  sets  with  29,070  and  radio 
sets  51,298  for  the  first  quarter  of  the 
year.  Quebec  accounted  for  20,009  tv 
sets  and  28,883  radio  sets. 

Musicians,  CBC  agree  ■ Negotiations 
for  a new  agreement  between  the  Ca- 
nadian Broadcasting  Corp.  and  the 
American  Federation  of  Musicians  have 
been  completed  at  Ottawa,  Ont.,  to 
cover  radio  and  television  network 
broadcasting.  Terms  of  the  agreement 
have  not  been  announced.  The  con- 
tract will  run,  when  ratified,  from  April 
1,  1960,  to  March  31,  1963.  Announce- 
ment was  made  at  Ottawa  by  CBC  and 
Walter  Murdoch,  AFM  executive  offi- 
cer for  Canada. 

License  given  ■ Baton  Aldred  Rogers 
Broadcasting  Ltd.,  Toronto,  Ont.,  has 
been  officially  awarded  a license  for  a 
television  station  on  ch.  9 at  Toronto. 
This  is  the  second  station  at  Toronto. 
Largest  shareholder  is  the  Toronto 
Telegram,  evening  daily.  Announce- 
ment of  the  grant  of  the  license  was 
made  at  Ottawa  by  Revenue  Minister 
George  Nowlan.  The  station  is  expected 
to  start  telecasting  early  next  year.  Fos- 
ter Hewitt,  owner  of  CKFH  Toronto, 
has  a 10%  share  in  the  new  station. 
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Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

May  5 through  May  11.  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  & standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP— effective  radiated  power,  vhf 
very  high  frequency,  uhf — ultra  high  fre- 
quency. ant. — antenna,  aur. — aural,  vis. — 
visual,  kw— kilowatts,  w— watts,  me — mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod— modification,  trans.— transmitter,  uni. 
—unlimited  hours,  kc — kilocycles.  SCA — 
subsidiary  communications  authorization. 
SSA — special  service  authorization. — STA — 
special  temporary  authorization.  SH— speci- 
fied hours.  * — educational.  Ann.  Announced. 

New  Tv  Stations 

APPLICATIONS 

Tulare,  Calif.— KCOK  Inc.,  uhf  ch.  27  (548- 
o54  me) ; ERP  21.88  kw  visual,  10.2  kw  aural; 
antenna  height  above  average  terrain  225 
ft.,  above  ground  251.5  ft.  Estimated  con- 
struction cost  $159,052,  first  year  operating 
cost  $180,000,  revenue  $200,000.  Post  Office 
address;  P.  O.  Box  119,  Tulare,  Calif.  Studio 
location  Tulare,  Calif.  Transmitter  location 
2 miles  east  of  Tulare,  Calif.  Geographic 
’coordinates  36°  13'  11"  N.  Lat.,  119°  18' 
47"  w.  Long.  Transmitter  RCA  TTU-1B,  an- 
tenna TFU-24DL.  Legal  counsel  Lester  W. 
Spillane,  San  Francisco,  Calif.  Consulting 
engineer  A.E.  Towne,  San  Francisco,  Calif. 
Principals  include  Joel  Keith  Munger  and 
Harriet  E.  Munger,  sole- owners  of  all  voting 
s’oek.  KCOK  Inc.  is  licensee  of  KCOK-AM 
Tulare,  Calif.  Ann.  May  5. 

Philadelphia,  Pa. — Philco  Bcstg.  Co.  vhf 
ch.  3 (60-66  me);  ERP  100  kw  visual,  50  kw 
a oral;  antenna  height  above  average  ter- 
rain 1,000  ft.,  above  ground  1105.6  ft.  Es- 
timated construction  cost  $4,142,000,  first 
year  operating  cost  $5,000,000,  revenue  $8,- 
000,000.  Post  Office  address  Tioga  and  C 
vreets,  Philadelphia,  Pa.  Studio  location, 
Philadelphia,  Pa.  Transmitter  location,  Um- 
bria St.  near  Domino  Lane,  Philadelphia. 
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Pa.  Geographic  coordinates  40°  02'  38.5"  N. 
Lat.,  75°  14'  25.5"  W.  Long.  Transmitter  RCA 
TT-25CL,  antenna  TF-6AL.  Legal  counsel 
Weaver  & Glassie,  Washington,  D.C.  Con- 
sulting engineer  Jules  Cohen,  Washington, 
D.C.  Philco  Bcstg.,  wholly-owned  by 
Philco  Corp.,  will  be  headed  by  James  M. 
Skinner  Jr.,  president.  Ann.  May  5. 


New  Am  Stations 

ACTION  BY  FCC 

Navasota,  Tex. — Whitten  Bcstg.  Co. 

Granted  1550  kc  250  w D.  P.O.  address 


EDWIN  TORNBERG 


& COMPANY,  INC. 


NEGOTIATORS  FOR  THE  PURCHASE  AND 
SALE  OF  RADIO  AND  TELEVISION  STATIONS 
EVALUATIONS 
FINANCIAL  ADVISERS 


Navasota.  Estimated  construction  cost 
$14,265,  first  year  operating  cost  $30,000, 
revenue  $40,000.  Equal  partners  J.G.  and 
R.H.  Whitten  publish  newspapers.  An- 
nounced May  11. 

APPLICATIONS 

Clarinda,  Iowa — Regional  Bcstg  Corp. 
1340  kc,  1 kw  D.  P.O.  address  1440  E. 
6th  St.,  Loveland,  Colo.  Estimated  con- 
struction cost  $17,318,  first  year  operating 
cost  $36,000,  revenue  $48,000.  Principals  in- 
clude William  R.  Vogen,  73.8%,  William  H. 
Farnham,  14.3%,  and  others.  Regional  Bcstg. 
is  licensee  of  KLOV  Loveland,  Colo.; 
WMMT  McMinnville  and  WGNS  Murfrees- 
boro, both  Tennessee.  Ann.  May  10. 

Ft.  Campbell,  Ky.  (near  Oak  Grove)— 
Ft.  Campbell  Bcstg.  Co.  1370  kc,  .50  kw  D. 
P.O.  address  % E.T.  Breathitt  Jr., 
Circle  Drive.,  Hopkinsville,  Ky.  Estimated 
construction  cost  $23,560,  first  year  oper- 
ating cost  $28,000,  revenue  $40,000.  Prin- 
cipals include  E.T.  Breathitt  Jr.,  J.  Shelby 
McCallum  and  Gary  H.  Latham,  331/3%  each. 
Mr.  Breathitt  is  attorney.  Mr.  Latham  is 
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Equipping  a 
Radio  Station? 


Miniature 

Microphone 

only  $8250 


This  RCA  Miniature  Dy- 
namic Microphone  is  as 
inconspicuous  as  modern 
microphone  design  can  make 
it!  Just  2%"  long,  it  weighs 
but  2.3  ounces.  And,  in 
spite  of  its  compactness, 
the  BK-6B  is  a durable, 
high-quality  microphone. 
Try  it  for  remotes!  You’ll 
find  it  excellent  for  inter- 
views, panel  shows  and 
sports.  It’s  a great  value 
at  $82.50! 

Order  your  BK-6B  now!  Write 
to  RCA,  Dept.  GC-22,  Building 
15-1,  Camden,  N.  J.  Whatever 
yourbroadcast  equipment  needs, 
see  RCA  FIRST! 


RADIO  CORPORATION 
of  AMERICA 


personnel  director  of  hospital.  Mr.  Mc- 
Callum  has  interests  in  WCBL  Benton,  Ky.; 
WTRB  Ripley,  Tenn.;  and  KMIS  Portage- 
ville,  Mo.  Ann.  May  6. 

New  Roads — St.  Francisville,  La. — Avoyel- 
les Bcstg.  Corp.  1500  kc,  1 kw  D.  P.O. 
address  Box  7,  Marksville,  La.  Estimated 
construction  cost  $19,750,  first  year  operat- 
ing cost  $40,000,  revenue  $45,000.  Avoyelles 
Bcstg.,  group  headed  by  W.L.  Billups,  is 
owner  of  KAPB  Marksville  and  WLBI  Den- 
ham Springs,  both  Louisiana,  Ann.  May  10. 

Moncks  Corner,  S.C. — Lord  Berkeley 
Bcstg.  Co.,  950  kc,  500  w D.  P.O.  address 
309  Security  Federal  Bldg.,  Columbia,  S.C. 
Estimated  construction  cost  $21,150,  first 
year  operating  cost  $36,000,  revenue  $45,000. 
Principals  include  Colin  S.  Monteith  Jr., 
and  J.O.  Tice  Sr.,  equal  partners.  Mr.  .Mon- 
teith is  attorney.  Mr.  Tice  has  interests  in 
WCAY  Cayce,  S.C.,  and  WKTC  Charlotte, 
N.C.  He  is  general  manager  of  WMYB 
Myrtle  Beach,  S.C.  Ann.  May  11. 

Spencer,  W.  Va—  Community  Radio  Inc., 
1400  kc,  1 kw  uni.  P.O.  address  Box  144, 
Spencer,  W.  Va.  Estimated  construction  cpst 
$17,153,  first  year  operating  cost  $24,000, 
revenue  $30,000.  Principals  include  H.  Gor- 
don Minns,  92%,  and  others.  Mr.  Minns 
is  president  of  bottling  firm.  Ann.  May  4. 

Riverton,  Wyo. — William  L.  Ross.,  1370 
kc,  1 kw.  P.O..  address  Box  71,  Riverton, 
Wyo.  Estimated  construction  cost  $17,305, 
first  year  operating  cost  $35,000,  revenue 
$40,000.  Applicant  is  employe  of  catv  sys- 
tem. Ann.  April  29. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

WHDL  Olean,  N.Y. — Granted  increase  in 
daytime  power  from  250  w to  1 kw,  con- 
tinuing operation  on  1450  kc,  250  w-N. 
Chairman  Ford  dissented.  Ann.  May  11. 

WMRB  Greenville,  S.C— Granted  increase 
of  daytime  power  from  250  w to  1 kw.  con- 
tinuing operation  on  1490  kc,  250  w-N.  Ann. 
May  11. 

KMLW  Marlin,  Tex.;  Taft  Bcstg.  Co., 
Houston,  Tex. — Designated  for  consolidated 
hearing  applications  of  KMLW  to  change 
operation  on  1010  kc  from  250  w.  D,  to  10 
kw,  DA-D,  and  Taft  for  new  am  station  to 
operate  on  1010  kc,  1 kw,  DA-D;  made 
KCTA  Corpus  Christi,  Tex.  party  to  pro- 
ceeding. Denied  petition  by  station  WABC 
New  York  City,  to  be  made  party  with 
respect  to  KMLW  application.  Comr.  Cross 
dissented.  Ann.  May  11. 

APPLICATIONS 

WRMF  Titusville,  Fla. — Cp  to  increase 
power  from  500  w to  1 kw  and  install  new 
trans.  (Contingent  on  grant  to  WXVY  Jack- 
sonville, Fla.  to  change  frequency  to  1080 
kc)  (1050kc) . Ann.  May  4. 

KSPT  Sandpoint,  Idaho — Cp  to  increase 
daytime  power  from  250  w to  1 kw  and  in- 
stall new  trans.  (1400kc).  Ann.  May  10. 

KRSI  St.  Louis  Park,  Minn. — Cp  to  change 
hours  of  operation  from  D to  uni.,  using 
power  of  1 kw,  make  change  in  DA  system 
(1  additional  tower)  and  change  from 
DA-D  to  DA-DN.  (950kc).  Ann.  May  4. 

KCSR  Chadron,  Neb. — Mod.  of  license  to 
change  hours  of  operation  from  uni.  to 
specified  hours:  6:00  a.m.-6:00  p.m.  MST. 
(1450kc) . Ann.  May  4. 

KOMB  Cottage  Grove,  Ore.— Mod.  of  li- 
cense to  change  specified  hours  of  opera- 
tion to:  Mon. -Sat.  6:30  a.m.-8:00  p.m.;  Sun- 
day 8:00  a.m.-5:00  p.m.  (1400kc).  Ann.  May 
4. 

WTEL  Philadelphia,  Pa. — Cp  to  increase 
power  from  250  w to  10  kw,  change  ant.- 
trans.  location,  install  DA-D  and  new  trans. 
and  delete  remote  control  operation  of 
trans.  (860kc).  Ann.  May  5. 


New  Fm  Stations 

ACTIONS  BY  FCC 

Augusta,  Me. — Twin  City  Bcstg.  Inc. 
Granted  101.3  me,  4.845  kw.  P.O.  address 
P.O.  Box  307,  160  Bangor  St.,  Augusta,  Me. 
Estimated  construction  cost  $18,518.  Twin 
City  is  licensee  of  WFAU  Augusta,  Me.  Ap- 
plicant fm  will  duplicate  am  programming. 
Ann.  May  11. 

Cumberland,  Md. — Cumberland  Valley 

Bcstg.  Corp.  Granted  106.1  me,  7.77  kw.  P.O. 
address  450  Byrd  Ave.,  Box  510,  Cumber- 
land, Md.  Estimated  construction  cost  $22,- 
065,  first  year  operating  cost  $5,000,  revenue 
$5,000.  Principals  include  Arthur  W.  Ger- 
man, 90S  , who  is  majority  owner  of  WTBO 
Cumberland.  Ann.  May  11. 

Kansas  City.  Mo.— Station  KBKC  Inc. 
Granted  104.3  me,  16.5  kw.  KBKC  is  group 
headed  by  Lester  Kamin  who  owns  KBKC 
Kansas  City,  Mo.;  KIOA  Des  Moines,  Iowa, 
and  KAKC  Tulsa,  Okla.  Ann.  May  11. 

Milwaukee,  Wis. — Munco  Bcstg.  Corp. 
Granted  98.1  me.  14.1  kw  D.  P.O.  address 
Consolidated  Bldg.,  Indianapolis,  Ind  Esti- 
mated construction  cost  $24,367,  first  year 
operating  cost  $29,770,  revenue  $38,000. 


Principals  are  Merle  H.  and  Ophelia  L. 
Milier,  equal  partners.  Mr.  Miller  is  law- 
yer. Ann.  May  11. 

APPLICATIONS 

Oceanside,  Calif. — Dolph-Pettey  Bcstg. 
Co.  104.7  me,  5 kw.  P.O.  address  Box  779, 
Oceanside,  Calif.  Estimated  construction 
cost  $18,732,  first  year  operating  cost  $10,000, 
revenue  $5,000.  Principals  include  William 
B.  Dolph,  47%,  Herbert  L.  Pettey,  45%,  and 
others.  Messrs.  Dolph  and  Pettey  have  in- 
terest in  KUDE  Oceanside,  Calif.;  and 
WPEO  Peoria,  111.  Mr.  Dolph  also  has  in- 
terest in  KJBS  San  Francisco,  Calif.  Ann. 
April  29. 

Santa  Barbara,  Calif. — Lawrence  Shushan, 
99.9  me,  3.5  kw  P.O.  address  2850  Fifth 
Ave.,  San  Diego,  Calif.  Estimated  con- 
struction cost  $5,000,  first  year  operating 
cost  $12,000,  revenue  $15,000.  Applicant  is 
sole  owner  of  KPRI  San  Diego,  Calif.  Ann. 
May  6. 

Buffalo,  N.Y. — Adver-Cast  Inc.,  106.5  me 
17.6  kw.  P.O.  address  246  Wallace  Ave.,  Buf- 
falo, N.Y.  Estimated  construction  cost 
$24,312,  first  year  operating  cost  $35,870, 
revenue  $65,208.  Principals  include  Alfred 
E.  Anscombe,  98%,  and  others.  Mr.  Ans- 
combe  has  minority  interest  in  WKBW- 
TV  Buffalo  and  is  manager  of  WINE  Am- 
herst, both  New  York.  Ann.  April  27. 

Green  Bay,  Wis. — Green  Bay  Bcstg.  Co., 
98.5  me,  2.87  kw  P.O.  address  225  N.  Adams 
St.,  Green  Bay,  Wis.  Estimated  construc- 
tion cost  $14,552.  Principals  include  Ben  A. 
Laird,  85%,  and  others,  licensees  of  WDUZ 
Green  Bay.  Ann.  May  5. 


Existing  Fm  Stations 

APPLICATIONS 

KFMQ  Lincoln,  Neb.^-Cp  to  change  fre- 
quency from  95.3  me,  ch.  237  to  95.1  me, 
ch.  236  (class  A to  class  B);  increase  ERP 
from  363  w to  1.275  kw,  change  ant.  height 
above  average  terrain  to  125.25  ft.  install 
new  ant.  system.  Ann.  May  4. 

WFMG  Gallatin,  Tenn. — Mod.  of  cp  to 
change  frequency  from  95.5  me,  ch.  238 
to  104.5  me,  ch.  283,  change  ERP  from 
10.5  kw  to  2 kw,  change  ant.  height  above 
average  terrain  to  5 ft.  and  change  type 
ant.  and  trans.  Ann.  May  4. 


Ownership  Changes 

ACTIONS  BY  FCC 

WSTN  St.  Augustine,  Fla.— Granted  as- 
signment of  license  to  D&r  Bcstg.  Corp. 
(John  H.  Riggs,  president);  consideration 
$82,800.  Comr.  Lee  dissented. 

KHSJ  Hemet,  Calif. — Granted  assignment 
of  license  to  Robert  B.  and  Robert  T.  Grif- 
fin and  Paul  O.  Sprague,  d/b  as  Ramona 
Bcstg  Co.;  consideration  $85,000.  Ann.  May 
.11. 

KFMU  (FM)  Los  Angeles,  Calif.;  KFMW 
(FM)  San  Bernardino,  Calif. — Granted  (1) 
renewal  of  license  of  KFMU  and  (2)  as- 
signment of  licenses  of  KFMU  and  KFMW 
to  International  Good  Music  Inc.;  consid- 
eration $225,000  for  KFMU  and  $100,000  for 
KFMW.  (Sherrill  Corwin  is  president  of 
Metropolitan  Theatres.)  International  Good 
Music  holds  cps  for  fm  stations  KGMI  Bell- 
ingham, KGMJ  Seattle,  both  Washington, 
and  KGMG  Portland,  Ore.  Ann.  May  11. 

WMIN  St.  Paul,  Minn.— Granted  relin- 
quishment of  positive  control  by  William 
F.  Johns  Jr.,  through  issuance  of  stock  to 
Robert  J.  Flynn,  et  al  (16  others);  in- 
volves reorganization  and  merger  of  Pool 
Publications  Inc.,  Fort  Lauderdale,  Fla. 
(40%  owned  by  Mr.  Johns)  and  Western 
Bcstg  Co.  (KRIB)  Mason  City,  Iowa,  con- 
trolled by  Mr.  Johns,  into  Franklin  Bcstg 
Co.  Ann.  May  11. 

KFMJ  Tulsa,  Okla. — Granted  assignment 
of  license  to  Tulsa  Great  Empire  Radio  Inc. 
(Bernice  L.  Lynch,  president,  is  72%  owner 
of  KBYE.  Oklahoma  City) ; consideration 
$160,000.  Ann.  May  11. 

KAZZ  (FM)  Austin,  Tex. — Granted  trans- 
fer of  control  from  Larry  Sherrin  to  J.E. 
Moore  Jr.;  involves  transfer  of  75%  interest 
without  consideration.  Ann.  May  11. 

KITE  Terrell  Hills,  Tex. — Granted  trans- 
fer of  control  from  Connie  B.  Gay  to  Town- 
send U.S.  & International  Growth  Fund 
Inc.  (M.M.  Townsend,  president);  considera- 
tion $421,985.  Ann.  May  11. 

KWIC  Salt  Lake  City,  Utah— Granted  as- 
signment of  license  from  Dale  R.  Muriel, 
Marvin  R.  and  Carroll  R.  Curtis  to  Dale  R. 
and  Marvin  R.  Curtis,  Starley  D.  Bush  and 
Thomas  M.  Ivory,  d/b  as  Sugarhouse  Bcstg. 
Co.;  stock  transaction.  Comrs.  Lee  and  Cross 
dissented.  Ann.  May  11. 

KLOG  Kelso,  Wash. — Granted  assignment 
of  license  to  K-L  Bcstrs.  Inc.  (Margaret  A. 
Nagle,  president);  consideration  $65,000. 
Ann.  May  11. 

WPAR,  WAAM-FM  Parkersburg,  W.  Va. — 

Granted  assignment  of  licenses  to  WPAR 
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JANSKY  & BAILEY  INC. 

Offices  ond  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  FEderal  3-4800 

Member  AFCCE 


Commercial  Radio  Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
INTERNATIONAL  BLDG.  Dl.  7-1319 
WASHINGTON,  D.  C. 


Member  AFCCE 


RUSSELL  P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  D C.  REpublic  7-3984 

Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 
Associates 

George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.  Hickory  7-2401 
Riverside,  III. 

(A  Chicago  suburb) 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 
Brecksville,  Ohio 
(a  Cleveland  Suburb) 

Tel:  JAckson  6-4386  P.  O.  Box  82 
Member  AFCCE 


JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 


A.  D.  Ring  & Associates 

30  Years'  Experience  in  Radio 
Engineering 

1710  H St.,  N.W.  Republic  7-2347 
WASHINGTON  6,  D.  C. 

Member  AFCCE 


L.  H.  Carr  & Associates 

Consulting 
Radio  & Television 
Engineers 

Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 

Member  AFCCE 


HAMMETT  & EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San  Francisco  28,  California 
Diamond  2-5208 


J.  G.  ROUNTREE 
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SUMMARY  OF  COMMERCIAL 

BROADCASTING 

Compiled  by  BROADCASTING  through  May  11 

ON  AIR 

CP  TOTAL  APPLICATIONS 

Lie.  Cps. 

Not  on  air 

For  new  stations 

AM  3,409  66 

78 

853 

FM  650  81 

180 

120 

TV  473  55 

104 

123 

OPERATING  TELEVISION 

STATIONS 

Compiled  by  BROADCASTING  through  May  11 

VHF 

UHF 

TV 

Commercial  450 

77 

527 

Non-commercial  33 

11 

44 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  April  30,  1960 

AM 

FM 

TV 

Licensed  (all  on  air) 

3,408 

646 

4721 

CPs  on  air  (new  stations) 

61 

71 

56* 

CPs  not  on  air  (new  stations) 

84 

161 

76 

Total  authorized  stations 

3,553 

878 

652 

Applications  for  new  stations  (not  in  hearing) 

617 

77 

43 

Applications  for  new  stations  (in  hearing) 

211 

42 

66 

Total  applications  for  new  stations 

828 

119 

109 

Applications  for  major  changes  (not  in  hearing) 

686 

41 

33 

Applications  for  major  changes  (in  hearing) 

194 

10 

18 

Total  applications  for  major  changes 

880 

51 

51 

Licenses  deleted 

1 

1 

0 

CPs  deleted 

1 

3 

17 

1 There  are,  in  addition,  ten  tv  stations  which  are  no  longer  on  the 

air,  but  retain  their 

licenses. 

2 There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air  at 

one  time  but 

are  no 

longer  in  operation  and  one  which  has  not  started  operation. 

Inc.  (Rev.  H.  Max  Good,  president);  con- 
sideration $157,500.  Ann.  May  11. 

APPLICATIONS 

KVOR  Colorado  Springs,  Colo. — Seeks 
transfer  of  control  of  KVOR  Inc.  from 
James  R.  Dudley,  George  W.  Furth,  25% 
each,  Harrison  M.  Fuerst,  371/2%  Richard  S. 
Cole  and  Ellen  Cole,  41/2%  each,  Adele 
Fuerst,  4%,  to  Harrison  M.  Fuerst  771/2%, 
Richard  S.  Cole  and  Ellen  Cole,  9%  each, 
and  Adele  Fuerst,  4%,  for  $16,000.  Messrs. 
Fuerst  and  Cole  have  interest  in  KTUR 
Turlock,  Calif.  Mr.  Fuerst  is  stockholder  in 
KPAS  Banning,  Calif.  Ann.  May  5. 

WMEG  Eau  Gallie,  Fla. — Seeks  transfer  of 
control  of  Mel-Eau  Bcstg.  Corp.  from  A.V. 
Catterton  and  Victoria  C.  Martin,  equal 
partners,  to  A.V.  Catterton,  50%,  Victoria  C. 
Martin,  40%,  and  Thomas  Cary,  10%,  for 
20,000.  Mr.  Cary  has  no  other  broadcast  in- 
erests.  Ann.  May  10. 

WGRC  Green  Cove  Springs,  Fla. — Seeks 
assignment  of  license  from  Frank  Van 
Hobbs  to  Palms  Bcstg.  Corp  for  $42,000. 
Purchasers  are  Robert  A.  Oliver  and  David 
R.  Millan,  equal  partners,  employes  of 
WKNX-AM-TV  Saginaw,  Mich.  Ann.  May  6. 

WDSR  Lake  City,  Fla. — Seeks  assignment 
of  license  from  WDSR  Inc.  to  WDSR  Bcstg. 
Inc.  for  $85,000.  Purchasers  are  James  M. 
Wall,  52%,  and  Rose  S.  Gervais,  48%.  Mr. 
Wall  is  in  advertising.  Miss  Gervais  is  reg- 
istered nurse.  Ann.  May  10. 


WJDM-TV  Panama  City,  Fla. — Seeks  as- 
signment of  license  from  WJDM-TV  Inc.  to 
Herald  Publishing  Co.  for  $340,000.  Pur- 
chasers are  James  H.  Gray,  81.48%,  and 
others.  Herald  Publishing  is  licensee  of 
WALB-AM-TV  Albany,  Ga.  Ann.  May  10. 

WRDW  Augusta,  Ga. — Seeks  assignment 
of  license  from  Southeastern  Newspapers 
Inc.  to  Radio  Augusta  Inc.  for  $225,000.  Pur- 
chasers are  George  C.  Nicholson  and  Eva 
C.  Nicholson,  30%  each,  John  C.  Amick  and 
Mrs.  John  C.  Amick,  20%  each.  Mr.  Nichol- 
son has  interests  in  WAUG-AM-FM  Augusta 
and  WYZE  Atlanta,  both  Georgia,  and 
WANS  Anderson,  S.C.  Mrs.  Nicholson  is 
employe  of  WAUG-AM-FM  Augusta.  Mrs. 
Amick  has  interest  in  WANS  Anderson, 
S.C.  and  Mr.  Amick  is  business  manager  of 
that  station.  Ann.  May  11. 

WNEB  Worcester,  Mass. — Seeks  transfer 
of  control  of  New  England  Bcstg.  Co.  from 
John  J.  Hurley  and  Eugenia  J.  Hurley,  sole 
owners,  to  George  W.  Steffy,  75%,  and 
Harold  D.  Glidden,  25%,  for  $280,000  plus 
agreement  with  seller  Hurley  that  he  will 
act  as  consultant  and  not  compete  within 
radius  of  50  miles  of  Worcester  for  seven 
years  for  $833.33  per  month.  Mr.  Steffy  is 
executive  vice  president  of  Yankee  Division 
of  RKO  General  Inc.  operating  WNAC- 
AM-TV  and  WRKO-FM  Boston,  Mass.  Mr. 
Glidden  is  technical  adviser  for  WAGM- 
AM-TV  Presque  Isle,  Me.  Applicant  pur- 
chasers further  seek  assignment  of  license 


from  New  England  Bcstg.  Co.  to  WNEB 

lnc.  contingent  upon  prior  FCC  grant  of 
transfer  of  control.  Ann.  May  11. 

WPTR  Albany,  N.Y. — Seeks  transfer  of 
control  of  Schinebro  Inc.,  95%  owner  of 
Patroon  Bcstg.  Co.  (licensee  of  WPTR),  to 
Schine  Enterprises  Inc.,  by  reason  of  merger 
of  Schinebro  and  another  Schine  family 
corporation,  Hildemart  Corp.,  into  new 
corporation.  No  persons  outside  Schine 
family  have  been  introduced  into  ownership 
of  Schine  Enterprises  Inc.  or,  therefore, 
ownership  of  Patroon  Bcstg.  Ann.  May  5. 

WEBO  Owego,  N.Y. — Seeks  assignment  of 
license  from  Tioga  County  Bcstg.  Corp.  to 
Owego  Radio  Inc.  for  $81,000.  Purchasers 
are  Amo  Davis  and  Sarah  Davis,  37(2% 
each,  and  Petrina  Colby,  25%.  Mr.  Davis  is 
in  insulation  and  roofing.  Ann.  May  5. 

KIXZ  Amarillo,  Tex. — Seeks  transfer  of 
control  of  Radio  KIXZ  Inc.  from  Jay  J.  G. 
Shatz  and  G.  E.  Miller  & Co.  (Giles  E.  Mil- 
ler), equal  partners  in  KIXZ  Amarillo  and 
KOKE  Austin,  both  Texas,  to  G.  E.  Miller 
& Co.  by  stock  transfer  which  allows  Miller 
& Co.  to  become  sole  owner  of  KOKE  and 
Mr.  Schatz  to  become  sole  owner  of  KIXZ. 
Ann.  May  10. 

KOKE  Austin,  Tex. — -Seeks  transfer  of 
control  of  Radio  KOKE  Inc.  from  Jay  J.  G. 
Shatz  and  G.  E.  Miller  & Co.  (Giles  E.  Mil- 
ler), equal  partners  in  KOKE  Austin  and 
in  KIXZ  Amarillo,  both  Texas,  to  G.  E. 
Miller  & Co.  by  stock  transfer  which  allows 
Mr.  Schatz  to  become  sole  owner  of  KIXZ 
and  Miller  & Co  sole  owner  of  KOKE. 
Ann.  May  10. 

KCUL  Fort  Worth,  Tex.— Seeks  transfer 
of  control  of  Dalworth  Bcstg.  Co.  from  Kurt 
A.  Meer,  sole  owner,  to  Sky  Ranch  Bcstg. 
Co.  for  $585,000.  Principals  include  A.  Jame 
Bruno,  46.25%,  Carlo  H.  Grande,  46.11%  and 
John  L.  Ellinger,  3.78%.  Mr.  Ellinger  is 
manager  of  WNAB  Bridgeport,  Conn.  Mr. 
Bruno  has  interest  in  KRAK  Stockton, 
Calif.  Ann.  May  4. 

KNBS  (TV)  Walla  Walla,  Wash.— Seeks 
assignment  of  cp  of  Northwest  Bcstg.  Sys- 
tem Inc.,  California  corp.  to  Washington 
corp.;  no  change  in  stockholders  or  finan- 
cial consideration.  Ann.  May  4. 

WMOV  Ravenswood,  W.  Va. — Seeks  as- 
signment of  license  from  Valley  Bcstrs.  Inc. 
to  Jackson  County  Bcstg.  Co.  for  $20,000. 
Purchaser  is  Paul  V.  H.  Bell,  97%,  minister 
with  no  broadcast  interests.  Ann.  May  10. 

WECL  Eau  Claire,  Wis. — Seeks  transfer  of 
control  of  Chippewa  Valley  Radio-Tv  Corp. 
from  Harry  S.  Hyett,  W.  John  Grandy, 
Dorothy  Le  Masurier,  Odin  S.  Ramsland 
and  G.  LaVerne  Flambo,  20%  each,  to 
Gambo  Inc.  for  $50,000.  Purchasers  are  G. 
LaVerne  Flambo,  97.3%,  and  Gertrude  Irine 
Flambo,  2.7%.  Mr.  Flambo  has  interests  in 
KBIZ  Ottumwa,  Iowa,  and  KWEB  Ro- 
chester, Minn.,  and  is  manager  of  WQUA 
Moline,  111.  Ann.  May  6. 

Hearing  Cases 

FINAL  DECISIONS 

■ By  order,  commission  made  effective 
immediately  March  23  initial  decision  and 
granted  applications  of  Tobacco  Valley 
Bcstg.  Co.  for  new  am  station  to  operate  on 
1480  kc,  500  w,  DA,  D,  in  Windsor,  Conn., 
and  Telecolor  Corp.  to  increase  daytime 
power  of  station  WTXI  West  Springfield, 
Mass.,  from  250  w to  1 kw,  and  install  DA 
for  daytime  use,  continuing  operation  on 
1490  kc,  250  w-N,  engineering  condition. 
Ann.  May  11. 

INITIAL  DECISIONS 

■ Hearing  Examiner  Annie  Neal  Hunt- 
ting  issued  initial  decision  looking  toward 
granting  applications  of  Shelby  County 
Bcstg.  Co.  for  new  am  station  to  operate  on 
1520  kc,  250  w,  uni.,  DA-1,  in  Shelbyville, 

lnd. ,  and  General  Communications  Inc.,  for 
new  station  on  same  frequency  with  500  w, 
uni.,  DA-1,  in  Lafayette,  La.,  and  denying 
application  of  Storz  Bcstg.  Co.  to  change 
nighttime  pattern  of  DA  of  station  KOMA 
Oklahoma  City,  Okla.,  continuing  opera- 
tion on  1520  kc,  50  kw,  uni.,  DA-N.  Ann. 
May  10. 

■ Hearing  Examiner  Thomas  H.  Donahue 
issued  supplemental  initial  decision  looking 
toward  (1)  granting  application  of  KGB 
Inc.,  to  change  trans.  location  and  increase 
daytime  power  of  station  KGB  San  Diego, 
Calif.,  from  1 kw  to  5 kw,  continuing  opera- 
tion on  1360  kc.  1 kw-N,  and  (2)  denying  as 
in  default  applications  for  new  stations  by 
M.V.W.  Radio  Corp.  to  operate  on  1360  kc, 
5 kw,  DA,  D,  in  San  Fernando  and  Wilson 
Bcstg.  Co.  to  operate  on  1370  kc,  1 kw,  DA, 
Uni.  in  Oxnard,  both  California.  Ann.  May 
10. 

■ Hearing  Examiner  H.  Gifford  Irion  is- 
sued initial  decision  looking  toward  grant- 
ing application  of  Sam  H.  Bennion  for  new 
tv  station  to  operate  on  ch.  10  in  Pocatello, 
Idaho.  Ann.  May  11. 

OTHER  ACTIONS 

■ By  memorandum  opinion  and  order, 
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commission  denied  petition  by  W.  D.  Frink, 
tr/as  Jefferson  Radio  Co.  for  expedited  ac- 
tion upon  Feb.  9 supplemental  initial  deci- 
sion which  looked  toward  granting  (1)  Jeff- 
erson application  for  new  am  station  to 
operate  on  1480  kc,  5 kw,  D.  in  Irondale, 
Ala.,  conditioned  that  building  designed  for 
housing  station  constructed  by  Mr.  Frink 
during  August  and  September  1956  will  not 
be  utilized,  and  (2)  petition  by  Bessemer 
Bcstg.  Co.  to  dismiss  without  prejudice  its 
application  to  change  facilities  of  station 
WEZB  Bessemer,  Ala.,  from  1450  kc,  250  w, 
Uni.,  to  1480  kc,  5 kw,  D.  Ann.  May  11. 

■ By  decision,  commission  (1)  reinstated 
and  affirmed  Oct.  5.  1955  grant  of  application 
of  Williamsport  Radio  Bcstg.  Assoc.  Inc., 
for  new  am  station  (WARC)  to  operate  on 
1380  kc,  1 kw.  D,  in  Milton,  Pa.,  and  (2) 
granted  WARC’s  application  for  mod.  of 
cp  to  change  trans.  site,  equipment  and  stu- 
dio location  and  granted  its  petition  to  dis- 
miss without  prejudice  its  previous  modi- 
fication application;  and  (3)  denied  peti- 
tion by  Lycoming  Bcstg.  Co.  (WLYC)  Wil- 
liamsport. Pa.,  protestant,  to  dismiss  with 
prejudice  and  dismissed  WLYC  petition  to 
withhold  action.  Chmn.  Ford  not  participa- 
ting. After  further  hearings  upon  Court  of 
Appeals  remand.  Aug.  14,  1958  initial  de- 
cision looked  toward  reinstating  and  affirm- 
ing grant.  Ann.  May  11. 

■ By  order,  commission  stayed  effective- 
ness of  March  23  initial  decision  which 
looked  toward  (1)  granting  application  of 
Bert  Williamson  and  Lester  W.  Spillane  for 
new  am  station  to  operate  on  1290  kc,  500 
w,  D,  in  Santa  Barbara,  Calif.,  and  (2)  dis- 
missing competing  application  of  Goleta 
Bcstg.  Assoc,  for  same  facilities  in  Goleta, 
Calif.  Ann.  May  11. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Service 
Bcstg.  Co.  to  delete  issue  3 (financial  quali- 
fication) from  hearing  on  its  application  for 
new  am  station  in  Concord,  Calif.  Ann. 
May  11. 

■ Commission  granted  applications  for  fm 
SCA's  by  KPEN  (FM)  San  Francisco,  Calif., 
KTBC-FM  Austin,  Tex.,  and  WXCN  (FM  i 
Providence  R.I.,  to  engage  in  functional 
music  operation  on  a multiplex  basis.  Ann. 
May  11. 

■ By  memorandum  opinion  and  order, 
commission  dismissed,  for  lack  of  compli- 
ance with  requirements  of  Secs.  309(c)  and 
405  of  Communications  Act.  protest  and  pe- 
tition for  reconsideration  by  Hillebrand 
Electronics  (fm  station  WMHE)  Toledo, 
Ohio,  directed  against  March  16  action 
granting  without  hearing  application  of 
Earl,  Mullins,  Torian,  Propst  and  Stein  for 
new  class  B fm  station  to  operate  on  92.3  me 
in  Detroit,  Mich.  Ann.  May  11. 

■ By  memorandum  opinion  and  order, 
commission  denied  joint  petition  by  Coastal 
Tv  Co.  and  Supreme  Bcstg  Co.  applicants 
for  ch.  12  in  New  Orleans,  La.,  and  New 
Orleans  Tv.  Corp.,  which  represents  merged 
interests  of  Coastal  and  Supreme  and  which 
operates  station  WVUE  on  ch.  13  in  New 
Orleans  pursuant  to  special  temporary 
authority,  for  deletion  of  air  hazard  issue 
and  other  relief  in  New  Orleans  tv  ch. 
12  proceeding;  dismissed  as  moot  related 
filings.  Ann.  May  11. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Valley  Tele- 
casting Co.  (KIVA  ch.  11)  Yuma.  Ariz.,  for 
reconsideration  of  that  part  of  Feb.  9 
memorandum  opinion  and  order  which 
stayed,  rather  than  set  aside  as  KIVA  now 
requests,  grants  of  applications  of  An- 
tennavision  Service  Co.  for  microwave  re- 
lay stations  to  carry  signals  of  four  Phoenix 
tv  stations  to  Yuma  for  service  to  catv 
system  planned  for  that  community,  pend- 
ing hearing.  May  11. 

■ Commission  rescheduled  from  May  16 
to  May  26  oral  arguments  in  following 
proceedings: 

Valley  Bcstg.  Co.,  Lehighton,  Pa.,  and 
Miners  Bcstg.  Service.  Kingston,  Pa.: 
Broadcasters,  Inc.,  South  Plainfield,  N.J.. 
and  Tri-County  Bcstg.  Corp.,  Plainfield, 
N.J.;  Veterans  Bcstg.  Co.  and  Capitol 
Cities  Tv.  Corp.,  Vail  Mills,  N.Y.;  and 
Newark  Bcstg  Corp.,  Newark,  N.J.,  and 
Loew’s  Theatres  Bcstg.  Corp.,  New  York, 

Commission  rescheduled  from  May  20 
to  May  23  oral  argument  in  proceeding 
on  applications  of  Circle  Corp.  (WKLZ) 
Kalamazoo,  Mich.,  Kalamazoo  Bcstg.  Co.. 
Kalamazoo,  and  Dowagiac  Bcstg.  Co., 
Dowagiac,  Mich. 

Commission  rescheduled  from  June  3 
to  May  23  oral  argument  in  proceeding  on 
application  of  Musical  Heights  Inc.,  Brad- 
dock  Heights,  Md.  Ann.  May  11. 

Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Commissioner  Rosel  H.  Hyde 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  to  May  9 time  to  file  ex- 
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ceptions  to  initial  decision  in  proceeding 
on  applications  of  Herbert  T.  Graham  and 
Triad  Tv  Corp.  for  am  facilities  in  Lansing, 
Mich.  Action  May  4. 

■ Granted  petition  by  Catskills  Bcstg. 
Co.,  and  extended  to  May  17  time  to  reply 
to  petition  by  Broadcast  Bureau  to  set 
aside  initial  decision  and  to  consolidate  for 
hearings  its  application,  Ellenville  Bcstg 
Co.,  and  Ulster  County  Bcstg.  Co.,  for  new 
am  stations  in  Ellenville,  N.Y.  Action 
May  5. 

■ Granted  petition  by  Times  and  News 
Publishing  Co.  (WGET)  Gettysburg,  Pa., 
and  extended  to  May  23  time  to  file  oppo- 
sitions to  petition  by  The  Monocacy  Bcstg. 
Co.,  Gettysburg,  for  rehearing,  and  pe- 
tition by  Price  Bcstrs.  Inc.,  Frederick,  Md., 
for  reconsideration  in  proceeding  on  their 
am  applications  Action  May  9. 

By  Commissioner  Robert  E.  Lee 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  to  May  4 time  to  file  excep- 
tions to  initial  decision  in  proceeding  on 
applications  of  Sheffield  Bcstg.  Co.  and  J.  B. 
Fait  Jr.,  for  am  facilities  in  Sheffield,  Ala. 
Action  May  2. 

a Granted  petition  by  Broadcast  Bureau 
and  extended  to  May  16  time -to  file  ex- 
ceptions to  initial  decision  in  proceeding 
on  applications  of  Audiocasting  of  Texas 
Inc.,  and  Horace  K.  Jackson  Sr.,  for  new 
am  stations  in  Waco  and  Gatesville,  Tex. 
Action  May  10. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham 

■ Granted  petition  by  Jefferson  County 
Bcstg.  Co.,  to  extent  that  it  seeks  dismissal 
of  its  application  for  new  am  station  in 
Madras,  Ore.,  and  dismissed  application  with 
prejudice;  retained  in  hearing  status  appli- 
cation of  Ralph  J.  Silkwood  for  new  am  sta- 
tion in  Klamath  Falls,  Ore.  Action  May  3. 

a Scheduled  hearings  for  June  27  in  re 
proposal  by  Nathan  Frank  (WNBE-TV) 
New  Bern,  N.C.,  for  specification  of  trans. 
and  ant.  site;  and  on  application  of  Edward 
C.  Fritz  Jr.,  for  new  fm  station  in  Wau- 
kegan, 111.  Action  May  4. 

■ Granted  petition  by  Gertrude  Baker  to 
dismiss  her  application  for  new  am  station 
in  Poplar  Bluff,  Mo.;  dismissed  application 
with  prejudice  which  was  in  consolidated 
am  proceeding.  Action  May  9. 

a Granted  motion  by  Broadcasting  As- 
sociates to  extent  that  it  seeks  dismissal  of 
its  application  for  new  am  station  in  Dune- 
din, Fla.;  dismissed  application  with  preju- 
dice which  was  in  consolidated  am  pro- 
ceeding. Action  May  9. 

By  Hearing  Examiner  J.  D.  Bond 

■ Granted  petition  by  Broadcast  Bureau, 
and  extended  from  May  9 to  May  24  time 
to  file  proposed  findings  of  fact  and  conclu- 
sions of  law  and  from  May  24  to  June  3 to 
file  reply  pleadings  in  proceeding  on  am 
applications  of  John  K.  Rogers,  Bristol, 
Tenn.,  and  Kingsport  Bcstg.  Co.  (WKPT) 
Kingsport,  Tenn.  Action  May  5. 

b Granted  request  by  KGMO  Radio-Tv 
Inc.,  and  continued  from  May  9 to  June  1 
at  9 a.m.,  further  hearing  upon  applications 
in  group  3 of  consolidated  am  proceeding 
on  applications  of  Cookeville  Bcstg.  Co., 
Cookeville,  Tenn.,  et  al.  Action  May  6. 

By  Hearing  Examiner  Basil  P.  Cooper 

■ Scheduled  prehearing  conference  for 
May  20  in  proceeding  on  applications  of 
Taliesin  Bcstg.  Co.  and  Douglas  G.  Oviatt 
& Son  Inc.,  for  new  fm  stations  in  Cleve- 
land, Ohio.  Action  May  9. 

■ Scheduled  prehearing  conference  for 
May  26  in  proceeding  on  applications  of 
Brandywine  Bcstg.  Corp.,  Boyertown  Bcstg. 
Co.,  and  Dinkson  Corp.,  for  new  am  sta- 
tions in  Media,  Boyertown,  both  Pennsyl- 
vania, and  Hammonton,  N.J.  Action  May  9. 
By  Hearing  Examiner  Thomas  H.  Donahue 

■ On  request  by  Laurel  Bcstg.  Co.,  Laurel, 
Md.,  and  with  consent  of  all  other  parties 
in  proceeding  on  its  am  application  et  al  , 
continued  hearing  from  9 a.m.,  May  4 to 
2 p.m.,  same  date.  Action  May  3. 

By  Hearing  Examiner  Charles  J.  Frederick 

■ Scheduled  further  hearing  in  group  3 
for  May  19  in  consolidated  proceedings  on 
am  applications  of  Fredericksburg  Bcstg. 
Corp.  (WFVA),  Fredericksburg,  Va.,  et  al. 
Action  May  4. 

a Upon  petition  by  applicant,  continued 
hearing  from  May  4 to  May  31  in  proceeding 
on  am  application  of  Rodney  F.  Johnson 
(KWJJ)  Portland,  Ore.  Action  May  4. 

■ Reopened  record  in  proceeding  on  ap- 
plications of  Alkima  Bcstg.  Co.,  Herman 
Handloff  and  Howard  Wasserman  for  am 
facilities  in  West  Chester,  Pa.,  and  Newark 
Del.,  received  in  evidence  Handloff  exhibit 
13,  insofar  as  it  consists  of  affidavit  of  Louis 
N.  Seltzer,  and  rejected  in  other  respects, 

Continued  on  page  127 
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place  of  45  lbs.  of 
conventional  amplifier  equipment. 

The  M-60  has  a self-contained  tran- 
sistorized amplifier,  power  supply  and 
omni-directional  microphone  head. 
Comes  complete  with  18  feet  of  line, 
an  ear  plug  head  set  and  a lavalier 
clip  and  cord. 

The  microphone  unit  is  completely- 
sealed  — withstands  temperature,  me- 
chanical shock  and  humidity.  A Dyna- 
flex  non-metallic  diaphragm  gives 
smooth  response  over  a wide  frequency 
range. 

The  amplifier  has  six  identical  plug- 
in transistors.  Power  is  supplied  by  a 
5.4  v 100-hour  mercury  cell. 

For  more  out  of  your  one-man,  one- 
mike  remote  situations,  order  a Collins 
M-60  Remote  Microphone-Amplifier. 
Write  to  Collins  for  further  specifica- 
tions and  literature. 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

• SITUATIONS  WANTED  204  per  word — f 2.00  minimum  • HELP  WANTED  254  per  word — f2.00  minimum. 

• DISPLAY  ads  $20.00  per  inch — STATIONS  FOR  SALE  advertising  require  display  space. 

• All  other  classifications  304  per  word — $ 4.00  minimum. 

• No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.C. 

ArrucANTS:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
cic.,  sent  to  box  numbers  are  sent  at  owner’s  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 


Help  Wanted — Management 


Station-sales  manager.  Small  Chicago  subur- 
ban. operation.  Need  real  "take-charge”  man 
— strong  on  sales  . . . become  active  in  com- 
munity. Salary  and  incentive.  Must  have 
small  station  management  background.  Write 
fully  in  confidence.  Box  335A,  BROADCAST- 
ING. 


Wanted — Sales  manager  with  proven  record 
and  ability  in  sales.  Must  be  an  ambitious 
idea  man  and  willing  to  work  hard.  The 
man  we  are  looking  for  is  now  doing  a’ 
good  job  as  a salesman  and  would  like  to 
move  up  and  get  into  the  $10,000-$12,000 
bracket.  Must  know  radio  from  A to  Z and 
know  how  to  sell  it.  If  you  are  looking  for 
a job  with  a future  and  advancement  send 
complete  details  in  first  letter  to  Don 
Mitchell,  Radio  Station  WLAQ,  Box  228, 
Rome,  Georgia.  Rome  has  a population  of 
56,000  and  is  a good  town  in  which  to  live. 


Sales 


$100-$150  weekly  guarantee  plus  commis- 
sion and  bonus  plan  for  aggressive  self- 
starter salesman.  Top  station  Washington, 
D.C.  market.  Box  867P,  BROADCASTING. 


St.  Louis-top  independent.  Top  money  and 
future  for  salesman  who  loves  to  sell.  Box 
563S,  BROADCASTING. 


Due  to  shift  in  group  operations,  desirable 
sales  position  open  to  man  with  sufficient 
knowhow  and  energy  to  deserve  it.  Estab- 
lished high  earnings  account  list,  liberal 
guarantee  and  commission,  outstanding 
fringe  benefits.  Top  Pulse  fulltimer  in 
friendly,  pleasant,  prosperous  Illinois  city 
of  50,000.  Congenial  professional  staff.  Write 
Box  267A,  BROADCASTING. 


You  do  very  well  financially  in  radio  sales 
and  have  been  selling  fulltime  for  at  least 
3 years.  You  want  to  move  to  Florida  and 
really  live  12  months  out  of  the  year.  This 
is  your  chance.  Your  potential  in  this  south 
Florida  coastal  metropolitan  market  is  ex- 
cellent with  opportunity  to  advance  to  sales 
manager  or  general  manager  of  one  of  the 
3 stations  in  the  chain.  Give  references  and 
tell  all  in  the  first  letter.  Box  283S,  BROAD- 
CASTING. 


Small  metroplitan  type  market  in  southwest 
has  an  opening  for  an  aggressive  time  sales- 
man. Guarantee  against  commission,  ability 
to  do  some  air  work  helpful.  Send  resume, 
salary  requirements  and  photo.  This  is  a 
permanent  position  for  the  right  man.  Box 
356A,  BROADCASTING. 


One  of  New  England’s  best  250  waiters  (1 
kw  just  granted)  in  a highly  competitive 
city,  needs  go-getting,  local  sales  manager. 
Salary,  commission  and  car  allowance.  Box 
462 A BROADCASTING. 


Wanted:  Aggressive  salesman  for  selectively 
programmed  Christian  fm  station  serving 
Chicago.  Very  challenging  opportunity  for 
the  right  man  in  fm  conscious  market.  Pho- 
to, resume.  Box  495A,  BROADCASTING. 


We  want  aggressive  sales  producer  for  sub- 
urban station  metropolitan  northeast  mar- 
ket. You  want  to  own  part  of  what  you  sell. 
We  can  offer  stock  ownership  plan  certain 
to  interest  you.  Let’s  get  together  now.  Give 
sales  record  for  past  5 years  and  salary 
required.  Box  499A,  BROADCASTING. 


Wanted:  Steady,  secure,  sales  opening  for 
experienced  man  who  can  produce  results. 
Incentive  plan,  plus  other  benefits.  New 
York  state.  Send  resume  to  Box  526A, 
BROADCASTING. 


Needed  at  once!  $500  draw.  Market  tre- 
mendous, town  small.  Sell  both  radio  and 
tv.  Contact,  Sales  Manager,  Kainor  Carson, 
KBLR — Goodland,  Kansas.  Twinoaks  9-2331. 


Help  Wanted — (Cont’d) 


Sales 


Salesman  wanted — for  non-competitive  5 
kw.  Prefer  man  with  announcing  back- 
ground, good  typing  ability,  married,  25- 
35.  This  job  100%  selling,  no  announcing. 
$90.00  base  not  a draw  on  15%  commission. 
Send  detailed  letter  and  photo  to:  J.F.  Jae, 
Jr.,  Mgr.,  KHMO,  Hannibal,  Mo. 


Enthusiastic  and  aggressive  salesman  with 
dj  and/or  production  experience.  Only 
stable,  experienced,  qualified  apply.  Num- 
ber 1 ratings.  CBS  Network.  Carl  Hallberg, 
WDBO-Radio,  Orlando,  Florida. 


Announcers 


Modern  number  one  format  station  in  one 
of  ten  largest  markets  auditioning  fast- 
paced,  live-wire  announcers.  Key  station 
leading  chain  offers  big  pay,  big  opportu- 
nity. Send  tape  to  Box  864P,  BROADCAST- 
ING. 


South  Florida,  Metro  market.  Need  fast 
paced,  lively  swinging  dj.  Rush  tape,  re- 
sume. Box  284S,  BROADCASTING. 


Immediate  opening  for  outstanding  person- 
ality jockey  with  established,  fast-moving 
midwestern  am  station.  Above  average  spot 
for  above  average  music  man.  Salary  com- 
mensurate with  your  ability.  Send  full  de- 
tails and  tape,  to  Box  372A,  BROADCAST- 
ING. 


Combo-announcer  with  first  class  license, 
for  all  night  program.  No  maintenance,  but 
news  experience  desirable  leading  Ohio 
Regional.  Send  resume  past  experience, 
tape,  state  salary  expected  and  when  avail- 
able. Confidential.  Box  401A,  BROADCAST- 
ING. 


Opening  for  announcer  in  midwest  metro- 
politan CBS  basic  radio-tv  station.  This 
quality  operation  seeks  mature,  deep  reso- 
nant voice.  To  qualify  for  audition,  send 
tape  immediately  to  Box  408A,  BROAD- 
CASTING. 


Solid  air  salesman  with  first  phone  for  ag- 
gressive, smooth  sounding  station  in  beauti- 
ful California  medium  size  city.  Ideal  cli- 
mate. Our  business:  To  serve,  to  service, 
to  sell.  Complete  market  and  employment 
information  in  response  to  your  resume, 
reference  and  7!->  rpm  tape.  Box  409A, 
BROADCASTING. 


Announcer  looking  for  advancement,  with 
a very  attractive  offer  for  right  man.  5000 
watt  fulltime  station,  ABC  affiliate  under 
multiple  ownership.  Located  deep  south. 
Box  452A,  BROADCASTING. 


Announcer-newswriter  wanted  by  class 
station  in  N.Y.C.  Suburbs.  Send  tape- 
resume.  Box  453 A,  BROADCASTING. 


D/J  personality  wanted:  Are  you  ready  to 
move  up  to  5 kw?  Must  be  good  commercial 
and  board  man.  Medium  market.  Start 
$90.00  per  week  with  regular  increases,  paid 
vacations,  ins.  etc.  Box  481A,  BROADCAST- 
ING. 


Making  changes.  Need-swinging  dj.  Must 
know  production,  chance  to  become  pd. 
Need  swinging  dj  with  1st  phone.  Need 
salesman  dj.  Details  in  first  letter.  Top  40 
operation.  Good  Texas  town.  Box  486A, 
BROADCASTING. 


Experienced,  stable,  versatile  announcer. 
Downstate  Illinois.  Weekly  minimum  $80.00. 
Box  487A,  BROADCASTING. 


Immediate  opening  for  versatile  announcer 
who  can  sell  or  write  copy.  Must  have  good 
voice  and  do  production  spots.  Tbp  salary 
to  right  man  in  beautiful  section  of  Vir- 
ginia. Send  tape,  photo  and  resume  to 
Box  491A,  BROADCASTING. 


Help  Wanted — (Cont’d) 


Announcers 


Are  you  more  than  just  a bright,  fast  dj? 
Can  you  do  tv  commercials,  me,  and  con- 
duct shows?  #1  radio  and  NBC-TV  affiliate 
in  medium  midwest  market.  Send  tape, 
photo  and  resume  to  Box  492A,  BROAD- 
CASTING. 


Station  in  top  20  market  wants  top-rated 
morning  man.  Strong  personality,  good 
voice.  Send  resume,  tape  and  photo.  Box 
506 A,  BROADCASTING. 


Wanted:  Mature,  experienced  staff  an- 

nouncer for  good  music  station  in  one  of 
the  top  100  markets.  Middlewest.  Send  com- 
plete resume  and  tape  of  news  and  com- 
mercials. Salary  offer  will  be  based  on  your 
present  earnings.  Box  514A,  BROADCAST- 
ING. 


KBUD,  Athens,  Texas  seeking  experienced 
staff  announcer. 


Adult  music  station  needs  staff  announcer 
with  1-2  years  experience.  Send  tape, 
photo,  references  and  resume  to  KILO, 
Grand  Forks,  North  Dakota. 


1,000  watt  independent  fulltime  operation 
desires  top-flight  announcer  for  morning 
show.  Adult  type  programming.  Send  tape, 
resume,  and  photo  to  KSSS,  Box  764, 
Colorado  Springs. 


A good  music  announcer  with  first  ticket. 
5 day,  40  hour  daytime  shift.  Boston  am-fm 
concert  music  station.  Liberal  fringe  bene- 
fits, position  with  a good  future.  Phone 
Waltham,  Mass.,  Twinbrook  3-7080,  for  Rob 
Stuart-Vail,  Program  Director.  Tape,  resu- 
me to  WCRB,  Box  288,  Boston  54. 


DJ  with  production  experience.  Send  tape 
with  letter  including  background,  experi- 
ence, picture,  complete  details.  TV  ability 
desirable,  not  necessary.  CBS  Network, 
Number  1 radio  and  tv.  Carl  Hallberg, 
WDBO-Radio,  Orlando,  Florida. 


Smooth  morning  man,  strong  on  news,  with 
3rd  class  ticket  for  enterprising  1000  watter. 
Send  tape,  photo  and  resume  in  first  letter 
to  WDDY,  Gloucester,  Virginia. 


Announcer-newsman  wanted  immediately. 
Send  background  experience  and  tape  to: 
Manager  WJCD,  Seymour,  Indiana. 


Immediate  opening  for  experienced  morn- 
ing man.  Combo  operation  using  latest 
equipment.  Adult  music,  news  station.  Top 
pay  for  top  performance.  Send  background 
and  tape  to  Manager,  WRTA,  Altoona, 
Pennsylvania. 


Announcer  wanted.  Must  be  capable  of  ad- 
libing,  selling,  writing  copy,  news.  Also, 
capable  of  management  and  have  a record 
of  paying  personal  bills  well  and  don’t 
drink.  If  you  can  fill  the  requirements 
there’s  a good  future  for  you  with  the 
Washington  Broadcasting  Company,  Radio 
Station  WSNT,  Sandersville,  Georgia. 
Announcers  losing  jobs?  Lack  that  profes- 
sional sound?  Audition  tape  not  a polished 
. . . showcase?  New  York  School  of  An- 
nouncing, 160  West  73rd  Street,  NYC,  SU 

7-6938. 

California  calling.  If  you  are  a versatile  an- 
nouncer with  first  phone  who  wants  to 
work  in  stable  operation  in  a lovely  town 
of  45,000  that  features  network  and  local 
news  plus  good  listenable  music,  then  let’s 
exchange  information.  You  tell  us  all  about 
yourself  with  complete  resume  of  experi- 
ence, references  and  send  tape  cut  at  7 Vz 
rpm  with  commercials,  short  news,  music 
intro  and  ad  lib.  We  will  answer  promptly 
with  information  on  the  most  beautiful 
area  of  California,  plus  our  salary,  fringe 
benefits  and  major  medical  plan,  send  to 
Foy  Willing,  P.O.  Box  1651,  Salinas,  Cali- 
fornia. 
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Help  Wanted — (Cont’d) 


Technical 


Experienced  ensineer — East  coast  (south- 
east) station.  5 kw  daytimer  remote  control. 
15  to  20  hours  announcing;  will  train.  Good 
salary.  Box  686S,  BROADCASTING. 


Enterprising  independent  station  in  Virginia 
needs  engineer-announcer.  First  class  ticket 
essential,  announcing  secondary.  Short 
hours,  salary  commensurate  with  experi- 
ence. Reply  Box  344A,  BROADCASTING. 


Chief  engineer  - announcer  - 1000  W - DAD 
Michigan  station.  Maintenance  ability  and 
announcing  experience.  Want  man  looking 
for  permanent  location  and  chance  for  ad- 
vancement. Send  resume,  photo,  and  tape  to 
Box  346 A,  BROADCASTING. 


Chief  engineer  for  eastern  Pennsylvania,  5 
kw  radio  station.  Directional  experience 
necessary.  Reply  to  Box  362A,  BROAD- 
CASTING. 


Have  opening  for  engineer-announcer  at  1 
kilowatt  ABC  daytimer  on  Florida  east 
coast.  Good  opportunity  for  advancement. 
Interested  person  should  send  tape,  photo 
and  resume  to  Box  511A,  BROADCASTING. 


Rocky  Mountain  west  vacation  land.  Engi- 
neer-announcer, starting  salary  $115.00  per 
week.  KRTN,  Raton,  New  Mexico. 


Wanted  one  engineer  with  1st  phone,  no 
announcing,  transmitter  shift.  Contact  H.T. 
Wiley,  KSYD,  Box  2130,  Wichita  Falls,  Texas. 


Engineer  with  first  class  ticket.  Transmitter 
duties  plus  some  studio  work  in  Monroe, 
Michigan.  Contact  Irv  Laing,  WQTE,  1260 
Library  Place,  Detroit  26,  Michigan,  Wood- 
ward 2-0900. 


Educational  closed  circuit  system  needs 
chief  engineer,  starting  August,  long  va- 
cations, some  directing  if  desired.  $5,000- 
ETV  Office  Corning  City  School  District, 
291  East  First  Street,  Corning,  New  York. 


Production-Programming,  Others 


Experienced,  energetic  newscaster  capable 
of  supervising  three  man  news  staff,  wanted 
by  established,  successful  mid-western  ra- 
dio station.  Emphasis  on  local  news.  If  you 
are  on  the  way  up  and  interested  in  more 
money  with  an  alert  operation,  send  full 
details  with  tape,  which  we’ll  return,  to  Box 
373 A,  BROADCASTING. 


News  supervisor  to  assist  director  of  Ohio’s 
biggest  radio  news  department.  Send  tape, 
resume  and  photo  to  News  Director,  WCOL, 
Columbus  15,  Ohio. 


WNXT,  Portsmouth,  Ohio  needs  experi- 
enced spot  copywriter.  Apply  Manager. 


RADIO 


Situations  Wanted — Management 


Radio  station  manager,  production  or  pro- 
gram director.  Twenty-five  years  well 
rounded  professional  experience.  National 
and  local  sponsor  success.  Some  tv.  Live 
wire  town.  Successful  civic  worker.  John 
Harold  Betts.  Box  472S,  BROADCASTING. 


Manager — Top  management  man  available 
soon.  Write  for  details.  Do  not  reply  un- 
less you  need  general  manager.  Box  456A, 
BROADCASTING. 


Veteran  broadcaster,  recently  sold  station, 
seeks  management  of  small  market  station. 
Excellent  record.  Might  invest.  Box  459A, 
BROADCASTING. 


' Wanted  to  manage  small  or  medium  sta- 
J tion  in  warm  climate  with  chance  to  buy 
I in.  Presently  midwest  manager  with  no 
■ future.  Box  468A,  BROADCASTING. 


jj  Wife  and  children  have  chronic  bronchitis, 
kr  Forced  to  move  to  dry  climate.  Would  like 

■ i management  of  small  market  station.  Have 

■ been  in  top  ten  market  for  past  5 years, 
k Must  have  guarantee  of  $9,000.  Box  470A, 
I BROADCASTING. 


Sales 


| Next  step — Young,  energetic,  college  grad 
It  four  years  major  network  experience  seeks 
U future  in  radio  sales.  Box  334A,  BROAD- 

I CASTING. 


Situations  Wanted — (Cont’d) 


Sales 


Experienced  radio  man  wants  job  as  an- 
nouncer or  salesman  or  combination  of  both 
at  California  station.  Box  475A,  BROAD- 
CASTING. 


Dynamic,  young  sales  manager  seeks  great- 
er opportunity.  Aggressive  leader,  outstand- 
ing record,  22,  married,  and  references.  Box 
483 A,  BROADCASTING. 


Experienced  salesman  seeks  relocation  up- 
per midwest.  Proven  sales.  Family  man. 
Salary,  commission,  interview.  Box  500A, 
BROADCASTING. 


Announcers 


Sports  announcer  play-by-play  all  sports. 
Plenty  of  experience.  Box  636S,  BROAD- 
CASTING. 


Young,  married,  veteran,  some  experience 
wishes  chance  to  swing  for  lively  station, 
available  10  June,  POrter  2-1310,  Clovis, 
New  Mexico.  Box  184A,  BROADCASTING. 


Finished  with  the  frost!  Experienced  an- 
nouncer with  wife  wants  to  thaw  out  (and 
settle)  in  Florida,  California  or  east.  26 
years  old  veteran,  college  man,  presently 
employed.  Box  354A,  BROADCASTING. 


Announcer-salesman.  Can  handle  board  and 
turn  in  responsible  job.  Box  454A,  BROAD- 
CASTING. 


Swingin’  dj — 3 years  experience.  Married, 
family,  veteran.  Want  lively  station  in 
midwest.  $105  minimum.  Box  457A,  BROAD- 
CASTING. 


Announcer,  experienced  dj,  strong  on  news, 
veteran,  2 years  college,  ambitious,  sin- 
cere. Box  469A,  BROADCASTING. 


Young,  alert  announcer,  loves  tight  pro- 
duction, lighting  fast  on  board,  wants  morn- 
ing show.  Will  consider  others.  South  or 
midwest.  Programming,  station  promotion 
experience.  $75-$85.  Send  letter  giving  full 
details.  Box  472A,  BROADCASTING. 


Georgian  wants  to  relocate  in  small  market 
in  Georgia.  Dependable.  Professional  sound. 
Now  employed  major  market — network  af- 
filiate. Excellent  references.  Box  482A, 
BROADCASTING. 


Announcer-dj  some  experience,  married, 
vet,  dependable,  tape  and  resume.  Box  493A, 
BROADCASTING. 


Snappy,  happy  morning  man.  no  r&r,  clever 
script  writer.  Strong  news.  Real  pro.  Box 
494A,  BROADCASTING. 


Do  stability,  reliability  and  permanency 
mean  anything  to  you  as  an  employer?  If 
so,  and  you  can  pay  $125  weekly  for  a* 1  ma- 
ture announcer  with  those  qualifications 
plus  10  years  experience  and  first  phone, 
write  or  wire  Box  497A,  BROADCASTING. 


Intelligent,  highly  experienced,  air  person- 
ality looking  for  air-conscious  station.  Box 
502A,  BROADCASTING. 


Local  news  specialist.  Fill  with  production, 
copy,  or  disc  show.  Some  sales.  Have  1st 
phone.  Family  man.  Ten  years  radio;  $10,000 
cash.  Want  to  work  behind  investment  in 
your  station.  Prefer  Idaho,  Colorado,  New 
Mexico,  Arizona.  Box  505A,  BROADCAST- 
ING. 


Announcer/program  director.  Versatile.  Ex- 
perienced. Also  sports.  Offers  top  quality. 
Box  507A,  BROADCASTING. 


Summer  replacement  problems?  Try  us. 
Large  staff  of  employed  airmen  seeking 
vacation  work.  Television,  dj,  news.  Full 
power  professional  experience  to  fill  the 
vacation  gap.  Three  week  minimum.  Box 
509 A,  BROADCASTING. 


Announcer,  single,  two  years  experience, 
good  tight  production.  Willing  to  travel, 
money  secondary  but  important.  Box  510A, 
BROADCASTING. 


Sportscaster:  hockey,  baseball,  basketball, 
football.  College  graduate,  22.  Box  520A, 
BROADCASTING. 


Announcer/engineer — 1st  ticket.  Presently 
large  market.  Former  chief  engineer.  Ex- 
perienced dj,  news,  special  events,  sports, 
team  man,  with  ideas.  Upper  midwest  pre- 
ferred, but  other  offers  considered.  Box 
522 A,  BROADCASTING. 


Situations  W anted — (Cont’d ) 


Announcers 


Swinging  negro  dee  jay.  6 years  experience. 
Salary  secondary  to  opportunity.  Hurry. 
Box  525 A,  BROADCASTING. 


Announcer-engineer,  1st  phone,  3 years  ex- 
perience. Prefer  eastern  U.S.  Box  527A, 
BROADCASTING. 


Small,  medium  or  large  . . . market  in  Cali- 
fornia? Can  you  use  combo  dj  1st  phone,  8 
years  experience,  write  copy,  produce  spots, 
some  sales.  Married,  family,  dependable. 
Let’s  “grow  up”  together.  Write:  D.J.,  6644 
TuJunga1,  Apt.  2,  North  Hollywood,  Cali- 
fornia. 


Dependable  young  air  personality  looking 
for  larger  market.  Just  completed  stint 
with  #1  outlet  in  four  station  market. 
Wants  permanent  position  with  music  op- 
eration. Holds  all  age  groups  with  current 
pop  format.  Opportunity  and  advancement 
are  paramount.  Available  at  once.  Will 
travel  and  will  wait  for  top  spot.  Jack 
Du  Long,  7731  Forest  Preserve  Drive,  Chi- 
cago 34,  Illinois.  Phone  ME  7-0238. 


Announcer,  dj.  Have  first  phone,  5 months 
training,  and  good  voice.  Tape  available. 
Norman  Hammer,  1407  Grant  St.,  Santa 
Monica,  California. 


Negro  dj.  Can  also  handle  news  and  com- 
mercials, run  own  board;  will  travel. 
Nathaniel  Logan,  240  W.  103  St.,  N.  Y.  25, 
N.  Y.  AU  3-9722. 


Sportscaster — dj — newsman,  college  gradu- 
ate, 22,  experienced.  Available  June  tenth. 
Jerry  Schmelzer,  Finance  Building,  Cleve- 
land, Ohio. 


Combo-sales  announcer,  experienced,  prefer 
northeastern  states.  Excellent  references. 
Family  man,  age  33.  Tapes  and  resume  on 
request,  available  in  August.  Write,  A1 
Waddell,  32  Forsythia  Dr.,  Champaign,  Illi- 
nois. 


Missing  something???  Announcer-newsman, 
moderate  experience,  sales,  board,  pleasant 
sounding.  Herb  Wingate,  144-50  35th  Ave., 
Flushing  54,  L.I.,  N.Y.  Phone:  Lenox  9-3633. 


Technical 


Experienced  engineer  desires  permanent 
position  in  radio  or  television.  No  announc- 
ing. Available  immediately.  Box  264A, 
BROADCASTING. 


Experienced  first  phone,  announcer.  Wants 
relaxed  small  market  job  anywhere.  Box 
463 A,  BROADCASTING. 


First  phone  twelve  years.  Desire  job  radio/ 
tv  upper  midwest.  Box  477A,  BROADCAST- 
ING. 


Young  first  phone  engineer  desires  stable, 
permanent  position.  Experience:  am-fm, 

4-tower  directional  etc.  Most  studio  equip- 
ment— chief  at  two  stations.  Licensed  ham. 
No  smoking  or  drinking.  Prefer  metro,  area. 
$120  week.  Box  519A,  BROADCASTING. 


Have  first  ticket,  will  travel,  no  experience, 
will  announce.  Very  eager  to  learn.  Phone 
1517.  Clyde  Paul,  305  W.  5th  Ave.,  Oakdale, 
La. 


Production-Programming,  Others 


Need  your  radio-tv  department  organized, 
reorganized? — Prize-winning  newsman  with 
wide  experience,  mature  judgment  and  in- 
itiative offers  ability  to  handle  staff  for 
superior  news  coverage.  Prefer  community 
where  competition  is  stiff  or  can  be  made 
so.  Radio,  news  syndicates,  dailies  experi- 
ence. Box  348 A,  BROADCASTING. 


Veteran  broadcaster  and  newspaper  pub- 
lisher seeks  connection  with  station  in- 
terested in  establishing  editorial  policy. 
Owned  station  and  newspaper  until  recent- 
ly. Top  awards  for  editorial  writing.  Write, 
broadcast,  sell,  direct  or  assist  in  news  de- 
partment. Box  458A,  BROADCASTING. 


Need  energetic,  knowledgeable  pd?  Major 
market  assistant  ready.  Five  figures.  Box 
466A,  BROADCASTING. 


8 years  gathering,  writing,  airing  local 
news.  30  years  old,  married,  presently  em- 
ployed. Seeking  security  and  salary  com- 
mensurate with  ability.  Box  471A,  BROAD- 
CASTING. 
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Situations  Wanted — (Cont’d) 


Production-Programming,  Others 


Director,  first  class  engineering  license,  de- 
sires small/medium  station  to  utilize  2y2 
years  of  thorough  ground  work  all  phases 
broadcasting.  Box  485A,  BROADCASTING. 


Experienced  newsman.  Presently  employed 
in  metropolitan  area.  Knows  on  and  off-air 
work,  including  editing  and  reporting  and 
use  of  radio  news  equipment.  Can  run 
board.  College  grad.  Car.  Prefers  station 
within  150  miles  of  Philadelphia.  If  you 
want  a young  man  with  ideas  and  the  initia- 
tive and  drive  to  put  them  across,  suggest 
we  talk.  Box  490A,  BROADCASTING. 


Copy-traffic  girl  wants  a change.  Chiefly 
radio,  some  tv.  Present  employer  has  seen 
this  ad.  Box  504A,  BROADCASTING. 


Six  years  experience,  film,  production, 
camera,  programming  basic,  plus  others,  de- 
sire permanent  position.  Box  513A,  BROAD- 
CASTING. 


Outstandingly  good  male  vocalist  (like 
Como-Crosby  sound).  Name  band,  club  and 
radio  experience.  Wants  opportunity  in 
radio.  Audition  tape  recording  sent  on 
request.  Box  516A,  BROADCASTING. 


TELEVISION 


Help  Wanted — Sales 


Aggressive  salesman  for  local  sales.  The  fu- 
ture is  here  if  you  have  the  ability.  Experi- 
ence in  radio  or  tv  necessary.  Must  have 
car.  Good  earnings  at  the  start  with  un- 
limited potential.  Family  man  preferred. 
Station  is  tops  in  the  area.  Full  CBS,  ABC 
schedule.  All  the  advantages  of  raising  a 
family  in  a small,  friendly  community.  Send 
complete  resume,  references  and  photo.  Jack 
Gilbert,  KHOL-TV,  Kearney,  Nebraska. 


Account  executive  salesman — Dominant  sta- 
tion in  market  has  immediate  opening  for 
an  aggressive,  creative  salesman.  TV  or  ra- 
dio sales  experience  necessary.  The  poten- 
tial is  unlimited  for  a hard  worker  . . . 
Guarantee  against  commission  plan.  Con- 
tact Bob  Ray  or  Ken  Kampion,  WPTV, 
Palm  Beach,  Florida. 


Top  rated  mid-west  station  (WSBT  & TV) 
offers  opportunity  in  sales  for  the  man 
ready  to  move  to  larger,  expanding  market. 
Prefer  one  or  two  years  experience  but  will 
consider  college  graduate  if  veteran  or  draft 
exempt.  Many  excellent  benefits.  Write  per- 
sonnel director,  South  Bend  Tribune,  South 
Bend  26,  Indiana. 


Announcers 


Wanted,  top-flight  reporter-newscaster.  On- 
camera  presentation  first  consideration. 
Send  picture,  tape,  resume  and  salary  re- 
quirements. Box  376A,  BROADCASTING. 


VHF  all  networks  needs  all-around  tv  an- 
nouncer for  on-camera  commercial  news, 
me,  etc.  Prefer  background  in  secondary 
market  tv.  Opportunity  to  advance  in  pro- 
duction and  directing.  Top  radio  man  with- 
out tv  experience  could  qualify.  Must  be 
20-30  years  of  age.  Send  letter  with  full 
background,  tape  and  snapshot.  Apply  Mar- 
shall Pengra,  KLTV,  channel  7,  Tyler, 
Texas. 


Technical 


Wanted  one  engineer  with  1st  phone,  to 
operate  with  GE  transmitter,  studio  and 
video  tape  equipment.  Contact  H.T.  Wiley, 
KSYD-TV,  Box  2130,  Wichita  Falls,  Texas. 


TV  studio  engineers  for  design,  test,  and 
field  engineering.  Rapidly  expanding  pro- 
gressive company.  All  benefits,  plus  rapid 
advancement  for  qualified  engineers.  Foto- 
Video  Laboratories  Inc.  CE.  9-6100,  Cedar 
Grove,  New  Jersey. 


Production-Programming,  Others 


Country’s  most  modern  midwest  television 
station  wants  tv  director  with  first  class 
engineering  license.  Position  open  immedi- 
ately. Send  resume  to  Box  297A,  BROAD- 
CASTING. 


Help  Wanted — (Cont’d) 


Production-Programming,  Others 


News  director.  State  capital  vhf  operation 
in  southeast  seeks  professionally  trained, 
experienced  newsman  to  head  well  orga- 
nized news  department  and  personally  han- 
dle prime  early  evening  newscasts.  Station 
owned  by  long  established  company  which 
places  strong  emphasis  on  news.  Pleasant 
working  conditions.  Good  salary.  Group  in- 
surance and  pension  plan.  Present  news 
director  leaving  to  accept  unusual  big  mar- 
ket opportunity.  Interested  parties  please 
present  application  including  photo  prompt- 
ly to  Box  315A,  BROADCASTING.  All  ap- 
plications acknowledged. 


Florida  tv  station  needs  experienced  traf- 
fic girl.  Salary  open.  Write  to  Walt  Baker, 
WLOF-TV,  639  W.  Central,  Orlando.  Include 
snapshot  and  complete  resume. 


Newsman — gather  and  telecast  two  local 
news  programs  daily.  WSYE-TV,  Box  314, 
Elmira,  N.Y. 


TELEVISION 


Situations  Wanted — Management 


Thirteen  years  tv  management  as  program 
manager,  film  buyer,  operations  manager, 
sales  manager,  and  radio-tv  director  for  ad 
agency  ...  all  vhf,  major  market  experi- 
ence. Seeking  relocation  due  to  lack  of  ad- 
vancement opportunity.  Will  consider  sta- 
tion group,  VTR  production  unit,  ad  agency, 
syndicated  and  feature  film  sales,  or  inter- 
national tv  consultant  position.  Available 
soon  for  personal  interview.  Top  references 
upon  request.  Box  460A,  BROADCASTING. 


Announcers 


I’ve  done  it!!!  Reached  my  peak  in  this 
midwest  market  of  200,000.  Currently  morn- 
ing man,  pd.  and  free  lance  tv  announcer. 
Ready  to  move  up.  FaT  west  or  midwest. 
Try  me.  Box  464A,  BROADCASTING. 


Anyone  need  a young  broadcaster  (journal- 
ism degree,  ten  years  experience,  wife, 
children,  currently  employed  as  tv  weather- 
man and  “Bandstand”  m.c.)  making  two 
hundred  per.  Box  465A,  BROADCASTING. 


Experienced  announcer,  dj  (2  years  experi- 
ence) interested  in  booth  and  on  camera, 
announcing  or  radio-tv  combination.  Family 
man,  mature,  wishes  to  relocate  permanently. 
Box  474A,  BROADCASTING. 


Announcer.  Good  one  photographer,  good 
one  first  phone,  too.  Write  Box  496A, 
BROADCASTING. 


Ventriloquist,  personality  dj,  children’s  per- 
sonality, available  due  to  misrepresenta- 
tion, extreme  disappointment.  28,  family  of 
three,  seeks  career  personality,  promotion 
minded  station  that  will  utilize  talents  to 
fullest,  exchange  for  permanency,  promo- 
tion, good  treatment.  11  -years  show  busi- 
ness experience,  five  radio-tv.  $125.00  base 
under  any  conditions.  Midwest  preferred. 
Box  518A,  BROADCASTING. 


Technical 


Graduating  interns,  technical  and  produc- 
tion, trained  in  modern  fully  equipped  stu- 
dios by  commercial  minded  instructors  now 
available.  Contact  Intern  Supervisor,  WTHS- 
TV,  Miami. 


Production-Programming,  Others 


Program  director  . . . Located  in  top  30 
market.  Trying  to  advance.  Can  furnish  ex- 
cellent character  and  ability  references. 
Have  first  phone.  Experienced  in  both  VTR 
and  live  spot  commercials.  Box  478A, 
BROADCASTING. 


TV  production — Presently  employed  by 
CBS  basic  vhf.  Solid  experience  in  audio, 
camera,  lighting,  projection,  announcing, 
performing.  First  phone,  degree,  and  the- 
atre production  background.  Seeking  posi- 
tion that  will  lead  to  directing.  Single,  27, 
ambitious.  Excellent  references!  Box  488A, 
BROADCASTING. 


Production  man.  Capable  in  capacity  of 
program  director,  production  manager,  di- 
rector. 7 years  television  experience.  Pres- 
ently employed  as  production  manager.  Box 
515A,  BROADCASTING. 


Situations  Wanted — (Cont’d) 


Production-Programming,  Others 


Veteran  sports  and  news  director-pro  back- 
ground. Senior  sportscaster  Boston  Garden 
Basketball  tournaments — major  football 
games — special  events  personality.  Proven 
sales  and  listening  delivery  on  camera  and 
mike.  Now  in  top  sales  and  promotion  man- 
agement northwest.  Drier  climate  preferred 
with  straight  broadcasting  or  directing. 
Guaranteed  satisfaction.  Write,  Manager. 
6606  Hiway  99  South  Everett,  Washington. 
Telephone  ED  4-4334. 


FOR  SALE 


Equipment 


1 RCA  70-D  tt.  with  microgroove  and  stand- 
ard pickup  45  rpm  conversion  $325.  1 RCA 
70-D  standard  pickup  $175.  2 RCA  76-B2 
consolettes  1 manual  2 schematics,  first  one 
gets  manual,  $485  each.  Box  358A,  BROAD- 
CASTING. 


FM  3 kw  Collins  transmitter  available  from 
major  east  coast  city  within  20  days.  Good 
condition,  sold  as  is.  Best  offer  over  $4000.00. 
Box  386A,  BROADCASTING. 


3-kw  Federal  fm  transmitter  and  6-bay  GE 
antenna.  In  operation.  Going  higher  power. 
Highest  offer.  Box  467A,  BROADCASTING. 


A 600'  triangular-base,  self-supporting  tow- 
er is  available  in  St.  Louis.  Was  erected  by 
Ideco  in  1954  for  a TV  station  which  aban- 
doned it.  Make  us  an  offer.  Address  Box 
476A,  BROADCASTING. 


Lapp  base  insulator  type  14855  for  guyed 
towers,  and  two  A-l  sets  of  lights.  Box  489A, 
BROADCASTING. 


Machlett  5530-H  tube  with  grid  and  filament 
connectors.  Used  less  than  2 hours.  New 
tube  guarantee!  Box  524A,  BROADCAST- 
ING. . 


Buy,  sell  or  trade  also  new  and  used  towers. 
Special  150'  am  self-supporting.  Ready  to 
ship  $1,000.00.  P.O.  Box  55,  Greenville,  N.C. 


1960  Gates  CB-225A  $450.00  console  turn- 
tables, pickups  . . . complete!  Two  like 
new  $175.00  each.  Two  all  new  $250.00  each. 
Used  Western  Electric  audio  console  $395.00. 
WIFI,  Box  3022,  Philadelphia  50. 


Collins  21A  5 kw  transmitter  maintained  in 
original  condition.  Now  available.  Examine 
under  operating  conditions.  Excellent  qual- 
ity. Ten  years  old.  Price  $4,500.  Terms.  Ad- 
dress Radio  Station  WISE,  75  Scenic  High- 
way, Asheville,  N.C. 


CH  2 tv  GE  TT6  transmitter,  associated 
gear.  Pair  GE  Synchrolite  and  pair  GPL 
PA-100  projectors.  WTHS-TV,  1410  NE  2 
Ave.,  Miami,  Florida. 


Anything  in  broadcasting  field  from  a tube 
to  a tower  sold  or  bought.  Electrofind,  550 
Fifth  Avenue,  N.Y.C. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto-Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100. 


Tv  video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  different  models  8" 
thru  24".  Miratel,  Inc.,  1080  Dionne  St„  St. 
Paul,  Minn. 


Teflon  coaxial  transmission  line  1%",  51 
ohm.  Unused.  Suitable  for  am,  fm,  vhf-tv, 
communication  systems,  and  some  micro- 
wave  frequencies.  RETMA  flanges.  Write: 
Sacramento  Research  Labs.,  3421-58th  Street, 
Sacramento  20,  California. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenburnie,  Md.  Day  phone  SO.  6-0766 — 
Night  and  emergency  phone  SO.  1-1361. 
Write  or  call  collect. 


WANTED  TO  BUY 


Stations 


Station  or  cp  wanted  east  or  south,  100,000 
to  500,000  market  population.  Financially 
responsible.  Expert  operator  has  exception- 
ally lucrative  offer  for  right  station.  Con- 
fidential. Box  577S,  BROADCASTING. 


Wanted  to  buy  all  or  paTt  of  cp  or  new 
station.  Financially  responsible.  Box  461A, 
BROADCASTING. 
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WANTED  TO  BUY 


RADIO 


Help  Wanted — (Cont’d) 


Stations 


AM  station  wanted  in  good  market — with 
350.000  to  $150,000  down  payment.  Confiden- 
tial. Box  503A,  BROADCASTING. 


Am  low  power  broadcasting  station.  Brokers 
inquiry  welcome.  Strictly  confidential.  I. 
Sinofsky,  39  High  St.,  Passaic,  N.J. 


Equipment 


Wanted  12  kilowatt  uhf  tv  transmitter  and 
associated  equipment.  Contact  Thomas  A. 
Barr.  WAFG-TV,  1000  Monte  Sano  Blvd., 
Huntsville,  Alabama. 


We  are  looking  for  an  RF  bridge  and  RF 
oscillator  in  good  operating  order.  Please  re- 
ply by  phone  or  wire  to  Kenneth  Tetzloff, 
Chief  Engineer,  WEAQ,  Eau  Claire,  Wiscon- 
sin. Temple  2-9766. 


Tower  wanted.  150  ft.  self-supporting  (not 
guyed).  Within  reasonable  trucking  dis- 
tance. WTXL,  West  Springfield,  Massachu- 
setts. 


Federal  101-C  field  measuring  set.  Must 
have  high  frequency  loops.  State  condition 
and  price.  Charles  B.  Persons.  3702  East 
Lake  Street,  Minneapolis  6,  Minn. 


TP-16  projector.  UHF  transmitters  in  any 
cond.  for  use  as  RF  power  sources.  VHF 
transmitters  500W,  5 and  10  kw.  Also  cam- 
eras, studio  equipment,  broadcasting  equip- 
ment for  sale.  Technical  Systems  Corp.,  12- 
01  43rd  Avenue,  L.I.C.  1,  N.Y. 


INSTRUCTIONS 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood. 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
June  29,  August  31,  October  26,  1960.  Jan- 
uary 4,  1961.  For  information,  references 
and  reservations  write  William  B.  Ogden. 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank,  California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta.  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


FCC  Licenses,  six-week  course.  Ninety  per- 
cent pass  license  examinations  the  first 
time  taken.  Next  class  June  13th.  Free  lit- 
erature. Pathfinder,  510  16th  St.,  Oakland, 
California. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas, 
Texas. 


The  National  Academy  of  Broadcasting, 
3338  16th  St.,  Washington,  D.C.  trains  and 
places  writers  and  announcers.  Send  for 
catalog  and  job  list.  (26th  year) 


MISCELLANEOUS 


Attention — Writers,  producers,  directors. 
Selling  extensive  collection  newspaper  files 
covering  World  War  II  and  Korean  Conflict. 
Includes  years  1942-1958  providing  endless 
story  material.  Already  packed.  Make  offer. 
Box  455 A.  BROADCASTING. 


Musical  station  breaks  $25.00  per  cut.  Also 
commercial  jingles.  Box  523A,  BROAD- 
CASTING. 


Want  commissionable,  commercial-religious 
rates,  5kw  to  50kw.  Gospel  Broadcasters 
Agency.  Schell  City,  Missouri. 


Help  Wanted — Announcers 


Production-Programming,  Others 


DISC  JOCKEY 

WANTED 

A full  time  five  kilowatt  south 
central  Atlantic  station  look- 
ing for  a really  top  disc 
jockey.  Must  he  warm  and 
friendly  on  the  air.  Middle 
of  the  road  format.  No  top  40. 
Must  do  all  production  on 
hoard.  TV  work  also  available 
with  tv  affiliate.  This  is  a per- 
manent position  for  the  right 
man.  Salary  open;  commen- 
surate with  ability.  Bright  fu- 
ture with  this  organization. 
Send  tape  and  resume  to: 

Box  512A, 
BROADCASTING. 


Production-Programming,  Others 


PROGRAM  MAN 

We  are  looking  for  a FORMULA 
PROGRAM  MAN  with  a proven 
record  in  one  of  the  first  40 
markets. 


Send  complete  details,  proof  of 
ability,  references,  photo,  home 
phone,  salary  desired,  tapes  of 
your  work. 


Do  not  waste  your  time  if  you 
are  not  outstanding.  This  is  a ,< 
top  position.  j 

Box  451A,  BROADCASTING  \ 


RADIO 


Situations  Wanted — Management 


RADIO  MANAGER 
Available 


1 


13  years  top  exec,  positions  with 
two  of  largest  multiple  operators 
— large  competitive  metropolitan 
markets.  Excellent  industry  ref- 
erences. Replies  Confidential. 

Box  484A,  BROADCASTING 


SP** 


sn 


! ADULT  RADIO  WANTS 
A PRO 

A man  with  a solid  radio  background  — 
who  can  do  a top  calibre  job  in  all 
phases,  including  production  and 
writing.  Real  opportunity  for  you  in 
a nationally  known  Ohio  station. 
Salary  open.  Write: 

Box  508A.  BROADCASTING 


MISCELLANEOUS 


S^teria/iyinsp.  in  3/j/'oa</cr.ii t 


Radio  Remote  Control  and 
Multiplex  Systems 
For 


Studio  Transmitter  Links 

John  A.  Moseley  Associates 
Box  3192  Woodland  7-1469 

Santa  Barbara,  California 


CAREER  OPPORTUNITY  with  SCHAFER  CUSTOM  ENGINEERING, 

Division  of  Textron  Electronics,  Inc. 

If  you  have  a strong  background  in  the  Broadcast  Industry,  a technical  background,  ex- 
perience in  Sales  of  technical  equipment,  you  may  be  the  man  to  participate  in  the  fastest 
growing  broadcast  equipment  manufacturer  in  the  country. 

Openings  exist  in  several  areas  throughout  the  United  States. 

Substantial  salary  plus  commission,  with  expenses  paid  and  transportation  furnished. 
Permanent  position  with  excellent  company  benefits. 

Send  resume  to  Sales  Department. 

SCHAFER  CUSTOM  ENGINEERING, 

Division  of  Textron  Electronics,  Inc., 

235  South  Third  Street, 

Burbank,  California 
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EMPLOYMENT  SERVICE 


Situations  Wanted 


Production-Programming,  Others 


If  your  operation  needs  a 
PROGRAM  DIRECTOR 
with 

• the  best  of  modern  sound  experi- 
ence 

• top  production  ability 

• aggressive  leadership 

• successful  past  ( and  present ) 

• excellent  references 
® ideas  galore 

Then  I would  be  interested  in  hearing 
from  you.  Presently  employed  as  P.D. 
at  #1  station  in  a market  of  over 
two  million.  Will  consider  all  replies, 
particularly  the  west. 

Box  521  A,  BROADCASTING. 


FOR  SALE 


Equipment 


FOR  SALE— AT  SACRIFICE 

Complete  400  foot  Cinevoice  16mm  SOF 
Camera,  including  two  400  foot  B&H 
magazines,  Pan-Cinor  Zoom  Lens  70, 
Gordon  Yoder  conversion  including  foot- 
age counter,  inside  filters,  phone  jack. 
Lens  support  etc.  Also  tripod,  high  hat, 
microphone  boom,  one  standard,  and  one 
Lavalier  microphone.  This  equipment  in 
excellent  condition,  list  price  about  $3,- 
000.00  will  accept  9 1,800.00  to  close 
quick  sale.  Write: 

Box  473A,  BROADCASTING 


Want  a BRAND  NEW  "One"? 

Gates  BC-1T  1 KW  AM  transmitters 
are  in  stock  for  immediate  delivery, 
factory  tested  to  your  frequency. 
Terms  where  desired.  Want  to  trade? 

GATES  RADIO  COMPANY 

Quincy,  Illinois 


INSTRUCTIONS 


SELECTED 

ANNOUNCERS 

AVAILABLE 

Trained,  reliable  men  and  women, 
graduates  of  the  Detroit  School  of 
Announcing  and  Speech  are  inter- 
ested in  acquiring  experience.  Com- 
plete information  including  audition 
tapes  sent  on  request.  Let  us  help 
you  find  the  right  person  for  your 
staff.  There  is  no  charge  for  this 
service.  Write 

DETROIT  SCHOOL 
of 

ANNOUNCING  AND  SPEECH 

138  Duffield,  Detroit  1,  Mich. 


Employment  Service 


JOBS  IN  BROADCASTING 

Interesting  and  challenging  positions  avail- 
able for  competent,  reliable  broadcasting 
personnel — Radio  and  TV  broadcast  or  be- 
hind the  scenes.  Our  employment  service 
may  aid  you  in  achieving  your  highest 
artistic  and  salaried  potential.  Write  today 
for  free  details  to: 

RICHARD  M.  HANLON 
ASSOCIATES 

P.O.  Box  1193  Indianapolis  6,  Ind. 


STEP  UP  TO  A BETTER 
JOB  THE  EASY  WAY!! 

Many  announcers  and  others  have  found 
that  it  pays  to  get  your  job  through  pro- 
fessional placement. 

TOP  JOB  PLACEMENTS 
IN  THE  SOUTHEAST 

Free  registration  — Co«/.  Service 
Professional  Placement 
458  Peachtree  Arcade 
JA  5-4841  Atlanta,  Ga. 


LET'S  GET  TOGETHER 

A new  placement  service 

Employers  — Employees 
Radio  and  Television 

Announcers  Salesmen 

Engineers  Copywriters 

Production  Newswrifers 

Combo-men  Directors 

Executives 

Serving  Eight  States 
Minnesota  Illinois 

Wisconsin  Missouri 

Iowa  No.  Dak. 

Nebraska  So.  Dak. 

Make  Application  Now! 

State  -position  desired 

WALKER  EMPLOYMENT 
SERVICE 

Broadcast  Division-A 
83  So.  7th  St. 
Minneapolis  2,  Minn. 


FOR  SALE 


Stations 


TOP  MEDIUM  MARKET 

Full-Time  I KW  in  South 

Best  equipment,  valuable  real  estate. 
$200,000,  29  percent  down.  No  bro- 
kers. One  of  the  very  best  radio  op- 
portunities anywhere.  Fast  growing 
market.  Investigate  in  strict  confidence. 
Write  Box  479A,  BROADCASTING,  we 


i write  BOX  4/ 7 A,  BKUAUCAl  IIINtr,  We  1 

I ill  contact  you.  I 


RIGHT  IN  THE  HEART  OF  ONE  OF  THE 
FASTEST-GROWING  AREAS  IN  THE  SOUTH: 

250  watt  AM  and  5 kw  FM  with  good 
local  acceptance  and  a good  sales  story. 
Valuable  real  estate  included  $150,000 
with  terms  available. 

Box  480A,  BROADCASTING 


Stations 


MICHIGAN  FULLTIMER 

For  sale  by  owners.  Gross  approxi- 
mately $200,000.00  per  year.  Sale 
of  100%  stock  includes  cash,  re- 
ceivables and  all  equipment.  Mini- 
mum of  $150,000  cash  required. 
Only  inquiries  from  responsible 
parties  will  be  answered.  No  bro- 
kers please.  Write: 

Box  51 7A,  BROADCASTING. 


Calif. 

Single 

250w 

$65M 

terms 

Texas 

Single 

250w 

25M 

7 dn. 

Miss. 

Single 

250w 

39M 

terms 

La. 

Single 

500w 

52  M 

terms 

Miss. 

Single 

250w 

140M 

10  yrs. 

Va. 

Single 

250w 

60  M 

29%  dn. 

III. 

Single 

500w 

95M 

29%  dn. 

Va. 

Single 

lkw-D 

80M 

terms 

Calif. 

Single 

250w 

68M 

15  dn. 

Fla. 

Small 

250W 

53  M 

15  dn. 

Calif. 

Small 

lkw-D 

69M 

29%  dn. 

W.  Va. 

Small 

250w 

40  M 

10  dn. 

Fla. 

Small 

250w 

55M 

29%  dn. 

Fla. 

Medium 

5kw 

230M 

29%  dn. 

N.Y. 

Medium 

lkw-D 

105M 

cash 

Ga. 

Metro 

5kw 

200M 

29%  dn. 

Va. 

Metro 

250w 

330M 

25%  dn. 

Ala. 

Metro 

lkw-D 

175M 

terms 

Fla. 

Large 

5kw 

185M 

29%  dn. 

S.E. 

Maj-Sub  lkw-D 

150M 

low  dn. 

South 

Major 

250w 

275  M 

29%  dn. 

And  Others 

PAUL  H. 

CHAPMAN  COMPANY 


Atlanta 
Chicago 
New  York 
San  Francisco 


MEDIA  BROKERS 

Please  address: 
182  W.  Peachtree 
Atlanta  9,  Ga. 


THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


if  I1IIIII1II1SI11IIHI1IIIII1 

■ PACKED  WITH 

POTENTIAL  I 

“ M 

B New  York  State  Daytimer.  @ 

g Covering  one  of  nation’s  top  ■ 

es  markets. 

^ 135,000  down,  long  payout.  ■ 

a Box  498A,  BROADCASTING  £ 

laRSiREURBimSiBIBBEaiBST 


To  buy  or  sell  Radio-TV  properties 
contact 

patt  McDonald  co. 

Box  9266,  Austin,  Texas.  GL.  3-8080 
Or,  Jack  Koste,  60  E.  42nd,  NY  17,  NY 
MU.  2-4813 
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rejected  Handloff  exhibit  14,  and  closed 
record.  Action  May  4. 

■ Granted  motion  by  Sanford  L.  Hirseh- 
berg  and  Gerald  R.  McGuire  and  resched- 
uled for  9 a.m..  May  20  further  hearing  in 
proceeding  on  their  application  and  that  of 
Fairview  Bcstrs.  for  new  am  stations  in 
Cohoes- Watervliet  and  Rensselaer,  N.Y.  Ac- 
tion May  6. 

By  Hearing  Examiner  Millard  F.  French 

■ Granted  petition  by  Acadian  Tv  Corp., 
for  leave  to  amend  its  application  for  new 
tv  station  on  ch.  3 in  Lafayette,  La.,  to 
show  disposition  of  deceased  stockholder’s 
stock.  Action  May  4. 

■ To  formalize  ruling  made  on  record  on 
April  26,  granted  petition  by  Northwest 
Bcstrs.  Inc.,  for  leave  to  amend  its  appli- 
cation for  new  am  station  in  Bellevue, 
Wash.,  to  reflect  changes  in  stock  holdings. 
Application  is  consolidated  for  hearing  with 
application  of  Rev.  Haldane  James  Duff  for 
am  facilities  in  Seattle.  Action  May  4. 

■ Issued  order  following  prehearing  con- 
ference in  proceeding  on  applications  of 
Suburban  Bcstg.  Co.  and  Camden  Bcstg. 
Co.,  for  new  fm  stations  in  Mount  Kisco, 
N.Y.,  and  Newark,  N.J.;  scheduled  hearing 
for  June  14.  Action  May  5. 

■ Upon  request  by  Brandywine  Bcstg. 
Corp.,  and  with  consent  of  all  other  par- 
ties, extended  from  May  10  to  July  11  time 
for  exchange  of  exhibits  and  continued 
hearing  from  May  17  to  July  18  in  proceed- 
ing on  Brandywine’s  application  and  that 
of  David  L.  Kurtz  for  new  fm  stations  in 
Media  and  Philadelphia,  Pa.  Action'  May  9. 
By  Hearing  Examiner  Annie  Neal  Huntting 

■ Granted  motion  by  Don  M.  Lidenton, 
Poplar  Bluff,  Mo.,  to  extent  that  Cecil  W. 
Roberts  and  Jane  A.  Roberts,  his  wife,  are 
held  to  be  in  default  and  relieved  Mr.  Li- 
denton of  obligation  to  prepare  and  distrib- 
ute copies  of  written  affirmative  case  di- 
rected to  issue  9 or  to  offer  such  case  in 
evidence  at  hearing-  in  proceeding  on  their 
applications  for  am  facilities  in  Poplar 
Bluff,  et  al.  Action  May  2. 

■ Granted  petition  by  Telemusic  Co.,  and 
extended  from  May  3 to  May  24  time  to  file 
reply  findings  and  conclusions  in  proceed- 
ings on  its  application  for  new  fm  station 
in  San  Bernardino,  Calif.  Action  May  4. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ Upon  request  by  applicant,  continued 
further  hearing  from  May  13  to  May  24  in 


FOR  SALE 


Stations 


NORMAN  & NORMAN 

INCORPORATED 

Broker*  — Consultants  — Appraisers 

RADIO-TELEVISION  STATIONS 

Nation-Wide  Service 
Experienced  Broadcasters 
Confidential  Negotiations 

Security  Bldg.  Davenport,  Iowa 


STATIONS  FOR  SALE— 

1.  SOUTHWEST  FULL  TIME.  Doing  $12,- 
000  monthly.  Top  market.  Asking  $275,- 
000  with  29%  down. 

2.  NORTHWEST.  Man  and  wife  opera- 
tion. Doing  $36,000.  Asking  $50,000 
with  29%  down. 

3.  CALIFORNIA.  Full  time.  Growing 
market.  Presently  absentee  owned. 
$3,000  monthly  average.  Asking  $55,- 
000  with  29%  down. 

4.  SOUTHWEST.  High  powered  daytimer 
in  good  sized  market.  Did  $80,000  last 
year.  Absentee  owned.  Asking  $135,- 
000. 

5.  SOUTHWEST.  Good  market.  Daytimer. 
Did  $80,000  last  year.  Asking  $125,000 
with  29%  down. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Anfolcs  28,  Calif. 

HO.  4-7279 


proceeding  on  application  of  Northside 
Bcstg.  Co.  for  new  am  station  in  Jefferson- 
ville, Ind.  Action  May  6. 

By  Hearing  Examiner  David  I.  Kraushaar 

■ Granted  motion  by  applicants  insofar 
as  it  was  amended  to  change  previously 
scheduled  dates  in  proceeding  on  am  appli- 
cations of  Creek  County  Bcstg.  Co.,  Sapulpa, 
Okla.,  et  al.;  continued  hearing  from  June 
6 to  June  15.  Action  May  3. 

■ On  own  motion,  scheduled  prehearing 
conference  for  June  1 in  proceeding  on  pro- 
posal filed  by  Nathan  Frank  (WNBE-TV) 
New  Bern,  N.C.,  for  specification  of  trans. 
and  ant.  site.  Action  May  6. 

By  Hearing  Examiner  Jay  A.  Kyle 

■ On  own  motion,  scheduled  further  pre- 
hearing  conference  for  May  23  in  proceed- 
ing on  applications  of  Chronicle  Publishing 
Co.  (KRON-TV)  and  American  Broadcast- 
ing-Paramount Theatres,  Inc.  (KGO-TV), 
San  Francisco,  Calif.,  for  cps  to  increase  ant. 
height.  Action  May  2. 

■ Due  to  informal  classified  conference 
scheduled  for  June  10  in  office  of_the  Army 
Judge  Advocate  General,  continued  indef- 
initely prehearing  conference  scheduled  for 
May  23  in  proceeding  on  applications  of 
Chronicle  Publishing  Co.  (KRON-TV)  and 
American  Bcstg. -Paramount  Theatres,  Inc. 
(KGO-TV)  San  Francisco,  Calif.  Action  May 
9. 

■ By  agreement  of  all  parties,  continued 
hearing  from  May  4 to  June  13  on  order  di- 
recting Douglas  H.  McDonald,  trustee,  per- 
mittee of  tv  station  WTVW  (ch.  7)  Evans- 
ville, Ind.,  to  show  cause  why  authorization 
for  that  station  should  not  be  modified  to 
specify  operation  on  ch.  31  in  lieu  of  ch.  7. 
Action  May  3. 

a Pursuant  to  May  6 hearing,  scheduled 
resumption  of  hearing  for  May  27  in  pro- 
ceeding on  applications  of  American  Bcstg. - 
Paramount  Theatres  Inc.  (KABC-FM)  Los 
Angeles,  Calif.,  and  Tri-Counties  Public 
Service  Inc.  (KUDU-FM)  Ventura-Oxnard, 
Calif.  Action  May  6. 

■ Upon  request  by  Concert  Network  Inc., 
and  with  consent  of  other  parties  in  pro- 
ceeding on  its  application  and  that  of  WBUD 
Inc.,  for  new  fm  stations  in  Trenton,  N.J., 
ordered  that  exchange  of  engineering  ex- 
hibits shall  be  on  May  18  in  lieu  of  May  9 
and  that  formal  exchange  of  all  lay  exhibits 
shall  be  accomplished  on  or  before  May 
25  in  lieu  of  May  18.  Action  May  9. 

By  Hearing  Examiner  Forest  L.  McClenning 

■ Granted  request  by  American  Bcstg. 
Stations  Inc.  (KWMT)  Fort  Dodge,  Iowa, 
closed  record  and  scheduled  June  3 date  to 
file  proposed  findings  of  fact  and  conclusions 
of  law  in  proceeding  on  its  am  application. 
Action  May  3. 

■ Granted  request  by  Newport  Bcstg.  Co., 
and  continued  from  May  19  to  June  7 hear- 
ing in  proceeding  on  its  application  and  that 
of  Crittenden  County  Bcstg.  Co.,  for  new 
am  stations  in  West  Memphis,  Ark.  Ann. 
May  9. 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  from  May  16  to  June  6 time 
to  file  proposed  findings  of  fact  and  con- 
clusions of  law  in  Perrine-South  Miami, 
Fla.,  tv  ch.  6 proceeding.  Action  May  9. 

By  Hearing  Examiner  Herbert  Sharfman 

■ Scheduled  further  prehearing  confer- 
ence for  May  25  on  am  applications  of 
Hirsch  Bcstg.  Co.  (KFVS)  Cape  Girardeau, 
Mo.;  Firmin  Co.,  Vincennes,  Ind.,  and  Donze 
Enterprises  Inc.  (KSGM)  Chester,  111.  Ac- 
tion May  2. 

■ Further  continued  from  May  11  to  June 
21  further  prehearing  conference  in  matter 
of  complaint  by  WSAZ  Inc.  (WSAZ-TV) 
Huntington,  W.Va.,  alleging  that  American 
Telephone  and  Telegraph  Co.  has  charged 
greater  compensation  for  use  of  program 
transmission  channels  between  Columbus, 
Ohio,  and  Huntington,  than  is  specified  in 
applicable  tariffs.  Action  May  3. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  to  May  10  time  to  file  pro- 
posed findings  and  conclusions  and  to  May 
20  to  file  reply  findings  in  proceeding  on  am 
applications  of  H and  R Electronics  Inc., 
Greenville,  N.C.,  et  al.  Action  April  29. 

■ Granted  request  by  Continental  Bcstg. 
Co.,  Cincinnati,  Ohio,  - and  extended  from 
May  6 to  May  9 time  to  submit  additional 
engineering  material  in  proceeding  on  am 
applications  of  Michigan  Bcstg.  Co.  (WBCK) 
Battle  Creek,  Mich.,  et  al,  for  group  2.  Ac- 
tion May  9. 

BROADCAST  ACTIONS 
by  Broadcast  Bureau 
Actions  of  May  6 

WAUG-AM-FM  Augusta,  Ga. — Granted 
acquisition  of  positive  control  by  Chester 
H.  Jones  through  purchase  of  stock  from 
George  C.  Nicholson. 

WBRN  Big  Rapids,  Mich. — Granted  au- 


thority to  sign-off  at  7 p.m.  for  period 
through  August  31. 

WSIV  Pekin,  111. — Granted  authority  to 
sign-off  at  6:30  p.m.,  CDST,  for  period 
through  Sept.  30,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

WEZB  Bessemer,  Ala. — Granted  authority 
to  remain  silent  through  June  5. 

K74AY  Salt  Lake  City,  Utah— Granted  ex- 
tension of  completion  date  to  Nov.  5. 

KTWO-TV  Casper,  Wyo. — Granted  exten- 
sion of  completion  date  to  Aug.  1. 

Actions  of  May  4 

KELP-TV  El  Paso,  Tex. — Granted  cp  to 
change  ERP  to  vis.  209  kw,  aur.  115  kw, 
trans  location,  type  trans.,  install  new  ant. 
system,  make  changes  in  equipment  and 
ant.  structure;  ant.  870  ft. 

WMAK  Nashville,  Tenn. — Remote  con- 
trol permitted  while  using  non -DA. 

KNEL  Brady,  Tex. — Remote  control  per- 
mitted. 

Actions  of  May  3 

WXTN  Lexington,  Miss. — Granted  license 
for  am  station. 

KNCY  Nebraska  City,  Neb.— Granted  li- 
cense for  am  station  and  specify  type 
trans.  and  studio  location. 

KCOY  Santa  Maria,  Calif.— Granted  li- 
cense covering  change  of  frequency,  in- 
crease power,  installation  (DA-N),  make 
changes  in  ground  system,  installation  new 
trans.  and  change  studio  location. 

WENN  Birmingham,  Ala. — Granted  li- 
cense covering  increase  of  power,  instal- 
lation new  trans.  and  DA;  change  studio 
and  station  location,  and  delete  remote 
control  operation  of  trans. 

WRNL  Richmond,  Va. — Granted  license 
covering  change  in  ant.  trans.  location, 
change  in  DA  system  and  ground  system 
and  installation  new  trans.;  and  installation 
alternate  main  trans. 

KGMI(FM)  Bellingham,  Wash. — Granted 
license  for  fm  station  and  change  studio 
location. 

WTYC  Rock  Hill,  S.C. — Granted  authority 
to  sign-off  at  7 p.m.,  EST,  for  period  end- 
ing Aug.  31,  except  for  special  events  when 
station  may  operate  to  licensed  sign-off 
time. 

WLOI  La  Porte,  Ind. — Granted  authority 
to  sign-off  at  5:30  p.m.,  CST,  for  period 
through  May  31. 

Actions  of  May  2 

WODY  Bassett,  Va. — Granted  assignment 
of  cp  to  WYTI  Inc. 

WDLM  East  Moline,  111. — Granted  authori- 
ty to  sign-off  at  5:30  D.m.,  CST,  for  period 
through  June  30. 

WONG  Oneida,  N.Y. — Granted  authority 
to  sign-off  at  7 p.m.,  EDST,  for  period  end- 
ing Sept.  30. 

WYSL-FM  Amherst,  N.Y. — Remote  con- 
trol permitted. 

KOZI  Chelan,  Wash.— Granted  change  of 
remote  control  authority. 


License  Renewals 

a Following  stations  were  granted  re- 
newal of  license:  WCMC  Wildwood,  N.J.- 
WDLC  Port  Jervis,  N.Y.;  WGNY  Newburgh 
N.Y.;  WHDL,  Olean,  N.Y.;  WKIP  Pough- 
keepsie, N.Y.;  WNBZ  Saranac  Lake,  N.Y.; 
WRIV  Riverhead,  N.Y.;  WSLB  Ogdensburg 
N.Y.;  WWBZ  Vineland,  N.J.;  WWSC  Glens 
Falls,  N.Y.;  WEVD-FM  New  York  NY  ■ 
WHDL-FM  Olean,  N.Y.;  WJLK-FM  Asbury 
Park,  N.J.:  WKIP-FM  Poughkeepsie.  N.Y  ; 
WKOP-FM  Binghamton,  N.Y.;  *WAER  (FM) 
Syracuse,  N.Y.;  *WAMC  (FM)  Albany,  N.Y.; 
*WECW  (FM)  Elmira,  N.Y.;  WBUF  (FM) 
Buffalo,  N.Y.;  WHFM  (FM)  Rochester,  N.Y.; 
WHAM  Rochester,  N.Y.;  KSEM  Moses  Lak^ 
Wash.;  WMTW-FM  Mt.  Washington.  N.H  • 
KVI  Seattle,  Wash.;  WMMW  Meriden, 
Conn. 


NARSA  Notifications 

List  of  changes,  proposed  changes,  and 
corrections  in  assignments  of  Canadian 
broadcast  stations  modifying  appendix  con- 
taining assignments  of  Canadian  broadcast 
stations  attached  to  recommendations  of 
North  American  Regional  Broadcasting 
Agreement  engineering  meeting. 

570  Kc 

New,  Corner  Brook,  Nfld. — 1 kw  ND,  uni. 

600  Kc 

New,  Grand  Falls,  Nfld. — 1 kw  ND,  D. 

790  Kc 

CFCW  Camrose,  Alta. — 10  kw  DA-2,  Uni. 
(PO:  1230  kc,  1 kw,  D/0.25  kw  N,  ND) 

1150  Kc 

CKTR  Three  Rivers,  P.Q. — 10  kw  D/1  kw 
N DA-2  Uni.  (PO:  1150  kc  5 kw  D/1  kw  N 
DA-2  III) 

1260  Kc 

CFRN  Edmonton,  Alta.— 50  kw  DA-N 
Uni.  (PO:  1260  kc  10  kw  DA-N  III) 
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STORIES 


One  of  a series  of  salutes  to  successful 
radio  and  TV  stations  across  the  nation  . . . 
and  to  the  Northwest  Schools  graduates 

who  have  contributed  to  their  success. 


KLIX 

1310  on  your  radio— channel  11  television 


Gordon  O.  Glasmann 
Vice  President  and  General  Manager 


TWIN  FALLS, IDAHO 

This  station’s  slogan  "KLIX  is  klickin’  ” is 
not  a meaningless  metaphor  but  describes 
its  activity  and  success.  In  fact,  KLIX-TV 
has  been  "klickin”’  since  June  1955  with  a 
power  output  of  30,000  watts  and  applica- 
tion filed  for  80,000;  is  affiliated  with  all 
3 national  networks  — CBS,  ABC,  NBC; 
and  has  a staff  of  35,  including  radio  per- 
sonnel. 

KLIX  Radio  went  on  the  air  in  1948  with 
250  watts — raised  power  to  1000  in  1951 
and  now  construction  is  underway  for  5000 
watts.  The  format  of  music,  news  and  sports 
is  augmented  by  4 mobile  units  for  com- 
plete valley  coverage  of  special  events. 


Northwest  Grad  Bon  Mauldin  is  em- 
ployed in  engineering  department 
of  KLIX-TV.  Technical  supervisor,  D. 
K.  Cederstrom  says  this  of  him  . . . 

"Mr.  Mauldin  has  been  with  us 
at  KLIX-TV  over  two  years  as 
transmitter  operator  and  studio 
engineer.  His  versatility  and  well 
prepared  background  make  him 
especially  valuable  since  he  is 
able  to  cope  with  any  problem 
arising  in  this  department  with 
dispatch  and  efficiency.” 


D.  K.  Cederstrom 
Technical  Supervisor 


Bon  Mauldin,  NWS  grad,  transmitter-studio  engineer. 


For  further  information 

on  Northwest  training  and  graduates  available  in  your  area,  write,  phone  or  wire 


NORTHWEST  SCHOOLS 


1221  N.W.  21st  Avenue,  Portland  9,  Oregon 
Phone  CApitol  6-4811 

737  N.  Michigan  Avenue,  Chicago  • 6362  Hollywood  Blvd.,  Hollywood 
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OUR  RESPECTS  TO  . . . 


Jack  Kessler  Lipson 


As  a man  who  advanced  through 
I the  ranks  of  art  in  retail  department 
r I stores,  Jack  Lipson  is  a kind  of  rari- 
[_  ty  among  executive-level  advertising 
_ people — he's  humble  and  soft-spoken 
_ I but  has  the  mild-mannered  courage 

— I j of  strong  convictions. 

— The  past  fortnight  an  interviewer 

— I visited  Helene  Curtis  Industries  on 

— I Chicago’s  west  side,  signed  the  register 

— and  waited  as  other  visitors  streamed 
' in  and  out  of  the  bustling  plant  (ad- 
1 mitted  only  by  a buzzer  device).  Mr. 
" Lipson  was  tied  up  briefly  and,  when 
3 he  saw  the  reporter,  seemed  not  the 

least  harrassed,  despite  repeated  phone 
\j  calls.  He  apologized  for  the  interrup- 
H tions  and  delay,  citing  agency  meetings 
™ rj  ‘and  the  latest  Nielsens.” 

In  a way  Mr.  Lipson’s  demeanor 
suggests  the  quiet  aplomb  of  the  late 
Frank  Knox,  former  editor-publisher 
of  the  Chicago  Daily  News,  who  once 
apologetically  told  a caller,  “You’ll 
| have  to  excuse  my  dashing  in  and  out 

■ f but  I’ve  just  been  appointed  Secretary 
of  the  Navy  by  President  Roosevelt.” 

As  newly-appointed  advertising  di- 
rector for  three  Curtis  divisions  (toil- 
j etries,  Lentheric,  beauty)  and  coordi- 
| nator  of  agency  activities,  Mr.  Lipson 
might  be  excused  for  any  harassment 
over  interruptions.  The  competition  in 
cosmetics  is  stiff  (with  such  rivals  as 
Revlon,  Alberto-Culver,  etc.)  and  the 
pace  is  swift.  But  Mr.  Lipson  still 
maintains  a quiet  dignity  and  an  even 
course  that  would  be  the  envy  of  many 
another  advertising  chieftain. 

Still  Impressed  ■ A Chicago  agency 
executive  and  good  friend  described 
Mr.  Lipson  as  “a  real  great  guy — 

■ straightforward  and  honest,  with  the 
I ' courage  of  candor.  He  may  tell  you  he 
If  wants  a blonde  in  a Curtis  tv  commer- 
cial; and  if  perhaps  it  should  have 
been  a brunette.  Jack  will  be  the  first 

01 1 : guy  to  admit  he  was  wrong — to  the 
I agency  and  his  superior.”  (The  execu- 
J I*  tive  who  spoke  thereof  is  associated 
_ ..  with  an  agency  which  in  recent  months 
| l lost  a chunk  of  the  Curtis  business — 
I ] but  he  had  nothing  but  kind  words  for 
■ a friend.) 

Mr.  Lipson  works  closely  with  four 
agencies  on  all  creative  activities  in- 
volving Curtis’  nighttime  and  daytime 
network  tv  properties.  He  is  responsi- 
I ble  for  administering  an  $8  million-plus 
advertising  budget,  about  half  in  tele- 
vision, and  heads  the  company’s  pack- 
I aging  and  product  publicity  depart- 
ments. Mr.  Lipson  reports  to  George 
Factor,  vice  president  in  charge  of 
Curtis’  toiletries  (retail)  division. 

The  appointment  of  Mr.  Lipson  as 


advertising  director  of  the  three  di- 
visions this  past  January  implemented 
a policy  shift  at  Curtis:  the  return, 
after  nearly  two  years  of  short-term 
network  participations,  to  network  alter- 
nate or  co-sponsorship.  Curtis  current- 
ly sponsors  the  daytime  As  The  World 
Turns  and  Edge  of  Night  and  nighttime 
To  Tell  the  Truth  and  has  purchased 
The  Verdict  Is  Yours  and  Love  of  Life 
for  the  summer  months,  all  on  CBS- 
TV,  after  completing  a term  on  the 
now-canceled  Be  Our  Guest.  It’s  cur- 
rently involved  in  negotiations  for  the 
1960-61  season.  (During  calendar  1959, 
Curtis  allocated  an  estimated  $3.5  mil- 
lion in  gross  expenditures  for  network 
and  spot  tv  and  expects  to  enlarge  its 
estimated  $8  million  advertising  budget 
about  15%  this  year.) 

Montreal  to  Chicago  ■ If  financial 
figures  are  not  precisely  identified  with 
Mr.  Lipson’s  early  creativity  this  cer- 
tainly was  by  virtue  of  his  background 
in  art.  Jack  Kessler  Lipson  was  born 
in  Montreal,  Quebec,  Canada  (May  5, 
1914),  the  son  of  Russian  emigrants. 
His  father  emigrated  from  Russia  after 
building  up  sufficient  funds  to  help 
carry  out  a desire  to  see  more  of  the 
world.  Seeing  the  states  seemed  inevita- 
ble and  the  Lipsons  settled  in  Chicago 
where  young  Jack  attended  Waller  high 
school  and  Loyola  U. 

Showing  artistic  proclivities,  the  youth 
took  a two-year  course  at  Chicago’s 
American  Academy  of  Art,  finishing 
in  1933.  He  joined  Meyer  Both  & Co., 
famous  for  art  people,  and  got  into 
advertising  as  art  director  for  Henry 
C.  Lytton  Sons  for  three  years.  He  held 
a similar  position  with  Mandel  Bros., 
another  Chicago  department  store,  be- 


* 


Curtis’  Lipson 
Fast-paced,  but  quiet 
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fore  enlisting  in  the  Air  Force  in  1942. 
White  at  Scott  Field  (in  Illinois),  he 
was  chosen  among  a group  of  instruc- 
tors to  teach  radio  operation. 

After  discharge  in  1946,  Mr.  Lipson 
joined  Curtis  as  art  director,  determined 
to  reapply  his  education  to  advertising. 
He  picked  a growing  cosmetics  com- 
pany, moving  up  the  ladder  to  assistant 
advertising  manager  in  charge  of  the 
beauty  division  in  1951  and  later  ad- 
vertising manager  for  the  three  pre- 
viously-mentioned divisions.  Concomi- 
tant with  his  rise  through  the  ranks, 
Curtis  expanded  and  diversified  its  op- 
eration, adding  various  product  lines 
(such  as  King's  Men,  Jules  Montenier’s 
Stopette  and  Lentheric  Div.  of  Olin 
Mathieson  Chemical  Corp.).  Expected 
sales  for  all  domestic  divisions  in  fiscal 
1959  ending  last  Feb.  29:  About  $48 
million. 

Coordinator  ■ Mr.  Lipson  coordi- 
nates Curtis  activities  with  McCann- 
Erickson  (Spray  Net,  Tempo  hair 
spray,  new  products);  Edward  H.  Weiss 
& Co.  (Lanolin  Discovery,  Enden  dan- 
druff treatment  shampoo,  King’s  Men 
grooming  aids,  Stopette  deodorant); 
Campbell-Mithun  (Suave  for  men  and 
women,  Shampoo  Plus  Egg,  etc.),  and 
Altman-Stoller  Co.  (Lentheric  fra- 
grances, beauty  division).  He  works 
with  them  on  development  of  tv  com- 
mercials and  coordination  of  spot  buys. 
Curtis  is  not  now  very  active  in  radio 
(it  has  completed  a 26-week  cycle  on 
the  Godfrey  radio  show)  but  contem- 
plates using  the  aural  medium  to  test 
additional  products  in  the  future. 

After  abandoning  “scatter  buys”  for 
a few  years,  during  which  Curtis’  net- 
work tv  expenditures  and  ad  budget 
dropped  substantially,  the  company 
feels  it  is  again  a part  of  what  Mr. 
Lipson  calls  an  “important  and  dy- 
namic medium” — despite  the  complexi- 
ty of  the  new  network  rate  cards.  Says 
Mr.  Lipson  with  studied  thoughtful- 
ness: "It  gives  you  important  reach  into 
many,  many  homes  and  to  more  con- 
sumers at  what  I feel  is  a very  reason- 
able cost  per  thousand.  It  gives  you 
faster  results — when  you’ve  got  a good 
show  and  a good  commercial,  it’s 
talked  about,  and  you  get  response.” 

Not  a joiner,  Mr.  Lipson  devotes  his 
offtime  to  his  family  (his  wife,  the  for- 
mer Sara  Ginsbergh,  and  two  children, 
Mark  1 1 and  Paula  5)  and  such  hob- 
bies as  golfing,  fishing  and  art,  in 
which  he  claims  to  have  produced  no 
gratifying  results.  Says  he  modestly: 
"I  have  no  patience  with  painting  be- 
cause of  my  appreciation  for  good  art.” 
His  philosophy  of  work  is  that  of  de- 
riving satisfaction  from  a job  well  done 
— whether  “it’s  a television  commercial 
or  a print  ad.”  The  Lipsons  live  in 
Chicago’s  suburban  Highland  Park. 
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EDITORIALS 


Bunk  under  a robe 

IT’S  about  time  to  take  a five-minute  break  in  the  Canon 
35  controversy  for  a realistic  review  of  some  of  the  bunk 
emanating  from  legal  sources. 

Canon  35,  as  every  newsman  knows,  is  the  American 
Bar  Assn,  doctrine  that  bans  broadcast  and  photo  coverage 
of  court  proceedings.  It  was  spawned  in  an  atmosphere  of 
legal  shame  that  followed  the  inability  of  the  Lindbergh 
trial  court  to  cope  with  the  rabid  pack  of  sensation-seeking 
newspaper  and  magazine  reporters  who  covered  the  affair — 
a spectacle  that  was  repeated  in  recent  print-media  cover- 
age of  the  Finch  case  in  California. 

The  other  day  Justice  William  O.  Douglas,  of  the  U.S.  Su- 
preme Court,  parroted  in  the  manner  of  a junior  high  school 
salutatorian  many  of  the  familiar  bromides  collected  by 
those  who  oppose  opening  of  the  courts  to  the  only  media 
capable  of  depicting  instantly  and  in  an  authentic  way  what 
actually  happens  in  the  courtroom.  His  remarks  were  de- 
livered at  the  U.  of  Colorado  Law  School,  a few  miles  from 
Denver,  where  the  Colorado  Supreme  Court  has  abandoned 
Canon  35  to  permit  modern  media  coverage. 

Justice  Douglas  offered  all  the  trite  arguments — preven- 
tion of  a fair  trial,  increased  tension  on  witnesses,  arous- 
ing of  community  passions,  ham-acting  by  judges  and 
lawyers.  He  added  a less  familiar  note.  He  said  that  if 
broadcasting  were  allowed  to  turn  microphones  and  cam- 
eras loose  in  court,  there  would  be  created  the  danger  of 
giving  radio-tv  station  and  newspaper  owners  influence 
over  the  judicial  process.  Chew  that  one  for  a while. 

Unfortunately  the  aura  of  fairness  draped  by  judges  and 
lawyers  around  the  outmoded  rubric  and  forensic  sham 
of  court  proceedings  is  hard  to  maintain.  The  cherished 
stare  decisis  (follow  past  decisions),  the  political  amenities 
tied  to  many  bench  occupants  and  the  hemstitched  minutiae 
that  befog  many  hours  of  the  average  trial  are  getting  more 
protection  from  the  legal  profession  than  they  deserve. 

Even  the  U.S.  Supreme  Court  frequently  decides  pro- 
found constitutional  cases  by  a 5-4  vote,  with  one  weary 
flip  of  a cerebral  lobe  shaping  the  course  of  history. 

The  plain  truth  is  that  many  judges  and  lawyers  dread 
honest  exposure  of  legal  stratagems  to  the  public  through 
electronic  reporting.  When  radio-tv  stations  have  a chance 
to  show  how  unobtrusively  and  fairly  they  can  cover  trials, 
they  provide  a convincing  argument  for  abandonment  of 
Canon  35.  The  presence  of  electronic  news  facilities  act- 
ually discourages  judicial  fakery,  for  the  legal  profession 
is  quite  aware  that  public  exposure  can  amount  to  public 
awareness  of  courtroom  deception. 

Fly  now;  pay  never 

THE  payola  show  on  Capitol  Hill  has  completed  its  run. 

There  can  be  no  valid  argument  against  a legislative  ban 
on  commercial  bribery,  whether  it  be  in  payola  or  in  the 
form  of  quiz-rigging.  The  imminent  danger  is  that  the  over- 
zealous  Oversight  Committee  will  attempt  to  go  too  far  in 
its  quest  for  remedial  legislation — as  did  the  FCC  when  it 
attempted  a literal  interpretation  of  Section  317  on  sponsor 
identification. 

The  Oversight  Committee  can  claim  credit  for  ridding 
broadcasting  of  the  payola  and  quiz-rigging.  Those  prac- 
tices are  practically  non-existent  as  of  now. 

But  there  are  other  business  practices  in  broadcasting, 
beyond  the  pale  of  the  law  and  not  properly  the  subject  of 
legislation,  that  broadcasters  themselves  should  correct. 
These  are  the  free  plug  and  the  barter  of  time  for  services. 
An  example  was  the  payment  by  American  Airlines  of 
$7,000  to  Dick  Clark,  ABC-TV’s  disc  jockey,  in  return  for 
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mentions  that  the  airline  had  furnished  or  arranged  trans- 
portation of  the  Clark  troupe. 

Free  credits  of  this  character  have  been  commonplace 
in  network  programming. 

The  time  that  Mr.  Clark  gave  to  American  Airlines  was 
not  his  to  give.  Nor  was  it  the  network’s  time  (except  for 
its  owned-and-operated  stations).  It  was  the  time  of  the 
affiliated  stations  of  the  network  and  was  worth  much  more 
than  the  $7,000  paid  by  American. 

Duplicate  the  American  Airlines  free-plug  with  those  of 
the  same  and  other  airlines  on  the  other  networks.  And  the 
van  lines,  bus  lines  and  other  so-called  “free”  services.  The 
figure  becomes  astronomical. 

The  networks  are  giving  away  the  very  commodity  they 
are  in  business  to  sell.  They  are  giving  away  affiliates’  time 
to  the  chagrin  of  their  business  partners.  They  are  hitch- 
hiking unpaid  “commercials,”  thereby  tending  to  over-com- 
mercialize. 

What  Dick  Clark  did  was  part  of  a more  or  less  accepted 
practice.  As  always,  these  ingrained  practices  are  the  most 
difficult  to  terminate.  It  makes  good  business  sense  to  end 
this  free-loading  once  and  for  all. 

A Sate  bloomer 

THE  inevitability  of  a transformation  of  the  present  sys- 
tem of  black  and  white  television  to  color  becomes  more 
and  more  evident. 

Studies  like  the  one  just  completed  in  Cincinnati  (see 
lead  story  this  issue)  provide  compelling  business  reasons 
for  the  change. 

Television  advertising  is  more  effective  in  color  than  in 
black  and  white.  It  attracts  more  attention  and  stamps  itself 
more  deeply  in  the  memories  of  viewers.  The  commercial 
advantages  of  color  must  eventually  become  so  obvious  that 
all  major  television  interests,  in  both  broadcasting  and  manu- 
facturing, will  make  the  necessary  investments  to  create  a 
national  color  audience. 

The  conversion  to  color  will  be  at  least  as  big  a job  as 
the  creation  of  the  present  40-million-home  system  of  black 
and  white.  It  will  be  a bigger  job  than  can  be  done  by  one 
manufacturer  and  one  network  and  its  affiliates.  It  seems  to 
us  that  the  economic  incentives  must  begin  soon  to  appeal 
to  others  who  have  so  far  concentrated  their  attentions  on 
black  and  white. 

Color  is  coming.  It’s  just  a matter  of  time. 


“I’m  tired  of  fooling  with  our  two-bit  local  brewery  . . . 
Id  like  to  move  up  to  Schlitz!” 
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Only  Kprc-TV? 


Yes,  only  KPRC-TV.  Because  only  KPRC-TV  has  CH-2, 

most  effective  selling  agent  put  in  television.  Thousands 
rely  on  KPRC-TV  and  only  KPRC-TV  to  stimulate 
sales.  Only  KPRC-TV— the  station  for  people  who 
like  results. 


KFMB<|TV 
SAN  DIEGO 


A TRANSCONTINENT  STATION 


CHANNEL  8 


*AY  23,  1960  THIRTY-FIVE  CENTS 

BROADCASTING 

THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 

FCC’s  new  surveillance  crew  goes  into  action  June  1 
Ayer  joins  movement  seeking  summer  tv  rate  reduction 


Page  27 
Page  30 


A NEW  FIGURE  in  radio . . . delighting 
millions  in  an  EXCITING  new  manner 
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FIGURE  new  low  cost  per  thousand 
FIGURE  new  coverage 
FIGURE  new  sales 
FIGURE  new  ratings 
FIGURE  new  merchandising 


FT.  WORTH 


HOUSTON 


mmo 

SAN  ANTONIO 


FtOURB  theiiLLL)  as  your  BEST  BUY! 

See  yourMi  ^im/  man  effective  Ml*  J 


Networks  offer  prime  tv  time  for  presidential  stumping  Page  72 

Tv  stations  have  to  spell  out  political  telecast  policies  Page  78 


HOTTEST 
BU 
IN 

HOUSTON 


LOWEST  COST  PER  1000  IN  EVERY  CATE 


(Homes,  Listeners,  Men,  Women,  Adults) 

KXYZ  is  sizzling  in  Houston.  Its  quality  combin 
programming,  audience  and  rates  are  sure  to 
successful  campaigns  for  your  clients.  In  fact, 
the  most  important  ingredient  in  planning  an  adv 
budget  that  delivers  in  the  Houston  market.  Sm< 
buyers  are  picking  up  KXYZ  for  big  sales  at  litl 
The  proof  is  in  a KXYZ  buy  and  these  advertiser: 
Cookbook  Bread  • Bulova  • Fidelity  Bank  & Tru 
pany  • First  City  National  Bank  • Grand  Prize 
Houston  First  Federal  Savings  & Loan  • Houston 
Power  • Guardian  Maintenance  (General  Motors) 
Beer  • Q-Tips  • RC  Cola  • Shulton  Products 
National  Bank  • Totem  Drive-In  Food  Stores a 


, • ouuu  wans  hdo  hi  filiate  • Represented  nationally  by  H-fl 


I - Cl  T Y T V M A RK  E T 


L-TV 


is  favored  by  viewers  in  Lancaster-Harrisburg-York, 
plus  Gettysburg,  Hanover,  Lebanon,  Chambersburg, 
Lewistown,  Carlisle,  Shamokin,  Waynesboro,  and  many 
other  communities.  Profit-proved  for  advertisers,  this 
multi-city  market  is  important  to  your  selling  plans. 


WGAL-TV 


Lancaster,  Pa. 

NBC  and  CBS 


STEINMAN  STATION 
Clair  McCollough,  Pres. 


Representative:  The  MEEKER  Company,  Inc.  New  York  • Chicago  • Los  Angeles  • San  Francisco 
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CLOSED  CIRCUIT. 


Mills  muddle  ■ Some  leading  Repub- 
licans in  Senate  are  critical  of  White 
House  for  rushing  Edward  Mills  nom- 
ination to  FCC  so  fast  his  conflict  of 
interest  wasn’t  discovered  until  he 
brought  it  up  himself  at  Senate  con- 
firmation hearing.  Now  that  Mr.  Mills 
has  withdrawn,  it’s  assumed  White 
House  will  take  deeper  look  before 
making  replacement  nomination. 

Pressures  are  building  on  behalf  of 
candidates  for  FCC  vacancy.  Arizona 
Republican  organization  is  backing 
Homer  Lane,  vice  president  and  assist- 
ant general  manager  of  KOOL-AM-TV 
Phoenix  (Closed  Circuit,  May  16). 
Frank  Schooley,  director  of  broadcast- 
ing at  Illinois  U.,  is  back  in  running.  He 
was  in  race  before  Mills  appointment — 
endorsed  by  Sen.  Everett  Dirksen  and 
Illinois  Broadcasters  Assn. 

Hard  sell,  harder  sale  ■ New  attempt 
is  underway  by  ABC-TV  to  spark  sale 
of  fast-approaching  political  convention 
coverage.  Network  offers  to  sell  either 
conventions  or  election  night  telecast  as 
separate  packages  within  full  package 
and  on  basis  of  full-sponsorship,  one- 
half,  one-third,  one-quarter  or  one-sixth. 
Also  ABC  Radio  simulcast  now  is  op- 
tional. Networks’  scorecard:  CBS-TV, 
full  sponsorship  by  Westinghouse; 
NBC-TV,  half  sold  to  three  different 
advertisers;  ABC-TV,  still  open. 

Procter  & Gamble  in  corporate  deci- 
sion turned  down  pending  deal  with 
NBC-TV  for  remaining  half  of  net- 
work’s political  package.  Reason  was 
same  given  NBC-TV  earlier  by  Gen- 
eral Motors:  “Public  relations”  policy 
rules  out  sponsorship  that  would  con- 
nect firm  or  products  with  political 
party,  even  though  messages  would  ap- 
pear in  coverage  of  both  parties. 

Radio  special  ■ There’s  attempt  being 
made  to  put  together  “network”  of  inde- 
pendent radio  stations  for  next  season 
to  carry  Metropolitan  Opera  broadcasts 
sponsored  by  Texaco  on  CBS  Radio  in 
past  few  seasons  and  before  that  on 
ABC  Radio,  ft  is  reported  that  Ben  Hal- 
sell,  Texaco’s  advertising  director,  and 
G.  H.  Johnston,  packager  and  former 
Kudner  executive,  are  targeting  some 
80  stations.  What  makes  this  of  special 
interest:  packager  and  sponsor  would 
seek  to  lease  lines  and  although  Texaco 
has  agency  (Cunningham  & Walsh,  New 
York),  business  would  be  placed  direct. 

Two-rate  troubles  ■ Local-vs.national 
radio  rates  have  station  reps  stewing 


again — and  some  important  agencies 
along  with  them.  Eager  beavers  rep- 
resenting at  least  two  national  adver- 
tisers reportedly  have  followed  up  on 
agency-placed  contracts  for  those  ad- 
vertisers and  made  separate  deals  at 
local  (lower)  rates.  Result:  agencies 
that  placed  the  contracts  at  national 
rates  are  embarrassed,  and  stations 
that  granted  local  rates  have  laid  them- 
selves open  to  demands — under  most- 
favored-nations  clause  of  standard  con- 
tracts— for  similar  deals  for  other  ad- 
vertisers. It’s  reported  to  have  reached 
point  where  one  national  account  has 
instructed  its  agencies  to  do  no  business 
with  stations  that  yielded  to  such  non- 
agency pressures. 

Variation  of  local-national  rate  prob- 
lem involves  Ford  Dealer  Advertising 
Fund  Inc.,  with  J.  Walter  Thompson 
Co.  in  middle.  With  non-factory  fund, 
to  which  dealers  contribute  and  which 
operates  in  many  key  cities  including 
Southwest,  local  dealers  have  been  buy- 
ing radio  time  at  local  rates.  Thompson 
agency  places  fund  ( from  reportedly  all 
offices  save  New  York  and  Detroit), 
administered  by  its  field  men,  but  dis- 
claims responsibility  for  depression  of 
station  rates.  It’s  pointed  out  dealers 
expect  break  because  of  contributions 
and  fact  no  factory  money  is  involved. 
Agency  is  known  to  take  dim  view  of 
similar  procedure  employed  by  Schlitz 
beer  wholesalers  (apart  from  parent  Jos. 
Schlitz  Brewing  Co.  account)  and  denies 
there’s  dangerous  precedent  here  involv- 
ing other  clients  and  local  stations. 

Japanese  color  ■ Notwithstanding 
showing  of  Hitachi  color  tv  receiver 
at  Chicago  distributor’s  show  and  impli- 
cation of  imminent  sales  campaign  in 
U.S.  (page  68),  timetable  for  getting 
this  Japanese  import  on  retailers’ 
shelves  is  more  than  slightly  tentative. 
At  present,  due  to  custom  duties  plus 
import  and  transportation  costs,  price 
is  far  above  tag  on  U.S.-made  color 
sets.  Importer  Sampson  Co.  is  under- 
stood to  be  seeking  U.S.  company  to 
build  cabinets;  thus  chassis-only  would 
need  to  be  imported.  If  this  is  ar- 
ranged, company  officials  acknowledge, 
price  still  will  be  no  better  than  “com- 
petitive” with  U.S.  color  receivers. 

Live  issue  ■ Defeat  last  week  by  nar- 
rowest of  margins — 39-38 — of  Senate 
bill  to  license  and  regulate  community 
antenna  systems  does  not  spell  end  of 
legislative  consideration  of  controver- 
sial problem  at  this  session.  Senate 
Commerce  Subcommittee  may  order 


further  hearings  in  next  few  weeks  or 
its  chairman,  Senator  Pastore  (D-R.I.) 
may  offer  sense-of-Senate  resolution  de- 
claring catv  as  common  carriers  and 
recommending  state  regulation — move 
violently  opposed  by  catv.  There’s  also 
likelihood  of  Senate  questionnaire  sur- 
vey of  768  catv  operations  to  determine 
size,  scope  and  economics.  (Catv’s  said 
to  earn  average  of  25%  to  40%  on 
investment  with  systems  usually  selling 
at  about  $100  per  subscriber.) 

Catv  operators  succeeded  in  defeat- 
ing measure  last  week  through  eleventh 
hour  massive  lobby.  Some  100  catv 
operators  stormed  Senate,  backed  up  by 
organized  deluge  of  telegrams  urging 
defeat  on  grounds  of  interference  with 
private  enterprise.  Supporters  of  bill 
had  only  corporal’s  guard,  with  Harry 
C.  Butcher,  president  of  KIVA-TV 
Yuma,  Ariz.,  and  Hollis  Seavey,  pre- 
viously identified  with  Clear  Channel 
Broadcasting  Service  and  Regional 
Broadcasters,  in  Washington.  Catv 
group  was  headed  by  Milton  J.  Shapp, 
president  of  Jerrold  Electronics  Corp., 
and  Martin  F.  Malarkey,  who  pioneered 
catv  in  Pennsylvania  and  other  areas. 

Property  rights  ■ Catv  operator  (or 
operators)  may  expect  to  be  hit  by 
another  lawsuit  soon  on  property  rights 
issue.  United  Artists  Corp.  is  under- 
stood to  be  preparing  legal  action 
against  cable  operators  on  grounds  they 
pirate  films  specifically  licensed  to  on- 
air  tv  station  and  not  for  use  in  com- 
munities outside  broadcast  station’s 
service  area.  Suits  by  film  distributors 
against  catv  systems  have  been  threat- 
ening in  past  few  years,  but  none  was 
ever  filed.  Cable  company  in  Twin 
Falls,  Idaho,  is  defendant  in  property 
rights  lawsuit  instituted  last  year  by 
three  Salt  Lake  City  tv  stations. 

Family  finances  ■ Stories  were  circu- 
lating last  week  that  tug-of-war  is  in 
progress  at  CBS  between  tv  network 
and  CBS  News,  with — in  some  versions 
— control  of  news  operation  as  prize. 
CBS  insiders  maintain  it  isn’t  so,  say 
it’s  just  matter  of  negotiations  on  prices. 
Like  CBS-TV  Network,  CBS  News  is 
separate  division  and  sells  its  output  to 
tv  and  radio  network  divisions  like  any 
other  packager  (except  networks  don’t 
buy  news  from  outside  packagers).  To 
extent  that  there  is  any  dispute,  in- 
siders insist,  it’s  normal  back-and-forth 
dickering  over  what  CBS  News  is 
charging  for  its  services  and  not  related 
at  all  to  news  coverage  itself. 
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Every  important 
food  chain  uses 
WDAY-TV,  Fargo! 


These  four  big  food  chains  make  approximately  75%  of  ALL 
the  retail  food  sales  in  the  big  WDAY-TV  area — and  that 
75%  equals  nearly  $116,000,000  per  year! 


Advertising  isn’t  the  whole  answer,  of  course,  because  the 
Fargo  area  is  a fabulous  one — the  Nation’s  No.  1 market  in 
retail-sales-per-family.  But  it  is  significant  that  the  four 
important  food  chains  in  the  area  all  use  WDAY-TV  on  a 
year-round  basis. 

Certainly  you  can  be  sure  that  the  biggest  merchants  in 
Nortli  Dakota  know  a lot  about  the  best  media  values!  Ask 
PGW  for  all  the  facts! 


WDAY-TV 

FARGO,  N.  D.  • CHANNEL  6 

Affiliated  with  NBC 


PETERS,  GRIFFIN,  WOODWARD,  Inc. 
Exclusive  National  Representatives 


Carol  Olson  speaks  for  Fairway-Super  Fair 
in  the  Phil  Silvers  Show  on  WDAY-TV 


Glen  Hanson  speaks  for  Piggly  Wiggly 
Bold  Venture”  on  WDAY-TV 
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WEEK  IN  BRIEF 

Salesmanship  means  sales  and  service  ■ The  day  of 

the  slap  on  the  back,  the  long  lunch  and  entertainment 
are  over  so  far  as  salesmanship  in  the  broadcasting 
business  is  concerned.  But  Hildred  Sanders,  vice  presi- 
dent in  charge  of  radio-tv  for  Honig-Cooper  & Har- 
rington, Los  Angeles,  doesn’t  think  too  many  broad- 
casters have  awakened  to  this  fact.  The  agency  radio- 
tv veteran  reminds  stations  and  representatives  that 
“service”  must  accompany  “sales”  if  real  business 
progress  is  to  be  achieved.  She  talks  about  it  in  this 
week’s  Monday  Memo.  Page  20. 

FCC  cloak  & dagger  ■ A new  and  separate  Complaints  & Compliance 
Div.  of  the  Broadcast  Bureau  will  be  initiated  June  1.  Its  function- will 
be  to  make  on-the-spot  investigations  of  complaints  received  by  the  FCC, 
and  make  spot  checks  of  selected  stations  to  insure  programming 
matches  representations  made  to  the  commission.  Page  27. 

Lower  summer  rates  ■ N.W.  Ayer  joins  BBDO  in  formal  request  of  tv 
stations  as  to  their  plans  on  summer  discounts.  Other  agencies  take  note, 
but  SRA  in  strong  blast  seeks  to  stave  off  trend.  Page  30. 

Tv's  top  100  spenders  " Procter  & Gamble  heads  the  list,  as  usual. 
Page  42. 

RAB's  five-year  plan  ■ Calls  for  doubling  the  budget.  Page  52. 

First  quarter  figures  ■ Network  tv  gross  time  billing  hit  over  $171.8 
million,  a 9.8%  increase,  in  first  quarter,  1960.  Page  60. 

Tv  set  sales  seen  rising  ■ Television  receiver  sales  expected  to  reach 
6.1  million  in  next  12  months  with  increases  also  likely  in  radio  and 
phonograph  sales.  This  is  prediction  of  Sylvania’s  Marion  E.  Pettegrew  at 
EIA  convention  in  Chicago.  Page  68. 

No  more  hot,  bright  lights  for  color  ■ New  tube  developments  close 
hole  in  colorcasting;  GE  and  RCA  have  camera  tubes  that  permit  color- 
casts of  night  sports  or  indoor  events  with  normal  lighting.  Page  68. 

Politics  for  free  ■ Three  tv  networks  offer  to  donate  prime  time  for 
presidential  campaign  broadcasts  at  Senate  hearing  on  bill  to  commandeer 
eight  hours  of  time.  Presidents  of  networks  describe  proposed  law  as 
seizure  without  due  process  and  federal  control  of  programming.  Page  72. 

Political  questions  ■ It’s  time  once  again  for  licensees  to  sit  down  and 
answer  an  FCC  questionnaire.  This  time  the  commission  wants  to  know 
how  tv  stations  handle  political  broadcasting  in  an  election  year  . . . and 
the  questions  are  as  specific  as  they  can  get.  Page  78. 

Payola  arrests  in  N.Y.  ■ In  district  attorney  sweep,  five  radio  d.j.’s 
and  three  other  station  employes  taken  in  custody.  Payola  payments 
alleged  in  indictments  tote  up  to  more  than  $1 16,000.  Page  80. 

Catv  bill  sidetracked  ■ Senate  corks  up,  for  this  year,  measure  for  FCC 
licensing  of  community  antenna  systems  by  39-38  vote  to  send  it  back 
to  committee.  Page  84. 
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AT  DEADLINE  

BROADCAST  ADVERTISING  . 

BUSINESS  BRIEFLY  

CHANGING  HANDS  

CLOSED  CIRCUIT  

COLORCASTING  

DATEBOOK  

EDITORIAL  PAGE  

EQUIPMENT  & ENGINEERING 

FANFARE  

FATES  & FORTUNES  

FOR  THE  RECORD  

GOVERNMENT  


Miss  Sanders 


ONE 

PODS 

NO.  1 


IN 


LANSING 


The  latest  Hooper 
proves  that . . . 


STATION 


TIME 

WILS 

STATION 

B 

Mon.-Fri. 
7:00  am 
1 2:00  noon 

63.1 

19.9 

Mon.-Fri. 

1 2:00  noon 
6:00  pm  , 

66.5 

14.2 

C.  E.  Hooper  — Jan.,  Feb.,  March,  1960 


with  5000  WATTS 


leads  Station  B in 
power  by  20-1 


. . . all  of  which  makes  WILS 
the  very  best  buy  to  serve  and 
sell  the  Lansing  markets’  313,- 
000  residents 

represented  by  Venard,  Rintoul  & McConnell 
WILS  is 

associated  with  I L X "TV 

NBC  • CHANNEL  10 

studios  in  LANSING  - 
JACKSON  - BATTLE  CREEK 

and  WPON  — Pontiac 


Southern  New  England  becomes  home  base  for  thousands  of  vacationers  from  every 
corner  of  the  country  from  June  to  September.  These  recreation  seekers  swell 
WPRO-TV’s  audience  like  a high  tide. 


Programming  . . . Promotion  . . . Personalities,  ingredients  for  year  'round 
success,  continue  at  full  pace  all  summer  long.  Top  rated  WPRO-TV  shoots 
the  works  with  local  remotes  from  nearby  amusement  and  resort  areas  . . . 
Boston  Red  Sox  baseball  . . . performances  of  winning  plays  in  WPRO-TV's 
own  playwriting  contests  . . . live  telecasts  daily  by  12  station  personali- 
ties . . . the  summer  Olympics  . . . the  political  nominating  conventions  . . . 

PLUS  a pre-summer  switch  to  late  evening  movies  to  capitalize  on  first-run 
popularity  from  the  Paramount-Warner  Brothers-MGM-Republic  libraries. 


Year  'round  customers  are  joined  by  a bonus  audience  of  vacationers  buy- 
ing on  Cape  Cod,  Martha's  Vineyard,  Nantucket,  Watch  Hill,  Newport 
and  the  Narragansett  Bay  area.  Call  Gene  Wilkin  at  Plantations  1-9776 
or  your  Blair  TV  man,  and  make  WPRO-TV  the  pay-off  point  for  your  sales. 


Providence  • Channel  12 


CAPITAL  CITIES  BROADCASTING  CORF. 
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AND  NEXT  • DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  ON  PAGE  27 


LATE  NEWSBREAKS  ON  THIS  PAGE 

Justice  quizzes  film 
firms’  pay  tv  plans 

Justice  Dept,  has  entered  pay  tv  pic- 
ture— but  only  in  preliminary  way. 

Sources  at  Justice  Friday  acknowl- 
edged that  its  antitrust  division  has  sent 
inquiries  to  film  producers  asking  what 
arrangements  they  have  made  or  are 
planning  to  make  about  getting  into 
subscription  tv  operations.  Details  of 
inquiry  were  not  made  public. 

Government's  interest,  it  is  presumed, 
stems  from  meeting  month  ago  by  ex- 
hibitor group  with  Robert  A.  Bicks, 
acting  chief  of  Justice’s  antitrust  divi- 
sion. Exhibitors  were  understood  to 
have  brought  up  question  whether  entry 
of  film  producers  into  pay  tv  might  not 
violate  1949  motion  picture  consent 
decree.  This  ruling  divorced  film  pro- 
duction from  theatre  ownership  and  ex- 
hibition. Pay  tv  operation  by  film  maker 
might  be  considered  exhibition,  it  was 
pointed  out. 

Mr.  Bicks  reportedly  made  no  com- 
mitments but  inquiry  apparently  is  re- 
sult of  this  visit. 

Interest  of  20th  Century-Fox  in  pay 
tv  and  its  negotiations  with  Skiatron  are 
open  secret.  Spyros  Skouras,  20th  Cen- 
tury president,  told  stockholders  earlier 
in  week  that  company  had  checked  first 
with  Justice  Dept,  and  satisfied  itself 
that  it  was  permissible  to  explore  toll  tv. 

Court  acts  in  IBEW, 
CBS  200-mile  dispute 

Under  its  contract  with  International 
Brotherhood  of  Electrical  Workers,  CBS 
is  not  required  to  hire  IBEW  tech- 
nicians for  programs  originating  more 
than  200  miles  from  its  owned-and- 
operated  stations  (300  miles  in  case  of 
KNX  and  KNXT  (TV)  Los  Angeles) 
unless  it  moves  origination  point  for 
purpose  of  evading  IBEW  contract.  But 
union  is  entitled  to  go  to  arbitration  if 
it  feels  evasion  is  purpose  of  such  move. 
This  was  ruling  handed  down  by  New 
York  Supreme  Court  in  opinion  written 
by  Justice  William  C.  Hecht  Jr.  and 
published  Friday  in  New  York  Law 
Journal. 

Court  upheld  IBEW  move  for  arbi- 
tration— and  denied  CBS  motion  to 
stay  it — on  this  territorial  question  and 
also  on  question  of  whether  CBS  had 
violated  terms  of  its  contract  in  regard 
to  video  tape.  CBS  spokesmen  said  de- 
cision made  clear  that  network  was  not 
required  to  take  IBEW  men  abroad  to 


Chapter  ends 

Young  & Rubicam,  New  York, 
last  Friday  (May  20)  confirmed 
report  it  will  stop  producing  CBS- 
TV  daytimer,  Brighter  Day,  this 
summer.  It  is  last  of  Y&R-pro- 
duced  network  programs.  At  one 
time  Y&R  produced  as  many  as 
30  network  radio  and  12  network 
tv  shows.  CBS-TV  will  take  over 
production  of  show,  continuing 
trend  toward  networks’  control  of 
own  programs  (Broadcasting, 
May  16). 


handle  Ed  Sullivan  Show  from  Moscow 
Fair  or  Arthur  Godfrey  programs  from 
Hawaii,  for  example,  since  these  “ob- 
viously” were  not  moved  beyond 
union’s  territorial  jurisdiction  for  pur- 
pose of  evading  contract. 

Motorola  introduces 
new  portable  tv  set 

New  19  inch,  all  transistor  portable 
tv  receiver  and  expansion  of  its  fm 
home  radio  line  are  being  announced 
today  (Monday)  by  Motorola  Inc.,  Chi- 
cago. Availability  of  self-powered  tv 
set  was  heralded  by  Edward  R.  Taylor, 
executive  vice  president  of  consumer 
products,  as  “the  practical  beginning  of 
the  evolution  from  tubes  to  transistors 
in  the  television  industry,”  which  will 
spread  out  over  next  four  years. 

Receiver  plays  at  least  five  hours  on 
“energy  cell”  before  new  charge  is 
needed  or  will  play  as  regular  tv  with 
110  v ac  power.  Cell  can  be  recharged 
over  500  times.  Cell  has  suggested  re- 
tail price  of  $88.  Set  is  $275,  less  cell. 

Company  also  is  adding  two  fm  ra- 
dio models  to  line,  including  one  fm- 
only  model.  Distributors  today  are  be- 
ing shown  complete  tv  line  including 
five  new  19-inch  and  range  of  23-inch 
sets.  Motorola  will  back  1961  line  (tv, 
table  and  clock  radios)  with  heavy  ad- 
vertising campaign. 

EIA  names  officers 

L.  Berkley  Davis,  vice  president  and 
general  manager  of  General  Electric’s 
electronic  components  division,  elected 
president  of  Electronic  Industries  Assn, 
at  annual  meeting  in  Chicago  (early 
story  page  68).  He  succeeds  David  R. 
Hull,  vice  president  of  Raytheon  Co. 
Leslie  F.  Muter.  Muter  Co.,  was  elected 


treasurer;  Robert  S.  Bell,  Packard-Bell, 
elected  senior  vice  president;  James  D. 
Secrest  reelected  executive  vice  presi- 
dent, and  John  B.  Olverson  elected  gen- 
eral counsel. 

Five  vice  presidents  elected  by  EIA: 
consumer  products,  Mr.  Bell;  military 
products,  Sidney  R.  Curtis,  Stromberg- 
Carlson;  tube  and  semiconductors, 
A.L.  Chapman,  CBS  Electronics;  parts 
division,  W.S.  Parsons,  Centralab  divi- 
sion of  Globe  Union  Inc.,  and  industrial 
electronics,  Ben  Adler,  Adler  Elec- 
tronics. 

New  York  endorses 
FCC  uhf  experiment 

New  York  City  has  long-range  hope 
of  falling  heir  to  experimental  uhf 
station  that  FCC  proposes  to  build 
and  operate  in  city  and  has  urged  Con- 
gress to  approve  project. 

Mayor  Robert  Wagner  endorsed  uhf 
test  in  wire  to  Sen.  Warren  Magnuson, 
chairman  of  Senate  Commerce  Com- 
mittee and  of  appropriations  subcom- 
mittee which  will  consider  FCC  budget 
tomorrow  (May  24).  House  approved 
$2  million  for  uhf  test,  $225,000  less 
than  FCC  asked  for. 

Mayor  Wagner  said  he  would  ask 
Board  of  Estimate  for  $100,000  per 
year  to  provide  municipal  programs  for 
FCC’s  special  station.  In  long  run  city 
would  be  interested  in  buying  station 
from  federal  government,  if  tests  de- 
velop uhf  audience,  according  to  Sey- 
mour N.  Siegel,  director  of  city-owned 
WNYC  and  broadcast  advisor  to  mayor. 

Ziv-UA  offer  revised 

Although  Writers  Guild  of  America 
earlier  in  week  announced  verbal  agree- 
ment with  Ziv-United  Artists  on  new 
formula  for  tv  film  writers  contract 
(early  story  page  88),  Ziv-UA  Friday 
said  verbal  agreement  was  misunder- 
stood in  part  and  made  new  “final”  offer 
which  is  revision  of  earlier  proposal. 
WGA  membership  meeting  on  pact  was 
recessed  until  tomorrow  night  (May 
24)  to  let  attorneys  work  out  details. 

New  Ziv-UA  offer  calls  for  minimum 
of  $1,000  for  half-hour  tv  script  (until 
strike  writers  were  getting  $1,100  mini- 
mum) plus  2.2%  of  absolute  gross  of 
both  domestic  and  foreign  sales  effec- 
tive as  soon  as  writers  resume  work. 
Ziv-UA  said  its  earlier  offer  to  pay 
foreign  residuals  of  2%  of  gross  on 
films  made  after  March  31,  1964,  was 
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AT  DEADLINE 


Business  briefly 


misunderstood  to  mean  those  made 
after  March  31,  1960,  and  sold  abroad 
after  1964  date. 

Fm  group  elects 

New  officers  elected  by  Fm  Broad- 
casters Assn,  of  Southern  California: 
president,  Benson  Curtis,  KRHM  (FM) 
Hollywood,  succeeding  Jack  Keifer, 
KMLA  (FM)  Los  Angeles;  vice  presi- 


CONTINUED 

dent,  Arthur  K.  Crawford,  KCBH  (FM) 
Los  Angeles;  secretary,  Bj  Hamrick, 
Western  Fm  Broadcasting,  Los  Angeles; 
treasurer,  Jean  Carpenter,  KHOF  (FM) 
Los  Angeles.  Also  elected  to  board  were 
Hal  Harrison,  KGLA  (FM)  Los  An- 
geles; Don  Propst,  KNOB  (FM)  Long 
Beach;  Bill  Tomberlin,  KMLA  (FM) 
Los  Angeles,  and  Cam  Warren,  KRCW 
(FM)  Santa  Barbara. 


Golf  twosome  ■ Duplicating  Products 
Div.,  Minnesota  Mining  & Manufactur-  I 
ing  Co.  (Erwin,  Wasey,  Ruthrauff  & 
Ryan)  and  Midas  Inc.  (Edward  H.  j 
Weiss)  paired  for  sponsorship  of  Na- 
tional Open  Golf  Championship  on  i j 
NBC-TV  June  18  (Sat.  9:30-10:30  1 
p.m.  EDT). 


WEEK’S  HEADLINERS 


tieth  Century 
Great  Challenge 
Smith. 


Irving  Gitlin,  formerly  program  executive, 
creative  projects,  CBS  News  joins  NBC 
as  executive  producer,  creative  projects, 
news  and  public  affairs  department.  Mr. 
Gitlin,  who  had  been  with  CBS  since 
1946,  wrote,  directed  and  produced  Pea- 
body Award  winning  show  “The  Nation’s 
Nightmare,”  for  radio  and  “The  Search” 
for  tv.  As  director  of  public  affairs  for 
CBS  News,  Mr.  Gitlin  created  The  Twen- 
Conquest,  Woman,  The  Last  Word,  The 
and  Behind  the  News  With  Howard  K. 


Mr.  CIjrrun 


Mr.  Schneider 


Mr.  Miller 


Lee  Currlin,  associate  media  director,  and  William 
Schneider,  business  manager,  tv-radio  department,  elected 
vps  and  Harold  Miller,  vp  and  associate  media  director, 
appointed  manager,  media  department  of  Benton  & Bowles. 
Elevation  of  three  executives  at  agency  follows  upgrading 
of  Lee  Rich,  vp  in  charge  of  media  and  member  of  board, 
to  newly  created  post  of  vp  in  charge  of  media  and  program- 
ming (Broadcasting,  April  25).  Mr.  Currlin,  formerly 
with  William  H.  Weintraub  agency  and  Kenyon  & Eckhardt, 
joined  B&B  in  1953  as  media  buyer  and  in  1958  moved  up 
to  associate  media  director.  Mr.  Schneider  has  been  with 
agency  since  1937  when  he  was  traffic  manager.  He  later 
was  promoted  to  account  executive  and  in  1948  to  co- 
ordinator of  media  and  media  research,  becoming  business 
manager  of  tv  and  radio  in  1949.  Mr.  Miller  was  media 
research  manager  of  former  Biow  Co.  before  he  joined 
agency  in  1954  as  manager  of  media  analysis.  He  advanced 
to  associate  media  director  in  1956  and  last  year  to  vp. 


Major  alignment  of  media  department  was  announced  Fri- 
day by  Leo  Burnett  Co.,  Chicago,  with  key  appointments 
including  that  of  Harold  Tilson  as  manager  of  media  depart- 
ment. Mr.  Tilson,  who  joined  Burnett  as  media  supervisor 
in  1954  after  six  years  as  media  director  at  Grant  Adv.,  will 
report  to  Thomas  A.  Wright  Jr.,  vice  president  in  charge  of 
media.  George  Wilcox,  formerly  member  of  broadcasting 


department  and  account  executive  before  joining  media  in 
1957,  promoted  from  associate  media  supervisor  to  media 
group  supervisor.  John  W.  Setear  moves  from  assistant 
manager  in  media  to  marketing  department  as  supervisor.  He 
joined  agency  in  1956  after  serving  as  account  executive  and 
assistant  media  director  at  McCann-Erickson,  Cleveland. 

Kenneth  G.  Manuel,  senior  vp  of  D.P. 

Brother  & Co.,  Detroit,  elected  president, 
succeeding  D.P.  Brother  who  was  named 
board  chairman  in  simultaneous  move. 

Mr.  Manuel  joined  agency  in  1949  as 
member  of  creative  staff.  Prior  to  that,  he 
had  been  news  commentator,  writer  and 
producer  at  WWJ-AM-TV  Detroit.  He  is 
credited  with  creating  many  early  educa- 
tional tv  shows  including  award-winning 
Television  University.  He  was  reporter,  critic  and  columnist 
with  Detroit  News  before  entering  broadcasting  field. 

Edward  Bleier,  ABC-TV  account  execu- 
tive, promoted  to  vp  in  charge  of  daytime 
sales,  succeeding  late  Harold  Day,  who 
died  April  15  (At  Deadline,  April  18). 
Mr.  Bleier  originally  joined  ABC-TV  as 
account  executive  in  1952  and  remained 
there  until  1956  when  he  was  named  vp 
for  business  development  at  Tex  McCrary 
Inc.,  New  York  pr  organization.  He  re- 
joined ABC-TV  in  March  1959  as  ac- 
count executive. 

Peter  W.  Allport,  vp  and  secretary  of 
Assn,  of  National  Advertisers,  elected  ex- 
ecutive vp  at  special  ANA  board  meeting 
called  following  death  of  President  Paul 
B.  West  (Broadcasting,  May  9).  Promo- 
tion to  newly  created  post  makes  Mr. 

Allport  ANA’s  chief  officer.  Board,  headed 
by  Donald  S.  Frost  of  Bristol-Myers,  also 
plans  to  name  special  board  committee 
plus  advisory  group  composed  of  former 
ANA  chairmen  to  give  further  study  to  association’s  future 
administration  and  submit  recommendations  to  board  and 
membership.  Mr.  Allport,  formerly  with  Erwin  Wasey 
Ruthrauff  & Ryan  agency,  joined  ANA  in  1945  as  editor 
of  news  publications.  He  was  named  press  relations  director 
in  1947,  secretary  in  1951  and  became  vp  in  1958  with 
administrative  responsibility  for  many  phases  of  opera- 
tions, including  public  and  government  relations.  He  has 
served  at  various  times  as  secretary  of  several  standing  com- 
mittees, including  broadcast  advertising  committee. 


Mr.  Allport 


Mr.  Bleier 
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He 


Horatius  made  things  happen 


Rome 


and 


WPEN  is  the  first  station  in  Philadelphia  t< 
“review”  the  daily  newspapers.  This  excit 
ing  concept  was  originated  by  the  Consol 
idated  Sun  Ray  Stations.  WPEN,  again,  i 
first  in  Philadelphia  with  this  challengin' 
feature  broadcast  four  times  daily.  We  wer 
the  first  station  to  editorialize  — we  are  th 
first  with  “Newspaper  Critic”.  In  Publi 
Interest  . . In  Exciting  Listening  . . In  Sales  . 
WPEN  Makes  Things  Happen  In  Philadelphic 

WPEISI 

Represented  nationally  by  GILL-PERNA 
New  York.  Chicago,  Los  Angeles,  San  Francisco,  Boston,  Detroit 

CONSOLIDATED  SUN  RAV  STATIONS 
WPEN,  Philadelphia  . . . WSAI,  Cincinnati  . . . WALT,  Tampa 


ED  BENHAM, Chief  Engineer 


“Here  at  KTTV,  Conrac’s  consistent  high  quality  has 
proven  time  and  time  again  that  Conrac’s  complete 
range  of  professional  monitors  and  receivers  are  the 
best  possible  viewing  investment  for  us.” 

At  KTTV,  as  in  hundreds  of  other  television  stations, 
this  dependable,  uniform  Conrac  quality  means  consist- 
ently excellent  video  response  — plus,  sharply  reduced 


includes  these  important  features: 

★ Video  response  flat  to  8 megacycles 

★ DC  restorer  — with  “In-Out”  switch 

★ Provision  for  operation  from  external 
sync  — with  selector  switch 

★ Video  line  terminating  resistor  and 
switch 

Conrac  Monitors  Are  Distributed  by 
Ampex,  General  Electric,  RCA  and 
Visual  Electronics 


Makers  of  Fine  Fleetwood  Home  Television 

Dept.  K,  Glendora,  California 
TELEPHONE:  COVINA,  CALIFORNIA,  EDGEWOOD  5-0541 


Systems 


VISIT  CONRAC, 
BOOTH  23 
NAB  SHOW, 
CHICAGO 


maintenance  costs. 

Every  Conrac  monitor  V 
from  8"  through  27"  \ 
BROADCAST  I 
or  UTILITY  / 


A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(* Indicates  first  or  revised  listing) 

MAY 

May  1-31 — National  Radio  Month  observance. 

May  22-24 — National  Educational  Television 
and  Radio  Center  spring  meeting  of  station  man- 
agers of  affiliated  etv  stations.  LaSalle  Hotel, 
Chicago. 

’May  24 — Education-Industry  Conference  co-  ;i 
sponsored  by  National  Assn,  of  Manufacturers  f 
and  the  Henry  W.  Grady  School  of  Journalism,  1 
U.  of  Georgia,  Athens.  Avra  Everitt,  radio-tv  di- 
rector of  Burke  Dowling  Adams,  New  York  ad- 
vertising agency,  will  address  the  meeting. 

May  26-29 — Federation  of  Canadian  Advertising 
and  Sales  Clubs  annual  convention.  Royal  Hotel, 
Guelph,  Ont. 

May  26-31 — National  Federation  of  Advertising 
Agencies  annual  management  conference.  North- 
ernaire  Hotel,  Three  Lakes,  Wis. 

May  27 — Assn,  of  Broadcasting  Executives  of 
Texas,  second  annual  "Betty"  award  banquet. 
Sheraton  Dallas  Hotel,  Dallas. 

’’May  27-28 — Seminar  of  communications  at  the 
U.  of  Kentucky,  Lexington.  Several  broadcasters 
will  be  among  the  speakers. 

JUNE 


June  1 — Reply  comments  due  on  FCC  rulemaking 
to  duplicate  23  clear  channels  with  additional 
nighttime  service. 

*June  1-3 — International  Advertising  Assn.  12th 
annual  congress,  Waldorf  Astoria,  New  York. 
Speakers  include  Sylvester  L.  (Pat)  Weaver, 
board  chairman  of  McCann-Erickson  Corp.  (In- 
ternational), and  Arthur  C.  Neilsen  Jr.,  president 
of  A.C.  Neilsen  Co. 

June  1-2 — Assn,  of  National  Advertisers  work- 
shop on  advertising  administration  and  financial 
control.  Westchester-Biltmore,  New  York. 

June  2 — Connecticut  Assn,  of  AP  Broadcasters 
study  session  meeting.  Waverly  Inn,  Cheshire. 
June  2 — Oral  argument  before  FCC  in  remand 
proceeding  involving  application  for  new  tv  sta- 
tions on  ch.  10,  Miami,  Fla. 

June  2 — San  Francisco  Radio  Broadcasters  Assn, 
market  presentation.  Sheraton-Palace  Concert 
Room.  (Re-scheduled  from  May  12). 

June  2-4 — Mutual  Adv.  Agency  Network  quar- 
terly meeting,  Bismarck  Hotel,  Chicago.  Morton  J. 
Simon,  agency  legal  counsel,  will  speak  on  "Prob- 
lems of  Agency  Management  and  Operation." 

June  2-4 — Western  Assn,  of  Broadcasters  (Can- 
ada) annual  meeting.  Banff  Springs  Hotel,  Banff, 
Alta.  Dr.  Andrew  Stewart,  chairman  of  the  Board 
of  Broadcast  Governors,  will  be  keynote  speaker. 
Business  sessions,  sales  clinics,  an  awards  dinner 
and  a golf  tournament  are  planned. 

June  3— -Screen  Extras  Guild,  annual  member- 
ship meeting,  8 p.m..  Academy  Award  Theatre, 
9038  Melrose  Ave.,  Los  Angeles.  Contract  nego- 
tiations, retroactivity,  pension  and  health-welfare 
plans  and  the  effect  of  the  new  Screen  Actors 
Guild  contract  on  extras  will  be  discussed. 

June  4 — UPI  Broadcasters  of  Pennsylvania  annual 
statewide  meeting.  Army  General  Depot,  New 
Cumberland,  9 a.m. 

June  4 — UPI  Broadcasters  of  Wisconsin  spring 
meeting.  County  Stadium,  Milwaukee. 

June  4-5 — Oklahoma  Associated  Press  Broad- 


12 


BROADCASTING,  May  23,  1960 


THE  OFFICERS  AND  DIRECTORS  OF 


MUZAK 

CORPORATION 

TAKE  GREAT  PRIDE  IN  ANNOUNCING 
THE  1959  WINNER  OF  THE 

ANNUAL  GOLDEN  EAR  AWARD 

In  recognition  of  his  outstanding  achievements  in  the  field  of  music  and  civic  affairs,  Mr.  Alex 
Keese  of  Dallas,  Texas,  is  awarded  the  Muzak  Golden  Ear  Award  for  1959.  Long  a patron  of 
the  arts,  Mr.  Keese  has  played  a prominent  role  in  the  development  of  the  Dallas  Symphony, 
State  Fair  Musicals  and  Civic  Ballet.  He  has  lent  his  time  and  influence  to  Red  Cross,  Com- 
munity Chest  and  Heart  Fund  campaigns.  For  twenty  years  he  was  Director  of  the  First 
Presbyterian  Church  Choir  and  a former  president  of  the  Dallas  P.T.A.  Director  of  Station 
WFAA  and  WFAA-TV,  Dallas,  Mr.  Keese  is  currently  Treasurer  of  the  Board  and  Chairman 
of  the  Finance  Committee  of  the  Radio  Advertising  Bureau  and  District  Director  of  National 
Association  of  Broadcasters.  Muzak’s  pioneer  Texas  franchiser,  Mr.  Keese  has  ably  repre- 
sented Muzak  since  1945. 


JUDGES:  HON.  ROBERT  L.  THORNTON,  Mayor  of  Dallas,  Tex. 

JACK  WRATHER,  Chairman  of  the  Board  of  Muzak  Corp. 

CHARLES  COWLEY,  President  of  Muzak  Corporation 

THE  GOLDEN  EAR  AWARD  is  an  annual  award  established  by 
MUZAK  Corporation  to  honor  the  franchiser  whose  achievements  in 
National,  State  and  Community  affairs  mark  him  as  the  outstanding 
citizen  of  the  year  in  the  MUZAK  family.  ...  In  making  this  award, 

MUZAK  Corporation  seeks  to  encourage  and  honor  individual  excel- 
lence, pre-eminence  and  leadership  in  church,  fraternal  or  social  work;  phi- 
lanthropy, government,  business,  or  other  meritorious  human  endeavor. 

MUZAK  CORPORATION 

A Company  in  the  Jack  Wrather  Organization 
229  PARK  AVENUE  SOUTH,  NEW  YORK  3,  N.  Y. 

MUZAK— Reg.  U.S.  Pat.  Off. 
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There’s  WJXT  in  Jacksonville,  where  the  most 
striking  curves  are  in  record  sales  reports.  Hub  of  this  booming 
regional  market  is  WJXT,  with  a one-sided  picture  that 

pin-points  the  facts  in  crystal  clear  focus.  Example: 

66  vs.  28  county  coverage  in  Northeast  Florida  and 
South  Georgia!  Example : double  the  audience! 

Example:  34  of  the  top  50  shows  rated  by  Nielsen! 

No  matter  what  basis  you  use 

to  compare,  there’s  more, 

much  more  to  WJXT. 


WJXT  © 

JACKSONVILLE,  FLORIDA 

Represented,  by  CBS  Television  Spot  Sales 


Operated  by  The  Washington  Post  Broadcast  Division : 

WJXT  Channel  4 , Jacksonville,  Florida  WTOP  Radio  Washington,  D.  C.  WTOP-TV  Channel  9,  Washington,  D.  C. 


RECIPE:  Take  4 top  stations, 
sandwich  into  one  BIG  market, 
serve  with  extra  helping  of 
simultaneous  merchandising  and 
promotion  effort.  It's  economi- 
cal as  a one  purchase,  one  film, 
one  billing  dish  . . . served  in 
any  combination  to  fit  any  ap- 
petite. 


west  texas 
television 
network 


KDUB-TV  KEDY-TY 

LUBBOCK,  TEXAS  B I G $ P R I N G,  TEXAS 

KPAR-TV  KVER-TV 


ABILENE  • SWEETWATER  CLOVIS.  NEW  MEXICO 


W,  P.  "Dub"  Rogers,  President  ond  Gen.  Mgr 


casters  Assn.  Trade  Winds  Motel,  Tulsa. 

‘‘June  5 — Target  date  for  field  testing  fm  stereo 
proposals  in  Boston  and  Pittsburgh  by  Electronic 
Industries  Assn.  National  Stereo  Radio  Commit- 
tee. 

June  5-8 — Advertising  Federation  of  America, 
56th  Annual  Convention.  Secretary  of  Commerce 
Frederick  H.  Mueller,  FTC  Chairman  Earl  W. 
Kintner  and  John  P.  Cunningham,  chairman  of 
Cunningham  & Walsh  will  speak  June  6.  Hotel 
Astor,  New  York. 

June  5-9 — Assn,  of  Industrial  Advertisers  annual 
convention.  Shoreham  Hotel,  Washington,  D.C. 
June  7-23 — National  Sales  Executives-Interna- 
tional  eighth  annual  session-graduate  school  of 
sales  management  and  marketing,  Syracuse  U., 
Syracuse,  N.Y. 

June  8 — Academy  of  Television  Arts  & Sciences, 
forum  on  tv  and  politics,  ABC. 

*June  9-10 — North  Carolina  Assn,  of  Broadcast- 
ers spring  meeting.  The  Carolinian,  Nags  Head, 
N.C. 

June  12-17 — Fourth  Annual  Communications  In- 
stitute for  High  School  Students,  institute  on 
broadcasting  sponsored  by  School  of  Journalism, 
Pennsylvania  State  U.,  State  College,  Pa. 

June  13-17 — International  Advertising  Film  Fes- 
tival, Lido,  Venice,  Italy. 

’“June  13 — Film  Producers  Assn,  annual  industry 
dinner.  Plaza  Hotel,  N.Y. 

June  13 — Deadline  for  filing  reply  comments  to 
FCC  amendment  of  Conelrad  manual  BC-3  to  pro- 
vide for  transmission  standards  for  the  Conelrad 
attention  signal. 

*June  13 — Rehearing  in  the  Miami  ch.  7 tv 
grant  before  Special  Hearing  Examiner  Horace 
Stern,  Courtroom  7,  Federal  Courthouse  Bldg., 
Philadelphia. 

June  13-14 — Radio  Frequency  Interference  Sym- 
posium. Field  trips  to  FCC  lab  and  monitoring  sta- 
tion are  planned.  Shoreham  Hotel,  Washington, 
D.C. 

June  15-17 — American  Marketing  Assn,  annual 
meeting.  Hotel  Leamington,  Minneapolis. 

June  16-18 — Florida  Assn,  of  Broadcasters  an- 
nual meeting.  Hotel  Robert  Meyer,  Jacksonville. 
June  19-24 — National  Advertising  Agency  Net- 
work national  conference.  Oyster  Harbors  Club, 
Osterville,  Mass. 

June  20 — Comments  due  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations. 

June  20 — National  Academy  of  Television  Arts 
& Sciences  presents  annual  Emmy  Awards.  Pres- 
entation to  be  carried  over  NBC-TV,  10-11:30 
p.m.  EDT. 

June  20-21- — Chicago  Spring  Conference  on  Broad- 
cast and  Television  Receivers,  Graemere  Hotel, 
that  city,  running  concurrently  with  International 
Home  Furnishings  Market.  Emphasis  will  be  on 
home  consumer  entertainment  field  under  sponsor- 
ship of  Chicago  Section  of  Institute  of  Radio 
Engineers.  Keynote  speaker:  Joseph  S.  Wright, 
president,  Zenith  Radio  Corp. 

June  20-24 — American  Institute  of  Electrical  En- 
gineers' summer  general  meeting.  66  technical 
sessions  on  subjects  including  communications  in- 
strumentation and  control,  computers,  basic 
science  and  management  are  planned.  Inspec- 
tion trips  of  various  engineering  facilities  are 
also  on  the  agenda.  Chalfonte-Haddon  Hall  Ho- 
tel, Atlantic  City,  N.J. 

June  21-July  7 — Third  annual  workship  on  the 
Art  of  Preaching  and  Mass  Communications,  spon- 
sored by  the  E.  Stanley  Jones  Institute  of  Com- 
municative Arts  and  Emory  U.,  Atlanta.  Ministers 
will  learn  to  plan  and  produce  radio  and  tv 
programs,  write  and  deliver  more  effective  sermons 
and  generally  to  use  mass  communications.  Held 
at  the  university. 

June  21-24 — National  Community  Tv  Assn.,  ninth 
annual  convention.  Fontainebleau  Hotel,  Miami 
Beach,  Fla. 

June  22-24 — Second  National  Conference  on  Elec- 
tronics Standards.  Co-sponsors:  National  Bureau 
of  Standards,  Institute  of  Radio  Engineer's  pro- 
fessional groups  of  instrumentation  and  microwave 
theory  and  techniques  and  American  Institute  of 
Electrical  Engineers,  National  Bureau  of  Standards 
Labs,  Boulder,  Colorado. 

June  23-25— National  Assn,  of  Tv  & Radio  Farm 
Directors'  annual  summer  meeting  Fresno,  Calif. 
June  23-25 — Maryland-D.C.  Broadcasters  Assn, 
annual  meeting.  Ocean  City,  Md. 

June  24-25 — Colorado  Broadcasters  Assn.,  Con- 


tinental Hotel,  Pueblo. 

June  26-30 — Advertising  Assn,  of  the  West,  57th 
annual  convention.  Hotel  Del  Prado,  Mexico  City. 
Theme:  “Advertising  in  the  Challenging  Sixties." 
Speakers  include  Charles  Brower,  president,  BBD0; 
James  Fish,  vp  for  advertising,  General  Mills; 
Romulito  0'Farrill,  prominent  Mexican  broadcast- 
er; James  Farley,  president  Coca  Cola  Export  Co. 
June  27-29 — Institute  of  Radio  Engineers  fourth 
national  convention  on  military  electronics,  spon- 
sored by  professional  group  on  military  electronics 
of  IRE,  Sheraton-Park  Hotel,  Washington,  D.C. 
“June  29-July  1 — Virginia  Assn,  of  Broadcasters 
annual  meeting.  Cavalier  Hotel,  Virginia  Beach. 

JULY 

July  11-15 — Institute  in  Industrial  and  Tech- 
nical Communications,  Colorado  State  U.,  Fort 
Collins,  Colo.  Elwood  Whitney,  senior  vice-presi- 
dent and  director,  Foote,  Cone  & Belding,  will 
give  opening  address. 

July  24-Aug.  5 — Advertising  Federation  of  Amer- 
ica's second  annual  management  seminar  in  ad- 
vertising and  marketing.  Harvard  Business  School, 
Boston.  A limit  of  50  applicants  has  been  set  to 
be  selected  from  agency  and  advertiser  marketing 
executives,  plus  one  representative  from  each  ma- 
jor media  association.  Applications  available  from 
AFA,  250  W.  57th  St.,  New  York  19. 

AUGUST 

Aug.  12-13 — Arkansas  Broadcasters  Assn.,  fall 
meeting.  Hotel' Marion,  Little  Rock. 

Aug.  19-20 — Texas  AP  Broadcasters  Assn.  Baker 
Hotel,  Mineral  Wells. 

Aug.  23-26 — Western  Electronic  Show  & Con- 
vention, Ambassador  Hotel  and  Memorial  Sports 
Arena,  Los  Angeles. 

Aug.  26-27 — Oklahoma  Broadcasters'  Assn.  West- 
ern Hills  Lodge,  Wagoner. 

Aug.  29-Sept.  2 — American  Bar  Assn,  annual 
convention,  Statler-Hilton  Hotel,  Washington,  D.C. 

SEPTEMBER 

Sept.  2-4— West  Virginia  Broadcasters'  Assn, 
annual  fall  meeting.  The  Greenbrier,  White  Sulpher 
Springs. 

Sept.  19-22 — Institute  of  Radio  Engineers  na- 
tional symposium  on  space  electronics  and  tele- 
metry, Shoreham  Hotel,  Washington. 

Sept.  28 — Assn,  of  National  Advertisers  workshop 
on  advertising  management.  Ambassador  Hotel, 
Chicago. 

OCTOBER 

Oct.  2-4 — Advertising  Federation  of  America 

Seventh  District  convention,  Chattanooga,  Tenn. 
Oct.  3-5 — Institute  of  Radio  Engineers  sixth  na- 
tional communications  symposium.  Hotel  Utica  and 
Utica  Memorial  Auditorium,  Utica,  N.Y. 

Oct.  4 — Retrial  of  former  FCC  Commissioner 
Richard  A.  Mack  and  Miami  attorney  Thurman 
A.  Whiteside,  charged  with  conspiring  to  rig  the 
Miami  ch.  10  tv  grant  (first  trial  ended  in 
a hung  jury). 

Oct.  4-5 — Advertising  Research  Foundation  an- 
nual conference.  Hotel  Commodore,  N.Y. 

Oct.  10-12 — Institute  of  Radio  Engineers  na- 
tional electronics  conference,  Sherman  Hotel, 
Chicago. 

Oct.  11-14 — Audio  Engineering  Society  12th  an- 
nual convention,  Hotel  New  Yorker,  N.Y.  Tech- 
nical papers  have  been  requested — titles  and 
abstracts  should  be  submitted  to  Dr.  Harry  F. 
Olsen,  RCA  Labs,  Princeton,  N.J.,  by  June  22. 
Oct.  16-17 — Texas  Assn,  of  Broadcasters  fall 
convention.  Sheraton  Dallas  Hotel,  Dallas. 

Oct.  18-21 — National  Assn,  of  Educational  Broad- 
casters annual  convention.  Jack  Tar  Hotel,  San 
Francisco. 

Oct.  25-26 — Engineering  section.  Central  Can- 
ada Broadcasters  Assn.  King  Edward  Hotel,  To- 
ronto. 

Oct.  31-Nov.  2— Institute  of  Radio  Engineers  radio 
fall  meet,  Syracuse,  N.Y. 

NOVEMBER 

Nov.  14-16 — Broadcasters'  Promotion  Assn,  an- 
nual meeting.  Sheraton  Charles  Hotel,  New  Or- 
leans. 

Nov.  16-18 — Television  Bureau  of  Advertising 
annual  meeting.  Waldorf-Astoria,  New  York. 

Nov.  26— Utah-Idaho  Associated  Press  Broad- 
casters Assn,  convention.  Twin  Falls,  Idaho. 

JANUARY  1961 

Jan.  13-14 — Oklahoma  Broadcasters'  Assn.  Bilt- 
more  Hotel,  Oklahoma  City. 
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what  is  your 
opportunity  in 


radio  today? 


If  you  attended  the  NAB  convention  in  Chicago,  you  saw  the  tremendous 
interest  and  excitement  that  FM  radio  created.  The  interest  was  so  intense  it 
caused  Broadcasting  to  headline  a feature,  “FM  To  Rival  AM  Within  a Decade.” 
How  can  you  take  advantage  of  FM  radio’s  great  opportunity?  How  can  FM 
radio  itself  become  a profitable  operation  for  you?  The  answers  are  almost 
obvious: 

1 . Through  better  programming  3.  Better  market  research 

2.  More  efficient  operation  4.  Better  industry  and  audience  promotion 

Today,  International  Good  Music’s  HERITAGE  STATIONS  offer  a plan  to 
answer  these  problems.  IGM  has  invested  close  to  a million  dollars  during  the 
past  18  months  — both  in  major  market  FM  station  ownership  and  in  FM 
program  development.  Right  now,  IGM  is  ready  and  able  to  deliver  to  you, 
exclusive  in  your  market: 

1.  A complete  automated  FM  operation  2. 18  hours  a day  of  taped  HERITAGE 
MUSIC  3.  Programming  by  Alfred  Wallenstein  4.  The  first  complete  Politz 
Research  Reports  on  the  FM  market  in  the  history  of  the  industry  5.  Complete 
promotional  plans  6.  An  opportunity  to  participate  in  your  area  in  the  HERI- 
TAGE MUSIC  SCHOLARSHIP  each  year 

For  complete  information  on  the  HERITAGE  STATIONS  story,  on  automated 
program  service,— 18  hours  daily  of  flawless  music  and  commentary— write, 
wire  or  phone : 

INTERNATIONAL  GOOD  MUSIC f INC . 

1151  Ellis  Street,  Bellingham,  Washington,  REgent  3-4567 

As  of  the  date  of  this  ad,  these  HERITAGE  STATION  markets  are  com- 
mitted: Atlanta,  Baltimore,  Boston,  Buffalo,  Chicago,  Denver,  Indianapolis, 
Los  Angeles,  Minneapolis-St.  Paul,  Portland,  San  Bernardino-Riverside,  San 
Francisco,  Seattle,  and  St.  Louis.  If  your  market  is  not  listed  herein,  there  may 
be  an  opportunity  for  you. 


the  twenty-six  hundred! 


rr 


Recently,  the  Lions  Club  Women’s  Auxiliary  of  Bustleton,  Pa.,  in  cooperation  with 
the  Pennsylvania  Working  Home  for  the  Blind,  asked  us  to  appeal  to  our  listeners 
for  old  eyeglasses.  What  a response!  Twenty-six  hundred  pairs  in  thirty  days! 

They  now  have  been  turned  over  to  “New  Eyes  for  the  Needy,”  a non-profit 
organization  which,  for  47  years,  has  been  reclaiming  old  glasses  to  provide  new 
ones  and  artificial  eyes  to  thousands  each  year  who  cannot  afford  them. 

Some  frames  are  reusable.  Metal  frames  are  melted  down  and  redeemed  for  cash 
which  is  sent  back  to  the  source  organization. 

So,  to  each  contributor,  for  ourselves  and  for  all  the  needy  persons  who  will  receive 
“new  eyes,”  we  say — thanks  a million. 

“New  Eyes  for  the  Needy”  is  but  one  of  many  distinguished  community  efforts 
in  which  WIBG  is  proud  to  lend  a hand. 


Philadelphia  listens  to 


WIBG 


the  Storer  station 


STORER  BROADCASTING  COMPANY 

33  years  of  community  service 


MONDAY  MEMO 

from  HILDRED  SANDERS,  vice  president  in  charge  of  radio-tv,  Honig-Cooper  & Harrington,  Los  Angeles 

Salesmanship  means  sales  and  service 


The  day  of  the  slap  on  the  back,  the 
long  lunch  and  entertainment  are  over 
as  far  as  sales  are  concerned,  but  I 
really  don’t  believe  many  broadcasters 
have  recognized  it. 

Salesmanship  today  means  sales  serv- 
ice. Sales  include  service — and  for  the 
most  part  it’s  the  service  we  agency 
folks  are  not  getting.  For  that  reason, 
too,  stations  may  not  be  getting  the 
sales  they  want. 

Take  a look,  for  instance,  at  print 
media  selling.  It’s  getting  more  and 
more  intense  every  day  and  magazines 
and  newspapers  are  doing  a lot  of  re- 
search work,  providing  sales  service 
never  before  offered.  For  years,  out- 
door was  extremely  slow  in  selling  it- 
self. But  in  the  last  couple  of  years, 
outdoor  has  undergone  a tremendous 
change,  even  to  the  point  of  merchan- 
dising and  promotions  worked  out  for 
individual  advertisers. 

What’s  the  situation  in  broadcasting? 
It  is  not  unusual  for  timebuyers  to  call 
stations  for  availabilities  and  get  just 
that — no  more.  It  seems  to  me  it  would 
be  of  greater  service  if  the  representa- 
tive brought  in  suggested  packages  and 
showed  through  audience  analysis  how 
this  package  would  reach  the  greatest 
number  of  desired  people  at  lowest 
cost. 

Selling  the  Unsold  ■ Too  many  ad- 
vertisers, and  I’m  afraid  too  many 
buyers,  want  only  high  traffic  times,  so 
many  stations  are  loaded  there  and 
hurting  somewhere  else.  For  example: 
Has  your  station’s  sales  department  or 
any  salesman  sat  down  and  figured  how 
to  sell  the  time  no  one  requests?  By  re- 
quest, I mean  it  would  be  a rare  day 
when  a buyer  would  call  and  ask  you 
to  build  a package  between  9 a.m.  and 
noon  or  noon  and  4 p.m. 

Yet,  a great  many  stations  have  quite 
a story  to  sell  or  at  least  tell  about  those 
time  brackets.  Let’s  take  a look.  As  an 
example,  let’s  assume  this  is  a woman’s 
product.  One  station  in  southern  Cali- 
fornia, for  instance,  which  has  AA  time 
between  6 and  11  a.m.,  actually  delivers 
51,700  women  between  9 and  10  a.m. 
and  only  32,300  between  7 and  8 a.m., 
the  peak  travel  time.  Between  1 and  2 
p.m.  it  delivers  39,700  women.  Do  you 
think  this  station  would  have  any 
trouble  switching  those  advertisers  from 
its  peak  time  to  other  hours  if  it  point- 
ed out  those  facts? 

Isn’t  that  the  kind  of  service  stations 
should  give  in  sales?  Wouldn’t  9 to  10 
a.m.  be  a better  buy  for  the  client  wish- 
ing to  reach  women  than  7 to  8,  and 


wouldn’t  it  be  a better  sale  for  the  sta- 
tion? On  the  same  station  in  Class  B 
time  the  cost  per  thousand  for  adults  is 
31  cents,  the  AA  is  46  cents,  the  A is 
44  cents.  Why  doesn’t  this  station  point 
out  these  facts  to  fill  up  empty  time  and 
.relieve  the  multiple  spotting  in  AA 
time?  Isn’t  that  part  of  sales  service? 

Other  Examples  ■ Let’s  go  on  to 
another  station.  This  is  an  independent 
with  all  one  class  of  time.  You  can 
reach  more  women  on  this  station  in 
the  hours  9 to  11  a.m.  than  any  two 
other  hours.  Another  independent  will 
deliver  69,200  men  and  women  com- 
bined between  noon  and  1 p.m.  For 
adults,  that  is  the  best  hour  on  this 
station,  or  I should  say  it  ties  the  best 
hour  which  is  5 to  6 p.m.  Considering 
how  much  fighting  and  scratching  goes 
on  to  get  a spot  on  this  station  between 
5 and  6,  I wonder  if  the  station’s  sales- 
men know  that  noon  delivers  the  same 
adult  audience?  I happen  to  know  that 
the  only  plus  to  5 to  6 is  that  it  delivers 
800  more  kids  than  noon  to  1 p.m.  does 
and  I also  know  there  are  two  availa- 
bilities in  the  noon  to  1 p.m.  time 
and  none  in  the  5 to  6.  Moreover, 
there’s  only  a difference  of  6,800  adults 
in  the  audience  this  station  delivers  be- 


Hilly  Sanders  has  been  an  advertising 
agency  executive  in  radio-tv  for  more 
than  20  years,  first  in  Chicago  and 
since  1948  in  Los  Angeles.  For  eight 
years  she  has  served  as  only  woman  on 
standing  national  Committee  of  Broad- 
cast Administration  for  American  Assn, 
of  Advertising  Agencies,  last  three  as 
vice  chairman.  In  private  life  she  is 
Mrs.  Frederick  Ross  Levings. 


tween  9 and  10  p.m.  (the  peak  tv  hour) 
and  it’s  highest  rated  period.  Is  Pulse 
so  accurate  that  the  lack  of  6,800 
people  should  stop  sales  at  night?  Or 
does  the  station  know  what  it  delivers 
at  night? 

I wonder  if  the  four  out  of  nine  sta- 
tions with  Class  B time  classifications 
know  they  deliver  more  adults  at  lower 
cost  in  Class  B than  A?  I wonder  if 
the  two  out  of  five  stations  with  AA 
and  A time  classifications  know  they 
deliver  more  adults  at  lower  cost  in 
Class  A than  AA?  I wonder  if  a net- 
work station  knows  it  delivers  adults 
at  a cost  per  thousand  of  71  cents  in 
AA  time  and  77  cents  in  C time?  Don’t 
you  wonder,  too? 

Common  Complaint  ■ Not  long  ago 
I received  a call  from  a good  repre- 
sentative. He  was  complaining  he  was 
not  on  a station  list  one  of  our  buyers 
had  purchased  and  he  thought  he 
should  be.  I asked  why  and  he  gave 
me  a lot  of  standard  reasons.  I asked 
the  buyer  why  not  and  she  gave  me  a 
lot  of  specific  reasons.  There  is  the 
difference:  general  and  specific. 

If  this  fellow  had  specific  facts,  he 
should  have  submitted  them  to  the 
buyer  in  the  first  place.  Failing  that,  if 
he  had  a complaint,  he  should  have 
built  the  best  package  possible  on  his 
station  for  this  advertiser,  brought  it 
to  the  buyer  and  asked  her  to  reconsid- 
er, as  he  compared  his  package  to  the 
one  she  bought. 

It  is  customary  for  a salesman  to 
ask  what  product  you’re  buying  for 
when  you  request  availabilities.  This  is 
simply  to  keep  you  from  back  to  back 
advertising  with  competitors.  It  would 
be  most  extraordinary  if  a salesman 
asked  about  your  commercial  message, 
such  as,  is  it  geared  to  women,  adults, 
kids,  or  general  family,  so  that  he 
could  choose  availabilities  that  would 
deliver  your  specific  desired  audience. 

It  would  be  breathtaking  if  a sales- 
man walked  in  after  you  had  bought  a 
schedule  and  showed  you  how,  accord- 
ing to  a later  rating  book,  you  should 
change  it  for  greater  effectiveness.  But 
isn’t  this  sales  service  before  and  after 
the  fact? 

I sincerely  hope  no  one  thinks  I am 
critical  of  any  individual  or  station,  for 
such  is  not  the  case.  It  simply  seems 
to  be  a sales  pattern  followed  by  the 
majority  and  I don’t  believe  the  major- 
ity realizes  it  is  a faulty  pattern,  or 
that  it  even  exists.  But  it  does  exist, 
it  is  faulty  and  it  should  be  changed 
now. 
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Dice  1 green  pepper  and  2 pimentos.  Mix  with  1 tbsp.  English 
mustard,  1 tsp.  salt,  Vi  tsp.  white  pepper,  2 whole  eggs,  1 cup 
mayonnaise.  Add  3 lbs.  lump  crab  meat;  mix  with  fingers  so  that 
lumps  are  not  broken.  Fill  8 crab  shells  or  casseroles  with  mixture. 
Top  with  bit  of  mayonnaise,  sprinkle  with  paprika. 

Bake  in  350°  oven  for  15  minutes. 

Serve  hot  or  cold.  Perfect  with  a bottle  of  chilled  Chablis  wine. 


As  served  at  Commander’s  Palace  by  Ivan 


WWL  -TV. . . new  New  Orleans  Favorite 


WWL-TV’s  imaginative  local  programming 
has  captured  national  notice  in  Look,  TV 
Guide  and  Newsweek  within  the  last  six 
months. 

Illustrative  is  Destroyer  Escort  1016,  a two- 
hour  taped  drama  produced  entirely  by 
WWL-TV  as  the  first  of  a series  of  community 
TV  Little  Theatre  presentations. 

Destroyer  Escort  1016  utilizes  51  volunteer 
actors,  144  scenes  and  37  sets  and  recently 
won  the  Ampex  award  for  "Best  Idea  of 
the  Year.” 


Only  a professional  "know-how”  station  can 
receive  national  recognition  like  this. 

WWL-TV — the  new  New  Orleans  favorite 
Represented  nationally  by  Katz 

®WWL-TV 

NEW  ORLEANS 


BROADCASTING,  May  23,  1960 


21 


WJZ-TV  Baltimore  represented  by  Television  Advertising  Representatives,  Inc. 


SPOT-BUYING  FACTS  NOT  ON  THE  RATE  CARD  ABOUT  WJZ-TV  BALTIMORE 


MOST  NEWSCASTS  OF  ANY 
BALTIMORE  TV  STATION 


And  that’s  not  all! 

■ Highest  rated  local  live  shows  of  all  Baltimore  TV  stations. 

■ Largest  share  of  audience*  of  all  Baltimore  TV  stations. 

■ Only  Baltimore  station  that  editorializes  on  community  problems. 

That’s  why,  in  Baltimore,  no  spot  TV  campaign  is  complete 
without  the  WBC  station,  y ^ | ^ 

*Balt.  ARB  Reports,  Nov.  1958-Mar.  1960  BALTIMORE 
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X X 

y Attention  \ 

advertisers!  \ 

Piel’s  Beer  is  sponsoring  \ 
INTERPOL  CALLING,  ) 
starring  Charles  Korvin  as 
Inspector  Paul  Duval 
on  New  York’s  WPIX, 
Sunday  nights  at  10:30. 
Now  Interpol’s  story, 
which  the  public  has  been 
reading  about  in 
Reader’s  Digest  and  other 
magazines  and 
newspapers,  comes  to  J 
television  ...  / 


great,  Bert.  Just  \ 
like  you  and  me, 
INTERPOL  CALLING  \ 
i and  Piel’s  make  a ^ 

* sure-fire  selling  • 

I combination.  And  if  I may  • 
. make  one  small  pun,  j 

\ both  Duval  and  Piel’s  I 

y always  keep  their  * 

\ heads ...  in  any  J 
situation. 


\ 


V 


/ 


INTERPOL  CAIIIW 

the  new  television  series  that 
Bert,  Harry,  B/itz-Weinhard, 
Pfeiffer’s,  Labatts,  Miller  High  Life, 
Santa  Fe  Winery  and  so  many 
other  kinds  of  advertisers  are 
buying,  buying,  buying! 


INDEPENDENT 

TELEVISION 

CORPORATION 


488  Madison  Ave.  • N.  Y.  22  • PLaza  5-2100 

ITC  OF  CANADA,  LTD. 
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OPEN  MIKE 


CWA  offers  rebuttal 

editor:  The  Communications  Workers 
of  America  is  seriously  concerned  by 
misstatements  of  fact  and  erroneous 
editorial  conclusions  contained  in  two 
items  concerning  our  union  in  the  May 
9 issue  of  Broadcasting  magazine. 

An  item  on  the  Closed  Circuit  page 
(page  5)  alleged  that  CWA  . . . “has 
been  tinged  with  radicals  in  the  past. 

. . .”  The  statement  is  simply  untrue 
as  anybody  who  knows  our  union 
would  have  been  able  to  tell  you.  This 
statement  is  resented  by  both  the  mem- 
bers and  officers  of  CWA. 

Secondly,  the  same  item  implied  that 
CWA  was  prepared  to  raid  other  AFL- 
CIO  affiliates  which  have  bargaining 
rights  at  the  present  time  with  a num- 
ber of  radio  and  television  stations. 
This  is  untrue.  CWA  is  not  a raiding 
union.  We  fully  adhere  to  the  no-raid- 
ing provisions  of  the  AFL-CIO  consti- 
tution and  of  the  more  specific  AFL- 
CIO  no-raiding  agreement.  CWA  looks 
for  its  expansion  among  workers  pres- 
ently unorganized,  or  those  now  be- 
longing to  so-called  independent  un- 
ions, or  those  in  still  existing  company 
unions  who  have  no  adequate  trade 
union  bargaining  power. 

On  page  82  (May  9 issue),  a story 
entitled  “Telephone  union  gets  foot  in 
tv’s  door”  contains  a number  of  other 
inaccuracies.  CWA  has  no  members 
employed  by  Western  Union  or  by 
RCA  Communications  Inc.  CWA 
furthermore  does  not  represent  radio 
operators  aboard  U.S.  merchant  ships. 
It  is  obvious  the  writer  has  confused 
CWA  with  a number  of  other  unions. 
It  is  unfortunate  that  your  magazine’s 
writer  could  not  have  taken  a little  more 
time  to  get  the  facts  straight. 

Perhaps  Broadcasting  magazine  is 
correct  when  it  describes  CWA  as 
“rough,  tough,  strongly  entrenched”; 
many  telephone  company  officials  with 
whom  we  deal  tell  us  they  find  us  dedi- 
cated to  the  interests  of  our  members, 
but  also  reasonable  and  responsible 
and  concerned  with  furthering  the  best 
interests  of  the  entire  community. — 
J.  A.  Beirne,  President,  Communica- 
tions Workers  of  America,  Washington. 
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Videotape  has  gone  to  town— literally  gone  to 
town— in  the  booming  Twin  Cities  market. 
Rolling  out  to  areas  that  never  saw  a television 
camera,  WTCN-TV  uses  the  only  mobile 
videotape  unit  in  the  Upper  Midwest  with 
spectacular  results.  “People  and  Places”  often 
neglected  are  taped  for  a new  daily  and  Sunday 
TV  show.  Even  before  they  leave  town,  taping 
crews  report  new  audience  loyalty  and 
affection  for  WTCN-TV. 

Everybody’s  getting  into  the  act.  Local 
newspapers  alert  their  towns  and  plug  the 
show;  TV  repairmen  get  calls  to  “push  out”  the 
fringe  with  special  adjustments  and  antennas; 
and  more  people  and  places  than  ever  before 
are  watching  WTCN-TV  regularly. 

Results  such  as  these  are  a WTCN-TV 
exclusive.  Ask  your  Katz  man  about  the 
towering  growth  of  WTCN-TV  in  the  Twin  Cities. 

The  Big  “T”  in  the  Twins 


TWI  N CITIES 

wtcn-tv  AND  RADK 

ABC  STATIONS  FOR  MINNEAPOLIS  • ST.  PAUL 

Represented  Nationally  by  the  Katz  Agency 
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5,095,320 

Pepsi  bottle  caps  are  impressive!  Espe- 
cially when  you  have  to  count  them,  as  we 
did.  Just  one  of  the  many  Community  Club 
Awards  sponsors  in  Richmond . . . and  all 
from  just  one  13 -week  cycle!  Put  your 
product  on  the  next  CCA  cycle  in  Richmond 
. . . most  sociable  advertising  you  can  do! 

CCA  stations  in  Richmond  and  central 
Virginia: 


om  Tinsley,  President 

rvin  Abeloff,  Vice  Pres.  WXEX-TV 

larvey  Hudson,  Vice  Pres.  WLEE,  Radio 


I 


NATIONAL 

Philadelphia 

Milwaukee, 


in  New  York,  Baltimore,  Washington 
San  Francisco,  Los  Angeles,  Minnea 
brown  company  in  the  South  and  South 
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NOW  REVEALED:  A U-2  PLAN  AT  FCC 


25  agents  will  be  assigned  to  keep  watch  on  radio  and  television 


The  Federal  Communications  Com- 
mission is  forming  a special  intelligence 
branch  to  maintain  widespread  sur- 
veillance over  broadcast  operations. 

A new  and  separate  Complaints  & 
Compliance  Div.  of  the  Broadcast 
Bureau  will  come  into  being  June  1 
(Broadcasting,  May  16). 

To  finance  the  new  operation,  the 
FCC  is  asking  Congress  for  $300,000 
above  the  amount  already  appropriated 
by  the  House  for  fiscal  1961.  In  a 
statement  prepared  for  delivery  tomor- 
row (Tuesday)  at  the  Senate  Independ- 
ent Offices  Appropriations  Subcommit- 
tee, FCC  Chairman  Frederick  W.  Ford 
said  the  intelligence-surveillance  arm 
was  established  “.  . . because  of  our 
conviction  that  vigorous,  timely  and 
systematic  action  in  this  area  is  essen- 
tial to  ensure  that  broadcasters  fully 
discharge  their  obligation  to  operate  in 
the  public  interest.” 

The  two  main  facets  of  the  program, 
as  outlined  by  Chairman  Ford: 

■ Immediate,  thorough  and  effective 
on-the-spot  investigations  of  complaints 
received  by  the  FCC. 

■ Spot  checks,  through  monitoring, 
of  selected  stations  to  make  sure  their 
programming  matches  representations 
made  to  the  commission. 

When  flagrant  violations  are  uncov- 
ered, he  warned,  remedial  action  will 
be  taken  immediately. 

In  his  prepared  testimony  before  the 
Senate  subcommittee,  Chairman  Ford 
said  that  the  FCC  “unanimously  took 
an  action  which  I believe  will  have  a 
very  important  bearing  on  the  commis- 
sion’s regulatory  program  in  the  broad- 
cast field  and  on  its  budgetary  needs  for 
the  coming  year.  . . . This  is  an  am- 
bitious program  and  it  requires  men 
and  money  for  its  effectuation.” 

How  Money  Will  Be  Used  ■ The 
chairman  said  the  new  program  will 
cost  $300,000  as  outlined  for  the  first 
year.  This  divides  into  $210,000  for 
personnel,  $42,000  for  travel  and  $48,- 
000  for  monitoring  and  “other  objects,” 
he  said.  The  new  office  will  be  staffed 
by  25  professional  persons — who  may 
be  in  the  field  at  least  half  the  time — 
exclusive  of  secretarial  and  clerical  as- 
sistants, Commissioner  Ford  said. 

No  one  has  been  named  to  head  the 
new  office,  according  to  informed  com- 


mission sources.  It  also  is  not  known 
whether  a present  staffer  will  be  given 
the  new  assignment  or  if  a new  man 
will  be  brought  in. 

“The  program  undoubtedly'  will  have 
a very  significant  impact  on  the  indus- 
try,” Chairman  Ford  predicted.  “It 
should  stimulate  licensees  to  establish 
and  maintain  policies  and  practices 
more  closely  related  to  the  public  inter- 
est and  may  well  serve  to  raise  the  gen- 
eral level  of  broadcasting  service.” 

More  and  Better  Action  ■ The  Com- 
plaints & Compliance  Div.  will  be  used 
to  . . step  up  very  sharply  our 
thoroughness  and  effectiveness  in  han- 
dling complaints,”  the  FCC  chairman 
said.  “Currently,  we  receive  120-150 
complaints  weekly  on  broadcast  mat- 
ters, in  addition  to  matters  recently 
brought  to  light,  among  others,  by  the 
FTC,  by  congressional  committees  and 
by  the  replies  from  stations  and  net- 
works to  our  recent  questionnaire  on 
Sec.  317  practices”  (see  box,  page  28). 

In  the  past,  broadcast  complaints  of 
a non-technical  nature  have  been 
handled  by  the  Renewal  Div.  of  the 
Broadcast  Bureau.  Mostly,  they  were 
handled  by  seeking  formal,  written 


statements  of  explanation  from  licensees 
involved  without  sending  an  investi- 
gator to  the  scene. 

However,  “to  arrive  at  a sound 
judgment  as  to  the  merits  of  some  of 
the  practices  complained  of  . . .”  the 
commission  now  feels  that  trained  in- 
vestigators must  be  sent  into  the  field, 
Commissioner  Ford  said.  While  there 
is  a place  for  a written  explanation,  “it 
is  not  an  adequate  substitute  in  many 
instances  for  direct,  field  investigation,” 
he  maintained. 

“Where  the  complaints  on  their  face 
are  substantial,  whether  they  involve  an 
individual  station  or  go  to  a general 
industry  practice,  we  must  have  the 
wherewithal  to  look  into  all  such  sub- 
stantial complaints  by  going  to  the 
source  and  drawing  together  all  of  the 
relevant  facts.  . . . This  is  a prime  ob- 
ligation we  owe  to  the  public.” 

The  Second  Prong  ■ In  explaining 
the  second  phase  of  the  compliance 
program.  Chairman  Ford  pointed  out 
that  1,700  station  licenses  are  renewed 
annually.  “While  we  have  some  infor- 
mation on  each  of  these  stations  when 
we  make  our  renewal  decisions,  we  do 
not  have  available  an  analysis  in  depth 


Ford  says  the  unit’s  mission  is  ‘to  raise 
the  general  level  of  broadcasting  service’ 


Here’s  how  the  FCC  chair- 
man last  week  described  the 
purpose  of  the  new  intelli- 
gence unit.  “The  program 
undoubtedly  will  have  a very 
significant  impact  on  the  in- 
dustry. It  should  stimulate 
licensees  to  establish  and 
maintain  policies  and  prac- 
tices more  closely  related  to 
the  public  interest  and  may 
well  serve  to  raise  the  gen- 
eral level  of  broadcasting 
service.” 
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One  agent  is  already  in  field 


The  FCC  didn't  wait  until  the  June 
1 installation  of  its  intelligence-sur- 
veillance arm  to  begin  investigations 
in  the  field. 

For  the  past  several  weeks,  Ed- 
ward Brown,  normally  chief  of  the 
Renewal  Branch  of  the  Broadcast 
Bureau,  has  been  conducting  a top- 
secret,  hush-hush  investigation  of 
Sec.  317  (sponsor  identification)  vio- 
lations. Mr.  Brown,  it  was  learned, 
has  spent  considerable  time  outside 
Washington  and  currently  is  on  an 
investigative  trip  to  Boston  and  New 
York.  He  is  due  back  in  the  FCC 
headquarters  tomorrow  (Tuesday). 

His  investigations,  it  was  reported, 
center  around  discrepancies  in  licen- 


see replies  to  the  FCC  payola  ques- 
tionnaire (Broadcasting,  Dec.  7) 
with  information  furnished  the 
commission  by  the  FTC  and  other 
sources.  FCC  Chairman  Frederick 
W.  Ford  has  told  Congress  that  in- 
formation discloses  that  payola  was 
distributed  to  at  least  110  stations, 
69  of  whom  failed  to  report  same  in 
the  the  sworn  statement  to  the  com- 
mission (Broadcasting,  May  9). 

Very  few  at  the  FCC  are  on  the 
“inside”  as  to  Mr.  Brown’s  endeav- 
ors. When  questioned  about  his 
activities,  one  official  replied:  “When 
the  district  attorney  is  about  to  raid 
the  numbers  racket,  he  doesn’t  warn 
them  in  advance.” 


of  the  operations  of  each  station,”  he 
said.  The  commission,  it  was  pointed 
out,  relies  primarily  on  information 
submitted  by  the  stations. 

“Now,”  he  said,  “we  propose  to  un- 
dertake an  audit  in  detail  of  a limited 
number  of  selected  stations  so  that  we 
can  have  a much  more  penetrating  and 
more  rounded  view  of  how  effectively 
stations  discharge  their  stewardship  in 
the  public  interest.  We  intend,  among 
other  things,  to  check  on  program 
logs,  Sec.  317  compliance,  political 
broadcast  records  . . . ; to  examine  the 
extent,  nature  and  disposition  of  com- 
plaints coming  directly  to  the  stations; 
to  ascertain  whether  representations 
made  in  connection  with  license  ap- 
plications are  reasonably  complied 
with.  . . 

For  these  station  audits,  Chairman 
Ford  stated,  the  FCC  will  monitor 
actual  programming  and  compare  that 
with  the  station’s  log  and  promises. 

The  first  year’s  operation  of  the  in- 
telligence-surveillance arm  will  be  ex- 
perimental, he  said.  The  stress  will  not 
be  placed  on  monitoring  a specific 
number  of  stations  but  to  develop 
means  of  effectively  screening  various 
types  of  situations,  the  chairman  told 
the  senators.  “If  abuses  are  uncovered, 
remedial  action  will  be  required.  In 
those  cases  where  licensees  are  found  to 
have  abused  their  trusteeship  flagrantly, 
provision  has  been  made  for  formal 
hearing  proceedings.”  Also,  he  said, 
hearings  will  be  held  in  the  field  in 
some  cases  to  provide  a proper  forum 
for  deciding  the  case. 

Not  Dependent  on  $300,000  ■ Chair- 
man Ford  stated  that  the  new  office  al- 
ready has  been  established  within  the 
commission  and  will  function  even  if 
Congress  does  not  appropriate  the  re- 
quested $300,000.  However,  he  stress- 
ed, the  personnel  and  funds  the  FCC 
can  draw  off  from  other  “vital”  com- 


mission tasks  are  very  limited.  “We 
will  go  ahead  with  the  available  re- 
sources in  any  event,”  he  said.  “How- 
ever, it  is  the  commission’s  considered 
judgment  that  substantial  additional 
funds  are  needed  to  put  this  program 
over.” 

The  House  already  has  approved 
$12,935,000  for  the  FCC’s  fiscal  1961 
operation,  which  is  $565,000  less  than 
recommended  by  the  Budget  Bureau.  Of 
the  money  cut,  $250,000  was  intended 
for  the  proposed  uhf  study,  for  which 
the  commission  was  appropriated  $2 
million. 

Chairman  Ford  pointed  out  that  the 
additional  $300,000  requested  would 
restore  monies  cut  by  the  Houser  ex- 
cept that  intended  for  the  uhf  study, 
but  not  intended  for  the  same  purpose. 
“I  should  make  clear,”  he  said,  “that 
the  program  for  which  these  funds  are 
urged  is  new  and  was  not  previously 
before  the  House.  . . . The  commission, 
therefore,  strongly  urges  that  the  neces- 
sary funds  ($300,000)  be  approved  to 
effectuate  the  proposed  program.” 

The  History  ■ One  of  the  first  recom- 
mendations of  the  House  Legislative 
Oversight  Subcommittee — in  the  sum- 
mer of  1958 — was  that  an  investigative 
arm  be  established  at  the  FCC.  The 
agency  was  criticized  for  having  to 
rely  on  information  from  those  being 
complained  against  to  settle  the  matter 
involved. 

Last  February,  FCC  General  Coun- 
sel John  FitzGerald  told  the  commis- 
sion: “In  order  to  avoid  further  criti- 
cism in  connection  with  the  payola 
problem  and  other  matters  which  may 
arise  in  the  future,  I strongly  recom- 
mend that  the  commission  adopt  the 
suggestion  to  immediately  establish  an 
office  of  enforcement.”  Then  FCC 
Chairman  John  C.  Doerfer  had  recom- 
mended such  a course  of  action  and  the 
idea  also  was  espoused  by  Commis- 


sioner Robert  E.  Lee,  a former  FBI 
agent. 

Insiders  within  the  commission  felt, 
at  that  time,  that  the  office  would 
quickly  be  organized.  However  it  soon 
fell  temporarily  out  of  favor  (Closed 
Circuit,  Feb.  15).  One  of  the  reasons, 
it  is  understood,  was  a jurisdictional 
dispute  at  commission  staff  level.  The 
burning  question  was  where  to  put 
the  investigators,  i.e.,  whether  the  new 
office  should  receive  bureau  status,  be 
placed  under  an  existing  bureau,  or  re- 
ceive independent  ranking  such  as  the 
Office  of  the  General  Counsel. 

As  now  established,  the  Complaints 
& Compliance  Div.  will  be  under  the 
Broadcast  Bureau,  whose  chief  is  Har- 
old Cowgill.  The  Field  Engineering  & 
Monitoring  Bureau  will  continue  to 
handle  technical  and  engineering  com- 
plaints. 

Senate  Approval  Seen  ■ Senate  ob- 
servers are  predicting  quick  approval 
of  the  requested  $300,000  budget  in- 
crease by  that  body.  The  appropria- 
tions subcommittee  which  heard  the  re- 
quest is  headed  by  Sen.  Warren  Mag- 
nuson  (D-Wash.),  who  doubles  as  chair- 
man of  the  Senate  Commerce  Com- 
mittee. 

This  same  Sen.  Magnuson,  during 
the  recent  confirmation  hearing  for 
Commissioner  Lee,  said:  “I  frankly 
don’t  think  the  commission  has  accepted 
its  responsibility  [in  monitoring  and 
policing  licensees].  . . . The  record  is 
replete  with  questions  that  I have  asked: 
Do  you  need  more  money  or  help  for 
monitoring?.  . . . The  answer  has  al- 
ways been  no.  . . . We  have  asked  you 
time  and  time  again  whether  or  not 
you  have  the  authority  and  you  have 
always  said  you  had.” 


Won’t  interfere 

Local  political  factions  and  dif- 
ferences are  not  proper  subjects 
for  the  FCC  to  consider,  the 
agency  said  last  week  in  refusing 
to  institute  revocation  proceedings 
against  Clayton  W.  Mapoles, 
owner  of  WEBY  Milton,  Fla.  Six 
Santa  Rosa  (Florida)  County  offi- 
cials had  charged  that  Mr. 
Mapoles  used  the  station  as  “a 
propaganda  instrument  for  his 
private  interests”  (Broadcast- 
ing, Nov.  30,  1959). 

In  denying  the  petition,  the 
commission  said  that  it  must  be 
“alert”  not  to  permit  its  processes 
to  be  used  to  resolve  political  dif- 
ferences in  local  communities. 
Concerning  complaints  about  a 
WEBY  news  commentator,  the 
FCC  stated  any  attempt  to  censor 
him  would  be  unwarranted. 
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Here’s  where  it  all  started— the  dynamic  program 
structure,  the  superb  facilities  that  have  brought  about 
such  a marked  shift  in  Carolina  viewing  habits.  Listed  are 
only  a few  of  the  services  and  features  that  are  building 
the  “big  new  picture”  in  Charlotte.  For  this  25th  largest 
television  homes  market  in  America,  your  best  buy  is 
WSOC-TV.  One  of  the  nation's  great  area  stations.  CHARLOTTE  9 -NBC  and  ABC.  Represented  by  H-R 


WSiC'TV 


WSOC  and  WSOC-TV  are  associated  with  WSB  and  WSB-TV,  Atlanta;  WHIO  and  WHIO-TV,  Dayton 


BROADCASTING,  May  23,  1960 


29 


BROADCAST  ADVERTISING 

SUMMER  DISCOUNT  DRIVE  EXPANDS 


Now  it’s  N.W.  Ayer  that  asks  tv  stations  to  consider  rate  cuts 


Agitation  for  reduced  summer  tv 
rates,  started  first  by  BBDO  (Broad- 
casting, May  2),  has  spread  to  other 
major  spot  billing  agencies. 

A new  probe  by  N.W.  Ayer  last 
week,  similar  in  tone  to  that  of  BBDO’s 
inquiry,  for  the  first  time  injected  a 
blunt  reference  to  “the  higher  cost  of 
reaching  viewers  during  the  summer.” 
Two  charts,  one  showing  seasonal  vari- 
ations in  tv  viewing  and  another  the 
seasonal  variation  in  spot  tv  cost  per 
thousand,  accompanied  the  letter  that 
went  to  station  representatives  over  the 
May  14  weekend. 

Under  the  signature  of  George  S. 
Burrows,  media  director,  the  letter 
asked  representatives  if  their  stations 
planned  to  adopt  a summer  rate  and 
urged  that  the  representatives  and  sta- 
tions “give  this  matter  careful  consider- 
ation.” 

Mr.  Burrows  drew  attention  to  what 
he  said  was  a “drop  off  of  tv  viewing 
during  the  summer  months”  and  to 
the  higher  cost  problem.  He  described 
both  as  factors  of  “major  concern”  to 


the  Ayer  agency’s  clients. 

The  report  of  N.W.  Ayer’s  letter 
coincided  with  a strong  denunciation  of 
forced  summer  tv  rate  discounting  is- 
sued by  Lawrence  Webb,  managing  di- 
rector, Station  Representatives  Assn, 
(see  story  next  page). 

Acknowledgment  ■ Benton  & Bowles 
acknowledged  last  week  that  its  media 
people  had  the  question  of  reduced 
summer  rates  “under  advisement,”  while 
three  other  top  tv  agencies,  J.  Walter 
Thompson,  Ted  Bates  and  Foote,  Cone 
& Belding,  reported  either  intra-agency 
or  timebuyer-representative  discussions. 
Not  one  of  the  agency  trio,  however, 
contemplated  action. 

Ed  Fieri,  BBDO’s  media  supervisor, 
held  a conference  with  station  repre- 
sentatives on  April  28  as  a follow-up  to 
his  letter  that  asked  tv  station  managers 
whether  they  planned  to  adopt  a sum- 
mer rate  card.  Mr.  Fieri  had  looked  at 
the  BBDO  letter  as  a routine  “inquiry” 
rounding  up  station  opinion  and  not  as 
a “rate  cutting  request.”  BBDO,  as  has 
Ayer,  referred  to  client  interest. 


Ayer’s  chart  of  seasonal  cost  variations 


N.W.  Ayer  charts  summertime  cost  ■ 

To  emphasize  how  the  relative  spot  tv 
costs  go  up  for  the  advertiser  in  the 
summer  months  as  viewing  goes  down, 
N.W.  Ayer  included  this  chart  in  its 
letter  to  station  representatives.  It  was 
titled  “Seasonal  Variation  in  Spot  Tv 
Cost-per-Thousand.”  Ayer  based  the 
cost  on  a 20-second  spot  in  prime  time 
at  the  one-time  rate  in  the  top  150 
markets,  computed  against  the  total 
homes  using  television  in  the  hours  8-10 


p.m.,  Sunday  through  Saturday.  The 
agency  obtained  its  base  (shown  as 
“100”  on  the  chart)  by  taking  an  aver- 
age cost  per  thousand,  January-Decem- 
ber.  For  comparison  with  the  yearly 
average,  a similar  C-P-M  was  figured 
for  each  of  the  12  months.  If  a line 
were  drawn  along  the  peaks,  a cost 
curve  is  obtained  starting  low  in  Jan- 
uary, moving  up  during  the  summer 
and  then  dipping  down  again  during 
the  months  in  the  fall  season. 


JWT’s  Edward  R.  Fitzgerald,  broad- 
cast media  manager  and  senior  time- 
buyer  of  the  Chicago  office,  reflected 
the  sentiment  of  many  New  York  buy- 
ers when  he  advised  a midwest  meeting 
of  broadcasters  (Ohio  Assn,  of  Broad- 
casters meeting  April  29  at  Youngs- 
town) that  stations  might  follow  the 
example  of  the  tv  networks  and  reduce 
summer  rates.  He  included  a reverse 
proposition  for  radio  stations  “perhaps 
radio’s  card  should  follow  the  sun — 
higher  in  the  summer,  lower  in  the 
winter” — in  view  of  the  higher  sum- 
mer radio  audience. 

A JWT  spokesman  in  New  York  last 
week  privately  contemplated  that  tv 
stations  might  well  take  a careful  look 
at  their  summer  rates.  It  was  hinted  at 
this  and  at  other  agencies  that  some 
advertisers  are  placing  summer  money 
in  media  other  than  tv,  but  if  rates  were 
more  favorable,  the  budgets  would  have 
landed  in  tv’s  coffers  instead. 

While  the  networks,  the  Westing- 
house  stations  and  some  other  leading 
outlets  have  announced  tv  rate  dis- 
count plans  for  the  summer,  station 
representatives  and  individual  stations 
across  the  nation  are  in  vigorous  op- 
position. Some — for  example  Michigan 
stations  WWTV  (TV)  Cadillac  and 
WPBN-TV  Traverse  City — directed  at- 
tention to  the  year-round  business  en- 
joyed by  stations  in  vacation  areas. 

Case  for  Increase  ■ Gene  Ellerman, 
vice  president  and  general  manager  of 
WWTV,  wrote  BBDO  that  the  station 
has  considered  a change  of  summer 
rates,  but  not  in  the  way  contemplated 
by  the  agency:  “We  have  considered 
raising  the  card.”  Mr.  Ellerman  ex- 
plained the  station  had  been  planning 
the  action  in  view  of  a greater  number 
of  residents  in  the  area  from  June  to 
September  than  at  other  times  of  the 
year.  “Our  national  business  increases 
during  the  summer,”  he  wrote,  while 
local  business  “practically  doubles.” 

Mr.  Fieri  last  week  indicated  that 
BBDO  apparently  feels  it  has  accom- 
plished its  objective.  Within  a week, 
the  agency  expects  to  have  a lineup  of 
“important  major  markets”  available  to 
its  clients  showing  where  an  advertiser 
can  buy  announcements  in  the  summer 
period  at  a “less  expensive”  rate  than  in 
the  winter.  BBDO  also  will  incorporate 
some  of  the  opinions  it  has  received 
from  stations. 

BBDO,  Mr.  Fieri  said,  has  had  more 
Continued  on  page  34 
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Summer  cuts  not  justified — Webb 


Summer  television  rate  discounts 
were  denounced  last  week  by  Law- 
rence Webb,  managing  director  of 
Station  Representatives  Assn.,  as  an 
unwarranted  move  that  easily  could 
turn  the  alleged  “summer  dropoff” 
in  viewing  from  fancy  into  fact — 
and  lead  to  still  further  discounts. 

He  denied  there  is  a general  de- 
cline in  television  set-in-use  during 
the  hot-weather  months.  He  charged 
that  special  summer  rates  favor  the 
summer  seasonal  advertiser  at  the 
expense  of  the  year- ’round  and 
winter  users  and,  taken  along  with 
barter  and  different  standards  for 
local  and  national  rates,  make  tv 
values  “even  more  questionable”  in 
the  eyes  of  advertisers.  Actually,  he 
said,  television  already  is  priced  too 
low. 

Mr.  Webb’s  statement  obviously 
was  designed  to  head  off  a trend. 
The  networks,  Westinghouse  stations 
and  some  other  leading  broadcasters 
have  announced  lower  tv  rates  for 
summer  and  a growing  number  of 
agencies  are  showing  interest  in  gen- 
eral industry  attitudes  toward  this 
practice  (see  opposite  page). 

“Surprising”  ■ Mr.  Webb  called  it 
“surprising  that  those  who  are  able 
to  afford  to  hold  the  line  . . . are 
shirking  their  responsibility  to  the 
industry  by  advocating  summer  rate 
discounts.”  He  said  “this  is  espe- 
cially true  when  those  in  the  broad- 
cast industry  who  are  currently  ex- 
periencing their  greatest  billings  and 
earnings  engage  in  such  a practice.” 

He  cited  “the  wide  use  of  televi- 
sion by  the  most  astute  advertisers 
with  the  greatest  know-how  and  re- 
search.” These  advertisers,  he  con- 
tinued, must  surely  be  “gaining  spe- 
cial values  over  and  beyond  the 
currently  published  rates  which  they 
are  paying,  as  evidenced  by  the  high 
percent  of  dollars  going  into  tele- 
vision advertising,  in  comparison  to 
other  media,  among  the  largest  ad- 
vertisers in  this  country.” 

Mr.  Webb  hit  at  claims  that  view- 
ing slumps  heavily  in  the  hot-weather 
months: 

“The  decline  in  sets-in-use  in  tele- 
vision during  the  summer  is  not 
general.  Latest  research  figures  show 
that  daily  home  hours  of  television 
viewing  in  July  and  August  1959  in- 
creased 48.9%  over  the  same  period 
in  1955.  Virtually  as  many  people 
view  tv  during  the  summer  months 
as  in  other  times  of  the  year.  There 


are  certain  periods  of  the  day  and 
week  when  sets-in-use  during  the 
summer  months  exceed  those  during 
other  seasons  of  the  year.  But  even 
though  sets-in-use  may  be  down  for 
certain  periods  of  the  day  during 
the  summer,  the  sales  impact  of  tele- 


SRA’s  Larry  Webb 
Tries  to  stem  a trend 


vision  advertising  may  be  even 
greater  among  those  viewing. 

Summer  Retail  Sales  ■ “More  than 
25%  of  all  retail  sales  occur  during 
the  summer  months.  For  the  average 
family,  summertime  means  more 
leisure  time — more  time  to  shop — 
more  searching  for  amusement — a 
more  relaxed  attitude  toward  spend- 
ing, which  adds  up  to  lower  sales 
resistance  and  a more  adventurous 
attitude  towards  life  and  new  prod- 
ucts.” 

The  SRA  head  said  that  giving 
“the  let’s  - cancel  - for  - the  - summer 
boys”  a special  discount  is  no  answer. 
“We  must  help  them  see  the  im- 
portance of  year-’round  advertising 
in  television,  based  on  rate  structures 
that  reflect  the  true  value  of  the 
medium  and  not  tied  to  seasons  of 
the  year.  Who  ever  heard  tell  of  a 
summer  rate  for  newspapers  or 
magazines?” 

Giving  special  rates  to  summer 
seasonal  advertisers,  he  continued, 
“provides  them  with  privileges  not 
available  to  winter  or  year-’round 
advertisers  and  can  only  lead  to 


creating  a demand  on  the  part  of 
winter  advertisers  for  like  privileges. 
Why  should  an  account  such  as  a 
cold  remedy  pay  a premium  rate 
while  the  ice-cream  manufacturer  is 
given  special  discounts?  It  has  been 
proven  that  all  the  special  discounts 
in  the  world  will  not  attract  a tire 
manufacturer  of  snow  treads  or  the 
maker  of  cold  remedies  into  summer 
advertising.” 

Mr.  Webb  stressed  that  “television 
by  all  standards  is  the  most  effective 
advertising  medium  developed  to 
date.”  He  singled  out  Procter  & 
Gamble  and  General  Foods  as 
typical  of  some  of  the  nation’s  big- 
gest advertisers  who  from  their  own 
extensive  use  of  television  and  radio 
“already  know  the  value  of  year- 
round  advertising  in  broadcast 
media.” 

Moreover,  Mr.  Webb  continued, 
“it  is  quite  obvious  to  anyone  who 
will  take  the  time  to  analyze  the 
situation  that  the  additional  business 
that  special  summer  discounts  might 
attract  could  be  easily  offset  by  the 
discounted  dollars  that  would  have 
to  be  returned  to  the  large  advertisers 
who  use  broadcast  media  on  a year- 
’round  basis.”  He  concluded: 

Hurt  Programming  ■ “Discount- 
ing the  value  of  television  in  the 
summer  can  only  depreciate  the 
quality  of  programming  and  expendi- 
tures for  supporting  activities,  such 
as  promotion  and  special  events.  If 
this  occurs,  the  spread  of  sets-in-use 
between  winter  and  summer  might 
easily  become  a fact,  and  this  situa- 
tion would  only  lead  to  further  dis- 
counts in  order  to  try  to  keep  up  the 
dollar  volume.  Television  advertising 
during  the  summer  months,  if  prop- 
erly used,  can  represent  for  adver- 
tisers the  opportunity  to  draw  ahead 
of  competition,  thereby  establishing 
year-’round  franchises  and  exploit- 
ing periods  where  competition  is 
weaker  in  the  summer  than  in  fall 
and  winter  months. 

“American  television  homes  still 
average  considerably  over  four  hours 
of  viewing  per  day,  even  in  August, 
and  research  organizations  tell  us 
that  less  than  5%  of  the  American 
people  are  away  from  a television 
set  during  the  peak  vacation  week 
in  this  month.  Any  way  you  slice 
it,  the  facts  do  not  justfy  rate-cutting 
by  way  of  seasonal  discounts  in  an 
advertising  medium  which  is  already 
undersold.” 
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The  CBS  Television  Network 


What  makes  one  network  better  looking 
than  another?  And  why,  in  the  average 
nighttime  minute,  do  1,305,000  more 
families  watch  the  CBS  Television  Net- 
work than  any  other? 

It  could  be  the  wildly  hilarious  satire 
by  Jack  Benny  and  Phil  Silvers  on  Dr. 
Jekyll  and  Mr.  Hyde  that  overwhelmed 
all  its  opposition  one  evening  last  March. 

It  could  be  a vivid  revelation  of  a cru- 
cial issue— like  “The  Population  Explo- 
sion” presented  twice  this  winter  on  CBS 
reports,  each  time  widely  acclaimed. 

It  could  be  a star-studded,  two-hour 
panorama  of  an  entire  decade— like  the 
fabulous  fifties  in  January. 

It  could  be  the  sustained  emotional  in- 
tensity of  Julie  Harris  and  Sterling  Hay- 
den in  last  February’s  brilliant  produc- 
tion of  ETHAN  FROME. 

It  could  be  the  antics  of  an  incorrigible 
little  boy  who  strikes  a common  chord 
every  Sunday  night  in  the  hearts  of  all 
parents-like  dennis  the  menace. 

Or  it  could  be  the  dramatization  in 
May  Of  THE  GAMBLER,  THE  NUN  AND  THE 
radio,  the  fourth  in  a series  of  exciting 
90-minute  productions  of  Ernest  Hem- 
ingway’s greatest  stories. 

Surely  these  must  be  some  of  the  rea- 
sons why  just  the  difference  between  our 
average  audience  and  the  next  network’s 
is  equal  to  all  families  in  Los  Angeles, 
Pittsburgh,  and  Washington ! 

Despite  fanciful  claims  to  the  contrary, 
this  is  how  the  networks  stand  today  when 
you  measure  all  U.  S.  television  families, 
all  sponsored  programs  from  6 to  11  pm, 
and  all  reports  for  the  current  year. 

The  best  looking  network  is  the  one 
where  viewers  find  the  best  things  to 
watch— and  where  advertisers  reach  the 
biggest  nationwide  audiences,  for  the 
fifth  straight  year. 


Continued  from  page  30 

than  a 50%  return  to  its  initial  inquiry. 
He  said  nearly  everybody  expressed  an 
opinion  and  that  the  letters  in  general 
contained  the  following  points: 

■ Summer  rate  structures  are  flexible 
and  the  station  wants  to  explain  its 
position. 

■ The  station  doesn’t  contemplate  a 
summer  rate  this  season,  or  a summer 
card  is  not  “appropriate”  to  the  market 
served  (year-round  billing  prosperity). 

■ A summer  rate  card  may  be  con- 
sidered for  next  year,  or  in  any  event, 
the  station  has  been  giving  some  thought 
to  publishing  such  a card. 

It  was  pointed  out  that  BBDO  has 
two  summer  season  clients  which  would 
have  a natural  bent  for  seasonal  reduc- 
tions. These  are  Pepsi-Cola  (a  new 
BBDO  client)  and  Schaeffer  beer. 

Same  Cost  ■ Other  agencies  which 
have  year-round  advertisers  brush  off 
summer  rate  inducements,  noting  that 
many  of  these  go  hand  in  hand  with  a 
raise  of  rates  in  the  winter — “it  ends  up 
costing  about  the  same.”  But  the  added 
flexibility  intrigues  these  media  people 
who  note  that  “now  we  can  buy  into 
the  networks  in  winter  or  in  summer.” 

WABC-TV  New  York,  ABC-TV’s 
owned  station  in  New  York,  announced 
it  would  not  offer  a special  summer  dis- 
count plan.  Joseph  Stamler,  vice  presi- 
dent and  general  manager,  said  there 
are  “built-in”  provisions  of  the  regular 
7/14  plan  that  accommodates  clients 
during  the  lower  set  circulation  period. 
This  takes  into  account  fluctuations  of 
audience  circulation  from  one  rate 
classification  to  another  and  from  one 
season  to  another,  he  said. 

The  WABC-TV  plan  is  similar  to  that 
used  by  23  of  25  Blair-Tv  stations.  In 
effect,  this  plan  permits  advertisers  to 
move  into  another  rate  classification  on 
a pre-emptible  basis  (meaning  an  ad- 
vertiser automatically  is  knocked  out 
of  the  schedule,  within  limitations, 
when  another  advertiser  comes  in  dur- 
ing the  low-rated  season  on  the  basis 
of  the  higher  rate  classification).  On 
WABC-TV,  advertisers  in  specific  time 
periods  during  months  of  lower  circu- 
lation have  a built-in  summer  discount 
plan.  By  automatically  taking  in  the 
seasonal  factor  through  audience  cir- 
culation changes,  the  advertiser  in  ef- 
fect obtains  discounts — which  in  the 
summer  period  can  range  from  30-60% . 
Mr.  Stamler  asserted  that  if  more  sta- 
tions around  the  country  followed  this 
rate  card  procedure,  advertisers  and 
agencies  would  be  relieved  of  the  prob- 
lems they  face  each  summer. 

Ayer’s  Mr.  Burrows  asserted  that  the 
“trend”  of  some  stations  setting  a lower 
summer  rate  was  “desirable  and  con- 
structive”; that  a summer  rate  would 
“go  a long  way”  in  warding  off  apathy 


shown  by  many  advertisers  toward 
summer  tv;  that  clients  have  noted 
summer  plans  already  announced  by 
stations  and  have  asked  the  agency 
“how  many  stations  offer  special  sum- 
mer rates.” 

An  Extension  ■ While  stations  can- 
not do  much  about  viewing  drop-off  in 
the  summer,  Mr.  Burrows  observed 
they  can  do  something  about  the  cost. 
This  phrase  in  his  letter  was  under- 
lined. A summer  discount  plan,  he 
continued,  would  be  but  a seasonal  ex- 
tension of  a policy  already  set  in  rate 
cards  which  provide  for  different  rates 
for  different  classes  of  time  periods. 
N.W.  Ayer  through  summer  discounts 
would  help  the  station  by  encouraging 
advertisers  to  continue  or  to  consider 
tv  in  that  season  and  would  work  for 
the  advertiser  by  making  summer  tv 
more  attractive  since  the  “efficiency  and 
cost”  of  tv’s  reach  would  become  a 
constant  year-’round  figure. 

IT’S  TV  TEA  TIME 

Nestle  schedules 
$2  million  campaign 

The  Nestle  Co.,  White  Plains,  N.Y., 
announced  plans  Wednesday  (May  18) 
to  spend  “more  than  $2  million”  in 
summer  and  fall  promotion  of  its  new 
Instant  Nestea.  Most  of  the  ad  money 
said  to  be  more  than  was  spent  in  the 
last  three  years  combined,  is  allocated  to 
the  broadcast  media,  according  to  Alis- 
tair Semple,  general  manager  of  Nestle’s 
tea  and  coffee  marketing  division. 

The  company  expects  to  sell  enough 


Jan  Crockett 

She  sells  instant  tea 


Instant  Nestea  to  make  3A  billion  glasses  j 
of  iced  tea  this  year.  Nestea,  via  i 
McCann-Erickson,  New  York,  pur- 
chased sponsorship  of  the  daytime  j 
Loretta  Young  Theatre  (Mon.-Fri.  " 
2:30-3  p.m.  EDT),  which  is  seen  on  j 
some  130  NBC-TV  stations.  In  addi- 
tion day  and  nighttime  tv  commercials 
in  all  major  markets  throughout  the  j 
summer  and  fall  will  be  spotted  in  such 
programs  as  The  Jack  Paar  Show,  To- 
day, Price  Is  Right,  Life  of  Riley,  I 
Love  Lucy,  Queen  for  a Day,  Decem- 
ber Bride  and  others.  Approximately 
80  top  markets  will  be  used  in  the  f 
company’s  tv  spot  campaign.  Satura- 
tion radio  spot  campaigns  will  be 
launched  in  key  U.S.  markets  through- 
out the  summer.  A few  consumer  mag- 
azines will  get  a share  of  the  Nestea 
business  but  no  newspapers  will  be  * 
used,  it  was  reported. 

Nestea’s  expenditure  represents  a % 
significant  increase  over  1959.  Accord-  j 
ing  to  TvB  and  LNA-BAR  figures,  j 
Nestea  spent  $74,233  in  network  tv  and  ,, 
$232,310  in  tv  spot.  Nestea’s  tv  spend- 
ing last  year  was  topped  by  Lipton,  i 
Tenderleaf  and  the  Tea  Council  1 
(Broadcasting,  May  9). 

Nestea  has  signed  tv  actress  and  j 
singing  star  Jan  Crockett  to  star  in  a ' 
series  of  new  Nestea  commercials, , 
which  will  have  various  June  starting 
dates  across  the  country.  Nestea  cur-  j 
rently  enjoys  more  than  50%  of  the 
instant  tea  business,  Hans  J.  Wolflis-i 
berg,  president  of  the  Nestle  Co.,  told 
guests  at  the  Nestea  presentation  last 
week  in  New  York. 

A fast  approach 
to  institutional  ads 

General  Electric  Co.,  BBDO  and  tv 
tape  have  demonstrated  that  a news 
event  can  be  adapted  quickly  as  a tv 
commercial.  The  advertiser  and  agency, 
with  only  a 20-hour  advance  notice, 
taped  the  May  1 1 docking  of  the  Triton, 
nuclear  submarine  that  circled  the  globe 
in  84  days.  GE  designed  and  developed 
the  sub’s  two  atomic  reactors  for  the 
Atomic  Energy  Commission. 

In  a midtown  New  York  CBS-TV 
studio  the  day  before,  a BBDO  unit'i 
was  taping  a commercial  for  future  use 
on  The  General  Electric  Theatre,  (Sun-: 
days,  9-9:30  p.m.).  It  received  a call; 
from  GE  on  the  Triton’s  imminent 
docking.  In  two  hours  time,  the  unit 
was  on  its  way  to  New  London,  Conn.,| 
to  meet  the  Triton.  Leased  were  two 
mobile  video-tape  trucks  from  Sports 
Network  Inc.  BBDO  writer  John  Lein- 
bach  wrote  a script  for  the  three-min- 
ute commercial  in  the  early  hours  ofj 
the  morning  at  New  London.  He  did 
so  not  knowing  the  precise  spots  the 
two  tv  cameras  would  be  placed. 

The  actual  docking  of  the  Triton  andj 
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WHY 


OKLAHOMA  CITY 


MORE  BUSINESS 


And  why  WKY  RADIO  AND 
TELEVISION  are  good  stations 
on  which  to  do  more  business. 


If  you  are  engaged  in  marketing  of 
products,  market  lists  present  a problem.  You 
need  information  on  what  is  happening  NOW 
in  the  market.  Not  only  nose-counting,  i 

retail  sales  and  income  figures,  but  also 
the  flavor  and  feeling  of  the  market. 

How  about  vitality?  How  about  the  mental 
eagerness  of  the  people?  How  about 
their  outlook  for  the  future? 

To  give  you  an  idea  of  the  tremendous 
opportunities  in  the  Oklahoma  City  market, 
WKY  RADIO  AND  TELEVISION  is  devoting 
the  major  part  of  its  trade  efforts 
to  the  story  of  the  industrial,  economic  and 
“people-growth”  of  the  Greater 
Oklahoma  City  Market. 

As  for  WKY  RADIO  and  WKY-TV,  the  story  is 
simple.  As  the  prime-communicator  in  the 
market,  we  are  a powerful  sales  force  among 
the  people  enriched  by  the  market  growth. 

This,  the  first  of  the  series  on  our 
market,  deals  with  . . . 


Industrial  Development . . . Diversified ! 


Growth  of  a market  depends  upon  industrial  development.  Stability 
depends  upon  industrial  diversification. 

The  Greater  Oklahoma  City  Market  has  both! 

The  result  is  a steadily  increasing  flow  of  money  into  the  hands  of 
people  who  can  buy  more  of  the  products  you  have  to  sell. 


Well  over  one  billion  dollars  were  invested  in  Oklahoma  City  for 
capital  improvements  (1950-1959). 

1959  set  the  record  with  $206,638,252  spent  for  industrial 
expansion  and  community  improvements. 


A typical  indicator  of  community  growth  is  the  increase  in  electric 
consumption  — 1 47.5  % in  the  past  ten  years. 


Non-agricultural  employment  increased  28%. 


| The  future  is  even  brighter  because  of  diversified  expansion.  No  one 
1 industry  shutdown  can  cause  cash-register-cobwebs.  And  more  busi- 
I nesses  are  moving  in  monthly,  mainly  because  in  the  Oklahoma  City 
I Market,  the  quality  of  labor  is  not  strained.  People  have  enthusiasm, 
| confidence,  a dollar-for-dollar  sense  of  values  and  a dynamic  desire 
I for  the  advancement  of  their  families  and  community. 

1 

WKY  RADIO  AND  TELEVISION  is  the 
prime  communicator  to  over  a mil- 
lion and  a half  of  these  people  in  56 
counties.  One  reason  is  on  page  4. 
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ON  BEYOND  RATINGS 


IS 
ft  U 


In  convincing  you  of  the  prime  importance  of  WKY  RADIO  AND 
TELEVISION  in  the  Greater  Oklahoma  City  Market  let  us  make  one 
thing  plain: 


Both  stations  have  more  coverage  than  any  competitive  media 
(54  counties  for  TV,  56  for  radio).  Both  stations  have  proved 
rating  stories.  By  the  accepted  slide  rule  criteria,  we’re  “number 
one”  (or  else  we  probably  couldn’t  afford  to  be  selling  the  market 
rather  than  the  stations ). 


But  beyond  the  ratings  and  the  coverage  is  where  you  find  the  full 
impact  of  WKY  RADIO  AND  TELEVISION. 


In  the  pride  of  operation  ...we  do  it  better  or  not  at  all! 

In  our  living  code  of  ethics . . . stricter  than  average  because  it  is 
formulated  upon  personal  conscience  rather  than  fear  of  control. 
In  our  audience  loyalty.  Good  programs  can  attract  audience  to 
us . . .or  away  from  us.  But  our  audience  loyalty  makes  people 
more  inclined  to  come  TO  us. 

So,  look  on  beyond  ratings  in  measuring  the  full  value  of  WKY  RADIO 
AND  TELEVISION.  Look  to  SALES! 

We  make  more  sales  to  the  people  in  this  rapidly  expanding  market  than 
any  other  communicator.  We  are  established  in  the  minds  and  hearts  of 
the  audience  as  the  prime  communicator. 


Good  Stations  on  which  to  do  More  Business 


RADIO  AND 
TELEVISION 

OKLAHOMA  CITY 
The  WKY  Television  System,  Inc. 
WTVT,  Tampa- St.  Petersburg,  Fla. 
Represented  by  The  Katz  Agency 


I 

!the  ceremony  which  followed  covered. 
BBDO  noted  that  usually  an  institu- 
tional-type commercial  takes  weeks  from 
conception  to  production. 

The  Triton  commercial  was  aired 
only  a few  days  later,  May  15,  on  GE 
Theatre.  Capsule  description:  commer- 
■ cial  started  with  Ronald  Regan  lead-in, 
I opened  on  announcer  Don  Herbert  ex- 
I plaining  the  scene  and  occasion,  the 
I camera  zooming  past  him  to  the 
I Triton  as  it  moved  toward  the  dock, 
I cut  to  scenes  on  the  pier  (the  crowd, 
I speakers’  stand,  and  band)  then  to 
I Capt.  Edward  L.  Beach,  the  sub’s  skip- 
I per,  as  he  greeted  his  family  on  the 
1 gangplank.  Action  continued  with  the 
I speakers’  stand  during  the  ceremony, 
1 shots  of  the  Triton,  a cut  to  a map  on 
I which  the  course  taken  by  the  subma- 
I rine  was  traced  for  the  viewer  and 
| then  a closing  cut  to  Mr.  Herbert  atop 
one  of  the  tape  trucks  with  both  the 
crowds  and  the  Triton  as  background. 

Teamed  on  the  commercial  were 
Messrs.  Herbert  and  Leinbach;  A1  De 
Caprio,  freelance  producer,  and  Bart 
| Bardossi,  GE’s  client  representative. 

L.A.  ad  women  win 
commercial  awards 

A tv  commercial  for  the  Mattel 
I “Barbie”  doll  won  Fran  Harris  of  Har- 
ris-Tuchman  Productions,  Hollywood, 
a golden  “Lulu”  trophy  in  the  14th  an- 
nual achievement  awards  competition 
of  the  Los  Angeles  Advertising  Women. 
It  was  judged  the  best  video  commercial 
in  the  competition,  open  to  all  profes- 
sional advertising  women  in  the  West. 

Second  award  in  the  tv  category 
went  to  Mary  Louise  Metcalf,  Kenyon 
& Eckhardt,  Hollywood,  for  her  com- 
mercial for  Max  Factor’s  “Gold  Fire” 
lipstick.  The  awards  were  presented 
May  15  at  the  LAAW  awards  luncheon, 

| at  the  Beverly  Hilton  Hotel. 

Marion  R.  Sternbach,  Honig-Cooper 
, & Harrington,  Los  Angeles,  received 
! the  top  award  for  radio  commercials 
with  her  “Slices  of  Life”  spot  for 
Weber’s  bread.  Marilyn  Lees,  Botsford, 
Constantine  & Gardner,  Portland,  Ore., 
placed  second  with  her  commercial  for 
Nulade  eggs. 

Miss  Harris  also  won  a top  award 


for  the  best  business  film  entered  in  the 
competition,  which  encompassed  some 
20  categories  of  advertising  endeavor. 

COURT  THE  WOMEN 
TvB  issues  invitation 
to  daytime  tv  buyers 

Daytime  tv  is  an  excellent  way  for 
the  advertiser  to  court  “the  woman  in 
your  life.”  So  reports  Television  Bureau 
of  Advertising  in  its  new  presentation 
on  daytime  tv.  TvB  reviews  audience 
data  and  covers  the  dominance  of  the 
woman  in  watching  tv  during  daytime 
hours  and  in  purchasing  decisions. 

A wide  distribution  of  spot  availabili- 
ties dot  daytime  schedules  the  nation 
over.  TvB  said  a survey  made  last  Janu- 
ary of  107  tv  stations  shows  33%  of 
total  availabilities  in  daytime  tv  con- 
sist of  IDs,  32%  are  20-second  an- 
nouncements and  14  are  minutes.  Some 
30%  are  participations  within  pro- 
grams. Most  IDs  available  (31%)  fall 
into  the  noon  to  4 p.m.  period.  The 
majority  of  minutes  (33%  of  the  total) 
are  in  the  sign-on  to  9 a.m.  hours. 

The  abundance  and  flexibility  of  time 
periods  for  sponsorship  in  network 
weekday  daytime  schedules:  ABC-TV, 
for  example,  has  noon-1 :30  p.m.,  2-5 
p.m.  and  5:30-6  p.m.  network  optioned. 
CBS-TV  opens  at  8-9  a.m.  picks  up  at 
10  a.m.  through  1 p.m.  and  options 
1:30-5  p.m.  NBC-TV  runs  7-9  a.m., 
10  a.m.-l  p.m.  and  2-5  p.m. 

TvB  points  up  the  availability  of  full 
sponsorship  of  a 15-  or  30-minute  show, 
or  program  segments  as  a participating 
sponsor,  and  on  one  or  a number  of 
weekdays,  all  at  “attractive  rate  struc- 
tures that  introduce  economy  into  your 
rendezvous  with  women.” 

Highlights  of  the  presentation: 

Half  of  all  women  in  the  country 
watch  daytime  tv  each  weekday  for 
nearly  three  hours.  This  year  33.5% 
more  homes  watch  tv  during  the  day- 
time than  in  1956.  These  homes  ac- 
count for  33.3%  more  hours  of  view- 
ing. In  17  of  the  22  half-hours  of  day- 
time tv,  the  share  of  all  tv  viewers 
accounted  for  by  women  exceeds  the 
36.2%  potential  women  representative 
of  all  people  in  the  U.S. 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television 

network,  shows 

for  each 

day  of  the  week  May  12-18  as  rated  by 
Instant  ratings  of  America  Research  Bureau. 

the  multi-city 

Arbitron 

Date 

Program  and  Time 

Network 

Rating 

Thur.,  May  12 

Frank  Sinatra  (9:30  p.m.) 

ABC-TV 

41.0 

Fri.,  May  13 

77  Sunset  Strip  (9  p.m.) 

ABC-TV 

20.3 

Sat.,  May  14 

Gunsmoke  (10  p.m.) 

CBS-TV 

31.5 

Sun.,  May  15 

Ed  Sullivan  (8  p.m.) 

CBS-TV 

22.8 

Mon.,  May  16 

Danny  Thomas  (9  p.m.) 

■CBS-TV 

24.4 

Tue.,  May  17 

Garry  Moore  (10  p.m.) 

CBS-TV 

20.6 

Wed.,  May  18 

Jack  Benny  (10  p.m.) 

Copyright  1960  American  Research  Bureau 

CBS-TV 

23.7 

'JUSTICE. 
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(rek-og-nish-un),  n. 

1.  perception  of 
identity  as  already 
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2.  e.g.  the  Ohio 
State  University 
first  place  award  to 
the  wmca  series 
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This  is  Deputy  D 

best  friend.  Created 

0 m 

Deputyjand  his  pals,  Vincent  van 
Muskie*  and  others,  are  part 

assembled  to  tickle 
26  half-hours  available 


ever 


everybody  will  love  Deputy  Dawg 


Sales  Primer 


lovable,  brave  and  a (sales)m 
^television  by  Terry  toons, 

Gopher  ^iR^Li’l  Whoope 

the  ^^^^^femost  joyful  series 
1(  audiences,  y delight  advertisers. 

. 'vmi0 

(from  CBS  Films/l)  Kids,  parents, 
Sponsors  ^^^^^&%gspecially! 


CBS  Films  . . the  best  film  programs  for  all  stations” 

Offices  in  New  York,  Chicago,  Los  Angeles,  Detroit,  Boston,  St.  Louis, 

San  Francisco,  Dallas,  Atlanta.  In  Canada:  S.W.  Caldwell,  Ltd. 


— 


TVS  TOP  100  ADVERTISERS  IN  59 

P&G  spent  $95.3  million;  Lestoif  leads  the  top  brand  list 


The  billing  of  the  top  100  adver- 
tisers in  television  last  year  ranged 
from  leader  Procter  & Gamble’s  $95.3 
million  to  Jacob  Ruppert’s  (brewery) 
$2.2  million.  The  figures,  as  released 
by  Television  Bureau  of  Advertising, 
are  at  the  gross  or  one-time  rate. 

TvB  also  reported  the  top  25  brand 
advertisers.  Each  of  these  brands  rep- 
resented more  than  $5  million  in  tv 
gross  billing.  In  1958,  there  were  22 
brands  in  this  category.  Of  the  25 


brands’  total  tv  investment,  40%  was 
accounted  for  by  spot  tv  and  60%  for 
networks.  Each  brand  used  network 
and  spot  except  for  Lestoil,  which 
ranked  No.  1 with  all  of  its  $17.6  mil- 
lion in  spot. 

Kellogg  cereals  ranked  No.  2 with 
nearly  $13  million,  followed  by  two 
American  Home  Products’  brands — 
Anacin  at  $12.6  million  and  Dristan 
over  $10.7  million.  P&G  had  five 
brands  on  the  list:  Tide’s  $8.4  million, 


Mr.  Clean’s  $7.5  million,  Duncan 
Hines’  $7.4  million,  Gleem’s  $7.4  mil- 
lion and  Cheer’s  $6.1  million. 

The  notable  increases  (1959  over 
1958)  came  from  these  three  com- 
panies: Alberto  Culver  Co.,  from  more 
than  $2.5  million  to  more  than  $6.5 
million;  Beech-Nut  Life  Savers  Inc., 
over  $5  million  or  more  than  twice 
the  amount  spent  in  1958,  and  The 
Drug  Research  Co.,  from  over  $2  mil- 
lion to  more  than  $5  million. 


TOP  100  TV  ADVERTISERS— GROSS  TIME  COST  ONLY 


Total  TV 

Spot  TV* 

Network  TVf 

Procter  & Gamble 

$95,340,352 

$45,046,800 

$50,293,552 

Lever  Bros. 

46,853,895 

14,118,940 

32,734,955 

American  Home  Products 

38,767,078 

10,657,620 

28,109,458 

Colgate-Palmolive 

36,358,414 

13,879,890 

22,478,524 

General  Foods 

35,489,721 

14,599,400 

20,890,321 

General  Motors 

21,391,774 

1,370,030 

20,021,744 

R.  J.  Reynolds  Tobacco 

20,376,277 

4,252,450 

16,123,827 

Bristol-Myers 

20,361,357 

7,744,650 

12,616,707 

Adell  Chemical 

18,132,030 

18,132,030 

Brown  & Williamson  Tobacco 

17,845,593 

9,252,640 

8,592,953 

P.  Lorillard 

17,002,728 

4,177,170 

12,825,558 

Sterling  Drug 

16,636,373 

3,660,910 

12,975,463 

Gillette 

16,387,524 

2,745,350 

13,642,174 

General  Mills 

16,156,947 

3,237,710 

12,919,237 

Miles  Labs. 

15,251,345 

7,830,830 

7,420,515 

Liggett  & Myers 

14,540,097 

2,948,590 

11,591,507 

Kellogg 

13,442,861 

5,988,600 

7,454,261 

American  Tobacco 

13,348,880 

3,467,440 

9,881,440 

Warner-Lambert 

13,053,414 

10,690,620 

2,362,794 

Ford  Motor 

12,999,287 

951,000 

12,048,187 

Philip  Morris 

12,982,348 

4,387,270 

8,595,078 

Continental  Baking 

11,582,615 

10,806,480 

776,135 

Pharmaceuticals 

11,077,037 

418,050 

10,658,987 

Chrysler  Corp. 

10,496,356 

989,090 

9,507,266 

Standard  Brands 

10,389,650 

4,135,040 

6,254,610 

National  Biscuit 

9,730,022 

2,130,880 

7,599,142 

Carter  Products 

8,942,365 

’ 3,474,300 

5,468,065 

Corn  Products 

8,747,887 

4,226,190 

4,521,697 

S.  C.  Johnson  & Son 

8,224,585 

1,098,880 

7,125,705 

National  Dairy  Products 

7,841,357 

1,445,980 

6,395,377 

Revlon 

7,500,964 

3,284,050 

4,216,914 

International  Latex 

7,381,340 

7,381,340 

Pillsbury 

6,934,594 

2,712,080 

4,222,514 

Texaco 

6,848,210 

649,380 

6,198,830 

Alberto-Culver 

6,675,537 

1,535,130 

5,140,407 

General  Electric 

6,473,224 

278,590 

6,194,634 

Ralston-Purina 

6,222,860 

1,808,340 

4,414,520 

Bayuk  Cigars 

6,125,682 

162,910 

5,962,772 

Armour  & Co. 

5,890,528 

1,291,160 

4,599,368 

American  Chicle 

5,828,120 

2,496,540 

3,331,580 

Eastman  Kodak 

5,767,735 

107,470 

5,660,265 

Beech-Nut  Life  Savers 

5,476,210 

636,840 

4,839,370 

Texize  Chemicals 

5,360,900 

5,360,900 

Campbell  Soup 

5,258,735 

492,060 

4,766,675 

Drug  Research  Corp. 

5,196,249 

2,742,900 

2,453,349 

Westinghouse  Electric 

5,166,205 

5,166,205 

E.  I.  du  pont  De  Nemours 

5,165,744 

481,250 

4,684,494 

Scott  Paper 

5,112,346 

1,011,750 

4,100,596 

Quaker  Oats 

4,669,746 

1,859,690 

2,810,056 

Nestle  Co. 

4,562,151 

2,581,390 

1,980,761 

Aluminum  Co.  of  America 

4,538,651 

625,730 

3,912,921 

Borden  Co. 

Vick  Chemical 
Block  Drug 
Anheuser-Busch 
Radio  Corp.  of  America 
Coca-Cola  Co.  (bottlers) 
United  Merchants  Mfrs. 
Prudential  Insurance 
J.  A.  Folger 
Falstaff  Brewing 
Chesebrough-Ponds 
Avon  Products 
Kaiser  Industries 
Helene  Curtis 

Ford  Motor  Co.  (dealers) 
Kimberly-Clark 
U.S.  Steel 
Schlitz  Brewing 
Carnation  Co. 

Johnson  & Johnson 
Reynolds  Metals 
Swift  & Co. 

Lanolin  Plus 
Armstrong  Cork 
Schick 

B.T.  Babbitt 

Pepsi  Cola  Co.  (bottlers) 

Esso  Standard  Oil 

Andrew  Jergens 

National  Grape  Coop.  Assn. 

Sears,  Roebuck 

Wesson  Oil  & Snow  Drift 

H.J.  Heinz 

Food  Mfgrs.  Inc.  . 

William  Wrigley  Jr. 

Drackett  Co. 

Carling  Brewing 
Pabst  Brewing 
Atlantis  Sales 
Shell  Oil 

Norwich  Pharmacal 
Sperry  Rand 

General  Motors  (dealers) 
Max  Factor 
Hamm  Brewing 
Pet  Milk  . 

. Gulf  Oil 

. Associated  Products 
. Jacob  Ruppert 

N.C.  Rorabaugh. 


TOP  25  TV  BRANDS— GROSS  TIME  COST  ONLY 


Total  TV 

Spot  TV* 

Network  TVf 

1.  Lestoil  (Adell) 

$17,627,120 

$17,627,120 

$— 

2.  Kellogg  Cereals  (Kellogg) 

12,932,652 

5,953,660 

6,978,992 

3.  Anacin  (American  Home 
Prod.) 

12,625,422 

2,686,880 

9,938,542 

4.  Dristan  (American  Home 
Prod.) 

10,763,597 

3,542,570 

7,221,027 

5.  Kent  (P.  Lorillard) 

10,190,965 

2,859,230 

7,331,735 

6.  Alka  Seltzer  (Miles) 

9,739,847 

5,729,760 

4,010,087 

7.  Colgate  Dental  Cream  (C-P) 

9,730,016 

3,629,920 

6,100,096 

8.  Post  Cereals  (General  Foods) 

9,566,515 

3,106,540 

6,459,975 

9.  Maxwell  House  Coffee 
(Gen  Foods) 

8,947,275 

6,082,340 

2,864,935 

10.  Tide  (P&G) 

8,478,654 

1,767,160 

6,711,494 

11.  Viceroy(Brown  & Williamson) 

8,361,694 

3,125,610 

5,236,084 

12.  Bufferin  (Bristol-Meyers) 

8,296,755 

2,907,470 

5,389,285 

Total  TV 
$4,450,906 
4,387,941 
4,117,202 
3,992,497 

3.967.716 
3,943,140 
3,840,970 

3.776.169 

3.722.440 
3,695,939 
3,691,519 

3,677,040 

3.672.894 
3,520,372 
3,438,840 
3,291,632 
3,274,480 
3,260,557 
3,225,438 
3,169,915 

3.141.630 
3,128,964 

3.047.290 
2,998,265 
2,997,457 

2,992,150 

2,984,590 
2,973,344 
2,923,670 

2.923.290 
2,912,411 

2.883.440 
2,875,530 
2,769,580 
2,749,420 

2.727.260 

2.725.717 

2.710.170 
2,659,025 

2.563.895 

2,534,960 
2,427,951 

2.427.260 

2,423,490 
2,422,341 
2,327,620 
2,315,460 

2.216.630 

2,213,820 

t LNA-BA 


13.  Mr.  Clean  (P&G) 

14.  Duncan  Hines  (P&G) 

15.  Gleem  (P&G) 

16.  Ford  (Ford) 

17.  Chevrolet  (G.M.) 

18.  Winston  (R.J.  Reynolds) 

19.  Bayer  Aspirin  (Sterling) 

20.  Salem  (R.J.  Reynolds) 

21.  L&M  (Liggett  & Myers) 

22.  Cheer  (P&G) 

23.  Camel  (R.J.  Reynolds) 

24.  Phillies  Cigars  (Bayuk) 

25.  Pall  Mall  (American  Tobacco) 

* N.C.  Rorabaugh. 


Spot  TV* 
$2,824,470 
3,115,200 

1,250,630 
343,427 

125,880 

3.567.960 
3,840,970 

3.722.440 
2,061,370 

1.419.880 

3.677.040 

1.787.350 
3,438,840 

48,660 

1.850.150 

584,590 
168,800 
123,0^0 

827,170 

3,047,290 

1.348.040 

2.992.150 

2,984,590 
2,198,650 
2,923,670 

2.601.350 
947,720 

2.883.440 

28,040 

2,769,580 

2,749,420 

252,480 

2.395.710 

2,710,170 
1,403,850 

2.451.710 

2.534.960 

2,427,260 

2,423,490 

1.821.880 

823,010 

1,956,140 

2,213,820 


Network  TVf 
$1,626,436 
1,272,741 
2,866,572 
3,649,070 
3,841,836 
375,180 

3,776,169 

1,634,569 

2,271,639 

3,672,894 

1,733,022 

3,291,632 

3,225,820 

1,410,407 

2,640,848 

3,001,115 

3,018,540 

2,301,794 

2,998,265 

1,649,417 


321,940 

1,964,691 


2,474,780 

330,007 


600,461 

2,327,620 

1,492,450 

260,490 


Total  TV 

Spot  TV* 

Network  TVt  1 

$7,593,249 

$5,796,130 

$1,797,119  1 

7,494,561 

7,209,170 

285,391  ■ 

7,412,812 

1,959,240 

5,453,572  ■ 

7,386,418 

720,090 

6,666,328  ■ 

7,326,512 

230,630 

7,095,882  ■ 

7,291,902 

1,096,860 

6,195,042  H 

6,908,142 

650,040 

6,258,102  ■ 

6,900,120 

2,266,130 

4,633,990  ■ 

6,568,865 

1,474,890 

5,093,975  ■ 

6,191,661 

3,333,470 

2,858,191  ■ 

6,084,128 

809,000 

5,275,128  ■ 

5,983,911 

105,490 

5,878,421  K 

5,119,201 

1,020,600 

4,098,601  ■ 

f LNA-BAR. 
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MARK  TWAIN 

could  have  been“TheBoss  Man”  of  WPTR 


It  would  have  fit  him  like  a glove  because  Mark  Twain 
represented  GRASS  ROOTS  THINKING  AT  ITS 
BEST.  Radio,  too,  should  be  communication  at  its  best. 
That’s  the  kind  of  a station  we  try  to  run  at  WPTR. 
Naturally  we  play  music  but  we  believe  news  is  more 
important — and  equally  important  is  the  interpretation 
of  that  news. 

That’s  why  WPTR  has  a minimum  of  48  regular  sched- 
uled newscasts  every  day — commentary  on  the  news  at 
least  12  times  a day — news  in  depth  every  hour — and 
where  necessary  "editorials”  are  broadcast  on  a round  the 
clock  basis.  WPTR  has  never  backed  down  from  an  issue 
it  felt  was  right.  It’s  that  kind  of  an  independent  — 


independent!  In  another  area,  too,  it’s  unique.  Last  year 
WPTR  received  the  "National  Headline  Club  Award” 
for  outstanding  public  service. 

Perhaps  it’s  why  WPTR  has  more  local  advertising  than 
the  next  3 stations  combined;  more  total  advertising 
than  the  next  2 stations  in  the  market  put  together. 

\A7'DrP,0  50,000 

VV  Xeople  JL  PEOPLE  WATTS 

ALBANY,  TROY,  SCHENECTADY 

The  Dominant  Station  in  the  market  according  to  Pulse. 
Right  up  there  with  Hooper,  too.  Represented  nationally 
by  Robert  E.  Eastman  & Co.,  Inc. 


. 


Radio’s  public  image 
aids  ad  effectiveness 

Advertisers  and  agencies  “are  quite 
conscious  of  the  atmosphere  and  back- 
ground in  which  their  commercial  mes- 
sages are  delivered  to  the  public,” 
Robert  F.  Hurleigh,  MBS  president, 
said  in  advocating  development  of 
strong  service  images  by  broadcast  sta- 
tions. 

Addressing  the  Washington  Ad  Club 


May  17,  Mr.  Hurleigh  summarized  re- 
sults of  a mutual  survey  of  its  450  af- 
filiates. He  said  the  most  revealing  re- 
sults of  the  survey  centered  on  the  im- 
portance of  a station’s  community 
image  to  the  effectiveness  of  advertising 
messages. 

The  MBS  proposal  that  FCC  issue 
“a  set  of  minimal  standards”  for  licen- 
sees was  repeated  by  Mr.  Hurleigh.  He 
made  the  suggestion  at  the  FCC’s  hear- 
ings on  its  regulatory  powers. 

Noting  MBS  was  observing  the  third 


anniversary  of  its  new  public  service 
type  of  network  operation,  he  said  sta- 
tions have  welcomed  the  broadened 
presentation  of  news,  special  events, 
special  interest,  service  and  major  sports 
concept.  These  are  types  of  programs 
the  stations  cannot  do  as  well  or  as 
economically,  he  said. 

Mr.  Hurleigh  said  Americans  are 
keenly  aware  of  world  and  national  af- 
fairs, with  a whetted  thirst  for  knowl- 
edge which  radio  can  meet  because  of 
its  flexibility  and  immediacy.  He  said 


A slice  of  advertising’s  image 


McCall’s  Magazine , which  has 
bought  a half-hour  segment  of  David 
Susskind’s  Open  End  show  on 
WNTA-TV  New  York  (Sun.  10  p.m.- 
conclusion),  is  devoting  its  commer- 
cial time  to  a series  of  messages 
about  the  role  of  the  advertising 
profession  in  the  American  economy 
as  expressed  by  different  agency  ex- 
ecutives each  week.  Guest  speakers 
are  introduced  by  Arthur  B.  Lang- 
lie,  president  of  McCall  Corp. 

William  B.  Lewis,  president  of 
Kenyon  & Eckhardt  Inc.,  opened 
the  image-building  series  on  May  8. 
He  offered  three  reasons  “why  ad- 
vertising earns  more  notoriety  for 
its  few  sins  than  acclaim  for  its 
many  virtues:  (1)  Even  some  per- 
fectly honest  advertisers  have  not  yet 
learned  that  . . . they  are  guests  in 
the  viewers’  homes  and  must  con- 
duct themselves  with  exceptionally 
good  taste;  (2)  it’s  the  very  few  dis- 
honest advertisers  who  color  the 
public’s  view  of  us  all,  and  (3)  ad- 
vertising people  have  been  so  pre- 
occupied with  advancing  other  peo- 
ple’s products  and  services  that  they 
have  had  little  time  to  talk  about 
their  own.” 

On  May  15,  during  the  Open  End 
interview  with  Vice  President  Rich- 
ard Nixon,  McCall’s  called  upon 
John  B.  Cunningham,  board  chair- 
man of  Cunningham  & Walsh  and 
George  Gribbin,  president  of  Young 
& Rubicam.  Mr.  Cunningham  spoke 
of  advertising’s  value  in  terms  of 
what  life  would  be  like  without  it. 
He  pointed  out  that  not  only  would 
knowledge  of  new  products  be  ex- 
tremely late  in  reaching  consumers, 
and  that  their  cost  would  be  much 
greater,  but  also  that  many  factories 
would  have  to  close  down  because 
“advertising  wasn’t  telling  people 
every  day  about  the  things  the  fac- 
tories were  putting  out.” 

Mr.  Gribbin  said  it’s  true  that 
“advertising  does  sell  people  things 
they  don’t  need.”  Quoting  a Young 
& Rubicam  advertisement  which  won 


an  Arthur  Kudner  award  for  excel- 
lence in  creative  writing  for  institu- 
tional advertising,  Mr.  Gribbin  said: 
“All  people  really  need  is  a cave,  a 
piece  of  meat,  and  possibly,  a fire.” 
It’s  the  products  sold  through  adver- 
tising that  “enhance  life  to  whatever 
degree  they  can,”  he  said.  But,  he 


Off  and  running  ■ Ready  to  fire 
questions,  David  Susskind,  host  of 
Open  End  on  WNTA-TV  New  York, 
and  Vice  President  Richard  M. 
Nixon  are  pictured  above  at  the 
start  of  their  marathon  conversation 
on  foreign  and  domestic  issues.  The 
newsmaking  talk  began  at  10  p.m. 
May  15  and  concluded  3 hours  and 
45  minutes  later,  when  they  as  well 
as  viewers  were  ready  to  call  it  a 


added,  “advertising  has  never  been 
able  to  sustain  the  sale  of  shoddy 
goods  or  bad  ideas”  because  the 
public  has  “too  much  common  sense 
to  be  fooled.” 

McCall’s  also  sponsored  the  com- 
plete Nixon  session  on  WTTG  (TV) 
Washington,  D.C. 


night.  WTTG  (TV)  Washington, 
D.C.,  and  WHCT  (TV)  Hartford 
carried  simultaneously  the  live,  un- 
rehearsed telecast.  More  than  15 
other  tv  stations  accepted  WNTA- 
TV’s  offer  of  supplying  tapes  at  a 
nominal  fee  for  unsponsored,  public 
service  presentation.  Many  of  the 
stations  planned  to  simulcast  the  pro- 
gram as  WNTA-AM-FM  do  in  New 
York. 


44  (BROADCAST  ADVERTISING) 


BROADCASTING,  May  23,  1960 


WISH 

Mr  HAD  twice  as  many 

M WARNER  BROS.  FEATURES!”^ 

V l 

I I 

York,  station.  He’s  so  delighted  with 
the  audience  and  sponsor  reaction,  he 
wishes  he  could  buy  another  750.  For 
these  Warner  Bros,  features  make 

WAST 

movie  programs.  “Starlight  Show- 
lease,”  for  example,  steadily  reaches 
Lmore  homes  than  lack  Paar  in 
L Albany,  ace©  t Nielsen 

^figures.  You  can’t  have  too  many 
feature  films,  when  they  pro- 1 
duce  this  kind  of  result.  A 


v I*  L I. 

UNITED  ARTISTS  ASSOCIATED,  INC. 


NEW  YORK  247  Park  Avenue,  MUrray  Hill  7-7800 
CHICAGO  75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS  1511  Bryan  St.,  Riverside  7-8553 


In  Chicago,  TV  Station  WBKB  is  investigating  the  problems  of  peace 
in  our  age  by  presenting  a public  service  series,  PEACE  REPORT, 
which  explores  this  vital  issue  in  depth.  Each  of  five  separate  two- 
hour  reports  brings  together  some  of  the  finest  minds  of  our  time, 
each  examines  a different  aspect  of  peace.  PEACE  REPORT  is  not 
a conventional  series.  Four  hours  of  the  REPORT  originated  from 
Argonne  National  Laboratory,  where  for  the  first  time  in  history, 
telecasts  were  actually  powered  by  nuclear  energy.  On  one  program, 
four  of  eight  living  Nobel  Peace  Prize  winners  were  brought  together. 
On  another,  twelve  of  America’s  leading  military  experts  and  prom- 
inent industrialists  were  featured. 

WBKB’S  PEACE  REPORT  is  typical  of  what  many  fine  TV  stations 
throughout  the  United  States  are  doing  in  the  public  interest.  These 
stations  are  planning  for  and  programming  to  a television  audience 
that  has  come  of  age,  a mature  public  determined  to  face  today’s 
most  significant  problem,  man’s  survival. 

All  jive  of  the  reports  of  this  investigation  into  the  issues  of peace  in  our 
times  are  being  offered  by  WBKB  to  the  Ford  Foundation  for  distribu- 
tion. All  five  are  also  available  to  any  commercial  or  educational  televi- 
sion station  in  the  United  States  at  no  cost.  ( Stations  to  supply  their 
own  tapes  for  dubbing.)  Address:  Program  Director , Station  WBKB , 
190  North  State  Street , Chicago  1,  Illinois. 


REPORT  NO.  1 — "The  Philosophy  of  the  Atomic  Physicist " — An  actual  visit  to  Argonne  National 
Laboratory  with  on-the-spot  commentary  by  staff  members:  Moderator:  Norman  Ross;  Guests: 
Dr.  Norman  Hilberry,  Director  of  Argonne  National  Laboratory;  Dr.  Louis  Turner,  Deputy  Director, 
Argonne  National  Laboratory;  Dr.  William  F.  Miller,  Director  of  Applied  Mathematics  Division, 
Argonne  National  Laboratoy;  Dr.  Albert  Crewe,  Director  of  Particle  Accelerator  Division,  Argonne 
National  Laboratory;  Dr.  Harry  Auerbach,  Associate  Statistician,  Division  of  Biological  and  Medical 
Research;  Dr.  Joseph  Katz,  Senior  Chemist,  Chemical  Division,  Argonne  National  Laboratory. 

REPORT  NO.  2 — " How  Atoms  Are  Being  Made  to  Work  for  Peace ” — A program  telecast  from 
Argonne  National  Laboratory  exploring  peace-time  atomic  research.  Moderator:  Norman  Ross; 
Guests:  Dr.  Norman  Hilberry,  Dr.  Austin  Brues,  Dr.  Harry  Auerbach,  Dr.  Theodore  Tahmisian, 
Dr.  John  Skok,  Dr.  Joseph  Katz,  Miss  Gladys  Swope,  Mr.  William  Doe,  Mr.  Joseph  Harrer,  Dr. 
Francis  Throw,  Dr.  Albert  Crewe,  Dr.  William  Miller,  Dr.  Rollin  Taecker. 

REPORT  NO.  3 — "The  Ethics  of  Peace" — Four  of  eight  living  Nobel  Peace  Prize  winners  examine 
the  relationship  of  ethics  to  world  conflicts  and  tensions.  Moderator:  Norman  Ross;  Guests: 
Rt.  Hon.  Philip  Noel-Baker,  British  M.  P.,  Nobel  Peace  Prize — 1959  (Disarmament);  Lester  B. 
Pearson,  Leader  of  Canada’s  Liberal  Party,  Nobel  Peace  Prize — 1957  (Efforts  toward  minimizing 
international  conflicts) ; Lord  John  Boyd-Orr,  Nobel  Laureate  for  1949  (For  service  as  first  director 
of  United  Nations  Food  and  Agriculture  Organizations) ; Sir  Norman  Angell,  writer,  Nobel  Peace 
Prize — 1933  (Authored  commentary  on  topic  of  war).  Also:  Harry  Bullis,  Chairman,  Board  of 
Directors,  World  Brotherhood,  Incorporated;  Hon.  Albert  De  Smaele,  President  of  Central  Economic 
Council  of  Belgium. 

REPORT  NO.  4 — " How  the  Military  and  Industrialists  Seek  Peace"  (Part  I) — Moderator:  Norman 
Ross;  Guests;  Major  General  Leighton  I.  Davis,  Assistant  Deputy  Chief  of  Staff,  Development, 
U.  S.  Air  Force;  Vice  Admiral  John  T.  Hayward,  Deputy  Chief  of  Naval  Operation  for  Research  and 
Development;  William  C.  Sullivan,  Chief  of  Research  Section,  Domestic  Intelligence  for  the  Federal 
Bureau  of  Investigation;  Lieutenant  General  Arthur  G.  Trudeau,  Chief  of  Research  and  Development, 
U.  S.  Army;  Frank  R.  Barnett,  Director  of  Research,  The  Richardson  Foundation,  Inc.;  Gerhart 
Niemeyer,  expert  on  Communist  Philosophy,  Professor  of  Political  Science,  Notre  Dame  University. 

REPORT  NO.  5 — "How  the  Military  and  Industrialists  Seek  Peace ” (Part  II) — Moderator:  Norman 
Ross;  Guests:  Thomas  G.  Lanphier,  Jr.,  former  Vice  President,  Convair  Division,  General  Dynamics 
Corporation;  Rear  Admiral  Chester  Ward,  Judge  Advocate  General,  U.  S.  Navy;  Dr.  Martin  Blank, 
distinguished  German  political  scientist;  Dr.  William  Davis,  Director  of  Research,  Huyck  Corpora- 
tion, and  former  Chief  of  Scientific  Research,  U.  S.  Air  Force;  Jack  L.  Camp,  Head  of  Foreign  Opera- 
tions, International  Harvester  Corporation;  Frank  R.  Barnett,  expert  on  Russian  affairs  and  psycho- 
logical warfare. 


WBKB  CHICAGO-7 

Owned  and  operated  by  American  Broadcasting— Paramount  Theatres,  Inc. 


MBS  programs  36  five-minute  newscasts 
per  day,  part  of  the  network’s  “Opera- 
tion Newsbeat”  by  which  news  is  pre- 
sented in  the  actual  voices  of  those 
making  the  news  or  directly  from  the 
scene  where  the  news-break  is  occur- 
ring. He  said  an  MBS  broadcast  of  a 
Kennedy-Humphrey  debate  in  West 
Virginia  was  widely  accepted  by  affili- 
ates along  with  a followup  featuring 
two  administration  spokesmen  answer- 
ing comments  and  charges  made  dur- 
ing the  debate.  He  felt  the  incident 
shows  affiliates  are  firmly  convinced 
“radio  station  broadcasting  goes  far  be- 
yond the  old  concepts  of  providing 
entertainment  primarily.” 

Chicago  Ad  Club 
honors  best  spots 

Blue  chip  national,  regional  and  local 
clients  and  their  agencies  have  been 
honored  by  the  Chicago  Federated  Adv. 
Club  for  the  best  radio-tv  commercials 
in  its  1960  advertising  awards  competi- 
tion. 

Wesley  I.  Nunn,  retiring  advertising 
manager  of  Standard  Oil  Co.  of  Indi- 
ana, was  honored  by  CFAC  with  its 
“Advertising  Man  of  the  Year”  award. 

The  winners  in  broadcast  and  other 
media,  announced  at  CFAC’s  18th  an- 
nual awards  dinner  Wednesday  (May 
18),  were  cited  for  “best”  locally- 
produced  advertising  between  April  1, 
1959,  and  March  31,  1960. 

Among  national  accounts  and  agen- 
cies cited:  (radio)  Philip  Morris  & 
Leo  Burnett  Co.;  General  Foods  Corp. 
(Perkins  Div.)  and  Foote,  Cone  and 
Belding;  International  Harvester  Co. 
and  Aubrey,  Finlay,  Marley  & Hodg- 
son; (television)  Grocery  Store  Prod- 
ucts (Foulds  Div.)  and  Clinton  E. 
Frank;  Kraft  Foods  Co.  Div.  of  Na- 
tional Dairy  Products,  S.  C.  Johnson  & 
Son  and  Hallmark  Cards,  Foote,  Cone 
& Belding;  Procter  & Gamble  Co.  and 
Tatham-Laird;  Kellogg  Co.  and  Pills- 
bury  Co.,  both  Leo  Burnett,  and  Mas- 
sey-Ferguson  and  Needham,  Louis  & 
Brorby. 

Among  regional  accounts,  Oklahoma 
Oil  Co.  (NL&B)  and  Clark  Oil  & Re- 
fining Corp.  (Tatham-Laird)  also  won 
honors  in  the  radio  classification. 

Awards  also  were  presented  in  the 
categories  of  general  consumer  maga- 
zines, industrial  and  business  maga- 
zines, farm  publications,  newspapers, 
outdoor  and  transportation,  direct  mail 
and  point-of-purchase.  Complete  list 
of  radio-tv  citations  follows: 

RADIO  COMMERCIALS 

Product/ service  (20  seconds):  First  National 
Bank  of  Chicago  and  Foote,  Cone  & Belding.  (30 
seconds — jingle):  Oklahoma  Oil  Co.  and  Needham, 
Louis  & Brorby.  (60  seconds):  Philip  Morris  and 
Led  Burnett.  Honorable  mention:  General  Foods 
Corp.,  Perkins  Div.  and  Foote,  Cone  & Belding; 
International  Harvester  Co.  and  Aubrey,  Finlay, 


Marley  & Hodgson.  Special  award  for  entire  cam- 
paign: Clark  Oil  & Refining  Corp.  and  Tatham- 
Laird. 

TELEVISION  COMMERCIALS 

Product/service  (10  seconds):  Grocery  Store 
Products — Foulds  Div.  and  Clinton  E.  Frank.  (20 
seconds):  Chicago  Daily  News  and  BBD0.  (30 
seconds):  Kraft  Foods  Co.,  Div.  of  National  Dairy 
Products  Co.  and  Foote,  Cone  & Belding.  (60 
seconds):  S.  C.  Johnson  & Son  and  Foote,  Cone 
& Belding.  Honorable  mentions:  Proctor  & Gamble 
Co.  and  Tatham-Laird;  Montgomery  Ward  and 
Fred  A.  Niles  Productions.  (90  seconds — live): 
Hallmark  Cards  and  Foote,  Cone  & Belding. 

Corporate  image  (60  seconds):  Kellogg  Co.  and 
Leo  Burnett.  Honorable  mentions;  Pillsbury  Co. 
and  Leo  Burnett;  Massey-Ferguson  and  Needham, 
Louis  & Brorby. 

■ Business  briefly 

Time  sales 

Tv  warm-up  ■ Philco  Corp.,  Phila., 
will  sponsor  a half-hour  Ingemar  Jo- 
hansson-Floyd  Patterson  pre-fight  tele- 
cast over  ABC-TV  from  10  to  10:30 
p.m.  EDT,  on  June  19,  the  eve  of 
the  heavyweight  championship  boxing 
match.  The  program,  which  will  feature 
interviews  with  the  fighters  and  films  of 
their  fight  a year  ago,  will  be  produced 
by  TelePrompTer  Corp.  The  same  com- 
pany will  produce  an  hour-long  closed- 
circuit  program  immediately  preceding 
the  fight  for  some  25,000  Philco  dis- 
tributors, dealers  and  associate  repre- 
sentatives, who  will  attend  private  or 
theatre  showings  of  TelePrompTer’s 
closed-circuit  fight  telecast  on  June  20. 

Camping  with  Campbell  ■ NBC-TV’s 
World  Wide  60  documentary  on  July 
30  (Sat.  9:30-10:30  p.m.  EDT)  will 
be  sponsored  in  full  by  the  Campbell 
Soup  Co.,  Camden,  N.J.  With  Herb 
Shriner  as  host  and  narrator,  the  docu- 
mentary is  a salute  to  the  50th  anniver- 
sary of  the  Boy  Scouts  of  America  and 
will  tell  the  story  of  the  boys  who  will 
participate  in  the  Annual  Boy  Scout 
Jamboree  at  Colorado  Springs,  Colo., 
July  22-28.  Agency:  BBDO,  N.Y. 

Sports  Ca merer  ■ Liggett  and  Myers 
for  Chesterfield,  co-sponsors  new  CBS 
Radio  weekend  sports  spots  featuring 
veteran  reporter  Dave  Camerer.  The 
five-minute  roundups,  Camerer  on 
Sports,  are  broadcast  five  times  each  on 
Saturdays  and  Sundays. 

Carling  on  third  ■ Carling  Brewing 
Co.,  Cleveland,  will  sponsor  Phil  Sil- 
vers’ third  musical  comedy  special  of 
the  season  June  30  on  CBS-TV  (Thur. 
10-11  p.m.  EDT).  Titled  Summer  in 
New  York,  the  original  revue,  con- 
ceived and  written  by  Nat  Hiken,  will 
star  Mr.  Silvers  as  a Manhattan  man- 
about-town  who  vacations  at  home. 
Carol  Lawrence  will  be  special  guest. 
Carling’s  agencies:  Benton  & Bowles, 
N.Y.,  and  Lang,  Fisher  & Stashower, 
Cleveland. 

Oil  Change  ■ The  nation’s  oldest  con- 
tinuous newscast,  Richfield  Reporter, 


now  in  its  29th  year  as  a 10-10:15  p.m. 
(PDT)  nightly  broadcast  on  a Pacific 
Coast  regional  network,  is  changing  its 
format  as  of  July  1.  On  that  date,  the 
program  goes  from  network  to  spot, 
from  late  evening  to  traffic  time,  from 
15  minutes  once  a day  to  five  minutes 
twice  daily,  at  7:30-7:35  a.m.  and  5:30- 
5:35  p.m.  Also,  John  Wald,  voice  of 
Richfield  for  the  past  23  years,  will  be 
replaced  by  local  announcers  at  the  21 
stations  in  principal  western  cities  al- 
ready lined  up  for  the  new-style  Rich- 
field Reporter,  with  more  to  be  added, 
according  to  Hixson  & Jorgensen,  L.A., 
agency  for  Richfield  Oil  Corp. 

Agency  appointments 

■ U.S.  Army  Recruiting  Service,  Army 
Reserve  and  ROTC  Affairs.  Dept,  of 
the  Army  re-appoints  Dancer-Fitz- 
gerald-Sample,  N.Y.,  as  its  advertising 
agency.  The  new  contract,  effective  July 
1,  will  be  for  one  year  with  two  renew- 
able options  of  one  year  each. 

■ Carling  Brewing  Co.,  Cleveland,  Ohio, 
appoints  Edward  H.  Weiss  & Co.,  Chi- 
cago, to  handle  advertising  for  its  Black 
Label  beer  in  five-state  midwest  area, 
effective  May  1.  Weiss  already  handles 
brewery’s  Stag  beer  account. 

■ Delco  Appliance  Div.  of  General 
Motors  Corp.,  Rochester,  appoints  D.P. 
Brother  & Co.,  Detroit,  as  its  national 
agency.  Delco  manufactures  a full  line 
of  residential  heating  and  air-condition- 
ing equipment  and  is  a major  supplier 
of  electric  motors  to  the  automotive 
industry. 

■ Nissan  Motor  Co.  Ltd.,  Tokyo, 
Japan,  appoints  Gordon  Best  Co.,  Chi- 
cago, to  handle  national  advertising  for 
its  Datsun  automobile  in  the  U.S. 

■ Helene  Pessl  Inc.,  N.Y.,  maker  of 
“Little  Lady”  children’s  toiletries,  ap- 
points Lawrence  C.  Gumbinner  Adv. 
Agency,  N.Y.,  to  handle  all  advertising. 
The  recently  acquired  subsidiary  of 
Bourjois  Inc.  plans  use  of  tv  for  Christ- 
mas campaigns.  Florence  St.  George  is 
account  supervisor. 

■ Education  Funds  Inc.,  new  subsidiary 
of  Household  Finance  Corp.,  Chicago, 
appoints  Needham,  Louis  & Brorby, 
that  city,  to  handle  advertising  for  its 
consumer  education  financing  plan.  The 
agency  has  handled  parent  HFC  ac- 
count since  1951. 

He’s  not  her  agent 

Morty  Becker  is  a partner  in  the 
law  firm  of  Becker  & London,  New 
York,  counsel  and  tax  adviser  to  com- 
mercial performer  Joyce  Gordon.  He 
is  not  Miss  Gordon’s  agent  as  reported 
in  Broadcasting’s  May  16  feature  on 
Miss  Gordon.  Miss  Gordon’s  manager 
is  Carl  Eastman. 
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Here  is  what  Chief  Engineer  Bazil  O’Hagan  of  WNDU-TV  at  Notre  Dame  reports  about 
his  RCA-6448: 

“I  am  extremely  pleased  to  advise  you  that  an  RCA-6448,  Serial  No.  Y704,  is  performing 
perfectly  in  our  Channel  16  transmitter  even  though  it  presently  has  an  accumulated  use- 
age  of  28,991  hours.  Congratulations  on  a super  designing  and  manufacturing  job.” 

Such  extreme  longevity  is,  of  course,  outstanding.  It  means,  for  example,  that  Mr.  O’Hagan 
and  his  staff  were  careful  to  observe  good  engineering  practice  in  operating  this  tube.  Many 
broadcasters  are  discovering  that  similar  care  of  their  RCA-6448’s  will  often  result  in 
extended  service  far  beyond  normal  tube  life  expectancy.  And  that,  in  turn,  means  savings 
all  down  the  line. 


Get  in  touch  with  your  RCA  Distributor  of  broadcast  tubes  for  prompt  service  on  all  your 
tube  needs.  He’s  stocked  with  the  best — RCA  tubes. 

RCA  Electron  Tube  Division,  Harrison,  N.  J. 


The  Most  Trusted  Name  in  Electronics 

RADIO  CORPORATION  OF  AMERICA 
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And  look  at  these  other  facts  about  WBZ-TV!  ■ Most  local  air  personalities  — more 
than  any  other  Boston  TV  station.  ■ Most  national  advertisers  of  any  Boston  TV  station 
— 193  compared  to  148  for  the  second-place  station.  ■ Most  newscasts  of  any  Boston  TV 
station.  ■ Public  service  programming  — 234  hours  and  12,667  spot  announcements 
contributed  last  year  to  203  charitable  projects.  ■ Largest  TV  share  of  audience.* 
■ That’s  why  in  Boston , no  TV  spot  campaign  is  complete  without  the  WBC  station  — 

WBZ-TV 

BOSTON 
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THE  MEDIA  _ 

RAB  HAS  A FIVE  YEAR  PLAN 

Calls  for  expanding  services  and  income 


A five-year  plan  for  expanding  Radio 
Advertising  Bureau’s  services  and 
doubling  its  income — from  $1.1  million 
this  year  to  $2.2  million  in  1965— was 
approved  by  the  RAB  board  last 
Wednesday  (May  18)  at  its  semi- 
annual meeting,  in  New  York. 

A new  department  will  be  formed 
to  develop  new  services  which  the 
board  expects  will  yield  an  additional 
$650,000  a year  by  1965.  It  is  to  be 
called  the  RAB  Development  Dept,  and 
will  deal  with  services  which  are  not 
necessarily  needed  by  all  RAB  mem- 
bers but  have  enough  value  to  justify 
making  them  available  on  request  at 
out-of-pocket  cost.  The  approximately 
$500,000  remaining  in  the  budget- 
increase  target  would  come  from  dues 
from  new  members.  Total  membership 
is  expected  to  climb  from  the  present 
1,200  to  1,900  in  five  years. 

One  of  the  new  supplementary  serv- 
ices that  might  be  offered  under  the 
development  plan  is  a school  for  radio 
salesmen.  RAB  conducted  such  a 
school  two  years  ago  “and  learned 


enough  about  it  to  know  generally 
what  ought  to  be  taught  . . . what  it 
would  cost  and  how  much  time  of 
personnel  it  would  take  to  run  a 
school,”  according  to  RAB  President 
Kevin  B.  Sweeney.  “Under  our  plan  to 
expand  supplementary  services,  we 
would  offer  the  school  to  members  who 
want  it  and  are  willing  to  pay  for  it  on 
a self-liquidating  basis.  In  that  way, 
members  who  do  not  wish  to  send  a 
salesman  to  the  school  are  not  re- 
quired to,  in  effect,  pay  for  benefits 
received  by  someone  else.” 

New  Services  ■ Other  new  supple- 
mentary services  being  considered  in- 
cluded direct-mail  campaigns  tailor- 
made  for  stations,  tailor-made  slide 
presentations  for  stations,  and  com- 
prehensive sales  plans  for  specific 
events.  In  addition,  several  existing 
supplementary  services  will  be  assigned 
to  the  new  development  unit,  including 
the  annual  regional  management  con- 
ferences, the  project  in  which  out- 
standing commercials  from  specific 
product  categories  are  gathered  on  tape, 
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In  Law... 
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BROADCASTING 

it's  Blackstone 

YEARBOOK! 

A lawyer  without  his  copy  of  Blackstone  is 
a little  like  a trombone  player  without  a 
trombone.  For  Sir  William  Blackstone's 
famous  "Commentaries  on  the  Laws  of 
England"  has  been  the  standard  legal  ref- 
erence and  textbook  in  its  field  for  gener- 
ations. Radio  and  TV  are  much  newer 
than  jurisprudence  — but  in  their  field, 
too,  a recognized  authority  has  emerged 
as  the  standard  source  of  information. 
BROADCASTING  YEARBOOK  is  read  each 
year  (and  saved  all  year)  by  thousands  of 


people  whose  jobs  in  broadcast  advertis- 
ing demand  a ready,  accurate  source  of 
TV-radio  facts.  The  1960  BROADCASTING 
YEARBOOK — out  in  September — will  give 
some  18,000  of  them  the  most  compre- 
hensive round-up  on  the  dimensions  of 
today's  broadcast  media.  If  you  have 
something  to  tell  the  decision-makers, 
BROADCASTING  YEARBOOK  is  the  place 
to  testify  on  your  own  behalf.  Witness  the 
deadlines:  July  1 for  proofs;  July  15,  final. 
Call  or  wire  collect  to  reserve  space! 
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and  acquisition  of  radio  sets  and  other 
equipment  for  members. 

President  Sweeney  outlined  the  ex- 
pansion plans  and  also  sketched  ex- 
pansions already  in  progress  in  existing 
services.  He  announced  that  12  pre- 
sentations aimed  at  important  national 
advertiser  categories — including  brew- 
ing, bread,  tires,  candy  and  airlines — 
have  been  or  soon  will  be  completed. 
In  addition,  he  said,  RAB  has  launched 
a series  of  12  presentations  to  specific 
retailer  groups  including  hardware 
stores,  movie  theatres,  laundries,  tele- 
vision repair  stores  and  boat  dealers. 

Other  reports: 

■ Two-day  regional  management  con- 
ferences will  be  held  in  eight  parts  of 
the  country  again  this  year,  starting 
Sept.  12. 

■ The  new  supplementary  station- 
management  information  service  has 
been  doubled  in  scope  before  it  starts. 
Two  monthly  reports-in-depth  on 
major  station-mangement  subjects  will 
be  issued  instead  of  one,  starting  July  1. 

■ RAB’s  new  “proposal”  system, 
under  which  the  bureau  recommends 
specific  campaigns  to  prospects,  has 
resulted  in  requests  for  such  recom- 
mendations for  40%  of  the  advertisers 
called  upon.  One  recent  proposal  called 
for  an  expenditure  of  more  than  $7 
million  in  radio. 

■ Attendance  at  RAB’s  annual  area 
sales  clinics  this  year  is  running  at  an 
all-time  high,  with  1,550  salesmen  and 
sales  managers  from  more  than  600 
stations  expected  to  have  participated 
by  the  time  the  clinics  wind  up  this 
month. 

Allen  M.  Woodall  of  WDAK  Colum- 
bus, Ga.,  RAB  board  chairman,  pre- 
sided over  the  meeting. 

Chicago  broadcasters 
wage  access  battle 

Illinois  Div.  of  American  Civil  Liber- 
ties Union  has  thrown  its  support 
behind  Chicago  broadcasters  in  their 
fight  for  the  right  to  cover  city  council 
proceedings.  The  endorsement  was  con- 
tained in  a letter  to  Chicago  Mayor 
Richard  J.  Daley  and  Alderman  Harry 
Sain,  chairman  of  the  council’s  rules 
committee.  ACLU  asserted  that,  under 
public  policy  of  state  statutes,  there 
should  be  “no  meaningful”  distinction 
between  electronic  and  print  media.  By 
entering  the  controversy,  the  organiza- 
tion indicated  it  felt  civil  liberties  were 
being  infringed  by  discrimination  against 
radio-tv  and  that  the  council’s  ban  de- 
prived people  of  their  “right  to  know.” 

ACLU  took  no  position  on  the  con- 
stitutional guarantees  of  freedom  of 
the  press  but  pegged  its  action  on  Il- 
linois laws  as  they  affect  legislative  pro- 
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Represented  Nationally  by 
THE  KATZ  AGENCY,  Inc. 


Thumbs  down 

Voters  at  Scottsbluff,  Neb., — 
scene  of  heavy  pro  and  con  catv 
pressures  in  recent  months — 
turned  down  two  requests  for 
community  antenna  franchises  at 
a special  election  two  weeks  ago. 

Between  1,700  and  1,800 
voters  said  no  to  both  applica- 
tions for  catv,  while  between  500 
and  700  citizens  voted  yes. 

Choice  was  between  Scottsbluff 
County  Tv,  a regular  catv  group, 
and  People’s  Choice  Tv  Inc., 
formed  by  Frontier  Broadcasting 
Co.  (which  owns  ch.  10  KSTF 
[TV]  Scottsbluff).  The  latter  of- 
fered catv  service  without  dupli- 
cation of  KSTF  programs. 

The  vote  on  May  10  was  522 
in  favor  of  Scottsbluff  County 
Tv  and  1,772  opposed,  and  763 
in  favor  of  People’s  Choice  with 

I, 814  opposed. 

During  the  pre-election  cam- 
paigning on  this  issue,  Scotts- 
bluff  municipal  officials  received 
formal  communications  from  both 
CBS  and  NBC  explaining  their 
positions  on  the  subject  of  cable 
companies  (Broadcasting,  April 

I I , March  28) . 


ceedings.  Under  such  statutes,  ACLU 
contended,  radio  and  tv  should  have 
equal  access  to  council  proceedings.  It 
reiterated  its  position  that  such  pro- 
ceedings of  all  government  bodies 
should  be  open  to  all  newsmen. 

Meanwhile,  Chicago  broadcasters 
(station  managers  and  news  directors) 
have  obtained  an  indefinite  postpone- 
ment of  a second  hearing  by  the  coun- 
cil’s rules  committee  in  their  battle  to 
remove  the  radio-tv  ban.  They  met 
informally  with  committee  members 
and  received  additional  time  to  consider 
separate  proposal  of  Sterling  C.  Quin- 
lan, ABC  vice  president  in  charge  of 
WBKB  (TV)  Chicago.  He  had  offered 
the  station’s  facilities  for  a weekly  or 
periodic  telecast  of  council  proceedings 
as  a public  service  experiment.  Spokes- 
men of  other  stations  complained  it 
had  no  bearing  on  gaining  access  to 
proceedings  for  spot  news  purposes 
(Broadcasting,  May  2). 

City-State  Suit  ■ A suit  filed  by  the 
State’s  Attorney’s  Office  of  Cook 
County  in  Illinois  was  heard  in  Chi- 
cago Circuit  Court  Tuesday  (May  17), 
with  Judge  Cornelius  Harrington  pre- 
siding. He  heard  arguments  on  Man- 
damus action  brought  by  State’s  Atty. 
Benjamin  Adamowski,  who  charged  the 
council  has  violated  the  1st  and  14th 
amendments  of  the  Constitution  and  Il- 
linois state  statutes  by  refusing  to  per- 
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mit  recording  and  sound  newsreel  cov- 
erage of  its  proceedings.  He  had  asked 
the  court  to  issue  a writ  of  Mandamus 
against  Chicago’s  Mayor  Daley  and 
city  hall  aldermen,  all  cited  in  his 
complaint. 

According  to  the  state’s  attorney, 
they  are  reluctant  to  appear  “inept, 
ludicrous,  stupid  or  whatsoever”  to 
their  constituents.  He  and  the  Daley 
administration  have  continually  been  at 
political  loggerheads. 

Chicago  broadcasters  have  awaited 
outcome  of  state’s  attorney  suit  against 
the  council,  before  their  hearing  by  the 
council’s  rules  committee.  They  also 
want  to  see  whether  ABC’s  WBKB 
(TV)  will  deliver  on  promise  and  tape 
record  entire  council  proceedings 
(without  editing)  for  weekend  showing. 

NAB  technical  bible 
now  off  the  press 

Seven  years  of  planning  culminated 
last  week  in  publication  of  the  fifth 
edition  of  NAB’s  Engineering  Hand- 
book, a 1,664-page  compilation  of  latest 
technical  information  on  broadcast  en- 
gineering. A.  Prose  Walker,  NAB  en- 
gineering manager  and  handbook  edi- 
tor-in-chief, said  first  copies  were  mailed 
last  week  to  radio  and  tv  members  of 
the  association. 

Published  by  McGraw-Hill,  the  book 
retails  at  $27.50  per  copy.  Member 
stations  receive  a free  copy;  stations 
joining  after  June  2 may  order  a copy 
at  $16.50.  Copies  for  the  public  will  be 
available  Aug.  1. 

Actual  compiling,  writing  and  editing 
of  the  book  took  over  three  years,  Mr. 
Walker  said,  a process  that  was  pre- 
ceded by  four  years  of  preliminary 
work.  The  text  includes  contributions 
from  47  engineers  and  a foreword  by 
W.L.  Everitt,  dean  of  engineering,  U. 
of  Illinois. 

Nine  general  sections  and  58  chap- 
ters are  augmented  by  29  sets  of  charts 
and  graphs,  with  a total  of  1,306  illustra- 
tions. Most  of  the  material  is  completely 
new,  according  to  Mr.  Walker.  A few 
chapters  carried  over  from  the  last 
edition  in  1949  were  brought  up  to  date. 
Material  on  guyed  and  self-supporting 
towers,  cost  estimating,  video-tape  re- 
cording and  special  effects  has  never 
before  been  presented  in  any  publica- 
tion, he  said. 

Contents  include  latest  developments 
in  transistors,  tv  translators  and  boost- 
ers, remote  control,  directional  anten- 
nas, automatic  logging,  am  compatible 
single  sideband,  stereo  field-strength 
measurement,  color  tv,  studio  lighting, 
film  handling,  Conelrad,  facsimile  and 
hundreds  of  other  technical  topics.  The 
book  is  a reference  source  for  FCC 
rules,  NAB  standards  and  material  pro- 
vided by  other  industry  associations. 

BROADCASTING,  May  23,  1960 


Htgrttg 
mgr  <80 

► -4 

mgr 


mgr  & 

► 4 

mgr  mg 


ifr  it 


!&  Ofr  'tit*  it 

\ 


SPOT-BUYING 
FACTS  NOT  ON  THE 
RATE  CARD  ABOUT 
KYW-TV  CLEVELAND 


i&iu 


ifc  ^ 'Hfritt 


itk  Ofr  'tit#  i&  tk  it 


Most  Women  Viewers  of  All  Cleveland 

TV  Stations  And  that’s  not  all!  Most  adult  viewers  of  all  Cleveland  TV  stations 

. . .most  local  and  national  advertisers  of  all  Cleveland  TV  stations,  too.  That’s  why,  in  Cleveland,  no 

TV  spot  selling;  campaign  is  com-  T'Vttf  A 'T\/'|\bC1  f'\  T'l  Q Tl  A 
plete  without  the  WBC  station  .. . XV  X V V /J2'\  X V Cr^lCVCldllLl 

Represented  by  Television  Advertising  Representatives,  Inc. 


WESTlNGHOUSE  broadcasting  COMPANY,  INC 
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Changing  hands 

ANNOUNCED  ■ The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

■ KFJZ-TV  Fort  Worth,  Tex.:  Sold  by 
Texas  State  Network  to  Nafi  Telecast- 
ing Inc.  for  total  consideration  in  the 
area  of  $4  million.  Nafi  owns  KCOP 
(TV)  Los  Angeles,  and  KPTV  (TV) 
Portland,  Ore.  It  also  owns  KXYZ 
Houston,  Tex.  Texas  State  Network 
owns  KFJZ-AM-FM  Fort  Worth, 
KFDA  Amarillo  and  KRIO  McAllen, 
all  Texas.  KFJZ-TV,  on  ch.  11,  began 
operating  in  1955.  Transaction  was 
handled  by  R.C.  Crisler  & Co. 

■ KIUP  Durango,  Colo.:  Sold  by  R.E. 
(Pat)  O’Brien  and  associates  to  Ralph 
L.  Atlass,  former  general  manager  of 
WIND  Chicago  and  now  with  Am 
Radio  Sales,  Chicago,  for  $330,000.  Mr. 
O’Brien  will  remain  as  general  manager 
of  KIUP.  Station  is  on  930  kc  with  5 
kw  daytime  and  1 kw  night.  Transac- 
tion was  handled  by  Edwin  Tornberg 
& Co. 

■ KCVR  Lodi,  Calif.:  Sold  by  Lloyd 
Burlingham  to  Floyd  Farr,  George  M. 
Mardikian  and  George  B.  Snell  for 
$157,500.  Mr.  Mardikian  is  owner  of 
famous  Omar  Khayyam’s  restaurant  in 


San  Francisco.  The  group  owns  KEEN 
San  Jose,  Calif.  KCVR  operates  on 
1570  kc  with  1 kw  daytime.  Broker 
was  Edwin  Tornberg  & Co. 

■ WADK  Newport,  R.I.:  Sold  by  Milton 
E.  Mitler  to  Arnold  Lerner  and  Myer 
Feldman  for  $136,000  ($100,000  plus 
$36,000  not  to  compete).  Mr.  Feldman, 
a Washington  attorney,  owns  KLAD 
Klamath  Falls,  Ore.  Both  Mr.  Lerner 
and  Mr.  Feldman  at  one  time  were  part 
owners  of  KOMA  Oklahoma  City  and 
of  KITO  San  Bernardino,  Calif.  Mr. 
Mitler  retains  ownership  of  WYNG 
Warwick,  R.I.  Daytimer  WADK  is  on 
1540  kc  with  1 kw.  Broker  was  Black- 
burn & Co. 

■ WBBN  Perry,  Ga.:  Sold  by  A1  H. 
Evans  and  associates  to  Howard  Gil- 
reath  for  $57,000.  Mr.  Gilreath  has 
controlling  interest  in  WCLA  Claxton, 
Ga.  WBBN  operates  on  980  kc  with 
500  w,  daytime.  Broker  was  Paul  H. 
Chapman  Co. 

APPROVED  ■ The  following  transfers 
of  station  interests  were  among  those 
approved  by  the  FCC  last  week  ( for 
other  commission  activities  see  For 
The  Record,  page  100). 

■ KYNT  Yankton,  S.C.:  Sold  by  Yank- 
ton Broadcasting  Co.  (William  M. 


Smith,  president)  to  equal  partners  Leon 
T.  Scoblic  and  Lloyd  G.  Reedstrom  for 
$179,400.  Messrs.  Scoblic  and  Reed- 
strom are  in  the  office  equipment  busi- 
ness. 

■ WSHE  Raleigh,  N.C. : Sold  by  John 
C.  Green  Jr.  and  associates  to  Raleigh 
Broadcasting  Corp.  for  $166,500  plus 
employment  of  Mr.  Green  as  consultant 
for  two  years  at  $6,000  per  year.  Ra- 
leigh is  headed  by  Louis  P.  Heyman, 
an  employe  of  Schenley  Industries. 

■ WFBS  Fort  Walton  Beach,  Fla.:  Sold 
by  H.  French  Brown  Sr.  and  associates 
to  Smith  Radio  Inc.  for  $100,000. 
Smith  Radio  is  controlled  by  M.D. 
Smith  III,  98%  owner  of  WJIG  Tulla- 
homa,  Tenn. 

KPFK  (FM)  listeners 
told  ‘help  — or  else’ 

KPFK  (FM)  Los  Angeles,  listener- 
supported  non-commercial  station,  must 
raise  $25,000  immediately  or  go  off  the 
air,  Catherine  Cory,  manager,  has  noti- 
fied present  $12-a-year  subscribers. 

“We  have  $15,000  in  unpaid,  press- 
ing bills,”  she  wrote  May  15.  “And, 
a summer  expectancy  of  going  $10,000 
more  into  the  red.  (With  continuous 
hard  work  we  will  average  500  new 
subscribers  and  $5,000  each  month — 
which  will  pay  for  half  of  the  month’s 
costs.)” 

Stating  that  $3,000  will  come  from  a 
benefit  concert  and  lecture  in  June,  “if 
they  are  well  attended,”  Miss  Cory 
goes  on:  “We  will  have  to  depend  on 
our  listeners  for  the  rest. 

“$25,000  is  needed  immediately  if 
we  are  to  start  our  second  broadcast 
year  on  July  26th.  Otherwise,  we  will 
have  to  leave  the  air  in  Southern 
California.  [Pacifica  foundation,  li- 
censee of  KPFK,  also  operates  KPFA 
(FM)  Berkeley,  Calif.]  This  is  the 
month  of  decision.” 


Radio  weather  is  tops 

Virtually  everybody  turns  to  radio 
for  talk  about  the  weather.  Radio  Ad- 
vertising Bureau  commissioned  a Fact 
Finders  Assoc,  survey  and  found  that 
in  all  U.S.  time  zones  more  people 
rely  on  radio  for  weather  news  than  all 
other  daily  news  media  combined.  RAB 
cites  these  comparisons  in  response  to 
a question  about  the  source  of  weather 
news:  radio’s  superiority  over  news- 
papers was  nearly  nine  to  one  in  the 
Central  zone  and  virtually  1 1 to  one  in 
the  Mountain  zone.  Radio  beat  tv 
more  than  three  to  one  in  the  East 
and  more  than  two  to  one  in  the 
Pacific  zone. 


FLORIDA. 

Fulltimer  in  good  secondary  market. 
Profitable.  Good  real  estate.  29% 
down. 


M7.LOOO 


FLORIDA 

Single  station  market.  Daytimer. 
Needs  owner-operator.  Can  handle 
for  only  $18,000  cash. 


$529500 


NEGOTIATIONS 


FINANCING 


APPRAISALS 


IBlackbtwn  & Gompom/ 

Incorporated 

RADIO  - TV  - NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Jack  V.  Harvey 
Joseph  M.  Sitrick 
Washington  Building 
STerling  3-4341 


MIDWEST 
H.  W.  Cassill 
William  B.  Ryan 
333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-6460 


ATLANTA 

Clifford  B.  Marshall 
Stanley  Whitaker 
Robert  M.  Baird 
Healey  Building 
JAckson  5-1576 


WEST  COAST 
Colin  M.  Selph 
Calif.  Bank  Bldg. 
9441  Wilshire  Blvd. 
Beverly  Hills,  Calif. 
CRestview  4-2770 
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What  remains  of  WSPA-AM-TV’s  studios 


$250,000  fire  hits 
WSPA-AM-TV  studios 

Studios  and  offices  of  WSPA-AM- 

■ TV  Spartanburg,  S.C.,  were  completely 

I gutted  by  fire  early  Monday  morning 

■ (May  16)  with  damages  in  excess  of 

I I $250,000. 

Walter  J.  Brown,  president  and  gen- 

■ eral  manager,  reported  that  the  fire 
H which  apparently  began  in  air  condi- 
■'  tioning  equipment,  did  not  deter  the 

■ stations  from  maintaining  service  from 
■!  the  tv  transmitter  and  temporary  radio 

■ studios  downtown.  “Not  an  hour  of 
I time  was  lost,”  Mr.  Brown  said. 

WBTV  (TV)  Charlotte  and  WFBC- 

■ TV  Greenville  promptly  dispatched 
I their  mobile  units  to  Spartanburg. 
I Cameras,  a film  chain  and  other  equip- 
I ment  were  rushed  to  the  station  from 

RCA,  Camden,  the  next  day. 

All  equipment  in  the  downtown  stu- 
dio was  ruined.  Loss  included  two  tv 
cameras  valued  at  $20,000  each,  an 
I $8,000  camera,  11  tv  tubes,  valued  at 
$1,200  each,  and  10,000  recordings 
and  radio  transcriptions.  Tape  record- 
[ ing  machines  and  office  equipment  were 
melted.  Mr.  Brown  said  “We  had  all 
new  RCA  equipment  in  the  studios. 
This  accounts  for  a large  portion  of  the 
loss.” 

Mr.  Brown  said  that  while  some  local 
: programming  was  lost,  news  and 
weather  reports  continued  locally  dur- 
ing the  early  hours  of  the  blaze.  He 
said  the  company  would  begin  immedi- 
ately to  consider  plans  for  an  entirely 
new  radio-tv  building.  He  said  most 
of  the  loss  is  covered  by  insurance. 

S.D.  Bcstrs.  oppose 
any  Conelrad  change 

Resolutions  opposing  stricter  toler- 
ances of  the  Conelrad  alert  system  as 
1 proposed  by  the  FCC  and  commending 
the  National  Assn,  of  Broadcasters  for 
suggested  expansion  of  its  radio  stand- 
ards of  good  practice  were  adopted  at 
the  South  Dakota  Broadcasters  Assn.’s 
meeting  in  Rapid  City  May  13-15. 

SDBA  member  felt  the  FCC’s  pro- 
posed Conelrad  action  would  not  im- 
I prove  the  emergency  alert  system  but 
merely  increase  stations’  operating 
costs. 

The  South  Dakota  State  Industry 
Advisory  Committee  joined  the  state 
j association  in  opposing  the  FCC’s  rule- 
1 making  requiring  installation  of  auto- 
I matic  attention-getter  Conelrad  equip- 
ment at  the  individual  station’s  expense. 
The  new  rules  would  not  improve  the 
! two  chief  functions  of  Conelrad  and 
the  only  advantage  would  be  that  the 
public  could  get  home  receivers  which 
have  not  yet  been  designed  or  manu- 
factured, SLAC  said.  Comments  of  the 
rulemaking  are  due  June  13. 


Approximately  40  SDBA  delegates 
attended  the  two-day  meeting  electing 
new  officers  during  the  business  ses- 
sions (see  Fates  & Fortunes  page  94). 
Main  speakers  were  John  S.  Meagher, 
NAB  radio  vice  president,  and  Odin 
Ramsland,  general  manager  of  KDAL- 
AM-TV  Duluth,  Minn.  Payola,  spon- 
sorship identification,  government  leg- 
islation and  political  broadcasting  were 
among  topics  explored. 

Mr.  Ramsland,  NAB  district  direc- 
tor, urged  SDBA  members  to  make 
themselves  better  known  editorially  to 
their  legislators  and  communities,  tak- 
ing more  active  roles  in  civic  affairs.  He 
felt  broadcasters  can  meet  the  chal- 
lenge of  congressional  scrutiny  by  self- 
regulation and  zealous  subscription  to 
a code  of  ethics  that  puts  them  above 
reproach. 

Mr.  Meagher  said  that  if  stations  can 
be  ordered  to  give  prime  time  to 
political  candidates,  nothing  can  stop 
the  government  from  controlling  news- 
paper content  as  well.  Donald  D.  Sul- 
livan, WNAX  Yankton,  reported  most 
stations  probably  will  carry  a scheduled 
debate  between  Sen.  Karl  Mundt  (R) 
and  Rep.  George  McGovern  (D), 
though  he  felt  it  was  strictly  a “local 
matter.” 

Legal  authorities  in  Washington, 
D.C.,  are  currently  drafting  proposed 
revisions  to  the  FCC’s  order  involving 
sponsorship  identification  and  payola, 
Mr.  Meagher  reported,  predicting  piece- 
meal revisions.  He  declared  the  gov- 
ernment acted  in  “undue  haste”  after 
quiz  show  disclosures  last  year,  with 
resultant  circulation  of  questionnaires 
on  payola  practices.  He  described  the 
form  as  a “gratuitous  insult”  to  the 
broadcasting  industry. 

Max  F.  Staley,  KIJV  Huron,  was 
named  chairman  of  a new  state  fair 
committee  and  Bill  Johnson,  KYNT 
Yankton,  head  of  a planning  group  for 
the  annual  Voice  of  Democracy  contest. 


Iowa  group  also  hits 
Conelrad  proposal 

The  Iowa  Broadcasters  Assn.,  follow- 
ing the  lead  of  other  state  groups  has 
registered  opposition  to  the  FCC’s 
proposed  adoption  of  stricter  tolerances 
for  the  Conelrad  alert  system. 

Acting  on  the  recommendations  of 
its  technical  committee,  the  association 
adopted  a resolution  against  the  pro- 
posal, citing  cost  and  other  factors  for 
its  decision.  The  suggested  modification 
of  the  attention  signal  “would  in  no 
manner  improve  the  two  chief  functions 
of  the  Conelrad  system,”  the  IBA 
claimed.  The  group  recommended  toler- 
ances which  “could  be  met  with  equip- 
ment normally  in  use  at  most  stations, 
with  the  exception  of  the  automatic 
tuner  which  could  be  purchased  for  ap- 
proximately $25.” 

IBA  also  adopted  resolutions  com- 
mending the  NAB  for  making  the  Code 
of  the  Standards  of  Good  Practices 
“available  to  all  broadcasters  on  an 
equitable  basis”  (including  non-NAB 
members)  and  recognizing  the  support 
of  state  groups  for  their  support  of  the 
Voice  of  Democracy  contest. 

New  Milwaukee  fm 

WMIL-FM  Milwaukee  signed  on  the 
air  May  1 with  a dedicatory  program 
featuring  Wisconsin’s  Sens.  William 
Proxmire  and  Alexander  Wiley.  The 
station  features  primarily  a pre-taped 
music  service  offered  by  the  organiza- 
tion which  furnishes  the  Muzak  wired 
music  program.  Sol  Radoff,  station 
manager  of  WMIL,  companion  station, 
announces  that  the  fm  outlet  will  carry 
all  Milwaukee  Braves  baseball  games. 
WMIL-FM  operates  on  95.7  me. 
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A NATIONAL 
ADVERTISER'S 
DELIGHT 

A STATION 
MANAGER'S 
DREAM! 

UNIVERSAL 
DOES  IT  AGAIN! 


NEW  LISTENERS 


ADDED 

TO  WEEKLY  AUDIENCE 

WPTR 

L Albany,  N.  Y.  A 
50,000  Watts 


OF  ALL  LOCATIONS 

POINT  OF 


PURCHASE 


PLUS 

$23,270 

ADDITIONAL  NET 
LOCAL  SALES 


^'GNS  ^O? 


LOCKED 


.FREQUENCY 


FOREVER 


For  information  write  or 


JOHN  BURROUGHS,  PRESIDENT 

UNIVERSAL 
PUBLICIZERS,  INC 

936  N.  Michigan  Ave., 


NETWORKS  HAVE  GOOD  MARCH 


First  quarter  shows  9.8%  gain  in  revenue 


The  tv  networks’  gross  time  billings 
in  March  of  this  year  totaled  more  than 
$58.5  million,  up  5.4%  over  the  same 
month  a year  ago.  For  the  first  quarter 
(Jan. -March)  billings  reached  over 
$171.8  million,  a 9.8%  increase  com- 
pared to  that  quarter  in  1959. 

Network  television’s  continuing  bill- 
ing rise  was  reported  today  (May  23) 
by  Television  Bureau  of  Advertising. 
Figures  were  compiled  by  Leading  Na- 
tional Advertisers-Broadcast  Advertiser 
Reports. 

Nighttime  gross  billings  for  the  first 


quarter  were  at  the  $1 19.8  million  level. 
This  represents  a gain  of  16.1%  over 
the  Jan.-March  period  of  a year  ago. 
Daytime  billings,  however,  dropped 
2.4%  in  the  comparative  period  to  a 
three-month  total  of  more  than  $52 
million. 

Each  of  the  tv  networks  could  show 
an  increase  for  the  first  quarter  and  for 
March.  As  against  January  and  Febru- 
ary, March  was  the  best  month  for  each 
network.  The  levels:  ABC-TV  at  $13.4 
million,  CBS-TV  at  $24  million  and 
NBC-TV  at  $21  million. 


ABC-TV 
CBS-TV 
N BC-TV 
TOTAL 


1959 

$11,565,031 

23,265,395 

20,728,315 

$55,558,741 


Network  Television  Gross  Time  Billings 
Source:  LNA-BAR 

March 


1960  Change  1959 

$13,487,460  +16.6  $32,236,569 

24,013,247  +3.2  66,200,863 

21,045,610  +1.5  58,081,996 


$58,546,317 


+ 5.4  $156,519,428 


MONTH  BY  MONTH— 1960 
ABC  CBS 


January-March 


1960 

$39,424,580 

70,467,776 

61,950,219 

$171,842,575 


NBC 


% -! 

Change 
+ 22.3 
+6.4 
+ 6.7 


+9.8 


TOTAL 


January 
February  * 
March 


$13,260,010 

12,677,110 

13,487,460 


$23,477,358 

22,977,171 

24,013,247 


5 February  1960  figures  revised  as  of  5/6/60. 


$20,980,897 

19,923,712 

21,045,610 


$57,718,265 

55,577,993 

58,546,317 


Network  Television  Gross  Time  Billings  by  Day  Parts 


March 

% 

January-March 

% 

1959 

1960 

Change 

1959 

1960 

Change 

Daytime 

$18,392,444 

$18,049,690 

— 1.9 

$53,325,550 

$52,038,304 

— 2.4 

Mon.-Fri. 

15,618,204 

15,178,972 

— 2.8 

44,903,974 

42,153,873 

— 6.1 

Sat.-Sun. 

2,774,240 

2,870,718 

+ 3.5 

8,421,576 

9,884,431 

+ 17.4 

Nighttime 

37,166,297 

40,496,627 

+9.0 

103,193,878 

119,804,271 

+ 16.1 

TOTAL 

$55,558,741 

$58,546,317 

+5'.4 

$156,519,4-28 

$171,842,5175 

+ 9.8 

LNA-BAR:  Gross  Time  Costs  Only. 


Westinghouse  plans 
political  debates 

Westinghouse  Broadcasting  Co.  is 
fashioning  a political  broadcast  plan 
for  its  individual  markets  that  would 
hinge  on  “face-to-face”  debate  covering 
state,  regional  and  national  issues. 

Donald  F.  McGannon,  WBC  presi- 
dent, revealed  the  company’s  intentions 
in  a letter  to  Sen.  Thruston  Morton, 
chairman  of  the  Republican  National 
Committee,  who  had  requested  “equal 
time”  following  the  WBC  airing  of  the 
Humphrey-Kennedy  debate  in  West 
Virginia  (Broadcasting,  May  16).  Mr. 
McGannon  turned  down  Sen.  Morton’s 
request,  claiming  that  Sec.  315  of  the 
Communications  Act  did  not  apply  in 
this  situation.  He  pointed  out  that  “the 
contest  involved  the  Democratic  Party 
and  only  those  individuals  who  would 
be  eligible  or  involved  in  that  contest 
would  be  entitled  to  comparable  time 
on  WBC  broadcast  facilities.”  Mr. 
McGannon  added: 

“We  would  be  pleased  to  present  a 
similar  debate  type  of  program  be- 


tween the  Republican  and  Democratic 
party  candidates  for  the  presidency  in 
prime  evening  time.  We  would  be 
prepared  to  make  this  available  to  the 
national  radio  and  television  networks 
and  such  other  stations  as  may  wish 
to  carry  it.” 

The  details  of  the  WBC  plan,  which 
bears  the  working  title  of  “Campaign 
1960:  A Face-To-Face  Debate,”  will  be 
announced  by  Mr.  McGannon  shortly. 

WLS  to  move  studios 

WLS  Chicago  will  move  its  entire 
operation  from  the  Prairie  Farmer 
Bldg,  to  the  London  Guarantee  Bldg, 
in  that  city  on  or  about  Aug.  1.  The 
ABC-owned  station  has  leased  some 
7,300  square  feet  to  house  executive 
and  sales  offices,  and  studios  on  the 
fifth  floor  of  the  building  at  360  N. 
Michigan  Ave.  Ralph  Beaudin,  WLS 
Inc.  president,  also  reported  the  acquisi- 
tion of  a 50  kw  General  Electric  trans- 
mitter. He  claimed  WLS  will  have  the 
“most  modern  and  efficient  radio  facili- 
ty” in  the  city. 
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Now... pick  an  effect 


from  more  than  150  possibilities! 


Here’s  the  ultimate  in  convenience 
for  selection  and  presentation  of 
program  effects— the  all  new  RCA 
Special  Elfects  System.  Key  cir- 
cuitry for  each  effect  is  contained 
in  plug-in  modules.  Any  ten  effects 
may  be  pre-selected— simply  plug  ten  mod- 
ules into  the  control  panel.  Each  module  has 
illuminated  symbol  showing  the  effect  it  will 
produce.  Slide  an  effect  out— slide  another 
in — it’s  just  that  easy.  You  get  just  the  right 
effect  to  add  that  extra  SELL  to  your  pro- 
grams and  commercials. 


SIMPLIFIED  CONTROL— Push-buttons  put  effects  se- 
lection at  your  fingertips.  Push  the  buttons  below  the 
illuminated  symbol  and  you  are  ready  to  go  "on-air.” 
Wipes  and  transitions  are  controlled  by  a standard 
fader  lever  for  simple  foolproof  operation. 
UNLIMITED  VARIETY— The  complete  complement  of 
154  special  effects  includes  wipes,  split-screens,  pic- 
ture insets,  block,  wedge,  circular  and  multiple  fre- 
quency patterns.  In  addition,  the  system  will  accept  a 
keying  signal  from  any  camera  source  to  produce  a 
limitless  variety  of  effects— inset  letters,  drawings, 
trademarks;  self-keyed  video  insets,  and  traveling 
mattes. 

THE  BEST  EFFECTS  WITH  LESS  EFFORT— Mix  color 
and  black-and-white.  Enjoy  exceptionally  clean  tran- 
sitions . . . the  most  exciting  effects  ever  conceived! 
And  get  them  with  the  least  amount  of  effort  possible. 


Ask  your  RCA  Broadcast  representative  for  complete  information.  Or  write  to  RCA,  Dept. 
GD-22,  Building  1 5-1 , Camden,  N.  J.  In  Canada:  RCA  VICTOR  Company  Ltd.,  Montreal 

RADIO  CORPORATION  of  AMERICA 

® BROADCAST  AND  TELEVISION  EQUIPMENT,  CAMDEN,  N.  J. 
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QUALITY  TREND 

Audience  taste,  wants 
increasing,  PAB  hears 

Advertisers  and  broadcasters  must 
prepare  to  serve  “a  younger,  richer  and 
better-educated  audience  with  better 
tastes,  more  leisure  time  and  an  alto- 
gether different  kind  of  life,”  the  Penn- 
sylvania Assn,  of  Broadcasters  was 
told  during  its  May  18-20  meeting  by 
Ed  Jones,  consumer  advertising  man- 
ager of  Hamilton  Watch  Co. 

Speaking  Thursday  at  the  PAB’s  an- 
nual meeting  held  at  Wernersville,  Mr. 
Jones  said  broadcasters  should  upgrade 
and  update  their  station  and  program- 
ming policies.  He  cited  the  trend  to- 
ward good  music  and  the  growth  of 
consumer  acceptance  of  fm  radio  as  re- 
flecting the  changing  tastes  and  quality- 
consciousness  of  the  American  public. 

Every  third  radio  set  sold  is  a port- 
able and  there  are  over  40  million  auto 
radios,  he  reminded.  Pointing  to  radio’s 
opportunities,  he  said  the  medium  must 
seek  its  own  identity  “not  as  a substi- 
tute for  television  but  as  a compelling 
interpreter  of  people’s  new-found  inter- 
ests, hopes  and  dreams.” 

Hamilton  Watch  uses  magazines 
catering  to  higher  income  families  plus 
spring  and  pre-Christmas  radio,  Mr. 
Jones  said.  Currently  Hamilton  is  buy- 
ing good  music  on  70  stations  (mostly 
fm)  in  50  markets,  with  commercials, 
tailored  to  the  programming  and  audi- 
ence. 

Cecil  Woodland,  WEJL  Scranton, 
presided  at  the  meeting  as  PAB  presi- 
dent. The  session  included  panels  on 
the  radio-tv  future,  with  a review  of 
economic  developments  by  Charles  H. 
Tower,  NAB  economics-personnel  man- 
ager. Wage-hour  trends,  programming, 
insurance,  semi-automatic  program- 
ming, sales  and  administrative  proce- 
dure were  discussed. 

Retail  Assistance  ■ William  W.  Davis, 
vice  president  of  The  Globe  Store, 
Scranton,  Pa.,  suggested  radio  and  tv 
stations  should  work  closely  with  de- 
partment stores,  becoming  familiar 
with  each  retailer’s  specific  operation 
and  advertising  policies.  Presentations 
should  be  made  on  a store’s  needs,  he 
said,  criticizing  salesmen  who  say  “a 
good  spot  has  just  opened  up”  or  who 
propose  a 13-week  campaign.  “The 
medium  is  either  good  for  us  52  weeks 
of  the  year  or  it’s  not  good  at  all,”  he 
said. 

Mr.  Davis  said  copywriters  should 
understand  FCC  and  Federal  Trade 
Commission  regulations,  aiding  retail- 
ers in  avoiding  violations  of  rules.  He 
said  Globe  feels  stations  subscribing  to 
the  NAB  tv  code  and  radio  standards 
“provide  valuable  insurance”  against 
accidental  retailer  infractions  of  FCC 


and  FTC  rules  and  regulations. 

George  Skinner,  director  of  radio 
programs  services  of  The  Katz  Agency, 
New  York,  said  many  stations  that 
leaped  into  the  top-40  format  and 
found  the  going  too  competitive  have 
changed  to  middle-road  or  serious  mu- 
sic. All  but  four  Los  Angeles  stations 
have  dropped  out  of  the  overcrowded 
top-40  category,  he  said,  adding,  “the 
format  has  changed  but  the  competitive 
picture  hasn’t.” 

Program  Challenge  ■ The  shift  of  a 
half-dozen  stations  to  good  music  can’t 
be  called  a trend,  he  said.  He  advised 
station  operators  to  study  their  markets 
carefully  and  decide  what  area  has  been 
left  uncovered.  “The  key  to  success  in 
radio  programming  is  to  disregard  the 
boundaries  set  by  former  successes  or 
failures  and  to  provide  the  kind  of  ra- 
dio that  a respectable  percentage  of 
the  audience  wants  to  hear,”  he  said. 

Mr.  Skinner  saw  two  challenges  to 
radio — the  need  to  use  originality  and 
ingenuity  in  programming  and  crea- 
tion of  opportunity  to  learn  the  business. 
He  emphasized  failure  to  develop  new 
talent,  with  insecurity  of  employment 
a discouraging  factor  keeping  young 
people  out  of  the  profession. 

Gerald  A.  Bartell,  head  of  Bartell 
Family  Radio,  said  “there’s  a boom  in 
good  music”  and  added  there  always 
has  been  a market  for  this  type  of  mu- 
sic. Broadcasters  must  become  more 
socially  conscious,  he  said,  and  more 
thoughtful  and  resourceful. 

“Those  who  cling  to  a pat  formula 
may  discover  somebody  else  has  come 
up  with  a better  one,”  he  said,  noting 
formulas  are  good  only  so  long  as  they 
work.  A dynamic  programming  concept 
is  emerging,  he  said,  including  develop- 
ing a quick,  intelligent  reaction  by  per- 
sonnel, constant  audience  studies  and 
sensitivity  to  social  and  economic  forces. 


Turnabout 

Television  and  movie  producers 
of  cops-and-robbers  dramas  have 
turned  to  the  police  departments 
of  almost  every  major  city,  at  one 
time  or  another,  for  technical  as- 
sistance in  making  their  stories 
authentic.  In  Miami,  however,  the 
police  have  requested  such  tele- 
vision product  as  training  aids  for 
their  staff  and  for  civic  groups. 
WCKT  (TV)  Miami  has  estab- 
lished a lending  library  of  feature 
and  syndicated  crime  films  at 
police  request.  A member  of  the 
Central  Services  Div.  of  the  Public 
Safety  Dept,  explained,  “Most  of 
these  films  have  been  previously 
authenticated  by  other  police  de- 
partments and  this  makes  them 
ideal  for  training  demonstrations.” 


Heritage  fm  operation 
begins  ‘in-the-black’ 

Heritage  Fm  Stations,  a group  of  fm 
stations  located  in  25  major  U.S.  mark- 
ets, begins  operations  with  its  first  out- 
let in-the-black,  according  to  Rogan 
Jones,  president  of  International  Good 
Music  Inc.,  Bellingham,  Wash.,  opera- 
tor of  the  group.  This  was  accom- 
plished by  selling  a large  portion  of 
the  availabilities  before  KGMJ  Seattle 
goes  on  the  air  this  week.  Other 
Heritage  fm  operations  slated  to  sign 
on  in  the  near  future  are  located  in 
Portland,  Ore.,  Denver,  Los  Angeles, 
San  Bernardino-Riverside,  Calif.,  Balti- 
more, Buffalo,  St.  Louis,  Chicago  and 
Boston. 

Mr.  Jones  said,  “Through  the  use 
of  latest  developments  in  electronic 
automation  techniques,  we  are  able  to 
present  to  fm  listeners  music  repro- 
duced under  the  highest  possible 
standards  in  both  transmission  and  pro- 
gramming.” It  is  planned  that  the 
stations  will  be  fully  automated. 

Heritage  has  appoined  Erwin  Wasey, 
Ruthrauff  & Ryan,  San  Francisco,  to 
handle  advertising  and  public  relations. 
William  H.  Barnett  will  be  account 
executive  and  Frank  A.  Helton,  ac- 
count supervisor.  National  consumer 
magazines,  radio,  tv,  newspapers,  out- 
door advertising  and  the  trade  press 
will  be  used  for  promotion,  according 
to  Mr.  Jones. 

AB-PT  hears  about 
49%  gain  in  earnings 

American  Broadcasting-Paramount 
Theatres  spent  a harmonious  hour  with 
its  stockholders  in  New  York  last  Tues- 
day (May  17),  with  only  token  oppo- 
sition to  management  policies  expressed 
from  the  floor.  President  Leonard 
Goldenson  reported  a 49%  gain  in 
earnings  over  the  previous  year,  which 
probably  had  something  to  do  with  it. 

Mr.  Goldenson  credited  the  television 
network  with  the  greatest  strides  within 
the  company.  It  contributed  $172  mil- 
lion to  AB-PT’s  record  $288  million 
gross  in  1959,  while  the  theatre  di- 
vision contributed  $91  million.  Tv  was 
up  to  $35  million,  while  theatres  were 
off  $3  million  from  1958. 

Mr.  Goldenson  said  that  first  quar- 
ter earnings  this  year  were  a record 
$3.3  million  (against  $2.3  million  in 
1959)  and  that  the  second  quarter 
also  was  expected  to  top  last  year’s. 

The  new  board  of  directors  slate 
elected  by  stockholders  includes  one 
new  name:  Oliver  Treyz,  president  of 
ABC-TV.  Following  the  stockholders 
meeting,  the  board  elected  Robert  L. 
Huffines  Jr.,  chairman  of  Worth  Fund 
Inc.  and  an  AB-PT  director  since  1951, 
to  its  executive  committee. 
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>jc  Most  Recent  Pulse  and  Hooper 

Represented  nationally  by  GILL-PERNA  • New  York,  Chicago,  Los  Angeles,  San  Francisco,  Boston,  Detroit 
CONSOLIDATED  SUN  RAY  STATIONS  WALT,  Tampa  . . . WPEN,  Philadelphia  . . . WSAI,  Cincinnati 
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For  easier  identification, 
the  NBC  owned  radio  and 
television  stations  in  New 
York  are  changing  their 
names  this  week  from 
WRCA-TV,  WRCA  and 
WRCA-FM  to  WNBC-TV, 
WNBC  and  WNBC-FM. 

But  their  positions  on  the 
dials  remain  the  same. 
Channel  4 continues  to 
bring  New  Yorkers  their 
finest  television  programs. 
On  radio  dials,  660  AM  and 
97.1  FM  continue  to  win 
listeners  with  the  “Sound 
of  the  Sixties”  twenty-four 
hours  a day.  And  you  can 
continue  to  rely  on  them 
to  do  the  same  effective 
selling  job  in  the  nation's 
number  one  market! 

CHANNEL  4 NOW  WNBC-TV 
660  AM  DIAL  NOW  WNBC 
97.1  FM  DIAL  NOW  WNBC-FM 


CBS  registers  stock 
plan  for  employes 

CBS  Inc.  has  registered  72,000  shares 
of  common  stock  with  the  Securities 
& Exchange  Commission  to  be  offered 
under  its  Employes’  Stock  Purchase 
Plan.  Under  the  plan  all  eligible  em- 
ployes purchase  shares  through  payroll 
deductions  of  3%,  4%  or  5%.  For 
each  five  shares  bought,  CBS  gives  one 
additional  share.  It  also  gives  an  addi- 
tional share  or  shares  to  each  em- 
ploye who  participates  in  the  plan 
throughout  consecutive  three-year  peri- 
ods and  purchases  the  minimum  num- 
ber of  shares  (15)  in  the  first  period. 

The  statement  says  all  salary  or  ex- 
ecutive grade  employes  with  the  ex- 
ception of  officers  or  directors  of  the 
company  or  those  holding  stock  op- 
tions are  eligible.  This  includes  news 
correspondents.  Clerical,  warehouse, 
shipping  or  manufacturing  personnel 
are  eligible  if  employed  by  Columbia 
Record  Div.,  the  record  club,  the  sales 
or  distributing  arms  of  Columbia  Rec- 
ords. Also  eligible  are  employes  at  Terre 
Haute,  Ind.,  Bush  Terminal,  New  York 
or  Santa  Barbara,  Calif.  The  rights 
under  the  plan  are  not  transferable  or 
assignable. 

William  S.  Paley,  CBS  board  chair- 
man is  listed  as  the  only  stockholder 
known  to  have  more  than  10%  of  the 
outstanding  shares.  He  owns  132,130 
shares  listed  as  beneficial  and  747,448 
shares  listed  under  record  and  bene- 
ficial. 

NLRB  upholds  WJIM 

National  Labor  Relations  Board  in 
an  intermediate  report  May  13  held 
that  WJIM-TV  Lansing,  Mich.,  had 
not  discriminated  against  an  employe, 
Lloyd  H.  Garten,  because  of  purported 
union  activity,  dismissing  a complaint 
by  National  Assn,  of  Broadcasting  Em- 
ployes & Technicians.  However  it  found 
unfair  labor  practices  by  the  employer 
in  complaints  involving  three  other  em- 
ployes, Frank  Imburg  (ex-employe), 
Miles  Baskett  and  Robert  H.  Gur- 
ganious. 

The  board  directed  an  election  at 
WKAQ-AM-TV  San  Juan,  Puerto  Rico 
on  petition  of  Association  Puertor- 
riquena  de  Artistas,  a union.  The  bar- 
gaining unit  would  include  all  perform- 
ing and  non-performing  employes 
comprising  engineering  and  program 
departments. 

WNEW  strike  settled 

The  announcers’  strike  against  WNEW 
New  York  ended  on  May  14  when  a 
compromise  was  reached  on  the  issue 
of  “job  security.” 

The  announcers  struck  on  May  9 


Sealed  envelope 

Good  wishes  can  come  in 
strange  forms.  KICY  Nome, 
Alaska,  has  been  broadcasting  on 
a program-test  basis  since  April 
17  and  has  received  appreciative 
letters  from  some  50  villages  in 
western  Alaska.  Station  Manager 
Art  Zylstra  acknowledged  the 
greetings  on  the  air,  noting  that 
some  were  on  parcel  paper  or  old 
receipts.  He  commented  the  sta- 
tion was  glad  to  hear  from  listen- 
ers no  matter  what  material  they 
wrote  on.  The  next  mail  brought 
a post  card  written  on  a piece  of 
dried  sealskin.  KICY  is  the  first 
standard  broadcast  station  in  its. 
area  and  claims  its  signal  reaches 
almost  500  miles  inward.  It  op- 
erates on  850  kc  with  5 kw,  and  is 
operated  by  Artie  Broadcasting 
Co.,  associated  with  the  World 
Missions  for  the  Evangelical 
Covenant  Church  of  America. 


(Broadcasting,  May  16)  after  man- 
agement refused  to  meet  demands  that 
any  performer  dismissed  by  the  station 
be  kept  on  the  air  in  his  regular  period 
for  an  eight-week  period  following  his 
discharge.  Though  settlement  was  not 
announced  it  was  reported  that  the  com- 
promise reached  provides  that  the  sta- 
tion will  retain  a dismissed  announcer 
for  four  weeks  after  his  discharge.  But 
WNEW  has  the  right  to  select  the  time 
slot  in  which  he  will  work. 

The  agreement  also  provides  for  arbi- 
tration on  dismissals.  It  increases  the 
minimum  guarantee  for  announcers 
from  $300  to  $350  weekly. 

■ Media  reports 

Aided  the  blind  ■ Citations  bearing 
the  signature  of  Helen  Keller,  counse- 
lor to  the  American  Foundation  for  the 
Blind  Inc.,  N.Y.,  were  awarded  last 
Wednesday  (May  18)  to  several  radio 
and  tv  stations  for  their  efforts  in  the 
past  year  to  promote  a more  realistic 
attitude  toward  blindness.  Dr.  Gregor 
Ziemer,  director  of  public  education  for 
the  foundation,  made  presentations  to 
the  following:  WOI-TV  Ames,  Iowa; 
WNBQ  (TV)  Chicago;  WEBR  Buffalo, 
N.Y.;  KDKD  Clinton,  Mo.,  and  the 
McLendon  stations  (for  the  support 
given  by  KLIF  Dallas  and  KABL  San 
Francisco). 

Scholarship  fund  ■ South  Carolina 
Broadcasters  Assn,  has  established  a 
scholarship  fund  and  will  accept  appli- 
cations through  July  1.  The  recipient 
(male  or  female)  must  be  a resident  of 
that  state  who  has  completed  the  first 
year  or  more  in  a recognized  South 


Carolina  college  or  is  planning  a de- 
gree in  business  administration  or 
broadcasting.  A “C”  average  or  better 
is  a prerequisite.  The  fund  will  be  re- 
newed for  three  years  or  more  for  the 
same  student  provided  he  continues  to 
meet  the  requirements.  Applications  or 
additional  information  can  be  obtained 
from  John  Davenport,  Box  2365, 
Greenville,  S.C. 

Employment  agency  ■ Help  Assoc., 
Rapid  City,  S.D.,  has  been  formed  as  a 
“clearing  house”  for  employes  and 
management  in  the  community  cable  tv 
industry.  The  agency  announces  that 
new  cable  systems  and  those  planned 
for  wired  pay  tv  will  be  able  to  draw 
experienced  key  personnel  through  its 
services  and  that  employes  who  wish 
to  stay  and  advance  in  that  industry 
can  be  introduced  to  country-wide 
openings. 

Broadcast  placement  ■ Walker  Em- 
ployment Agency,  Minneapolis,  has 
created  a new  department  for  place- 
ment of  broadcast  personnel  in  an 
eight-state  area  consisting  of  Minne- 
sota, the  Dakotas,  Iowa,  Illinois,  Mis- 
souri, Nebraska  and  Wisconsin.  Jimmy 
Valentine,  veteran  Twin  Cities  broad- 
caster, will  manage  the  department, 
which  will  place  announcers,  salesmen, 
directors,  engineers  and  copywriters  in 
both  radio  and  tv.  The  agency  an- 
nounces that  the  Minnesota  Broadcast- 
ers’ Assn,  has  authorized  Walker  to  be 
its  official  clearing  house. 

Switches  to  CBS  ■ WEAV  Plattsburgh, 
N.Y.,  joins  CBS  Radio  as  an  affiliate 
in  June.  Station  has  been  an  ABC  af- 
filiate since  1936. 

When  'selling  is  easy'  ■ Radio  Adver- 
tising Bureau,  N.Y.,  last  week  released 
an  18-page  report  on  radio’s  success  in 
stimulating  summer  sales  for  a variety 
of  retailers.  Titled  “Summertime  . . . 
And  the  Selling  Is  Easy — If  You  Use 
Radio,”  the  presentation  contains  cap- 
sule case  histories  of  more  than  50  ra- 
dio advertisers.  Examples  include  an 
Omaha  appliance  dealer  who  sold  100 
air-conditioners  on  the  Fourth  of  July 
holiday,  using  only  radio  to  promote 
the  event.  In  another  instance,  an  auto 
dealer  tied  in  his  radio  schedule  to  June 
graduations  and  sold  54  used  cars,  re- 
ducing his  inventory  by  $40,000. 

A friend  in  need 

Collins  Radio,  Cedar  Rapids,  came 
to  the  rescue  of  KBIZ  Ottumwa,  both 
Iowa,  when  a flash  flood  inundated  the 
station’s  transmitter  building,  forcing  it 
off  the  air.  Collins  supplied  a 50-foot 
mobile  trailer,  housing  complete  trans- 
mitting facilities.  KBIZ  was  off  the  air 
one  day  and  then  was  able  to  perform 
24-hour  service  broadcasting  emergency 
flood  information. 
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WHAT?  NO  CAMERAMEN? 


What  sort  of  studio  is  this  without  cameramen?  Actually,  it’s  a 
very  efficient  one  and  belongs  to  WKRC  in  Cincinnati.  The 
cameras  in  the  above  on  the  air  shot  are  very  much  in  use  . . . 
operated  from  the  control  room  (located  on  another  floor)  by 
Houston  Fearless  Remote  Control  Equipment.  This  remarkable 
system  gives  the  director  or  engineer  direct  control  over  several 
cameras  ...  to  obtain  the  exact  shot  he  wants  when  he  wants  it. 
HF  Remote  Control  Cradle  Heads  allow  him  to  pan  and  tilt  each 
camera  at  will,  while  depth  of  focus,  close  shots,  and  “dollying 
in  and  out”  are  accomplished  by  remote  control  lens  adjustments. 

We’re  not  advocating  that  all  cameramen  be  replaced  by  robots. 
But  this  equipment  does  make  it  practical  to  use  multiple  cameras 
on  low-budget  shows  and  to  add  auxiliary  cameras  on  bigger  pro- 
ductions for  more  dramatic  effects.  And  it  can  reduce  station  over- 
head considerably.  Interested?  Send  the  coupon  now  for  details. 


In  master  control  room,  the  director  or 
engineer  manipulates  pan  and  tilt  of 
cameras  hy  means  of  a “ joy  stick,” 
much  as  used  in  an  airplane.  Houston 
Fearless  Remote  Control  Heads  re- 
spond instantly  to  his  directions. 


HOUSTON 

FEARLESS 


DIVISION  Ob  HOUSTON  EEAREESS  CORE 


HOUSTON  FEARLESS  DIVISION  11807  W.  Olympic  Blvd.,  Los  Angeles  64,  Calif. 

Send  information  and  catalogs  on  □ Remote  Control  Heads.  □ Cradle  Heads. 

□ Friction  Heads.  □ Camera  Pedestals.  □ Dollies.  □ Tripods. 

□ Microwave  Parabolas.  □ Remote  Control  Antenna  Mounts.  □ Film  Processors. 

Name 

Firm 

Address 

City Zone State 
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■ Rep  appointments 

■ KPAM  Portland,  Ore.,  KALE  Rich- 
land, Wash.,  and  KXIV  Phoenix:  Weed 
Radio  Corp.,  N.Y. 

■ WAMV-AM-FM  St.  Louis:  Good 
Music  Broadcasters  Inc.,  N.Y. 


■ KTBS-TV  Shreveport,  La. : The  Katz 
Agency,  N.Y. 

■ KVEN  Ventura,  Calif.:  John  E. 
Pearson  Co.  as  national  representative. 

■ KCOK  Tulare,  Calif.:  B-N-B  Time 
Sales,  L.A. 


■ WAND  Canton,  Ohio;  WAJR  Mor- 
gantown, W.  Va.;  WJER  Dover,  Ohio7 
and  WJKE  Pittsburgh,  all  Greer  sta- 
tions: Walker-Rawalt  Co.,  N.Y. 

■ WCCC  Hartford,  Conn.:  Gill-Perna 
Inc.  as  national  representative  and 
Foster  & Creed  Inc.  for  New  England. 
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TV  SET  SALES  LOOKING  BRIGHTER 


With  improvements  & 23"  tube,  sales  may  jump  1 7%,  EIA  notes 


Tv  receiver  sales  for  the  next  12 
months — sparked  by  23-in.  picture  tube 
and  other  technical  improvements — 
are  expected  to  be  17%  above  com- 
parable 1959  sales,  an  Electronic  In- 
dustries Assn,  official  said  last  week. 

Marion  E.  Pettegrew,  senior  vice 
president  of  Sylvania  home  electronics 
division  and  chairman  of  the  EIA  con- 
sumer products  division,  said  tv  set 
sales  in  the  next  fiscal  year  should  reach 
6.1  million.  He  also  estimated  that  radio 
set  sales  should  be  9.3  million,  auto 
radios  6.5  million  and  phonographs  4.7 
million. 

In  submitting  his  report  to  the  EIA 
board  at  the  annual  convention  in  Chi- 
cago, Mr.  Pettegrew  also  noted  that 
there  was  underway  a “sharp  shift”  in 
phonograph  sales  from  monaural  to 
stereo. 

He  said,  too,  that  color  tv  had  won  a 
few  additional  manufacturer  promoters. 
Although  these  were  not  identified,  Mr. 
Pettegrew  presumably  was  referring  to 
Admiral,  Motorola  and  Packard-Bell 
having  joined  RCA  in  recent  months  in 
manufacturing  and  promoting  color  re- 
ceivers. Motorola,  however,  has  ceased 
its  color  manufacture. 

Opposes  Legislation  ■ Mr.  Pettegrew 
reported  his  committee’s  opposition  to 
the  FCC-sponsored  Congressional  legis- 
lation which  would  require  that  tv  re- 
ceivers be  capable  of  receiving  all  bands 
allocated  for  tv  broadcasting.  This 
means  vhf-uhf  sets.  “The  committee 
felt  that  legislation  should  not  be  used 
to  force  consumers  to  pay  more  for  tv 
sets  regardless  of  whether  they  have 
uhf  stations  in  their  areas,”  Mr.  Pette- 
grew said. 

The  EIA  meeting  spent  most  of  its 
time  on  such  problems  as  military  elec- 
tronics ($4.7  billion  factory  sales  in 
1960),  Japanese  imports  and  minimum 
wage  laws. 

The  association  presented  its  medal 
of  honor  to  David  R.  Hull,  Raytheon 
vice  president,  who  completed  two 
terms  as  EIA  president.  He  is  being 
succeeded  by  L.  Berkley  Davis,  GE  vice 
president  (see  At  Deadline). 

Mr.  Hull  predicted  that  the  elec- 
tronic industry  would  be  operating  at 
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an  annual  level  of  $20  billion  by  1970 
— twice  the  current  rate  of  sales. 

Mr.  Hull  touched  on  the  Japanese 
import  problem  in  his  report  at  the  an- 
nual membership  luncheon  May  19. 
Japan  sells  more  than  half  of  the  trans- 
istor portable  radios  bought  in  the  U.S., 
he  said.  He  referred  to  an  investiga- 
tion now  underway  by  the  Office  of 
Civil  & Defense  Mobilization  to  de- 
termine if  Japanese  imports — which  in- 
clude components  as  well  as  radios — 
threaten  U.S.  electronics  firms  to  the 
degree  that  national  defense  is  weak- 
ened. He  said  that  Japan’s  recent  ces- 
sation of  licensing  of  transistor  radio 
shipments  to  the  U.S.  might  indicate 

GE  tube,  Japanese 

General  Electric’s  new  image  orthi- 
con  camera  tube,  designed  to  eliminate 
browning  at  the  edges  of  tv  pictures, 
emerged  as  one  of  the  highlights  of  the 
Chicago  Electronics  Parts  Show  last 
week. 

High  on  the  interest  list  also  was  the 
first  showing  of  a Japanese  color  re- 
ceiver. This  was  the  21 -in.  Hitachi  re- 
ceiver, shown  by  Sampson  Co.,  Chicago 
distributor. 

The  all-industry  exposition,  co-spon- 
sored  by  Electronic  Industries  Assn, 
and  other  groups,  drew  approximately 
15,000  visitors  May  16-18.  Over  300 
manufacturers  exhibited  radio-tv  and 
high  fidelity  parts  and  components  to 


How  it  works  ■ Here’s  how  the  new 
GE  camera  tube  clears  up  the  screen. 
The  pronounced  portholing  and  poor 
edge  resolution  shown  in  the  right  test 


that  Japan  was  preparing  to  impose  a 
voluntary  quota  on  such  exports. 

Other  highlights  of  the  350-member 
association  convention: 

■ The  number  of  electronic  com- 
panies experiencing  financial  difficul- 
ties  rose  in  the  12-month  period  end- 
ing March  31  by  15%  over  the  same 
1958-59  period.  Only  one  radio-tv  man- 
ufacturer was  involved  in  economic  dis- 
tress, the  credit  committee  reported. 

■ Publication  of  an  educational  tv 
guidebook  is  underway,  the  educational  ! 
coordinating  committee  reported.  The 
guide  will  cover  present  and  future 
status  of  etv  and  is  aimed  primarily  at 
school  administrators. 

color  set  are  shown 

distributors,  sales  representatives  and 
the  trade. 

GE’s  new  field  mesh  tube  (GL-7293)  | 

cures  “port-holing”  and  “edge  effects”  I 

by  minimizing  darkness  and  distortion 
at  the  sides  and  corners  of  the  screen, 
it  was  claimed.  The  tube,  GE  said,  is  < <; 
interchangeable  with  the  standard  image 
orthicons  currently  used  in  television 
studio  camera. 

The  Hitachi  color  receiver  is  fully 
compatible  with  American  telecasting 
standards,  it  was  said.  The  set  (CT-150) 
uses  28  tubes,  six  diodes  and  one  full- 
wave  silicon  rectifier.  No  price  was  j 
placed  on  the  receiver. 


pattern  is  taken  with  standard  image 
orthicon;  the  test  pattern  at  the  left 
shows  the  same  shot  with  the  new  GE 
field  mesh  I.O. 
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SALES  BOOSTER:  WESTERN  UNION 
ADVERTISING  DISTRIBUTION  SERVICE! 


Catalogues  delivered  . . . displays  set  up  ...  ad  reprints 
distributed  . . . this  is  the  kind  of  quick,  personal  distribu- 
tion service  that  helps  boost  sales  . . . and  it’s  exactly  what 
you  get  from  Western  Union  Distribution  Service.  Whatever 
it  is  . . . we’ll  get  it  there  . . . pronto! 

Wire  us  collect  for  the  full  story.  Address:  Western  Union, 
Special  Service  Division,  Department  4B,  New  York,  N.  Y. 


WESTERN  UNION 


* 
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KYWiswayup 
in  Cleveland! 


Throughout  the  day,  every  day  in  the 
week,  KYW  delivers  the  largest  adult 
audience  of  any  radio  station  in  Cleve- 
land.* It’s  your  No.  1 radio  buy  in 
Ohio's  No.  1 market. 

Represented  by  AM  Radio  Sales  Co, 
Westinghouse  Broadcasting  Co.,  Inc, 


BIG  TEST  FOR  IMAGE  ORTHICON 

New  tube  successful  in  color  baseball  tv 


One  of  the  last  remaining  gaps  in 
color  telecasting  has  been  closed. 

The  gap  has  been  the  inability  of 
color  camera  tubes  to  operate  with 
less  than  bright,  bright  lights — partic- 
ularly the  impossibility  of  picking  up 
night  baseball  games  and  other  out- 
door night  sports  in  color. 

The  new  color  tool  is  a highly,  light- 
sensitive  image  orthicon.  GE  already 
has  one  on  the  market  and  in  use.  RCA 
last  week  announced  that  it  has  one 
available. 

The  GE  tube  received  its  severest 
test  last  Monday  night  (May  16)  in 
the  WLWT  (TV)  Cincinnati  color 
pickup  of  the  night  ball  game  between 
the  Cincinnati  Reds  and  San  Francisco 
Giants. 

Good  Showing  ■ The  color  values 
seen  on  color  receivers  in  Cincinnati 
were  considered  as  good  as  anything 
seen  on  studio-controlled  color  broad- 
casts. The  showing  was  staged  by  the 
WLWT’s  color-active  Crosley  Broad- 
casting. Co.  (Broadcasting,  May.  16), 
which  previously  used  the  tube  in  cover- 
ing Palm  Sunday  and  Easter  church 
services  and  in  local  basketball  games. 

The  GE  tube,  developed  principally 
for  military  surveillance,  works  well 
with  one-third  of  the  lighting  normally 
required  for  colorcasting,  Howard  Lep- 
ple,  WLWT  chief  engineer,  explained. 
This  would  be  from  100  to  200  ft. 
candles,  he  explained,  and  cuts  costs  of 
highlighting  and  airconditioning. 

Mr.  Lepple  is  credited  with  “dis- 
covering” the  potentials  of  the  GE  tube 
when  the  company  sent  it  to  him  earlier 
this  year  in  answer  to  his  request  for 
a camera  color  tube  capable  of  picking 
up  night  ball  games. 

The  tube  sells  for  $2,025  and  Mr. 
Lepple  has  20  for  use  with  his  six  color 
cameras.  He  estimates  he  has  some 
with  over  1,600  hours  of  use  (com- 
pared with  normal  1,000  hours  for 
regular  black  and  white  tubes). 

Principal  element  in  the  GE  tube  is 
a wafer-thin,  magnesium  oxide  target. 

The  GE  tube  is  also  in  use  at  WGN- 
TV  Chicago,  KTNT-TV  Seattle,  WSJS- 
TV  Winston-Salem,  WCCO-TV  Min- 
neapolis and  WIMA-TV  Lima,  Ohio. 
It  was  demonstrated  at  the  NAB  con- 
vention last  April. 

No  Greater  Lighting  ■ The  RCA  tube 
development  (RCA-4401)  was  official- 
ly announced  last  week  by  RCA  Pres- 
ident John  Burns.  Mr.  Burns,  address- 
ing the  company’s  western  distributors 
in  Las  Vegas,  stressed  that  the  new  tube 
requires  no  greater  lighting  for  color 
than  for  black-and-white.  He  said  it 


had  been  tested  successfully  in  Boston. 

Mr.  Burns  said  that  NBC  has  ordered 
four  sets  (three  matched  tubes  per  set) 
and  that  WGN-TV  had  ordered  one 
set. 

In  specifications  sent  out  to  RCA 
sales  engineers  the  new  camera  color 
tube  is  said  to  operate  effectively  at  40  j| 
ft.  candles  with  an  f/5.6  stop.  Price  i 
was  listed  at  $1,900  per  tube. 

Equipment  firm  sold 

Tele-Broadcasters  Inc.,  New  York, 
in  a cash  and  stock  transaction,  pur- 
chased the  Electronics  Communications  j 
Div.  of  Robert  Dollar  Co.,  San  Fran-  j 
cisco,  radio  equipment  producer.  The  j! 
division  will  be  operated  by  Tele-Corn-  ] 
munications  Inc.,  subsidiary.  The  parent  j 
group  operates  radio  stations  in  Los 
Angeles,  San  Francisco,  Kansas  City  j 
and  Hartford.  First  quarter  net  earnings  i 
of  Tele-Broadcasters  were  $14,433.  ! 

compared  with  a loss  in  the  same  period  J 
of  a year  ago  of  $7,979.  Sales  amounted  J I 
to  $270,185,  up  from  $209,590  in  the  | 
same  period  a year  ago. 

■ Technical  topics 

New  quarters  ■ Telescript-CSP  Inc., 
manufacturer  of  Lens-Vue  prompting  | 
equipment,  has  opened  new  offices  at  | 
832  N.  La  Brea  Ave.,  L.A.  Telephone  I 
Hollywood  9-7287. 

New  subsidiary  ■ Equipto,  Aurora, 

111.,  announces  formation  of  Equipto 
Electronics  Corp.,  Naperville,  111.,  as  a j 
new  subsidiary.  Heading  the  new  com-  j 
pany  is  Herb  C.  Goltz  who  was  instru-  jl 
mental  in  its  founding.  Equipto  Elec-  j 
tronics  will  manufacture  racks,  panels, 
chassis,  enclosures  and  associated  I 
equipment  for  the  electronic  and  in-  i 
strumentation  industries. 

New  push  button  switch  ■ Nems-Clark  1 
Co.,  Silver  Spring,  Md.,  announces  I 
release  of  its  new  PBS- 10  Push  Button  | 
Switch  which  serves  as  a patching  field  | 
for  a 10-wire  control  bus  from  the  j| 
unit  to  the  device  being  controlled.  It  j|  p 
features  one  line  push  key  operation  V 
and  positive  locking  of  all  line  keys.  j| 

It  is  also  available  on  special  order  | 
with  from  5-9  stack-ups.  The  buttons  I 
are  arranged  either  horizontally  or  I 
vertically  and  are  grouped,  color-coded  | 
and  labeled.  The  PBS- 10  is  15  inches  S 
long,  3V$  inches  wide,  IVz  inches  1 
deep  and  is  designed  to  fit  into  a 19  \ 
inch  standard  panel  and  equipment 
rack.  Price  is  $95  with  discounts  on 
quantity  purchases. 
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Joseph  Welch  hosts  “The  Dow  Hour  of  Great  Mysteries7' 
on  “Scotch77  brand  Live  Action  Video  Tape 


A most  intriguing  series  of  TV  specials — "The 
Dow  Hour  of  Great  Mysteries” — premiered  this 
spring.  Its  stars  are  drawn  from  the  top  names 
on  Broadway  and  in  Hollywood,  their  talents 
showcased  by  the  modern  miracle  of  "Scotch” 
brand  Video  Tape. 

Use  of  video  tape  normally  results  in  lower 
production  costs,  more  flexible  schedules,  pro- 


duction possibilities  limited  only  by  the  imagina- 
tion of  the  user.  Shooting  time  is  kept  at  a 
minimum;  "fluffs”  can  be  eliminated. 

"Scotch”  brand  Video  Tape,  like  audible 
range  and  instrumentation  tapes,  was  pioneered 
by  3M  research — the  kind  of  research  that  keeps 
3M  magnetic  products  first  in  proven  quality  for 
professional  use. 


M- 


NNESOTA 


M" 


M- 


INING  AND  MANUFACTURING  COMPANY, 


ESEARCH  IS 


IE  KEY  TO  TOMORROW  > 


“Scotch”  and  the  Plaid  Design  are  Registered  Trademarks  of  3M  Co.,  St.  Paul  6,  Minn.  Export:  99  Park  Ave.,  New  York.  Canada:  London,  Ontario.  ©1960  3M  Co. 
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GOVERNMENT ' ^ 

FREE  TIME  FOR  CAMPAIGNS  CERTAIN 

But  will  it  be  voluntary  or  imposed  by  federal  legislation? 


An  autumn  of  free  campaign  tele- 
casts appears  assured  but  a Senate  Com- 
merce subcommittee  must  decide 
whether  it  should — 

• Accept  free  offers  of  prime  eve- 
ning time  from  the  networks  for  ap- 
pearances by  major  candidates  for  the 
presidency,  or 

• Approve  a bill  (S-3171)  to  seize 
eight  hours  of  prime  time  from  the 
three  networks  for  the  use  of  candidates. 

The  free-time  offers  were  submitted 
last  week  by  the  three  tv  network  presi- 
dents during  their  testimony  against 
passage  of  the  bill. 

As  hearings  were  concluded  May  19, 
there  were  indications  the  industry  wit- 
nesses had  made  a good  impression  with 
strong  arguments  against  federal  cap- 
ture of  time  segments  and  their  cam- 
paign program  formulas. 

But  there  remained  subcommittee 
sentiment  in  favor  of  federal  control 
of  campaign  telecasts  based,  for  exam- 
ple, on  the  fact  that  the  three  net- 
works differed  on  how  the  time  would 
be  utilized.  Network  executives,  how- 
ever, felt  they  could  get  together  on  a 
solution,  just  as  they  have  previously 
agreed  in  similar  situations. 

The  Specifics  ■ Here  is  what  the  net- 
works proposed  in  their  free-time  offers: 

NBC-TV — Eight  one-hour  Meet  the 


Press  broadcasts  in  prime  Saturday  eve- 
ning time,  six  to  include  appearances 
by  Democratic  and  Republican  nomi- 
nees. 

CBS-TV — Eight  exclusive  one-hour 
telecasts  in  prime  time  for  debates  and 
discussions. 

ABC-TV — Each  major  network  to 
offer  three  best  time  periods  with  largest 
audiences  on  rotating  basis  for  nine 
weeks  for  use  by  two  major  candidates 
(consent  of  Dept,  of  Justice  and  FCC, 
and  waiver  of  Sec.  315  required). 

The  FCC  acted  quickly  to  a sub- 
committee suggestion  that  it  find  out 
the  plans  and  policies  of  broadcasters 
for  the  autumn  campaign,  sending  out 
a questionnaire  May  19  (see  story  page 
78). 

Politicians  Testify  ■ A number  of 
individuals  prominent  in  public  life  sub- 
mitted statements  on  the  bill.  They  in- 
cluded Adlai  Stevenson,  Democratic 
candidate  in  1952  and  1956;  Paul  M. 
Butler,  Democratic  national  chairman; 
Ex-President  Herbert  Hoover,  Thomas 
E.  Dewey,  former  Republican  candi- 
date, and  Vice  President  Richard  Nixon. 
NBC  and  CBS  submitted  briefs  con- 
testing constitutionality  of  the  legisla- 
tion. Whitney  North  Seymour,  presi- 
dent-elect of  the  American  Bar  Assn., 
argued  on  behalf  of  NAB  that  the  bill 


raised  grave  constitutional  questions 
(see  statements  and  briefs,  page  76). 

The  spectre  of  Sec.  315  of  the  Com- 
munications Act  was  raised  by  all  wit- 
nesses, with  industry  testimony  taking 
the  position  Sec.  315  would  confine 
network  programs  to  news-type  format 
unless  the  section  is  suspended.  The 
three  networks  showed  willingness  to 
get  together  on  voluntary  allocation 
of  time  for  the  campaign,  with  the  Dept, 
of  Justice  and  FCC  looking  on.  And  all 
called  for  some  form  of  relief  from 
Sec.  315  during  the  fall  political  cam- 
paign. 

A provision  of  the  bill  limiting  free 
time  to  parties  that  had  at  least  4% 
of  votes  in  the  last  presidential  election 
drew  industry  criticism  because  it 
could  bar  major  third-party  candidates 
from  participation. 

Dr.  Frank  Stanton,  president  of  CBS 
Inc.,  was  the  first  network  president  to 
offer  free  time.  He  proposed  an  hour  of 
prime  evening  time  each  week  for  de- 
bates and  discussions  by  presidential 
candidates  so  television  can  “play  a 
more  effective  role  in  contributing  to 
an  informed  and  active  democracy.” 

Amend  Sec.  315  ■ The  CBS  offer  was 
contingent  on  amendment  of  Sec.  315 
to  exempt  debates  and  panel  discussions. 
Affiliates  have  agreed  almost  unani- 


'Give  us  a chance'  ■ Frank  Stanton,  CBS  Inc.  president, 
told  Senate  subcommittee  networks  will  do  a good  job 
during  campaign  by  programming  politics  voluntarily. 


Unsound  and  unfair  ■ David  C.  Adams,  NBC  senior 
executive  vice  president,  pointed  out  how  Senate  bill  singles 
out  tv  among  media  for  seizure  of  facilities. 
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mously  to  supply  their  facilities,  he 
said.  He  offered  another  idea — adoption 
of  a resolution  suspending  Sec.  315 
requirements,  to  be  followed  after  the 
campaign  by  a study  of  the  whole  sub- 
ject. In  any  case  he  flatly  opposed  a law 
compelling  broadcasters  to  provide  free 
time.  He  said  CBS’  offer  specifies  ex- 
clusive broadcasts. 

David  C.  Adams,  NBC  senior  execu- 
tive vice  president,  told  the  committee 
NBC's  offer  of  weekly  Meet  the  Press 
hour-long  programs  presenting  candi- 
dates had  led  Rep.  Stewart  L.  Udall 
(D-Ariz.)  to  withdraw  his  House  ver- 
sion of  the  free-time  bill  (HR  11260) 
as  superfluous  (At  Deadline,  May  9). 

Mr.  Adams  pointed  to  “grave  consti- 
tutional questions”  in  the  legislation, 
specifying  interference  with  freedom  of 
expression,  taking  property  for  public 
use  without  just  compensation  and  dis- 
crimination in  singling  out  one  medium 
for  donation  of  facilities  and  services. 
The  NBC  offer  was  first  made  April  21 
by  Robert  W.  Sarnoff,  board  chairman, 
in  a New  York  address  to  the  Academy 
of  Television  Arts  & Sciences. 

Oliver  Treyz,  ABC-TV  president, 
said  the  network  would  pre-empt  the 
three  hours  it  felt  would  provide  the 
largest  audience.  He  suggested  such 
programs  as  77  Sunset  Strip,  The  Un- 
touchables and  Donna  Reed-Real  Mc- 
Coys. CBS,  he  suggested,  could  preempt 
Have  Gun  Will  Travel  and  Gunsmoke 
or,  Ed  Sullivan  and  Perry  Mason,  and 
NBC  Wagon  Train,  Perry  Como  and 
Bonanza. 

Sen.  A.S.  Mike  Monroney  (D-Okla.) 
insisted  during  the  hearing  that  the  bill 
would  solve  the  difficult  problem  of  pro- 
viding time  for  candidate  appearances 


Let's  rotate  ■ Facing  crossfire,  ABC 
president  Oliver  Treyz  proposed  three- 
way  division  of  voluntary  prime  time. 


All  were  opposed  ■ Vice  President  Thomas  E.  Dewey  criticized  Senate 

Richard  Nixon,  ex-President  Herbert  bill  to  seize  network  time  for  politics. 

Hoover  and  ex-presidential  candidate  (See  separate  story  page  76). 


on  tv.  And  Sen.  Ralph  W.  Yarborough 
(D-Tex.),  co-author  with  Sen.  Mon- 
roney of  S 3171,  kept  emphasizing  the 
air  belongs  to  the  people,  with  industry 
witnesses  accepting  his  point  but  dis- 
agreeing with  the  right  of  Congress  to 
seize  time  segments  or  control  program 
content. 

See  How  It  Works  ■ Adlai  Steven- 
son, Democratic  presidential  nominee 
in  1952  and  1956  and  former  governor 
of  Illinois,  was  receptive  to  the  idea  of 
a voluntary  plan  among  the  networks 
to  make  tv  time  available  to  major 
presidential  nominees,  but  said  Sec. 
315  would  have  to  be  amended  anyway 
to  eliminate  demands  for  equal  time  by 
splinter  candidates.  He  thought  the 
plan  might  be  tried  to  see  “how  it 
works.” 

He  didn’t  think  presently-exempted 


news  and  panel  programs  would  be  a 
good  substitute  because  they  are  “inter- 
rogative” and  “diluted.”  The  candi- 
date should  be  able  to  talk  on  any 
subject  he  wishes  without  interruption 
or  cueing,  he  thought. 

Mr.  Stevenson  felt  a half-hour  for 
each  candidate  for  eight  weeks  is 
enough,  45  minutes  at  most.  He  didn’t 
explain  exactly  why  he  would  modify 
the  amount  of  time,  but  did  say  he 
received  a wire  from  one  irate  viewer 
during  the  1956  campaign:  “I  like  Ike 
and  I Love  Lucy.  Drop  dead!” 

The  former  Democratic  nominee  said 
he  had  no  objection  to  federal  financing 
of  appearances  on  tv  by  presidential 
candidates,  but  he  thought  networks 
could  well  afford  to  contribute  eight 
hours  of  time  every  four  years. 

Mr.  Stevenson  felt  tv  networks  would 


How  about  stations?  ■ Adlai  Steven- 
son figured  networks  will  donate  time; 
but  was  not  certain  affiliates  will  re- 


spond. He  urged  amendment  of  Sec. 
315,  wondered  if  half-hour  or  less 
might  be  preferable  to  hour  show. 
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MUSIC 

all  day  long  to  suit  every 
mood  of  the  day.  Free- 
dom from  weird  sounds 
. . . freedom  from  gim- 
micks . . . just  wonderful 
entertainment. 

NEWS 

More  newscasts  per  day 
than  any  other  local  sta- 
tion. Local  news  gather- 
ing as  well  as  reporting. 
National  and  international 
coverage  all  through  the 
day  from  NBC's  excellent 
staff. 


PERSONALITIES 

that  are  well-known  and 
welcome  in  every  home 
. . . selected  to  suit  the 
program  . . . and  backed 
by  vigorous  promotion. 

NETWORK 

Monitor  for  the  week-end, 
plus  NBC’s  on  the  spot 
coverage  of  events  when 
they  happen — where  they 
happen. 

Facts,  figures,  data,  sta- 
tistics and  other  pertinent 
information  are  at  the 
fingertips  of  your  PGW 
Colonel.  See  him  today. 
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be  as  cooperative  as  they  can  be  under 
law,  but  wondered  if  individual  stations 
would  go  this  far. 

Try  Voluntary  System  ■ Sen.  Thrus- 
ton  B.  Morton  (R-Ky.),  Republican 
National  Chairman,  said  Congress 
should  “try  out”  the  voluntary  system 
suggested  by  the  television  industry  but 
he  favored  a free  tv  time  bill  if  this 
doesn’t  work  satisfactorily.  He  thought 
a law  giving  free  time  to  presidential 
candidates  would  build  up  pressure  to 
give  free  time  to  candidates  for  offices 
at  all  levels.  Sen.  Gale  McGee  (D- 
Wyo.)  said  the  problem  of  giving  free 
tv  time  to  candidates  for  lesser  offices 
ought  to  be  argued  on  its  own  merits 
later.  Sen.  A.S.  Mike  Monroney  (D- 
Okla.),  who  has  expressed  his  belief 
a law  is  necessary,  said  that  even  if  the 
networks  are  cooperative,  individual 
stations  may  be  reluctant  to  clear  the 
time  under  a voluntary  plan.  “You’re 
inviting  total  failure,”  he  said. 

Difficulties  ■ Frederick  W.  Ford, 
FCC  chairman  said  the  FCC  takes  no 
position  on  the  bill,  but  wants  to  point 
out  difficulties.  One,  he  said,  is  that 
neither  the  FCC  nor  the  Communica- 
tions Act  has  ever  affirmatively  re- 
quired licensees  to  carry  specific  pro- 
grams as  the  bill  provides,  leaving  that 
to  the  licensee.  He  noted  the  public 
might  object  to  pre-emption  of  other 
programs  by  political  speeches. 

The  bill  ought  to  define  “network” 
to  eliminate  regional  or  special  net- 
works from  its  requirements,  he  sug- 
gested. The  measure  also  is  ambiguous 
in  specifying  the  amount  of  time  for 
candidates,  he  said.  He  pointed  out 
other  ambiguities  or  inconsistencies.  He 
saw  difficulty  in  simultaneous  hookups 
by  networks  with  some  30  independent 
commercial  tv  stations,  plus  educational 
stations  and  those  in  Alaska,  Hawaii, 
Guam  and  Puerto  Rico. 

The  FCC  chairman  agreed,  after 
some  discussion,  to  a request  by  Sen. 
Monroney  that  the  agency  query  all 
tv  licensees  on  their  plans  and  policies 
regarding  political  broadcasts  during 
the  forthcoming  election  campaign 
and  whether  they  will  carry  political 
broadcasts  paid,  sustaining  or  both. 
The  period  would  cover  Labor  Day  to 
Election  Day. 

Barrage  of  Questions  ■ Dr.  Stanton 
was  interrupted  by  questions  shortly 
after  he  began  reading  his  prepared 
statement  May  17.  He  cashed-in  on  the 
subcommittee  questioning  by  pointing 
out  that  the  back-and-forth  exchange 
provided  a more  effective  and  interest- 
ing discussion  than  reading  of  a formal 
statement.  That’s  why  CBS  wants  to 
pick  the  time  and  format  of  its  political 
features,  he  explained. 

He  contended  the  federal  govern- 
ment would  be  dictating  a “journalistic 
function”  under  the  proposal.  “This  bill 


Unconstitutional  ■ Whitney  North  Sey- 
mour, for  NAB,  said  political  bill  is 
violation  of  first,  fifth  amendments. 


will  not  help  move  information,”  he 
added.  “We  would  have  candidates 
coming  out  of  the  woods  all  over  the 
country  because  Sec.  315  and  the  bill 
are  intertwined.”  He  reminded  there 
were  1 8 parties  with  presidential  candi- 
dates in  1952  and  1956. 

Dr.  Stanton  said  he  “opposed  some- 
one in  an  office  saying  we  must  give  a 
percentage  of  time  to  this  or  that  journ- 
alistic function.”  He  called  the  legisla- 
tion “merely  a free  time  bill,  not  a de- 
bate.” 

Chairman  Pastore  observed  that  the 
Communications  Act  requires  public 
service  time.  “I’m  not  aware  that  it 
does,”  Dr.  Stanton  replied,  clearing  up 
a misapprehension. 

To  Sen.  A.S.  Mike  Monroney’s  (D- 
Okla.)  remark  that  the  presidential  race 
might  be  a “Mickey  Mouse  campaign,” 
Dr.  Stanton  said,  “The  time  has  come 
to  let  us  put  on  long  pants  and  do  the 
job.”  He  insisted  the  network’s  affiliates 
will  provide  facilities,  with  95%  of  ef- 
fective circulation  covered. 

When  Sen.  Gale  W.  McGee  (D- 
Wyo.)  feared  CBS  would  put  campaign 
programs  opposite  popular  broadcasts, 
Dr.  Stanton  said,  “I’m  troubled  by  the 
question  of  forcing  the  public  to  see  a 
single  program  or  they  can’t  look  at  a 
tv  set.”  Sen.  McGee  contended  the  bill 
was  merely  mild,  preventive  legisfation 
that  doesn’t  sentence  the  public  to  look 
at  a tv  receiver.  Chairman  Pastore  felt 
most  people  are  interested  in  the  issues 
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Does  your  family 
have  these 
breakfast  problems? 


Does  Junior  get  up  with  no  appetite... 
and  dawdle  over  his  food? 


Does  Dad  rush  off  to  work 
with  one  cup  of  coffee 
and  a bun  to  sustain  him? 


Does  Sister  skip 
breakfast  entirely... to 
keep  a trim  figure? 


The  success  or  the  failure  of  your  day 
often  depends  on  the  breakfast  that 
starts  it.  And  yet,  far  too  many  of  us 
either  skip  breakfast  entirely — or  eat  a 
sparse  one  on  the  run — or  substitute 
“coffee  breaks”  for  a healthful,  nourish- 
ing morning  meal. 

If  you’ve  never  thought  breakfast  im- 
portant, consider  these  facts.  In  the 
morning,  perhaps  more  than  at  any 
other  time  of  the  day,  you  need  a well- 
balanced  meal.  That’s  because  your 
energy  is  lowest  after  the  long  stretch 
between  dinner  and  breakfast.  So,  your 
body  requires  “fuel”  to  renew  your 
energy— to  help  you  feel  better,  think 
and  work  more  efficiently. 

On  the  other  hand,  a sparse  break- 
fast invites  physical  and  mental  fatigue. 
In  fact,  many  studies  show  that  when 
you  eat  little  or  no  breakfast,  tiredness 
will  almost  surely  overtake  you  while 
the  morning  is  still  young. 

How  much  breakfast  should  you 
eat?  Enough  to  supply  at  least  one- 


quarter  of  your  total  food  needs  for  the 
day.  And  to  get  all  of  the  essential  nu- 
trients— carbohydrates,  proteins,  vita- 
mins and  minerals — your  breakfast 
should  include  fruit  in  some  form; 
bread  made  from  wholegrain  or  en- 
riched flour;  cereal,  eggs,  meat  or  fish; 
and  milk  to  drink  or  to  use  on  a cereal. 

Such  a breakfast  (with  other  things 
you  like  including  coffee  or  tea)  should 
be  eaten  by  everyone  in  the  family — 
mother,  father  and  the  children. 

Try  it  for  a while.  Chances  are  you’ll 
notice  how  much  more  energy  you  have, 
and  how  much  better  you’ll  feel  around 
1 1 o’clock  than  you  did  before. 


If  you  have  “no  time”  for  breakfast, 
here’s  a good  plan  to  follow:  just  set 
the  alarm  clock  a quarter  of  an  hour 
earlier  than  usual.  You’ll  never  miss 
those  1 5 minutes.  And  to  save  time  in 
the  morning,  plan  and  prepare  things 
the  night  before. 

Even  if  you’re  on  a reducing  diet, 

don’t  make  the  mistake  of  skipping 
breakfast.  Without  breakfast,  you’re 
far  more  likely  to  overeat  at  lunch  or 
dinner.  And  that  can  wreck  anyone’s 
program  of  weight  control. 

All  of  us,  overweight  or  normal, 
should  take  time  to  eat  a substantial, 
unhurried  breakfast. 


Metropolitan  Life 
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and  it  isn’t  necessary  to  capture  the 
viewer  by  force. 

Sen.  Monroney  said  there’s  no  way 
to  communicate  with  100  million  people 
except  television.  He  and  Sen.  Clair 
Engle  (D-Calif.)  described  television  as 
fairer  than  the  press.  Sen.  Yarborough 
disagreed  with  Dr.  Stanton’s  statement 
that  broadcasting  enjoys  the  same  free- 
dom as  the  press.  But  Dr.  Stanton  said 
WBBM-TV  Chicago,  for  example,  a 
CBS  o&o  station,  can  support  a candi- 
date editorially  if  it  wishes  but  has  an 
obligation  to  provide  equal  time.  “We 
may  not  be  told  what  we  have  to  do,” 
he  said.  “Editorials  are  divorced  from 
news,  which  should  be  objective.”  He 
said  it  would  be  just  as  fair  to  take 
time  as  to  require  free  use  of  railroads 
or  air  line  facilities.  Sen.  Strom  Thur- 
mond (D-S.C.)  called  the  bill  a step  to- 
ward government  censorship. 

Dr.  Stanton  pointed  out  the  White 
House  and  many  broadcasters  question 
the  feasibility  of  carrying  a presidential 
broadcast  simultaneously  on  all  net- 
works, except  in  case  of  emergency. 

It’s  Unfair  ■ Mr.  Adams,  NBC  vice 
president,  termed  the  bill  unsound  be- 
cause it  would  compel  broadcasters  to 
do  what  Sec.  315  prevents  them  from 
doing,  unfair  because  it  singles  out  tv 
from  the  media  field  for  seizure;  unwise 
because  it  removes  from  broadcasters 
the  exercise  of  judgment  in  allocation 
of  time  and  programming  and  unneces- 
sary because  networks  have  found  ways 
to  present  candidates  effectively. 

He  was  questioned  on  NBC’s  rejec- 
tion of  the  Humphrey-Kennedy  debate 
in  West  Virginia  after  originally  offer- 
ing to  carry  it.  He  explained  how  the 
network  had  finally  refused  coverage 
when  its  Huntington,  W.Va.,  affiliate, 
WSAZ-TV  was  blacked  out  by  a news- 
paper’s directive. 

The  network  gets  “exceedingly  large 
lineups”  of  affiliates  for  important 
special  events,  he  said,  recalling  123 
participated*  on  short  notice  when  Presi- 
dent Eisenhower  returned  from  Latin 
America. 

Mr.  Adams  listed  lack  of  specified 
program  format  as  a weakness  of  S 
3171.  “Somebody  has  to  be  the  supreme 
court  of  network  debate  rules,”  Sen. 
Monroney  said.  Like  Dr.  Stanton,  Mr. 
Adams  opposed  legislation  requiring 
all  three  networks  to  broadcast  a pro- 
gram simultaneously  but  he  said  NBC, 
unlike  CBS,  did  not  insist  that  every 
program  be  exclusive.  Sen.  Monroney 
suggested  perhaps  a referee  could  work 
out  appearances  of  candidates  since 
separate  appearances  on  all  networks 
might  be  a burden. 

ABC  President  Treyz  thought  the 
combined  schedules  of  network  appear- 
ances might  curtail  public  interest  in 


candidates.  He  termed  the  bill  alien  to 
the  constitutional  concept  of  a free 
press,  with  expropriation  the  main  issue. 
He,  too,  found  inequity  in  selection  of 
tv  from  mandatory  action.  He  said  the 
network  is  preparing  to  report  the  two 
party  conventions  and  will  give  the 
campaign  extensive  news  coverage. 

Flanked  by  Mort  Weinbach,  ABC 
vice  president-general  counsel,  he  said 
the  bill  recaptures  more  than  spectrum 
grants  by  misconceiving  “the  basic  na- 
ture of  every  station’s  principal  com- 


Congress  lacks  the  power  to  com- 
mandeer free  time  on  tv  networks  for 
presidential  campaign  broadcasts  and 
to  specify  their  content,  the  Senate 
Communications  Subcommittee  was 
told  last  week  during  its  hearing  on 
proposed  legislation  (S  3171). 

Statements  in  opposition  to  the  bill 
were  submitted  by  Ex-President  Herbert 
Hoover;  Thomas  E.  Dewey,  ex-presi- 
dential  candidate;  Vice  President  Rich- 
ard Nixon  and  the  Oklahoma  Broad- 
casters Assn. 

A brief  submitted  for  CBS  Inc.  by 
Rosenman,  Goldmark,  Colin  & Kaye 
pointed  out  that  Congress  would  for  the 
first  time  be  dictating  what  should  go 
into  a particular  program.  This  was 
termed  “a  radical  change  in  the  policy 
which  has  governed  federal  regulation 
of  broadcasting.” 

The  First  Amendment  would  be  im- 
pinged, the  brief  held,  by  restricting 
stations  and  networks  in  their  freedom 
to  decide  what  time,  if  any,  is  to  be 
devoted  to  candidates  and  the  condi- 
tions under  which  the  broadcasts  take 
place.  In  addition  the  plan  would  oper- 
ate, as  does  a tax,  to  reduce  revenues. 
Little  support  was  found  for  constitu- 
tionality of  the  bill.  The  due  process 
clause  of  the  Fifth  Amendment  also 
was  cited,  with  mention  that  a federal 
license  does  not  remove  protection 
from  a business. 

Higher  Duty  ■ Whitney  North  Sey- 
mour, special  counsel  to  NAB  and  a 
member  of  the  New  York  law  firm  of 
Simpson,  Thacher  & Bartlett,  said 
maintenance  of  “the  liberties  of  Ameri- 
cans, including  their  right  to  enjoy 
property  without  unjustified  interfer- 
ence by  the  government,  may  be  a 
higher  duty  than  providing  free  tv  time 
to  presidential  candidates.”  In  an  ex- 
tensive constitutional  analysis,  Mr.  Sey- 
mour pointed  to  Fifth  Amendment  dis- 
crimination in  singling  out  tv  from 
other  media,  requiring  donation  of  fa- 
cilities and  properties  without  compen- 
sation. He  said  the  discrimination  had 
nothing  to  do  with  the  special  circum- 


modities  including  time  and  the  right  to 
sell  it,  cameras,  studios,  personnel,  skill, 
transmission  gear  and  cables.” 

Eric  Haas,  Socialist  Labor  candidate 
for  president,  said  the  bill  will  enable 
broadcasters  to  bar  all  minority  party 
candidates  from  the  air.  He  said  amend- 
ment of  Sec.  315  has  hurt  minority 
parties. 

As  the  hearing  ended  the  committee 
received  a statement  from  Sen.  Hubert 
H.  Humphrey  (D-Minn.)  favoring  pas- 
sage of  the  bill. 


stances  permitting  regulation  of  broad- 
casting. 

The  First  Amendment,  he  said, 
“would  seem  to  forbid  favoritism  by  the  ' 
federal  government  in  providing  free 
platforms  as  between  candidates  of  j 
major  and  minor  parties.”  He,  too, 
pointed  out  the  4%  standard  in  the 
bill  would  have  denied  facilities  to  im- 
portant candidates  such  as  Theodore  | 
Roosevelt  in  1912  and  Robert  M.  La- 
Follette  in  1924. 

Similarly  an  NBC  brief  prepared  by  | 
Cahill,  Gordon,  Reindel  & Ohl  cited  i 
constitutional  problems.  In  addition  it 
listed  a series  of  vague  and  unanswered  i 
questions  dealing  with  designation  of  | 
time  periods  and  type  of  facilities,  pen- 
alties for  noncompliance,  nonfulfill- 
ment of  contracts,  recording  and  dis-  ; 
tribution  costs,  candidates’  waivers  of 
requirements,  obligations  of  non-affili-  j 
ates  and  selection  of  studios. 

Statements  Entered  ■ Several  public 
figures  submitted  statements  to  the  com- 
mittee. 

Ex-President  Hoover’s  comment  on  | 
the  bill  was  terse.  It  follows:  “My  own 
opinion  is  that  if  we  are  to  avoid  gov-  | 
ernment  censorship  of  free  speech  we 
had  better  continue  the  practice  of 
candidates  providing  their  own  televi- 
sion and  radio  programs.” 

Mr.  Dewey,  former  Republican  can- 
didate for  the  presidency,  said  the  bill 
“would  appropriate  the  property  of  the  | 
broadcasters  without  compensation.”  j 
He  felt  use  of  airwaves  is  no  more  | Tl 
relevant  to  the  discussion  than  the  fact 
that  newspapers  and  magazines  use  j 
paper  made  from  lumber  cut  from  pub-  j 
lie  lands,  or  that  they  use  the  mails.  ! 
The  next  step,  he  said,  would  be  to  re-  ! 
quire  free  time  for  lower  offices.  “It  j 
would  be  equally  consistent  then  to  re-  j 
quire  that  newspapers  print  the  full 
texts  of  speeches  of  candidates  on  their  I 
front  pages  and  that  news  magazines  j 
give  equal  space,”  he  said. 

Mr.  Dewey  suggested  the  purpose  of  ! 
the  bill  could  be  accomplished  by 
amending  the  law  so  stations  and  net- 


FREE  TIME  VS.  CONSTITUTION 

Republican  leaders  oppose  any  mandates 
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AN  EDITORIAL 


A chance  to  clean  up  the  image 


BY  political  accident  broadcasters  have  been  given  a 
chance,  and  a good  one,  to  cover  the  1960  election 
campaigns  with  the  same  freedom  accorded  to  the  press. 

Suddenly  it  has  become  possible  to  obtain  a suspen- 
sion of  Sec.  315,  the  law  that  has  prevented  the  intelli- 
gent presentation  of  political  information  on  radio  and 
television. 

This  is  an  opportunity  that  cannot  be  ignored  by  any 
broadcaster  who  aspires  to  a status  superior  to  that  of 
jukebox  operator  or  popcorn  concessionaire. 

It  is  an  opportunity  that  has  come  when  it  was  most 
needed — by  broadcasters  and  the  public.  Great  national 
policies  will  be  formed  during  the  1960  campaigns.  If 
broadcasting  covers  the  campaigns  with  wisdom,  in- 
genuity and  thoroughness,  the  electorate  that  goes  to  the 
polls  next  November  will  be  the  best  informed  in  history, 
and  the  image  of  broadcasting,  now  defaced  by  the  in- 
vestigations of  recent  months,  will  have  been  fully  re- 
paired. 

But  first  broadcasting  must  attain  the  freedom  to  act 
as  a responsible  force  in  journalism.  An  unexpected 
series  of  political  developments  has  made  this  possible. 

THE  23  senators  who  endorsed  the  Senate  bill  to  force 
free  television  time  for  presidential  candidates  un- 
wittingly created  the  chance  for  suspension  of  Sec.  315. 

In  opposing  the  free  time  bill  at  hearings  last  week 
(see  story  page  72)  all  three  networks  offered  to  give 
prime  time  for  appearances  by  the  major  candidates,  but 
they  pointed  out  that  these  special  appearances  would 
not  be  exempt  from  equal  time  demands  by  minor  candi- 
dates unless  Sec.  315  were  modified. 

It  was  Frank  Stanton,  the  first  network  witness,  who 
suggested  that  Congress  consider  a resolution  suspending 
315  only  during  the  1960  campaigns.  If  broadcasters 
failed  to  prove  their  responsibility  in  that  period,  he  said, 
the  section  would  be  automatically  restored. 

To  at  least  some  of  the  members  of  the  Senate  Com- 
merce Committee  the  suggestion  seemed  to  have  appeal. 
There  is  reason  to  believe  that  most  members  of  the 
Congress  would  be  willing  to  scrap  the  legislation  forcing 
free  television  time  if  they  were  certain  of  getting  free 
time  by  voluntary  action  of  the  networks. 

The  networks  have  volunteered.  It  remains  for  the 
Congress  to  modify  Sec.  315  to  make  acceptance  of  the 
networks’  offers  possible.  The  easiest  way  to  modify  Sec. 
315  is  the  one  Dr.  Stanton  suggested.  And  the  suspension 
of  the  section  ought  to  be  applicable  to  all  political  candi- 
dates this  year  if  broadcasters  are  to  be  given  the  chance 


to  prove  their  total  effectiveness. 

At  this  point  the  networks  have  aroused  interest  in  a 
suspension  of  Sec.  315  to  accommodate  broadcasts  by 
the  major  candidates  for  the  presidency  and  vice  presi- 
dency. There  is  no  logical  reason  why  equal  accommoda- 
tion should  not  be  made  for  major  candidates  for  other 
offices. 

Senators,  congressmen  and  governors  will  be  elected 
this  year.  We  cannot  imagine  why  the  candidates  for 
those  offices  would  be  less  interested  in  broadcast  cover- 
age of  their  campaigns  than  in  coverage  of  the  cam- 
paign for  the  presidency  and  vice  presidency. 

ONLY  an  immediate  and  massive  effort  by  a vast  ma- 
jority of  broadcasters  can  stimulate  a suspension  of 
Sec.  315  in  the  few  weeks  before  congressional  adjourn- 
ment. 

Broadcasters  should  appeal  to  their  senators  and  con- 
gressmen for  the  chance  to  act  as  responsible  journalists. 
The  appeal  need  not  be  accompanied  by  offers  of  free 
time  for  freewheeling  political  oratory.  It  should  be  based 
on  the  broadcasters’  desire  to  take  maximum  advantage 
of  broadcasting’s  superior  abilities  to  present  political 
news — and  on  broadcasting’s  right  to  sell  time  for  politi- 
cal advertising.  If  broadcasters  do  not  assert  themselves 
in  this  moment  of  unprecedented  opportunity,  the  legis- 
lators may  be  excused  for  retaining  their  belief  that  a 
good  many  broadcasters  are  more  interested  in  advanc- 
ing their  fortunes  than  in  advancing  their  art. 

In  seeking  relief  from  Sec.  315,  broadcasters  must 
be  prepared  to  assume  new  responsibilities.  In  a sense 
Sec.  315  has  been  a comfort  to  those  who  wish  to  avoid 
the  inconveniences  of  journalism.  It  is  easier  to  follow 
a set  of  government  rules  than  to  make  and  stick  by  an 
editorial  decision. 

Yet  we  feel  sure  that  there  is  no  more  refuge  to  be 
had  in  Sec.  315.  Unless  broadcasters — all  of  them — 
demand  the  right  and  accept  the  responsibility  of  pre- 
senting political  information  as  fully,  dramatically  and 
informatively  as  the  technology  at  their  command  per- 
mits, they  are  inviting  more  and  more  intercession  by 
the  government. 

Is  this  a wild  alarm?  As  reported  elsewhere  in  this  is- 
sue, the  FCC  has  asserted  that  it  counts  political  broad- 
casting a public  service  to  be  assessed  at  license  renewal 
time  or  in  applications  for  new  stations.  It  has  also  spe- 
cifically referred  to  political  broadcasting  as  one  of  the 
activities  its  new  staff  of  investigating  agents  will  keep 
under  close  surveillance. 


works  would  be  permitted  to  give  such 
free  and  equal  time  to  the  candidates 
of  the  two  major  parties  as  they,  in  the 
exercise  of  their  editorial  discretion, 
consider  wise  and  proper.”  He  felt  pub- 
lic opinion  would  correct  any  abuses. 

Vice  President  Nixon  told  the  sub- 
committee the  tv  industry  is  a pri- 
vate enterprise  subject  to  economic 
hazards.  He  opposed  expropriation  of 
time  without  compensation.  He  noted 
that  segments  of  the  tv  industry  already 
have  voluntarily  offered  time  to  presi- 
dential candidates. 

Financial  Ability  ■ A political  party 
must  pass  the  test  of  ability  to  finance 


its  activities  through  contributions,  he 
said.  He  saw  no  evidence  that  either 
major  party  has  been  unable  to  obtain 
adequate  financing  in  the  past  to  pre- 
sent its  case  fully  and  fairly  to  the 
people.  Nor  is  there  evidence  that  the 
party  with  the  most  money  has  regular- 
ly won,  he  said. 

The  Vice  President  objected  to  “pass- 
ing a law”  as  a way  of  solving  the  prob- 
lem, holding  it  would  needlessly  invite 
additional  federal  intervention  and  reg- 
ulation in  an  area  of  peculiar  sensi- 
tivity. 

William  Boyle,  former  chairman  of 
the  Democratic  National  Committee, 


gave  “full  support”  to  the  bill,  citing 
the  “overwhelming  burden  which  ex- 
penditures for  tv  place  upon  a party 
organization.”  He  felt  it  would  be  ask- 
ing “very  little  of  our  great  national  tv 
networks  and  the  stations”  to  contribute 
time  every  four  years,  when  there  is  a 
presidential  election. 

Give  ’Em  a Chance  ■ Paul  M.  Butler, 
Democratic  National  Chairman  sug- 
gested in  a statement  the  elimination 
of  Sec.  315  restrictions  to  give  the 
tv  networks  and  affiliates  a chance  to 
make  a public  service  offer  of  free  tv 
time.  He  recommended  immediate 
amendment  of  Sec.  315  if  the  networks 
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have,  during  the  hearing,  committed 
themselves  to  such  an  offer.  If  they 
don’t,  he  said,  “then  we  urge  the  im- 
mediate passage”  of  the  bill. 

Nominees,  Mr.  Butler  stated,  should 
meet  any  extra  expenses  of  recording 
for  tv  presentation  in  other  time  zones 
where  simultaneous  broadcast  is  im- 
possible. If  networks  and  affiliates  fail 
to  respond.  Congress  has  the  duty  to 
enact  a bill  to  guarantee  tv  exposure 
of  the  major  presidential  nominees  and 
their  beliefs,  he  said. 

lack  F.  Christie  tv-radio  director 
of  the  Democratic  committee,  said 
some  candidates  have  become  disgusted 
with  appearing  on  exempted  panel 
shows  because  the  interrogators  deter- 
mine what  shall  be  discussed.  He  said 
his  party  would  prefer  simulcast  expo- 
sure of  candidates  by  the  networks.  He 
said  no  decision  has  been  made  as  to 
format  of  programs  for  which  time 
will  be  purchased.  He  thought  a half- 
hour  weekly  for  each  candidate  would 
be  enough. 

Oklahoma  Broadcasters  Assn,  op- 
posed the  bill  in  a telegram  to  the  sub- 
committee. “This  makes  no  sense  to 
us,”  the  association  said  in  a message 
from  Tom  lohnson,  KTOK  Oklahoma 
City,  OBA  president.  The  bill  was  de- 
scribed as  “confiscatory,  discriminatory 
and  probably  unconstitutional.” 
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TV’S  POLITICAL  POLICIES? 

FCC  sends  questionnaires  to  find  answers 


It’s  questionnaire  time  at  the  FCC 
again — only  now  it  concerns  politics, 
not  payola. 

The  commission  made  public  May 
19,  the  questionnaire  it  is  sending  to 
all  tv  stations  inquiring  into  their  gen- 
eral policy  “with  respect  to  political 
broadcasts  and  ...  to  the  forthcoming 
. . . election  campaign.”  The  text  was 
released  only  three  days  after  FCC 
Chairman  Frederick  Ford’s  testimony 
before  the  Senate  Communications 
Subcommittee  (see  page  72).  The  sub- 
committee had  requested  the  FCC  ob- 
tain information  from  the  tv  licensees 
as  to  the  manner  in  which  they  “were 
carrying  out  their  obligation  to  serve 
the  public  interest  in  the  area  of  politi- 
cal broadcasting.” 

The  commission  clearly  states  in  the 
questionnaire’s  preamble  that  it  is  seek- 
ing “specific  information”  on  how  tv 
stations  “actually  handle  requests  for 
political  broadcast  time.” 

There  are  two  parts  to  the  question- 
naire, the  first  dealing  with  general 
policies  with  respect  to  political  broad- 
casts, and  the  second  with  station  poli- 
cies in  the  forthcoming  election  cam- 
paign. 

General  Policy  ■ Under  the  general 
policy  heading,  stations  are  asked 
whether  they  provide  free  time  to  poli- 
ticians, on  local,  state  and/or  national 
level.  Also,  the  FCC  wants  to  know 
whether  stations  “impose  any  general 
limitations”  as  to  length  or  frequency 
of  programs  or  spots  on  behalf  of  a 
political  candidate,  or  to  the  hours  in  a 
broadcast  day  made  available  to  him. 
If  free  time  is  provided,  the  commis- 
sion asks  whether  it  is  for  spots,  pro- 
grams or  both. 

In  connection  with  station  policy  for 
the  coming  presidential  election,  the 
FCC  is  primarily  interested  with  the 
problem  of  clearing  time  for  political 
broadcasts. 

The  commission  asks  licensees  to 
describe  “present  or  proposed  policy 
with  respect  to  clearing  time  for  sales” 
of  broadcasts  by  presidential  candidates 
from  either  network  or  non-network 
sources.  In  a related  question,  licensees 
are  queried  on  proposed  policy  re- 
garding time-clearing  for  sustaining 
programs  “offered  either  by  the  net- 
work ...  or  by  non-network  sources.” 

Deadline  for  replying  to  the  ques- 
tionnaire is  June  6. 

The  complete  text  of  the  question- 
naire follows: 

For  your  guidance  in  responding  to  the  ques- 
tionnaire, you  are  advised  that  it  is  not  neces- 
sarily required  that  licensees  have  adopted  a 


formal  written  policy  statement  with  regard  to 
the  matters  set  forth  below.  What  the  com- 
mission is  seeking  is  specific  information  as  to 
the  manner  in  which  television  stations  actually 
handle  requests  for  political  broadcast  time.  Reply 
must  be  submitted  by  officer  or  person  authorized 
by  licensee. 

A.  General  Policy  With  Respect  to  Political 
Broadcasts 

1.  State  whether  it  is  your  policy  (a)  to  sell 
time,  (b)  make  time  available  without 
charge,  (c)  both. 

2.  Does  your  policy  as  set  forth  in  reply  to 
question  1 differ  with  respect  to  broadcasts 
by  or  on  behalf  of  candidates  for  (a)  local, 
(b)  state,  or  (c)  national  officers?  If  yes, 
please  explain. 

3.  State  whether  it  is  your  policy  to  sell  time 
or  provide  time  without  charge  for  (a)  pro- 
grams, (b)  spot  announcements,  (c)  both. 

4.  Do  you  impose  any  general  limitations  with 
respect  to  the  length  and  frequency  of  a 
program  or  spot  announcement  by  or  on 
behalf  of  a particular  candidate?  If  yes, 
please  explain. 

5.  Do  you  impose  any  general  limitations  with 
respect  to  the  hours  during  the  broadcast 
day  in  which  you  sell  or  make  time  available 
without  charge  for  political  broadcasts? 
If  yes,  please  explain. 

B.  Political  Broadcast  With  Respect  to  Forth- 
coming Election  Campaign  (September-No- 
vember  1960) 

1.  In  connection  with  broadcasts  by  or  on  behalf 
of  candidates  for  President  and  Vice  Presi- 
dent, describe  your  present  or  proposed  policy 
with  respect  to  clearing  time  for  sales  of 
such  programs  made  either  by  the  network 
with  which  you  are  affiliated  or  by  non-net- 
work  sources. 

2.  In  this  same  connection,  describe  your  pres- 
ent or  proposed  policy  with  respect  to  clear- 
ing time  for  sustaining  programs  offered 
either  by  the  network  with  which  you  are 
affiliated  or  by  non-network  sources. 

(If  your  answers  to  the  above  questions  require 


On  the  bench  ■ Sen.  A.  S.  Mike  Mon- 
roney,  as  temporary  chairman  presid- 
ing at  the  Senate  Communications  Sub- 
committee free  time  hearing,  asked  the 
FCC  to  query  stations  on  their  political 
plans.  The  commission  did. 
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narrative  explanation,  please  provide  such  explana- 
! tion  on  a sheet  to  be  attached  to  your  reply. 
:!  Indicate  the  exact  question  for  which  narrative  is 
being  submitted  and  specify  your  call  letter  and 
station  location  on  each  attached  sheet.) 

Small-market  overtime 
relief  sought  by  NAB 

Small-market  radio  and  tv  stations 
should  be  exempted  from  overtime 
provisions  of  the  Fair  Labor  Standards 
Act,  Charles  H.  Tower,  NAB  broadcast 
personnel-economics  manager,  testified 
May  17  before  the  House  Labor  Stand- 
ards Subcommittee. 

Relief  is  needed  because  unusual 
operating  conditions  in  small-station 
broadcasting  make  strict  adherence 
awkward  and  even  impossible,  he  said. 

‘‘Such  relief  is  justified,”  Mr.  Tower 
explained,  “because  most  employers  in 
the  small-market  broadcasters’  business 
environment  are  not  now  subject  to  the 
law;  nor  will  most  of  them  be  covered 
|j  by  those  proposals  for  extended  cover- 
age which  are  being  given  serious  con- 
sideration. Both  operating  need  and 
equitable  treatment  support  the  plea  for 
legislative  attention.” 

The  problem  of  living  with  overtime 
provisions  is  steadily  increasing,  he 
said,  mainly  because  of  the  tremendous 
growth  in  the  number  of  small  radio 
and  tv  stations  in  the  last  three  years. 
He  cited  three  interrelated  aspects  of 
overtime  — determination  of  exempt 
status,  computation  of  regular  rate  of 
pay  and  counting  hours  worked.  He 
contended  the  minimum  wage  is  a 
hardship  in  very  small  markets  but 
made  no  request  for  such  exemption. 

Mr.  Tower  reminded  that  Congress 
has  granted  relief  from  oppressive  appli- 
cation of  the  wage-hour  law  in  situa- 
tions involving  both  need  and  equitable 
i treatment. 

KDB  says  it  isn’t  so 

KDB  Santa  Barbara,  Calif.,  recipient 
of  an  FCC  309(b)  letter  because  of 
“over-commercialization,”  (Broadcast- 
ing, March  28),  told  the  commission 
last  week  that  such  allegations  were 
unfounded. 

The  station  said  that  general  ac- 
ceptance of  its  programming  in  Santa 
Barbara,  as  shown  in  a survey  it  con- 
ducted, indicates  that  it  is  operating  in 
the  public  interest. 

Public  service  spots  interspersed 
with  music,  KDB  alleged,  are  more  ef- 
fective than  public  service  programs 
because  the  station  does  not  “alienate 
its  audience  by  uninteresting  interview 
shows  and  numerous  spots  spread  over 
days  or  weeks  reach  more  listeners.” 
Since  September  1958,  KDB  said,  it 
had  averaged  240  non-commercial  spots 
per  week. 


Thank  you , Governor  . . . 


First  radio  station  to  receive  a silver  award  from  the  Governor 
of  Maryland  for  a continuous  pedestrian  safety  program! 

. . . ANOTHER  REASON  WHY  . . . 

WEBB  is  the  leader  in  the 
Baltimore  Negro  community! 
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PAYOLA  DRAGNET  YIELDS  EIGHT 

New  York  grand  jury  charges  them  with  commercial  bribery 


The  New  York  district  attorney’s 
six-month  probe  of  payola  brought  the 
arrest  May  19  of  five  disc  jockeys  and 
three  radio  station  employes. 

Indictments  by  a grand  jury  charged 
the  eight  with  accepting  as  a group  a 
total  of  $116,580  in  payments  from 
recording  firms  and  record  distribut- 
ing companies.  They  were  indicted 
under  a provision  of  state  law  that 
makes  commercial  bribery  a misde- 
meanor. Conviction  carries  a sentence 
of  up  to  one  year  in  jail  and  a fine  of 
up  to  $500  or  both  on  each  count. 

The  district  attorney  entered  payola 
practices  in  November  when  his  office 
subpoenaed  books  and  records  of  a 
number  of  New  York  companies 
(Broadcasting,  Nov.  23,  1959). 

Description  ■ The  indictments  cover 
the  1958-59  period  during  which  the 
men  were  employed  by  New  York  radio 
stations.  Those  arrested  and  capsule 
descriptions  of  each  indictment  includ- 
ing total  amounts  allegedly  paid  each 
defendant  by  record  companies  follow: 

Alan  Freed,  former  WINS  disc 
jockey  who  subsequently  joined  WABC, 
had  his  own  program  on  WNEW-TV, 
but  is  now  on  KDAY  Los  Angeles.  Two 
informations  handed  up:  One  charging 
him  with  accepting  payments  in  1958 
from  a record  company  totaling  $10,- 
000;  a second  carrying  25  counts  cites 
payments  in  1958-59  totaling  $20,650 


Three  forced  smiles  ■ Disc  Jockey 
Alan  Freed  (second  from  r)  grins 
along  with  Mel  Leeds,  radio  program 
director  (1)  and  air  personality  Peter 
Tripp  (second  from  1)  as  they  are 


from  six  recording  companies:  Rou- 
lette Records,  $10,000;  Superior  Rec- 
ord Sales  Co.,  $8,900;  United  Artists 
Records,  $2,250;  Cosnat  Distributing 
Corp.,  $4,000;  Cosnat  Distributing 
(Cleveland  affiliate),  $2,000;  Action 
Records,  $2,000  and  Alpha  Distribut- 
ing Co.,  $1,500. 

Peter  Tripp,  WMGM  disc  jockey.  A 
39-count  information  cited  payments 
from  eight  record  companies  totaling 
$36,050:  Alpha  Distributing  Co.,  $10,- 
400;  Laurie  Records,  $8,000;  Abel  Pro- 
ductions, $5,000;  Coed  Records,  $4,- 
850;  Co-op  Distributing  Co.,  $3,000; 
Superior  Records  Sales,  $2,900;  End 
Music,  $1,000,  and  Atlantic  Record 
Sales  Co.,  $900. 

Mel  Leeds,  formerly  program  direc- 
tor of  WINS  and  now  assistant  station 
manager  at  KDAY.  A 40-count  infor- 
mation charging  bribe  payments  totaling 
$9,675  from  five  companies:  London 
Records,  $3,600;  Carlton  Record  Dis- 
tributing Corp.,  $2,175;  Hugo  & Luigi 
Productions,  $1,600;  Atlantic  Record 
Sales,  $1,300,  and  United  Artists  Rec- 
ords, $1,000. 

Tommy  Smalls,  WWRL  disc  jockey. 
An  information  carries  48  counts  citing 
total  payments  of  $13,385  from  18 
record  companies:  Cosnat  Distributing 
Corp.,  $3,800;  Atlantic  Record  Sales, 
$2,200;  United  Telefilm  Records,  $1,- 
800;  Superior  Record  Sales,  $1,525; 


booked  at  a New  York  police  station 
on  the  charge  of  commercial  bribery 
misdemeanors.  At  right  is  Detective 
Michael  Cannings.  Five  others,  along 
with  the  trio,  were  also  charged. 


Co-op  Distributing  Co.,  $950;  Roulette 
Records,  $500;  Fury  Records,  $460; 
Action  Records,  $350;  Portem  Distrib- 
uting, $325;  Brent  Music,  $300;  End 
Music,  $300;  Ember  Distributors,  $150; 
Hugo  & Luigi  Productions,  $150;  Big 
Top  Records,  $150;  Coed  Records, 
$125;  Malverne  Distributing,  $100; 
Gone  Recording,  $100;  and  United 
Artists  Records,  $100. 

Harold  B.  Jackson,  WLIB  disc 
jockey.  A 39-count  information  charg- 
ing $9,850  in  payments  from  nine  rec- 
ord companies.  Alpha  Distributing, 
$3,800;  Cosnat  Distributing,  $1,600; 
Superior  Record  Sales,  $1,475;  Rou- 
lette Records,  $1,000;  Atlantic  Record 
Sales,  $800;  Gone  Recording,  $500; 
Fury  Records,  $275;  Malverne  Distrib- 
utors, $250;  and  Ember  Distributors, 
$150. 

Jack  Walker,  former  WOV  (now 
WADO)  disc  jockey  and  now  with 
WLIB.  Cited  in  33-count  information 
charging  payments  of  $7,420  from  nine 
record  companies:  Alpha  Distributing, 
$2,250;  Cosnat  Distributing,  $1,550; 
Superior  Record  Sales,  $1,100;  Roulette 
Records,  $725;  Fury  Records,  $420; 
United  Telefilm  Records,  $300;  Gone 
Recording,  $125;  End  Music,  $100;  At- 
lantic Record  Sales,  $800. 

Joseph  Saccone,  record  librarian, 
WMGM  (left  station  in  March).  A 
seven-count  information  cited  payments 
of  $2,000:  Alpha  Distributing  Co., 
$2,000. 

Ronald  Granger,  former  record  li- 
brarian, WINS.  A 26-count  information 
accuses  him  of  accepting  $7,500:  Su- 
perior Record  Sales,  $2,300;  Alpha 
Distributing  Co.,  $1,700;  Malverne 
Distributors,  $1,200;  Brent  Music 
Corp.,  $700;  Coed  Records,  $700; 
Ember  Distributing,  $450;  Fury  Rec- 
ords, $300;  Laurie  Records,  $100,  and 
Roulette  Records,  $100. 

Stations’  Statements  ■ Asked  for  their 
statements,  station  managements  re- 
ported as  follows:  Arthur  M.  Tolchin, 
executive  vice  president  and  director  of 
WMGM,  said  the  station  had  been  ad- 
vised “previously”  that  Mr.  Tripp  was 
being  investigated.  An  attorney  immedi- 
ately questioned  the  disc  jockey  who 
“voluntarily  gave  the  station  a sworn 
affidavit  which  said  in  effect  that  he 
had  never  been  involved  in  what  is  com- 
monly known  as  ‘payola.’  ” Mr.  Tripp 
was  placed  on  probation,  Mr.  Tolchin 
said,  but  in  view  of  the  current  action 
WMGM  was  suspending  him  “immedi- 
ately, pending  the  final  determination.” 

Mr.  Tolchin  said  that  after  advise- 
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ment  Mr.  Saccone  was  under  investiga- 
tion, the  station  questioned  him  and  on 
the  basis  of  this,  “his  appointment  was 
terminated”  (last  March). 

Harry  Novik,  WLIB’s  president,  said 
he  had  cooperated  with  the  district  at- 
torney’s officer  who  called  upon  him  a 
few  months  ago  and  that  “we  will  study 
the  facts  and  then  make  a decision.” 

J.  Elroy  McCaw,  president  of  WINS, 
said  Mr.  Leeds  left  the  station  in  Jan- 
uary during  the  investigation  and  be- 
fore any  facts  had  become  known.  He 
said  the  station  had  requested  but  did 
not  receive  an  affidavit.  In  reference  to 
Mr.  Freed,  Mr.  McCaw  said  he  left  in 

1958  but  apparently  before  the  period 
covered  in  the  indictment. 

Edith  Dick,  general  manager, 
WWRL.  noted  the  station’s  policy  that 
makes  employes  subject  to  dismissal 
when  found  to  be  accepting  “gratitu- 
ities.”  She  said  Tommy  Smalls  on  Nov. 
23,  1959,  signed  an  affidavit  and  that 
in  view  of  the  information  now  dis- 
closed by  the  district  attorney,  his  em- 
ployment has  been  terminated.  He 
joined  the  station  Aug.  1,  1951. 

Payment  Methods  Sampled  ■ The 
District  Attorney’s  office  explained  that 
company  payments  took  various  forms. 
Mr.  Freed,  for  example,  allegedly  re- 
ceived $400-$700  per  month  to  favor 
records  from  companies,  while  in  other 
cases,  individuals  received  $50-$  100  on 
the  average  although  some  payments 
went  as  high  as  $750  per  month. 

The  investigators  found  flat  pay- 
ments, $25  per  record  for  example,  in 
certain  instances  for  plugging  a single 
record.  Mr.  Tripp,  it  was  noted,  al- 
legedly received  a Vi  cent  royalty  per 
record.  Two  examples:  Mr.  Tripp  is 
alleged  to  have  received  $4,850  for  two 
records  (“Sixteen  Candles”  and  “I  Won- 
der Why”)  and  $13,000  for  another 
record  on  this  royalty  basis. 

Indictments  covered  only  1958  and 

1959  because  of  a two-year  statute  of 
limitations  governing  charges  of  com- 
mercial bribery. 

Frank  S.  Hogan,  the  district  attor- 
ney, said  the  American  Guild  of  Au- 
thors and  Composers  made  information 
available  to  his  office  as  well  as  to  the 
House  Legislative  Oversight  Subcom- 
mittee. 

He  explained  that  the  station  person- 
nel, who  were  not  disc  jockeys,  were 
involved  as  they  had  authority  to  select 
recordings  to  be  played. 

Pleadings  ■ The  eight  men  were  ar- 
raigned at  Special  Sessions  Court  in 
Manhattan.  Mr.  Freed  and  Mr.  Leeds 
flew  to  New  York  to  surrender  to  au- 
thorities. Mr.  Freed  and  Mr.  Leeds 
pleaded  not  guilty.  Trial  was  set  for 
Sept.  19.  The  other  cases  were  ad- 
journed to  June  14.  All  eight  men  were 
paroled  in  the  custody  of  their  attorneys 
with  no  bail. 


The  record  companies  were  not  acted 
against,  as  the  usual  practice  is  to  pro- 
ceed against  only  one  party  to  an  al- 
leged bribery.  The  companies  therefore 
had  immunity  so  that  officials  could 
testify.  None  of  the  defendants  chose 
to  appear  before  the  grand  jury. 

Total  payments  charged  to  each  rec- 


ord company: 

Abel  Productions  $5,000 

Action  Records  2,350 

Alpha  Distributing  21,650 

Atlantic  Record  Sales  6,050 

Big  Top  Records 150 

Brent  Music  1,000 

Carlton  Records  Distributing 2,175 

Coed  Records  , 5,675 

Co-op  Distributing  3,950 

Cosnat  Distributing  12,950 

Ember  Distributing  750 

End  Music  1,400 

Fury  Records  1,455 

Gone  Recording  725 

Hugo  & Luigi  Productions  1,750 

Laurie  Records  8,100 

London  Records  3,600 

Malverne  Distributing  1,550 

Portem  Distributing  325 

Roulette  Records  12,325 

Superior  Records  Sales  ...18,200 

United  Artists  Records  3,350 

United  Telefilm  Records  2,100 


WHO’S  NEXT? 
President  accepts 
Mills’  withdrawal 

Sec.  4 (b)  of  the  Communications 
Act  has  ended  Edward  K.  Mills  Jr.’s 
hopes  of  becoming  a member  of  the 
FCC.  Last  Monday  (May  16),  the 
President  officially  withdrew  from  the 
Senate  his  nomination  of  Mr.  Mills  to 
serve  as  a commissioner  until  June  30, 
1961. 

The  recall  came  at  Mr.  Mills’  own 
request  (At  Deadline,  May  16)  after 
he  had  revealed  a conflict-of-interest 
resulting  from  a trust  fund  of  which 
he  is  a lifetime  tenant.  First  public 
word  of  the  conflict  came  when  Mr. 
Mills  appeared  before  the  Senate  Com- 
merce Committee  for  his  confirmation 
hearing  (Broadcasting,  May  2). 

Mr.  Mills’  father  established  a trust 
for  his  two  sons  which  is  administered 
by  a New  Jersey  bank.  The  trust  owns 
stock  in  General  Electric  and  West- 
inghouse  which  the  trustees  refused  to 
sell,  when  requested  to  do  so  by  Mr. 
Mills,  because  approximately  $27,000 
in  capital  gains  taxes  would  have  to  be 
paid. 

Sec.  4 (b)  reads:  “No  member  of 
the  commission  or  person  in  its  em- 
ploy shall  be  financially  interested  in 
the  manufacture  or  sale  of  radio  ap- 
paratus or  of  apparatus  for  wire  or 
radio  communication;  in  communica- 
tion by  wire  or  radio  or  in  radio  trans- 
mission of  energy.  . . . 

The  attorney  general  was  asked  for 
a ruling  on  the  conflict  and,  informally, 
he  told  the  Senate  Commerce  Commit- 
tee that  Mr.  Mills  would  be  disqualified 
from  serving  as  a commissioner  as  long 
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as  he  received  income  from  the  trust. 
When  no  satisfactory  solution  could  be 
found,  Mr.  Mills  asked  the  White 
House  to  withdraw  his  name. 

There  was  active  speculation  in 
Washington  last  week,  although  few 
names  were  mentioned,  as  to  who 
would  be  named  to  fill  the  unexpired 
term  of  former  Commissioner  John  C. 
Doerfer,  who  resigned  in  March.  A 
White  House  spokesman  last  Thursday 
(May  19)  refused  to  predict  when  a 
replacement  would  be  sent  to  the  Sen- 
ate but  said  it  probably  would  not  be 
“imminent.” 

Also  awaiting  Senate  confirmation  is 
the  reappointment  to  a seven-year  term 
of  a second  Republican  FCC  member. 
Commissioner  Robert  E.  Lee.  This  has 
raised  the  question  as  to  whether  a 
heavily-Democratic  Senate  will  confirm 
two  Republican  appointments  to  the 
commission  in  this  presidential  election 
year.  In  fact,  one  leading  Republican 
member  of  the  Senate  privately  ex- 
pressed doubts  that  the  second  man 
could  be  confirmed,  although  he  ex- 
pected Commissioner  Lee’s  appoint- 
ment to  go  through. 

It  also  is  felt  in  many  quarters,  since 
the  Doerfer-Mills  vacancy  is  only  for 
13  months,  that  a present  FCC  staffer 
would  stand  the  best  chance  for  con- 
firmation. Such  a man,  it  was  pointed 
out,  would  not  be  nearly  as  controver- 
sial as  an  outside  Republican  active  in 
party  circles  and  still  would  leave  the 
new  President,  if  he  is  a Democrat, 
free  to  appoint  a fourth  member  of 
the  commission  from  his  own  party 
next  spring. 

If  the  Senate  does  fail  to  confirm  the 
President’s  choice,  he  could  then  make 
a recess  appointment  after  Congress 
adjourns.  Such  a commissioner  could 
serve  until  action  is  taken  next  year  by 
the  new  Congress. 

FCC  tells  KLEM 
it  may  lose  license 

George  M.  DeRuyter,  owner  of 
KLEM  Le  Mars,  Iowa,  was  notified  by 
the  FCC  last  week  that  he  stands  to  be 
disqualified  as  a licensee  because  of 
unauthorized  operation,  failure  to  file 
required  financial  reports,  failure  to 
reply  to  the  commission’s  payola  ques- 
tionnaire and  other  violations. 

In  a letter  to  Mr.  DeRuyter,  the 
FCC  said  that  his  application  for  re- 
newal of  license  (which  the  commission 
is  treating  as  a new  application  because 
it  was  filed  nine  months  after  the 
KLEM  license  expired  in  February 
1959)  indicates  the  necessity  of  a hear- 
ing. KLEM,  the  commission  charged, 
ignored  repeated  requests  for  required 
financial  information  for  1956,  1957 
and  1958.  The  data  was  not  filed  until 
Mr.  DeRuyter  applied  for  renewal  last 


Jamming  increases 

Russian  jamming  of  Voice  of 
America  broadcasts  has  been 
stepped  up  since  the  U-2  spy 
plane  incident,  a VO  A spokes- 
man said  last  week.  A combina- 
tion of  jamming  and  poor  atmos- 
pheric conditions  almost  blotted 
out  Voice  broadcasts  Tuesday, 
the  spokesman  said.  There  pre- 
viously had  been  a big  reduction 
in  Soviet  jamming  with  Premier 
Nikita  Khrushchev’s  visit  to  the 
U.S.  last  September. 


November.  Also  ignored,  the  commis- 
sion said,  were  repeated  notices  that 
KLEM  was  operating  without  authori- 
zation from  February-November  1959 
and  that  Mr.  DeRuyter  was  operating 
the  station’s  transmitter  although  his 
first  class  license  expired  June  24,  1959. 

Other  FCC  indictments:  Despite  four 
notices,  the  station  failed  to  reply  to  the 
commission’s  payola  questionnaire;  Mr. 
DeRuyter  owes  his  father  and  father- 
in-law  $25,000,  which  was  not  declared 
in  the  station’s  application,  and  numer- 
ous technical  violations. 

Mr.  DeRuyter  has  30  days  in  which 
to  answer  the  charges. 

Texas  owner  charged 
with  trafficking 

Charges  of  trafficking  in  broadcast 
properties  have  been  made  to  the  FCC 
against  veteran  broadcaster  Grady 
Franklin  Maples,  equal  partner  in 
KUKO  Post  and  KUCO  Littlefield, 
both  Texas. 

KOWB  Laramie,  Wyo.,  charged  in 
a petition  that  Mr.  Maples  had  “ped- 
dled” KGMC  Englewood,  Colo.,  for 
$290,000  after  constructing  it  for  a 
mere  $24,500.  The  station  also  cited  a 
$21,000  investment  in  KTNM  Tuca- 
mari,  N.M.,  which  Mr.  Maples  is  said 
to  have  “parlayed”  into  a $53,000  re- 
turn in  less  than  five  years.  Three  other 
examples  of  alleged  “trafficking”  of- 
fences were  also  cited. 

In  answer  to  earlier  allegations  of 
trafficking  made  by  KOWB,  Mr.  Maples 
stated  that  the  “charges  . . . merely 
constitute  a substitution  of  the  peti- 
tioners distorted  judgment  for  the 
sound  and  consistently  applied  judg- 
ment of  the  commission  as  reflected  in 
approvals  of  transfers  and  assignments 
over  the  years.” 

Mr.  Maples’  application,  for  a new 
am  station  on  1490  kc  with  100  watts 
power  in  Laramie,  is  in  consolidated 
hearing  with  three  other  applicants, 
none  of  whom  seek  facilities  in  that 
city. 


TIGHTENING  REINS 
FCC  favors  bill 
to  control  transfers 

FCC  legislative  comments  on  a 
House  Commerce  Committee  bill  which 
seeks  government  regulation  of  radio- 
tv networks  (At  Deadline,  May  2; 
Closed  Circuit,  May  2,  April  25)  and 
a tightening  of  station  sale  regulations, 
were  made  public  last  week.  The  bill 
was  received  with  mixed  emotions  by 
the  commission,  which  endorsed  the 
station  sales  control  proposal,  but  rec- 
ommended that  networks  be  placed 
under  direct  control  of  the  government 
without  license  requirements. 

The  commission  applauded  the  bill’s 
intent  that  broadcast  licenses  held  for 
less  than  three  years  may  not  be  trans- 
ferred unless  an  FCC  public  hearing 
establishes  that  the  transfer  would  serve 
the  public  interest.  This  would  “have  a 
salutary  effect,”  the  FCC  said,  “not 
only  in  checking  the  practice  of  quick 
transfers  by  licensees  tempted  to  traffic 
in  licenses,  but  also  in  discouraging  the 
entry  of  persons  with  such  propensities 
into  the  broadcast  field.”  The  “only 
concern”  expressed  by  the  commission 
was  that  requiring  “hearings  in  all 
such  cases  without  exception  may  not 
be  consonant  with  the  public  interest.” 

Physical  disabilities  incurred  by  li- 
censees shortly  after  taking  control, 
and  in  other  cases  “in  which  there  is 
evidence  of  probative  value  in  corrobo- 
ration of  the  licensee’s  assertion  of 
changed  circumstances,”  should  be  ex- 
empt from  hearing  status,  the  FCC 
maintained. 

The  three  year  term  for  transfers 
should  also  include  construction  per- 
mits as  well  as  licenses,  the  commission 
suggested.  “ . . . Our  experience  has 
demonstrated  that  transfers  of  con- 
struction permits  give  rise  to  the  same 
problems  as  transfers  of  licenses  . . .” 

Sec.  310  (c)  of  the  proposed  bill 
which  would  reinstate  the  commission’s 
right  to  consider  whether  the  public 
interest  was  being  served  in  a transfer 
of  a license  or  permit,  was  enthusi- 
astically endorsed  by  the  commission. 
“ . . . The  commission’s  flexibility  in  its 
consideration  of  transfer  applications 
and  its  discretion  in  developing  new 
procedures  in  furtherance  of  the  public 
interest  will  be  enhanced,”  the  FCC  as- 
serted. 

No  AVCO  Procedure  ■ The  FCC 
made  clear  that  it  does  not  construe 
such  approval  as  a “congressional  di- 
rection to  reinstitute  the  ‘AVCO  pro- 
cedure,’ ” which  provided  for  pub- 
licizing transfer  applications  and 
inviting  new  applications  for  consid- 
eration on  a competitive  basis.  Rather, 
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it  said,  it  will  not  preclude  considera- 
tion of  any  competing  application  or 
limit  considering  the  transferee’s  quali- 
fications. 

The  portion  of  the  bill  which  would 
require  the  FCC  to  announce  trans- 
fers in  “newspapers  of  general  circula- 
tion and  by  announcements  over  ex- 
isting broadcast  stations,”  drew  com- 
mission fire.  Such  announcements,  the 
FCC  stated,  would  “involve  consider- 
able expense  . . . and  should  be  borne 
by  the  applicants  themselves  under 
procedures  promulgated  by  the  com- 
mission.” 

The  FCC  urged  that  legislation  make 
explicit  that  in  acting  on  transfer  or 
assignment  applications,  the  “commis- 
sion is  not  granting  a license  or  other 
authorization  to  the  proposed  trans- 
feree, but  is  merely  giving  its  consent 
to  the  consummation  of  the  proposed 
transfer."  It  also  asked  that  pro  forma 
applications,  (applications  which  seek 
transfer  of  control  or  assignment  of 
licenses  where  there  are  merely  changes 
of  form  rather  than  control)  be  exempt 
from  the  legislative  considerations  of 
the  bill.  Such  applications  are  routine 
and  are  normally  handled  by  the  Broad- 
cast Bureau,  the  FCC  said. 

The  commission  also  disclosed  that 
it  had  furnished  the  House  Legislative 
Oversight  Subcommittee  last  March 
with  “a  staff  review  of  the  administra- 
tive, judicial  and  legislative  history  of 
transfer  and  assignment  regulation,  in 
which  are  outlined  past  suggestions  for 
control  of  license  transfers.”  The  FCC 
said  that  it  will  give  “continuing  study” 
to  the  transfer  problem  and  said  that  a 
further  study  “will  encompass  . . . 
suggestions  for  more  rigid  control  of 
transfers  . . .” 

Commission  comments  on  provisions 
to  license  the  networks  were  not  so 
agreeable. 

To  license  the  networks,  the  FCC 
said,  would  assume  that  there  is  privi- 
lege involved,  which  is  not  the  case, 
and  would  lead  to  many  complex  legal 
and  administrative  problems. 

The  commission  recommended  that 
the  Communications  Act  be  amended 
to  require  networks  to  file  ownership 
reports,  operation  policies  and  practices 
and  other  necessary  information. 

The  primary  reason  for  licensing  sta- 
tions, the  FCC  maintained,  is  the  short- 
age of  spectrum  space,  and  this  con- 
sideration is  lacking  in  network  opera- 
tions. Also,  limiting  regulation  to  “na- 
tional networks,”  would  leave  others  in 
“network”  industry  to  operate  contrary 
to  the  public  interest,  the  commission 
maintained. 

An  FCC  spokesman  said  earlier  that 
all  the  commissioners  were  in  “general 
agreement”  on  the  content  of  the  legis- 
lative comments  which  will  be  sent  to 
the  House  Commerce  Committee. 
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CATV  BILL  FAILS  BY  SINGLE  VOTE 

Legislation  to  place  catv  under  FCC  sent  back  to  committee 


The  Senate  by  a narrow  vote  of  39- 
38  last  week  effectively  killed  for  this 
year  a bill  (S  2653)  to  place  commu- 
nity antenna  systems  under  FCC  regu- 
lation. 

(The  next  day,  Thursday,  Chairman 
Oren  Harris  of  the  House  Commerce 
Committee  said  he  would  go  ahead  with 
hearings  on  S 1886,  a bill  to  license 
vhf  tv  boosters,  passed  by  the  Senate 
Sept.  9,  1959.  Rep.  Harris  said  he 
hasn’t  decided  on  dates  for  hearing  the 
bill,  which  he  had  been  rxolding  while 
awaiting  Senate  action  on  the  related 
catv  bill.) 

The  Senate  voted  to  send  the  catv 
measure  back  to  the  Senate  Commerce 
Committee  for  further  study  after  two 
days  of  floor  debate  at  which  bitter 
charges  were  frequently  hurled  back 
and  forth  between  champions  of  the 
bill  and  its  opponents. 

Looking  on  in  the  galleries  was  a big 
attendance  of  catv  operators,  whose 
letters,  wires  and  visits  to  senators 
on  Capitol  Hill  were  described  by  some 
of  the  catv  bill’s  most  vocal  supporters 
as  well-organized,  high  pressure  lobby- 
ing tactics.  Opponents  defended  these 
activities  as  entirely  legal  and  proper. 

Heading  the  band  of  dedicated  sena- 
tors from  western  and  northwestern 
states  backing  the  bill  was  easterner 
John  O.  Pastore  (D-R.I.),  whose  Sen- 
ate Communications  Subcommittee  has 
held  hearings  on  catv,  vhf  booster  and 
translator  problems  since  1958.  Leading 
the  opposition  was  Oklahoman  A.S. 
Mike  Monroney,  next-ranking  Demo- 
crat behind  Sen.  Pastore  on  the  com- 
munications group,  who  along  with  his 
colleague,  Robert  S.  Kerr  (D-Okla.), 
introduced  the  prevailing  motion  to 
recommit  the  catv  legislation. 

Floor  Fight  ■ Sen.  Kerr’s  dogged  op- 
position and  Sen.  Pastore’s  equally 
emphatic  support  touched  off  exchanges 
between  the  two  which  got  as  near  as 
senators  usually  ever  get  to  name-call- 
ing. 


The  main  argument  by  Sen.  Pastore 
and  the  westerners  was  that  catv,  by  in- 
vading cities  which  have  only  one  tv 
station,  can  black  out  the  station’s  serv- 
ice to  viewers  beyond  the  suburbs,  in- 
cluding those  in  more  distant  and  more 
remote  areas  who  use  vhf  boosters  to 
receive  its  programs.  These  are  the 
“little  people,”  said  Sen.  Pastore,  and 
if  their  single  station  is  driven  off  the  air 
by  a catv  operation  which  brings  in  mul- 
tiple programs  from  distant  stations 
they  are  left  with  a complete  blackout 
of  tv  service. 

These  catv  operators  “skim  the 
cream”  from  the  local  tv  station’s  audi- 
ence, using  program  signals  they  didn’t 
help  create,  Sen.  Pastore  said.  The  bill, 
he  said,  would  protect  from  “unfair” 
competition  only  these  single  tv  stations. 
An  existing  catv  system,  even  in  such 
markets,  could  operate  at  least  for 
the  three-year  period  of  its  first  license, 
automatically  granted  under  a “grand- 
father clause”  in  the  bill,  before  the 
FCC  could  consider  whether  any  eco- 
nomic injury  to  the  station  was  against 
the  public  interest. 

He  warned  that  if  the  U.S.  Supreme 
Court  decides,  in  a case  currently  be- 
ing considered,  that  catv  operators 
must  get  permission  to  use  the  signals 
of  an  originating  station,  the  catv  op- 
erators “sitting  in  the  gallery  will  be 
back  here  on  their  hands  and  knees 
asking  us  for  help.”  The  present  mild 
legislation  placing  catv  under  FCC 
regulation  would  give  them  protection 
if  enacted  now,  he  said,  because  the 
FCC  could  be  expected  to  restrain 
originating  tv  stations  from  charging 
catv  a prohibitively  high  price  for  using 
their  signals. 

Catv  may  also  wish  it  had  accepted 
a benevolent  FCC  regulation  of  the 
systems  as  non-common  carriers  if  indi- 
vidual states  should  decide  they  are 
common  carriers  and  begin  setting  the 
rates  they  can  charge,  he  said. 

The  Opponents  ■ Sen.  Monroney 


and  a coalition  of  senators  from  the 
Southwest,  adjacent  southern  states  and 
easterners  held  that  the  bill  would  bring 
all  the  768  catv  systems  in  the  U.S. 
under  FCC  regulation  for  the  sake  of  a 
few  one-market  stations  and  a minority 
of  viewers. 

He  acknowledged  that  some  regula- 
tion of  catv  may  be  needed  in  one-sta- 
tion markets,  but  said  this  shouldn’t 
require  blanket  licensing  of  all  catv. 
This  is  an  undue  burden  on  catv  sys- 
tems, many  of  which  are  small  opera- 
tions, he  said,  hinting  that  the  bill  may 
be  part  of  a plot  by  Washington  attor- 
neys practicing  before  the  FCC  to  add 
768  catv  clients  to  their  lists.  Referring 
to  statements  by  some  proponents  that 
they  understood  the  National  Commu- 
nity Tv  Assn.’s  attorney,  Stratford 
Smith,  had  tentatively  agreed  in  behalf 
of  his  organization  to  the  bill  with 
modifying  amendments,  Sen.  Monroney 
denied  Mr.  Smith  spoke  for  NCTA. 
NCTA,  he  said,  always  has  been  against 
any  FCC  regulation  requiring  licensing. 

Sen.  Monroney  read  the  FCC’s  com- 
ments on  an  identical  House  bill  (HR 
11041),  submitted  to  the  House  Com- 
merce Committee  last  Monday  (see 
story  or  box),  which  reiterated  its  earlier 
opposition  to  licensing  of  catv  systems. 

Other  opponents  to  the  bill  termed 
it  a needless  encroachment  by  the  fed- 
eral government  on  private  business, 
with  attendant  complications  and  con- 
fusion for  small  business. 

Sen.  Kerr,  arguing  with  Sen.  Pastore, 
charged  that  the  Rhode  Islander  wished 
to  make  catv  operators  “slaves”  under 
the  FCC.  A sample  of  one  of  their 
heated  exchanges: 

Pastore:  The  senator  (Kerr)  could 
not  be  more  wrong  than  he  is. 

Kerr:  Well  the  senator  (Pastore)  has 
proved  that  one  senator  can  be  wrong. 

Senators  offered  several  floor  amend- 
ments on  the  bill,  some  minor  or  con- 
ciliatory and  some  tactical.  Sen.  Gor- 
don Allott  (R-Colo.)  offered  an  amend- 
ment which  would  require  a catv  sys- 
tem to  get  permission  from  an  originat- 
ing station  to  carry  its  signals,  but 
shortly  afterward  withdrew  it  at  the 
request  of  Sen.  Pastore,  who  said  it 
would  jeopardize  passage  of  the  bill. 

How  They  Voted  ■ When  the  Senate 
voted  39-38  to  recommit  the  bill,  Sen. 
Mike  Mansfield  (D-Mont.)  immediately 
moved  to  reconsider,  but  Sen.  Kerr 
moved  to  table  such  reconsideration. 
The  Senate  tabled  reconsideration  by  a 
38-36  vote. 

Here  is  how  the  77  senators  present 
voted: 

To  recommit  S 2653  to  the  Senate 
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Here  are  capsulated  versions  of 
new  legislation  of  interest  to  broad- 
casters and  advertisers: 

S 3560.  Sen.  James  0.  Eastland  (D-Miss.) 
— extend  the  present  criminal  penalties  for 
malicious  damage  to  government-operated 
communications  facilities  to  commercial  com- 
munications networks  (leased  lines),  since 
“every  facet  of  the  nation's  planned  protec- 
tion from  surprise  attack— from  civil  defense 
to  the  launching  of  retaliatory  missiles — is 
dependent  on  commercial  communication 
lines  . . ."  Reported  from  Judiciary  Commit- 


tee to  Senate  floor.  May  17. 

HR  12268.  Rep.  J.  Arthur  Younger  (R- 
Calif.) — require  the  FCC,  Federal  Trade  Com- 
mission and  five  other  regulatory  agencies  to 
set  up  systems  to  charge  fees  to  those  served 
by  the  agencies'  regulatory  activities.  Com- 
merce Committee.  May  17. 

HR  11297.  Rep.  Don  Magnuson  (D-Wash.) — 
permanently  amend  the  Communications  - Act 
to  require  the  FCC  to  consult  with  interested 
persons  in  small  communities  and  rural  areas 
on  problems  of  providing  adequate  tv  service 
at  reasonable  cost.  Commerce  Committee.  May 
18. 


84  (GOVERNMENT) 


FCC  still  opposed  to  catv  licenses 


The  FCC  still  hasn’t  changed  its 
stand  of  April  1959  against  the 
licensing  of  community  antenna  tele- 
vision systems,  the  agency  told  the 
House  Commerce  Committee  last 
week.  The  FCC  comments  were 
made  Monday  on  a House  bill  (HR 
11041)  identical  to  that  debated  in 
the  Senate  last  week  and  sent  back 
to  the  Senate  Commerce  Committee 
(story  page  84).  The  FCC  comments 
were  entered  into  the  Congressional 
Record  by  Sen.  A.S.  Mike  Mon- 
roney  (D-Okla.),  an  opponent  of  the 
Senate  version,  during  the  Senate 
debate. 

The  FCC  said,  however,  it  still 
favors  legislation  requiring  a catv 


system  to  get  permission  from  the 
originating  station  to  carry  the  sig- 
nals of  the  local  station  in  the  area 
being  served  by  a catv  system  and 
to  keep  the  technical  quality  of  the 
signal  picked  up  from  the  local  sta- 
tion comparable  to  those  of  its  other 
transmissions. 

The  agency  also  reported  that 
studies  it  made  in  August  1959  have 
led  it  to  believe  catv  should  be  pro- 
hibited by  law  from  carrying  in  ad- 
vance in  an  area  any  program  the 
local  station  plans  to  carry  on  a de- 
layed basis.  To  carry  such  programs 
in  advance  of  the  local  tv  broadcast 
station  places  it  at  a competitive  dis- 
advantage it  is  unable  to  overcome, 


the  commission  said. 

In  arguing  against  catv  licensing, 
the  FCC  said  mandatory  licensing 
may  “well  have  the  effect  of  requir- 
ing that  a substantial,  if  not  a com- 
plete preference  be  given  to  a local 
tv  station  against  any  new  catv  sys- 
tem or  any  enlargement  of  an  exist- 
ing one,  without  adequate  regard  to 
the  multiple  program  services  which 
would  thereby  be  provided.”  The 
FCC  added  that  licensing  of  catv 
would  require  more  agency  person- 
nel and  that  any  such  legislation 
should  be  accompanied  by  supple- 
mental appropriations  to  hire  more 
people  for  the  increased  tasks  the 
commission  would  face. 


Commerce  Committee: 

Aiken;  Bridges;  Bush;  Byrd,  (Va.); 
Byrd,  (W.Va.);  Carlson;  Clark;  Cooper; 
Cotton;  Dirksen;  Dworshak;  Eastland; 
Ellender;  Fong;  Gore;  Hickenlooper; 
Hill;  Holland;  Javits;  Johnston,  (S.C.); 
Keating;  Kerr:  Long,  (La.);  Lusk;  Mc- 
Clellan; Martin;  Monroney;  Morton; 
Mundt;  Muskie;  Prouty;  Robertson; 
Russell;  Saltonstall;  Scott;  Smith;  Spark- 
man; Stennis,  and  Wiley. 

Against  recommitting: 

Allott;  Bartlett;  Beall;  Bible;  Butler; 
Cannon;  Carroll;  Case,  (N.J.);  Case, 
(S.Dak.);  Chavez;  Church;  Curtis; 
Dodd;  Douglas;  Engle;  Goldwater; 
Gruening;  Hart;  Hartke;  Hayden; 
Hruska;  Humphrey;  Jackson;  Kuchel; 
Lausche;  Long,  (Hawaii);  Magnuson; 
Mansfield;  McGee;  Moss;  Murray; 
Pastore;  Proxmire;  Schoeppel;  Thur- 
mond; Williams,  (Del.);  Young,  (N.D.), 
and  Young,  (Ohio). 

FTC  has  hand  out 
for  increased  budget 

In  a brief  hearing  before  the  Senate 
Independent  Offices  Appropriation  sub- 
committee last  week,  the  Federal  Trade 
Commission  asked  for  more  money  for 
the  next  fiscal  year  to  handle  its  greatly 
increased  work  load.  Among  its  re- 
quests was  a S400,000  supplement  to 
its  original  budget  request  for  “the  ad- 
ditional work  in  the  radio  and  television 
field  as  well  as  other  deceptive  prac- 
tice work.” 

The  FTC's  original  request  was  for 
$7.6  million.  The  House  granted  all 
but  $185,000  of  this  figure,  which 
amounted  to  a $575,000  increase  over 
1959.  Robert  Secrest,  speaking  for  the 
FTC,  explained  that  applications  for 
complaint  received  during  the  first  10 
months  of  fiscal  1960  were  35.9%  over 


those  received  during  the  comparable 
period  of  1959  and  70.5%  over  the 
comparable  period  of  1958.  He  also 
said  the  FTC  has  only  50  more  em- 
ployes than  in  1941,  “yet  in  that  time 
the  gross  national  product  has  doubled, 
advertising  expenditures  exceed  $11 
billion,  and  Congress  has  passed  five 
new  laws  that  have  added  greatly  to 
the  duties  of  the  commission.” 

Under  questioning  from  committee 
chairman  Sen.  Warren  Magnuson  (D- 
Wash.),  Mr.  Secrest  explained  that 
the  extra  $400,000  requested  for  in- 
vestigating and  policing  false  and  de- 
ceptive advertising  would  not  all  be 
allocated  to  radio-tv  advertising,  but 
that  “the  primary  emphasis”  would  be 
on  those  media.  He  said  the  FTC  has 
stepped  up  its  antimonopoly  and  anti- 
trust activities  at  request  of  Congress, 
taking  care  that  there  is  no  duplication 
of  effort  in  this  field  with  the  Justice 
Dept.  He  further  stated  that  conditions 
have  changed  and  the  work  load  “is 
vastly  increased”  since  the  commission 
testified  before  the  House  appropria- 
tions group  in  January.  He  added  he 
believed  if  the  House  had  been  aware 
of  these  circumstances  it  would  have 
granted  the  FTC  more  funds. 

FCC  grants  five 
microwave  protests 

Five  tv  stations  had  their  protests 
granted  by  the  FCC  last  week,  which 
designated  for  evidentiary  hearing,  the 
applications  for  microwave  relay  con- 
struction permits  in  their  areas. 

■ WCTV(TV)  (ch.  6)  Thomasville, 
Ga.,  was  granted  its  protest  against 
Mesa  Microwave  Inc.,  to  pick  up  pro- 
grams of  WMBR-TV,  WFGA-TV,  and 
WJHP-TV  all  Jacksonville,  Fla.,  for 
delivery  to  a proposed  catv  system  at 


Tallahassee,  Fla. 

■ KGNS-TV  (ch.  8)  Laredo,  Tex., 
was  also  granted  the  protest  also  against 
Mesa  Microwave  to  pick  up  programs 
of  WOAI-TV,  KENS-TV,  and  KONO- 
TV  San  Antonio,  Tex.  for  delivery  to 
a proposed  catv  system  at  Laredo. 

■ KLTV-(TV)  (ch.  7)  Tyler,  Tex., 
was  granted  its  protest  against  East 
Texas  Transmission  Co,  to  pick  up  pro- 
grams of  WBAP-TV  and  KFJZ-TV 
both  Ft.  Worth,  and  KRLD-TV  and 
KFAA-TV  both  Dallas,  for  delivery  to 
catv  systems  in  Tyler  and  Jacksonville, 
Tex. 

■ KWRB-TV  (ch.  10)  Riverton, 
Wyo.,  granted  protest  against  Carter 
Mountain  Transmission  Corp.,  to  pick 
up  programs  of  KTWO-TV  Casper  for 
delivery  to  catv  systems  at  Riverton, 
Lander,  and  Thermopolis,  all  Wyoming. 

« KXLJ-TV  (ch.  12)  Helena,  Mont., 
granted  protest  against  Montana  Micro- 
wave,  to  pick  up  programs  of  KXLY- 
TV,  KHQ-TV,  and  KREM-TV,  all 
Spokane,  Wash.,  for  delivery  to  a catv 
system  in  Helena. 

Kintner  praises  tv 
for  improving  ads 

A nationwide  tv  audience  last  Friday 
heard  the  chairman  of  the  Federal 
Trade  Commission  assert  that,  despite 
all  the  furor  over  television  lapses, 
print  media  probably  out-ranks  tv  as  a 
carrier  of  deceptive  advertising. 

Chairman  Earl  Kintner,  appearing 
on  CBS-TV’s  Person  to  Person,  told 
moderator  Charles  Collingwood  in  re- 
ply to  questioning  on  deceptive  adver- 
tising practices:  ...  “I  think  it’s  prob- 
ably more. prevalent  in  the  printed  area, 
because  there  is  a greater  volume  of 
printed  advertising.  The  television  in- 
dustry has  responded  magnificently  to 
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our  urging  for  a raising  of  the  level  of 
advertising  in  its  media.  I think  that 
your  Dr.  Stanton  (CBS  president  Frank 
Stanton)  has  furnished  leadership  and 
leadership  of  integrity  to  television,  as 
have  many  others.  And  I am  very 
pleased  at  the  response  of  television, 
of  the  printed  media,  of  advertising 
leaders,  to  our  urging  that  the  level  of 
advertising  be  raised,  and  I think  that 
it  will.  And  we  intend  to  do  our  job 
and  see  that  it  is.” 

Mr.  Kintner  reiterated  his  view  that 
regulation  of  advertising  is  “the  joint 
responsibility  of  both  government  and 
business.” 

FTC  issues  72nd 
payola  complaint 

A Los  Angeles  record  distributor 
has  been  charged  with  making  payola 
payments  to  a radio  station,  as  well  as 
to  disc  jockeys  and  other  station  per- 
sonnel of  radio  and  tv  stations.  This  is 
the  third  payola  complaint  which  alleges 
that  station  management  shared  in 
under-the-counter  payoffs. 

In  a complaint  issued  last  week,  the 
Federal  Trade  Commission  charged 
Pacific  Record  Distributors  paid  off 
radio  stations — as  well  as  d.j.’s  and 
others — for  playing  its  records  over  the 
air. 

The  complaint  against  Pacific  was 
one  of  three  issued  by  the  FTC  last 
week.  The  other  two  are  gospel  music 
record  manufacturer  Nashboro  Record 
Co.,  Nashville,  Tenn.  (Nashboro  label) 
and  distributor  Portem  Distributing 
Inc.,  New  York. 

The  FTC  charged  that  Portem  also 
made  payola  payments  to  other  per- 
sonnel of  broadcast  stations,  as  well  as 


to  disc  jockeys. 

Respondents  have  30  days  to  file 
answers  to  these  complaints. 

Last  week’s  complaints  bring  to  72 
the  number  of  citations  issued  by  the 
FTC  against  record  companies  and 
distributors  in  the  drive  to  clean  up 
the  payola  stench.  Consent  judgments 
have  been  entered  in  24  cases.  The  FTC 
has  informed  the  FCC  that  110  radio 
stations  are  involved  in  payola  trans- 
actions. 

Tv’s  effect  on  majors 
cited  at  Hill  hearing 

The  difference  in  tv  and  radio  reve- 
nues received  by  the  New  York  Yan- 
kees baseball  club  ($1,400,000)  and  the 
Washington  Senators  ($125,000)  in 
1959  gives  the  former  an  advantage  in 
the  baseball  talent  market,  Branch 
Rickey,  president  of  baseball’s  new 
Continental  League,  told  the  Senate 
Antitrust  Subcommittee  last  week.  He 
said  the  new  league  plans  to  pool  two- 
thirds  of  tv  revenues.  Former  Sen.  Ed 
Johnson  (D-Colo.),  chairman  of  the 
Continental  League’s  legislative  commit- 
tee, said  he  has  advocated  reduction  of 
tv  baseball  blackouts  to  a minimum  and 
compensation  of  “injured  parties”  (i.e., 
minor  league  clubs).  Tv,  he  said,  is 
“here  to  stay”  and  baseball  must  adjust 
to  it.  He  is  a former  chairman  of  the 
Senate  Commerce  Committee  and 
former  president  of  the  defunct  Western 
League. 

The  subcommittee  is  considering  a 
bill  (S-3483)  which  would  require  tv 
blackouts  of  games  in  any  area  within 
a 75-mile  radius  if  a local  team  in  a 
different  league  were  playing  at  the 
same  time  unless  the  local  team  gave 
permission  for  the  telecast. 


More  calls  for  shift  to  all-uhf  in 


Echoing  earlier  comments  approving 
|he  FCC’s  proposed  rulemaking  to  shift 
Fresno,  Calif.,  to  an  all-uhf  commercial 
operation  (Broadcasting,  May  9),  re- 
plies filed  last  week  with  the  commis- 
sion boosted  still  further  the  proposal  to 
make  that  city  a uhf  stronghold. 

Reply  comments  filed  by  ABC;  San 
Joaquin  Valley  Community  TV  Assn. 
Inc.;  KFRE-TV  (ch.  12)  and  KJEO 
(TV  ch.  47),  both  Fresno;  KYLD  (TV 
ch.  17)  Bakersfield;  and  KCOY  Santa 
Maria  all  nodded  in  favor  of  the  pro- 
posal, KFRE-TV  Fresno,  a vhf  facility, 
said  that  it  concurred  fully  with  the 
“virtually  unanimous  opinion  of  all 
parties”  that  Fresno  should  be  all  uhf 
and  further  suggested  that  proceedings 
be  instituted  to  convert  Bakersfield, 
Calif,  to  an  all-uhf  operation. 

The  commission’s  proposal  to  re-allo- 
cate  ch.  12  Fresno  (now  assigned  to 


KFRE-TV)  to  either  Santa  Barbara  or 
as  an  educational  non-commercial  fa- 
cility in  Fresno  did  not  meet  with  such 
unanimous  approval,  however. 

A reply  filed  by  ch.  3 station  KEYT 
(TV)  Santa  Barbara  stated  that  the  city 
had  most  serious  limitations  in  its  abil- 
ity to  support  even  a single  tv  facility 
and  the  advent  of  a second  station  in 
the  market  could  very  well  mean  that 
neither  station  would  survive.  But  the 
Santa  Barbara  Tv  Assn.,  comprised  of 
businessmen  and  civic  leaders,  also  filed 
a reply  and  asked  that  the  channel  be 
assigned  to  Santa  Barbara  and  stated 
that  the  group  was  prepared  to  file  an 
application  for  a station. 

Thomas  B.  Friedman,  a consulting 
engineer  from  Pacific  Palisades,  Calif., 
stated  in  a new  comment  that  “the 
logical  assignment  of  ch.  12  is  to  the 


Guterma,  Roach  turn 
pleas  to  ‘no  contest’ 

Two  former  Mutual  Broadcasting 
System  officials,  on  trial  for  failing  to 
register  as  foreign  agents  for  the  Do- 
minican Republic  reversed  their  pre- 
vious not  guilty  pleas  and  pleaded  nolo 
contendere  (no  contest)  last  week — a 
day  and  a half  after  the  trial  started  in 
U.S.  District  Court  in  Washington. 

The  new  pleas  were  submitted  by 
Alexander  L.  Guterma  and  Hal  Roach 
Jr.  Mr.  Guterma  is  the  former  presi- 
dent of  MBS;  Mr.  Roach  the  former 
MBS  board  chairman. 

The  two  were  indicted  last  year  for 
failure  to  register  as  foreign  agents 
after  they  arranged  a $750,000  deal 
with  Dominican  officials  to  disseminate 
Trujillo  propaganda  over  the  MBS  ra- 
dio network.  None  of  the  items  ever 
appeared  over  MBS. 

Federal  Judge  Joseph  R.  Jackson  said 
he  would  pass  sentence  later. 

Mr.  Guterma  is  under  a four  years, 
11  months  jail  sentence  and  $160,000 
fine  for  stock  fraud  (Broadcasting, 
Feb.  22,  1).  This  grew  out  of  failure 
of  his  companies  to  file  proper  registra- 
tions with  the  Securities  & Exchange 
Commission  and  the  New  York  Stock 
Exchange. 

The  new  pleas  came  after  two  wit- 
nesses had  testified  for  the  government. 

$1  million  suit 

A civil  damage  suit  for  $1  million 
against  a newspaper  which  discrimi- 
nated against  advertisers  who  used  the 
local  radio  station  got  underway  last 
Monday  in  Cleveland  federal  court. 

The  suit,  filed  in  1951,  was  instituted 
by  WEOL-AM-FM  Elyria-Lorain, 


Fresno 

Lompoc-Santa  Maria  area  and  the  pub- 
lic interest,  convenience  and  necessity 
so  dictates.”  KCOY  Santa  Maria  sup- 
ported this  position  in  its  reply  and 
added  that  the  switch  would  meet  all  of 
the  mileage  spacing  requirements  estab- 
lished in  the  rules.  Both  Mr.  Friedman 
and  KCOY  supported  the  switch  to  uhf 
for  Fresno  and  Bakersfield. 

The  commission  had  rejected  an 
earlier  proposal  by  Mr.  Friedman  to 
move  ch.  12  to  Lompoc-Santa  Maria 
on  the  grounds  that  the  area  contained 
a population  of  only  15,000  and  was 
serviced  by  two  other  stations  (KSBY 
[TV]  San  Luis  Obispo  and  KEYT  [TV] 
Santa  Barbara).  The  new  reply  ups  the 
area’s  population,  based  on  current  cen- 
sus reports,  to  52,000  people.  Mr. 
Friedman  also  notes  that  the  two  sta- 
tions now  servicing  the  area  frequently 
carry  the  same  programs. 
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Ohio,  against  the  Lorain  Journal. 

WEOL  is  asking  $984,000  treble 
damages  under  the  Sherman  antitrust 
laws.  The  station  charged  that  the 
newspaper  attempted  to  force  it  out 
of  business  by  refusing  to  sell  advertis- 
ing space  to  merchants  and  other  ad- 
vertisers who  used  WEOL. 

The  newspaper  was  found  guilty  of 
this  practice  in  a government  antitrust 
suit  in  1949. 

The  suit  is  being  heard  by  U.S.  Dis- 
trict Judge  James  C.  Connell. 

■ Government  briefs 

Christmas  spirit  ■ A Boston  record 
distributor  has  denied  FTC  charges  of 
giving  illegal  payola  to  increase  the 
sales  of  his  recordings,  asserting  that 
the  payments  were  merely  Christmas 
gifts.  Mutual  Distributors  Inc.,  answer- 
ing March  2 charges  that  payments  to 
disc  jockeys  and  other  station  person- 
nel were  not  in  excess  of  $100  to  any 
one  person  and  constituted  a public  re- 
lations gesture  during  the  holiday.  At 
no  time,  the  concern  said,  were  pay- 
ments made  to  attempt  to  influence  ex- 
posure of  records  distributed  by  Mu- 
tual. 

Portland  petition  ■ WCSH-TV  Port- 
land, Me.  has  petitioned  the  FCC  for 
reconsideration  of  its  conditional  li- 
cense renewal.  The  commission  granted 
the  renewal  March  31  subject  “to  out- 
come of  proceeding  which  looks  to- 
ward reassigning  ch.  6 from  Bedford, 
Mass,  to  Providence,  R.I.,  which  might 
involve  short  separation  with  co-chan- 
nel station  WCSH-TV.”  In  its  petition, 
the  station  said  that  ch.  6 has  been  as- 
signed to  Portland  since  1952.  It  fur- 
ther claimed  that  the  commission’s 
action  is  “arbitrary,  capricious,  a denial 
of  the  petitioner’s  rights  and  therefore 
unlawful  and  invalid.”  WCSH-TV 
further  stated  that,  to  the  extent  that  its 
license  condition  seeks  to  “anticipate 
the  outcome  of  a proceeding,  it  taints 
that  proceeding  with  prejudice.” 

Seven  grants  ■ Construction  permits 
for  seven  tv  translator  stations  have 
been  granted  by  the  FCC.  The  Min- 
nesota Valley  Tv  Improvement  Corp. 
was  granted  permits  for  two  stations  to 
repeat  programs  of  Minneapolis  sta- 
tions KSTP-TV  (ch.  5)  and  WTCN-TV 
(ch.  1 1).  Winter  Garden  Translator  Sys- 
tem Inc.  of  Carrizo  Springs  and  Crystal 
City,  both  Texas,  was  granted  permits 
to  translate  programs  of  KONO-TV  (ch. 
12)  and  KENS-TV  (ch.  5),  both  San 
Antonio.  Construction  permits  to  re- 
place expired  permits  for  two  translators 
were  granted  to  the  Shelby  Tv  Club 
Inc.,  Shelby,  Mont.,  to  repeat  programs 
of  KFBB-TV  (ch.  5)  Great  Falls,  Mont., 
and  CJLH-TV  (ch.  7)  Lethbridge,  Al- 


berta, Canada.  Frostburg  (Md.)  Com- 
munity Tv  Inc.  was  granted  a construc- 
tion permit  to  replace  one  expired  to 
translate  program  of  WMAL-TV  (ch. 
7)  Washington,  D.C. 

Coast  to  coast  ■ The  first  link  in  a pro- 
posed transcontinental  radio  relay  sys- 
tem was  approved  when  the  FCC 
granted  Western  Union  Telegraph  Co. 
authority  to  construct  a common  car- 
rier microwave  radio  relay  system  to 
operate  in  the  5925-6425  me  band  be- 
tween Vandenberg  and  Sunnyvale,  both 
California.  Western  Union  proposes  to 
route  the  system  from  Los  Angeles 
north  to  San  Francisco,  then  east  to 
Boston.  When  completed  it  will  com- 
prise about  3,700  route  miles  and  will 
cost  approximately  $41,000,000.  West- 
ern Union  contemplates  that  public 
service  will  be  available  at  11  points 
between  Los  Angeles  and  Boston  in 
late  1961  or  early  1962. 

Needs  hearing  ■ KBFL  (TV)  (ch.  39) 
Bakersfield,  Calif.,  has  been  advised  by 
the  FCC  that  it  has  30  days  in  which 
to  request  a hearing  on  its  application 
for  an  extension  of  time  to  complete 
construction.  The  commission  said  that 
failure  to  request  a hearing  during  the 
allotted  time  will  mean  dismissal  of  the 
application,  cancellation  of  the  sta- 
tion’s construction  permit  and  deletion 
of  its  call  letters. 

Too  many  spots?  ■ Two  FCC  commis- 
sioners raised  their  eyebrows  during  a 
routine  hearing  considering  the  assign- 
ment of  license  of  KWIC  Salt  Lake 
City,  Utah.  The  assignment  involved  a 
stock  transaction  with  no  financial  con- 
sideration. Commissioners  Robert  E. 
Lee  and  John  S.  Cross  opposed  the 
grant  on  the  grounds  of  over-commer- 
cialization stating  that  the  station  was 
proposing  too  many  spots  in  its  pro- 
gram schedule.  Station  won  the  grant 
in  a 4-2  vote. 

No  from  Ohio  ■ The  Ohio  Assn,  of 
Broadcasters  has  gone  on  record  against 
giving  the  FCC  the  right  to  suspend 
licenses.  The  Ohio  broadcasters,  in  a 
resolution  sent  to  the  commission,  said 
that  the  suspension  of  licenses  “can 
only  lead  to  censorship  of  program- 
ming, something  which  the  citizens  of 
this  country  do  not  want.” 

One  left  for  ch.  9 ■ One  of  the  two 

contestants  for  tv  ch.  9,  Alpena,  Mich., 
has  petitioned  the  FCC  to  dismiss  its 
application.  Gerity  Broadcasting  Co., 
whose  application  is  in  consolidated 
hearing  with  that  of  Lake  Huron 
Broadcasting  Corp.,  said  that  it  desired 
to  withdraw  its  application  and  that 
it  had  received  no  consideration  from 
any  parties  in  connection  with  the 
withdrawal. 


INDIANA 


Represented  Nationally  by  Bolling.Co. 


*■  ECONOMICAL  OPERATION — lower  operating 
cost  * A NEW  SOUND — thru  low  distortion  and 
wide  response*  EASY  REMOTE  CONTROL — no  out- 
board devices  on  the  front  * COMPACT  SIZE — 
nothing  external  * ACCEPTANCE — largest  sell- 
ing 5 KW  manufactured  today  * READY  FOR 
SHIPMENT — in  stock  for  prompt  delivery 

GATES  RADIO 
COMPANY 

Subsidiary  of 

Harris-  Intertype  Corporation 

QUINCY.  ILLINOIS 


While  serving  a single 
station  market,  WTHI-TV 
fulfills  its  public  service  re- 
sponsibilities in  a way  that 
has  gained  for  it  the  appre- 
ciation and  support  of  its 
entire  viewing  area ...  a cir- 
cumstance that  must  be  re- 
flected in  audience  response 
to  advertising  carried. 

Five  full  y2  hours  of  local 
public  service  program- 
ming each  week. 


WTHI-TV 

CHANNEL  10  CBS  • ABC 

TERRE  HAUTE 
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ALL  NOT  EASY  FOR  VTR  PRODUCERS 

Some  continue  strong  in  field,  but  two  quit;  going  is  too  rough 


All  is  not  a bed  of  roses  in  video 
tape  commercial  production. 

The  first  film  producer  to  go  into 
the  tape  business — Elliot,  Unger  & 
Elliot — got  out  of  it  two  weeks  ago. 
Another  Filmways  Inc.,  quietly 
folded  its  tape  arm  a few  months 
back.  Both  continue  in  film,  where 
they  started  in  the  first  place. 

But  all  is  not  sackcloth  and 
ashes,  either.  Such  companies  as 
CBS  Television  Production  Sales, 
NTA’s  Telestudios,  Videotape  Pro- 
ductions and  NBC  Telesales  in  New 
York  and  KTTV  (TV)  in  Los 
Angeles  are  in  the  thick  of  tape 
commercials,  and  are  apparently 
happy  to  be  there.  Among  them  they 
handle  the  bulk  of  tape  commercials 
being  made  today,  with  CBS  hand- 
ling the  largest  share.  They’ve  got 
problems,  too,  but  those  are  related 
more  to  the  growth  status  of  the 
business  than  to  basic  economics. 

The  critical  problems  have  devel- 
oped when  producers  tried  to  wear 
two  hats — supplying  both  film  and 
tape  production. 

EU&E  officials  attribute  the  com- 
pany’s move  to  “simple  economics.” 
They  say  the  company  could  not 
compete  effectively,  largely  because 
their  technicians  and  cameramen 
have  been  trained  in  film  and  re- 
quire considerably  more  time  to 
create  a tape  commercial  than  crafts- 
men experienced  in  the  live  tech- 
nique. They  stress  that  the  quality  of 
their  work  compares  very  favorably 
with  that  of  the  networks  and  other 
companies,  which  are  manned  by 
personnel  versed  in  live  production, 
but  emphasize  that  “extra  time 
means  that  it  cost  us  more  to  make 


a comparable  commercial.” 

A Dud  ■ Martin  Ransohoff,  presi- 
dent of  Filmways,  says  of  television 
tape,  “It’s  a bomb.”  The  firm  lost  more 
than  $100,000  before  it  quit  taping  and 
sold  its  recorder  with  associated 
camera-kine-projector  equipment. 

In  Mr.  Ransohoff’s  opinion,  networks 
are  virtually  the  only  producers  who 
“can  afford  to  play  with  the  thing,” 
running  tape  commercial  production  on 
a “sideshow”  basis.  They  had  a techni- 
cal head  start  of  10  to  12  years  in  the 
live-like  process.  While  motion  picture 
labor  has  made  a sincere  effort  to  catch 
up.  it’s  hard  to  buck  this  reservoir  of 
experience,  he  explains.  Filmways  let 
go  four  technicans  at  one  time. 


A formula  for  ending  the  four-month 
old  writers’  strike  against  the  makers  of 
tv  filmed  programs  might  be  contained 
in  verbal  agreement  reached  last  Wed- 
nesday between  negotiators  for  Ziv- 
United  Artists  and  the  Writers  Guild  of 
America’s  tv  branch. 

This  new  six-year  proposal  contains 
everything  that  is  in  the  four-year 
pact  offered  WGA  by  the  Alliance  of 
Television  Film  Producers  plus  an  ad- 
ditional two-year  term  in  which  the 
writers  will  receive  a 3%  increase  in 
minimum  salaries  and  2%  of  the  “ab- 
solute gross”  on  revenue  from  the  sale 
of  the  tv  films  abroad.  “Absolute  gross” 
was  said  to  mean  total  receipts  from 
foreign  telecasts  without  any  deductions 


Some  of  Filmways’  tape  complaints: 
recurring  equipment  changes,  capital 
costs,  editing  difficulty,  print  reproduc- 
tion costs.  Mr.  Ransohoff  feels  that 
Ampex  Corp.  pushed  a market  that 
wasn’t  ready,  whipping  up  advertiser 
and  agency  enthusiasm  for  video  tape, 
literally  forcing  independents  to  try 
their  hand  before  they  had  researched 
it  adequately.  The  net  effort  was  to 
create  a demand  for  tv  tape  out  of  pro- 
portion to  its  value,  in  the  opinion  of 
Filmways’  president.  He  emphasizes 
that  he  is  not  bitter  about  the  experi- 
ence. His  firm  tested  a technique, 
found  it  impractical  and  got  out.  Film- 
ways  meanwhile  is  busy  with  commer- 
cials and  programs  in  the  medium  its 
name  implies. 


for  distribution  expenses  or  other  rea- 
sons. 

The  agreement  would  be  retroactive 
to  March  31,  1960.  So  far  as  the  for- 
eign residuals  are  concerned,  the  2% 
payments  would  apply  to  all  firms  made 
during  the  entire  six  years  of  the  new 
pact  and  released  abroad  following 
March  31,  1964. 

The  WGA-Ziv-UA  agreement  also 
contains  a novel  proposal  that,  economi- 
cally at  least,  would  put  the  tv  film  pro- 
gram writers  on  a parity  with  the  au- 
thors of  books  and  • stage  plays.  The 
guild  and  the  producing  company 
agreed  to  set  up  a joint  fact-finding 
committee  to  work  out  as  soon  as  pos- 
sible a formula  for  paying  writers  a 
percentage  of  the  domestic  and  foreign 
grosses.  The  writers  would  receive  pre- 
viously stipulated  advances  against 
those  grosses.  When  the  formula  has 
been  agreed  on  by  both  parties,  it  will 
take  precedence  over  the  current  agree- 
ment. 

The  agreement  between  Ziv-UA  and 
WGA  was  to  be  submitted  to  the  annual 
membership  meetings  of  the  tv  branch 
of  the  guild  in  the  East  and  in  the 
West  Thursday  evening  (May  19)  and 
WGA  spokesmen  were  confident  on 
Thursday  that  the  membership  would 
approve  it  overwhelmingly.  The  tv 
branch  negotiating  committee,  the 
board  of  the  tv  branch  and  the  council 
of  WGAW  already  have  approved  the 
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terms,  they  stated. 

It  was  pointed  out  that  similar  ap- 
proval had  been  given  the  offer  of 
ATFP  (Broadcasting,  May  2)  but  that 
this  offer  had  been  turned  down  by 
the  members.  The  guild  spokesmen  re- 
plied that  the  new  plan  has  a better 
chance  of  success  because  it  was  con- 
ceived by  WGA,  who  proposed  it  to 
Ziv-UA  and  obtained  a verbal  accept- 
ance from  that  company’s  executive 
vice  president,  Maurice  Unger. 

Guild  spokesmen  also  were  optimistic 
that  the  new  formula  would  not  only 
receive  approval  of  the  tv  writers  but 
also  would  be  accepted  by  the  other 
tv  film  producers,  who  are  at  the 
moment  without  scripts  for  most  of  the 
programs  for  fall  and  which  should  go 
before  the  cameras  in  another  month 
or  two. 

No  word  was  immediately  forthcom- 
ing as  to  the  attitude  of  ATFP  and 
the  major  motion  picture  ■ companies 
who  also  are  active  in  tv  program 
production.  It  is  a matter  of  record, 
however,  that  these  producers  have 
refused  to  make  a better  offer  than 
that  included  in  their  proposal  which 
WGA  turned  down,  reportedly  over  this 
issue. 

ATFP  offered  the  guild  an  agree- 
ment which  said  that  if  foreign  resid- 
uals were  given  to  members  of  any 
other  guild,  it  would  accord  such  pay- 
ments to  writers  on  the  same  basis. 
ATFP  also  agreed  to  grant  “recogni- 
tion” of  the  writer’s  right  to  receive,  in 
the  next  negotiations,  payments  at- 
tributable to  the  foreign  tv  market  and 
further  agreed  to  establish  a joint  study 
committee  to  explore  the  feasibility  of 
revising  the  entire  residual  structure  in 
these  negotiations. 

So  far,  the  producers  have  stood  pat 
on  this  offer  and  have  refused  to  go 
beyond  it.  If  they  go  along  with  Ziv- 
UA  proposal  and  agree  to  a 2%  pay- 
ment of  gross  foreign  revenue  to  the 
writers,  they  will  have  no  choice  but  to 
do  the  same  for  the  directors,  whose 
new  contract  includes  a “favored  na- 
tions” clause  on  this  point  (Broadcast- 
ing, May  16).  Nor  is  there  any  doubt 
that  the  Screen  Actors  Guild  negotia- 
tors, with  whom  the  tv  film  producers 
are  attempting  to  work  out  a new  con- 
tract, would  insist  on  foreign  residuals 
for  the  actors  as  well. 

Other  major  points  in  the  ATFP  of- 
fer to  WGA,  which  is  incorporated  into 
the  guild’s  proposal  to  Ziv-UA,  are: 
an  across-the-board  10%  increase  in 
minimum  pay  for  writers;  an  employer- 
financed  pension  plan  to  which  em- 
ployers would  contribute  an  amount 
equal  to  5%  of  a writer’s  initial  agreed 
compensation  up  to  double  the  mini- 
mum. 

The  ATFP  offer  also  contains  a num- 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EDT). 


NBC-TV 

May  23-27,  30-June  1 (6:30-7  a.m.) 
Continental  Classroom. 

May  23-27,  30-June  1 (11-11:30  a.m.) 
Price  Is  Right,  participating  sponsors. 

May  23-27,  30-June  1 (12:30-1  p.m.) 
It  Could  Be  You,  participating  sponsors. 

May  24,  31  (8:30-9:30  p.m.)  Ford  Star- 
time, Ford  through  J.  Walter  Thompson. 

May  24,  31  (9:30-10  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Lennen 
& Newell  and  Sterling  Drug  through  Nor- 
man, Craig  & Kummel. 

May  25,  June  1 (8:30-9  p.m.)  Price  Is 
Right,  Lever  through  Ogilvy,-  Benson  & 
Mather  and  Speidel  through  Norman, 
Craig  & Kummel. 

May  25,  June  1 (9-10  p.m.)  The  Perry 
Como  Kraft  Music  Hall,  Kraft  through 
J.  Walter  Thompson. 

May  26  (9:30-10  p.m.)  The  Ford  Show, 
Ford  through  J.  Walter  Thompson. 

May  27  (8:30-9:30  p.m.)  MD  U.S.A., 
Smith,  Kline  & French  Labs  through 
Doremus-Eshleman  Co. 

May  27  (9:30-10  p.m.)  Masquerade 
Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Grey  Adv. 

May  28  (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

May  28  (10:30-11  a.m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

May  28  (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

May  29  (8-9  p.m.)  Music.  On  Ice,  sus- 
taining. 

May  29  (9-10  p.m.)  The  Chevy  Suspense 
Show,  Chevrolet  through  J.  Walter  Thomp- 
son. 

May  30  (10-11  p.m.)  The  Steve  Allen 
Plymouth  Show,  Plymouth  through  N.W. 
Ayer. 


ber  of  other  “major  concessions,”  Rich- 
ard W.  Jencks,  ATFP  president,  said 
Wednesday  (before  the  WGA-Ziv-UA 
formula  had  been  reached).  Reporting 
that  he  had  “officially  confirmed  to 
WGA  that  the  alliance  remains  willing 
to  conclude  a contract  on  the  terms 
which  were  fully  negotiated  and  agreed 
upon  between  alliance  and  guild  com- 
mittee on  April  28,”  Mr.  Jencks  re- 
vealed these  other  concessions  as  fol- 
lows: 

(1)  A completely  new  “speculative 


writing”  provision  which,  among  other 
things,  places  strict  limitations  on  the 
nature  and  number  of  interviews  be- 
tween writers  and  producers  in  connec- 
tion with  writing  assignments. 

(2)  New  restrictions  on  the  ability  of 
producers  to  require  writers  to  war- 
rant and  indemnify  with  respect  to  cer- 
tain classes  of  claims. 

(3)  An  extension  of  the  geographical 
coverage  provision. 

(4)  A new  penalty  provision  calling 
for  additional  payment  to  a writer 
where  a producer,  after  failing  to  exer- 
cise an  option  on  such  writer’s  story, 
engages  another  writer  to  write  a tele- 
play based  thereon. 

(5)  The  giving  up  of  the  producer’s 
so-called  “right  of  cut-off”  after  first 
draft  teleplay  on  all  one-half  hour 
teleplays  other  than  pilots. 

(6)  A new  provision  establishing,  for 
the  first  time,  separate  compensation 
for  “non-commercial  openings  and  clos- 
ings” where  written  by  a writer  other 
than  the  writer  of  the  body  of  the  pro- 
gram. 

(7)  Writers  will  now  share  in  se- 
quel payments  and  other  payments  at- 
tributable to  teleplays  based  on  public 
domain  material  where  the  use  of  the 
public  domain  material  was  suggested 
by  them. 

(8)  With  respect  to  pay  television, 
producers  will  be  required  to  negotiate 
with  the  guild  prior  to  engaging  writers 
for  films  made  primarily  for  pay  tele- 
vision. Free  television  films  released  to 
pay  television  will  be  subject  to  negoti- 
ation of  terms,  but  if  released  without 
agreement  as  to  terms,  the  guild  may 
cancel  the  free  television  agreement. 

(9)  Agreement  for  the  first  time  calls 
for  payments  for  remakes  of  television 
films. 

(10)  Recognition  of  the  desirability 
of  the  writer’s  presence  at  script  con- 
ferences and  rehearsals. 

(11)  Increase  in  proportion  of  total 
payment  payable  on  delivery  of  story 
and  first-draft  teleplay. 

(12)  Substantial  improvement  in 
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various  provisions  relating  to  writers’ 
credits. 

Referring  to  his  letter  to  WGA,  Mr. 
Jencks  declared:  “It  is  not  the  policy  of 
the  Alliance  to  play  ‘cat  and  mouse’ 
with  the  matter  of  the  acceptability  of 
a proposal  which  we  were  previously 
willing  to  accept.  We  do  not  expect  to 
make  either  a better  deal  or  a worse 
deal  than  that  which  was  hammered  out 
in  good  faith  negotiation  with  the 
guild's  negotiating  committee.” 

On  Monday  (May  16)  the  WGA 
Screen  Branch  turned  down  an  offer  of 
the  Alliance  of  Motion  Picture  Pro- 
ducers to  settle  the  guild’s  strike  against 
them.  Like  that  against  the  tv  films, 
the  writers  strike  against  theatrical  pic- 
tures has  gone  on  since  Jan.  16.  Major 
issue  here  is  pay  tv. 

On  one  other  front,  the  National 
Labor  Relations  Board  has  issued  a 
complaint  charging  unfair  labor  prac- 
tices against  ATFP  for  refusal  to  bar- 
gain with  the  Screen  Extras  Guild  in- 
dividually. SEG’s  contract  with  ATFP 
expired  April  2,  1959.  Hearing  on  the 
complaint  is  set  for  June  20. 

NBC-TV  colorcasts 
920  hours  this  year 

NBC-TV  will  program  920  hours  in 
color  this  year,  up  27%  over  1959,  ac- 
cording to  Paul  Klempner,  color  sales 
executive  at  NBC-TV.  He  spoke  in  Las 
Vegas  at  RCA  dealer  and  distributor 
meetings.  He  said  color  programming 
in  some  markets  is  up  to  50  hours  a 
week,  and  that  the  summer  tv  network 
color  schedule  is  16%  over  last  year. 
Other  statistics:  98  out  of  every  100 
homes  are  within  the  coverage  areas  of 
350  color-equipped  stations.  He  said 
the  first  week  in  November  this  fall  will 
have  21  hours  of  color,  against  16 
hours  last  year — up  31%. 

RCA  President  John  Burns  told  west- 
ern distributors  in  Las  Vegas,  Nev., 
May  1 8,  that  an  RCA  Advanced  Styling 
Center  will  be  established  this  year, 


while  the  Advanced  Engineering  Center 
is  already  in  operation  at  the  David 
Sarnoff  Research  Center  in  Princeton, 
N.J.  He  said  the  styling  center  would 
develop  new  concepts  of  design  and 
technology  for  home  instruments  as  far 
ahead  as  1970. 

Survey  shows  trends 
in  video  tape  rates 

Video  tape  rate  practices  still  show 
such  disparity  at  tv  stations  throughout 
the  country  that  meaningful  averages 
cannot  be  drawn,  but  some  general 
trends  now  are  apparent,  Bob  Day, 
sales  development  manager  of  the  video 
products  division  of  the  Ampex  Profes- 
sional Products  Co.,  said  last  week. 
His  division  has  completed  a second 
survey  of  rate  practices,  similar  to  that 
conducted  a year  ago. 

Perhaps  the  most  significant  trend 
shown  was  that  fewer  stations  now 
charge  for  on-air  playback  of  the  video 
tape  commercial  or  program  than  did  a 
year  ago.  Mr.  Day  interpreted  this  to 
mean  that  more  stations  now  con- 
sider on-air  tape  playback  is  compara- 
ble to  the  use  of  their  camera  chains 
for  on-air  playback  of  film  spots  or  pro- 
grams. The  1960  survey  showed  that 
only  20.48%  of  the  respondents  charge 
special  fees  for  on-air  playback  as 
against  37.5%  in  1959.  Fees  set  by 
those  that  do  charge  ranged  from  $2 
to  $25  per  spot  and  up  to  $100  per 
hour  (New  York)  for  programs. 

The  1960  survey  showed  more  sta- 
tions now  have  commissionable  charges 
than  a year  ago,  69.75%  now  as  against 
57.89%  in  1959.  There  also  has  been  a 
slight  increase  in  the  practice  of  charg- 
ing straight  time  for  recording  sessions 
(39.08%  as  against  37.77%)  and  a 
slight  decrease  in  the  practice  of  mak- 
ing per-recorded-unit  charges  (60.29% 
as  against  62.23%).  Straight-time  re- 
cording fees  range  from  $15  to  $100 
per  15  minutes,  but  some  charge  on  a 
half-hour  base  ($30  to  $194)  and  others 


charge  on  an  hour  base  ($60  to  $110). 
Per-recorded-unit  fees  range  from  $15 
to  $100  per  spot. 

The  1960  survey  showed  a slight 
dip  in  the  number  of  stations  which 
charge  storage  rental  fees  for  spots 
or  programs  retained  on  a tape  for 
long  periods  of  time  such  as  a week, 
month  or  13-week  cycle.  Less  than  one 
out  of  five  stations  make  such  charges, 
however.  Splicing,  editing  and  dubbing 
fees  also  continue  to  range  widely,  the 
1960  survey  showed. 

Indianapolis  race 
gets  big  coverage 

More  than  114  hours  of  broadcast 
time  is  being  allocated  by  WFBM-AM- 
TV  Indianapolis  for  coverage  of  the 
Indianapolis  500-mile  auto  race  and 
related  events. 

The  stations’  “Speedway  Schedule” 
began  May  1 and  is  building  in  inten- 
sity toward  the  big  Memorial  Day 
marathon.  Shows  in  color  from  track- 
side  have  been  aired  frequently  from 
5:45-6  p.m.  As  the  qualifying  trials 
come  up,  WFBM-TV  brings  them  to 
the  viewers.  The  station  has  reported 
plans  for  more  than  114  hours  of  broad- 
cast time  will  be  devoted  to  the  festivi- 
ties. It  is  dispatching  a 40-man  crew 
to  handle  remote  broadcasts  and  tele- 
casts and  using  equipment  costing  some 
$400,000.  RCA-NBC’s  color  mobile  re- 
mote unit,  used  this  winter  to  bring 
horse  racing  from  Hialeah,  Fla.,  has 
been  shipped  to  Indianapolis  for  the 
trackside  remote  and  for  complete  cov- 
erage of  the  $50,000  500-Mile  Golf 
Tourney. 

In  addition  to  auto-race  color  and 
background,  parties  for  participants, 
featuring  interviews  with  the  racers,  are 
scheduled.  The  victory  dinner  will  be 
shown  on  television  the  day  after  a 
one-hour  review  of  the  race’s  high- 
lights. The  entire  500  will  be  carried 
on  radio,  sponsored  by  Carling’s  beer. 

Disney  reports  loss 

Consolidated  operations  of  Walt  Dis- 
ney Productions  for  the  26  weeks  ended 
April  2,  1960,  showed  a loss  of  $90,485, 
equal  to  6<j:  a share,  after  an  income 
tax  credit  of  $95,000,  Roy  O.  Disney, 
president,  reported  to  stockholders  last 
week.  In  the  corresponding  27-week 
period  ended  April  4,  1959,  Disney  had 
a net  profit  of  $906,485,  equal  to  57^ 
per  share.  Total  gross  for  the  recent 
six-month  period  was  $18,805,820, 
compared  to  $23,430,211  for  the  same 
period  of  last  year. 

Most  of  the  loss  is  attributable  to  a 
drop  in  tv  income  from  $7,626,370  a 
year  ago  to  $2,894,843,  due  to  legal 
troubles  with  ABC  that  kept  Zorro  and 
Mickey  Mouse  Club  off  the  air. 
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IMPROVISATION 
Radio-tv  win  acclaim 
with  Summit  coverage 

Though  Summit  diplomacy  suffered 
a major  setback  in  Paris  last  week, 
broadcasting  took  a major  step  forward 
as  it  demonstrated  its  ability  to  provide 
unparalleled  public  service  coverage  of 
important  news  events.  Improvised  ra- 
dio-tv  coverage,  after  Russian  Premier 
Nikita  Khrushchev  tossed  his  monkey 
wrench  into  the  proceedings,  brought 
widespread  viewer  and  critical  acclaim 
in  a day  when  broadcasters  are  more 
accustomed  to  brickbats  than  roses. 

Not  counting  coverage  of  President 
Eisenhower's  arrival  in  Washington 
Friday,  and  possible  coverage  of  Pre- 
mier Khrushchev  in  East  Berlin,  net- 
works carried  28  hours  and  40  minutes 
of  special  Summit  programs.  Broad- 
casting’s count : 

ABC  Radio— 1:05  ABC-TV— 2:15 
CBS  Radio— 8:10  CBS-TV— 6:40 

NBC  Radio— 2:10  NBC-TV— 5:20 
Mutual — 3 

As  a climax  to  the  Paris  events,  all 
the  networks  provided  live  coverage  of 
President  Eisenhower’s  return  to  Wash- 
ington, Friday  afternoon.  Network  rep- 
resentatives in  West  Berlin  were  trying 
at  the  same  time  to  get  coverage  of  a 
news  conference  scheduled  by  Mr. 
Khrushchev  for  5 p.m.  (EDT)  Friday. 

The  hectic  week  of  Summit  cov- 
erage started  last  Monday  morning 
with  the  radio-tv  bulletins  on  the  Khru- 
shchev announcement  that  the  invita- 
tion to  President  Eisenhower  to  visit 
Russia  had  been  withdrawn.  Coverage 
rose  to  a peak  Wednesday  when  the 
much-publicized  Khrushchev  news  con- 
ference was  carried  on  radio  and  tele- 
vision. Tapes  of  the  Wednesday  morn- 
ing sessions  were  flown  in  takes  by  jet 
to  the  U.S.  and  telecast  late  that  night 
on  all  three  tv  networks. 

New  production  firm 

A new  company  in  the  packaging, 
production  and  film  distribution  busi- 
ness has  started  operations  in  New 
York.  Herman  Rush, 
formerly  president  of 
Flamingo  Telefilm 
Sales  Inc.,  announced 
the  formation  of  Her- 
man Rush  Assoc,  at 
50  W.  57th  St. 

The  new  company 
is  reported  to  have 
substantial  interest  in 
Heritage  Productions  Inc.,  packagers 
and  distributors  of  Roy  Campanella’s 
radio-tv  series,  Campy’s  Corner,  and 
The  Adventures  of  Willie  Wonderful, 
a cartoon  series.  Mr.  Rush  will  take  an 
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Khrushchev  makes  his  point  ■ The 

Soviet  premier’s  unprecedented  news 
conference  Wednesday  (May  18)  was 
carried  in  its  entirety,  unedited,  by  both 

active  part  in  the  sales  and  financing 
activities  of  the  Heritage  operation. 

Negotiations  are  said  to  be  in  prog- 
ress for  acquisition  of  additional  prod- 
uct. Rush  Assoc,  will  also  be  engaged 
in  real  estate  development  and  invest- 
ment in  Arizona,  it  was  announced. 
Additional  offices  will  be  maintained 
in  Phoenix  and  Hollywood. 

■ Program  notes 

Volksfilm  ■ Marathon  Tv  Newsreel, 
N.Y.,  has  completed  a 26-minute  color 
documentary  on  world  trade  for  Volks- 
wagen. Titled  “The  Give  and  Take,”  it 
is  being  distributed  free  to  tv  stations 
by  Modern  Tv,  3 E.  54th  St. 

Intranecine  syndication  ■ KDKA-TV 
Pittsburgh  has  syndicated  a local  pro- 
gram for  release  to  the  other  Westing- 
house  Broadcasting  Stations.  Funsville, 
described  as  an  “all-family  morning 
program  . . . produced  around  a mythi- 
cal town  of  the  same  name,  “debuted  on 
KYW-TV  Cleveland  May  16.  Other 
Westinghouse  stations  are  also  expected 
to  use  the  sponsored  series.  Next  on 
KDKA-TV’s  syndication  agenda  is  a 
physical  fitness  program  starring  exer- 
cise expert  John  Hills,  which  the  sta- 
tion reports  is  very  popular  in  Pitts- 
burgh. 

NBC  in  Rose  Bowl  ■ NBC  has  obtained 
exclusive  radio-tv  rights  for  the  next 
two  years  to  the  New  Year’s  Day  Rose 
Bowl  Games  in  Pasadena,  Calif.  A con- 
tract between  NBC,  the  Pasadena 
Tournament  of  Roses  Assn,  and  the 
Athletic  Assn,  of  Western  Universities 


CBS-TV  and  NBC-TV  that  night.  ABC- 
TV  carried  an  edited  45-minute  ver- 
sion. This  picture  was  taken  off  the 
tube  at  CBS-TV  in  New  York. 

was  announced  May  16.  The  Gillette 
Safety  Razor  Co.,  sponsor  of  the  dual 
tv-radio  coverage  on  NBC  the  past  nine 
years,  will  continue  sponsorship  as  part 
of  its  Gillette  Cavalcade  of  Sports 
series. 

ATTENTION 

STATION  MANAGERS 

tSAVE 
MONEY  with 

» ,..,™  MAGNE-TRONICS’ 
TAPED  programs  for 
AUTOMATIC  BROADCASTING 

v>  MAKE 
MONEY  with 

MAGNE-TRONICS’ 
BACKGROUND  MUSIC 

for  FM  multiplex  stations 

for  complete  details  write  to 

MAGNE-TRONICS,  INC. 

Dept.  I.  49  W.  45th  St.,  N.Y. 
36,  N.Y. 


Why  local  tv  covers  the  big  show 


Why  should  a television  station  go 
to  the  expense  of  sending  a newsman 
to  the  political  conventions  when  it 
can  get  blanket  coverage  from  its 
network  by  merely  throwing  a 
switch? 

The  Corinthian  group,  which  is 
sending  a 13-man  news  staff  to  Chi- 
cago and  Los  Angeles  this  summer 
has  several  good  answers  to  that 
question: 

■ Coverage  of  the  local  angle. 

■ Development  of  the  skills  of 
station  news  personnel. 

■ Enhancement  of  the  authority 
and  stature  of  Corinthian  newsmen 
in  their  own  communities. 

Johnston  F.  Northrop,  Corin- 
thian’s administrative  vice  president 
admits  that  the  convention  coverage 
will  be  a costly  and  time-consuming 
effort.  He  says  the  plan  will  be  the 
first  of  many  group  operational  ven- 
tures in  the  news  field. 

Each  station  will  attempt  to  bring 
a regional  and  local  flavor  to  its  han- 
dling of  the  convention  story.  This 
will  be  done  through  reports  based 
on  reactions  of  home  state  delega- 
tions to  convention  political  develop- 
ments. The  special  local  coverage 
will  be  in  addition  to  the  complete 
convention  coverage  of  CBS. 

The  Corinthian  stations  are: 
KOTV  (TV)  Tulsa,  WISH-AM-TV 
Indianapolis,  WANE-AM-TV  Fort 
Wayne,  KHOU-TV  Houston  and 


Mr.  Land  Mr.  Northrop 


KXTV  (TV)  Sacramento.  Each  sta- 
tion hopes  to  sell  the  coverage  as  a 
package  to  an  advertiser  in  its  respec- 
tive market. 

Corinthian’s  convention  news  team 
will  be  a combination  of  station  and 
headquarters  personnel.  From  the 
stations  will  be  five  news  directors 
and  the  cameramen  with  whom  they 
will  be  teamed.  News  directors  are: 
Richard  Hickox,  WISH-TV;  Dan 
Rather,  KHOU-TV;  Roger  Sharp, 
KOTV  (TV);  Hank  Thornley, 
KHOU-TV  program  manager.  Walt 
Jones,  KOTV  studio  supervisor  was 
named  technical  supervisor.  Editorial 
director  and  group  co-ordinator  will 
be  Herman  W.  Land,  special  proj- 
ects head  for  Corinthian.  Corinthian 
President  C.  Wrede  Petersmeyer, 
now  on  vacation  in  Europe,  expects 
to  joint  the  team  in  a supervisory' 
and  reportorial  capacity. 


‘Small  World’  tops 
NAFBRAT  honor  list 

CBS-TV’s  Small  World  won  “pro- 
gram of  the  year”  honors  in  the 
eighth  annual  national  awards  of  the 
National  Assn,  for  Better  Radio  and 
Television.  The  awards  for  1959  pro- 
grams were  announced  last  week  by 
NAFBRAT  President  Clara  S.  Logan. 
Special  awards  went  to  Standard  Oil 
Co.  (New  Jersey)  for  its  sponsorship 
of  The  Play  of  the  Week  and  for  its 
“hands  off  programming”  policy;  to 
CBS-TV  for  Look  Up  and  Live,  and  to 
CBS  Radio  for  The  Hidden  Revolution 
for  program  excellence  and  public  serv- 
ice contribution. 

A complete  list  of  awards  and  cate- 
gories follows: 

TELEVISION— Drama:  Hallmark  Hall  of  Fame, 
NBC.  Entertainment:  Bell  Telephone  Hour,  NBC. 
Adventure  and  Travel:  Bold  Journey,  syn.  Family 
situation:  Father  Knows  Best,  CBS.  Comedy:  Art 
Carney  Show,  NBC.  Education:  Our  American 
Heritage,  NBC.  News  analysis:  Howard  K.  Smith, 
CBS.  Interviews:  Small  World,  CBS.  Popular 
Music:  Perry  Como's  Music  Hall,  NBC.  Classical 
music:  Leonard  Bernstein  Program,  CBS.  Public 
service:  Eyewitness  to  History,  CBS.  Children's 
program:  Capt.  Kangaroo,  CBS.  Teenagers'  pro- 
gram: G.E.  College  Bowl,  CBS.  Daytime  program: 
Continental  Classroom,  NBC.  Best  new  program: 
Ford  Startime,  NBC.  Television  program  of  the 
year:  Small  World,  CBS. 

RADIO — Entertainment:  Family  Theater,  MBS. 
News:  Edward  P.  Morgan,  ABC.  Education  and 
information:  Hidden  Revolution,  CBS.  Music: 

Metropolitan  Opera,  CBS.  Children  and  teenagers: 
College  News  Conference,  ABC.  Interviews  and 
discussion:  Face  the  Nation,  CBS.  Daytime  pro- 
gram: Couple  Next  Door,  CBS.  Public  service: 
Image  Series,  NBC.  Agriculture:  National  Farm 
and  Home  Hour,  NBC. 

■ Film  sales 

Three  Stooges  (Screen  Gems) 

Sold  to  WGN-TV  Chicago;  KTTV 
(TV)  Los  Angeles;  WXYZ-TV  De- 
troit; WGR-TV  Buffalo,  N.Y.;  WROC- 
TV  Rochester,  N.Y.;  WTVR  (TV) 
Richmond,  Va.;  WTOL-TV  Toledo, 
Ohio;  KVAR-TV  Phoenix,  Ariz.; 
KOMO-TV  Seattle;  KUTV  (TV)  Salt 
Lake  City;  and  KGUN-TV  Tucson, 
Ariz. 

Now  in  165  markets. 

Ten-Twenty  (pocket  billiards  show) 
Morton  Productions,  Chicago.  (First 
listing.) 

Sold  to  WXYZ-TV  Detroit,  Mich.; 
WKRC-TV  Cincinnati;  KTVI  (TV)  St. 
Louis,  Mo.;  WTVP  (TV)  Decatur  and 
WREX-TV  Rockford,  both  111. 

Home  Run  Derby  (Ziv-UA) 

Sold  to  KONA  (TV)  Honolulu; 
WOOD-TV  Grand  Rapids-Kalamazoo; 
KOTA-TV  Rapid  City,  S.D.;  KDUH- 
TV  Hay  Springs,  S.D.  General  Electric, 
for  WFAA-TV  Dallas-Fort  Worth; 
Carling  Brewing,  KOCO-TV  Oklahoma 
City;  Humboldt  Savings  and  Loan  for 
KVIQ-TV  Eureka,  Calif.;  Cliff  Clark’s 
Appliances  for  WSPD-TV  Toledo; 


Vanes  Appliance  and  Furniture  Co. 
and  Glovers  Dodge  Inc.,  alternating  on 
WCSC-TV  Charleston,  S.C.  Also  sold 
to  Silver  State  Cadillac,  KRDO-TV 
Colorado  Springs-Pueblo,  and  Clover- 
leaf  Motors,  WPTA(TV)  Fort  Wayne, 
Ind. 

Now  in  159  markets. 

Almanac  (Official) 

Sold  to  WOR-TV  New  York. 

Now  in  75  markets. 

Tales  of  the  Vikings  (Ziv-UA) 

Sold  to  Kern’s  Bread  for  WCBY-TV 
Bristol,  Tenn.,  and  WKYT-TV  Lexing- 
ton, Ky.;  Fels  Naptha  Soap  for  WRC- 
TV  Washington,  D.C.,  and  KRON-TV 
San  Francisco,  and  Gordon’s  Bread  for 
KABC-TV  Los  Angeles. 

Now  in  130  markets. 

Life  of  Riley  (California  National  Pro- 
ductions) 

Sold  to  WTVJ  (TV)  Miami;  KYW- 
TV  Cleveland;  WTCN  (TV)  Minne- 
apolis; WHBF-TV  Rock  Island,  111.; 
WHIZ-TV  Zanesville,  Ohio;  WTTV 
(TV)  Indianapolis;  KNOE-TV  Mon- 
roe, La.;  WJRT  (TV)  Flint,  Mich. 


Carolina  photo  awards 

Bill  Gordon,  cameraman  for  WFMY- 
TV  Greensboro,  S.C.,  was  selected 
Southern  television  photographer  of 
the  year  at  the  annual  short  course  in 
press  photography  sponsored  by  the 
Carolinas  Press  Photographers  Assn. 
The  selection,  based  on  accumulative 
point  total  from  five  categories,  was 
awarded  to  Mr.  Gordon  on  the  basis 
of  first  place  victories  in  the  feature 
and  sports  divisions  along  with  a third 
place  in  the  feature  class. 

Another  outstanding  individual  per- 
formance resulted  in  Joe  Epley,  a first 
year  man  at  WLOS-TV  Asheville,  N.C., 
coming  away  with  awards  in  three 
categories  (first  in  general  news,  sec- 
ond in  features  and  third  in  spot  news). 
WSOC-TV  Charlotte,  N.C.,  received 
overall  top  honors  as  its  news  team 
collected  nine  of  a possible  30  points 
with  more  than  200  cameramen  from 
all  over  the  South  competing. 

Other  awards:  spot  news  movies, 
WBTV  (TV)  Charlotte;  feature  movies, 
WFMY-TV,  and  sports  news  movies, 
WFMY-TV,  Greensboro,  S.C. 
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L.A.  CONVENTION  ASSIGNMENTS 

Radio-tv  space,  pooling  jobs  revealed 


Assignments  of  space  in  the  Los 
Angeles  Sports  Arena  and  Biltmore 
Hotel  for  the  news  media  representa- 
tives covering  the  Democratic  National 
Convention  to  be  held  July  11-15,  have 
been  announced  by  J.  Leonard  Reinsch, 
executive  director  of  the  convention. 

In  the  arena  where  the  convention 
sessions  will  be  held,  the  tv  and  radio 
networks  have  been  given  space  on  the 
ground  floor  surrounding  the  dele- 
gates section:  ABC  in  the  northwest 
section,  CBS  in  the  southwest  and  NBC 
in  the  southeast.  Each  of  these  networks 
will  spend  approximately  $250,000  in 
equipping  their  sections.  They  will  con- 
tain space  for  newsrooms,  makeup,  pre- 
views, audio  maintenance,  art  work, 
dark  rooms,  film  editing  areas,  engineer- 
ing operations,  transmissions,  video 
control,  client  and  executive  offices, 
plus  radio  studios  and  control  rooms. 
MBS,  for  radio  only,  will  have  space 
to  the  left  of  the  north  entrance  to  the 
convention  floor. 

About  950  of  the  5,500  men  and 
women  covering  the  convention  for 
newspapers,  magazines  and  newsreels 
as  well  as  the  broadcast  media  will  be 
on  the  floor  of  the  convention,  along 
with  cameramen  occupying  eight  plat- 
forms. Around  the  perimeter  of  the 
delegates  section,  along  with  the  net- 
works, will  be  located  12  sound  studios 
for  independent  radio  and  tv  organiza- 
tions. Their  locations  have  been  as- 
signed by  the  Radio  Gallery  in  Wash- 
ington, D.C. 

As  it  was  in  1956,  television  from 
the  floor  will  be  handled  on  a pool 
basis,  Mr.  Reinsch  said.  ABC  won  the 
straw  pulling  contest  for  video  and 
CBS  for  audio  both  radio  and  tv.  Ted 
Grenier,  chief  engineer,  ABC  Western 
Div.,  will  be  the  video  engineer  for 
ABC,  and  Gil  Wyland,  studio  opera- 
tions manager,  CBS,  West  Coast,  will  be 
audio  engineer. 

Pool  Arrangements  ■ The  six  tv 
cameras  on  the  floor,  to  be  supplied 
by  ABC,  will  feed  pictures  of  the  con- 
vention into  six  monitors  in  the  tv 
pool  control  room  directly  behind  the 
rostrum,  adjoining  the  ABC  studios. 
There,  the  pool  producer,  director,  as- 
sistant director,  technical  director,  audio 
and  video  engineers  and  light  direction 
engineer  will  work.  One  picture  will  be 
selected  for  feeding  to  all  three  net- 
works; each  network  director  will  de- 
cide whether  or  not  to  take  the  pooled 
feed  at  any  particular  time.  The  net- 
works will  all  contribute  manpower  and 
equipment  to  the  pool  and  will  share 
the  costs  evenly. 

A two-floor  installation  in  the  arena 


itself  and  a 12,000  square  feet  media 
pavilion  next  to  it  will  be  occupied  by 
news  media,  communications  services, 
photo  labs  and  the  like.  In  the  area 
adjacent  to  the  north  stairs  there  will 
be  a studio  for  interviews  by  the  in- 
dependent tv  and  motion  picture  news- 
reel. A convention  innovation  will  be 
three  post  office  substations,  two  in  the 
arena,  one  at  the  Biltmore.  There  will 
also  be  two  lounges  in  -the  arena,  an 
airlines  lounge  for  delegates  and  a rail- 
road lounge  for  media  representatives 
only. 

The  networks’  hotel  assignments  are: 
ABC,  Rooms  3200-14;  CBS,  Rooms 
3305-21;  MBS,  Rooms  3100-04;  NBC, 
Rooms  3105-21.  These  rooms  are  lo- 
cated on  the  third  floor  of  the  Bilt- 
more, but  in  various  wings  of  the  build- 
ing. 

NBC  also  has  been  given  space  in 
the  foyer  of  the  ballroom  for  use  in  the 
early  morning  hours,  to  produce  the 
Today  program. 

News  media  headquarters  will  be  set 
up  in  the  Biltmore  Bowl  and  the  Rex 
Room  just  below  it,  Mr.  Reinsch  an- 
nounced. “On  the  floor  of  the  bowl,” 
he  said,  “will  be  set  up  an  ideal 
joint  news  conference  area.  The  person 
being  interviewed  will  speak  from  what 
normally  is  used  as  the  band  platform. 
In  front  of  him  we  will  have  250 
seats — as  many  as  at  the  White  House 
news  conferences — for  the  men  and 
women  of  the  press  and  broadcasting. 
On  what  normally  is  tier  one,  we  have 
six  fixed  camera  positions.  The  still 
photographers,  too,  will  have  plenty  of 
room  for  their  ‘just  one  more’.” 

Some  newspapers  and  news  maga- 
zines have  been  assigned  space  in  the 
bowl  for  their  working  newsmen. 
Others,  including  the  Associated  Press 
and  United  Press  International,  will  be 
housed  in  the  Rex  Room,  down  the 
escalator  from  the  bowl.  Here  too  will 
be  located  the  news  crews  of  WTOP- 
AM-FM-TV  Washington,  D.C.,  and 
KLAC  Los  Angeles,  as  well  as  Hearst 
Tv/  News.  There  will  also  be  a general 
press  room  for  use  by  all  corre- 
spondents. 

Recording  merger 

Merger  of  Radio  Recorders,  Radio 
Recorders  Equipment  Co.  and  MP-TV 
Services  with  Universal  Recorders,  all 
of  Hollywood,  into  a new  company, 
Radio-Universal  Recorders,  was  an- 
nounced Thursday  (May  19).  New  firm 
will  open  a new  studio  at  Sunset  and 
Highland  in  Hollywood,  built  at  a cost 
of  more  than  $500,000  and  said  to  be 


MAGNfPHASE 


LINE  PROTECTION  SYSTEM 

MAGNIPHASE  — protects  antenna  system 
from  damage  caused  by  static  discharge  or 
transmission  line  faults. 

MAGNIPHASE  — will  instantaneously 
squelch  transmitter  output,  preventing  arc 
from  being  sustained  by  RF  energy. 
Immediately  self-restoring,  transmitter 
interruption  goes  unnoticed  on  the  air. 

write  for  full  details  today 
C-o-yi-t-L*-*-JLjLa-L  £LLecJLn^o~^Lc^. 
MANUFACTURING  COMPANY 
4212  S.  Buckner  Blvd.  Dallas  27,  Texas 
SUBSIDIARY  OF  LING-ALTEC  ELECTRONICS,  INC 
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W And  See  Where 
KMSO-TV  Stands 
CBS***  NBC***  ABC 
58,475  TV  HOMES 

MISSOULA  — definitely  a 
"Preferred  City"  as  market 
prospers  and  Bank  Debits 
reach  +20%,  (highest  of  ail 
Montana  cities). 

12  STARS  out  of  past  17 
Months — indicating  one  full 
year  of  "better  than  aver- 
age" business  performance 
— the  place  to  advertise. 
MISSOULA— leads  all  ;Other 
Montana  cities  in  "High 
Spot-Preferred  Cities"  with 
a city  index  of  109.6  (1960 
over  1959). 

KMSO-TV'S  WESTERN  MON- 
TANA MARKET  is  "greatly 
extended"  by  18  Community 
Boosters.  Coverage  includes 
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the  largest  and  most  modernly  equipped 
studio  in  the  field  of  recording.  It  will 
offer  recording  on  tape  or  disc,  stereo 
as  well  as  monaural,  editing  and  press- 
ing, magnetic  film  recording,  dubbing, 
slide  films  and  a complete  sound  on 
film  service. 

Desilu  has  plans 
for  biggest  year 

Desilu  Productions  is  looking  for- 
ward to  the  heaviest  production  year  in 
its  history.  A theatrical  feature  film, 
“The  Facts  of  Life,”  has  been  added 
to  a minimum  of  18  tv  series,  six  as 


Broadcast  Advertising 

Herbert  S.  Laufman  promoted  from 
vp  to  executive  vp  and  continues  as 
radio-tv  director  at  R.  Jack  Scott,  Chi- 
cago agency.  Hiram  Strong  and  Al- 
bert J.  Myers,  account  executives, 
elected  vps. 

Richard  E.  Hodges  Jr.  and  Richard 
E.  Gunn  both  appointed  vps  of  Liller, 
Neal,  Battle  & Lindsey  Inc.,  Atlanta. 
Mr.  Hodges  is  pr  director  and  account 


KCMC-TV 

TEXARKANA,  T exas- Arkansas 


The  DOMINANT 

ABC  Primary  in 
156,660  TV  homes  of 
the  4-State  Corner 


STILL  GREATER  APPEAL 
from  the  DOMINANT  STATION 
with  the  POWERFUL  ABC  shows 
Plus 

THE  CREAM  OF  CBS 


Maximum  Power  Channel  6 
WALTER  WINDSOR,  Gen.  Mgr. 
Represented  by 

VENARD,  RINTOUL  & McCONNELL,  Inc. 

Clyde  Melville  Co. — Southwest 
James  S.  Ayers  Co. — Southeast 


producer,  10  below-the-line  and  two 
rental  units.  Desi  Arnaz,  president, 
said  last  week  that  gross  product  value 
of  film  to  be  turned  out  for  tv,  the- 
atrical, industrial  and  commercial  use 
will  total  some  $35  million.  Tv  pro- 
duction alone  for  the  1960-61  season 
will  represent  the  equivalent  of  704 
half-hours,  up  104  from  last  year. 
Several  new  series  still  in  negotiation 
could  raise  the  tv  figures  to  23  series 
representing  937  half-hours. 

Series  now  scheduled  for  fall  pro- 
duction are  (produced  by  Desliu) : 
The  Untouchables,  Ann  Sot  hern  Show, 
U.S.  Marshal,  Grand  Jury,  Harrigan 
& Son  and  Guestward  Ho!;  (filmed  by 


Desilu — below-the-line) : Danny  Thom- 
as, Real  McCoys,  Angel,  My  Three 
Sons,  Wyatt  Earp,  Pony  Express,  Press 
Time,  Andy  Griffith  Show,  Barbara 
Stanwyck  Show  and  Jack  Benny  Show; 
(filmed  at  Desilu-rental) : Lassie  and 
Miami  Undercover. 

The  studio  will  start  work  this  month 
on  its  first  theatrical  movie,  “The  Facts 
of  Life,”  starring  Lucille  Ball  (who 
recently  divorced  Mr.  Arnaz  and  is 
still  half-owner  of  the  studio)  and  Bob 
Hope.  Norman  Panama  and  Melvin 
Frank  will  produce  for  United  Artists 
release.  A full  schedule  of  commer- 
cials, both  black-and-white  and  color, 
is  also  in  the  works. 


FATES  & FORTUNES 


executive  and  Mr.  Gunn  is  senior  art 
supervisor  in  Richmond  office. 

E.D.  Gottlieb,  for- 
merly of  Revlon  Prod- 
ucts and  for  11  years 
account  executive  at 
Foote,  Cone  & Beld- 
ing,  has  formed  his 
own  New  York  ad- 
vertising agency,  E.D. 

Gottlieb  Co.  Clients 
include  Maxwell  Tex- 
tiles, Governor  Television,  Tudor  Films, 
KXLW  St.  Louis,  Anita  Modes,  Whit- 
ley-Tailleurs,  E.  Braun  & Co.,  Fred 
Ahlert  Music  Corp.,  Green  Leaf  Rec- 
ords and  Millbrook  Insurance  Co.  E.D. 
Gottlieb  Co.  location  is  75  E.  55th  St. 
in  New  York  City. 

Joseph  Lamneck,  formerly  general 
manager  of  tv  for  Warner  Bros.,  N.Y., 
joins  Donahue  & Coe,  that  city,  as  direc- 
tor of  radio  and  tv,  commercial  division. 

Edward  Sherry,  creative  consultant 
to  advertising  agencies  in  New  York 
and  Chicago,  appointed  creative  direc- 
tor of  Los  Angeles  office  of  Doyle 
Dane  Bernbach.  Previously,  he  had 
been  with  J.  Walter  Thompson. 

Daniel  Borg,  formerly  of  Grey  Adv., 
N.Y.,  and  Rudy  Baumohl,  formerly  of 
Lennen  & Newell,  N.Y.,  join  Cun- 
ningham & Walsh,  that  city,  as  media 
buyers. 

Jane  Nelson,  formerly  media  direc- 
tor of  Walker  Saussy,  Los  Angeles,  to 
Charles  A.  Mottl  agency,  that  city,  as 
media  buyer. 

Clifford  C.  Lubkert,  manager  of 
home  office  tv-radio  communications 
center,  McCann-Erickson,  N.Y.,  named 
assistant  treasurer  and  director  of  facil- 
ities planning. 

Elias  (Bud)  Baker,  formerly  of  Len- 
nen & Newell,  N.Y.,  joins  Doyle  Dane 
Bernbach,  that  city,  as  account  super- 
visor. 

R.  Glenn  Wilmoth,  media  super- 
visor, Dancer-Fitzgerald-Sample,  N.Y., 


promoted  to  associate  media  director. 
James  Hunter,  media  buyer,  becomes 
supervisor. 

Mrs.  Helen  Ver  Standig,  executive 
vp  and  media  director  of  M.  Belmont 
Ver  Standig  Inc.,  Washington,  named 
1960  Advertising  Woman  of  the  Year 
by  Women’s  Advertising  Club  of  Wash- 
ington. 

Maria  Carayas,  formerly  with  Hil- 
ton & Reggio,  N.Y.,  joins  Kudner 
Agency,  that  city,  as  radio-tv  time- 
buyer. 

Walter  L.  Tillman,  manager  of  Phil- 
adelphia edition  of  TV  Guide,  elected 
president  of  Television  & Radio  Ad- 
vertising Club  of  Philadelphia  for  1960. 

Theodore  S.  Repplier  named  recipi- 
ent of  1960  Advertising  Federation  of 
America  Award  for  Public  Service.  He 
is  president  of  Advertising  Council, 
Washington,  D.C.  Graham  Patterson, 
publisher  and  chairman  of  board  of 
Farm  Journal,  Philadelphia,  will  also 
receive  award. 

Charles  Vanda,  vp  in  Hollywood 
office  of  J.  Walter  Thompson  Co.,  re- 
signs to  concentrate  on  producing.  He 
wrote  Markham  series  and  worked  on 
Milton  Berle,  George  Gobel  and  Jack 
Benny  shows. 

James  F.  Mackin,  formerly  with  An- 
derson-McConnell,  Los  Angeles,  and 
Robert  B.  Sabin,  both  named  account 
executives  at  Erwin  Wasey,  Ruthrauff 


★ CHARLTON  HESTON 
★ SHELLEY  WINTERS  ★ TONY  CURTIS 
Among  the  guests  this  week  on 

DICK  STROUT’S 

Internationally  syndicated 

‘YOUNG  HOLLYWOOD' 

Horry  S.  Goodman  Productions,  Inc. — NYC 
19  E.  53rd  St„  New  York  22,  N.  Y. 
PLaza  5-6131 


Mr.  Gottlieb 
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& Ryan,  Los  Angeles. 

Charles  C.  McNaull,  formerly  prod- 
uct manager  for  Lever  Bros.,  N.Y., 
joins  Lennen  & Newell,  that  city,  as 
account  executive  on  Best  Foods. 

John  DuBois,  formerly  account  exec- 
utive in  Los  Angeles  office  of  Kenyon 
& Eckhardt,  to  Hixson  & Jorgensen, 
that  city,  in  similar  capacity. 

Joye  Henning  joins  Art  Blum,  San 
Francisco  advertising  and  pr  firm,  as 
account  executive. 

John  Pesick,  radio-tv  director  for 
W.E.  Long,  Chicago  advertising  agency, 
named  account  executive  for  eastern 
U.S.  territory. 

J.H.  (Jack)  Gainey  joins  Cox  & 
Jackson,  Charlotte,  N.C.,  advertising 
agency  as  account  executive. 

Kenneth  Menken,  brand  manager, 
l^ehn  & Fink,  N.Y.,  joins  Foote,  Cone 
& Belding,  that  city,  as  account  execu- 
tive on  Air-Wick  for  Lever  Bros. 

Barbara  E.  Jones,  formerly  of  L.H. 
Hartman  Co.,  N.Y.,  joins'  Charles  W. 
Hoyt  Co.,  that  city,  as  account  execu- 
tive on  Vita  Foods. 

Edgar  A.  Falk,  formerly  pr  director 
of  Ritter,  Sanford,  Price  & Chalek. 
N.Y.,  joins  pr  department  of  BBDO. 

Richard  K.  Arnold,  formerly  vp  of 
Consultants  Inc.,  San  Francisco,  joins 
creative  staff  of  Guild,  Bascom  & Bon- 
figli,  that  city. 

Georg  Olden,  director  of  graphic 
arts  for  CBS-TV,  joins  tv  department 
of  BBDO  as  group  art  director. 

The  Media 

Oliver  Treyz,  president  of  ABC-TV, 
elected  to  board  of  directors  of  Amer- 
ican Broadcasting-Paramount  Theatres 
Inc.  Mr.  Treyz  has  been  president  of 
ABC-TV  since  1958. 

Daniel  C.  Libeg,  formerly  with 
WCSS  Amsterdam,  N.Y.,  appointed 
manager  of  KOYN  Billings,  Mont. 

James  M.  Kent  named  assistant 
manager  of  WSIX-FM  Nashville,  Tenn. 

Jules  C.  Blum,  formerly  national 
sales  manager  of  WDAS  Philadelphia, 
to  WJW  Cleveland  as  sales  manager. 
Mr.  Blum  previously  was  with  WIBG 
Philadelphia. 

Robert  Warner,  general  manager  of 
KMON  Great  Falls,  elected  president 
of  Montana  Broadcasters  Assn.,  suc- 
ceeding Mrs.  Charlotte  Brader,  gen- 
eral manager  of  KOJM  Haver.  Dale 
Moore,  owner  of  KG  VO  Missoula, 
KCAP  Helena  and  KBMN  Bozeman, 
named  vp. 

John  C.  Shott,  WHIS-TV  Bluefield, 
elected  president  of  West  Virginia 
Broadcasters  Assn.  Paul  Myers,  WWVA 
Wheeling,  elected  vp  and  Mel  Burka, 
WTIP  Charleston,  secretary-treasurer. 


Wade  S.  Patter- 
son, formerly  account 
executive  KSTP-TV, 
St.  Paul,  appointed 
general  sales  manager 
of  new  KSOO-TV, 
Sioux  Falls,  S.D., 
which  is  scheduled  to 
go  on  air  around  July 
1.  Patterson  previous- 
ly was  general  manager  of  KCRG-AM- 
TV  Cedar  Rapids,  Iowa. 


Mr.  Patterson 


Kenneth  Hastie,  WMT  Cedar  Rap- 
ids, elected  president  of  Iowa  Broad- 
casters Assn.,  succeeding  Paul  Loyet, 
of  WHO  Des  Moines.  Others  officers: 
Robert  Erickson,  KOKX  Keokuk,  vp; 
Paul  Elliott,  KRNT  Des  Moines,  treas- 
urer; Glen  Stanley,  KBOE  Oskaloosa, 
broad  member  at  large,  and  Jim  Dun- 
can, Drake  U.,  executive  secretary. 


Bok  Reitzel,  for- 
merly commercial 
manager  of  KABL 
San  Francisco,  named 
to  newly  created  po- 
sition of  director  of 
European  operations 
for  McLendon  Sta- 
tions with  headquar- 
ters in  Paris.  Mr. 
Reitzel  previously  was  with  CBS  in 
various  capacities. 


Mr.  Reitzel 


Martin  Brown,  as- 
sistant treasurer, 

American  Broadcast- 
ing-Paramount The- 
atres and  ABC,  N.Y., 
elected  treasurer  of 
AB-PT.  Mr.  Brown 
joined  AB-PT  and 
ABC  last  year,  after 
serving  as  manager, 

N.Y.  office,  Price  Waterhouse  & Co. 
He  continues  duties  as  assistant  treas- 
urer of  ABC. 

Dr.  Harry  J.  Skornia  announces 
resignation  as  president  of  National 
Assn,  of  Educational  Broadcasters  ef- 
fective this  fall.  He  plans  to  devote 
full  time  to  teaching  radio  and  tv  in 
U.  of  Illinois’  Journalism  and  Commu- 
nications College. 

Richard  D.  Win- 
datt,  formerly  New 
York  banking  execu- 
tive, joins  Wometco 
Enterprises,  Miami, 
as  vp  in  charge  of  fi- 
nancial control.  Wo- 
metco owns  WTVJ 
(TV)  Miami,  WLOS- 
AM-FM-TV  Ashe- 
ville, N.C.,  and  47  Yz  % of  WFGA-TV 
Jacksonville,  Fla.,  as  well  as  22  the- 
atres in  southern  Florida. 


Mr.  Windatt 


HAMILTOMAADIS  & ASSOCIATES,  Inc. 

BROKERS  • RADIO  AND  TELEVISION  STATIONS  • NEWSPAPERS 

WEST  COAST 

Fulltime  radio  station  in  one  of  fastest  growing 
areas  in  U.S.  Good  ownership  income  on  annual 
gross  in  excess  of  $300,000.00.  Sale  of  stock  includes 
good  real  estate  plus  cash  and  receivables. 


WESTERN  STATE 

This  fulltime  radio  facility  is  located  in  one  of  the 
sunny  growth  states.  Presently  breaking  even  but 
capable  of  doing  much  better.  Sale  includes  $20,- 
000.00  land-building,  accounts  receivable  and  small 
tax  loss  carry  forward.  Total  price  $80,000.00— with 
$23,000.00  down  and  balance  over  ten  years. 


$80,000 


MIDWEST 

Tremendously  successful  midwest  fulltime  station 

in  market  of  some  70,000  people.  Station  is  grossing 

approximately  $200,000  annually  and  can  easily  $290,000 

show  cash  flow  of  $50,000  annually  with  absentee 

ownership.  Price  is  $290,000  with  minimum  down 

payment  of  $125,000.  Some  net  quick  assets  go  with 

deal. 


SOUTHWEST-FM 

Located  in  large  market.  Doing  well — Sales  Man- 
agement five  year  population  forecast  around  600,- 
000.  Operated  18  hours  daily.  Opportunity  to  buy 
at  less  than  installation  cost — a facility  with  a 
future.  $40,000.00. 

WASHINGTON,  D C.  CHICAGO  DALLAS 


$40,000 


SAN  FRANCISCO 


Ray  V.  Hamilton 
John  D.  Stebbins 
1737  DeSales  St.  N.W. 
Executive  3-3456 

NATIONWIDE 


Richard  A.  Shaheen 
1714  Tribune  Tower 
DEIaware  7-2754 

• NEGOTIATIONS 


DeWitt  'Judge'  Landis  John  F.  Hardesty 
1511  Bryan  Street  111  Sutter  Street 

Riverside  S-l  175  EXbrook  2-5671 

• FINANCING  • APPRAISALS 


BROADCASTING,  May  23,  1960 


95 


William  E.  Johnson,  KYNT  Yank- 
ton, S.D.,  elected  president  of  South 
Dakota  Broadcasters  Assn.,  succeeding 
Donald  D.  Sullivan,  WNAX  Yankton. 
Other  officers:  Helen  S.  Duhamel, 

KOTA  Rapid  City,  vp,  and  James 
Slack,  KUSD  Vermillion,  reelected 
secretary-treasurer. 

Byington  F.  Col- 

vig  appointed  man- 
ager of  new  Los  An- 
geles office  of  Har- 
rington, Righter  & 

Parsons,  tv  station  rep 
firm.  Mr.  Colvig  for- 
merly was  with  Blair- 
Tv  and  before  that, 
with  CBS-TV  Spot 
Sales,  Chicago  and  New  York. 

Gail  Thomas,  formerly  with  H-R 
Television,  N.Y.,  joins  Broadcast  Time 
Sales,  that  city,  as  administrative  as- 
sistant to  Carl  L.  Schuele,  president 
and  general  manager. 

Alex  Keese,  manager  of  WFAA- 
AM-TV  Dallas  and  district  director  of 
NAB,  has  been  selected  winner  of 
Muzak  Golden  Ear  Award  for  1959. 
Award  is  presented  to  franchiser  whose 
achievements  in  national,  state  or  com- 
munity affairs  mark  him  as  outstand- 
ing citizen  in  Muzak  Corp. 

Don  Mozley,  news  director  of  KCBS 
San  Francisco,  elected  chairman  of 
California  Associated  Press  Television- 
Radio  Assn.,  succeeding  Milt  Fishman, 
news  director  of  ABC,  Los  Angeles. 
Pat  Higgins  of  KFSD-AM-TV  San 
Diego  named  vice  chairman. 

Roy  Nilson,  formerly  manager  of 
WKKO  Cocoa,  to  WLCY  Tampa-St. 
Petersburg,  all  Florida,  as  operations 
manager.  Other  appointments:  George 
Collins,  news  director;  Harry  Wagner, 
publicity  director;  Marshall  Cleaver, 
host;  and  Frank  Lynn,  Bob  Curry, 
Ralph  Hughes  and  Murph  McHenry, 
all  air  personalities. 


Don  Saraceno  appointed  assistant 
midwestern  sales  manager  of  Blair-TV. 
He  has  been  account  executive  for  last 
eight  years. 

James  L.  Howe,  president-general 
manager,  WIRA,  Fort  Pierce,  Fla.,  has 
received  special  Weather  Bureau  pub- 
lic service  award  for  instituting  devel- 
opment of  Florida  Fm  Defense  Net- 
work used  for  hurricane  and  severe 
storm  warnings.  Presentation  will  be 
made  at  June  16-18,  Jacksonville,  Fla., 
meeting  of  Florida  Assn,  of  Broad- 
casters. Mr.  Howe  was  chairman  of 
State  Industry  Advisory  Committee  at 
time  he  developed  10-station  fm  de- 
fense net;  he  is  now  vice  chairman. 

fjg  |Sp|  cloth,  in  sales  depart- 

m **  r®  Washington,  appoint- 
JfSfp  ed  sales  manager.  He 

| has  been  with  station 

»a dm  ,»  Jmm  report  to  Tom  Paro, 
Mr.  Faircloth  director  of  sales. 

John  H.  Murphy,  formerly  account 
executive  with  KQV  Pittsburgh,  to 
KDKA,  that  city,  in  similar  capacity. 

John  F.  Mahoney,  formerly  district 
sales  manager  of  Capper  Publications, 
appointed  account  executive  at  ABC 
Radio  Network  Central  Div.,  succeed- 
ing Edward  Bishoff,  promoted  to  sales 
manager. 

Eugene  Lilly,  formerly  news  director 
of  KBLR-TV  Goodland,  Kan.,  to 
KREX-TV  Grand  Junction,  Col.,  as 
production  director. 

Florien  J.  Wineriter  named  pro- 
gram director  of  KALL  Salt  Lake  City, 
succeeding  Phil  Nolan. 

Stu  Wayne,  air  personality  with 
WFIL  Philadelphia,  promoted  to  music 
director. 

Fred  Rocklin,  formerly  producer-di- 
rector  of  WLWI  (TV)  Indianapolis,  to 
WMBD  Peoria,  111.,  in  similar  capacity. 


Richard  Morgan, 

commercial  manager 
of  WPTA  (TV)  and 
WPTH  (FM),  both 
Ft.  Wayne,  Ind., 
named  acting  general 
manager.  Ralph  La- 
tham Jr.  appointed 
local  sales  manager 
for  both  stations. 

Donald  H.  McGannon,  president  of 
Westinghouse  Broadcasting  Co.,  to  re- 
ceive second  annual  Liberty  Bell  Award 
from  Philadelphia  Television  and  Radio 
Advertising  Crowd  for  “Outstanding 
and  continuing  dedication  to  creative 
informative  public  affairs  program- 
ming.” 

Elmer  G.  Muschany,  business  man- 
ager of  KXOK  St.  Louis,  appointed  di- 
rector of  public  affairs.  Bruce  Hay- 
ward joins  KXOK  as  air  personality. 

Bill  Gormly,  formerly  with  WHO 
Des  Moines,  Iowa,  to  WOW-AM-TV 
Omaha,  Neb.,  as  announcer. 

Henry  Norton,  formerly  with  Voice 
of  America,  joins  news  staff  of  WRC- 
TV  Washington,  succeeding  Bill  Grib- 
ben.  Bob  Davis,  assistant  director,  be- 
comes chief  of  programs  for  Armed 
Forces  Radio  Network,  effective  in 
June.  He  will  headquarter  in  Frank- 
furt, Germany. 

Pete  Williams,  formerly  sportscast- 
er-disc  jockey  with  WSKY  Asheville, 
to  WMFD  Wilmington,  both  North 
Carolina,  as  sports  director. 

George  Thomas,  formerly  chief 
news  editor  of  KDKA-TV  Pittsburgh, 
to  WTAE  (TV),  that  city,  as  execu- 
tive news  editor. 

David  Fentress,  formerly  with 
WEEL  Fairfax,  Va.,  joins  announcing 
staff  of  WWDC  Washington. 

Charles  N.  (Bill)  Curry  joins  an- 
nouncing staff  of  WBT  and  WBTV 
(TV)  Charlotte,  N.C. 

Bill  Cannaday,  formerly  news  di- 
rector of  KLIK  Jefferson  City,  to 
KCMO  Kansas  City,  both  Missouri,  as 
member  of  news  staff. 

Donald  Gray  joins  Muzak  staff  of 
KCMO  Kansas  City. 

Jack  Par  joins  KISN  Portland,  Ore., 
as  disc  jockey. 

Christopher  Towne  joins  WTAO 
Boston  as  air  personality. 

Russell  J.  Cox,  continuity  director 
at  KCMT  (TV)  Alexandria,  Minn.,  as- 
sumes additional  duties  of  promotion 
and  production  director. 

Emory  G.  Furrett,  formerly  with 
WFAA  Dallas,  joins  sales  staff  of  The 
Branham  Co.,  that  city. 


Mr.  Colvig 


Mr.  Morgan 
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Patrick  A.  Petrino,  media  director, 
Robert  Otto  Co.,  N.Y.,  joins  ABC  as 
account  executive. 

Prescott  Robinson  and  Richard 
Bates  appointed  CBS  News  correspond- 
ents. Mr.  Robinson  formerly  was  news- 
caster for  WOR  New  York  and  Mr. 
Bates  was  assigned  to  Cuba  prior  to  his 
expulsion  last  month  by  Fidel  Castro. 

George  M.B.  Redding  joins  an- 
nouncing staffs  of  WRGB  (TV)  and 
WGY,  both  Schenectady,  N.Y. 

Richard  Swan,  engineering  staff, 
WVIP  Mt.  Kisco,  N.Y.,  joins  WFYI 
Garden  City,  N.Y.,  in  similar  capacity. 

Edmond  Colbert,  assistant  director 
at  WTOP-TV  Washington,  promoted 
to  director.  Melvin  J.  Wertz,  floor  di- 
rector, named  assistant  director. 

Richard  Comegys  joins  news  staff 
of  WBT-AM-TV  Charlotte,  N.C. 


Carl  Ruble,  Jim  Dooley  and  P.J. 
O'Connell  appointed  new  public  af- 
fairs team  for  WCCO-TV  Minneapolis- 
St.  Paul.  Mr.  Ruble  is  associate  direc- 
tor of  public  affairs,  Mr.  Dooley, 
writer,  and  Mr.  O’Connell,  cameraman. 

Bill  Goff,  newsman  at  KVI  Seattle, 
Wash.,  appointed  news  director,  suc- 
ceeding Rod  Belcher  who  resigned. 
Dave  Valentine,  formerly  floor  direc- 
tor at  KOMO-TV,  that  city,  succeeds 
Mr.  Goff  on  news  staff. 


Nicholas  Basso,  formerly  with  news 
staff  of  WSAZ-TV  Huntington-Charles- 
ton,  W.Va.,  joins  WKRC-TV  Cincin- 
nati in  similar  capacity. 

Don  Hancock,  free-lance  announcer, 
joins  WV OX-AM-FM  New  Rochelle, 
N.Y.,  as  personality. 

Douglas  C.  Stephens,  formerly  pro- 
motion manager-air  personality  with 
KYLN  Denver,  to  KJR  Seattle,  Wash., 
as  production  director-air  personality. 

Jim  Diamond  rejoins  WLOL-AM- 
FM  and  KSTP-TV,  both  Minneapolis- 
St.  Paul,  as  air  personality.  He  had 
been  in  military  service. 

Dexter  Elliot  joins  WADO  New 
York  as  air  personality. 


Bill  Sickler,  formerly  with  WEOL- 
AM-FM  Elyria,  to  WICA-AM-FM 
Ashtabula,  both  Ohio,  as  air  personal- 
ity. 

Joseph  Rolfe,  formerly  account 
executive  with  KFAC  Los  Angeles, 
joins  Forjoe-Tv,  that  city,  as  office 
manager. 

Programming 

Berton  Schneider  appointed  direc- 
tor of  business  affairs  for  Screen  Gems 
Inc.  He  formerly  was  assistant  to  vp 
and  general  manager.  Robert  Young 
and  Eugene  B.  Rodney  (both  on  staff 
of  Father  Knows  Best  tv  series)  to  pro- 
duce six  hour-long  specials  for  SG 
during  1960-61  season. 

Steve  Broidy  (administrators), 
Charles  G.  Clarke  (cinemators),  Wal- 
ter F.  Wanger  (producers).  John  C. 
Flinn  (public  relations)  and  Valentine 
Davies  (writers)  all  elected  to  Board 
of  Governors  of  Academy  of  Motion 
Picture  Arts  & Sciences. 

Arthur  Fellows  signs  as  production 
executive,  QM  Productions,  N.Y.,  to 
develop  programs  for  ABC-TV. 

Herbert  Hirschman  named  producer 
of  Hong  Kong,  new  hour  long  adven- 
ture series  scheduled  for  ABC-TV  next 
season.  He  has  produced  Perry  Mason, 
Playhouse  90,  Goodyear  Theatre  and 
many  other  shows. 

L.  Boyd  Mullins,  formerly  manager, 
San  Francisco  office,  Independent  Tel- 
evision Corp.,  joins  CBS  Films,  that 
city,  as  account  executive. 

A. A.  Kochendorfer,  vp  at  Robert 
Snyder  & Assoc,  (art-photography 
studio)  and  previously  vp  and  sales 
manager  at  Kling  Studios,  both  Chi- 
cago, to  Fred  A.  Niles  Productions, 
that  city,  as  account  executive. 

Barbara  Miller,  assistant  producer, 
Sid  Du  Broff  Productions,  N.Y.,  joins 
The  Jingle  Mill,  that  city,  as  assistant 
to  president. 

Curly  Walter,  formerly  associate 
producer  in  artist-repertoire  division  of 
Capitol  Records  Inc.,  named  producer. 

Darrel  Woodhouse  Jr.,  named  pur- 
chasing agent  for  Allied  Artists, 
Productions,  Hollywood,  succeeding 
George  Smith.  Mr.  Woodhouse  for- 
merly was  communications  services 
supervisor. 

Dennis  Weaver,  “Chester”  on  Gun- 
smoke,  will  drop  out  of  cast  after 
1960-61  season,  it  was  announced  last 
week  following  breakdown  in  negotia- 
tions with  CBS-TV  for  extension  of 
his  six-year  contract.  The  program’s 
other  three  regular  performers — Jim 
Amess,  Amanda  Blake  and  Milburn 


Stone — were  originally  signed  for  five 
years  and  last  year  negotiated  new 
contracts  for  three  more  years. 

Henry  S.  White,  director  of  program 
procurement  for  Screen  Gems  Inc., 
elected  president  of  New  York  Chapter 
of  Academy  of  Television  Arts  & Sci- 
ences, succeeding  Walter  Cronkite, 
CBS  News.  Others  elected:  David 

Susskind,  vp  of  Talent  Assoc.,  first  vp; 
Betty  Furness,  commercial  spokes- 
woman for  Westinghouse,  second  vp; 
Thomas  W.  Moore,  vp  in  charge  of 
programming  and  talent  for  ABC,  treas- 
urer; and  Royal  E.  Blakeman,  secre- 
tary. 

Saul  Messer  named  assistant  direc- 
tor of  accounting  for  CBS-TV  Network, 
Hollywood. 

Eddie  Albert  signs  as  host  of  new 
Candid  Camera  series  on  CBS-TV  Net- 
work which  debuts  in  October. 

Equipment  & Eng’ring 

Jacob  L.  Miller  named  vp  of  na- 
tional sales  of  Sylvania  Home  Elec- 
tronics Corp.,  marketing  subsidiary  of 
Sylvania  Electric  Products,  Batavia, 
N.Y.  O.  John  Hayles  named  general 
manufacturing  manager  and  Kenneth 
W.  Mabee  appointed  district  sales 
manager. 


DID  YOU  SEE  CRC 
AT  THE  CONVENTION? 


Commercial  Recording  Corporation 
P.  0.  Box  6726, 3104  Maple,  Dallas  19,  Texas 
Phone  Rl  8-0037 


Tom  Merriman,  president,  Bob  Farrar,  vice  president, 
Dick  Morrison,  vice  president,  gen.  sales  mgr 
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Hilmer  Lindahl  appointed  vp  in 
charge  of  radio  broadcast  equipment 
at  International  Radio  & Electronics 
Corp.,  Elkhart,  Ind.  He  has  been  with 
company  for  nine  years. 

George  R.  Appleton  appointed  as- 
sistant sales  manager  of  James  Cun- 
ningham, Son  & Co.,  Rochester,  N.Y., 
producer  of  electronic  switching  equip- 
ment. Mr.  Appleton  formerly  was  with 
Stromberg-Carlson  Div.  of  General 
Dynamics. 

W.  Bradford  Gove  named  manager- 
facilities  planning  for  Electronic  Serv- 
ices Div.  of  Raytheon  Co. 

Stanley  A.  Lawrence  named  as- 
sistant division  manager  for  special 
projects  for  Collins  Radio,  western  di- 
vision, Burbank,  Calif. 

Cecil  S.  Bidlack,  formerly  engineer- 
ing advisor  of  National  Assn,  of  Educa- 
tional Broadcasters,  joins  Carl  E.  Smith 
Consulting  Radio  Engineers,  Brecks- 
ville,  Ohio.  He  will  specialize  in  tv  and 
fm  allocations  and  field  services. 

J.  Philip  Reichmann  Jr.,  formerly 
communications  counsellor  at  American 
Medical  Assn.,  returns  to  Motorola 
Inc.,  as  assistant  to  manager  of  con- 


sumer products  distribution.  He  will 
work  on  sales  and  other  activities. 

Dr.  Steward  S.  Flaschen  named 
manager  of  research  and  advanced  de- 
velopment for  Semiconductor  Products 
Div.  of  Motorola  Inc.,  Phoenix,  Ariz. 

Curtis  R.  Hammond  appointed  di- 
rector of  commercial  sales  development 
for  Raytheon  Co.,  Waltham,  Mass.  He 
had  been  director  of  regional  commer- 
cial administration. 

Allied  Fields 

James  Higson,  program  director  of 
KHJ-TV  Los  Angeles,  resigns  to  form 
Higson-Frank  Radio  Enterprises,  new 
broadcast  investment  and  management 
company,  in  association  with  Peter 
Frank,  president  of  RPF  Enterprises. 
RPF  divisions  include  Stars  Interna- 
tional, producer  of  The  Big  Sound  for 
radio,  and  Delwood  Assoc.,  Radio-Tv 
Finance  Co.  Higson-Frank  offices  will 
be  in  Time-Life  Bldg.,  New  York,  and 
at  5402  Melrose  Ave.,  Los  Angeles. 

George  Gagnon,  Home  Testing  In- 
stitute, Port  Washington,  N.Y.,  named 
director  of  research.  Helen  Hildebrand 
becomes  assistant  to  president.  Herbert 


Altman,  formerly  research  statistician, 
ABC,  joins  HTI  as  client  contact  super- 
visor on  tv.  Stuart  Gray,  senior  re- 
search associate,  NBC,  becomes  HTI 
client  contact  and  William  Lett,  former- 
ly with  John  Felix  Assoc.,  N.Y.,  joins 
HTI  as  tabulating  department  head. 

Bruce  W.  Neal  joins  ARB  Surveys, 
N.Y.,  as  senior  research  analyst.  Anne 
Schuetz  Zones,  general  manager  of 
ARB,  named  senior  research  analyst. 
William  A.  Glenn,  assistant  general 
manager,  becomes  general  manager. 

Dik  Twetd,  manager  of  research  de- 
velopment of  Leo  Burnett  Co.,  Chicago, 
joins  Visual  Research  Inc.  as  president 
of  Faison  & Twetd,  marketing  and  psy- 
chological research  subsidiary. 

International 

H.J.  Snelgrove  appointed  assistant 
general  manager  of  CKVR-TV  and  vp 
of  CKBB,  both  Barrie,  Ont.  Other  ap- 
pointments: Harold  Atkinson  to  chief 
engineer  of  both  stations  and  George 
Harper  to  regional  sales  manager  of 
CKVR-TV. 

William  E.  McDonald  elected  presi- 
dent, Kastor  Hilton  Chesley  Clifford  & 
Atherton  Ltd.,  Toronto,  new  subsidiary 
of  KHCC&A,  N.Y. 

Consuelo  Roman,  director  of  inter- 
national media  department,  Erwin 
Wasey,  Ruthrauff  & Ryan,  N.Y.,  elected 
treasurer,  International  Media  Buyers 
Assn. 

Deaths 

Louis  E.  Caster,  63,  president  of 
WREX-TV  Rockford,  111.,  and  KOCO- 
TV  Oklahoma  City,  died  May  15  of 
heart  attack. 

William  Shinnick,  .51,  formerly  vp 
of  Young  & Rubicam,  N.Y.,  died  May 
16  of  heart  attack.  He  joined  Y&R  in 
1947  as  account  executive,  was  named 
vp  in  1951  and  left  to  go  into  motel 
business  in  1957. 

Joseph  F.  Witkowski,  retired  elec- 
tronics consultant  and  technical  writer, 
died  May  5 of  heart  attack.  Prior  to  his 
retirement  in  1958,  Mr.  Witkowski  was 
director  of  School  of  Electrical  Com- 
munications, International  Correspond- 
ence Schools,  Scranton,  Pa.  He  was  also 
senior  member  of  Institute  of  Radio  En- 
gineers. 

Ted  R.  Gamble,  54,  formerly  presi- 
dent of  Mt.  Hood  Radio  & TV  Broad- 
casting Corp.,  operators  of  KOIN-AM- 
TV  Portland,  Ore.,  and  associated  with 
C.  Howard  Lane  in  KOMO-TV  Seat- 
tle, Wash.,  died  May  18  of  cerebral 
hemorrhage.  Aside  from  broadcasting 
and  theatre  interests,  Mr.  Gamble  was 
national  chairman  of  War  Finance 
Committee  in  World  War  II. 


TWO  _ 

Sales  Engineers 

for  Midwest  & Southeast 

Once-in-a-lifetime  opportunities  now  are  available  for  two  out- 
standing engineers  with  systems  sales  experience  in  TV  broad- 
casting, microwave  or  communications.  Each  position  offers  an 
excellent  salary,  benefits,  liberal  commission  plus  unlimited 
growth  possibilities. 

Responsibilities  of  these  field  positions  include:  sales  contact,  sys- 
tem planning  for  proposals,  supervision  of  system  installation, 
test  and  evaluation,  training  operating  personnel,  and  liaison 
with  home  office  sales  service  staff.  Heavy  travel  is  a requisite. 

Adler  Electronics  is  a successful,  highly  regarded  manufacturer 
of  low  power  TV  transmitters,  translators,  microwave  and  com- 
munications systems.  Progressive  product  development  and  ex- 
panding markets  have  opened  these  positions  with  an  extraor- 
dinary present  and  future. 

If  you  feel  that  you  are  the  man  who  meets  our  requirements,  send 
your  resume,  in  full  confidence,  to  Mr.  Stanley  Lapin,  Assistant  to  the 
President.  A convenient  interview  will  he  arranged. 


ADLER 


ADLER  ELECTRONICS,  INC. 

One  LeFevre  Lane,  New  Rochelle,  New  York 
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Norfolk  tv  stations 
in  prestige  promotion 

Rival  television  stations  in  still 
another  market  are  getting  together  to 
promote  their  prestige  programs.  The 
plan  for  joint  promotions  of  this  kind 
was  originated  by  Louis  Hausman,  di- 
rector of  the  Television  Information 
Office. 

Three  stations  in  the  Norfolk,  Va., 
area  — WAVY-TV,  WTAR-TV  and 
WVEC-TV — announced  last  week  they 
would  begin  issuing  joint  bulletins  each 
month,  beginning  in  August.  These 
will  be  circulated  to  opinion  leaders  in 
the  Norfolk  television  market. 

Stations  in  Los  Angeles  and  Chicago 
are  already  issuing  regular  reports  of 
the  kind  to  be  introduced  in  Norfolk, 
and  stations  in  Detroit,  New  York, 
Washington  and  Boston  are  reportedly 
working  out  plans  for  similar  projects. 

Ivanhoe’s  game 

Screen  Gems  is  stirring  up  station 
interest  in  Ivanhoe  by  sending  prospects 
a game  that  demonstrates  merchandis- 
ing possibilities  of  the  half-hour  cos- 
tume series.  With  the  game  mailing,  the 
film  company  kept  the  correspondence 


going  by  offering  free  19th  century 
prints  showing  knights  in  combat. 

Eighty-eight  station  executives,  at 
first  count,  took  up  Screen  Gems  on 
the  picture  offer,  and  many  said  they 
and  their  children  were  playing  the 
Ivanhoe  game.  The  board  calls  for  two 
to  four  players  to  send  token  knights 
through  a course  fraught  with  danger, 
illustrated  with  stills  from  the  39  Ivan- 
hoe episodes  and  leading  ultimately  to 
the  haven  of  Ivanhoe’s  castle. 

Ivanhoe  to  date  has  been  sold  in  39 
markets,  most  stations  programming  it 
in  early  evening  periods  in  the  fall, 
Screen  Gems  says. 

RAB’s  tire  story 

While  the  $2  billion  tire  replacement 
industry  stands  poised  for  its  busiest 
months  of  the  year,  Radio  Advertising 
Bureau,  New  York,  rolled  out  a bro- 
chure telling  tire  advertisers,  “You’ll 
get  much  more  mileage  from  radio  with 
your  tire  advertising  dollar.” 

The  pocket-sized  presentation,  one  of 
a current  series  targeted  at  specific  ad- 
vertising categories,  is  keyed  to  such 
advantages  as  automobile  radio,  a re- 
port on  radio  listening  habits  of  men 
and  the  medium’s  strength  with  the 
suburban  family,  which  RAB  says  has 


A ‘do-it-yourself’  film  tells  WTOP’s  story 


How  do  you  get  your  market  mes- 
sage across  when  everyone  thinks 
your  city  is  just  a tourist  mecca? 

This  was  the  job  undertaken  by 
WTOP  Washington,  owned  by  the 
Washington  Post  & Times  Herald. 

First  the  means  had  to  be  some- 
thing special.  To  Lloyd  Dennis,  vice 
president-general  manager  of  WTOP; 
to  Robert  W.  Schellenberg,  sales 
manager,  and  to  Charles  B.  Craw- 
ford, sales  development  director,  the 
method  had  to  be  high  level,  some- 
thing in  keeping  with  the  status  of 
Washington  as  the  center  of  govern- 
ment and  of  WTOP’s  claim  as  the 
prestige  station  of  the  Capital. 

The  answer  was  a 16mm,  sound- 
on-color-film  of  the  Washington 
story  and  of  WTOP’s  place. 

Second,  it  had  to  have  a sound 
promotional  approach — tell  about 
the  changes  that  have  taken  place  in 
Washington.  This  was  done  by  com- 
paring the  market  in  1949  and  in 
1959. 

Low  Cost  ■ The  cost  of  the  film 
was  kept  at  a reasonably  low  figure 
solely  because  the  film  facilities  and 
personnel  of  sister  station,  WTOP- 
TV  were  used.  The  20-minute  color 
film  cost  WTOP  Radio  about  $600; 


it  would  have  cost  $10,000  if  all 
had  been  made  outside. 

The  film  was  shown  at  a kickoff 
presentation  in  Washington  Feb.  11. 
It  was  roadshowed  in  10  cities  be- 
ginning Feb.  15  in  Los  Angeles. 

While  on  the  West  Coast,  Mr. 
Dennis  took  the  film  to  Hawaii  and 
showed  it  to  the  Hawaiian  Broad- 
casters Assn.  They  liked  it  so  much 
they  set  up  a committee  to  look  into 
a similar  effort  for  Hawaii. 

The  national  showings  cost  WTOP 
about  $3,500 — for  travel  expenses 
and  for  picking  up  the  tab  at  lunch- 
eons. 

Advertising  executives  reacted  with 
such  comments  as  these : 

“Effective  presentation.”  — Stan 
Jackson,  Hixson  & Jorgensen,  Los 
Angeles. 

“Impressed  [with]  up-to-date  cur- 
rent trends  and  tremendous  mar- 
ket . . . Much  of  the  information 
was  news  for  us  and  should  prove 
most  useful.” — Ed  Fitzgerald,  J. 
Walter  Thompson,  Chicago. 

“Our  interest  in  the  market  is  on 
the  upbeat.  Your  film  was  par- 
ticularly interesting  and  timely.” — 
Thomas  A.  Wright,  Jr.,  Leo  Bur- 
nett Co.,  Chicago. 
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more  income,  more  cars,  drives  more 
miles  and  buys  more  replacement  tires. 
“Yet  . . . newspapers  provide  only  half 
as  good  coverage  of  the  retail  trading 
zone  as  they  do  of  the  close-in  area, 
the  city  zone,  while  radio  stations  de- 
liver the  same  high  penetration  of  the 
suburbs  and  retail  trading  zone  that 
they  do  in  the  city  zone,”  the  study 
continues. 

Other  key  points  presented  include 
radio’s  economy,  its  adult  audience  and 
its  impact  on  women.  The  brochure  is 
planned  for  use  by  station  salesmen  to 
sell  local  and  regional  advertisers;  for 
station  use  with  local  trade  representa- 
tives, and  by  RAB  in  presentations  to 
advertisers  at  the  national  level. 

■ Drumbeats 

Down  the  alley  ■ WDAU-TV  Scran- 
ton, Pa.,  has  sponsored  for  the  second 
year  a bowling  tournament  for  women 
featuring  cash  prizes  among  the  awards. 
Handicap  conditions  were  observed 
and  345  teams  from  seven  states  com- 
peted. The  station  reports  it  was  one  of 


Big  reason 

WINS  New  York  asked  its 
listeners  to  send  in  postal  cards 
with  reasons  why  they  needed 
12,000  gallons  of  water — and  a 
swimming  pool  to  put  it  in.  The 
winner  of  the  water  contest,  Mrs. 
Margaret  Guyre  of  Ridgefield 
Park,  N.J.,  listed  12  reasons  on 
her  card:  Bob,  17;  Anita,  15; 
Larry,  14;  Jay,  12;  Ron,  11;  Paul, 
10;  Barbara,  8;  Margaret,  7; 
Joey,  6;  Terry,  4;  Tommy,  3; 
and  Betty  Anne,  3 months. 


its  most  successful  promotions  with 
over  20,000  bowling  buffs  watching  the 
two-day  event  which  attracted  state  and 
national  bowling  figures.  A special  one- 
hour  film  of  highlights  was  presented 
by  WDAU-TV  in  addition  to  coverage 
on  its  regular  sports  programs. 

Recordbreaking  day  * To  prove  that 
local  radio  is  not  dependent  on  the 
record  industry  for  its  programming, 

_ FOR  THE  RECORD  _ 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

May  12  through  May  18.  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  & standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
— very  high  frequency,  uhf — ultra  high  fre- 
quency. ant. — antenna,  aur. — aural,  vis— 
visual,  kw — kilowatts,  w — watts,  me — mega- 
cycles. D— day.  N— night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  uni. 
— unlimited  hours,  kc — kilocycles.  SCA — 
subsidiary  communications  authorization. 
SSA— special  service  authorization. — STA— 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann.  Announced. 

New  Tv  Stations 

APPLICATION 

Pittsfield,  Mass. — Springfield  Tv  Bcstg. 
Corp.  uhf  ch.  64  (770-776  me):  ERP  6 kw 
visual,  2.8  kw  aural;  antenna  height  above 
average  terrain  267  ft.,  above  ground  188 


ft.  Estimated  construction  cost  $82,350,  first 
year  operating  cost  $78,000  revenue  $57,200. 
P.O.  address  % W.L.  Putnam,  Box  2210, 
Springfield,  Mass.  Studio  location  Benedict 
Road,  Pittsfield,  Mass.  Transmitter  location 
Benedict  Road,  Pittsfield,  Mass.  Geographic 
coordinates  42“  28'  35"  N.  Lat„  73°  13'  45"  W. 
Long.  Transmitter  RCA  TTU-1B,  antenna 
TFU-6A.  Legal  counsel  McKenna  & Wilkin- 
son, Washington,  D.C.  Consulting  engineer 
George  R.  Townsend,  Springfield,  Mass. 
Springfield  is  headed  by  Roger  L.  Putnam 
Sr.,  board  chairman,  and  has  over  50  stock- 
holders. It  is  licensee  of  WWOR-TV  Wor- 
cester, WWLP-TV  Springfield  and  WRLP- 
TV  Greenfield,  all  Massachusetts.  Ann.  May 


Existing  Tv  Stations 

ACTIONS  BY  FCC 

KBFL  (TV)  Bakersfield,  Calif.— Is  being 


EDWIN  TORNBERG 

& COMPANY,  INC. 


NEGOTIATORS  FOR  THE  PURCHASE  AND 
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EVALUATIONS 
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NEW  YORK 

60  cast  42nd  Slree 
MUrray  Hill  7-4242 


WEST  COAST 
860  Jewei!  Avenue 


ERontier  2-7475 


WASHINGTON 
16.25  Eye  Street 
District  7-8531 


WGIL  Galesburg,  111.,  vowed  to  devote 
May  11  to  broadcasting  without  rec- 
ords. Live  organ  music  and  that  of  local 
combos  was  the  only  music  heard  on 
the  20-hour  day.  A scheduled  baseball 
game  was  rained  out,  further  taxing  the 
station’s  ingenuity,  but  through  news 
and  farm  programs  and  making  ex- 
tensive use  of  its  mobile  unit,  WGIL 
held  firm.  Having  made  its  point,  the 
station  returned  to  its  regular  program- 
ming the  next  day. 

'No-pitch'  luncheon 

Agency  media  people  attend  a variety 
of  sales  luncheons,  but  last  month  in 
New  York  some  30  mediamen,  who 
were  also  known  to  be  baseball  fans, 
attended  what  was  billed  as  a “no- 
pitch luncheon.”  Radio  station  rep 
Adam  Young  Inc.  and  KQV  Pittsburgh 
co-hosted  the  affair  in  honor  of  Pie 
Traynor,  sports  announcer  at  the  sta- 
tion for  the  past  12  years  and  a former 
Pittsburgh  Pirate  ballplayer.  According 
to  the  rep  firm,  the  only  big  story  Mr. 
Traynor  failed  to  cover  for  KQV  hap- 
pened in  February  1948  when  he  was 
elected  to  baseball’s  Hall  of  Fame. 


nd  ca“ Ie,,OT  "1“ 
WESH-TV  Daytona  Beach,  Fla.— Granted 

%SZhM%V'oM‘-  Comr  kfdffiH1 

WTVI  (TV)  Fort  Pierce,  Fla.— Granted 
tinnllCrflt°nS  f7r , i,1  ^ extension  of  comple- 
tion date  and  (2)  mod.  of  cp  to  chanee 
trans  a?Sd  a s+tudio  . Nation,  install  new 
f™S?‘i7odi  ant’  system,  and  increase  ERP 
21 1 dhl'8nkM  i23'7  dbk  (237  kw)  vis.  and 
270  ftbtkr,  4149«  ) aur-  and  ant-  height  from 
May  18  438  ft“  englneenng  condition.  Ann. 

KNME-TV  Albuquerque,  N.M.— By  letter 
granted  request  for  6-months  extension  of 

ut1So°f  S?C-  365!<c>  °f  rules  to  pe?mit 
utilization  of  aur.  trans.  of  KNME-TV  for 

broadcasts'  .transmitting  stereophonic  sound 
broadcasts  m conjunction  with  KHFM  Al- 
buquerque. N.M.  Chinn.  Ford  and  Comr 
CraYen  dissented.  Ann.  May  18. 

Caguas,  P.R.— Granted  waiver 
oi  sec.  3.652(a)  of  rules  to  identify  itself  as 
Caguas-San  Juan  station.  Ann.  May  18. 


Tv  Translators 


ACTIONS  BY  FCC 

Ilfwiff  rHaw,aRan  Village  Tv  Inc.  Lihue, 

station  c+p  +or  new  tv  translator 

station  on  ch.  74  to  translate  programs  of 

May  ai8°n  KHVH'TV  <ch-  *>  Honolulu  lnn 
. W74AF  Pittsfield,  Mass.— Waived  sec.  4.702 
plinVoH  °l„5’llIeilge  separation  rules  and 
1146  wdt^s9n°f  cPuto  lncrease  ERP  from 
J™'  w to  1528  w,  change  principal  city  to 
nonteriVed  Acams,  Mass.,  change  remote 
control  point  and  make  changes  in  ant 
sbai?mn:  conditioned  that  authorization 

of  tl  flanti^t0  be+  effective  and  operation 
of  tv  translator  station  on  ch.  74  shall  bp 
ofri^noat?d  coincident  with  commencement 
of  operation  of  duly  authorized  tv  station 
on  ch  69  M Bennington,  Vt„  or  at  any 
tranllatnlatit01+-  lnvnolvln,g  separations  from 
bv  d -7noation  ,less  Athan  those  required 
by  sec.  4.702  of  rules.  Ann.  May  18 

n^6atSI^e  Vi<Jeo  Club  Inc-  Seaside,  Ore— 
on  ^ed7«CPt  fU  ncw  tv  translator  station 
2h  pL/ia  translate  programs  of  KPTV 
hi-7d2d£°^l£i"d-  Ann-  May  18. 

K76AV  Yakima,  Wash— Is  being  advised 
that  applications  for  (1)  authority  to  change 
&PVanHS'^n,t-  and  ERP  fTOm  355  W to 
531  w and  (2)  license  to  cover  cp  as  modi- 
fy 112dlCate  necessity  of  hearing.  Ann. 
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New  Am  Stations 

ACTIONS  BY  FCC 

Ashland,  Ore.  — Faith  Tabernacle  Inc. 
Granted  1350  kc,  1 kw  D.  P.O.  address  Box 
1,  Ashland.  Estimated  construction  cost 
$20,810.  first  year  operating  cost  $13,000,  rev- 
enue $15,500.  Applicant  is  non-stock  organ- 
ization. Ann.  May  18. 

APPLICATIONS 

Oakland  Park,  Fla.  — Broward  County 
Bcstg.  1520  kc,  1 kw  D.  P.O.  address  5335 
Irving  Ave.  S.,  Minneapolis,  Minn.  Esti- 
mated construction  cost  $29,995,  first  year 
operating  cost  $60,000,  revenue  $68,000.  Ap- 
plicant is  Albert  S.  Tedesco,  owner  of 
KDUZ  Hutchinson,  KAGE  Winona,  both 
Minnesota.  Ann.  May  11. 

Decatur,  Ga.— DeKalb  Bcstg.  Co.  1310  kc, 
.5  kw  D.  P.O.  address  Decatur,  Ga.  Esti- 
mated construction  cost  $16,343,  first  year 
operating  cost  $42,000,  revenue  $50,000.  Prin- 
cipals are  Samuel  C.  Chafln  and  Norman 
W.  Griffin,  50%  each,  employes  of  WSB 
Atlanta,  Ga.  Ann.  May  11. 

Sikeston,  Mo. — Semo  Bcstg.  Corp.  1520  kc, 
5000  w uni.  P.O.  address  204  W.  North  St., 
Sikeston,  Mo.  Estimated  construction  cost 
$73,439,  first  year  operating  cost  $78,078,  rev- 
enue $120,000.  Principals  include  L.M. 
Standley,  Lynn  M.  Twitty,  Robert  L.  Mitch- 
ell, 20.83%  each,  and  others.  Mr.  Standley 
is  in  dairy  business.  Mr.  Twitty  is  in  hard- 
ware. Mr.  Mitchell  is  in  insurance.  Ann. 
May  11. 

Hyde  Park,  N.Y. — Ubiquitous  Corp.  950 
kc,  .5  kw  D.  P.O.  address  1 Washington  St., 
Poughkeepsie,  N.Y.  Estimated  • construction 
cost  $31,387,  first  year  operating  cost  $42,000, 
revenue  $60,000.  Principals  are  Carlton  D. 
Durfey,  60%,  Thomas  C.  Durfey,  30%,  and 
James  E.  Carroll  Jr.,  10%.  Carlton  Durfey 
is  teacher.  Thomas  C.  Durfey,  teacher,  has 
been  associated  with  several  radio  stations 
as  engineer.  Mr.  Carroll  is  lawyer.  Ann. 
May  17. 

Fayetteville,  N.C. — Radio  Smiles  Inc.  1450 
kc.  .25  kw  uni.  P.O.  address  Box  283,  Rocky 
Mount,  N.C.  Estimated  construction  cost 
$27,440,  first  year  operating  cost  $60,000,  rev- 
enue $75,000.  Principals  are  Derwood  God- 
win, Norman  J.  Suttles,  45%  each,  John  E. 
Ingraham,  10%.  Messrs.  Godwin  and  Suttles 
have  interest  in  WRMT  Rocky  Mount,  N.C. 
Mr.  Ingraham  is  accountant.  Ann.  May  11. 

Lubbock,  Tex. — La  Fiesta  Bcstg.  Co.  1420 
kc,  .5  kw  D.  P.O.  address  % J.R.  Earnest, 
Box  88,  Lamesa,  Tex.  Estimated  construction 
cost  $25,175,  first  year  operating  cost  $30,000, 
revenue  $55,000.  Principals  are  John  A. 
Flache  and  J.R.  Earnest,  equal  partners. 
Mr.  Flache  is  theatre  owner.  Mr.  Earnest  is 
in  investments.  Ann.  May  5. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

KLEM  LeMars,  Iowa — Is  being  advised 
that  application  for  license,  which  expired 
Feb.  1,  1959,  indicates  necessity  of  hearing 
because  of  indicated  subsequent  unauthor- 
ized operation  and  other  violations.  Ann. 
May  18. 

WIOI  New  Boston,  Ohio  — Granted  in- 
crease of  power  from  500  w to  1 kw,  con- 
tinuing operation  on  1010  kc  D.  Ann. 
May  18. 

WHSY  Hattiesburg,  Miss.;  KNUZ  Houston, 
Tex.;  Price  Bcstg.  Corp.,  Fairhope,  Ala.; 
WJBW  New  Orleans,  La.  — Designated  for 
consolidated  hearing  applications  of  WHSY, 
KNUZ  and  WJBW  to  increase  daytime 
power  from  250  w to  1 kw,  continuing  op- 
eration on  1230  kc,  250  w-N,  and  Price 
for  new  am  station  to  operate  on 
1220  kc,  1 kw  DA,  D;  made  WAZF  Yazoo 
City,  Miss.;  KLBS  Livingston,  Tex.;  KEEE 
Nacogdoches,  Tex.;  KSIX  Corpus  Christi, 
Tex.;  KWTX  Waco,  Tex.;  KSLO  Opelousas, 
La.;  KPAC  Port  Arthur,  Tex.;  WLBI  Den- 
ham Springs,  La.,  and  WNVY  Pensacola, 
Fla.,  parties  to  proceeding.  Ann.  May  18. 

WOPI  Bristol,  Tenn.;  WSTP  Salisbury, 
N.C.;  Central  Bcstg.  Co.,  Valdese,  N.C. — 
Designated  for  consolidated  hearing  appli- 
cations of  WOPI  and  WSTP  to  increase  day- 
time power  from  250  w to  1 kw,  continuing 
operation  on  1490  kc,  250  w-N,  and  Central 
for  new  am  station  to  operate  on  1490  kc, 
250  w uni.;  made  WLOH  Princeton,  W.Va.; 
WWOK  Charlotte,  N.C.;  WLOF  Leaksville, 
N.C.;  WSSB  Durham,  N.C.,  and  WGCD 
Chester,  S.C.,  parties  to  proceeding.  Ann. 
May  18. 

APPLICATIONS 

WDNG  Anniston,  Ala.  — Cp  to  increase 
daytime  power  from  250  w to  1 kw  and 
install  new  trans.  (1450kc).  Ann.  May  12. 

KGST  Fresno,  Calif. — Cp  to  increase  pow- 
er from  1 kw  to  5 kw  and  install  new  trans. 
1600kc) . Ann.  May  18. 

KCVR  Lodi,  Calif.— Cp  to  change  fre- 
quency from  1570  kc  to  1590  kc,  change 
hours  of  operation  from  P to  uni.,  using 
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power  of  1 kw,  install  DA-DN  and  change 
ant.-trans.  and  studio  location  (1590kc). 
Ann.  May  18. 

KCAL  Redlands,  Calif.  — Cp  to  change 
hours  of  operation  from  D.  to  uni., 
using  power  of  500  w,  5 kw-LS  (increase 
power),  change  ant.-trans.  and  studio  loca- 
tions, delete  remote  control  and  install  DA 
DN  and  new  trans.  (1410kc).  Ann.  May  16. 

WEKY  Richmond,  Ky.  — Cp  to  increase 
daytime  power  from  250  w to  1 kw  and 
install  new  trans.  (1340kc).  Ann.  May  16. 

WTIX  New  Orleans,  La. — Cp  to  increase 
daytime  power  from  5 kw  to  10  kw,  install 
new  trans.  and  make  changes  in  DA  pat- 
tern (690kc) . Ann.  May  16. 

KXLO  Lewistown,  Mont. — Cp  to  increase 
daytime  power  from  250  w to  1 kw  and  in- 
stall new  trans.  (1230kc).  Ann.  May  18. 

KTNM  Tucumcari,  N.M. — Mod.  of  license 
to  change  hours  of  operation  from  uni.  to 
specified  hours:  (1400kc)  Mon. -Sat.  6 a.m.- 
6 p.m.;  Sunday  7 a.m.-6  p.m.  Ann.  May  18. 

WWOK  Charlotte,  N.C. — Cp  to  increase 
power  from  1 kw  to  5 kw,  change  hours  of 
operation  from  D to  uni.,  change  ant.-trans. 
location,  install  DA-DN  and  install  new 
trans.  (1480kc).  Ann.  May  12. 

KDWT  Stamford,  Tex. — Mod.  of  license 
to  change  hours  of  operation  from  specified 
hours  to  uni.  (1400kc).  Ann.  May  11. 


New  Fm  Stations 

ACTIONS  BY  FCC 

Waterbury,  Conn. — WATR  Inc.,  granted 
92.5  me  7 kw.  P.O.  address  440  Meadow 
St.,  Waterbury,  Conn.  Estimated  construc- 
tion cost  $14,000,  first  year  operating  cost 
$3,000.  Applicant  fm  will  duplicate  pro- 
grams of  WATR  Waterbury.  Ann.  May  18. 

Elgin,  111. — Elizabeth  G.  Coughlan.  Granted 
103.9  me,  1 kw.  P.O.  address  IS  707  Schaff- 
ner  Road,  Wheaton,  111.  Ann.  May  18. 

Albuquerque,  N.M. — KDEF  Bcstg.  Co. 
Granted  94.1  me,  1.3  kc.  P.O.  address  506 
2d  St.  NW,  Albuquerque,  N.M.  Estimated 
construction  cost  $11,195,  first  year  operat- 
ing cost  $25,000,  revenue  $30,000.  Principals 
are  Frank  Quinn,  58.3%,  Arthur  Ilfeld,  24.9%, 
and  Eileen  Quinn,  16.7%,  licensees  of  KDEF 
Albuquerque.  Ann.  May  18. 

Dallas,  Tex. — Prowell- Stroud  Co. — Granted 
105.3  me,  8.75  kw.  P.O.  address  215  Buchan- 
an St.,  Amarillo,  Tex.  Estimated  construc- 
tion cost  $26,757,  first  year  operating  cost 
$28,500,  revenue  $45,000.  Principals  are 
James  L.  Prowell  and  J.  Ernest  Stroud, 
equal  partners.  Mr.  Prowell  manufactures 
commercial  gases;  Mr.  Stroud  is  in  real 
estate.  Ann.  May  18. 

Portsmouth,  Va. — Tidewater  Teleradio 
Inc. — Granted  98.9  me,  25.83  kw.  P.O.  ad- 
dress 801  Middle  St.,  Portsmouth,  Va.  Es- 
timated construction  cost  $43,870,  first  year 
operating  cost  $20,000,  revenue  $40,000. 
Principals  include  J.  Glen  Taylor,  George 
T.  McLean,  Richard  B.  Spindle,  William  M. 
Camp  and  others,  none  holding  over  10%. 
Tidewater  is  licensee  of  WAVY-AM-TV 
Portsmouth,  Va.  Ann.  May  18. 

APPLICATIONS 

San  Jose,  Calif.  — Dan  X.  Solo,  105.7 
me,  18.3  kw  D.  P.O.  address  4556 
Fieldbrook  Rd.,  Oakland,  Calif.  Estimated 
construction  cost  $18,700,  first  year  oper- 
ating cost  $10,000,  revenue  $12,000.  Ap- 
plicant is  employe  of  KSAY  San  Francisco. 
Ann.  May  16. 

Des  Moines,  Iowa — KSO  Inc.,  98.5  me, 
9.06  kw  uni.  P.O.  address  1910  Ingersoll 
Ave.,  Des  Moines,  Iowa.  Estimated  con- 
struction cost  $12,000,  first  year  operating 
cost  $3,000,  revenue  $18,000.  Principals  are 
N.L.  Benton,  Anton  J.  Moe,  Edmond  R. 
Ruben  and  Joseph  L.  Floyd,  25%  each,  li- 
censees of  KSO  Des  Moines.  Ann.  May  11. 

Wichita,  Kans.— BB&L  Bcstg.  Corp.,  94.5 
me,  1.67  kw  uni.  P.O.  address  426  Amarillo 
Building,  Amarillo,  Tex.  Estimated  con- 
struction cost  $20,571,  first  year  operating 
cost  $25,550,  revenue  $40,000.  Principals  in- 
clude James  R.  Barnhill  Jr.,  Jess  Latham 
Jr.,  and  Ben  D.  Beck,  33 (3 % each.  Messrs. 
Barnhill  and  Beck  are  oil  and  gas  brokers. 
Mr.  Latham  is  in  insurance.  Ann.  May  16. 

Fort  Worth,  Tex. — BB&L  Bcstg.  Corp.,  98.8 
me,  1.68  kw  uni.  P.O.  address  426  Amarillo 
Building,  Amarillo,  Tex.  Estimated  con- 
struction cost  $20,571,  first  year  operating 
cost  $25,550,  revenue  $40,000.  Principals  in- 
clude James  R.  Barnhill  Jr.,  Jess  Latham 
Jr.,  and  Ben  D.  Beck,  3315%  each.  Messrs. 
Barnhill  and  Beck  are  oil  and  gas  brokers. 
Mr.  Latham  is  in  insurance.  Ann.  May  16. 

Roanoke,  Va. — Lee  Hartman  & Sons,  92.3 
me,  1 kw  uni.  P.O.  address  3236  Cove  Road 
NW,  Roanoke,  Va.  Estimated  construction 
cost  $15,498,  first  year  operating  cost 
$10,000,  revenue  $12,000.  Applicant  is  Lee 
C.  Hartman,  owner  of  sound  equipment 
business.  Ann.  May  17. 

Seattle,  Wash. — Lorenzo  W.  Milam,  107.7 
me,  14.8  kw  D.  P.O.  address  930  F St.,  NW, 
Washington,  D.C.  Estimated  construction 


Equipping  a 
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Miniature 

Microphone 

only  $8250 


This  RCA  Miniature  Dy- 
namic Microphone  is  as 
inconspicuous  as  modern 
microphone  design  can  make 
it!  Just  2 long,  it  weighs 
but  2.3  ounces.  And,  in 
spite  of  its  compactness, 
the  BK-6B  is  a durable, 
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Try  it  for  remotes!  You’ll 
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views, panel  shows  and 
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at  $82.50! 
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SUMMARY  OF  COMMERCIAL  BROADCASTING 

Compiled  by  BROADCASTING 

through  May  18 

ON  AIR 

CP  TOTAL  APPLICATIONS 

Lie.  Cps. 

Not  on  air 

For  new  stations 

AM  3,409  69 

76 

858 

FM  650  83 

182 

124 

TV  473  56 

104 

124 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING 

through  May  18 

VHF 

UHF 

TV 

Commercial  450 

78 

528 

Non-commercial  33 

11 

44 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  April  30,  1960 

AM 

FM 

TV 

Licensed  (all  on  air) 

3,408 

646 

47 21 

CPs  on  air  (new  stations) 

61 

71 

562 

CPs  not  on  air  (new  stations) 

84 

161 

76 

Total  authorized  stations 

3,553 

878 

652 

Applications  for  new  stations  (not  in  hearing) 

617 

77 

43 

Applications  for  new  stations  (in  hearing) 

211 

42 

66 

Total  applications  for  new  stations 

828 

119 

109 

Applications  for  major  changes  (not  in  hearing) 

686 

41 

33 

Applications  for  major  changes  (in  hearing) 

194 

10 

18 

Total  applications  for  major  changes 

880 

51 

51 

Licenses  deleted 

1 

1 

0 

CPs  deleted 

1 

3 

17 

1 There  are,  in  addition,  ten  tv  stations  which  are 

■ no  longer  on  the 

air,  but  retain  their 

licenses. 

3 There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air  at 

one  time  but 

are  no 

longer  in  operation  and  one  which  has  not  started  operation. 

cost  $20,365,  first  year  operating  cost 
$26,500,  revenue  $22,500.  Applicant  is  presi- 
dent of  Paduan  Foundation,  corporation 
organized  to  establish  educational  listener- 
subscription  radio  in  Washington,  D.C. 
Ann.  May  16. 

Existing  Fm  Stations 

ACTIONS  BY  FCC 

WHFI  (FM)  Detroit,  Mich.— ‘Waived  sec. 
3.205  of  rules  and  granted  application  to 
change  main  studio  location  from  Troy  to 
Birmingham,  about  17  miles  northwest  of 
Detroit,  Mich.  Ann.  May  18. 

KBBW  San  Diego,  Calif. — Mod.  of  cp 
(which  auth.  new  fm  bdcst.  station)  for  ex- 
tension of  completion  date.  (102.5  me).  Ann. 
May  17. 

KWG-FM  Stockton,  Calif.— Mod.  of  cp 
(which  auth.  new  fm  bdcst.  station)  for  ex- 
tension of  completion  date.  (105.7  me).  Ann. 
May  17. 

KFMQ  Lincoln,  Neb. — Cp  to  change  fre- 
quency from  95.3  me,  ch.  236  (class  A to 
class  B),  increase  ERP  from  363  w to  1.275 
kw,  change  ant.  height  above  average  ter- 
rain to  125.25  ft  and  install  new  ant.  system. 
Ann.  May  12. 

WFMG  Gallatin,  Tenn. — Mod.  of  cp  to 
change  frequency  from  95.5  me,  ch.  238  to 
104.5  me,  ch.  283,  change  ERP  from  10.5  kw 
to  2 kw,  change  ant.  height  above  average 


terrain  to  5 ft  and  change  type  ant.  and 
trans.  Ann.  May  11. 

Ownership  Changes 

ACTIONS  BY  FCC 

KFMM  (FM)  Tucson,  Ariz. — Granted  as- 
signment of  license  to  Lee  Little,  tr/as  Lee 
Little  Radio;  consideration  $45,000.  Ann. 
May  18. 

KVIQ-TV  Eureka,  Calif.— Granted  (1)  re- 
newal of  license  and  (2)  transfer  of  control 
from  Carroll  R.  Hauser  and  Shasta  Telecast- 
ing Corp.  to  Carl  R.  and  Leah  McConnell; 
consideration  $83,472.  Ann.  May  18. 

KIST  Santa  Barbara,  Calif. — Granted 

transfer  of  control  from  A.R.  Ellman  and 
A.C.  Morici  to  J.P.  Wardlaw  Jr.;  stock 
transaction  Ann.  May  18. 

WFBS  Fort  Walton  Beach,  Fla.— Granted 
assignment  of  license  from  H.  French 
Brown  Sr.,  to  Smith  Radio  Inc.  (M.D. 
Smith,  HI,  president,  is  98%  owner  of  WJIG 
Tullahoma,  Tenn.,  and  WAAY  Huntsville, 
Ala.);  consideration  $100,000.  Ann.  May  18. 

WMBC  Macon,  Miss. — Granted  assignment 
of  license  to  Radio  Macon  Inc.  (Frederick 
A.W.  and  Janola  B.  Davis  own  95%  of  sta- 
tion WGLC  Centreville,  Miss.,  and  Mr.  Da- 
vis owns  83  y3  % of  station  KASO  Minden, 
La.):  consideration  $19,155.  Ann.  May  18. 

WSHE  Raleigh,  N.C. — Granted  assignment 
of  license  to  Raleigh  Bcstg.  Corp.  (Louis  P. 


ALLIED  always  has  the  BROADCAST  TUBES  you  need 


IMMEDIATE  DELIVERY  ON 


RCA  7038  ( 


allied  is  the  world’s  largest 
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station  use.  Look  to  us  for  imme- 
diate, expert  shipment  from  the 
world’s  largest  stocks  of  elec- 
tronic supplies  and  equipment. 


See  your  allied 
1960  Complete  Buy- 
ing Guide  for  sta- 
tion equipment  and 
supplies.  Get  what 
you  want  when  you 
want  it.  Catalog 
copies  are  available 
on  request. 
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Heyman,  president);  consideration  $166,500 
plus  employment  of  John  C.  Greene  Jr., 
assignor  stockholder,  as  consultant  for  two 
years  at  $6,000  a year.  Ann.  May  18. 

Radio  Rhode  Island  Inc.  Providence,  R.I. 
— Granted  - relinquishment  of  positive  con- 
trol by  Harry  Pinkerson,  Mowry  Lowe  and 
Anthony  C.  Paolino  to  Golden  Gate  Corp. 
(WPFM  [FM]  Providence)  and  Camden 
Bcstg.  Co.  Messrs  Camden  and  Golden 
were  applicants  with  permittee  for  50  kw 
daytime  station  on  990  kc  in  Providence, 
agreed  to  request  dismissal  of  their  appli- 
cations in  exchange  for  option  to  purchase 
interest  in  winner;  they  are  now  exercising 
that  option  through  stock  transactions.  Ann. 
May  18. 

KYNT  Yankton,  S.D. — Granted  assignment 
of  license  to  Leon  T.  Scoblic  and  Lloyd  G. 
Reedstrom;  consideration  $179,400.  Ann. 
May  18. 

APPLICATIONS 

KNGS  Hanford,  Calif.— (Seeks  assignment 
of  license  from  Vallejo  Bcstg.  Co.  to  Kings 
Bcstg.  Corp.  for  $310,000.  Purchasers  are 
John  C.  Cohan,  70%,  and  Edward  S.  Shat- 
tuck,  30%.  Mr.  Cohan  is  owner  of  KVEC 
and  stockholder  of  KSBY-TV,  both  San 
Luis  Obispo,  Calif.  He  is  also  stockholder 
in  KSBW-AM-TV  Salinas,  Calif.  Mr.  Shat- 
tuck  is  director  of  Salinas  Valley  Bcstg. 
Corp..  licensee  of  KSBY-TV  San  Luis  Obispo 
and  KSBW-AM-TV  Salinas,  both  California. 
Ann.  May  17. 

KSJO  San  Jose,  Calif. — Seeks  assignment 
of  license  from  Santa  Clara  Bcstg.  Co.  to 
Cal-Radio  Inc.  for  $350,000.  Principals  in- 
clude Patrick  H.  Peabody,  25%,,  Riley  R. 
Gibson,  16%,  Douglas  E.  Anderson,  George 
A.  McConnell,  12%  each,  and  others.  Mr. 
Peabody  owned  98%  of  station  until  sale. 
Messrs.  Gibson,  Anderson  and  McConnell 
have  interest  in  KXOA  Sacramento,  Calif. 
Ann.  May  17. 

WCHU  (TV)  Champaign,  111.— Seeks  as- 
signment of  license  from  WCHU  Inc.  to 
Plains  Tv  Corp.,  merger  into  parent  com- 
pany. Ann.  May  17. 

KFVD  Fort  Dodge,  Iowa. — Seeks  involun- 
tary transfer  of  control  of  Northwest  Bcstg. 
Co.  from  Edward  Breen,  29.78%,  and  Eliza- 
beth Breen,  deceased,  28.08%,,  to  Edward 
Breen,  57.86%,  under  terms  of  will.  Ann. 
May  17. 

KCIJ  Shreveport,  La. — Seeks  transfer  of 
control  of  Southwest  Bcstrs.  Inc.  from  Jes- 
sie Boucher,  Wilburn  Slack,  James  Branch 
and  Ray  Fish,  25  % each,  to  Samuel  R.  David, 
sole  owner,  for  $85,000.  Mr.  David  is  man- 
ager of  KCIJ.  Ann.  May  16. 

WUSN-TV  Charleston,  S.C. — Seeks  trans- 
fer of  control  of  Reeves  Bcstg.  & Develop- 
ment Corp.  from  Hazard  E.  Reeves,  66.3%, 
and  others,  to  Mr.  Reeves,  43.4% , Christiana 
Oil  Corp.  (Louis  W.  Douglas  Jr.,  president), 
13.3%,,  general  public  (300,000  shares  of 
stock  to  be  sold),  21.3%.  Christiana  will 
buy  187,393  shares  at  $4.75  per  share.  Gen- 
eral public  will  purchase  300,000  shares  at 
$5.00  per  share.  All  other  stockholder  own- 
ership percentages  remain  approximately 
the  same.  Ann.  May  16. 

KVII-TV  Amarillo,  Tex.;  KROD-AM-FM 
El  Paso,  Tex. — Seeks  transfer  of  control  of 
Southwest  States  Inc.  from  Tv  Properties 
Inc.,  74%  (Jack  C.  Vaughan,  Grady  H. 
Vaughan  Jr.,  47.875%  each,  and  Cecil  L. 
Trigg,  4.25%)  to  Jack  C.  Vaughan,  24.40%, 
Grady  H.  Vaughan,  24.39%,  Cecil  Trigg, 
27.72%,  Tv  Properties  Inc.,  15.83%  (same 
stockholders  as  listed  above)  by  reason  of 
merger  of  Odessa  Tv  Co.  (KOSA-TV  Odes- 
sa, Tex.,  Messrs.  Vaughan  and  Trigg.  30% 
each)  with  Southwest  States  Inc.  Ann. 
May  16. 

KOSA-TV  Odessa,  Tex. — Seeks  assignment 
of  license  from  Odessa  Tv  Co.  to  South- 
west States  Inc.  Both  corporations  con- 
trolled by  same  individuals.  Ann.  May  16. 

WGEZ  Beloit,  Wis.— Seeks  assignment  of 
license  from  Radio  Beloit  Inc.  to  Howard 
Miller  Enterprises  and  Consultants  Inc.  for 
$123,000.  Purchaser  is  Howard  A.  Miller, 
55%  owner  of  WPOX  Milwaukee,  Wis.  Ann. 
May  12. 

Hearing  Cases 

FINAL  DECISIONS 

■ By  decision,  commission  granted  appli- 
cation of  Young  People’s  Church  of  Air 
Inc.,  for  new  class  B fm  station  to  operate 
on  104.5  me  in  Philadelphia,  Pa.,  and  denied 
competing  application  of  WJMJ  Bcstg.  Corp. 
Comr.  Lee  dissented  with  statement:  Comr. 
Craven  dissented.  May  27,  1959  initial  deci- 
sion looked  toward  this  action.  Ann.  May 
12. 

n By  order,  commission  made  effective 
March  21  initial  decision  and  (1)  granted 
application  of  Satellite  Center  Radio  Co. 
for  new  am  station  to  operate  on  1550  kc, 
10  kw,  D,  in  Arvada,  Colo.,  with  engineer- 
ing condition,  and  (2)  denied  application  of 
Denver  Bcstg.  Co.  seeking  same  facilities  in 
Denver.  Ann.  May  18. 

■ By  report  and  order,  commission  final- 
ized rulemaking  and  amended  tv  table  of 
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PROFESSIONAL  CARDS 


JANSKY  & BAILEY  INC. 

Offices  acid  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  FEderal  3-4800 

Member  AFCCE 


Commercial  Radio  Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
INTERNATIONAL  BLDG.  Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 


RUSSELL  P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  B.C.  REpublic  7-3984 

Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 
Associates 

George  M.  Sklom,  Robert  A.  Jones 
19  E.Quincy  St.  Hickory  7-2401 
Riverside,  III. 

(A  Chicago  suburb) 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 
Brecksville,  Ohio 
(a  Cleveland  Suburb) 

Tel:  JAckson  6-4386  P.  O.  Box  82 
Member  AFCCE 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 
420  Taylor  St. 

San  Francisco  2,  Calif. 

PR.  5-3100 


PRECISION  FREQUENCY 
MEASUREMENTS 

AM-FM-TV 

COMMERCIAL  RADIO 
MONITORING  CO. 

103  S.  Market  St., 

Lee's  Summit,  Mo. 

Phone  Kansas  City,  BR.  l-233o 


JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 


A.  D.  Ring  & Associates 

30  Years'  Experience  in  Radio 
Engineering 

1710  H St.,  N.W.  Republic  7-2347 
WASHINGTON  6,  D.  C. 

Member  AFCCE 


L.  H.  Carr  & Associates 

Consulting 
Radio  & Television 
Engineers 

Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G St.,  N.  W 
Republic  7-6646 
Washington  5,  D.  C. 

Member  AFCCE 


HAMMETT  & EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airpor? 
San  Francisco  26,  California 
Diamond  2-5208 


J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
P.O.  Box  9044 
Austin  17,  Texas 
GLendale  2-3073 


PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 
Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg 
Charleston,  W.  Va.  Dickens  2-6281 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 

Phone  TRowbridge  6-2810 


—Established  1926- 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 

Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 


GAUTNEY  & JONES 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE 


KEAR  & KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
OLiver  2-8520 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 

DIRECTIONAL  ANTENNAS 
1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 

NEptune  4-4242  NEptune  4-9558 


M.  R.  KARIG  & ASSOCS. 

BROADCAST  CONSULTANTS 

Engineering  Applications 

Management  Programming 

Sales 

Glens  Falls,  N.Y. 

Glens  Falls  2-3575  Hudson  Falls  4-6780 


PAUL  DEAN  FORD 

Broadcast  Engineering  Consultant 
4341  South  8th  Street 
Terre  Haute,  Indiana 

Crawford  4496 


GEORGE  C DAVIS 

CONSULTING  ENGINEERS 
RADIO  & TELEVISION 
S27  Munsey  Bldg. 

STeriing  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Lohnes  & Culver 

Munsey  Building  District  7-8215 
Washington  4,  D.  C. 

Member  AFCCE 


A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
FLeetwood  7-8447 

Member  AFCCE 


GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 
Radio-Television 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 
Member  AFCCE 


JULES  COHEN 

Consulting  Electronic  Engineer 
617  Albee  Bldg.  Executive  3-4616 
1426  G St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 


JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 

Member  AFCCE 


NUGENT  SHARP 

Consulting  Radio  Engineer 
809-1 1 Warner  Building 
Washington  4,  D.C. 
District  7-4443 

Associate  Member 
Institute  of  Radio  Engineers 


JOHN  H.  BATTISON 
AND  ASSOCIATES 

Consulting  Engineers  AM-FM 
SPECIALTY  TV 

209A  LaSalle  Building 
1028  Connecticut  Ave.,  N.W. 
Washington  6,  D.  C. 
RE  7-0458 


JOHN  A.  MOSELEY 
ASSOCIATES 

RADIO  REMOTE 
CONTROL  SYSTEMS 
Box  3192, 

Santa  Barbara,  Calif. 
Woodland  7-1469 


Service  ] 

D 

>irector  y 
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assignments  by  “dropping  in”  vM  ch.  7 to 
Lander,  Wyo.,  in  addition  to  that  city’s  uhf 
ch.  17  assignment.  In  so  doing,  it  denied 
petition  by  Rocky  Mountain  Tele  Stations 
(KTWO-TV  ch.  2),  Casper,  to  shift  ch.  6 
from  Casper  to  Lander.  Ann.  May  18. 

INITIAL  DECISIONS 

■ Hearing  Examiner  Forest  L.  McClen- 
ning  issued  initial  decision  looking  toward 
denying  application  of  Suburban  Bcstg.  Co. 
to  increase  power  of  station  WVIP  Mount 
Kisco,  N.Y.,  from  1 kw  to  5 kw,  continuing 
daytime  operation  on  1310  kc,  DA.  Ann. 
May  13. 

■ Hearing  Examiner  Elizabeth  C.  Smith 
issued  initial  decision  looking  toward  deny- 
ing application  of  Booth  Bcstg.  Co.,  to  in- 
crease daytime  power  of  station  WSGW 
Saginaw,  Mich.,  from  1 kw  to  5 kw,  con- 
tinuing operation  on  790  kc,  1 kw-N,  DA-2. 
Ann.  May  18. 

OTHER  ACTIONS 

■ By  letter,  commission  granted  request 
by  Bay  Area  Educational  Tv  Assn,  (educa- 
tional tv  station  KQED  ch.  *9),  San  Fran- 
cisco, Calif.,  and  extended  to  Dec.  1,  1962 
(coextensive  with  license  period)  waiver  of 
Sec.  3.651  (c)(2)  of  rules  to  allow  broadcast 
of  only  one  picture  (record  album  cover) 
on  its  video  channel  while  program  “Por- 
trait in  Music”  is  broadcast  on  aur.  channel. 
Chmn.  Ford  and  Comr.  Craven  dissented. 
Ann.  May  12. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Veterans 
Bcstg.  Co.  to  cancel  temporary  authority 
which  was  issued  Capital  Cities  Bcstg.  Corp. 
to  operate  station  WTEN-TV  on  ch.  10  in 
Vail  Mills,  N.Y.,  pending  final  action  of 
commission  on  applications  for  regular  op- 
eration on  ch.  10  in  Vail  Mills.  Comr.  Cross 
abstained  from  voting.  (Aug.  11,  1959  initial 
decision  in  Vail  Mills  ch.  10  comparative 
proceeding  looked  toward  granting  Capital’s 
application  and  denying  competing  appli- 
cation of  Veterans.)  Ann.  May  12. 

a By  memorandum  opinion  and  order, 
commission  dismissed  motion  by  Federal 
Bcstg.  System  Inc.,  licensee  of  am  station 
WSAY  Rochester,  N.Y.,  seeking  reconsider- 
ation of  commission’s  action  of  Feb.  24  in 
dismissing  its  protest  to  grant  of  licenses 
to  WHEC  Inc.,  and  Veterans  Bcstg.  Co., 
whose  respective  stations — WHEC-TV  and 
WVET-TV — share  time  on  ch.  10  in  Roch- 
ester. Ann.  May  12. 
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m Commission  on  May  13  gave  notice  that 
rehearing  in  Miami,  Fla.,  tv  ch.  7 proceed- 
ing will  be  held  June  13  before  Hearing 
Examiner  Horace  Stern  in  courtroom  7, 
Room  3018,  Federal  Courthouse  Building  in 
Philadelphia,  Pa.  Ann.  May  16. 

a Upon  request  by  Carter  Publications 
Inc.  (WBAP-TV),  Fort  Worth,  Tex.,  com- 
mission on  May  11  extended  time  to  file 
responses  to  petition  by  Texas  State  Net- 
work Inc.  (KFJZ),  Fort  Worth,  for  recon- 
sideration in  tv  rulemaking  proceeding  in- 
volving Fort  Worth  and  Denton,  Tex.,  from 
May  10  to  May  23.  Ann.  May  16. 

■ Upon  request  by  WGAL  Inc.  (WGAL- 
TV),  Lancaster,  Pa.,  and  Shenandoah  Valley 
Bcstg.  Inc.  (WSVA-TV),  Harrisonburg,  Va., 
commission  on  May  16  extended  to  May  23 
time  to  file  comments  and  to  June  7 to  file 
reply  comments  in  response  to  petition  by 
Penn  Traffic  Co.,  Johnstown,  Pa.,  for  rule- 
making  involving  Johnstown-Altoona,  Pa. 
Ann.  May  17. 

h By  separate  orders,  commission  (1)  de- 
nied request  by  Circle  Corp.  (WKLZ),  Kal- 
amazoo, Mich.,  for  additional  time  for  oral 
argument  in  am  proceeding  on  its  applica- 
tion and  those  of  Kalamazoo  Bcstg.  Co., 
Kalamazoo,  and  Dowagiac  Bcstg.  Co.,  Dow- 
agiac,  Mich.,  and  (2)  denied  WKLZ  motion 
to  reopen  record.  Ann.  May  17. 

a Commission  granted  application  of  Rev. 
John  M.  Norris  (Box  88),  Red  Lion,  Pa.,  for 
new  international  broadcast  station  in  Red 
Lion  to  beam  programs  to  land  areas 
bounded  by  Mediterranean  Sea,  which  in- 
cludes portions  of  Southern  Europe,  North 
Africa  and  Holy  Land.  Rev.  Norris  owns 
stations  W GCB-AM-FM  in  Red  Lion. 

This  is  fifth  current  international  broad- 
cast grant  by  commission.  World  Wide 
Bcstg.  System  Inc.,  and  KGEI  Inc.,  operate 
such  stations  at  Scituate,  Mass.  (WRUL), 
and  Belmont,  Calif.  (KGEI),  respectively, 
and  Crosley  Bcstg.  Corp.  operates  experi- 
mental international  station  (KQ2XAU)  in 
Cincinnati,  Ohio.  Together  they  operate  6 
trans.  Global  Bcstg.  Co.  is  constructing  its 
international  station  KFRN  in  Dallas,  Tex. 
United  States  Information  Agency  operates 
about  42  trans.  in  United  States  in  connec- 
tion with  its  “Voice  of  America”  programs. 

■ By  letter,  commission  denied  petition 
by  Albert  Golden,  Clifford  Wilson,  Richard 
Finlay  and  Bart  D.  Broxon,  officials  of 
Santa  Rosa  County,  Fla.,  government,  and 
Morrison  Kimbrough  and  Newman  Brackin, 
state  representative  and  state  senator,  re- 
spectively, from  Santa  Rosa  County,  re- 
questing revocation,  cease  and  desist,  or 
renewal  proceedings  against  Clayton  W. 
Mapoles,  licensee  of  stations  WEBY  Milton, 
Fla.,  and  WBLO  Evergreen,  Ala.  Ann.  May 
18. 

H By  memorandum  opinion  and  order, 
commission  dismissed  joint  petition  by 
Wichita  Tv  Corp.  (KARD-TV  ch.  3),  and 
KAKE  Tv  Inc.  (KAKE-TV  Ch.  10),  Wichita, 
Kan.,  directed  against  Sept.  16,  1959  grant 
of  request  by  Wichita-Hutchinson  Co.  for 
waiver  of  Sec.  3.652  (a)  of  rules  to  identify 
its  tv  station  KTVH  (ch.  12)  Hutchinson, 
Kan.,  with  Wichita  as  well  as  Hutchinson. 
Comr.  Lee  dissented  with  statement.  Ann. 
May  18. 

a Commission  granted  applications  for  fm 
SA  by  WORA-FM  Mayaguez,  P.R.;  KSPL- 
FM  Diboll,  Tex.;  KMUZ  Santa  Barbara. 
Calif.,  and  KBCO  San  Francisco,  Calif.;  to 
engage  in  functional  music  operation  on 
multiplex  basis.  Ann.  May  18. 

a By  letter,  commission  denied  request 
by  Wistenn  Inc.,  to  defer  action  for  6 to  12 
months  on  its  applications  for  new  tv  sta- 
tions in  St.  Louis,  Mo.,  on  ch.  42;  Mobile, 
Ala.,  on  ch.  48,  and  Des  Moines,  Iowa,  on 
ch.  23,  and  dismissed  applications  for  fail- 
ure to  prosecute.  Ann.  May  18. 

H By  order,  commission  extended  for  ad- 
ditional six  months — from  June  1 to  Nov. 
30,  1960 — effective  date  of  rules  requiring  tv 
stations  to  have  type-approved  frequency 
and  modulation  monitors  at  station  when- 
ever trans.  is  in  operation,  and  amended 
Secs.  3.690  (a)  and  3.691  (a)  of  rules  to 
reflect  new  date.  Ann.  May  18. 

■ By  memorandum  opinion  and  order, 
commission  granted  petition  by  Metropol- 
itan Bcstg.  Corp.  (WNEW-FM),  New  York, 
N.Y.,  to  extent  of  enlarging  issues  in  pro- 
ceeding on  application  of  Suburban  Bcstrs. 
for  new  fm  station  in  Elizabeth,  N.J.  Ann. 
May  18. 

■ By  memorandum  opinion  and  order  in 
proceeding  on  application  of  M&M  Bcstg. 
Co.  for  mod.  of  cp  of  station  WLUK-TV 
(ch.  11)  Marinette,  Wis.,  commission  (1) 
dismissed  as  moot  petition  by  Federal  Avia- 
tion Agency,  Department  of  Navy  and  De- 
partment of  Army  for  review  of  examiner’s 
denial  of  indefinite  extension  of  hearing, 
(2)  denied  their  petition  for  clarification  or 
enlargement  of  issues,  and  (3)  did  not  ac- 
cept copy  of  telegram  by  Alan  L.  Dean, 
acting  administrator  of  FAA,  requesting 
stay.  Ann.  May  18. 


■ By  separate  memorandum  opinions  and 
orders,  commission  granted  protests  by  tv 
stations  to  extent  of  designating  for  eviden- 
tiary hearing  applications  for  microwave 
relay  cp,  grants  of  which  were,  on  June  24, 
1959,  stayed  pending  oral  argument  on  de- 
murrer. They  are: 

Mesa  Microwave  Inc.,  to  pick  up  pro- 
grams of  WMBR-TV,  WFGA-TV,  and 
WJHP-TV  Jacksonville,  Fla.,  for  delivery  to 
proposed  catv  system  at  Tallahassee;  pro- 
tested by  John  H.  Phipps  (WCTV  ch.  6), 
Tho.masville,  Ga.,  who  was  made  party  to 
proceeding. 

East  Texas  Transmission  Co.,  to  pick  up 
programs  of  WBAP-TV  and  KFJZ-TV  Fort 
Worth,  and  KRLD-TV  and  WFAA-TV  Dal- 
las, for  delivery  to  catv  systems  at  Tyler 
and  Jacksonville,  Tex.;  protested  by  Chan- 
nel 7 Co.  (KLTV  ch.  7),  Tyler,  which  was 
made  party  to  proceeding. 

Mesa  Microwave  Inc.,  to  pick  up  pro- 
grams of  WOAI-TV,  KENS-TV,  and  KONO- 
TV  San  Antonio,  Tex.,  for  delivery  to  pro- 
posed catv  system  at  Laredo;  protested  by 
Southwestern  Operating  Co.  (KGNS-TV  ch. 
8),  Laredo,  which  was  made  party  to  pro- 
ceeding. 

Carter  Mountain  Transmission  Corp.,  to 
pick  up  programs  of  KTWO-TV  Casper, 
Wyo.,  for  delivery  to  catv  systems  at  River- 
ton, Lander,  and  Thermopolis,  all  Wyoming' 
protested  by  Chief  Washakie  TV  (KWRB- 
TV  ch.  10),  Riverton,  which  was  made  party 
to  proceeding. 

Montana  Microwave,  to  pick  up  programs 
of  stations  KXLY-TV,  KHQ-TV,  and  KREM- 
TV  Spokane,  Wash.,  for  delivery  to  Helena, 
Mont.,  catv  system;  protested  by  Capital 
City  Tv  Inc.  (KXLJ-TV  ch.  12),  Helena, 
which  was  made  party  to  proceeding.  Ann. 
May  18. 

a By  memorandum  opinion  and  order, 
commission,  on  petition  by  WYTI  Inc.,  re- 
moved from  consolidated  proceeding  and 
granted  its  application  for  new  am  station 
to  operate  on  1550  kc,  1 kw,  D,  in  Vinton, 
Va.  Ann.  May  18. 

a By  memorandum  opinion  and  order, 
commission,  on  petition  by  Reisenweaver- 
Communications,  removed  from  consoli- 
dated proceeding  and  granted  its  applica- 
tion for  new  am  station  to  operate  on  1550 
kc,  1 kw,  D,  in  Winston-Salem,  N.C.,  engi- 
neering condition.  Ann.  May  18. 

a By  memorandum  opinion  and  order, 
commission,  on  petition  by  Cape  Fear  Bcstg. 
Co.,  removed  from  consolidated  proceeding 
and  granted  its  application  to  change  facil- 
ities of  station  WFNC  Fayetteville,  N.C., 
from  1390  kc,  1 kw-N,  5 kw-LS,  DA-2,  to 
940  kc,  1 kw-N  with  DA,  10  kw-LS  non-DA, 
engineering  condition.  Ann.  May  18. 

a By  memorandum  opinion  and  order, 
commission,  on  petition  by  Petersburg 
Bcstg.  Co.,  removed  from  consolidated  pro- 
ceeding and  granted  its  application  to  in- 
crease daytime  power  of  station  WSSV 
Petersburg,  Va.,  from  250  w to  1 kw,  con- 
tinuing operation  on  1240  kc,  250  w-N.  Ann. 
May  18. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Huntington- 
Montauk  Bcstg.  Co.  for  reconsideration  of 
Nov.  12,  1958  decision  which  denied  its  ap- 
plication to  change  location  of  trans.  site 
and  main  studio  of  station  WGSM  (740  kc, 
1 kw.  D)  from  Huntington,  Long  Island, 
N.Y.,  to  Deer  Park,  Long  Island.  Ann. 
May  18. 


Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Chief  Hearing  Examiner 
James  D.  Cunningham 

■ Scheduled  hearing  for  July  20  in  pro- 
ceeding on  am  applications  of  Booth  Bcstg. 
Co.  (WIOU)  Kokomo,  Ind.,  et  al.  Ann. 
May  11. 

■ Scheduled  hearings  in  following  pro- 
ceedings on  dates  shown:  July  7:  am  ap- 
plications of  Alexandria  Bcstg.  Corp. 
(KXRA)  Alexandria,  Minn.,  et  al;  July  8: 
am  applications  of  Voice  of  New  South 
Inc.  (WNSL),  Laurel,  Miss.,  and  Mid- 
America  Bcstg.  Co.  (WGVM)  Greenville, 
Miss.;  July  11:  am  applications  of  Clarke 
Bcstg.  Corp.  (WGAU)  Athens,  Ga.,  et  al, 
fm  application  of  O’Keefe  Bcstg.  Co.  Levit- 
town-Fairless  Hills,  Pa.;  Ann.  May  12. 

m Upon  request  by  John  Clemon  Greene 
Jr.,  Winchester,  Va.,  extended  from  May 
10  to  May  20  period  allowed  this  party  for 
filing  additional  information  in  connection 
with  pending  petition  to  dismiss  his  am 
application  in  consolidated  proceeding. 
Ann.  May  12. 

a Dismissed  document  filed  May  9 by 
Bcstg.  Assoc.,  Dunedin,  Fla.,  formerly  ap- 
plicant in  proceeding  on  am  applications 
of  Cookeville  Bcstg.  Co.,  Cookeville,  Tenn., 
et  al.,  entitled  “Reply  of  Bcstg.  Assoc,  to 
comment  of  Broadcast  Bureau  on  motion 
to  dismiss  without  prejudice’.”  Ann.  May 
12. 
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By  Hearing  Examiner  J.D.  Bond 

■ Pursuant  to  agreements  reached  by  all 
parties,  continued  further  hearing  upon 
applications  in  group  2 to  date  to  be  fixed 
by  subsequent  order  in  consolidated  am 
proceeding  on  applications  of  Cookeville 
Bcstg.  Co.,  Cookeville,  Tenn.,  et  al.  Ann. 
May  12. 

a Granted  request  by  Cosmopolitan  Bcstg. 
Co  New  Orleans,  La.;  and  extended  to 
June  1 time  to  file  oppositions  to  two  pe- 
titions to  enlarge  issues  by  Springhill 
Bcstg.  Co.,  Mobile,  Ala.,  and  by  Northwest 
Mississippi  Bcstg.  Co.,  Senatobia,  Miss.,  in 
proceeding  on  their  applications  which  are 
consolidated  for  hearing.  Ann.  May  12. 

By  Hearing  Examiner  Charles  J.  Frederick 

■ Scheduled  oral  argument  for  May  19 

at  hearing  to  be  held  in  group  3 of  con- 
solidated am  proceeding  on  applications  of 
Fredericksburg  Bcstg.  Corp.  (WFVA)  Fred- 
ericksburg, Va.,  et  al.,  on  petition  by  Mal- 
rite  Bcstg.  Co.,  for  leave  to  amend  its 
application  for  new  am  station  in  Nor- 
walk, Ohio.  Action  May  16  ,TI7TTAC. 

■ Upon  request  by  WHAS  Inc.  (WHAS- 
TV)  Louisville,  Ky.,  scheduled  conference 
for  9 a.m..  May  19,  to  determine  question 
of  Broadcast  Bureau's  “Petition  To  Accept 
Late  Filing”  of  its  findings,  and  to  set 
date  for  reply  findings  in  proceeding  on 
application  of  WHAS  Inc.  Action  May  16. 

By  Hearing  Examiner  Millard  F.  French 

■ On  own  motion,  scheduled  prehearing 
conference  for  May  25  in  proceeding  on 
am  applications  of  WTTT  Inc.  (WTTT) 
Arlington,  Fla.,  et  al.  Action  May  12. 

By  Hearing  Examiner  Walther  W.  Guenther 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  from  May  11  to  May  23^  time 
to  file  proposed  findings  of  fact  and  con- 
elusions  of  law,  and  from  May  18  to  May 
31  to  file  reply  pleadings  in  Baton  Rouge, 
La  tv  ch.  9 proceeding.  Ann.  May  11. 

■ On  own  motion,  ordered  that  unless 
objection  is  filed  within  five  days  after 
release  of  this  order,  transcript  of  record 
in  Baton  Rouge,  La.,  tv  ch.  9 proceeding 
will  be  correct  in  various  respects.  Action 
May  16. 

By  Hearing  Examiner  Isadore  A.  Honig 

■ On  own  motion,  scheduled  prehearing 
conference  for  May  26  in  proceeding  on  ap- 
plications of  Brockway  Co.  (WMSA)  Mas- 
sena,  N.Y.,  et  al.  Ann.  May  11. 

By  Hearing  Examiner  Annie  Neal  Huntting 

■ Scheduled  prehearing  conference  for 
June  9 in  proceeding  on  applications  of 
radio  station  WESB  and  Canandaigua 
Bcstg.  Co.  for  am  facilities  in  Canandaigua, 
N.Y.  Action  May  13. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ Granted  motion  by  Antennavision 
Service  Co.  and  continued  hearing  from 
May  16  to  June  14  in  proceeding  on  its 
applications  for  new  fixed  radio  stations 
at  Oatman  Mountain  and  Telegraph  Pass, 
Ariz.  Action  May  16. 

By  Hearing  Examiner  Jay  A.  Kyle 

■ On  own  motion  reset  for  11  a.m.,  May 
16,  hearing  scheduled  for  10  a.m.  on  that 
date  in  proceeding  on  am  application  of 
WPGC  Inc.,  for  modification  of  license  of 
WPGC  Morningside,  Md.  Action  May  12. 


By  Hearing  Examiner  Herbert  Sharfman 

■ Issued  statement  and  order  after  pre- 
hearing  conference  in  proceeding  on  ap- 
plications of  Wilmer  E.  Huffman,  Francis 
C.  Morgan  Jr.,  and  Pier  San  Inc.,  for  new 
am  stations  in  Pratt  and  Larned,  both  Kan- 
sas; continued  hearing  from  June  13  to 
July  7.  Ann.  May  10. 

By  Hearing  Examiner  Herbert  Sharfman 

a Granted  petition  by  CHE  Bcstg.  Co.  for 
leave  to  amend  its  application  for  new  am 
station  in  Albuquerque,  N.M.,  to  meet  cov- 
erage requirement  of  rule  3.188  by  moving 
trans.  and  ant.  system  to  new  site,  and 
removed  amended  application  from  hear- 
ing status  and  returned  it  to  processing 
line.  Action  May  12. 

■ Upon  request  by  applicants  at  May  12 
prehearing  conference  and  without  ob- 
jection by  other  parties,  continued  from 
May  20  to  June  15  hearing  on  application 
for  consent  to  relinquishment  of  positive 
control  of  WJPB-TV  Inc.  (WJPB-TV) 
Weston,  W.  Va.  Action  May  12. 

■ Accepted  newly  submitted  data  and 
incorporated  it  with  material  accepted  in 
amendment  to  application  of  CHE  Bcstg. 
Co..  Albuquerque,  N.M.,  allowed  May  12, 
with  same  effect  as  if  it  had  been  then 
accepted.  Action  May  13. 


BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  May  13 

WDEE  Hamden,  Conn. — Granted  assign- 
ment of  cp  to  Southern  New  England  Bcstg. 
Corp. 

WFVA-AM-FM  Frede-icksburg,  Va.— 
Granted  relinquishment  of  positive  con- 
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trol  by  Marion  Park  Lewis,  individually  and 
as  trustee  for  John  Parkfield,  David  Park- 
field  and  Howard  Parkfield  Lewis  through 
transfer  of  stock  by  Marion  Park  Lewis, 
individually  to  David  Parkfield  Lewis. 

WLBG  Laurens,  S.C. — Granted  assignment 
of  license  and  cp  to  Laurens-Clinton  Bcstg. 
Co. 

WSRW  Hillsboro,  Ohio — Granted  involun- 
tary assignment  of  license  to  Tom  Archi- 
bald and  Louis  Pausch,  executor  of  the 
estate  of  Mack  Sauer,  deceased,  d/b  as 
Highland  Bcstg.  Co. 

WONE  Dayton,  Ohio — Granted  license 
covering  installation  new  trans.  to  be  op- 
erated at  main  trans.  location  for  auxiliary 
purposes  only. 

WPDQ  Jacksonville,  Fla. — Granted  li- 
cense covering  installation  of  new  trans. 

WQXT  Palm  Beach,  Fla.— Granted  li- 
cense covering  installation  of  new  trans. 

WORK  Meridian,  Miss. — Granted  license 
covering  increase  in  daytime  power  and 
installation  new  trans.;  remote  control  per- 
mitted. 

KLUU  Toledo,  Ore. — Granted  cp  to  re- 
place expired  permit  for  am  station. 

WATN  Watertown,  N.Y. — Granted  cp  to 
change  ant.-trans.  and  studio  locations  and 
make  changes  in  ant.  and  ground  sys- 
tems; condition. 

Actions  of  May  12 

WMEG  Eau  Gallie,  Fla. — Granted  relin- 
quishment of  negative  control  by  Victoria 
C.  Martin  through  sale  of  stock  to  Thomas 
Cary. 

KOCW(FM)  Tulsa,  Okla. — Granted  acqui- 
sition of  positive  control  of  licensee  corpo- 
ration and  SCA  by  Claude  H.  Hill  through 
purchase  of  stock  from  Meridith  R.  Gray. 

WEKR  Fayetteville,  Tenn. — Granted  in- 
voluntary assignment  of  license  to  G.  Paul 
Crowder  and  Irene  C.  Norman,  executors 
of  estate  of  John  R.  Crowder,  deceased, 
James  Porter  Clark  and  James  W.  Tate. 

WRFL(FM)  Winchester,  Va.— Granted  li- 
censes coyering  increase  in  ERP  and  ant. 
height,  and  change  type  of  trans. 

WOXR(FM)  Oxford,  Ohio— Granted  li- 
cense for  fm  station. 

WTVN-FM  Columbus,  Ohio — Granted  li- 
cense for  fm  station. 

WPTH(FM)  Fort  Wayne,  Ind.— Granted  li- 
cense for  fm  station. 

. WTNC  Thomasville,  N.C.— Granted  li- 
censes to  use  old  main  trans.  as  auxiliary 


trans.  at  present  main  trans.  location  and 
installation  new  trans. 

KRCW(FM)  Santa  Barbara,  Calif.— Grant- 
ed license  covering  change  ant.-trans.  lo- 
cation; increase  ERP  and  ant.  height  and 
make  changes  in  ant.  system;  ant.  2,900 
ft.;  remote  control  permitted. 

KTLA  (TV)  Los  Angeles,  Calif.— Waived 
sec.  17.43  of  rules  and  granted  mod.  of  li- 
cense to-  eliminate  requirement  of  painting 
and  lighting  of  obstruction  marking  specifi- 
cations. 

KSAM  (Verla  Cauthen,  independent  exec- 
utrix of  estate  of  M.  B.  Cauthen,  deceased), 
Huntsville,  Tex. — Granted  cp  to  change  ant.- 
trans.  and  studio  location,  make  changes  in 
ant.  system  (increase  height),  ground  sys- 
tem, and  change  name  to  Verla  Cauthen, 
et  al,  tr/as  Huntsville  Bcstg.  Co.;  condition. 

WATS  Sayre,  Pa. — Granted  cp  to  move 
ant.-trans.  about  750  ft.  south  of  present  site 
(no  change  in  description). 

a Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown;  WELM 
Elmira,  N.Y.  to  July  15;  WTYS  Marianna, 
Fla.  to  June  15;  WCCC-FM  Hartford,  Conn, 
to  June  1;  KSOO-TV  Sioux  Falls,  S.D.  to 
August  1. 

WFIW  Fairfield,  HI. — Granted  authority  to 
sign-off  at  6 p.m.,  CST,  for  period  May  15 
through  Sept.  30,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

Actions  of  May  11 

*WRHS  (FM)  Park  Forest,  111.— Granted 
license  for  noncommercial  educational  sta- 
tion. 

*WOUB-FM  Athens,  Ohio — Granted  license 
covering  installation  new  trans.  and  ant. 

WCNG  Canonsburg,  Pa. — Granted  mod.  of 
license  to  change  name  to  WCNG  Inc. 

KFSD-FM  San  Diego,  Calif. — Granted  cp 
to  increase  ERP  to  100  kw,  ant.  height  to 
640  ft.,  change  ant.-trans.  location,  main 
studio  location,  type  ant.  and  make  changes 
in  ant.  system. 

WMSA  Massena,  N.Y. — -Granted  authority 
to  sign-off  at  9 p.m.,  daily,  for  period  May 
12  through  Sept.  12. 

a Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WLLY 
Wilson,  N.C.  to  August  15;  KOY-FM  Phoe- 
nix, Ariz.  to  November  23;  WCBC-FM  An- 
derson, Ind.  to  November  15;  WVTS  (FM) 

Continued  on  page  111 


The  three-channel  Collins  Announcer  is  completely  transistorized;  plugs  into  any 
110  volt  outlet.  It  sets  up  anywhere— puts  you  on  the  air  with  complete  studio  con- 
sole facilities.  Ideal  for  shopping  center  promotions,  disc  jockey  dances  or  remote 
studios.  Features;  Two  12”  Collins  TT-200  turntables,  two  Audax  tone  arms  with 
G.E.  variable  reluctance  heads,  sapphire  needles,  line  block,  headphone  and  mike 
jack.  Contact  Collins  for  further  information. 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

• SITUATIONS  WANTED  20<f  per  word — S2.00  minimum  • HELP  WANTED  25<?  per  word — S2.00  minimum. 

• DISPLAY  ads  #20.00  per  inch — STATIONS  FOR  SALE  advertising  require  display  space. 

• All  other  classifications  30^  per  word — $4.00  minimum. 

• No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
etc.,  sent  to  box  numbers  are  sent  at  owner’s  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 


Help  Wanted — Management 


Managers  - commercial  manager  - salesman. 
Mid  south  chain  has  opening — experienced 
salesman  with  management  potential — 28- 
40 — married,  Liberal  guarantee,  rapid  ad- 
vancement, all  moving  expenses.  Send  re- 
sume. recent  photo.  Box  198A,  BROAD- 
CASTING. 


Experienced  sales  manager  who  seeks  solid 
future  in  radio-tv  chain.  Opening  now  in 
Atlantic  coast  radio  station.  Submit  re- 
sume and  photo.  Box  570A,  BROADCAST- 
ING. 


Texas  daytimer  with  growth  potential  seeks 
man  with  enough  production,  sales  and  sta- 
tion operational  experience  to  manage.  First 
phone  advantageous.  Incentive  pay  plan. 
Send  complete,  concise  personal  resume; 
state  minimum  remuneration  considered.  Box 
595 A,  BROADCASTING. 


Sales 


$1(M)-$150  weekly  guarantee  plus  commis- 
sion and  bonus  plan  for  aggressive  self- 
starter salesman.  Top  station  Washington, 
D.C.  market.  Box  867P,  BROADCASTING. 


You  do  very  well  financially  in  radio  sales 
and  have  been  selling  fulltime  for  at  least 
3 years.  You  want  to  move  to  Florida  and 
really  live  12  months  out  of  the  year.  This 
is  your  chance.  Your  potential  in  this  south 
Florida  coastal  metropolitan  market  is  ex- 
cellent with  opportunity  to  advance  to  sales 
manager  or  general  manager  of  one  of  the 
3 stations  in  the  chain.  Give  references  and 
tell  all  in  the  first  letter.  Box  283S,  BROAD- 
CASTING. 


Small  metroplitan  type  market  in  southwest 
has  an  opening  for  an  aggressive  time  sales- 
man. Guarantee  against  commission,  ability 
to  do  some  air  work  helpful.  Send  resume, 
salary  requirements  and  photo.  This  is  a 
permanent  position  for  the  right  man.  Box 
356A,  BROADCASTING. 


One  of  New  England’s  best  250  watters  (1 
kw  just  granted)  in  a highly  competitive 
city,  needs  go-getting,  local  sales  manager. 
Salary,  commission  and  car  allowance.  Box 
462A  BROADCASTING. 


Wanted:  Aggressive  salesman  for  selectively 
programmed  Christian  fm  station  serving 
Chicago.  Very  challenging  opportunity  for 
the  right  man  in  fm  conscious  market.  Pho- 
to, resume.  Box  495A,  BROADCASTING. 


St.  Louis-top  independent.  Top  money  and 
future  for  salesman  who  loves  to  sell.  Box 
563S,  BROADCASTING. 


Opportunity  for  sales  manager  with  $30,000 
to  invest  in  ownership.  Medium  market — 
Colorado.  Box  547A,  BROADCASTING. 


Small  community  station  in  northeast  North 
Carolina  needs  salesman  to  take  over  sales 
department.  Excellent  future  with  family 
group.  Must  have  good  references.  Will  re- 
ciprocate with  good  salary  and  commission 
arrangement.  Box  590A,  BROADCASTING. 


Sales  manager — 5 kw — network — east.  AM 
also  fm.  Must  sell  on  local,  regional,  na- 
tional level.  Supervise  salesmen.  Manage- 
ment potential  desirable.  Send  data  to  Box 
614A,  BROADCASTING. 


Needed  at  once!  $500  draw.  Market  tre- 
mendous, town  small.  Sell  both  radio  and 
tv.  Contact,  Sales  Manager,  Kainor  Carson, 
KBLR — Goodland,  Kansas.  Twinoaks  9-2331. 


Experienced  time  salesman.  Single  station 
northern  Wisconsin  radio  market.  Must  like 
climate,  vacationland  aspects  of  area.  Pro- 
duce and  salary  will  be  exceptional.  Send 
photo,  resume.  Lee  Allerton,  Box  498,  Rhine- 
lander, Wisconsin. 


Help  Wanted—  (Cont’d) 


Announcers 


Modern  number  one  format  station  in  one 
of  ten  largest  markets  auditioning  fast- 
paced,  live-wire  announcers.  Key  station 
leading  chain  offers  big  pay,  big  opportu- 
nity. Send  tape  to  Box  864P,  BROADCAST- 
ING. 


South  Florida.  Metro  market.  Need  fast 
paced,  lively  swinging  dj.  Rush  tape,  re- 
sume. Box  284S,  BROADCASTING. 


Solid  air  salesman  with  first  phone  for  ag- 
gressive, smooth  sounding  station  in  beauti- 
ful California  medium  size  city.  Ideal  cli- 
mate. Our  business:  To  serve,  to  service, 
to  sell.  Complete  market  and  employment 
information  in  response  to  your  resume, 
reference  and  7 Vz  rpm  tape.  Box  409A, 
BROADCASTING. 


Immediate  opening  for  versatile  announcer 
who  can  sell  or  write  copy.  Must  have  good 
voice  and  do  production  spots.  Top  salary 
to  right  man  in  beautiful  section  of  Vir- 
ginia. Send  tape,  photo  and  resume  to 
Box  491  A,  BROADCASTING. 


Are  you  more  than  just  a bright,  fast  dj? 
Can  you  do  tv  commercials,  me,  and  con- 
duct shows?  #1  radio  and  NBC-TV  affiliate 
in  medium  midwest  market.  Send  tape, 
photo  and  resume  to  Box  492A,  BROAD- 
CASTING. 


Help  Wanted — (Cont’d) 


Announcers 


Chief  announcer — 5 kw  network — east.  Some  J 
experience  in  all  types  of  announcing  and 
public  service.  Must  cooperate  with  and  co-  J 
ordinate  work  of  program,  sales  and  traffic  l|l 
department.  Management  ability  will  be  de- 
veloped.  Mail  necessary  information  to  Box  I 
613A,  BROADCASTING. 


Stay  there!  Earn  extra  cash.  Write  for  de- 
tails. Send  audition  tape.  Box  10513, 
Tampa,  Florida. 


KBUD,  Athens,  Texas  seeking  experienced 
staff  announcer. 


Alaska  radio-tv  operation,  a good  music  sta-  j] 
tion,  needs  sharp,  permanent  morning  man.  I 
Board  showmanship  essential.  Experience  j j 
absolutely  necessary.  Excellent  salary  and  if 
fringe  benefits.  Air  mail  tape,  resume,  photo,  j f 
references  to  Frank  Roberts,  KENI.  Box  i 
1160,  Anchorage,  Alaska. 


Immediate  opening  for  combo  man,  experi- 
enced, modem  radio  format.  Send  tape, 
photo,  resume  to  Gerry  Kaye,  KIXZ, 
Amarillo,  Texas. 


1,000  watt  independent  fulltime  operation 
desires  top-flight  announcer  for  morning  \ ] 
show.  Adult  type  programming.  Send  tape,  !( 
resume,  and  photo  to  KSSS,  Box  764,  i| 
Colorado  Springs. 


Station  in  top  20  market  wants  top-rated 
morning  man.  Strong  personality,  good 
voice.  Send  resume,  tape  and  photo.  Box 
506A,  BROADCASTING. 


Wanted:  Mature,  experienced  staff  an- 

nouncer for  good  music  station  in  one  of 
the  top  100  markets.  Middlewest.  Send  com- 
plete resume  and  tape  of  news  and  com- 
mercials. Salary  offer  will  be  based  on  your 
present  earnings.  Box  514A,  BROADCAST- 
ING. 


Mature,  intelligent  staff  announcer.  Must 
have  middle  of  road  music  taste  and  be 
strong  on  local  news.  Prefer  cheerful, 
morning  type.  No  dj’s.  Send  tape,  re- 
sume to  Box  563A,  BROADCASTING. 


Expanding  staff.  Immediate  opening  for  ex- 
perienced staff  announcer  in  one  of  the 
largest  markets  in  southwest.  Bright  sound, 
but  no  top  40.  Also  opening  for  good  pro- 
duction man.  Send  tape,  photo,  and  com- 
plete resume  (including  versatility  and  ref- 
erences), to  Box  576 A,  BROADCASTING. 


Experienced  announcer  wanted  by  Illinois 
kilowatt  independent.  Adult  music  station 
for  dj  work  plus  news  gathering  and 
writing.  Excellent  starting  salary,  many  ex- 
tra benefits  for  mature  man  with  proved 
ability.  Personal  interview  necessary.  List 
age,  education,  family  status,  detailed  ex- 
perience. Box  580A,  BROADCASTING. 


Need  one  more  good  announcer  for  chain 
station  in  western  Pennsylvania.  Minimum 
IV2  years  recent  air  experience.  No  top  40, 
no  r&r,  just  solid  commercial  radio  with 
top-rated  station  in  fine  market.  Good  salary 
with  regular  raises,  good  working  condi- 
tions. Excellent  opportunity  for  advance- 
ment. Send  tape  and  resume  immediately. 
Box  585A,  BROADCASTING. 


Immediate  openings  for  announcer  and 
newsman  in  small  community  station  in 
northeast  North  Carolina.  Excellent  future 
with  family  group  including  possible  man- 
agerial advancement.  Must  have  good  ref- 
erences. Box  591A,  BROADCASTING. 


Personality  dj.  Evening  (til  midnight) 
shift.  First  phone,  no  maintenance.  Modi- 
fied r&r;  ideas  and  commercial  delivery 
important.  Regional,  #1  in  eastern  Penn- 
sylvania market.  Send  tape,  picture,  salary 
required.  Box  604A,  BROADCASTING. 


Long  established  midwest  fulltimer  has  im- 
mediate opening  for  experienced  morning 
dj.  Right  man  can  start  at  $100  weekly. 
Send  tape,  photo,  resume  to  Dick  Pittenger, 
WASK,  Lafayette,  Indiana. 


New  adult-music  kilowatt  daytimer  in  ; 
progressive  fast-growing  Lafayette,  Indiana,  1 
needs  mature  personality  announcer-dj  with  ' 
warm  sell,  production  skill  and  authorita-  jl 
tive  news  delivery.  Also  combination  news-  J 
man-dj  or  newsman-copywriter.  Pros  only.  j 
Good  salary.  Top  advancement  opportunity. 
Send  tape,  photo,  references  to  WAZY. 


Immediate  opening  in  suburban  Detroit  sta- 
tion for  intelligent,  enthusiastic  dj.  Must  be 
strong  on  commercials  and  tight  production. 
Call  or  rush  tape  to  WBRB,  Mt.  Clemens, 
Michigan. 


A good  music  announcer  with  first  ticket. 

5 day,  40  hour  daytime  shift.  Boston  am-fm  || 
concert  music  station.  Liberal  fringe  bene-  j 
fits,  position  with  a good  future.  Phone  -I 
Waltham,  Mass.,  Twinbrook  3-7080,  for  Rob  j 
Stuart-Vail.  Program  Director.  Tape,  resu-  '1 
me  to  WCRB,  Box  288,  Boston  54. 


Immediate  opening  for  announcer  with  first 
class  ticket.  WGHQ,  Box  165,  Uptown  Post  , 
Office,  Kingston,  N.Y.  or  call  Saugerties, 
Cherry  6-2822,  person  to  person.  Ask  for  | 
H.M.  Thayer. 


Announcer-newsman  wanted  immediately. 
Send  background  experience  and  tape  to: 
Manager  WJCD,  Seymour,  Indiana. 


Number  one  station  in  Wheeling-Steub^n- 
ville  area  seeking  fast  paced  modern  disc 
jockey.  Get  on  the  first  team  with  Chuck 
Dougherty  and  company.  Send  tape,  photo- 
graph and  resume  to  Chuck  Doughertv 
Asst.  Manager,  WKWK.  Wheeling,  W.  Va] 
Tapes  cannot  be  returned. 


New  station— Needs  smooth  announcer: 
salesmen.  No  tapes  returned.  WPAC, 
Patchogue,  New  York. 


Country  and  gospel  dj  wanted.  $75—48  hours 
per  week.  Send  tape  and  resume  to  Man- 
ager, WRIC,  Richlands,  Virginia 
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Help  Wanted — (Cont’d) 


Announcers 


Immediate  opening  for  experienced  morn- 
ing man.  Combo  operation  using  latest 
equipment.  Adult  music,  news  station.  Top 
pay  for  top  performance.  Send  background 
and  tape  to  Manager,  WRTA,  Altoona, 
Pennsylvania. 


Announcers  losing  jobs?  Lack  that  profes- 
sional sound?  Audition  tape  not  a polished 
. . . showcase?  New  York  School  of  An- 
nouncing, 160  West  73rd  Street,  NYC,  SU 
7-6938. 


Announcers.  Many  immediate  job  openings 
for  good  announcers  throughout  the  S.E. 
Free  registration.  Confidential,  Professional 
Placement,  458  Peachtree  Arcade,  Atlanta, 
Ga. 


California  calling.  If  you  are  a versatile  an- 
nouncer with  first  phone  who  wants  to 
work  in  stable  operation  in  a lovely  town 
of  45,000  that  features  network  and  local 
news  plus  good  listenable  music,  then  let’s 
exchange  information.  You  tell  us  all  about 
yourself  with  complete  resume  of  experi- 
ence, references  and  send  tape  cut  at  IVs 
rpm  with  commercials,  short  news,  music 
intro  and  ad  lib.  We  will  answer  promptly 
with  information  on  the  most  beautiful 
area  of  California,  plus  our  salary,  fringe 
benefits  and  major  medical  plan,  send  to 
Foy  Willing,  P.O.  Box  1651,  Salinas,  Cali- 
fornia. 


Technical 


Experienced  engineer — East  coast  (south- 
east) station.  5 kw  daytimer  remote  control. 
15  to  20  hours  announcing;  will  train.  Good 
salary.  Box  686S,  BROADCASTING. 


Enterprising  independent  station  in  Virginia 
needs  engineer-announcer.  First  class  ticket 
essential,  announcing  secondary.  Short 
hours,  salary  commensurate  with  experi- 
ence. Reply  Box  344A,  BROADCASTING. 


Chief  engineer  for  eastern  Pennsylvania,  5 
kw  radio  station.  Directional  experience 
necessary.  Reply  to  Box  362A,  BROAD- 
CASTING. 


Have  opening  for  first-class  engineer-an- 
nouncer in  Pacific  northwest.  Personal  inter- 
view necessary.  Send  tape  and  particulars  to 
Box  542A,  BROADCASTING. 


Do  you  want  to  live  in  No.  Calif. — So. 
Oregon  and  work  in  radio  and  or  tv?  If 
you  do,  write  Don  Telford,  KIEM-TV,  Box 
1021,  Eureka,  Calif.  Openings  for  first  fone 
tech,  production  and  sales. 


Wanted  one  engineer  with  1st  phone,  no 
announcing,  transmitter  shift.  Contact  H.T. 
Wiley,  KSYD,  Box  2130,  Wichita  Falls,  Texas. 


Chief  engineer-announcer — strong  on  main- 
tenance and  announcing  for  500-watt  re- 
mote operation.  Good  pay — life  and  hos- 
pitalization insurance.  Send  tape,  photo  and 
resume  first  letter  to  KTIB,  Thibodaux, 
Louisiana. 


First  phone;  no  announcing.  Beginner  ac- 
ceptable. Warren,  WHLT,  Huntington,  In- 
diana. 


Engineer  with  first  class  ticket.  Transmitter 
duties  plus  some  studio  work  in  Monroe, 
Michigan.  Contact  Irv  Laing,  WQTE,  1260 
Library  Place,  Detroit  26,  Michigan,  Wood- 
ward 2-0900. 


Immediate  need  for  chief  engineer  for  5 
kw  operation.  Write  Paul  A.  Husebo,  P.O. 
Box  1231,  Leesburg,  Florida. 


Production-Programming,  Others 


Programming-operations  manager.  Expand- 
ing new  midwest  fm  multi-major  market 
group.  Excellent  opportunity  for  growth,  in- 
centive participation,  and  possible  stock 
ownership  for  thinking,  experienced  per- 
son who  can  build  music  programs  and 
write  appropriately.  Send  photo,  resume 
Box  548A,  BROADCASTING. 


Immediate  opening  for  program  director  or 
news  director.  Must  be  experienced  in  one 
or  the  other  to  qualify  for  this  group  sta- 
tion. Rush  tape,  resume  and  snap.  Box 
571A,  BROADCASTING. 


Help  Wanted — (Cont’d) 
Production-Programming,  Others 


Situations  Wanted — (Cont’d) 
Management 


Major  market  good  music  chain  is  looking 
for  men  interested  in  long  term  careers 
with  good  pay,  good  future,  security,  stock 
purchase  plan  and  hospitalization  coverage. 
If  interested  send  resume  and  audition  tape 
immediately.  Include  snapshot,  three  ref- 
erences and  salary  requirements.  We  have 
immediate  openings  for  experienced,  cre- 
ative commercial  production  director  and 
future  openings  for  staff  announcers.  Reply 
in  confidence  to  Box  596A,  BROADCAST- 
ING. 


One  of  America’s  top  radio  stations,  in  one 
of  the  three  biggest  markets,  is  looking  for 
newsmen.  Send  replies  to  Box  600A, 
BROADCASTING. 


Top  sales  and  production  personnel.  KASE, 
Austin,  Texas. 


News  supervisor  to  assist  director  of  Ohio’s 
biggest  radio  news  department.  Send  tape, 
resume  and  photo  to  News  Director,  WCOL, 
Columbus  15,  Ohio. 


WNXT,  Portsmouth,  Ohio  needs  experi- 
enced spot  copywriter.  Apply  Manager. 


Wanted:  Newsman  to  write,  edit  and  report 
local  news,  for  NBC  affiliate.  Experienced. 
Send  tape,  photo  and  resume  to  Ed  Huot, 
WTRC,  Elkhart,  Indiana. 


RADIO 


Situations  Wanted — Management 


Veteran  broadcaster,  recently  sold  station, 
seeks  management  of  small  market  station. 
Excellent  record.  Might  invest.  Box  459A, 
BROADCASTING. 


Wanted  to  manage  small  or  medium  sta- 
tion in  warm  climate  with  chance  to  buy 
in.  Presently  midwest  manager  with  no 
future.  Box  468A,  BROADCASTING. 


Small  market  manager  sincerely  tired  of 
increasing  profits  for  someone  else.  Desire 
profit  sharing  management  or  leasing  op- 
portunity. Box  533A,  BROADCASTING. 


National  sales  manager  eastern  top  60  mar- 
ket inde.  Seeking  similar  or  rep  position  in 
major  market.  Prefer  west  or  southwest. 
Box  545A,  BROADCASTING. 


Station  manager.  Smaller  community  pre- 
ferred. Twelve  years  radio  experience, 
eight  years  in  management  and  sales. 
Married,  age  38.  Experienced  in  all  opera- 
tions, except  engineering.  Presently  man- 
ager in  eastern  operation.  Complete  re- 
sume on  request.  Reached  peak  sales  in 
present  market.  Need  new  challenge. 
Available  in  one  month.  No  replies  to  blind 
box  number.  Box  549A,  BROADCASTING. 


Manager  or  sales  manager.  It’s  proverbial 
that  you  receive  only  what  you  pay  for  and 
management  manpower  is  no  exception.  If 
your  organization  can  use  the  degree  of 
improvement  and  leadership  that  will 
justify  a $20,000.00  yearly  salary  with  poten- 
tial to  $35,000.00  or  more  yearly,  I’d  like 
the  opportunity  to  discuss  your  require- 
ments and  my  qualifications.  18  years  of 
creative  thinking,  dynamic  action  and  out- 
standing results  in  all  phases  major  market 
radio,  television  and  agency.  Young  man, 
happily  married.  Eleven  years  with  present 
employer  who  is  my  best  reference.  Box 
587A,  BROADCASTING. 


Radio  man,  16  years  experience.  Excellent 
record.  Best  references.  Built  and  managed 
own  station,  rated  No.  1 market  35,000 
against  two  established  competitors.  Sold 
station  after  5 years.  Looking  for  oppor- 
tunity in  warmer  climate.  Personal  inter- 
view only.  Val  Carter,  65  Cherry  Lane, 
Burlington,  Vermont. 


Manager-pd-announcer.  Adult  music  station 
only.  Personal  interview.  Business  back- 
ground. Write  John  Reed,  5923  Chippewa, 
Toledo,  Ohio,  or  phone  Greenwood  4-0014. 


Sales 


Radio-tv  announcer.  Experienced  program 
director.  Available  June  1.  Married,  family. 
Box  538 A,  BROADCASTING. 


Attention  New  England!  Top  professional 
salesman  with  radio  background  desires 
sales  position  in  radio  or  television.  Mar- 
ried, 32,  college  degree.  Resume  and  refer- 
ences on  request.  Box  553A,  BROADCAST- 


College  grad,  26,  in  No.  1 station,  major 
market.  DJ,  continuity  director,  servicing 
accounts.  Want  to  sell.  Experienced  all 
phases.  Consider  all  stations  and  markets 
offering  opportunity  for  advancement.  Box 
560A,  BROADCASTING. 


Sales  manager.  Top  billing  salesman  in  3 
station  medium  market,  ready  to  step  into 
management.  Strong  background  all  phases 
tv  and  radio  sales.  Can  handle  local,  re- 
gional and  national  accounts.  Able  to  su- 
pervise and  lead  people.  Prefer  California, 
Texas  or  southwest.  Box  569A,  BROAD- 
CASTING. 


Sales  manager  available.  Proven  successes. 
Box  574A,  BROADCASTING. 


Salesman-sales  manager.  Excellent  record. 
Box  575A,  BROADCASTING. 


Boston  University  graduate  communication 
arts.  Program  director  WBUR-Boston  Uni- 
versity. Interested  sales,  programming,  pub- 
lic relations.  Some  commercial  experience. 
Service  completed.  Age  23,  single.  Box  598A, 
BROADCASTING. 


Available  soon:  Manager  with  production 
record  having  few  equals.  Only  interested 
in  general  management  small-medium  mar- 
ket or  commercial  manager  metropolitan 
market.  Most  interested  with  stock  own- 
ership or  option  as  portion  of  compensa- 
tion. No  Houdini  but  steeped  in  manage- 
ment experience  seldom  found  in  broad- 
casting. Well  known  all  levels  radio-televi- 
sion. Financially  and  morally  sound.  Age 
40,  family.  Box  559A,  BROADCASTING. 


Topnotch  saleswoman:  Can  sell  time  and 
products,  announce,  write  news  and 
copy.  Some  air  experience.  Helen  May- 
hood,  601  Leavenworth  St.,  Apt.  47,  San 
Francisco,  California. 


Announcers 


Announcer:  Experienced,  vet,  tight  format, 
board,  not  a floater,  prima  donna.  Box  350A, 
BROADCASTING. 


Manager  - commercial  manager  - announcer. 
Age  30,  married  and  sober.  Presently  man- 
aging small  daytimer  and  making  money. 
Ten  years  experience,  all  phases.  Have 
been  at  my  present  location  4 years.  Prefer 
Texas.  Ready  by  mid-June.  Box  561A, 
BROADCASTING. 


Wanted — Management  opportunity,  small  to 
medium  market,  by  well  qualified  broad- 
caster. Thirteen  years’  experience.  Capable. 
Adaptable.  All  replies  answered.  Confi- 
dential. Box  568 A,  BROADCASTING. 


Administrative  sales  team  available.  Proven 
successful  methods.  Box  572A,  BROAD- 
CASTING. 


Manager-sales  manager  available.  Box  573A, 
BROADCASTING. 


Capable  young  executive.  Now  major 
market  pd  for  leading  chain.  Seeks  challeng- 
ing station  management  opportunity.  Box 
581A,  BROADCASTING. 


Swingin’  dj — 3 years  experience.  Married, 
family,  veteran.  Want  lively  station  in 
midwest.  $105  minimum.  Box  457A,  BROAD- 
CASTING. 


Announcer,  single,  two  years  experience, 
good  tight  production.  Willing  to  travel, 
money  secondary  but  important.  Box  510A, 
BROADCASTING. 


Sportscaster:  hockey,  baseball,  basketball, 
football.  College  graduate,  22.  Box  520A, 
BROADCASTING. 


Swinging  negro  deejay.  6 years  experience. 
Salary  secondary  to  opportunity.  Hurry. 
Box  525A,  BROADCASTING. 


Announcer-dj.  Good  at  sales,  strong  on  com- 
mercials, news,  sports.  Box  530A,  BROAD- 
CASTING. 


Personality  dj  wants  to  break  into  major 
market.  The  finest  references.  Consistently 
top  rated  and  will  become  major  talent  in 
your  city.  Married,  reliable,  personable. 
Presently  employed.  Box  534A,  BROAD- 
CASTING. 
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Situations  Wanted — (Cont’d) 


Announcers 


Announcer/dj.  Intelligent,  modem  sound. 
For  larger  markets.  Creative.  Versatile.  Box 
535A,  BROADCASTING. 


Announcer,  sports,  news.  Minnesota,  Wis- 
consin, Michigan.  Family  man.  Box  536A, 
BROADCASTING. 


1st  phone  combo  announcer.  Don  Martin 
grad.  Experienced  and  references.  No  rock- 
er. Mid-west  only.  Available  immediately. 
Box  537A,  BROADCASTING. 


Announcer,  single.  Armed  Forces  Radio  ex- 
perience. College  degree  in  broadcasting  and 
continuity.  Relocate  to  midwest.  Box  541A, 
BROADCASTING. 


Announcer,  college,  broadcasting  school, 
available,  eager  to  learn,  give  opportunity. 
Box  543A,  BROADCASTING. 


Looking  to  relocate  in  California  or  Arizona. 
Personality  dj,  not  a shouter  or  go-go  boy. 
Five  years  experience.  'Reliable,  sober,  and 
married.  Good  character  and  credit  refer- 
ences. Will  reply  to  all  inquiries.  Box  544A, 
BROADCASTING . 


Announcer — 21,  single,  1 1/2  years  experience, 
metropolitan  market,  2>/2  years  college. 
Available  full,  part  time  any  area  offering 
opportunity  to  obtain  degree.  Box  554A, 
BROADCASTING. 


Have  worked  up  from  announcer  to  man- 
ager in  17  years.  Now  desire  to  become 
part  owner.  Have  excellent  record  in 
small,  medium,  large  markets.  Perhaps  I 
can  fill  your  need  to  our  mutual  benefit. 
Prefer  southwest.  Available  for  personal 
interview.  Box  557A,  BROADCASTING. 


Furnish  the  board — I’ll  operate  it.  Some 
experience,  need  a home!  South.  Box 
562A,  BROADCASTING. 


News,  staff,  personality  announcer.  25,  ma- 
ture, college  grad,  Korean  vet.  Most  vicini- 
ties considered.  Would  prefer  warm  cli- 
mate. Send  for  details.  Box  565A,  BROAD- 
CASTING. 


Announcer-newsman,  seven  years  expe- 
rience, first  phone,  tape,  seeks  Illinois. 
Box  566A,  BROADCASTING. 


Morning  personality — dj.  Fast,  tight  pro- 
duction. Happy  with  present  job,  and 
money.  Will  consider  opportunity  first, 
monev  second.  Now  earning  $125.  Box 
577A, " BROADCASTING. 


Announcer-dj.  News,  commercials,  some 
experience.  Must  have  $80.  Single.  Box 
578A,  BROADCASTING. 


Announcer.  Experienced.  Married.  Tight 
format.  Want  to  settle  down.  Not  a floater. 
Box  579A,  BROADCASTING. 


A polished  professional — experienced  in 
wide  range  of  formats  from  "good  music”  to 
modern.  Successful  air  salesman.  No  prob- 
lems. Tape  available  on  request.  Box  582A, 
BROADCASTING. 


OFFICE  SPACE  AVAILABLE 


Approximately  1,500  square  feet 
of  air  conditioned  space  located  in 
Broadcasting  Building  (opposite 
Mayflower  Hotel  at  Conn.  Avenue 
and  DeSales  St.)  in  the  heart  of 
Washington,  D.C.'s  newest  and  best 
business  area.  Ample  parking  avail- 
able. For  details  write: 


Mr.  Irving  C.  Miller 

Comptroller 


1735  DeSales  St.,  N.W. 
Washington  6,  D.C. 


Situations  Wanted — (Cont’d) 


Announcers 


First  phone — Fair  announcer,  experienced. 
Prefer  Chicago  or  vicinity.  Box  583A, 
BROADCASTING. 


Experienced  announcer,  first  phone,  seeks 
permanent  position  with  good  pay.  Box  592A, 
BROADCASTING. 


Calling  Florida!  Veteran  Floridian  broad- 
caster wishes  to  return  (permanently)  to 
the  sunshine  state,  offering  originality, 
ideas,  ear-catching  production  commercials 
and  extreme  dependability.  Box  593A, 
BROADCASTING. 


Experienced,  well  rounded,  staff,  sports  an- 
nouncer with  first  phone.  Married,  sober, 
dependable.  Don’t  mind  work,  want  to  set- 
tle. Excellent  references.  Box  597A,  BROAD- 
CASTING. 


Girl  personality-dee  jay.  Attractive,  single, 
experienced.  Excellent  audience  response. 
Photo,  tape,  resume.  Box  599A,  BROAD- 
CASTING. 


Announcer,  first  phone!  Mature,  reliable, 
versatile!  Eighteen  years  experience,  small 
and  major  markets!  Earning  $550!  Family 
man  desires  opportunity,  permanence!  Box 
601  A,  BROADCASTING. 


Fem  dj  and  announcer,  attractive,  top  per- 
sonality, experience  and  performance,  seeks 
position  N.Y.C.  or  suburbs.  Can  write  copy, 
too.  Box  607 A,  BROADCASTING. 


Versatile,  experienced  negro  announcer-en- 
gineer. Two  years  armed  forces  radio  over- 
seas. Some  pro  stateside  experience.  Single, 
free  to  travel.  Hurry.  Bob  Capers,  119-28 
194th  St.,  St.  Albans  12,  N.Y.  Tel  LA  7-9037. 


Announcer  with  first  phone.  2(2  years  com- 
mercial experience,  including  ' part-time 
sales;  all  with  good  music  NBC  affiliate. 
Vet.  familyman,  reliable,  steady.  $125.00 
weekly  minimum  on  radio  or  tv.  Top  ref- 
erences, resume,  tape  on  request.  Write 
Bill  Halbert,  Box  462,  Havre,  Mont.  Tele- 
phone 265-4098. 


Technical 


First  phone,  three  years  experience  control 
room  engineer,  no  announcing,  available  im- 
mediately. Box  540A,  BROADCASTING. 


Experienced  engineer  2 years  xmtr.  Will 
accept  vacation  relief  but  interested  in 
steady  position.  Available  immediately.  Box 
546A,  BROADCASTING. 


First  phone.  Available  immediately  western 
U.S.  Rex  Hawkins,  13426  Earn  Shaw.  Phone 
TO  1-4030,  Downey,  California. 


Have  ticket,  (1st  phone),  will  travel,  no 
experience,  will  learn.  Contact:  Charles 

Allen  Starr,  Box  873,  Cleveland,  Texas. 


Production-Programming,  Others 


Veteran  broadcaster  and  newspaper  pub- 
lisher seeks  connection  with  station  in- 
terested in  establishing  editorial  policy. 
Owned  station  and  newspaper  until  recent- 
ly. Top  awards  for  editorial  writing.  Write, 
broadcast,  sell,  direct  or  assist  in  news  de- 
partment. Box  458A,  BROADCASTING. 


Negro  newsman  seeks  spot  on  news  desk 
of  radio  station.  Switched  to  radio  after 
years  on  newspapers.  Box  532A,  BROAD- 
CASTING. 


Radio,  tv  announcer  wishes  sales  or  produc- 
tion. Available  June  1.  Married,  family. 
Box  539A,  BROADCASTING. 


Have  typewriter:  will  pound.  Female, 

single,  college,  radio,  and  tv  school  grad. 
Chiefly  radio,  some  tv  bg.  Some  traffic  and 
air  work.  Prefer  copy.  Present  employer 
will  recommend.  Box  550A,  BROADCAST- 
ING. 


Program  director:  Currently  employed  ma- 
jor market  in  the  northeast.  Married  with 
family:  All  phases  of  radio  since  age  16. 
Early  twenties:  Last  two  years  "family 
type”  format.  Would  be  interested  in  pos- 
sible radio-tv  schedule.  Will  exchange  ref- 
erences with  growing  eastern  concern  that 
can  offer  above  average  financial,  security 
and  growth  potential.  Market  size  unimpor- 
tant: Write  Box  551A,  BROADCASTING. 


Situations  Wanted — (Cont’d) 


Production-Programming,  Others 


Production  manager-director  in  top  mar- 
ket. Seeks  producer-director  position  in 
larger  market.  Family,  33  years,  college 
graduate.  Box  552A,  BROADCASTING. 


Newsman-announcer — two  years  college,  ex- 
perienced editor-newspaper-radio,  relocate 
anywhere,  salary  open,  answer  all  replies, 
available  June  1st.  Write,  wire,  for  hard 
working  newsman.  Box  567A,  BROAD- 
CASTING. 


Executive  assistant  secretary.  Early  30’s,  5 
years  experience  radio-tv  advertising.  Good 
secretarial  skills  (IBM  exec)  own  corr. — 
good  memory-supervision — liaison.  No  clock 
watcher.  Seek  diversified,  challenging  posi- 
tion with  stable  organization.  Please  write 
Box  586 A,  BROADCASTING. 


What  are  good  commercials  made  of?  Humor 
and  spice  and  sparkling  sounds:  Production 
spots  that  listeners  talk  about!  Get  details, 
hear  taped  samples.  Box  588A,  BROAD- 
CASTING. 


TELEVISION 


Help  Wanted — Sales 


Wanted:  Steady,  secure,  sales  opening  for 
experienced  man  who  can  produce  results. 
Incentive  plan,  plus  other  benefits.  New 
York  state.  Send  resume  to  Box  526A, 
BROADCASTING. 


Aggressive  salesman  for  local  sales.  The  fu- 
ture is  here  if  you  have  the  ability.  Experi- 
ence in  radio  or  tv  necessary.  Must  have 
car.  Good  earnings  at  the  start  with  un- 
limited potential.  Family  man  preferred. 
Station  is  tops  in  the  area.  Full  CBS,  ABC 
schedule.  All  the  advantages  of  raising  a 
family  in  a small,  friendly  community.  Send 
complete  resume,  references  and  photo.  Jack 
Gilbert,  KHOL-TV,  Kearney,  Nebraska. 


Account  executive  salesman — Dominant  sta- 
tion in  market  has  immediate  opening  for 
an  aggressive,  creative  salesman.  TV  or  ra- 
dio sales  experience  necessary.  The  poten- 
tial is  unlimited  for  a hard  worker  . . . 
Guarantee  against  commission  plan.  Con- 
tact Bob  Ray  or  Ken  Kampion,  WPTV, 
Palm  Beach,  Florida. 


Announcers 


Commercial  announcer  and  spokesman  for 
nationally  advertised  products.  Must  have 
radio  and  television  experience.  Send  photo, 
complete  resume,  and  7 \'i  rpm  tape.  Must 
currently  reside  in  midwest.  Quality  client 
looking  only  for  quality  announcer.  Box 
610A,  BROADCASTING. 


Technical 


Maximum  powered  southeastern  vhf  seeks 
first  class  license  man  for  transmitter  or 
studio  position.  Pleasant  working  condi- 
tions, long-established  company  with  mul- 
tiple operations,  pension  and  insurance 
plans.  Send  resume  and  photograph.  Box 
556A,  BROADCASTING. 


Wanted:  Experienced  tv  transmitter  engi- 
neer. RCA  TT25BL  transmitter.  Position 
now  open.  Contact  Chief  Engineer,  KCSJ- 
TV,  Pueblo,  Colorado. 


Need  first  class  tv  engineer  for  master  con- 
trol, maintenance  and  studio  work.  Will 
train.  Prefer  experience.  KMMT-TV,  Austin, 
Minnesota. 


Wanted  one  engineer  with  1st  phone,  to 
operate  with  GE  transmitter,  studio  and 
video  tape  equipment.  Contact  H.T.  Wiley, 
KSYD-TV,  Box  2130,  Wichita  Falls,  Texas. 


TV  maintenance  and  studio  engineers.  Ex- 
cellent positions  in  growing  station.  Rush 
letter  and/or  resume  to  C.  E,,  WTTW,  1761 
E.  Museum  Drive,  Chicago  37,  Illinois. 


TV  studio  engineers  for  design,  test,  and 
field  engineering.  Rapidly  expanding  pro- 
gressive company.  All  benefits,  plus  rapid 
advancement  for  qualified  engineers.  Foto- 
Video  Laboratories  Inc.  CE.  9-6100,  Cedar 
Grove,  New  Jersey. 


Production-Programming,  Others 


Country’s  most  modern  midwest  television 
station  wants  tv  director  with  first  class 
engineering  license.  Position  open  immedi- 
ately. Send  resume  to  Box  297A,  BROAD- 
CASTING. 
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FOR  SALE 


Help  Wanted — (Cont’d) 


WANTED  TO  BUY 


Production-Programming,  Others 


Equipment — (Cont’d ) 


Equipment — ( Cont’d ) 


Program  director  wanted  to  develop  pro- 
gramming part  of  application  for  vM 
channel.  Box  558A,  BROADCASTING. 


Newsman  for  top  rated  midwest  radio- 
television station  (WSBT-TV).  Prefer 
young  man  with  one-two  years  experience 
gathering,  writing,  editing  and  airing  news 
but  will  consider  college  graduate  with 
journalism — radio-tv  news  training.  Send 
resume,  tape  or  sof  and  photo  to  personnel 
director.  South  Bend  Tribune,  South  Bend 
26,  Indiana. 


TELEVISION 


Situation  Wanted — Sales 


TV  sales  or  sales  manager  opportunity.  Five 
years  account  executive  market  of  350,000 
sets,  network  affiliate.  Married,  family.  Pres- 
ently employed.  Will  relocate,  preferably 
eastern  location.  Box  609A,  BROADCAST- 
ING. 


Announcers 


Experienced  announcer,  dj  (2  years  experi- 
ence) interested  in  booth  and  on  camera, 
announcing  or  radio-tv  combination.  Family 
man,  mature,  wishes  to  relocate  permanently. 
Box  474A,  BROADCASTING. 


Technical 


Chief  or  supervisor,  12  years  am-fm-uhf- 
vhf,  4 years  chief,  4 years  supervisory  ex- 
perience. Box  603 A,  BROADCASTING. 


Graduating  trainees  available.  Not  licensed, 
but  competent  and  reliable.  Handle  equip- 
ment like  veterans.  Production  wise.  Con- 
tact Intern  Supervisor,  WTHS-TV,  Miami. 


Production-Programming,  Others 


Television  news  director  for  major  north- 
east vhf  station  for  the  past  4 years  is 
desirous  of  obtaining  similar  position  at 
equivalent  station  and  in  comparable  mar- 
ket on  either  Atlantic  or  Pacific  seaboard. 
Operation  must  be  sincerely  interested  in 
doing  top-flight  local  news  job.  Resumes — 
personal  interviews  by  addressing  Box  564A, 
BROADCASTING.  Available  3 weeks  after 
hiring. 


Production  supervisor,  masters  degree  in 
radio-tv,  seven  years  experience  includes 
producing,  directing,  production,  supervi- 
sion in  two  sharp  commercial  stations.  Pre- 
fer either  coast,  director  in  large  market, 
or  production  or  program  director  in  me- 
dium market.  Box  602A,  BROADCASTING. 


Production  1 year  prac.  experience.  Versa- 
tile. Resume,  photography,  floor,  camera, 
lighting,  set,  etc.  Will  travel.  Box  339,  316 
Huntington  Ave.,  Boston,  Mass. 


Married,  midwest  tv  sports  director-news- 
man,  desires  step  up.  Emceeing  and  live 
spots.  Shoot  film.  Prefer  sports.  Box  606A, 
BROADCASTING. 


FOR  SALE 


Equipment 


3-kw  Federal  fm  transmitter  and  6-bay  GE 
antenna.  In  operation.  Going  higher  power. 
Highest  offer.  Box  467A,  BROADCASTING. 


Bargain  prices.  All  makes  mobile  fm  two- 
way  radio.  26,  150,  450  me.  Phone:  CRest- 
view  1-5845,  Los  Angeles,  California. 


Buy,  sell  or  trade  also  new  and  used  towers. 
Special  150'  am  self-supporting.  Ready  to 
ship  $1,000.00.  P.O.  Box  55,  Greenville,  N.C. 


Gates  52  CS  studioette  console,  $450.  Two 
RCA  70-D  turntables,  cabinets,  pre-amps, 
45-conversion,  cue  amplifier,  look  run  good, 
$400.  KOZI,  Chelan,  Washington. 


1 kw  Gates  BC1E  transmitter.  Rust  remote 
control.  Antenna  coupling.  Available  as 
package  or  individually.  Excellent  condi- 
tion. Price  right.  WEEB,  Southern  Pines, 
N.  C. 


Save  $5000.00  on  your  fm  station  installa- 
tion. For  sale  RCA  BTF  250  fm  transmit- 
ter, tubes  and  crystals.  Hewlett-Packard 
335-B  frequency  and  modulation  monitor. 
90  foot  length  Andrew  Heliax  transmis- 
sion line  % inch  diameter.  Antenna  RCA 
BF-21  Pylon,  power  gain  1.5.  80  foot  steel 
tower  93  foot  over  all.  Cost  us  $6000.00, 
yours  for  only  $5000.00  fob  Waxahachie. 
Contact  Richard  Tuck,  KBEC,  Waxahachie, 
Texas,  phone  WE.  7-1390.  Now  in  opera- 
tion, reason  for  selling,  installing  new 
equipment.  All  new  except  transmitter  and 
antenna  in  operation  less  than  one  year. 


Convert  your  excess  equipment  to  cash. 
Anything  bought  and  sold  from  a tube  to  a 
tower.  Electrofind,  550  Fifth  Avenue,  N.Y.C. 


INSTRUCTIONS 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


Going  into  fm?  WEAW-FM  is  going  to 
higher  power  and  will  have  available  July 
1st  the  following  equipment  complete  with 
extra  tubes,  etc.  Equipment  is  now  in 
operation  and  radiates  36  kw.  (Our  cp  is 
for  192  kw).  Collins  5 kw  model  732-A 
transmitter,  $5,000.  8 Bay  Collins  model 

37-M  series  ring  antenna  with  200  feet  of 
1 and  % inch  coax,  $1,200.  Price  for  both 
together,  $5,500.  First  check  for  $1,000 
down  holds  equipment  for  your  use.  Also 
available  G.E.  type  BC-l-A  model  4BC1AZ 
dual  channel  25  console,  $300.  Ed  Wheeler, 
WEAW,  Evanston,  Illinois.  University  4- 
7600.  1700  Central  St. 


Model  60  Schafer  automation  unit,  complete 
less  than  one  year  old.  Guarantee  on  unit 
will  hold  for  another  four  years  from 
Schafer.  Price  $8,000.00.  Contact  WHDL, 
Olean,  New  York. 


Company  or  individual  dealing  in  purchase 
of  used  broadcasting  equipment,  write  to 
WNLC,  New  London,  Conn.,  for  list. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas, 
Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
June  29,  August  31,  October  26,  1960.  Jan- 
uary 4,  1961.  For  information,  references 
and  reservations  write  William  B.  Ogden 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank,  California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta,  1139  Spring  St.,  N W 
Atlanta,  Georgia. 


FCC  Licenses,  six-week  course.  Ninety  per- 
cent pass  license  examinations  the  first 
time  taken.  Next  class  June  13th.  Free  lit- 
erature. Pathfinder,  510  16th  St.,  Oakland, 
California. 


CH  2 tv  GE  TT6  transmitter,  associated 
gear.  Pair  GE  Synchrolite  and  pair  GPL 
PA-100  projectors.  WTHS-TV,  1410  NE  2 
Ave.,  Miami,  Florida. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto-Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100. 


Tuning  houses:  3x3x4  foot  aluminum:  10 
kw  coils;  Wilcox  #41924.  Set  of  four,  never 
used,  cost  $4,280.00;  sell  $900.00  fob.  Hinz, 
833 — 7th  Avenue,  Sacramento  18,  California. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 

The  National  Academy  of  Broadcasting 
3338  16th  St.,  Washington,  D.C.  trains  and 
places  writers  and  announcers.  Send  for 
catalog  and  job  list.  (26th  year) 


RADIO 


Tv  video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  different  models  8" 
thru  24".  Miratel,  Inc.,  1080  Dionne  St.,  St. 
Paul,  Minn. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenburnie,  Md.  Day  phone  SO.  6-0766 — 
Night  and  emergency  phone  SO.  1-1361. 
Write  or  call  collect. 


WANTED  TO  BUY 


Stations 


Wanted  to  buy  all  or  part  of  cp  or  new 
station.  Financially  responsible.  Box  461A, 
BROADCASTING. 


Station  or  cp  wanted  east  or  south,  100.000 
to  500,000  market  population.  Financially 
responsible.  Expert  operator  has  exception- 
ally lucrative  offer  for  right  station.  Con- 
fidential. Box  577S,  BROADCASTING. 


TV  station  wanted?  Will  buy  vhf,  uhf  or  in- 
dependent. Not  worried  about  income, 
operating  costs  or  problems.  If  you  are  un- 
happy or  dissatisfied  . . . take  my  cash.  Tim 
Bright,  5522  Sagra  Rd.,  Baltimore  12,  Md. 
Phone  ID  3-9020. 


Equipment 


Wanted:  Used  low  band  television  trans- 
mitter in  good  condition,  preferably  5 kw. 
Box  531A,  BROADCASTING. 


Wanted,  one  or  two  Scully  lathes.  Presto 
41A  limiting  amplifiers,  RCA  LC1A  speak- 
ers with  MI-11401  enclosures.  Box  605A, 
BROADCASTING. 


We  are  looking  for  an  RF  bridge  and  RF 
oscillator  in  good  operating  order.  Please  re- 
ply by  phone  or  wire  to  Kenneth  Tetzloff, 
Chief  Engineer,  WEAQ,  Eau  Claire,  Wiscon- 
sin. Temple  2-9766. 


Tower  wanted.  150  ft.  self-supporting  (not 
guyed).  Within  reasonable  trucking  dis- 
tance. WTXL,  West  Springfield,  Massachu- 
setts. 


Help  Wanted 


Production-Programming,  Others 


PROGRAM  MAN 

We  are  looking  for  a FORMULA 
PROGRAM  MAN  with  a proven 
record  in  one  of  the  first  40 
markets. 


Send  complete  details,  proof  of 
ability,  references,  photo,  home 
phone,  salary  desired,  tapes  of 
your  work. 


Do  not  waste  your  time  if  you 
are  not  outstanding.  This  is  a 
top  position. 

Box  451A,  BROADCASTING 


ADULT  RADIO  WANTS 
A PRO 

A man  with  a solid  radio  background 
who  can  do  a top  calibre  job  in  all 
phases,  including  production  and 
writing.  Real  opportunity  for  you  in 
a nationally  known  Ohio  station 
Salary  open.  Write: 
p Box  508A,  BROADCASTING 


! 
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Help  Wanted — (Cont’d) 

Situations  Wanted — (Cont’d) 

FOR  SALE 

Technical 

Announcers 

Equipment 

Opportunities 

for 

Field  Engineers 

Leading  manufacturer  of  television 
camera  systems  has  several  openings 
for  experienced  electronics  personnel 
to  serve  as  home-based  field  engineers. 
Qualified  applicants  will  receive  fac- 
tory training  and  live  in  small  Lake 
Michigan  resort  town  near  Chicago. 
Travel  mostly  short  trips  out  of  plant. 
Require  three  to  five  years  electronics 
experience  in  communications,  broad- 
casting, computers  or  radar  plus  at 
least  two  years  of  accredited  technical 
school  training.  Relocation  assistance 
and  attractive  salaries,  commensurate 
with  education  and  experience. 

Write: 

Supervisor,  Field  Engineering 
Dage  Television  Division 
Thompson  Ramo  Wooldridge  Inc. 
West  Tenth  Street 
Michigan  City,  Indiana 


RADIO 


Situations  Wanted — Management 


CAPABLE,  EXPERIENCED 

Mature  top  level  executive  available  for 
challenging  position.  Thoroughly  competent 
in  TV,  AM,  FM.  Administration,  sales,  pro- 
gramming know-how.  Highest  references. 
Can  take  over  entire  management  or  be 
right  hand  to  busy  operator.  No  objection 
to  medium  size  market.  Personal  reasons 
for  wishing  change. 

Box  594A,  BROADCASTING. 


Production-Programming,  Others 


Prominei 
Radio  & 
x con  ‘ 1 
Box  5 


Prominent  Philadelphia 
TV  personality 
considering  change. 

589 A,  BROADCASTING 


TELEVISION 


Help  Wanted — Technical 


HIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIU 

JOBS  IN  CABLE  TV  AND  MICROWAVE  ! 

| 

THROUGHOUT  U.S. 

5 

For  a better  position — Write  or  Call: 

= 

HELP  ASSOCIATES 

= 

204  Rose  Building — Fllmore  3-6594 

s 

Rapid  City,  South  Dakota 

Tiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiimiiiiiiiiiiiiii^ 

INSTRUCTIONS 


Looking  for  NEW  TALENT? 
PRODUCTION  PERSONNEL? 

Leading  Radio  and  TV  studios  call 
Leland  Powers’  School  for  well- 
trained  talent  and  production  per- 
sonnel. Competent  young  men  and 
women  skilled  in  radio  and  TV  tech- 
niques including  programming  and 
production,  announcing,  acting, 
make-up,  copywriting,  script  and 
continuity  writing.  Graduates  recog- 
nized, throughout  the  industry  for 
sound,  comprehensive  training. 

Write  Graduate  Relations  Depart- 
ment today.  Placement  service  free, 
to  employer  and  graduate.  56th  year. 

LELAND  POWERS 
SCHOOL  OF  RADIO 
TELEVISION 
AND  THEATRE 

25  Evans  Way,  Boston  15,  Mass. 


Employment  Service 


RADIO  TV  JOBS! 

Covering  eight  midwest  states.  We'll  place 
announcers,  salesmen,  writers,  engineers, 
directors  and  executives  in  radio  and  TV. 
Write  today  for  our  application  form. 
WALKER  EMPLOYMENT  SERVICE 
Broadcast  Division  B 
83  So.  7th  St.,  Minneapolis  2,  Minn. 
Federal  9-0961 


CAREER  OPPORTUNITY  with  SCHAFER  CUSTOM  ENGINEERING, 

Division  of  Textron  Electronics,  Inc. 

If  you  have  a strong  background  in  the  Broadcast  Industry,  a technical  background,  ex- 
perience in  Sales  of  technical  equipment,  you  may  be  the  man  to  participate  in  the  fastest 
growing  broadcast  equipment  manufacturer  in  the  country. 

Openings  exist  in  several  areas  throughout  the  United  States. 

Substantial  salary  plus  commission,  with  expenses  paid  and  transportation  furnished. 
Permanent  position  with  excellent  company  benefits. 

Send  resume  to  Sales  Department. 

SCHAFER  CUSTOM  ENGINEERING, 

Division  of  Textron  Electronics,  Inc., 

235  South  Third  Street, 

Burbank,  California 


COPYWRITING  SERVICE  $20  WEEK! 

WHY  PAY  HUGH  PRICED  HELP? 

■ Writer  with  15  years'  general  adver- 

■ tising,  radio  writing  experience  will 
5 create  original,  dynamic  'spot'  commer- 
H cials  to  your  specifications.  Samples,  re- 

■ sume  upon  request. 

Box  555A,  BROADCASTING 

§ 


Want  a BRAND  NEW  "One"? 

Gates  BC-1T  1 KW  AM  transmitters 
are  in  stock  for  immediate  delivery, 
factory  tested  to  your  frequency. 
Terms  where  desired.  Want  to  trade? 

GATES  RADIO  COMPANY 

Quincy,  Illinois 


WANTED  TO  BUY 
Stations 


Wanted  to  Buy 

Small  AM  Station 
Metropolitan  New  York  City 
Replies  Held  in  Confidence 
Box  518,  1501  Broadway,  N.Y.C. 


MISCELLANEOUS 


BROADCAST  PRINTING 

Continuity  Jk  ^0 
Paper  fcEper 
Minimum  order  5000  1000 

16# — white  paper — black  ink.  Send 
copy  of  paper  you  are  now  using  with 
check.  Colored  paper — odd  $1.00  per 
1000.  Punching  for  binder  $2.50  per 


FREEBERN  PRESS,  INC. 

Hudson  Falls,  N.Y. 


■Select a. /i^in<^  in  &voou/ca4t 

Radio  Remote  Control  and 
Multiplex  Systems 
For 


Studio  Transmitter  Links 

John  A.  Moseley  Associates 

Box  3192  Woodland  7-1469 

Santa  Barbara,  California 


FOR  SALE 


Stations 


r 


$200,000  CASH 


V 111 

L 


Buys  85%  of  Eastern  North-Central 
States  radio  station.  Present  manage- 
ment (15%)  remains.  Operating 
black.  Excellent  future  in  good,  ' 
market.  Write: 

Box  584A,  BROADCASTING 


ting  in  ? 
d,  large  I 

[NG  \ 


PACIFIC  NORTHWEST  REGIONAL 

Number  one  rated  station  by  PULSE 
in  a fine  growing  market.  Asking  price 
is  $210,000  with  $45,000  down  and  ten 
years  on  balance.  Owners  will  consider 
any  reasonable  bonafide  offer. 

Box  61 1 A,  BROADCASTING. 


no 
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FOR  SALE 


Stations — ( Cont’d ) 


SOUTHWEST  GLAMOUR  MARKET 
||  This  regional  station  grossed  $80,000 
Is  last  year  but  can  do  much  better. 
H Priced  at  $120,000  with  $29,000  down 
|S  and  excellent  terms  on  balance. 


Box  612A,  BROADCASTING. 


Calif. 

Single 

250w 

$65M 

terms 

Texas 

Single 

250w 

25M 

7 dn. 

Miss. 

Single 

250w 

39M 

terms 

La. 

Single 

500w 

52  M 

terms 

Miss. 

Single 

250w 

140M 

10  yrs. 

Va. 

Single 

250w 

60M 

29%  dn. 

III. 

Single 

500w 

95M 

29%  dn. 

Va. 

Single 

lkw-D 

80  M 

terms 

Calif. 

Single 

250w 

68M 

15  dn. 

Fla. 

Small 

250w 

53M 

15  dn. 

Calif. 

Small 

lkw-D 

69M 

29%  dn. 

W.  Va. 

Small 

250w 

40M 

10  dn. 

Fla. 

Small 

250w 

55M 

29%  dn. 

Fla. 

Medium 

5kw 

230M 

29%  dn. 

N.Y. 

Medium 

lkw-D 

105IVI 

cash 

Ga. 

Metro 

5kw 

200M 

29%  dn. 

Va. 

Metro 

250w 

330M 

25%  dn. 

Ala. 

Metro 

lkw-D 

175M 

terms 

Fla. 

Large 

5kw 

185M 

29%  dn. 

S.E. 

Maj-Sub  lkw-D 

150M 

low  dn. 

South 

Major 

250w 

275M 

29%  dn. 

And  Others 

PAUL- 

H . 

CHAPMAN  < 

20  M 

P A N Y 

1 N C O R 1 

=•0  R AT  E D 

MEDIA  BROKERS 

Atlanta 

Chicago 

Please  address: 

New  York 

| | 

82  W.  1 

3eachtree 

San  Francisco 

Atlanta 

9,  Ga. 

THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


....  GUNZENDORFER 

CALIFORNIA  exclusive  single  sta- 
tion only  station  licensed  to  southern 
market  town  of  15,000  with  trading 
area  of  44,500.  1000  watter  fulltimer 
$125,000.  Terms.  CALIFORNIA  Ex- 
clusive— 500  watt  daytimer  in  grow- 
ing southern  market.  An  earner  at 
$150,000.  29%  down.  Terms.  NORTH- 
ERN CALIFORNIA  Exclusive— 250 
watter  fulltimer  $75,000.  29%  down. 
$300  a month  payout.  ARIZONA  Ex- 
clusive— $60,000.  $20,000  down,  $500  a 
month  payout  for  a 1000  watt  day- 
timer.  OREGON  250  watt  fulltimer 
$80,000.  $20,000  down.  Extra  long 

payout. 

WILT  GUNZENDORFER 
AND  ASSOCIATES 

8630  W.  Olympic,  Los  Angeles,  California 
Licensed  Brokers — Financial  Consultants 
Phone  OLympia  2-5676 


NORMAN  & NORMAN 

INCORPORATED 
Brokers  — Consultants  — Appraisers 

RADIO-TELEVISION  STATIONS 

Nation-Wide  Service 
Experienced  Broadcasters 
Confidential  Negotiations 

Security  Bldg.  Davenport,  Iowa 


FOR  SALE 


Stations — ( Cont’d ) 


Mid-West  medium  money-maker. 
#165,000  29% — Rocky  Mt.  single 
daytimer.  #42,500  29% — West 

Coast  regional  fulltimer.  Profitable. 
#367,500.  Terms. — Want  to  buy  a 
Record  company?  I have  one  com- 
plete, including  entire  catalog  under 
two  labels.  For  full  data,  contact  : 
PATT  McDonald  CO.,  P.O.  Box 
9266,  Austin,  Texas — or.  Jack  Koste, 
60  E.  42nd,  N.Y  17,  N.Y.  MU. 
2-4813. 


STATIONS  FOR  SALE— — 

ROCKY  MOUNTAIN.  Full  time.  Network. 
Long  record  of  good  earnings.  Asking 
$100,000  with  29%. 

CALIFORNIA.  Daytime.  Competitive  but 
growing.  Asking  $85,000  with  29% 
down. 

CALIFORNIA.  Full  time.  Asking  $55,000 
wi'h  29%  down. 

ROCKY  MOUNTAIN.  Daytime.  Good  fre- 
quency. Doing  $58,000.  Asking  $68,000. 

ATLANTIC  COAST  STATE.  Full  time. 
Asking  $75,000  with  29%  down. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 

HO.  4-7279 


far 


Oallar 


you  can’t  beat  a 
classified  ad  in  getting 
top-flight  personnel 


Continued  from  page  105 


Terre  Haute,  Ind.  to  June  1;  WSAB  (FM) 
Mt.  Carmel,  111.  to  December  21;  WFBM-TV 
Indianapolis,  Ind.  to  September  2;  WRAN 
Dover,  N.J.  to  October  19;  WCHD  (FM)  De- 
troit, Mich,  to  June  25;  WSID-FM  Balti- 
more, Md.  to  June  19. 

Actions  of  May  10 

WFDF  Flint,  Mich., — Granted  acquisition 
of  positive  control  by  Harry  M.  Bitner,  Jr., 
through  transfer  of  stock  by  Evelyn  H.  Bit- 
ner to  Harry  M.  Bitner  Jr. 

WKAT  Miami  Beach,  Fla. — Granted  invol- 
untary transfer  of  control  from  A.  Frank 
Katzentine  to  Ucola  Collier  Katzentine,  ex- 
ecutrix of  estate  of  A.  Frank  Katzentine, 
deceased. 

WOLS  Florence,  S.C. — Granted  involun- 
tary transfer  of  control  from  Melvin  H. 
Purvis  to  A.  P.  Skinner  and  Hugh  L.  Will- 
cox,  executors  of  estate  of  Melvin  H.  Pur- 
vis, deceased,  with  A.  P.  Skinner  as  voting 
trustee. 

WHAK  Rogers  City,  Mich. — Granted  cp  to 
make  change  in  trans.  equipment. 

WHOM-FM  New  York,  N.Y.  — Granted 
mod.  of  SCA  to  change  exciter  unit. 

KZUN-FM  Opportunity,  Wash.  — Granted 
mod.  of  SCA  to  make  changes  in  equip- 
ment. 

WVCG-FM  Coral  Gabies,  Fla.— Granted 
mod.  of  SCA  to  change  sub-carrier  fre- 
quency from  26  and  65  kc  to  42  and  67  kc. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WCUY 
(FM)  Cleveland  Heights,  Ohio  to  Sept.  8; 
KVNU  Logan,  Utah  to  Sept.  21;  WFLI 
Lookout  Mountain,  Tenn.  to  Aug.  31; 
KCBY-TV  Coos  Bay,  Ore.  to  Nov.  23;  KRAE 
Cheyenne,  Wyo.  to  Nov.  2;  KGY  Olympia, 
Wash,  to  July  1. 

KEYL  Long  Prairie,  Minn. — Granted  au- 
thority to  sign-off  at  6:30  p.m.,  CST,  for 
period  ending  Nov.  9. 

KOMB  Cottage  Grove,  Ore. — Granted  ex- 
tension of  authority  to  operate  specified 
hours  for  period  ending  Sept.  1. 

Actions  of  May  9 

KFHA  Lakewood,  Wash. — Granted  invol- 
untary assignment  of  license  to  Thomas  H. 
Henderson,  receiver  for  KFHA  Inc. 

KFHA  Lakewood,  Wash. — Granted  invol- 
untary assignment  of  license  to  Marvin  A. 
Young,  receiver  for  KFHA  Inc. 

WLAV-FM  Grand  Rapids,  Mich. — Granted 
license  covering  installation  new  ant. 

Columbia  Bcstg.  System  Inc.,  New  York, 
N.Y. — Granted  cp  to  add  8 wireless  mikes 
in  low  power  service  to  be  used  with 
W CBS- AM-FM-TV  New  York,  N.Y.,  with- 
out prejudice  to  such  action  as  commission 
may  deem  warranted  as  result  of  its  final 
determinations  with  respect  to:  (1)  conclu- 
sions and  recommendations  set  forth  in  re- 
port of  network  study  staff;  (2)  related 
studies  and  inquiries  now  being  considered 
or  conducted  by  commission,  and  (3)  pend- 
ing antitrust  matters. 

KEBR  Sacramento,  Calif. — Granted  change 
of  remote  control  authority. 

Action  of  May  6 

WBYS  Canton,  111. — Granted  authority  to 
sign-off  at  6:15  p.m.  daily  and  at  5 p.m.  on 
Saturdays,  except  for  special  events  when 
station  may  operate  to  licensed  sign-off 
time  for  period  ending  Sept.  30. 

PETITION  FOR  RULEMAKING 

U.  of  Illinois,  Urbana,  111. — Requests 
amendment  of  sec.  3.606  of  rules  so  as  to 
delete  uhf  tv  eh.  37  (608-614  me)  from 
table  of  assignments  and  assign  same  to 
Radio  Astronomy.  Further  requests  that 
all  other  rulemaking  proceedings  involving 
use  of  ch.  37  be  held  in  abeyance  until  in- 
stant petition  can  be  considered,  so  that 
such  other  proceedings  can  he  held  in  con- 
junction with  those  proposed  therein  and 
that  commission  refrain  from  granting  any 
cp  or  licenses  on  ch.  37  (except  renewals  of 
license  of  RCA  experimental  tv  station  at 
Camden,  N.J.)  until  rulemaking  proceed- 
ings on  instant  petition  can  be  held  and 
acted  upon.  Ann.  May  13. 


License  Renewals 

a Following  stations  were  granted  re- 
newal of  license:  WBAB-AM-FM  Babylon, 
N.Y.;  WBTA  Batavia,  N.Y.;  WDIA  Walton, 
N.Y.;  WFLR  Dundee,  N.Y.;  WGBB  Free- 
port, N.Y.;  WGSM  Huntington,  N.Y.;  WKOP 
Binghamton,  N.Y.;  WLNA-AM-FM  Peeks- 
kill,  N.Y.;  WMVB  Millville,  N.J.;  WRSA 
Saratoga  Springs,  N.Y.;  WSEN  Baldwins- 
ville,  N.Y.;  WTTM  Trenton,  N.J.;  WWOL- 
AM-FM  Buffalo,  N.Y.;  *WRPI(FM)  Troy, 
N.Y.;  *WSPE(FM)  Springville,  N.Y.:  WHLI- 
FM  Hempstead,  N.Y.;  KCRA-TV  Sacra- 
mento, Calif.;  WDRC  Hartford,  Conn.; 
WWRJ  White  River  Junction,  Vt.;  KCHJ 
Delano,  Calif.;  KFLY  Corvallis.  Ore.;  WHIM 
Providence,  R.I.;  WMMS  Bath,  Maine. 
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this  is 
Magoo 
talking. . . 


. . . from  INSIDE  MAGOO.  That’s  a movie  I just  made  for  the 
American  Cancer  Society— for  their  April  Crusade. 

In  the  movie  I learn  I can’t  be  near-sighted  about  cancer.  Too  dangerous. 
Got  to  look  ahead.  Got  to  fight  cancer  with  regular  checkups.  And  checks, 
too.  Fighting  cancer  costs  money. 

The  movie  runs  14:30  minutes.  But  you  can  get  a quick  look  at  all  the 
Society’s  TV  material— including  me  and  other  famous  people  — 
in  only  17  minutes.  On  a special  presentation  reel  MC’d  by  Ralph  Edwards. 
Listen  to  the  radio  material,  too.  Big  stars  in  short  important  messages 
and  announcements.  Music  spots  too,  with  name  artists,  for  deejay  show 
or  as  5-minute  specials. 

A local  representative  of  the  AC  S will  contact  you.  Look  and  listen. 

Be  kind  to  your  audiences.  Program  the  Society’s  material.  ,• 
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OUR  RESPECTS  TO  . . . 

Kevin  Brendan 


There  isn’t  much  that  Kevin  Brendan 
Sweeney  won’t  do  for  radio.  He’ll 
tangle  with  anybody,  not  excluding  the 
radio  broadcasters  from  whence  comes 
his  daily  bread.  He’ll  get  into  a cow- 
boy outfit,  or  a Civil  War  uniform,  if 
he  thinks  it’ll  help  the  cause.  He’ll  go 
anywhere;  no  man  in  recent  memory 
has  traveled  or  talked  more  in  radio’s 
behalf. 

He’s  been  doing  these  things,  and 
more,  for  the  last  eight  years.  And  a 
couple  of  months  ago  he  was  signed 
again,  as  president  of  the  Radio  Ad- 
vertising Bureau,  to  go  on  doing  more 
of  same  for  the  next  five  years. 

More  of  same  would  be  frightening 
for  most  men  to  contemplate:  250,000 
airline  miles  a year,  250  nights  a year 
in  hotel  rooms  from  Bangor  to  Yuba 
City.  Kev  Sweeney  may  not  enjoy  it, 
but  he  makes  the  most  of  it.  “Maybe 
I don’t  know  much  about  radio,”  he 
quips,  “but  I can  sure  give  you  a run- 
down on  the  hotels.” 

All  this  travel — to  RAB  regional 
meetings,  to  sales  clinics,  to  talk  to 
advertisers  and  agencies  individually 
and  to  meet  with  them  in  groups — rep- 
resents only  a part  of  his  job.  Between 
planes,  and  by  telephone  from  wherever 
he  happens  to  be,  he  supervises  a staff 
of  58  and  administers  a budget  that  will 
exceed  $1.2  million  this  year. 

Second  Choice  ■ For  a man  who 
devotes  most  of  his  working  hours  to 
radio — and  he  doesn’t  sleep  much — 
Kev  Sweeney  got  into  the  business  by 
default,  the  failure  of  newspapers  to 
offer  him  a living  wage. 

Born  Dec.  22,  1916,  in  Los  Angeles, 
a son  of  Edward  and  May  Sweeney, 
young  Kev  first  wanted  to  be  a lawyer. 
After  parochial  schools  and  Loyola 
High  in  Los  Angeles  he  spent  two 
years  in  a pre-law  course  at  Loyola  U. 
there.  But  he  became  business  man- 
ager of  the  student  newspaper  (“nobody 
else  wanted  to  bother  with  soliciting 
ads”)  and  his  objective  changed  from 
law  to  newspapers.  So  did  he — to  the 
Journalism  School  of  the  U.  of  South- 
ern California.  He  wanted  to  be  a 
news  writer  but  instead  he  became  busi- 
ness manager  of  all  USC  student  pub- 
lications, a stroke  of  hard  luck  that 
paid  his  way  through  school. 

When  he  graduated  in  1938  and 
$18  a week  was  the  best  offer  he  could 
get  from  newspapers,  he  turned  re- 
luctantly to  radio  and  spent  the  next 
3!4  years  in  the  promotion  department 
of  KNX  Hollywood  and  the  Columbia 
Pacific  Network. 

In  1942,  when  the  Blue  Network 
(now  ABC)  was  split  off  from  the 


Sweeney 

Red  (NBC),  he  was  appointed  sales 
promotion  manager  for  the  Blue’s  west- 
ern division.  There  he  helped  to  build 
one  of  the  most  successful  of  all  day- 
time audience  participation  shows, 
Breakfast  in  Hollywood — a feat  which 
had  to  be  done  all  over  again  when 
Breakfast  went  national  and  the  re- 
gional network  had  to  replace  it  or  lose 
all  the  regional  billing  that  had  thus 
been  pre-empted.  Mr.  Sweeney  and 
colleagues  filled  the  gap  by  persuading 
a reluctant  Art  Linkletter  that  he 
could,  too,  do  a daytime  audience  show 
five  days  a week — a feat  he  has  been 
performing  successfully  ever  since. 

Discovers  Non-Network  ■ Next  stop 
was  the  Navy  during  the  war  for  two 
years  as  an  ensign  and  later  lieutenant 
j.g.,  “I  never  saw  blue  water  or  heard 
a shot  fired  in  anger.”  He  was  an  ad- 
ministrative officer  at  the  Naval  Air 
Station  at  Ottumwa,  Iowa,  assigned 
primarily  to  public  relations.  His  job 
included  production  of  a weekly  hour 
for  the  Navy  on  a network  of  Iowa  ra- 
dio stations,  which  led  him  to  discover 
that  “there  was  another  part  of  radio 
outside  the  networks.” 

After  the  war  he  went  into  this 
other  part,  tangentially,  by  joining 
Fletcher  Wiley  and  his  Housewives 
Protective  League  programs  as  gen- 
eral manager.  In  two  years  the  opera- 
tion had  expanded  to  the  point  where 
CBS  bought  it  for  $1  million,  and  a 
little  later  Mr.  Sweeney  set  up  offices 
in  Los  Angeles  as  a consultant.  One  of 
his  clients  was  KFI-AM-TV  Los  An- 
geles, which  he  shortly  joined  as  full- 


RAB’s  Sweeney 


He  has  five-year  plan,  too 


time  general  sales  manager.  The  tv 
station  was  new  “and  we  did  some 
kookie  things  to  put  it  in  the  black.” 
Things  like  operating  daytime-only  be- 
cause the  six  other  Los  Angeles  tv 
stations  operated  mostly  at  night;  and 
like  going  all-live  (until  a strike  came 
along  and  they  went  all-film). 

The  ch.  9 station  was  sold  to  Tom 
O’Neil  in  1951  and  Mr.  Sweeney  went 
with  it.  A few  months  later  he  was 
offered  the  job  of  vice  president  in 
charge  of  sales  and  promotion  for  RAB 
(then  known  as  Broadcast  Advertising 
Bureau).  He  accepted.  The  bureau 
was  less  than  a year  old,  subsisting  on 
funds  diverted  from  the  NAB  dues  of 
broadcasters  willing  to  take  the  chance, 
and  had  five  months — until  the  NAB 
convention  the  next  April — to  get  or- 
ganized and  sell  itself  to  the  industry. 
Mr.  Sweeney  and  his  half-dozen  co- 
horts did  the  job  with  a noisy  cowboys- 
and-Indians  charade  that  brought  in 
membership  commitments  representing 
$200,000  in  permanent  support. 

Steady  Climb  ■ Mr.  Sweeney  was 
named  executive  vice  president  in  No- 
vember 1953;  two  months  later  he  was 
elected  president.  His  new  contract 
continues  him  in  the  presidency  until 
March  1965.  RAB  membership  has 
grown  to  1,175.  It  added  207  mem- 
bers in  1959  and  expects  a net  gain  of 
250  this  year.  It’s  working  on  a five- 
year  plan  which  looks  toward  a goal  of 
1,900  members  and  a budget  of  $2.1 
to  $2.25  million  by  1965. 

Mr.  Sweeney  backs  his  enthusiasm 
for  radio  in  the  most  tangible  way.  He 
is  part  owner  of  KFOX  Long  Beach — 
and  “I  will  probably  invest  in  other 
stations  if  something  good  comes  along 
because  I believe  that  radio  stations  are 
the  soundest  investment  in  the  media 
field.”  He  says  he  signed  the  RAB 
five-year  renewal  “because  I believe 
that  radio’s  great  opportunity — and 
RAB’s — -lies  in  these  next  five  years.” 

Mr.  Sweeney  doesn’t  have  many 
hobbies,  and  most  of  them  have  to  do 
with  competing  media.  He  watches 
television  (“dispassionately”)  and  aver- 
ages about  three  books  and  ten  maga- 
zines a week.  Listening  to  the  radio 
is  “hard  work”  because  “I  keep  asking 
myself  things  like:  Am  I hearing  a 
new  formula?  What’s  the  music  bal- 
ance? Is  that  account  co-op  and  if  so, 
why  doesn’t  our  sales  department  know 
about  it?” 

When  his  contract  is  up,  he  plans 
to  go  back  to  California,  where  his 
wife,  the  former  Marguerite  Taylor, 
whom  he  married  in  1941,  and  their 
children — Greg  14,  Sheila  10  and 
Melissa  8 — live  in  Woodland  Hills,  a 
Los  Angeles  suburb.  “Then,”  he  says, 
“I  can  avoid  hotel  rooms  and  airline 
meals,  and  start  listening  to  the  radio 
for  fun  again.” 
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EDITORIALS 


Summer  rates 

RATES  are  back  in  the  television  news  and,  as  almost 
always  is  the  case,  this  means  that  the  news  is  bad. 
First  BBDO,  now  Ayer  and,  at  least  indirectly,  other 
important  television  buyers  are  making  a play  for  lower  tv 
rates  in  the  summertime.  It  would  be  short-sighted  to  ex- 
pect that  the  move  will  end  there.  It  can  be  made  in  several 
ways;  BBDO,  for  instance,  did  it  obliquely  by  merely  asking 
stations  whether  they  “plan  to  adopt  a summer  rate  card” 
(Broadcasting,  May  2;  also  see  story  this  issue).  But  it 
all  adds  to  the  same  thing:  pressure  for  rate  cuts  in  the 
hot-weather  season. 

Although  we  must  challenge  much  of  their  reasoning, 
we  cannot  in  candor  blame  the  agencies  for  trying:  It  is 
part  of  their  job  to  get  the  best  possible  buys  for  their 
clients.  Indeed,  in  this  case  the  networks  and  some  important 
stations  appear  to  have  made  the  first  move.  Thus  the 
agencies  can  claim,  at  least  technically,  to  be  merely  riding 
a trend  that  was  started  by  broadcasters  themselves. 

The  case  against  seasonal  discounts  is  presented  else- 
where in  this  issue  by  Lawrence  Webb,  managing  director 
of  the  Station  Representatives  Assn.  He  denounces  special 
rates  on  several  grounds;  he  claims  they  not  only  are  un- 
justified but  also  are  unfair  to  other  seasonal  and  to  year- 
round  advertisers,  would  depreciate  programming  and  pro- 
gram promotion  and,  added  to  bartering  and  the  double 
standard  for  local  and  national  rates,  make  the  value  of  an 
already  under-priced  medium  “even  more  questionable  to 
the  advertiser.” 

It  is  not  our  business  to  tell  stations  how  to  price  theirs. 
We  do  feel,  however,  that  as  a matter  of  simple  prudence 
all  stations  should  promptly  take  a fresh,  close  look  at 
their  own  rates  and  the  bases  on  which  they  were  estab- 
lished. We  suspect  that,  instead  of  discounts,  increases  may 
be  in  order  in  some  cases.  Whatever  the  result,  stations 
ought  to  be  prepared  to  justify  what  they’re  charging.  If 
the  current  probing  by  a few  agencies  becomes  a drive  by 
many,  broadcasters  had  better  have  the  facts  ready  in  self- 
defense.  Bluster  won’t  be  enough. 

Platforms  and  platitudes 

VICE  President  Richard  Nixon,  who  might  be  the  next 
President,  is  one  of  the  few  men  in  public  life  who 
understands  the  philosophy  of  free  enterprise  in  broad- 
casting. He  doesn’t  cotton  to  the  well-worn  cliche  that 
the  “air  belongs  to  the  people”  and  that  therefore  pressure 
groups,  dissident  minorities  and  politicians  are  entitled 
to  “public  service”  time  at  will. 

Mr.  Nixon’s  statement  to  the  Senate  Communications 
Subcommittee  in  opposition  to  the  free  time-grab  bill  (S- 
3171)  demonstrated  scholarly  knowledge  of  the  intent  of 
the  Communications  Act  and  recognition  that  television 
is  a private  enterprise  “subject  to  the  same  economic 
hazards  as  other  similar  enterprises.”  He  thinks  it  wrong  for 
the  federal  government  to  “expropriate  . . . time  without 
compensation.” 

This  was  in  sharp  contrast  to  the  testimony  of  two-time 
presidential  candidate  Adlai  Stevenson,  who  had  opened 
last  week’s  hearing  with  a plea  for  enactment  of  S3 171. 
Mr.  Stevenson  displayed  appalling  ignorance  of  the  law 
and  its  history.  He  parroted  the  “air-belongs-to-the-people” 
platitude.  He  talked  glibly  but  mistakenly  about  an  im- 
agined requirement  that  stations  and  networks  devote  a 
stipulated  amount  of  time  to  “public  service,”  and  he  sug- 
gested that  prime  time  pre-empted  for  the  presidential 
candidates  on  all  networks  and  qll  stations  for  eight  weeks 
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in  advance  of  the  November  elections  be  subtracted  from 
his  mythical  mathematical  requirements. 

It  was  significant  too  that  Herbert  Hoover,  who  as  Sec- 
retary of  Commerce  helped  launch  radio  on  its  free  enter- 
prise course,  and  former  Gov.  Thomas  Dewey,  twice  the 
GOP  presidential  nominee,  see  eye-to-eye  with  Mr.  Nixon. 
Former  President  Hoover  said  it  all  in  one  sentence:  “My 
own  opinion  is  that  if  we  are  to  avoid  government  censor- 
ship of  free  speech  we  had  better  continue  the  practice  of 
the  supporters  of  candidates  providing  their  own  television 
and  radio  programs.”  And  Mr.  Dewey  saw  a simple  an- 
swer— amend  Section  315  “so  that  broadcasting  stations 
and  networks  be  permitted  to  give  such  free  and  equal 
time  to  the  candidates  of  the  two  major  parties  as  they, 
in  the  exercise  of  their  editorial  discretion,  consider  wise 
and  proper.” 

Compulsory  free  time,  as  proposed  in  S-3171  already 
has  become  academic.  All  three  of  the  tv  networks  have 
agreed  to  voluntary  grants  of  time  for  presidential  candi- 
dates, but  with  the  essential  requirement  that  Section  315 
be  amended  so  that  splinter  candidates  won’t  be  able  to 
demand  and  automatically  obtain  equal  time.  (If  the  net- 
works and  others  had  gone  all  out  for  repeal  of  Section  315 
last  year,  they  wouldn’t  be  confronted  with  the  problem 
now.) 

Solution  of  the  dilemma  may  be  found  in  the  sug- 
gestion of  the  three  television  networks  that  the  equal 
time  provision  be  suspended  in  regard  to  presidential  and 
vice  presidential  candidates  for  this  year’s  election.  Since 
both  the  Republican  and  Democratic  national  committees 
oppose  S-3171  and  favor  voluntary  provision  of  time,  they 
certainly  should  support  this  proposal. 

Partisan  politics  has  never  been  our  dish  of  tea.  We  have 
never  supported  a candidate  because  of  political  label. 
Broadcasters  are  interested  in  how  the  candidate  stands  on 
broadcasting  as  free  enterprise  and  as  a medium  of  journal- 
ism on  equal  footing  with  the  press. 

The  FCC,  which  has  been  GOP-controlled  these  past 
seven  years,  lately  has  shown  a marked  tendency  to  invade 
forbidden  areas  of  program  control,  no  doubt  influenced  by 
what  has  been  transpiring  in  Congress.  The  FCC  may  be 
disposed  to  ignore  the  views  of  the  network  and  other  broad- 
casting spokesmen,  as  self-serving.  It  behooves  all  com- 
missioners, we  think,  to  analyze  carefully  the  observations 
of  Vice  President  Nixon.  He  could  be  their  boss  eight 
months  hence. 


‘‘It’s  your  committee  for  more  cultural  tv  programs  . . . 
They  want  to  know  why  you’re  not  at  the  meeting!” 
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Year-in  and  year-out,  KSTP-TV's  10:00  p.m.  News- 
Weather-Sports  lineup  has  enjoyed  top  ratings  in 
the  Twin  Cities  market. 

This  year  the  ratings  are  greater  than  ever! 

A comparison  of  March,  I960,  figures  with  those  for 
the  same  month  in  1959  show  a 20  percent  gain.  The 
average  rating  from  10:00  to  10:30,  Monday  through 
Saturday,  is  now  a solid  24.6.  In  1959  it  was  19.8* 


(which  is  a pretty  solid  figure,  too). 

The  Northwest's  favorite  on-the-air  personalities,  sup- 
ported by  the  superior  facilities  of  an  award-winning 
News  Department,  have  made  KSTP-TV  the  undis- 
puted leader  in  the  News-Weather-Sports  field. 

For  information  about  the  few  choice  availabilities 
adjacent  to  these  shows,  call  a KSTP-TV  representa- 
tive or  your  nearest  Petry  office. 


*Telepulse  Report,  March  I960,  March  1959. 
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The  Original  Station  Representative 
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MINNEAPOLIS  - ST.  PAUL 

100,000  WATTS  NBC 

A GOLD  SEAL  STATION 
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The  Super  Universal  Zoomar  zooms  from  2 
four  fast  ranges: 

• 2'/j  to  16  inches  at  F.3.9  with  basic  lens 

• 4 to  25  inches  at  F:5.6  with  Convertor  .» 1 

• 6 '/a  to  40  inches  at  F:8  with  Convertor  #2 

• 12  to  72  inches  with  convertor  #3 

• Maintains  speed  throughout  zoom 

• Remote  Iris  control  works  in  all  ranges 

• Change  range  quickly 


With  the  new  close-up  adaptor  or  Portrait  Lens,  you 
position  the  camera  4 >2  to  6 feet  from  the  subject. 
You  zoom  entire  range  to  an  extreme  tight  close-up 
pack  of  cigarettes.  An  area  of  3 inches  by  4 inches 
fills  the  monitor.  THIS  IS  A MUST  FOR  PRODUCERS 
MAKING  TAPED  OR  LIVE  COMMERCIALS. 


BRAND 
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JACK  A.  PEGLER 

TELEVISION  Z< 

500  Fifth  Avenue,  Room  2223  • 

Itie  originator  • 13  years  of  specie 

OVER  500  ZOOMAR  LENSES  USED 


Television  Zoomar 
for  the  4\  Inch  1-0  Camera 


The  SUPER  UNIVERSAL  ZOOMAR  (above)  — specially  designed 
for  the  popular  4 Vi  inch  Image  Orthicon  Camera — has  a 
zoom  range  of  2 Vi  to  16  inches.  The  convertors  to  extend 
zoom  range  from  4 to  25  inches  and  6 Vi  to  40  inches  are 
included  in  the  SUPER  UNIVERSAL  price — the  close-up  portrait 
adaptor  and  12  to  72  inch  convertor  are  available  at  extra  cost. 


2\  to  72"  Remote  Iris  Control 


CLOSE-UP  ADAPTOR  FOR  TELEVISION  COMMERCIALS 


MAY  30,  1960 


THIRTY-FIVE  CENTS 


BROADCASTIN 


THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 


Ayer  calls  brass-tacks  conference  on  radio-tv  rates 

Page  21 

Almost  ready:  compromise  solution  to  Sec.  317  mess 

Page  46 

Can  an  affiliation  loss  be  claimed  as  depreciation? 

Page  52 

Senators’  quandary  over  FCC’s  new  investigation  unit 

Page  54 

This 

is 

the  spot  for  a commercial 
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He  may  be  out  of  commission . . 

. but  Radio 

keeps  him  in  touch  with  the  world.  Be  sure 

you’re  part  of  his  world  by  buying  Spot 

Radio.  For  real  flexibility,  spot  your  radio 

dollars  on  these  great  stations. 

KOB  .. 

KFAB  

Omaha 

WSB  . . 

Atlanta 

WIP 

. . Philadelphia 

WGR  .. 

Buffalo 

KPOJ  

Portland 

WGN  . . 

WJAR 

. . . Providence 

WFAA  . 

. Dallas— Ft.  Worth 

WRNL  .... 

... . . Richmond 

WKMH 

Detroit 

KCRA  

. . Sacramento 

WOAI  

. . San  Antonio 

KPRC 

KFMB  .... 

San  Diego 

KARK  . . 

Little  Rock 

KOBY 

San  Francisco 

WINZ  . . 

Miami 

KMA 

WISN  . 

KREM 

Spokane 

KSTP. Minneapolis— St.  Paul 

WGTO  ... 

Tampa— Orlando 

WTAR  . 

KVOG 

Tulsa 

POWFR 

1 f , IM  The  prodigious 

I ■ ■■  ■ * power  of  radio 
to  reach  people— all  people,  all  the  time, 
everywhere— is  now  a foregone  conclusion. 
Thirteen  years  of  leadership  by  Bartell 
Broadcasting  Corporation  has  demon- 
strated radio’s  power  in  advertising  and 
public  service.  The  years  ahead  offer  an 
even  greater  challenge. 


BARTELL  BROADCASTING  CORPORATION 

4 4 4 MADISON  AVENUE,  NEW  YORK  22,  NEW  YORK 


WADO  New  York 
WOKY  Milwaukee 
WAKE  Atlanta 
WYDE  Birmingham 
KYA  San  Francisco 
KCBQ  San  Diego 
TeleHaiti 
TeleCuracao 
TelAruba 


A VITAL  ingredient  in  the 
socio-economic  chemistry 
of  the  Houston  area  is  the 
very  pride  that  its  people 
have  in  their  day  to  day 
living.  It  can  be  seen  in 
their  every  action,  in 
their  homes,  in  the 
driving  economic  force 
that  makes  the  area 
prosper.  They 
automatically  expect 
to  go  first  class, 
and  they  turn 

I to  KTRK-TV  more 
often  than 
any  other  station 
for  the  VITAL 
services  that 
television  brings. 


THE 

CHRONICLE 

STATION 


P.  0.  BOX  12,  HOUSTON  1,  TEXAS- 
ABC  BASIC  • HOUSTON 
CONSOLIDATED  TELEVISION 
CO.  • NATIONAL 
REPRESENTATIVES:  GEO.  P. 

HOLLINGBERY  CO., 
500  FIFTH  AVENUE.  NEW  YORK 
36,  N.  Y.  • GENERAL 
MANAGER,  WILLARD  E. 
WALBRIDGE:  COMMERCIAL 
MANAGER,  BILL  BENNETT 


. 

KRLD-TV  is  no.  1 in  audience!* 


KRLD-TV,  first  in  audience  in  the  Number  One  Market  of  the  Southwest  . . . 
Channel  4 in  the  Dallas-Fort  Worth  Market  is  your  “Number  1 Buy”. 

KRLD-TV  covers  a potential  market  of  676,500  TV  homes  with  a net  weekly 
circulation  of  610,900. 

Give  your  advertising  message  more  mileage,  at  less  cost  per  thousand! 
Make  KRLD-TV  NUMBER  ONE  on  your  “Best  Buy”  list. 


*ARB  — March  1960 
Neilson  — April  1960 
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represented  nationally  by  the  Branham  Company 


THE  DALLAS  TIMES  HERALD  STATIONS 


Clyde  W.  Rembert,  President 

MAXIMUM  POWER  TV-Twin  to  KRLD  radio  1080,  CBS  outlet  with  50,000  watts 
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Payola  questions  ■ Key  stations — 
both  radio  and  tv — of  all  three  net- 
works are  among  those  in  New  York 
state  under  scrutiny  for  renewal  of 
licenses  because  of  various  aspects  of 
purported  payola.  Network  keys  are 
involved,  not  for  accepting  payola,  but 
for  their  affiliation  with  phonograph 
record  companies  which  allegedly  paid 
it  out.  Among  others  whose  renewals 
are  being  studied  on  disc  jockey  counts 
are  WNTA-TV  Newark,  WMGM  and 
WINS  New  York.  WNBF-TV  Bing- 
hamton, Triangle-owned  outlet,  is  also 
under  scrutiny  because  of  relationship 
with  Dick  Clark,  ABC  disc  jockey, 
whose  programs  originate  at  Triangle- 
owned  WFIL-TV  Philadelphia. 

New  York  study  list,  totaling  in  ex- 
cess of  50,  is  first  big  batch  to  arise 
since  FCC  inaugurated  new  policy. 
Consideration  of  renewals  is  staggered 
state-by-state  and  month-to-month  to 
ease  FCC  workload.  Fact  that  staff 
has  singled  out  these  stations  doesn’t 
necessarily  mean  they’ll  be  cited.  FCC 
has  option  of  doing  nothing,  asking  for 
explanations,  or  citing  them  for  hearing 
to  consider  whether  three-year  renewals 
should  be  issued. 

List  on  the  loose  ■ Although  no  date 
has  been  set,  KOIN-TV  Portland,  Ore., 
will  shift  national  representation  from 
CBS  Television  Spot  Sales  to  Harring- 
ton, Righter  & Parsons  as  outgrowth  of 
FCC’s  action  ordering  networks  to  di- 
vest themselves  of  representation  of  af- 
filiated tv  stations  by  Dec.  31,  1962. 
Previously,  KHOU-TV  Houston  had 
announced  shift  to  H-R  Television. 

What  other  CBS  affiliates  repped  by 
its  spot  sales  organization  will  do 
hasn’t  yet  been  determined  but  has 
been  under  active  consideration  for  sev- 
eral months.  Number  of  rep  firms  have 
made  full-dress  presentations  to  these 
major  market  outlets.  Conversations 
have  been  in  progress  with  Henry  I. 
Christal  Co.,  now  exclusively  represent- 
ing large  coverage  radio  stations  which 
has  been  counselled  to  set  up  tv  ad- 
junct. Negotiations  also  have  been  ac- 
tively pursued  with  The  Branham  Co., 
old  established  organization  which  rep- 
resents newspapers  as  well  as  broadcast 
stations. 

Instant  nationals  ■ American  Research 
Bureau  plans  to  be  in  business  before 
fall  season  with  overnight  national 
ratings  service  based  on  what  it  de- 
scribes as  true  probability  sample  of 
entire  U.S.  ARB  has  set  up  100  sam- 
ple areas.  In  24  of  them  measurements 


will  be  made  by  automatic  Arbitron 
meters,  in  other  76  by  coincidental 
telephone  calls  to  pre-selected  homes  in 
sample  matching  that  set  up  for 
Arbitron  installations.  Shakedown  of 
system  is  planned  for  week  of  June  1-7. 
After  study  of  those  results,  ARB  hopes 
to  begin  regular  operation  in  July.  At 
outset  total  of  700-800  homes  per  half- 
hour  period  will  be  used.  Objective: 
delivery  next  morning  of  complete  na- 
tional ratings  and  homes  reached  in  all 
network  periods. 

New  names  ■ Don’t  look  for  President 
to  send  new  name  to  Senate  in  near 
future  as  replacement  on  FCC  for  Ed- 
ward K.  Mills-John  C.  Doerfer  vacancy. 
In  fact,  Washington  source  reports  man 
probably  will  not  even  be  picked  until 
after  Congress  has  adjourned.  Reason 
given:  White  House  is  having  FBI 
checks  run  on  several  men  who  have 
not  been  considered  for  federal  ap- 
pointment in  past.  If  new  commission- 
er is  not  picked  until  after  Congress 
goes  home,  he  could  move  right  into 
job  immediately  through  recess  appoint- 
ment. 

Lee  on  limb  ■ Despite  political  by-play 
in  Senate,  insiders  still  regard  confirma- 
tion of  Commissioner  Robert  E.  Lee 
for  new  seven  year  term  as  likely  before 
Congressional  recess  in  early  July. 
Commissioner  Lee  is  in  uncomfortable 
position  of  sweating  out  disposition 
of  other  controversial  appointments. 
There’s  no  expressed  opposition  to  his 
confirmation,  but  even  ardent  support- 
ers admit  he  could  be  victim  of  election 
year  maneuvering. 

Dealing  themselves  out  ■ Station  rep- 
resentatives in  forefront  of  fight  against 
off-rate-card  deals  and  local  (lower) 
rates  for  national  advertisers  (see  page 
21)  are  concerned  about  more  than 
their  own  commissions.  They  reason 
that  radio  spot  campaign  is  as  expen- 
sive for  agencies  to  place  as  tv  cam- 
paign and  that,  accordingly,  if  stations 
succumb  to  direct,  non-agency  pitches 
for  deals  lower  than  agencies  are  able 
to  make,  agencies  may  figure  that  plac- 
ing spot  radio  business  is  more  trouble 
than  it’s  worth  and  recommend  other 
media. 

Cut  to  fit  ■ There’s  private  seething 
among  some  tv  film  producers  about 
stations  trimming  half-hour  films  to  ac- 
commodate commercials  and  promo- 
tion announcements.  Alliance  of  Televi- 
sion Film  Producers  is  understood  to 
have  protested  to  NAB  Tv  Code  Board 
that  films  of  about  26  minutes  are 


sometimes  cut  by  stations  to  20  or  21 
minutes.  One  favorite  slicing  spot  is 
“crawl”  or  credits,  which  conform  to 
union  requirements  under  Hollywood 
tradition.  NAB’s  Tv  Code  allows  not 
more  than  five  one-minute  commercials 
in  30-minute  participating  program. 

Promise-performance  ■ Since  unpleas- 
antness in  Congress  in  purported  over- 
commercialization, FCC  Renewal  Divi- 
sion has  been  giving  closer  scrutiny  to 
commercial  balance  on  stations’  renewal 
applications  but  has  not  yet  revised  cri- 
teria, contrary  to  word  which  spread 
last  week.  Same  criteria  have  been  used 
for  past  five  years.  Where  division  used 
to  give  considerable  latitude  to  licensees, 
it  now  automatically  hold  up  renewals 
if  reasonable  explanations  are  not  avail- 
able for  any  marked  increase  in  com- 
mercial volume. 

Here’s  how  FCC  is  measuring  “pro- 
mise v.y.  performance”  in  considering  ra- 
dio station  renewals:  If  daytime  station 
uses  more  than  1200  spots  per  typical 
broadcast  week,  or  fulltime  station  uses 
more  than  1800,  division  automatically 
subjects  license  to  critical  review,  An- 
other criterion  is  minimum  of  5%  of 
live  programming.  When  these  limits  are 
exceeded,  renewal  personnel  automat- 
ically review  immediately  preceding  re- 
newal (customarily  three  years  earlier ) 
to  ascertain  whether  commitments  had 
been  met  to  reasonable  degree. 

Etv  revival  in  House  B Sen.  Warren 
Magnuson  (D-Wash.)  has  not  given  up 
on  his  pet  project — federal  aid  for  edu- 
cational tv — despite  refusal  of  House 
Rules  Committee  to  report  bill  out 
(Broadcasting,  May  9).  He  is  pull- 
ing all  stops  to  get  at  least  one  member 
of  Rules  Committee  to  change  vote 
(original  vote  on  sending  bill  to  floor 
was  tied,  with  Rules  Chairman  Howard 
Smith  [D-Va.]  breaking  tie).  If  this 
fails,  he  is  determined  to  go  ahead  with 
plan  to  introduce  bill  putting  1%  ex- 
cise tax  on  commercial  tv  revenues, 
with  monies  raised  to  go  to  etv  (Broad- 
casting, May  2). 

Slip  in  protocol  ■ Wholly  aside  from 
censorship  aspects  of  FCC’s  proposed 
new  Complaints  and  Compliance  Di- 
vision, 25-men  strong,  there’s  another 
reason  for  Congress  to  reject  project. 
House  is  jealous  of  its  prerogative  in 
originating  all  revenue  bills.  FCC 
hadn’t  proposed  $300,000  budget  in  its 
House  appearance  but  did  so  in  Sen- 
ate. Constitution  (Section  7)  provides 
for  House  origination  of  revenue  bills. 
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WIBG 


For  the  third  consecutive  year, 
WIBG  is  the  number  one  choice  for 
listening  among  Philadelphia  business 
establishments  . . . 111%  greater  adult 
audience  appeal  than  the  second  station, 
according  to  C.  E.  Hooper,  Philadelphia 
Business  Establishment  Survey,  March, 
1960.  Another  reason  WIBG  is  first  in 
quality  and  quantity  audience. 


represented  by 

The  KATZ  AGENCY,  INC. 


WEEK  IN  BRIEF 


Mathews 


Television's  $10  million  'pilot  derby'  ■ Despite  all 
the  cries  of  big  annual  losses  in  television  pilots  which 
“fail,”  the  situation  isn’t  quite  as  bleak  as  it  would 
seem.  But  some  factors  are  of  concern  to  advertisers 
and  agencies.  Some  of  the  pilots  actually  are  subsidized 
by  sponsors,  whether  they  know  it  or  not,  and  the  costs 
of  others  are  written  off  in  tax  maneuvers,  which  tend 
to  deflate  the  television  ad  dollar.  A background  look 
at  this  annual  phenomenon  is  given  in  this  week’s 
Monday  Memo  by  David  Mathews,  vice  president  and 
director  of  network  programming  (West  Coast),  Fuller  & Smith  & Ross, 
Hollywood.  Page  18. 

Parley  on  rates  ■ Ayer  agency  calls  meeting  of  leading  radio  and  tele- 
vision station  representatives,  says  it’ll  deal  with  rates  but  declines  to  go 
into  specifics.  Reps  hope  it’ll  help  to  resolve  current  controversies. 
Page  21. 

Job  market  grows  in  agency  field  ■ And  the  competition  for  these 
positions  grows  too,  but  there’s  hope  for  those  applicants  who  are  really 
talented.  Page  22. 

Bailing  out  of  antitrust  ■ CBS-TV  sets  dual  affiliation  in  Tacoma- 
Seattle  market  in  settlement  of  $15  million  antitrust  suit.  KTNT-TV 
gets  affiliation  back  in  exchange  for  dismissal  of  its  suit  against  the 
network.  KIRO-TV  also  stays  on  as  network  outlet.  Page  34. 

Sec.  317  solution  ■ Broadcasters  redraft  Harris  bill  so  its  payola  pro- 
visions satisfy  all.  Page  46. 

Agency  'Hoover'  shakeup  ■ Senate  Commerce  Committee  wants  to 
know  what  ails  the  federal  regulatory  agencies  and  plans  to  take  a long 
look  next  year.  Page  5 1 . 

Westinghouse  vs.  Internal  Revenue  ■ U.S.  Tax  Court  hears  testimony 
in  case  significant  to  broadcasters,  hinging  on  their  claim  for  deprecia- 
tion allowances  for  costs  of  network  affiliation  and  advertising  contracts. 
Court  directs  Westinghouse  and  IRS  to  file  briefs  in  90  days.  Page  52. 

Sidestep  censorship?  ■ Senators  concerned  about  censorship  in  hearing 
FCC  request  for  financing  the  new  investigation  unit.  But  they  want 
some  programs  taken  off  the  air.  Page  54. 

Waiting  game  ■ Senate  committee  Democrats  hold  up  Lee  renomina- 
tion to  FCC  and  Kintner  to  FTC  in  actions  flavored  with  politics. 
Page  58. 

No  more  vhf  space  for  tv  ■ Hopes  of  getting  more  space  from  the 
military  all  but  vanish.  Admiral  Burke,  the  Navy’s  boss,  says  it  would 
imperil  national  defense  to  force  the  military  to  switch  channels.  FCC 
awaits  final  word  that  it’s  stuck  with  present  vhf-uhf  system.  Page  60. 

Progress  in  news  ■ NAB  survey  of  member  radio  stations  shows  they’re 
doing  a better  job  in  covering  the  news,  aided  by  stronger  staffs  and 
improved  facilities.  Page  62. 
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MEREDITH  WOW,  INC. 

is  pleased 

to  announce 

{he  Appoieimenis 

of 

WILLIAM  O.  WISEMAN 

as  Station  Manager  of 

RADIO  WOW  - Omaha 

and  of 

c.  ALFRED  LARSON 

as  Station  Manager  of 

WOW-TV  - Omaha 

• 

ThjmkVT(^Q% 

Executive  Vice  President 

Meredith  Broadcasting  Company 

vice  resident  & General  Manager 
Meredith  WOW,  Inc. 


W.  O.  “BILL”  WISEMAN  is  a 
broadcasting  rarity  in  that  his  per- 
sonal initials  duplicate  those  of  his 
station — “W.O.W.”  Bill  is  a 23-year 
veteran  of  RADIO  WOW,  coming  to 
the  station  in  1937.  He  has  served  as 
Promotion  Manager  and  since  1951 
as  Sales  Manager.  He  will  continue 
as  RADIO  WOW  Sales  Manager. 
Bill  has  become  widely  known  in 
broadcast  advertising  circles  the  coun- 
try over  through  his  RADIO  WOW 
presentations  to  agencies  and  clients. 


C.  ALFRED  “AL”  LARSON 
joined  RADIO  WOW  as  a book- 
keeper in  1938.  He  successively  served 
RADIO  WOW  as  Office  Manager 
and  salesman  and  WOW-TV  as  Local 
Sales  Manager.  In  1953  he  was  ap- 
pointed Commercial  Manager  of 
Station  KPHO-TV,  Phoenix,  where  he 
remained  for  three  years.  A1  then 
moved  to  Des  Moines  and  a four- 
year  stint  as  Assistant  Director  of 
Meredith  Radio  and  TV  Stations. 


WOW  Radio 
WOW-TV 

Omaha 


KCMO  Radio 
KCMO-TV 

Kansas  City,  Mo. 


WHEN  Radio 
WHEN-TV 

Syracuse,  N.  Y. 


KPHO  Radio 
KPHO-TV 

Phoenix,  Ariz. 


KRMG  Radio 


Tulsa,  Okla. 


Meredith  Stations  are  affiliated  with  “Better  Homes  and  Gardens”  and  “Successful  Farming”  Magazines 
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SEC.  315  SUSPENSION  TEST? 

Senate  plan  to  be  considered  this  week 


Plan  to  suspend  Sec.  315  of  Com- 
munications Act  this  campaign  year  so 
as  to  allow  television  networks  to  present 
major  party  presidential  and  vice  presi- 
dential candidates  without  being  sub- 
jected to  equal  time  demands  from 
minority  party  candidates  will  be  con- 
sidered tomorrow  (Tuesday)  at  2 p.m. 
by  Senate  Communications  Subcommit- 
tee headed  by  Sen.  John  O.  Pastore  (D- 
R.I.)  It  will  be  considered  by  parent 
Senate  Commerce  Committee  at  special 
executive  meeting  at  10  a.m.  Wednes- 
day. 

Proposal  understood  to  give  tv  net- 
works absolute  power  to  determine  for- 
mat, whether  it  be  face-to-face  meeting 
of  opponents,  debates,  or  single  appear- 
ances of  candidates.  FCC  would  be 
asked  to  report  early  next  year  (March) 

‘Times’  slogan  Is  okay 
as  ‘personal  opinion’ 

Newspaper  slogans  are  expressions 
of  personal  opinions  and  tastes  and 
therefore  cannot  be  tagged  as  false 
and  misleading  advertising.  This  was 
Federal  Trade  Commission’s  response 
to  request  of  Rep.  Wright  Patman  (D- 
Tex.)  that  FTC  investigate  New  York 
Times’  slogan  “All  The  News  That’s 
Fit  to  Print”  (Broadcasting,  May  16). 

Answer,  inserted  by  Rep.  Patman  in 
May  26  Congressional  Record,  was 
in  letter  from  FTC  Chairman  Earl  W. 
Kintner.  Mr.  Kintner  called  attention 
to  fact  that  slogan  was  adopted  by 
Times  in  1896,  that  similar  slogans 
are  used  by  other  newspapers  (“World’s 
Foremost  Business  Newspaper,”  Journal 
of  Commerce;  “The  Magazine  of  News 
Significance,”  Newsweek) , and  that 
courts  have  refused  to  affirm  FTC 
orders  involving  words  or  phrases  that 
do  not  misrepresent  material  facts  hav- 
ing capacity  to  deceive  public. 

“We  do  not  believe  there  are  any 
apparent  objective  standards  by  which 
to  measure  whether  ‘news’  is  or  is  not 
‘fit  to  print’.  Lacking  such  standards, 
we  believe  that  such  a slogan  is  not 
a misrepresentation  of  a material  fact 
capable  of  deceiving  the  public,”  Mr. 
Kintner  wrote. 

In  sarcastic  comment,  Texas  Demo- 
crat, who  is  also  chairman  of  House 
Small  Business  Committee,  noted  that 
he  received  reply  within  nine  days  of 


on  how  well  and  how  fairly  networks 
handled  tv  campaigning  and  Congress 
would  then  consider  making  Sec.  315 
suspension  permanent. 

Senators  will  offer  simple  joint  reso- 
lution implementing  1960  plan,  requir- 
ing approval  of  both  Senate  and  House 
and  President’s  signature.  Nicholas 
Zapple,  professional  communications 
counsel  for  committee  staff,  discussed 
plan  with  networks  in  New  York  last 
Thursday. 

Broadcasters  and  senators  alike  feel 
resolution  will  get  quick  congressional 
approval  and  that  it  will  give  tv  net- 
works chance  to  demonstrate  success 
of  voluntary  plans  offered  during  testi- 
mony on  S 3171,  which  would  require 
them  by  law  to  give  free  time  to  major 
presidential  candidates. 


his  letter  (“shortest  FTC  investigation 
in  history”),  cited  Mr.  Kintner’s  many 
trips  and  speeches,  referred  to  16  years 
it  took  FTC  to  win  Carter’s  Little  Liver 
Pill  case,  and  to  Mr.  Kintner’s  appear- 
ance on  CBS’  Person  to  Person  program 
May  22,  sponsored  by  Carter.  FTC  is 
opposed  to  “fair  trade”  legislation, 
sought  by  small  business. 

Producers  withdraw 
tv  writers  offers 

Alliance  of  Television  Film  Produc- 
ers and  Assn,  of  Motion  Picture  Pro- 
ducers have  notified  Writers  Guild  of 
America  that  all  offers  that  have  been 
made  regarding  employment  of  writers 
for  television  films  have  been  with- 
drawn. Notice  was  given  in  individual 
telegrams  sent  Thursday  night  (May  26) 
by  ATFP  and  AMPP.  Ziv-United  Ar- 
tists in  additional  wire  confirmed  its 
membership  in  ATFP  and  added  that 
Ziv-UA  is  not  now  considering  any 
WGA  proposal. 

WGA  retorted  Friday  that  producer’s 
action  was  “obviously  a propaganda 
move  . . . designed  to  unsettle  the 
membership  . . .” 

Break  on  television  film  front  does 
not  affect  special  negotiations  between 
AMPP  and  WGA  regarding  writing  for 
theatrical  motion  pictures.  WGA  struck 
producers  of  both  theatrical  and  tele- 
vision films  last  January  16. 

Meanwhile,  ATFP  and  AMPP  have 
agreed  with  Screen  Actors  Guild  to  ex- 


tend basic  television  agreement  for  an- 
other month,  until  June  30.  Original 
expiration  date  of  March  31  had  earlier 
been  extended  through  tomorrow  (May 
31).  Any  agreement  reached  between 
Screen  Actors  Guild  and  producers’ 
associations  will  be  retroactive  through 
June  1.  Extension  is  subject  to  ap- 
proval by  Screen  Actors  Guild’s  nego- 
tiation committee  and  board. 

Simoniz  drops  Y & R, 
shops  for  new  agency 

Simoniz  Co.  (household,  automotive 
cleaning  products),  Chicago,  has  pulled 
estimated  $5  million  in  billings  (about 
half  in  broadcast  media.)  out  of  Young 
& Rubicam  effective  Sept.  1 and  is  ex- 
pected to  announce  new  agency  in 
“very  near  future.”  Field  narrowed 
down  to  about  half  dozen  agencies  with 
Clinton  E.  Frank  and  Tatham- Laird 
among  principal  possibilities. 

Announcement  was  made  jointly 
Friday  by  Paul  Greenfield,  Simoniz 
marketing  director,  and  Karl  Vollmer, 
manager  of  Y & R’s  Chicago  office. 
Agency  handled  consumer  advertising 
since  1957,  stepping  up  broadcast 
budget  earlier  this  year.  Simoniz  was 
identified  with  NBC-TV's  Jack  Paar 
Show  and  Laramie  and  ABC-TV’s 
Sugarfoot,  plus  quarter-hours  on  CBS 
and  ABC  daytime  strips.  Change  was 
attributed  by  Mr.  Greenfield  to  desire 
to  “engage  new  and  different  type  of 
agency.” 


Tv  gets  credit 

Major  Chicago  automobile 
dealer  and  pioneer  tv  client  has 
attributed  80%  of  his  nearly  $40 
million  volume  in  new  and  used 
cars  for  fiscal  year  ending  Feb. 
29  to  sponsorship  of  feature  films. 
Courtesy  Motor  Sales  Friday  re- 
ported total  sales  of  22,124  cars 
and  dollar  volume  of  $38,892,- 
459.18  for  period.  Jim  Moran, 
president  of  Ford  dealership,  also 
scored  complaints  about  high  ad- 
vertising costs,  urging  advertisers 
to  make  better  use  of  paid  media. 
He  began  to  use  feature  films  ex- 
clusively there  in  1949  and  claims 
to  be  first  dealer  to  offer  used  cars 
on  tv  and  to  appear  personally 
to  deliver  advertising  messages. 
In  past  decade  Courtesy  Theatre 
has  been  multi-evening  presenta- 
tion on  local  Chicago  stations. 
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AT  DEADLINE 


Buchen  Co.,  Chicago,  will  continue 
to  handle  electric  polisher  floor  wax, 
Plumite  drain  cleaner  and  commercial 
wax  and  cleaner  line  and  adds  new 
marine  wax  and  cleaner  lines,  with  es- 
timated billings  of  $250,000. 

Capital  Cities  again 
Albany  ch.  10  favorite 

FCC  announced  Friday  tentative 
vote  to  grant  Albany  ch.  10  perma- 
nently to  multiple  broadcaster  Capital 
Cities  Television  Corp.  Vote  came  May 
26,  immediately  following  oral  argu- 
ment on  case  same  day.  Capital  Cities 
has  been  operating  WTEN  (TV)  on 
ch.  10  under  temporary  authority  since 
1957  pending  outcome  of  comparative 
hearing  with  competing  applicant  Vet- 
erans Broadcasting  Co.  (WVET-AM- 
TV  Rochester,  N.Y.).  Capital  Cities  re- 
ceived original  grant  in  1953  for  uhf. 
In  August  1959  hearing  examiner  is- 
sued initial  decision  favoring  Capital 
Cities,  which  also  owns  satellite  WCDC 
(TV)  Adams,  Mass.,  WTVD  (TV)  Dur- 
ham, N.C.,  and  WPRO-AM-TV  Prov- 
idence, R.I. 

At  oral  argument,  Veterans’  attorney 
raised  public  interest  question  regard- 
ing congressional  holdings  in  Capital 
Cities.  Five  New  York  congressmen 
are  minor  shareholders. 

Reservation  refused 

Although  no  petitions  were  filed  in 
opposition,  FCC  Friday  (May  27)  re- 
fused to  put  educational  reservation  on 
Waycross,  Ga.,  ch.  8.  Georgia  State 
Board  of  Education  (WEGS-TV)  has 
construction  permit  to  build  station  on 
commercial  channel  and  had  requested 
that  it  be  reserved  for  educational  pur- 
poses. Commission  said  that  permittee 
had  not  indicated  firm  plans  to  begin 
construction  of  station  and  therefore 
public  interest  would  not  be  served  by 
shifting  assignment  from  commercial 
to  noncommercial  reservation  at  this 
time.  Request  could  be  considered 
again  at  time  WEGS-TV  has  been 
built,  FCC  said. 


Comes  naturally 

Barton  At  Cummings  stood  up 
for  advertising  vocation  last  night 
(May  29)  on  Open  End  program 
over  WNTA-TV  New  York. 
Speaker’s  accreditation:  president 
of  Compton  Adv.,  N.  Y.,  life- 
long adman,  son  of  adman,  hus- 
band of  adwoman  and  father  of 
three  children,  of  whom  eldest 
teenager  already  has  chosen  ad- 
vertising career.  Mr.  Cummings 
appeared  in  McCall’s  magazine 
portion  of  show  in  which  com- 
mercial time  is  dedicated  to  ex- 
plaining advertising’s  role  in  na- 
tional economy  (Broadcasting, 
May  23). 

Retail  clerks  union 
signs  tv  spot  drive 

Spot  campaign  on  NBC-TV  Today, 
sponsored  by  Retail  Clerks  Internation- 
al Assn.,  opens  May  31  on  66-station 
hookup.  Contract  involved  major  poli- 
cy decision  by  network  and  was  de- 
scribed as  first  network  purchase  of 
participation  tv  spots  by  labor  organiza- 
tion. Contract  price  is  around  $500,000, 
running  maximum  of  52  weeks. 

Leonard  Shane,  head  of  Hollywood 
agency  bearing  his  name,  said  live 
commercials  will  be  voiced  by  Art 
James  for  first  two  months.  Union  then 
will  shift  to  animated  film,  to  be  pro- 
duced by  Harris-Tuchman  Productions, 
Hollywood. 

Commercials  will  emphasize  union’s 
long  history,  achievements  and  aspira- 
tions along  with  participation  of  mem- 
bers in  community  services.  RCIA  em- 
blem will  be  featured  as  lucky  star  in 
life  of  members  and  in  future  of  all 
unorganized  retail  employes.  Campaign 
is  not  designed  for  union  organizing 
purposes,  RCIA  said. 

RCIA  has  sponsored  half-hour  tv 
interview  series  in  Los  Angeles  for 
more  than  a decade  through  Shane 
agency.  United  Steelworkers  of  Amer- 
ica has  been  on  tv  more  than  year, 


telecasting  union  meetings.  AFL  prior 
to  merger  with  CIO  sponsored  inter- 
views with  members  of  Congress  for 
13-week  period.  AFL-CIO  sponsors 
Edward  P.  Morgan  and  John  W.  Van- 
dercook  (Quincy  Howe  as  substitute) 
on  ABC  Radio  newscasts.  Steelworkers 
union  sponsors  weekly  tape  program 
on  group  of  stations.  AFL  had  spon- 
sored Frank  Edwards  news  during  last 
decade. 

WEOL  suit  denied 

Treble  damage  antitrust  suit  by  radio 
station  against  local  newspaper  was 
turned  down  by  U.S.  District  Court 
Judge  James  C.  Connell  in  Cleveland 
Friday.  Judge  ruled  in  favor  of  Lorain 
(Ohio)  Journal  and  against  WEOL 
Elyria-Lorain,  Ohio,  on  ground  radio 
station  had  not  supported  claim  for 
$1  million  damages.  Suit  was  filed 
in  1953.  It  was  outgrowth  of  practices 
whereby  newspaper  refused  to  accept 
advertising  from  merchants  who  used 
radio  station.  Government  won  anti- 
trust decision  against  newspaper  in 
1951.  Attorneys  for  WEOL  said  Friday 
they  would  appeal  decision. 

■ Business  briefly 

Big  beer  plunge  ■ In  one  of  most  ex- 
tensive syndication  purchases  in  recent 
years,  Anheuser-Busch  Inc.,  St.  Louis, 
for  Budweiser,  is  reported  to  be  invest- 
ing about  $2  million  to  place  Third 
Man  series  in  markets  throughout  coun- 
try next  fall.  Anheuser-Busch  has  op- 
tion to  select  its  markets  and  National 
Telefilm  Assoc.,  which  co-produced 
series  with  BBC,  will  syndicate  it  in 
other  cities.  Third  Man  was  produced 
for  1959-60  season  and  has  been  pre- 
sented on  BBC  but  its  U.S.  debut  was 
held  up  pending  appropriate  sponsor- 
ship. Agency:  D’Arcy  Adv.,  St.  Louis. 

Benny  for  Lipton  ■ Lipton  Tea  will  be 
major  Lever  Bros,  product  in  Lever’s 
half-sponsorship  of  Jack  Benny  Show 
slated  for  Sunday,  9:30-10  p.m.  on 
CBS-TV  next  season.  Agency  for  Lip- 
ton is  Sullivan,  Stauffer,  Colwell  & 
Bayles,  N.Y. 


WEEK’S  HEADLINERS 


Chester  L.  Posey,  vp  in  charge  of  Chicago  office,  McCann- 
Erickson,  and  Ralph  B.  Koser,  vp,  associate  creative  direc- 
tor, N.Y.,  appointed  senior  vps.  Mr.  Posey,  who  will  con- 
tinue his  present  duties,  joined  M-E  in  1954  as  creative 
director,  Chicago.  Mr.  Koser,  who  has  been  with  company 
since  1937,  becomes  creative  director  of  midwestern  region, 


chairman  of  plans  board,  Chicago  office. 

Albert  Ward,  formerly  of  Donahue  & Coe,  N.Y.,  joins 
Kudner  Agency,  that  city,  as  vp,  director,  tv-radio  program- 
ming. Before  his  association  with  D&C,  Mr.  Ward  was 
with  Independent  Television  Corp.,  BBDO,  and  was  pro- 
ducer and  director  at  CBS. 

FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  & FORTUNES 
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(Just  a matter  of  Relativity ) 

» WBTV-CHARLOITE  IS  FIRST  TV  MARKET  IN  ENTIRE  SOUTHEAST  WITH  595,200  TV  HOMES* 
» WBTV  DELIVERS  43%  MORE  TELEVISION  HOMES  THAN  CHARLOTTE  STATION  “B”** 

television  Magazine— January  1960 
**NCS#3 


LET'S  COMPARE  MARKETS! 


JEFFERSON  STANDARD  BROADCASTING  COMPANY 

UJBTV 

CHANNEL  3®  CHARLOTTE 

Represented  nationally  by  CBS  Television  Spot  Sales 


WBTV -CHAR  LOTTE 

ATLANTA 

MEMPHIS 

LOUISVILLE 

MIAMI 

BIRMINGHAM 
NEW  ORLEANS 
NASHVILLE 

NORFOLK-PORTSMOUTH 

RICHMOND 


595,200 

571,500 

483,800 

459.000 
434,900 
425,100 
3 81,900 
344,400 
339,700 

271.000 


YOU 

KCAN’T 

KCOVER 

TEXAS 

without 


MISSING"  LINK! 


between  Dallas-Ft.  Worth 
— Houston  and  San 
Antonio  markets  . . . that’s 
the  big  Waco -Temple 
market  dominated  by  us. 


A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(* Indicates  first  or  revised  listing) 


JUNE 

June  1 — Reply  comments  due  on  FCC  rulemaking 
to  duplicate  23  clear  channels  with  additional 
nighttime  service. 

June  1-3 — International  Advertising  Assn.  12th 
annual  congress,  Waldorf  Astoria,  New  York. 
Speakers  include  Sylvester  L.  (Pat)  Weaver, 
board  chairman  of  McCann-Erickson  Corp.  (In- 
ternational), and  Arthur  C.  Neilsen  Jr.,  president 
of  A.C.  Neilsen  Co. 

June  1-2 — Assn,  of  National  Advertisers  work- 
shop on  advertising  administration  and  financial 
control.  Westchester-Biltmore,  New  York. 

June  2 — Connecticut  Assn,  of  AP  Broadcasters 
study  session  meeting.  Waverly  Inn,  Cheshire. 
June  2 — Oral  argument  before  FCC  in  remand 
proceeding  involving  application  for  new  tv  sta- 
tions on  ch.  10,  Miami,  Fla. 

June  2 — San  Francisco  Radio  Broadcasters  Assn, 
market  presentation.  Sheraton-Palace  Concert 
Room.  (Re-scheduled  from  May  12). 

June  2-4 — Mutual  Adv.  Agency  Network  quar- 
terly meeting,  Bismarck  Hotel,  Chicago.  Morton  J. 
Simon,  agency  legal  counsel,  will  speak  on  "Prob- 
lems of  Agency  Management  and  Operation." 

June  2-4 — Western  Assn,  of  Broadcasters  (Can- 
ada) annual  meeting.  Banff  Springs  Hotel,  Banff, 
Alta.  Dr.  Andrew  Stewart,  chairman  of  the  Board 
of  Broadcast  Governors,  will  be  keynote  speaker. 
Business  sessions,  sales  clinics,  an  awards  dinner 
and  a golf  tournament  are  planned. 

June  3— Screen  Extras  Guild,  annual  member- 
ship meeting,  8 p.m.,  Academy  Award  Theatre, 
9038  TVIelrose  Ave.,  Los  Angeles.  Contract  nego- 
tiations, retroactivity,  pension  and  health-welfare 
plans  and  the  effect  of  the  new  Screen  Actors 
Guild  contract  on  extras  will  be  discussed. 

"June  3-5 — Marketing  Research  Trade  Assn,  an- 
nual conference.  Garden  City  Hotel,  Garden  City, 
Long  Island,  N.Y. 

June  4 — UPI  Broadcasters  of  Pennsylvania  annual 
statewide  meeting.  Army  General  Depot,  New 
Cumberland,  9 a.m. 

June  4 — UPI  Broadcasters  of  Wisconsin  spring 
meeting.  County  Stadium,  Milwaukee. 

June  4-5 — Oklahoma  Associated  Press  Broad- 
casters Assn.  Trade  Winds  Motel,  Tulsa. 

June  5 — Target  date  for  field  testing  fm  stereo 
proposals  in  Boston  and  Pittsburgh  by  Electronic 
Industries  Assn.  National  Stereo  Radio  Commit- 
tee. 

June  5-8 — Advertising  Federation  of  America, 
56th  Annual  Convention.  Secretary  of  Commerce 
Frederick  H.  Mueller,  FTC  Chairman  Earl  W. 
Kintner  and  John  P.  Cunningham,  chairman  of 
Cunningham  & Walsh  will  speak  June  6.  Hotel 
Astor,  New  York. 

June  5-9 — Assn,  of  Industrial  Advertisers  annual 
convention.  Shoreham  Hotel,  Washington,  D.C. 
"June  6 — Replies  due  from  tv  stations  to  FCC 
questionnaire  on  political  broadcasts. 

"June  6-9 — American  Federation  of  Musicians 
and  American  Guild  of  Variety  Artists  conven- 
tions, Las  Vegas.  Donald  F.  Conaway,  national 
executive  secretary,  American  Federation  of  Tele- 
vision and  Radio  Artists,  will  speak. 

June  7-23 — National  Sales  Executives-Interna- 
tional  eighth  annual  session-graduate  school  of 


sales  management  and  marketing,  Syracuse  U., 
Syracuse,  N.Y. 

June  8 — Academy  of  Television  Arts  & Sciences, 
forum  on  tv  and  politics,  ABC. 

"June  9 — Federal  Communication  Bar  Assn, 

luncheon  meeting.  Congressional  Room,  Willard 
Hotel,  Washington.  Earl  W.  Kintner,  FTC  chair- 
man will  speak. 

June  9-10 — North  Carolina  Assn,  of  Broadcast- 
ers spring  meeting.  The  Carolinian,  Nags  Head, 
N.C; 

June  12-17 — Fourth  Annual  Communications  In- 
stitute for  High  School  Students,  institute  on 
broadcasting  sponsored  by  School  of  Journalism, 
Pennsylvania  State  U.,  State  College,  Pa. 

June  13-17 — International  Advertising  Film  Fes- 
tival, Lido,  Venice,  Italy. 

June  13— Film  Producers  Assn,  annual  industry 
dinner.  Plaza  Hotel,  N.Y. 

June  13 — Deadline  for  filing  reply  comments  to 
FCC  amendment  of  Conelrad  manual  BC-3  to  pro- 
vide for  transmission  standards  for  the  Conelrad 
attention  signal.  . 

June  13 — Rehearing  in  the  Miami  ch.  7 tv 
grant  before  Special  Hearing  Examiner  Horace 
Stern,  Courtroom  7,  Federal  Courthouse  Bldg., 
Philadelphia. 

June  13-14 — Radio  Frequency  Interference  Sym- 
posium. Field  trips  to  FCC  lab  and  monitoring  sta- 
tion are  planned.  Shoreham  Hotel,  Washington, 
D.C. 

June  15-17 — American  Marketing  Assn,  annual 
meeting.  Hotel  Leamington,  Minneapolis.  Marion 
Harper  Jr.,  president  of  McCann-Erickson  Inc., 
will  be  keynote  speaker. 

June  16-18 — Florida  Assn,  of  Broadcasters  an- 
nual meeting.  Hotel  Robert  Meyer,  Jacksonville. 
June  19-24 — National  Advertising  Agency  Net- 
work national  conference.  Oyster  Harbors  Club, 
Osterville,  Mass. 

June  20 — Comments  due  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations. 

June  20 — National  Academy  of  Television  Arts 
& Sciences  presents  annual  Emmy  Awards.  Pres- 
entation to  be  carried  over  NBC-TV,  10-11:30 
p.m.  EDT. 

"June  20-Aug.  13 — 18th  annual  Stanford  Radio 
Tv-Institute,  offering  12  classes  in  broadcasting 
and  film  in  cooperation  with  KNBC  (TV),  KPIX 
(TV)  and  KQED  (TV),  all  San  Francisco.  Stanford 
U.,  Stanford,  Calif. 

June  20-21— Chicago  Spring  Conference  on  Broad- 
cast and  Television  Receivers,  Graemere  Hotel, 
that  city,  running  concurrently  with  International 
Home  Furnishings  Market.  Emphasis  will  be  on 
home  consumer  entertainment  field  under  sponsor- 
ship of  Chicago  Section  of  Institute  of  Radio 
Engineers.  Keynote  speaker:  Joseph  S.  Wright, 
president.  Zenith  Radio  Corp. 

June  20-24 — American  Institute  of  Electrical  En- 
gineers' summer  general  meeting.  66  technical 
sessions  on  subjects  including  communications  in- 
strumentation and  control,  computers,  basic 
science  and  management  are  planned.  Inspec- 
tion trips  of  various  engineering  facilities  are 
also  on  the  agenda.  Chalfonte-Haddon  Hall  Ho- 
tel, Atlantic  City,  N.J. 

June  21-July  7 — Third  annual  workship  on  the 
Art  of  Preaching  and  Mass  Communications,  spon- 
sored by  the  E.  Stanley  Jones  Institute  of  Com- 
municative Arts  and  Emory  U.,  Atlanta.  Ministers 
will  learn  to  plan  and  produce  radio  and  tv 
programs,  write  and  deliver  more  effective  sermons 
and  generally  to  use  mass  communications.  Held 
at  the  university. 

June  21-24 — National  Community  Tv  Assn.,  ninth 
annual  convention.  Fontainebleau  Hotel,  Miami 
Beach,  Fla. 

June  22-24 — Second  National  Conference  on  Elec- 
tronics Standards.  Co-sponsors:  National  Bureau 
of  Standards,  Institute  of  Radio  Engineer's  pro- 
fessional groups  of  instrumentation  and  microwave 
theory  and  techniques  and  American  Institute  of 
Electrical  Engineers,  National  Bureau  of  Standards 
Labs,  Boulder,  Colorado. 

June  23-25 — National  Assn,  of  Tv  & Radio  Farm 
Directors'  annual  summer  meeting  Fresno,  Calif. 
June  23-25 — Maryland-D.C.  Broadcasters  Assn, 
annual  meeting.  Ocean  City,  Md. 

June  24-25 — Colorado  Broadcasters  Assn.,  Con- 
tinental Hotel,  Pueblo. 

June  26-30 — Advertising  Assn,  of  the  West,  57th 
annual  convention,  Hotel  Del  Prado,  Mexico  City. 
Theme:  "Advertising  in  the  Challenging  Sixties." 
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% Five  full  Vz  hours 
of  local  public  serv- 
ice programming 
each  week. 


While  serving  a single  station  market, 
WTHI-TV  fulfills  its  public  service 
responsibilities  in  a way  that  has  gained  for 
it  the  appreciation  and  support  of  its 
entire  viewing  area ...  a circumstance  that 
must  be  reflected  in  audience  response 
to  advertising  carried. 


WTHI-TV 


CHANNEL  10  • CBS-ABC 

TERRE  HAUTE 

INDIANA 

Represented  Nationally  by  Bolling  Co. 
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WSBT-TV 


...SOUTH  BEND, INDIANA’S 

DOMINANT  STATION 


HOOSIER  FAVORITE”. 


The  Teenagers  Show  That  Parents  Watch 


With  Bruce  Saunders  and  Joe  Kelly  at  the  helm  of  "Hoosier  Favorite”,  WSBT- 
TV’s  production  studio  really  "jumps”  on  Saturday  afternoons. 

From  4:30  to  6:00  p.m.  teenagers  crowd  the  studio  and  home  TV  sets  for  top 
tunes,  dancing  and  the  unpredictable  antics  of  Saunders  and  Kelly.  While  pri- 
marily a show  for  the  younger  set,  half  of  the  viewing  audience  is  composed 
of  adults  (Nielsen,  Feb.,  I960).  Now  in  its  sixth  year,  the  show  consistently 
rates  over  20. 

With  popular  local  shows  and  top  CBS  programs,  WSBT-TV  continues  to 
dominate  the  3 station  South  Bend  market.  The  February,  I960  Nielsen  gives 
WSBT-TV  47%  weekly  share  of  sets  in  use,  sign-on  to  sign-off. 

Per  household  income  of  the  South  Bend  Metro  Area  is  $7553.  . . Indiana’s 
highest!  Buying  income  of  the  entire  15  county  coverage  area  is  over  $1.6 
billion!  See  your  Raymer  man  for  complete  details  and  for  remaining  avail- 
abilities on  "Hoosier  Favorite.” 


WSBT-TV® 

South  Bend,  Indiana  • Channel  22 

Ask  Paul  H.  Raymer  • National  Representative 


Speakers  include  Charles  Brower,  president,  BBDO; 
James  Fish,  vp  for  advertising.  General  Mills; 
Romulito  O'Farrill,  prominent  Mexican  broadcast- 
er; James  Farley,  president  Coca  Cola  Export  Co. 
June  27-29 — Institute  of  Radio  Engineers  fourth 
national  convention  on  military  electronics,  spon- 
sored by  professional  group  on  military  electronics 
of  IRE,  Sheraton-Park  Hotel,  Washington,  D.C. 
June  29-July  1 — -Virginia  Assn,  of  Broadcasters 
annual  meeting.  Cavalier  Hotel,  Virginia  Beach. 
JULY 

July  11-15 — Institute  in  Industrial  and  Tech- 
nical Communications,  Colorado  State  U.,  Fort 
Collins,  Colo.  Elwood  Whitney,  senior  vice-presi- 
dent and  director,  Foote,  Cone  & Belding,  will 
give  opening  address. 

* July  19-20 — Idaho  Broadcasters  Assn,  conven- 
tion. John  Meagher,  NAB  vice-president,  and  Ben 
Sanders,  KICD  Spencer,  Iowa,  will  be  featured 
speakers.  Sandpoint,  Idaho. 

: July  20-24 — American  Federation  of  Television 
and  Radio  Artists  annual  convention.  Shoreham 
Hotel,  Washington,  D.C. 

July  24-Aug.  5 — Advertising  Federation  of  Amer- 
ica's second  annual  management  seminar  in  ad- 
vertising and  marketing.  Harvard  Business  School, 
Boston.  A limit  of  50  applicants  has  been  set  to 
be  selected  from  agency  and  advertiser  marketing 
executives,  plus  one!  representative  from  each  ma- 
jor media  association.  Applications  available  from 
AFA,  250  W.  57th  St.,  New  York  19. 

AUGUST 

Aug.  12-13 — Arkansas  Broadcasters  Assn.,  fall 
meeting.  Hotel  Marion,  Little  Rock. 

Aug.  19-20 — Texas  AP  Broadcasters  Assn.  Baker 
Hotel,  Mineral  Wells. 

*Aug.  21-23 — South  Carolina  Broadcasters  Assn, 
summer  meeting.  Holiday  Inn  Motel,  Myrtle  Beach. 
*Aug.  23-26 — Western  Electronic  Show  & Con- 
vention, Memorial  Sports  Arena,  Los  Angeles. 

Aug.  26-27 — Oklahoma  Broadcasters'  Assn.  West- 
ern Hills  Lodge,  Wagoner. 

Aug.  29-Sept.  2 — American  Bar  Assn,  annual 
convention,  Statler-Hilton  Hotel,  Washington,  D.C. 
SEPTEMBER 

Sept.  2-4 — West  Virginia  Broadcasters'  Assn, 
annual  fall  meeting.  The  Greenbrier,  White  Sulpher 
Springs. 

Sept.  19-22 — Institute  of  Radio  Engineers  na- 
tional symposium  on  space  electronics  and  tele- 
metry, Shoreham  Hotel,  Washington. 

Sept.  28 — Assn,  of  National  Advertisers  workshop 
on  advertising  management.  Ambassador  Hotel, 
Chicago. 

OCTOBER 

Oct.  2-4 — Advertising  Federation  of  America 
Seventh  District  convention,  Chattanooga,  Tenn. 
Oct.  3-5 — Institute  of  Radio  Engineers  sixth  na- 
tional communications  symposium.  Hotel  Utica  and 
Utica  Memorial  Auditorium,  Utica,  N.Y. 

Oct.  4 — Retrial  of  former  FCC  Commissioner 
Richard  A.  Mack  and  Miami  attorney  Thurman 
A.  Whiteside,  charged  with  conspiring  to  rig  the 
Miami  ch.  10  tv  grant  (first  trial  ended  in 
a hung  jury). 

Oct.  4-5 — Advertising  Research  Foundation  an- 
nual conference.  Hotel  Commodore,  N.Y. 

Oct.  10-12 — Institute  of  Radio  Engineers  na- 
tional electronics  conference,  Sherman  Hotel, 
Chicago. 

Oct.  11-14 — Audio  Engineering  Society  12th  an- 
nual convention,  Hotel  New  Yorker,  N.Y.  Tech- 
nical papers  have  been  requested — titles  and 
abstracts  should  be  submitted  to  Dr.  Harry  F. 
Olsen,  RCA  Labs,  Princeton,  N.J.,  by  June  22. 

Oct.  16-17 — Texas  Assn,  of  Broadcasters  fall 
convention.  Sheraton  Dallas  Hotel,  Dallas. 

Oct.  18-21 — National  Assn,  of  Educational  Broad- 
casters annual  convention.  Jack  Tar  Hotel,  San 
Francisco. 

Oct.  25-26 — Engineering  section.  Central  Can- 
ada Broadcasters  Assn..  King  Edward  Hotel,  To- 
ronto. 

Oct.  31-Nov.  2 — Institute  of  Radio  Engineers  radio 
fall  meet,  Syracuse,  N.Y. 

NOVEMBER 

Nov.  14-16 — Broadcasters'  Promotion  Assn,  an- 
nual meeting.  Sheraton  Charles  Hotel,  New  Or- 
leans. 

Nov.  16-18 — Television  Bureau  of  Advertising 
annual  meeting.  Waldorf-Astoria,  New  York. 

Nov.  26— Utah-Idaho  Associated  Press  Broad- 
casters Assn,  convention.  Twin  Falls,  Idaho. 

JANUARY  1961 

Jan.  13-14 — Oklahoma  Broadcasters'  Assn.  Bilt- 
more  Hotel,  Oklahoma  City. 
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nothing 

does  it  like 
7 -Up  spots 

The  Kingston  Trio  figures  very  heavily 
in  the  national  spot  picture  both  on 
television  and  radio.  Their  clever  and 
musically  bright  spots  for  7-Up  is 
further  proof  that  the  spot  medium  has 
gone  big  time— another  case  of  a successful 
advertiser  using  top  talent  on  a 
market-to-market  basis.  The  Kingston  Trio 
performs  custom  commercials  for  a specific 
job— and  with  salesmaking  showmanship. 
With  7-Up  spot  is  a basic  buy  because 
they  reach  the  prospective  customers  they 
must  reach  with  the  maximum  exposure, 
high  return  and  moderate  investment. 

Spot. 


Television,  Inc. 
Representatives 


Walter 


■P 


There  are  spot  advertising  specialists 
in  your  nearest  office. 


CANNONBALL”  delivers  the  ratings 


BROADCASTING  PUBLICATIONS  INC. 


PHILADELPHIA 


3 

stations 

29.5 

Rating 


CINCINNATI 


3 

stations 

19.2 

Rating 


SYRACUSE 


2 

stations 

38.1 

Rating 


CHARLESTON,  S.C. 


2 

stations 

43.0 

Rating 


TOPS 
EVERY  OTHER 
SYNDICATED 
SHOW  IN  THE 
MARKET! 


1 INDEPENDENT 

T ; TELEVISION 
‘ CORPORATION 

488  Madison  Avenue  • N.  Y.  22  • PL  6-2100 


OPEN  MIKE 

Color  tv  report  a hit 

EDITOR:  I HAVE  JUST  . . . FINISHED 
READING  “HOW  COLOR  BEEFS  UP  TV 
AD  IMPACT”  (MAY  2,  PAGE  35).  MY 
HEARTIEST  CONGRATULATIONS  AND 
THANKS  FOR  A MOST  ACCURATE  REPORT- 
ING JOB.  EVEN  THOUGH  I KNEW  THE 
STORY  BY  HEART  I FOUND  EVERY  LINE 
INTERESTING  READING.  ...  I WANT  YOU 
TO  KNOW  THAT  WE  FEEL  THIS  IS  THE 
TYPE  OF  REPORTING  AND  INFORMATION 
THAT  MAKES  BROADCASTING  TRULY  THE 
BUSINESS  WEEKLY  OF  TELEVISION  AND 

RADIO. BOB  DUNVILLE,  PRESIDENT, 

WLWT  (TV)  CINCINNATI. 

'Traffic-Copter'  is  registered 

editor:  We  note  that  in  your  article 
entitled  “Aircraft  help  traffic  move  a 
lot  smoother”  at  page  60  of  the  April 
25  issue  you  make  several  references 
to  stations’  “traffic-copters.” 

“Traffic-Copter”  is  a registered  serv- 
ice mark  (U.S.  Patent  Office  Registra- 
tion No.  680,931)  of  Storer  Broadcast- 
ing Co.  and  we  would  appreciate  it  if 
you  would  discontinue  using  this  term 
in  describing  helicopter  traffic  report- 
ing services  operated  by  others. 

Your  cooperation  will  be  greatly  ap- 
preciated.— Abiah  A.  Church,  Assist- 
ant Secretary,  Storer  Broadcasting  Co., 
Miami  Beach,  Fla. 

Dallas  data  corrected 

editor:  In  your  April  11  story  (page 
71)  of  the  Radio  Advertising  Bureau 
presentation  at  the  NAB  convention 
you  quoted  RAB  as  saying  that  news- 
paper circulation  in  Dallas  grew  only 
1%  while  the  number  of  households 
grew  50%. 

Your  quotation  was  accurate,  but 
RAB’s  figures  weren’t.  The  facts  are 
that  in  the  same  time  (1953-59)  and 
in  the  same  metropolitan  area  that 
households  increased  50%,  the  circula- 
tion of  the  Dallas  News  increased 
31.93%.  I have  called  the  error  to 
RAB’s  attention  and  I would  appreci- 
ate your  letting  your  readers  know  that 
the  original  RAB  statement  was  wrong. 
— James  W . Moroney  Jr.,  The  Dallas 
Morning  News,  Dallas,  Tex. 
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WINN 


Number  TWO''  Station 


IN 


LOUISVILLE,  KENTUCKY 

(three  others  claim  First) 


appoints 


DAREN  F.  McGAVREN 


NEW  YORK  DETROIT  CHICAGO  ST.  LOUIS  LOS  ANGELES  SAN  FRANCISCO 


National  Representative 


effective 


JUNE  1.  1960 


Buy  WINN  to  Sell  Louisville  - Glen  A.  Harmon,  Gen.  Mgr. 
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MONDAY  MEMO 

from  DAVID  MATHEWS,  vice  president  and  director  of  network  programming  (West  Coast), 
Fuller  & Smith  & Ross,  Hollywood 

Television’s  $10  million  ‘pilot  derby’ 


Every  year  during  this  merry  month 
of  May,  a gigantic  crap  game  has  been 
under  way.  The  players  (some  of  them 
on  their  knees)  are  sponsors,  agencies, 
networks  and  producers. 

During  this  betting  season,  vice  presi- 
dents have  been  poised  in  flight,  jetting 
back  and  forth  between  the  coasts  in  a 
gamble  involving  hundreds  of  millions 
in  time  and  talent.  The  stakes  are  im- 
pressive, even  by  Las  Vegas  standards. 

Each  annual  “pilot  derby”  brings  its 
own  intrigue.  In  Hollywood  and  Man- 
hattan, shingles  go  up  outside  projec- 
tion rooms  warning  that  inside  is  a 
“Private  Screening — No  Admittance.” 
Every  client  and  agency  man  likes  to 
think  of  himself  as  a preferred  cus- 
tomer enjoying  the  first  look  at  “the 
hottest  pilot  in  town.”  Yet  those  who 
work  Tn  Hollywood  know  there  are 
few  secrets;  and  even  as  the  dailies  are 
being  assembled,  the  assistant  editors 
and  apprentices  are  passing  judgment. 

This  year  between  150  and  200 
pilots  were  made  at  an  estimated  cost 
of  $10  million  and  while  everyone 
gambled  to  win,  unfortunately,  the 
losers  far  outnumbered  the  winners. 

Bets  Are  Hedged  ■ A professional 
gambler  knows  he  can’t  win  on  every 
roll  of  the  dice  so  he  hedges  his  bets, 
plays  the  odds  and  hopes  to  wind  up  a 
winner.  The  smart  producer  minimizes 
his  losses  by  making  pilots  as  a part  of 
an  established  series.  As  a case  in  point, 
Screen  Gems  developed  at  least  10 
pilots  in  the  course  of  producing  Alcoa 
Theatre.  In  this  instance,  even  though 
the  producers  expended  more  effort  and 
money  in  the  manufacture  of  these 
special  segments  of  an  accepted  anth- 
ology, their  risk  was  covered  largely 
by  the  sponsor. 

As  always,  the  networks  are  playing 
a sure  thing.  They  are  in  the  traditional 
role  oT“the  house.”  With  at  least  two 
shows  vying  for  every  time  slot,  the 
networks  can’t  lose;  in  fact,  they  can 
be  very  picky  and  choosy  about  what 
programs  tenant  their  networks. 

It  is  no  secret  that  the  biggest  bank- 
roll put  up  in  this  game  of  chance  is 
the  sponsor’s — and  how  he  uses  it  falls 
squarely  in  the  lap  of  his  advertising 
agency.  The  pilot  must,  therefore,  be 
appraised  in  its  proper  perspective. 

Series  Are  Evaluated  ■ While  a good 
pilot  can  go  a long  way  toward  in- 
fluencing a prospective  buyer,  it  should 
be  examined  closely  for  other  factors. 
It  should  and  very  often  does  repre- 
sent the  producer’s  best  effort;  how- 


ever, to  believe  that  the  other  38  pic- 
tures to  follow  will  all  be  as  good  is 
pure  folly.  In  evaluating  the  worth  of 
a series  from  the  pilot,  we  at  Fuller  & 
Smith  & Ross  are  equally  concerned 
with  other  considerations:  first,  the 
competence  of  the  creative  group  who 
will  be  involved  with  the  production 
of  the  entire  series;  second,  the  extent 
of  the  creative  control  to  be  exercised 
by  the  agency  in  behalf  of  the  client; 
third,  the  financial  responsibility  and 
integrity  of  the  producer. 

A good  pilot  is  rarely  an  accident. 
It  can  only  be  as  good  as  the  people 
directly  involved  with  its  production. 
The  quality  of  the  series  must  be 
estimated  on  the  average  “track  rec- 
ord” of  the  creative  group. 

It  is  not  enough  to  have  top-flight 
writers.  There  must  be  the  strong, 
guiding  hand  of  a working  producer 
who  will  coordinate  the  efforts  of  all 
departments.  Those  three  words, 
strong,  guiding  and  working  ar,e  essen- 
tial. While  his  hand  should  be  strong, 
it  should  also  be  relaxed  enough  not 
to  stifle  the  creativity  of  the  others. 


David  Mathews  directed,  wrote  and 
produced  films  for  the  Air  Force  dur- 
ing World  War  II,  then  Universal- 
International,  Columbia  Pictures  and 
American  Film  Productions  before 
joining  Ruthrauff  & Ryan  as  executive 
producer  in  Hollywood.  He  guided 
Big  Town’s  move  from  live  to  film. 
Later  he  joined  McCann-Erickson  and 
then  Sullivan,  Stauffer,  Colwell  cfc 
Bayles.  Before  joining  F&S&R  in  Janu- 
ary 1959,  he  was  general  manager  in 
charge  of  production  for  Gross-Krasne 
at  California  Studios. 


Did  We  Buy  This?  ■ Usually  a pro- 
ducer from  the  ranks  of  the  writers  is 
more  effective  at  the  helm  provided  he 
embodies  the  patience  and  the  stamina 
to  reconcile  high  standards  of  creativity 
with  the  limiting  factors  of  budget. 
Even  though  everyone  recognizes  the 
budget  for  a pilot  runs  50%  to  100% 
above  the  norm,  subsequent  pictures 
will  inevitably  be  compared  with  it. 
About  the  time  the  show  has  been  on 
the  air  five  weeks,  that  dreaded 
moment  of  appraisal  must  come  when 
agency  and  client  ask:  “Is  this  the 
show  we  bought?” 

Because  the  client,  together  with  his 
agency,  is  the  biggest  betting  sport  of 
all,  their  desire  for  some  control  over 
the  production  of  a series  should  come 
as  no  surprise.  Traditionally,  the 
agency  gets  the  jaundiced  eye  when  it 
asks  for  positive  controls  as  part  of  its 
purchase  contract.  When  granting  this 
mandate,  the  producer  prays  that 
“positive  controls”  will  not  degenerate 
into  downright  destructive  interference. 
Contrary  to  popular  belief,  many 
agencies  do  employ  program  supervi- 
sors who  have  themselves  worked  in 
the  motion  picture  industry. 

Agency  controls  once  prevalent  in 
the  era  of  the  half-hour  shows  are 
being  removed.  The  trend  toward  full- 
hour  shows  is  often  too  costly  for  one 
sponsor  but  within  the  reach  of  several 
participating  sponsors.  Rather  than 
permit  three  participants  a voice,  prac- 
ticality dictates  that  no  one  except  the 
producer  may  decide  the  creative  con- 
tent of  the  program.  As  a result,  spon- 
sors are  given  scripts  to  read  merely 
as  a courtesy  and  are  not  permitted 
to  view  the  dailies.  Consequently,  an 
agency  cannot  be  blamed  for  bad  pro- 
gramming over  which  it  has  no  con- 
trol. The  only  positive  control  to  be 
exercised  is  the  13 -week  cancellation. 

Temptation  ■ The  agency  looks  for 
financial  responsibility  and  integrity  in 
the  producer  and  expects  to  see  pro- 
duction value  for  every  dollar  spent. 
Producers  have  been  known  to  cry  the 
blues  over  production  losses.  Yet,  a 
close  examination  of  their  books  might 
reveal  a swimming  pool  charged  to  set 
construction  or  a mink  coat  charged 
against  wardrobe.  With  the  tax  struc- 
ture as  it  is,  temptation  is  there;  and 
wherever  the  producer  succumbs,  the 
tv  advertising  dollar  is  deflated. 

So  with  all  these  pilot  pitfalls  in 
mind,  pick  your  winners,  stand  back 
and  let’s  “roll  ’em.” 
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Metropolitan” 

Personality. 


Discovered  ever  increasingly  among  active,  discerning  people  who  demand  more  out  of  life... 
who  are  attracted  to  the  quality  and  brilliance  that  distinguish  a “Metropolitan”  personality— 
a personality  like  each  of  our  widely-recognized  Television,  Radio  and  Outdoor  properties. 


METROPOLITAN  BROADCASTING  CORPORATION 


205  East  67th  Street,  New  York  21,  New  York 


TELEVISION  STATIONS:  WNEW-TV  New  York  ■ WTTG-TV  Washington,  D.C.  ■ WTVH  Peoria,  111.  ■ KOVR-TV  Stockton- 

I— jjAii  MBBiS  M 


EDWARD  RETRY  & CO.,  NATIONAL  REPRESENTATIVES  ■ BROADCAST  SERVICES  OF  THE  DALLAS  MORNING  NEWS 
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— to  some,  just  a ship.  To  others,  a 
monument  to  our  great  heritage  . . . diligently, 
almost  reverently  constructed.  In  the  same 
way,  it  often  takes  those  who  fully 
appreciate  QUALITY  to  recognize  it  in 
today’s  better  radio  and  television  stations. 
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THE  HUBBUB  OVER  RADIO-TV  RATES 

■ N.W.  Ayer  schedules  meeting  with  50  station  reps 


■ It’ll  be  about  rates,  but  Ayer  keeps  quiet  on  agenda 

■ Single  rate  issue  seen  as  fire  behind  the  smoke 


The  growing  commotion  over  radio 
and  television  rates  reached  a new  peak 
last  week  as  one  of  the  leading  adver- 
tising agencies  in  spot  broadcasting 
summoned  station  representatives  to  a 
rate  council  of  war. 

N.W.  Ayer  & Son,  Philadelphia  and 
New  York,  invited  some  50  station 
reps  to  take  part  in  the  session,  a 
luncheon  meeting  to  be  held  Wednes- 
day (June  1)  at  New  York’s  Roosevelt 
Hotel. 

Ayer  officials  were  reluctant  to  dis- 
cuss the  agenda,  but  members  of  the 
guest  list  speculated  widely — and  in 
some  cases  wildly,  in  the  opinion  of 
other  reps — as  to  its  probable  contents. 
Their  estimates  ranged  from  a simple 
“rates  in  general”  to  the  more  ex- 
travagant view  that  “Ayer  is  going  to 
tell  us  that  if  we  can’t  make  our  sta- 
tions stick  to  their  published  rates,  then 
Ayer  will  quit  doing  business  through 
reps  and  start  dealing  directly  with 
stations.” 

“Important  Problem”  ■ Host  officials 
kept  their  agenda  plans  to  themselves, 
except  to  confirm  that  the  meeting 
would  deal  with  the  general  subject  of 
rates.  Their  letter  of  invitation  specified 
only  that  it  would  concern  “an  im- 
portant problem  with  which  your  com- 
pany and  our  agency  is  currently  faced 
in  connection  with  both  radio  and  tv.” 

But  representatives  on  the  invited  list 
put  two  and  two  together  and  came 
up  with  what  they  considered — and  was 
subsequently  confirmed  as — an  ines- 
capable answer. 

The  arithmetic  by  which  they  reached 
rates  as  the  answer  was  relatively 
simple: 

(1)  Only  a week  earlier,  Ayer  had 
shown  its  active  interest  in  rates  by 
sending  out  letters  calling  representa- 
tives’ attention  to  “the  higher  cost  of 
reaching  viewers  during  the  summer” 
and  urging  them  and  their  stations  to 
give  “careful  consideration”  to  a lower- 
ing of  tv  rates  for  summertime  business 
(Broadcasting,  May  23);  and 

(2)  In  radio,  Ayer  had  been  reported 
— though  without  official  confirmation 


— to  have  been  embarrassed  by  a client 
who,  acting  on  its  own,  wangled  off- 
card  deals  from  stations  which  Ayer  had 
recommended  for  use  on  a rate-card 
basis.  The  client  reportedly  wanted  to 
know  why  Ayer  itself  hadn’t  been  able 
to  negotiate  the  lower  rates. 

Victimized  ■ Whether  or  not  Ayer 
had  in  fact  been  thus  embarrassed  by 
a direct-dealing  client,  a number  of 
other  agencies  have  been  widely  de- 
scribed as  the  unhappy  victims  of  the 
same  sort  of  undercutting  by  clients. 
Some  advertisers  reportedly  have  gone 
so  far  as  to  instruct  their  agencies  not 
to  do  business  with  stations  that  have 
yielded  to  other  advertisers’  pitches  for 
off-card  deals.  Some  agencies,  taking  the 
opposite  tack,  have  gone  back  to  those 
stations  and  demanded  similar  off-card 
deals  for  other  clients  (Closed  Circuit, 
May  23). 

Out  of  loyalty  to  their  clients,  or 
feeling  that  it  is  better  to  try  to  live 
with  such  situations  in  hopes  of  smooth- 
ing them  out  internally,  agencies  as  a 
rule  are  reluctant  to  talk  publicly  about 
clients  who  by-pass  them — even  though 
the  by-passing  cuts  into  their  commis- 
sions. 

Representatives,  who  also  stand  to 


suffer  in  the  pocketbook  when  clients 
deal  directly  with  stations  (unless  their 
representation  contracts  were  drawn 
with  foresight  in  this  respect),  talk  more 
freely  and  often  with  vehemence. 

One  story  that  crops  up  in  discus- 
sions by  representatives,  who  attribute 
it  to  agency  sources,  deals  with  “so- 
called  ad  agency  people”  who  make 
lump-sum  proposals  to  clients  of  rec- 
ognized agencies.  The  advertiser  is 
promised,  for  example,  that  for  a set 
sum  he  can  be  assured  of,  say,  twice  as 
much  time  as  his  agency  of  record  could 
get  for  him  for  the  same  amount  of 
money. 

The  wheeler-dealer  then  haggles  with 
stations,  gets  what  special  discounts  he 
can  for  whatever  time  periods  he  can — 
some  of  it  in  desirable  segments,  some 
of  it  fringe  time  or  worse — and,  where 
he  has  to,  contracts  at  card  rates.  In 
the  end  he  usually  is  able  to  support 
his  claim  that  he  can  get  more  time 
than  the  agency  of  record,  at  no  more 
expense.  And  of  course  he  gets  the 
commission  and  the  agency  of  record 
gets  nothing. 

One  threat  frequently  held  over  the 
heads  of  weak-willed  or  deal-prone  sta- 
tions is  that  if  they  cut  rates  for  one 


Deal  for  one  is  deal  for  all 

5.  TIME  RATES 

(a).  STATION  represents  that  the  time  rate  named  in  this  con- 
tract is  the  lowest  rate  made  by  STATION  for  like  broadcasts 
at  the  time  this  contract  is  entered  into.  If  at  any  time  during 
the  life  of  this  contract  STATION  makes  a lower  rate  for  like 
broadcasts  this  contract  shall  be  continued  at  such  lower  rate 
from  the  effective  date  of  such  lower  rate. 


Several  major  agencies  have  re- 
cently called  attention  to  the  passage 
shown  above.  It’s  a part  of  the  stand- 
ard contract  form  prepared  by  the 
American  Assn,  of  Advertising  Agen- 
cies. If  the  standard  contract  is  used, 
the  station  agrees  that  if  it  sells  com- 


parable time  to  another  advertiser  at 
lower  rates,  the  advertiser  on  the  con- 
tract will  get  the  same  benefits.  The 
section  reproduced  above  is  from  the 
AAAA  standard  radio  contract.  A 
similar  clause  appears  in  the  standard 
television  contract. 
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advertiser  they  are  obligated  to  do  as 
much  for  others.  The  authority  for 
this  argument  is  written  into  the  AAAA 
standard  contract  form.  For  radio  it 
reads:  “Station  represents  that  the  time 
rate  named  in  this  contract  is  the  lowest 
rate  made  by  station  for  like  broad- 
casts at  the  time  this  contract  is  en- 
tered into.  If  at  any  time  during  the 
life  of  this  contract  station  makes  a 
lower  rate  for  like  broadcasts  this  con- 
tract shall  be  continued  at  such  lower 
rate.”  The  provision  in  the  standard 
television  contract  is  identical  except 
for  changes  in  wording  to  make  it  refer 
to  tv. 

Local-National  ■ Inherent  in  all  this 
hubbub  is  the  years-old  dispute  over 
local  versus  national  rates.  Some  major 


agencies  have  been  accused  of  working 
through  local  dealers  and  distributors 
in  order  to  get  the  lower  local  rates  for 
national  clients — while  others  claim  to 
have  been  victimized  by  clients  doing 
the  same  against  their  wishes.  Reps,  al- 
though not  unanimous  about  it,  have 
been  among  the  most  outspoken  ad- 
vocates of  abolition  of  the  double-rate 
standard  and  creation  of  a single  rate 
for  both  local  and  national  spot  busi- 
ness. 

In  recent  weeks  two  major  adver- 
tisers have  been  repeatedly  reported  to 
be  involved — in  different  ways — in  the 
local-national  rate  situation. 

Standard  Brands  has  been  said  to 
be  so  incensed  over  local  rates  off-card 
radio  deals  granted  to  another  national 


advertiser  that  it  instructed  its  main 
consumer-products  agencies,  Ted  Bates 
and  J.  Walter  Thompson,  to  stop  doing 
business  with  stations  that  were  parties 
to  those  deals.  Standard  Brands  offi- 
cials, however,  denied  flatly  to  Broad- 
casting that  the  company  had  given 
any  such  instructions. 

Edward  D.  Barrett,  assistant  vice 
president  of  the  grocery  division,  said 
that  of  course  his  company  had  been 
“disturbed  for  many  years,”  as  have 
“many  advertisers,”  about  preferential 
treatment  accorded  by  various  media  to 
business  placed  locally.  But,  he  said, 
this  concern  was  “general  among  all 
advertisers”  and  not  confined  to  Stand- 
ard Brands  alone. 

B.F.  Goodrich,  meanwhile,  has  been 


JOB  MARKET  GROWS  IN  AGENCY  FIELD 

And  competition  grows  too,  but  there’s  hope  for  the  really  talented 


A program  manager  at  a tv  station 
in  the  Midwest  yearns  for  a job  in  the 
radio-tv  department  of  a New  York  or 
Chicago  agency.  A lune  graduate  of 
the  U.  of  Missouri  pictures  himself  as 
a copy  writer  of  “creative”  commer- 
cials. A station  time  salesman  or  a 
marketing  employe  of  a giant  soap 
company  set  their  sights  on  account 
executive  posts  at  big-city  agencies. 

What  are  their  chances? 

Is  there  more  or  less  opportunity  now 
to  find  a place  in  the  so-called  “glamor” 
agency  business  and  particularly  in  the 
“ultra-glamor”  agency  area  of  radio-tv? 
There  is  no  fast  or  easy  answer. 

A sampling  of  the  opinion  of  per- 
sonnel specialists  at  advertising  agen- 
cies and  management  consultants  indi- 
cates there  are  more  agency  jobs  open 
today  in  broadcast  advertising  but  there 
are  also  more  people  competing  for 
them.  This  is  especially  true  in  tv. 

Shift  of  Emphasis  ■ The  radio-tv 
production  field  at  agencies  has  nar- 
rowed with  the  shift  of  programming 
control  to  the  networks.  But  in  the 
past  few  years  as  the  advertiser’s  in- 
vestment in  tv  has  swelled,  other  de- 
partments at  the  agency  have  grown, 
too.  New  opportunities  have  opened 
for  timebuyers,  copy  writers,  commer- 
cial producers,  program  supervisors, 
film  buyers,  artists  and  account  execu- 
tives. The  outlook  is  promising  for  a 
moderate  growth  in  the  years  ahead. 

Agency  personnel  officials  contend 
they  are  always  “on  the  lookout  for 
new  talent,  for  well-qualified  people.” 
While  there  are  no  universal  rules  for 
landing  any  given  job,  the  suggestions 
mentioned  most  often  by  placement  ex- 
ecutives include  the  following: 

■ A job  with  an  advertiser  is  highly- 
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regarded  background  at  agencies,  both 
for  the  comparative  beginner  and  for 
the  experienced  man.  A stint  as  a 
sales  or  marketing  trainee  gives  the 
prospective  agency  executive  an  insight 
into  the  needs  of  clients.  The  seasoned 
advertising  man,  who  has  acquired  a 
knowledge  of  marketing  and  media  at 
the  client  level,  can  bring  a valuable 
plus  to  an  agency  job. 

■ Many  personnel  officials  believe  the 
advertiser  also  will  be  a source  of  more 
positions  for  radio-tv  specialists.  As  ex- 
penditures in  television  grow,  especially, 
the  advertiser  will  add  more  people  to 
his  radio-tv  staff,  or  will  establish  such 
a department.  There  may  be  a job  flow 
to  and  from  agencies,  they  note. 

■ Experience  with  a local  television 
station  is  considered  “very  valuable”  by 
many  placement  executives.  They  be- 
lieve that  the  number  of  employes  in 
the  advertising  area  will  increase  at 
the  station  level  because  of  (1)  an  in- 
crease in  the  number  of  stations  on  the 
air;  (2)  a steady  rise  in  local  advertis- 
ing activity  and  (3)  an  increase  in  the 
amount  of  locally-produced  program- 
ming. Contact  with  a variety  of  ad- 
vertisers at  the  local  level  is  regarded  as 
helpful  by  many  hiring  officials.  But, 
again,  there  are  some  dissenters:  some 
personnel  people  feel  that  radio-tv  sta- 
tion employment  is  valuable  for  learn- 
ing the  media  situation,  but  not  for 
understanding  an  advertiser’s  needs  at 
the  agency  level. 

■ The  small  agency  is  considered  a 
sound  proving-ground  for  the  potential 
agency  broadcast  executive  by  many 
employment  executives,  but  others  tend 
to  “look  down”  at  this  experience.  The 
small  agency  booster  points  to  the  back- 
ground acquired  in  all  phases  of  agency 


operation.  Others,  however,  claim  that 
this  experience  often  is  not  the  type 
that  is  required  at  the  larger  agency 
with  major  broadcast  accounts.  Ac- 
cordingly, a man  with  several  years  of 
small-agency  employment  behind  him, 
expecting  a big-agency  job  with  reason- 
able salary,  may  not  always  be  consi- 
dered for  a vacancy. 

Facts  of  Life  ■ As  in  other  areas  of 
life,  job  hunters  may  find  that  a per- 
sonnel man’s  preferences  may  be 
swayed  by  the  occupational  history  of 
the  head  of  the  agency.  If  the  policy- 
maker received  his  early  training  at 
small  agencies,  an  applicant  with  this 
grounding  often  would  be  preferred; 
if  he  came  out  of  an  advertising  med- 
ium, this  experience  would  be  consid- 
ered highly. 

To  start  the  exploration  for  an  agency 
job,  the  resume  is  a most  helpful  tool, 
both  for  the  beginner  and  the  experi- 
enced man.  It  should  be  spread  around 
generously.  The  more  prospective  em- 
ployers who  see  it,  the  better  are  the 
chances  for  landing  a job.  It’s  the  basic 
principle  of  exposure.  An  eye-catching 
resume  also  is  viewed  as  an  index  of 
a man’s  potential  by  some  personnel 
officials.  Some  applicants  pay  a hefty 
fee  for  a “professional”  resume.  Oddly 
enough,  the  “store-bought”  kind  isn’t 
necessarily  considered  a handicap  in 
some  circles  because  it  is  attractive  and 
effective  for  its  purpose. 

In  many  big  cities,  particularly  New 
York,  Chicago  and  Los  Angeles,  there 
are  private  employment  agencies  that 
specialize  in  the  advertising  field.  The 
local  advertising  club  usually  can  pro- 
vide a list  of  these.  Some  advertising 
agencies,  however,  claim  they  use  the 
employment  agencies  largely  for  cleri- 
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accused  in  widely  circulated  reports  of 
dealing  directly  with  radio  stations  to 
get  lower  rates  for  a recently  placed 
campaign,  to  the  embarrassment  of  its 
agency,  BBDO.  But  a BBDO  spokes- 
man denied  that  this  was  so.  The  re- 
ports, he  said,  may  have  stemmed  from 
the  practice  of  retail  outlets,  which 
handle  Goodrich  products,  buying 
radio  time  for  themselves  at  the  pre- 
vailing local  or  retail  rate. 

Semantics  ■ Pending  their  meeting 
with  reps  this  week,  Ayer  authorities 
declined  to  be  drawn  deeply  into  the 
controversial  rate  questions.  One  of- 
ficial did  acknowledge  that  there  is 
much  confusion  in  rate  structures  as 
between  “national,”  “local,”  “regional,” 
“retail”  and  “sectional”  rates,  for  ex- 


ample. When  rate  cards  carry  no  clear- 
cut  definitions  of  such  business  terms, 
he  said,  it  is  difficult  for  an  agency  to 
know  that  it  is  getting  a fair  deal  for 
clients.  But  he  cautioned  that  it  should 
not  be  assumed  that  this  subject  would 
necessarily  be  the  main  topic  at 
Wednesday’s  meeting. 

If  the  reps  are  free  to  raise  subjects 
of  their  own — and  the  Ayer  letter  made 
clear  that  the  guests  would  be  expected 
to  contribute  to  whatever  discussion  is 
held — then  it  seemed  certain  that  not 
only  local-vs.-national  rates  would  be 
brought  up,  but  also  the  question  of 
special  tv  discounts  for  summer  adver- 
tisers. 

Although  the  networks  and  some  im- 
portant stations  have  announced  special 


summer  discounts,  station  representa- 
tives for  the  most  part  are  vigorously 
opposed  to  summer  rate  reductions, 
which  they  regard  as  unnecessary,  un- 
justified and  unfair  to  year-round  and 
to  winter  seasonal  advertisers  for  such 
products  as  cold  remedies  (Broad- 
casting, May  23). 

Invitations  to  Wednesday’s  meeting 
were  signed  by  L.D.  Farnath,  vice  pres- 
ident in  charge  of  the  media  depart- 
ment at  Ayer.  The  letters  sent  out  ear- 
lier regarding  special  summer  rates  in 
tv — which  followed  a similar  letter  by 
BBDO  and  coincided  with  less  formal 
activity  by  Benton  & Bowles,  JWT, 
Bates  and  Foote,  Cone  & Belding — - 
were  signed  by  George  S.  Burrows, 
Ayer  media  director. 


cal  and  administrative  help  and  rarely 
for  the  higher-paid  positions.  But  re- 
munerative posts  sometimes  are  placed 
even  through  these  organizations. 

Clubs  and  Consultants  ■ The  local 
advertising  and  broadcasting  clubs 
usually  have  some  form  of  employ- 
ment service.  Even  those  not  formally 
organized  to  place  applicants  will  rare- 
ly turn  away  an  interested  job  seeker. 
They  may  be  able  to  provide  job  tips 
or  information  on  possible  sources  of 
employment.  Some  clubs  provide  a pro- 
fessional counselling  service. 

An  outstanding  job  in  this  respect 
has  been  performed  for  more  than  20 
years  by  the  “Job  Finding  Forum”  of 
the  Advertising  Club  of  New  York.  The 
forum  has  assisted  more  than  25,000 
men  and  women  to  “package”  them- 
selves— to  learn  the  best  approach  to 
land  a job,  to  help  fashion  the  best 
resume  for  a particular  individual  and 
to  impart  suggestions  on  how  the  ap- 
plicant should  conduct  himself  during 
a job  interview. 

In  the  past  few  years  more  and  more 
advertising  agencies  and  advertisers 
have  drawn  upon  management  con- 
sultant companies  for  help  in  recruiting 
the  top  or  middle-echelon  executive. 
The  local  advertising  club  also  can 
supply  the  names  of  such  consultants. 

In  New  York,  John  Orr  Young  & 
Assoc,  and  Robert  Durham  & Assoc, 
have  executive  recruiting  departments 
within  their  firms,  both  of  which  spe- 
cialize in  the  advertising  field.  Such 
general  management  consultants  as 
Booz,  Allen  & Hamilton  and  Bruce 
Payne  & Assoc,  have  departments  to 
help  recruit  creative  personnel  of  all 
kinds.  Unlike  employment  agencies, 
management  consultants  are  paid  by 
the  prospective  employer — not  the  ap- 
plicant. 

Pinching  the  Foot-in-the-Door  ■ The 

beginner  will  find  there  are  proportion- 
ately fewer  “up-the-ladder”  jobs  at  ad- 
vertising agencies  today.  The  fabled 


“rags-to-riches”  path  of  only  a few 
years  ago — from  mailroom  boy  to  vice 
president  and  account  executive  in 
six  easy  jumps — has  been  blocked  off 
at  many  agencies.  The  reasoning  is 
that  although  the  mailroom  often 
spawned  the  talented  agencymen  of 
the  future,  it  too  often  produced 
a poorly-run  mailroom  to  meet  to- 
day’s exacting  operational  demands. 
This  has  resulted  in  fewer  “feet-in-the- 
door,”  though  agencies  still  hire  be- 
ginners as  clerks  and  assistants  in  vari- 
ous departments.  Such  clerical  skills  as 
typing  or  proficiency  at  figures  often 
can  mean  the  difference  between  getting 
and  losing  an  opportunity. 

The  rewards  can  be  high  for  a suc- 
cessful agency  man.  Jerry  Fields,  direc- 
tor of  Jobs  Unlimited,  New  York,  an 
employment  agency  which  conducts 
surveys  from  time  to  time  on  salary 


ranges  in  advertising,  cautions  that 
wages  can  vary  within  job  classifica- 
tions, depending  on  agency  size. 

Mr.  Fields  offers  these  statistics  on 
account  executives  and  supervisors:  $12- 
$50,000  for  those  at  agencies  billing  at 
$25  million  and  up,  $12,000-$25,000 
for  $10-$25  million  agencies;  $10-$20,- 
0000  for  $5-$10  million  agencies,  and 
$8-$  18,000  for  under  $5  million.  Other 
ranges  he  reported:  radio-tv  director, 
$15-$30,000;  commercial  producer, 
$15-$25,000;  timebuyer,  $5-$12,000; 
associate  media  director,  $10-$  15,000; 
media  director,  $15-$30,000;  copy- 
writer (including  supervisors),  $5-$45,- 
000. 

Trainees  are  paid  between  $65  to 
$110  weekly,  with  agencies  having 
formal  training  programs  tending  to 
pay  higher  wages.  Secretaries  can  ex- 
pect between  $85  and  $125  weekly. 


Young  & Rubicam’s  G.A.  Prosser 


As  personnel  director,  he  talks  to  lots  of  hopefuls 


BROADCASTING,  May  30,  I960 


23 


TV  PREVIEW 


“Have  Tape  Equipment,  Will  Travel” 
could  be  the  title  of  a saga  enacted  by 
NTA  Telestudios,  New  York,  when  the 
company,  on  short  notice,  journeyed  to 
Knoxville,  Tenn.,  to  produce  a 90- 
second  tape  commercial  on  behalf  of 
the  American  Gas  Assn,  for  presenta- 
tion on  CBS-TV’s  Playhouse  90  series. 

The  nine  man  team  arrived  in  Knox- 
ville from  New  York  on  May  15  and 
finished  the  assignment  on  May  16.  The 
reason  for  the  rush  was  that  Lennen  & 
Newell,  agency  for  the  AGA,  alerted 
Telestudios  on  May  13  that  it  wanted 
to  shoot  a commercial,  spotlighting  the 
use  of  gas  in  the  kitchen.  The  agency 
was  particularly  desirous  of  obtaining 
sequences  showing  the  RCA  Whirlpool 
kitchen  in  action.  The  traveling  kitchen 
was  in  Knoxville  on  that  date  and  was 
scheduled  to  leave  for  more  distanct 
points.  The  team  began  taping  early  on 
May  17  and  completed  the  commercial 
by  that  evening.  The  total  cost  for  the 
product  was  below  $6,000. 

The  commercial  demonstrates  the 


varied  uses  of  gas  in  the  kitchen,  spot- 
lighting such  appliances  as  washers, 
dryers,  broilers,  refrigerators,  dishwash- 
ers and  oven.  Bruce  Allen  was  the  pro- 


ducer tor  Lennen  & Newell  and 
George  K.  Gould,  president,  and 
A1  Markim,  vice  president,  rep- 
resented NTA  Telestudios. 


■ Business  briefly 

Time  sales 

Bout  sell-out  ■ Fiat  Motor  Co.,  via 
Grant  Adv.,  N.Y.  (its  new  agency), 
has  signed  co-sponsorship  with  Bristol- 
Myers  Co.  in  ABC  Radio  coverage  of 
the  Ingemar  Johansson-Floyd  Patterson 
heavyweight  boxing  championship  re- 
match on  June  20  (10:05  p.m.  EDT- 
to  conclusion).  The  Fiat  purchase  com- 
pletes ABC’s  sale  of  the  $250,000  pack- 
age, rights  to  which  the  network  se- 
cured from  TelePrompTer  Corp. 

Nelson  series  sold  ■ The  Coca-Cola 
Co.,  N.Y.,  through  McCann-Erickson 
Inc.,  N.Y.,  joins  Eastman-Kodak  as  co- 
sponsor of  ABC-TV’s  Adventures  of 
the  Nelson  Family  for  the  1960-61  sea- 
son. The  series,  which  started  on  ABC- 
TV  Oct.  3,  1952,  will  drop  its  present 
title  of  Adventures  of  Ozzie  & Harriet 
on  June  1 . The  program  retains  its  cur- 
rent time  period  for  next  fall  (Wed. 
8:30-9  p.m.  NYT). 

Digs  jazz  ■ Studebaker-Packard  Corp., 
South  Bend,  Ind.,  which  last  summer 
sponsored  broadcasts  of  the  Newport 
Jazz  Festival  on  CBS  Radio,  has  pur- 
chased the  largest  single  package  of 
special  programs,  all  jazz,  in  network 
radio  history,  CBS  Radio  reports. 
Beginning  Saturday,  June  4,  the  auto- 
motive advertiser  will  sponsor  a sum- 
mertime schedule  of  fifteen  55-minute 
programs  titled  the  World  Jazz  Series. 
The  days  will  vary,  but  each  presenta- 


tion will  be  broadcast  from  9:05  to  10 
p.m.  EDT.  Broadcasts  set  so  far  include 
jazz  festivals  in  New  York  (June  4-5), 
Newport  (July  1-4),  French  Lick,  Ind. 
(July  29-31),  Detroit  (Aug.  19-21), 
and  Philadelphia  (Aug.  26-28).  Agen- 
cy: D’Arcy  Adv.  Co.,  St.  Louis. 

Picks  up  Tab  ■ Westclox  Div.,  General 
Time  Corp.,  La  Salle,  111.,  in  its  first 
sponsorship  of  a regular  series  on  NBC- 
TV,  has  signed  to  co-sponsor  The  Tab 
Hunter  Show,  a new  series  starting  in 
the  fall  (Sun.  8:30-9  p.m.  NYT).  This 
season  Westclox  sponsored  two  hour- 
long  specials  on  NBC-TV.  Alternate 
sponsor  of  the  series  will  be  P.  Loril- 
lard  Co.  Agency  for  Westclox:  BBDO, 
N.Y. 

Hi  and  Dry  campaign  ■ Revlon  Prod- 
ucts (Hi  and  Dry  deodorant),  N.Y., 
has  launched  an  extensive  spot  tv  cam- 
paign in  a substantial  number  of  major 
markets  throughout  the  country  which 
will  extend  through  June.  The  product 
also  will  be  advertised  on  various  CBS 
Revlon  programs  throughout  the  sum- 
mer. Agency:  Mogul  Williams  & Saylor, 
N.Y. 

Wins  reprieve  ■ Alberto-Culver  Co., 
Chicago,  renewed  sponsorship  for  next 
season’s  episodes  of  The  Lawless  Years 
on  NBC-TV  (Thur.  10:30-11  p.m. 
NYT).  The  series,  which  started  on 
network  April  5,  1959,  stars  James 
Gregory  in  adventures  of  Barney  Ru- 
ditsky,  retired  New  York  policeman. 
Agency:  Wade  Adv.,  Chicago. 


Signed  and  sealed  ■ Sealtest  Div.,  Na- 
tional Dairy  Products  Corp.,  Phila.,  re- 
newed Bat  Masterson  series  for  a third 
season  on  NBC-TV,  but  at  new  time 
(Thur.  8:30-9  p.m.  EDT).  Produced  by 
Ziv-United  Artists  in  association  with 
NBC,  the  series  has  been  contracted 
for  52-week  sponsorship.  Agency:  N.W. 
Ayer  & Son,  Phila. 

Races  for  Oil  ■ Union  Oil  Co.  of  Cali- 
fornia, through  Young  & Rubicam, 
L.A.,  is  sponsoring  telecasts  of  the  Sat- 
urday feature  races  from  Hollywood 
Park  Sat.  5:15-5:30  p.m.  (PDT)  for  the 
11 -week  season,  on  a 20-station  CBS- 
TV  Pacific  network  hook-up.  This  is 
the  fourth  consecutive  season  that 
Union  Oil  has  sponsored  the  Saturday 
feature  races  on  CTPN. 

Steady  customer  ■ Warner-Lambert 
Pharmaceutical  Co.  will  sponsor  a full 
half-hour . of  NBC-TV’s  Sunday  night 
lineup  next  season.  A heavy  tv  spender, 
Warner-Lambert  will  sponsor  alternate 
weeks  of  This  Is  Your  Life  (10:30-11 
p.m.),  new  time  period,  and  will  re- 
new alternate  weeks  of  the  Loretta 
Young  Show  (10-10:30  p.m.) 

Friday  fans  ■ American  Machine  & 
Foundry  Pinspotters  Div.  (through 
Cunningham  & Walsh)  is  dickering  for 
a half-hour  period  to  sponsor  a new  Fri- 
day sports  show  on  NBC-TV  featuring 
pickups  from  around  the  country,  direct 
and  on  tape.  Host  Bill  Stern  (spon- 
sored on  MBS  by  AMF)  would  cover 
whatever  is  timely  in  sports  and  aim 
for  all-family  appeal.  If  negotiations 
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In  New  Haven,  Conn.,  the  BIG  BUY  is  WELI!  Why?  Its  5000  watts,  powerfully  placed  at  960  KC,  give  you  5 for  1 value 
— 5 times  New  Haven’s  audience  — priced  for  New  Haven  alone.  You  get  all  of  New  Haven  and  Middlesex  Counties, 
plus  parts  of  surrounding  counties,  and  Suffolk  County,  Long  Island,  too!  You  get  more  for  less  on  Big-Buy  WELI! 

National:  H-R  Representatives,  Inc.;  Boston:  Harry  Wheeler 


the  STORER  station 
backed  by  33  years 
of  responsible  broadcasting 
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Audience  vs.  rates 

A research  study  compiled  by 
The  Katz  Agency,  station  repre- 
sentative, indicates  that  spot  tv 
rate  increases  over  the  past  five 
years  have  been  less  than  in- 
creases in  tv  homes  and  viewing. 

Katz  used  A.C.  Nielsen  Co. 
figures  for  January-February  of 
1955  and  1960  and  a special  tab- 
ulation of  a sample  of  50  major 
markets  picked  at  random  as  the 
bases  for  its  study.  It  ascertained 
that  while  the  number  of  tv 
homes  rose  by  45.8%  from  1955 
to  1960  (31  million  to  45.2  mil- 
lion), the  rate  increase  on  a 50- 
station  lineup  amounted  to 
38.2%  for  Vt.  -hour  nighttime 
programs,  45.2%  for  one-minute 
daytime  on  the  open  rate  and 
30.7%  for  year-around  rate.  The 
study  also  reports  that  house- 
holds viewing  weekday  daytime 
tv  increased  by  59.7%  from  1955 
to  1960;  daytime  viewing  hours 
rose  by  60.9%  and  nighttime 
viewing  hours  by  44.5%. 


succeed,  13-week  run  is  planned,  start- 
ing June  17. 

At  sea  in  D.C.  ■ United  Artists  Corp., 
which  held  an  invitational  world 
premiere  of  “The  Gallant  Hours,”  star- 
ring James  Cagney  as  Fleet  Admiral 
William  F.  Halsey,  in  Washington, 
D.C.,  May  13,  promoted  the  opening 
via  saturation  spot  schedules  on  14 
radio  stations  in  the  area.  A two-week 
radio  drive  linked  with  the  U.S.  Navy’s 
national  recruiting  campaign  will  fol- 
low. Similar  radio  schedules  are  planned 
on  a national  basis,  depending  on  re- 
sults in  the  Nation’s  Capital.  UA  places 
its  business  direct. 

■ Also  in  advertising 

Seaside  selling  ■ The  largest  advertis- 
ing and  promotional  campaign  ever 
undertaken  by  Seaside  Oil  Co.,  L.A., 
has  been  launched  through  The  Mc- 
Carty Co.,  that  city,  its  agency.  An 
estimated  25%  of  the  budget  will  go 
into  tv  with  the  company  sponsoring 
Seven  League  Boots  on  KHSL-TV  Chi- 
co, KEYT  (TV)  Santa  Barbara  and 
KOVR  (TV)  Stockton-Sacramento,  and 
Seaside  News  Roundup  Wednesday 
nights  on  KJEO  (TV)  Fresno,  all  Cal- 
ifornia. 

Agency  move  ■ R.  Jack  Scott  Inc., 
Chicago  advertising  agency,  has  moved 
from  814  N.  Michigan  Ave.  to  51  E. 
Superior  that  city,  doubling  its  office 
space.  Telephone  remains  Whitehall 
4-6886. 


Merger  ■ Phillips-Ramsey  Inc.,  San 
Diego  advertising  and  public  relations 
agency,  has  acquired  and  merged  with 
Ptak  & Richter  Adv.,  Phoenix,  Ariz. 
According  to  President  Charles  C.  Ram- 
sey, the  merger  adds  18  clients  to  the 
P-R  list  and  boosts  the  agency’s  gross 
billings  to  $3  million  annually.  The 
Phoenix  agency  will  retain  its  old  name 
with  the  P-R  title  added.  Offices  are 
at  812  Guaranty  Bank  Bldg.  At  the 
time  of  the  merger,  P&R  had  annual 
billings  of  some  $500,000  and  a staff 
of  seven. 

BBDO  radio  study  ■ BBDO  is  marshal- 
ling a new  study  on  radio,  first  such 
major  project . since  agency’s  65-page 
analysis  made  for  clients  nearly  four 
years  ago.  That  study  found  radio  a 
necessity  for  advertiser  and  public 
(Broadcasting,  Oct.  1,  1956),  traced 
the  history  of  the  medium  both  before 
and  after  television.  The  new  study  will 
report  on  what's  happened  to  radio 
since  then. 

Moving  day  ■ Rose  - Martin  Adv. 
moves  to  new  headquarters  at  3 West 
57  St.,  N.Y.  19. 

New  quarters  ■ George  Page  Barnes, 
New  Orleans  advertising  agency,  has 
set  up  new  offices  at  400  Market  St.  The 
agency  specializes  in  television  and  re- 
lated merchandising  services  and  also 
offers  diversified  public  relations  serv- 
ices. 

Two  agencies  win 
commercial  awards 

Liller,  Neal,  Battle  & Lindsey,  At- 
lanta, and  Henderson  Adv.,  Greenville, 
S.C.,  were  first-prize  winners  in  the 
radio  and  tv  commercial  categories, 
respectively,  in  the  competition  for 
southeastern  advertising  agencies  con- 
ducted by  the  Radio  and  Television 
Representatives  Assn,  of  Atlanta. 

For  its  radio  commercial  campaign 
for  Colonial  Stores  Inc.,  which  was 
judged  to  show  greatest  sales  effective- 
ness, LNB&L  won  the  radio  plaque. 
Henderson  won  the  top  tv  award  for 
the  sales  effectiveness  of  the  Texize 
Chemical  commercials.  Other  agencies 
winning  certificates  of  excellence  for 
radio  commercials  were:  Cabell  Eanes 
Inc.,  Richmond,  Va.,  for  the  Virginia 
State  Apple  Commission;  D’Arcy  Adv.. 
Atlanta,  for  Lance  Inc.;  Tucker  Wayne 
& Co.,  Atlanta,  for  Creomulsion  and 
Sealtest  Foods — Southern  Div. 

Television  commercial  certificates  of 
excellence  were  won  by:  Cargill,  Wil- 
son & Acree,  Richmond,  for  Smithfield 
Packing  Co.;  Burke  Dowling  Adams, 
Atlanta,  for  Citizens  and  Southern  Na- 
tional Bank;  Tucker  Wayne  & Co.,  At- 
lanta, for  American  Bakeries  Co.,  Me- 
rita Div. 

BROADCASTING,  May  30,  1960 


BIG  LIFT  for  BIG  CITY  TRAFFIC 

WSB  Radio’s  helicopter  reports  keep  Atlanta  motorists  moving 

Hovering  high  above  busy  traffic  lanes,  WSB’s  helicopter 
reporter  alerts  rush-hour  motorists  to  driving  hazards, 
bottlenecks,  offers  advice  on  less  congested  routes.  The 
whirly-bird  augments  WSB’s  already  well-established 
auto  traffic  patrol,  and  adds  more  strength  to  this 
station’s  over-all  news  service  in  the  public  interest. 

It  is  the  kind  of  service  that  saw  WSB  making  a clean 
sweep  of  the  Georgia  Associated  Press  Broadcasters 
Association  Radio  News  Awards  for  1959  — “Superior” 
in  all  news  categories,  and  a total  of  ninteeen  awards  for 
WSB  and  WSB  newsmen.  No  other  Georgia  station  has 
ever  received  such  outstanding  recognition. 


Affiliated  with  The  Atlanta  Journal  and  Constitution.  NBC  affiliate.  Represented  by  Petry.  Associated  with  WSOC/WSOC-TV,  Charlotte;  WHIO/WHIO-TV,  Dayton. 
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REACHES  MORE  FAMILIES 
IN  ALL  CATEGORIES  THAN 
ANY  OTHER  PHILADELPHIA 
STATION-  CALL  KATZ 


RADIO’S  AUTO  MARKETING  ROLE 

Medium  called  ‘one  of  most  essential’ 
in  the  marketing  of  new  automobiles 


What  is  radio’s  responsibility  as  a 
marketing  tool  for  automobiles  in  to- 
day’s competitive  situation? 

That’s  the  question  that  Don  Jones, 
vice  president  in  charge  of  the  western 
division  of  MacManus,  John  & Adams, 
and  George  Genzmer,  western  division 
marketing  director  of  the  agency,  asked 
the  members  of  the  Southern  California 
Broadcasters  Assn.  May  19,  at  the 
radio  group’s  monthly  luncheon  in  Hol- 
lywood. 

The  problem  of  marketing  new  cars 
successfully  is  especially  difficult  in  the 
“complicated,  oversold  Los  Angeles 
market,”  Mr.  Jones  stated.  Noting  that 
his  agency  for  many  years  has  repre- 
sented two  major  automobile  clients — 
Pontiac  and  Cadillac  (and  has  used 
radio  regularly  for  them  in  Los  Angeles) 
— he  expressed  the  firm  belief  that  “one 
of  the  essential  mediums  necessary  for 
the  success  of  most  new  cars  marketing 
and  advertising  programs  is  radio.” 

Last  fall,  Mr.  Jones  pointed  out,  three 
new  compact  cars  were  introduced  by 
American  manufacturers,  all  with  heavy 
spot  radio  budgets,  plus  all  the  regular 
automobiles  who  also  used  spot  radio  in 
heavy  introductory  campaigns  for  their 
new  models.  “From  January  to  May,” 
he  added,  “radio  channels  have  been 
saturated  with  automotive  radio  adver- 
tising through  local  dealers,  dealer  as- 
sociations and  some  continuing  factory 
money.” 

More  to  come  ■ By  this  fall,  “there 
will  be  at  least  11  compact  cars  either 
being  introduced  or  introducing  new 
models,”  Mr.  Genzmer  stated.  The  com- 
pacts, he  noted,  find  their  market  in 
three  places:  “among  used-car  buyers 
who  can  now  afford  to  become  new 
car  buyers,  among  the  buyers  of  for- 
eign cars  who  were  buying  because  of 
gas  and  other  operating  economies,  but 
who  want  more  room  and  more  com- 
fort, and  among  buyers  of  t'  e low- 
priced  three  who  would  prefer  more 
operating  economies  than  they  are  get- 
ting . . . 

“There  is  a huge  new  market  today 
among  unskilled  workers,  whose  income 
is  now  at  its  highest  point,”  Mr.  Genz- 
mer continued.  “We  think  this  market 
should  be  of  great  interest  to  you  be- 
cause radio  and  television  are  the  best 
means  of  reaching  this  audience — and 
radio  is  the  medium  that  can  be  used 
with  necessary  frequency.” 

Looking  ahead  to  fall,  when  the  11 
compact  car  lines,  plus  the  traditional 
models,  will  be  vying  for  choice  radio 
time,  Mr.  Jones  posed  three  questions 


to  the  Southern  California  radio  station 
managers: 

■ What  is  radio  going  to  do  about  I 
the  “log  jam?”  He  claimed  stations  had 
built  up  the  power  of  traffic  time  to  the  I 
point  of  idolatry,  so  that  timebuyers  ! 
will  accept  no  other  placement.  Radio 
should  point  out  the  advantages  of  other 
time  and  take  steps  to  make  sure  other  I 
other  time  has  advantages.  Stations 
should  also  take  steps  to  let  agencies 
know  their  criteria  fof  allocating  traffic  | 
time  to  assure  the  agencies’  buyers  they 
are  “getting  a fair  shake,”  Mr.  Jones 
warned. 

■ What  are  you  doing  to  put  stimu- 
lating new  programs  on  the  air?  Mr. 
Jones  said  that  better  programming  j 
would  have  greater  influence  on  the 
women’s  market  than  the  present  sched- 
ules. He  pointed  out  that  the  woman’s  : 
voice  in  selection  of  cars — particularly 
compact  ones — is  substantial.  Too  much 
programming  is  imitative,  he  charged. 

■ What  vital  merchandising  programs  j 
can  you  furnish?  Local  radio  has  a re- 
sponsibility for  merchandising,  partic- 
ularly in  the  automotive  field,  Mr.  Jones  \ 
said.  A cycle  should  be  built  from  com- 
mercial to  final  wrap-up  of  the  sale,  he 
stated,  adding  that  stickers  on  cars  urg- 
ing people  to  listen  to  a certain  show 
are  not  enough.  He  urged  that  radio 
pay  attention  to  local  dealer  groups  as 
well  as  national  manufacturers  to  show  | 
the  dealers  radio’s  tangible  results. 
“Help  us  prove  that  local  radio  did  the  j 
job — not  newspapers  or  magazines  or  ; 
network  tv,”  he  said,  suggesting  that  | 
this  might  be  done  with  “something 
newer  and  fresher  than  ‘Disc  Jockey 
Rocky  sent  me.’  ” 

Mr.  Jones  concluded  his  address  by  j 
discussing  the  amount  the  1 1 compact  ' 
cars  on  the  market  in  1960  would  prob- 
ably spend  this  year  and  wondering  ! 


Everybody  bought 

Group  of  55  advertisers — five 
mobile  home  manufacturers,  25 
suppliers  and  25  trailer  parks — 
have  been  co-sponsoring  20-min- 
ute  segment  of  Bill  Burrud’s  Holi- 
day on  KCOP(TV)  Los  Angeles 
each  Friday  for  13  weeks,  since 
May  5.  In  the  cooperative  adver- 
tising project,  the  various  com- 
panies have  no  organization,  no 
advertising  agency,  but  were 
rounded  up  by  the  sales  depart- 
ment of  Bill  Burrud  Productions. 
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OR  CLEAR? 


Does  she  filter  you  out  or  hear  you  through?  It  depends  on  whether  her  radio  is  tuned  in— or  just 
turned  on.  Listeners  to  the  CBS  Owned  Radio  Stations  are  tuned  in  and  alert,  because  C-0  pro- 
gramming demands  it.  It  is  radio  for  the  active  attention  of  the  adult  mind— not  just  a substitute 
for  silence.  Locally-produced  C-0  shows  include  live  music,  comedy,  opinion  forums,  educa- 
tion, special  events,  regional  news,  documentaries,  interviews,  sports,  farm  shows,  business 
reports— everything  that  interests  people.  And  added  to  all  this  is  the  unique  strength  of  the 
CBS  Radio  Network,  with  its  schedule  of  star  personalities,  drama,  comedy,  complete  news 
coverage  and  analysis,  public  affairs  and  great  live  music  programs.  This  is  responsible 
broadcasting.  It  gets  a responsive  audience.  And  gets  response  to  your  advertising,  too! 


CBS  OWNED  RADIO  STATIONS 

REPRESENTED  BY  CBS  RADIO  SPOT  SALES 


CO 


KCBS  SAN  FRANCISCO  KMOX  ST.  LOUIS 
KNX  LOS  ANGELES  WBBM  CHICAGO  WCAU 
PHILADELPHIA  WCBS  NEWYORK  WEEI  BOSTON 


«S* 


BILLION 
DOLLAR 
MARKET 
WITH  A 
MILLION 
PEOPLE 


BIG  MOVIES 
+BIG  AUDIENCE 
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responsible  broadcasting 


what  percentage  of  this  budget  would 
go  to  radio.  The  answer,  he  said,  de- 
pends on  radio’s  creative  solution  to  the 
problems  of  time  availabilities,  good 
programming  and  more  effective  adver- 
tising support. 

DIRECT  LINE 

Agency  closed  circuit 
planned  by  Videotape 

Within  the  next  four  to  six  weeks, 
Videotape  Productions  of  New  York 
Inc.  will  be  connected  via  closed-circuit 
tv  cable  with  at  least  one  advertising 
agency.  Before  the  end  of  the  year  it’s 
expected  that  the  closed-circuit  arrange- 
ment will  encompass  other  commercial 
production  companies  and  many  other 
agencies,  according  to  plans  announced 
last  week  by  John  B.  Lanigan,  vice  pres- 
ident of  Videotape  Productions. 

Conceived  by  Videotape  Productions 
more  than  a year  ago,  the  project  is 
now  being  developed  by  the  New  York 
Telephone  Co.,  which  will  set  up  a 
30-line  switchboard  designed  to  give 
complete  service  to  a large  number  of 
producers  and  agencies.  A two-way 
line  of  audio  and  video  communica- 
tion will  exist  between  an  agency  and 
the  company  handling  its  commercial 
production.  Installation  will  be  a sim- 
ple operation  at  agencies  located  in 
many  of  New  York’s  newer  buildings, 
which  are  already  equipped  with  the 
cables,  Mr.  Lanigan  pointed  out.  Cost 
to  an  agency  would  include  the  in- 
stallation charge,  a monthly  rental  and 
unit  use  charges.  “The  cost  would  be 
covered  in  the  savings  on  cab  fare 
alone,”  he  added. 

Advertising  agency  executives  will 
be  able  to  sit  in  their  own  offices  and 
watch  their  commercials  being  taped 
blocks  away  at  Videotape  Center,  Mr. 
Lanigan  said.  They  will  also  be  able 
to  discuss  the  commercials  with  the 
producer  in  the  studio,  and  to  cast  the 
commercials  through  the  use  of  taped 
files  of  models  and  announcers.  Agen- 
cies with  tv  workshops  can  pipe  com- 
mercial experimentation  to  Videotape 


agement  and  creative  people  to  accept 
or  alter  commercials  within  moments 
after  they  have  been  recorded,  while 
talent,  crews  and  sets  are  still  at  hand. 

Mr.  Lanigan  and  Howard  S.  Meig- 
han,  president  of  Videotape  Produc- 
tions, also  announced  last  week  plans 
to  move  the  Videotape  Center  from  its 
present  location  in  the  Century  The- 
atre to  new  studios  designed  solely  for 
video  tape  production.  The  move 
would  not  take  place  for  more  than  a 
year. 

TvB  report  fills  gaps 
on  tv  spot  buying 

Nearly  every  advertising  agency  will 
vouch  for  heavy  tv  advertiser  use  of 
minute  announcements.  But  informa- 
tion on  buying  into  spot  programs  or 
IDs  (station  identification,  10-second 
duration)  is  not  so  readily  available. 

The  statistical-minded  Television  Bu- 
reau of  Advertising  this  week  fills  in 
some  of  the  gaps.  TvB  detailed  the  fol- 
lowing in  an  announcement  today  (May 
30): 

■ A total  236  companies  spent  $50,- 
000  or  more  in  IDs  last  year.  The  gross 
time  purchase  amounted  to  $64,512,- 
000  or  10.7%  of  the  total  national  and 
regional  spot  tv  advertising  ($605.6 
million).  In  1948,  the  gross  accounta- 
ble by  ID  purchases:  $56.8  million  with 
189  companies  spending  $50,000  or 
more. 

■ A total  238  companies  spent  $50,- 
000  or  more  in  spot  programs  in  1959, 
or  a total  $80,385,000  representing 
13.2%  of  all  national  and  regional  spot. 

Also  revealed  were  the  brand  leaders 
in  each  category.  In  spot  programs: 
Colgate-Palmolive  and  Procter  & Gam- 
ble each  advertised  18  brands;  Ameri- 
can Home  Products,  General  Mills, 
General  Motors,  Lever  Bros.,  National 
Biscuit  and  Ralston  Purina,  each  had 
nine  or  more  brands. 

The  ID-heavy  advertisers  (each  buy- 
ing for  10  or  more  brands)  American 
Home  Products,  Bristol-Myers,  Colgate- 
Palmolive,  Helene  Curtis  Industries, 


Center  for  tape  or  kine  recording.  The  General  Foods, 
new  service  will  permit  agency  man-  Gamble. 

Nalley’s  and 

Procter  & 

ARBITRON'S  DAILY  CHOICES 

111!: 

Listed  below  are  the  highest-ranking  television 
day  of  the  week  May  19-25  as  rated  by 
Instant  ratings  of  America  Research  Bureau. 

network  shows 
the  multi-city 

for  each 
Arbitron 

Date 

Program  and  Time 

Network 

Rating 

Thur.,  May  19 

Untouchables  (9:30  p.m.) 

ABC-TV 

23.1 

Fri.,  May  20 

77  Sunset  Strip  (9  p.m.) 

ABC-TV 

20.2 

Sat.,  May  21 

Gunsmoke  (10  p.m.) 

CBS-TV 

29.7 

Sun.,  May  22 

Alfred  Hitchcock  (9:30  p.m.) 

CBS -TV 

25.6 

Mon.,  May  23 

Danny  Thomas  (9  p.m.) 

CBS-TV 

23.5 

Tue.,  May  24 

Garry  Moore  (10  p.m.) 

CBS-TV 

20.5 

Wed.,  May  25 

Wagon  Train  (7:30  p.m.) 

Copyright  1960  American  Research  Bureau 

NBC-TV 

21.4 

30  (BROADCAST  ADVERTISING) 


BROADCASTING,  May  30,  1960 


A New  Version  of  a Famous  Microphone! 


. . . combining  all  the  advantages  of  the  famous  44-BX  and  Junior  Velocity 
Microphones . . . plus  latest  developments  in  modern  microphone  design 


Here  is  an  inexpensive  all-purpose  microphone  offer- 
ing excellent  performance.  Its  wide-range  frequency 
response  from  30  to  15,000  cycles  makes  it  ideal  for 
music  pickup.  Its  bidirectional  figure-eight  pattern 
permits  placing  of  performers  on  both  sides  of  the 
microphone.  A three-position  voice-music  switch 
provides  for  the  selection  of  the  most  desirable 
operation  characteristics. 

Designed  for  high  quality  studio  use,  its  lightness 
makes  it  ideal  for  indoor  remotes  where  high  fidelity 
reproduction  is  essential.  Like  the  44-BX,  it  is  very 

BROADCASTING,  May  30,  1960 


rugged,  will  provide  years  of  dependable  every  day 
service.  Another  fine  new  product  from  the  Broad- 
cast and  Television  Equipment  Division  of  RCA! 

For  complete  information  on  BK-llA  Microphones  for 
stand  or  desk  mounting,  see  your  RCA  Representative.  Or 
write  to  RCA,  Dept.  GE-22,  Building  1 5-1 , Camden,  N.J. 

The  Most  Trusted  Name  in  Electronics 

RADIO  CORPORATION  OF  AMERICA 
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PLANS  FOR  TV  CODE  EXPANSION 

NAB  board  meeting  to  review  procedures 


the  STORER  station 
backed  by  33  years  of 
responsible  broadcasting 


Plans  to  expand  the  NAB  Tv  Code 
structure  will  be  reviewed  at  a June  2 
meeting  of  the  NAB  Tv  Code  Review 
Board,  to  be  held  in  Washington.  The 
expansion  was  authorized  by  the  NAB 
Tv  Board  of  Directors  last  March. 

The  session  will  mark  the  first  Wash- 
ington business  meeting  of  the  board 
since  its  expansion  from  five  to  seven 
members.  E.K.  Hartenbower,  KCMO- 
TV  Kansas  City,  is  chairman.  He  suc- 
ceeded Donald  H.  McGannon,  West- 
inghouse  Broadcasting  Co. 

Membership  now  includes  (besides 
Chairman  Hartenbower)  Mrs.  A.  Scott 
Bullitt,  KING-TV  Seattle;  Gaines 
Kelley,  WFMY-TV  Greensboro,  N.C.; 
Robert  W.  Ferguson,  WTRF-TV  Wheel- 
ing, W.Va.;  James  M.  Gaines,  WOAI- 
TV  San  Antonio;  George  Whitney, 
KFMB-TV  San  Diego,  and  Joseph  Her- 
old,  KBTV  (TV)  Denver. 

Expansion  of  the  code  operation  in- 
cludes opening  of  a New  York  office 
to  be  staffed  by  an  assistant  director. 
The  office  is  to  be  opened  during  the 
summer,  providing  direct  contact  with 


MBS’  boxscore 

The  third  anniversary  of  Mu- 
tual’s “swap”  arrangement  with 
stations  will  be  celebrated  this 
Thursday  (June  2).  A tabulation 
prepared  for  the  occasion  by 
Charles  Godwin,  MBS  vice  presi- 
dent for  stations,  shows  that  from 
June  2,  1957,  to  June  2,  1960, 
the  network  added  as  affiliates 
278  stations,  which  had  never  be- 
fore had  network  affiliation.  Dur- 
ing the  same  time,  Mutual  lost 
136  stations,  of  which  74%  had 
previous  network  association  and 
62  had  been  independents.  The 
number  of  affiliates  is  now  455. 
Mutual’s  basic  method  of  opera- 
tion is  this:  It  provides  affiliates 
with  newscasts  on  the  hour  and 
the  half  hour,  with  the  station 
selling  the  former  and  retaining 
all  the  revenue  and  the  network 
selling  the  latter  and  keeping  all 
payment.  Option  time  is  limited 
to  Sunday  for  a total  of  6 Vi 
hours,  for  which  stations  are  re- 
imbursed a percentage  of  the  rate 
card.  Mutual  employes  refer  to 
the  operational  concept  as  the 
“Hurleigh  Plan,”  named  after 
Robert  F.  Hurleigh,  now  MBS 
president,  who  is  credited  with 
having  conceived  the  approach. 


advertisers,  agencies  and  networks. 

The  Washington  office  will  be  en- 
larged with  addition  of  James  J.  Gillis, 
33,  who  will  report  to  Harry  Ward, 
assistant  director.  Edward  H.  Bronson 
is  staff  director  in  charge  of  code  en- 
forcement. Mr.  Gillis  has  been  at  the 
Dept,  of  Justice  since  1952. 

The  code’s  dues  were  increased  re- 
cently to  the  highest  hourly  rate-card 
fee  of  member  stations  as  of  Oct.  31, 
1959,  with  a minimum  of  $300  and 
maximum  of  $1,200.  Network  dues 
were  increased  from  $1,500  to  $13,000 
yearly.  A few  complaints  about  the 
new  rates  have  been  received  but  the 
increases  were  generally  accepted  with- 
out adverse  comment. 

Topics  on  the  code  board  agenda 
include  proposed  interpretations  and 
amendments  to  code  language;  results 
of  a revamped  monitoring  system;  con- 
sideration of  questionable  commercials 
and  program  material,  and  enforce- 
ment of  the  new  ruling  covering  partici- 
pation announcements,  adopted  in 
March  (Broadcasting,  April  4). 

The  board’s  planning  committee 
headed  by  Mr.  Herrold  will  meet  June 
1.  Representing  the  NAB  Policy  Com- 
mittee at  the  code  sessions  will  be  G. 
Richard  Shafto,  WIS-TV  Columbia, 
S.C.,  a former  code  chairman. 

KUTV(TV)  to  switch 
to  NBC-TV  in  fall 

KUTV  (TV)  Salt  Lake  City  (ch.  2) 
signed  last  week  to  switch  from  ABC- 
TV  to  NBC-TV,  effective  Oct.  2,  and 
said  an  extensive  colorcasting  opera- 
tion would  be  launched  and  news  cov- 
erage expanded  on  a major  scale  coin- 
cident with  the  change.  Ch.  4 KTVT 
(TV)  is  NBC’s  current  affilate  in  that 
market. 

George  C.  Hatch,  KUTV  vice  pres- 
ident, who  announced  the  move  jointly 
with  Harry  Bannister,  NBC  vice  pres- 
ident in  charge  of  station  relations, 
said  KUTV  has  ordered  RCA  equip- 
ment for  both  network  and  locally 
originated  colorcasts  and  expects  to 
present  at  least  60  hours  of  color  pro- 
gramming a month,  starting  this  fall. 
It  has  not  been  in  color,  he  said,  be- 
cause ABC-TV  originates  no  color  pro- 
grams. In  addition,  Mr.  Hatch  said 
KUTV  was  at  work  on  a project  which 
it  hoped  would  improve  the  quality  of 
feeds  of  NBC  to  affiliates  in  Idaho  and 
Montana. 

KUTV  is  owned  by  The  Salt  Lake 
Tribune  and  The  Ogden  Standard 
Examiner. 
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IN  INLAND  CALIFORNIA 

(AND  WESTERN  NEVADA) 

BEELINE  RADIO  DELIVERS 
MORE  FOR  THE  MONEY 


Now  KFBK  is  a full-time  CBS 
affiliate.  Top  CBS  news  and  enter- 
tainment features  have  been  add- 
ed to  the  already  diversified  and 
successful  McClatchy  programs. 
This  will  provide  a balanced  for- 
mat which  will  attract  more  list- 
ener-loyalty than  ever.  And  re- 


member that  KFBK  is  already 
Number  One  in  ratings  94%  of  the 
time,  6 AM  to  midnight  (Pulse, 
April  ’59) . 

Proven  performance  plus  new 
CBS  programming  means  your 
radio  story  gets  across  for  sure 
on  KFBK. 


McClatchy  Broadcasting  Company 

SACRAMENTO,  CALIFORNIA 
PAUL  H.  RAYMER  CO.,  NATIONAL  REPRESENTATIVE 
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CBS’  OWN  NORTHWEST  COMPROMISE 

Takes  second  Tacoma-Seattle  tv  affiliate,  settles  antitrust  suit 


CBS  last  week  settled  a $15  million 
antitrust  suit  by  taking  on  two  affiliates 
for  the  price  of  one,  almost,  in  the 
Tacoma-Seattle  market. 

The  settlement  ended  a triple  dam- 
age suit  filed  against  the  network  and 
KIRO-TV  Seattle  by  KTNT-TV  Ta- 
coma on  the  grounds  that  CBS  and 
KIRO-TV  had  conspired  to  take  the 
CBS  affiliation  away  from  KTNT-TV. 

CBS  will  offer  both  KTNT-TV  and 
KIRO-TV  as  dual  affiliates  in  the  Se- 
attle-Tacoma  market.  This  arrangement 
begins  June  1 and  runs  to  Dec.  31.  The 
rate  for  the  combined  affiliation  will  be 
the  same  as  the  present  rate  of  KIRO- 
TV  alone,  $1,000  per  Class  A hour. 

On  Jan.  1,  1961,  CBS  will  offer  both 
stations  at  a combined  rate  of  $1,300. 
Advertisers  will  have  the  choice  of  buy- 
ing both  stations  at  that  rate,  or  one  of 
the  two  at  the  $1,000  rate. 

These  arrangements  were  announced 
by  CBS  last  Wednesday. 

What  has  not  been  announced — 
and  could  not  be  confirmed — was  that 
CBS  also  paid  KTNT  $400,000  in  set- 
tlement of  the  multi-million  dollar 
private  antitrust  suit.  That  a large 
chunk  of  this  was  for  legal  fees  and 
expenses  in  connection  with  the  suit, 


was  understood  to  have  been  agreed 
upon. 

The  full  details  of  the  settlement  be- 
tween CBS  and  KTNT  may  never  be 
known  since  the  terms  of  the  agree- 
ment do  not  have  to  be  filed  in  court. 

Surprise  to  KIRO  ■ The  settlement, 
it  was  learned,  came  as  a surprise  to 
KIRO  officials.  They  learned  of  it 
Tuesday,  the  day  before  it  was  an- 
nounced. Presumably  the  action  against 
KIRO-TV  will  be  dismissed,  but  there 
was  no  announcement  of  this. 

An  attempt  by  CBS  to  settle  the  suit 
some  months  ago  was  successfully 
resisted  by  KIRO,  it  was  also  learned. 

CBS  officials  were  silent  last  week  on 
their  reasons  for  settling  the  suit  in- 
stead of  defending  it,  but  it  was  learned 
on  reliable  authority  that  the  network 
and  its  legal  advisers  feared  the  con- 
sequences of  a loss  would  be  far  more 
severe  than  the  damages  in  this  case 
alone.  The  network’s  view  was  that 
if  KTNT-TV  won  its  case,  it  would  be 
all  but  impossible  for  any  network  to 
change  affiliations  in  the  future. 

Dual  Deal  ■ The  practical  effects  of 
the  dual  affiliation  set  up  by  the  CBS 
settlement  were  the  subject  of  con- 
jecture last  week.  It  was  pointed  out 


that  CBS,  like  other  television  net- 
works, no  longer  has  a must-buy  policy 
requiring  advertisers  to  purchase  cer- 
tain stations  in  a network  lineup.  Hence 
advertisers  cannot  be  forced  to  take 
both  KTNT-TV  and  KIRO-TV,  or  one 
in  preference  to  the  other,  or  either, 
for  that  matter. 

CBS-TV  officials  last  week  took  the 
position  that  the  added  coverage  pro- 
vided by  both  stations,  as  compared 
with  that  provided  now  by  KIRO-TV 
alone,  would  easily  justify  the  $300 
extra  it  will  cost  advertisers  to  buy 
both  after  Jan.  1. 

The  $1,300  combined  rate  for  both 
the  CBS-TV  affiliates  will  be  roughly 
comparable  to  the  rates  of  the  affiliates 
of  other  networks  in  the  market,  CBS- 
TV  officials  pointed  out.  The  present 
CBS  rate  of  $1,000  for  the  market  is 
under  the  others. 

Both  KTNT-TV  and  KIRO-TV  are 
vhf  stations;  KTNT-TV  is  on  ch.  11 
and  KIRO-TV  on  ch.  7.  There  are 
three  other  v’s  in  the  Tacoma-Seattle 
market,  KING-TV  (ch.  5),  an  NBC 
affiliate;  KOMO-TV  (ch.  4),  an  ABC 
affiliate;  and  KTVW  (TV)  (ch.  3),  an 
independent. 

Charge  of  Secrecy  ■ KTNT-TV’s 
treble-damage  suit,  a civil  antitrust  ac- 
tion, was  filed  in  1958.  The  station, 
which  is  owned  by  the  Tacoma  Tribune, 
alleged  that  CBS  and  KIRO  had  a 
secret  understanding  that  was  put  into 
effect  in  February  1958  when  KIRO- 
TV  went  on  the  air.  Before  that  KTNT- 
TV  had  been  the  CBS-TV  affiliate  since 
1953.  KTNT-TV  said  that  the  CBS- 
KIRO  deal  violated  the  Clayton  Act. 

Last  April  U.S.  District  Judge  Wil- 
liam J.  Jameson  denied  a CBS  motion 
for  dismissal  of  the  suit.  The  case  was 
scheduled  to  go  to  trial  July  12  in 
federal  court  in  Tacoma. 

In  announcing  the  new  affiliation  of 
KTNT-TV  last  week,  CBS  made  no 
mention  of  the  lawsuit.  Neither  was  the 
suit  mentioned  in  an  announcement 
put  out  by  KTNT-TV. 

George  F.  Russell,  president  of  the 
Tacoma  Tribune  Publishing  Co.,  said 
the  reason  for  the  revived  affiliation 
was  “CBS’s  desire  to  increase  the 
audience  for  its  program  in  the  entire 
Puget  Sound  area  to  a competitive 
level  with  the  audiences  of  other  net- 
works.” 

He  said  the  KTNT-TV  would  make 
CBS-TV  programs  available  “to  many 
residents  of  the  Puget  Sound  area  who 
do  not  now  receive  a satisfactory  sig- 
nal.” 


Back  in  the  fold  ■ After  24  years, 
WEAN  Providence,  R.I.,  returns  to 
CBS  Radio  July  10  as  full  primary 
affiliate.  WEAN  was  one  of  original 
16  CBS  outlets  starting  in  1927.  H. 
William  Koster  (c)  studies  new  af- 
filiation contract  in  company  of  Wil- 


liam A.  Schudt  Jr.  (1),  vice  president 
in  charge  of  CBS  Radio  Affiliate  Re- 
lations, and  Arthur  Hull  Hayes,  CBS 
Radio  president.  WEAN  has  been 
affiliated  with  Yankee  Network  and 
was  with  MBS  until  last  year  when 
WRIB  Providence  became  Mutual. 
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IT’S 

BEEN 

AN 

“AWARDING” 

YEAR 

AT 

WGN- 

TELEVISION! 


Quality  • Integrity  • Responsibility 


AWARDED 
TO  M 


f W6N-TV  NEWS 

;FOR  DISTINGUISHED 
SERVICE 
IN 

JOURNALISM 
1 9f^5  9 


award 


Our  thanks  to  Sigma  Delta  Chi  for  selecting  the 
WGN-TV  News  department  to  receive  the  Sigma 
Delta  Chi  Television  Reporting  Award  for  1959. 
To  quote  from  the  citation:  'Tn  its  coverage  of  an 
air  crash  near  Midway  Airport,  WGN-TV  dis- 
played an  ability,  not  only  to  get  the  story  in  the 
face  of  obstacles,  but  to  get  it  accurately,  com- 
pletely, effectively,  and  uniquely.  All  in  all,  the 
coverage  was  full,  complete, r .welhrounded  and 
technically  excellent.” 


award 


The  coveted  1959  Peabody  Award  for  "television 
entertainment,  musical”  was  won  by  WGN-Tele- 
vision’s  "Great  Music  from  Chicago.” 


award 


The  Radio-TV  Mirror  Award  for  "the  best  musi- 
cal program  in  the  Midwest”  was  won  by  "Great 
Music  from  Chicago.” 


WON-TELEVISION 

CHICAGO 
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This  coveted  Animal  Agriculture  Award  was  presented  to  KWTV’s 
Farm  Director  Wayne  Liles  at  the  52nd  Annual  Convention  of  the 
American  Feed  Manufacturers  Association  in  Chicago. 

The  basis  for  judging  KWTV’s  Wayne  Liles  the  National  Winner, 
is  set  by  the  Association  as  follows : 

1 . Interest  and  ability  to  hold  the  farmers’  attention,  convey  the 
latest  information  and  stimulate  constructive  action. 


2.  Encourage  most  economical  production  of  livestock  and  poultry 
of  highest  quality,  fitting  best  into  market  demands. 


3.  Good  balance  between  management,  nutrition,  breeding,  animal 
health,  labor  saving,  finance,  marketing,  consumer  education, 
and  youth  activities. 


4.  Participation  in  field  days,  tours,  contests,  special  promotions 
and  assistance  in  animal  agriculture  activities. 


5. Results  from  the  above  activities  in  terms  of  special  develop- 


ments. 


KWTV  Farm 


Programming 


Morning  News  and  Farm  Markets 

7:30  to  7:45  A.M.,  Monday  through  Friday — News  of  rural 
interest  with  livestock  reports  direct  from  Oklahoma 
City  stockyards..  Also  grain  and  poultry  markets. 


Farm  News  and  Markets 

12:15  to  12:30  P.M.,  Monday  through  Friday — Farm  news 
with  daily  film  reports  on  livestock  quotations,  with 
owners  name  and  address,  class  and  grade  of  stock, 
weights,  prices,  and  name  of  purchasers. 


Saturday  Farm  Show 

12:30  P.M.,  Saturday — The  emphasis  is  on  state  farm  youth 
activities  in  4-H,  FFA  and  FHA. 


KWTV’s  Farm  Director  Wayne  Liles 
is  1959  National  Winner 
of  the  Animal  Agriculture  Award 

for  Farm  Directors  © 


OKLAHOMA  CITY 


->■7— 7— -rr 


Farm  youth  accomplishments  are  contin- 
ually spotlighted  by  KWTV.  Associate  Farm 
Director  Jim  Hedrick  (second  from  left) 
interviews  Grand  Champion  lamb  owner 
at  livestock  show,  as  purchaser  and  Okla- 
homa Governor  Edmondson  (far  right) 
look  on. 


Com /te  tOf/TV 

CoMHWHillf  fn>M 

Ue  TOMR  Hitt  SAtEfyoK/ef 

in  Ot/iicMi! 

EDGAR  T.  BELL,  General  Manager 
JACK  DeLIER,  Sales  Manager 


Chicago  council  lifts 
radio-tv  access  ban 

Chicago  broadcast  executives  last 
week  won  a qualified  victory  in  their 
fight  to  cover  city  council  proceedings 
with  the  tools  of  their  trade.  But  they’ll 
have  to  wait  until  next  fall  for  a de- 
cision on  permanent  unrestricted  ac- 
cess. 

That  was  the  sum  and  substance  of 
an  “agreement”  reached  by  station 
managers  and  news  directors  of  Chi- 
cago’s four  commercial  tv  stations  and 
the  council’s  rules  committee  headed 
by  Alderman  Harry  L.  Sain. 

Each  station  agreed  to  carry  one 
taped  two-hour  telecast  of  a council 
meeting  as  a public  service  “without 
prejudice  to  the  right  of  free  access  for 
television  news  coverage.”  The  meet- 
ings will  be  video-taped  and  carried 
the  following  Saturday  by  ABC’s 
WBKB  (TV)  on  May  27,  CBS'  WBBM- 
TV  on  June  10,  NBC's  WNBQ  (TV)  on 
June  24  and  independent  WGN-TV  on 
July  7. 

Broadcasters  also  won  the  “priv- 
ilege” to  abstract  audio  or  video  re- 
cording highlights  for  spot  newscasts 
prior  to  the  Saturday  public  service 
telecasts  and  to  edit  the  telecasts  to 
two  hours  if  the  meetings  run  longer. 

Each  station  will  provide  its  own 
newsmen  and  announcers  for  its  as- 
signed telecast.  Duplicate  tapes  will  be 
supplied  to  the  other  stations  for  spot 
news  purposes. 

The  formula  was  reached  by  sta- 
tion managers,  news  directors  and  al- 
dermen on  the  rules  committee  after 
considerable  controversy. 

A Modification  ■ It  is  intended 
as  a modification  of  a plan  suggested 
by  Sterling  C.  Quinlan,  ABC  vice 
president,  who  offered  WBKB's  facili- 
ties for  a periodic  public  affairs  tele- 
cast on  an  experimental  basis.  Other 
stations  pointed  out  the  offer  should 
not  be  made  a contingent  for  gaining 
equal  access  to  spot  news  (Broadcast- 
ing, May  23) 

Other  major  principals  involved  in 
the  equal  access  fight  were  Clark 
George,  vice  president  of  CBS-TV  sta- 
tions div.  and  general  manager  of 
WBBM-TV;  Ward  L.  Quaal,  vice  pres- 
ident and  general  manager  of  WGN- 
AM-TV;  Lloyd  E.  Yoder.  NBC  vice 
president  in  charge  of  WNBQ  and 
WMAQ;  William  Garry,  news  and  pub- 
lic affairs  director  of  WBBM-TV;  Tom 
Foy,  news  director  of  WGN-AM-TV; 
Frank  Jordan,  news  director  of  WNBQ 
and  WMAQ  and  Con  O’Dea  news  chief 
of  WBKB  which  planned  to  air  the 
first  public  affairs  telecast  Saturday 
(May  28).  The  council  recesses  for  the 
summer  after  July  7. 

Station  managers  and  rules  com- 


A  request 

Gene  Potts,  disc  jockey  for 
WGIV  Charlotte,  N.  C.  (known 
as  Genial  Gene  to  his  listeners) 
was  not  particularly  surprised 
when  a man  wandered  into  his 
studio  at  7:35  a.m.  one  morning 
last  week  and  requested  a tune. 
"Mary,  Don’t  You  Weep,”  was 
the  title  and  it  was  to  be  dedi- 
cated to  the  man’s  mother.  What 
did  unsettle  Mr.  Potts  was  the 
man’s  name — Millott  Faust — be- 
cause every  policeman  in  town 
had  been  out  on  an  all-night  man- 
hunt for  him  in  connection  with 
the  slaying  of  a patrolman.  The 
disc  jockey  told  the  fugitive  he 
should  give  himself  up.  Later  Mr. 
Potts  said  he  thought  this  is  what 
Mr.  Faust  had  in  mind  and  that 
“it  seemed  he  just  needed  some- 
one to  simplify  things  for  him.” 
Mr.  Potts  told  a minister,  who 
conducted  an  early-morning  show 
at  that  time,  that  he  would  run 
the  religious  show  if  the  clergy- 
man would  escort  the  fugitive  to 
the  police  station.  The  minister 
agreed  and  Mr.  Potts  alerted  the 
law  that  its  search  was  over. 


mittee  members  feel  the  experiment  is 
designed  to  “explore  all  facets”  of  tv 
coverage  and  that  it’s  conceivable  that 
telecasts  of  the  meetings  would  re- 
solve all  opposition  to  full  news  cov- 
erage. Primarily,  the  aldermen  have 
been  concerned  mostly  with  editing  of 
film  and  tape  which,  they've  often  felt, 
presented  their  views  and  physical 
gestures  out  of  context.  (Few  of  them 
objected  to  radio-tv  newsmen  and  com- 
mentators covering  council  meetings 
with  paper  and  pencil.) 

Meanwhile,  attorneys  for  the  city  of 
Chicago,  acting  on  behalf  of  the  coun- 
cil aldermen,  have  filed  a petition  in 
circuit  court  seeking  dismissal  of  the 
mandamus  action  brought  by  the  state’s 
attorney,  Benjamin  Adamowski  of  Cook 
County.  It’s  felt  the  state’s  attorney’s 
suit  might  have  been  rendered  some- 
what moot  in  view  of  the  rules  commit- 
tee’s decision,  but  it  was  understood 
that  legal  action  would  be  pursued 
until  the  council’s  rules  are  amended  to 
remove  the  radio-tv  ban. 

Rep  agreement  signed 

A reciprocal  representation  agree- 
ment between  NBC  and  Regie  No.  1. 
exclusive  advertising  representative  for 
Europe  No.  1 radio  station  in  Paris  was 
signed  last  week  by  NBC  Board  Chair- 
man Robert  W.  Sarnoff  and  Marcel 
Bleustein-Blanchet. 

An  announcement  from  NBC  last 
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Ihe  Nation's  Most  Successful  Regional  Network 
HEADQUARTERS  • SALT  LAKE  CITY  • DENVER 
% ■ Contact  Your  Avery  Knodel  Man 


week  stated  that  the  network  will  serve 
as  advertising  representative  in  the 
U.  S.  for  Regie  No.  1 and  the  latter 
organization  will  serve  the  network  in 
Europe  in  a similar  capacity.  It  was 
learned  that  the  agreement  is  more 
far-reaching,  including  plans  for  an 
exchange  of  programming;  the  provid- 
ing of  professional  assistance  by  NBC 
to  Regie  No.  1,  and  investment  by  the 
network  in  M.  Bleustein-Blanchet’s 
various  enterprises.  He  heads  the  larg- 
est advertising  agency  in  France  and 
has  a controlling  interest  in  Regie  No.  1 . 

NAB  names  members 
for  two  committees 

Two  committees — Finance  and  By- 
Laws — were  appointed  last  week  by  the 
NAB  Policy  Committee,  temporary 
guiding  body  of  the  association. 

Named  to  the  Finance  Committee, 
which  consists  of  NAB  board  members, 
were:  Radio  Fund — Merrill  Lindsay, 
WSOY-FM  Decatur,  III.,  chairman; 
Thomas  C.  Bostic,  KIMA  Yakima, 
Wash.;  Frank  Gaither,  WSB  Atlanta; 
Joseph  M.  Higgins,  WTHI  Terre 
Haute,  Ind.;  Rex  Howell,  KREX 
Grand  Junction,  Colo.,  and  Richard  H. 
Mason,  WPTF-FM  Raleigh,  N.C. 

Tv  Fund— W.  D.  Rogers,  KDUB- 
TV  Lubbock,  Tex.,  president;  Camp- 
bell Arnoux,  WTAR-TV  Norfolk,  Va.; 
Clair  R.  McCollough,  Steinman  Sta- 
tions; Eugene  S.  Thomas,  KETV  (TV) 
Omaha,  Neb.;  Willard  E.  Walbridge, 
KTRK-TV  Houston. 

Co-chairmen  of  the  By-Laws  Com- 
mittee are  Dwight  W.  Martin,  WAFB- 
TV  Baton  Rouge,  La.,  and  John  F. 
Patt,  WJR  Detroit.  Other  members 
are  Henry  B.  Clay,  KTHV  (TV)  Little 
Rock,  Ark.;  William  B.  Quarton, 
WMT-TV  Cedar  Rapids,  Iowa; 
B.  Floyd  Farr,  KEEN  San  Jose,  Calif., 
and  Harold  Hough.  WBAP  Fort 
Worth. 

Members  of  the  policy  group  are 
Mr.  McCollough,  chairman;  Mr.  Lind- 
say, and  G.  Richard  Shafto,  WIS-AM- 
TV  Columbia,  S.C. 

New  home  for  WJXT 

WJXT  (TV)  Jacksonville,  Fla.,  last 
week  moved  into  its  new  $1  million- 
plus  Broadcast  House.  The  building 
contains  40,000  square  feet,  twice  the 
size  of  former  quarters,  and  includes 
two  identical  studios,  three  conference 
rooms,  two  lobbies  and  two  video  tape 
machines.  On  May  26,  WJXT  broad- 
cast a “tour”  of  the  new  facility  and 
has  welcomed  group  tours  and  is  offer- 
ing twice-weekly  public  tours.  Each 
guest  is  given  a 20-page  booklet  de- 
scribing the  building  and  station  opera- 
tion. 


Two  fire-destroyed 
stations  back  on  air 

Last  week  two  stations  rose  like  the 
phoenix  from  the  ashes  of  fires  that  had 
completely  razed  their  facilities.  WSPA- 
AM-FM-TV  Spartanburg,  S.  C.,  lost  no 
air  time  after  its  studios  were  gutted  by 
a May  16  fire  (Broadcasting,  May  23). 
KCFM  (FM)  St.  Louis  was  knocked  out 
for  one  week  following  a blaze  May  13 
and  is  now  back  on  the  air  with  a 
stronger  signal. 

The  St.  Louis  fire  destroyed  two 
transmitters,  a lOkw  and  a 3kw,  three 
complete  studios,  all  equipped  with 
dual-channel  boards,  three  newly-pur- 
chased  tape  recorders  and  two  others, 
in  addition  to  other  broadcasting  equip- 
ment. Last  to  collapse  was  the  station's 
new  tower.  KCFM  is  now  occupying 
temporary  studios  atop  Boatman's  Bank 
Building  and  transmitting  with  96  kw 
power. 

WSPA  has  leased  a large  one-floor 
building  at  123  N.  Converse  St.  for 
temporary  offices  and  studios.  The  ra- 
dio facilities  are  operating  from  auxil- 
iary studios  at  the  transmitter  on  high- 
way No.  23,  while  WSPA-TV  broad- 
casts from  auxiliary  studios  at  the  trans- 
mitter on  Paris  Mountain  near  Green- 
ville, S.  C.  Walter  Brown,  president  of 
the  stations,  says  plans  will  be  started 
for  new  and  modern  facilities  “just  as 
soon  as  we  are  back  to  the  normal 
operation  from  our  temporary  quar- 
ters.” 

■ Rep  appointments 

B WCAE  Pittsburgh:  Daren  F.  Mc- 
Gavren  Co.,  N.Y. 

“ KAPE  San  Antonio:  Forjoe  & Co., 
N.Y. 

« WMAY  Springfield,  111.:  Daren  F. 
McGavren  Co.  as  national  representa- 
tive. 

■ KVFM  (FM)  San  Fernando,  Calif., 
will  hereafter  be  represented  by  its 
own  station  sales  staff. 

■ KARD-TV  Wichita,  Kan.:  Peters, 
Griffin,  Woodward  Inc.,  N.Y. 

■ KNOB-FM  Los  Angeles;  KAFE-FM 
San  Francisco;  KCMS-FM  Colorado 
Springs;  KCJC-FM  Kansas  City; 
KHFM  (FM)  Albuquerque;  KEEZ- 
FM  San  Antonio  and  WEBH-FM  Chi- 
cago: Modern  Media  FM  Sales,  De- 
troit. 

■ KPEN  (FM)  San  Francisco:  West- 
ern Fm  Broadcasting,  Hollywood. 

■ KENT  Shreveport,  La.  appoints  For- 
joe & Co.,  N.Y.  as  national  representa- 
tive. 

■ WINN  Louisville,  Ky.:  Daren  F.  Mc- 
Gavren Co.,  N.Y.,  effective  June  1. 
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still  growing 


NEW  YORK  LOS  ANGELES 

527  Madison  Ave.  3142 Wilshire Blvd. 
ELdorado  5-3720  DUnkirk  3-2910 

CHICAGO  SAN  FRANCISCO  DETROIT 

111  W.  Washington  St.  57  Post  St.  612  PenobscotBuilding 

STate  2-8900  SUtter  1-7440  WO  2-4595 


Keystone  covers  practically  100%  of  the  C & D 
counties  in  the  U.S.A.  and  is  program-tailored  for 
local  interest. 

Keystone  delivers  87%  coverage  of  all  farm 
markets  in  the  country,  the  greatest  farm  market 
coverage  available,  and  at  a cost  that  will 
surprise  you.  Buying  Keystone  gives  you  a 
personal  representative  in  each  market. 

Keystone  offers  PLUS  MERCHANDISING, 
specifically  designed  to  fortify  your  advertising  at 
the  point  of  sale.  Case  histories  are  available 
for  your  examination.  KEYSTONE  advertising 
WORKS  at  the  consumer  level  and 
at  the  dealer  level! 

Established  1940 


i “ — 

| Keystone  Broadcasting  System,  Inc.  Dept,  b-4 

I 111  West  Washington  St.,  Chicago  2,  III. 

j Please  send  us  your  complete  station  list  and  your  farm 
■ market  coverage  survey. 

I Name 

| Address : 

I Company  Name , 
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Image  more  Important  than  numbers 


The  results  of  a private  survey  by 
MBS  among  103  policy-creating  ad- 
vertising agency  executives  indicate 
that  the  “image”  of  a radio  station 
is  “as  important,  if  not  more  so” 
than  the  number  of  listeners  to  an 
outlet. 

A synopsis  of  the  survey  among 
chairmen,  presidents  and  vice  presi- 
dents in  charge  of  radio-tv  for  agen- 
cies, was  sent  to  mutual  stations  last 
week.  Robert  F.  Hurleigh,  president, 
stressed  that  the  survey  showed  that 
these  top-echelon  executives  were 
cognizant  of  the  importance  of 
“quality  radio”  and  these  decision- 


makers now  are  starting  to  “educate 
clients  and  their  own  agency  subor- 
dinates to  such  approaches  to  media 
buying  in  radio.” 

Mr.  Hurleigh  added  that  the  sur- 
vey reveals  that  top-level  agency 
officials  do  not  fear  provocative  pro- 
gramming. They  insist  upon  service 
to  the  community  and  suggest  the 
networks  otfer  that  type  of  pro- 
gramming which  local  stations  can- 
not provide.  The  “image”  of  a sta- 
tion favored  by  most  of  the  top 
agency  officials  was  one  that  pro- 
jected “aggressiveness,  forthright- 
ness, honesty,  community  service.” 


Pulse  Beat 

Unlisted  telephone  headaches:  If 

you  have  an  unlisted  number  in  New 
York,  here  is  an  announcement  any- 
one using  data  derived  in  any  way  from 
telephone  techniques  should  study,  an 
extra  headache,  and  a further  weaken- 
ing of  the  reliability  of  telephone-pro- 
duced data  or  diary  derivatives. 

The  New  York  Telephone  Company 

says,  in  a May  enclosure  to  subscribers 
with  private  numbers,  here  quoted : 

“The  top  line  of  your  enclosed  bill 
includes  a charge  of  50  cents  a month 
for  your  unlisted  telephone  number — a 
special  service  for  you  which  requires 
extra  work  to  make  sure  your  number 
is  not  published  or  given  out. 

“This  new  charge  is  covered  by  tariffs 
on  file  with  the  Public  Service  Com- 
mission and  is  being  applied  in  con- 
nection with  the  printing  of  your  new 
directory  this  month. 

“As  we  explained  in  our  recent  letters 
to  you,  there  has  been  a sharp  increase 
in  the  demand  for  unlisted  numbers.  If 
it  continues,  it  confronts  us  with  the 
prospect  that  from  a fourth  to  a third 
of  our  residence  customers  might  even- 
tually refuse  to  be  listed  in  the  di- 
rectory . . . 

"One  in  every  nine  unlisted.  In  May 

1959,  at  the  time  the  new  tariffs  were 
filed,  there  were  nearly  400,000  un- 
listed numbers  in  the  New  York  metro- 
politan area.  This  was  one  in  every 
nine  of  our  3,500,000  residence  custom- 
ers. The  number  had  been  increasing  at 
the  rate  of  one  for  every  two  residence 
telephones  added.  In  two  years  it  had 
gone  up  to  80,000.  If  it  were  to  grow 
at  this  rate,  it  is  not  hard  to  visualize 
750,000  — even  a million  — telephone 
numbers  unlisted.” 

Pulse  uses  face-to-face  interviewing: 

no  phones;  simply  a lot  of  shoe-leather, 
a strong  thumb  for  pressing  the  door- 
bells of  the  nation — 270  markets  plus! 
your  assurance  of  getting  the  100% 
full  sample — the  same,  constant,  reli- 
able base. 
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The  silent  treatment 

The  Communist  Party  of  the  U.S.A., 
New  York,  which  sent  letters  on  May 
17  to  all  seven  New  York  television  sta- 
tions for  information  on  time  availabili- 
ties and  the  cost  of  a quarter-hour  tele- 
cast, had  not  heard  from  a single  sta- 
tion a week  later.  Philip  Bart,  national 
organization  secretary,  said  last  week 
that  no  decision  had  been  made  on  what 
the  next  step  will  be  but  the  request 
probably  would  be  renewed. 

Mr.  Bart  said  the  party  would  like  to 
purchase  time  on  a weekday  evening 
on  any  one  of  the  seven  stations  for 
presentation  of  its  views  on  recent,  im- 
portant international  events,  especially 
those  pertaining  to  the  peace  and  secu- 
rity of  the  U.S.  He  indicated  that  one 
of  the  organization’s  officers  would  be 
designated  to  give  the  tv  talk  after  the 
time  is  secured.  Radio  time  may  be  con- 
sidered at  a later  date,  Mr.  Bart  said. 

■ Media  reports 

Moscow  bureau  reopens  ■ The  CBS 

News  Moscow  bureau  has  reopened 
under  the  direction  of  Marvin  Kalb, 
CBS  News  specialist  in  Russian  affairs, 
it  was  announced  last  week  by  John  F. 
Day,  vice  president,  news.  The  bureau 
has  been  closed  since  October  1958. 

WPEN  to  MBS  ■ WPEN  Philadelphia  is 
to  join  Mutual  today  (May  30).  The 
station,  on  950  kc  with  5 kw,  is  owned 
by  William  Penn  Broadcasting  Co.  Wil- 
liam B.  Caskey  is  executive  vice  pres- 
ident. 

NBC's  five  ■ NBC-TV  this  summer  is 
making  available  unsold  minutes  within 
five  prime-time  evening  programs  to  its 
affiliates  for  local  or  spot  sale,  the  time 
subject  to  network  recapture  after  two- 
week  notification.  The  programs  are 
Law  of  the  Plainsman  (Thur.,  7:30-8 
p.m.),  Cimarron  City  (Fri.,  8:30-9:30 


p.m.),  Moment  of  Fear  (Fri.  10-11 
p.m.),  Head  of  the  Class  (Fri.,  8-8:30 
p.m.),  and  Music  on  Ice  (Sun.,  8-9 
p.m.).  Minutes  as  a rule  are  accom- 
modated three  in  a half-hour  program 
and  six  in  hour  shows. 

Upward  and  outward  ■ WPAT-FM 
Paterson,  N.J.,  has  started  broadcast- 
ing from  its  new  transmitter  site  atop 
the  Chrysler  Tower  in  midtown  Man- 
hattan. According  to  Dickens  J.  Wright, 
president  of  WPAT-AM-FM,  the  move 
from  Clifton,  N.J.,  gives  the  fm  outlet 
a signal  reaching  an  estimated  17  mil- 
lion people  and  5 million  homes.  Mr. 
Wright  says  available  sources  show  at 
least  50%  of  the  homes  are  equipped 
with  fm  receivers. 

Sign  for  conventions  ■ Radio  Press  In- 
ternational, N.Y.,  has  signed  53  radio 
stations  in  30  states  for  its  coverage  of 
the  political  conventions  this  summer. 
The  voiced  news  service  will  send  a 
news  team  of  six  reporters  to  both  Los 
Angeles  and  San  Francisco.  RPI’s  over- 
seas news  staff  will  report  international 
reaction  to  the  conventions’  develop- 
ments. 

Lucky  13  ■ The  Bolling  Co.  has  opened 
a Minneapolis  office,  to  be  managed  by 
James  D.  Bowden.  The  office,  the 
thirteenth  Bolling  branch,  is  located  at 
1102  Northwestern  Bank  Building. 

New  rate  card  ■ WCBS-TV  New  York 
reports  that  a new  rate  card,  No.  21, 
will  become  effective  June  1.  Changes 
range  from  an  increase  of  5 or  6%  in 
prime  evening  spots  and  The  Late 
Show  participations  to  13%  for  The 
Early  Show  participations. 

Davis  memorial  ■ Establishment  of  an 
Elmer  Davis  Memorial  Fund  in  mem- 
ory of  the  late  reporter,  broadcaster 
and  author,  has  been  announced  by 
Columbia  U.  The  gift,  presented  on 
the  second  anniversary  of  Mr.  Davis’ 


40  (THE  MEDIA) 


BROADCASTING,  May  30,  1960 


The  tax  ® out  of  10  don't  know  about 


One  of  the  federal  government’s  largest  business  activ- 
ities is  the  production  of  electric  power  . . . but  80% 
of  the  American  people  have  not  yet  realized  the  gov- 
ernment has  been  using  their  taxes  to  pay  for  it. 

MULTI-BILLION  DOLLAR  BABY 

To  date,  more  than  $5,000,000,000  in  federal  tax 
funds  have  gone  to  put  government  into  the  electric 
light  and  power  business.  And  the  proponents  of  this 
federal1 ‘public  power”  are  after  another  $10,000,000,000 
— much  of  it  likely  to  come  from  the  unsuspecting 
taxpayer. 

This  free-handed  spending  of  the  taxpayers’  money 
has  slipped  by  almost  unnoticed  for  several  reasons. 
First,  there  has  never  been  a named  “public  power 
tax,”  to  alert  the  taxpayer.  Second,  there  has  been  no 
full-dress  national  discussion  of  the  matter.  And  it  has 
been  traditional  to  disguise  power  spending  as  “inci- 
dental” to  such  government  activities  as  flood-control, 
irrigation  and  navigation. 

THE  $10,000,000,000  THREAT 

“Public  power’s”  pressure  groups  apparently  count 
on  that  same  anonymity  and  lack  of  understanding  to 
get  the  $10,000,000,000  more. 

But  there  is  no  real  need  for  such  spending.  The 
hundreds  of  independent  electric  companies  are  able 
and  ready  to  supply  all  the  electricity  the  nation  can 
conceivably  need — without  tapping  the  taxpayer. 
The  companies  have  proved  they  have  the  financing, 
the  know-how  and  the  responsibility  to  do  it. 


THE  QUESTION  THAT  OUGHT  TO  BE  PUBLIC 

Shall  the  cost  of  new  electric  plants  be  put  up  by 
investors — or  will  the  long-suffering  taxpayer  have 
to  pay  most  of  the  bill?  The  answer  will  affect  future 
tax  levels,  inflationary  pressures,  and  the  extent  of 
government  encroachment  into  all  business. 

Unnecessary  taxing  is  only  part  of  the  full  story. 
The  coupon  below  will  bring  you  facts,  quotes  and 
figures  in  a new  free  booklet,  “The  Story  Behind  the 
Electric  Power  Picture.”  A few  of  the  topics  covered 
are  labor’s  attitude  toward  “public  power,”  and  the 
effects  on  communities  everywhere  of  subsidized  power 
and  growing  government  control. 

AMERICA’S  INDEPENDENT 
ELECTRIC  LIGHT  AND  POWER  COMPANIES 


POWER  COMPANIES 

Room  1113-U,  1271  Ave.  of  the  Americas,  New  York  20.  N.  Y. 

Please  send  promptly  the  material  checked  below: 

^1  The  new  free  booklet,  “The  Story  Behind  the 
Electric  Power  Picture” 

| | Names  of  companies  that  sponsor 
this  advertisement 
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Most  national  and  local  advertisers  of  all  Pittsburgh 

TV  Stations— confirmed  by  BAR,  December  1959.  And 
that’s  not  all!  ° Strongest  local  programming  of  all  Pittsburgh 
TV  stations!  Stronger  personalities  to  give  products  their 
endorsement!  Kids’  shows,  women’s  shows,  news  shows- 


all  rated  FIRST  in  their  time  periods  by  NIELSEN.  □ Any  year,  any  time  . . . largest 
share  of  audience*  of  all  Pittsburgh  stations ! Look  as  far  back  as  you  like  and  you’ll 
find  KDKA-TV  consistently  ahead  of  any  other  Pittsburgh  station.  ° Most  first-rated 
news  shows  of  all  Pittsburgh  TV  stations!*  □ That’s  why,  in  Pittsburgh,  no  spot  TV 
campaign  is  complete  without  the  WBC  station,  ItSCSIt-HL  / 

*Pgh.  area  N.S.I.,  Feb.,  1960  PITTSBURGH  Jbaidk  fd^Tt 

<0@®  WEST  I N GH  0 U S E BROADCASTING  COMPANY,  INC.  Represented  byTelevision  Advertising  Representatives,  Inc. 


death,  is  to  be  administered  by  the 
university’s  Graduate  School  of  Jour- 
nalism, and  will  finance  a continuing 
series  of  lectures  dealing  with  significant 
aspects  of  the  mass  communications 
field.  The  talks  will  also  be  taped  and 
filmed  for  broadcast. 

Commercial-free  Sundays  ■ KADO 
Marshall,  Tex.,  has  adopted  a total 
“good  music”  policy,  banned  rock  ’n’ 
roll  from  its  schedule  and  henceforth 
will  accept  no  commercial  announce- 
ments on  Sundays.  General  Manager  Bill 
Wells  says  he  feels  the  public  is  en- 
titled to  one  day  a week  with  nothing 
but  music,  news  and  special  broadcasts 
uninterrupted  by  commercials. 

Change  of  quarters  ■ Forjoe  & Co., 
station  representatives,  New  York, 
has  moved  from  580  Fifth  Ave.  to  new 
offices  at  230  Park  Ave.,  zone  17.  New 
phone:  Oregon  9-6820. 

Posthumous  honor  ■ William  Golden, 
creative  director  of  sales  promotion 
and  advertising  for  the  CBS-TV  net- 
work until  his  death  last  October,  was 
honored  posthumously  May  1 3 with  the 
13th  annual  award  of  the  National  So- 
ciety of  Art  Directors,  at  a dinner  given 
by  the  Philadelphia  Art  Directors  Club. 
In  the  principal  address,  John  Cowden, 
network  vice  president  in  charge  of  in- 


formation services,  praised  Mr.  Golden 
as  one  who  “was  willing  to  sacrifice 
anything — including  his  own  advance- 
ment [he  once  turned  down  a network 
vice  presidency] — if  he  felt  it  stood  in 
the  way  of  better  design  and  better 
advertising.”  The  CBS  “eye”  is  one  of 
Mr.  Golden’s  creations. 

RPI  signees  ■ WAKR  Akron,  Ohio, 
and  CFPL  London,  Ont.,  are  new  sub- 
scribers of  Radio  Press  International, 
voice  news  service. 

Seven  stations  win 
Sloan  safety  awards 

Seven  radio  and  tv  stations  and  six 
broadcast  advertising  sponsors  are  win- 
ners of  the  1959  Alfred  P.  Sloan  radio- 
tv awards  for  highway  safety.  Recipi- 
ents were  honored  last  Tuesday  (May 
24)  at  the  12th  annual  awards  dinner 
in  New  York,  at  which  Mr.  Sloan, 
former  head  of  General  Motors  Corp., 
urged  the  broadcasting  industry  to  use 
its  resources  to  create  greater  public 
understanding  of  the  need  for  better 
and  safer  highways. 

Mr.  Sloan  presented  the  plaque 
awards  to  the  following:  WICC  Bridge- 
port, Conn.  (1  kw  or  less  sustaining 
category);  KNUZ  . Houston  (special 


award  in  the  lkw  or  less  sustaining 
category);  WGN  Chicago  (over  1 kw); 
KLON-FM  Long  Beach,  Calif.,  (non- 
commercial educational  radio); 
KDKA-TV  Pittsburgh  (tv  sustaining 
category);  WJRT  (TV)  Flint,  Mich, 
(special  award  in  tv  sustaining  cate- 
gory); WMVS-TV  Milwaukee,  (non- 
commercial educational  tv);  Schneider 
Oil  Co.,  Salem,  Va.  (under  1 kw  radio 
station  commercial  category,  WBLU 
Salem,  Va.);  Allis-Chalmers  Mfg.  Co., 
Milwaukee  (1  kw  or  over  radio  com- 
mercial category,  WTMJ  Milwaukee); 
Standard  Oil  Co.  (Indiana),  Chicago 
regional  radio,  network  commercial 
category,  23  stations  in  14  states); 
Esso  Standard  Div.,  Humble  Oil  & Re- 
fining Co.  (national  radio  network 
commercial  category);  H.H.  Meyer 
Packing  Co.,  Cincinnati  (tv  station 
commercial  category,  WLWT  (TV)  Cin- 
cinnati), and  R.J.  Reynolds  Tobacco 
Co.,  Winston-Salem,  N.C.  (tv  network 
commercial  category). 

No  awards  were  conferred  in  the 
sustaining  categories  of  regional  or  na- 
tional radio  and  tv  networks.  The 
awards  are  sponsored  by  the  Alfred  P. 
Sloan  Foundation  and  administered  by 
the  National  Safety  Council. 

Changing  hands 

APPROVED  ■ The  following  transfers 
of  station  interests  were  among  those 
approved  by  the  FCC  last  week  ( for 
other  commission  activities  see  For 
The  Record,  page  78). 

■ KSLA-TV  Shreveport,  La. : Sold  by 
group  headed  by  Henry  E.  Linam  to 
KSLA  Inc.  for  $3,396,916.  Purchasers 
are  the  Journal  Publishing  Co.  (a  group 
headed  by  Douglas  F.  Attaway,  presi- 
dent), 61.37%,  and  others.  The  Jour- 
nal Publishing  Co.  publishes  the  Shreve- 
port Journal. 

■ KSJO-AM-FM  San  Jose,  Calif.:  Sold 
by  Santa  Clara  Broadcasting  Co.  to  a 
group  headed  by  Riley  Gibson  for 
$350,000.  Patrick  H.  Peabody,  chair- 
man of  Santa  Clara  Broadcasting,  will 
retain  25%  interest  in  KSJO  and  con- 
tinue as  chairman  of  the  new  company. 
Others  in  the  purchasing  group  are 
Douglas  Anderson  and  George  Mc- 
Connell, partners  in  the  Los  Angeles 
advertising  agency,  Anderson-McCon- 
nell,  and  Howard  J.  Haman,  general 
manager  of  KXOA-AM-FM  Sacramen- 
to. Purchasers  also  own  KXOA-AM- 
FM  as  well  as  KAGO  Klamath  Falls, 
Ore. 

■ KAFP  Petaluma,  Calif. : Sold  by 

Broadcast  Assoc.  Inc.  (a  group  headed 
by  William  Oliver,  president)  to  Lloyd 
Burlingham  for  $115,000.  Mr.  Burling- 
ham  is  owner  of  KCVR-AM-FM  Lodi, 
Calif.,  and  majority  stockholder  in 
KNOG  Nogales,  Ariz. 


MIDWEST  AM -TV 

$600,000 

Interesting  package  of  two  network 
television  and  two  radio  stations. 
$100,000  cash  and  balance  over  ten 
years. 

CALIFORNIA 

$250,000 

Growing  industrial  coastal  market. 
Good  cash  flow  that  permits  payout 
from  earnings.  Fulltime  facility, 
29%  down  and  reasonable  terms. 

IOWA 

$150,000 

Profitable  fulltime  faeibty  in  good 
market.  Ideal  for  owner-operator. 
$43,500  cash  down  payment. 

NEGOTIATIONS  • FINANCING  • 

APPRAISALS 

'JSlackbwtm  & Convpami 

Incorporated 

RADIO  - TV  - NEWSPAPER  BROKERS 

WASHINGTON,  D.  C.  MIDWEST  ATLANTA  WEST  COAST 

James  W.  Blackburn  H.  W.  Cassill  Clifford  B.  Marshall  Colin  M.  Selph 

Jack  V.  Harvey  William  B.  Ryan  Stanley  Whitaker  Calif.  Bank  Bldg. 

Joseph  M.  Sitrick  333  N.  Michigan  Ave.  Robert  M.  Baird  9441  Wilshire  Blvd. 

Washington  Building  Chicago,  Illinois  Healey  Building  Beverly  Hills,  Calif. 

STerling  3-4341  Financial  6-6460  JAckson  5-1576  CRestview  4-2770 
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in  Cleveland,  WHK  is  Now  No.  1 


WHK,  thanks  to  Metropolitan’s  unique  Gestalt  of  service,  news  and  showman- 


ship. The  New  WHK  delivers  Cleveland’s  largest  audience,*  and  advertisers  are 


GOVERNMENT  

A SEC.  31  7 THAT’S  MORE  DIGESTIBLE 

Final  details  on  identification  legislation  are  being  ironed  out 


A way  out  of  the  Sec.  317  mess  that 
would  make  everybody  happy — the 
House  Commerce  Committee  headed 
by  Rep.  Oren  Harris  (D-Ark.),  the  FCC, 
NAB,  ABC,  CBS  and  NBC— appeared 
set  last  week. 

After  several  weeks  of  study,  the 
committee  apparently  has  agreed  on 
legislation  suggested  by  NBC  in  a 
statement  (Broadcasting,  April  25) 
and  CBS  in  testimony  on  HR  11341 
(Broadcasting,  April  18),  and  incor- 
porating suggestions  by  other  witnesses. 

Still  in  disagreement  among  com- 
mittee members  after  they  met  last 
Wednesday  in  closed  session  with  at- 
torneys representing  broadcasters  to 
consider  a redraft  of  HR  11341: 

■ The  bill’s  provision  for  10-day 
suspension  of  license  at  the  FCC’s  dis- 
cretion. NAB  and  the  three  networks 
oppose  it  and  told  the  committee  they 
feel  there  are  other  remedies  to  disci- 
pline licensees  just  as  effective  as  sus- 
pension and  involving  less  hardship  on 
the  public.  The  FCC  favors  the  suspen- 
sion power  and  Rep.  Harris  reportedly 
hopes  to  keep  that  provision  in  the  bill. 

B The  measure’s  provision  permitting 
payoffs  among  applicants  for  a new 
broadcast  permit  only  if  payments  do 
not  exceed  actual  out-of-pocket  ex- 
penses incurred  in  prosecuting  an  ap- 
plication. The  industry  is  lined  up 
against  this  on  grounds  it  would  dis- 
courage bona  fide  mergers,  i.e.,  where 
an  applicant  under  present  practice 
agrees  to  withdraw  on  condition  he  re- 
ceive a specified  interest  in  the  remain- 
ing applicant,  such  interest  could  be 
interpreted  as  exceeding  his  actual  ex- 
penses. (The  redrafted  bill  has  dropped 
an  earlier  provision  that  the  FCC  would 


be  required  to  reopen  the  case  and  ac- 
cept new  applications  where  payoffs 
have  occurred,  even  though  approved 
by  the  FCC  as  proper.) 

(The  redraft  also  has  dropped  a pro- 
vision making  mandatory  a local  hear- 
ing on  applications  for  new  station  con- 
struction permits  or  major  changes  in 
facilities,  leaving  this  discretion  to  the 
FCC.  Its  quiz  rigging  sanctions,  follow- 
ing the  FCC’s  suggestion,  cover  only 
contests  of  intellect  or  chance,  exclud- 
ing games  involving  physical  skills.) 

Architects  of  Compromise  ■ The  re- 
draft of  Sec.  317,  which  the  House 
committee  apparently  has  agreed  to, 
was  made  in  consultation  with  Vincent 
Wasilewski,  NAB  director  of  govern- 
ment affairs;  Vernon  Wilkinson,  at- 
torney representing  ABC;  Thomas  K. 
Fisher,  CBS-TV  vice  president  and  gen- 
eral attorney,  and  Thomas  E.  Ervin, 
NBC  vice  president  and  general  at- 
torney. 

It  incorporates  NBC’s  suggestion  of 
two  laws  setting  up  a “chain  of  respon- 
sibility” by  which  non-licensees  would 
be  required  to  notify  the  licensee  of 
payments  which  would  require  a spon- 
sorship or  identification  announcement. 
This  “disclosure  statute”  (not  an  amend- 
ment to  the  Communications  Act) 
would  apply  to  station  employes,  net- 
works and  employes,  independent  pro- 
gram producers  and  employes,  and 
those  seeking  exposure  of  persons, 
products,  services,  trademarks  or  brand 
names  on  the  station.  Sec.  317,  in  turn, 
would  require  the  licensee  to  make  an 
“appropriate  announcement”  as  re- 
quired by  the  section  and  to  exercise 
“reasonable  diligence”  in  carrying  out 
Sec.  317  provisions. 


Along  lines  suggested  by  Mr.  Fisher, 
the  new  bill  narrows  the  definition  of 
“services  or  valuable  consideration”  by 
excluding  services  or  property  furnish- 
ed free  or  at  nominal  cost  unless  it  is 
given  in  consideration  for  identification 
of  any  person,  product,  service,  trade- 
mark or  brand  name  beyond  that  “rea- 
sonably related”  to  the  use  of  such 
service  or  property  in  the  broadcast. 

The  industry  representatives  in  com- 
ments said  they  cannot  believe  Congress 
intended  the  strict  interpretation  given 
Sec.  317  by  the  FCC  in  regard  to  free 
records.  They  acknowledged  some  pro- 
motional benefit  is  “inherent”  in  the 
very  use  of  a product  on  the  air,  but 
thought  an  announcement  would  give 
it  extra  promotion.  On  the  other  hand, 
undue  “pitch”  or  “plug”  type  use  on 
the  air  of  a product  furnished  by  a 
supplier  constitutes  payment  for  adver- 
tising and  should  require  an  announce- 
ment, they  said. 

The  group  cited  27  typical  examples 
to  show  how  certain  situations  might, 
or  not,  require  an  announcement. 

Label  Requirements  ■ The  bill,  as  re- 
drafted, authorizes  the  FCC  to  require 
announcements  in  any  instance  of  po- 
litical broadcasts  or  discussion  of  con- 
troversial issues  where  program  ma- 
terial is  furnished  free  or  at  nominal 
cost.  It  authorizes  the  FCC  to  waive 
requirement  for  announcement  where 
it  feels  the  public  interest  doesn’t  re- 
quire one,  authorizes  the  FCC  to  pre- 
scribe rules  to  carry  out  its  provisions 
and  would  apply  to  situations  which 
occur  only  after  enactment. 

The  FCC  approved  of  the  draft,  with 
minor  differences.  The  agency  said  the 
bill’s  broad  language  raises  problems 
of  where  to  draw  the  line  on  the  per- 
missible degree  of  identification  to  be 
allowed  without  the  necessity  of  an  an- 
nouncement, and  suggested  the  industry 
group’s  27  example  situations  and 
commentary  be  included  in  the  com- 
mittee’s report  so  as  to  express  congres- 
sional intent,  adding  that  perhaps  the 
committee  could  provide  similar  sugges- 
tions or  set  out  specific  guidelines  so 
the  commission  could  place  “reasonable 
interpretation”  on  the  bill’s  language. 

The  agency  felt  the  term  “reason- 
able diligence”  would  enable  it  to  hold 
the  licensee  to  his  responsibilities.  But 
it  felt  the  retroactivity  exemptions 
shouldn't  be  allowed  to  permit  the 
carrying  out,  after  enactment,  of  prior 
agreements  and  asked  that  this  pro- 
vision be  deleted. 


Architects  ■ These  four  broadcast 
attorneys  pooled  ideas  to  make  most 
of  the  Harris  payola  bill  palatable 
to  all.  L to  r:  Thomas  K.  Fisher, 
CBS-TV  vice  president  and  general 


attorney;  Thomas  E.  Ervin,  NBC 
vice  president  and  general  counsel; 
Vernon  Wilkinson,  attorney  for 
ABC;  Vincent  T.  Wasilewski,  NAB 
director  of  government  affairs. 
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POPULAR  SYLVANIA 
MERCURY-VAPOR  RECTIFIERS 


Maximum  Anode  Ratings 
Sylvania  Type  Voltage  (Vdc)  Current  (Adc) 


575-A 

15,000 

6.0 

673 

15,000 

6.0 

857-B 

22,000 

20.0 

866-A 

10,000 

1.0 

869-B 

20,000 

10.0 

872- A 

22,000 

20.0 

8008 

10,000 

5.0 

Talk  about  a stacked  deck!  This  one’s  packed  with  aces— and  they’re 
all  being  dealt  to  you.  Sylvania  offers  a powerful  “hand”  of  hard- 
working, high-efficiency  Mercury-Vapor  Rectifiers  for  your  power 
supply  replacement  needs. 

You’ll  find  these  husky  Rectifiers  have  the  kind  of  stamina  that  means 
longer  working  hours,  reduced  maintenance  time.  Your  station  man- 
agement will  value  that  Sylvania  brand  of  quality  because  it  offers 
lower  tube  costs  per  hour  of  operation. 

Deal  yourself  in!  Phone  your  Sylvania  Industrial  Tube  Distributor 
for  prompt  delivery  on  Mercury- Vapor  Rectifiers  and  all  Sylvania 
Tubes  for  AM,  FM,  VHF,  and  UHF.  Ask  for  the  descriptive  “Sylvania 
Industrial  Tubes”  booklet.  Or,  write  Electronic  Tubes  Division, 
Sylvania  Electric  Products  Inc.,  Dept.  125,  1100  Main  Street,  Buffalo, 
New  York  for  your  copy. 


Subsidiary  of  GENERAL  TELEPHONE  & ELECTRONICS  W 
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A brighter  side  to  the  317  mess 


100 


WEEKLY 

BUDGET? 


@ 


On  WJAR,  you'll  get  147,777 
home  impressions  on  a 6 to  9 
a.m.  schedule,  158,730  on  a 
9 a.m.  to  4 p.m.  schedule,  or 
164,190  on  a 4 to  7 p.m.  sched- 
ule, with  a higher  proportion 
of  adult  buyers,  and  the  lowest 
cost  per  thousand  impressions 
on  any  Providence  station.* 


200 


WEEKLY 

BUDGET? 


@ 


On  WJAR,  you'll  get  394,072 
home  impressions  on  a 6 a.m. 
to  9 a.m.  schedule,  423,280  on 
a 9 a.m.  to  4 p.m.  schedule,  or 
437,840  on  a 4 p.m.  to  7 p.m. 
schedule.  WANT  RESULTS?  BUY 
ADULTS  at  the  lowest  cost  per 
thousand  in  the  market.* 


"QUALITY  IS 
WELCOME  EVERYWHERE' 


Sister  station  of  WJAR  - TV 
Represented  by 

( EdwardY Petry &ICo.,  Inc.) 

VJCAJ 

The  Original  Station  Representative 


Sentiment  for  corrective  broadcast 
legislation  in  the  House  Commerce 
Committee  has  moderated  since  the 
autumn  quiz-payola  scandals,  ac- 
cording to  Rep.  William  H.  Avery 
(R-Kan.). 

Addressing  the  Kansas  Assn,  of 
Broadcasters  at  its  May  21-22  meet- 
ing in  Wichita,  he  said  a final  com- 
mittee bill  may  not  be  discrimina- 
tory against  the  industry  and  may 
even  be  helpful  to  licensees  and  ap- 
plicants. 

Rep.  Avery  said  the  bill  may  per- 
mit FCC  to  grant  licenses  in  partic- 
ular situations  for  less  than  three 
years.  He  felt  the  “protest  pro- 
cedure” language  will  be  modified 
to  provide  pre-grant  procedure  cor- 
recting unwarranted  delays  under  the 
McFarland  amendments  and  direct- 
ing Commission  hearings  if  neces- 
sary. 

Withdrawal  of  applications  may 
be  regulated  to  prevent  swap-off  deals 
where  payment  is  made  in  excess  of 
actual  cost  of  withdrawing,  he  indi- 
cated. Proposed  license  suspension 
language  doesn’t  add  substantially 
to  present  FCC  power  to  revoke  or 
threaten  not  to  renew  licenses,  he 
said. 

Rep.  Avery  saw  no  special  indus- 
try problem  in  criminal  penalties  for 
deceptive  practices  such  as  quiz- 
rigging. He  said  the  committee  is 
working  on  language  to  clarify  Sec. 
317  while  still  precluding  payola. 
He  noted  some  committee  agree- 
ment that  “no  announcement  would 
be  required  if  the  service,  prop  or 
material  was  provided  to  the  broad- 
caster without  pay  or  even  for  nomi- 
nal charge,  unless  it  is  furnished  to 
be  identified  in  a way  that  would 


1 1 more  agree  to  stop 
payola  payments 

Eleven  phonograph  companies  and 
record  distributors  have  agreed  to  stop 
payola  payments  to  disc  jockeys  and 
others.  The  consent  judgments  were  an- 
nounced last  week  by  the  Federal  Trade 
Commission,  and  bring  to  35  the  num- 
ber of  consent  orders  which  have  been 
entered  in  the  payola  cleanup  drive. 

At  the  same  time  the  FTC  issued 
three  more  payola  complaints,  bringing 
to  75  the  number  of  such  citations. 

The  consent  orders  provide  that  the 
signers  will  discontinue  payola  prac- 
tices, unless  recipients  announce  over 
the  air  that  a record  is  being  played  be- 


Kansas’  Rep.  Avery 


be  beyond  a reasonably  related  use 
of  the  article.  To  illustrate,  a record 
could  be  received  without  cost  to 
the  broadcaster  and  played  without 
announcement.  If  extra  copies  of 
the  record  were  included  for  the 
station  or  station  employes’  bene- 
fit, an  announcement  would  be  re- 
quired. 

“A  refrigerator  shown  in  a tele- 
vision play  in  normal  perspective 
would  not  require  announcement. 
However,  if  direct  reference  was 
made  to  it  by  name  or  attention  was 
called  to  its  unusual  and  desirable 
characteristics,  an  announcement 
would  be  required.” 

Rep.  Avery  said  the  FCC’s  March 
ruling  on  Sec.  317  creates  the  need 
for  legislation  containing  “definitive 
language  for  this  section.” 


cause  compensation  was  received.  The 
agreements  are  for  settlement  purposes 
only  and  do  not  constitute  an  admission 
of  guilt. 

The  following  companies  signed  the 
orders: 

Fury  Records,  New  York;  Atlantic 
Recording  Corp.,  New  York;  All  South 
Distributing  Corp.,  New  Orleans;  Su- 
perior Record  Sales  Co.,  New  York; 
Dumont  Record  Distributing  Corp., 
Boston;  laime  Record  Co.,  Philadel- 
phia; Volkwein  Bros.  Inc.,  Pittsburgh; 
Lesco  Distributors,  Philadelphia,  and 
Records  Inc.,  Boston. 

Also  affiliated  companies  Time  Rec- 
ords Inc.  and  Brent  Music  Corp.,  New 
York,  and  associated  companies  Cos- 
nat  Distributing  Corp.  and  Jay-Gee 
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Best  Over  Puget  Sound 

effective  June  1 

KTNT-TV 

Channel  11 

Becomes  an  Affiliate  of  the 

CBS 

TELEVISION  NETWORK 

in  the 

Sea  ttle -Tacoma 
Area 


Ask  Your  WEED  TELEVISION  Man 

Best  Over  Puget  Sound 
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A GREAT  OFFER  FROM 

Imperial  Records 


OF  HOLLYWOOD 


A COMPLETE  LIBRARY  OF  90  LP’S,  YOURS  FOR 
ONLY  $90.  Albums  specially  selected  from  the  Wide 
Range  of  Programming  Material  on  Imperial  Records. 


Any  recognized  AM  or  FM  radio  station  in  the  50  United  States 
may  now  receive  a complete  programming  library  of  90  LPs  from 
Imperial  Records  widely  acclaimed  hi-fi  catalog.  These  LPs  will 
be  sent  to  you  postpaid  for  only  $90.  This  service  allows  any  radio 
station  to  build  or  augment  its  complete  programming  library 
from  albums  recorded  in  today’s  unequalled  Imperial  sound 
techniques. 


WHAT  YOU  WILL  RECEIVE:  90  LPs  from  a catalog  contain- 
ing this  range  of  albums:  Jazz;  Vocals;  Dance;  Show  Music; 
Sound  Tracks;  Band;  Piano;  Humor;  Organ;  Continental  Pops; 
Religious ; Hawaiian ; Choral.  . . . 


BY  SUCH  ARTISTS  AS:  Henri  Rene,  Peggy  King,  Ricky  Nelson,  Ralph 
Flanagan,  Sandy  Nelson,  Slim  Whitman,  Ray  Martin,  The  Lancers, 
Pet  Clark,  Jules  Farmer,  Joe  Loco,  Frances  Faye,  Ernie  Freeman,  Manny 
Lopez,  Roy  Harrison,  Tony  Randall,  Fats  Domino,  Wingy  Manone, 
Mannie  Klein  and  other  top  name  recording  artists. 


Please  send  postpaid  90  Albums  specially 
selected  for  “Perfection  in  Programming.” 
Enclosed  is  check  for  $90.  (Check  must 
accompany  order.) 

NAME:  CALL  LETTERS: 

STREET  ADDRESS:  . 

CITY:  ZONE:.  . .STATE: 

(This  offer  expires  July  15th,  1960) 

CHECK  ONE:  STEREO MONAURAL  


IMPERIAL  RECORDS 
6425  Hollywood  Blvd. 
Hollywood  28, 

California 


Record  Co.,  New  York,  Cosnat  Distrib- 
uting Corp.  of  Cleveland,  and  Cosnat 
Distributing  Detroit  Corp.,  Detroit. 

The  complaint  against  all  of  them 
charged  they  made  under-the-counter 
payments  to  disc  jockeys  or  others. 
That  against  Records  Inc.,  Boston,  al- 
leged it  also  made  payola  payments  to 
radio  stations. 

The  newest  complaints  were  issued 
Friday  and  were  directed  to  the  fol- 
lowing: 

Hugo  & Luigi  Productions  Inc.,  New 
York;  Specialty  Records  Inc. -Specialty 
Record  Sales  Co.,  Hollywood;  Starday 
Recording  & Publishing  Co. -Starday 
International  Sales  Co.,  Madison,  Tenn. 

The  citations  charged  that  Specialty 
also  made  payoffs  to  a radio  station. 

Hoffa  charges  libel 
in  $2.5  million  suit 

Teamsters  Union  President  James  R. 
Hoffa  has  filed  a $2.5  million  libel  and 
slander  lawsuit  against  Robert  F.  Ken- 
nedy, NBC  and  Jack  Paar.  The  suit 
was  filed  May  24  in  U.  S.  District 
Court  in  Detroit. 

Mr.  Hoffa  charged  that  Mr.  Ken- 
nedy, the  network  and  Mr.  Paar  con- 
spired to  “ridicule,  degrade,  defame 
and  humiliate”  him.  The  “damaging” 
statements,  the  suit  said,  were  made 
on  three  of  the  Jack  Paar  shows  on 
which  Mr.  Kennedy  appeared.  These 
were  on  July  22,  1959;  March  8 and 
May  5,  1960.  The  complaint  also 

stated  that  Mr.  Kennedy  defamed  Mr. 
Hoffa  when  the  ex-counsel  to  the  Sen- 
ate Rackets  Committee  appeared  on 
Meet  the  Press  July  26,  1959. 

The  Teamsters’  president  charged 
that  NBC  and  Mr.  Paar  permitted  Mr. 
Kennedy  to  use  the  network  for  the 
“political  aggrandizement”  of  his 
brother,  Sen.  John  F.  Kennedy. 

In  another  suit,  also  including  Jack 
Paar,  Robert  E.  Kintner,  NBC  presi- 
dent, testified  in  New  York  Supreme 
Court  in  a pre-trial  examination  on  the 
network’s  pre-airtime  screening  prac- 
tices. The  $750,000  suit  was  brought 
by  Edward  Hilgemeier  Jr.,  entertainer 
and  comedian.  It  alleged  that  Paar 
guest  Billy  Pearson  had  libeled  him  by 
stating  on  the  air  that  Mr.  Hilgemeier 
falsely  stated  that  the  Dotto  quiz  show 
was  fixed. 

It  was  the  charges  of  rigging  by 
Mr.  Hilgemeier  and  others  which  led 
to  the  investigation  of  quiz  shows  and 
the  dropping  of  most  of  them  from 
television. 

Mr.  Kintner  stated  that  NBC  shows 
were  screened  for  good  taste  and  stan- 
dards required  by  the  FCC.  He  also 
said  that  live  show  participants  were 
warned  before  hand  to  avoid  obscenity 
and  off-color  remarks. 


50  (GOVERNMENT) 


BROADCASTING,  May  30,  1960 


ANOTHER  HOOVER-TYPE’  STUDY 

Magnuson’s  Senate  group  to  investigate 
regulatory  agencies  for  ‘slow  motion’ 


A “Hoover  Commission”-type  study 
of  all  the  federal  regulatory  agencies 
under  the  jurisdiction  of  the  Senate 
Commerce  Committee  is  in  the  works 
for  next  year.  It  has  100%  committee 
approval,  Sen.  Warren  G.  Magnuson 
(D-Wash.),  committee  chairman  said 
last  week. 

Sen.  Magnuson  made  the  statement 
to  reporters  Wednesday  (May  25)  fol- 
lowing an  executive  session  of  the  Sen- 
ate group.  He  said  the  FCC  and  other 
agencies  are  suffering  from  “regulatory 
lag,”  caused  by  a combination  of 
“Parkinson's  law”  and  slow-motion 
proceedings  caused  by  flaws  in  the  Ad- 
ministrative Procedures  Act  and  the 
acts  creating  the  agencies,  as  amended. 
(Parkinson’s  Law  is  the  name  of  a re- 
cent book  which  sets  forth  a new  law 
of  economics  holding  that  the  more 
manpower  a company  or  organization 
adds,  the  more  it  seems  to  need.) 

The  Magnuson  statement  came  the 
morning  after  (when  as  chairman  of  the 
Senate  Independent  Offices  Appropria- 
tions Subcommittee)  he  heard  the  FCC’s 
request  for  $300,000  in  new  money  to 
hire  a 25-man  complaints  and  com- 
pliance division  to  monitor  stations  and 
maintain  widespread  surveillance  over 
broadcast  operations  for  FCC  rule  and 
law  violations  (see  story  page  54). 

Discussing  the  proposed  study  of 
regulatory  agencies,  Sen.  Magnuson 
said  he  didn’t  know  yet  what  form  it 
would  take  because  his  and  the  com- 
mittee’s ideas  haven’t  jelled. 

‘A  Mess’  ■ The  whole  regulatory 
agency  problem  is  in  “somewhat  of  a 
mess,”  he  said.  Year  after  year  the  FCC 
and  other  agencies  ask  for  more  money 
and  get  more,  but  they  get  farther  and 
farther  behind  in  their  work.  “The 
regulatory  lag  is  almost  appalling,”  he 
said,  and  agencies  can’t  catch  up. 

He  questioned  whether  some  agen- 
cies perhaps  ought  to  be  reduced  in 
membership  to  conquer  the  regulatory 
lag.  In  an  obvious  swipe  at  the  seven- 
member  FCC,  he  said,  “We  call  one  of 
these  agencies  up  here.  We  ask  them  a 
question  on  policies.  If  seven  are  here 
we  get  seven  different  answers.”  It’s  not 
the  members  themselves,  that  trouble 
him,  it’s  the  number,  he  said,  noting 
that  the  Interstate  Commerce  Commis- 
sion has  1 1 members. 

People  in  the  industries  regulated  by 
these  agencies  are  almost  completely 
disgusted,  he  said,  and  the  committee 
plans  to  look  into  “the  whole  kit  and 
caboodle”  next  year  “to  see  if  we  can’t 
expedite  their  work.”  The  functions  of 


the  agencies  become  greater  and  greater 
in  the  U.S.  economy,  but  their  disposi- 
tion of  cases  takes  longer  and  longer 
despite  increased  appropriations,  he 
continued. 

Restrictions  of  the  laws  and  the  Ad- 
ministrative Procedures  Act  operate  to 
hamper  the  agencies,  too,  so  that  they 
“weave  webs  around  themselves,”  Sen. 
Magnuson  said. 

Referring  to  a complaint  by  FCC 
member  Rosel  H.  Hyde  during  the  pre- 
vious day’s  appropriations  hearing  that 
the  agency  was  strapped  by  some  of  the 
1952  amendments  to  laws  governing 
FCC  procedures,  Sen.  Magnuson  said 
this  point  has  to  be  considered  in  fair- 
ness, plus  the  fact  workloads  are  in- 
creasing year  by  year.  But,  he  said,  a 
regulatory  agency  doesn't  seem  to  have 
the  ability  “to  go  in  a straight  line  be- 
tween two  points.” 

Charges  against  NBC 
brought  to  Congress 

Congress  has  been  asked  to  investi- 
gate charges  that  an  NBC  newsman 
“staged  and  directed”  racial  demonstra- 
tions in  Montgomery,  Ala. 

The  request  was  made  to  Rep.  Oren 
Harris  (D-Ark.),  chairman  of  the  House 
Commerce  Committee,  by  Alabama 
Public  Service  Commissioner  Ralph 
Smith.  Mr.  Smith  asked  that  the  com- 
mittee investigate  the  occurrences,  be- 
cause, he  said,  he  had  gotten  no  satis- 
faction from  the  FCC  or  the  Dept,  of 
Justice. 

Mr.  Smith  said  he  had  asked  the 
FCC  to  investigate  a month  ago  and 
had  been  informed  that  his  complaint 
was  referred  to  the  Dept,  of  Justice. 

The  Justice  Dept.,  it  was  learned  last 
week,  had  considered  the  matter  and 
determined  no  federal  law  was  involved. 
It  had  so  advised  the  FCC,  it  was  re- 
ported. 

Booster  hearing  set 

The  House  Communications  & Power 
Subcommittee  has  scheduled  a one-day 
hearing  next  Monday  (June  6)  on  a 
Senate-passed  bill  that  would  authorize 
the  FCC  to  legalize  existing  vhf  tv 
boosters.  Chairman  Oren  Harris  (D- 
Ark.)  had  been  withholding  action  on 
the  bill  (S  1886)  pending  Senate  dis- 
posal of  a related  bill  to  license  com- 
munity antenna  tv  systems.  The  Senate 
on  May  18  voted  39-38  to  send  the  catv 
bill  back  to  the  Senate  Commerce  Com- 
mittee for  further  study,  effectively  kill- 
ing it  for  this  Congress. 


Rating 

(rat-ing)  n. 

1.  classification 


according  to  grade; 
rank;  class. 

2.  e.g.  unanimous 
agreement  by  Pulse, 
Hooper  and  Nielsen 
that  Wmca  is  one  of 
the  big  three  radio 
stations  in  NewYork. 
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TAX  DEPRECIATION  CASE  IS  HEARD 

Westinghouse  appeals  Internal  Revenue’s  1957  affiliation  ruling 


Westinghouse  Broadcasting  Co.  went 
to  trial  last  week  before  the  U.S.  Tax 
Court  in  New  York  in  an  effort  to  over- 
turn a 1957  ruling  of  the  Internal 
Revenue  Service  that  denied  the  de- 
preciation deduction  which  Westing- 
house claimed  for  the  NBC  network 
affiliation  in  its  1953  purchase  of 
WPTZ  (TV)  Philadelphia  from  Philco. 

Before  1957  IRS  had  allowed  a five- 
year  depreciation  of  network  affiliation 
contracts  and  certain  other  intangible 
assets  involved  in  station  sale  situations. 
But  since  then  it  has  refused  such  al- 
lowances. The  Westinghouse  case,  there- 
fore, has  wide  application  to  group 
owners  and  others  who  have  been  in- 
volved in  major  station  transfer  trans- 
actions in  recent  years.  The  general 
IRS  ruling  in  1957  stemmed  from  the 
Westinghouse  purchase  of  WPTZ,  now 
WRCV-TV  and  owned  by  NBC  (Broad- 
casting, Aug.  26,  1957). 

The  Westinghouse  case  opened  Tues- 
day before  Judge  Russell  E.  Train.  It 
involves  tax  returns  for  1953  and  1954. 
Westinghouse  is  appealing  IRS’  refusal 
to  allow  deductions  totaling  some  $2 
million  for  network  affiliation  and  local 
and  spot  advertising  contracts,  all  in- 
volved in  the  WPTZ  purchase. 

Expert  Witness  ■ Howard  E.  Stark, 
New  York  radio-tv  station  broker  and 
consultant,  appeared  as  expert  witness 
for  Westinghouse.  Counsel  for  the 
group  station  owner  questioned  Mr. 
Stark  about  the  limited  period  of  useful 
life  which  can  be  ascribed  to  an  affilia- 


tion contract.  This  is  the  key  issue  dis- 
puted by  IRS. 

Mr.  Stark  testified  that  although  an 
affiliation  pact  is  for  two  years  and  is 
subject  to  renewal  at  the  end  of  this 
period,  it  may  be  cancelled  by  either 
party.  He  said  in  a quick-changing  in- 
dustry like  broadcasting  it  is  conceiv- 
able that  affilia- 
tion contracts  can 
shift  from  one 
outlet  to  another 
and  that  a “real- 
istic” broadcaster 
will  not  enter  into 
a transaction  un- 
less he  can  expect 
at  least  two  re- 
newals of  a net- 
work affiliation, 
Mr.  Stark  though  hopefully 

he  anticipates  an  even  lengthier  asso- 
ciation. 

He  listed  several  factors  that  can 
contribute  to  the  cancellation  of  affilia- 
tion: the  desire  of  an  independent  sta- 
tion for  network  association;  the  more 
favorable  position  of  a newspaper- 
owned  outlet,  which  can  provide  promo- 
tional assistance;  the  threat  of  the  net- 
work itself  moving  into  the  first  10 
markets,  and  the  threat  of  pay  tele- 
vision, which  may  offer  stern  competi- 
tion to  a network-affiliated  station,  if  it 
flourishes  on  a substantial  scale. 

Mr.  Stark  said  there  is  “no  disad- 
vantage” to  a network  when  it  transfers 
its  affiliation  from  one  station  to  an- 


other, but  such  a move  is  disadvan- 
tageous to  an  outlet  losing  its  network 
tie.  He  added  that  it  was  his  opinion 
that  WPTZ  (TV)  with  NBC-TV  affilia- 
tion, was  worth  $5  million  more  than 
WFIL-TV  Philadelphia,  ABC-TV  affili- 
ate, in  1953,  because  the  NBC-TV 
franchise  was  more  valuable  at  that 
time. 

Misunderstanding  ■ In  his  summation 
to  the  court  on  behalf  of  Westinghouse, 
Albert  Connelly  of  the  New  York  law 
firm  of  Cravath,  Swaine  & Moore,  re- 
counted that  when  WBC  bought  WPTZ 
(TV)  from  the  Philco  Corp.  in  1953, 
the  $8.5  million  contract  specified  that 
$5  million  covered  the  NBC-TV  affilia- 
tion, $1.5  million  was  for  goodwill  and 
$2  million  was  for  other  assets.  Mr. 
Connelly  asserted  that  there  is  a mis- 
understanding that  affiliation  contracts, 
though  listed  for  two  years,  actually 
are  for  perpetuity. 

IRS  attorney  John  J.  O’Toole,  at- 
tempting to  disprove  WBC’s  position, 
summed  up  the  IRS  viewpoint  in  this 
way:  (1)  the  cancellation  or  termination 
of  a station’s  network  affiliation  is  an 
exception  to  the  rule  of  long-continued 
affiliation;  (2)  it  is  usually  to  the  interest 
of  both  the  network  and  the  station  to 
continue  the  affiliation,  hence  the  con- 
tracts are  renewed  repeatedly  as  a rule. 
Mr.  O’Toole  did  not  call  any  witnesses. 

Attorneys  for  various  station  group 
owners  other  than  Westinghouse  also 
were  in  attendance  at  the  trial  as  ob- 
servers. Among  the  group  owners  that 
may  be  affected  by  the  outcome  are 
Triangle  Stations,  Corinthian  Broadcast- 
ing Corp.,  Transcontinent  Television 
and  Time  Inc. 

Kentucky  rhubarb 

Baseball  for  Lexington,  Ky.,  was 
the  subject  of  a petition  filed  last  week 
with  the  FCC  by  WKYT  (TV)  Lex- 
ington. WKYT,  a uhf  station  on  ch. 
29,  is  a CBS  affiliate  with  permission 
to  carry  the  Game  of  the  Week,  but 
it  must  pick  the  program  up  by  use 
of  direct-off-the-air  pickup  from  an- 
other station  carrying  the  program. 
The  station  had  requested  permission 
to  make  the  pickup  from  WHAS-TV 
Louisville,  but  was  refused  on  the 
ground  that  Lexington  viewers  could 
watch  the  show  on  WHAS  or  other 
nearby  stations.  Now  WKYT  wants  the 
commission  to  require  the  Louisville 
station  to  cease  and  desist  from  un- 
reasonably refusing  permission  for  the 
pickup,  which  the  petitioner  claims  is  in 
the  public  interest. 


Legalized  vhf  boosters  coming  soon? 


Legalized  tv  booster  stations — of 
the  uhf  variety — may  soon  be  oper- 
ating to  fill-in  shadows  of  their  on- 
channel  mother  stations. 

The  FCC  last  week  adopted  rules, 
effective  July  5,  to  allow  a uhf  li- 
censee to  build  boosters,  to  operate 
on  the  same  channel,  within  the  pa- 
rent outlet’s  Grade  A contour.  Only 
uhf  stations  would  be  eligible  for  the 
grants  and  the  additional  booster 
coverage  could  not  extend  beyond 
the  potential  68  mile  coverage  area. 

Maximum  effective  radiated  pow- 
er of  the  boosters  would  be  5 kw 
and  a station  must  be  able  to  turn 
them  on  and  off  from  the  parent  sta- 
tion. They  would  not  be  required  to 
transmit  individual  call  signals  nor 
would  type-approved  equipment  be 
required. 

The  commission  said  the  new 


boosters  are  intended  to  permit  a 
uhf  station  to  provide  reasonably 
uniform  coverage  over  its  normal 
service  area  without  resorting  to  ex- 
tremely high  powers.  They  may  not 
be  used  to  extend  the  service  range 
of  a tv  station  beyond  that  which  the 
station  could  obtain  with  maximum 
power  and  antenna  height  at  the  site 
of  its  main  transmitter. 

Still  before  the  FCC  is  a proposal 
to  legalize  vhf  boosters  with  a maxi- 
mum power  of  1 watt.  When  they 
last  voted,  the  commissioners  were 
split  3-3  on  this  proposal.  In  Con- 
gress, the  Senate  has  passed  a bill 
requiring  the  FCC  to  recognize  vhf 
boosters  but  no  action  has  been  tak- 
en by  the  House. 

A new  FCC  Form  343  has  been 
adopted  for  use  by  stations  in  apply- 
ing for  the  uhf  boosters. 
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Will  YOU  be  the 


■vs  using  older  t) 
ity  of  tubes,  both 
ulator,  assures  hi 


200th 

BROADCASTER . . . 

to  Purthase  a Gales  BC-5P  Series  Transmitter? 


That’s  right!  Within  the  next  few  weeks,  progressive  broadcasters  looking  for  the  new  sound 
will  purchase  the  Gates  BC-5P-2,  the  largest  selling  5000  watt  AM  transmitter  manufactured  in 
the  world  today— and  one  of  these  broadcasters  will  be  number  200  on  Gates’  long  list  of 
illustrious  BC-5P  Series  users. 


• Economical  Operation. 


• Easy  Remote  Control 


• Compact  Size— Nothing  External. 


• The  New  Sound. 


■ 


CENSORSHIP  BY  ANY  OTHER  NAME... 

Senators  don’t  want  it,  but  they  want  FCC  to  improve  programs 


Some  U.S.  senators  can  abhor  the 
idea  of  censorship  and  still  want  the 
FCC  to  do  something  about  programs 
they  don’t  like. 

Chairman  Frederick  W.  Ford  and 
his  FCC  colleagues  were  trying  like 
sin  last  week  (Tuesday)  to  give  mem- 
bers of  the  Senate  Independent  Of- 
fices Appropriations  Subcommittee  two 
pieces  of  cake.  The  hoped-for  reward 
for  this  feat:  $300,000  in  extra  money 
to  set  up  a 25-man  group  of  investiga- 
tors to  spot  check  on  broadcasters  to 
see  they  aren’t  violating  any  laws. 

The  FCC  appeared  before  the  group 
headed  by  Sen.  Warren  G.  Magnuson 
(D-Wash.),  also  chairman  of  the  Sen- 
ate Commerce  Committee,  to  testify  on 
the  agency’s  fiscal  1961  budget.  Al- 
ready approved  by  the  House  in  the 
appropriations  bill  (HR  11776)  is  a 
total  budget  of  $12,935,000,  including 
$2  million  of  a $2.25  million  request 
for  a study  of  uhf  in  New  York  City 
(Broadcasting,  April  25).  The  FCC 
had  asked  for  more  money  than  in 
fiscal  1960  to  add  62  new  people  and 
the  House  cut  the  request  $315,000, 
allowing  3 1 new  positions. 

No  Wait  for  Money  ■ Mr.  Ford  said 
the  FCC’s  unanimous  decision  the  pre- 
vious week  to  add  the  new  investi- 
gating un;t  (Broadcasting,  May  23) 
will  go  ahead  whether  or  not  it  gets 
the  $300,000.  (He  said  10  men  already 
have  been  detailed  to  the  unit.)  Vigor- 
ous and  timely  action  is  essential,  he 
said,  to  assure  that  broadcasters  live 
up  to  their  obligations  and  they  are 
far  more  likely  to  make  self-correc- 
tions if  the  FCC  has  the  machinery  to 
keep  an  eye  on  them.  The  FCC  is 
getting  120  to  150  complaints  weekly 
against  broadcasters,  he  said,  and  the 
FCC  needs  the  money  to  “go  to  the 
source.’’ 

Some  of  the  things  the  unit  will  in- 
vestigate, he  said,  are  program  log 
offenses,  Sec.  317  (sponsorship  an- 
nouncements), political  broadcasting 
law  violations  and  other  offenses  against 
statutes  and  FCC  rules.  The  investiga- 
tors will  do  a lot  of  their  work  by 
mail,  he  said,  but  other  work  will  be 
done  in  the  field  and  he  anticipated 
they’d  be  out  of  Washington  about 
half  of  time.  They’ll  do  spot  monitor- 
ing, especially  of  stations  about  which 
there  have  been  complaints,  and  com- 
pare with  station  logs.  They’ll  com- 
pare the  programs  the  broadcaster 
promised  he  would  carry  with  his  ac- 
tual performance.  They’ll  check  his 
general  compliance  with  the  rules. 

The  $300,000  would  be  split  up 


$210,000  for  people,  $42,000  for  travel 
and  $48,000  for  monitoring  and  other 
purposes.  He  thought  a year’s  work 
would  reach  100  communities,  would 
have  a “substantial  impact”  on  the 
industry  and  may  well  raise  the  gen- 
eral level  of  broadcast  services. 

No  Ad  Work  ■ Mr.  Ford  assured 
Sen.  Magnuson  the  unit  wouldn’t  get 
into  misleading  advertising,  but  would 
leave  that  to  the  Federal  Trade  Com- 
mission. The  FTC  needs  only  one  in- 
stance of  an  offense  to  issue  a com- 
plaint, he  said,  while  the  FCC  would 
have  to  go  into  the  complete  back- 
ground of  a licensee. 

Sen.  Gordon  Allott  (R-Colo.)  ques- 
tioned Mr.  Ford  sharply  about  com- 
plaints and  whether  the  FCC  could 
justify  its  investigative  unit  without 
knowing  that  offenses  have  taken  place. 


Mr.  Ford  said  a man  shortage  has 
left  the  FCC  in  the  position  of  not 
really  knowing  what  is  happening. 
That’s  one  reason  the  FCC  wasn’t  “on 
top  of  payola,”  he  said.  On  the  other 
hand,  the  FCC  is  well  up  on  infrac- 
tions of  its  engineering  rules,  he  and 
George  Turner,  chief  of  the  field  engi- 
neering and  monitoring  bureau,  told 
the  subcommittee. 

After  Mr.  Ford  was  well  into  his 
subject,  and  though  he  had  mentioned 
the  unit  would  not  get  into  program- 
ming, Sen.  Magnuson  threw  his  bomb. 

Bothered  ■ What  bothers  him,  the 
senator  said,  is  how  such  a unit  can 
get  very  far  without  getting  “on  the 
fringe”  of  programming  and  from  there 
into  censorship.  “I’ve  seen  these  things 
get  started,”  he  said,  and  they  become 
difficult,  particularly  when  set  up  as  a 


$300,000  to  check  complaints  like  these? 


To  justify  his  request  for  $300,000 
for  an  investigating  bureau,  FCC  Chair- 
man Ford  told  the  Senate  Appropria- 
tions Subcommittee  he  wanted  to  be 
able  to  check  out  complaints  that  the 
FCC  receives.  He  gave  the  subcommit- 


tee a breakdown  of  complaints  received 
during  the  last  three  months  of  1959. 
The  breakdown  appears  below.  Mr. 
Ford  did  not  identify  the  source  of  the 
complaints.  The  most  complaints  in  any 
category  were  244  for  alleged  “bad 
COMPLAINTS 


Oct.  1-31 

, '59 

Nov.  1-30, 

'59 

Dec.  1-31, 

'59 

ADVERTISING: 

AM-FM 

TV 

AM-FM 

TV 

AM-FM 

TV 

Alcoholic  Beverages 

4 

3 

37 

37 

9 

10 

Bait 

0 

0 

4 

1 

1 

2 

Excessive 

6 

13 

25 

36 

20 

36 

Failure  to  receive  prizes  won,  merchandise 
ordered  and/or  money  back  guarantee 

4 

1 

1 

3 

3 

2 

False  and  misleading 

11 

13 

34 

57 

66 

83 

Offensive 

3 

9 

171B 

45' B 

20' c 

371C 

Subliminal 

0 

2 

0 

1 

0 

1 

Tobacco 

1 

1 

36 

38 

7 

13 

EDIT0RIALIZATI0N  AND  POLITICAL: 

Alleged  violations  of  Section  315 

5 

5 

1 

1 

3 

0 

Commentator 

0 

0 

0 

]6B 

27C 

0 

Objects  to  one-sided  presentation  of 
station's  views 

4 

81A 

2 

0 

6 

162C 

Slanderous  and  defamatory  remarks 

1 

1 

2 

0 

6 

0 

Slanting  news 

3 

2 

1 

0 

5 

2 

OPERATING  PRACTICES  OF  STATIONS 
AND/OR  NETWORKS: 


Alleged  to  have  refused  time  (for  local 

issues,  athletic  events,  etc.)  4 

Critical  of  policy-making  personnel  5-A 

Failure  to  fulfill  contractual  obligations 
and/or  agreements  3 

Discriminatory  practices  6 

Improper  station  and/or  program 

identification  5 

Loud  Commercials  3 

Objects  to  cancellation  of 

certain  programs  7"A 

Objects  to  programs  for  adults 
being  carried  at  hours  when 
children  are  likely  to  be  a 
sizable  audience  0 

Objects  to  solicitation 

of  funds  4 

Payola  2 

Technical  8 

Weather  reports  2 


1 

1 

3 

3 

2 


6 

0 

2 

2 

2 


1 3 

12B  10-B 

4 1 

5 8 

5 8 

7 7 

1 373B 


0 6 

2 1 

6 7 

6 4 

0 0 


4 3 

ipe  ipc 

8 3 

6 8 

9 6 

13  12 

1 6 


4 2 

46  44 

14  9 

0 0 


i 

s 
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separate  unit.  It’s  almost  a police  or- 
ganization, he  said.  Mr.  Ford  hastened 
to  tell  him  the  unit  would  be  part  of 
the  FCC’s  broadcast  bureau. 

Sen.  Allott  was  concerned  with  ob- 
scenity and  profanity,  which  the  FCC 
always  has  watched  closely.  He  thought 
what’s  proper  to  one  viewer  or  listener 
may  be  “obscene”  to  another.  Mr. 
Ford  said  the  FCC  could  go  only  so 
far  here  because  of  prohibitions  against 
censorship. 

What  the  FCC  wants,  he  said,  is  to 
know  “what’s  going  on  before  the  rules 
and  statutes  get  completely  out  of 
hand.” 

The  FCC,  he  told  Sen.  Magnuson, 
has  absolutely  no  plans  to  study  broad- 
cast ratings.  The  senator  then  threw 
another  bombshell:  "We’ve  got  some 
stuff  (on  ratings)  we  might  want  to 
turn  over  to  you,”  he  said.  The  com- 
mittee staff  afterward  declined  to  ex- 
plain just  what. 

Sen.  Magnuson  then  moved  on  to 
that  terror  of  all  agencies  seeking  funds: 
regulatory  lag  (also  see  story  page  51). 

In  the  Hole  ■ Commissioner  Rosel 


taste,”  including  98  in  December  pro- 
testing language  used  on  several  major 
programs.  In  the  entire  month  of 
November  1959,  after  Charles  Van 
Doren  made  his  sensational  confession 
of  quiz  rigging,  the  whole  U.S.  popula- 
tion (more  than  175  million)  produced 
a total  of  79  complaints  against  quiz 


H.  Hyde  told  the  senators  the  FCC  is 
getting  “farther  in  the  hole  all  the 
time.”  The  trouble,  he  said,  is  the  Mc- 
Farland Act  of  1952,  which  went  “be- 
yond the  requirements”  of  the  Adminis- 
trative Procedures  Act.  The  FCC  is 
prohibited  from  getting  opinions  and 
advice  from  staff  members — and  is 
slowed  down  by  lengthy  pre-hearing 
procedures.  It  takes  longer  to  put  a 
case  in  hearing  today  than  it  took  the 
old  Federal  Radio  Commission  to  estab- 
lish the  service,  he  said. 

The  next  day,  Chairman  Ford  re- 
turned and  furnished  the  Senate  group 
with  a breakdown  of  complaints 
against  stations  during  October,  Novem- 
ber and  December  1959.  Ready  and 
primed  was  Sen.  A.S.  Mike  Monroney 
(D-Okla.),  who  doesn’t  like  most  of 
the  programming  on  the  air  these  days. 
The  Oklahoman  went  right  into  his 
pet  peeve. 

Mr.  Ford  said  the  FCC  can’t  touch 
programming.  The  only  thing  it  can 
do,  he  said,  is  to  compare  promises 
with  performances,  which  the  investi- 
gating unit  is  designed  to  do. 


shows.  Mr.  Ford’s  figures  also  revealed 
that  some  people  complain  to  the  FCC 
against  good  programming.  Thirty- 
seven  wrote  to  protest  that  regular  pro- 
grams were  dislodged  by  special  cover- 
age of  the  Khrushchev  visit  to  the 
U.S.  and  the  CBS-TV  special,  “The 
Population  Explosion.” 

COMPLAINTS 


Oct.  1-31,  '59 

Nov.  !■ 

■30,  '59 

Dec.  1-37 

, '59 

PROGRAMMING: 

AM-FM 

TV 

AM-FM 

TV 

AM-FM 

TV 

Alleged  bad  taste 

15 

20 

20 

54 

37 

98“' 

Alleged  indecent  and  obscene 

2 

3 

3 

5 

3 

5 

Give-aways 

2 

424A 

13 

794E 

145C 

26“ 

Poor  quality 

637A 

637A 

12 

19 

15 

26 

Religious: 

Opposes  faith  healers 

0 

0 

1 

2 

3 

4 

Opposes  specific  religious  program 

0 

0 

1 

3 

5 

4 

Wants  more  religious  programs 

1 

1 

2 

2 

5 

2 

Repeat  shows 

0 

1 

1 

5 

0 

2 

Sports: 

Opposes  blackout  in 

certain  areas 

0 

0 

0 

0 

0 

4 

Wrestling — boxi  ng 

0 

6 

0 

12 

0 

4 

Too  much  crime  and  horror 

76"A 

84,IA 

26r,1! 

555B 

30oc 

56"c 

MISCELLANEOUS: 

5 

5 

4 

9 

8 

8 

TOTALS 

255 

309 

281 

557 

384 

550 

1A  Ariene  Francis'  reference  to  "Crack-pots"  for  those  who  disagree  with  her  position  on  fluoridation. 
2A  Refers  to  irresponsible  and  deceitful  qualities  displayed  in  connection  with  investigations  of  quiz 
shows,  payola,  etc. 

3A  Directed  to  WADO's  (formerly  WOV)  discontinuing  Italian  program. 

*A  Against  "rigged"  quiz  shows. 

r,A  Petition  signed  by  52  students  requesting  substitution  of  scientific  and  educational  programs  for 
present  poor-quality  type. 

,iA  Includes  petition  with  64  signatures. 

11!  Deodorants,  excretory  aids,  undergarments,  etc. 

Refers  to  irresponsible  and  deceitful  qualities  displayed  in  connection  with  investigations  of  quiz 
shows,  payola,  etc. 

"•  Refers  to  substitution  of  Khrushchev's  visit  to  U.S.  for  regularly  scheduled  programs  and/or 
"Population  Explosion." 

Against  "rigged"  quiz  shows. 

•-K  Westerns  and  Murders  cited. 

Jack  LeGoff  of  WJBK-TV. 

1C  Deodorants,  excretory  aids,  undergarments,  etc. 

-r  Includes  13  complaints  re:  "City  of  Hate"  (KTLA-TV). 

■'  Refers  to  irresponsible  and  deceitful  qualities  displayed  in  connection  with  investigations  of  quiz 
shows,  payola,  etc. 

11  Critical  of  language  used  on  Playhouse  90  (CBS),  Startime  (NBC) — "My  Three  Angels"— the  Bob 
Hope  and  Jack  Paar  Shows,  etc. 

•■■r  Against  "rigged"  quiz  shows. 

“r  Westerns  and  Murders  cited. 

71  Drew  Pearson  & Kenneth  Banghart. 
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Enough  Rope  ■ If  stations  file  their 
promises  of  certain  programming,  he 
said,  “we  wouldn’t  be  telling  them  what 
to  do.  They’d  be  telling  us.”  Then  if 
the  FCC  found  the  station  hadn’t  fol- 
lowed its  own  standard,  it  could  act. 

Sen.  Monroney  questioned  the  ef- 
fectiveness of  the  composite  week  re- 
ports FCC  requires  of  licensees,  draw- 
ing from  Mr.  Ford  the  admission  they 
don’t  affect  prime  time,  but  his  in- 
vestigation unit  proposal,  Mr.  Ford 
said,  is  planned  to  change  that. 

Sen.  Monroney  commented  that  up 
to  now  the  FCC  has  done  nothing  but 
“rubber  stamp”  the  station  reports,  with- 
out knowing  if  they  complied  5%,  10% 
or  100%  with  promises. 

Commissioner  Robert  E.  Lee  de- 
scribed the  FCC’s  plans  for  the  uhf 
study  and  said  he  thought  the  agency 
could  get  by  on  the  $2  million  the 
House  approved,  rather  than  the  $2.25 
million  originally  requested,  because  it 
can  “rent  one  transmitter.”  Tests  in 
the  Fresno  Valley  in  California  indi- 
cated uhf  will  travel  as  far  as  vhf  in 
flat  terrain,  he  said,  and  the  FCC  wants 
to  try  the  “worst  place”  in  the  country 
— New  York  City — to  make  the  test 
thorough. 

Sen.  Magnuson  said  he  trusted  the 
broadcast  industry  will  be  kept  in- 
formed of  the  two-year  FCC  test.  Mr. 
Lee  said  they  would  be  and  the  FCC 
will  welcome  comments  from  the  in- 
dustry. 

ABCs  Treyz  urges 
industry  self-help 

The  new  FCC  watchdog  unit  cannot 
directly  regulate  the  quality  of  broad- 
casting, but  broadcasters  can  help  each 
other,  Oliver  Treyz,  president  of  ABC- 
TV,  told  the  New  York  chapter, 
Academy  of  Television  Arts  & Sci- 
ences, at  the  organization’s  final  lunch- 
eon Thursday  (May  26)  in  this  season’s 
network  series. 

The  speaker  referred  to  the  FCC’s 
establishment  of  a Complaints  & Com- 
pliance Div.  “without  commenting  on 
the  true  need  for  such  monitoring  or 
proctoring  to  protect  those  of  us  whom 
Chairman  Ford  of  the  FCC  calls  the 
responsible  broadcasters  from  what  he 
calls  the  fly-by-nights  who,  he  believes, 
have  crept  in.” 

While  the  government  cannot  en- 
force creative  excellence,  broadcasters 
can  give  each  other  professional  en- 
couragement in  their  individual  efforts, 
Mr.  Treyz  said.  He  set  an  example  by 
praising  an  NBC-TV  show,  the  May  22 
Dinah  Shore  Chevy  Show  (Sun.,  9-10 
p.m.),  which  featured  guest  star,  Art 
Carney. 

Newspaper  critics,  he  said,  are  taking 
“to  the  hustings  to  lecture,  for  pay,  on 
what  they  claim  are  the  evils  of  the  tv 
industry  which,  in  their  view,  is  run  by 
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a handful  of  box-office  hucksters  who 
profiteer  through  pandering  to  the  low- 
est common  denominator  of  what  they 
call  the  12-year-old  mass  mentality. 
They  equate  popularity  with  inferiority, 
and  they  constantly  advance  the  thesis 
that  the  few  truly  creative  tv  statesmen 
have  fled  the  industry.” 

Broadcasters  are  beginning  to  take 
a defensive  attitude  toward  their  pro- 
fession and  their  own  jobs,  losing  their 
most  dynamic  motivation,  pride  in  their 
work,  Mr.  Treyz  warned  more  than 
100  who  came  to  hear  him.  Television 
practitioners  can  measure  their  per- 
formance not  only  by  response  of  “the 
bit  crowd”  but  that  of  their  colleagues, 
“the  small  crowd,”  he  counseled.  By 
mutual  encouragement,  they,  can  in- 
oculate themselves  against  “viruses” 
that  would  rob  them  of  their  self 
esteem.  The  ATAS  Emmy  awards  are 
one  vaccine,  he  granted,  but  those  in 
the  business  can  work  individually  “to 
prove  that  television  is  not  hucksterism, 
is  not  phonyism,  is  not  lowest-common- 
denominatorism.” 

Daytimers  to  Hill 

Daytime  broadcasters  will  have  an- 
other go  on  the  Hill  in  their  attempts 
to  get  extended  and  uniform  hours  of 
operation.  Chairman  Oren  Harris  (D- 


ln  Roanoke  in  '60 
the  Selling  Signal 

is  Seven... 

You  won’t  get  rich  selling  bongo 
drums  in  the  Roanoke  Television 
Market,  but  there  are  nearly 
2,000,000  people  who  are  willing 
and  able  to  help  you  turn  a neat 
profit  on  foodstuffs,  toiletries, 
pharmaceuticals,  gasoline,  house- 
hold products  and  other  items. 

The  magic  number  for  reaching 
these  heavy-spending,  non-Calypso 
folks  is  seven.  In  Roanoke,  seven  is 
WDBJ-TV  . . . which  will  beat  the 
drum  for  your  product  in  over 
400,000  television  homes  of  Vir- 
ginia, N.  Carolina  and  W.  Va. 

WDBJ-TV  has  maximum  power, 
highest  tower,  superior  service  and 
programming  ...  to  help  you  sell 
like  sixty  on  seven. 


ASK  YOUR  PGW  COLONEL 
FOR  CURRENT  AVAILABILITIES 


Butler  blocks  free  time  move 


Democratic  National  Committee 
Chairman  Paul  M.  Butler  Thursday 
declined  a request  by  8 Senate  and 
47  House  Democrats  that  he  ask 
the  television  net- 
works to  give  30 
minutes  to  Adlai 
Stevenson  to  dis- 
cuss the  party’s 
views  on  “the  sit- 
uation in  the  after- 
math  of  the  sum- 
m i t conference.” 

The  tv  networks 
carried  a half-hour  address  Wednes- 
day evening  by  President  Eisenhower 
on  that  subject,  ABC-TV  and  CBS- 
TV  live  and  NBC-TV  on  a delayed 
basis. 

Mr.  Butler  said  the  Democrats’ 
advisory  council  expressed  its  views 
“in  detail”  the  previous  Sunday  and 
“little  more  could  be  said  at  this 


time”  to  elaborate  and,  anyway,  the 
President’s  address  “appears  to  have 
presented  no  new  information  . . .” 
But  things  may  be  different  with 
the  Senate  Foreign  Relations  Com- 
mittee’s start  of  hearings  (May  27) 
on  the  subject,  Mr.  Butler  said,  and 
if  it  is  considered  wise  to  ask  net- 
works later  to  “meet  their  obliga- 
tions,” he’ll  “act  promptly.” 

The  list  of  senators  and  repre- 
sentatives signing  the  wire  to  Mr. 
Butler  was  headed  by  Sen.  A.S. 
Mike  Monroney  (D-Ark.),  co- 
author of  the  free  political  tv  time 
bill  (S  3171)  heard  by  the  Senate 
Communications  Subcommittee  the 
previous  week  (Broadcasting,  May 
23).  The  wire  suggested  Mr.  Steven- 
son, who  testified  on  the  bill,  as 
Democratic  spokesman  because  he 
is  “titular  head”  of  the  party.  They 
asked  for  time  on  June  1 . 


Mr.  Butler 


Ark.)  of  the  House  Communications  & 
Power  Subcommittee  has  scheduled 
three  days  of  hearings  June  13-15. 

Under  discussion  will  be  five  identical 
bills  (HR  6676,  6868,  8286,  9627, 
10275)  to  permit  daytimers  to  operate 
from  6 a.m.  to  6 p.m.,  instead  of  the 


present  local  sunrise  to  sunset.  The 
House  group  would,  perforce,  have  to 
consider  whether  authorizing  the  blan- 
ket 6 a.m. -6  p.m.  operation  sought  by 
Daytime  Broadcasters  Assn,  would 
abrogate  the  U.S. -Mexican  treaty  on 
use  of  am  frequencies  to  which  the  Sen- 
ate consented  (76-8)  along  with  the 
North  American  Regional  Broadcast- 
ing Agreement  in  February  (Broad- 
casting, Feb.  29).  Some  265  U.S.  am 
daytimers  operate  on  Mexican  clear 
channels.  The  Mexican  treaty  awaits 
ratification  by  the  Mexican  Congress, 
which  convenes  Sept.  1. 

Can  FCCaskengineers 
about  Communist  ties? 

The  right  of  the  FCC  to  require  an 
applicant  for  a first  class  radio  oper- 
ator’s license  to  answer  questions  re- 
garding Communist  Party  affiliation 
was  put  in  question  last  week  in  the 
U.S.  Court  of  Appeals  in  Washington. 

At  issue  was  the  Commission’s  Dec. 
27,  1959  dismissal  of  a renewal  appli- 
cation of  .Morton  Borrow,  holder  of  a 
first  class  operator’s  license  for  30  years 
and  presently  employed  by  WPEN 
Philadelphia. 

Mr.  Barrow  filed  his  application  for 
renewal  in  1958.  Two  weeks  later  the 
FCC  sent  Mr.  Barrow  a letter  enclosing 
a form  with  two  additional  questions 
regarding  his  affiliation  in  the  Commu- 
nist Party  or  in  organizations  dedicated 
to  the  violent  overthrow  of  the  govern- 
ment of  the  United  States.  Mr.  Barrow 
refused  to  answer  these  questions.  He 
claimed  they  infringed  on  his  constitu- 
tional rights.  The  Commission  then  set 
the  application  for  a hearing,  and  after 
the  hearing  dismissed  the  application. 
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The  argument  in  federal  circuit  court 
in  Washington  was  before  Circuit 
Judges  Wilbur  K.  Miller,  E.  Barrett 
Prettyman  and  George  Thomas  Wash- 
ington. Ruth  Reel  argued  for  the  FCC; 
Victor  Rabinowitz  for  Mr.  Barrow. 

FCC  clears  WBTV 
of  ‘unfair  practices’ 

A charge  that  WBTV  (TV)  Char- 
lotte, N.C.,  engages  in  “unfair  prac- 
tices” in  offering  time  to  office  seekers 
was  dismissed  by  the  FCC  last  week. 
The  commission  told  Robert  M.  McIn- 
tosh, one  of  four  candidates  for  the 
Democratic  U.S.  senatorial  nomination 
in  North  Carolina,  that  action  on  his 
complaint  is  not  warranted  at  this  time. 

Mr.  McIntosh  complained  that  (1) 
WBTV  was  giving  priority  to  the  con- 
tests for  governor  and  lieutenant  gov- 
ernor over  the  Senate  race;  (2)  two  of 
his  opponents  were  featured  on  WBTV 
newscasts  while  he  was  not.  In  reply  to 
an  FCC  inquiry,  the  station  said  that 
all  four  candidates  were  covered  in 
news  items  relating  to  the  primary  and 
that  Mr.  McIntosh  had  not  purchased 
time  offered  to  him,  as  well  as  his  op- 
ponents, by  the  station. 

The  commission  pointed  out  that  no 
claim  has  been  made  that  WBTV  either 
sold  or  has  given  time  free  to  any  of 
the  complainant’s  opponents  and  there- 
fore no  question  is  presented  as  to 
whether  Sec.  315  (equal  time)  has  been 
violated. 

The  question  of  whether  WBTV  has 
met  its  obligation  to  the  public  through 
its  allocation  of  time  to  candidates 
should  be  raised  at  the  time  the  station 
comes  up  for  license  renewal,  the  com- 
mission said. 

ABC,  CBS  file 
comments  on  catv 

A request  by  two  Montana  tv  sta- 
tions for  FCC  rulemaking  restricting 
microwave  relay  grants  in  areas  where 
there  are  local  live  facilities,  received 
the  support  of  ABC  and  CBS  last  week. 

KXLF-TV  Butte  and  KXLJ-TV 
Helena  asked  the  commission  to  in- 
stitute rulemaking  which  would  pro- 
hibit use  of  microwave  frequencies  for 
transmitting  programs  to  catv  if  such 
programs,  within  a 30-day  period,  would 
duplicate  services  provided  by  the  only 
available  local  tv  station.  They  also 
asked  that  the  FCC  condition  grants 
without  hearing  on  a showing  that  the 
proposed  microwave  operation  would 
not  adversely  affect  local  tv  service. 

CBS  told  the  FCC  that  while  it  did 
not  “necessarily  agree  with  the  spe- 
cific suggestions”  made  in  the  petition, 
it  believed  that  the  issue  of  catv  vs.  local 
tv  station  operation  in  smaller  com- 


munities “is  becoming  increasingly  im- 
portant and  warrants  further  consid- 
eration by  the  commission.”  The  net- 
work said  that  an  important  aspect  of 
the  problem  is  “whether  the  signals  of 
tv  stations  should  be  picked  up  by  mi- 
crowave facilities  for  transmitting  pro- 
grams to  catv  without  the  consent  of 
the  station  originating  the  signal.  . . .” 

ABC  said  that  microwave  relay  grants 
should  be  made  in  areas  where  there 
are  small  populations  or  adverse  terrain. 
If  “true  white  areas”  are  involved  and 
the  community  to  be  served  “is  clearly 
one  which  could  not  support  a station” 
then  microwave  facilities  are  in  order. 
However,  ABC  cautioned,  if  outside 
signals  would  jeopardize  an  existing 
live  operation  the  public  interest  is 
not  being  served. 

Oppose  ch.  10  switch 
to  Santa  Barbara 

A petition  to  the  FCC  by  KBAK-TV 
(ch.  29)  Bakersfield,  Calif.,  to  switch 
ch.  10  from  that  city  to  Santa  Barbara 
found  strong  opposition  from  two  tv 
stations. 

Ch.  3,  KEYT  (TV)  Santa  Barbara, 
commenting  on  the  petition,  said  the 
switch  would  involve  serious  co-chan- 
nel interference  problems  in  view  of  an 
exsisting  allocation  of  ch.  10  to  San 


Diego  (KFSD-TV).  The  station  further 
claimed  that  Santa  Barbara  could  not 
support  a second  tv  outlet  since  KEYT 
is  still  sustaining  a substantial  annual 
loss.  The  station  submitted  that  ch.  10 
should  remain  in  Bakersfield  and  that 
the  FCC  should  make  Bakersfield  a 
three  channel  vhf  market.  If  ch.  10 
is  deleted  from  Bakersfield,  it  should  be 
assigned  to  Santa  Maria. 

The  ch.  10  station  in  Bakersfield, 
KERO-TV,  also  opposed  the  switch,  ar- 
guing that  current  channel  allocations  in 
Bakersfield  provide  full  and  complete 
opportunity  for  “effective,  vigorous, 
multiple  channel  competitive  tv.” 

FCC  has  proposed  rulemaking  to 
make  Fresno,  Calif.,  to  all-uhf  com- 
mercial (Broadcasting,  May  9). 

Back  again 

A petition  dismissed  by  the  FCC 
(Broadcasting,  May  9)  has  been  re- 
vised and  returned  to  the  commission. 
Idaho  Microwave  Inc.,  a party  in  the 
Yuma,  Ariz.,  microwave  protest  pro- 
ceeding, “seeks  now  not  to  challenge 
the  commission,”  but  to  have  the  com- 
mission accept  the  new  edition  of  the 
petition.  The  new  plea  mentioned  re- 
grets for  “the  impertinence  or  scandal 
occasioned”  by  any  material  in  the  dis- 
missed pleadings. 


in  Bridge... 

in  TV  and  Radio  . . . 

£2) 

IT’S 

BROADCASTING 

it's  Goren 

YEARBOOK! 

Around  millions  and  millions  of  card 
tables,  the  "we's"  and  the  "they's"  play 
their  bridge  hands  according  to  Goren, 
that  ace  authority  on  the  strategy  of  bid- 
ding what  you  can  make  and  making  what 
you've  bid.  Similarly,  around  the  confer- 
ence tables  of  broadcast  advertising,  the 
authority  is  BROADCASTING  YEARBOOK, 
ace  source  of  strategic  information  on  tele- 
vision and  radio.  Each  year,  this  compre- 
hensive reference  volume  is  the  working 


partner  of  the  broadcast  media's  top  peo- 
ple. They  demand  accurate  facts,  figures, 
analyses  such  as  only  BROADCASTING 
YEARBOOK  can  give  them.  To  lay  your 
cards  on  their  conference  tables,  be  sure 
they  see  your  advertising  in  these  infor- 
mation-packed pages.  It's  opportunity — in 
spades — to  reach  over  18,000  subscribers. 
Publication  date:  September.  Deadline  for 
proofs:  July  1.  Final  closing:  July  15.  Still 
time  to  play  your  hand — BUT  HURRY! 


BROADCASTING 

THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 


Y735  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 


BROADCASTING,  May  30,  1960 


57 


ROADBLOCK  FOR  LEE,  KINTNER 

Renominations  delayed  with  eye  to  bill  that 
would  leave  choices  for  new  administration 


The  renominations  of  Robert  E. 

Lee  to  the  FCC  and  Federal  Trade 
Commission  Chairman  Earl  W.  Kint- 
ner  were  sacrificed  on  the  altar  of 
politics  last  week  when  the  Senate 
Commerce  Committee  decided  to 
withhold  a vote  on  them.  Action  on  the 
Lee  nomination  has  been  withheld 

pending  the  outcome  of  a Senate-ap- 
proved bill  being  considered  in  the 
House,  Chairman  Warren  G.  Magnu- 
son  (D-Wash.)  said. 

The  bill  (S  1965)  approved  by  the 
Senate  nearly  a year  ago  (July  29, 

1959)  would  continue  in  office  FCC  or 
Federal  Power  Commission  members 
whose  terms  have  expired  until  their 
successors  are-  “appointed  and  quali- 
fied.” The  House  Commerce  Com- 
mittee’s Communications  & Power 
Subcommittee,  headed  by  Rep.  Oren 
Harris  (D-Ark.),  has  scheduled  the 

measure  for  hearing  June  7. 

A Republican  spokesman  said  after 
the  meeting  the  committee  action 
means  the  White  House  is  likely  to  be 
in  no  hurry  now  to  nominate  anyone 
to  succeed  to  the  FCC  vacancy  created 
by  the  resignation  of  John  C.  Doerfer 
March  14  and  for  which  one  successor 
nominee  (Edward  K.  Mills)  has  dis- 
qualified himself. 

Prevents  Vacancies  ■ Senate  Com- 
merce Committee  Chairman  G.  Mag- 
nuson  said  after  Wednesday’s  meeting 
the  committee  decided  to  defer  action 
on  Mr.  Lee  until  the  House  can  act  on 
S 1965  because  if  enacted  it  would 
keep  the  regulatory  agency  vacancies 
filled  through  the  congressional  recess. 
If  the  House  doesn’t  approve  S 1965, 
Sen.  Magnuson  said,  the  committee  will 
face  the  problem  presented  by  the  Lee 
nomination  “when  we  get  to  it.”  Both 
the  Lee  term  (7  years,  starting  July  1) 
and  Kintner  term  (7  years,  starting 
Sept.  26)  this  year  will  run  over  into 
a new  administration,  whether  it’s 
Democratic  or  Republican,  he  said. 

The  same  “approximate”  reasons 
apply  to  both  deferments,  he  said, 
except  that  in  the  Kintner  nomination 
there  is  a question  of  whether  the  com- 
mittee should  adopt  a policy  of  con- 
firming a person  whose  present  term 
expires  “long  after  the  session.” 

Sen.  Magnuson  said  there  is  nothing 
against  either  Mr.  Lee  or  Mr.  Kintner 
as  persons. 

A GOP  source  said  last  week  he 
still  believes  there  will  be  a committee 
vote  on  Mr.  Lee,  possibly  at  a special 
meeting  this  Wednesday.  He  thinks 
Democrats  are  aiming  chiefly  at  keep- 


ing FPC  member  William  R.  Connole, 
an  Independent  whose  term  expires 
June  22,  on  the  FPC  till  the  87th  Con- 
gress next  year,  though  the  President 
has  nominated  Thomas  A.  Donegan  to 
succeed  him.  (The  committee  heard 
Mr.  Donegan  Wednesday  and  will  call 
him  again  later.) 

Ironically,  he  said,  S 1965  passed  the 
Senate  last  year  at  a time  after  FPC 
Chairman  Jerome  K.  Kuykendall,  a 
Republican,  had  been  renominated  to 
a new  term  (in  1958)  but  could  not  serve 
because  of  Senate  delay  on  confirmation 
until  after  his  old  term  expired.  Now 
the  bill  would  give  temporary  advan- 
tage to  Democrats,  he  indicated,  and 
may  meet  stronger  GOP  opposition  in 
the  House. 

Everybody  on  the  committee  thinks 
Mr.  Lee  is  entitled  to  a vote,  he  said, 
even  Sen.  Magnuson.  He  noted  the 
nominee  to  succeed  Mr.  Doerfer  would 
be  the  “swing  man,”  not  Mr.  Lee. 

School  seeks  ch.  37 
for  non-broadcast  use 

The  U.  of  Illinois  has  asked  the  FCC 
to  remove  uhf  ch.  37  (608-614  me) 
from  the  broadcast  band  and  to  reallo- 
cate the  space  for  the  use  of  radio  as- 
tronomy. The  university  said  that  it  is 
building  a radio  telescope,  with  the  co- 
operation of  the  Office  of  Naval  Re- 
search, designed  for  optimum  perform- 
ance at  a center  frequency  of  611  me. 

The  frequency  was  picked  at  a time 
when  “ ...  it  was  hoped  and  anticipated 
that  the  band  . . . would  be  reserved  for 
radio  astronomy  . . .”  by  the  Interna- 
tional Telecommunications  Conference 
in  Geneva  last  fall.  However,  the  uni- 
versity noted  that  the  U.S.  did  not  sup- 
port this  proposal  and  that  while  such 
use  “until  required  by  other  services” 
of  606-614  me  is  permitted  in  alloca- 
tions Regions  1 and  3,  it  is  not  so  re- 
served in  Region  2 which  includes  this 
country. 

At  the  present  time,  there  are  no  op- 
erating commercial  tv  stations  on  ch. 
37  or  outstanding  construction  per- 
mits, the  university  said  in  its  petition 
for  rulemaking.  The  only  use  being 
made  of  the  requested  space  is  by  RCA. 
which  operates  an  experimental  station 
in  Camden,  N.J.,  on  ch.  37,  Illinois  U. 
told  the  Commission. 

Principal  use  of  the  radio  telescope, 
which  will  be  the  largest  of  its  kind 
in  the  world,  will  be  to  obtain  accurate 
positions,  flux  densities  and  information 


Ike  jammed 

Russian  jamming  of  President 
Eisenhower’s  May  25  speech  on 
the  Paris  Summit  meeting  was  al- 
most complete,  according  to  Voice 
of  America.  The  Voice  tried  to 
blanket  the  Soviet  Union  with 
shortwave  broadcasts,  transmit- 
ting the  text  in  Russian. 

The  first  of  seven  transmissions 
in  Russian  was  jam-free  for  the 
first  10  minutes  but  from  then  on 
the  jamming  was  intense.  The 
jamming  also  interfered  with 
broadcasts  in  six  other  Russian 
tongues.  English  language  ver- 
sions of  the  Presidential  broadcast 
were  not  badly  jammed  during 
delivery  (pre-dawn  in  Russia).  The 
White  House  had  challenged  Rus- 
sia to  admit  the  programming. 


about  the  spectra  of  sources  outside  the 
Milky  Way  Galaxy,  the  university  said. 
Several  other  observatories  have  indi- 
cated a keen  desire  to  make  use  of  608- 
614  me  if  it  is  reserved  for  radio 
astronomy,  the  applicant  told  the  com- 
mission. 

Since  1959  ■ Channel  37  has  been 
the  subject  of  reallocation  study  since 
January,  1959.  At  that  time,  Spring- 
field  Tv  Broadcasting  Corp.,  a licensee 
of  WWOR-TV  Worcester.  WWLP-TV 
Springfield  and  WRLP-TV  Greenfield, 
all  Massachusetts,  petitioned  the  com- 
mission for  switch  of  the  channel  from 
Clymer,  N.Y.,  to  Syracuse,  N.Y.  ABC- 
TV,  commenting  on  that  petition,  stated 
that  it  did  not  oppose  the  proposed  al- 
location, but  submitted  that  it  would 
serve  no  useful  purpose  (At  Dead- 
line, May  16). 

WHEN-TV  Syracuse,  in  comments 
submitted  to  the  FCC,  reiterated  the 
ABC  view  that  a uhf  station  “cannot 
compete  successfully  in  markets  with 
two  or  more  vhf  stations.”  (Syracuse 
already  has  two  operating  v’s.)  How- 
ever, W.R.G.  Baker  Radio  & Tv  Corp.. 
a group  of  Syracuse  businessmen  inter- 
ested in  applying  for  a third  channel 
for  that  city,  took  the  view  that  the 
need  for  a third  channel  is  “well  recog- 
nized” and  that  it  could  be  satisfied 
by  a uhf  allocation. 

Illinois  U.  gained  support  in  com- 
ments filed  by  Rensselaer  Polytechnic 
Institute,  Troy,  N.Y.;  U.  of  Florida, 
and  Associated  Universities  Inc.  All 
contend  that  the  shift  of  ch.  37  to 
Syracuse  for  commercial  use  would  be 
injurious  to  the  science  of  astronomy 
and  the  commission  should  hold  in 
abeyance  proceedings  involving  the 
channel  until  the  Illinois  U.  petition 
can  be  considered. 
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■ Government  briefs 

High  recognition  ■ Sen.  Warren  Mag- 
nuson  (D-Wash.)  last  week  introduced 
a resolution  (S  J Res  196)  authorizing 
the  President  to  designate  June  20, 
1960,  as  “National  Academy  of  Tv 
Arts  & Sciences  Day”  in  honor  of  the 
annual  tv  Emmy  Awards.  The  senator, 
chairman  of  the  Commerce  Committee, 
said  that  “with  the  12th  annual  Emmy 
Awards  presentation  in  mid-June,  the 
academy  has  reached  a place  in  its  de- 
velopment where  it  is  the  spokesman 
for  the  highest  ideals  in  the  arts  and 
sciences  of  tv.” 

Since  May  1948  ■ The  FCC  has  closed 
an  inquiry,  which  it  began  in  May  1948, 
into  the  rates  charged  by  AT&T  for  tv 
transmission  services.  The  study  began 
when  tv  stations  and  networks,  in  the 
early  days  of  interconnection  of  cities, 
complained  about  the  rates  being 
charged.  In  closing  the  docket,  the  com- 
mission said  that  specific  rate  'matters 
would  be  investigated  as  warranted. 
One  phase  of  the  same  study,  relating 
to  connection  of  privately-owned  micro- 
wave  facilities  with  those  of  the  tele- 
phone company,  was  completed  in 
December  1949. 

Judicial  'conference'  ■ President  Eis- 
enhower is  considering  the  establishment 
of  a permanent  judicial  “conference” 
on  administrative  procedure.  This  idea 
was  recommended  May  18  by  Chief 
Justice  Earl  Warren  in  a speech  to  the 
American  Law  Institute.  The  confer- 
ence, it  was  explained,  would  com- 
prise officials  of  administrative  agencies, 


U.S.  plugola? 

Robert  T.  McVay,  president  of 
KRKC  King  City,  Calif.,  last 
week  asked  the  FCC  for  official 
“clarification”  of  Sec.  317  (spon- 
sor identification)  as  it  relates  to 
transcribed  government-provided 
programs  aired  by  stations  as  a 
public  service.  He  asked  if  it  is 
“valuable  consideration”  when  a 
celebrity  appears  on  such  a show 
and  plugs  his  latest  record,  movie 
or  tv  appearance. 

The  commission  had  queried 
KRKC  concerning  alleged  “hid- 
den commercials”  in  program- 
ming furnished  by  producers 
without  charge  — of  which  the 
FCC  has  warned  it  will  expect 
licensees  to  “use  more  than  ordi- 
nary diligence”  in  the  future 
(Broadcasting,  May  16).  Mr. 
McVay  replied  that  KRKC  re- 
ceives two  such  programs  but  has 
not  aired  either. 


SRDS  PLUS 
NSI  PROVES 


WCKY 


It’s  this  good.  During  the  key 
early  evening  family  listening 
hours,  WCKY-RADIO  reaches 
more  different  Cincinnati  area 
homes  than  all  other  stations 
in  that  market  put  together . . . 
at  a cost-per-thousand  that  will 
amaze  you.  Tom  Welstead  in 
New  York  and  AM  Radio  Sales 
everywhere  else  will  prove  to 
you  that  WCKY  is  some  buy. 
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Kiss  the  military  v’s  goodbye! 


It’s  all  but  certain  that  there  won’t 
be  any  more  vhf  space  for  television. 

There’s  practically  no  hope  for  the 
FCC’s  plan  to  persuade  the  military 
to  swap  its  vhf  channels  for  uhf 
television  space  that  is  now  going 
begging. 

The  first  hint  of  FCC  discourage- 
ment came  last  March  when  FCC 
Chairman  Frederick  W.  Ford  told 
the  Senate  Communications  Sub- 
committee that  the  possibilities  of  an 
exchange  were  dim.  He  said  that  a 
year  of  negotiations  with  the  Office 
of  Civil  and  Defense  Mobilization — 
the  agency  that  supervises  military 
allocations  under  the  authority  of 
the  President — had  provided  little 
optimism. 

Last  week  one  of  the  nation’s 
highest  ranking  military  leaders  all 
but  closed  the  issue.  Admiral  Arleigh 
Burke,  chief  of  naval  operations, 
said  it  would  be  a blow  to  national 
defense  if  the  services  had  to  move 
to  new  channels. 

Admiral  Burke  made  his  remarks 
in  a speech  May  24  at  a meeting  of 
the  Armed  Forces  Communications 
& Electronics  Assn,  in  Washington. 
He  said: 

“Should  the  armed  forces  be 
forced  to  shift  to  new  frequencies, 
to  change  equipment  to  do  so,  the 
result  would  be  harmful;  not  just  in 
waste  of  taxpayers’  money,  but  also 


lawyers  practicing  before  them  and 
others.  Its  object  would  be  to  study 
means  of  shortening  hearing  time,  re- 
ducing hearing  records,  simplifying  pro- 
cedures and  reducing  delays.  The  Presi- 
dent, it  was  said,  called  it  a good  idea. 

Two  repeaters  ■ Grants  for  two  more 
tv  translator  stations  were  made  by  the 
FCC  last  week.  Radio  Honolulu  Ltd. 
was  granted  a construction  permit  for  a 
new  station  on  ch.  78,  Lihue,  Hawaii,  to 
repeat  programs  of  its  KONA  (TV) 
Honolulu.  The  Manson  Community  Tv 
Co.,  Manson  and  Chelan,  both  Wash- 
ington, was  granted  a construction  per- 
mit for  a new  translator  on  ch.  79  to 
repeat  programs  of  KHQ-TV  Spokane. 

On  the  Hill  ■ The  U.S.  Supreme  Court 
has  agreed  to  hear  the  arguments  of 
four  music  publishers  who  unsuccess- 
fully sought  to  participate  individually 
in  a renewed  government  antitrust  suit 
against  ASCAP.  The  suit  was  conclud- 
ed last  year  and  resulted  in  new  meth- 
ods of  payment  to  members,  revisions 
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in  prolonged  reduced  readiness.  The 
money  could  be  employed  elsewhere 
in  the  advancement  of  electronics, 
and  be  reflected  in  a stronger  na- 
tional defense.” 

Strong  Implication  ■ Admiral 
Burke  did  not  refer  specifically  to 
the  proposed  vhf-uhf  exchange,  but 
it  was  learned  he  had  it  in  mind.  The 
admiral  must  be  presumed  to  speak 
with  authority;  as  chief  of  naval 
operations  he  is  one  of  the  five  mem- 
bers of  the  United  States  Joint  Chiefs 
of  Staff. 

Admiral  Burke’s  remarks  last  week 
confirmed  what  the  FCC  has  as- 
sumed for  some  time.  Last  March, 
in  testimony  before  the  Senate  sub- 
committee, FCC  Chairman  Ford 
described  the  chance  of  a spectrum 
shift  as  “bleak.”  Later,  in  a special 
statement  he  sent  to  the  subcommit- 
tee, he  reported  that  the  FCC  had 
received  the  impression  that  OCDM 
felt  the  national  defense  would  be 
jeopardized  by  the  proposed  reallo- 
cation. 

Right  now  the  FCC  is  hoping  for 
definite  word,  one  way  or  another, 
from  OCDM.  The  commission  would 
prefer  to  get  a decision,  even  a nega- 
tive one,  than  to  let  the  problem  hang 
indefinitely. 

The  exchange  of  vhf-uhf  space 
with  the  military  was  first  suggested 
in  early  1959  by  FCC  Commissioner 


in  methods  of  surveying  radio-tv  uses 
of  ASCAP  music,  and  changes  in  the 
election  of  officers  (Broadcasting, 
Jan.  11).  The  four  publishers  attempted 
to  intervene  while  the  revised  1950 
consent  decree  was  being  worked  out, 
but  were  refused  by  Chief  Judge  Syl- 
vester J.  Ryan  of  New  York  district 
court.  The  four  are  Sam  Fox  Publish- 
ing Co.,  Movietone  Music  Corp.,  Pleas- 
ant Hill  Publishing  Corp.  and  Jefferson 
Music  Co. 

Losers  winners  ■ Radio  Rhode  Island 
Inc.,  which  won  a construction  permit 
for  a new  am  in  Providence  only  last 
month,  has  been  granted  a transfer  of 
control  by  the  FCC.  Relinquishment  of 
positive  control  of  the  company  passes 
from  Harry  Pinkerson,  Mowry  Lowe 
and  Anthony  D.  Paolino  to  Golden 
Gate  Corp.,  licensee  of  WPFM  (FM) 
Providence,  and  Camden  Broadcasting 
Co.  Golden  and  Camden  were  appli- 
cants with  Radio  Rhode  Island  for  a 
Providence  am  on  990  kc  with  50  kw 
power.  They  agreed  to  withdraw  their 


T.A.M.  Craven  and  Mr.  Ford  (be- 
fore the  latter  rose  to  the  chairman-: 
ship).  Meetings  with  OCDM  official:-  ; 
began  in  April  1959. 

50-Channel  Plan  ■ The  FCC’s 
original  request  sought  38  vhf  chan- 
nels adjacent  to  the  present  12- 
channel  vhf  tv  system  to  establish 
a 50-channel  vhf  system.  Alternatives:1! 
included  a 50-channel  vhf  band  run- 
ning from  present  ch.  7,  with  pres- 
ent ch.  2-6  relinquished  for  military 
use  or  a contiguous  25-channel  tv  : 
vhf  system  using  chs.  7-13. 

Failing  a realization  of  efforts  to 
persuade  the  military  to  relinquish 
vhf  frequencies,  the  FCC  foresaw! 
a continuation  of  the  present  82 
channel  system  (with  12  channels  in 
vhf  and  the  remainder  in  uhf)  or  an 
all-uhf  system. 

As  part  of  a so-called  interim  pro-ji 
posal,  the  commission  last  January  ! 
issued  a rulemaking  which  proposed  , 
to  drop  in  vhf  channels  in  several* 
principal  cities  at  less  than  the 
present  mileage  separations.  Com- 
ments on  this  are  due  June  20. 

The  conversations  between  FCC  ! . 
and  OCDM  included  an  overall  re-  ! 
view  of  radio  spectrum  use  and  pos- 
sible future  demands  for  spectrum 
space.  The  technical  meetings  re-  j 
viewed  present  allocations  and  uses 
in  the  50-1215  me  area,  new  require- 
ments by  government  and  non-gov-  i 
ernment  services,  radio  propagation 


applications  in  exchange  for  an  option 
to  purchase  interest  in  the  “winner”. 
Now,  with  commission  approval,  they 
have  exercised  that  option  through 
stock  transactions. 

New  international  grant  ■ Rev.  John 
M.  Norris,  owner  of  WGCB-AM-FM 
Red  Lion,  Pa.,  has  been  granted  a con- 
struction permit  for  a new  international 
broadcast  station  in  Red  Lion.  The 
FCC  grant  is  the  fifth  for  international 
broadcast  facilities.  The  Red  Lion  sta- 
tion will  beam  programs  to  the  “land 
areas  bounded  by  the  Mediterranean 
Sea,”  the  commission  announcement 
said.  This  includes  portions  of  Southern 
Europe,  North  Africa  and  the  Holy 
Land.  Prior  international  grants  by  the 
FCC:  WRUL  Scituate,  Mass.,  KGEI 
Belmont,  Calif.,  an  experimental  Cin- 
cinnati station  operated  by  Crosley 
Broadcasting  Corp.  and  KFRN  Dallas, 
Tex.  In  addition,  the  U.S.  Information 
Agency  operates  42  transmitters  in  this 
country  in  connection  with  its  “Voice 
of  America”  programs. 
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Admiral  Burke 


Tv  can  stay  where  it  is 

FCC 1 

factors  influencing  the  choice  of  new 
; or  expanded  services  and  problems 
faced  in  shifting  services  from  one 
1 1 part  of  the  spectrum  to  another. 

’’  i This  was  the  second  attempt  by 
' ' the  FCC  to  secure  additional  vhf 
frequencies  for  tv  from  government 
" ' users.  The  first  was  sparked  by  for- 
11  mer  Chairman  George  C.  McCon- 
naughey  in  1955  but  failed. 


ion  | 

Schwartz,  McGannon  Debate  ■ Kick- 
ing off  a new  series  on  Fordham  U.’s 
i WFUV-FM  New  York,  Donald  H.  Mc- 
Gannon and  Dr.  Bernard  Schwartz 
will  debate  the  issue  of  federal  regula- 
rs tion  of  broadcasting  this  Wednesday 
(June  8).  Mr.  McGannon,  president  of 
. ||  Westinghouse  Broadcasting  Co.,  and 
r.;  I Dr.  Schwartz,  New  York  U.  professor 
j of  administrative  law  and  former  chief 
counsel  of  the  House  Legislative  Over- 
j I sight  Subcommitte,  also  will  discuss 
..f|  j payola,  FCC  license  renewal  powers, 
the  magazine  concept  of  programming 
1 and  program  control  by  the  three  tv 
networks.  The  series,  titled  Current 
Problems  and  the  Law,  will  be  mod- 
erated by  William  H.  Mulligan,  dean 
of  the  Fordham  Law  School. 

Sports  bill  moves  ■ The  Senate  Anti- 
trust Subcommittee  last  week  sent  the 
I baseball  bill  (S  3483)  to  the  full  Ju- 
diciary Committee  without  any  recom- 
mendations. The  subcommittee  held 
hearings  on  the  measure  two  weeks  ago 
(Broadcasting,  May  23)  which  would 


require  tv  blackouts  of  major  league 
games  within  75  miles  of  a minor 
league  team  on  the  days  the  latter  plays 
at  home.  The  television  ban  could  be 
waived  through  permission  of  the 
minor  club. 

Pennsylvania  plan  hit  ■ The  Assn,  of 
Maximum  Service  Telecasters  has 
urged  the  FCC  to  deny  a proposed  rule- 
making  which  would  add  either  ch.  3 
or  ch.  8 to  Johnstown- Altoona,  Pa. 
AMST  noted  that  the  proposal,  by  Penn 
Traffic  Co.  (Broadcasting,  April  11) 
would  result  in  short  mileage  separa- 
tions in  order  to  add  either  channel  as 
requested.  WSVA-TV  (ch.  3)  Harris- 
onburg, Va.  concurred  in  that  opinion, 
adding  that  Penn  Traffic  had  failed  to 
demonstrate  any  need  for  additional 
service  to  Johnstown- Altoona.  WGAL- 
TV  (ch.  8)  Lancaster,  Pa.,  also  com- 
menting, said  that  it  opposed  the  pro- 
posal. 

Adler  request  ■ Adler  Electronics  Inc. 
has  asked  the  FCC  to  permit  tv 
transmission  by  common  carriers  in 
the  2110-2200  me  band.  Adler  noted 
that  in  February  1959  the  commission 
assigned  this  space  to  common  carrier 
and  operational  fixed  services  and  five 
months  later  said  radio  micro  relay 
could  use  the  space  also  but  specifically 
prohibited  tv  without  giving  the  rea- 
sons. The  petition  said  that  operational 
fixed  users  much  prefer  other  assigned 
bands  and  that  no  equipment  has  been 
type-accepted  for  use  in  2110-2200  me. 

Three  dual-city  ID's  ■ In  separate  ac- 
tions, the  FCC  granted  dual-city  sta- 
tion identification  for  three  tv  stations: 
KTVH  (TV)  (ch.  12)  Wichita- 
Hutchinson,  Kan.,  WESH-TV  (ch.  2) 
Orlando-Daytona  Beach,  Fla.,  and 
WKBM-TV  (ch.  11)  Caguas-San  Juan, 
P.R.  Commissioner  Robert  E.  Lee  dis- 
sented in  the  Kansas-Florida  decisions, 
saying  that  none  of  the  stations  place 
city  grade  signals  in  their  coverage 
areas,  “which  is  the  last  criterion  left 
in  television  for  dual-city  ID.” 

Dropped-in  ■ The  FCC  finalized  rule- 
making  and  amended  the  tv  table  of 
assignments  by  “dropping  in”  vhf  ch.  7 
in  Lander,  Wyo.  At  the  same  time,  the 
commission  denied  a request  by  Rocky 
Mountain  Tele  Stations,  KTWO-TV 
(ch.  2)  Casper,  to  shift  ch.  6 from 
Casper  to  Lander.  Lander  presently  has 
uhf  ch.  17  assigned  there. 

New  monitor  deadline  ■ The  effective 
date  of  the  rules  requiring  tv  stations 
to  have  type-approved  frequency  and 
modulation  monitors  at  the  station 
whenever  the  transmitter  is  in  opera- 
tion has  been  extended  six  months  by 
the  FCC.  The  commission  is  extend- 
ing the  deadline  from  June  1 to  Nov. 
30,  1960. 


You  Reach 
1,433,000 
Negroes  Thru 
ROUNSAVILLi 


Rounsaville  Radio  programs  to  a 
positively  receptive  audience  of  1,433,000 
Negroes  with  an  annual  cash  income  of 
824  million  dollars!  They  spend  80%  of 
it  for  consumer  goods — name  brand, 
quality  products.  But  the  ONLY  way  to 
get  your  share  of  this  buying-power  is 
through  the  medium  preferred  by  95 °/0 
of  all  Negroes — Negro  Radio!  And,  in 
six  important  metropolitan  markets  Negro 
Radio  is  Rounsaville  Radio!  Any  budget 
you  make  for  these  markets  must  include 
Rounsaville  Radio  or  you  completely  miss 
this  $824,000,000  consumer  group!  Get 
the  facts  about  Rounsaville’s  six  number- 
one  rated  stations!  Call  Rounsaville  Radio 
in  Atlanta,  John  E.  Pearson  or  Dora- 
Clayton  in  the  Southeast  today! 


Personal  Letter 

To  understand  the  Negro 
today  is  to  know  why  Negro 
Radio  is  so  singularly  ef- 
fective as  a sales  medium. 
Rounsaville  Radio  is  more 
than  dominant  with  the 
Negro— it  is  a daily  necessity!  Proof  of  our 
Know-How  is  the  Negro’s  quick,  loyal  response 
to  products  advertised  on  Rounsaville  Radio. 
Let  us  tell  him  about  your  products.  Rounsaville 
Radio  is  one  of  the  oldest  and  the  largest 
broadcasters  in  Negro  Radio. 

HAROLD  F.  WALKER 

V.P.  4 Nat’l  Sales  Mgr. 


FIRST  U.  S.  NEGRO-PROGRAMMED  CHAIN 
FIRST  IN  RATING  IN  SIX  BIG  MARKETS 

WCIN  1,000  Watts  (5,000  Watts  soon)— Cin- 
cinnati’s only  all  Negro-Programmed  Station! 
WLOU  5,000  Watts  — Louisville’s  only  all 
Negro-Programmed  Station! 

WMBM  5,000  Watts — Miami-Miami  Beach's 
only  full  time  Negro-Programmed  Station! 
WVOL  5,000  Watts  — Nashville’s  only  all 
Negro-Programmed  Station! 

WYLD  1,000  Watts — New  Orleans’  only  full 
time  Negro-Programmed  Station! 

WTMP  5,000  Watts — Tampa-St.  Petersburg's 
only  all  Negro-Programmed  Station! 

Buy  One  or  All — Discounts  With  Two  or  More! 

SIP 

ROUNSAVILLE 

RADIO  STATIONS 

PEACHTREE  AT  MATHIESON,  ATLANTA  5,  GEORGIA 
ROBERT  W.  ROUNSAVILLE  HAROLD  F.  WALKER 
Owner-President  V.P.  4 Nat’l  Sales  Mgr. 

JOHN  E.  PEARSON  CO.  DORA-CLAYTON 

Nat'l  Rep.  Southeastern  Rep. 
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PROGRAMMING 


THE  NEW  SOUND  IN  RADIO  NEWS 


NAB  survey  shows  news-time  jump  of  2 hours  weekly  in  7 years 


The  newscasting  image  of  radio  sta- 
tions is  taking  on  a new  and  better 
look. 

A close  investigation  of  news  report- 
ing at  NAB  member  stations  by  the 
association,  based  on  analysis  of  756 
questionnaire  returns,  shows: 

■ Better  coverage  is  given  news;  air 
time  is  up  an  average  of  nearly  two 
hours  a week  since  a 1953  NAB  study. 

■ Stations  are  digging  harder  for  lo- 
cal news,  use  more  of  it  and  have  more 
reporters. 

■ The  typical  station  devotes  nearly 
three  hours  a day  to  news  programs. 

■ Nearly  three-fourths  of  all  radio 
news  programs  are  locally  produced  by 
stations  to  serve  their  own  coverage 
areas. 

■ Newsrooms  are  better  equipped; 
only  7.1%  rely  solely  on  wire  services. 

■ Editors  and  other  newsroom  per- 
sonnel are  better  trained. 

■ More  stations  have  someone  in 
charge  of  news  operations. 

■ Stations  charge  more  for  their  news 
though  few  find  news  more  profitable 


with  the  typical  station  carrying  about 
100  hours  of  locally  programmed  mate- 
rial each  week  or  a gain  of  22  hours 
since  1953. 

More  Local  News  ■ The  amount  of 
time  devoted  to  local  area  news  has  in- 
creased in  recent  years,  particularly  at 
large  stations  (see  Table  I) . 

News  has  assumed  a much  larger 
portion  of  network  programs  carried 
by  stations,  Mr.  Allerton  found,  having 
more  than  doubled  since  1953  at  the 
typical  station.  About  six  out  of  every 
seven  stations  believe  news  programs 
are  more  important  to  their  stations 
than  was  the  case  in  the  mid-50s.  Only 
an  infinitesimal  number  feel  news  is 
less  important. 

Practically  every  station  uses  a wire 
service,  it  was  found,  and  practically 
all  stations  now  have  local  reporters 
gathering  news.  Most  large  stations 
have  correspondents;  two  out  of  three 
medium  stations  have  them,  and  two 
out  of  five  small  stations  use  corre- 
spondents as  news  sources. 

In  an  analysis  of  newsroom  facilities, 


stations  81%. 

NAB  reports  that  54%  of  stations 
find  newscasts  have  about  the  same 
profit  margin  as  other  types  of  pro- 
grams, compared  to  62%  who  felt  that 
way  in  1953;  33%  find  news  less 
profitable  compared  to  23%  in  1953; 
13%  find  news  more  profitable  com- 
pared to  15%  in  1953. 

As  to  production  costs,  62%  of  small 
stations,  57%  of  medium  stations  and 
71%  of  large  stations  find  newscasts 
more  costly  than  other  programs;  38% 
41%  and  26%  the  same;  0%,  2% 
and  3%  less  costly  than  other  pro- 
grams. 

Saleability  ■ Looking  into  saleability 
of  news  programs,  NAB’s  study  re- 
veals that  70%  of  small  stations,  67% 
of  medium  stations  and  57%  of  large 
stations  find  news  more  saleable  than 
other  programs;  23%,  25%  and  34% 
the  same;  7%,  8%  and  9%  less  sale- 
able. 

Eighty-one  percent  of  large,  91%  of 
medium  and  89%  of  small  stations  re- 
ported they  found  that  having  news 


TABLE  1 

TABLE  11 

Relationship  of  news  to  total 

and 

local  programming  of 

radio  stations: 

News  equipment  and 

services: 

Small  Stations 

Medium  Stations 

Large  Stations 

Service: 

Small 

Medium 

Large 

1953 

1960 

1953 

1960 

1953 

1960 

%Total 

%Total  %Total 

Local  programming  (%  of  total) 

62% 

84% 

66% 

85% 

57% 

85% 

Reference  library 

36.1 

41.4 

64.5 

News  programming  (%  of  total) 

15% 

17% 

16% 

16% 

15% 

17% 

AT&T  teletype 

57.7 

62.1 

74.2 

Network  news  (%  of  network  total) 

14% 

32% 

16% 

29% 

15% 

37% 

Western  Union  ticker 

6.2 

12.3 

51.6 

Local  news  (%  of  local  programming) 

15% 

14% 

16% 

14% 

16% 

13% 

Tape  recorder 

94.8 

98.0 

100.0 

Local  news  (%  of  all  news  program 

Wire  recorder 

4.1 

3.4 

0.0 

hours  locally  produced) 

65% 

70% 

67% 

73% 

58% 

66% 

AP  wire 

59.8 

58.1 

45.2 

Local  area  news  (%  of  station- 

UP  wire 

42.3 

52.7 

83.9 

originated  news) 

42% 

44% 

40% 

54% 

38% 

73% 

Telephone  beeper 

93.8 

94.6 

100.0 

Mobile  units 

36.1 

57.6 

80.6 

than  other  programming  because  of 
higher  production  costs. 

NAB’s  study  was  conducted  by  Rich- 
ard M.  Allerton,  manager  of  the  as- 
sociation’s research  department.  An 
analysis  of  questionnaires  processed,  he 
said,  shows  a close  relationship  to  the 
relative  distribution  of  small,  medium 
and  large  stations  so  the  results  are  con- 
sidered representative  of  the  industry. 

Two  more  sections  of  the  survey  are 
in  the  processing  stage.  Whereas  the 
first  results  deal  with  questions  an- 
swered by  management  (423  question- 
naires), the  second  section  will  relate 
to  questions  directed  to  news  direc- 
tors. The  third  section  will  cover  ed- 
itorializing. Small  stations  as  defined  in 
the  survey  include  those  of  250  w or 
less;  medium,  500  w to  5 kw;  large, 
10  to  50  kw. 

One  out  of  every  seven  hours  of  lo- 
cal programming  is  devoted  to  news, 


NAB  found  tape  recorders  are  in  al- 
most universal  use  along  with  telephone 
beeper  units  as  stations  have  strength- 
ened their  news  operations.  Mobile 
units  are  used  for  four  out  of  five 
large  stations,  but  the  number  drops 
sharply  at  medium  and  small  outlets 
(see  Table  II). 

More  Expensive  ■ Nearly  82%  of 
stations  employ  fulltime  or  parttime 
news  editors  (small  stations  75%,  me- 
dium stations  82%,  large  stations 
100%).  Station  managers  consider  news 
programs  more  costly  to  produce  than 
other  types  of  local  programs.  About 
one  out  of  four  stations  employs  a 
commentator  or  analyst. 

NAB’s  study  shows  that  54%  of 
newsroom  personnel  at  small  stations 
have  had  professional  training — news- 
paper, journalism  school  or  other  spe- 
cial training.  At  medium  stations  69% 
have  a background  of  training;  at  large 


programs  scheduled  at  the  same  times 
of  day  over  the  years  attracted  long- 
term sponsorship  of  individual  news 
programs. 

News  department  cost  studies  show 
salaries  comprise  48%  of  the  total  at 
small  stations,  48%  at  medium  stations 
and  52%  at  large  stations,  a marked 
increase  from  the  percentages  in  1953 
(40%,  44%  and  46%).  Wire  services 
consume  38%  of  costs  at  small  sta- 
tions, 35%  at  medium  stations  and 
27%  at  large  stations.  The  cost  ratio  of 
wire  services  fell  from  48%  at  small 
stations  in  1953,  45%  at  medium 
stations  and  39%  at  large  stations. 

Of  the  reporting  stations  in  the  sur- 
vey, NAB  said,  12%  of  small  stations 
are  affiliated  with  a newspaper,  17% 
of  medium  stations  and  27%  of  large 
stations. 

Individual  Comments  ■ In  comments 
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attached  to  questionnaires,  managers 
of  medium  and  small  stations  stressed 
the  importance  of  good  local  news 
coverage,  especially  in  towns  with  no 
newspapers.  It  was  described  as  the 
only  way  a small  station  can  fight  big 
station  quality.  Respect  for  radio  is 
built  in  the  community  by  good  news 
coverage,  some  managers  emphasized. 

A number  described  the  news  pro- 
gram as  the  most  profitable  aspect  of 
modern  radio,  with  greater  sponsor 
“continuancy”  noted.  Some  pointed  to 
the  difficulty  of  finding  qualified  news 


personnel,  citing  the  use  of  station 
news  jobs  as  stepping  stones  into  ad- 
vertising and  public  relations  and  the 
high  salaries  commanded  by  newsmen. 

Over  nine  out  of  10  news  reporters 
in  small  and  medium  stations  and  four 
out  of  five  at  large  stations  also  broad- 
cast the  news.  Roughly  the  same  ratio 
prevails  in  the  case  of  editors. 

Responsibility  for  reporting,  writing, 
editing  and  news  judgment  rests  in  a 
single  person  at  57%  of  small  stations, 
66%  of  medium  stations  and  80%  of 
large  stations.  In  nine  out  of  10  cases 


this  person  was  called  either  news  di- 
rector or  news  editor.  Persons  with 
news  responsibility  at  stations  not  hav- 
ing a news  director  or  editor  are:  an- 
nouncers 21%;  program  directors  28%; 
station  managers  34%;  other  14%. 

Revenue  Decline  ■ A slight  decline 
was  shown  since  1953  in  the  percentage 
and  number  of  hours  of  locally  orig- 
inated news  programs  having  spon- 
sors (about  70%  are  sponsored).  About 
two-thirds  of  network  newscasts  are 
sponsored  at  the  typical  station,  un- 
changed from  1953.  Three-fourths  of 


UPI  augments  service  with  ‘audio’  news  reports 


United  Press  International  has 
made  its  long-expected  move  into  the 
voiced  news  service  field.  Effective 
with  the  Summit  Conference  in  Paris, 
it  is  offering  to  UPI  radio  wire  clients 
daily  news  feeds  on  top  stories  as 
they  break  around  the  world. 

This  initial  venture  into  audio 
news  is  two-phased.  The  first  is  spot 
reporting,  the  field  UPI  is  in  now.  It 
consists  mainly  of  “actuality”  reports 
(that  is,  the  actual  sound  of  an  event 
as  it  takes  place,  as  with  the  Khrush- 
chev news  conference  in  Paris)  with 
some  “commentary"  reports  (de- 
scriptions of  events  such  as  last 
week's  tidal  waves  in  Hawaii).  The 
second  phase,  targeted  for  mid-Aug- 
ust, will  be  background  reports  on 
various  topics  compiled  by  UPI 
newsmen,  taped  and  mailed  to  sub- 
scribing stations. 

The  operation,  called  “UPI  Au- 
dio," is  functioning  under  the  UPI- 
Movietone  division,  which  now  sup- 
plies film  news  coverage  to  both  tv 
stations  and  theatrical  newsreels.  It 
is  headed  by  William  R.  Higgin- 
botham, general  manager  of  UPI- 
Movietone.  and  Bob  Hewitt,  editor 
of  the  UPI  Audio  department. 

Mr.  Higginbotham,  bullish  about 
the  prospects  of  a voiced  service  at 
this  point  in  radio’s  development, 
says  his  preliminary  research  turned 
up  “no  ceiling  on  the  demand."  One 
nationwide  survey  of  UPI  radio 
clients  conducted  early  this  year 
turned  up  a 93%  expression  of  in- 
terest (based  on  600  responses  from 
over  1,800  UPI  clients  surveyed). 
One  of  the  first  spot  news  offerings, 
the  Khrushchev  news  conference, 
was  picked  up  by  280  stations.  A test 
program  in  the  background  reports 
area  was  purchased  by  420  stations. 

How  UPI  Audio  Works  ■ The 
physical  setup  is  relatively  simple. 
When  a news  story  breaks,  the  UPI 
Audio  editor  in  New  York  (who  has 
access  UPI’s  regular  news  wires) 


orders  up  a circuit  to  bring  the  re- 
port into  New  York,  where  it  is  taped 
and  edited.  When  the  taped  report  is 
ready  to  be  moved,  New  York  tells 
UPI  in  Chicago  to  notify  radio  wire 
subscribers  via  teletype,  giving  them 
the  New  York  number  to  call.  Any 
subscriber  who  wants  the  report  calls 
New  York  station-to-station,  identi- 
fies himself  to  the  UPI  operator  and 
is  immediately  cut  into  the  tape  via 
a special  10-line  multiplex  switch- 
board. 

The  only  drawback  to  the  system 
at  present  is  that  subscribers  some- 
times get  a busy  signal— tests  have 
shown  that  “the  switchboard  lights 
up  like  a Christmas  tree”  within 
minutes  after  notification  is  put  on 
the  radio  wire.  As  the  system  de- 
velops, however,  UPI  plans  to  install 
duplicate  facilities  in  key  cities — so 
that  the  demand  can  be  spread 
around. 

The  charge  to  radio  wire  subscrib- 
ers— $5  per  report.  Most  reports  will 


Switching  station  ■ UPI  Audio’s 
spot  news  feeds  to  subscribing  sta- 
tions traffic  through  this  tape  center 
in  New  York.  News  reports  are  fed 
to  this  center  from  points  around  the 


be  under  three  minutes  in  length, 
both  to  fit  easily  into  station  pro- 
gramming and  into  the  telephone 
company’s  3 -minute  call  rate  struc- 
ture. Clients  make  no  long  range 
commitments  for  the  service.  If  they 
want  a report,  they  call  for  it. 

UPI  feels  that  only  an  existing 
news  service  can  economically  offer 
a voiced  service  in  today’s  radio 
economics.  And  even  operating  as  a 
supplemental  service  to  the  larger 
UPI  system,  it  finds  costs  “still 
large.”  This  led  to  the  decision  not 
to  set  up  “hard  wires” — full-time 
circuits  to  supply  news  feeds  to  sta- 
tions— because  stations  are  unwilling 
to  pay  for  them. 

The  taped  report  service  to  begin 
in  August  will  be  set  up  on  short- 
term agreements  with  UPI  client  sta- 
tions at  fees  based  on  cost  of  furnish- 
ing the  material  and  station  ability 
to  sell  it  in  a particular  market.  At 
the  start  one  30-minute  program  will 
be  supplied  each  week. 


world,  taped,  edited,  then  replayed 
through  the  custom-built  1 0-line  mul- 
tiplex switchboard.  Bob  Hewitt, 
editor  of  the  UPI  Audio  department, 
is  manning  the  desk. 
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RIVALRY  FOR  POST-’48  FILMS 

Theatre  re-issue  plan  would  preclude  tv  use 


local  newscasts  are  sponsored  at  small 
stations;  two-thirds  at  medium  stations 
and  seven-tenths  at  large  stations. 

This  table  shows  stations  reporting 
an  extra  charge  for  newscast  sponsor- 
ship (by  number  of  reporting  stations): 


Small 

Medium 

Large 

Stations 

Stations 

Stations 

No.  Reporting  Charge  43 
Time  rate  plus 

76 

21 

5% 

1 

■ 

■ — ■ 

10% 

13 

20 

4 

12V2% 

— 

3 

- 

15% 

3 

6 

3 

20% 

9 

22 

3 

25% 

7 

5 

— 

30% 

• — 

4 

3 

35% 

— 

3 

— 

50%  & over 

4 

2 

1 

5 awards  for  KMTV 


KMTV  (TV)  Omaha  took  five  of 
six  awards  in  the  tv  division  when  the 
Omaha  Radio-Television  Council  pre- 
sented its  Gold  Frame  awards  two 
weeks  ago.  The  station  copped  the  edu- 
cational, religious,  special  program  or 
series,  public  service  spot  and  news 
categories.  WOW-TV  won  the  Gold 
Frame  award  in  the  sports  category. 
In  addition  KMTV  won  special  com- 
mendation for  three  different  special 
programs  of  a public  service  nature 
and  WOW-AM-TV  won  special  com- 
mendation for  a series  of  talks  on  radio- 
tv and  public  opinion  by  General  Man- 
ager Frank  P.  Fogarty. 

In  the  radio  division  WOW  was  win- 
ner for  educational,  religious,  public 
service  spot  and  news.  KFAB  for  sports, 
music  (non-classical),  special  program 
and  KMEO  took  the  classical  music 
award.  Special  commendations  went  to 
KSWI  for  a choir  presentation  and 
WOW  for  a corn-picking  contest. 


A long-discussed  project  of  theatrical 
exhibitor  groups,  where  they  would  ac- 
quire post-48  features  from  distributors 
and  (1)  keep  them  off  tv  and  (2)  ob- 
tain re-issue  product  for  theaters,  ap- 
pears to  be  making  headway.  A 
spokesman  for  20th  Century-Fox 
Corp.  acknowledged  last  week  that 
the  company  has  reached  an  agree- 
ment in  principle  with  a committee  of 
the  Motion  Pictures  Investors  Inc.  and 
the  American  Congress  of  Exhibitors 
for  theatrical  re-issue  of  12  “block- 
buster” features  of  post-48  vintage 
during  the  coming  year. 

The  Fox  official  said  the  proposal 
will  have  to  be  approved  by  stock- 
holders. A meeting  has  been  scheduled 
for  July  6 in  New  York  to  consider 
the  move.  He  refused  to  give  any 
other  details  of  the  proposal.  The  joint 
M PI-ACE  committee  also  has  been 
discussing  its  plan  with  Columbia  Pic- 
tures but  it  could  not  be  determined 
if  headway  had  been  made  there. 

The  basic  plan  is  to  offer  guaran- 
tees to  distributors  for  theatrical  re- 
issues of  top  features,  and  have  the 
original  distributors  handle  this  ac- 
tivity. Film  packages  will  be  chosen 
by  exhibitors,  who  will  be  guaranteed 
that  the  features  will  be  available  to 
theaters  for  a set  number  of  years  and 
then  revert  to  distributors  for  disposal 
in  any  manner.  ACE  recoups  its  guar- 
antee, plus  cost  of  advertising  and 
prints,  film  distributors  and  ACE-MPI 
each  receive  50%  of  the  balance. 

MPI  is  a company  formed  by  exhibi- 


tors to  raise  funds  for  purchase  of  post- 
48  features  and  to  launch  other  proj- 
ects that  will  assist  the  exhibition  busi- 
ness. It  was  reported  that  a new 
agency  may  be  formed  to  close  trans- 
actions with  film  distributors  on  post- 
48  films. 

An  official  associated  with  ACE  said 
there  are  no  precise  figures  on  the  num- 
ber of  post-48  features  in  existence, 
but  “an  informed  estimate”  places  their 
number  at  between  2,500-3,000.  He 
stressed  that  exhibitor  groups  are  in- 
terested only  in  buying  “the  cream  of 
the  crop”  and  these  may  total  less  than 
500. 

ACE-MPI  executives  believe  the 
market  can  absorb  as  many  as  100 
features  a year,  drawn  from  various 
film  distributors.  They  hope  to  con- 
vince distributors  that  the  guarantees 
to  be  offered  will  be  larger  than  rev- 
enue that  can  be  expected  from  the  sale 
or  leasing  of  the  films  to  tv. 

WiiB  Chicago  become 
big  production  center? 

The  mushrooming  growth  of  inde- 
pendent and  station  video  tape  facilities 
for  commercial  use  in  Chicago  and  the 
government’s  crackdown  on  expenses 
associated  with  coast  trips  for  radio-tv 
production  activities  might  presage  a 
new  era  for  that  city  as  a production 
center  for  tv  commercials  and  syndi- 
cated programs. 

At  least  that’s  the  hope  of  Chicago 
Unlimited,  an  organization  devoted  to 
the  propagation  of  local  talent  in  radio, 
tv  and  allied  fields.  Also  planned  is  a 
new  municipal  exposition  center  on 
Chicago’s  lake  front  for  legitimate  the- 
atre, broadcast  and  other  purposes. 

The  organization’s  weekly  newsletter, 
CU  Digest,  outlines  these  potentialities, 
stressing  the  economy  that  might  be  ef- 
fected in  distribution  costs  of  commer- 
cials or  programs  “by  reason  of  Chi- 
cago’s central  geographic  location.” 

Plans  for  the  new  municipal  center 
were  explored  at  a CU  membership 
meeting  by  Edward  J.  Lee,  general 
manager  of  the  Metropolitan  Fair  & 
Exposition  Authority. 

Among  other  ambitious  projects, 
Chicago  Unlimited’s  president,  Jules 
Herbuveaux,  vice  president  in  charge 
of  NBC  Central  Div.,  and  board  have 
set  the  wheels  in  motion  for  a compre- 
hensive dollar-volume  survey  on  Chi- 
cago as  a radio,  tv,  film  and  recording 
center  and  (2)  CU’s  radio-tv  participa- 
tion in  the  Second  International  Trade 
Fair  starting  June  25.  CU  will  co- 


S.  F.'s  tape  center  ■ San  Francisco 
Television  Arts  has  just  ordered 
nearly  $500,000  worth  of  tv  and  tv 
tape  equipment  from  RCA  for  deliv- 
ery in  September,  when  SFTA 
hopes  to  begin  operations  as  a ma- 
jor producer  of  taped  programs  and 
commercials  for  television. 


Principal  executives  of  SFTA  are 
(1.  to  r.)  John  Perry,  Robert  Swisher 
and  Lawrence  Bedford,  all  under  30 
and  formerly  at  KTVU  (TV)  that 
city.  Their  goal  is  to  provide  the  Bay 
area  with  its  own  modern  tv  tape 
center  and  to  produce  90-minute 
programs  of  all  types  exclusively  for 
television.  The  length  was  chosen  as 
the  tv  running  time  of  most  old  mov- 
ies, which  SFTA  expects  to  com- 
pete with  by  offering  more  up-to- 
date  entertainment  to  local  tv  sta- 
tions. 

The  equipment  they  have  ordered 
from  RCA  includes  three  of  the  new 
AVi  -inch  image  orthicon  cameras, 
two  tv  tape  recorders  and  transistor- 
ized video  switching  and  special  ef- 
fects equipment. 

SFTA  expects  to  have  a perma- 
nent production  staff  of  about  20. 
In  addition,  the  principals  are  creat- 
ing a tv  workshop  of  performers  in 
the  Bay  area.  It  will  function  as  a 
repertory  theatre  for  television. 
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operate  with  the  Chicago  Assn,  of 
Commerce  and  Industry.  A third  proj- 
ect involves  a Gridiron  dinner  with  the 
Chicago  Federated  Adv.  Club.  Dr. 
Leonard  Kent,  research  director  at 
Needham,  Louis  & Brorby,  will  co- 
ordinate the  special  study  with  Mark 
Munn,  WGN  Chicago. 

On  the  trade  fair  project,  Mr.  Herbu- 
veaux  has  appointed  seven  task  forces 
to  plan  and  execute  participation. 
Among  the  chairmen:  Ralph  Bergsten, 
Don  McNeill  Enterprises;  John  Keys, 
sales  promotion  manager  of  WNBQ 
(TV)  and  WMAQ;  Fred  A.  Niles, 
president  of  Fred  A.  Niles  Productions 
(film  firm),  and  William  Wilson,  man- 
ager of  radio-tv,  Young  & Rubicam, 
Chicago. 

STILL  A STYMIE 

WGA  again  rejects 
producer  royalty  plan 

Another  hoped-for  solution  to  end  the 
writers’  strike  against  the  producers  of 
tv  films  fizzled  out  Tuesday  night  (May 
24).  Members  of  the  tv  branch  of  the 
Writers’  Guild  of  America  West,  by  a 
vote  of  281  to  198,  rejected  the  latest 
offer  of  the  producers. 

The  new  proposal,  offered  jointly 
by  the  Alliance  of  Television  Film 
Producers  and  the  Assn,  of  Motion 
Picture  Producers  (representing  the  tv 
film  operations  of  the  major  movie 
makers),  repeats  the  terms  of  the 
earlier  ATFP  offer  (Broadcasting, 
May  23)  with  the  addition  of  a per- 
centage plan  which  the  writers  can  put 
into  operation  during  the  contract. 

The  percentage  or  royalty  plan  would 
give  the  writer  of  a half-hour  tv  film, 
2%  of  the  producer’s  gross  receipts 
from  that  film  up  to  $50,000  and  3% 
of  everything  over  $50,000,  in  perpetu- 
ity. For  hour-long  films,  the  2%  ap- 
plies up  to  $100,000,  3%  after  that. 
Against  these  royalties,  the  writer  of 
a half-hour  film  would  get  an  advance 
of  $1,275;  for  an  hour  show  the  ad- 
vance would  be  $2,310.  These  sums 
are  equivalent  to  the  minimum  fees 
the  writer  would  earn  in  the  third  and 
fourth  year  of  the  earlier  ATFP  offer, 
which  calls  for  a 10%  increase  in 
minimums  for  the  first  two  years  and 
an  additional  5%  for  the  next  two. 
Gross  was  said  to  mean  absolute  gross 
and  to  include  receipts  from  all  sources, 
foreign  as  well  as  domestic.  Writers  do 
not  at  present  share  in  the  sale  of  tv 
films  abroad  ancLfheir  insistence  on  do- 
ing so  is  the  major  reason  they  turned 
down  the  earlier  offer. 

A proposal  to  cut  the  writer  in  for  a 
share  of  foreign  revenue  from  tv  films 
was  included  in  the  deal  negotiated 
between  the  guild  of  Ziv-United  Artists, 
which  called  for  the  producers  to  pay 


the  writers  2%  of  the  foreign  gross.  This 
deal  fell  apart,  however,  when  it  de- 
veloped that  Ziv-UA  meant  it  to  apply 
only  to  films  produced  after  March  31, 
1964,  while  the  WGA  negotiators  had 
believed  it  would  go  into  effect  im- 
mediately (At  Deadline,  May  23). 
Ziv-UA  subsequently  withdrew  the 
offer  completely,  joining  with  the  other 
producers  in  the  new  ATFP-AMPP 
proposal. 

Confusing  " Attempts  to  calculate 
what  the  percentage  or  royalty  plan 
offers  writers  in  actual  dollars  versus 
the  present  system  of  minimum  fees 
for  the  first  broadcast  plus  residual  pay- 
ments for  subsequent  runs,  are  as  con- 
fusing as  trying  to  compare  the  pro- 
gram audience  figures  of  different 
rating  services.  The  writers  who  turned 
down  the  idea  reportedly  figured  some- 
thing like  this: 

A half-hour  tv  film  will  gross  from 
$50,000  to  $60,000  on  the  average. 
At  2.5%  of  the  first  $50,000  and  3% 
of  everything  over  that,  the  writer’s 
share  would  be  between  $1,250  and 
$1,550.  Currently,  he  receives  a mini- 
mum of  $1,100  for  the  first  run  and 
140%  of  this  amount  in  residual  pay- 
ments for  reruns,  or  a total  of  $2,640. 
Obviously,  on  this  basis,  the  royalty 
plan  makes  little  economic  sense  for 
the  writer. 

But  the  producers  say  that  those 
calculations  are  not  correct.  The  way 
they  see  it,  the  royalty  plan  would  pay 


the  writer  of  a half-hour  tv  film  script 
between  $1,125  and  $1,250  for  the 
first  broadcast  of  the  program  (figured 
on  a gross  of  $45,000  to  $50,000  for 
the  first  run  rights).  Even  the  lesser 
figure  is  $25  better  than  the  present 
minimum  of  $1,100,  they  point  out. 
And,  they  add  emphatically,  the  writer 
would  get  an  advance  of  $1,275  which 
he  could  retain,  no  matter  how  little 
return  the  producer  might  get. 

Figuring  the  second  run  gross  as 
between  $15,000  and  $20,000,  the 
writer’s  share  would  be  between  $425 
and  $600,  depending  on  whether 
$5,000  would  be  needed  to  bring  the 
total  up  to  the  $50,000  mark,  and  so 
would  carry  a royalty  of  only  2.5% 
versus  the  3 % that  would  go  with  all 
grosses  above  $50,000.  Again,  they 
note,  both  of  these  are  better  than  the 
present  first  rerun  fee  of  35%  of  the 
$1,100  minimum,  or  $385. 

Pocket  Extra  Cash  ■ The  producers 
also  point  out  that  any  amount  re- 
ceived by  the  writer  for  his  script  in 
excess  of  the  $1,275  advance  would  not 
be  included  in  the  royalty  calculations. 
A writer  getting  $2,000  for  his  tv 
film  script  would  have  only  $1,275 
deducted  from  his  royalty  payments. 
He  could  pocket  the  extra  $725  in  the 
same  way  he  now  pockets  any  fee  above 
the  minimum  he  or  his  agent  is  able  to 
persuade  the  producer  to  pay.  On  this 
basis,  the  writer  who  was  paid  $2,000 
for  the  script  of  a program  which 
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grossed  $50,000  on  its  first  run  and 
$20,000  on  its  second,  would  be  getting 
$2,600  for  two  runs  and  with  the 
royalty  plan  in  effect  instead  of  the 
present  residual  payment  system,  the 
second  run  is  much  more  likely  to  be 
made,  producers  say. 

They  assert  that  the  high  residual 
fees  paid  to  writers,  actors  and  direct- 
ors discourage  reruns  of  tv  films  in 
most  cases  by  pushing  their  costs  be- 
yond that  which  the  market  will  bear. 
They  point  to  The  Untouchables , which 
is  being  shown  in  Australia  but  has 
not  been  rerun  in  the  United  States, 
as  an  example.  And  they  also  stress 
that  their  royalty  offer  covers  the  gross 
from  abroad  as  well  as  at  home. 

The  producers  note  that  if  they  begin 
with  paying  3%  royalty  fees  to  the 
writers,  they’ll  he  forced  to  make  sim- 
ilar arrangements  to  pay  perhaps  2% 
to  the  directors  and  maybe  9%  to  the 
actors  (on  the  rule-of-thumb  basis  that 
the  cost  of  the  cast  of  a tv  film  show 
is  three  times  the  cost  of  the  script), 
or  a total  of  14%  of  the  gross.  Add 
distribution  costs  of  35-40%  and  half 
of  the  gross  or  more  is  gone,  leaving 
half  or  less  to  cover  all  production  costs 
and  the  producer’s  profit,  if  any.  Along 
with  the  disappointment  that  the  writ- 
ers’ strike  is  still  on,  four  and  a half 
months  after  its  beginning  last  Jan.  16, 
there  appeared  to  be  a degree  of  relief 
among  producers  that  the  writers  did 
not  accept  the  royalty  plan. 

What  the  writers  appear  to  want  is 
the  producers’  proposal  for  an  imme- 
diate increase  of  10%  in  minimum  and 
5%  more  after  two  years,  the  pension 
fund  provisions  and  all  the  rest  of  the 
offer,  plus  a percentage  of  the  foreign 
revenue  as  included  in  the  Ziv-UA 
agreement  before  it  became  unstuck. 
As  May  draws  to  an  end,  the  producers 
can  see  fall  and  the  start  of  a new  tv 
season  just  over  the  horizon.  Finding 
themselves  with  no  programs  in  the  can 
and  no  scripts  to  start  actors  acting  and 
directors  directing,  it  seemed  clear  to 
many  Hollywood  observers  that  the 
producers  are  ready  to  meet  any  rea- 
sonable demand  the  writers  may  make. 
And  that  the  producers’  definition  of 
“reasonable”  is  becoming  broader  day 
by  day. 

Coverage  offered 

The  Montana  Broadcasters  Assn,  is 
offering  on-the-scene  coverage  to  radio 
stations  of  the  National  Governors’ 
Conference  which  will  be  held  at 
Glacier  National  Park  June  26-29.  It’s 
expected  that  the  conference  will  have 
strong  political  overtones,  since  it 
comes  just  before  the  national  coven- 
tions.  Canada’s  Prime  Minister  John 
Diefenbaker  will  add  international 
overtones,  when  he  makes  the  featured 
address.  Don  Weston,  prize-winning 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EDT). 

NBC-TV 

May  30-31,  June  1-3,  6-8  (11-11:30 
a.m.)  Price  Is  Right,  participating  spon- 
sors. 

May  30-31,  June  1-3,  6-8  (12:30-1 
p.m.)  It  Could  Be  You,  participating  spon- 
sors. 

May  31  (8:30-9:30  p.m.)  Ford  Star- 
time, Ford  through  J.  Walter  Thompson. 

May  31,  June  7 (9:30-10  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Lennen 
& Newell  and  Sterling  Drug  through  Nor- 
man, Craig  & Kummel. 

June  l,  8 (8:30-9  p.m.)  Price  Is 

Right,  Lever  through  Ogilvy,  Benson  & 
Mather  and  Speidel  through  Norman, 
Craig  & Kummel. 

June  1 (9-10  p.m.)  The  Perry  Como 
Kraft  Music  Hall,  Kraft  through  J.  Wal- 
ter Thompson. 

June  2 (9:30-10:30  p.m.)  Summer  on 
Ice — 1960,  Brewers  Foundation  through  J. 
Walter  Thompson.  • 

June  3 (9:30-10  p.m.)  Masquerade 

Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Grey  Adv. 

June  4 (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

June  4 (10:30-11  a.m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

June  4 (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

June  5 (8-9  p.m.)  Music  On  Ice,  sus- 
taining. 

June  5 (9-10  p.m.)  The  Chevy  Mystery 
Show,  Chevrolet  through  J.  Walter  Thomp- 
son. 

June  6 (10-11  p.m.)  The  Steve  Allen 
Plymouth  Show,  Plymouth  through  N.W. 
Ayer. 

June  7 (8:30-9:30  p.m.)  The  George 
Burns  Show,  Hudnut-DuBarry  through 
Lambert  & Feasley. 


news  director  of  KGVO  Missoula, 
Mont.,  will  head  the  news  team  giving 
reports  to  subscribers  through  collect 
telephone  beeper  calls.  The  reports  will 
be  available  three  times  daily,  lasting 
approximately  two  minutes  each.  The 
MBA  charge  will  be  $5  per  call.  The 
complete  schedule  or  any  portion  can 
be  ordered.  In  addition,  special  service 
calls  on  specific  governors  will  be  avail- 
able at  $15  per  call.  Interested  stations 
should  contact  Dale  G.  Moore,  P.  O. 
Box  1405,  Missoula. 

Convention  reports 

Highlights  of  this  summer’s  two 
major  political  party  conventions, 
packaged  into  hour-long  daily  reports 
suitable  for  broadcasting  before  the 
start  of  the  next  day’s  proceedings  are 
being  offered  tv  stations  by  Conven- 
tion Merry-Go-Round,  1960.  Available 
on  either  tv  tape  or  16mm  sound-on- 
film,  the  programs  will  run  52  minutes 
each.  They  will  combine  segments 
from  a full  video  tape  of  the  official 
proceedings,  plus  analysis,  commen- 
tary interviews  and  behind-the-scenes 
reports  by  a group  of  commentators 
headed  by  Drew  Pearson  as  editor-in- 
chief  and  including  Stewart  Alsop, 


Robert  S.  Allen,  May  Craig,  Roscoe 
Drummond,  Jack  Anderson,  Marquis 
Childs,  Irv  Kupcinet,  George  Dixon, 
Ralph  McGill  and  Quentin  Reynolds. 

Tele-Record  Services  will  handle 
production  of  the  programs,  with 
Leonard  Shane  as  producer.  Produc- 
tion schedule  calls  for  editing  and  as- 
sembling to  be  completed  within  30 
minutes  of  the  close  of  the  day’s  con- 
vention session  and  to  be  recorded  on 
tape  within  the  next  half-hour.  Tape 
copies  will  be  ready  for  shipment  with- 
in 2Vi  hours  of  the  session’s  conclu- 
sion. 

Illinois  AP  awards 

WGEM-AM-TV  Quincy  topped  the 
list  of  station  awards  presented  by  the 
Illinois  Associated  Press  Broadcasters 
Assn,  at  its  annual  meeting  in  Cham- 
paign May  21. 

WGEM-AM-TV  were  cited  for  the 
“best  cooperation”  in  supplying  AP 
with  news. 

The  awards  follow,  with  places  in- 
dicated in  parenthesis: 

(Metropolitan — Chicago) — Best  reg- 
ularly scheduled  news  show : ( 1 ) 

WBBM-TV;  (2)  WBBM;  (3)  WGN. 
Best  regularly  scheduled  farm  show: 

(1)  WGN;  (2)  WLS;  (3)  WBBM.  Best 
regularly  scheduled  sports  show:  (1) 
WBBM;  (2)  WGN. 

Best  special  events  coverage : ( 1 ) 
WGN-TV;  (2)  WBBM-TV;  (3)  WGN. 
Best  documentary  program : ( 1 ) 

WBBM-TV;  (2)  WBBM;  (3)  WNBQ 
(TV). 

( Non-Metropolitan ) — Best  regularly 
scheduled  news  show:  (1)  WSOY  De- 
catur; (2)  WTAX  Springfield;  (3) 
WVLN  Olney.  Best  regularly  scheduled 
farm  show:  (1)  WVLN.  Best  regularly 
scheduled  sports  show:  (1)  WVLN.  Best 
special  events  coverage:  (1)  WTAX; 

(2)  WVLN.  Best  documentary  program: 
(1)  WLPO  LaSalle. 

Texas  news  awards 

United  Press  Broadcasters  of  Texas 
has  announced  awards  in  news  cate- 
gories for  the  past  year.  KONO  San 
Antonio  won  first  place  for  the  great- 
est number  of  stories  contributed  for 
that  station’s  population  group  and  for 
the  best  news  story.  KELP  El  Paso 
filed  the  best  feature  story,  with  KONO 
second.  KOPY  Alice  was  runner-up 
for  the  best  news  story.  KILE  Gal- 
veston; KMID-TV  Midland;  KWRD 
Henderson,  and  KCYL  Lampasas  won 
for  the  greatest  news  volume  for  their 
population  groups. 

KCBD-TV  Lubbock  took  the  award 
for  the  best  newspicture  submitted  to 
UPI  with  special  achievement  and  en- 
terprise awards  going  to  WFAA-TV 
Dallas;  KBOX  Dallas;  KTBB  Tyler; 
KILT  Houston,  and  KXYZ  Houston. 
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News  series  planned 
for  all  RKO  stations 

An  expanded  public  service  pro- 
gramming concept  is  being  implemented 
by  WOR-AM-TV  New  York.  It  covers 
the  production  of  a series  of  immediate 
spot  news  interests  with  national,  inter- 
national and  community  appeal.  The 
series  will  be  made  available  to  other 
RKO  General  radio  and  tv  stations, 
and  some  will  be  offered  to  other  out- 
lets in  non-competing  markets  on  a cost 
basis. 

Robert  J.  Leder,  vice  president  and 
general  manager  of  the  stations,  noted 
that  within  48  hours,  a 90-minute  radio- 
tv special  program,  The  Plane,  the 
Summit  and  You,  was  produced  and 
presented  on  the  outlets  on  May  18.  A 
videotape  of  the  telecast  was  carried  on 
KHJ-TV  Los  Angeles,  an  RKO  General 
station,  the  following  day.  Mr.  Leder 
pointed  out  that  commercial  program- 
ming was  preempted  for  the  “Summit” 
show  on  WOR-AM-TV  and  will  be 
the  practice  for  subsequent  news  spe- 
cials. 

Similar  “news-on-the-spot”  reports 
will  be  presented  during  other  crucial 
news  breaks.  The  resources  of  the  sta- 
tions, including  the  news,  program- 
ming, special  events  and  promotion  de- 
partments, will  be  marshaled  and  the 
RKO  General  overseas  news  service 
also  utilized.  In  addition,  the  stations 
hope  to  bolster  the  number  of  regular 
public  service  features,  which  have  in- 
cluded such  programs  as  a special  re- 
port on  The  South  Today  and  a pres- 
entation of  Pinocchio  in  recent  weeks. 

RKO  General’s  overseas  news  service 
plans  to  kick-off  a one-hour  biographi- 
cal series  on  world  leaders  shortly.  The 
first  subject  will  be  Soviet  Premier  Ni- 
kita S.  Khrushchev,  and  others  to  fol- 
low will  include  Harold  Macmillan  of 
Great  Britain  and  Charles  De  Gaulle 
of  France. 

Mr.  Leder  hopes  that  the  availability 
of  WOR-AM-TV  material  to  other 
RKO  General  stations  will  serve  the 
dual  purpose  of  providing  these  outlets 
with  useful  public  service  programming 
and  of  stimulating  them  to  attempt 
similar  programming  ventures. 

■ Film  sales 

Campy’s  Corner  (Heritage) 

Sold  to  KRCA  (TV)  Los  Angeles. 

Background:  This  film  and  tape  fea- 
ture stars  Roy  Campanella  with  vari- 
ous sports  and  entertainment  celebrities. 

Now  in  25  markets. 

Coronado  9 (MCA-TV) 

Sold  to  WNEW-TV  New  York; 
WTTG  (TV)  Washington,  D.C.  Also 


sold  in  the  following  cities:  Billings, 
Mont.;  Laredo,  Tex.;  Charlotte,  N.C.; 
Salt  Lake  City,  Utah;  Louisville,  Ky.; 
Greenville,  N.C. 

Now  in  130  markets. 

Shotgun  Slade  (MCA-TV) 

Sold  to  R.J.  Reynolds  Tobacco  Co. 
(William  Esty  Co.),  for  three  markets 
in  Virginia;  Wisconsin  and  upstate  New 
York;  and  to  Whittles’  Bargain  City 
and  Cochran’s  Hardware  and  Furni- 
ture Co.  as  alternate  sponsors  for  one 
market  in  Oklahoma. 

Now  in  over  170  markets. 

■ Program  notes 

Signs  Mrs.  Roosevelt  ■ Mrs.  Franklin 
D.  Roosevelt  has  been  signed  by  Amer- 
ican-Continental Telefilms  Inc.,  N.Y., 
to  star  as  narrator-hostess  of  Operation 
Escape,  a new  series  of  39  half-hour 
films  dramatizing  stories  of  escapes 
from  behind  the  Iron  Curtain.  Al- 
though production  has  started  in  Mu- 
nich, Germany,  Mrs.  Roosevelt’s  por- 
tions of  the  program  will  be  filmed  in 
New  York  and  edited  into  the  finished 
film.  Series  will  be  distributed  by  Jayark 
Films  Corp.,  N.Y. 

More  convention  coverage  ■ Radio 
coverage  of  Democratic  national  con- 
vention in  Los  Angeles  will  be  offered 
by  KPFK  (FM)  Los  Angeles,  non- 
commercial station  operated  by  Pacifica 
Foundation.  Service  will  include  three 
feeds  daily  plus  a two-hour  analysis  by 
political  experts,  each  night,  with  in- 
dividualized coverage  available  on  re- 
quest. Subscribing  stations  will  pay  line 
charges  plus  fee  based  on  rate  card. 
Arrangements  are  being  handled  by 
Jim  Biltchik  at  WBAI  (FM)  New 
York,  another  Pacifica  station. 

Voice's  choice  ■ A cultural  program 
produced  by  WCAO  Baltimore  in  co- 
operation with  local  colleges,  museums 
and  libraries  has  been  selected  by  the 
Voice  of  America  for  use  in  overseas 
broadcasts.  Dialogue  on  the  Arts  is  a 
half-hour  discussion  program  dealing 
with  all  forms  of  creative  expression, 
including  poetry,  music,  ballet  and 
movies.  After  its  first  airing  on  WCAO, 
WTOP  Washington  requested  permis- 
sion to  rebroadcast  the  series  and  sub- 
sequently the  Voice  made  its  bid. 

Historical  hurrahs  ■ The  Westinghouse 
Broadcasting  Co.  has  announced  a 
radio  series  of  eight  half-hour  pro- 
grams. Titled  Songs  for  Presidents,  it 
features  campaign  music  from  the  days 
of  George  Washington  up  to  the  pres- 
ent. Westinghouse  reports  the  series 
will  “capture  the  sound,  exhilaration 
and  fury  of  campaign  music  in  Ameri- 
can presidential  elections.”  William  J. 
Kaland  and  Roy  Meredith,  who 
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teamed  on  the  tv  show  The  American 
Civil  War,  will  produce  and  write  the 
radio  series,  respectively.  Roy  Ross  is 
musical  director.  WBC  radio  stations 
are:  KDKA  Pittsburgh;  KYW  Cleve- 
land; WO  WO  Fort  Wayne,  Ind.;  KEX 
Portland,  Ore.;  WBZ  Boston,  and 
WIND  Chicago. 

New  film  package  ■ ABC  Films  Inc., 
N.Y.,  announces  the  availability  of  its 
“Empire  35”  package  of  35  full  length 
J.  Arthur  Rank  feature  films.  Several 
of  the  films — “Children  Galore,”  “Don’t 
Ever  Leave  Me,”  “The  Hornet’s  Nest” 
and  “One  Jump  Ahead” — have  never 
been  shown  in  U.S.  movie  theatres,  ac- 
cording to  ABC  Films. 

Ginger's  show  ■ Ginger  Rogers  will 
star  in  a new  half-hour  film  series  to  be 
produced  jointly  by  20th  Century-Fox 
Television  and  her  own  company,  Lin- 
coln Productions.  Series,  to  be  ready  for 
broadcasting  this  fall,  is  as  yet  untitled 
but  it  will  not  be  an  anthology  series, 
Peter  G.  Levathes,  president  of  20th- 
Fox  TV,  said  in  announcing  the  pro- 
gram. Miss  Rogers  will  dominate  each 
episode,  he  said.  Production  of  the  pilot 
is  scheduled  for  mid-June. 

His  Honor  speaks  ■ All  11  Philadel- 
phia radio  stations,  am  and  fm,  are 
carrying  the  city’s  five-minute  Report 
to  the  People.  The  weekly  taped 
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The  ‘hyphenated  writer’ 


Hollywood  is  undergoing  a “quiet 
revolution”  with  the  writer  emerging 
as  king,  according  to  Aaron  Spelling, 
writer-producer  of 
Four  Star  Produc- 
tion’s Zane  Grey 
Theater. 

Mr.  Spelling, 
who  was  in  New 
York  on  a busi- 
ness trip  with  his 
wife,  actress  Caro- 
line Jones,  esti- 
mated that  at  least  10%  of  the  pro- 
ducers of  tv  film  series  are  also 
writers  and  predicted  that  eventually 
“all  producers  will  be  writers.”  The 
reason?  Mr.  Spelling  claims  that  ad- 
vertisers, more  and  more  are  reach- 
ing the  conclusion  that  the  writer  is 
“the  single  most  important  force”  in 
a tv  film  series,  and  the  “star  value” 
often  is  secondary. 

“Madison  Avenue  is  asking: 
‘Who’s  the  writer?’  before  buying  a 
series,”  Mr.  Spelling  reported.  “As 
a result,  production  firms  are  offer- 
ing many  successful  writers  the  op- 


portunity to  serve  as  producer  on  a 
series,  with  the  stipulation  they 
write  six  or  eight  scripts.” 

Rod  Serling,  writer-producer  of 
Twilight  Zone  and  Stirling  Silli- 
phant,  writer-producer  of  Naked 
City  are  two  outstanding  examples 
of  what  Hollywood  is  beginning  to 
call  the  “hyphenated  writer.”  But 
Mr.  Spelling  noted  that  at  Four  Star 
there  are  two  other  writer-producers 
— Steve  Lord  and  Bob  Soddenberg. 

The  effect  of  the  emergence  of 
the  “hyphenated  writer”  will  be  an 
upgrading  in.  tv  film  scripts,  Mr. 
Spelling  contends.  Even  the  much- 
castigated  “western”  will  undergo  an 
uplift  in  standards  as  “the  play  be- 
comes the  thing,”  according  to 
writer-producer  Spelling.  He  ob- 
served that  audiences — both  movie 
and  tv — are  intrigued  by  a western 
background  but  added  that  there  “is 
no  reason  why,  within  this  appealing 
framework,  that  we  cannot  write 
scripts  that  are  mature — psycholog- 
ical dramas,  good  comedy  and  sus- 
pense thrillers.” 


Mr.  Spelling 


series  had  been  presented  in  15-minute 
segments  for  the  past  several  years,  but 
was  being  played  by  a decreasing  num- 
ber of  stations.  The  programs  feature 
discussions  of  city  problems  by  the 
mayor,  city  council  president  and  city 
managing  director  among  other  authori- 
ties. The  11  stations  all  agreed  to  run 
the  programs  if  they  could  be  tailored 
to  five  minutes  each. 

Shorts  to  tv  ■ Theatrical  shorts  series 
which  Columbia  Pictures  turned  out  for 
more  than  20  years  under  the  generic 
title  of  “Screen  Snapshots”  are  being 
adapted  for  tv  release  by  Columbia’s 
tv  subsidiary,  Screen  Gems,  as  half- 
hour  programs  titled  It  Happened  in 
Hollywood.  Ralph  Staub  produced  the 
original  series  and  is  producing  them 
for  tv  as  well.  Vincent  Price  will  serve 
as  host  for  the  series. 

MG  A wins  two  ■ Musicians  Guild  of 
America  has  won  a collective  bargain- 
ing election  of  musicians  at  Ziv  Tele- 
vision Programs  and  Ivan  Tors  Films 
by  a vote  of  26  to  1 over  the  Ameri- 
can Federation  of  Musicians,  with  two 
ballots  challenged.  MGA  was  pre- 
viously chosen  to  represent  the  musi- 
cians employed  by  members  of  the  Al- 
liance of  Television  Film  Producers, 
but  Ziv,  an  alliance  member,  was  omit- 
ted from  that  election  because  it  was 
not  employing  musicians  at  that  time. 
Since  then,  Ziv  Jias  announced  plans 
for  adding  live  music  to  a number  of 


its  filmed  programs  for  television. 
Presumably  Ziv  will  henceforth  be  rep- 
resented in  the  negotiations  now  in 
progress  between  ATFP  and  MGA 
over  terms  of  a contract  for  musicians 
employed  in  the  production  of  tv  filmed 
programs. 

Pressing  and  promo  ■ Two  newly 
formed  companies,  All-Disc  Records 
Inc.  and  Disc  Service  Inc.,  will  co- 
operate in  offering  customers  record 
promotion  programs,  productions, 
pressing,  packaging,  distribution  and 
exploitation,  it  was  announced  by  I.J. 
Amo  and  Gene  Jensen,  presidents  of 
the  respective  firms.  Although  operating 
as  separate  entities,  the  two  companies 
will  be  located  at  the  same  address:  114 
W.  1st  St.,  Roselle,  N.J. 

Hollywood  office  ■ Official  Films  Inc. 
has  announced  the  opening  of  offices 
in  Hollywood  at  951  N.  La  Cienega 
Blvd.  Phone:  Oldfield  5-6705.  The  west 
coast  branch,  to  be  managed  by  How- 
ard Landau  and  Barney  Mackall,  will 
be  used  primarily  for  production  co- 
ordination. 

CBS  exchange  plan  ■ A public  affairs 
program  exchange  plan  in  which  three 
CBS-owned  tv  stations  participated  last 
year  will  be  expanded  to  five  CBS- 
owned  stations  in  1960,  it  was  an- 
nounced by  Craig  Lawrence,  vice  pres- 
ident, CBS-TV  stations.  Each  of  the 
participants  (WBBM  - TV  Chicago, 
KNXT  [TV]  Los  Angeles,  WCBS-TV 
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New  York,  WCAU-TV  Philadelphia 
and  KMOX-TV  St.  Louis)  will  produce 
on  tape  and  exchange  with  the  other 
stations  13  half-hour  public  affairs  pro- 
grams, thus  permitting  each  station  to 
program  two  - and  - one  - half  hours  of 
public  affairs  each  week  from  May  to 
September. 

Good  life  ■ Dr.  Carlton  Fredericks’ 
Living  Should  Be  Fun  radio  series,  a 
half-hour  diet  and  nutrition  show  that 
has  been  a feature  of  WOR  New  York 
for  the  past  five  years,  is  currently  be- 
ing offered  out-of-town  on  a one-sta- 
tion-per-market  basis.  Herb  Saltzman, 
merchandising  manager  of  WOR,  is 
handling  syndication  of  the  programs, 
which  are  taped  in  WOR’s  studios.  Dr. 
Fredericks  also  tapes  regional  commer- 
cials in  New  York.  Early  station  sales 
include:  WGAR  Cleveland;  WLW  Cin- 
cinnati; WDOE  Dunkirk,  N.Y.;  WJTN 
Jamestown,  N.Y.;  WJMJ  Philadelphia; 
WAAP  Peoria,  111.;  WGGO  Salamanca, 
N.Y.;  WSUN  St.  Petersburg,  Fla.; 
KCUB  Tucson,  Ariz.;  WIBX  Utica, 
N.Y.;  WCUM  Cumberland,  Md.; 
WHAM  Rochester,  N.Y.;  KGON  Port- 
land, Ore.;  WJMR  New  Orleans,  and 
WGR  Buffalo. 

Numbers  up  ■ WTVJ  (TV)  Miami 
obtained  a print  of  “The  Numbers 
Racket,”  from  the  Armstrong  Circle 
Theater  CBS-TV  series,  shown  on  that 
station,  at  the  request  of  the  city  man- 
ager. The  program  had  advanced  the 
theory  that  numbers  rackets  cannot 
thrive  without  police  cooperation. 
Charges  of  laxity  had  been  leveled  at 
Miami  police  through  a grand  jury, 
WTVJ  reports,  and  the  city  manager 
wished  to  show  the  film  at  the  station 
May  19  to  some  350  city  officials  and 
police  department  members. 

Wonderland  revisited  ■ Screen  Gems 
has  announced  plans  to  present  a half- 
hour  color  series  based  on  “Alice  in 
Wonderland”  with  production  to  start 
late  this  summer.  Clarence  Greene  and 
Russell  Rouse,  Academy  Award-win- 
ning scriptwriters,  will  produce  the 
series.  A search  has  begun  for  actors 
and  a top  composer. 

Residuals  ■ Screen  Actors  Guild  col- 
lected and  distributed  to  members  $2,- 
337,849  in  residual  payments  for  re- 
runs of  tv  entertainment  films  during 
the  six  months  ended  April  30,  SAG 
reported.  Residual  payments  from  De- 
cember 1953  to  April  30,  1960,  total 
$14,407,967. 

Tv  "kickers"  ■ A package  of  10  short 
film  clips,  intended  specifically  as 
“kickers”,  or  humorous  items  for  the 
close  of  local  tv  news  broadcasts,  is  of- 
fered by  Standby  Humor  Film  Clips, 
132  Surrey  Drive,  New  Rochelle,  N.Y. 
The  clips,  which  are  culled  from  news- 


reel libraries,  vary  in  length  from  15 
seconds  to  one  minute.  Scripts  go  with 
the  package,  but  soundtrack  narration 
also  is  provided,  according  to  Bill  Kling, 
president  of  the  company. 

The  tipoff  ■ Heritage  Productions  Inc., 
N.Y.,  is  distributing  a series  of  260  five- 
minute  golf  shows  for  tv.  The  color 
series,  entitled  Golf  Tip  of  the  Day, 
features  pro  Dow  Finsterwald  showing 
viewers  how  to  improve  their  games. 
The  show  is  packaged  by  Herman  Rush 
Assoc.,  N.Y.,  and  will  be  produced  by 
Brass  Dolphin  Inc.,  that  city,  in  asso- 
ciation with  Rush. 

New  producer  ■ Bonnaker  Produc- 
tions has  set  up  headquarters  at  Repub- 
lic Studios,  North  Hollywood,  Calif., 
as  an  independent  tv  enterprise.  Ed- 
ward J.  Montagne,  formerly  executive 
producer  of  CBS-TV  film  shows  in 
New  York  and  later  producer  of  the 
Phil  Silvers  Show  on  CBS-TV;  Bill 
Friedberg,  a writer  on  that  series,  and 
Neil  Simon,  also  a tv  writer,  are  the 
Bonnaker  principals. 

Keystone  Kops  B Mack  Sennett  com- 
edies, movie  classics  which  gave  Charlie 


Chaplin,  Marie  Dressier  and  others 
their  start  to  stardom,  are  coming  to 
television,  Harry  Tatelman,  president 
of  Hampshire  Productions  has  an- 
nounced. Moreover,  Mack  Sennett  him- 
self will  serve  as  technical  advisor  of 
the  tv  series  which  will  be  based  on 
the  adventures  of  two  comics  who  be- 
come involved  with  the  bathing  beau- 
ties and  Keystone  Kops  that  were 
Sennett  trademarks  40  years  ago. 

Franciscans  to  tv  ■ A tv  version  of 
The  Hour  of  St.  Francis,  weekly  tran- 
scribed series  on  more  than  600  radio 
stations,  has  been  announced  by  Fr. 
Hugh  Noonan,  O.F.M.  Fr.  Noonan, 
who  serves  as  director  of  the  programs 
produced  for  the  Third  Order  of  St. 
Francis,  said  that  cycles  of  13  films  are 
planned  with  such  talent  as  Danny 
Thomas,  Ann  Blythe,  Charles  Laugh- 
ton and  MacDonald  Carey.  First  two 
films  have  already  been  completed. 
Concurrently  a campaign  to  help  de- 
fray expenses  of  the  public  service  tv 
series  has  been  started.  Further  infor- 
mation may  be  obtained  from  The 
Hour  of  St.  Francis,  218  E.  12th  St., 
Los  Angeles  15. 


NO,  THIS  IS  “KNOE-LAND” 


(embracing  industrial,  progressive 
Arkansas,  West  Mississippi) 

JUST  LOOK  AT  THIS  MARKET  DATA 


North  Louisiana,  South 


Drug  Sales 
Automotive  Sales 
General  Merchandise  $ 148,789,000 
Total  Retail  Sales  $1,286,256,000 


$ 40,356,000 

$ 299,539,000 


Population  1,520,100 

Households  423,600 

Consumer  Spendable  Income 

$1,761,169,000 
Food  Sales  $ 300,486,000 

KNOE-TV  AVERAGES  79.1%  SHARE  OF  AUDIENCE 

According  to  March  1960  ARB  we  average  79.1%  share  of  audience  from  9 a.m.  to 
midnight  7 days  a week. 

CBS  • ABC 
A James  A.  Noe  Station 
Represented  by 
H-R  Television,  Inc. 

Photo:  The  Johns-Mansville  Products  Corporation  Plant  located  at  Natchez,  Mis- 
sissippi, manufacturing  insulating  board  and  hardboard  products  from  wood  fibre. 


KNOE-TV 

Channel  8 
Monroe,  Louisiana 
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EQUIPMENT  & ENGINEERING 


Fm,  uhf  tuner  set 
production  shows  rise 


Production  of  tv  receivers  with  uhf 
tuners  and  fm  radio  sets  both  moved 
upward  in  the  first  three  months  of 
1960,  Electronic  Industries  Assn,  re- 
ported last  week.  Retails  sales  of  both 
tv  and  radio  also  rose  over  the  com- 


parable period  of  last  year. 

Production  and  sales  figures  for  the 
first  1960  quarter  compared  to  the 
same  period  in  1959  are  given  below: 


Period 

Jan. -March  '60 
Jan. -March  '59 

Jan.-March  '60 
Jan. -March  '59 


TELEVISION 

Production 

1,579,447 

1,390,550 

RADIO 

4,465,706 

3,597,676 


Sales 

1,600,369 

1,375,628 

2,079,308 

1,690,941 


There  were  139,067  tv  sets  made 
with  uhf  tuners  in  the  first  1960  quar- 
ter, compared  with  102,631  in  the  same 
period  in  1959.  Fm  radio  production 
totaled  167,906  receivers,  up  75,000 
over  same  1959  period.  Auto  radios 
comprised  1,863,094  sets  of  total  radio 
production,  up  500,000  over  the  same 
1959  quarter.  Radio  sales  do  not  reflect 
auto  radio. 


RCA  head  talks  about 
foreign  competition 

The  U.S.  electronics  industry  can 
meet  any  fundamental  foreign  competi- 
tion threat,  RCA  President  John  L. 
Burns  said  Thursday  (May  26).  In  Mi- 
ami Beach  to  address  RCA’s  eastern 
and  southern  distributors  at  their  an- 
nual meeting,  Mr.  Burns  cautioned  for- 
eign countries  to  “exert  wisdom  in  their 
export  policies.”  Forced  entry  into  the 
American  market  through  an  excessive 
combination  of  government  subsidies 
and  lower  labor  costs  will  “only  stimu- 
late the  demand  for  new  governmental 
barriers  against  electronics  imports,”  he 


told  the  southern  distributors. 

Japan’s  headway  in  the  production  of 
vest-pocket  portable  radios  was  made 
possible  by  the  development  of  minia- 
turized components  not  available  in  this 
country,  the  RCA  head  said.  Such  com- 
petition can  be  met  head-on  with  prod- 
ucts that  hold  their  position  in  the 
market  place  purely  on  the  basis  of 
styling,  quality  and  performance,  Mr. 
Burns  stated.  He  pointed  to  the  develop- 
ment of  RCA’s  own  vest-pocket  port- 
ables as  the  “way  we  hope  we  can  al- 
ways counter  foreign  competition.”  In 
the  face  of  increased  imports,  he  added, 
RCA  last  year  sold  more  radios  than 
ever  before. 

In  remarks  to  the  distributors  about 
RCA  Victor  television  models  for  1960- 
61,  Mr.  Burns  discounted  the  notion 
that  color  tv  is  a “rich  man’s  play- 
thing.” According  to  an  RCA  sampling 
of  families  who  bought  color  tv  sets 
during  the  past  two  years,  nearly  half 
had  annual  incomes  of  less  than  $10,- 
000,  he  said.  Substantial  gains  in  tv  set 
sales  can  be  made  only  if  the  ipdustry 
embraces  color,  Mr.  Burns  said. 

RCA  will  introduce  this  fall  four 
deluxe  tv  models  with  cabinets  made 
by  Henredon  furniture  manufacturer. 
The  three  black-and-white  and  one 
color  sets  will  range  in  price  from  about 
$800  to  $1,400. 

■ Technical  topics 

Merger  agreement  ■ A merger  of 
General  Instrument  Corp  and  General 
Transistor  Corp.  is  near.  Directors  of 
the  two  companies  agreed  in  principle 
to  the  merger  on  May  20.  It  is  now 
subject  to  further  investigation  and 
stockholder  approval.  The  arrangement 
calls  for  the  issuance  of  seven-tenths 
(.7)  of  a share  of  General  Instrument 
common  stock  for  each  outstanding 
share  of  General  Transistor  common. 
GI’s  sales  for  the  nine  months  ended 


DIAL  1110  50,000  WATTS 


KRLA 


America’s  greatest 
radio  market! 


RADIO  LOS  ANGELES 


Represented  by 
DONALD  COOKE  INC. 


Newest  among  the 
leaders  serving 


More  audience  per  dollar 
than  any  other  leading  radio 
station  in  greater  Los  Angeles 


Nov.  30,  1959,  were  $41,277,875.  GT’s 
sales  last  year  were  $10,278,585. 

Muzak's  manufacturer  ■ Continental 
Manufacturing  Inc.,  Omaha,  has  en- 
tered into  a long-term  agreement  with 
Muzak  Corp.,  N.Y.,  to  manufacture 
and  supply  power  amplifiers.  Muzak 
has  more  than  215  franchisers.  In  ad- 
dition to  doing  sub-contract  work  for 
several  well-known  electronic  firms 
and  marketing  a line  of  custom  re- 
ceivers for  the  broadcasting  industry 
under  the  trade  name  McMartin,  Con- 
tinental also  manufactures  and  markets 
a complete  line  of  hi-fi  components  and 
radio  intercom  systems  under  the  Har- 
mony brand. 

Shipment  summary  ■ RCA  has 

shipped  tv  tape  recorders,  antennas  and 
transmitters,  to  the  following:  three 
color  tv  tape  recorders  to  NBC  in  Bur- 
bank, Calif.;  two  to  NBC  New  York; 
three  monochrome  to  Reeves  Sound 
Studio,  N.Y.;  one  black  and  white  each 
to  WMAR-TV  Baltimore,  KWTV  (TV) 
Oklahoma  City,  Children’s  Hospital, 
Pittsburgh.  Foreign  deliveries  include 
two  monochrome  units  each  to  Nor- 
way and  Egypt.  Transmitters  were 
shipped  to  KSSO-TV  Sioux  Falls  (25- 
kw),  KHQ-TV  Spokane,  Wash,  (used 
2-kw),  WXTV  Youngstown,  Ohio  (1- 
kw),  and  KCBY-TV  Coos  Bay,  Ore. 
(2-kw),  and  antenna  to  KCBY-TV 
(six-section). 

Tester  ■ Smith-Florence  Inc.,  Seattle, 
Wash.,  has  announced  a new  model  of 
its  “Fault-Finder”  product  line.  The 
new  5-inch  presentation  Model  751 
was  specifically  designed  for  the  broad- 
casting industry,  according  to  the 
manufacturer,  where  examination  of 
large-diameter  coaxial  air  dielectric 
cable  is  necessary  to  discover  impedance 
mismatches,  shorts  or  opens.  To  make 
the  instrument  more  versatile,  an  “air- 
poly”  switch  is  incorporated  to  change 
the  range  mark  and  sweep  circuitry  to 
agree  with  the  difference  in  propagation 
constants  of  air  and  polyethylene  cables. 
The  751  reads  faults  from  0 to  1200' 
on  either  type  of  cable. 

'Pancaked'  ■ Sylvania  Electric  Prod- 
ucts, Woburn,  Mass.,  reports  the  de- 
velopment there  of  “Pancake”  con- 
struction for  transistor  packaging, 
which  will  result  in  a line  of  miniatur- 
ized transistors  for  smaller  and  lighter 
electronic  equipment  including  air- 
borne communications  and  computer 
systems.  Height  dimension  of  the  new 
transistor  has  been  reduced  to  one- 
twentieth  of  an  inch,  it  was  reported, 
resulting  in  a wafer-thin  semiconductor 
package  with  extreme  ruggedness,  re- 
liability and  ease  of  manufacture. 


70 


BROADCASTING,  May  30,  1960 


FATES  & FORTUNES 


Broadcast  Advertising 

Thomas  E.  Abies  andRobert  F.  Lewis, 

both  vps  and  account  executives  of 
Phillips-Ramsey,  San  Diego  advertising 
agency,  elected  to  board  of  directors. 
Don  James,  publicity  director,  pro- 
moted to  account  executive.  William  J. 
Seaton  succeeds  Mr.  James. 

Dr.  Frank  Mayans  and  William  T. 
Moran,  both  in  research  department  of 
Young  & Rubicam,  N.Y.,  named  vps. 
Mr.  Moran  becomes  manager,  coordi- 
nator of  research,  Dr.  Mayans,  as- 
sociate director  for  plans  and  analysis. 

Robert  A.  Wulf- 
horst,  previously  as- 
sociate media  direc- 
tor at  Dancer-Fitzger- 
ald-Sample,  N.Y.,  to 
Needham,  Louis  & 

Brorby,  that  city,  as 
vp  and  director  of 
media  and  research. 

Stanley  J.  Quinn  Jr.,  vp,  executive 
producer,  J.  Walter  Thompson,  N.Y., 
joins  Doherty,  Clifford,  Steers  & Shen- 
field,  that  city,  as  vp  and  director  of 
tv-radio  programming  and  production. 

William  S.  Bahrenburg,  account 
executive  in  sales  department  of  Life 
magazine,  joins  Reach,  McClinton, 
N.Y.,  as  vp. 

John  L.  Baldwin,  vp,  Kenyon  & Eck- 
hardt,  Chicago,  transfers  to  Boston  of- 
fice as  account  supervisor. 

Albert  J.  Platta,  secretary  and 
comptroller  of  Klau-Van  Pietersom- 
Dunlap,  Milwaukee  advertising  agency, 
named  treasurer.  Ray  L.  Pearson  suc- 
ceeds Mr.  Platta  as  comptroller. 

S.  Whitney  London,  assistant  to 
president  and  secretary,  and  Prescott 
C.  Mabon,  assistant  to  president,  elect- 
ed vps,  American  Tel  & Tel. 

Joan  Rutman,  formerly  media  group 
supervisor  at  Grey  Adv.,  N.Y.,  to 
Cleveland  office  of  McCann-Marschalk 
as  media  director. 

Charles  W.  Haines  Jr.,  formerly 
with  Gardner  Adv.,  St.  Louis,  to  Krup- 
nick  & Assoc.,  that  city,  as  media  man- 
ager. Ben  Starr,  formerly  copy  chief 
at  Frank  Block  & Assoc.,  joins  Krup- 
nick  as  senior  copywriter. 

Harold  Tillson,  media  group  super- 
visor, Leo  Burnett,  Chicago,  promoted 
to  manager  of  media  department. 
George  Wilcox  succeeds  Mr.  Tillson. 
John  W.  Setear,  moves  from  assistant 
manager  of  media  department,  to 
marketing  supervisor. 


Jack  Davis,  manager  of  commercial 
production  at  Grey  Adv.,  N.Y.,  elected 
vp.  Also  named  vps  were:  Onofrio 
Paccione  and  Lester  Rondell,  associate 
head  art  directors;  John  H.  Rigor, 
account  supervisor;  and  William 
Schultze,  manager  of  print  production 
and  control. 

Andrew  C.  Zipprich,  formerly  of 
Grey  Adv.,  N.Y.,  joins  Compton,  that 
city,  as  space  buyer  in  media  depart- 
ment. Irving  Sonn,  formerly  Ted  Bates 
& Co.,  joins  Compton  as  copy  super- 
visor on  Pertussin  and  Sterling  Drug 
Products. 

Frank  H.  Russell  appointed  adver- 
tising manager,  Sylvania  Electronic 
Systems,  N.Y.,  division  of  Sylvania 
Electric  Products  Inc. 

Martin  Barsky  and  Gil  Lasky  named 
account  executive  and  copy  chief,  re- 
spectively, at  Beckman*Koblitz,  Los 
Angeles  advertising  agency. 

Rick  Mittleman,  formerly  associate 
producer  with  ABC-TV,  to  Anderson- 
McConnell,  Los  Angeles,  as  director  of 
radio-tv. 

Abbott  Davis  and  Peter  Pih  named 
broadcast  media  director  and  manager 
of  media  research,  respectively,  at  The 
Fitzgerald  Agency,  New  Orleans.  Mr. 
Davis  formerly  was  with  Lennen  & 
Newell,  N.Y.,  and  Mr.  Pih  with  Leo 
Burnett  agency. 

Richard  S.  Mulford,  previously  head 
of  own  advertising  and  sales  promotion 
counseling  service  and  formerly  direc- 
tor of  tv  commercial  division  of  Desilu 
Productions,  Hollywood,  to  D’Arcy 
Adv.,  Los  Angeles,  as  radio-tv  direc- 
tor. 

Ralph  Ammirati,  formerly  of  Erwin 
Wasey,  Ruthrauff  & Ryan,  N.Y.,  joins 
BBDO,  that  city,  as  art  director. 

Donald  B.  Madden,  account  execu- 
tive with  BBDO,  San  Francisco,  trans- 
fers to  N.Y.  office  on  Pan-American 
coffee  bureau  account. 

Richard  Hall,  formerly  with  Benton 
& Bowles,  N.Y.,  joins  Ted  Bates,  that 
city,  as  account  executive  on  Fab. 

Walter  C.  Cash  joins  Los  Angeles 
office  of  Doyle,  Dane  Bernbach  as  ac- 
count executive. 

Paul  Blustain,  formerly  in  radio-tv 
department  of  Young  & Rubicam,  N.Y., 
to  McCann-Marschalk  Co.,  that  city,  as 
producer  of  commercials. 

Melvin  Beer  and  Vincent  Messina 

join  Smith/Greenland  Co.,  N.Y.,  as  as- 
sistant art  directors.  Mr.  Beer  was 
assistant  art  director  for  Clairol  Co., 
that  city,  and  Mr.  Messina  was  free- 
lance artist. 


Mr. 
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JP  OF  COMMUNICATIONS  ROW! 


One  of  New  York’s 
most  desirable  locations 

MADISON  AVENUE 
AT  52nd  STREET 


A Bigger  and  Better 


Just  steps  from  anywhere  . . . 
now  with  500  individually  deco- 
rated rooms  and  suites  — and 
completely  air  conditioned. 


The  magnificent  new 


17  E.  52  st. 


Your  rendezvous  for  dining 
deliberately  and  well  . . . 
open  every  day  of  the  week 
for  luncheon,  cocktails, 
dinner,  supper. 
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Grant  headquarters  to  N.Y.;  top  echelon  shuffled 


Mr.  Plowe  Mr.  Purcell  Mr.  Peck  Mr.  Mack  Mr.  Kotowski  Mr.  Gather  Mr.  Gordon  Mr.  Yount 


Elliott  Plowe,  senior  vp  of  Grant 
Adv.’s  New  York  office,  becomes 
president  as  agency  moves  its  U.S. 
headquarters  from  Chicago  to  New 
York.  He  came  to  Grant  last  Febru- 
ary from  BBDO  where  he  had  been 
vp  and  account  supervisor.  Founder 
Will  C.  Grant  continues  as  chair- 
man of  board  and  chief  executive 
officer  in  Chicago,  where  corporate 
business  of  agency’s  nine  U.S.  and 
some  30  foreign  offices  is  centered. 
Christopher  Cross,  vp  and  admin- 


istrative assistant  to  president,  as- 
sumes new  Chicago  assignment  as 
senior  administrative  vp.  Lyle  Pur- 
cell, president  of  Select  Magazines 
and  formerly  marketing-reasearch 
vp  of  BBDO,  has  joined  reorganized 
agency  as  executive  vp  of  Grant  Adv. 
(USA)  and  general  manager  of 
New  York  office.  Six  executives 
from  Grant’s  Detroit  office  move  to 
New  York.  They  are  Frederick  A. 
Peck  creative  director,  promoted  to 
vp  and  head  creative  director  for  all 


offices;  Robert  C.  Mack,  tv-radio  di- 
rector, who  becomes  vp  and  national 
director  of  tv  and  radio;  Leonard  J. 
Kotowski,  Detroit  copy  chief,  to  vp 
and  copy  chief  of  all  U.S.  offices; 
Wallace  J.  Gordon,  assistant  branch 
copy  chief,  to  assistant  national  copy 
chief;  Myers  B.  Cather,  vp  and  De- 
troit manager,  to  vp  and  account 
supervisor,  and  Bruce  W.  Yount, 
controller,  to  internal  office  man- 
ager. The  Detroit  office  remains  open 
on  service  basis. 


The  Media 

John  F.  Dickinson,  vp,  Harrington, 
Righter  & Parsons,  N.Y.,  elected  to 
board  of  directors.  Mr.  Dickinson  has 
been  with  company  since  1949. 

Morton  A.  Barrett,  vp  and  secretary 


The  Bolling  Go.,  N.Y.,  joins  Edward 
Petry  & Co.,  that  city,  as  tv  salesman. 

Mortimer  Weinbach,  vp  and  gen- 
eral counsel  of  ABC,  named  to  radio 
board  of  directors  of  NAB,  succeeding 
E.  J.  DeGray  who  recently  resigned  as 


HAMILTDMMDIS  & ASSOCIATES,  Inc. 

BROKERS  • RADIO  AND  TELEVISION  STATIONS  • NEWSPAPERS 


MIDDLEWEST 

AM-FM  Fulltime — 3 station  market — 1960  gross  will 
hit  $85,000.00.  Average  profit  around  $20,000.00 — 
Priced  to  sell— $115, 000.00. 


$115,000. 


FAR  WEST  TV-AM-VHF 

With  cash  flow  of  $91,000.00  for  1959.  Total  price 
$550,000.00,  with  29%  down  and  balance  over  eight 
years. 


$550,000. 


NORTH  MIDDLEWEST  DAYTIMER 

Fulltime  possible.  Grossed  over  $93,000.00  in  1959. 
Plant  in  excellent  shape.  Total  price  $125,000.00,  with 
29%  down  and  balance  negotiable. 


$125,000. 


SOUTH  WEST  FULLTIMER  AM-FM 

250  watts  with  application  in  for  1000  watts.  Brand 
new  equipment,  valuable  real  estate,  with  gross 
around  $100,000.00.  Priced  at  $125,000.00  with  terms. 
$100,000.00  for  cash.  A real  solid  buy  based  on 
today’s  prices. 


$125,000. 


MIDWEST  DAYTIME  REGIONAL 


Profitable  daytimer  in  one  of  the  top  twenty  mar- 
kets. Unlimited  potential.  Excellent  frequency  with  $450,000. 

1000  watts  power.  Priced  to  sell  at  $450,000.00.  29% 
down  and  seven  years  payout. 


WASHINGTON,  D.C. 

Ray  V.  Hamilton 
John  D.  Stebbins 
1737  DeSales  St.  N.W. 
Executive  3-3456 

NATIONWIDE 


CHICAGO 

Richard  A.  Shaheen 
1714  Tribune  Tower 
DEIaware  7-2754 

• NEGOTIATIONS 


DALLAS 

DeWitt  'Judge'  Landis 
151 1 Bryan  Street 
Riverside  8-1175 


SAN  FRANCISCO 
John  F.  Hardesty 
1 1 1 Sutter  Street 
EXbrook  2-5671 


• FINANCING  • APPRAISALS 


Mr.  Bremer 


president  of  ABC. 

Frank  V.  Bremer, 

50-year  veteran  in 
broadcasting,  and  most 
recently  consultant  to 
WNTA-AM-TV  New 
York,  retires.  WNTA 
is  outgrowth  of  ama- 
teur spark  station,  op- 
erated during  1908-13 
under  the  call  “F.V.” 
built  and  operated  by  Mr.  Bremer. 
“F.V.”  then  became  station  2-ARN, 
operating  as  spark  transmitter.  Mr. 
Bremer  obtained  license  when  this  be- 
came mandatory,  operating  2-ARN  un- 
til World  War  I ban  on  radio.  In  De- 
cember 1918,  station  returned  to  air  as 
2-IA,  with  first  constant  wave  trans- 
mitter installed  in  1919.  Three  years 
later,  amateur  2-IA  became  WAAT 
N e v/  a r k , N.J.,  and  subsequently 
WNTA. 


Walter  Conway,  manager  of  KDIA 
Oakland,  Calif.,  elected  vp.  Before 
joining  KDIA,  Mr.  Conway  was  man- 
ager of  WBEE  Chicago  and  previously 
managed  KSAY  and  KSAN,  both  San 
Francisco. 


Robert  G.  Dunkin,  technician  at 
WHYY-TV  Philadelphia,  promoted  to 
engineering  supervisor. 

Ken  Radant,  program  director  at 
WBCH  Hastings,  Mich.,  promoted  to 
assistant  manager.  He  has  been  with 
station  since  1958. 

Howard  A.  Singer,  assistant  gen- 
eral attorney,  National  Telefilm  Assoc., 
N.Y.,  named  assistant  to  president, 
Oliver  A.  Unger. 
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William  W.  Joyce, 

vp  and  tv  sales  man- 
ager, Katz  Agency, 
Chicago,  becomes 
manager,  Detroit  of- 
fice. Alan  T.  Axtell, 
manager  of  St.  Louis 
office,  named  tv  sales 
manager,  Chicago. 
James  E.  Muse,  St. 
Louis  sales  staff  becomes  office  man- 
ager, and  Arthur  J.  Underwood  is 
appointed  senior  salesman  in  radio  sales 
for  Detroit  area. 

John  R.  DiMeo,  formerly  manager 
of  KPUG  Bellingham,  to  KAYO  Se- 
attle, both  Washington,  in  similar  ca- 
pacity. Ted  Carlson,  formerly  with 
KIRO,  that  city,  joins  KAYO  as 
general  sales  manager. 

Morris  J.  Levin  and  Betty  J.  Sout- 
hard join  Washington  law  firm  of 
Roberts  & Mclnnis.  Mr.  Levin  for- 
merly was  in  office  of  general  coun- 
sel, U.S.  Post  Office  Dept,  and  Miss 
Southard  formerly  served  in  appellate 
branch,  Litigation  Div.,  National  Labor 
Relations  Board. 

David  Loring,  news  director  at 
WGIL  Galesburg,  111.,  elected  president 
of  Illinois  Associated  Press  Broadcas- 
ters Assn.,  succeeding  Phil  Miller, 
WTAX  Springfield.  Donald  Yaeger, 
with  WSMI  Litchfield,  elected  vp. 

Dale  Coleman,  news  director  of 
WTVP  (TV)  Decatur,  elected  president 
of  UPI  Broadcasters  of  Illinois,  succeed- 
ing Robert  Brown  of  WMAY  Spring- 
field.  Ed  Ronne  of  WMBI  Chicago, 
and  Fred  Cline,  WSIL-TV  Harrisburg, 
named  vps  and  Frank  Spencer,  UPI 
Chicago,  appointed  secretary. 

M.J.  Bergstein,  WMAJ  State  Col- 
lege, elected  president  of  Pennsylvania 
Assn,  of  Broadcasters,  succeeding  Cecil 
Woodland  of  WEJL  Scranton.  Tom 
Metzger,  WMRF  Lewistown,  and  Rob- 
ert Gulick,  WGAL  Lancaster,  named 
first  and  second  vps,  respectively. 

George  H.  Allen, 

general  manager  and 
assistant  publisher  of 
McCall’s  magazine, 
appointed  special  as- 
sistant to  president 
of  Meredith  Publish- 
ing Co.,  including 
work  with  company’s 
broadcast  division 
(KCMO  - AM  - TV 
Kansas  City;  KPHO-AM-TV  Phoenix, 
Ariz.;  WOW-AM-TV  Omaha;  WHEN- 
AM-TV  Syracuse  and  KRMG  Tulsa, 
Okla.).  He  also  will  coordinate  plans 
for  other  divisions  and  subsidiaries  of 
Meredith.  He  will  headquarter  in  New 
York. 


Mr.  Allen 


Mr.  Joyce 


Herbert  E.  Evans, 

president  of  Peoples 
Broadcasting  Corp., 
elected  president  of 
YMCA.  Mr.  Evans, 
on  board  of  directors 
of  RAB.  also  is  U.S. 
radio-tv  representa- 
tive to  Inter-American 
Assn,  of  Broadcasters 
and  is  member  of  its  directive  board. 


Mr.  Evans 


Calvin  J.  Smith,  general  manager, 
KFAC  Los  Angeles,  elected  chairman 
of  Southern  California  Broadcasters 
Assn.  Other  new  officers:  vice  chair- 
man, Charles  Hamilton,  KFI  Los 
Angeles;  secretary,  Herb  Comstock, 
KAVL  Lancaster;  treasurer,  Ernest 
Spencer,  KWIZ  Santa  Ana. 

Gus  Da  to,  maintenance  supervisor 
at  KTTV  (TV)  Los  Angeles,  appoint- 
ed to  new  post  of  engineering  super- 
visor. Chuck  Adams,  staff  tv  engineer 
at  KTTV,  promoted  to  video  tape  engi- 
neering supervisor. 


Mr.  Schorr 


Herbert  Schorr, 

formerly  owner  of 
WFEC  Miami,  ap- 
pointed general  sales 
manager  of  WHAT- 
AM-FM  Philadelphia. 
Mr.  Schorr  previously 
was  sales  manager  of 
WOV  New  York  and 
with  RKO  General. 


Dan  Hayslett,  general  manager  of 
KXIL  Dallas,  elected  president  of 
Assn,  of  Broadcast  Executives  of 
Texas.  Bob  Keefe,  manager  of  NBC 
Spot  Sales,  Dallas,  named  vp. 

W.W.  Warren,  executive  vp  of 
KOMO-AM-TV  Seattle,  elected  chair- 
man of  board  of  Washington  Assn,  of 
Broadcasters.  Ronald  A.  Murphy, 
formerly  association’s  managing  direc- 
tor, elected  president.  Allen  Miller  of 
KWSC  Pullman  named  secretary-treas- 
urer and  Tom  Bostic  of  KIMA-AM-TV 
Yakima  elected  vp. 

Ken  Hastie,  WMT  Cedar  Rapids, 
elected  president  of  Iowa  Broadcasters 
Assn.,  succeeding  Paul  Loyet,  WHO- 
AM-TV  Des  Moines.  Robert  Erickson, 
KOKC  Keokuk,  elected  vp,  Paul  El- 
liott, KRNT-AM  (TV)  Des  Moines, 
treasurer  and  Jim  Duncan,  Drake  U., 
executive  secretary. 

Paul  Bain  appointed  director  of 
promotion  and  pr  at  KOB-AM-TV  Al- 
buquerque, N.M. 

Ray  W.  Ervin,  lo- 
cal sales  manager 
of  WGIV  Charlotte, 

N.C.,  promoted  to  na- 
tional sales  manager. 

Prior  to  joining  sta- 
tion in  1953,  Mr.  Er- 
vin had  been  with 
MGM  for  20  years.  Mr.  Ervin 


CHRIST'S  RETURN— 

Myth  or  Reality? 

Seventh-day 

Adventists 

believe  deeply  Christ's  promise 
to  return,  literally,  visibly — 
in  our  own  age.  While  applying 
their  efforts  to  world  problems. 
Adventists  look  to  this  coming  as  the 
ultimate  solution  of  those  problems. 


motivating 

a world  program  of  service. 

F rpA*  Background  reference  volume  on  the 
nee.  seventh-day  Adventist  Church,  128  pp., 

Writ***  Adventist  Public  Relations  Office 
vv  i ue.  684Q  Eastem  Avenue',  N.W., 

thumb-indexed,  leatherette-bound. 

Washington  12,  D.  C. 

Please  write  on  letterhead. 

RAndolph  3-0800 
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George  Logan  joins  WLW  Cincin- 
nati as  associate  farm  director. 

Paul  McLaughlin  named  to  local 
sales  staff  of  WKNB  West  Hartford, 
Conn. 

Harry  Zimmerman,  air  personality 
at  KSTP-AM-TV  Minneapolis-St.  Paul, 
promoted  to  sales  staff  of  KSTP-TV. 

Duan  Ford,  air  personality  for 
KOMU-TV  Columbia,  Mo.,  promoted 
to  sales  representative. 

Jim  Necessary,  formerly  assistant 
general  sales  manager  of  WDAF-TV 
Kansas  City,  to  KTVI  (TV)  St.  Louis 
on  local  sales  staff. 

Nate  Shapiro  joins  WPEN  Philadel- 
phia as  account  executive. 

Joseph  L.  Benton  Jr.,  formerly  with 
WMBD-TV  Peoria,  111.,  to  WITI-TV 
Milwaukee  on  local  sales  staff. 

Ray  Betsinger,  account  executive  at 
WLS  Chicago  for  over  15  years  and 
specialist  on  farm  accounts,  to  WAIT, 
that  city,  as  coordinator  of  sales  and 
sales  promotion.  Earl  E.  Matthews, 
formerly  on  sales  staff  of  WJJD  Chi- 
cago, also  to  WAIT  in  similar  capacity. 

Walter  Pfister,  promoted  from  as- 
signment editor  to  supervisor  of  news 
at  NBC  central  division.  He  will  be 
assistant  to  Frank  Jordan,  news  man- 
ager. 

Steven  Safion,  formerly  of  WBAI- 
FM  New  York,  joins  WVOX-FM  New 
Rochelle,  N.Y.,  as  host  of  nightly  music 
program. 

Ken  Welch,  director  of  public  affairs 
and  tv  production  for  WOOD-AM-TV 
Grand  Rapids,  Mich.,  resigns  because 
of  ill  health.  He  will  enter  advertising 
field  in  Arizona.  Carol  Duvall,  wom- 
en’s director,  succeeds  Mr.  Welch. 

Dick  Braun  named  program  direc- 
tor of  WTIX  New  Orleans,  succeeding 
Marshall  Pearce  who  resigns  to  enter 


Lulu  winner  ■ Fran  Harris  (r.) , 
vp  and  creative  director  of  Harris- 
Tuchman  Productions,  Holly- 
wood, receives  Lulu  Award  from 
Greer  Garson  for  best  tv  com- 
mercial in  the  14th  Annual 
Achievement  Awards  sponsored 
by  the  Los  Angeles  Advertising 
Women.  The  award  was  pre- 
sented for  a Mattel  Toy  Barbie 
Doll  commercial.  Mrs.  Harris 
also  won  first  place  in  business 
film  category  for  a filmstrip  pro- 
duced for  Cole  of  California 
(women’s  apparel). 


advertising  field. 

Paul  Montague  appointed  advertis- 
ing and  art  director  of  KTRK-TV 
Houston. 

Tom  Beavers  joins  farm  service  de- 
partment of  KMA  Shenandoah,  Iowa. 

Payne  Williams,  formerly  of  Com- 
stock & Co.,  Buffalo  advertising  agency, 
to  WIS-TV  Columbia,  S.C.,  as  creative 
services  director. 

Ernie  Anderson  joins  KYW-TV 
Cleveland  as  staff  announcer.  He  has 
been  freelancer. 

Elmer  Friman,  formerly  with 
WLWD-TV  Dayton,  Ohio,  to  engineer- 
ing staff  of  WFBM-AM-FM-TV  Indi- 
anapolis. 


Al  Bell  joins  KHOU-TV  Houston  as 
air  personality. 

Jim  Roberts  and  Bill  Terry  join 
KING  Seattle,  Wash.,  as  air  personali- 
ties. Mr.  Roberts  formerly  was  with 
KGEE  Bakersfield,  Calif.,  and  Mr. 
Terry  with  KLUB  Salt  Lake  City. 

Oscar  Rose,  formerly  radio-tv  direc- 
tor for  Anti-Defamation  League,  joins 
Westinghouse  Broadcasting  Co.  as 
United  Nations  correspondent. 

Richard  Hammer,  formerly  account 
executive  at  KBOX  Dallas,  to  sales 
staff  of  WBBM  Chicago. 

Georgie  Christie  and  Woodie  Gar- 
cia, both  formerly  with  WLCY  St. 
Petersburg,  join  WSOL  Tampa,  both 
Florida,  as  air  personality  and  Spanish 
program  director,  respectively. 

Lee  Davis,  formerly  program  direc- 
tor at  WKYB  Paducah,  Ky.,  to  WHYE 
Roanoke,  Va.,  as  production  manager- 
air  personality.  George  Dyer  and  Dave 
Eldridge  both  join  WHYE  as  air  per- 
sonalities. 

Jack  Gregory,  formerly  Western 
Div.  manager  for  United  Artists-TV, 
rejoins  KGO-TV'  San  Francisco  as  ac- 
count executive.  He  had  been  with 
station  from  1950-53. 

Ted  Sheet,  formerly  program  direc- 
tor at  WATS  Sayre,  Pa.,  'to  WHAP 
Hopewell,  Va.,  as  program  director-air 
personality. 

Richard  Love,  formerly  on  news  staff 
of  WARE  Ware,  Mass.,  to  WJBS  De- 
Land,  Fla.,  as  sports  coordinator-air 
personality. 

John  Gee,  formerly  with  WGEZ 
Beloit,  Wis.,  to  WJIM-AM-TV  Lansing, 
Mich.,  as  air  personality. 

Frank  Allen  joins  KOIL  Omaha, 
Neb.,  as  air  personality. 

Dave  Connor,  formerly  with  WCKR 
Miami,  to  WAFM  (FM),  that  city,  as 
classical  disc  jockey. 

Programming 

Harold  Goldman, 

executive  Vp  of  Na- 
tional Telefilm  Asso- 
ciates, Beverly  Hills, 
resigns,  effective  June 
2.  He  will  announce 
new  plans  shortly. 

Mr.  Goldman  was  co- 
founder of  NTA, 
along  with  Board 
Chairman  Ely  A.  Landau  and  President 
Oliver  A.  Unger  in  1954. 

Hal  Golden,  supervisor  of  station 
sales,  MCA-TV,  Chicago,  appointed 
vp  and  director  of  sales.  Mr.  Golden, 
who  will  headquarter  in  New  York, 
joined  company  in  1954  as  executive 


■ 
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in  charge  of  Buffalo,  N.Y.  office,  and 
was  transferred  to  Chicago  in  1957. 

Harry  Ackerman  and  William  Sack- 
heim,  vps  and  executive  producers  of 
national  programs  at  Screen  Gems, 
Hollywood,  sign  new  long  term  con- 
tracts. 

Len  Kanter,  formerly  tv  commercial 
producer,  Carlo  Vinti  Adv.,  N.Y.,  joins 
HFH  Productions,  that  city,  as  com- 
mercial sales  manager. 

Mel  Stuart,  formerly  in  charge  of 
film  research  on  CBS-TV’s  20th  Cen- 
tury, joins  David  L.  Wolper  Inc.  as 
head  of  east  coast  tv  production. 

Bernard  Donnefeld  joins  Para- 
mount Pictures  as  assistant  to  head 
of  eastern  production  department. 

Robert  Bossier  signs  to  produce 
Route  66,  new  hour-long  tv  adventure 
series  slated  for  CBS-TV  this  fall. 

Robert  J.  Northshield  joins  NBC- 
TV  Today  show  as  program  manager. 
His  past  tv  credits  include:  Adventure; 
Crime  Inc.  and  films  “The  Way  of  the 
Navajo,"  “The  Hopi  Road.” 

Equipment  & Eng’ring 

Warren  B.  Hayes  appointed  general 
manager  of  newly  formed  TRW  Elec- 
tronic Components  Group,  Thompson 
Ramo  Woolridge  Inc..  Canoga  Park, 
Calif.  Group  includes  Radio  Industries 
Inc.  and  Good-All  Electric  Manufac- 
turing Co.  Mr.  Hayes  will  headquarter 
in  Hollywood. 

John  H.  Striebel  named  assistant  to 
vp  of  sales  of  Houston  Fearless  Co., 
Los  Angeles. 

Otto  C.  Bohlander  named  regional 
manager  for  direct  dealer  sales  for 
Capehart  Corp.  in  Ohio. 

Frank  D.  Hannell  appointed  man- 
ager of  product  production  engineer- 
ing for  mobile  communication  equip- 
ment at  General  Electric  Communica- 
tion Products  Dept.,  Lynchburg,  Va. 
George  M.  Dewire  named  manager  of 
personal  pocket  radio  communications. 

Edward  Feinberg  assistant  prod- 
uct manager,  industrial  and  govern- 
ment semiconductors  and  special  pur- 
pose tubes,  at  Amperex  Electronic 
Corp.,  Hicksville,  L.I.,  N.Y..  promoted 
to  product  manager.  Edward  Meagher 
appointed  product  manager,  entertain- 
ment tubes  and  semiconductors. 

Gerald  S.  Butts  named  district  sales 
manager,  Miami,  for  Sylvania  Home 
Electronics  Corp.,  Batavia,  N.Y.  Roger 
A.  Swanson  named  product  sales 
manager,  germanium  alloy  switching, 
drift  and  power  transistors,  for  Semi- 
conductor Div. 


Lawrence  Weiland,  formerly  engi- 
neering executive  with  NBC,  joins 
Ampex  Professional  Products  Co.,  Red- 
wood City,  Calif.,  as  manager  of  video 
engineering.  Charles  P.  Ginsburg,  de- 
veloper of  Videotape  tv  recorder  for 
Ampex,  appointed  manager  of  ad- 
vanced video  development. 


Mr.  Weiland 


John  Gill  appointed  representative 
for  tape  recorder  division  of  Interna- 
tional Radio  & Electronics  Corp.,  Elk- 
hart, Ind. 

international 

Ernesto  Hevia  appointed  manager 
of  new  ch.  12  outlet  in  Tijuana,  Baja 
California,  Mexico,  which  is  slated  to 
go  on  air  in  June. 

Don  J.  MacMillan  named  director, 
radio-tv  programming  of  McCann- 
Erickson  (Canada)  Ltd.,  Toronto. 
Stephen  D.  Bennett  becomes  director 
of  radio-tv  production. 

Esther  G.  Henning,  formerly  of 
McCann-Erickson  (Canada)  Ltd.,  To- 
ronto, to  co-ordinator  of  radio-tv  and 
women’s  services  of  Brooks  Adv.  Co., 
that  city. 

Joseph  A.  Morgan,  Fremantle  of 
Canada  sales  representative  for  On- 
tario, Western  Canada,  named  sales  su- 
pervisor. 

Bruce  St.  George  named  director 
of  operations  of  CKNX-TV  Wingham, 
Ont. 

Doug  Reid,  sales  manager  of  Pepsi- 
Cola Ltd.,  Vancouver,  B.C.,  to  market- 
ing director  of  CKWX  Vancouver. 

Ed  Howard,  formerly  of  CFPL  Lon- 
don, Ont.,  to  sales  manager  of  CKKW 
Kitchener,  Ont. 

Jean  Belanger  appointed  commer- 
cial manager  of  CKJL  St.  Jerome,  Que. 

Art  Harrison,  manager  of  Ontario 
division  of  Joseph  A.  Hardy  & Co. 
Ltd.,  Toronto,  radio-tv  station  rep, 
promoted  to  general  manager.  Marc 
Legault  named  manager  of  Montreal 
office. 

Sylvia  Kavanagh  appointed  pro- 
motion and  research  director  of  Sto- 
vin-Byles  Ltd.,  Toronto,  station  rep. 

Barry  Kentner,  formerly  news  di- 
rector of  CKOX  Woodstock,  to  CHLO 
St.  Thomas,  both  Ontario.  John 


Mr.  Ginsburg 


Holmes,  formerly  of  CKLW-AM-TV 
Windsor,  to  program  host  of  CHLO. 

Allied  Fields 

Sidney  Rowland,  research  associ- 
ate with  Crossley,  S-D  Surveys  of  N.Y., 
joins  R.H.  Bruskin  Assoc.,  New 
Brunswick,  N.J.,  as  senior  project  di- 
rector. 

Joseph  K.  Harry  joins  Paul  H. 
Chapman  Co.,  media  broker,  as 
southwestern  associate. 

Deaths 

Marvyn  Framer,  39,  associate  pro- 
ducer with  Walt  Framer  Productions, 
died  May  20.  He  worked  on  Strike  It 
Rich  and  The  Big  Payoff. 

Russell  M.  Gardner,  40,  air  per- 
sonality with  WSVA-AM-TV  Harri- 
sonburg, Va.,  died  May  7 of  heart 
ailment. 

Anthony  Leighton,  45,  manager  of 
photo  division  of  ABC,  died  May  19 
after  long  illness. 

KerscheEl  Hart,  68,  radio-tv  writer 
for  Detroit  News  from  1932  until  his 
retirement  last  August,  died  of  heart 
attack  May  18. 


KCMC-TI 

TEXARKANA,  Texas- Arkansas 
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ABC  Primary  in 
156,660  TV  homes  of 
the  4-State  Corner 
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FANFARE 


Around  the  world  with  Suzie 

Suzie,  the  mascot  of  KXOL  Ft. 
Worth,  Tex.,  has  embarked  on  a trip 
around  the  world.  She  is  an  impish 
little  girl  with  a long  ponytail  hair-do 
and  a portable  radio  tuned  to  KXOL; 
all  she  normally  says  is  “My  mommie 
listens  to  KXOL.”  The  artist  who 
created  Suzie  drew  her  on  a large 
postcard  which  was  signed  by  the  sta- 
tion’s personnel  as  well  as  by  the  mayor 
and  other  city  officials.  The  Associated 
Press  served  as  chaperone  by  forward- 
ing the  postcard  from  its  bureaus 
throughout  the  world.  Space  was  left 
for  the  signatures  of  the  AP  staffers 
in  London,  Paris,  Berlin,  Cairo,  Mos- 
cow, New  Delhi,  Manila,  Tokyo  and 
other  major  cities.  Each  bureau  chief 
wires  KXOL  when  he  receives  the 
Suzie  postcard  and  her  whereabouts 
are  faithfully  reported  on  the  news 
broadcasts.  The  KXOL  listener  who 
guesses  closest  to  the  time  of  her  re- 
turn will  win  a Zenith  “Trans-Oceanic” 
radio  and  transistor  radio  for  each 
member  of  his  family. 

Staff  for  a day 

After  months  of  briefings,  planning 
and  promotion,  WCVI  Connellsville, 
Pa.,  turned  over  all  phases  of  running 
the  station  to  students  of  a nearby  col- 
lege for  one  day.  WCVI  offered  the 
collegians  the  use  of  the  station  as  a 
public  service  with  the  students  solicit- 
ing their  own  advertising  and  proceeds 
to  go  toward  renovating  a damaged 
campus  building. 

Charles  T.  Snowden,  the  station’s 
manager,  met  with  the  neophyte  an- 
nouncers, salesmen  and  technicians, 
giving  advice  and  demonstrations  on 
operations.  When  the  community  had 
been  alerted  that  the  college’s  day  was 
upcoming,  two-man  sales  teams  can- 
vassed the  area,  selling  time  on  the 
basis  of  the  extant  rate  card,  but  with 
the  stipulation  that  no  one  merchant 


Trophies  H For  exceptional  merit 
in  “howling  the  very  loudest” 
about  Art  Carney  Meets  Peter 
and  the  Wolf,  Bill  Mote,  (r)  pro- 
motion manager  of  KTIV  (TV) 
Sioux  City,  Iowa,  is  awarded  a 
wolf’s-head  trophy  and  a kilt  and 
sporran  by  the  station’s  president, 
Dietrich  Dirks.  Mr.  Mote  was 
winner  in  a nation-wide  contest 
conducted  by  Minnesota  Minning 
and  Manufacturing  Co.,  the 
sponsor,  for  best  promotion  of 
the  ABC-TV  program.  Mr.  Mote 
also  had  the  title  of  Lord  High 
Growler  bestowed  upon  him. 


could  buy  more  than  three  spots.  The 
sales  campaign  was  completed  10  days 
before  the  broadcast  date  and  the  copy 
turned  over  to  collegiate  continuity 
writers.  Announcers  were  assigned  two 
hour  shifts  with  three  announcers  per 
shift.  Although  the  students  were  un- 
der the  supervision  of  regular  station 
personnel,  they  handled  the  whole 
schedule  themselves  with  the  exception 
of  two  special  programs. 

WCVI’s  regular  sponsors  were  de- 
leted for  that  May  9 and  the  162  ac- 


counts brought  in  by  the  students  were 
used.  They  represented  $900,  all  of 
which  went  into  the  college  building 
fund.  Even  bookkeeping  and  billing 
was  handled  by  the  youngsters  on  a 
cash  basis.  Mr.  Snowden  reports  fa- 
vorable comment  from  listeners. 
Though  WCVI  had  lost  one  day’s  rev- 
enue through  its  gesture,  it  gained  162 
new  prospects — the  accounts  the  stu- 
dents had  signed  for  one  day,  many 
of  which  had  never  tried  radio  before. 

■ Drumbeats 

Sound  charades  ■ Starting  June  6 
WWDC  Washington  will  introduce 
listeners  to  the  old  game  of  charades 
but  With  the  songs  or  familiar  sayings 
being  suggested  by  sounds  rather  than 
by  sights.  Example:  the  chimes  of 
Big  Ben;  a lowing  cow  and  the  hiss 
of  escaping  air  = Londonderry  Air.  At- 
tractive prizes  will  be  offered  astute  lis- 
teners who  solve  the  audio  puzzles. 

Best  guess  ■ James  Ficken,  vice  pres- 
ident and  general  manager,  Campbell- 
Ewald,  San  Francisco,  won  $250  from 
WDSM-AM-TV  Duluth,  Minn.,  for 
estimating  the  nearest  actual  time  the 
first  ship  of  the  year  entered  the  Du- 
luth ship  canal.  The  contest,  spon- 
sored annually  by  the  station,  is  held 
in  two  divisions — one  for  the  citizens 
of  the  Duluth-Superior  market,  and 
one  for  advertisers  and  agency  person- 
nel from  coast  to  coast.  Thirty  of  the 
36,477  advertising  division  entries  won 
$25  runner-up  prizes. 

Ladies'  day  ■ The  Coca  Cola  Bottling 
Co.  of  Lafayette,  Ind.,  bought  out  the 
full  14-hour  broadcast  day  of  WAZY, 
that  city,  May  18,  to  present  a “Spring- 
time salute  to  the  ladies.”  At  the 
sponsor’s  request,  the  only  commercial 
announcements  were  30-second  credits 
at  the  beginning  of  each  half-hour  seg- 
ment. The  station’s  regular  format 
of  good  music  with  5-minute  news- 
casts on  the  hour  and  headlines  on  the 
half-hour  was  retained.  WAZY’s  regu- 
lar sponsors  all  cooperated  by  relin- 
quishing their  time. 

NTA  transport  ■ It  took  a fleet  of 
seven  Cadillac  limousines  to  transport 
a group  of  35  craftsmen  from  J.  Wal- 
ter Thompson  cross-town  in  New 
York  to  and  from  a special  workshop 
session  on  tv  tape  at  NTA  Telestudios 
on  May  13.  The  copy  editors,  account 
supervisors,  art  and  production  execu- 
tives were  picked  up  at  the  Park  Ave. 
back  entrance  to  the  Graybar  Bldg. 
(Lexington  Ave.)  which  houses  JWT. 
At  NTA,  they  were  filled  in  on  the 
latest  developments  in  all  aspects  of 
television  taping  as  applied  to  both 
commercials  and  programming. 


United  Press  International  r 
Facsimile  Newspictures  and 
United  Press  Movietone  Newsfilm 
Build  Ratings  d 
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British  revise  rules 
on  commercial  tv  time 

Great  Britain’s  Independent  Tele- 
vision Authority  has  announced 
further  restrictions  on  time  placement 
of  tv  commercials.  Since  programs  are 
not  sponsored  there,  the  “magazine 
concept”  of  spot  rotation  is  employed. 
ITA  regulations  limit  advertising  spots 
to  six  minutes  per  hour  but  allow 
carry-over  within  the  broadcasting  day. 
Consequently  commercials  have  crept 
up  to  an  average  of  eight  minutes  per 
hour  during  prime  time. 

This  situation  has  moved  the  ITA  to 
new  rulemaking:  From  Sept.  12 

through  Dec.  24,  spot  advertising  will 
not  exceed  IVz  minutes  per  clock  hour; 
thereafter  the  maximum  will  be  re- 
duced to  7 minutes. 

The  ITA  dictum  has  led  to  wide- 
spread speculation  as  to  whether  pro- 
gram contractors  will  boost  rates.  The 
commercial  time  reduction  would  cost 
them  some  $14  million,  indicating  a 
rate  increase  in  prime  time  would 
appear  likely.  A one-minute  spot  over 
the  combined  ITA  network  now  costs 
an  advertiser  about  $12,600. 

Second  Canadian  tv 
network  being  planned 

A rulemaking  hearing  for  a second 
Canadian  television  network,  this  one 
operated  by  independent  stations,  is 
expected  to  be  held  at  Ottawa  some- 
time in  June  by  the  Board  of  Broad- 
cast Governors. 

The  hearing  will  be  followed  in 
September  by  a meeting  of  applicants 
for  such  a television  network.  Under- 
stood to  be  interested  in  forming  a 
Canadian  network  operation  is  Ameri- 
can Broadcasting  Co.,  New  York,  and 
Spencer  W.  Caldwell,  unsuccessful  ap- 
plicant for  a ch  9 station  license  at 
Toronto  last  March. 

Mr.  Caldwell  operates  S.W.  Cald- 
well Ltd.,  and  a number  of  other  com- 
panies in  film  distribution  and  filming 

V ADVERTISING  IN 
fcj  BUSINESSPAPERS 
W MEANS  BUSINESS 


In  the  Radio-TV  Publishing  Field 
only  BROADCASTING  is  a 
member  of  Audit  Bureau  of 
Circulations  and  Associated 
Business  Publications 


of  commercials. 

Mr.  Caldwell  plans  formation  of  an 
independent  network  organization  to 
cater  to  the  second  stations  licensed 
this  year  in  Canada’s  principal  cities, 
with  the  stations  buying  shares  in  the 
network.  Programs  developed  in  these 
stations  would  be  aired  on  the  network, 
thus  providing  programs  produced  not 
only  at  Toronto,  but  also  at  Montreal, 
Winnipeg,  Ottawa,  Halifax,  Vancouver, 
Edmonton  and  Calgary. 

The  present  micro-wave  network 
used  by  the  Canadian  Broadcasting 
Corp.,  is  operated  by  the  Bell  Tele- 
phone Co.  of  Canada,  and  communica- 
tions divisions  of  the  Canadian  Na- 
tional and  Canadian  Pacific  Railways. 
It  has  ample  facilities  for  a second  tv 
network. 

Canadians  form 
emergency  group 

The  Canadian  government  has 
formed  an  Emergency  National  Com- 
munications Organization  (ENTO)  to 
function  as  the  executive  agency  of 
government  in  controlling  and  admin- 
istering the  national  communications 
systems,  including  radio  and  television 
broadcasting.  Announcement  of  the 
formation  of  ENTO  was  made  by 
Transport  Minister  George  Hees  in  the 
Canadian  Parliament  on  May  18. 

Dept,  of  Transport  officials  stated 
that  the  move  was  the  result  of  a gen- 
eral streamlining  of  the  department 
which  had  been  underway  for  some 
time. 

Following  an  extensive  study,  the 
Canadian  government  has  decided  that 
if  its  various  agencies  and  private 
users  with  essential  wartime  functions 
are  to  make  the  best  use  of  the  serv- 
ices available  after  a nuclear  attack  it 
is  necessary  to  develop  an  emergency 
organization.  ENTO  will  be  a planning 
agency  in  peacetime. 

Tv  saturation  hits 
84%  in  Canada 

There  are  3,674,100  television  homes 
in  Canada,  representing  84%  of  all 
households  in  Canada,  according  to 
the  spring  1960  estimate  of  the  Bureau 
of  Broadcast  Measurement,  Toronto. 
The  estimate  is  based  on  a current 
Canadian  population  of  17,737,400 
persons  in  4,366,600  households.  Since 
for  some  years  Canada  has  had  almost 
100%  radio  coverage,  no  tabulation 
was  made  for  radio. 

Highest  percentage  of  tv  homes  is  in 
Quebec  province,  where  92%  of  the 
1,118,000  households  have  television 
sets  for  a total  of  1,028,800.  Ontario 


Pay-tv  picture 

Figures  on  receipts  of  Trans- 
Canada  Telemeter’s  pay-tv  oper- 
ation at  Toronto  are  not  yet  avail- 
able. But  the  number  of  sub- 
scribers has  increased  to  3,000 
from  the  1,000  who  were  con- 
nected when  operation  began  on 
February  26.  There  is  a backlog 
of  about  1,500  applicants.  Be- 
tween 50  and  70  connections 
are  being  made  daily.  Live  pro- 
gramming on  the  pay-tv  circuit 
so  far  includes  only  news  and 
public  service  panel  shows  and 
commentaries.  Film  features  are 
distributed  by  coaxial  cable  on 
two  channels  seven  nights  week- 
ly. 


with  1,568,100  households  is  estimated 
to  have  1,410,800  tv  homes  or  90% 
saturation.  Other  provinces:  Nova 

Scotia,  83%;  News  Brunswick,  80%; 
Manitoba,  75%;  British  Columbia 
75%;  Alberta,  73%;  Prince  Edward 
Island,  72%;  Saskatchewan,  68%;  and 
Newfoundland,  51%. 

Major  Canadian  cities  show  concen- 
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tration  of  television  homes,  with  98% 
for  Montreal,  and  Toronto,  Vancouver, 
Winnipeg,  Hamilton,  Ont.,  Ottawa, 
Halifax,  Quebec  City,  Edmonton  and 
Calgary,  Alta.,  all  reporting  over  90%. 

■ Abroad  in  brief 

Twofold  expansion  ■ International 
Television  Programs  Inc.,  foreign  dis- 
tributors of  Ziv-UA  productions,  is 
opening  two  new  offices.  Colin  O’Shea, 
vp  in  charge  of  sales  for  Central  Cana- 
da will  head  a new  office  at  8 Rich- 


mond St.,  W.,  Toronto.  Joseph  Bran- 
del,  director  of  European  operating, 
will  open  Rome  headquarters  at  Stel- 
lera  B,  Vigna  Clara. 

Target  date  ■ CFTO-TV,  new  ch.  9 
station  at  Toronto,  Ont.,  expects  to  be 
on  the  air  by  1961.  CFTM-TV  is  call 
letter  assigned  to  the  new  French- 
language  station  on  ch.  10  at  Montreal. 

New  station  ■ A new  commercial  radio 
station  in  the  Caribbean  has  gone  on 
the  air.  Radio  Swan,  a 50-kw  medium- 
wave  station  located  on  Swan  Island 


(100  miles  off  the  coast  of  Honduras), 
will  broadcast  test  programs  in  Spanish 
and  English  for  a two-week  period  be- 
fore formal  nighttime  programming  be- 
gins June  1.  The  station  is  owned  by 
the  Gibraltar  Steamship  Corp.,  N.Y. 

Russian  color  tv  ■ An  experimental 
color  tv  transmitting  center  went  into 
operation  this  spring  in  Leningrad,  Rus- 
sia, according  to  the  American  Com- 
mittee for  Liberation,  N.Y.  The  color 
programs  are  reportedly  received  on  12 
color  sets  in  the  city. 


FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

May  19  through  May  25.  includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  & standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
— very  high  frequency,  uhf — ultra  high  fre- 
quency. ant. — antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watts,  me — mega- 
cycles. D— day.  N — night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  uni. 
— unlimited  hours,  kc — kilocycles.  SCA — 
subsidiary  communications  authorization. 
SSA — special  service  authorization. — STA — 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann.  Announced. 

Tv  Translator  Stations 

ACTIONS  BY  FCC 

Radio  Honolulu  Ltd.,  Lihue,  Hawaii — 

Granted  cp  for  new  tv  translator  station 
on  ch.  78  to  translate  programs  of  its  sta- 
tion KLNA  (ch.  2),  Honolulu.  Ann.  May  25. 

Manson  Community  TV  Co.,  Manson  and 
Chelan,  both  Washington — Granted  cp  for 
new  tv  translator  station  on  ch.  79  to  trans- 
late programs  of  station  KHQ-TV  (ch.  6), 
Spokane.  Ann.  May  25. 

New  Am  Stations 

ACTIONS  BY  FCC 

Gunnison,  Colo. — Gunnison  Bcstg.  Co., 
granted  1490  kc,  250  w uni.  P.O.  address  838 
N.  Terrace  Dr.,  Wichita,  Kan.  Estimated 
construction  cost  $16,630,  first  year  operating 
cost  $34,871,  revenue  $38,786.  KAKE  Wichita 
commercial  manager  Roger  W.  Pepperd  is 
sole  owner.  Ann.  May  25. 

Brockton,  Mass. — Simon  Geller;  Glou- 
cester, Mass. — Associated  Bcstrs.;  Desig- 
nated for  consolidated  hearing  applications 
for  new  am  stations  to  operate  on  1410  kc 
— Mr.  Geller  with  500  w,  DA-2,  uni.,  and 
Associated  with  1 kw,  DA-D;  made  WHIL 
Medford,  Mass.,  party  to  proceeding.  Ann. 
May  25. 


APPLICATIONS 

Benton,  Ark. — Marvin  Paul  Bridges,  1600 
kc,  1 kw  D.  P.O.  address  Box  369  Benton, 
Ark.  Estimated  construction  cost  $10,868, 
first  year  operating  cost  $30,000,  revenue 
$42,000.  Applicant  is  retired  from  U.S.  Navy. 
Ann.  May  18. 

Sykesville,  Md. — Patapsco  Bcstg.  Corp.,  1520 
kc,  250  w.  D.  P.O.  address  Glenwood,  Md. 
Estimated  construction  cost  $20,438,  first  year 
operating  cost  $30,000,  revenue  $35,000.  Prin- 
cipals include  James  Mulligan,  15.2%,  John 
C.  and  Janet  H.  Cotton,  14.8%  each.  Robert 
Allen  Shaffer,  10.5%,  and  others.  Mr.  Mulli- 
gan is  employe  of  personal  products  firm. 
Mr.  & Mrs.  Cotton  are  in  nurseries  and 
planting.  Mr.  Shaffer  is  in  electronics.  Ann. 
May  11. 

Lincoln,  Neb. — Modern  Air  Communicative 
Electronics  Inc.,  1530  kc,  1 kw  LS.  P.O.  ad- 
dress Box  4641,  State  House  Station,  Lincoln, 
Neb.  Estimated  construction  cost  $19,295, 
first  year  operating  cost  $41,292,  revenue 
$43,500.  Principals  include  James  Mace, 
98.8%,,  and  others.  Mr.  Mace  is  employe  of 
WDAF-AM-TV,  Kansas  City,  Mo.  Ann.  May 
20. 

Ocean  Drive  Beach,  S.C. — Horry  Bcstg. 
Co.,  1490  kc,  .25  kw  uni.  P.O.  address  3802 
Military  Rd.  N.W.,  Washington,  D.C.  Esti- 
mated construction  cost  $13,950,  first  year 
operating  cost  $40,000,  revenue  $50,000.  Prin- 
cipals are  William  E.  and  Barbara  Benns 
Jr.,  equal  partners,  who  have  interest  in 
WBAM  Montgomery  and  WSLA-TV  Selma, 
both  Alabama.  Mr.  Benns  is  also  stockholder 
in  WVOK  Birmingham,  Ala.  Ann.  May  18. 

Brownsville,  Tenn. — Brownsville,  Bcstg. 
Co.,  1520  kc,  .25  kw  D.  P.O.  address  Rt.  2, 
Box  503-A,  Chattanooga,  Tenn.  Estimated 
construction  cost  $14,011,  first  year  oper- 
ating cost  $30,000,  revenue  $40,000.  Applicant 
is  Roy  Davis,  farmer.  Ann.  May  20. 

Pearsall,  Tex. — McKinley-Pilant  Bcstg.  Co., 
1280  kc,  .5  kw  D.  P.O.  address  % Arthur  E. 
McKinley,  Pearsall,  Tex.  Estimated  con- 
struction cost  $14,420,  first  year  operating 
cost  $34,800,  revenue  $39,500.  Principals  are 


Arthur  E.  McKinley  and  James  O.  Pilant, 
equal  partners.  Mr.  McKinley  is  in  furni- 
ture. Mr.  Pilant  is  employe  of  telephone 
company.  Ann.  May  11. 


Existing  Am  Stations 


ACTIONS  BY  FCC 

WOL  Washington,  D.C.;  WILM  Wilming- 
ton, Del.;  WD AD  Indiana,  Pa.;  WMAJ  State 
College,  Pa.;  WFTR  Front  Royal,  Va.; 
WPAM  Pottsville,  Pa.;  WTBO  Cumberland, 

Md.  Designated  for  consolidated  hearing  ap- 
plications to  increase  daytime  power  from 
250  w to  1 kw,  continuing  operation  on  1450 
kc,  250  w-N;  made  WPRW  Manassas  Va.; 
WGET  Gettysburg,  Pa.;  WFPG  Atlantic 
City,  N.J.;  WCTC  New  Brunswick,  N.J.; 
WNPV  Lansdale,  Pa.;  Donald  W.  Huff, 
Lansdale,  Pa.;  WJPA  Washintgon,  Pa„  and 
WMPT  So.  Williamsport,  Pa.,  parties  to 
proceeding.  Ann.  May  25. 

KOOD  Honolulu,  Hawaii — Granted  in- 
crease of  power  from  1 kw  to  5 kw,  con- 
tinuing operation  on  990  kc,  uni.;  remote 
control  permitted;  engineering  conditions. 
Ann.  May  25. 

WPLM  Plymouth,  Mass.— Granted  mod. 
of  cp  (1390  kc,  5 kw,  DA-D),  to  change  from 
D to  uni.  with  DA-2.  Is  licensed  on  1390 
kc,  1 kw,  D.  Ann.  May  25. 

WBAB  Babylon,  N.Y. — Designated  for 
hearing  application  to  increase  power  from 
500  w to  1 kw,  continuing  operation  on 
1440  kc,  D;  made  WBIS  Bristol,  Conn.,  and 
WNJR  Newark,  N.J.,  parties  to  proceed- 
ing. Ann.  May  25. 

WQMS  Hamilton,  Ohio — Granted  cp  to 
change  from  class  A fm  station  on  96.7  me 
to  class  B station  on  96.5  me;  increase  ERP 
from  290  w to  1.40  kw;  ant.  height  285  ft.; 
remote  control  permitted.  Ann.  May  25. 

KBZY  Salem,  Ore. — Granted  increase  in 
daytime  power  from  250  w to  1 kw,  contin- 
uing operation  on  1490  kc,  250  w-N;  remote 
control  permitted  engineering  condition. 
Ann.  May  25. 

APPLICATIONS 

KCOW  Santa  Barbara,  Calif. — Cp  to  in- 
crease daytime  power  from  250  w to  1 kw 
and  install  new  trans.  (1400  kc).  Ann.  May 
24. 

KCAP  Helena,  Mont. — Cp  to  increase  day- 
time power  from  250  w to  1 kw  and  install 
new  trans.  (1340  kc).  Ann.  May  23. 

New  Fm  Stations 


EDWIN  TORNBERG 

& COMPANY,  INC. 


NEGOTIATORS  FOR  THE  PURCHASE  AND 
SALE  OF  RADIO  AND  TELEVISION  STATIONS 
EVALUATIONS 
FINANCIAL  ADVISERS 


NEW  YORK 

60  East  42nd  Street 
MUrray  Hill  7-4242 


WEST  COAST 
860  Jewell  Avenue 
Pacific  Grave,  Californi' 
FRontier  2-7475 


WASHINGTON 

1625  Eye  Street,  N.W. 
District  7-8531 


ACTIONS  BY  FCC 

•^Washington,  D.C. — Georgetown  College. 
Granted  90.1  me  840  w.  P.O.  address  37th 
& O Streets  N.W.,  Copley  Hall,  Washington, 
D.C.  Estimated  construction  cost  $9,050,  first 
year  operating  cost  $3,000.  Non-commercial, 
educational.  Ann.  May  25. 

Fulton,  N.Y. — Cassill  Radio  Corp.  Granted 
104.7  me,  3.1  kw;  condition.  P.O.  address  Sta- 
tion WOSC,  Fulton,  N.Y.  Estimated  con- 
struction cost  $13,733,  first  year  operating 
cost  $53,500,  revenue  $60,000.  Estimates  based 
on  both  am  and  fm.  Cassill  is  licensee  of 
WOSC  Fulton,  N.Y.  Ann.  May  25. 

*Franklin,  Ind. — Franklin  College — Grant- 
ed 80.3  me,  .01  kw.  P.O.  address  Cline  Hall, 
Franklin  College,  Franklin,  Ind.  Estimated 
construction  cost  $3,215,  first  year  operating 
cost  $1,000.  Non-commercial,  educational. 
Ann.  May  25. 

APPLICATIONS 

Indianapolis,  Ind. — Calojay  Enterprises 

Inc.,  97.1  me,  4.641  kw  uni.  P.O.  address  1113 
School  St.,  Greenfield,  Ind.  Estimated  con- 
struction cost  $14,435,  first  year  operating 
cost  $10,200,  revenue  $15,034  Principals  in- 
clude Dr.  Carl  Godzeski  and  John  C.  Byrne, 
45%  each;  and  others.  Dr.  Gadzeski  is  micro- 
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SUMMARY  OF  COMMERCIAL  BROADCASTING 


AM 

FM 

TV 


Commercial 

Non-commercial 


Compiled  by  BROADCASTING  through  May  25 


ON  AIR 
Lie. 

3,409 

650" 

473 


Cps. 

74 

85 

57 


CP 

Not  on  air 

72 

183 

103 


TOTAL  APPLICATIONS 
For  new  stations 

863 

123 

123 


OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  May  25 

TV 

529 
46 


VHF  l/HF 

451  78 

35  11 


COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  April  30,  1960 


AM 

Licensed  (all  on  air)  3,408 

CPs  on  air  (new  stations)  61 

CPs  not  on  air  (new  stations)  84 

Total  authorized  stations  3,553 

Applications  for  new  stations  (not  In  hearing)  617 

Applications  for  new  stations  (in  hearing)  211 

Total  applications  for  new  stations  828 

Applications  for  major  changes  (not  In  hearing)  686 

Applications  for  major  changes  (in  hearing)  194 

Total  applications  for  major  changes  880 

Licenses  deleted  1 

CPs  deleted  1 


FM 

646 

71 

161 

878 

77 

42 

119 

41 

10 

51 

1 

3 


TV 

4721 

562 

76 

652 

43 

66 

109 

33 

18 

51 

0 

17 


1 There  are,  in  addition,  ten  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 
licenses. 

2 There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 


biologist,  former  employe  of  WFMS  Indi- 
anapolis. Ind.  Mr.  Byrne  is  in  retail  drugs. 
Ann.  May  11. 

Portland,  Ore. — Market-Casters  of  Oregon, 
102.7  me.  16.9  kw  uni.  P.O.  address  708-5th 
Ave.  S.,  Seattle,  Wash.  Estimated  construc- 
tion cost  $17,671,  first  year  operating  cost 
$72,000,  revenue  $80,000  Market-Casters  of 
Oregon  is  subsidiary  of  Market-Caster  Inc., 
Washington  corporation,  licensee  of  KMCS 
(FM)  Seattle,  Wash.  Principal  stockholder  is 
James  G.  Talbot,  85%.  Ann.  May  19. 

Ownership  Changes 

ACTIONS  BY  FCC 

KVNA  Flagstaff,  Ariz. — Granted  transfer 
of  control  from  John  L.  Hogg,  et  al.,  to  Al- 
bertson Bcstg.  Corp.  (Roy  L.  Albertson  Jr., 
50%  owner  KNOT  Prescott,  Ariz.;  Roy  L. 
Albertson  Sr.,  Helen  A.  Ruman  and  Eleanor 
A.  Johnson);  consideration  $70,000.  Ann. 
May  25. 

KAFP  Petaluma,  Calif. — Granted  assign- 
ment of  license  to  Lloyd  Burlingham 
(KCVR-AM-FM,  Lodi,  Calif.,  and  51%  own- 
er of  KNOG  Nogales,  Ariz.) ; consideration 
$115,000.  Ann.  May  25. 

KVFM  (FM)  San  Fernando.  Calif.— Grant- 
ed (1)  renewal  of  license  and  (2)  assignment 
of  cp,  license,  and  SCA  to  Spectra  Bcstg. 
Inc.  i F.B.  Hollingsworth,  president);  con- 
sideration $65,000.  Ann.  May  25. 

KSJO  San  Jose,  Calif. — Granted  assign- 
ment of  license  to  Cal  Radio  Inc.  ( R.R.  Gib- 
son, president,  has  interest  in  KXOA-AM- 
FM  Sacramento,  and  is  52%  owner  of  KAGO 
Klamath  Falls,  Ore.);  consideration  $350,000. 
Ann.  May  25. 

KV OR  Colorado  Springs,  Colo. — Granted 
acquisition  of  positive  control  by  Harrison 
M.  Fuerst  (now  37.5%  owner)  through  pur- 
chase of  additional  41.5%  interest  from 
James  R.  Dudley  and  George  W.  Furth;  con- 
sideration $16,000  for  50%  purchased  by 
Mr.  Fuerst  and  three  others.  Ann.  May  25. 

KSLA-TV  Shreveport,  La. — Granted  as- 
signment of  licenses  from  Henry  E.  Linam 
et  al.  to  KSLA-TV  Inc.  (Douglas  F.  Atta- 
way,  president,  and  61.37%  owned  by  Jour- 
nal Publishing  Co.);  consideration  $3,396,- 
916.  Ann.  May  25. 

KANO  Anoka,  Minn. — Granted  assignment 
of  license  to  Northwest  Bcstg.  Co.  (Frank 
R.  Hunt  Jr.,  and  Richard  B.  Ahern);  con- 
sideration $80,292.  Ann.  May  25. 

KTXL  San  Angelo,  Tex. — Granted  trans- 
fer of  control  from  Elizabeth  and  Harry  G. 
Burkhart  III,  to  Petty  Durwood  Johnson 
(66%%  owner  of  KVWC  Vernon);  considera- 
tion $16,000  for  66%%  interest.  Ann.  May  25. 

APPLICATIONS 

WPAP  Fernandina  Beach,  Fla. — Seeks 


transfer  of  control  of  Rowland  Radio  Inc. 
from  Marshall  W.,  Carol  C.  Robert  T.  and 
Gwendolyn  H.  Rowland,  25%  each,  to  Mar- 
shall W.  and  Carol  C.  Rowland,  equal  part- 
ners, for  $3,500.  Ann.  May  19. 

WSCM  Panama  City  Beach,  Fla.— Seeks 
assignment  of  license  from  Mel  Wheeler  to 
WSCM  Bcstg.  Inc.  for  $53,500.  Purchaser  is 
Theodore  M.  Nelson,  90%,  who  has  interest 
in  KFEQ-AM-TV  St.  Joseph  and  KLIK  Jef- 
ferson City,  both  Missouri.  Ann.  May  19. 

KRCW  (FM)  Santa  Barbara,  Calif.— Seeks 
assignment  of  license  from  Cameron  A. 
Warren  to  Channel  Bcstg.  Co.,  a corpora- 
tion. Ann.  May  24. 

WIRE  Indianapolis,  Ind. — Seeks  transfer 
of  control  of  Indianapolis  Bcstg.  Inc.  from 
Central  Newspapers  Inc.  to  WIRE  Bcstg.  Co. 
for  $600,000.  Purchasers  include  Joseph  C. 
Amaturo,  Walter  B.  Dunn,  20%  each,  and 
16  others  holding  not  more  than  10%  each. 
Messrs.  Amaturo  and  Dunn  have  interest 
in  WFTL  Fort  Lauderdale,  Fla.  Mr.  Amaturo 
also  has  interest  in  WESO  Southbridge, 
Mass.  Ann.  May  12. 

WADK  Newport,  R.I. — Seeks  assignment  of 
license  from  Aquidneck  Bcstg.  Corp.  to  Key 
Stations  for  $136,000  including  agreement 
not  to  compete.  Purchasers  are  Arnold  S. 
Lerner,  70%,,  and  Myer  Feldman,  30% 
owners  of  KOMA  Oklahoma  City,  Okla. 
They  also  have  interests  in  KLAD  Klamath 
Falls,  Ore.  Ann.  May  19. 

KSLA-TV  Shreveport,  La. — Seeks  assign- 
ment of  license  from  Shreveport  Tv  Co.  to 
KSLA-TV  Inc.  for  $3,396,916.  Purchasers  are 
Journal  Publishing  Co.,  (a  group  headed  by 
Douglas  F.  Attaway,  president),  61.37%, 
Dolores  Martille  George  LaVigne,  and  Eu- 
genia Booth  George,  10.53%  each,  and  others. 
Journal  Publishing  Co.  published  Shreve- 
port Journal.  Mesdames  LaVigne  and  George 
have  interests  in  KSLA-TV.  Ann.  May  5. 

KGHS  International  Falls,  Minn. — Seeks 
transfer  of  control  of  International  Falls 
Bcstg.  Co.  from  Hyleme  S.  George,  Philip  S. 
George,  C.H.  Hulse  Jr.,  and  Charles  R.  Shuf- 
fett,  25%  each,  to  Messrs.  George,  equal 
partners,  for  $10,000.  Ann.  May  19. 

WGPA-AM-FM  Bethlehem,  Pa.— Seeks 

transfer  of  control  of  Bethlehems’  Globe 
Publishing  Co.  through  exchange  of  shares 
of  second  preferred  stock  for  common  stock 
now  issued  and  outstanding  plus  authoriza- 
tion of  new  issue  of  6,520  shares  of  cumu- 
lative second  preferred  stock.  Only  new 
stockholders  will  be  B.  Ellis  Service,  John 
Strohmeyer,  and  Donald  S.  Taylor,  hold- 
ing five  shares  or  less  of  common,  employes 
of  WGPA-AM-FM.  Ann.  May  23. 

WCOW-AM-FM  Sparta,  Wis. — Seeks  trans- 
fer of  control  of  Sparta-Tomah  Bcstg.  Co. 
from  Verna  H.  Rice,  executrix  of  estate  of 
Z.S.  Rice,  deceased,  37%,  Vena  H.  Rice. 


A favorite  is  back ! 
—in  the  improved  BK-11A 


VELOCITY 

MICROPHONE 

only  $12500 

All  the  advantages  of  the 
famous  44BX  and  Junior 
Velocity  Microphones  are 
here  combined  with  the  lat- 
est developments  in  ribbon 
microphone  design  for  full 
fidelity  performance.  Wide- 
range  frequency  response 
makes  it  ideal  for  music 
pickup.  Bidirectional  figure- 
eight  pattern  permits  plac- 
ing of  performers  on  both 
sides  of  the  microphone. 

Order  your  BK-11A  now! 
Write  to  RCA,  Dept.  GE-22, 
Building  15-1  Camden,  N.  J. 
Whatever  your  broadcast 
equipment  needs,  see  RCA 
FIRST! 
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37%,  and  John  D.  Rice,  26%,  to  Vena  H. 
Rice,  74%,  and  John  D.  Rice,  26%,  as  ben- 
eficiary under  terms  of  will.  Ann.  May  24. 

WTOP  Tomah,  Wis. — Seeks  assignment  of 
cp  from  Jack  L.  Goodsitt  to  Tomah-Mauston 
Bcstg.  Co.  for  $8,000.  Purchasers  are  Hugh 
W.  Dickie  and  Thomas  W.  Price,  equal 
partners,  owners  of  WTMB  Tomah,  Wis. 
Ann.  May  18. 

KRAE  Cheyenne,  Wyo. — Seeks  assign- 
ment of  cp  from  Robert  L.  Howsam  to  Radio 
Bcstrs.  for  $2,500.  Purchasers  are  Ray 
Winkler,  40%,  Tom  Atkins,  20%,  and  others. 
Mr.  Winkler  has  interest  in  KZIP  Amarillo, 
Tex.  Mr.  Atkins  is  employe  of  KZIP.  Ann. 
May  18. 

Hearing  Cases 

FINAL  DECISIONS 

■ By  order,  commission  made  effective 
March  16  initial  decision  and  granted  (1) 
application  of  E.O.  Smith  for  new  am  sta- 
tion to  operate  on  1190  kc,  250  w,  uni.,  DA, 
in  Tolleson,  Ariz.,  and  (2)  petition  by  Wil- 
liam P.  Ledbetter  to  dismiss  without  prej- 
udice his  application  for  similar  facilities. 
Ann.  May  25. 

■ By  order,  commission  made  effective 
March  23  initial  decision  and  (1)  granted 
application  of  Bert  Williamson  and  Lester 
W.  Spillane  for  new  am  station  to  operate 
on  1290  kc.  500  w,  D,  in  Santa  Barbara, 
Calif.,  and  (2)  dismissed  competing  appli- 
cation of  Goleta  Bcstg.  Assoc,  for  same 
facilities  in  Goleta,  Calif.  Ann.  May  25. 

OTHER  ACTIONS 

■ Commission  on  May  23  directed  prepa- 
ration of  document  looking  toward  grant- 
ing application  of  Musical  Heights  Inc.,  for 
new  am  station  to  operate  on  1370  kc,  500 
v/,  DA,  D,  in  Braddock  Heights,  Md.  Sept. 
25,  1959  initial  decision  looked  toward  deny- 
ing application.  Ann.  May  23. 

■ Commission  on  May  23  directed  prepa- 
ration of  document  looking  toward  granting 
applications  of  Kalamazoo  Bcstg.  Co.  for 
new  am  station  to  operate  on  1420  kc,  1 kw, 
DA,  D,  in  Kalamazoo,  Mich.,  and  Dowagiac 
Bcstg.  Co.  for  new  station  on  1440  kc,  500 
w,  D,  in  Dowagiac,  Mich.,  and  denying  ap- 
plication of  Circle  Corp.  to  change  facilities 
of  station  WKLZ  Kalamazoo,  from  1470  kc, 
500  w,  D,  to  1440  kc,  5 kw,  DA,  D.  May  26, 
1959  initial  decision  looked  toward  this  ac- 
tion. Ann.  May  23. 

■ By  report  and  order,  commission  denied 
request  by  Georgia  State  Board  of  Educa- 
tion (WXGA-TV,  formerly  WEGS-TV,  ch. 
8),  Waycross,  Ga.,  to  reserve  that  channel 
for  noncommercial  educational  use  without 
prejudice  to  its  rights  to  request  considera- 
tion of  its  petition  at  such  time  as  its  sta- 
tion shall  have  been  constructed  and  put 
into  operation.  Ann.  May  25. 

■ By  order,  commission  revised  the  short 
form  (FCC  Form  316)  to  include  required 
information  on  applications  for  assignment 
of  license  and  transfer  of  control  of  broad- 
cast stations  to  conform  with  February 
1958  recodification  of  part  1 of  procedural 
rules. 

In  addition  to  minor  editorial  and  proce- 
dural changes  in  instructions,  only  change 
on  face  of  form  is  insertion  of  paragraph 
10a  (c)  calling  for  either  articles  of  incor- 
poration and  bylaws,  properly  certified,  if 
applicant  is  corporation,  or  agreement  cre- 
ating partnership,  if  that  be  case.  This  new 
information  is  necessary  to  determine  na- 
ture and  extent  of  operation  and  member- 
ship of  applicant,  and  its  authorization 
under  state  law.  Additional  paragraphs  on 
back  of  form  call  for  detailed  financial 
statements,  delineation  of  other  broadcast 


interests  of  each  new  stockholder  or  part- 
ner, and  citizenship  of  stockholders  and 
partners. 

Copies  of  revised  form  will  be  available 
upon  request  to  commission  in  near  future. 

a By  memorandum  opinion  and  order, 
commission  took  following  actions  on  inter- 
locutory pleadings  in  proceeding  on  appli- 
cations of  Wilson  Bcstg.  Corp.  (since  dis- 
missed), E.  Anthony  & Sons  Inc.,  Eastern 
States  Bcstg.  Corp.,  and  New  England  Tv 
Co.,  for  new  tv  station  to  operate  on  ch.  6 
in  New  Bedford,  Mass.:  (1)  granted  petition 
by  Anthony  for  leave  to  amend  to  different 
trans.  site  on  Martha’s  Vineyard,  but  en- 
larged hearing  issues  to  determine  whether 
waiver  of  minimum  separation  provisions 
of  section  3.610  to  permit  use  of  proposed 
trans.  site  is  warranted,  and  made  WCSH- 
TV  (ch.  6)  Portland,  Me.,  party  respondent: 
(2)  denied  request  by  Eastern  for  confer- 
ence with  commission  en  banc,  and  dis- 
missed as  moot  its  request  for  leave  to 
amend  to  new  site,  and  (3)  dismissed  appeal 
by  Wilson.  Commission  did  not  take  action 
on  Anthony’s  petition  for  leave  to  amend 
to  reflect  settlement  < agreement  between 
four  applicants  (whereby  interests  of  New 
England  and  Eastern  will  be  merged  in  An- 
thony application  and  Wilson  will  receive 
reimbursement  for  certain  expenses  and 
costs),  but  stated  that  such  petition  may 
be  considered  by  examiner.  It  held  that 
Anthony’s  request  to  terminate  rulemaking 
proceedings  (affecting  ch.  6 in  New  Bed- 
ford) should  be  subject  of  separate  plead- 
ing under  section  1.12  (a)(2)  of  rules,  and 
denied  that  request  without  prejudice  to 
refiling  by  proper  pleading.  Ann.  May  25. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  West  Bend 
Bcstg.  Co.  for  reconsideration  and  grant 
without  hearing  of  its  application  to  in- 
crease power  of  station  WBKV  West  Bend, 
Wis,,  from  500  w to  1 kw,  continuing  op- 
eration on  1470  kc,  D,  which  is  in  consoli- 
dated hearing.  Ann.  May  25. 

a By  memorandum  opinion  and  order, 
commission  denied  petition  by  Arenze 
Bcstrs.  (KCOY)  and  Hagerman  and  Groom 
(KSMA)  both  Santa  Maria,  Calif.,  to  en- 
large issues  in  proceeding  on  application 
of  Cal-Coast  Bcstrs.  for  new  am  station  to 
operate  on  1480  kc,  1 kw,  D,  in  Santa 
Maria.  (April  25  initial  decision  looked  to- 
ward granting  Cal-Coast  application.)  Ann. 
May  25. 

■ By  order,  commission  granted  petition 
by  Joel  W.  Rosenblum  (now  assignee  of 
respondent  WAKU  Latrobe,  Pa.)  and  ac- 
cepted his  notice  of  intention  to  appear 
and  present  oral  argument  in  proceeding  on 
am  applications  of  Jeannette  Bcstg.  Co., 
Jeannette,  Pa.,  and  Carnegie  Bcstg.  Co., 
Carnegie,  Pa.  Ann.  May  25. 

■ By  memorandum  opinion  and  order, 
commission  modified  it's  March  16  action 
which  granted  application  of  Boyertown 
Bcstg.  Co.  for  new  class  B fm  station  to 
operate  on  107.5  me  in  Boyertown,  Pa.,  by 
making  cp  subject  to  condition  that  per- 
mittee will  accept  any  interference  which 
may  result  from  grant  of  application  of 
Eastern  States  Bcstg.  Corp.  for  change  in 
facilities  of  station  WSNJ-FM  Bridgeton, 
N.J.,  and  dismissed  as  moot  Eastern’s  peti- 
tion for  reconsideration.  Ann.  May  25. 

H Commission  granted  application  of 
Travelers  Bcstg.  Service  Corp.  for  renewal 
of  license  of  station  WTIC-TV  (ch.  3)  Hart- 
ford, Conn.,  but  gave  licensee  express  notice 
of  pendency  of  petitions  by  Springfield  Tv 
Bcstg.  Corp.  for  rulemaking  proceedings 
with  respect  to  tv  channel  reassignments  at 
Hartford  and  Providence.  Comr.  Lee  dis- 
sented. Ann.  May  25. 


■ Commission  scheduled  following  am 
proceedings  for  oral  argument  on  June  30: 

Tri-County  Bcstg.  Co.,  Laurel,  Md.,  TCA 
Bcstg.  Corp.,  College  Park,  Md.,  and  Nick 
J.  Chaconas,  Gaithersburg,  Md. 

Standard  Bcstg.  Corp.  and  Clifford  C. 
Harris,  Oswego,  N.Y. 

Dodge  City  Bcstg.  Co.,  Liberal,  Kan.,  and 
WMAX  Inc.  (WMAX),  Grand  Rapids,  Mich. 
Ann.  May  25. 

■ By  memorandum  opinion  and  order  in 
consodilated  proceeding  on  am  applications 
of  Michigan  Bcstg.  Co.  (WBCK),  Battle 
Creek,  Mich.,  et  al„  commission  granted 
petition  by  Citizens  Bcstg.  Co.,  Lima,  Ohio, 
to  extent  of  adding  standard  comparative 
issue  as  to  its  application  and  Western  Ohio 
Bcstg.  Co.,  Delphos,  Ohio,  and  on  own  mo- 
tion added  related  issues. 

By  separate  memorandum  opinion  and 
order  in  above  proceeding,  commission 
granted  petition  by  Caba  Bcstg.  Corp.,  Balti- 
more, Md.,  to  extent  of  adding  standard 
contingent  comparative  issues  as  to  it  and 
Catonsville  Bcstg.  Co.,  Catonsville,  Md.; 
added  further  financial  issue  to  latter  appli- 
cation; denied  untimely  filed  request  by 
Edwin  R.  Fischer,  Newport  News,  Va.,  for 
addition  of  similar  issue  as  to  his  applica- 
tion and  Tidewater  Bcstg.  Co.,  Smithfield, 
Va.,  but,  on  commission’s  own  motion, 
added  such  issue.  Comr.  Craven  dissented 
to.  inclusion  of  financial  issue.  Ann.  May  25. 

Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Chairman  Frederick  W.  Ford 

■ Dismissed  motion  by  International 
Bcstg.  Corp.  for  various  corrections  to  trans- 
cript of  Oct.  30  orai  argument  in  proceeding 
on  am  applications  of  Enterprise  Bcstg.  Co., 
Fresno,  Calif.,  et  al.  Action  May  18. 

By  Commissioner  John  S.  Cross 

■ Granted  petition  by  Livesay  Broadcast- 
ing Co.  and  extended  to  July  25  time  to  file 
exceptions  to  initial  decision  in  Terre  Haute, 
Ind.,  tv  ch.  10  proceeding.  Action  May  19. 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  to  June  1 time  to  respond  to 
joint  petition  by  Walter  L.  Follmer,  Ham- 
ilton, Ohio,  and  Interstate  Bcstg.  Co. 
(WQXR)  New  York  City,  for  reconsidera- 
tion and  grant  of  their  am  application. 
Action  May  20. 

■ Granted  petition  by  Ulster  County  Bcstg. 
Co.,  and  extended  to  June  1 time  to  re- 
spond to  petition  by  Broadcast  Bureau  to 
set  aside  initial  decision  and  to  consolidate 
applications  for  new  am  stations  in  Ellen- 
ville,  N.Y.,  for  hearing.  Action  May  20. 

■ Granted  petition  by  Laramie  Bcstrs. 
and  extended  to  May  23  time  to  file  opposi- 
tion to  petition  by  KOWBoy  Bcstg.  Co., 
Laramie,  Wyo.,  to  enlarge  issues  in  proceed- 
ing on  Laramie’s  application  for  new  am 
station  in  Laramie,  et  al.  Action  May  20. 

■ Granted  petition  by  Plainview  Radio 
and  extended  to  May  23  time  to  file  excep- 
tions to  initial  decision  in  proceeding  on  its 
application  and  that  of  Star  of  Plains  Bcstg. 
Co.  for  new  am  stations  in  Plainview  and 
Slaton  both  Texas.  Action  May  20. 

■ Granted  petition  by  WDUL  Tv  Corp. 
(WHYZ-TV)  Duluth,  Minn,  and  extended  to 
May  24  time  to  respond  to  opposition  of 
Broadcast  Bureau  and  joint  opposition  by 
Red  River  Bcstg.  Co.  and  Northwest  Pub- 
lications Inc.,  to  WDUL  Tv  Corp.’s  petition 
for  reconsideration  in  proceeding  on  its  ap- 
plication. Action  May  20. 

By  Commissioner  Robert  E.  Lee 

n Granted  petition  by  Broadcast  Bureau 
and  extended  to  May  20  time  to  respond  to 
petitions  by  Medford  Bcstrs  Inc.  (KDOV) 
Medford,  Ore,,  and  Rogue  Calley  Bcstrs. 
Inc.  (KW.IN)  Ashland,  Ore.,  to  enlarge  is- 
sues in  proceeding  on  their  am  applications 
and  that  of  R.W.  Hansen  (KCNO)  Alturas, 
Calif.,  and  replies  of  petitioners  to  all  opposi- 
tions and  comments  shall  be  filed  within  5 
days  after  filing  of  Broadcast  Bureau’s  re- 
sponsive pleading.  Action  May  18. 

■ Granted  joint  petition  by  applicants, 
other  than  Community  Telecasting  Corp., 
and  extended  to  June  27  time  to  file  excep- 
tions to  initial  decision  in  Moline,  111.  tv 
ch.  8 proceeding.  Action  May  23. 

By  Hearing  Examiner  James  D.  Cunningham 

■ Scheduled  hearing  for  July  26  in  pro- 
ceeding on  am  applications  of  M-L  Radio, 
Inc.  (KMLW)  Marlin,  and  Taft  Bcstg.  Co., 
Houston,  both  Texas.  Action  May  17. 

■ Granted  petition  by  Port  Allen  Bcstg. 
Co.  for  dismissal  of  its  application  for  new 
am  station  in  Port  Alien-Baton  Rouge,  La., 
and  dismissed  application  with  prejudice 
which  was  consolidated  for  hearing  with 
am  applications  of  Cookeville  Bcstg.  Co.. 
Cookeville,  Tenn.  et  al.  Action  May  18. 

■ Scheduled  oral  argument  for  9:30  a.m., 
May  25,  on  petition  by  San  Mateo  Bcstg.  Co. 
for  dismissal  without  prejudice  of  its  ap- 
plication for  new  fm  station  in  San  Mateo, 
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CONSULTING  ENGINEER 
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PAUL  GODLEY  CO. 
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GAUTNEY  & JONES 
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MERL  SAXON 
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GEORGE  C DAVIS 
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Lohnes  & Culver 
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PETE  JOHNSON 
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NUGENT  SHARP 

Consulting  Radio  Engineer 
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Washington  4,  D.C. 
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Calif.,  which  is  consolidated  for  hearing 
with  application  of  Frank  James  for  fm  fa- 
cilities in  Redwood  City,  Calif.  Action  May 
20. 

n Granted  petition  by  Tri-Cities  Radio 
Corp.  for  dismissal  without  prejudice  of  its 
application  for  new  am  station  in  Bristol, 
Va.  which  was  consolidated  for  hearing. 
Action  May  23. 

■ Granted  petition  by  Star  Group  Bcstg. 
Co.  to  extent  that  it  involves  dismissal 
petitioner’s  application  for  new  am  sta- 
tion in  Jackson  Miss.,  and  dismissed  appli- 
cation was  in  consolidated  am  proceeding. 
Action  May  19. 

■ Granted  petition  by  John  Clemon 
Greene  Jr.,  and  dismissed  without  prej- 
udice his  application  for  am  facilities  in 
Winchester,  Va.,  and  retained  in  hearing 
status  applications  of  Shenandoah  Life  Sta- 
tions Inc.  (WSLS)  Roanoke,  and  Edwin  R. 
Fischer  Winchester,  both  Virginia.  Action 
May  20. 

■ Granted  petitions  by  Northwest  Pub- 
lications Inc.  ( WDSM-TV)  Superior,  Wis., 
and  Red  River  Bcstg.  Co.  (KDAL-TV)  Du- 
luth, Minn.,  and  made  petitioners  parties 
with  reference  to  each  of  governing  issues 
in  proceeding  on  application  of  WDUL  Tv 
Corp.  (WHYZ-TV)  Duluth.  Action  May  20. 

By  Hearing  Examiner  Basil  P.  Cooper 

h Granted  petition  by  Salina  Radio  Inc., 
for  leave  to  amend  its  application  for  new 
am  station  in  Salina,  Kans.,  to  reflect 
changes  in  corporate  organization;  applica- 
tion is  consolidated  for  hearing  with  appli- 
cation of  Kansas  Bcstrs.  Inc.,  for  am  facili- 
ties in  Salina.  Action  May  18. 

■ Pursuant  to  agreements  reached  at  May 
20  prehearing  conference,  continued  evi- 
dentiary hearing  from  June  21  to  July  18  in 
proceeding  on  applications  of  Taliesin  Bcstg. 
Co.  and  Douglas  G.  Oviatt  & Son  Inc.,  for 
new  fm  stations  in  Cleveland,  Ohio.  Action 
May  20. 

■ Scheduled  prehearing  conference  for 
June  3 in  proceeding  on  am  applications  of 
Alexandria  Bcstg.  Corp.  (KXRA)  Alexan- 
dria, Minn.,  et  al.  Action  May  20. 

By  Hearing  Examiner  Charles  J.  Frederick 

n Granted  petition  by  Broadcast  Bureau 
to  accept  late  filing  of  its  proposed  findings 
and  granted  petition  by  WHAS  Inc.  (WHAS- 
TV)  Louisville,  Ky.,  and  extended  to  June 
15  time  for  other  parties  to  file  replies  to 
proposed  findings  and  conclusions  now  sub- 
mitted in  proceeding  on  application  of 
WHAS  Inc.  Action  May  20. 

By  Hearing  Examiner  Millard  F.  French 

■ Reopened  record  in  Largo,  Fla.,  tv  ch. 
10  proceeding,  granted  joint  petition  for 
leave  to  amend  by  City  of  St.  Petersburg, 
Fla.,  Suncoast  Cities  Bcstg.  Corp.,  Tampa 
Telecasters  Inc.,  WTSP-TV  Inc.,  and  Bay 
Area  Telecasting  Corp.,  accepted  amend- 
ments, and  closed  record.  Action  May  16. 

■ Received  in  evidence  Rev.  Haldane 
James  Duff’s  exhibit  no.  18  and  closed  rec- 
ord in  proceeding  on  his  application  and 
that  of  Northwest  Bcstrs.  Inc.,  for  am  fa- 
cilities in  Seattle  and  Bellevue,  both  Wash- 
ington. Action  May  16. 

e Upon  request  by  Camden  Bcstg.  Co., 
continued  from  May  26  to  June  24  time 
for  exchange  of  exhibits  and  continued  hear- 
ing from  June  14  to  July  5 in  proceeding  on 
its  application  and  that  of  Suburban  Bcstg. 
Co.  for  new  fm  station  in  Newark,  N.J., 
and  Mount  Kisco,  N.Y.  Action  May  23. 
By  Hearing  Examiner  Walter  W.  Guenther 

■ By  order,  formalized  certain  agreements 
reached  at  May  6 prehearing  conference  in 
proceeding  on  applications  of  Paul  J.  Molnar 
and  Ohio  Music  Corp.,  for  new  fm  stations 
in  Cleveland,  Ohio;  continued  hearing  from 
June  13  to  Sept.  1.  Action  May  17. 


■ Granted  petition  by  Medford  Bcstrs.  Inc. 
(KDOV)  Medford,  Ore.,  and  extended  dates 
for  certain  procedural  steps  in  proceeding 
on  its  am  application,  et  al;  continued  fur- 
ther prehearing  conference  from  June  21  to 
July  12,  and  on  own  motion,  continued  hear- 
ing scheduled  for  July  27  to  date  to  be 
determined  at  further  prehearing  confer- 
ence, at  which  conference  date  for  notifica- 
tion of  engineering  witnesses  desired  for 
cross-examination,  set  for  July  20,  will  be 
rescheduled.  Action  May  18. 

■ Accepted  stipulation  entered  into  by 
parties  on  May  18  that  applicant  could 
through  sworn  exhibits  supplement,  as  set 
forth  on  record,  data  supplied  with  its 
exhibit  1,  received  in  evidence;  such  sworn 
statements  were  received  in  evidence  as 
applicant’s  exhibits  2,  3 and  4 and  record 
closed  in  proceeding  On  application  of  Coast 
Ventura  Co.,  for  modification  of  cp  for 
KVEN-FM  Ventura,  Calif.  Action  May  18. 

a Granted  petition  by  Broadcast  Bureau 
and  extended  to  May  27  time  to  file  proposed 
findings  and  conclusions  and  to  June  3 to 
file  replies  in  Baton  Rouge,  La.,  tv  ch.  9 
proceeding.  Action  May  23. 

■ Scheduled  prehearing  conference  for 
9:30  a.m.,  June  7,  on  Examiner’s  own  mo- 
tion, in  proceeding  on  am  applications  of 
Voice  of  New  South  Inc.  (WNSL)  Laurel, 
Miss.,  and  Mid-America  Bcstg.  Co.  (WGVM) 
Greenville,  Miss.  Action  May  23. 

hi  By  order,  formalized  certain  agree- 
ments reached  at  May  13  prehearing  con- 
ference concerning  schedule  to  govern  pro- 
ceeding and  continued  hearing  from  June 
15  to  July  20  on  applications  of  Washington 
State  U.  for  renewal  of  license  of  station 
KWSC  Pullman,  Wash.,  and  for  mod.  of  li- 
cense, and  First  Presbyterian  Church  of 
Seattle,  Wash.,  for  renewal  of  license  of 
station  KWT.  Action  May  23. 

By  Hearing  Examiner  Isadore  A.  Honig 

b On  own  motion,  advanced  at  9 a.m. 
hearing  scheduled  for  10  a.m.,  May  26  in 
proceeding  on  am  applications  of  The  Brock- 
way Co.  (WMSA)  Massena,  N.Y.,  et  al.  Ac- 
tion May  18. 

■ Granted  motion  by  Sunbury  Bcstg. 
(WKOK)  Sunbury,  Pa.,  for  resumption  of 
hearing  in  proceeding  on  its  am  application, 
accepted  motion  as  complying  with  require- 
ment that  applicant  should  submit  prog- 
ress report,  and  scheduled  further  prehear- 
ing conference  for  June  2 at  9 a.m.,  at 
which  time  consideration  will  be  given  to 
fixing  schedule  of  procedural  dates  look- 
ing toward  commencement  of  hearing.  Ac- 
tion May  20. 

By  Hearing  Examiner  Annie  Neal  Huntting 

■ Granted  petition  by  United  Bcstg.  Co. 
Beverly,  Mass.,  and  continued  from  May  20 
to  May  24  date  for  exchanging  exhibits  con- 
stituting applicant’s  direct  case  in  proceed- 
ing on  its  am  application.  Action  May  23. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ By  order,  confirmed  May  18  ruling  which 
rejected  portions  of  exhibit  7 offered  in 
evidence  containing  new  measurement  data 
filed  by  Des  Plaines-Arlington  Bcstg.  Co., 
Des  Plaines,  111.  Application  is  in  group  B 
of  consolidated  proceeding  on  am  applica- 
tions of  Rollins  Bcstg.  Inc.  (WBEE)  Harvey, 
111.,  et  al.  Action  May  24. 

By  Hearing  Examiner  David  I.  Kraushaar 

■ Scheduled  prehearing  conference  for 
June  8 in  proceeding  on  am  applications  of 
Booth  Bcstg.  Co.  (WIOU)  Kokomo,  Ind.,  et 
al.  Action  May  17. 

By  Hearing  Examiner  Jay  A.  Kyle 

n Continued  to  date  to  be  determined 
hearing  scheduled  for  May  24  pending  dis- 
position of  pleadings  filed  by  applicants 


and  Broadcast  Bureau  in  proceeding  on  am 
applications  of  Zephyr  Bcstg.  Corp.,  Zephyr- 
hills,  Fla.,  and  Myron  A.  Reck  (WTRR) 
Sanford,  Fla.  Action  May  17. 

b Granted  petition  by  Southern  Oregon 
Bcstg.  Co.,  KAGI  Grants  Pass,  Ore.,  for  leave 
to  make  engineering  changes  in  its  ap- 
plication for  mod.  of  cp  and  removed 
amended  application  from  hearing  status 
and  returned  to  processing  line.  Action  May 

By  Hearing  Examiner  Herbert  Sharfman 

■ Upon  request  by  Morton  Bcstg  Co.,  and 
without  objection  by  other  parties,  extended 
from  May  23  to  May  31  time  for  exchange 
of  written  cases,  with  other  dates  in  sched- 
ule heretofore  ordered  remaining  same  in 
proceeding  on  Morton’s  application  and  that 
of  Clarence  E.  Wilson  for  am  facilities  in 
Morton,  Tex.,  and  Hobbs,  N.M.  Action  May 
17. 

n Granted  petition  by  Shawnee  Bcstg. 
Co.  (WBEX)  Chillicothe,  Ohio,  for  leave  to 
amend  its  am  application  by  (1)  submitting 
recent  photograph  of  trans.  site,  (2)  chang- 
ing name  to  conform  with  name  in  WBEX 
license,  and  (3)  redesignating  exhibit  num- 
bers in  application;  application  is  in  con- 
solidated proceeding.  Action  May  17. 

a Scheduled  prehearing  conference  for 
June  3 in  proceeding  on  am  applications  of 
M-L  Radio  Inc.  (KMLW)  Marlin,  Tex.,  et  al. 
Action  May  18. 

m Pursuant  to  discussion  at  May  23  pre- 
hearing  conference,  continued  hearing  from 
June  6 to  July  18  and  scheduled  further 
prehearing  conference  for  July  6 in  pro- 
ceeding on  application  of  WDUL  Tv  Corp. 
(WHYZ-TV)  Duluth,  Minn.  Action  May  23. 

H Upon  request  by  Broadcast  Bureau  and 
without  objection  by  other  parties,  advanced 
prehearing  conference  scheduled  for  10  a.m.. 
June  3,  to  9 a.m.  that  date  in  proceeding  on 
am  applications  of  M-L  Radio  Inc.  (KMLW) 
Marlin,  and  Taft  Bcstg.  Co.,  Houston,  Tex. 
Action  May  23. 

■ Granted  petition  by  Wilmer  E.  Huffman 
and  continued  from  May  31  to  June  7 date 
for  informal  exchange  of  engineering  ex- 
hibits in  proceeding  on  his  application  for 
new  am  station-in  Pratt,  Kans.,  et  al.  Action 
May  23. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

■ Granted  petition  by  Bay  Area  Elec- 
tronic Assoc,  and  extended  to  June  8 time 
to  file  reply  findings  in  proceeding  on  its 
application  for  am  facilities  in  Santa'  Rosa, 
Calif.  Action  May  16. 

H Granted  request  by  Continental  Bcstg. 
Co.,  Cincinnati,  Ohio,  and  extended  from 
May  9 to  May  13  time  to  submit  additional 
engineering  material,  for  group  2 in  pro- 
ceeding on  applications  of  Michigan  Bcstg. 
Co.  ( WBCK)  Battle  Creek,  Mich.,  et  al. 
Action  May  17. 

■ Granted  joint  motion  by  eleven  appli- 
cants in  consolidated  am  proceeding  on  ap- 
plications of  Michigan  Bcstg.  Co.  (WBCK) 
Battle  Creek,  Mich.,  et  al,  and  continued 
group  2 hearing  pending  action  by  commis- 
sion with  respect  to  consolidation  of  appli- 
cation of  Muskingum  Bcstg.  Co.  for  new 
am  station  on  940  kc  in  Zanesville,  Ohio, 
into  proceeding;  further  conference  will  be 
held  after  Muskingum  application  in  con- 
solidated into  proceeding  to  arrive  at  new 
schedule  of  dates  and  for  such  other  mat- 
ters as  may  seem  appropriate  with  respect 
to  Muskingum  application.  Action  May  18. 

h Scheduled  prehearing  conference  for 
June  2 in  proceeding  on  applications  of 
Wayne  M.  Nelson  and  Fred  H.  Whitley  for 
am  facilities  in  Concord  and  Dallas  both 
North  Carolina.  Action  May  20. 

h Granted  petition  by  Broadcast  Bureau 
and  continued  group  3 hearing  from  10 
a.m.  to  2 p.m.,  on  May  26  in  proceeding  on 
am  applications  of  Michigan  Bcstg.  Co. 
(WBCK)  Battle  Creek,  Mich.,  et  al.  Action 
May  23.  , 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  May  20 

WYZE  Atlanta,  Ga. — Granted  acquisition  of 
negative  control  by  each,  Chester  H.  Jones 
and  Roy  V.  Harris  through  purchase  of 
stock  from  George  C.  Nicholson. 

WEER  Warrenton,  Va. — Granted  relin- 
quishment of  positive  control  by  Thomas  H. 
and  Georgette  E.  Strothman  (family  group) 
through  sale  of  stock  to  Laurens  M.  Hamil- 
ton. 

WIOI  New  Boston,  Ohio — Granted  license 
for  am  station. 

WICE  Providence,  R.I. — Granted  license 
covering  change  of  facilities,  ant.-trans.  lo- 
cation, installation  DA,  N & D,  change  in 
ground  system  and  installation  new  trans., 
and  delete  remote  control  operation  of 
tr^ns. 

WJPD  Ishpeming,  Mich. — Granted  license 
covering  installation  new  trans.,  change 
studio  location  and  deletion  of  remote  con- 
trol. 


America’s  Leading  Business  Brokers 


Interested  in  buying  or  selling  Radio  and  IV  Properties? 

When  your  business  is  transacted  through 
the  David  Jaret  Corp.,  you  are  assured  of 
reliability  and  expert  service  backed  by  our 
37  years  of  reputable  brokerage. 


1 50  MONTAGUE  STREET 
BROOKLYN  1 , N.  Y. 
ULster  2-5600 
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KVI  Seattle,  Wash.— Granted  cp  to  install 
new  type  trans. 

WOKA-FM  Monto  del  Estado,  P.R.— 
Granted  cp  to  increase  ERP  to  890  w and 
install  new  type  ant. 

WMGM  New  York,  N.Y. — Granted  cps  to 
install  new  main  and  auxiliary  trans.  and 
increase  power. 

WHKY  Hickory,  N.C. — Granted  cp  to  in- 
stall new  type  trans. 

VVPLB  Greenville,  Mich. — Granted  mod. 
of  cp  to  change  type  trans.  and  make 
changes  in  DA  pattern. 

KGMJ  (FM)  Seattle,  Wash.— Granted  mod. 
of  cp  to  change  type  trans.,  reduce  ERP  to 
3.6  kw.  and  change  type  ant.;  remote  con- 
trol permitted. 

WSPD-FM  Toledo,  Ohio — Granted  exten- 
sion of  authority  to  remain  silent  for  pe- 
riod ending  July  22. 

WRDO  Augusta,  Me.  — Remote  control 
permitted. 

Actions  of  May  19 

WUST,  WJMD  (FM)  Bethesda.  Md- 
Granted  assignment  of  licenses  to  WUST 
Inc. 

National  Bcstg.  Co.,  New  York,  N.Y'.— 
Granted  cp  and  license  to  make  changes  in 
low  power  auxiliary  station  without  prej- 
udice to  such  action  as  commission  may 
deem  warranted  as  result  of  its  final  de- 
terminations with  respect  to:  (1)  conclu- 
sions and  recommendations  set  forth  in  rer 
port  of  the  network  study  staff;  (2)  related 
studies  and  inquiries  now  being  considered 
or  conducted  by  commission,  and  (3)  pend- 
ing anti-trust  matters. 

KBOE  Oskaloosa,  Iowa — Granted  author- 
ity to  sign-on  at  6 a.m.,  CDST,  and  sign-off 
at  7 p.m.,  CDST,  for  period  ending  Aug.  31, 
and  granted  authority  to  sign-on  at  7 a.m.. 
CDST.  and  sign-off  at  6:30  p.m.,  CDST,  for 


of  cp  to  change  type  ant. 

KYEW  (FM)  Phoenix,  Ariz.  — Granted 
mod.  of  cp  to  decrease  ant.  height  to  1,540 
ft.,  specify  studio  location  (same  as  trans.), 
change  type  trans.  and  type  ant.,  make 
changes  in  ant.  system  and  delete  request 
for  remote  control. 

WITB  (TV)  Bowling  Green,  Ky. — Granted 
extension  of  completion  date  to  Dec.  7. 

Actions  of  May  18 

KNBS  (TV)  Walla  WaUa,  Wash.— Granted 
assignment  of  cp  to  Northwest  Bcstg.  Sys- 
tem Inc.  (Washington  corporation). 

KVFD  Fort  Dodge,  Iowa — Granted  in- 
voluntary acquisition  of  positive  control  by 
Edward  'Breen  through  death  of  Elizabeth 
Breen. 

WLIJ  Shelbyville,  Tenn. — Granted  license 
for  am  station,  specify  studio  location,  de- 
lete remote  control  request,  and  specify 
trans. 

WRED  (FM)  Youngstown,  Ohio — Granted 
license  for  fm  station  and  change  type 
trans. 

WSJS  Winston-Salem,  N.C. — Granted  cp 
to  install  new  trans.  and  change  trans.  lo- 
cation. 

WAPI-TV  Birmingham,  Ala. — Granted  cp 
to  replace  expired  permit  which  authorized 
change  in  type  of  trans.;  trans.  location: 
ant.  system  and  ant.  height  above  average 
terrain  (main  trans.  & ant.). 

WCRM  ClaTe,  Mich. — Granted  mod.  of  cp 
to  change  ant. -trans.  location,  specify  stu- 
dio location  and  change  type  trans. 

‘KOSU-FM  Stillwater,  Okla. — Granted  re- 
quest for  cancellation  cp  (to  change  type 
trans.). 

WLSV  WeUsville,  N.Y.— Granted  author- 


authority  to  remain  silent  for  period  end- 
ing Aug.  1. 

KFGQ  - AM  - FM  Boone,  Iowa  — Granted 
authority  to  remain  silent  Monday,  July  4, 
Monday,  Sept.  5 from  3 p.m.  until  licensed 
sign-off  time.  KFGQ-FM  also  granted  au- 
thority to  remain  silent  all  day  on  Saturday, 
Mav  28  in  addition  to  above. 

KLIX  Twin  Falls,  Idaho — Granted  exten- 
sion of  completion  date  to  Aug.  18. 

Actions  of  May  17 

KBUY  Amarillo,  Tex.  — Granted  assign- 
ment of  cp  to  David  R.  Worley  and  Gerald 
H.  Sanders  d/b  as  Worley  & Sanders  Bcstrs. 

■ Granted  licenses  for  following  am  sta- 
tions: WITE  Brazil,  Ind.,  and  specify  trans., 
and  KOOD  Honolulu,  Hawaii. 

■ Granted  licenses  for  following  fm  sta- 
tions: WKOX  - FM  Framingham,  Mass.; 

WJOL-FM  Joliet,  111.:  WDRC-FM  Hartford, 
Conn.;  WMPS-FM  Memphis,  Tenn. 

•IVMTH  Park  Ridge,  111.— Granted  license 
for  noncommercial  educational  fm  station. 

WJMO  Cleveland  Heights,  Ohio— Granted 
license  covering  change  in  ant. -trans.  loca- 
tion, make  changes  in  ant.  system  and 
change  type  trans.;  and  operate  by  remote 
control. 

WK  AM  Goshen,  Ind.  — Granted  license 
covering  installation  new  trans. 

WMTW-FM  Mt.  Washington,  N.H. — Grant- 
ed license  covering  move  to  new  location 


and  decrease  ant.  height  to  3,820  ft.;  ERP 
48  kw. 

WJZZ  (FM)  Bridgeport,  Conn. — Granted 
mod.  of  cp  to  increase  ERP  to  9.0  kw; 
change  type  trans.  and  establish  remote 
control  point  (site  of  WICC  radio  trans.); 
waived  section  3.205  of  rules  to  permit 
studio  to  be  located  outside  city  of  Bridge- 
port and  not  at  site  where  trans.  is  located. 

WYSL-FM  Amherst,  N.Y. — Granted  mod. 
of  cp  to  change  type  trans. 

WBRB-FM  Mt.  Clemens,  Mich.— Granted 
mod.  of  cp  to  increase  ERP  to  61  kw  and 
change  type  trans.;  condition. 

*WGUC  (FM)  Cincinnati,  Ohio — Granted 
mod.  of  cp  to  increase  ERP  to  5.3  kw,  de- 
crease ant.  height  to  615  ft.,  and  change 
type  ant.;  condition. 

WJCD  Seymour,  Ind. — Granted  authority 
to  sign-off  at  7 p.m.,  CDT,  for  period  end- 
ing Sept.  1. 

KJAM  Madison,  S.D. — Granted  authority 
to  sign-on  at  7 a.m.  and  sign-off  at  6 p.m., 
except  for  special  events  when  station  may 
operate  to  licensed  sign-off  time  each  Sun- 
day for  period  ending  Sept.  15. 

WCHI  Chillicothe,  Ohio — Granted  author- 
ity to  sign-off  at  7 p.m.,  for  period  ending 
Aug.  31,  except  for  special  events  when 
station  may  operate  to  licensed  sign-off 
time. 

KRVN  Lexington,  Neb. — Granted  author- 
ity to  sign-off  at  7 :15  p.m.,  CST,  for  period 
June  1 through  July  31. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KNDI 
Honolulu,  Hawaii  to  July  1;  WJDX  Jackson, 
Miss,  to  June  30;  WFVA-FM  Fredericks- 
burg, Va.  to  Aug.  9;  KFMX  (FM)  San  Diego, 
Calif,  to  July  30,  and  KVEN-FM  Ventura, 
Calif,  to  Nov.  28. 

Actions  of  May  16 

KVCK  Wolf  Point,  Mont. — Granted  assign- 
ment of  cp  to  E.E.  Krebsbach  and  Robert 
E.  Coffey. 

■ Granted  licenses  for  following  am  sta- 
tions: WSNOBarre,  Vt.,  and  specify  studio 
location;  WTTF  Tiffin,  Ohio,  and  specify 
studio  location;  WKTJ  Farmington-West 
Farmington,  Me.;  WMNT  Manati,  P.R.,  and 
specify  type  trans. 

WLOX  Biloxi,  Miss.  — Granted  license 
covering  installation  new  trans. 

WMBN  Petoskey,  Mich. — Granted  license 
covering  increase  height  of  tower  and  in- 
stallation new  ant.  system. 

ro1.TB  Mavaguez.  P.R. — Granted  license 


covering  installation  new  trans. 

WMBO  Auburn,  N.Y.  — Granted  license 
covering  installation  new  trans. 

WIRO  Ironton,  Ohio  — Granted  license 
covering  change  ant. -trans.  location  and 
changes  in  ground  system. 

WTOL  Toledo,  Ohio  — Granted  license 
covering  change  in  ant.-trans.  location,  ant. 
and  ground  system,  installation  new  trans., 
and  operate  by  remote  control. 

WSBB  New  Smyrna  Beach,  Fla. — Granted 
license  covering  change  in  ant.-trans.  and 
studio  locations. 

WTNS  Coschocton,  Ohio — Granted  license 
covering  change  ant.-trans.  location  and 
make  changes  in  ground  system. 

WLLH  Lowell,  Mass.  — Granted  license 
covering  installation  new  trans.  at  Lowell, 
Mass.,  and  at  Lawrence,  Mass. 

WPDQ  Jacksonville,  Fla. — Granted  license 
to  use  old  main  trans.  ' as  alternate  main 
trans. 

WSPD-FM  Toledo,  Ohio — Granted  mod.  of 
cp  to  change  type  ant.,  make  changes  in 
ant.  system  and  increase  ant.  height  to 
810  ft. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KLFY- 
TV  Lafayette,  La.  to  Sept.  24,  and  WAXU 
Georgetown,  Ky.  to  June  30. 

Actions  of  May  13 

KMCD  Fairfield,  Iowa — Granted  authority 
to  sign-off  at  7 p.m.,  CDST,  through  Aug. 
31,  except  for  special  events  when  station 
may  operate  up  to  licensed  sign-off  time. 

KLTF  Little  Falls,  Minn.— Granted  au- 
thority to  sign-off  at  7 p.m.  through  Aug. 
30. 

WCOR  Lebanon,  Tenn. — Granted  authority 
to  sign-off  at  6 p.m.  for  period  ending 
Aug.  31. 

Action  of  May  12 

WLBI  Denham  Springs,  La.  — Granted 
change  of  remote  control  authority. 

Action  of  May  11 

WMLP  Milton,  Pa. — Granted  change  of 
remote  control  authority. 

License  Renewals 

■ Following  stations  were  granted  renew- 
al of  license;  WAWZ-AM-FM  Zarephath, 
N.J.;  WDVL  Vineland,  N.J.;  WEBR  Buffalo, 
N.Y.;  WEOK  Poughkeepsie,  N.Y.;  WFBL 
Syracuse,  N.Y.;  WHCU-AM-FM  Ithaca, 
N.Y.;  WHLD-AM-FM  Niagara  Falls,  N.Y.; 
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■ Collins  lightweight  M-20  and  M-40  microphones  are  designed  for  acoustical-quality 
programs  in  radio  and  television  broadcasting,  high  fidelity  recording  and  distinctive 
public  address  systems.  These  dynamic,  omnidirectional  microphones  feature  the  Dynaflex 
non-metalhc  diaphragm  which  maintains  a smooth,  uniform  response  over  a wide  fre- 
quency range. 

■ M-20  frequency  response,  60-18,000  cps;  output  level,  —57  db.  M-40  — 40-20,000  cps; 
—59  db  output.  Both  microphones,  50  or  200  ohm  impedance. 

■ As  in  all  Collins  broadcast  equipment,  the  workmanship  and  quality  of  the  Collins  M-20 
and  M-40  are  fully  guaranteed. 

■ Fulfill  your  microphone  needs  with  the  Collins  M-20  or  M-40  microphones.  Order  from 
Collins  Radio  Company,  Broadcast  Sales,  Cedar  Rapids,  Iowa,  or  write  for  complete 
specifications  and  descriptive  literature. 


COLLINS  RADIO  COMPANY  • CEDAR  RAPIDS,  IOWA  • DALLAS,  TEXAS  • BURBANK,  CALIFORNIA 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

• SITUATIONS  WANTED  204  per  word — $2.00  minimum  • HELP  WANTED  254  per  word — $2.00  minimum. 

• DISPLAY  ads  $20.00  per  inch — STATIONS  FOR  SALE  advertising  require  display  space. 

• All  other  classifications  30 4 per  word — $4.00  minimum. 

• No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
etc.,  sent  to  box  numbers  are  sent  at  owner’s  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 


Help  Wanted — Management 


Experienced  sales  manager  who  seeks  solid 
future  in  radio-tv  chain.  Opening  now  in 
Atlantic  coast  radio  station.  Submit  re- 
sume and  photo.  Box  570A,  BROADCAST- 
ING. 


Wanted — Radio  station  general  manager- 
sales  oriented.  Major  eastern  market,  great 
opportunity  for  right  young  man.  Must  have 
management  experience  but  be  salesman 
first.  Good  salary  plus  override  with  tre- 
mendous opportunity  at  the  end  of  one  year. 
Write  Box  678A,  BROADCASTING  giving 
full  particulars. 


Opportunity  for  assistant  manager  in  south- 
east station.  Must  be  able  to  sell,  program, 
handle  staff,  relief  announce.  $100  week, 
opportunity  to  advance  to  management. 
Send  qualifications  to  Box  691A,  BROAD- 
CASTING. 


Opening  for  manager  in  New  York  state. 
Require  aggressive  family  man.  Box  694A, 
BROADCASTING. 


We  have  a number  one  rated  radio  prop- 
erty in  Charlotte,  N.C.,  a member  of  a 
dynamic  and  growing  6 station  operation 
in  the  south.  We  need  a top  flight  sales 
manager  to  take  over  the  local  sales  de- 
partment. Excellent  opportunity  for  right 
man  with  strong,  local  sales  background 
who  is  capable  of  managing  one  of  our 
stations.  Good  pay,  plus  incentive  plan. 
Send  immediately  photo  and  resume  to  H. 
Thoms,  75  Scenic  Highway,  Asheville,  N.C. 


Sales 


$100 -$150  weekly  guarantee  plus  commis- 
sion and  bonus  plan  for  aggressive  self- 
starter salesman.  Top  station  Washington, 
D.C.  market.  Box  867P,  BROADCASTING. 


You  do  very  well  financially  in  radio  sales 
and  have  been  selling  fulltime  for  at  least 
3 years.  You  want  to  move  to  Florida  and 
really  live  12  months  out  of  the  year.  This 
is  your  chance.  Your  potential  in  this  south 
Florida  coastal  metropolitan  market  is  ex- 
cellent with  opportunity  to  advance  to  sales 
manager  or  general  manager  of  one  of  the 
3 stations  in  the  chain.  Give  references  and 
tell  all  in  the  first  letter.  Box  283S,  BROAD- 
CASTING.  

One  of  New  England’s  best  250  watters  (1 
kw  just  granted)  in  a highly  competitive 
city,  needs  go-getting,  local  sales  manager. 
Salary,  commission  and  car  allowance.  Box 
462A  BROADCASTING. 


Sales  manager — 5 kw — network — east.  AM 
also  fm.  Must  sell  on  local,  regional,  na- 
tional level.  Supervise  salesmen.  Manage- 
ment potential  desirable.  Send  data  to  Box 

614A,  BROADCASTING. 

University  town  in  Wisconsin,  125,000  popu- 
lation Christian  fm  station.  Prefer  experi- 
enced man.  Salary  and  commission,  all 
fringe  benefits.  Good  insurance  man  also 
considered.  Box  648A  BROADCASTING. 
Florida  station  in  major  market  will  add 
top  producer  to  sales  staff.  You  will  be 
selling  long  established  station  with  top 
ratings  and  market  image.  A weekly  guar- 
antee plus  bonus  plan.  Hospitalization  and 
insurance.  Housing  plentiful  and  reason- 
able. Give  references  and  tell  all  in  first 

letter.  Box  666A,  BROADCASTING. 

South  Florida.  Live  in  “tropical  paradise” 
and  earn  top  income.  “Pulse”  proven  num- 
ber one  station  now  accepting  applications 
for  experienced,  aggressive,  and  imagina- 
tive account  executives.  Don’t  apply  unless 
you  have  had  a minimum  of  three  years 
sales  experience  in  radio  or  tv.  Send 
resume  and  photo  to  Box  539,  Hollywood, 

Florida. 

Salesman — Enjoy  life  in  cool,  colorful  Colo- 
rado. Salary-commission.  Ellis  Atteberry, 
KCOL,  Fort  Collins. 


Help  Wanted — (Cont’d) 


Announcers 


Modern  number  one  format  station  in  one 
of  ten  largest  markets  auditioning  fast- 
paced,  live-wire  announcers.  Key  station 
leading  chain  offers  big  pay,  big  opportu- 
nity. Send  tape  to  Box  864P,  BROADCAST- 
ING. 


South  Florida.  Metro  market.  Need  fast 
paced,  lively  swinging  dj.  Rush  tape,  re- 
sume. Box  284S,  BROADCASTING. 


Solid  air  salesman  with  first  phone  for  ag- 
gressive, smooth  sounding  station  in  beauti- 
ful California  medium  size  city.  Ideal  cli- 
mate. Our  business:  To  serve,  to  service, 
to  sell.  Complete  market  and  employment 
information  in  response  to  your  resume, 
reference  and  7'/2  rpm  tape.  Box  409A, 
BROADCASTING. 


Station  in  top  20  market  wants  top-rated 
morning  man.  Strong  personality,  good 
voice.  Send  resume,  tape  and  photo.  Box 
506A,  BROADCASTING. 


Expanding  staff.  Immediate  opening  for  ex- 
perienced staff  announcer  in  one  of  the 
largest  markets  in  southwest.  Bright  sound, 
but  no  top  40.  Also  opening  for  good  pro- 
duction man.  Send  tape,  photo,  and  com- 
plete resume  (including  versatility  and  ref- 
erences), to  Box  576A,  BROADCASTING. 


Experienced  announcer  wanted  by  Illinois 
kilowatt  independent.  Adult  music  station 
for  dj  work  plus  news  gathering  and 
writing.  Excellent  starting  salary,  many  ex- 
tra benefits  for  mature  man  with  proved 
ability.  Personal  interview  necessary.  List 
age,  education,  family  status,  detailed  ex- 
perience. Box  580A,  BROADCASTING. 


Need  one  more  good  announcer  for  chain 
station  in  western  Pennsylvania.  Minimum 
IV2  years  recent  air  experience.  No  top  40, 
no  r&r,  just  solid  commercial  radio  with 
top-rated  station  in  fine  market.  Good  salary 
with  regular  raises,  good  working  condi- 
tions. Excellent  opportunity  for  advance- 
ment. Send  tape  and  resume  immediately. 
Box  585A,  BROADCASTING. 


Personality  dj.  Evening  (til  midnight) 
shift.  First  phone,  no  maintenance.  Modi- 
fied r&r;  ideas  and  commercial  delivery 
important.  Regional,  #1  in  eastern  Penn- 
sylvania market.  Send  tape,  picture,  salary 
required.  Box  604A,  BROADCASTING. 


Chief  announcer — 5 kw  network — east.  Some 
experience  in  all  types  of  announcing  and 
public  service.  Must  cooperate  with  and  co- 
ordinate work  of  program,  sales  and  traffic 
department.  Management  ability  will  be  de- 
veloped. Mail  necessary  information  to  Box 
613A,  BROADCASTING. 


Pleasant  midwest  community — 2 station 
market  needs  one  combination  engineer-an- 
nouncer, two  announcer-salesman.  3 years 
experience  necessary.  Send  resume,  refer- 
ences, photo  and  tape  to  Box  623A,  BROAD- 
CASTING. 


Swingin’  dj  ready  to  move  up  to  pd  number 
1 format  station,  midwest.  Chance  for  tv 
too.  Send  short,  expendable  tape  and  pic- 
ture. Box  665A,  BROADCASTING. 


Immediate  opening  for  experienced  an- 
nouncer. Starting  salary  $70.00  for  forty- 
four  hours.  Good  opportunity  for  advance- 
ment. Small  south-eastern  town.  Also  open- 
ing for  engineer  announcer.  $80.00  for  forty- 
four  hours.  Group  operation  with  oppor- 
tunity for  good  men.  Write  Box  690A, 
BROADCASTING. 


Stay  there!  Earn  extra  cash.  Write  for  de- 
tails. Send  audition  tape.  Box  10513, 
Tampa,  Florida. 


KBUD,  Athens,  Texas  seeking  experienced 
staff  announcer. 


Help  Wanted — (Cont’d) 


Announcers 


Florida.  Number  one  station  in  south  Flori- 
da: area  has  immediate  opening  with  top 
income  for  experienced,  versatile  dj  to 
handle  “top  fifty”  morning  show.  Must 
be  conscientious,  cheerful  and  outstand- 
ing in  the  creation  . . . production  of  tape 
commercials.  Rush  tape,  photo  and  resume: 
Suite  216,  1776  E.  Sunrise  Blvd.,  Fort  Lau- 
derdale, Florida. 


Announcer-copywriter.  $400  per  month. 
KBRZ,  Freeport,  Texas. 


Announcer,  first  phone,  no  maintenance, 
6-10  p.m.  shift.  All  benefits.  KHMO,  Hanni- 
bal, Missouri,  Mr.  Jae. 


Have  immediate  opening  for  announcer  with 
1st  phone.  Maintenance  with  some  engineer- 
ing, board  shift.  Send  resume,  photo,  audi- 
tion tape,  salary  requirements  to  KLIN, 
Lincoln,  Nebraska. 


Texas  station  wants  experienced  announcer. 
Extra  earnings  in  sales,  if  interested.  Vaca- 
tion plan.  Good  hours.  KNET,  Palestine, 
Texas. 


Wanted,  combination  announcer-salesman 
for  single  station  market  located  in  heart 
of  vacation  wonderland.  Good  salary.  Com- 
mission plan.  Send  complete  resume  of 
experience,  tape,  with  commercial,  short 
news,  music  entro  and  photo  to  Jack  Hin- 
man,  KPRK,  Livingston,  Montana. 


Announcer  for  record  shows  and  staff  work. 
Must  have  commercial  experience.  Excel- 
lent working  conditions  on  long  established 
5000  watt  station.  Write  or  phone  Program 
Director,  WATR,  Waterbury,  Conn. 


Immediate  opening  for  good  morning  man. 
Some  news  experience  necessary.  Fast 
paced,  modern  sound,  well-known  station. 
Send  tape,  resume,  photo,  references  and 
salary  reauirements  to  Clair  L.  Meekins, 
Program  Director,  WFIN,  Findlay,  Ohio. 


Attention  young  announcer  with  ambition 
and  excellent  voice.  We  will  train.  We  have 
the  opening  you’re  looking  for.  Personal 
interview  necessary.  Contact  David  W.  Mar- 
tin, General  Manager,  WGNS  Radio,  Mur- 
freesboro, Tennessee. 


WHRT — Hartselle.  Alabama  needs  combina- 
tion announcer — 1st  class  engineer.  Please 
write  Gene  Newman,  WHRT — Hartselle,  Ala. 


Number  one  station  in  Wheeling-Steuben- 
ville  area  seeking  fast  paced  modern  disc 
jockey.  Get  on  the  first  team  with  Chuck 
Dougherty  and  company.  Send  tape,  photo- 
graph arid  resume  to  Chuck  Dougherty, 
Asst.  Manager,  WKWK,  Wheeling,  W.  Va. 
Tapes  cannot  be  returned. 


New  station — Needs  smooth  announcer; 
salesmen.  No  tapes  returned.  WPAC, 
Patchogue,  New  York. 


Country  and  gospel  dj  wanted.  $75 — 48  hours 
per  week.  Send  tape  and  resume  to  Man- 
ager, WRIC,  Richlands,  Virginia. 


California  calling.  If  you  are  a versatile  an- 
nouncer with  first  phone  who  wants  to 
work  in  stable  operation  in  a lovely  town 
of  45,000  that  features  network  and  local 
news  plus  good  listenable  music,  then  let’s 
exchange  information.  You  tell  us  all  about 
yourself  with  complete  resume  of  experi- 
ence, references  and  send  tape  cut  at  7’, 2 
rpm  with  commercials,  short  news,  music 
intro  and  ad  lib.  We  will  answer  promptly 
with  information  on  the  most  beautiful 
area  of  California,  plus  our  salary,  fringe 
benefits  and  major  medical  plan,  send  to 
Foy  Willing,  P.O.  Box  1651,  Salinas,  Cali- 
fornia. 
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Help  Wanted— (Cont’d) 


Announcers 


Announcers  losing  jobs?  Lack  that  profes- 
sional sound?  Audition  tape  not  a polished 
. . . showcase?  New  York  School  of  An- 
nouncing, 160  West  73rd  Street,  NYC,  SU 
7-6938. 


Technical 


Experienced  engineer — East  coast  (south- 
east) station.  5 kw  daytimer  remote  control. 
15  to  20  hours  announcing;  will  train.  Good 
salary.  Box  686S,  BROADCASTING. 

Chief  engineer  for  eastern  Pennsylvania,  5 
kw  radio  station.  Directional  experience 
necessary.  Reply  to  Box  362A,  BROAD- 
CASTING. 


Have  opening  for  first-class  engineer-an- 
nouncer in  Pacific  northwest.  Personal  inter- 
view necessary.  Send  tape  and  particulars  to 
Box  542A,  BROADCASTING. 


Enterprising  independent  station  in  Virginia 
needs  engineer-announcer.  First  class  ticket 
essential,  announcing  secondary.  Short 
hours,  salary  commensurate  with  experi- 
ence. Reply  Box  344A,  BROADCASTING. 

Wanted,  engineer  with  first  ticket  central 
Pennsylvania  station.  No  experience  or 
maintenance  required.  $65  for  4iy2  hours 
work  week.  Box  681A,  BROADCASTING. 

Do  you  want  to  live  in  No.  Calif. — So. 
Oregon  and  work  in  radio  and  or  tv?  If 
you  do,  write  Don  Telford,  KIEM-TV,  Box 
1021,  Eureka,  Calif.  Openings  for  first  fone 
tech,  production  and  sales. 


Chief  engineer-announcer— strong  on  main- 
tenance and  announcing  for  500-watt  re- 
mote operation.  Good  pay — life  and  hos- 
pitalization insurance.  Send  tape,  photo  and 
resume  first  letter  to  KTIB,  Thibodaux, 
Louisiana. 


The  south’s  most  modern  radio  station  wants 
a first  class  engineer/relief  announcer  from 
the  Carolinas  or  surrounding  area.  Must 
have  desire  to  work  and  have  pride  in 
his  work.  Our  station  is  fully  equipped 
with  Collins  equipment,  including  a new 
Collins  transmitter  and  Collins  automatic 
tape  control  units.  Located  in  one  of  the 
finest  towns,  Statesville  is  ideal  for  the 
man  with  a family.  The  right  man  will  be 
working  with  high  calibre  permanent  radio 
men.  Personal  interview  necessary.  Con- 
tact: Clay  Cline,  WDBM,  Statesville,  North 
Carolina,  Tele:  TRiangle  2-2455. 


Engineer — First  class  ticket.  Summer  relief 
immediately.  Transmitter  duties.  Must  have 
car.  Chief  engineer,  WEZE,  Statler  Office 
Building,  Boston,  Mass. 


First  phone;  no  announcing.  Beginner  ac- 
ceptable. Warren,  WHLT,  Huntington,  In- 
diana. 


Experienced  radio  engineer  first  phone.  Op- 
eration and  maintenance  am-fm.  Sober 
and  reliable.  Apply  J.M.  Foley,  chief  En- 
gineer, WSVA,  Harrisonburg,  Va. 


Production-Programming,  Others 


Programming-operations  manager.  Expand- 
ing new  midwest  fm  multi-major  market 
group.  Excellent  opportunity  for  growth,  in- 
centive participation,  and  possible  stock 
ownership  for  thinking,  experienced  per- 
son who  can  build  music  programs  and 
write  appropriately.  Send  photo,  resume 
Box  548A,  BROADCASTING. 


Immediate  opening  for  program  director  or 
news  director.  Must  be  experienced  in  one 
or  the  other  to  qualify  for  this  group  sta- 
tion. Rush  tape,  resume  and  snap.  Box 
571A,  BROADCASTING. 


Top  ten  market  station  needs  a production 
minded  male  continuity  director.  Ability  to 
do  air  work  also.  Top  money  for  right 
man.  Modern  radio  background  or  agency. 
Send  picture,  resume  and  sample  copy  and 
tape  of  your  work.  Box  638A,  BROAD- 
CASTING. 


Top  regional  Texas  radio  station  needs  ex- 
perienced man  to  cover  local  news,  mobile 
unit.  No  staff,  dj  or  production  work  other 
than  news.  Write  Box  644A,  BROADCAST- 
ING. 


Help  Wanted— (Cont’d) 


Production-Programming,  Others 


We  have  five  midwest  radio  stations  and 
are  looking  for  air-salesmen,  account  execu- 
tives and  newsmen.  Expansion  has  been 
fast  and  we  have  unlimited  opportunity, 
for  people  with  a real  pro  attitude,  to 
move  up  the  ladder,  in  our  “young  at 
heart”  organization.  Make  resume  com- 
plete. Air  personnel  should  include  tapes. 
If  you  want  to  move  up,  and  make  money 
at  the  same  time,  we’d  like  to  meet  you. 
Box  664 A,  BROADCASTING. 


WNXT,  Portsmouth,  Ohio  needs  experi- 
enced spot  copywriter.  Apply  Manager. 


Wanted:  Newsman  to  write,  edit  and  report 
local  news,  for  NBC  affiliate.  Experienced. 
Send  tape,  photo  and  resume  to  Ed  Huot, 
WTRC,  Elkhart,  Indiana. 


RADIO 


Situations  Wanted — Management 


Small  market  manager  sincerely  tired  of 
increasing  profits  for  someone  else.  Desire 
profit  sharing  management  or  leasing  op- 
portunity. Box  533A,  BROADCASTING. 


Administrative  sales  team  available.  Proven 
successful  methods.  Box  572A,  BROAD- 
CASTING. 


Manager-sales  manager  available.  Box  573A, 
BROADCASTING. 


Family  man,  sober,  veteran,  with  1st  ticket, 
strong  on  administration  and  sales.  Box 
662A,  BROADCASTING. 


Station  or  sales  manager  nine  years  experi- 
ence as  sales  and  assistant  general  manager 
all  phases — sales,  local,  regional,  national, 
including  working  with  top  reps.  . . . pro- 
motion, programming,  merchandising.  Pre- 
fer medium  market.  Available  now.  Box 
673A,  BROADCASTING. 


Tired  of  gimmicks — talkative  dj’s  and  mis- 
management? Ready  for  trio  with  New 
York  background — plus  capital  to  operate 
station  successfully?  Contact  Box  687A, 
BROADCASTING. 


Small  market  package  man:  10  years  radio, 
manager,  salesman,  announcer,  first  class 
ticket.  Woman:  traffic  and  office  operation. 
Proven  team  in  California  market.  Spotless 
radio  background,  can  run  the  whole  show. 
Write:  Box  689 A,  BROADCASTING. 


Married  management  team.  Versatile  vet- 
eran broadcasters  for  18  years.  Financially 
stable.  Will  manage  for  absentee  owners  or 
on  lease  arrangement.  Profit  guaranteed. 
Box  692A,  BROADCASTING. 


Sales 


Attention  New  England!  Top  professional 
salesman  with  radio  background  desires 
sales  position  in  radio  or  television.  Mar- 
ried, 32,  college  degree.  Resume  and  refer- 
ences on  request.  Box  553A,  BROADCAST- 
ING. 


Sales  manager  available.  Proven  successes. 
Box  574A,  BROADCASTING. 


Salesman-sales  manager.  Excellent  record. 
Box  575A,  BROADCASTING. 


Announcers 


Personality  dj  wants  to  break  into  major 
market.  The  finest  references.  Consistently 
top  rated  and  will  become  major  talent  in 
your  city.  Married,  reliable,  personable. 
Presently  employed.  Box  534A,  BROAD- 
CASTING. 


Looking  to  relocate  in  California  or  Arizona. 
Personality  dj,  not  a shouter  or  go-go  boy. 
Five  years  experience.  Reliable,  sober,  and 
married.  Good  character  and  credit  refer- 
ences. Will  reply  to  all  inquiries.  Box  544A, 
BROADCASTING. 


News,  staff,  personality  announcer.  25,  ma- 
ture, college  grad,  Korean  vet.  Most  vicini- 
ties considered.  Would  prefer  warm  cli- 
mate. Send  for  details.  Box  565A,  BROAD- 
CASTING. 


Morning  personality — dj.  Fast,  tight  pro- 
duction. Happy  with  present  job,  and 
money.  Will  consider  opportunity  first, 
monev  second.  Now  earning  $125.  Box 
577A,  BROADCASTING. 


Situations  Wanted — (Cont’d) 


Announcers 


Announcer-dj.  News,  commercials,  some 
experience.  Must  have  $80.  Single.  Box 
578A,  BROADCASTING. 


Experienced  announcer,  first  phone,  seeks 
permanent  position  with  good  pay.  Box  592A, 
BROADCASTING. 


Looking  for  pro?  With  good  voice,  produc- 
tion know-how,  strong  news  that  runs  fast 
paced  jock  show?  If  so,  let’s  talk  it  over. 
Box  621A,  BROADCASTING. 


Sports-announcer — part  . time,  30,  married, 
college  degree.  Seeks  position  New  York 
City  and  vicinity.  A little  light  in  experi- 
ence but  heavy  on  ability.  Will  submit 
tape  on  request.  Also  experienced  in  copy- 
writing.  Box  622 A,  BROADCASTING. 


Experienced,  versatile  staff  background. 
Emphasis  on  clean,  authoritative  news- 
commercials  that  sell— adaptable  style  on 
record  shows.  Strong  background  in  all 
phases  of  sports,  including  play-by-play. 
Will  stay  with  job  that  offers  future.  Prefer 
midwest.  Box  625A,  BROADCASTING. 


Versatile  announcer  — thoroughly  trained 
all  phases  radio,  tv  announcing.  Inquire 
Box  626 A,  BROADCASTING. 


4 colored  disc  jockeys,  desire  east,  middle 
west,  or  far  west.  Experienced  in  r&b, 
spiritual.  No  clowns,  can  sell  sponsors.  Box 
627A,  BROADCASTING. 


Announcer — six  years  experience,  married, 
veteran.  Experienced  in  news  and  program 
directing,  desire  to  settle  in  New  York- 
Conn.  area.  Box  628A,  BROADCASTING. 


28,  married,  dependable,  2 years  experience, 
can  operate  own  board.  Graduate  of  radio 
school,  and  have  college  BA  degree.  Would 
desire  adult  music  station.  Have  low  res- 
onant voice.  Strong  on  news  and  commer- 
cials. Box  632A,  BROADCASTING. 


Need  me?  DJ-news.  Bright,  happy  sound, 
tight  production.  Currently  employed  in 
major  market.  Seeking  better  working  con- 
ditions. Experience  plus  extras.  Box  633A, 
BROADCASTING. 


Announcer,  production  copy  writer,  news- 
man, etc.  Familiar  with  all  formats,  de- 
pendable, experienced,  must  move  to  desert 
climate  for  son’s  health.  Box  640A,  BROAD- 
CASTING. 


I’m  a good  announcer  looking  for  a good 
position.  I’ve  done  everything  in  radio  and 
tv  including  ownership.  Western  states. 
Box  643A,  BROADCASTING. 


Desire  to  settle  in  metropolitan  area  with 
radio  future.  Four  and  one-half  years  ex- 
perience, two  years  college.  Deep,  warm 
toned  voice.  Excellent  diction,  veteran, 
married,  children.  Box  649A,  BROADCAST- 
ING. 


17  year  old  dj  with  teen  age  appeal.  Go-er. 
One  year’s  air  experience  in  number  one 
format  station.  Present  employment  is  part 
time  and  am  looking  for  full  time  summer 
employment  in  resort  or  metro  area.  Also 
experienced  in  news  and  copy.  Box  650A, 
BROADCASTING. 


Many  abilities,  news  and  sportseasting  tops. 
Popular  and  classical  dj — workhorse.  Single. 
Box  654A,  BROADCASTING. 


Announcer-chief  engineer  with  am-fm  ex- 
perience, two  years  college.  Planning  life 
of  nuptial  bliss.  Desire  permanent  position 
where  I may  grow  with  station.  Presently 
employed  in  New  England.  Will  relocate. 
Box  655A,  BROADCASTING. 


Personality  deejay,  27,  four  years,  experi- 
enced McLendon,  looking  for  swinging  sta- 
tion. Good  production,  presently  employed. 
Box  656A,  BROADCASTING. 


Newscaster  — experienced,  mature,  good 
voice.  Currently  employed  in  major  market. 
Box  658A,  BROADCASTING. 


Country-western  leanings.  PD,  sales,  news, 
dj,  guitarist.  Presently  ca,  Ohio,  anywhere. 
Available  soon.  Box  659A,  BROADCAST- 
ING. 


You  need  newsman,  sportsman,  music  man. 
Don’t  hire  three.  Hire  me.  Eight  years 
radio,  plus  college,  equals  adaptability  to 
any  format.  If  you  reach  a million  or 
more,  I’ll  reach  you  personally  with  my 
voice  and  detailed  background.  Box  660A, 
BROADCASTING. 
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Situations  Wanted — (Cont’d) 


Situations  Wanted — (Cont’d) 


Announcers 


News,  sports,  deejay,  eight  years.  Want 
metropolitan  area.  Start  immediately.  Box 
661A,  BROADCASTING. 

Announcer— 8 years  experience,  currently 
employed,  desires  to  locate  permanently  in 
new  market.  Adult  or  top  40.  Experience 
includes  heavy  stints  in  news,  tv,  and 
major  college  play-by-play  plus  sports- 
casting.  Desire  southwest  but  any  job  with 
permanency  ok.  Box  668A,  BROADCAST- 
ING.   

Tve  done  it.  Reached  my  peak  in  this  mid- 
west market  of  200  thousand.  Currently 
morning  man,  pd  and  free  lance  tv  an- 
nouncer ready  to  move  up.  Far  west  or 
midwest  try  me.  Box  670A,  BROADCAST- 
ING  , 

Top  rated  air  personality  in  one  of  top 
seven  markets.  Five  years  experience;  26; 
married;  college  grad.  Now  making  over 
$100  per  week.  Box  674A,  BROADCAST- 
ING. 


Announcer:  Good  voice,  will  travel.  News, 
music,  drama  plus  all  staff  work.  Wide 
scope,  interesting  and  personable.  Box  679A, 
BROADCASTING. 


Announcer-dj — news;  commercials.  Operate 
own  board,  3 years  college.  Box  680A, 
BROADCASTING. 


Announcer,  nineteen  years  all  phases.  Best 
references.  California-Arizona  preferred. 
Box  683 A,  BROADCASTING. 


Country  music  dj.  Nineteen  years  knowl- 
edge. References.  California-Arizona  pre- 
ferred. Box  685 A,  BROADCASTING. 


Who  needs  a swingin’  jock?  Rated  number 
one  in  million  market!  Fifteen  years  radio- 
television-agency, first  phone,  ex-McClen- 
don, want  advancement  opportunity,  will 
travel.  Box  696A,  BROADCASTING. 


Announcer:  Experienced.  Married.  Can  run 
tight  format.  Not  a floater  or  prima  donna. 
Box  697 A,  BROADCASTING. 


South  only  — Announcer — continuity,  11 
years  experience,  available  now.  Phone 
Durham,  N.C.,  8-4786. 


An  announcer  I would  be — if  you  can  use 
a personality  that’s  different.  Salary  sec- 
ondary to  opportunity.  Background— Brit- 
ish. Age  29.  Three  years  in  U.S.  writing  ra- 
dio/tv  spots,  commercials.  Some  on-air  tv 
experience.  Currently  employed  agency 
copywriter.  Write  direct  % Charlie,  34  East 
58th  St.,  N.Y.  22. 


Broadcaster:  32  years  old,  13  years  experi- 
ence, presently  employed  at  125-dollars  per 
week,  available  soon.  Desires  station  with 
future  including  money,  good  working  con- 
ditions, and  quality  programming.  Inter- 
ested in  midwest,  Florida  and  Arizona,  but 
will  consider  all  others.  Married,  family. 
Contact  Don  Christensen,  513-Prospect  Ave- 
nue, Beaver  Dam,  Wisconsin.  Phone,  Turner 
5-4354,  after  6 p.m. 


Announcer — Can  handle  news,  commercials, 
dj  work.  Run  own  board.  Short  on  experi- 
ence, long  on  ambition,  will  travel.  Ed 
Collins,  CY  3-5516,  N.Y.C. 


Young  man,  talent  proven,  married,  c.g., 
seeks  pleasant  location.  SD  7-8436,  N.Y.C. 
Mr.  Frome. 


Negro  announcer,  dj.  Producer,  network 
experience,  20  years.  References,  age  36. 
All  music.  Mannie  Mauldin,  360  East  55th 
St.,  Oakland  4-8300,  Chicago  15,  111. 


Negro  disc  jockey  looking  for  work.  Will 
travel,  could  do  news,  commercials,  and 
work  own  board.  101  West  143rd  St.,  N.Y.C. 
ADirondack  4-4180.  Dick  Wilson. 


Technical 


First  phone,  three  years  experience  control 
room  engineer,  no  announcing,  available  im- 
mediately. Box  540A,  BROADCASTING. 


Combo  man,  1st  class  ticket,  technical  school 
grad,  with  experience  in  radio  and  tv  pro- 
duction. Dependable,  sober,  married,  two 
children  and  draft  exempt.  Prefer  small 
market  station,  in  or  near  Minnesota. 
Available  soon.  For  additional  information, 
taoe,  etc.,  write  Box  630A,  BROADCAST- 
ING. 


Technical 


Attention  managers  southern  California. 
Chief  engineer-mature  announcer.  14  years 
broadcast  experience.  Presently  chief  1 kw 
directional.  Minimum  salary  $135.00.  Reply 
Box  637A,  BROADCASTING. 


Chief  engineer  desires  Wisconsin  station.  8 
years  broadcast  engineering  experience,  3 
as  chief.  Also  experienced  vhf  communica- 
tions, maintenance.  Family  man,  reliable. 
Box  647A,  BROADCASTING. 


Experienced  engineer,  over  ten  years  in 
radio.  At  present  small  station  chief  in 
major  market.  Prefer  station  in  north  east. 
Will  relocate  if  good  position  presents  it- 
self. Write  Box  671A,  BROADCASTING. 


Chief  engineer — qualified  and  experienced 
in  construction,  maintenance,  directionals 
and  measurements.  Box  688A,  BROAD- 
CASTING. 


Engineer,  first  phone.  iy2  years  experience 
5 kw  dd,  500  w nd.  5 years  military  and  in- 
dustrial electronics  experience.  Prefer  eve- 
ning or  night  shift.  Available  August  1st. 
Robert  J.  Hale,  1405  S.  Thomas  St.,  Arling- 
ton 4,  Virginia. 


First  phone  since  1952  with  22  years  experi- 
ence ara-fm  wants  to  relocate  south  central 
or  west.  Sparling,  425  East  6th,  Hutchinson, 
Kansas. 


Production-Programming,  Others 


Production  manager-director  in  top  mar- 
ket. Seeks  producer-director  position  in 
larger  market.  Family,  33  years,  college 
graduate.  Box  552A,  BROADCASTING. 


Executive  assistant  secretary.  Early  30’s,  5 
years  experience  radio-tv  advertising.  Good 
secretarial  skills  (IBM  exec)  own  corr. — 
good  memory-supervision — liaison.  No  clock 
watcher.  Seek  diversified,  challenging  posi- 
tion with  stable  organization.  Please  write 
Box  586 A,  BROADCASTING. 


Pro,  versatile,  all  formats.  Good  production, 
news.  Looking  for  pd  slot  that  moves.  Good 
voice,  strong  in  production  and  news.  Have 
1st  ticket.  What  have  you?  Box  620A, 
BROADCASTING. 


Young,  knowledgable  program,  production 
man  wants  to  relocate  with  aggressive, 
modern  company.  Capable  administrator, 
successful  with  personnel.  Presently  com- 
peting in  one  of  top  eight  markets.  Full 
information  and  personal  interview.  Box 
645A,  BROADCASTING. 


Top  market  deejay-assistant,  wants  pro- 
gramming position.  Energy,  Savvy.  Five 
figures.  Box  653A,  BROADCASTING. 


Commercials  getting  lonely  from  lack  of 
love?  I like  commercials.  Why  not  let  me 
copy  sit.  Box  657A,  BROADCASTING. 


Newsman,  15  years,  writing,  editing,  voic- 
ing; major  networks  Washington,  Boston; 
seeks  permanent  position  with  quality, 
news-conscious  station,  medium-to-large 
market.  Mature  approach,  authoritative  de- 
livery. Change  wanted  within  60  days.  Sal- 
ary open.  All  replies  considered.  Box  675A, 
BROADCASTING. 


News  director,  interviews,  sales,  gather, 
write,  air,  sell.  31,  married — ten  years.  Box 
677 A,  BROADCASTING. 


Nineteen  years  radio  plus  formula.  Best 
references.  California-Arizona  preferred. 
Box  684 A,  BROADCASTING. 


TELEVISION 


Help  Wanted — Sales 


Aggressive  salesman  for  local  sales.  The  fu- 
ture is  here  if  you  have  the  ability.  Experi- 
ence in  radio  or  tv  necessary.  Must  have 
car.  Good  earnings  at  the  start  with  un- 
limited potential.  Family  man  preferred. 
Station  is  tops  in  the  area.  Full  CBS,  ABC 
schedule.  All  the  advantages  of  raising  a 
family  in  a small,  friendly  community.  Send 
complete  resume,  references  and  photo.  Jack 
Gilbert,  KHOL-TV,  Kearney,  Nebraska. 


Technical 


Wanted:  Experienced  tv  transmitter  engi- 
neer. RCA  TT25BL  transmitter.  Position 
now  open.  Contact  Chief  Engineer,  KCSJ- 
TV,  Pueblo,  Colorado. 


Help  Wanted — (Cont’d) 


Technical 


Need  first  class  tv  engineer  for  master  con- 
trol, maintenance  and  studio  work.  Will 
train.  Prefer  experience.  KMMT-TV,  Austin, 
Minnesota. 


Studio  technician,  first  class  license,  will 
train.  Contact  Merritt,  WICS-TV,  Spring- 
field.  Illinois. 


TELEVISION 


Situations  Wanted — Management 


Available  soon:  Manager  with  production 
record  having  few  equals.  Only  interested 
in  general  management  small-medium  mar- 
ket or  commercial  manager  metropolitan 
market.  No  Houdini  but  steeped  in  manage- 
ment experience  seldom  found  in  broad- 
casting. Well  known  all  levels  television- 
radio.  Financially  and  morally  sound.  Age 
40,  family.  Box  635A,  BROADCASTING. 


Sales  manager,  small  market  NBC  affiliate, 
interested  in  moving  to  larger  market. 
Excellent  billing  record.  Box  693A,  BROAD- 
CASTING. 


Sales 


Experienced  television  salesman  desires 
larger  market  potential,  or  sales  manage- 
ment. Box  663A,  BROADCASTING. 


Announcers 


Build  your  news  audience!  Newscaster- 
personality  with  “All  American’’  appear- 
ance. authoritative  delivery,  extensive  ex- 
perience plus  M.S.  in  journalism,  can  offer 
quality  service  , to  quality  station.  Box 
629A,  BROADCASTING. 


Announcer,  host,  me.  Long  experience,  ref- 
erences. California-Arizona  preferred.  Box 
686A,  BROADCASTING. 


Technical 


Chief  or  supervisor,  12  years  am-fm-uhf- 
vhf,  4 years  chief,  4 years  supervisory  ex- 
perience. Box  603 A,  BROADCASTING. 


Stop  gambling  on  new  employees.  Duds 
and  hot-shots  never  complete  our  compre- 
hensive technical  and  production  training 
program.  Contact  Intern  Supervisor,  WTHS- 
TV,  Miami. 


Production-Programming,  Others 


News  reporter,  writer,  ’caster,  some  photo 
work,  4y2  years  experience,  seeks  tv  or 
radio  work.  Box  388A,  BROADCASTING. 


Looking  for  qualified  man  to  supervise 
your  promotional  activities?  Experienced 
all  areas  of  tv  promotion  and  research. 
Presently  employed  major  network  O&O 
station  in  sales  development.  Full  details 
on  request.  Box  631A,  BROADCASTING. 


I have  a job.  Would  like  a position  with 
chance  for  advancement.  Journalism  degree 
and  15  years  experience  announcing  news 
and  tv  weather  in  8th  market.  Feel  equipped 
for  No.  2 spot  in  progressive  radio-tv  news- 
room or  management.  Future  is  important 
but  have  family,  so  money  is,  too.  Age  34. 
In  no  hurry.  Prefer  personal  interview  after 
detailed  correspondence.  Box  636A,  BROAD- 
CASTING. 


Photographer-reporter  desires  television 
position  southern  California.  Will  accept 
“non-related”  job  if  photography  available 
later.  Experience:  Newspaper  reporter, 

television  reporter-photographer,  commer- 
cial photography,  darkroom  work.  Pres- 
ently in  top  television  news  department. 
Box  652 A,  BROADCASTING. 


Promotion  position  desired  by  reporter 
with  8 years  experience  radio-television- 
newspaper  medias.  Background  and  refer- 
ences excellent,  degree,  veteran.  Box  667A, 
BROADCASTING. 


If  your  main  concern  is  quality  program- 
ming on  a local  level,  and  feel  you  need  a 
director  or  public  service  manager,  who  is 
over-conscientious  as  to  the  necessity  and 
responsibility  of  finer  broadcasting,  with 
very  high  character  and  professional  ref- 
erences— contact  Box  676A,  BROADCAST- 
ING. 
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FOR  SALE 


WANTED  TO  BUY 


INSTRUCTIONS 


Equipment 


5 kw  tv  transmitter  channels  2-6.  25  kw 
amplifiers  2-6  and  7-13.  Also  syne  genera- 
tors, polyefex  scanners,  etc.  Box  695A, 
BROADCASTING. 


Save  $5000.00  on  your  fm  station  installa- 
tion. For  sale  RCA  BTF  250  fm  transmit- 
ter, tubes  and  crystals.  Hewlett-Packard 
335-B  frequency  and  modulation  monitor. 
90  foot  length  Andrew  Heliax  transmis- 
sion line  % inch  diameter.  Antenna  RCA 
BF-21  Pylon,  power  gain  1.5.  80  foot  steel 
tower  93  foot  over  all.  Cost  us  $6000.00, 
yours  for  only  $5000.00  fob  Waxahachie. 
Contact  Richard  Tuck,  KBEC,  Waxahachie, 
Texas,  phone  WE.  7-1390.  Now  in  opera- 
tion, reason  for  selling,  installing  new 
equipment.  All  new  except  transmitter  and 
antenna  in  operation  less  than  one  year. 


Vertical  transcription  assemblies  — RMC 
model  A-16  tone  arms  and  equalizers — pair, 
complete,  $50.  KOFO.  Ottawa,  Kansas. 


RCA  type  66A  modulation  monitor,  $250. 
Also  RCA  475C  frequency  monitor  with 
RCA  681B  frequency  deviation  meter,  $395. 
WCAR,  14333  Vreeland  RD..  Trenton,  Michi- 
gan. ORleans  6-2484,  J.R.  Balmer. 


Going  into  fm?  WEAW-FM  is  going  to 
higher  power  and  will  have  available  July 
1st  the  following  equipment  complete  with 
extra  tubes,  etc.  Equipment  is  • now  in 
operation  and  radiates  36  kw.  (Our  cp  is 
for  192  kw).  Collins  5 kw  model  732-A 
transmitter,  $5,000.  8 Bay  Collins  model 

37-M  series  ring  antenna  with  200  feet  of 
1 and  5s  inch  coax,  $1,200.  Price  for  both 
together,  $5,500.  First  check  for  $1,000 
down  holds  equipment  for  your  use.  Also 
available  G.E.  type  BC-l-A  model  4BC1AZ 
dual  channel  25  console,  $300.  Ed  Wheeler. 
WEAW,  Evanston,  Illinois.  University  4- 
7600.  1700  Central  St. 


Make  an  offer  on  any  of  the  following: 
Gates  RCM-14  remote  control  unit  in  good 
operating  condition,  1 Raytheon  1 kw  am 
line  terminating  unit,  1 Presto  disc  re- 
corder model  Y 2-speed,  including  two 
tables,  good  operating  condition;  1 mobile 
broadcast  studio — 1948  Ford  parcel  truck  set 
up  for  remote  work,  condition  is  excellent. 
For  details  on  any  of  these  items  contact 
Arthur  French,  Chief  Engineer,  WELM, 
Elmira,  Phone  REgent  3-5626. 


Company  or  individual  dealing  in  purchase 
of  used  broadcasting  equipment,  write  to 
WNLC,  New  London,  Conn.,  for  list. 


250  watt  Gates  am  transmitter,  good  operat- 
ing condition,  replaced  by  increased  power. 
WTYN,  Tryon,  N.C. 


Teflon  coaxial  transmission  line  158  ".  51 
ohm.  Unused.  Suitable  for  am,  fm,  vhf-tv, 
communication  systems,  and  some  micro- 
wave  frequencies.  RETMA  flanges.  Write: 
Sacramento  Research  Labs.,  3421-58th  Street, 
Sacramento  20.  California. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co..  Inc.,  410-7th  Ave.,  N.E., 
Glenburnie,  Md.  Day  phone  SO.  6-0766 — 
Night  and  emergency  phone  SO.  1-1361. 
Write  or  call  collect. 


Tv  video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  different  models  •" 
thru  24".  Miratel,  Inc.,  1080  Dionne  St.,  St. 
Paul.  Minn. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto-Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey.  CE  9-6100. 


Anything  in  broadcasting  field  from  a tube 
to  a tower  sold  or  bought.  Electrofind,  550 
Fifth  Avenue,  N.Y.C. 


Collins  21A  5 kw  transmitter  maintained  in 
original  condition.  Now  available.  Examine 
under  operating  conditions.  Excellent  qual- 
ity. Ten  years  old.  Price  $4,500.  Terms.  Ad- 
dress Radio  Station  WISE,  75  Scenic  High- 
way, Asheville,  N.C. 


U-2  can  own  an  Ampex.  351C  console,  floor 
sample,  full  track,  3%-7y2  IPS.  First  check 
for  $1195  takes  it.  Rek-O-Kut  imperial 
portable  disc  cutter,  display  model  for 
only  $495.  Gates  Radio  Company,  2700  Polk, 
Houston  3,  Texas. 


Limiter — Gates  audio  amplifier — very  rea- 
sonable because  of  modernization  and  in- 
creased power.  WTYN,  Tryon,  N.C. 


Stations 


Station  or  cp  wanted  east  or  south,  100,000 
to  500,000  market  population.  Financially 
responsible.  Expert  operator  has  exception- 
ally lucrative  offer  for  right  station.  Con- 
fidential. Box  577S,  BROADCASTING. 


Equipment 


Wanted:  Used  low  band  television  trans- 
mitter in  good  condition,  preferably  5 kw. 
Box  531  A,  BROADCASTING. 


Wanted,  one  or  two  Scully  lathes.  Presto 
41A  limiting  amplifiers,  RCA  LC1A  speak- 
ers with  MI-11401  enclosures.  Box  605A, 
BROADCASTING. 


Frequency  deviation  monitor,  used,  in  good 
condition,  suitable  for  remote  indication, 
for  am  station.  Please  reply  to  Box  639A, 
BROADCASTING. 


FM  3 and  10  kw  transmitters,  dual  consoles, 
turntables,  frequency  monitor,  transmission 
line.  Box  64SA,  BROADCASTING. 


5 or  10  kw  fm  transmitter,  console,  monitor, 
remote  control.  Advise  price,  condition.  Box 
651A,  BROADCASTING. 


Studio  console  in  good  condition.  Box  672A, 
BROADCASTING. 


Wanted:  Used  12>2  kw  uhf  amplifier  for 
channel  40.  Interested  in  any  used  Federal  1 
kw  uhf  driver  spares  or  complete  unit.  Box 
682 A,  BROADCASTING. 


Instruction  Book  for  RCA  frequency  devia- 
tion monitor,  model  311  AB,  MI-8211.  If  you 
have  only  one  copy  will  gladly  " pay  for 
photostating.  Urgently  need  this  book.  Write 
Mr.  C.  Halle,  Radio  Station  WEMJ,  581  Main 
Street,  Laconia,  New  Hampshire. 


WHRT  would  like  used  Gates  transmitter 
remote  control  unit.  Write  WHRT,  Hart- 
selle,  Alabama. 


Tower  wanted.  150  ft.  self-supporting  (not 
guyed).  Within  reasonable  trucking  dis- 
tance. WTXL,  West  Springfield,  Massachu- 
setts. 


Wanted — Used  transmitting  and  antenna 
equipment  for  maximum  power  on  Channel 
3 installation.  Write  or  call  Harold  Thoms, 
75  Scenic  Highway,  Asheville,  N.C.,  phone 
ALpine  4-4448. 


INSTRUCTIONS 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood. 
Seattle.  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas, 
Texas. 


FCC  Licenses,  six-week  course.  Ninety  per- 
cent pass  license  examinations  the  first 
time  taken.  Next  class  June  13th.  Free  lit- 
erature. Pathfinder,  510  16th  St.,  Oakland, 
California. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
June  29,  August  31,  October  26,  1960.  Jan- 
uary 4,  1961.  For  information,  references 
and  reservations  write  William  B.  Ogden. 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank,  California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta,  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


The  National  Academy  of  Broadcasting, 
3338  16th  St.,  Washington,  D.C.  trains  and 
places  writers  and  announcers.  Send  for 
catalog  and  job  list.  (26th  year) 


MISCELLANEOUS 


Attention — Writers,  producers,  directors. 
Selling  extensive  collection  newspaper  files 
covering  World  War  II  and  Korean  Conflict. 
Includes  years  1942-1958  providing  endless 
story  material.  Already  packed.  Make  offer. 
Box  455A,  BROADCASTING. 


Need  a five-minute  fun  show  loaded  with 
satire?  Try  “The  Adventures  of  Carson  P. 
Fruitmound”.  Take  your  audience  on  a 
different  hilarious  adventure  daily.  Open- 
end  format.  Saleable — laughable.  Details- 
audition  package  upon  request.  Blair- 
Charles  Associates,  Broadcast  Center, 
KVOO,  Tulsa. 


Comedy  material  for  dj’s.  Smart  patter 
available,  one-line  gags,  song  quips,  adlibs, 
topical.  Sample  $2.00.  Show-Biz  Comedy 
Service  (Dept.  BM)  65  Parkway  Ct.,  Brook- 
lyn 35,  N.Y. 


RADIO 


Help  Wanted 


Production-Programming,  Others 


IS  THERE  SUCH  A MAN? 

RADIO  STATION  IN  ONE  OF  TOP 
CALIFORNIA  CITIES  NEEDS  PROGRAM 
DIRECTOR.  MUST  HAVE: 

1.  FIRST  CLASS  LICENSE 

2.  GOOD  ANNOUNCING  VOICE 

3.  PRODUCTION  AND  COPY  EXPERIENCE. 
EXCELLENT  PAY.  SEND  DETAILS  AND 
TAPE  IN  REPLY: 

BOX  361  A,  BROADCASTING. 


BROADCAST  SUPERVISOR 

MAJOR  4A  AGENCY  IN  CHICAGO 

Increased  TV  advertising  by  new  and  present  clients  has  created  need 
for  an  additional  Broadcast  Supervisor  on  our  staff.  This  person  will 
have  full  supervisory  responsibility  for  the  broadcast  activities  of 
assigned  client  accounts,  all  major  users  of  network  broadcast  media. 
The  man  who  will  best  qualify  for  this  position  will  have  some  agency 
and/or  network  TV  administrative  experience.  Professional  experi- 
ence in  the  theater  and  in  TV  production  is  highly  desirable. 

Send  letter  of  application  including  resume  and  salary  requirements 
to:  Box  642A,  BROADCASTING. 
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Help  Wanted — (Cont’d) 


Help  Wanted — (Cont’d) 


Production-Programming,  Others 


ADULT  RADIO  WANTS 
A PRO 

A man  with  a solid  radio  background 
who  can  do  a top  calibre  job  in  all 
phases,  including  production  and 
writing.  Real  opportunity  for  you  in 
a nationally  known  Ohio  station. 
Salary  open.  Write: 

S Box  508A.  BROADCASTING 


PROGRAMMING 

Television  program-  syndicator  needs 
aggressive  minded  contact  man  for 
N.Y.  staff.  Experience  in  .local  station 
film/programming/public  service  es- 
sential. Excellent  opportunity  for  crea- 
tive self  starter.  Salary  open. 

Box  634A,  BROADCASTING 


WITH 

Has  an  immediate  opening 

For  a female  continuity  director  with 
radio  experience.  Typing  and  shorthand 
required.  Must  be  able  to  assume  posi- 
tion immediately.  Contact  Bob  Adams, 
Program  Director,  WITH,  7 East  Lexing- 
ton St.,  Baltimore  3,  Md. 


Announcers 


r 


I. 


YOUNG  AGGRESSIVE 

ANNOUNCER 


ith  ideas  wanted  for  top 
Miami,  Florida,  radio  outlet. 
Rush  new  picture,  bio  and 
tape  to: 

Box  624A,  BROADCASTING 


J 


Announcers 


DISC  JOCKEY 

WANTED 

A full  time  five  kilowatt  south 
central  Atlantic  station  look- 
ing for  a really  top  disc 
jockey.  Must  he  warm  and 
friendly  on  the  air.  Middle 
of  the  road  format.  No  top  40, 
Must  do  all  production  on 
board.  TV  work  also  available 
with  tv  affiliate.  This  is  a per- 
manent position  for  the  right 
man.  Salary  open;  commen- 
surate with  ability.  Bright  fu- 
ture with  this  organization. 
Send  tape  and  resume  to: 

Box  512A, 
BROADCASTING. 


TELEVISION 


Help  Wanted — Sales 

2 

MAJOR  NEW  ENGLAND  2 

■ Television  station  in  thriving  market  2 
J is  seeking  an  aggressive  salesman  to  as 
H service  local  accounts.  Must  be  per-  ■ 

■ sonable  and  experienced  in  either  2 
2 radio  or  television  sales.  Highest  pro-  ■ 
m fessional  and  personal  references  re-  H 

■ guired. 

2 Box  641  A.  BROADCASTING  ■ 

Tbbiii «■■■■■■■■■■■ ■■■■■■■■£ 


CAREER  OPPORTUNITY  with  SCHAFER  CUSTOM  ENGINEERING, 

Division  of  Textron  Electronics,  Inc. 

If  you  have  a strong  background  in  the  Broadcast  Industry,  a technical  background,  ex- 
perience rn  Sales  of  technical  equipment,  you  may  be  the  man  to  participate  in  the  fastest 
growing  broadcast  equipment  manufacturer  in  the  country. 

Openings  exist  in  several  areas  throughout  the  United  States. 

Substantial  salary  plus  commission,  with  expenses  paid  and  transportation  furnished. 
Permanent  position  with  excellent  company  benefits. 

Send  resume  to  Sales  Department. 

SCHAFER  CUSTOM  ENGINEERING, 

Division  of  Textron  Electronics,  Inc., 

235  South  Third  Street, 

Burbank,  California 


Help  Wanted — (Cont’d) 


Technical 


WANTED 

Experienced  TV  engineer.  Exciting  over- 
seas duty  U.S.  Territory;  tropical  liv- 
ing; Top-flight  international  organiza- 
tion. Write  or  see  John  Barton,  20  East 
46th  St.,  New  York.  Telephone  N.Y. 
YU  6-0820. 


FOR  SALE 


Equipment 


Want  a BRAND  NEW  "One"? 

Gates  BC-1T  1 KW  AM  transmitters 
are  in  stock  for  immediate  delivery, 
factory  tested  to  your  frequency. 
Terms  where  desired.  Want  to  trade? 

GATES  RADIO  COMPANY 

Quincy,  Illinois 


L 


Steel  Micro-Wave  Tower,  250  feet,  self 
supporting,  5x28  foot  platform  at  top, 
entirely  fabricated  from  galvanized 
structural  angle  (painted),  in  excellent 
condition,  Blaw  Knox  construction. 
Dismantled  and  match-marked  for  re- 
erection. Suitable  for  radio  and  point- 
to-point  telephone.  Inquiry  and  in- 
spection invited. 

A & E EQUIPMENT  CO. 

P.O.  Box  902 
Alexandria,  Virginia 
Phone — Temple  6-7019 


sFI 


EMPLOYMENT  SERVICE 


STEP  UP  TO  A BETTER 
JOB  THE  EASY  WAY!! 

Many  announcers  and  others  have  found 
that  it  pays  to  set  your  job  through  pro- 
fessional placement. 

TOP  JOB  PLACEMENTS 
IN  THE  SOUTHEAST 

Free  registration  — Conf.  Service 
Professional  Placement 
458  Peachtree  Arcade 
JA  5-4841  Atlanta,  Ga. 


TIRED  OF  SEARCHING? 

Radio  and  tv,  announcers,  salesmen,  en- 
gineers, writers,  directors  and  executive 
— use  our  placement  service  in  eight 
upper-midwest  states.  Don't  let  opportunity 
pass  you  by.  Employers,  employees,  write 
NOW  for  application. 

WALKER  EMPLOYMENT  SERVICE 
Broadcast  Division  C 

83  So.  7th  St.  Minneapolis  2,  Minn. 

Federal  9-0961 
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MISCELLANEOUS 


ff/fi  /'ft a in  ^Svoadcait  27e/e'mefoif 

Radio  Remote  Control  and 
Multiplex  Systems 
For 

Studio  Transmitter  Links 

John  A.  Moseley  Associates 
Box  3192  Woodland  7-1469 

Santa  Barbara,  California 


FOR  SALE 


Stations 


FLORIDA 

Only  station  in  fast  growing  East 
Coast  city  with  30,000  population. 
Excellent  facilities.  Principals  only 
-no  Brokers. 

Box  669A,  BROADCASTING 


Calif. 

Single 

250w 

$65M 

terms 

Texas 

Single 

250w 

25M 

7 dn. 

Miss. 

Single 

250w 

39M 

terms 

La. 

Single 

500w 

52  M 

terms 

Miss. 

Single 

250w 

140M 

10  yrs. 

Va. 

Single 

250w 

60  M 

29%  dn. 

III. 

Single 

500w 

95M 

29%  dn. 

Va. 

Single 

lkw-D 

80  M 

terms 

Calif. 

Single 

250w 

68M 

15  dn. 

Fia. 

Small 

250w 

53M 

15  dn. 

Calif. 

Small 

lkw-D 

69M 

29%  dn. 

W.  Va. 

Small 

250w 

40M 

10  dn. 

Fla. 

Small 

250w 

55M 

29%  dn. 

Fla. 

Medium 

5kw-D 

lkw-N 

175M 

53  dn. 

Fla. 

Medium 

5kw 

230M 

29%  dn. 

N.Y. 

Medium 

lkw-D 

105M 

cash 

Ga. 

Metro 

5kw 

200M 

29%  dn. 

Va. 

Metro 

250w 

330M 

25%  dn. 

Ala. 

Metro 

lkw-D 

175M 

terms 

Fla. 

Large 

5kw 

185M 

29%  dn. 

S.E. 

Maj-Sub  lkw-D 

150M 

low  dn. 

South 

Major 

250w 

275M 

29%  dn. 

And  Others 
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H . 
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1 N C O R 1 
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MEDIA  1 
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Atlanta 

Chicago 
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82  W. 
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ncisco 

Atlanta 

9,  Ga. 

THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


GUNZENDORFER 

CALIFORNIA  EXCLUSIVE.  A Daytime  earner 
in  growing  California  single  market  with  500 
watts.  $150,000  with  29 9o  10  year  payout  at 
6 o/o.  OREGON  EXCLUSIVE.  250  watter  full- 
timer  for  $15,000  down.  Balance  of  $80,000 
in  10  years  at  69b.  CALIFORNIA  EXCLUSIVE. 
Single  southern  market  station  with  trading 
area  of  44,500.  A 1000  watt  fulltimer  priced 
to  sell  at  $125,000.  Terms.  ARIZONA  EXCLU- 
SIVE. 500  watter  daytimer  at  $60,000.  1/3 

down.  CALIFORNIA  EXCLUSIVE.  250  watter 
fulltimer  in  northern  growing  market  $75,000. 
299b  with  $300  a month  payout.  FM  station 
in  ARIZONA— CALIFORNIA— OREGON. 


8630  W.  Olympic,  Los  Angeles,  Calif. 

Licensed  Brokers — Financial  ~ Consultants 

Phone  OLympia  2-5676  , 


To  buy  or  sell  Radio-TV  properties 
contact 

patt  McDonald  co. 

Box  9266,  Austin,  Texas.  GL.  3-8080 
Or,  Jack  Koste,  60  E.  42nd,  NY  17,  NY 
MU.  2-4813 


STATIONS  FOR  SALE 

SOUTHWEST.  Good  size  market.  Doing 
$80,000  a year.  Daytimer.  Absentee 
owned.  Asking  $135,000  with  29%. 

ROCKY  MOUNTAIN.  Full  time.  Absen- 
tee owned.  Average  gross  of  $80,000 
last  five  years.  Asking  $90,000  with  29% 
down. 

ATLANTIC  COAST  STATE.  Full  time. 
Asking  $75,000  with  29%  down. 

MIDDLE  WEST.  Doing  $5,000  a month. 
Full  time.  Under  capitalized.  Asking 
$100,000  with  29%  down. 

CALIFORNIA.  Full  time.  Asking  $55,000 
with  29%  down. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 

HO.  4-7279 


NORMAN  & NORMAN 

INCORPORATED 
Broker,  — Consultants  — Appraisers 

RADIO-TELEVISION  STATIONS 


Dollar 

for 

Dollar* 

you  can’t  beat  a 
classified  ad  in  gettinr 
top-flight  personnel 


Continued  from  page  83 
WHTG  Eatontown,  N.J.;  WIBX  Utica,  N.Y.; 
WIPS  Ticonderoga,  N.Y.;  WBEN-AM-FM- 
TV  Buffalo,  N.Y.;  WROC-AM-FM-TV,  Roch- 
ester, N.Y.;  WHEN-AM-TV  Syracuse,  N.Y.; 
WSYR-AM-FM-TV  Syracuse,  N.Y.;  WJMK 
North  Syracuse,  N.Y.;  WMBO  Auburn,  N.Y.; 
WONG  Oneida,  N.Y.;  WRVM  Rochester, 
N.Y.;  WSAY  Rochester,  N.Y.;  WMBO-FM 
Auburn,  N.Y.;  WKRT-FM  Cortland,  N.Y.; 
WVOX-FM  New  Rochelle,  N.Y.;  *WNTI 
(FM)  Hackettstown,  N.J.;  WOKO  Albany, 
N.Y.;  WSNJ-AM-FM  Bridgeton,  N.J.; 
WBUD  Trenton,  N.J.:  WELM  Elmira,  N.Y.; 
WGR-AM-FM-TV  Buffalo,  N.Y.;  WKDN 
Camden,  N.J.;  WMNS  Olean,  N.Y.;  WOND 
Pleasantville,  N.J.;  WVET-TV  Rochester, 
N.Y.;  WNBH-AM-FM  New  Bedford,  Mass.; 
WOCB-AM-FM  West  Yarmouth,  Mass. 

h Following  tv  translator  stations  were 
granted  renewal  of  license;  K72AD,  Alturas 
Tv  Club  Inc.,  Alturas,  Calif.;  K72AA,  The 
Anadona  Co.,  Weed  Heights,  Nev.;  K72AF, 
Battle  Mountain  Tv  Club,  Battle  Mountain, 
Nev.;  K70BI,  K76AP,  Big  Lake  Translator 
System  Inc.,  Big  Lake,  Tex.;  K73AL,  Board 
of  Education  Truth  or  Consequences  Muni- 
cipal Schools,  District  #6,  Truth  or  Conse- 
quences, N.M.;  K79AG,  Burlington-Edison 
School  District  #100,  Skagit  County,  Wash.; 
K70AU,  California  Ore.  Tv  Inc.  (Oregon 
Corp.),  Cave  Junction  and  Selma,  Ore.; 
K71AK,  K73AK,  California  Oregon  Tv  Inc. 
(Oregon  Corp.),  Cow  Creek  Area,  Ore.; 
K72AL,  K75AE,  Central  Idaho  Tv  Inc., 
Grangeville,  Cottonwood,  Craigmont  and 
Nezperce,  all  Idaho. 

K81AC,  Central  Idaho  Tv  Inc.,  Grange- 
ville, Idaho;  K80AA,  Central  Tv  Assn.,  Cen- 
ter, Colo.;  K71AQ,  Citizens  Tv  Inc.,  Milton- 
Freewater,  Ore.;  K70AE,  K80AC,  City  of 


Truth  or  Consequences,  Truth  or  Conse- 
quences, N.M.;  K71AD,  K74AI,  Coconino 
TV  Inc.,  Flagstaff,  Ariz.;  W70AB,  W74AA, 
W82AA,  Conewango  Valley  Tv  Inc.,  North 
Warren,  Pa.;  K72AN,  Durango  Tv  Trans- 
lator, Durango  Junior  Chamber  of  Com- 
merce Inc.,  Durango,  Colo.;  K70AR,  K74AQ, 
K78AA,  Elnery  County,  Public  Body  Cor- 
porate and  Politic,  Orangeville,  Utah; 
K71AI,  K75AG,  K79AC,  Evanston  Non- 
Profit  Tv  Inc.,  Evanston,  Wyo.;  K70AW, 
K76AE,  K80AK,  Grande  Ronde  Tv  Assn. 
Inc.,  La  Grande,  Ore.;  K73AC,  K82AB,  Hill 
County  Tv  Club,  Havre,  Mont.;  K77AB, 
Honor  System  Tv  Assn.  Inc.,  Alpine  and 
Marfa,  Tex.;  K70AN,  K74AE,  Idaho  Power 
Co.,  Oxbow  Power  Plant  Camp,  Oregon- 
Idaho;  K72AC,  K76AC,  Idaho  Power  Co., 
Brownlee  Power  Plant  Camp,  Ore.;  K70AP 
Indian  Valley  Tv  Corp.,  Greenville,  Calif.; 
K71AS,  K74AG,  Paul  Kafoury,  tr/as  Radio 
Center,  Newport  and  Otter  Rock,  Ore.; 
K71AA,  Kittitas  Valley  Tv  Assn.  Inc.,  El- 
lensburg.  Wash.;  K74AC,  K77AA,  La  Plata 
Electric  Assn.  Inc.,  Bayfield  and  Ignacio, 
Colo.;  K74AD,  La  Plata  Electric  Assn.  Inc., 
Pagosa  Springs,  Colo. 

K70AS,  Lemhi  Tv  Corp.,  Salmon,  Idaho; 
K72AI,  Libby  Video  Club,  Libby,  Mont.; 
K70AQ,  K74AT,  Likely  Tv  Club,  Likely, 
Calif.;  W73AB,  Littleton  Community  Tv 
Assn.,  Littleton,  N.H.;  K70AM,  K75AA,  Man- 
son  Community  Tv  Co.,  Manson  and  Che- 
lan, Wash.;  K72AY,  Maupin  Tv  Corp., 
Maupin,  Ore.;  K70BC,  K76AJ,  Morongo  Ba- 
sin Tv  Club  Inc.,  Twentynine  Palms  and 
Marine  Corps  Base,  Calif.;  K79AB,  K82AD 
Morrison-Knudsen  Co.,  Brownlee  Trailer 
Court,  Ore.;  K70AB,  K80AH,  Mt.  Grant  Tv 
Booster  Service  Corp.,  Hawthorne  and  Bab- 
bitt, Nev.;  W79AA,  Mt.  Mansfield  Tv  Inc 
Claremont,  N.H.;  K71AJ,  K75AK,  K8IAD, 
North  Sherman  Tv  Co-Op,  Wasco,  Ore  • 
K78AG,  People’s  Tv  Inc.,  Leadville,  Colo.; 
K77AF,  K80AJ,  Norman  R.  Phillips,  San 
Saba,  Tex.;  K76AI,  Powers  Tv  Translator 
Inc.,  Powers,  Ore.;  K73AF,  Rawlins  Bcstg 
Co.,  Rawlins,  Wyo.;  K71AH,  Salida  Tv 
Translator  Assn.,  Salida,  Colo.;  K79AD  San 
Luis  Valley  Tv  Inc.,  Romeo,  Colo.;  K82AC, 
San  Luis  Valley  Tv  Inc.,  Romeo,  La  Jara 
and  Manassa,  Colo. 

K83AB,  Santa  Rosa  Chamber  of  Com- 
merce, Santa  Rosa,  N.M.;  K70AK,  Saratoga 
Tv  Co.,  Saratoga,  Wyo.;  K75AJ,  K71AP, 
Seaside  Video  Club,  Seaside,  Ore.;  W71AB 
Southeastern  Ohio  Tv  System.  Coshocton, 
Ohio;  W80AA,  Southeastern  Ohio  Tv  Sys- 
tem, Cambridge,  Ohio;  K71AG,  K74AJ; 
K77AH,  South  Lane  Tv  Inc.,  Cottage  Grove, 
Ore.;  W74AC,  Springfield  Tv  Bcstg.  Corp. 
Claremont,  N.H.;  K71AF,  Surprise  Valley 
Tv  Club,  Cedarville,  Calif.;  K72AZ,  K74AK, 
K78AD,  Tv  Improvement  Assn.,  Ukiah, 
Calif.;  K72AU,  Truckee  River  Civic  Tv  Inc 
Verdi.  Nev.;  K80AB,  UHF  Tv  Assn..  Tucum- 
cari,  N.M.;  K70AZ,  K83AG,  UHF-Tv  for 
Gallup  Assn.,  Gallup,  N.M.;  W73AA, 
W79AB,  W83AA,  Upper  Lehigh  Translator 
Service  Corp.,  Palmerton,  Slatedale  and 
Slatington,  Pa.;  K70BH,  K76AN,  Valiev 
Translator  System,  Quitaque  arid  Turkey, 
Tex.;  K71AO,  Wallowa  Valley  Tv  Assn. 
Inc.,  Wallowa  Valley,  Ore.;  K72AK,  Yose- 
mite  Park  and  Curry  Co.,  Yosemite  Na- 
tional Park,  Calif. 
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June  PROCEEDINGS  presents 
an  exclusive  report 
of  world-wide  significance 


IRE  is  proud  to  present,  in  June  1960  Special 
Issue  of  PROCEEDINGS,  the  findings  of  a team  of 
271  engineers  who  for  214  years  conducted  studies  of 
world-wide  significance  for  the  future  of  television. 
The  Television  Allocations  Study  Organization  — 
formed  by  the  TV  industry  in  1956  at  the  FCC’s  re- 
quest — has  exhaustively  analyzed  the  engineering 
factors  underlying  allocation  of  frequencies  for  VHF 
and  UHF  television  broadcasting. 


As  the  number  of  television  services  grows,  a better  use  of  TV  channels  becomes 
increasingly  important.  TASO  engineers  first  drew  up  specifications  for  measuring  TV 
field  strengths;  then  sifted  data  on  field  strengths  of  VHF  and  UHF.  They  have  discovered 
reasons  for  hitherto  unexplained  deviations,  and  have  also  sought  to  establish  a relation 
between  field  strength  and  picture  quality. 


How  good  are  directional  TV  transmitting  antennas?  The  results  of  extensive 
field  tests  are  analyzed.  To  what  extent  do  interfering  signals  and  noise  affect  picture 
quality?  How  accurately  can  one  predict  an  interfering  field?  These  and  other  questions 


List  of  contents: 


— — BE  SURE  YOU  READ  THESE  ARTICLES!  

“Television  Allocations  Problems”  by  E.  W.  Allen,  Federal  Communications 
Commission 

“The  Television  Allocations  Study  Organization” — a Summary  of  its 
Objectives.  Organization  and  Accomplishments”  by  George  R.  Town,  exec, 
dir.  of  TASO;  Iowa  State  University 

“Measurement  of  Television  Field  Strengths  in  the  VHF  and  UHF  Bands” 
by  H.  T.  Head,  A.  D.  Ring  and  Associates;  and  Ogden  L.  Prestholdt,  CBS-TV 
“Forecasting  Television  Service  Fields”  by  Alfred  H.  LaGrone,  University 
of  Texas 

“Influence  of  Trees  on  Television  Field  Strengths  at  Ultra-High  Fre- 
quencies” by  H.  T.  Head 

“Tropospheric  Fields  and  their  Long-Term  Variability  as  reported  by 
TASO”  by  Philip  L.  Rice,  National  Bureau  of  Standards 
“Picture  Quality — Procedures  for  Evaluating  Subjective  Effects  of  inter- 
ference” by  G.  L.  Fredendall  and  W.  L.  Behrend,  RCA  Labs. 

“Measurement  of  the  Subjective  Effects  of  Interference  in  Television 
Reception”  by  Charles  E.  Dean,  Hazeltine  Research  Corp. 

“Studies  of  Correlation  between  Picture  Quality  and  Field  Strength  in 
the  United  States”  by  C.  M.  Braun  and  W.  L.  Hughes,  Iowa  State 
University 

“Relative  Performance  of  Receiving  Equipment  as  reported  by  TV  Service- 
men” by  Holmes  W.  Taylor,  Burroughs  Corp. 

"VHF  and  UHF  Television  Receiving  Equipment”  by  William  0.  Swinyard, 
Hazeltine  Research  Corp. 

“Findings  of  TASO  Panel  I on  Television  Transmitting  Equipment”  by  H.  G. 

Towlson  of  General  Electric  Co.  and  J.  E.  Young,  RCA 

"Determining  the  Operational  Patterns  of  Directional  TV  Antennas”  by 

F.  G.  Kear,  of  Hear  and  Kennedy,  and  S.  W.  Kershner,  of  A.  D.  Ring  and 

Assoc. 

“Sound-to-Picture  Power  Ratio”  by  Knox  Mcllwain,  Burroughs  Corp. 

“Presentation  of  Coverage  Information”  by  D.  C.  Livingston,  Sylvania 
Electric  Products,  Inc. 

“The  Television  System  from  the  Allocation  Engineering  Point  of  View” 

by  Robert  M.  Bowie,  Sylvania  Research  Labs. 


are  answered. 

So  important  are  the  TASO  findings 
that  IRE  has  allocated  120  pages  to  them. 
If  you  are  not  already  an  IRE  member,  we 
suggest  you  send  in  the  coupon  below  to 
reserve  a copy,  for  the  June  1960  PRO- 
CEEDINGS will  surely  remain  the  defin- 
itive work  on  VHF  and  UHF  TV  for  many 
years  to  come. 


THE  INSTITUTE  OF  RADIO  ENGINEERS 

1 East  79th  Street  • New  York  21 , N.  Y. 


□ Enclosed  is  $3.00. 

□ Enclosed  is  company  purchase  order 
for  the  June,  1960  issue  on  Television. 

All  IRE  members  will  receive  this  June  issue  as  usual. 
Extra  copies  to  members,  $1.25  each  (only  one  to  a member). 
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OUR  RESPECTS  TO  . . . 

Charles  Fredric  Rabell 


Fm  is  becoming  a third  air  adver- 
tising medium,  with  astute  advertisers 
setting  up  special  fm  budgets,  distinct 
from  and  in  addition  to  the  sums  allo- 
cated for  advertising  on  am  radio  and 
television,  according  to  Fred  Rabell, 
president  of  the  National  Assn,  of  Fm 
Broadcasters. 

"Fm  may  be  a minority  medium  for 
a number  of  years  yet,  in  the  sense  of 
competing  for  mass  audience  with  am 
or  tv,"  he  says,  “but  it  is  already  gain- 
ing recognition  as  an  unduplicated 
medium  whose  high  qualitative  audi- 
ence and  low  cost-per-thousand  entitle 
it  to  a wider  acceptance  by  buyers  than 
it  has  received  to  date. 

“For  a long  time,  fm  stood  for 
‘frustrated  medium.’  Now  fm  can  mean 
‘for  money’  to  the  station  operator. 
More  than  half  of  the  NAFMB  mem- 
ber stations — and  we’ve  over  100 
members — are  operating  in  the  black 
today.’’ 

Fm  Formula  ■ One  of  those  pros- 
pering fm  properties  is  KITT  (FM) 
San  Diego,  co-owned  by  Fred  and  his 
wife  Dorothy.  The  Rabells  operate 
KITT  with  a small  staff,  handling  much 
of  the  sales  and  programming  them- 
selves, even  to  working  regular  stints 
at  the  microphone.  The  result  is  a net 
income  larger  than  when  they  operated 
an  am  station  as  well,  Fred  says.  “Now 
we  don’t  have  to  maintain  a big  staff 
of  salesmen,  nor  an  extensive — and  ex- 
pensive— news  operation.  And  with  the 
type  of  advertiser  who  is  acceptable  to 
us — and  vice  versa — we’ve  practically 
eliminated  credit  losses.” 

The  secret  of  KITT’s  success  is  two- 
fold, Fred  explains.  One  part  is  stated 
by  the  station’s  slogan:  “Fm  means 
familiar  music.”  The  other  comes  from 
a slide-rule  analysis  of  the  San  Diego 
population  that  enables  KITT  to  pro- 
gram enough  of  their  own  kind  of 
familiar  music  to  attract  listeners  from 
each  ethnic  group,  yet  not  so  much  as 
to  drive  away  other  listeners  with  a 
different  kind  of  familiar  music  in  their 
backgrounds. 

“We  offer  an  escape  for  our  listen- 
ers,” Fred  explains.  “They’re  escaping 
from  what  they  don’t  like  on  am  and 
tv  and  we  try  to  give  them  what  they 
do  like  on  fm.  This  policy  has  paid 
off.  We  get  listed  along  with  am  sta- 
tions, and  ahead  of  a number  of  them, 
in  the  regular  Pulse  and  Hooper  sur- 
veys of  San  Diego  listening.  We’re  sold 
out  in  the  evening,  when  time  is  sold 
in  10-minute  segments,  and  we’re  doing 
all  right  in  the  daytime  when  we  sell 
spots.” 


In  and  out  ■ A pioneer  in  fm,  per- 
haps the  first  to  start  multiplexing 
home  programming  with  a background 
music  service,  Fred  Rabell  was  also 
one  of  the  first  to  make  a profit  from 
fm.  That  was  in  1951.  He  did  it  by 
selling  his  station  to  the  city  of  San 
Diego,  which  ran  a highway  through 
the  place  where  the  transmitting  tower 
had  been.  Three  years  later,-  when  the 
hi-fi  craze  hit  Southern  California,  the 
Rabells  again  went  into  fm  and,  in  1957 
when  they  sold  their  am  station,  KSON, 
they  kept  KSON-FM,  changing  the  call 
to  KITT.  It  is  now  completely  auto- 
mated and  is  completely  converted  to 
multiplexing,  although  the  Rabells  have 
sold  the  background  music  service, 
“putting  us  back  full-time  into  broad- 
casting, where  we  belong.” 

It  was  more  than  30  years  ago  that 
Charles  Fredric  Rabell  first  found  that 
he  belonged  in  broadcasting.  A native 
New  Yorker  (born  Feb.  14,  1909),  he 
was  assistant  advertising  manager  of  a 
Wall  Street  brokerage  firm  and  in  line 
of  duty  he  prepared  and  broadcast  an 
investment  counsellor  program.  The 
program  was  shortlived,  but  his  romance 
with  radio  had  just  begun.  When  he 
met  John  H.  Perry  Sr.,  who  was  trying 
to  match  his  string  of  southern  news- 
papers with  radio  stations,  Fred  needed 
no  urging  to  go  along.  Starting  at 
WCOA  Pensacola,  Fla.,  he  moved  to 
Panama  City,  Fla.,  where  he  put  WDLP 
on  the  air,  and  then  to  WJHP  Jackson- 
ville, Fla. 

He  might  be  there  yet,  if  World  War 
II  hadn’t  come  along  and  turned  him 
into  Lt.  (j.g)  Rabell,  USN.  As  flight 


NAFMB's  Rabell 


Fm  means  'for  money' 


deck  officer  of  the  U.S.S.  Santee  he  par- 
ticipated in  the  ETO  invasions  from 
Africa  on  up;  as  commander  of  a unit 
of  LSTs  he  island-hopped  in  the  Pacific. 
He  was  in  Tokyo  for  the  Japanese  sur- 
render and  three  days  later  was  on  his 
way  home,  discharged  with  the  rank 
of  lieutenant  commander. 

Carolina  to  California  ■ A group  of 
businessmen  in  Asheville,  N.  C.,  where 
Fred  had  a summer  home,  had  a per- 
mit for  a radio  station,  third  in  the 
market,  but  needed  a manager.  Fred 
bought  an  interest,  took  the  job,  put  in 
a formula  of  half  local,  half  network 
(ABC)  programming  (“which  I got  from 
L.  B.  Wilson”)  and  was  so  successful 
that  the  group  sold  the  station  (WNCA) 
a year  later.  Dr.  John  Ward  Stude- 
baker,  then  U.S.  commissioner  of  edu- 
cation, had  a grant  for  San  Diego  and, 
like  the  Asheville  group,  needed  some- 
one with  experience  to  get  it  going. 
Again  Fred  was  the  man  and  in  July 
1947  KSON  went  on  the  air  with  250 
watts  and  a music  and  news  format. 
Fred  had  a minority  interest.  So  had 
Dorothy  (nee  Ferguson),  who  had  sold 
her  newspaper  holdings  joining  KSON 
as  office  and  promotion  manager. 

By  1951,  when  Fred  and  Dorothy 
were  married  and  had  bought  out  Dr. 
Studebaker  to  become  full  owners  of 
KSON,  it  was  one  of  the  country’s  three 
250-watters  with  top  ratings  in  their 
markets.  High-powered  competition 
eventually  altered  this  happy  situation 
and  in  1957  they  sold  KSON,  taking 
KXOC  Chico,  Calif.,  as  part  payment. 
They  kept  KSON-FM,  which  had  gone 
on  the  air  in  1954,  and  Fred  commuted 
between  San  Diego  and  Chico  for  six 
months  before  deciding  to  sell  KXOC 
and  concentrate  on  building  the  fm 
property.  Today  he’s  sure  it’s  the  wisest 
decision  he  ever  made. 

The  Rabells  live  in  a modern,. mostly 
glass  house  on  Point  Loma,  overlooking 
the  Pacific,  with  their  animal  kingdom: 
two  cats  (an  aristocratic  Siamese  and  a 
Mexican  alley  cat),  an  African  parrot, 
a French  poodle  and  a baby  dachshund. 
Flying  is  their  major  hobby.  They  are 
both  pilots  and  think  nothing  of  run- 
ning up  to  San  Francisco  for  an  evening 
of  theatre  or  down  to  Mexico  for  a day 
of  tropical  sunshine.  They  also  own  a 
cabin  cruiser,  which  could  easily  get 
to  be  another  major  hobby,  but  “who’d 
run  the  station?” 

Fred  has  two  sons  by  a previous 
marriage:  Jack  Howard  Rabell,  who  is 
chief  engineer  at  KSON  (AM)  and 
Richard  Watson  Rabell,  an  engineer  at 
Convair.  In  addition  to  being  president 
of  NAFMB,  he  is  a member  of  the  fm 
committee  of  NAB  and  of  the  Fm 
Broadcasters  Assn,  of  Southern  Cali- 
fornia. He  also  belongs  to  the  Sym- 
phony Assn.,  Opera  Guild  and  Fine 
Arts  Society,  all  of  San  Diego. 
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EDITORIALS 


The  vital  media 

THE  critics  of  broadcasting  will  have  to  rise  to  new  heights 
of  distortion  and  bias  if  they  try  to  find  fault  with 
television’s  and  radio’s  approach  to  the  monumental  task 
of  covering  the  hypertensive  international  developments  of 
the  past  two  weeks. 

The  magnitude  of  the  events  was  matched,  in  its  way, 
by  the  magnificence  of  the  job  done  by  both  broadcast 
media  in  reporting  them  to  the  American  people.  From  the 
shambles  of  the  Summit  in  Paris  through  the  critical,  if 
somewhat  less  hysterical,  debate  in  the  United  Nations 
Security  Council,  the  radio  and  tv  networks  almost  literally 
stopped  at  nothing  in  their  efforts  to  keep  the  public  quickly 
and  fully  informed. 

Direct  and  taped  reports  from  Paris  were  inserted  as  they 
arrived,  great  chunks  of  the  UN  debate  were  carried  live, 
special  background  and  interpretive  programs  were 
hurriedly  put  together  and  scheduled,  regular  programming 
was  interrupted  and  commercial  time  pre-empted  as  neces- 
sary to  keep  pace  with  the  march  of  events. 

The  worst  that  the  critics  can  say  is  that  this  is  no  more 
than  broadcasting  should  have  done.  Perhaps  so.  Certainly 
this  is  the  sort  of  job  that  television  and  radio  can  do  best. 
When  news  is  breaking,  no  other  media  can  come  close  to 
them  in  reporting  it  directly  and  instantly. 

IT  IS  NOT  alone  a technological  phenomenon  that  radio 
and  television  excel  other  media  in  the  presentation  of 
news.  The  gadgetry  of  broadcasting  would  be  of  no  advan- 
tage if  it  were  not  put  to  use  by  air  journalists  of  skill 
and  ingenuity. 

As  a special  survey  of  the  NAB  has  found,  the  profes- 
sional quality  of  broadcast  news  and  broadcast  newsmen 
has  substantially  improved  in  recent  years.  The  survey, 
which  is  reported  in  detail  elsewhere  in  this  issue,  showed 
that  since  1953  there  has  been  an  emphatic  trend  toward 
more  and  better  news  broadcasting  at  stations  of  all  sizes 
in  all  kinds  of  communities. 

This  is  a trend  that  must  be  encouraged  by  the  owner- 
ship and  management  of  radio  and  tv.  News  is  a vital  in- 
gredient in  a democracy  that  can  work  only  if  its  people 
are  informed.  The  media  that  provide  the  most  assistance 
in  the  process  of  informing  the  people  are  the  media  that 
must  deserve  the  most  gratitude  and  the  most  support  from 
the  public — and  its  elected  government. 

FCC’s  own  Gestapo 

THE  time  has  come  for  Congress  to  blow  the  whistle  on 
the  FCC.  Without  regard  to  the  Constitution  or  the 
Communications  Act,  the  FCC  is  heading  straight  down 
the  road  to  program  censorship. 

While  the  FCC  loudly  disclaims  any  such  intention, 
events  prove  otherwise.  Chairman  Fred  W.  Ford,  who  has 
been  leading  a charmed  life  since  he  assumed  the  helm 
March  15,  lowered  the  boom  last  week.  He  asked  the 
Senate  Appropriations  Subcommittee  handling  independent 
offices  for  $300,000  in  new  money  to  underwrite  the  FCC’s 
own  private  police  force. 

This  is  the  boldest  attempt  in  33  years  of  regulation  to 
control  program  content.  Mr.  Ford  said  so,  perhaps  un- 
wittingly, in  seeking  to  justify  an  innovation  that  out-deals 
the  New  Deal  in  its  wildest  flights. 

Congress  can  snuff  out  this  overt  effort  to  censor  by 
simply  denying  the  FCC  the  money  it  requests. 

As  radio  and  television  have  grown  in  importance,  the 
FCC  and  even  some  of  the  crusading  members  of  Congress 
have  gradually  lost  sight  of  the  original  intent  of  regulation 
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in  broadcasting.  The  FCC  was  created,  as  was  its  predeces- 
sor Federal  Radio  Commission,  to  devise  orderly  allocations 
in  radio,  lest  there  be  intolerable  electrical  interference. 
That  was  the  “traffic  cop”  function.  A field  force  has  been 
maintained  to  monitor  technical  operations,  and  to  make 
certain  that  technical  regulations  were  observed. 

But  the  Communications  Act,  and  indeed  the  Constitu- 
tion itself,  forbids  the  FCC  to  tamper  with  program  con- 
tent. The  police  power  can  operate  only  against  broadcasts 
that  are  explicitly  prohibited  by  law — the  broadcast  of 
obscenities,  for  example,  or  of  lotteries,  or  false  and  mis- 
leading advertising. 

For  the  FCC  to  try  to  exert  influence  beyond  the  limits 
already  defined  by  law  is  to  put  the  agency  in  the  business 
of  censorship. 

Broadcasters  themselves  have  left  the  censorship  door 
ajar.  They  yielded  on  the  “promise  versus  performance” 
thesis  of  the  FCC  at  the  recent  hearings  on  programming. 
The  FCC  now  has  moved  a 10-ton  Black  Maria  through 
that  crack,  in  the  form  of  its  new  Gestapo. 

The  FCC  says  it  is  receiving  120  to  150  complaints 
weekly  on  “broadcast  matters,”  but  it  does  not  describe 
the  nature  or  believability  of  the  complaints.  Weighed 
against  the  total  population,  the  ratio  of  complainers  to 
total  audience  is  roughly  one  to  a million.  The  incidence 
of  nuts  in  our  society  is  higher  than  that. 

Only  two  members  of  the  Senate  subcommittee  sat  last 
Tuesday  when  Chairman  Ford  made  his  $300,000  pitch. 
Neither  was  misled.  Chairman  Magnuson  (D-Wash.)  ex- 
pressed misgivings  about  a “police”  organization.  Sen.  Allott 
(R-Colo.)  said  broadcasting  was  entitled  “to  the  same  free- 
dom as  newspapers.” 

Several  weeks  will  elapse  before  the  Senate  subcommittee 
acts  on  the  FCC  appropriation.  Broadcasters  owe  it  to 
themselves  and  their  audiences  to  get  their  story  to  the 
committee  and  to  their  senators  and  congressmen. 

Broadcasters  for  months  have  been  operating  under  a 
difficult  way  of  regulatory  life.  They  live  in  fear  of  what 
will  next  emanate  from  Washington.  Advertisers  and  agen- 
cies are  in  a daze  over  the  Federal  Trade  Commission  on- 
slaughts. Both  the  FCC  and  the  FTC  have  been  goaded  by 
fast-talking  legislators  and  they  have  all  but  panicked, 
presumably  to  save  their  own  skins. 

Congress  should  tell  the  FCC,  through  swift  denial  of  its 
sneak  $300,000  fund,  that  it  won’t  condone  a programming 
Gestapo  which,  any  way  you  look  at  it,  spells  censorship. 


Drawn  for  BROADCASTING  by  Sid  Hix 

“That’s  their  salesman.  . . , They’re  100%  automated!” 
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You’ve  Seen  This  Picture  Before 

It  was  carried  by  practically  all  major  news- 
papers after  Kansas  City’s  tragic  gasoline 
fire  last  summer,  which  injured  more  than 
100  firemen,  6 fatally. 

The  epilogue:  Last  week  WDAF  News  pho- 
tographer Charles  Campbell  was  awarded 
1st  prize,  Spot  News  category  (see  cut),  in 
recognition  of  his  inspired  camera  work  (and 
pure  courage)  for  “Wall  of  Fire”. 

Charlie  is  one  good  example  of  the  15  full- 
time journalists  who  make  WDAF  the  top 
news  station  in  Mid-America. 

A SUBSIDIARY  OF  NATIONAL  THEATRES  & TELEVISION.  INC. 


News  Photographer  Campbell  and  award 
which  reads : “The  17th  Annual  News 

Picture  of  the  Year  Competition.  In  rec- 
ognition of  excellence  in  photo  journalism 
presents  Charles  Campbell,  WDAF-TV, 
First  Prize,  Spot  News,  1959.  National 
Photographers  Association,  School  of  Jour- 
nalism. University  of  Missouri,  Encyclo- 
pedia Britannica. 


DAF-RADIO  & TV  • SIGNAL  HILL  . KANSAS  CITY,  MISSOURI 

PRESENTED  IN  RADIO  BY  HENRY  I.  CHRISTAL  CO.,  INC..  AND  IN  TELEVISION  BY  HARRINGTON,  RIGHTER  & PARSONS  INC. 


THE  SOUTH'S  FIRST  TV  STATION 


AMERICA’S  FINEST  TV  NETWORK 


1049’  TOWER 
100,000  WATTS 


RICHMOND’S  NO.  1 TV  STATION 
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Radio  networks  revisited:  a brighter  picture 
Texaco  buying  its  own  'network’  for  opera 
New  fires  under  NBC-RKO’s  transfer  plans 
Fall  will  be  a little  late  at  the  tv  networks 


Stories  of 
people  unjustly 
accused  and 
the  one  man 
who  brings 
them  their 
ONLY  CHANCE 
OF  HOPE! 


ZIV-UNITED  ARTISTS,  INC. 
488  Madison  Avenue 
New  York  22,  N.  Y. 
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IN  CITY  AFTER  CITY! 

AUGUSTA,  GA.  . WJBF  I R0C" 


SYRACUSE  • WSYR-TV 


-Nielsen  Station  Index 
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SPRINGFIELD,  MO. 
KTTS-TV 


KNOXVILLE  • WATE-TV 


-Nielsen  Station 


BEAUMONT-PORT  ARTHUR 
KFDM-TV 


-Nielsen  Station  Index 
Jan. -Apr.  '60 


Wfl/SAT/OAMC 

50  MARKET  RATING! 


4-MONTH 

AVERAGE 


-Nielsen  Station  Index]; 
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ROCHESTER,  N.  Y. 
WHEC/WVET 


LOCK 


31.3  39.2 


37.0 


NOW  IN 
0DUCTI0N! 


33.7  34.4 


37.1 

Nielsen  Station  Index  —Nielsen  Station  Index 
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starring 

MACDONALD 


CAREY 


Adventure  Syndicated  Film,  8:30  Sunday  night. 

Siouxland  Farmer,  Wednesday  and  Friday,  12:15  PM. 

Live  Telecasts  of  the  2-day  Iowa  Boys'  State  Basketball  Games 


NO  MATTER  WHAT 


MORE  OF  YOUR  SIOUX  CITY  CUSTOMERS  ARE  WATCHING  KVTV 


Mr.  Dale  Schreiner,  Manager  of  the  Wood- 
bury County  Rural  Electric  Cooperative 
and  co-chairman  of  the  advertising  commit- 
tee representing  12  Northwest  Iowa  REC’s 
and  two  South  Dakota  Cooperatives  said : 

“Our  sponsorship  of  a half  hour  adventure 
program,  the  Siouxland  Farmer  Public  Serv- 
ice Program  and  the  Iowa  Boys’  State 
Basketball  Tournament  on  KVTV*,  have 
done  much  to  improve  our  customer-member 


relations.  At  the  same  time  they  have  been 
ideal  vehicles  to  use  in  presenting  the  case 
for  the  REC’s  to  the  general  public.”  More 
proof  that  no  matter  what  time  it  is  — day 
or  night  — more  people  in  Sioux  City  watch 
KVTV. 

* Adventure  Syndicated  Film,  8:30  Sunday 
night.  Siouxland  Farmer,  Wednesday  and 
Friday,  12:15  PM.  Live  Telecasts  of  the 
2-day  Iowa  Boys’  State  Basketball  Games. 


tKVTV 

CHANNEL  9 • SIOUX  CITY,  IOWA 

CBS  • ABC 


PEOPLES 

BROADCASTING  CORPORATION 
KVTV  ....  Sioux  City,  Iowa 
Yankton,  South  Dakota 
. . . . Cleveland,  Ohio 

. . . . Columbus,  Ohio 

. . Trenton,  New  Jersey 

Fairmont,  West  Virginia 


A/s  olid  play  in  Michigan’s f Golden 
Triangle  stakes  yvu  to,  a lively  mar- 
ket — Lansing,  > Jackson  and  Battle 
Creek!  WILX'-TV  cracks  all  three'with 
a .city-grade  signal  and  scores  big 
inalush  outstate  area  ranking  Nth 
in  retail  sales*  — 26 thin  TV  house- 
holds**. Yopr  jblay  '--ftafi  Venard, 
R in  tout  & McConnell,  Inc  i 


BATHE  ! 
CREEK  i 


*SRDS  Consumei 
Market  Data 


’"Television  Age 
100  Top  Markets 
11/30/59 


wii_x  is  associated  with  WlUs 


WPON  — Pontiac 


CHANNEL^ 


SERVING  MICHIGAN’S 

GOLDEN  TRIANGLE 


Everywhere  people  are  saying  . . . 


WGAL-TV 

is  favored  by  viewers  in  Lancaster-Harrisburg-York, 
plus  Gettysburg,  Hanover,  Lebanon,  Chambersburg, 
Lewistown,  Carlisle,  Shamokin,  Waynesboro,  and  many 
other  communities.  Profit-proved  for  advertisers,  this 
multi-city  market  is  important  to  your  selling  plans. 


WGAL-TV 

Ckojutd  8* 

Lancaster,  Pa 
NBC  and  CBS 

STEINMAN  STATION 
Clair  McCollough,  Pres. 


Representative:  The  MEEKER  Company,  Inc.  New  York  • Chicago  • Los  Angeles  • San  Francisco 
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CLOSED  CIRCUIT. 


FCC  reorganization  ■ Changes  are  in 
offing  at  FCC,  notably  in  executive 
and  Broadcast  Bureau  areas.  While 
nature  of  reorganization  isn’t  yet  de- 
vised, Chairman  Fred  W.  Ford  is 
giving  active  consideration  to  it  and 
soon  may  submit  overall  plan  to  full 
commission.  Vacancy  in  secretaryship 
has  existed  since  resignation  last  April 
of  Mary  Jane  Morris  and  reorganiza- 
tion is  expected  to  start  at  that  point. 

Here’s  what’s  being  talked  about: 
Upgrading  of  secretaryship  to  executive 
level  post,  just  beneath  FCC  itself,  as 
used  to  be  the  case  when  secretary  was 
regarded  as  sort  of  “eighth  commis- 
sioner”; possible  combination  of  that 
office  with  that  of  executive  officer  (in- 
cumbent is  Robert  W.  Cox);  reorgani- 
zation of  top  level  of  Broadcast  Bureau 
(incumbent  Harold  C.  Cowgill)  and  re- 
assignment of  functions  and  major 
personnel  in  that  office. 

Late  movies  ■ First  major  movie  stu- 
dios said  to  be  thinking  of  releasing 
substantial  number  of  post-’48  features 
to  tv  is  Warner  Bros.  Reports  are  that 
Warner  has  104  features  ready  for  sale 
within  few  months.  Current  thinking  is 
that  Warner  would  handle  these  sales 
directly  to  stations.  Company  also  is 
considering  syndication  to  stations  of 
some  of  its  serials  after  they  complete 
their  network  runs. 

Breath  of  life  ■ In  unpublicized  move 
to  improve  image  of  radio  station  oper- 
ations through  coordinated  upgrading  of 
programs  and  promotion,  some  25  large 
power-major  market  stations  will  meet 
in  two-day  session  in  New  York  this 
Tuesday  and  Wednesday  under  the 
auspices  of  Quality  Radio  Group.  Ward 
Quaal,  WGN  Chicago,  president  of 
group,  has  called  two-day  clinic  to  be 
held  at  Jansen  Suite  at  Waldorf-Astoria. 
Key  speaker  at  Wednesday  session  is 
Len  Matthews,  vice  president — market- 
ing services,  Leo  Burnett  agency,  Chi- 
cago with  unannounced  government  or 
advertiser  speaker  at  Tuesday  session. 

Quality  group,  when  originally 
formed  in  1954,  had  as  prime  objective 
sale  of  programs  on  special  network 
basis,  in  light  of  then  declining  con- 
ventional network  sales.  In  revitalizing 
project,  emphasis  will  be  on  program- 
ming and  promotion.  Clinic  was  ar- 
ranged by  committee  comprising  Gus 
Brandborg,  KVOO  Tulsa,  chairman; 
Stanton  P.  Kettler,  Storer;  Frank 
Gaither,  WSB  Atlanta,  and  Charles 
Wilson,  WGN. 


Payola  probe  ■ Some  50  New  York 
state  stations — including  all  of  key  out- 
lets of  networks — have  been  operating 
with  temporary  licenses  since  June  1. 
This  is  so  because  their  renewals  were 
not  acted  upon  at  last  week’s  regular 
FCC  meeting,  pending  further  study 
generally  involved  with  various  aspects 
of  payola  [Closed  Circuit,  May  30]. 
FCC  will  consider  three-year  renewals 
after  current  investigations  are  com- 
pleted and,  at  this  writings  there’s  no 
indication  what  will  happen.  But,  in 
light  of  new  crackdown  policy,  it 
wouldn’t  be  surprising  if  citations  en- 
sued in  at  least  some  of  these  cases. 

Network  tape  ■ There  are  signs  of  a 
boomlet  in  network  video  tape  series. 
CBS-TV  Production  Sales,  which  has 
concentrated  primarily  on  video  tape 
commercials,  has  completed  pilots  for 
two  tape  network  serials  for  General 
Artists  Corp.;  is  preparing  another  net- 
work tape  pilot  for  another  client  and 
two  additional  tape  series  earmarked 
for  syndication. 

Rep  recognition  ■ Chicago  Broadcast 
Advertising  Club  may  dip  into  station 
representative  ranks  for  its  next  presi- 
dent to  succeed  Thomas  Wright,  vice 
president  in  charge  of  media  depart- 
ment, Leo  Burnett  Co.  Arthur  W. 
Bagge,  midwest  radio  manager  of 
Peters,  Griffin,  Woodward,  will  be  asked 
by  new  BAC  board  to  serve  for  1960- 
61  term,  marking  first  time  station  rep 
will  have  held  position  with  organiza- 
tion. 

No  giveaway  ■ If  FCC  gets  all  or  any 
part  of  $300,000  fund  to  enlarge  its 
newly  established  Complaints  & Com- 
pliance Division,  it  won’t  be  without 
plenty  of  strings  attached.  While  Sen- 
ate Appropriations  Subcommittee,  to 
which  pitch  was  made,  hasn’t  yet  acted, 
Chairman  Magnuson  (D-Wash.)  is  fear- 
ful that  programming  area  will  be  in- 
vaded contrary  to  anti-censorship  law. 

Even  if  Senate  subcommittee  should 
authorize  additional  funds,  there’s 
prospect  that  provision  will  be  knocked 
out  either  on  Senate  floor  or  by  House, 
in  which  appropriations  legislation 
normally  originates.  Some  House  mem- 
bers, it’s  learned,  already  are  prepared 
to  oppose  appropriation  as  improper, 
totally  aside  from  censorship  aspects. 

FCC  looks  askance  ■ Commission  soon 
will  file  comments  with  House  Anti- 
trust Subcommittee  opposing  bill  (HR 
9486)  limiting  newspaper  ownership  of 
radio-tv  stations  in  concentrated  sec- 


tions of  country.  Agency  will  tell  Rep. 
Emanuel  Celler  (D-N.  Y.),  subcommit- 
tee chairman  and  author  of  bill,  that  it 
already  considers  newspaper  ownership 
of  applicant  for  station  and  concentra- 
tion of  control  in  mass  media  in  com- 
parative hearings.  Therefore,  commis- 
sion feels,  proposed  legislation  is  un- 
necessary. 

New  fm  rep  ■ Adam  Young,  president 
of  four  station  rep  organizations,  is  ex- 
pected to  announce,  perhaps  next  week, 
separate  subsidiary  company  to  repre- 
sent only  fm  stations.  Negotiations  with 
stations  currently  are  underway.  At 
present,  Mr.  Young  controls  Adam 
Young  Inc.,  Young  Television  Corp., 
Young  Canadian  Ltd.  and  Southern  Ad- 
vertising Representatives  Inc. 

Fm  operators  might  take  notice  of 
Madison  Avenue  criticism  that  medium 
is  not  getting  its  audience  composition 
story  across.  Specifically,  some  radio 
billing  agencies  cite  client  requests  for 
data  other  than  circulation  figures. 
“What  we  need  are  facts  about  the 
buying  interests  of  fm  audiences  in  such 
markets  as  a Topeka  or  a Peoria,”  is 
way  one  executive  put  it.  Agencies  also 
report  it’s  difficult  to  assess  listener- 
types  attracted  to  fm  where  duplicated 
am-fm  programming  operation  exists. 

Captive  audience  ■ Eyes  and  ears  of 
many  broadcasters,  irrespective  of  net- 
work affiliation,  will  be  attuned  to 
CBS-TV  Friday,  July  15,  10:30-11  p.m. 
EDST,  to  witness  Charles  Colling- 
wood’s  interrogation  of  FCC  Chairman 
Fred  W.  Ford  on  Person  to  Person. 
Video  tape  of  program  was  made  May 
21  at  Ford  home  in  historic  Alexandria, 
Va.,  and  it  gets  controversial  in  spots, 
particularly  with  regard  to  FCC’s  un- 
precedented regulatory  spree  since  Mr. 
Ford  assumed  chairmanship  last  March. 
Recording  of  program,  beginning  with 
technical  set-up  at  6:30  a.m.,  ran  until 
5 p.m. 

Family  affair  ■ Who  says  FCC  hasn’t 
heart?  Action  on  KLEM  LeMars,  Iowa, 
proves  bureaucratic  soul  can  be  reached. 
Seems  licensee  of  KLEM  got  himself 
into  jam  last  year  by  failing  to  file  ap- 
plication for  license  renewal.  Court  in- 
junction closed  down  station  on  May 
20.  Father  and  father-in-law  of  young 
licensee  made  pilgrimage  to  Washing- 
ton, convinced  FCC  powers-that-be  that 
they  could  render  service  to  community 
by  resuming  operation.  FCC  relented 
and  last  week  issued  license  to  them. 

pm  bim  urni 
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"WAGA-TV’s  'CONTROVERSIAL  RED  CROSS’... 

...CONSTRUCTIVE  PUBLIC  SERVICE...’  ■ Gen.  Alfred  M.  Gruenther 


In  a thirty-minute  evening  time  period,  WAGA-TV  telecast  “Controversial  Red  Cross,”  a program  suggested 
by  an  article  in  Holiday  Magazine.  The  program  presented  the  pros  and  cons,  the  misconceptions  concerning  the 
organization  and  the  true  picture.  ■ American  National  Red  Cross  President,  Gen.  Gruenther,  said  of  the  pro- 
gram “I  consider  the  presentation  ‘Controversial  Red  Cross’  a fine  example  of  con- 
structive public  service  offered  by  WAGA-TV.  It  gave  the  general  picture  of  Red 
Cross  and  also  brought  it  down  to  the  local  community.  It  was  an  honest  deliverance 
of  the  gripes  and  misinformation  concerning  this  organization,  answered  in  a logical 
manner.”  ■ A basic  programming  objective  of  WAGA-TV  is  “.  . . to  promote  com- 
I munity  betterment . . . the  development  of  an  active,  informed  citizenry  ...  to 
cooperate  with  the  recognized  governmental,  civic,  charitable,  religious,  educational 
and  other  agencies  dedicated  to  these  ends.” 


Gen.  Gruenther 

famous  on  the  local  scene.. .for  public  service 


waga«tv 

glglilglM— HM—B— H 

THE  STORER  STATION  IN  ATLANTA 
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WEEK  IN  BRIEF 

' Tv  tape  commercials:  imagination  needed  ■ Good 
I selling  sense  must  come  before  technical  considerations 
to  produce  an  effective  television  tape  commercial, 
ifp  according  to  Richard  B.  Best,  secretary  and  account 

rell  iH  executive  of  Gordon  Best  Co.,  Chicago.  In  this  week’s 
Monday  Memo  he  chides  the  lack  of  experimentation 
and  fresh  writing  in  some  tape  commercials  today  and 
cites  how  imagination  was  used  at  the  Best  agency  to 
produce  a fresh  new  approach  in  a vtr  spot  for  Yarn 
Mr.  Best  Glo.  Page  1 8. 

Radio  networks  revisited  ■ There  are  still  some  rumblings,  but  the 
surface  is  calmer  and  network  heads  hold  out  higher  hopes  of  business 
improvement  after  years  of  trouble  and  tailspins.  Page  27. 

Texaco's  radio  aria  ■ Advertiser  plans  to  leave  CBS  Radio  next  season 
and  solo  its  Metropolitan  Opera  coverage  on  its  own  selected  group  of 
stations.  Page  27. 

Other  side  of  the  screen  ■ Can  you  equate  liking  with  looking?  Not  al- 
ways, Trendex’  dimensional  tv  report  shows.  Series  reaction  is  one  of  new 
Trendex  factors  that  may  enter  show  success  formula.  Page  32. 

Kingpin  network  advertisers  ■ American  Home  Products  (notably 
Dristan  and  Anacin)  gains  rapidly,  Procter  & Gamble  still  on  top  and 
gasoline-fuels  take  biggest  jump  in  first  quarter  returns  on  network  gross 
billing.  Page  48. 

Madison  Ave.  umpire  ■ NAB  names  Stockton  Helffrich,  continuity  ac- 
ceptance executive  at  NBC  for  25  years,  to  head  association’s  new  tv  code 
office  to  be  opened  in  New  York  shortly.  Page  56. 

NBC-RKO  general  transactions  under  fire  ■ Multi-part,  multi-million- 
dollar  station  exchanges  and  purchases  target  of  pot  shots  by  Rep.  Celler, 
Westinghouse  and  KRON-TV  San  Francisco.  Philco  still  trying  to  unseat 
NBC  in  Philadelphia.  Applications  filed  for  FCC  approval  of  multi-city 
transfers.  Page  62. 

Investigators  activated  ■ The  FCC  put  its  new  Complaint  & Compliance 
Div.  into  operation  last  week  with  the  appointment  of  John  Harrington 
as  chief;  three  other  professionals  also  assigned  to  new  division.  Page  70. 

Harassed  Harris  ■ Head  oversighter’s  1957  Hawaiian  stay  at  govern- 
ment expense  gets  critical  headlines.  Page  72. 

Step  forward  on  pay  tv  ■ FCC  approves  RKO  General’s  purchase  of 
WHCT  (TV)  Hartford;  uhf  station  will  be  used  as  origination  facility  for 
$10  million  Phonevision  test  if  FCC  approves.  Page  78. 

Sec.  315  suspension  ■ Senate  starts  move  to  give  broadcasters  a chance 
to  prove  claims  they  can  do  a good  job  of  presenting  presidential  nomi- 
nees. Page  82. 

Connote  out,  Lee  in?  ■ Will  FPC  member’s  decision  not  to  remain  get 
FCC  nomination  off  snag?  Page  82. 
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MEANS 

LISTENER 

LOYALTY 


. . . and  30  years  of  KTRH 
programming  has  devel- 
oped a pattern  of  listener 
loyalty  blanketing  over  80 
counties,  serving  over 
1,087,100  radio  households 
and  extending  over  60,000 
square  miles.  Compre- 
hensive news  reporting, 
tasteful  music,  sports,  farm 
information  and  variety 
give  KTRH  the  popular  bal- 
anced programming  that 
benefits  over  four  million 
people. 


KTRH 

50,000  WATTS -740  KC 

— CBS  — 

HOUSTON, TEXAS 

Represented  by  Peters, 

Griffin  and  Woodward,  Inc. 
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QUALITY  TELEVISION* 

SELLS 

RICH,  RICH 

SOUTHERN  NEW  ENGLAND 


QUALITY  IN  AERODYNAMICS  AND  CRAFTSMANSHIP  IS  REPRESENTED  BY  THE  H-43B  HUSKIE  OF  THE 
KAMAN  AIRCRAFT  CORPORATION  OF  BLOOMFIELD.  CONNECTICUT.  IN  RICH.  RICH  SOUTHERN  NEW 
ENGLAND.  QUALITY  TELEVISION  IS  THE  HALLMARK  OF  WTIC-TV. 

OH  YES.  WTIC-TV  PROGRAMS  ARE  HIGHEST  RATED.  TOO. 


W T I C T V 3 HARTFORD.  CONNECTICUT 

* ASK  YOUR  HARRINGTON.  RIGHTER  & PARSONS  MAN 


_AT  DEADLINE 

LATE  NEWSBREAKS  ON  THIS  PAGE  AND  NEXT  • DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  ON  PAGE  27 


Idle  uhf  grantees 
face  FCC  scrutiny 

Thirty-one  idle  uhf  permittees,  which 
have  not  yet  started  construction,  must 
tell  FCC  in  oral  argument  why  their 
construction  permits  should  not  be  can- 
celed, agency  announced  Friday  (June 
3).  Action  is  outgrowth  of  February 
letter  to  54  grantees  demanding  explan- 
ation of  why  they  had  not  started  con- 
struction [Broadcasting,  Feb.  22], 

Commission  has  charged  that  delay 
in  construction  has  been  due  to  volun- 
tary decision  of  stations  and  therefor  it 
is  unable  to  find  that  they  have  “been 
diligent  in  proceeding.  ...”  Of  orig- 
inal 54  sent  letters,  21  already  have 
been  deleted  [Broadcasting,  May  2]. 
Date  of  oral  argument  for  remaining 
has  not  been  set  as  yet.  Ten  of  31  per- 
mittees had  requested  evidentiary  hear- 
ing which  was  denied  by  FCC. 

Stations  scheduled  to  appear  before 
FCC  include  WBMG  (TV)  Birming- 
ham; KMYR  (TV)  Los  Angeles; 
WELI-TV  New  Haven,  Conn.;  WNLC- 
TV  New  London,  Conn.;  WEHS-TV 
Chicago;  WTLE  (TV)  Evanston,  111.; 
WJDW  (TV)  and  WXEL  (TV),  both 
Boston;  WBID-TV  Detroit;  WMCN 
(TV)  Grand  Rapids,  Mich.;  WHLS- 
TV  Port  Huron,  Mich.;  WOCN  (TV) 
Atlantic  City;  WHCU-TV  Ithaca,  N.Y.; 
KTRB-TV  Modesto,  Calif.;  KFMX-TV 
San  Diego;  WCBF-TV  Rochester,  N.Y. 

Also,  WTMV  (TV)  Utica.  N.Y.; 
WTVX  (TV)  Gastonia,  N.  C.;  WTLC 
(TV)  Canton,  Ohio;  WCIN-TV  Cin- 
cinnati; WERE-TV  Cleveland;  WTOH- 
TV  Toledo;  KMPT-TV  Oklahoma 
City;  WQCY  (TV)  Allentown,  Pa.; 
WAZL-TV  Hazleton,  Pa.;  WLAN-TV 
Lancaster,  Pa.;  WPHD  (TV)  and 
WSES  (TV),  both  Philadelphia: 
WRAK-TV  Williamsport,  Pa.;  WAMT 
(TV)  Memphis,  and  WFOX-TV  Mil- 
waukee. 

One  other  station,  ch.  20  KBAY-TV 
San  Francisco,  was  given  a reprieve  on 
its  application  for  extension  of  con- 
struction permit  because  of  problem  of 
finding  transmitter  site. 

RCA  pays  dividend 

RCA  Friday  (June  3)  declared 
quarterly  dividend  of  25  cents  per 
share  on  common  stock,  payable  July 
25  to  holders  of  record  June  17.  Divi- 
dend of  87  Vi  cents  per  share  was  de- 
clared on  first  preferred  stock  for 
period  of  July  1 to  Sept.  30,  payable 
Oct.  1 to  holders  of  record  Sept.  6. 


Swap  brief 

Dept,  of  Justice  has  opposed 
requests  of  Westinghouse  and 
KRON-TV  to  be  made  parties  in 
NBC  consent  decree  case,  but 
doesn’t  object  if  judge  wants  to 
hear  what  they  have  to  say.  This 
was  gist  of  short  statement  filed 
in  Philadelphia  U.S.  District 
Court  which  is  scheduled  to  hold 
hearing  June  8 on  petitions  by 
Westinghouse  and  KRON-TV  for 
permission  to  intervene  to  oppose 
NBC-RKO  General  transactions 
involving  swap  of  Philadelphia 
and  Boston  stations  and  purchase 
of  KTVU(TV)  San  Francisco 
among  other  transfers  (see  early 
story  page  62). 

Sec.  315  measure 
due  for  action 

Joint  Resolution  approved  by  Senate 
Commerce  Committee  to  suspend  equal 
time  provisions  of  Sec.  315  this  year  as 
applies  to  presidential  and  vice  presi- 
dental  candidates  (page  82),  probably 
will  be  reported  to  floor  today  (Mon- 
day), committee  spokesman  said  Friday. 
Report  on  resolution  is  scheduled  to  be 
made  by  Sen.  John  O.  Pastore  (D-R.I.) 
and  senators  doubtless  will  be  informed 
that  broadcasters  would  be  on  proba- 
tion from  party  conventions  to  elec- 
tion. 

Sen.  Ralph  W.  Yarborough  (D-Tex.), 
who  opposed  resolution  in  committee 
session  Wednesday,  said  Friday  he 
hadn’t  yet  readied  his  separate  views 
on  resolution.  He’s  chairman  of  “watch- 
dog” subcommittee,  for  which  enabling 
resolution  and  funds  are  awaiting  Senate 
action  on  calendar. 

Flynt  defends 
expense  account 

Rep.  Jack  Flynt  (D-Ga.)  took  floor 
of  House  Friday  (June  3)  to  denounce 
published  articles  questioning  his  and 
other  congressmen’s  expense  vouchers 
during  a 1957  congressional  trip  to 
Hawaii  (see  story,  page  72).  Stop  at 
Royal  Hawaiian  Hotel  was  windup  of 
House  Commerce  Committee  trip  to 
Antarctica  during  geophysical  year  ac- 
tivities. 

Congressman  charged  published  pho- 
tographs of  portion  of  his  hotel  bill 
“.  . . in  no  way  indicates  that  I paid 


by  personal  check  . . . every  single, 
solitary  item  of  bar  purchases,  including 
a bottle  of  beer,  a club  sandwich  and 
three  other  items  which  might  be  called 
in  the  gray  category.”  He  said  the  story 
had  held  him  “up  to  public  ridicule” 
and  subjected  his  wife  and  daughter  to 
embarrassment. 

More  record  firms 
sign  FTC  decrees 

Federal  Trade  Commission  an- 
nounces today  (June  6)  that  four  more 
record  distributors  have  signed  consent 
orders  agreeing  to  stop  payola.  This 
brings  to  39  the  number  of  record 
makers  and  distributors  who  have 
agreed  to  give  up  the  under-the-counter 
payments  practice  to  disc  jockeys  and 
others. 

Those  signing  consent  orders  were: 
Music  Suppliers,  Boston,  Mass,  (which 
also  was  charged  with  rendering  pay- 
ola to  radio  stations);  State  Record  Dis- 
tributors Inc.  and  Whirling  Disc  Rec- 
ord Distributors  Inc.,  Cincinnati,  and 
related  company,  Indiana  State  Record 
Distributors  Inc.,  Indianapolis;  Record 
Merchandisers  Inc.,  St.  Louis;  Savoy 
Music  Co.,  Newark,  N.J. 

Confirmation  of  Lee 
predicted  by  GOP 

Decision  of  Federal  Power  Commis- 
sioner William  R.  Connole  not  to  try 
to  remain  on  FPC  has  “taken  a lot  of 
steam  out  of”  Democrats’  push  for 
House  approval  of  Senate-passed  bill  to 
keep  outgoing  FPC  and  FCC  members 
in  office  until  their  successors  qualify, 
GOP  spokesman  on  Senate  Commerce 
Committee  said  Friday.  For  that  reason, 
he  said,  he’s  confident  Robert  E.  Lee, 
who’s  been  renominated  to  new  FCC 
term,  will  be  confirmed  if  House  doesn’t 
pass  bill  (see  page  82). 

If  bill  is  passed,  Mr.  Lee  could  re- 
main in  office  if  Congress  adjourns  with- 
out Senate  confirming  him  through 
recess  appointment  by  President.  Demo- 
crats had  favored  outgoing  FPC  member 
Connole,  Independent,  over  Thomas 
A Donegan,  nominated  to  succeed  him, 
and  hoped  to  keep  former  in  vacancy 
by  passing  bill  and  failing  to  confirm 
Mr.  Donegan,  spokesman  said. 

Long  re-run  schedule 

Due  to  tv  film  writers’  strike,  one  tv 
network  has  revised  its  fall  schedule 
and  is  discussing  rescheduling  of  start- 
ing dates  with  producers  and  advertis- 
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ers.  Other  two  networks  are  reviewing 
current  arrangements  in  attempt  to 
avoid  contractural  and  practical  prob- 
lems that  might  arise  from  failure  to 
meet  previously  scheduled  contracts. 
This  is  what  networks  told  producers  of 
tv  films  at  meeting  in  New  York  Fri- 
day (June  3),  to  which  networks  were 


invited  by  Assn,  of  Motion  Picture 
Producers  and  Alliance  of  Tv  Film 
Producers  to  discuss  strike  situation. 

■ Business  briefly 

Lestoil  plans  ■ There’s  more  spot  tv 
billing  expected  from  Lestoil  Products 


Inc.,  Holyoke,  Mass,  (formerly  Adell  i 
Chemical  Co.).  Lestoil  Products  mar- 
kets Lestoil  (No.  1 brand  advertiser  in 
spot  tv)  and  Lestare  bleach.  Lestoil,  fol- 
lowing closing  last  week  of  sale  of  Adell 
to  Standard  International  Corp.  dis- 
closed it  is  introducing  Lestare  via  sat- 
uration spot  tv. 


WEEK’S  HEADLINERS 


Jack  L.  Van  Volkenburg,  who  retired 
Dec.  31,  1956,  after  five  years  as  CBS-TV 
president,  elected  president  of  M-E  Pro- 
ductions, and  board  member  of  parent 
McCann-Erickson  Advertising  (U.S.A.). 
Mr.  Van  Volkenburg,  who  remained  on 
CBS’  board,  interrupted  his  retirement  in 
August  1958  to  head  Pacific  Ocean  Park 
amusement  center  in  which  CBS  had  ac- 
quired 50%  interest.  CBS  sold  its  interest 
late  in  1959.  M-E  Productions  is  McCann’s  tv-radio  affiliate 
formed  by  agency  reorganization  last  January  to  handle  pro- 
gramming, and  is  equipped  to  enter  into  pilot  production 
arrangements  (Broadcasting,  Jan.  18).  C.  Terence  Clyne, 
vice  chairman  of  McCann-Erickson  Advertising  (U.S.A.), 
is  chairman  of  M-E  Productions. 

Mr.  Van  Volkenburg  organized  radio  department  at 
BBDO's  Chicago  office  in  1928,  joined  CBS  four  years  later 
at  KMOX  St.  Louis,  moved  to  Chicago  in  1936  as  executive 
assistant  to  H.  Leslie  Atlass,  then  CBS’  vp  in  charge  of 
Central  Div.,  and  N.Y.  in  1945  as  general  sales  manager, 
CBS  Radio  Sales.  He  was  elected  vp  and  director,  CBS  tv 
operations  in  1948,  two  years  later  became  vp  in  charge  of 
network  sales  for  both  radio  and  tv,  and  in  summer  of 
1951  was  elevated  to  president  of  CBS-TV. 

John  M.  Lyden,  senior 
vp,  Ted  Bates,  N.Y., 
named  vice  chairman  of 
board;  James  C.  Doug- 
lass, executive  vp,  be- 
comes administrative  vp. 
Mr.  Lyden,  senior  vp 
since  February  1959,  al- 
so elected  to  executive 
committee.  He  will  be 
management  representative  on  several  account  groups. 
Mr.  Douglass,  who  was  made  executive  vp  in  February 
1959,  becomes  chief  administrative  officer,  domestic  and 
international  operations  in  addition  to  executive  committee 
membership. 

John  Harrington,  attorney  in  FCC  Broadcast  Bureau, 
named  chief  of  commission’s  new  Complaints  & Compli- 
ance Div.  Mr.  Harrington  has  been  in  government  service 
since  1936  and  with  FCC  since  1956.  Other  commission 
staffers  assigned  to  new  division  are  Leroy  Schaaff,  Bill 
Hunter  and  Louis  Bryan  (see  story  page  70). 

Stockton  Helffrich,  director  of  continuity  acceptance  for 
NBC  and  veteran  of  27  years  with  network,  appointed  direc- 
tor of  newly  created  New  York  office  of  NAB  television 
code  review  board.  (See  story  page  56). 


Mr.  Lyden  Mr.  Douglass 


Volkenburg 


Carleton  D.  Smith, 

vice  president  and 
general  manager  of 
NBC’s  Washington 
stations,  WRC-AM- 
FM-TV,  named  staff 
vice  president,  Wash- 
ington, for  RCA,  suc- 
ceeding George  Y. 
Wheeler  2nd,  who 
becomes  a consultant  to  RCA.  Joseph  Goodfellow,  man- 
ager of  WRC,  replaces  Mr.  Smith  as  vice  president  and 
general  manager  of  NBC-owned  radio-tv  outlets  in  Wash- 
ington. Mr.  Smith  joined  NBC  in  1931  and  had  served  the 
company  continuously  since  that  date.  Mr.  Goodfellow 
joined  NBC  in  1949  as  a salesman  in  New  York  and  was 
appointed  director  of  sales  for  WRC-AM-FM-TV  in  1953 
and  manager  of  WRC  in  1957. 


Henry  R.  Flynn,  vp  in 

charge  of  Crosby/ Brown 
Productions,  promoted 
to  executive  assistant  to 
Kenyon  R.  Brown,  pres- 
ident of  Broadcast  Div. 
of  NAFI  Corp..  in 
charge  of  its  tv  and  radio 
stations  as  well  as  Cros- 
by/Brown syndication 
operation.  He  succeeds  James  J.  Rue,  named  vp  of  re- 
search for  NAFI.  Peter  Robeck,  sales  vp  of  Crosby/ Brown, 
named  head  of  entire  C/B  syndication  operation,  whose 
headquarters  have  been  moved  to  New  York  from  Holly- 
wood. At  one  time  Mr.  Flynn  was  assistant  general  man- 
ager of  KTLA  (TV)  Los  Angeles  and  general  manager  of 
CBS  Radio  Spot  Sales.  Mr.  Robeck  formerly  was  general 
sales  manager  for  RKO  Teleradio’s  tv  stations  and  before 
that,  general  sales  manager  of  Consolidated  Television  Sales. 


Mr.  Flynn 


Mr.  Robeck 


S.  Heagan  Bayles,  vice  chairman,  Sullivan,  Stauffer,  Col- 
well & Bayles,  N.Y.,  elected  board  chairman  and  chief  ex- 
ecutive officer,  succeeding  Raymond  F.  Sullivan,  who  be- 
comes founder  chairman  and  continues  actively  in  creative 
area  at  agency.  Mr.  Bayles  joined  Ruthrauff  & Ryan  in 
1933,  left  that  agency  in  1946  when  vp,  director,  member 
of  plans  board  and  co-director  of  radio  department  to  found 
SSC&B  with  Mr.  Sullivan,  Donald  Stauffer  and  Robert  Col- 
well. Messrs.  Bayles,  Stauffer  and  Colwell  became  vps  and 
Mr.  Sullivan  president  and  chief  executive  officer  at  that 
time.  In  1948,  Mr.  Sullivan  was  elected  chairman  of  board 
and  Mr.  Bayles  vice  chairman  when  Brown  Bolte,  executive 
vp,  Benton  & Bowles,  was  elected  SSC&B’s  president. 
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Management  can 
see  the  Power 
in  this  unique 
Spot  Radio  plan 


and  Company 


National  Representative  of  Major  Radio  Stations 
717  Fifth  Avenue,  New  York,  PL  2-0400 


At  the  very  top  of  America’s  mass-market  industries,  men  are 
excited  about  the  Blair  Group  Plan.  They  understand  how  its 
unique  merchandising  advantages  intensify  the  tremendous 
selling-power  of  Spot  Radio. 

It's  Custom-Built — The  Blair  Group  Plan  is  not  standardized. 
Whether  for  Beech-Nut,  or  Dodge,  or  Marlboro,  or  M-G-M,  or 
Mennen,  or  Parker  Games,  or  Philip  Morris,  or  Scot  Tissue,  or 
Tanfastic,  or  United  Artists,  or  the  Tea  Council  of  America,  each 
Blair  Group  Plan  is  built  to  fit  the  advertiser’s  marketing  needs. 

Pick  Your  Markets— The  Blair  Group  is  not  a network,  although 
in  spot  on  Blair  Stations  alone,  advertisers  invest  far  more  dollars 
than  on  the  largest  radio  network.  Under  the  Blair  Plan,  you 
allocate  your  advertising  dollars  market-by-market,  achieving 
close-control  with  complete  flexibility. 

Total  Reach , 142,592,300 — Over  40  radio  stations  in  major  mar- 
kets are  represented  by  Blair.  Measured  by  advertiser-acceptance 
— and  by  sales  performance — they  constitute  the  most  powerful 
group  of  radio  stations  in  America.  Together  they  deliver  80.4 
per  cent  of  the  national  market  each  week. 

The  Next  Step — Developed  in  cooperation  with  these  stations,  a 
Blair  Group  Plan  can  deliver  your  advertising  coast-to-coast— or 
to  any  markets  you  select.  For  complete  data  on  a plan  built  to 
meet  your  specific  objectives,  call  our  nearest  office. 


Offices  in  Atlanta,  Boston,  Chicago,  Dallas,  Detroit,  Los  Angeles,  Philadelphia,  St.  Louis,  San  Francisco,  Seattle. 


OfiEFflM 

ANDOfrB 

BfIJtNB! 

AND  you  can  save  enough  (be- 
cause of  combination  rates)  to  buy 
an  additional  market!  It's  a BIG 
market  — so,  you  get  the  addition- 
al bonus  of  BIG  co-ordinated  pro- 
motion and  merchandising  assist- 
ance! 


west  texsis 
television 
network 


W.  D.  "Dub"  Rogers,  president  and  Gen.  Mgr. 


A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
vindicates  first  or  revised  listing) 


JUNE 

June  5-8 — Advertising  Federation  of  America, 
56th  Annual  Convention.  Secretary  of  Commerce 
Frederick  H.  Mueller,  FTC  Chairman  Earl  W. 
Kintner  and  John  P.  Cunningham,  chairman  of 
Cunningham  & Walsh  will  speak  June  6.  Hotel 
Astor,  New  York. 

June  5-9 — Assn,  of  Industrial  Advertisers  annual 
convention.  Shoreham  Hotel,  Washington,  D.C. 
June  6 — Replies  due  from  tv  stations  to  FCC 
questionnaire  on  political  broadcasts. 

June  6-9 — American  Federation  of  Musicians 
and  American  Guild  of  Variety  Artists  conven- 
tions, Las  Vegas.  Donald  F.  Conaway,  national 
executive  secretary,  American  Federation  of  Tele- 
vision and  Radio  Artists,  will  speak. 

June  7-23 — National  Sales  Executives-Interna- 
tional  eighth  annual  session-graduate  school  of 
sales  management  and  marketing,  Syracuse  U., 
Syracuse,  N.Y. 

June  8 — Academy  of  Television  Arts  & Sciences, 
forum  on  tv  and  politics,  ABC. 

June  9 — Federal  Communications  Bar  Assn,  lunch- 
eon meeting.  Congressional  Room,  Willard  Hotel, 
Washington.  Earl  W.  Kinter,  FTC  chairman,  will 
speak. 

June  9-10 — North  Carolina  Assn,  of  Broadcast- 
ers spring  meeting.  The  Carolinian,  Nags  Head, 
N.C. 

June  12-17 — Fourth  Annual  Communications  In- 
stitute for  High  School  Students,  institute  on 
broadcasting  sponsored  by  School  of  Journalism, 
Pennsylvania  State  U.,  State  College,  Pa. 

June  13-17 — International  Advertising  Film  Fes- 
tival, Lido,  Venice,  Italy. 

June  13 — Film  Producers  Assn,  annual  industry 
dinner.  Plaza  Hotel,  N.Y. 

June  13 — Deadline  for  filing  reply  comments  to 
FCC  amendment  of  Conelrad  manual  BC-3  to  pro- 
vide for  transmission  standards  for  the  Conelrad 
attention  signal. 

June  13 — Rehearing  in  the  Miami  ch.  7 tv 
grant  before  Special  Hearing  Examiner  Horace 
Stern,  Courtroom  7,  Federal  Courthouse  Bldg., 
Philadelphia. 

June  13-14 — Radio  Frequency  Interference  Sym- 
posium. Field  trips  to  FCC  lab  and  monitoring  sta- 
tion are  planned.  Shoreham  Hotel,  Washington, 
D.C. 

,:’June  13-17 — NAB  Board  of  Directors  meeting. 
Statler-Hilton  Hotel,  Washington,  D;C. 

June  15-17 — American  Marketing  Assn,  annual 
meeting.  Hotel  Leamington,  Minneapolis.  Marion 
Harper  Jr.,  president  of  McCann-Erickson  Inc., 
will  be  keynote  speaker. 

’ June  16-18 — Conference  on  Education  for  Jour- 
nalism, co-sponsored  by  American  Society  of 
Journalism  School  Administrators  and  Southern 
Illinois  U.  Held  at  Carbondale,  III.  Among  the 
speakers  will  be  Charles  Siepmann,  chairman, 
Dept,  of  Communications  in  Education,  New  York 
U.;  Gordon  Norberg,  vice  president  and  research 
director,  Wade  Adv.,  Chicago;  Frank  Walsh,  re- 
search director,  Compton  Adv.,  Chicago,  and  Wil- 
liam Small,  news  director  of  WHAS-TV  Louisville 
and  president  of  Radio-Tv  News  Directors  Assn. 


June  16-18 — Florida  Assn,  of  Broadcasters  an- 
nual meeting.  Hotel  Robert  Meyer,  Jacksonville. 
*June  18— Florida  Defense  Network  meeting. 
Hotel  Robert  Meyer,  Jacksonville. 

June  19-24 — National  Advertising  Agency  Net- 
work national  conference.  Oyster  Harbors  Club, 
Osterville,  Mass. 

’’June  20 — Board  of  Broadcast  Governors  public 
hearings  in  Lord  Nelson  Hotel,  Halifax,  N.S. 
June  20 — Comments  due  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations. 

’■June  20 — Hollywood  Advertising  Club  luncheon. 
Noon,  Hollywood  Roosevelt  Hotel.  Subject:  "A 
Salute  to  the  Advertising  Council."  Principal 
speaker;  Sydney  R.  Bernstein,  vice  president  of 
Advertising  Publications  Inc. 

June  20 — National  Academy  of  Television  Arts 
& Sciences  presents  annual  Emmy  Awards.  Pres- 
entation to  be  carried  over  NBC-TV,  10-11:30 
p.m.  EDT. 

June  20-Aug.  13 — 18th  annual  Stanford  Radio 
Tv-Institute,  offering  12  classes  in  broadcasting 
and  film  in  cooperation  with  KNBC  (TV),  KPIX 
(TV)  and  KQED  (TV),  all  San  Francisco.  Stanford 
U.,  Stanford,  Calif. 

June  20-21 — Chicago  Spring  Conference  on  Broad- 
cast and  Television  Receivers,  Graemere  Hotel, 
that  city,  running  concurrently  with  International 
Home  Furnishings  Market.  Emphasis  will  be  on 
home  consumer  entertainment  field  under  sponsor- 
ship of  Chicago'  Section  of  Institute  of  Radio 
Engineers.  Keynote  speaker:  Joseph  S.  Wright, 
president,  Zenith  Radio  Corp. 

June  20-24 — American  Institute  of  Electrical  En- 
gineers' summer  general  meeting.  66  technical 
sessions  on  subjects  including  communications  in- 
strumentation and  control,  computers,  basic 
science  and  management  are  planned.  Inspection 
trips  of  various  engineering  facilities  are  also  on 
the  aaenda.  Chalfonte-Haddon  Hall  Hotel,  Atlantic 
City,  N.J. 

June  21-July  7 — Third  annual  workshop  on  the 
Art  of  Preaching  and  Mass  Communications,  spon- 
sored by  the  E.  Stanley  Jones  Institute  of  Com- 
municative Arts  and  Emory  U.,  Atlanta.  Ministers 
will  learn  to  plan  and  produce  radio  and  tv  pro- 
grams, write  and  deliver  more  effective  sermons 
and  generally  to  use  mass  communications.  Held 
at  the  university. 

June  21-24 — National  Community  Tv  Assn.,  ninth 
annual  convention.  Fontainebleau  Hotel,  Miami 
Beach,  Fla. 

*June  23-24 — Advertising  and  information  serv- 
ices directors,  CBS-owned  tv  stations,  St.  Regis 
Hotel,  New  York. 

June  22-24 — Second  National  Conference  on  Elec- 
tronics Standards.  Co-sponsors:  National  Bureau 
of  Standards,  Institute  of  Radio  Engineer's  pro- 
fessional groups  of  instrumentation  and  microwave 
theory  and  techniques  and  American  Institute  of 
Electrical  Engineers,  National  Bureau  of  Standards 
Labs,  Boulder,  Colorado. 

June  23-25 — National  Assn,  of  Tv  & Radio  Farm 
Directors'  annual  summer  meeting.  Fresno,  Calif. 
June  23-25 — Maryland-D.C.  Broadcasters  Assn, 
annual  meeting.  Ocean  City,  Md. 

June  24-25 — Colorado  Broadcasters  Assn.,  Con- 
tinental Hotel,  Pueblo. 

June  26-30 — Advertising  Assn,  of  the  West,  57th 
annual  convention,  Hotel  Del  Prado,  Mexico  City. 
Theme:  "Advertising  in  the  Challenging  Sixties." 
Speakers  include  Charles  Brower,  president,  BBDO; 
James  Fish;  vp  for  advertising,  General  Mills; 
Romulito  O'Farrill,  prominent  Mexican  broadcast- 
er; James  Farley,  president  Coca  Cola  Export  Co. 
June  27-29 — Institute  of  Radio  Engineers  fourth 
national  convention  on  military  electronics,  spon- 
sored by  professional  group  on  military  electronics 
of  IRE,  Sheraton-Park  Hotel,  Washington,  D.C. 
June  29-July  1 — Virginia  Assn,  of  Broadcasters 
annual  meeting.  Cavalier  Hotel,  Virginia  Beach. 

JULY 

July  11-15 — Institute  in  Industrial  and  Tech- 
nical Communications,  Colorado  State  U.,  Fort 
Collins,  Colo.  Elwood  Whitney,  senior  vice-presi- 
dent and  director,  Foote,  Cone  & Belding,  will 
give  opening  address. 

July  19-20 — Idaho  Broadcasters  Assn,  conven- 
tion. John  Meagher,  NAB  vice-president,  and  Ben 
Sanders,  KICD  Spencer,  Iowa,  will  be  featured 
speakers.  Sandpoint,  Idaho. 

July  20-24— American  Federation  of  Television 

BROADCASTING,  June  6,  1960 


The  right  homes 

selected  by  scientific  sampling  techniques  to  provide  true 
cross  section  of  each  market. 


— Complete  reporting 

of  all  quarter  hours,  all  sets,  all  family  members,  avoiding 
personal  bias,  memory  lapse,  and  distortion. 


Quality  processing 

with  controls  at  each  step  to  assure  accuracy  and  automated 
production  to  speed  delivery  of  reports  in  easy-to-use  formats. 


NSI  ~ tod/ujA  moAt  /tefcftf)  hmiMA  o{i\Wxm<  rniimm  focfa 
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Nielsen  Station  Index 


FOR  ALL  THE  FACTS 

CALL  . . .WIRE  . . . OR  WRITE  TODAY 

CHICAGO  1,  ILLINOIS 
360  N.  Michigan  Ave.,  FRanklin  2-3810 


a service  of  A.  C.  Nielsen  Company 

2101  Howard  Street,  Chicago  45,  Illinois  • HOIIycourt  5-4400 


NEW  YORK  22,  NEW  YORK 
575  Lexington  Ave.,  Murray  Hill  8-1020 
MENLO  PARK,  CALIFORNIA 
TO  Willow  Road,  DAvenport  5-0021 
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Seven  men  capture 
the  most  responsive  audience 
in  daytime  television! 

Giant  audiences, too... as  you  can  see  from 
the  record  on  the  right. 

These  men  are  alive— alert,  spontaneous- 
seven  top  salesmen  who  operate  in  broad 
daylight.  They  attract  the  ladies;  entertain 
them;  and  lead  them  gently  but  firmly  into 
a sales  story  woven  deftly  into  their  plot. 

Gallup  & Robinson  reports  this  is  by  far 
the  most  effective  selling  approach  for  the 
sponsor.  G&R  says  your  sales  message  can 
attain  a 32%  greater  impact  over  the  av- 
erage commercial  when  a star  is  person- 
ally involved  in  its  presentation. 

Many  astute  advertisers  have  learned  this 
the  profitable  way.  Among  those  adver-  . 
tisers  who  have  recently  established  them-  *■  m 
selves  in  the  new  NBC  daytime  lineup  *%.'*» 
are  Brown  and  Williamson,  Knox  Gelatin, 

Coty,  General  Mills,  Jergens,  Mennen, 
Colgate-Palmolive,  Thomas  Leeming  Co., 
Mentholatum,  Plough  Chemical,  Purex, 
and  Proctor  Electric. 


No  wonder!  NBC  has  the  highest  average 
share  of  daytime  audience  (38.2)  for  the 
second  consecutive  month.  And  it’s  deliv- 
ered at  the  lowest  cost  per  thousand  ($1.25) 
of  any  network. 

LOOK  WHAT’S  HAPPENING 
IN  BROAD  DAYLIGHT  ON 

rve 


SOURCES:  NATIONAL  NIELSEN,  APRIL  I AND  U,  I960:  INCLUDING  SPONSORED  AND  SUSTAINING  PROGRAMS. 

NIELSEN  ESTIMATED  COST  PER  THOUSAND  PER  COMMERCIAL  MINUTE.  MARCH— APRIL,  1960. 


FINLAY  YOUR  HUNCH”  48.5  SHARE  3,377,000  AVERAGE  HOMES  PER  MINUTE 


NS  ONCENTRATION”  48.6  SHARE  4,032,000  AVERAGE  HOMES  PER  MINUTE 


JEEN  FOR  A DAY”  35.0  SHARE  2,603,000  AVERAGE  HOMES  PER  MINUTE 


COULD  BE  YOU”  32.7  SHARE  3,242,000  AVERAGE  HOMES  PER  MINUTE 


SN 


N !E  PRICE  IS  RIGHT”  49.6  SHARE  3,890,000  AVERAGE  HOMES  PER  MINUTE 


W'DOUGH  RE  MI”  40.7  SHARE  2,255,000  AVERAGE  HOMES  PER  MINUTE 


What  a wonderful  way! 

What  way? 

To  listen  to  radio. 

What  station? 

Any  station  that  has  “DRUMMERS.”* 

I've  had  enough  of  salesmen. 

No  salesmen.  These  “DRUMMERS”*  do  the  selling 
for  you. 

Are  they  robots  or  something? 

Not  robots,  just  robust  sales  starters. 

Who  finishes? 

Your  announcer,  but  he's  way  ahead  with  these  new, 
top  quality,  recorded  production  aids,  promos  and 
themes. 

Themes.  I don't  need  themes  by  a three-piece  combo. 

Forget  it.  These  “DRUMMERS”*  are  fully-orches- 
trated with  big  band  arrangements  that  give  your 
station  a distinctive  sound. 

Sound  what? 

A musical  sound  of  its  own. 

Sounds.  Sounds.  Don't  I have  enough  of  a headache 
trying  to  attract  sponsors? 

Let  “DRUMMERS”*  do  the  work  for  you.  Here,  take 
one  of  our  promos,  it  will  cure  your  headache. 

* Trademarks 


SESAC  RECORDINGS 

THE  COLISEUM  TOWER  • 10  COLUMBUS  CIRCLE  • NEW  YORK  19,  N.  Y. 


and  Radio  Artists  annual  convention.  Shoreham 
Hotel,  Washington,  D.C. 

July  24-Aug.  5 — Advertising  Federation  of  Amer- 
ica s second  annual  management  seminar  in  ad- 
vertising and  marketing.  Harvard  Business  School,  P 
Boston.  A limit  of  50  applicants  has  been  set  to  I 
be  selected  from  agency  and  advertiser  marketing 
executives,  plus  one  representative  from  each  ma-  jj 
jor  media  association.  Applications  available  from  !i 
AFA,  250  W.  57th  St.,  New  York  19. 

■‘July  29 — Deadline  for  comments  to  FCC  on  ' 
technical  standards  for  fm  stereo. 


AUGUST 

Aug.  12-13 — Arkansas  Broadcasters  Assn , fall 
meeting.  Hotel  Marion,  Little  Rock. 

Aug.  19-20 — Texas  AP  Broadcasters  Assn.  Baker 
Hotel,  Mineral  Wells. 

Aug.  21-23 — South  Carolina  Broadcasters  Assn,  ji 

summer  meeting.  Holiday  Inn  Motel,  Myrtle  Beach. 

Aug.  23-26 — Western  Electronic  Show  & Con- 
vention, Memorial  Sports  Arena,  Los  Angeles. 

Aug.  26-27 — Oklahoma  Broadcasters'  Assn.  West-  J 
ern  Hills  Lodge,  Wagoner. 

Aug.  29-Sept.  2— American  Bar  Assn,  annual  fl 

convention,  Statler-Hilton  Hotel,  Washington,  D.C. 

SEPTEMBER 

Sept.  2-4 — West  Virginia  Broadcasters'  Assn.  1 

annual  fall  meeting.  The  Greenbrier,  White  Sulpher  I 
Springs. 

Sept.  19-22 — Institute  of  Radio  Engineers  na-  ! 
tional  symposium  on  space  electronics  and  tele-  f 

metry,  Shoreham  Hotel,  Washington. 

®Sept.  22-24 — Advertising  Federation  of  America  I 
Tenth  District- convention.  Little  Rock,  Ark. 

Sept.  28 — Assn,  of  National  Advertisers  workshop  i 
on  advertising  management.  Ambassador  Hotel,  ;! 
Chicago. 

OCTOBER 

Oct.  2-4 — Advertising  Federation  of  America  I 

Seventh  District  convention,  Chattanooga,  Tenn. 

Oct.  3-5 — Institute  of  Radio  Engineers  sixth  na- 
tional communications  symposium,  Hotel  Utica  and 
Utica  Memorial  Auditorium,  Utica,  N.Y. 

Oct.  4 — Retriai  of  former  FCC  Commissioner  j 
Richard  A.  Mack  and  Miami  attorney  Thurman  jj 
A.  Whiteside,  charged  with  conspiring  to  rig  the  ! 
Miami  ch.  10  tv  grant  (first  trial  ended  in 
a hung  jury). 

Oct.  4-5 — Advertising  Research  Foundation  an-  j 

nual  conference.  Hotel  Commodore,  N.Y. 

Oct.  10-12 — Institute  of  Radio  Engineers  na- 
tional electronics  conference,  Sherman  Hotel, 
Chicago. 

Oct.  11-14 — Audio  Engineering  Society  12th  an- 
nual  convention,  Hotel  New  Yorker,  N.Y.  Tech-  ! 

nical  papers  have  been  requested — titles  and 
abstracts  should  be  submitted  to  Dr.  Harry  F.  j 

Olsen,  RCA  Labs,  Princeton,  N.J.,  by  June  22. 

Oct.  16-17 — Texas  Assn,  of  Broadcasters  fall  ; 

convention.  Sheraton  Dallas  Hotel,  Dallas. 

Oct.  18-21 — National  Assn,  of  Educational  Broad-  j 

casters  annual  convention.  Jack  Tar  Hotel,  San  : 

Francisco. 

Oct.  25-26 — Engineering  section.  Central  Can- 
ada Broadcasters  Assn..  King  Edward  Hotel,  To- 
ronto. 

Oct.  31-Nov.  2 — Institute  of  Radio  Engineers  radio 
fall  meet,  Syracuse,  N.Y. 

NOVEMBER 

:‘Nov.  13-15 — Assn,  of  National  Advertisers  an- 
nual meeting.  The  Homestead,  Hot  Springs,  Va. 

Nov.  14-16 — Broadcasters'  Promotion  Assn,  an- 
nual meeting.  Sheraton  Charles  Hotel,  New  Or- 
leans. 

Nov.  16-18 — Television  Bureau  of  Advertising 
annual  meeting.  Waldorf-Astoria,  New  York. 

Nov.  26 — Utah-Idaho  Associated  Press  Broad-  j 
casters  Assn,  convention.  Twin  Falls,  Idaho. 

JANUARY  1961 

Jan.  13-14 — Oklahoma  Broadcasters'  Assn.  Bilt- 
more  Hotel,  Oklahoma  City. 
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KRON  is  TV  it!  ST 


KRoN-TV 


Check  KRON/TV  or  P-G-W 
NOW 
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MONDAY  MEMO 

from  RICHARD  B.  BEST,  secretary  and  account  executive,  Gordon  Best  Co.,  Chicago 

Tv  tape  commercials:  imagination  needed 


Why  are  so  many  tv  tape  commer- 
cials sterile?  Are  the  writers  scared  of 
tape?  Or  too  lazy? 

Ignorance  of  the  medium  is  no  ex- 
cuse. Good  selling  sense  is  good 
selling  sense  no  matter  where  you’re 
called  upon  to  use  it — in  person,  in 
print,  on  the  air  (including  tapes). 

Tv  tape  has  opened  the  door  to  great 
new  creative  possibilities,  but  too  many 
writers  slam  that  door  shut  before  see- 
ing what  is  on  the  other  side.  Tape’s 
opportunities  are  here  today.  Na- 
turally, technical  improvements  are 
still  to  come,  but  as  far  as  the  writer 
need  be  concerned,  tape  is  today.  The 
only  real  limitation  to  tape  is  the  limita- 
tion of  the  imagination  of  its  user. 

The  Short  View  ■ A popular  philos- 
ophy about  using  tape  seems  to  be  to 
put  an  announcer  in  front  of  a camera, 
stick  a product  in  his  hand  and  let  him 
talk.  Maybe  super  a title  here  and 
there.  Or  for  a real  production,  add  a 
chart  or  a blackboard. 

You  wouldn’t  condemn  a film  to  a 
fate  like  this.  Why  do  it  to  tape? 

All  around  we  hear  talk  about  the 
need  to  fight  for  attention.  Doesn’t  that 
apply  to  tv  tape,  too? 

You’ve  probably  seen  the  detergent 
commercial  where  the  announcer  holds 
up  two  competitive  products — Brand 
X and  Brand  Y.  One  is  a lily,  kind  to 
hands,  but  it  doesn’t  get  the  dishes 
clean;  the  other’s  a brute,  cleans  the 
dishes,  but  ruins  the  hands.  Enter  the 
sponsor’s  product — tough  but  gentle. 
Nice  idea,  but  as  produced  I’ll  bet  its 
powder  room  rating  was  in  the  frigid 
zone.  Let’s  face  it,  listening  to  a man 
lecture  for  60  seconds  (unless  he’s  her 
husband)  is  pretty  boring  for  a woman. 

Or  how  about  the  cigarette  commer- 
cials that  are  currently  on  tape.  The 
only  life  they  get  into  them  is  when 
the  announcer  points  his  finger  and  a 
title  pops  on.  These  commercials  have 
no  personality.  They  all  look  the  same. 

Why  Play  ‘Safe’?  ■ Why  do  commer- 


cials get  written  this  way?  Apparently 
the  writers  put  mechanics  ahead  of 
dynamics.  They  put  creative  blinders 
on  to  play  it  safe  and  as  a result  they 
miss  the  real  possibilities.  Why  be 
timid?  Experiment  a little.  The  beauty 
of  working  with  tape  is  that  if  at  first 
you  don’t  succeed  you  can  try  again. 

Look  at  it  this  way:  A baseball 
coach  would  never  fill  a batter’s  head 
with  “look  out  for  his  knuckler  . . . 
don’t  be  fooled  by  his  change-up  . . . 
don’t  go  after  any  bad  pitches  . . . 
beware  of  his  bean  ball  . . . don’t  hit 
to  the  shortstop  . . . don’t  this  . . . 
don’t  that!”  He’s  more  apt  to  say,  “Get 
out  there  and  sock  it  one.” 

It’s  the  same  with  writing  for  tape. 
The  only  ‘don’t’  to  observe  is  “Don’t 
saddle  yourself  with  don’ts.”  Step  up 
to  the  plate  and  get  set  to  smack  the 
ball  right  out  of  the  park.  Decide  what 
is  the  most  effective  way  to  sell  your 
product  and  forget  about  the  mechani- 
cal details.  If  you  come  up  with  a con- 
cept, it’s  almost  a certainty  it  can  be 
done.  Let  your  producer  figure  out 
how,  if  you  can’t;  that’s  his  job. 

Just  to  give  you  an  example,  we  did 
a commercial  on  a special  soap  (Yarn 
Glo)  for  washing  wool  sweaters.  It 
originally  was  slated  as  a job  for  film, 
since  it  called  for  rotoscoping  anima- 
tion over  live  action.  Only  a fool  would 
try  to  accomplish  this  on  tape;  but  we 
were  foolish  enough  not  only  to  do  it 
and  come  out  with  what  we  feel  is  a 
better  result  than  if  it  had  been  filmed, 
but  we  cut  the  production  cost  in  half 
and  were  on  the  air  in  three  days. 

‘Lambing’  It  Up  ■ This  commercial 
had  a little  lamb  splashing  up  out  of 
the  water  in  a bathroom  sink.  She 
leaned  over  the  lip  of  the  sink  long 
enough  to  extoll  the  virtues  of  our 
product  and  then  we  cut  away  to  a 
“laboratory  demonstration”  comparison 
of  our  product  and  our  competitor’s. 
Then  our  little  lamb  came  back  to 
peek  out  from  behind  our  product  for 


Richard  B.  Best  joined  the  Gordon 
Best  Co.  after  10  years  of  work  on 
Chicago’s  major  daily  newspapers. 

At  the  agency  he 
handled  radio-tv 
and  mechanical 
production  and 
copy-writing  chores 
before  being  ap- 
pointed account 
executive  and  later 
secretary.  Among 
his  writing  and  pro- 
duction credits: 
radio-tv  commercials  for  Arthur  God- 
frey and  Robert  Q.  Lewis.  A graduate 
of  Northwestern  U’s  Medill  School  of 
Journalism,  he  is  the  son  of  Gordon 
Best,  agency  board  chairman. 

her  finale.  We  did  this  by  shooting  a 
hand  puppet  against  a black  back- 
ground with  one  camera  and  electron- 
ically matting  or  keying  her  into  pic- 
tures from  the  other  cameras. 

In  creating  this  commercial  we  did 
not  approach  it  from  a mechanical 
point  of  view.  We  wouldn’t  have  got- 
ten to  first  base  if  we  did.  Instead,  our 
trend  of  thought  went  something  like 
this:  “Wool  . . . lamb  (natural  associa- 
tion, also  possibilities  for  a lot  of  inter- 
est) . . . lamb  stops  girl  from  ruining 
sweater  with  wrong  product  . . . intro- 
duces our  product  . . . interrupts  to 
prove  superiority  with  scientific  demon- 
stration . . . shows  product  in  use  . . . 
urges  viewer  to  buy.” 

Then  . . . and  only  then  ...  we 
got  into  a huddle  with  the  CBS  tape 
people  to  figure  out  how  to  do  it. 

This  experience  helped  prove  to  us 
that  good  selling  sense  comes  first,  the 
technicalities  later.  You  keep  them  in 
that  order.  Don’t  let  the  tail  wag  the 
dog. 

A commercial  is  to  sell.  Think  first 
of  how  to  sell  best.  Technicalities  aft- 
erward. You’ll  come  out  with  better 
commercials.  See  if  it  isn’t  so. 


Yarn  Glo  tape  commerical  cut  cost  and  time 
Selling  sense  and  imagination  came  first;  technicalities  came  second 
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HO  W DOES  A NEEDLE  SOUND ? It  could  be  tljd'gentle  sound  of  little  fingers  sewing  a new  apron  for 

a favorite  doll.  Or  Mom  patching  the  seat  of  Junior’s  jeans.  In  JJaltimore,  it’s  the  heavy  sound  of  the  big  and  prosperous 
textile  industry.  Millions  of  dollars  are  earned  and  spent  b^-Marylanders  working  in  clothing  manufacturing.  Add  this  to 
the  millions  more  earned  by  Marylanders  in  other  industries  and  you  have  one  of  the  richest  markets  in  America.  There’s 
big  business  here  for  your  clients  and  you  can  sew  it|  up  neatly  with  WBAL-RADIO.  It’s  the  station  that  weaves 
the  kind  of  wondrous  sounds  that  attract  and  keep  listeners— the  folks  who  buy  your  clients’  products  or  services. 
It’s  your  progressive  Maryland  station  with  the  elegant  §ound.  | Al_m RADIO'/3 BAL.T’fflflQRE? 
Broadcasting  in  the  Maryland  Tradition/associated  with  WBAL-FM^^V /Nationally  represented  by  Daren  F.  McGavren  Co.,  Inc.  ((6^\ 


AIR  POWER  - CODE  THREE  ■ SAN  FRANCISCO  BEAT  ■ NAVY 


SHOTGUN  SLADE  ■ TRACKDOWN  • THIS  MAN  DAWSON  ■ 26  MjgL 
THE  HONEYMOONERS  ■ MR.  ADAMS  AND  E§5 


THE  CALIFORNIANS 


MEET  McGRAW  ■ DEADLINE  ■ BOLD  VENTURE  ■ COLONEL  FLAwon 
SILENT  SERVICE  ■ FLIGHT  ■ PANIC  • POLICEWOMAN  DEcff 
IT'S  A GREAT  LIFE  ■ INTERPOL  CALLING  ■ YOU  ARE  THElV1 


wpix-IIis  the  “Network  Station”  for  Spot  Advertisers  in  New  York!  There 
are  more  opportunities  to  sell  in  a “network  atmosphere”  on  wpix-11  during 
prime  evening  hours  than  on  any  other  station.  And  Nielsen  has  proved  that 
wpix  audience  incomes,  home  ownerships,  jobs,  etc.  are  the  same  as  on  the 
leading  network  station!  You’ll  never  find  “mail  order”  or  over-long  commer- 
cials on  wpix-11.  You  will  find  important  looking  programs,  only  the  best 
advertisers  and  a proved  quality  audience ...  on  & station  that  has  a healthy 
respect  for  the  rate  card.  Where  are  your  60-second  commercials  tonight? 


new  york 


The  ONLY  New  York  independent 
qualified  to  display  the 
SEAL  OF  GOOD  PRACTICE. 


fcTWORK  AUDIENCES  NETWORK  ADVERTISERS 


flll|  Nielsen  recently  studied  his  entire  New  York  sample,  both  Audi- 
I ir  and  Recordimeter-Audilog  homes,  and  found  “no  significant 
^fence”  between  the  kind  of  people  who  watch  wpix  11— New  York’s 
d)[Jng  Independent  station— and  New  York's  leading  Network  station. 

Nielsen  “WPIX  AUDIENCE  PROFILE”  study  provides  a direct  com- 
f^Ulon  of  audiences  for  the  prime  qualitative  categories  of:  FAMILY 
. )ME  ■ HOME  OWNERSHIP  ■ AUTOMOBILE  OWNERSHIP  ■ SIZE  OF 
EC  ,:JLY  - AGE  OF  HOUSEWIFE  ■ OCCUPATION,  HEAD  OF  HOUSEHOLD 
THE  |j  7:00-11:00  PM,  seven  nights  a week.  Qualitatively  they  are  equal. 

Jielsen  states:  "NONE  OF  THE  COMPARISONS  YIELDED  A SIG- 
JRNI^ANT  DIFFERENCE!” 


The  Procter  & Gamble  Co.  ■ General  Motors  Corp.  ■ Bristol-Myers  Co 
General  Foods  Corp.  ■ Chrysler  Corp.  ■ American  Airlines,  Inc.  ■ Co 
gate-Palmolive  Co.  ■ R.  J.  Reynolds  tobacco  Co.  ■ Warner-Lamber 
Pharmaceutical  Co.,  Inc.  ■ United  Air  Lines,  Inc.  • General  Mills,  Inc 
National  Biscuit  Co.  ■ U.  S.  Rubber  Co.  ■ Brown  & Williamson  Tobacc 


CANNONBALL"  delivers  the  ratings 


CINCINNATI 


3 

stations 

19.2 

Rating 


SYRACUSE 


2 

stations 

38.1 

Rating 


CHARLESTON,  S.C. 


2 

stations 

43.0 

Rating 


TOPS 
EVERY  OTHER 
SYNDICATED 
SHOW  IN  THE 
MARKET! 


§ INDEPENDENT 
TELEVISION 
CORPORATION 

488  Madison  Avenue  • N.  Y.  22  • PL  5-2100 


OPEN  MIKE 


How  tv  sells  toys 

editor:  Naturally,  I was  tremendously 
pleased  to  find  a report  on  one  of  our 
studies  . . . (“Tv  can  create  a demand 
for  toys,”  May  16,  page  50). 

I would  be  remiss,  however,  if  I 
would  not  express  my  appreciation  of 
the  excellent  job  the  writer  did  in  work- 
ing our  research  report  into  an  inter- 
esting article  without  sacrificing  ac- 
curacy.— Paul  Keller,  Vice  President 
and  Director  of  Research,  Reach,  Mc- 
Clinton  & Co.,  New  York. 

Fm's  bright  horizon 

editor:  Would  you  please  send  me  300 
reprints  of  the  recent  article  on  fm 
(“Fm’s  star  grows  even  brighter,”  April 
11,  page  64). — Paul  A.  Stewart,  Presi- 
dent, WRVB-FM  Madison,  Wis. 
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WQMR's  one  rate  card 

editor:  . . . We  have  received  many 
comments  about  our  “Musical  Cluster” 
change  and  the  approach  of  Washing- 
ton’s Quality  Music  Radio.  I like  to 
attribute  much  of  this  out-of-town  reac- 
tion to  the  mention  in  Broadcasting 
(May  2,  page  46). 

One  item  that  failed  to  make  the 
story  was  that  our  new  rate  card  (that 
went  into  effect  June  1)  is  not  only  the 
rate  card  that  we  sell  on  here  in  Wash- 
ington but  it  is  the  national  rate  card 
as  well.  In  other  words,  one  rate. 

I hope  that  most  New  York,  Chi- 
cago and  Los  Angeles  timebuyers  real- 
ize that  Silver  Spring,  Md.,  is  as  much 
a part  of  Washington,  D.C.,  as  the 
Pentagon,  and  yet  neither  one  of  them 
is  located  in  downtown  Washington. 
It’s  kind  of  like  Manhattan  and  the 
Bronx,  without  Yankee  Stadium.  . . . — 
Ed  Winton,  Vice  President  and  General 
Manager,  WQMR  Silver  Spring,  Md. 
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THE  BLUEBIRD  II 
IS  THE 


IN  SPEED  BOATS 

It  hit  an  incredible  speed  of 
260.35  miles  per  hour 


IS  CINCINNATI'S 


RADIO  STATION 


WSAI  provides  Cincinnati's  most  com- 
plete news  service.  It  is  the  only  Cincinnati 
radio  station  with  radio-equipped  mobile 
news  units  ...  it  was  the  first  Cincinnati 
station  to  use  "beeper"  reports  . . . the 
first  to  editorialize  . . . the  first  and  only 
Cincinnati  station  to  "review"  the  news- 
papers. In  Programming  ...  In  Popularity 
...  In  Productivity  . . WSAI  is  Cincinnati's 
PACESETTER  Radio  Station. 


Represented  Nationally  by  gill-perna  New  York,  Chicago,  Los  Angeles,  San  Francisco,  Boston,  Detroit 

THE  CONSOLIDATED  SUN  RAY  STATIONS  WSAl-Cincinnati;  WPEN -Philadelphia;  WALT -Tampa 
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8TA-250M — 2 30- WATT  BI-LEVEL- Pro- 
vides the  quiet  operation  desirable  for 
control  room  installation.  Simple  one- 
control  tuning.  Distortion-free  "Bi-level” 
modulation,  excellent  frequency  response. 
Uses  only  10  tubes  of  three  tube  types.  An 
ideal  "economy  package.” 


about... 


BTA-5T— Introduces  90%  plate  efficiency  in  final  ampli- 
fier for  a yearly  power  saving  of  15,000  kw/hrs.  Silicon 
rectifiers  and  remote  control  provisions  are  standard 
equipment  features. 


BTA- 500/1  R — Low  power  consumption  and  high- 
fidelity  performance  are  features  of  these  500  and 
1000- watt  transmitters.  Ideal  for  remote  control, 
with  all  provisions  designed-in.  Color  has  been 
added,  and  now  these  units  are  available  with 
red,  green,  blue,  or  gray  doors  to  enhance 
any  installation. 


REMOTE  CONTROL  EQUIPMENT-RCA  Remote  Con- 
trol  Equipment  provides  facilities  to  switch  program 
lines,  adjust  plate  or  filament  voltage,  operate  a line 
variac  control  on  emergency  transmitter,  control 
Conelrad  switching,  operate  power  contactors  and 
reset  manual  overload  breakers,  from  any  desired  con- 
trol point,  regardless  of  transmitter  design  or  power. 


BTA-50G  — 50  K W A MPLI  PH  A S E— The 

"Ampliphase"  design  greatly  reduces 
number  of  tubes  and  power  costs,  assures 
lowest  operating  cost  of  any  50  kw  AM 
transmitter  . . . half  the  tube  cost  of  older 
50  kw  AM  transmitters.  Completely  air- 
cooled. Takes  less  than  80  square  feet  of 
floor  space.  Requires  no  under-floor 
trenches,  reduces  installation  costs. 


BTA-  1 OH  — 10  KW  BI-LEVEL— 

Features  "Bi-level”  modula- 
tion, accomplished  by  adding 
a controlled  amount  of  audio 
to  the  r-f  driver,  increases  effi- 
ciency, reduces  pqwer  con- 
sumption and  distortion. 
Substantial  savings  in  operat- 
ing and  tube  costs  combine 
with  space-conserving  design. 


RCA  AM  trans 


SINCE  1929  RCA  broadcast  transmitters  have  been  widely 
acknowledged  as  the  best.  During  this  period  they  have  been 
the  transmitters  most  often  chosen  by  those  stations  which 
wanted,  and  could  afford,  the  very  best.  Thus  they  early  be- 
came, and  have  remained,  the  standard  to  which  all  others 
are  compared. 

Unfortunately,  some  stations  have  believed  that  they  could 
not  afford  such  quality — no  matter  how  much  they  wanted  it. 
Today  any  station  can  "afford”  one  of  these  top-quality  trans- 
mitters. In  fact,  it  is  hard- for  us  to  see  how  a station  can 
afford  not  to  buy  one. 

Why  is  this  so?  Simply  because  today  RCA  transmitters  cost 
only  a very  little  more  than  the  lowest-priced  (sometimes  no 
more).  And  the  small  extra  original  cost  (if  any)  is  more  than 
made  up  for  by  these  two  facts: 

1.  RCA  transmitters  are  generally  less  expen- 
sive to  operate.  This  is  so  because  in  almost  every 
power  class  RCA  transmitters  either  use  less  power, 
or  have  lower  tube  cost  (in  some  cases  both). 

2.  RCA  transmitters  almost  always  have  higher 
resale  value.  This  becomes  very  important  when 
you  go  to  higher  power,  or  if  you  should  decide  to 
sell  your  station. 

What  is  the  moral?  Simply  this:  don’t  jump  to  the  conclusion 
you  can’t  afford  RCA.  We  believe  you  can,  and  we  would  like 
an  opportunity  to  prove  it.  Call  our  nearest  AM  Specialist 
(see  list).  He  will  be  glad  to  go  over  your  situation  with  you, 
give  you  the  benefit  of  his  (and  RCA’s)  broadcast  equipment 
knowledge,  and  leave  with  you  a complete  and  fair  proposi- 
tion. With  such  facts  at  hand  you  can  make  a correct  decision. 
There’s  absolutely  no  obligation.  You  owe  it  to  your  station 
to  find  out.  Act  now! 


P 


See  Your  Nearest 
RCA  Broadcast  Sales 
Representative 


ATLANTA  3,  GA. 

1 121  Rhodes-Haverty  Bldg. 

Jackson  4-7703 

BOSTON  16,  MASS. 

200  Berkeley  St.,  Hubbard  2-1700 
CAMDEN  2,  N.  J. 

Front  & Cooper  Streets 
Woodlawn  3-8000 
CHICAGO  54,  ILL. 

1186  Merchandise  Mart  Plaza 
Delaware  7-0700 

CLEVELAND  15,  OHIO 

s1600  Keith  Bldg.,  Cherry  1-3450 
DALLAS  35,  TEXAS 
7901  Empire  Freeway 
Fleetwood  2-3911 

HOLLYWOOD  28,  CALIF. 

1560  N.  Vine  St.,  Hollywood  9-2154 
KANSAS  CITY  6,  MO. 

1006  Grand  Ave.,  Harrison  1-6480 
NEW  YORK  20,  N.  Y. 

36  W.  49th  Street,  Judson  6-3800 
SAN  FRANCISCO  2,  CALIF. 

420  Taylor  Street,  Ordway  3-8027 
SEATTLE  4,  WASH. 

2250  First  Ave.,  South,  Main  2-8350 
WASHINGTON  6,  D.  C. 

1625  K Street,  N.  W„  District  7-1260 


l 


Typical  AM  Tower 


RADIO  CORPORATION  of  AMERICA 
BROADCAST  AND  TELEVISION  EQUIPMENT 
CAMDEN,  N.  J. 


YEARS 

OF  BROADCASTING  AND  PUBLIC  SERVICE 


1925  - 1960 


This  year  marks  WJAC’s  thirty-fifth  anniversary 
in  broadcasting.  A pioneer  in  AM  Radio,  FM  Radio 
and  Television,  WJAC  Inc.  is  proud  to  serve  the 
people  of  Southwestern  Pennsylvania  in  accordance 
with  the  industry’s  highest  standards. 

JOHNSTOWN'S  PZQT  STATIONS 


1949  - 1960 
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WHAT  HOPES  FOR  RADIO  NETWORKS? 


■ Three  reportedly  are  in  or  near  the  black  after  years  in  red 

■ As  result  of  price  cuts  and  retrenchments,  stability  is  seen 

■ But  some  are  wondering  whether  it’s  stability  or  stagnation 


After  a prolonged  tailspin  that  started 
in  the  early  1950s,  network  radio  cur- 
rently is  enjoying  an  experience  that 
many  people  thought  it  might  never 
live  to  see:  a period  of  relative  calm 
in  which  the  future  looks  like  some- 
thing worth  meeting  half-way. 

The  nervousness  is  by  no  means  all 
gone — nor  is  there  any  assurance  that 
the  changes  in  network  operating  pat- 
terns, adopted  by  all  four  networks 
during  the  last  three  years,  have  all 
been  completed. 

Authoritative  reports  maintain,  for 
example,  that  some  of  its  affiliates  have 
proposed  informally  that  CBS  Radio 
reduce  from  30  to  25  or  20  the  number 
of  free  hours  it  takes  from  its  affiliates; 
or,  perhaps  better  yet  that  CBS  Radio 
go  out  of  the  network  business  alto- 


gether and  substitute  a news,  special 
events  and  special  information  service 
of,  say,  an  hour  in  the  morning,  an 
hour  in  the  afternoon  and  another  hour 
at  night.  Under  this  plan — which  has 
been  proposed  in  principle  to  other 
networks  as  well  as  CBS  in  past  years — 
the  affiliates  would  be  free  to  build 
their  own  programs  around  the  national 
and  international  news  material  fur- 
nished by  CBS  Radio. 

CBS  officials  said  such  proposals  pop 
up  frequently,  “like  the  measles”.  There 
are  always  some  affiliates  who  feel  they 
could  make  more  money  with  a pro- 
gram service,  authorities  said,  but  then 
back  away  on  hearing  the  costs. 

These  proposals,  which  CBS  Radio 
reportedly  agreed  to  consider,  are  the 
most  drastic  currently  known  to  be 


pending.  They  are  ironic,  too;  CBS 
Radio  is  the  only  network  which  pro- 
fesses to  have  a track  record  of  opera- 
ting in  the  black. 

CBS  Radio  has  been  in  the  black, 
according  to  its  officials,  for  the  past 
two  quarters  and  may  make  it  three  in 
a row.  NBC  Radio  shies  from  the  ques- 
tion but  apparently  has  visions  of  black 
ink  not  too  far  away.  Mutual  says  it 
will  touch  black  soon  and  be  in  there 
with  both  feet  before  the  year  is  out. 
ABC  Radio  is  less  quick  to  talk  about 
not  seeing  red — it  has  a cost-allocations 
problem  in  addition  to  the  normal 
hazards  of  network  operation — but  it, 
too,  gives  out  an  air  of  enthusiasm. 

Thus  top  officials  of  all  four  net- 
works make  clear  that  a combination  of 
new  operating  patterns,  shorn  expenses 


Now  a ‘fifth’  network  for  Texaco 


Texaco  Inc.  affirmed  Friday  that 
it  is  forming  its  own  radio  “net- 
work” to  carry  the  Saturday  after- 
noon live  broadcasts  of  the  Metro- 
politan Opera  from  New  York, 
starting  Dec.  3 (Closed  Circuit, 
May  3).  The  reason:  dissatisfac- 
tion with  the  delayed  broadcast 
policies  of  some  local  network  affil- 
iates (delays  of  as  much  as  a week 
were  cited). 

Texaco  has  sponsored  the  opera 
broadcasts  since  1940,  the  past  two 
seasons  on  CBS  Radio  and  before 
that  on  ABC  Radio  and  its  prede- 
cessor, the  Blue  Network.  The 
Metropolitan  Opera  has  been  on 
radio  regularly  since  1931. 

Between  90  and  100  stations  are 
expected  to  be  included  in  the 
“Texaco-Metropolitan  Opera  Net- 
work,” a higher  number  than  pre- 
viously reported.  At  this  stage  it 
appears  that  the  business  might  be 
placed  direct  but  this  is  not  settled. 
Texaco  will  lease  its  own  lines  and 
buy  time  on  the  basis  of  the  local 


station’s  one-hour  rate  (the  opera 
continues  for  some  3JA  hours).  If 
the  business  is  placed  direct,  this 
would  represent  a loss  of  some 
$500,000  in  annual  commissions  to 
Cunningham  & Walsh,  Texaco 
agency. 

Milton  Cross  again  will  be  opera 
commentator.  G.H.  Johnston,  a 
radio  program  packager  who  for- 
merly was  associated  with  the 
Texaco  account  when  Kudner  had  a 
portion  of  it,  is  organizing  the  net- 
work of  stations  and  will  produce 
the  broadcasts. 

Probable  Lineup  ■ Among  the  sta- 
tions said  to  have  been  signed  for 
the  live  opera  network  are  WOR 
New  York,  WJR  Detroit,  WFIL 
Philadelphia,  KMOX  St.  Louis  (a 
CBS-owned  outlet,  acting  at  its  own 
discretion,  according  to  CBS  Radio), 
WBT  Charlotte,  KFI  Los  Angeles, 
WGY  Schenectady,  KVOO  Tulsa, 
KWK  Shreveport,  WWL  New  Or- 
leans and  WGAR  Cleveland.  CBS 
Radio,  meanwhile,  said  it  had  of- 


fered Texaco  live  clearance  on  144 
affiliates  for  an  estimated  81.5% 
coverage  of  the  U.S.  The  network 
questioned  whether  the  sponsor 
could  obtain  adequate  national  cov- 
erage with  its  own  station  grouping, 
although  Texaco  claimed  it  will 
have  95%  coverage  with  its  90-100 
station  list. 

The  Texaco  announcement  was 
made  jointly  by  Ben  Halsell,  Tex- 
aco advertising  director,  and  Lauder 
Greenway,  board  chairman  of  the 
Metropolitan  Opera  Assn.  The 
statement  was  critical  of  a grow- 
ing tendency  among  network  affili- 
ates to  record  the  broadcasts  and 
delay  the  playback  “hours,  days  or 
even  a week  following  the  original 
performance.” 

While  Texaco  recognized  that 
network  affiliates  are  independently 
operated  and  have  the  “right  to 
broadcast  programs  of  their  choice,” 
the  sponsor  and  the  opera  associa- 
tion felt  they  were  obliged  to  furnish 
live  origination  from  the  opera  stage. 
“The  cultural  importance  of  the  pro- 
grams merits  broadcast,”  they  said. 
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Mr.  Pauley  Mr.  Hayes  Mr.  Hurleigh  Mr.  McDaniel 


It's  their  problem  ■ The  men  in 

charge  of  network  radio  are  a diverse 
group,  ranging  in  age  from  36  to  54 
and  in  background  from  sales  and 
station  management  to  news  re- 
porting and  on-the-air  broadcasting. 
They  aren’t  necessarily  the  men  who 
put  their  networks  where  they  are 
today,  but  they’re  the  men  expected 
to  carry  them  forward.  Here  they 
are: 

ABC — Robert  R.  Pauley:  Newest 
chevrons  among  network  radio’s  top 
brass  are  worn  by  Mr.  Pauley,  who 
took  over  as  vice  president  in  charge 
of  ABC  Radio  little  more  than  a 
month  ago.  The  36-year-old  execu- 
tive reached  that  post  after  serving 
with  two  of  the  three  other  radio 
networks  and  with  what  was  then 
the  New  York  key  outlet  of  the 
third.  After  Harvard  College  and 
Harvard  Business  School,  he  started 


and  a steadying  expression  of  adver- 
tiser interest  in  radio  generally  give 
them  cause  to  hope  that,  although  they 
can  never  again  define  prosperity  in 
pre-television  terms,  the  worst  of  the 
famine  may  be  over  and  a degree  of 
stability — if  not  security — within  reach. 

Problems  Still  ■ This  is  not  to  say 
that  there  are  no  rumblings  beneath 
the  surface. 

There  are  still  those  who  contend 
that  the  networks  are  marching  bright- 
eyed to  oblivion — and  that  talk  of  pro- 
fits or  breaking  even  is  more  a matter 
of  tricky  bookkeeping  than  something 
that  can  be  taken  to  the  bank. 

There  are  still  discontented  affiliates 
— and  even  some  network-owned  sta- 
tions— who  would  like  their  networks 
to  do  things  differently. 

There  are  those  who  say  no  network 
is  giving  the  sort  of  service  a network 
ought  to  give  in  today’s  radio  climate 
— and  they  cite,  most  recently,  Texaco’s 
move  of  the  Metropolitan  Opera  broad- 


in radio  as  a summer  salesman  with 
WKOX  Framingham,  Mass.,  in 
1950.  Then  successively  he  was  a 
salesman  for  WOR  New  York, 
which  was  then  a Mutual  owner, 
in  1951-53;  NBC  Radio  in  1953-56 
and  CBS  Radio  1956-57.  From  CBS- 
he  moved  to  ABC  Radio,  starting  as 
a salesman  in  1957  and  becoming 
eastern  sales  manager  in  1959.  With 
his  wife  and  their  three  children  he 
lives  at  New  Canaan,  Conn.,  where 
he  was  born  and  grew  up. 

CBS— Arthur  Hull  Hayes:  The 
senior  executive  among  radio  net- 
work heads  is  President  Hayes  of 
CBS  Radio.  He  joined  CBS  in  1934 
after  post-college  (U.  of  Detroit) 
stints  with  the  Detroit  News  and 
Campbell-Ewald,  where  he  organ- 
ized the  agency’s  radio  department. 
He  started  with  CBS  as  an  account 
executive  with  CBS  Radio  Spot 


casts  from  CBS  Radio  to  a spot  radio 
lineup  (see  page  27)  not  only  as  a blow 
to  network  radio  prestige  but  as  symp- 
tomatic of  the  times. 

There  are  still  network  officials  who 
think  that  one  or  more  of  the  other  net- 
works will  eventually  go  under,  and 
there  are  still  radio  salesmen,  in  and 
out  of  networks,  who  charge  their  net- 
work competitors  with  damaging  the 
entire  medium  by  chiseling  on  price. 

Truce  ■ But  the  sniping  by  the  critics 
has  let  up,  at  least  temporarily.  No  net- 
work is  currently  faced  with  an  open 
rebellion  of  its  affiliates.  Except  for  the 
proposals  made  to  CBS  Radio,  the  net- 
works’ own  shifting  and  probing  in 
search  of  new  operational  patterns  have 
been  suspended  if  not  ended.  Except 
for  changes  being  drafted  at  ABC  Ra- 
dio, programming  formats  appear  finally 
to  be  firm  in  principle,  though  con- 
ceivably subject  to  some  modification. 

A few  years  ago,  observers  point  out, 
any  of  these  items  would  have  been 


Sales,  became  eastern  sales  manager 
of  the  department  a year  later.  He’s 
a network  head  with  station  manage- 
ment background,  having  been 
named  general  manager  of  CBS- 
owned  WCBS  New  York  in  1940 
after  two  years  as  sales  manager  of 
the  station,  and  vice  president  in 
charge  of  the  network’s  San  Francis- 
co office  in  1949  after  its  purchase 
of  KCBS  (then  KQW)  there.  He 
was  named  president  of  CBS  Radio 
in  1955.  He  is  now  54.  He,  his  wife 
and  four  children  live  at  Old  Green- 
wich, Conn. 

MBS — Robert  F.  Hurleigh:  He 

came  off  a news  beat  to  become 
president  of  Mutual.  He’s  the  man 
most  widely  credited  with  holding 
the  network  together  through  the 
series  of  troubles  that  beset  it  in 
recent  years.  Now  47,  he  has  spent 
30  years  in  news,  first  joined  Mu- 


news  by  itself. 

In  choosing  the  formats  the  four 
networks  have  ridden  off  in  four  dif- 
ferent directions. 

Mutual  was  the  first  to  introduce 
time-barter  as  a substitute  for  money 
in  dealing  with  affiliates.  It  also  was  the 
first  to  go,  for  all  practical  purpose, 
all  news.  CBS  Radio  came  up  with  a 
predominantly  barter  combination  of 
time  and  money  for  station  compen- 
sation but,  alone  among  the  networks, 
retained  in  addition  to  a heavy  sched- 
ule of  news  the  old-line  concept  of 
furnishing  entertainment  programs  on 
a same-time,  same-station  basis.  NBC 
Radio  scrapped  its  entertainment  pro- 
gramming but  retained  the  old-line  con- 
cept of  paying  money  to  affiliates  for 
the  news,  Monitor,  sports  and  special 
events  which  now  make  up  most  of  its 
network  fare.  ABC  Radio  has  been 
largely  in  the  position  of  making  do 
with  whatever  it  could  sell,  with  em- 
phasis on  news,  Breakfast  Club  and 
commercial  religion. 

Costs  Cut  ■ In  changing  formats, 
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tual  in  1944  and  conducted  regular 
newscasts  and  commentaries  on  the 
network  from  1945  until  he  moved 
into  the  presidency  last  July  1.  From 
1957  until  he  became  president  he 
also  was  national  director  of  news  and 
special  events.  Before  Mutual,  he 
helped  set  up  the  Associated  Press 
midwest  radio  news  bureau  in  1942, 
then  was  news  chief  first  at  WBBM 
Chicago  and  later  at  WGN-AM-TV 
Chicago.  Earlier,  he  headed  news 
operations  at  WFBR  Baltimore  and 
served  with  AP  in  Washington  and 
New  York.  He  spends  weekdays  in 
Mutual’s  New  York  headquarters, 
commutes  on  weekends  to  his  home 
and  family — Bethesda,  Md.,  and 
Mrs.  Hurleigh  and  five  children. 

NBC— William  K.  McDaniel:  He 
is  one  of  those  executives  who  got 
in  on  the  ground  floor — at  the  very 
bottom.  He  started  as  an  NBC  page 
in  1938,  became  vice  president  in 
charge  of  NBC  Radio  last  March. 
In  between,  he  was  a sales  executive 
with  Scripps  Howard  Radio  in 
Memphis  (WMC)  in  1940-41  and 
then  with  KMPC  Hollywood  until 
the  war  broke.  After  Navy  service 
he  was  successively  with  KECA-TV 
Hollywood  (1948-51),  manager  of 
ABC  western  division  network  sales 
(1951-52),  western  manager  of  NBC 
Radio  Spot  Sales  (1953-55)  and 
then  general  manager  (1955-56)  of 
KNBC  San  Francisco,  and  sales 
vice  president  of  NBC  Radio  (1956- 
60).  He’s  now  41,  married,  lives 
with  his  wife  and  two  children  at 
Pelham  Manor,  N.Y. 


the  networks  without  exception  cur- 
tailed programs — and  expenses.  NBC, 
radio,  for  instance,  now  feeds  about 
33  hours  of  regularly  scheduled  pro- 
grams a week,  aside  from  special  news 
and  other  events.  ABC  feeds  about  41 
hours,  CBS  60  hours,  and  Mutual,  al- 
though between  newscasts  it  feeds  music 
which  affiliates  are  free  to  carry,  delay 
or  ignore,  concentrates  virtually  all  its 
weight  on  news  and  news  analyses. 

Along  with  cutbacks  in  program- 
ming necessarily  went  cuts  in  expenses 
(although  network-owned  stations  found 
their  own  costs  increasing  simultaneous- 
ly from  having  to  replace  the  missing 
network  time  with  local  shows). 

CBS  Radio  and  Mutual,  in  elimina- 
ting or  severely  reducing  cash  compen- 
sation of  affiliates,  found  a substantial 
savings  there.  Nobody  will  say  how 
much,  but  it  has  been  reported  that 
CBS  Radio’s  compensation  payments 
ranged  between  $4  million  and  $5  mil- 
lion a year  just  before  its  new  plan 
went  into  effect. 

All  four  networks  obviously  trimmed 


operating  costs  in  as  many  areas  as 
they  could.  They  are  reluctant  to  give 
payroll  figures,  but  one  network  was 
said  authoritatively  to  be  operating  with 
approximately  50  full-time  employes 
(aside  from  news,  engineering,  pub- 
licity and  other  services  it  shares  with 
its  tv-affiliated  network).  Mutual,  which 
has  neither  tv  nor  station  ownership 
ties,  claims  approximately  170  employes 
including  on-air  talent.  An  official  of 
another  network  acknowledged  that  the 
full-time  employes  in  his  shop  were  “so 
few  that  it  would  shock  you.” 

Affiliations  ■ The  networks  won’t  talk 
profits  and  losses,  but  if  length  of  sta- 
tion lineups  is  any  gauge — and  affiliates 
have  greater  influence  on  network  op- 
erations than  any  group  this  side  of  ad- 
vertisers themselves — then  each  of  the 
four  new  formats  must  be  counted  suc- 
cessful. As  a whole,  there  are  not  quite 
as  many  affiliates  now  as  five  years  ago, 
but  the  number  has  been  picking  up. 

CBS  Radio  suffered  the  most  dra- 
matic defections— 26  in  all — when  it 
introduced  its  new  format,  the  Program 
Consolidation  Plan  in  January  1959. 
Some  of  these  defections  were  major, 
including  such  long-time  50-kw  asso- 
ciates as  WJR  Detroit,  WHAS  Louis- 
ville and  WRVA  Richmond.  New  af- 
filiates have  been  found,  including 
KFBK  Sacramento,  KRMG  Tulsa  and 
WRNL  Richmond,  in  most  other  de- 
fected markets.  The  network  is  still  out 

At  ABC  Radio  program 

ABC  Radio  is  the  only  network 
avowedly  planning  extensive  program- 
ming changes.  Robert  R.  Pauley,  who 
took  over  as  operating  head  when  presi- 
dent Edward  DeGray  resigned  six  weeks 
ago  (Broadcasting,  April  18),  says  the 
program  schedule  will  be  reorganized 
from  “a  hop-scotch  affair”  to  one  with 
“steady  patterns,”  aimed  primarily  at 
the  young  adult  audience  and  designed 
to  be  attractive  to  advertisers  and  affili- 
ates as  well  as  listeners. 

Existing  programs  will  be  eliminated 
or  revised  if  they  fail  to  meet  four 
specific  “tests”  which  also  will  guide 
the  construction  of  any  new  program- 
ming. The  four  tests:  to  serve  (1)  the 
listener,  (2)  the  affiliate,  (3)  the  ad- 
vertiser and  (4)  the  overall  image  of 
the  network’s  parent  American  Broad- 
casting-Paramount Theatres. 

Details  of  the  as  yet  unfinished  blue- 
print for  programming,  he  said,  will  be 
presented  to  the  ABC  Radio  Affiliates 
Advisory  Board  at  a special  meeting 
June  24.  Current  advertisers  will  not 
be  thrown  off  the  air  but,  if  changed, 
will  get  exposures  at  least  as  good  as 
those  they  now  have. 

Chicken  and  Egg  ■ It  has  been  widely 
described  as  ABC  Radio  policy  to  add 
no  programs  that  haven’t  been  pre-sold, 


of  Little  Rock,  Shreveport,  Louisville 
and  Worcester,  but  emphasizes  that  even 
so  it  covers  95%  of  the  U.S.  and  pre- 
dicts that  other  stations  that  took  a walk 
will  want  to  be  let  back  in  as  time  goes 
on.  Numerically,  it  has  203  affiliates  to- 
day, the  same  number  it  had  when  PCP 
went  into  effect  and  only  three  short  of 
its  total  five  years  ago. 

NBC  says  it  lost  four  bonus  stations 
and  nothing  more  when  it  installed  its 
current  format  the  first  of  this  year  and 
has  since  added  eight  affiliates.  Thus  its 
current  lineup  of  200  equals  in  number 
its  total  five  years  ago — although  it,  too, 
has  had  some  important  defections  in 
the  meantime,  notably  the  Westing- 
house  radio  stations. 

Mutual,  which  once  boasted  563  af- 
filiates but  had  slipped  to  323  when  its 
current  programming  and  operating 
plan  went  into  effect  three  years  ago,  is 
now  back  to  455. 

ABC  Radio  is  building  its  lineup  back 
after  a slide  that  started  some  two 
years  ago,  about  the  time  the  network 
was  launching  an  ill-fated  all-live  pro- 
gramming policy.  Compared  to  360  af- 
filiates five  years  ago,  it  now  has  317, 
plus  the  since-added  West  Coast  Don 
Lee  (now  American  Pacific)  regional 
group  and  the  Intermountain  and  Ari- 
zona regional  networks. 

Here  is  a status  report,  network  by 
network,  as  their  respective  officials 
represent  it: 

changes  in  work 

but  Mr.  Pauley  indicates  that  this  will 
not  continue  to  hold  true.  “You  can’t 
sell  something  you  don’t  have,”  he  as- 
serts. One  expansion  in  the  works:  a 
55-minute  program  across  the  board. 
Mr.  Pauley  expects  emphasis  on  news 
to  continue  and  coverage  of  sports  to 
expand,  and  says  the  network  does  not 
plan  to  splinter  its  schedule  with  new 
bits  and  pieces. 

Out  of  deference  to  the  stations,  if 
nothing  else,  he  says  anything  new  in 
the  week  day  schedule  will  be  program- 
med on  a Monday  through  Friday 
basis.  There  may  also  be  some  new 
weekend  programs. 

Right  now  ABC  Radio  is  riding  high 
on  the  sale  of  the  June  20  Johansson- 
Patterson  heavyweight  championship 
fight — a $250,000  package  for  which 
Mr.  Pauley  says  ABC  got  full  price 
(Bristol-Myers  and  Fiat  cars  bought  the 
fight  itself;  yet  to  be  sold  are  the  pre- 
and  post-fight  wrapups  which  are  part 
of  the  overall  package).  Officials  also 
say  that  affiliates,  who  received  no  net- 
work compensation  for  carrying  the 
Johannsson-Patterson  bout  a year  ago, 
will  get  full  compensation  this  time  even 
though  they  undoubtedly  would  carry 
it  without  payment. 

Mr.  Pauley  makes  a point  of  ABC 
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Radio’s  intention  to  treat  its  affiliates  as 
“gentlemen”  both  in  scheduling  network 
programs  and  in  continuing  the  tradi- 
tional form  of  compensation.  “We  don’t 
intend  to  make  bonus  affiliates  of  them.” 
There  have  been  recurrent  reports 
that  ABC’s  owned  radio  stations  would 
like,  for  money  reasons,  to  see  network 
programming  abandoned  so  that  time 
would  be  available  for  more  lucrative 
local  sale.  Officials  acknowledge  that 
this  is  true  of  some  o&o’s  but  deny  it  is 
true  of  all.  And  top  AB-PT  authorities 
have  denied  repeatedly  that  any  such 
development  will  come  to  pass.  As  for 


reports  that  the  venerable  Breakfast 
Club  might  be  dropped,  Mr.  Pauley  says 
he  has  every  expectation  of  renewing 
it  when  the  time  comes  later  this  year. 

Mr.  Pauley  says  he’s  convinced  that 
the  new  program  plans  can  be  made 
to  pay,  although  he’s  reluctant  to  spec- 
ulate on  whether  they  will  put  the  net- 
work in  the  black.  As  a move  to  im- 
prove both  sales  and  programming,  he’s 
added  a national  sales  director  (Jim 
Duffy,  former  Central  Div.  sales  man- 
ager) and  a creative  director  for  new 
program  and  sales  development  (Jack 
Mann,  former  account  executive). 


CBS  is  in  black,  but  precariously 


At  CBS  Radio  after  a year  and  a half 
of  PCP,  President  Arthur  Hull  Hayes 
says  he  sees  some  encouraging  fruits 
of  the  move,  not  the  least  of  which  is 
fresh  black  ink.  Its  test,  he  says,  was 
“whether  a network  that  wouldn’t  lose 
money  would  also  be  acceptable  to  sta- 
tions.” He  feels  the  answer  is  a definite 
yes. 

However,  he  cautiously  refrains 
from  speculating  that  the  network  has 
reached  a permanent  profit  position. 
But  it  was  in  the  black  for  the  last 
quarter  of  1959  and  again  for  the  first 
quarter  of  1960,  and  he  obviously  has 
hopes  for  the  current  quarter.  “One 
big  sale  or  one  unfortunate  cancella- 
tion can  change  the  picture,”  he  says. 

To  reports  that  CBS  Radio  business 
is  down  (considerably,  by  some  rivals’ 
estimates)  Mr.  Hayes  counters  that  in- 
and-out  business  is  the  rule  rather  than 
the  exception  nowadays.  There  are  52- 
week  advertisers  on  the  CBS  books — 
he  cites  General  Motors  and  Amana 
among  other  examples — but  the  Levers 
and  Colgates  are  in  and  out  with  spe- 
cial brand  pushes,  and  other  advertisers 
buy  for  as  little  as  four  days. 

Thus  volume  can  vary  from  week 
to  week,  Mr.  Hayes  continues.  Where 
there  wasn’t  an  availability  in  daytime 
serials  a few  weeks  back,  he  says, 
there  now  are  openings  waiting  to  be 
filled,  while  the  Art  Linkletter  show, 
low  on  sponsors  a few  weeks  ago,  cur- 


rently is  90%  sold. 

Mr.  Hayes  stresses  that  many  ad- 
vertisers want  to  get  on  the  air  almost 
overnight,  and  that  as  the  only  net- 
work with  regularly  scheduled  enter- 
tainment programs— Arthur  Godfrey, 
Garry  Moore,  Art  Linkletter,  and  Bing 
Crosby  and  Rosemary  Clooney  in  the 
morning,  the  soap  operas  in  the  after- 
noon— CBS  Radio  is  the  “only  network 
that  has  programs  ready  and  waiting 
to  accommodate  them.” 

Test  of  PCP  ■ According  to  Mr. 
Hayes,  the  Program  Consolidation 
Plan  has  proved  itself  with  the  public 
(CBS  Radio,  he  says,  averages  18  of 
the  top  25  programs  in  Nielsen  ratings, 
20  of  the  top  24  in  Pulse,  and  has  all 
of  the  top  25  radio  network  campaigns 
in  terms  of  size  of  audience  per  average 
broadcast);  with  affiliates  (despite  de- 
fections, he  says,  CBS  Radio  still 
covers  95%  of  U.S.  radio  homes  and 
stations  like  its  heavy  schedule  of  news 
casts),  and  with  advertisers  (in  the 
black  for  the  past  six  months). 

Mr.  Hayes  is  enthusiastic  about  the 
performance  of  radio  generally  in  cov- 
ering recent  international  developments 
— the  Summit  Conference,  UN  debates, 
the  wedding  of  Princess  Margaret 
(which  CBS  radio  sold  to  Elgin 
watches),  for  example.  In  this  sort  of 
coverage,  he  says,  “The  networks  are 
getting  back  to  the  sort  of  thing  that 
made  networks  great  in  the  first  place. 


For  MBS  a new  lease  on  a rugged  life 


Mutual’s  president,  Robert  Hur- 
leigh  — who  almost  single-handedly 
held  the  network  together  through  ca- 
tastrophe, pestilence  and  famine,  at 
least  three  changes  of  ownership  and 
a bankruptcy  reorganization  proceed- 
ing— says  that  Mutual  right  now  “is  in 
its  best  position  in  six  years.”  The  net- 
work was  just  bought  by  Minnesota 
Mining  & Manufacturing  for  $1.3  mil- 
lion (Broadcasting,  April  25). 

It  bills  itself  as  “a  service  to  inde- 


pendent stations”  and  its  emphasis  first 
and  last  is  on  news.  Starting  at  6 a.m. 
it  presents  five-minute  newscasts  on  the 
hour  and  half-hour.  Its  revenues  come 
from  whatever  part  of  newscast  on  the 
half-hour  it  can  sell,  plus  sales  of  its 
portion  of  sports  and  other  special 
events  it  also  offers  on  a swap-time 
basis  to  affiliates.  For  the  upcoming 
political  conventions,  it  has  reserved 
20%  for  network  sale  while  stations 
will  be  free  to  sell  the  rest  locally. 

Mr.  Hurleigh,  who  is  credited  with 
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WHO -TV 
WHO -TV 
WHO -TV 
WHO -TV 
WHO-TV 
WHO -TV 


FOR  THE  MANUFACTURER 
WHO  HAS  EVERYTHING! 


(Well,  Almost  Everything!!) 


He’s  the  manufacturer  with  a good  product,  good  pack- 
age and  good  distribution  set-up.  What  more  could 
he  want?  MORE  SALES,  of  course! 

If  you  happen  to  be  in  his  position  in  Central  Iowa, 
WHO-TV  can  help  you  reach  and  sell  more  people, 
at  low  cost. 

The  popular  Early  Show  (4  p.m.-6:05  p.m.  Monday 
through  Friday)  is  a good  example.  It  starts  with  a 
fast-paced  cartoon  segment*  for  kiddies,  then  features 
a full-length  movie*  for  mom,  and  signs  off  with  news 
for  dad  . . . gives  you  an  average  of  67,515  viewers 
per  quarter  hour,  at  only  $1.18  per  thousand! 

Results?  You  bet  — plenty  of  them!  And  this  is  only 
one  of  many  outstanding  values  on  WHO-TV,  every 
day  of  the  week.  Ask  PGW  for  availabilities. 


*MGM  Package  ★ WARNER  BROTHERS  "Vanguard” 
ic  "Showcase  Package”  ★ NT  A "Dream,”  " Champagne 
"Lion”  ★ SCREEN  GEMS  "Sweet  65”  ★ HOLLYWOOD 
TELEVISION  SERVICE  "Constellation”  ic  M and  A ALEX- 
ANDER " Imperial  Prestige”  ★ PARAMOUNT  LIBRARY 
and  others. 


NSI  SURVEY 

DES  MOINES-AMES  AREA 


EARLY  SHOW  — TOTAL  AUDIENCE  PER  QUARTER  HOUR 

November,  1959 

February,  1 960 

Percent 

Increase 

VIEWERS 

54,832 

67,515 

19% 

HOMES 

27,410 

32,150 

23% 

I WHO-TV  is  part  of 

Central  Broadcasting  Company, 
which  also  owns  and  operates 
WHO  Radio,  Des  Moines 
WOC-TV,  Davenport 


WHO-TV 

Channel  13  • Des  Moines 

NBC  Affiliate 


Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 
Robert  H.  Harter,  Sales  Manager 

Peters,  Griffin,  Woodward,  Inc.,  National  Representatives 
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What  hopes  for  radio  networks?  CONTINUED 


a major  role  in  creating  Mutual’s  op- 
erational concept,  reasons  — unlike 
ABC,  apparently — that  “stations  can’t 
let  you  have  whole  hours  out  of  the 
broadcast  day”  but  can  give  up  short, 
regularly  scheduled  segments  for  net- 
work use.  His  stress  on  news  stems 
not  only  from  his  own  background  as 
a working  newsman  but  from  his  con- 
viction that  news  is  a saleable  com- 
modity which  networks  can  supply  in 
a depth  beyond  the  reach  of  any  but 
the  most  affluent  stations.  “Give  sta- 
tions what  they  can  use;  don’t  give 
them  what  they  can’t  use”  is  his  and 
Mutual’s  credo. 

Mutual  now  is  near  the  break-even 
point  and,  at  the  present  rate,  definitely 
will  be  in  the  black  before  the  end  of 
the  year,  Mr.  Hurleigh  asserts.  Unlike 
CBS,  which  emphasizes  the  in-and-out 
nature  of  current  network  radio  busi- 
ness, he  says  Mutual  is  attracting 
steady  advertisers  and  is  becoming  less 
and  less  dependent  on  in-and-out  flights. 
Among  the  26-week  and  52-week  ad- 
vertisers signed  in  the  past  year  are 
listed  American  Machine  & Foundry, 
Liggett  & Myers,  General  Foods,  Phar- 
maco,  Reynolds  Tobacco  and  Monroe 
Auto  Equipment  Co.,  which  according 
to  Mutual  authorities  has  specifically 
credited  the  network  with  a big  assist 
in  its  sales  growth. 

As  the  new  owner  of  Mutual,  Minne- 
sota Mining  is  taking  an  active  inter- 


est in  the  network  but  is  not  involving 
itself  in  day-to-day  operations,  Mr. 
Hurleigh  reports.  He  says  3M  gave 
him  three  instructions:  (1)  keep  the 
operation  clean,  (2)  don’t  forget  public 
service  responsibilities  and  (3)  in  do- 
ing these  two  things  if  you  can  also 


At  NBC  Radio  Bill  McDaniel,  who 
succeeded  Matthew  J.  Culligan  as  op- 
erating chief  on  March  1,  sizes  up  the 
situation  this  way,  referring  to  the  cut- 
back in  total  programming  effective 
Jan.  1 : “We’re  doing  as  well  as  last 
year  on  sales,  with  half  the  inventory.” 
He  avoids  speculation  about  the  net- 
work’s prospects  for  becoming  profita- 
ble, but  has  no  hesitancy  about  saying 
that  “we  are  now  safe  in  predicting 
that  1960  will  be  the  most  successful 
year  for  the  NBC  Radio  network  since 
the  early  1950’s”  (Broadcasting, 
May  16). 

Sales  since  Jan.  1 have  been  re- 
ported as  totaling  $12.5  million  net. 
Advertisers  signed  up  thus  far  are  said 
to  include  a dozen  that  had  not  used 
network  radio  before.  Mr.  McDaniel 
says  the  affiliates  give  every  sign  of 
being  happy  with  the  new  set-up — so 
much  so  that  the  Affiliates  Advisory 
Committee  recently  decided  to  forego  a 
regular  meeting  for  want  of  problems 
to  discuss. 


make  a profit,  then  make  a profit. 

Mr.  Hurleigh  is  especially  pleased 
by  the  number  of  new  stations  being 
added  to  Mutual’s  lineup.  “Given  a 
little  time,”  he  says,  “we  can  make 
it  clear  to  more  and  more  stations 
that  Mutual  has  what  it  takes.  And 
now  with  Minnesota  Mining  behind 
us,  thank  God  we’ve  got  that  time.” 


Mr.  McDaniel  is  especially  pleased 
with  the  rate  of  station  clearances  for 
the  reduced  schedule  of  network  pro- 
gramming. A year  ago  the  network  was 
guaranteeing  advertisers  clearance  of  at 
least  75%  of  the  lineup  and  frequently 
found  itself  having  to  rebate  for  under- 
clearance. Now,  Mr.  McDaniel  says, 
clearances  range  between  95  and  98% 
and  prices  can  be  quoted  on  the  level  of 
sure  clearance,  while  rebates  are  no 
longer  a problem. 

One  idea  that  the  network  presented 
to  its  affiliates  when  it  announced  the 
new  concept  has  never  got  off  the 
ground— and  isn’t  now  expected  to. 
That  was  the  idea  of  setting  up  a “pro- 
gram service”  through  which  the  net- 
work would  supply  entertainment  pro- 
grams to  stations  on  a cost  basis,  if  the 
affiliates  wanted  to  buy  them.  Not 
enough  stations  showed  interest — which 
to  Mr.  McDaniel  and  his  colleagues  is 
evidence  that  they  were  right  in  taking 
those  programs  off  the  network  sched- 
ule in  the  first  place. 


For  NBC  Radio  the  best  year  in  a decade 


BROADCAST  ADVERTISING 


TRENDEX  IN-DEPTH  RATING  PREVIEW 

Now  a sponsor  can  know  ‘who’s  out  there’  and  measure  impact 


Trendex  dealt  itself  out  of  “the 
numbers  game”  earlier  this  year  when 
it  began  its  new  muti-columnar  dimen- 
sional tv  service  (Broadcasting,  Jan. 
18).  Now,  with  publication  last  week 
of  its  final  report  for  this  season,  cov- 
ering April  and  May,  the  research  firm 
has  confirmed  the  new  approach  and 
is  planning  to  have  two  early-season 
reports  in  advertisers’  hands  by  option- 
exercising  time  next  fall. 

With  85-88%  of  agencies  that  buy 
network  television  subscribing  to  the 
full-course  report,  Trendex  feels  its 
deemphasis  of  straight-rating  head 
counts  has  been  confirmed.  The  firm 
would  like  to  forget  “Top  10”  lists  on 
pocketpieces  and  focus  on:  who  tunes 
the  show,  who  lives  in  the  house,  how 
often  they  tune  a show,  what  do  they 
think  of  it,  and  do  they  know  who 
sponsors  it.  All  of  this  supplements  the 
old  sets-in-use  rating  and  share-of- 


audience  columns. 

Although  Trendex  shuns  the  Top 
10,  Broadcasting  picked  some  of  the 
new  depth-data  morsels  off  the  new 
mixed  grill  to  see  how  they  might 
look  on  the  old  platter;  the  generalized 
comparisons  hint  at  some  of  the  ele- 
ments that  make  up  an  advertising 
decision. 

Several  shows  appear  among  the 
elite  in  all  three  categories,  but  some 
are  not  always  compatible  to  these 
criteria.  Bell  Telephone  Hour,  leader 
on  the  April  “like”  list,  is  an  example 
of  a low-rated  show  that  has  been 
renewed  for  next  year.  Presumably  the 
sponsor  considers  its  enthusiastic  band 
of  followers  a justifiable  investment.  In 
any  case,  the  new  data  gives  an  ad- 
vertiser some  new  answers  to  the  ques- 
tions of  “cost  per-thousand  what,” 
“who’s  out  there,”  and  “what  have  I 
achieved  in  my  market.” 


Ford  Star  time,  a show  that  has  not 
been  renewed,  may  have  found  its 
answer — and  perhaps  justified  the  ’59- 
’60  season — in  the  frequency-of-view- 
ing  column.  In  April,  24%  of  the 
audience  were  seldom  or  first-time 
viewers,  which  could  spell  success  for 
an  advertiser  that  might  rely  on  an- 
other weekly  show  to  reach  the  regu- 
lars and  depend  on  the  Startime  hour 
to  turn  up  new  prospects  (regular  and 
frequent  viewers  made  up  70%  of  the 
April  5 Startime  audience  that  was  sur- 
veyed. 

High  Road  in  the  best-liked  list  be- 
low is  an  example  of  a program  with 
few  but  loyal  followers,  of  whom  more 
than  half  know  that  Ralston  Purina 
underwrites  the  adventure  expeditions, 
in  spite  of  the  sponsor’s  handicap  of 
absence  from  the  show’s  name. 

Procter  & Gamble  also  got  its  spon- 
sorship message  across  to  more  than 
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This  is  the  kind  of  hold  our  station  has  on  people 


How  do  we  know  that  such  a bond  exists? 
How  does  an  advertiser  assay  it? 

Well,  the  basis  lies  in  the  growth  of  mu- 
tual respect  throughout  the  years.  We  see 
it  in  our  mail  counts — in  our  virtually  level, 
far-superior  ratings — in  mail  and  word-of- 
mouth  commenting  gratefully  on  our  com- 
mercial and  public  service  programming, 
free  of  triple  spots — in  the  stature  of  our 
veteran  personnel  in  the  community. 


It  warms  the  cold  statistics  which  our 
advertisers  must  evaluate — our  747,640  TV 
homes  in  41  counties  of  3 states,  with  their 
$3,361,973,000  of  annual  retail  purchases. 
Because  a great  portion  of  these  figures  ap- 
ply especially  to  those  who  communicate 
with  our  advertisers  through  us. 

George  P.  Hollingbery  has  other  figures 
you  can  evaluate  at  a glance,  too  — our 
very  realistic  rate  card. 


ONE  OF  AMERICA’S  GREAT  AREA  STATIONS 

Reaching  and  Holding  2,881,420  People 


Dayton 

Ohio 


WHIO-TV 


Channel 


Associated  with  WSB,  WSB-TV, 
Atlanta „ Georgia  and  WSOC, 
WSOC-TV,  Charlotte, 

North  Carolina 


half  of  those  assembled  for  its  one-shot 
Oscar  Night  Preview. 

Likeability  scores  for  series  generally 
range  down  to  10%  of  the  audience  in 
the  “best”  column,  cluster  around  the 
40’s  and  50’s  under  “good,”  go  from 
the  low  numbers  to  30  under  “fair” 
and  only  Vs%  of  viewers  call  a series 
“poor”  when  the  Trendex  telephoner 
interrupts  the  show.  Another  smatter- 
ing, usually  a few  more,  will  say  they 
don’t  know  when  asked  how  they  like 
the  program  and  the  series.  Trendex 
has  found  that  the  “best”  reaction  to 
a series  is  higher  than  for  single  pro- 
grams. 

Here  is  Broadcasting’s  arbitrary 
top  10  comparison  from  the  best-liked- 
series,  rating  and  sponsor-identification 
columns  for  April.  (Many  answers  were 
to  other  questions  on  the  sheet) : 


Trendex  best  liked  series(') 

% Rating  Sponsor 
Responding  ID 


1.  Bell  Telephone  Hour 

2.  Father  Knows  Best 
Scott 

Lever 

3.  Welk  Dance  Party 
Dodge 

4.  Perry  Mason 
(five  co-sponsors) 
Loretta  Young  Show 
Lever 

5.  Bonanza 
(Participating) 

6.  Ernie  Ford 
Ford 

7.  High  Road 
Ralston  Purina 

8.  Dick  Clark  Show 
Beech-Mut 

Perry  Como  Show 
Kraft 

Red  Skelton  Show 
S.  C.  Johnson 
Pet  Milk 

Twentieth  Century 
Prudential 

9.  Playhouse  90 
American  Gas  Assn., 
All  State,  R.  J. 
Reynolds 

What's  My  Line? 

Kellogg 

Sunbeam 

10.  Ozzie  & Harriet 
Kodak 
Quaker 
Real  McCoys 
P&G 

Untouchables 

(Participating) 

(?)  Specials  not  included 


59  10.2  84 

50  19.2  50 

9 

48  21.9  88 

46  23.4  26 

46  18.4  28 

43  14.5  21 

42  15.1  86 

40  8.8  53 

38  15.7  70 

38  18.9  69 

38  22.9  48 

30 

38  11.7  66 

37  24 

37  18.4  46 

3 

36  17.1  61 

17 

36  23.4  33 

36  28.3  34 


Trendex  ratings 

(Sponsor 
(Best  Liked)  (ID) 


l.  Oscar  Awards 

Motion  Picture  Assn. 

51.6 

2.  Oscar  Night  Preview 

P&G 

35.3 

56 

3.  Wagon  Train 
(Participating) 

4.  Gunsmoke 

34.5 

35 

40 

Liggett  & Myers 
5.  Untouchables 

31.9 

34 

57 

(Participating) 

28.3 

36 

34 

6.  Have  Gun.  Will  Travel 

Lever 

25.2 

24 

28 

Price  Is  Right 

Lever, 

Speidel 

25.2 

29 

54 

7.  Danny  Thomas  Show 

General  Foods 

24.9 

32 

64 

8.  77  Sunset  Strip 
(Participating) 

9.  Playhouse  90 

24.2 

33 

21 

American  Gas  Assn., 
A 1 state, 

R.J.  Reynolds 

24 

37 

10.  Perry  Mason 

(Participating) 

23.4 

46 

26 

Real  McCoys 

23.4 

36 

33 

The  Trendex  sponsor  identification 
column  is  broken  down  to  show  cor- 
rect identification,  mistaken  identifica- 
tion and  don’t  know.  Also  wrong  an- 
swers generally  are  quite  low.  “Don’t 
know”  answers  range  as  high  as  the 
right  replies. 


Trendex  correct  sponsor  identification 

(Rating)  (Best 
liked) 

1. 

Dinah  Shore  Chevy  Show 

89 

17.9 

33 

2. 

Welk  Dance  Party 

Dodge 

88 

21.9 

48 

3. 

Ernie  Ford  Show 
Ford 

86 

15.1 

42 

4. 

Bell  Telephone  Hour 

84 

10.2 

59 

5. 

U.S.  Steel  Hour 

81 

16.3 

20 

6. 

Pat  Boone  Show 

Chevrolet 

79 

15.5 

24 

7. 

Ozzie  & Harriet* 
Kodak  61 
Quaker  17 

78 

17.1 

36 

Red  Skelton  Show* 
S.C.  Johnson  48 
Pet  Milk  30 

78 

22.9 

38 

8. 

I've  Got  A Secret 

R.J.  Reynolds 

74 

15.2 

30 

9. 

Gillette  Cavalcade  of  Sports 

72 

12.1 

26 

10. 

Lassie 

Campbell 

71 

19.9 

3.3 

* Smaller  percentage  is  score  for  alternate  spon- 
sor. Questions:  "Who  sponsors  the  program?  Are 
there  any  other  sponsors  or  products  advertised?" 


Having  foresworn  the  numbers 
game,  Trendex  may  be  giving  players 
more  help  in  the  “giant  chess  game.” 


Europe  bound  "These  Radio-Televi-  wives  were  in  a party  of  58  which 
sion  Executive  Society  members  and  boarded  a chartered  KLM  jet  in 


With  data  collected  in  this  year’s  di- 
mensional reports,  both  Trendex  and 
clients  are  working  on  formulas  for  pre- 
dicting show  success  at  different  places 
on  the  board.  The  viewer  attitude 
columns  are  one  new  element  in  the  old 
strategy  of  charting  lead-in  audience 
with  program  rating  and  share  of 
audience. 

Another  promising  column  is  that  of 
showing  program  selector.  Trendex 
currently  is  correlating  who-tunes  with 
who-buys,  documenting  a belief  that 
the  tuner  is  a three  times  better  cus- 
tomer than  the  “passive”  viewer. 

Advertisers,  agencies  and  show 
people  will  begin  receiving  the  dimen- 
sional reports  next  season  on  a month- 
ly basis,  October  through  January,  with 
two  final  editions  of  the  season  appear- 
ing in  March  and  May,  covering  two 
months. 

Trendex  tv  research  is  done  the  first 
„ week  of  the  month  on  the  telephone 
coincidental  system,  using  1,000  inter- 
views for  a half-hour  and  2,000  for  an 
hour  show.  Twenty-nine  cities  in 
which' three  networks  are  received  are 
covered.  Optional  columns  are  added 
in  the  reports  to  the  established  eight 
audience  dimensions  upon  subscriber 
order. 


New  marketing  firm 

Formation  of  new  marketing  consul- 
tant, Robert  Bragarnick  Inc.,  New 
York,  announced  by  Robert  Bragar- 
nick, formerly  vice  president,  market- 
ing, Joseph  E.  Seagram  & Co.,  vice 
president,  merchandising,  Revlon  Inc., 
and  senior  vice  president,  Biow  Agency, 
Procter  & Gamble  account.  Joining 
with  Mr.  Bragarnick  are  Jackson  S. 
Gouraud,  former  marketing  manager, 
Pfizer  Co.,  and  national  sales  manager, 
Four  Roses,  and  Everett  C.  Bradley, 
vice  president,  J.  Walter  Thompson, 
Compton  and  Biow.  Firm’s  office  is  in 
Time-Life  Bldg.,  Rockefeller  Center, 
New  York. 


New  York,  May  20,  bound  for  Lon- 
don and  a tour  of  the  continent. 
L to  r;  Elizabeth  Powell,  Geyer, 
Morey,  Madden  & Ballard;  Robert 
Uhl,  BBDO;  Ann  Janowicz,  Ogilvy, 
Benson  & Mather;  Mrs.  Lucy  Uhl; 
Mary  Dunlavey,  N.  W.  Ayer;  Claude 
Barrere,  RTES;  Mrs.  Ruth  Barrere; 
Mrs.  Helen  McDermott;  Tom  Mc- 
Dermott, N.W.  Ayer;  Mrs.  Theodora 
Townshend;  Channing  Hadlock, 
James  Thomas  Chirurg  Co.;  Frank 
Townshend,  Campbell-Ewald;  Louis 
Kennedy,  Kenyon  & Eckhardt;  Mrs. 
Francine  McFarland  Liebman,  Len- 
nen  & Newell,  and  Henry  Liebman, 
Magnavox  representative. 
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Channel  7 Washington,  D.  C. 

An  Evening  Star  Station,  represented  by  H-R  Television,  Inc. 

Affiliated  with  WMAL  and  WMAL-FM,  Washington,  D.C.;  WSVA-TV  and  WSVA,  Harrisonburg,  Va. 


CAMBUC  BUFFS  ONLY 


(If  you  knows  a better  19th  ’ ole , go  to  it) 

Call  it  cambuc,  bandy-ball,  goff.  (Folks  did,  once.) 

Call  it  golf.  Now  we’re  communicating. 

If  you’ve  never  broken  a hundred,  here’s  a vicarious  thrill 
for  you:  the  solution  to  this  one  breaks  a hundred  all  to 
pieces. 

Suppose  you  have  an  18-hole  golf  course  consisting  of  two 
nines  each  with  the  following:  Holes  300,  250,  200,  325,  275, 
350,  225,  375  and  400  yards  long.  If  you  could  always  strike 
the  ball  in  a straight  line  and  send  it  exactly  one  of  two 
distances,  so  that  it  would  go  either  towards  the  hole,  over 
it,  or  into  it,  what  two  distances  would  take  you  around  in 
the  fewest  strokes? 


Send  us  the  correct  solution  and  we'll  (1)  send  you  a copy  of 
Dudeney's  “ Amusements  in  Mathematics,"  published  by  Dover 
Publications,  Inc.,  N.  Y.,  (2)  tell  you  WMAL-TV's  score  in  the 
Washington  market. 

-tv 
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MIDAS’  GOLDEN  RADIO-TV  TOUCH 


Establishes  brand  name  as  product  byword  in  short  four  years 


By  casting  its  lot  largely  with  broad- 
cast advertising,  a Chicago  automotive 
parts  company  has  reaped  a golden 
sales  harvest  and  established  a brand 
name  in  only  four  short  years. 

The  Midas  muffler  has  emerged  as  a 
product  byword  to  thousands  of  motor- 
ists who  patronize  nearly  350  franchised 
shops  in  over  40  states.  In  an  industry 
long  identified  with  grease  and  grime, 
the  Midas  Div.  of  International  Parts 
Corp.  specializes  only  in  auto  exhaust 
system  parts — mufflers  and  tailpipes  in- 
stalled in  just  15  minutes  time. 

The  man  with  the  golden  (or  Midas) 
touch  is  Gordon  Sherman,  33-year-old 
president  of  Midas  and  vice  president 
parent  IPC.  He  believes  avidly  in  broad- 
cast advertising.  So  avidly  that  in  1960 
Midas  is  allocating  85-90%  of  its  esti- 
mated $5  million  advertising  budget  to 
air  media,  with  growing  emphasis  on 
network  television. 

Modest  Beginning  ■ Just  as  Midas 
started  modestly  to  revolutionize  that 
segment  of  American  business  in  March 
1956,  so,  too,  did  it  start  modestly  to 
advertise. 

The  media  breakdown  for  Midas  by 
years: 

Percentage  of  advertising  budget  in 


national  radio  (network  and  spot): 

1956—  none  1958—75% 

1957— 50%  1959—60% 

Percentage  spent  on  national  televi- 
sion (network  and  spot): 

1956 —  none  1958 — none 

1957— 25%  1959—30% 

Percentage  spent  on  national  radio- 
tv (network  and  spot): 

1956—  none  1958—75% 

1957— 75%  1959—90% 

This  year,  with  sales  mushrooming 

and  a sounder  financial  structure,  Midas 
already  has  reversed  the  60-30  ratio 
between  radio  and  tv  and  is  concen- 
trating more  heavily  on  the  visual 
medium.  While  fall  plans  have  not 
materialized,  through  Edward  H.  Weiss 
& Co.,  its  agency,  Midas  is  set  for  co- 
sponsorship (with  Minnesota  Mining  & 
Mfg.  Co.)  of  the  National  Open  golf 
tournament  telecast  on  NBC-TV  June 
18. 

In  the  waning  1959-60  broadcasting 
season,  Midas  currently  sponsors  Law 
of  the  Plainsman  and  People  Are  Fun- 
ny on  NBC-TV  (after  dropping  the 
same  network’s  Laramie  earlier  this 
year).  It  co-sponsored  NBC-TV  Jack 
Paar  Special  in  April,  unveiling  its  new 
silent  cue-card  commercials  (Broad- 


Midas’ Sherman  talks  mufflers  with  Jack  Paar 


casting,  April  25)  and,  more  recently, 
The  Derby  Review  program  before 
telecast  of  the  Kentucky  Derby  classic 
on  CBS-TV  May  7.  Midas  also  is  ac- 
tive in  spot  tv  in  about  35  markets, 
supplementing  its  network  exposure. 

Radio  has  not  been  abandoned,  how- 
ever. Midas  has  bought  NBC  Radio’s 
News  on  the  Hour  for  10  weeks  start- 
ing July  4,  marking  its  return  to  a 
property  it  used  in  the  earlier  years  of 
its  growth.  (Another  onetime  proper- 
ty : Paul  Harvey  and  the  News  on  ABC, 
which  accounted  for  much  of  Midas’ 
radio  budget  and  success  in  1957-59.) 
Local  Midas  dealers  also  buy  local  ad- 
vertising on  a co-op  basis. 

Midas’  Philosophy  ■ Gordon  Sher- 
man, an  effusive  conversationalist  with 
roots  in  the  arts  (humanities,  music, 
literature,  horticulture),  feels  strongly 
that  Midas  is  more  “a  fact  of  nature” 
than  its  product.  The  muffler  is  not  an 
“impulse”  item,  he  claims,  and  must 
be  merchandised  accordingly.  He’s  en- 
thusiastic about  tv  because  it  creates 
“lasting  residual  impressions.” 

“We  use  tv  to  build  a solid  founda- 
tion like  the  scaffolding  of  a skyscraper. 
Then  comes  radio,  the  brick-by-brick 
‘skin’  of  the  building  which  because  of 
its  rapid-repeat  possibilities  has  a tap- 
them-from-day-to-day  effect  on  the  con- 
sumer. And  so  tv  brings  to  our  total 
advertising  the  lasting,  towering  di- 
mension while  radio  gives  it  substance 
and  immediate  effect.”  About  adver- 
tising generally:  “The  justification  for 
advertising  begins  and  ends  with  its 
ability  to  educate  the  consumer  on  how 
best  to  serve  his  wants.  The  perver- 
sion of  this  fundamental  justification 
seems  sometimes  to  lie  in  the  fact  that 
the  less  useful  or  valuable  a product  is 
in  our  society  the  more  advertising  it 
receives.  “About  those  ‘silent’  tv  com- 
mercials: We  are  selling  silence  and 
so  we  seek  to  sell  it  silently.” 

Mr.  Sherman  says  he  originally 
started  Midas  as  a means  of  “mingling 
the  arts  with  the  pursuits  of  business” 
and  emphasizes  the  value  of  human  re- 
lationships with  his  dealers.  His  main 
objective:  not  only  to  build  a nation- 
wide chain  of  shops  that  would  sell 
only  mufflers  and  tailpipes,  but  also  to 
make  Midas  synonymous  with  mufflers 
and  every  shop  a part  of  the  commu- 
nity. Within  a year  he  had  121  such 
shops  in  operation  and  the  list  has 
grown  ever  since,  with  saturation  in 
most  major  cities. 

Screening  Process  ■ The  pattern  of 
screening  prospective  Midas  dealers  is 
a novel  one.  Mr.  Sherman  and  aides 
interview  each  applicant  for  “charac- 
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CHIEF  ENGINEER’S  REPORT  ON  RCA-6448 


STILL  GOING  STRONG 

AFTER  18,000  HOURS  OF  DEPENDABLE  SERVICE  ON  CHANNEL  30 

;ead  what  Chief  Engineer  Thomas  Doody  of  Connecticut  Television  writes  about  RCA-6448: 

We  here  at  WHNB,  Channel  30,  would  like  to  report  an  RCA-6448  with  over  18,000  hours  on-air — 99%  of  it  in 
he  aural  power  amplifier  of  our  TTU12-A  transmitter.  We  attribute  much  of  the  longevity  of  this  and  other 
:CA-6448s  to  improved  tube  care,  particularly  the  addition  of  a new  water  purification  system.” 

Awhile  such  long  life  is  exceptional,  it  points  up  the  high  quality  and  dependability  of  the  RCA-6448.  In  fact, 
icreasing  numbers  of  broadcasters  are  finding  that  proper  care  of  their  RCA-6448s  pays  off  in  added  hours  of 
op  performance — frequently  well  beyond  normal  tube  life  expectancy.  Result : low  “per  hour”  tube  costs,  reduced 
ransmitter  maintenance. 

let  in  touch  with  your  RCA  Distributor  of  broadcast  tubes  for  prompt  service  on  all  your  tube  needs.  RCA 
Electron  Tube  Division,  Harrison,  N.  J. 


The  Most  Trusted  Name  in  Electronics 

RADIO  CORPORATION_OE  AMERICA 
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ter,  integrity,  personality  and  empathy” 
with  the  Midas  philosophy  of  public 
service-with-profit  and  turns  those  ap- 
proved over  to  clinical  psychologists  to 
ascertain  whether  “they  have  that  with- 
in them  that  needs  Midas.”  (Dealers 
must  feel  independent  and  secure  to 
best  serve  the  public  he  feels.)  A group 
of  “field  counsellors”,  recruited  largely 
from  the  teaching  and  social  science 
ranks,  serve  as  management  consultants 
and  provide  “the  central  concept  on 
which  we  succeed  or  fail — the  extension 
of  our  leadership.” 

Credited  for  much  of  Midas’  early 
growth  was  Bozell  & Jacobs.  Today  at 
the  Weiss  agency  the  general  approach 
to  advertising  is  explained  by  Ira 
Herbert,  account  executive:  “Midas 

sells  primarily  a service.  We  try  to  get 
across  to  consumers  the  idea  of  implied 
superiority  of  product,  dignity  and  pres- 
tige in  radio  and  tv  commercials.”  As 
a result,  he  points  out,  Midas  has  be- 
come probably  the  foremost  brand  name 
in  mufflers  in  competition  with  such 
firms  as  AP  Parts  Corp.,  Maremont 
Automotive  Products,  Rayco  Mfg.  Co., 
Walker  Mfg.  Co.  of  Wisconsin  and 
Sears,  Roebuck,  among  others.  (An 
agency  survey  showed  that,  in  Chicago, 
50%  of  motorists  interviewed  asso- 


ciated mufflers  with  Midas.) 

Midas  claims  the  only  franchise-dis- 
tribution system  of  its  kind  anywhere. 
Shops,  clean  and  free  from  character- 
istic grease  and  clutter,  are  located 
strategically  so  that  a motorist  is  never 
more  than  a few  minutes  away  from 
rectifying  a faulty  muffler.  Each  car- 
ries a large  stock  for  every  make  and 
model  car  (domestic  and  foreign)  and 
the  muffler  and  tailpipe  costs  about  $15- 
20.  Each  muffler  is  guaranteed  “as  long 
as  you  own  your  car.”  There’s  a nominal 
service  charge  for  any  replacement  dur- 
ing the  guarantee  period. 

While  1960-61  programming  plans 
are  still  unresolved,  “the  Midas  route  is 
undoubtedly  via  tv,”  account  executive 
Herbert  feels.  With  business  booming 
along  at  a current  volume  of  $40  mil- 
lion, a detour  from  air  media  naturally 
seems  unlikely.  In  any  event,  Midas 
confidently  expects  to  add  perhaps  100 
more  shops  and  hit  $50  million  this 
year. 

■ Agency  app’tments 

■ Kudner  Agency,  N.Y.,  announces  its 
resignation  of  the  Arnold  Bakeries 
Inc.  account,  effective  Aug.  31.  Billing 
was  estimated  at  $900,000,  of  which 


only  a modest  amount  is  in  spot  radio- 
tv. Arnold  named  Alston-Smith  & 
Assoc.,  Greenwich,  Conn.,  as  its  new 
agency. 

■ Sunkist  Growers,  L.A.,  appoints  Leo 
Burnett  Co.  as  agency  for  its  fresh 
lemon  advertising,  effective  Nov.  1, 
1960.  Budget,  spent  largely  in  print 
media,  is  $1.3  million  a year.  Major 
portion  of  the  Sunkist  advertising, 
more  than  $5  million  annually,  is  re- 
tained by  Foote,  Cone  & Belding,  L.A. 
Creative  work  on  lemon  advertising  will 
be  handled  at  Burnett’s  headquarters  in 
Chicago,  with  an  account  executive  as- 
signed to  the  Los  Angeles  office. 

■ Chicopee  Mills  Inc.,  N.Y.,  Johnson 
& Johnson  Co.,  appoints  Doyle  Dane 
Bernbach,  that  city,  as  agency  for  its 
baby  products  division,  effective  July 
1,  1960.  Lennen  & Newell,  New  York, 
currently  handles  the  division.  The 
account  which  is  expected  to  bill  about 
$700,000  is  active  in  radio-tv  spot. 

■ Dad's  Root  Beer  Co.,  Chicago,  ap- 
points M.M.  Fisher  Assoc.,  that  city, 
to  handle  advertising  for  Dad’s  root 
beer,  Flip,  Dad’s  lemon,  lime  and 
grapefruit  drinks. 


A touch  of  the  button  for  a statistic  right  on  the  nose 


Almost  anybody  can  get  up  market- 
media  reports. 

All  you  do  is  set  aside  plenty  of  time 
and  staff,  sharpen  pencils  and  dig  in, 
checking  all  the  classic  sources — gov- 
ernment agencies,  Sales  Management, 
A.C.  Nielsen,  Publishers  Information 
Bureau  indexes,  etc.  It  will  take  a while 
and  it  may  keep  a squadron  busy  for 
weeks  with  yards  of  40-column  pads  to 
get  the  media  picture  in  a given  prod- 
uct’s distribution  areas.  But  any  ad- 
vertiser or  agency  can — and  many  do 
— compile  this  by  original  research.  And 
if  you’re  an  agency,  you  cost-account 
it  as  best  you  can. 

A New  York  tabulating  firm  doesn’t 
have  to  make  such  a project  of  it, 
though.  Barnard  does  it  at  the  touch 
of  a button. 

Since  the  computer  era  began  in 
earnest  15  years  ago,  Barnard  has  been 
collecting  statistical  data  and  punching 
it  on  cards.  Media  coverages,  popula- 
tion, qualitative  factors  (income,  sex, 
etc.),  sales  figures — all  available  mar- 
keting facts  are  converted  to  holes  in 
IBM  cards  as  the  information  is  re- 
leased. By  now  the  marketing  library, 
a collection  of  more  than  2 million 
cards,  has  come  into  such  heavy  use  in 
advertising  that  Barnard  has  set  up  a 
new  division,  MATEC  (Media  Alloca- 
tions Through  Electronic  Computers). 


Automatic  Advertising  ■ If  machines 
could  talk,  they  could  tell  some  in- 
teresting competitive  stories.  Over  the 
years,  Barnard  not  only  has  provided 
blue-chip  advertisers  with  market-me- 
dia data  but  also  has  keyed  sales  fig- 
ures into  “before”  campaign  plans  to 
provide  an  “after”  picture  of  what  the 
advertising  dollar  produced  in  terms  of 
an  advertising-sales  ratio.  MATEC 
files  would  be  a formidable  challenge, 
however,  to  a competitive  spy.  All 
client  advertising  and  sales  figures  are 
carefully  coded  so  that  client  identifica- 
tion is  known  only  to  Barnard  top 
management. 

A typical  user  is  a cigarette  com- 
pany. Some  years  ago  the  cigarette’s 
advertising  agency  got  Barnard  to  run 
off  market  and  media  reports  for  its 
sales  areas  all  over  the  country.  They 
might  show  population,  cigarette  sales 
potential,  local  radio  coverage,  local 
tv  coverage,  newspaper  coverage,  na- 
tional network  and/or  magazine  cover- 
age, total  brand  sales  or  any  other  eco- 
nomic or  media  information  the  cam- 
paign requires. 

As  monthly  advertising  and  sales  re- 
ports come  in,  columns  are  added  to 
show  separate  media  allocations  along- 
side product  sales  and  total  advertis- 
ing-sales ratio.  The  figures  are  summed 
up  for  quarterly  and  annual  reports. 


Barnard’s  president,  John  P.  Duffy, 
denies  that  his  firm  has  anything  not 
available  to  anyone  else.  “Our  only 
secret  is  that  we  have  it  on  punched 
cards,”  he  explains.  With  the  cards, 
MATEC  is  billing  between  $40,000 
and  $50,000  a month,  a figure  Mr. 
Duffy  expects  to  double  this  year. 

Going  National  ■ Until  lately,  the 
electronic  service  has  been  largely  a 
neighborhood  monopoly.  Now  agen- 
cies across  the  country  are  expressing 
interest  in  MATEC  and  Mr.  Duffy, 
with  John  Fogarty,  director  of  the 
electronic  library,  is  preparing  an  itin- 
erary to  sell  this  service  nationally. 
MATEC  is  set  to  become  an  informa- 
tion nucleus  connected  with  national 
business  by  telephone  wires. 

MATEC  can  whip  out  the  most  com- 
plicated report  in  two  days.  Simpler 
ones  take  less  time.  The  equipment 
that  does  the  job,  machines  and  15 
years’  accumulation  of  cards,  occupies 
an  entire  floor  at  Barnard’s  headquar- 
ters on  Park  Avenue  South  in  New 
York  City,  with  some  40  people  as- 
signed to  the  division. 

No  machine  has  appeared  so  far  to 
create  an  advertising  campaign.  But 
MATEC  is  doing  much  of  the  work, 
giving  agencies  a billable  record  and 
helping  the  human  genius  in  charge. 
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AYER  TALKS  TOUGH  TO  REPS 

Agency  hits  rate-cutting,  off-card  deals; 
demands  equal  rates  for  similar  advertisers 


N.W.  Ayer  & Son,  one  of  spot  ad- 
vertising’s leading  practitioners,  laid  it 
on  the  line  last  week:  It  served  notice 
that  if  stations  grant  local  rates  or  off- 
card  deals  to  one  advertiser,  it  will  de- 
mand that  they  make  the  same  con- 
cessions for  any  similar  clients  that 
Ayer  serves. 

If  necessary,  Ayer  will  put  men  into 
the  field  to  deal  directly  with  stations 
in  its  effort  to  enforce  the  “most-fav- 
ored nation  clause”  of  the  AAAA 
standard  contract  form.  This  could 
mean  by-passing  station  representatives 
in  the  placing  of  time,  although  Ayer 
made  plain  that  it  had  no  desire  to  see 
the  reps  by-passed  on  their  commis- 
sions on  such  sales. 

This  statement  on  Ayer  policy  was 
expressed  by  L.D.  Farnath,  vice  pres- 
ident in  charge  of  the  media  depart- 
ment, at  the  private  luncheon  at  which 
Ayer  was  host  to  some  75  to  100  sta- 
tion reps  in  New  York  last  Wednesday 
(June  1).  It  had  been  expected  ever 
since  plans  for  the  luncheon  session 
leaked  out  the  week  before  (Broad- 
casting, May  30). 

Although  the  luncheon  was  closed 
to  newsmen  on  the  grounds  that  Ayer 
was  seeking  serious  results  and  not 
hunting  publicity  in  its  move,  details 
of  Mr.  Farnath’s  talk  circulated  rapid- 
ly. He  was  said  to  have  made  these 
main  points,  which  his  audience  ap- 
plauded and  in  no  way  challenged: 

■ Ayer  is  seriously  concerned  about 
the  application,  by  many  stations,  of 
different  rates  for  local  and  national 
business.  If  one  national  advertiser  is 
granted  time  at  local  rates,  his  com- 
petitors are  entitled  to  the  same  con- 
cession. 

■ Ayer  is  not  saying  that  rates  should 
be  lower  or  higher  than  they  are  now. 
It  just  wants  rates  uniformly  applied 
so  that  comparable  advertisers  pay 
comparable  prices. 

Mr.  Farnath  reportedly  acknowl- 
edged that  Ayer  had  been  embarrassed 
by  some  of  its  own  clients’  being  able 
— by  going  direct  to  stations — to  get 
deals  for  time  at  lower  rates  than  the 
agency  itself  had  negotiated  on  a rate- 
card  basis.  One  client  was  said  to  have 
come  back  with  deals  representing  a 
50%  saving  over  what  Ayer  had 
bought. 

Mr.  Farnath  was  said  to  have  called 
attention  to  such  practices  as  those 
about  which  both  Armour  & Co.  and 
Ayer,  as  its  agency,  have  frequently 
protested:  that  Armour  dealers  pay  na- 
tional rates  while  local  packers  get  the 
lower,  local  rates.  As  part  of  the  move 


to  stabilize  the  rate  situation,  Mr.  Far- 
nath also  called  for  a universal  set  of 
definitions  for  local  and  national  rates. 

Support  Sought  ■ The  first  reaction 
of  reps  present  at  the  session  was  one 
of  endorsement.  They  observed  that 
Ayer  is  noted  as  a “clean”  agency 
where  rates  are  concerned — that  it 
does  not  seek  off-card  deals — and 
many  hailed  the  agency’s  stand  as  a 
contribution  to  their  own  efforts  to 
have  stations  abolish  a double  standard 
of  rates  or  at  least  make  and  stick  to 
clearly  defined  distinctions  between  lo- 
cal and  national  business. 

Mr.  Farnath  asked  and  reps  agreed 
to  circulate  the  gist  of  his  speech  to 
their  station  clients.  It  applied  to  both 
radio  and  television  stations,  although 
it  is  generally  agreed  that  the  local-vs.- 


Big  fm  deal 

One  of  fm’s  largest  campaigns 
— 30,000  announcements  to  be 
broadcast  by  1 3 stations  for  a full 
year  at  six  spots  per  day  per 
station — got  under  way  June  1 in 
Southern  California. 

The  advertiser  is  Lou  Von 
Witte,  distributor  of  Becker 
am/fm  auto  radios.  The  business 
was  placed  direct  with  the  stations 
after  negotiating  with  their  as- 
sociation, Fm  Broadcasters  of 
Southern  California.  The  adver- 
tised product  is  the  Becker  am/fm 
auto  radio,  which  retails  for 
$179.95.  Any  listener  writing  or 
phoning  one  of  the  fm  stations 
may  obtain  a certificate  entitling 
him  to  an  “fm  listener  bonus”  of 
a $50  reduction  in  list  price. 

These  certificates  will  give 
Becker  dealers  a means  of  mea- 
suring the  effectiveness  not  only 
of  the  fm  campaign  but  also  of 
the  individual  stations.  The  deal- 
ers will  report  to  FMBSC  an  ex- 
act count  of  the  number  of 
am/fm  sets  they  install  in  cars 
each  week,  which  will  give  the 
fm  broadcasters  reliable  statistics 
on  the  amount  of  fm  listening  in 
autos. 

The  participating  fm  stations 
are:  KBBI.  KBCA,  KCBH, 

KGLA,  KHOF,  KMLA  and 
KRHM,  all  Los  Angeles;  KUTE 
Glendale,  KDUO  and  KPLI 
Riverside,  KLGF  San  Fernando, 
KFIL  Santa  Ana,  KRCW  Santa 
Barbara. 


national  problem  is  greater  in  radio. 

His  talk — the  only  one  at  the  lunch- 
eon— made  no  reference  to  special  dis- 
counts for  summer  television  although 
Ayer  had  contributed  to  a controversy 
on  this  score  only  a few  weeks  earlier 
by  sending  out  letters  urging  reps  to 
consider  recommending  that  summer 
tv  fates  be  lowered  because,  according 
to  Ayer  and  some  other  agencies,  the 
cost  of  reaching  viewers  is  higher  dur- 
ing the  summer.  Representatives  are  on 
record  as  opposing  any  such  move  on 
the  ground  that  special  summer  dis- 
counts are  unnecessary,  unjustified  and 
unfair  to  cold-remedy,  snow-tire  and 
other  winter-season  advertisers  (Broad- 
casting, May  23). 

Y&R  ‘hires’  Univac 
to  lighten  paper  work 

A million-dollar  addition  to  Young 
& Rubicam’s  staff  begins  a first  day  at 
work  today  (June  6). 

The  added  staff  help  comes  from 
Remington  Rand  Univac  File-Com- 
puter Data  Automation  System — Mod- 
el 1.  As  in  most  automation  uses,  the 
Univac  is  designed  to  lighten  paper 
work  but  will  not  take  the  place  of 
thinking. 

Young  & Rubicam,  a major  agency, 
claims  it’s  the  first  in  the  field  to 
own  an  “advanced  electronic  computer 
system.”  When  the  button  is  pushed 
today,  the  automated  equipment  will 
begin  handling  at  least  32  accounting 
operations  (formerly  processed  on  tabu- 
lating machines)  and  take  a load  off  the 
media  department  in  estimating  and 
preparing  the  orders  needed  in  the 
routine  of  time  and  space  buying. 

When  Univac  gets  used  to  Y&R  and 
vice-versa,  the  automation  system  may 
be  applied  to  broader  and  more  high- 
level  projects  such  as  the  processing  of 
research  data  and  the  compiling  of 
complex  marketing  information. 

New  Home  ■ The  new  staffer, 
“hired”  at  the  cost  of  nearly  $1  million 
including  installation,  will  be  housed 
in  a specially  constructed  room  on  the 
11th  floor  of  Y&R’s  accounting  de- 
partment at  2 Park  Ave.,  in  New  York. 

The  Univac  in  accounting  operations 
will  be  of  use,  for  example,  in  the  bill- 
ing and  paying  aspects  of  radio  and 
television  production.  In  media  com- 
putation, the  automated  system  can 
find  the  cost  of  a proposed  campaign 
by  sifting  through  its  store  of  informa- 
tion and  selecting  stations’  rates,  ad- 
justing these  figures  according  to  the 
client’s  contract  rate,  applying  appro- 
priate discounts  while  including  the 
computation  for  agency  commission. 

The  final  figure  for  each  schedule  in 
a campaign  can  be  obtained  in  min- 
utes, the  contract  forms  prepared  by  a 
high-speed  printing  unit. 
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5000  WATTS 

The 

Quality 

Station 


The  new  program  format  at  WCAE,  encompassing 
many  new  program  ideas,  fits  that  pattern.  More  and 
more  listeners  are  tuning  to  WCAE  for  leading  per- 
sonalities . . . the  best  music  . . . tops  in  news  and 
exciting  entertainment.  A greater  WCAE  in  a greater 
Pittsburgh. 
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WCAE  is  growing  with  the  NEW  Pittsburgh.  In 
every  field  . . . Industry  . . . Retailing  . . . Civic 
endeavor . . . Culture,  a new  framework  of  growth  is 
emerging  ...  an  even  greater  Pittsburgh  is  taking 
shape.  For  more  than  30  years,  WCAE  has  been  a 
vital  part  of  that  growth. 


m 


RADIO-TV’S  WORLD  MARKET 


Its  problems,  potential 

The  International  Advertising  Assn, 
is  notifying  Cuba  of  its  concern  over 
“suppression”  of  free  broadcasting  and 
publishing.  A strongly  worded  resolu- 
tion was  read  at  last  week’s  12th  An- 
nual International  Advertising  Congress 
in  New  York.  This  week  the  IAA  board 
will  act  upon  it  and  send  it  along. 

More  than  500  admen  from  several 
continents  heard  the  protest  June  1 at 
the  opening  luncheon  of  a three-day 
meeting.  The  resolution  condemned  in- 
tervention in  operation  of  the  CMQ 
television  and  radio  properties  and 
pointed  out  that  operator  Goar  Mestre 
was  the  first  recipient  of  the  associa- 
tion’s International  Advertising  Man  of 
the  Year  award  in  1951.  IAA  said  it 
would  “continue  to  use  all  of  its  moral 
powers  in  behalf  of  maintaining  the 
freedom  of  the  press  and  other  media 
so  that  the  free  exchange  of  ideas  and 
goods  and  services  can  continue 
throughout  the  world.” 


noted  at  IAA  congress 

The  1960  Man  of  the  Year  award 
was  presented  to  Shirley  Woodell,  who 
recently  was  a J.  Walter  Thompson  vice 
president  who  is  now  living  in  Chapel 
Hill,  N.C.,  and  lecturing  at  the  U.  of 
North  Carolina.  Mr.  Woodell  was  first 
president  of  the  World  Advertising  Or- 
ganization in  1938. 

Appearing  on  the  opening-day  plat- 
form alongside  major  international  ad- 
vertisers, former  NBC  Board  Chairman 
Sylvester  Weaver,  now  chairman  of 
McCann-Erickson  Corp.  (International), 
said  television  has  a big  role  in  raising 
world  standards,  along  with  modern 
marketing.  “We  pretend  to  laugh  at  cul- 
tural things  in  America,”  he  said,  “and 
yet  we  got  30  million  people  to  watch 
the  Royal  Ballet  for  an  hour  and  a 
half;  and  since,  even  bigger  audiences 
have  been  gained  for  non-fiction,  for 
cultural  coverage,  for  the  classics.”  Such 
a communication  gain  leads  to  under- 
standing. Proper  use  of  television,  along 


with  common  trademark  brands  and 
common  selling  methods  will  bring 
worldwide  gains,  the  M-E  International 
chief  said. 

Arthur  Nielsen  Jr.,  president  of  A.C. 
Nielsen  Co.,  Chicago,  told  how  televi- 
sion solved  a marketing  problem  in  Ger- 
many. Mr.  Nielsen  said  a manufacturer 
successfully  introduced  a new  package 
size  in  large  stores  of  a German  metro- 
politan market  but  found  slower  ac- 
ceptance by  rural  and  small  stores.  The 
Nielsen  client  supplemented  distribution 
promotion  with  a strong  television  cam- 
paign which  jacked  up  his  distribution 
immediately.  “Subsequent  experiments 
with  tv  in  this  area  demonstrated  that  it 
was  an  extremely  effective  medium  in 
holding  both  distribution  and  share, 
even  with  substantially  reduced  in-store 
promotion,”  Mr.  Nielsen  told  the  IAA. 
After  this  experience,  the  manufacturer 
reallocated  some  of  his  budget  from  in- 
store to  tv  and  has  successfully  com- 
pleted national  distribution  of  the  new 
package  size,  the  researcher  said. 

Ray  W.  MacDonald,  vice  president 
of  the  Burroughs  Corp.  International 
Division  and  keynoter  of  the  World  Ad 
Congress,  said  the  free  world  outside 
the  U.S.  and  Canada  is  a market  as 
large  as  these  two  countries  combined, 
that  it  is  growing  50-100%  faster  and 
has  a potential  10  times  as  large.  The 
U.S.,  he  said,  has  9%  of  the  world’s 
180  million  people  and  50-54%  of  the 
productive  capacity  for  goods  and  serv- 
ices. 

Chairman  of  the  1960  IAA  Congress 
was  Allen  Reffler  of  Life  International. 
Deputy  chairmen  were  Sylvan  M.  Bar- 
net  Jr.  of  Barnet  & Reef  Assoc.,  ad- 
vertising agency,  and  C.V.  Pickering  Jr. 
of  Union  Carbide  International  Co. 
Robert  T.  Lund,  publisher  of  Printers’ 
Ink,  served  as  program  chairman. 

$100,000  weekly 
for  N.Y.  Coke  drive 

Coca-Cola  Bottling  Co.  of  New  York 
will  uncap  a $100,000  weekly  advertis- 
ing campaign  on  June  27  to  introduce 
King-Size  Coca-Cola  in  the  New  York 
area.  Radio  and  tv  will  split  two-thirds 
of  the  ad  budget,  with  radio  getting  a 
slightly  heavier  share  than  tv,  accord- 
ing to  the  client’s  agency,  McCann- 
Marschalk  Co.  The  remaining  third 
will  go  to  newspapers. 

The  new  12-ounce  bottle  of  Coca- 
Cola  has  been  placed  in  some  400 
markets,  with  New  York  the  last  major 
market  on  the  list,  an  agency  spokes- 
man said  last  Thursday  (June  2).  He 
added  that  the  New  York  bottling 
plant’s  ad  expenditures  reached  similar 
proportions  in  1956  when  the  24- 
ounce  Family-Size  bottle  was  intro- 
duced. 


Paris  in  Hollywood  ■ A one-minute 
commercial  with  a piquant  French 
accent  was  produced  at  the  Revue 
Studios  in  Hollywood,  spotlighting 
the  Renault  Dauphine.  It  will  be 
shown  on  CBS-TV’s  Markham  pro- 
gram on  June  30  (9:30-10  p.m.). 
For  such  a Gallic  client  as  the  Re- 
nault Dauphine,  the  agency  (Kudner 
Adv.)  and  the  film  producer  (Elliot, 
Unger  & Elliot)  created  some 
realistic  continental  scenes:  cobble- 
stone streets,  a besmocked  French- 


man on  bicycle  carrying  a loaf  of 
bread,  a European  archway,  a water- 
splashing  fountain,  and  actor  Ray 
Milland,  intoning  in  an  Anglo- 
French  accent  “Tres  smart  . . . that’s 
the  Dauphine.  And  wonderfully  eco- 
nomical. Vive  la  France.  Vive  la 
Dauphine.”  P.S.  The  commercial  is 
so  “Frenchy”  in  flavor  . . . but  note 
the  California  license  plate.  A Kud- 
ner spokesman  said  the  commercial 
was  shown  several  months  ago  and 
viewers  took  it  in  stride. 
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SEE  FOR  YOURSELF  WHY  ONE 
STATION  DOES  AROUND  80%  OF  THE 
LOCAL  BUSINESS  IN  DES  MOINES 


Central 
Surveys  Study 
(Feb.  1960) 
Ask  Katz 
for  the 
facts 


Nielsen 
(Feb.  1960) 
Ask  Katz 

ARB 
(Mar.  1960) 
Ask  Katz 


/ Most  Watched  Station  . - . KRNT-TV! 

I Most  Believable  Personalities  . . . KRNT-TV! 
j Most  Believable  Station  . . . KRNT-TV! 

(Most  People  Would  Prefer  KRNT-TV  Personalities  As  Neighbors! 

Most  People  Vote  KRNT-TV 

The  Station  Doing  the  Most  to  Promote  Worthwhile 
Public  Service  Projects! 

( Wonderful  Ratings  on  KRNT-TV! 

) The  Points  Where  Your  Distribution  is  Concentrated 

( Wonderful  Ratings  on  KRNT-TV! 

) The  Points  Where  the  Points  Count  the  Most  for  You. 


Ask  Katz 
about 
Central  Iowa 
Advertisers 


See  for  yourself  the  list  of  local  accounts  whose 
strategy  is  to  use  this  station  almost  exclusively.  It  reads 
like  who’s  who  in  many  classifications— Foods  and  Financial 
Institutions,  to  name  a couple. 


See  for  yourself  the  new,  tried  and  proved  power  concept  of  these  companies 
of  concentrating  on  one  station.  See  for  yourself  how  they  use  this  station  to  get  distri- 
bution and  produce  sales.  The  bold  concept  used  by  these  companies  discards  the  old 
strategy  of  a little  here,  a little  there,  a little  some  place  else.  Old  strategy  oftentimes  results 
in  a dissipation  of  efforts. 

See  for  yourself  why  KRNT-TV  regularly  carries  around  80%  of  the  local 
business.  See  for  yourself  that  this  station  is  a big  enough  sales  tool  to  win  your  sales 
battle  if  it's  used  in  a big  enough  way. 

KRNT-TV 

DES  MOINES 
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A COWLES  STATION 
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WGN  WINS  AGAIN! 


For  two  years  in  a row,  radio  station 
WGN,  Chicago,  has  won  the  coveted 
Alfred  P.  Sloan  Award  for  distinguished 
public  service  in  highway  safety.  The 
citation  reads  as  follows: 

“WGN  Radio  in  1959  virtually  doubled 
the  traffic  safety  programming  that  earned 
the  station  a Sloan  Award  last  year. 

“Notable  were  its  Signal  10  program 
which  imaginatively  attacked  the  problem 
of  traffic  law  enforcement  in  a two-state 
area;  a safety  slogan  contest  that  drew 
more  than  10,000  entries;  its  frequent 
Trafficopter  reports,  daily  providing  help- 
ful services  to  motorists  and  effectively 
tied  in  with  instructive  safety  facts;  and, 
in  addition,  a heavy  volume  of  safety 
spots  and  announcements. 


“WGN’s  Safety  Crusade  doubtless  has 
been  an  important  factor  in  the  recent 
improvement  of  Chicago’s  traffic  accident 
record.” 


WGN  RADIO  Chicago 


First  in  Service 


1ST  QUARTER  GROSS  BILLINGS 

{Network  tv  advertiser  spending  as  released  Friday  by  TvB,  compiled  by  LNA-BAR) 


TV’S 

Estimated  Expenditures  of  Network  Television  Advertisers 
By  Product  Classification 


Agriculture  & farming 
Apparel,  footwear  & accessories 
Automotive,  automotive  accessories  & equipment 
Beer,  wine 

Building  materials,  equipment  & fixtures 

Confectionery  & soft  drinks 

Consumer  services 

Drugs  & remedies 

Food  & food  products 

Freight,  industrial  & agricultural  development 

Gasoline,  lubricants  & other  fuels 

Horticulture 

Household  equipment  & supplies 
Household  furnishings 
Industrial  materials 
Insurance 

Jewelry,  optical  goods  & cameras 
Office  equipment,  stationery  & writing  supplies 
Publishing  & media 
Radio,  tv  sets,  phonographs, 

musical  instruments,  accessories 
Smoking  materials 
Soaps,  cleansers  & polishes 
Sporting  goods  & toys 
Toiletries  & toilet  goods 
Travel,  hotels  & resorts 
Miscellaneous 
Total 

Top  15  Network  Brand  Advertisers 

March  1960 

1.  Dristan 

2.  Anacin 

3.  Bayer  aspirin 

4.  Phillies  cigars 

5.  Texaco 

6.  Winston  cigarettes 

7.  Tide 

8.  Colgate  dental  cream 

9.  Chesterfield  cigarettes 

10.  Gleem  toothpaste 

11.  One-A-Day  Vitamin  tablets 

12.  Pall  Mall  cigarettes 

13.  Viceroy  cigarettes 

14.  Bufferin 

15.  Kent  cigarettes 


March 

Jan. -Mar. 

Jan. -Mar. 

1960 

1960 

1959 

$ 211,481  $ 

557,211 

$ 482,984 

659,455 

1,306,430 

1,025,123 

4,706,807 

13,625,480 

11,525,104 

763,080 

2,227,144 

1,230,584 

252,652 

509,543 

794,119 

1,536,895 

4,728,301 

3,584,639 

356,710 

1,251,566 

1,072,116 

7,602,442 

23,450,652 

19,514,590 

10,059,547 

30,048,729 

30,969,922 

79,240 

193,240 

76,843 

1,378,198 

4,134,698 

700,008 

22,547 

97,897 

38,788 

2,019,349 

5,876,509 

6,592,822 

834,425 

1,610,656 

785,660 

1,820,544 

5,822,926 

5,642,238 

908,726 

2,755,651 

2,670,688 

915,793 

2,459,742 

2,003,205 

171,299 

707,007 

1,124,292 

7,314 

341,241 

1,048,900 

1,594,072 

6,426,847 

19,855,269 

19,901,263 

6,419,088 

17,936,562 

16,997,191 

258,099 

610,275 

605,402 

9,783,053 

28,085,438 

25,186,452 

186,749 

496,021 

471,463 

832,050 

2,439,414 

1,929,860 

$58,546,317  $171,842,575 

$156,519,428 

Top  15  Network  Company 

Advertisers 

March  1960 

1.  Procter  & Gamble 

$4,346,236 

2.  American  Home 

Products 

3,020,202 

3.  Lever  Brothers 

2,599,425 

4.  Colgate-Palmolive 

1,943,119 

5.  General  Motors 

1,845,204 

6.  General  Foods 

1,647,339 

7.  Sterling  Drug 

1,505,569 

8.  Ford  Motor 

1,333,199 

9.  R.  J.  Reynolds 

1,276,147 

10.  Kellogg 

1,081,848 

11.  Texaco 

1,062,940 

12.  Chrysler 

1,059,490 

13.  Brown  & Williamson 

994,978 

14.  General  Mills 

983,616 

15.  Gillette 

899,831 

Top  25  Network  Brand  Advertisers 


First  Quarter  1960 


1. 

Dristan 

$2,572,758 

2. 

Anacin 

2,551,128 

3. 

Phillies  cigars 

2,067,112 

4. 

Bayer  aspirin 

1,930,483 

5. 

Winston  cigarettes 

1,601,206 

6. 

Pall  Mall  cigarettes 

1,568,382 

7. 

Colgate  dental  cream 

1,535,428 

8. 

Chesterfield  cigarettes 

1,510,480 

9. 

Tide 

1,494,929 

10. 

Kent  cigarettes 

1,390,723 

11. 

L&M  cigarettes 

1,387,881 

12. 

Texaco 

1,374,052 

13. 

One-A-Day  Vitamin 

1,329,067 

14. 

Bufferin 

1,240,095 

15. 

Viceroy  cigarettes 

1,197,447 

16. 

Gleem  toothpaste 

1,185,774 

17. 

Chevrolet 

1,175,779 

18. 

Phillips  Milk  of  Magnesia 

1,082,178 

19. 

Oldsmobile 

1,072,042 

20. 

Listerine  Antiseptic 

1,061,634 

21. 

Salem  cigarettes 

1,053,228 

22. 

Plymouth 

1,050,442 

23.  Crest  toothpaste 

1,030,791 

24. 

Marlboro  cigarettes 

1,028,063 

25. 

Gillette  razors-  and  blades 

1,022,187 

Top  25  Network  Company 
Advertisers 

First  Quarter  1960 


1. 

Procter  & Gamble 

$11,638,542 

2. 

American  Home  Products 

8,682,839 

3. 

Lever  Brothers 

7,597,976 

4. 

General  Motors 

5,844,404 

5. 

Colgate-Palmolive 

5,806,258 

6. 

General  Foods 

5,104,698 

7. 

Sterling  Drug 

4,339,769 

8. 

R.  J.  Reynolds 

3,541,857 

9. 

Ford  Motor 

3,452,881 

10. 

General  Mills 

3,294,993 

11. 

Kellogg 

3,146,226 

12. 

Liggett  & Myers 

3,114,851 

13.  Chrysler 

3,040,400 

14. 

T exaco 

2,959,160 

15. 

Gillette 

2,899,688 

16. 

Brown  & Williamson 

2,886,182 

17. 

American  Tobacco 

2,608,830 

18. 

Bristol-Myers 

2,586,715 

19. 

Philip  Morris 

2,528,593 

20. 

National  Biscuit 

2,496,876 

21. 

Miles  Laboratories 

2,346,659 

22. 

National  Dairy  Products 

2,178,588 

23. 

Bayuk  Cigars 

2,086,933 

24. 

Pharmaceuticals 

2,077,911 

25. 

P.  Lori  Hard  Co. 

2,043,600 

$903,739 

860,934 

680,222 

605,615 

595,247 

563,246 

559,196 

549,336 

495,389 

482,020 

469,952 

446,260 

422,342 

413,475 

402,455 


AAAA’S  CRUSADE 
Calls  for  good  taste 
as  well  as  ad  truth 

Augmenting  efforts  of  the  Better 
Business  Bureaus  to  work  with  adver- 
tisers, agencies  and  media  to  maintain 
truth  in  advertising,  the  American 
Assn,  of  Advertising  Agencies  is  launch- 
ing a drive  to  maintain  good  taste  in 
advertising  as  well. 

The  new  plan  is  essentially  an  ex- 
tension of  the  interchange  plan  operated 
by  AAAA  nationally.  Frederic  R. 
Gamble,  AAAA  president,  discussed 
the  plan  with  the  Southern  California 
Council  of  AAAA,  as  well  as  with 
many  of  its  74-member  agencies,  Tues- 
day (May  31)  in  Los  Angeles. 

Under  the  interchange  plan,  media, 
advertisers  or  agencies  can  submit  com- 
plaints about  advertising  they  consider 
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objectionable  to  the  AAAA  Inter- 
change Committee,  which  reviews  the 
advertising.  If  the  committee  agrees 
it  is  objectionable,  the  agency  responsi- 
ble for  placing  the  advertising,  and 
presumably  for  producing  it  as  well, 
is  notified  and  is  expected  to  take  cor- 
rective measures.  If  it  does  not,  the 
committee  reports  the  case  to  the 
AAAA  Board  of  Governors. 

This  system  has  worked  so  well  on 
a national  basis  that  the  AAAA  board 
unanimously  agreed  to  try  it  on  a local 
basis,  Mr.  Gamble  said.  The  AAAA 
local  councils  in  some  20  cities  have 
been  asked  to  confer  with  advertising 
organizations  and  with  media  in  their 
areas,  as  well  as  with  the  Better  Busi- 
ness Bureaus,  to  put  it  into  effect.  Be- 
ginnings have  been  made  in  more  than 
a dozen  cities  already,  he  said. 

Unlike  the  government,  which  can 
use  force  to  insure  truth  in  advertising, 
or  the  BBB,  which  “can  get  pretty 


forceful  at  times,  itself,”  Mr.  Gamble 
noted  that  in  matters  of  taste,  “persua- 
sion is  our  only  tool.”  No  agency,  no 
advertiser,  no  advertising  club  or  or- 
ganization can  tell  any  advertiser  not 
to  use  any  medium  without  being 
guilty  of  illegal  restraint  of  trade,  he 
stated.  He  commented  that  “this  would 
be  regulation  by  elected  representatives 
in  industry  and  there’s  no  difference 
between  this  and  regulation  by  elected 
representatives  in  government. 

“We  must  feel  our  way  along  care- 
fully, thoughtfully  and  soberly”  in  any 
efforts  to  improve  taste  in  advertising, 
he  said,  pointing  out  that  taste  is  a 
less  tangible  thing,  more  subject  to  in- 
dividual variations  of  interpretation, 
than  truth.  To  aid  the  local  groups  in 
the  various  communities  with  the  task, 
the  AAAA  Interchange  Committee  will 
process  complaints  submitted  about  lo- 
cal and  regional  ads  so  far  as  they  are 
able. 
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MGM-TV  now  offers 

THE  BEST  OF 


Wire, 

write  or  phone 


1540  Broadway 
New  York  36,  N.Y. 
JUdson  2-2000 

» 


Fun  for  everyone  with  Pete  Smith!  The  whole  family 
will  want  to  tune  in  on  these  comedy 
treats  which  will  build  HILARIOUS  HI  RATINGS 
for  your  station  any  hour  of  the  day  or  night. 
We’ve  selected  101  of  Pete  Smith’s  very  best 
specialties  for  perfect  programming  as  a x/i  horn’ 
show  across  the  board  or  integrated  into  a pep-up 
comedy  hour ...  or  spotted  ahead  or  after  a feature  film. 

Hurry  and  get  full  information  while  your  market  is  still  open. 

P.  S.  ( Programming  Suggestion ) 
Don’t  forget  the  135  great  M-G-M  cartoons  are  still 
available  first-run  in  a number  of  markets . 


■ 


ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking  television 

network  shows 

for  each 

SiMi Jill 

day  of  the  week  May  26-June  1 as  rated  by 

the  multi-city 

Arbitron 

Date 

! Instant  ratings  of  America  Research  Bureau. 

Program  and  Time 

Network 

Rating 

Thur.,  May  26 

Untouchables  (9:30  p.m.) 

ABC-TV 

21.7 

Fri.,  May  27 

The  Detectives  (10  p.m.) 

ABC-TV 

23.2 

Sat.,  May  28 

Gunsmoke  (10  p.m.) 

CBS-TV 

27.3 

Sun.,  May  29 

What's  My  Line  (10:30  p.m.) 

CBS-TV 

21.8 

Mon.,  May  30 

Danny  Thomas  (9  p.m.) 

CBS-TV 

22.2 

Tue.,  May  31 

Garry  Moore  (10  p.m.) 

CBS-TV 

21.8 

Wed.,  June  1 

U.  S.  Steel  Hour  do  p.m.) 

CBS-TV 

20.2 

Copyright  1960  American  Research  Bureau 

TV  AD  COSTS 
Burnett’s  S.H.  White 
tells  how  to  trim  them 

How  do  production  costs  of  tv  com- 
mercials get  out  of  control? 

In  many  ways,  but  the  responsibility 
lies  with  the  agency  producer,  who  “is 
a much  more  important  cog  than  is 
sometimes  realized.”  This  was  the  as- 
sertion last  week  of  S.  Hooper  White, 
New  York  manager,  tv  commercial 
production,  Leo  Burnett  Co.  He  added, 
“your  control  of  production  costs  in  tel- 
evision commercials  is  no  better  than 
the  creative  ability  of  the  agency  pro- 
ducer involved.” 

Mr.  White  spoke  Thursday  (June  2) 
at  the  Assn,  of  National  Advertisers’ 
workshop  on  advertising  administra- 
tion and  financial  control  at  the  West- 
chester Country  Club,  Rye,  N.Y. 

The  reason  why  a $6,000  commer- 
cial may  finally  cost  as  much  as  $10,- 
000,  Mr.  White  said,  “usually  can  be 
traced  to  lack'  of  understanding  and 
proper  communication  between  many 
people.  Perhaps  when  the  agency  pro- 
ducer said  ‘we’ll  have  music  in  the 
sound  track,’  he  meant  existing  library 
music,  while  the  client  thought  of  new, 
original  music  involving  composition 
scoring,  recording  session  and  pay- 
ments to  individual  musicians.  This 
misunderstanding  alone  could  cost 
$3,000.” 

Counting  the  Cost  ■ Mr.  White  sug- 
gested that  the  client  participate  “ear- 
ly” in  the  production.  “A  client  should 
have  an  idea  thoroughly  explained  to 


Big  Bud  buy 

Anheuser-Busch,  St.  Louis,  will 
sponsor  The  Third  Man,  NTA 
half-hour  series  starring  Michael 
Rennie,  for  Budweiser  beer,  in 
one  of  the  largest  sales  in  the  his- 
tory of  television  film  syndication 
(At  Deadline.  May  30).  The 
contract  gives  the  brewer  the  pro- 
gram for  the  entire  country  ex- 
cept for  New  York.  It  is  expected 
that  Budweiser  will  sponsor  the 
program  in  more  than  100  mar- 
kets. It  will  be  made  available  to 
other  advertisers  for  co-sponsor- 
ship  in  some  market  and  in  others 
on  an  alternate  week  basis.  Harry 
Cheeley,  president  of  D’Arcy 
Adv.  Co.,  St.  Louis,  Budweiser 
agency,  said  41  different  program 
series  were  screened  before- TAe 
Third  Man  was  picked.  The  39 
episodes  have  all  been  filmed, 
partly  here,  partly  abroad,  with  a 
total  production  budget  of  $2 
million. 


him,  with  the  intent  of  the  commercial 
completely  agreed  upon.” 

Mr.  White  gave  a series  of  “check- 
point questions  which  must  be  satis- 
factorily answered  every  time  a com- 
mercial or  a commercial  series  is 
planned  for  production.”  He  said  each 
question  must  be  answered  “yes”  for 
success.  His  list: 

(1)  First  and  last,  is  the  idea  a good 
one  for  selling  my  product?  Does  it  sell 
with  believability?  Will  they  want  to 
have  my  product  around  the  home 
next  year,  too,  because  of  this  com- 
mercial idea? 

(2)  Are  we  allowing  enough  pre-pro- 
duction planning  time?  Are  the  right 
people  present  at  the  meeting? 

(3)  Should  the  commercial  be  done 
in  animation,  in  live  action,  on  film  or 
video  tape?  Should  it  combine  elements 
of  live  action  film  and  animation?  Have 
we  decided  to  use  the  best  production 
methods  or  combinations  of  methods  for 
the  most  effectve  selling  job? 

(4)  Have  we  agreed  to  allow  enough 
time  to  successfully  produce  the  com- 
mercial material? 

(5)  Will  its  eventual  production  cost 
be  in  line  with  the  general  television 
budget,  including  media  costs? 

(6)  Do  I trust  the  ability  and  com- 
petence of  the  people  assigned  to  car- 
ry out  the  idea? 

(7)  Will  I be  wise  enough  to  not  only 
make  suggestions  but  to  listen  to  the 
other  experts  involved? 

(8)  And  to  repeat  the  first  question 
which  must  be  answered:  Is  the  idea  a 
good  one  for  selling  my  product?  This 
is  not  a silk-purse-from-a-sow’s-ear 
business. 

Grant  adds  more 

Grant  Adv.,  New  York,  has  added 
three  accounts  and  two  more  execu- 
tives in  latest  move  of  aggressive  re- 
covery drive.  Accounts  are  Delka  Re- 
search Corp.,  (Armor-Cote  chemical 
coating  being  readied  for  market), 
Ridgewood,  N.J.,  expected  to  bill  $2 
million;  Lovable  Brassiere  Co.  of  At- 
lanta, Ga.,  to  bill  $400,000,  formerly 
with  Cohen.  Dowd  & Aleshire,  and 
Joseph  H.  Meyer  Bros.  (Richelieu 
Pearls),  Brooklyn,  N.Y.,  billing  $100,- 


000,  also  moving  from  Cohen,  Dowd 
& Aleshire. 

New  executives  are  Michael  A.  Ray- 
mond, senior  vice  president  of  Cohen, 
Dowd  & Aleshire,  who  becomes  senior 
vice  president  and  group  supervisor  of 
Grant,  and  Marion  Mac  Donald,  senior 
tv-print  writer,  Dancer,  Fitzgerald  & 
Sample,  who  goes  to  Grant  as  copy 
group  head,  package  goods.  Additions 
come  on  heels  of  company’s  transfer 
of  domestic  headquarters  to  New 
York  under  President  Elliott  PI  owe 
(Broadcasting,  May  30)  and  other 
business  acquisitions,  including  Fiat  car 
account.  Agency  expects  to  recoup  win- 
ter’s $17  million  Dodge  loss  by  fall  this 
year. 

■ Business  briefly 

Taking  a ride  ■ Oldsmobile  Div.,  Gen- 
eral Motors  Corp.,  has  picked  up  alter- 
nate-hour sponsorship  of  NBC-TV’s 
Michael  Shayne,  new  mystery-detective 
series  scheduled  for  the  1960-61  season 
(Fri.  10-11  p.m.  NYT).  Pittsburgh 
Plate  Glass  was  previously  signed  for 
alternate  thirds  of  the  Richard  Denning 
starrer.  Agency:  D.P.  Brother  & Co., 
Detroit. 

Dramas  booked  ■ John  H.  Breck  Inc. 
(hair  and  scalp  preparations),  Spring- 
field,  Mass.,  has  purchased  one-half 
sponsorship  of  All-Family  Classics,  a 
series  of  six  two-hour  dramatic  specials 
based  on  some  of  the  world’s  greatest 
novels,  to  be  presented  next  season  on 
CBS-TV.  The  series  will  be  produced 
by  David  Susskind  for  Talent  Associ- 
ates Ltd.,  in  association  with  CBS-TV. 
Each  program  will  be  broadcast  in  two 
installments  of  one  hour  each,  from 
7:30  to  8:30  p.m.  on  successive  nights. 
Two  are  slated  this  fall  and  four  after 
Jan.  1.  Agency:  Reach,  McClinton  & 
Co.,  Boston. 

Campaign  afloat  ■ The  Charles  E. 
Hires  Co.,  Phila.,  is  promoting  the  hot 
weather  compatability  of  Hires  root 
beer  and  ice  cream  when  mixed  into 
a root  beer  “float.”  To  accomplish 
this  the  company  will  use  some  $250,- 
000  worth  of  print,  tv,  radio,  outdoor 
and  transit  advertising,  built  primarily 
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Fargo  is  the  SPENDINGES 1 

city  in  the  U.  S.  A. 


And  WDAY  gets  by  far  the  biggest  audience 
in  this  54 -county  area! 

The  Consumer  Markets  pages  of  "Radio  Rates” 
show  that  Fargo  is  the  No.  1 city  in  the  U.S.A., 
for  Retail  Sales  Per  Family! 

Also  — the  Jan.  19-Feb.  13,  1959  Pulse  Area 
Survey  shows  that  WDAY  is  by  jar  the  top  station 
among  37  that  compete  for  audience  in  our  54- 
county  area. 

All  this  confirms  the  wisdom  of  you  advertisers 
who  have  been  choosing  WDAY  since  1922! 

There  just  ain’t  no  station  anywhere  else  in  the 
U.S.  that  does  so  much  — for  so  many  — for  so 
little!  Ask  PGW! 


PULSE  AREA  REPORT  (54  COUNTIES) 

JAN.  19  - FEB.  13,  1959 

SHARE  OF  AUDIENCE  — IN-HOME  & OUT-OF-HOME 


6 A.M.-12  N. 

12  N.-6  P.M. 

6 P.M. -Mid. 

WDAY 

24 

23 

24 

STA.  B 

12 

15 

16 

STA.  C 

9 

10 

10 

STA.  D 

8 

8 

8 

STA.  E 

6 

6 

6 

STA.  F 

3 

4 

3 

32  Others 

38 

34 

33 

WDAY 

FARGO,  N.  D. 

NBC  • 5000  WATTS 
970  KILOCYCLES 
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around  local  media.  The  campaign 
will  be  supported  by  local  franchised 
bottlers  and  will  seek  tie-in  support 
from  supermarkets,  dairy  companies, 
chain  store  fountain  operations,  etc. 
Self-liquidating  premiums  such  as  ice 
cream  scoops  and  root  beer  steins  will 
be  available  in  many  markets. 

■ Also  in  advertising 

Hands  across  the  sea  ■ Mogul  Wil- 
liams & Saylor,  N.Y.,  last  week  an- 
nounced its  expansion  into  the  Inter- 
national advertising  field  through  an 


extension  of  its  affiliation  with  Dudley 
Turner  & Vincent  (Overseas)  Ltd.  of 
London  to  include  an  association  with 
Publivinco  (Europe)  Societe  Anonyme, 
network  of  54  agencies  in  40  countries. 
MW&S  has  been  associated  with  Dud- 
ley Turner  & Vincent  since  1955. 
DT&V  was  a prime  mover  in  the  de- 
velopment and  recent  incorporation  of 
Publivinco. 

Chun  King  prize  ■ J.W.  Abernethy, 
merchandising  director  of  KFSD-TV 
San  Diego,  won  for  his  station  first 
prize  in  a nationwide  contest  for  tv 
stations  sponsored  by  Chun  King  Foods 


and  its  agency,  BBDO  Minneapolis.  A 
plaque  and  a camera  were  given  the 
KFSD-TV  merchandising  department 
and  a polaroid  camera  was  given  Mr. 
Abernethy  in  recognition  of  his  cam- 
paign on  behalf  of  the  company. 

New  quarters  ■ On  June  30,  Botsford, 
Constantine  & Gardner  will  move  from 
115  SW  4th  Ave.,  Portland,  Ore., 
where  it  has  been  located  for  40  years, 
to  the  fifth  floor  of  the  newly  con- 
structed wing  of  the  First  National 
Bank  Bldg.,  400  SW  6th  Ave.  Some 
4,200  square  feet  of  space  has  been  ac- 
quired under  a long-term  lease. 


THE  MEDIA 


TV  IS  NOW  IN  87%  OF  U.S.  HOMES 

Nielsen  figures  show  year’s  increase  of  1 .2  million 


Television  homes  in  continental  U.S. 
increased  1.2  million  between  Spring 
1959  and  January  1960,  reaching  a 
total  of  45.2  million  representing  87% 
of  U.S.  homes. 

Latest  estimates  are  being  released 
today  (June  6)  by  A.C.  Nielsen  Co., 
with  breakdowns  by  state  and  region. 
County-by-county  figures  will  be  made 
available  in  mid- July. 

Canadian  television  homes  totaled 
3,423,410  or  80%  of  all  Canadian 
homes  as  of  January  1960,  according 
to  the  Nielsen  estimates.  Breakdowns 
for  eight  of  the  nine  provinces  also  are 
provided,  Newfoundland  data  (as  well 
as  county  figures  for  the  other  provin- 
ces) to  be  available  later.  No  figures  are 
available  to  permit  comparisons  with 
1959. 

In  continental  U.S.  highest  tv  pene- 
tration is  still  in  the  Northeast  (92% 
as  against  91%  in  early  1959).  One 
other  region,  the  North  Central,  has 
reached  the  90%  level  (89%  a year 
ago).  The  South  is  up  from  78%  to 
80%  and  the  West  from  85%  to 
86%.  The  new  penetration  figures 
take  into  account  the  growth  in  total 
homes  as  well  as  the  rise  in  tele- 
vision homes. 

The  latest  ACN  regional  and  state 
estimates  are  reprinted  below  with 
comparable  figures  as  of  Spring  1959. 
The  January  1960  estimates  for  Can- 
ada and  breakdowns  for  eight  of  its 
provinces  also  are  reproduced.  The  U.S. 
total-homes  figures  are  from  “Sales 
Management”;  television-homes  esti- 
mates were  derived  by  ACN  by  applica- 
tion of  growth  rates  and  of  television 
ownership  penetration  patterns.  Data 
for  both  total  homes  and  tv  homes  in 
Canada  were  compiled  by  A.C.  Niel- 
sen Co.  of  Canada  Ltd. 


JANUARY  1960  SPRING  1959 


Total  Homes 

Television  Homes 

Total  Homes 

Television  Homes 

TOTAL  U.S. 

52,000,000 

45,200,000 

87% 

51,350,000 

44,000,000 

86% 

NORTH  EAST 

13,057,000 

12,043,800 

92 

12,978,300 

11,851,960 

91 

New  England 

2,951,800 

2,725,060 

92 

2,933,500 

2,682,020 

91 

Connecticut 

707,700 

655,550 

93 

699,900 

642,330 

92 

Maine 

260,900 

234,580 

90 

259,300 

230,540 

89 

Massachusetts 

1,461,700 

1,358,160 

93 

1,455,600 

1,339,770 

92 

New  Hampshire 

168,200 

153,320 

91 

166,800 

150,420 

90 

Rhode  Island 

249,800 

232,810 

93 

246,900 

228,150 

92 

Vermont 

103,500 

90,640 

88 

105,000 

90,810 

86 

Middle  Atlantic 

10,105,200 

9,318,740 

92 

10,044,800 

9,169,940 

91 

New  Jersey 

1,751,500 

1,628,530 

93 

1,723,600 

1,587,620 

92 

New  York 

5,084,000 

4,694,940 

92 

5,079,900 

4,643,920 

91 

Pennsylvania 

3,269,700 

2,995,270 

92 

3,241,300 

2,938,400 

91 

NORTH  CENTRAL 

15,611,500 

14,061,900 

90 

15,367,200 

13,690,930 

89 

East  North  Central 

10,917,100 

10,032,610 

92 

10,725,300 

9,764,150 

91 

Illinois 

3,106,600 

2,848,170 

92 

3,040,500 

2,760,050 

91 

Indiana 

1,424,200 

1,297,250 

91 

1,401,700 

1,263,900 

90 

Michigan 

2,336,700 

2,151,580 

92 

2,296,400 

2,095,690 

91 

Ohio 

2,898,200 

2,700,660 

93 

2,851,800 

2,635,890 

92 

Wisconsin 

1,151,400 

1,034,950 

90 

1,134,900 

1,008,620 

89 

West  North  Central 

4,694,400 

4,029,290 

86 

4,641,900 

3,926,780 

85 

Iowa 

859,800 

775,950 

90 

843,200 

753,940 

89 

Kansas 

675,300 

557,660 

83 

678,100 

549,630 

81 

Minnesota 

974,300 

847,360 

87 

967,900 

830,820 

86 

Missouri 

1,373,300 

1,215,750 

89 

1,342,300 

1,175,110 

88 

Nebraska 

443,000 

372,520 

84 

437,700 

362,120 

83 

North  Dakota 

170,600 

124,890 

73 

172,500 

122,410 

71 

South  Dakota 

198,100 

135,160 

68 

200,200 

132,750 

66 

SOUTH 

14,968,000 

11,908,440 

80 

14,684,300 

11,425,320 

78 

South  Atlantic 

6,971,300 

5,700,400 

82 

6,792,100 

5,441,210 

80 

Delaware 

126,900 

116,850 

92 

128,700 

117,290 

91 

Dist.  of  Columbia 

243,500 

223,900 

92 

241,600 

219,640 

91 

Florida 

1,448,500 

1,177,440 

81 

1,344,700 

1,074,160 

80 

Georgia 

1,024,400 

809,900 

79 

1,011,600 

780,990 

77 

Maryland 

865,600 

776,940 

90 

845,900 

748,920 

89 

North  Carolina 

1,115,400 

877,480 

7.9 

1,107,200 

850,300 

77 

South  Carolina 

594,900 

459,800 

77 

583,700 

438,780 

75 

Virginia 

1,039,500 

854,550 

82 

1,016,400 

816,240 

80 

West  Virginia 

512,600 

403,540 

79 

512,300 

394,890 

77 

East  South  Central 

3,188,300 

2,366,000 

74 

3,149,400 

2,274,480 

72 

Alabama 

838,600 

638,230 

76 

831,700 

616,560 

74 

Kentucky 

831,100 

622,170 

75 

824,000 

603,010 

73 

Mississippi 

555,700 

354,310 

64 

557,600 

339,340 

61 

Tennessee 

962,900 

751,290 

78 

936,100 

715,570 

76 

West  South  Central 

4,808,400 

3,842,040 

80 

4,742,800 

3,709,630 

78 

Arkansas 

482,100 

344,100 

71 

485,800 

337,020 

69 

Louisiana 

855,800 

676,420 

79 

855,500 

661,600 

77 

Oklahoma 

679,700 

556,310 

82 

678,400 

545,010 

80 

Texas 

2,790,800 

2,265,210 

81 

2,723,100 

2,166,000 

80 

WEST 

8,363,500 

7,185,860 

86 

8,320,200 

7,031,790 

85 

Mountain 

1,946,600 

1,528,330 

79 

1,904,200 

1,456,380 

76 

Arizona 

357,200 

297,940 

83 

331,900 

270,070 

81 

Colorado 

514,600 

425,520 

83 

511,900 

412,690 

81 

Idaho 

185,600 

142,100 

77 

184,300 

137,360 

75 

Table  continues  on  page  54 
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Model  491-A1 


Electronic 

Spotlight 


Exclusive 


Position  On  Raster 


Insert 


May 


Placed 


Any 


Create 

Wipes 

With 

Motion 


Electronic 

Pointer 


TELECHROME  SPECIAL  EFFECTS  GENERATOR 


First,  Telechrome  provided  broadcasters  with  a vastly  improved  system  for  producing  a wider 
variety  of  dramatic  wipes,  inserts,  keying  and  other  special  effects.  Now,  Telechrome  engineering 
introduces  the  "Joy  Stick”  Positioner.  This  makes  it  possible  to  create  many  hundreds  more  effects 
and  to  move  wipes,  inserts,  keying  or  other  special  effects  to  any  place  on  the  TV  screen.  The 
effects  are  startling!  A new  era  in  program  creativity  begins  now!  Ask  to  see  the  “Joy  Stick” 
Positioner  demonstrated,  today! 

Write,  Wire,  Phone  for  Literature 
COLOR  TV  • INDUSTRIAL  INSTRUMENTATION  • TELEMETRY 

TELECHROME  MANUFACTURING  CORP. 
28  RANICK  DRIVE  • AMITYVIUE,  N.Y. 
Lincoln  1-3600 
Coble  Address:  COLORTV 

AT  THE  ERONTIERS  OP  ELECTRONICS  AMITYVILLE  NY23.4 


WESTERN  ENGINEERING  DIVISION  • 13635  Victory  Blvd.,  Van  Nuys,  Calif.,  STate  2-7479 
MIDWESTERN  ENGINEERING  DIVISION  • 106  W.  St.  Charles  Rd.,  Lombard,  III.,  MAyfair  7-6026 
SOUTHWESTERN  ENGINEERING  DIVISION  • 4207  Gaston  Ave.,  Dallas,  Tex.,  TAylor  3-3291 


490WA1  Waveform 
generator.  Generates 
keying  signals  forthe 
72  different  wipes. 


490SA1  Switching 
Amplifier.  Combines 
two  picture  signals 
in  accordance  with 
applied  keying  wave- 
form. 


490RA1  Remote  Con- 
trol Unit.  Selects  and 
controls  desired  ef- 
fect. Designed  for 
console  or  desk 
mounting.  Easily 
modified  for  inte- 
gration into  existing 
studio  facilities. 
Complete  with  pow- 
er supply— 512CR1 


Continued  from  page  52 


JANUARY  1960  SPRING  1959 

Total  Homes  Television  Homes  Total  Homes  Television  Homes 


TOTAL  U.S. 

52,000,000 

45,200,000 

87%  51,350,000  44,000,000 

86% 

WEST  (Cont.) 

Montana 

213,900 

137,040 

64 

212,100  131,280 

62 

Nevada 

89,600 

69,040 

77 

88,400  66,400 

75 

New  Mexico 

245,900 

182,150 

74 

234,100  168,790 

72 

Utah 

243,500 

216,060 

89 

241,500  211,830 

88 

Wyoming 

96,300 

58,480 

61 

100,000  57,960 

58 

PACIFIC 

6,416,900 

5,657,530 

88 

6,416,000  5,575,410 

87 

California 

4,901,300  ' 

4,401,480 

90 

4,929,000  4,368,640 

89 

Oregon 

588,500 

466,920 

79 

579,800  449,580 

78 

Washington 

927,100 

789,130 

85 

907,200  757,190 

83 

Canada- 

— January  1960 

Total 

Television 

Homes 

Homes* 

CANADA  (9  Provinces)! 

4,266,800 

3,423,410 

80% 

Maritimes 

319,000 

228,930 

72 

■ Prince  Edward 

Island 

23,200 

14,390 

62 

Nova  Scotia 

165,700 

1-29,980 

78 

New  Brunswick 

130,100 

84,560 

65 

Quebec 

1,123,000 

983,130 

88 

Ontario 

1,547,700 

1,336,930 

86 

Prairie  Provinces 

810,700 

536,860 

66 

Manitoba 

230,800 

159,610 

69 

Saskatchewan 

243,300 

148,000 

61 

Alberta 

336,600 

229,250 

68 

British  Columbia 

446,400 

337,560 

72 

* Includes  TV  homes 

for  counties 

with  less  than  10%  ownership. 

t Newfoundland  available  at  later  date. 


CHURCHMEN  & FCC 
They  tell  commission 
‘improve  enforcement’ 

The  National  Council  of  Churches 
last  week  urged  the  FCC  to  “improve 
its  disposition  to  enforce  and  its  means 
of  enforcing  the  power  it  already  has 
to  grant  or  withhold  licenses  on  the 
basis  of  demonstrated  readiness  of  sta- 
tions to  operate  in  the  public  interest.” 

The  recommendation,  among  several 
directed  at  the  FCC,  was  incorporated 
in  the  final  report  of  a commission  set 
up  two  years  ago  to  study  the  role  of 
radio,  tv  and  films  in  religion.  The 
council’s  250-member  General  Board, 
meeting  in  New  York  June  1-2,  ap- 
proved at  its  opening  session  the  com- 
mission’s 4,500-word  statement,  which 
now  goes  to  the  council’s  33  affiliated 
denominations  for  their  study  and  com- 
ment. 

In  a declaration  of  purpose  the  coun- 
cil’s General  Board  affirmed  that  the 
“Task  of  the  churches  is  not  limited 
to  the  expression  of  concern  over  spe- 
cific mass  media  programs  that  are 
harmful.  It  is  certainly  not  to  attempt 
over-all  censorship.  It  is  rather  to  take 
positive  steps  to  help  like-minded  per- 
sons and  groups  to  be  wise  stewards 
for  the  public  good  of  those  intruments 
which  God  has  made  available.” 

Legal  Mandate  ■ The  council  called 
on  the  churches  to  “speak  representa- 
tively to  the  FCC  and  to  Congress  and 
to  urge  the  FCC  to  fulfill  its  legal  man- 
date to  supervise  and  regulate,”  noting 
that  testimony  given  before  the  FCC  by 
the  national  council  staff  last  December 
was  an  instance  of  this  principle  in  op- 
eration. 


The  council  would  encourage  the 
FCC  to  set  up  local  boards  of  review 
and  to  hold  public  hearings  at  the  local 
level  to  evaluate  the  performance  of 
radio  and  tv  stations  in  cases  where 
questions  have  been  raised  as  to  their 
operation  in  the  public  interest.”  The 
broadcasting  industry  has  an  “obliga- 
tion not  only  to  avoid  offense,  but  to 
help  broaden  the  intellectual  and  spir- 
itual horizons,”  the  statement  continued. 

In  regard  to  specific  matters  in  pro- 
gramming, the  industry  should  also 
“assume  more  responsibility  in  present- 
ing a wide  range  of  viewpoints  on  the 
paramount  issues  of  peace,  disarma- 
ment, nuclear  fission,  and  even  on 


Good  start 

KAPE  San  Antonio,  which 
made  its  air  debut  last  Wednes- 
day (June  1),  already  is  sold  out 
for  the  next  month  and  was  rep- 
resented before  it  went  on  the 
air.  KAPE,  assigned  500  w day- 
time on  1480  kc,  is  owned  by 
oilmen  Sid  and  Charles  Katz,  also 
the  station’s  vice  presidents, 
Arthur  Riklin,  in  retail  business 
and  president,  and  Sam  Riklin, 
formerly  account  executive  with 
Pitluk  Adv.,  that  city,  secretary- 
treasurer.  Charles  (Bud)  Lutz  is 
the  station  manager.  A feature  of 
the  new  good-music  station  is  a 
fishbowl  studio  in  which  air  per- 
sonalities may  be  seen  from  the 
street.  KAPE  is  represented  na- 
tionally by  Forjoe  & Co.,  New 
York,  and  locally  by  Clyde  Mel- 
ville Co.,  Dallas. 


issues  that  are  unpopular  with  the 
government,  the  industry  and  the 
churches,”  the  council  stated. 

Warning  on  Methods  ■ "Managerial, 
sales  and  programming  personnel  of 
the  broadcasting  industry  should  be  in- 
volved in  face-to-face  communication 
within  the  life  of  the  church  and  com- 
munity, while  the  churches  should  con- 
stantly analyze,  discuss  and  assess,  “the 
document  stressed.  The  study  docu- 
ment warned,  however,  against  a tend- 
ency “often  observed,”  of  making 
superficial,  intolerant  and  dogmatic 
group  judgements  of  films,  tv  and  radio 
programs  and  of  enforcing  those  judg- 
ments by  authoritarian  methods.  Other 
recommendations  included:  Basic  re- 
search on  the  relation  of  the  churches 
to  the  broadcasting  industry;  more  as- 
sistance by  national  church  agencies  in 
communication  training;  development 
of  imaginative,  highly  trained  and  the- 
ologically sensitive  producers,  tech- 
nicians and  artists,  and  re-examination 
by  the  denominations  and  the  national 
council  itself  of  their  present  work  in 
the  mass  media”  toward  the  end  that 
these  instrumentalities  will  become 
agents  of  the  total  mission  of  the 
church  in  the  modern  world.” 

Participants  in  the  study  commission, 
appointed  by  the  General  Board  in  its 
meeting  in  February  1958,  included 
Sig  Mickelson,  president  of  CBS  News; 
Herbert  E.  Evans,  president  of  Peoples 
Broadcasting  Corp.,  Columbus,  Ohio, 
and  Spypros  P.  Skouras,  president  of 
20th  Century  Fox.  The  group’s  find- 
ings were  reported  to  the  General 
Board  for  action  by  its  chairman,  Dr. 
Wilbour  E.  Saunders,  president,  Col- 
gate-Rochester  Divinity  School. 

KOYE  joins  CBS 

KOYE  El  Paso,  Tex.  (1150  kc,  1 
kw,  daytime  only),  signed  as  CBS  Radio 
affiliate  effective  June  30.  Station  is 
owned  by  Coronado  Broadcasters, 
headed  by  John  S.  Chavez  as  president 
and  general  manager.  It  will  replace 
KROD  El  Paso  (600  kc,  5 kw)  in  the 
CBS  Radio  lineup. 

RAB  cites  local  spots 

What  are  the  country’s  most  effec- 
tive radio  commercials?  Radio  Adver- 
tising Bureau,  which  already  honors  the 
“most  effective”  national  commercials, 
last  week  announced  similar  awards 
will  be  made  at  the  regional  level  via 
a continuing  survey  among  its  1200- 
plus  member  stations.  They  have  been 
asked  to  supply  a tape  or  disc  of  the 
announcements  they  consider  “effective, 
outstanding  and  a top-notch  selling 
tool,”  together  with  a short  account  of 
the  commercial’s  radio  history.  Win- 
ners, who  will  be  awarded  golden  rec- 
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WILL 
SUCCESS 
SPOIL 
KMTV? 


It  hasn’t!  This  month,  KMTV 
earned  five  of  the  six  annual 
Omaha  Radio/TV  Council 
‘Gold  Frame'  Awards  for  Pub- 
lic Service  Programming.  The 
other  two  Omaha  stations 
combined  received  only  one. 
It’s  been  the  same  story  for 
years.  In  1959,  KMTV  earned 
five  of  six  ‘Gold  Frames’  and 
in  both  1958  and  1957, 
KMTV  received  four  of  the 
six.  In  addition,  KMTV’s 
Floyd  Kalber  has  been  a con- 
sistent winner  in  the  category 
of  General  News,  and  KMTV’s 
Joe  Patrick  has  just  been 
voted,  by  his  competitors, 
‘Nebraska's  Sports- 
caster  of  the  Year.’ 
For  two  con- 
secutive 


KMTV’s 
Art  Department  has  had  the 
only  station-produced  Art  ac- 
cepted for  the  Omaha  Artists 
and  Art  Directors  Exhibition, 
and  in  1959,  received  over 
thirty  percent  of  the  total 
awards  given!  These 
successes  are  reflected  in 
National,  Regional  and  Local 
Sales,  and  in  overall  audience 
position.  Can  you  have  better 
reasons  to  see  Petry  about 
THE  PERPETUAL  WINNER 


i 


TV  CODE  GETS  ITS  MAN  FOR  N.Y. 

It’s  Stockton  Helffrich  of  NBC,  a friendly  censor 


NAB  has  hired  a top-flight  net- 
work censor  to  direct  the  tv  code 
office  it  will  set  up  in  New  York. 

Stockton  Helffrich,  48,  veteran 
NBC  continuity  acceptance  direc- 
tor, was  named  to  the  post  June  2 
at  a meeting  of  the  NAB  Tv  Code 
Review  Board  in  Washington. 

E.K.  Hartenbower,  Meredith  Sta- 
tions, who  heads  the  code  board, 
said  naming  of  Mr.  Helffrich  and 
establishment  of  the  New  York  of- 
fice this  summer  are  part  of  the 
general  expansion  of  tv  code  activi- 
ties. 

Mr.  Helffrich  and  Edward  H. 
Bronson,  NAB  director  of  tv  code 
affairs,  will  report  to  Charles  H. 
Tower,  who  moves  this  week  from 
NAB  labor-economics  manager  to 
the  association’s  television  vice  pres- 
idency. Mr.  Tower  succeeds  Thad 
H.  Brown  Jr.,  who  has  resigned  to 
enter  private  law  practice. 

Mr.  Hartenbower  said  Mr.  Helf- 
frich “will  concentrate  at  the  outset 
on  providing  service  and  advice  to 
agencies  and  advertisers  wishing  to 
create  material  in  conformity  with 
the  tv  code.”  Mr.  Bronson  will  con- 
centrate on  industry  activities  relat- 
ing to  the  code. 

A Practical  Hand  ■ The  man 

who’s  been  tapped  as  chief  censor 
of  tv  advertising  on  Madison  Ave. 
has  been  doing  that  sort  of  thing  for 
a quarter-century. 

Stockton  Helffrich  takes  to  the 
NAB  code  job  the  experience,  con- 
tacts and  temperament  needed  for 
one  of  the  industry’s  toughest  as- 
signments. 

Mr.  Helffrich  joined  the  NBC 
script  department  shortly  after  grad- 


ord plaques,  will  be  selected  periodical- 
ly from  among  the  station  nominees. 
RAB  will  also  add  winning  commercials 
to  its  library  of  more  than  4,000  radio 
selling  messages. 

Illinois  judges  study 
court-access  canon 

The  Illinois  judiciary  will  face  up  to 
an  old  problem  when  judges  convene 
at  a special  conference  in  Chicago  this 
week — whether  to  adopt  its  own  state 
canon  prohibiting  radio-tv  coverage  of 
courtroom  proceedings. 

Judges  from  the  state  supreme  court 
and  all  circuit  and  appellate  courts  will 
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uation  from  Penn  State  U.  in  1933. 
In  1935  he  became  assistant  man- 
ager of  the  department,  became 
manager  of  continuity  acceptance 
in  1942  and  was  promoted  to  di- 
rector in  1955.  During  World  War 
II  he  served  as  a lieutenant  in  the 
Navy. 

With  36  colleagues,  Mr.  Helffrich 
has  been  umpire  of  good  taste  for 
NBC  networks.  In  1948  he  orig- 
inated CART,  a continuity  accept- 
ance radio  and  tv  monthly  report 
distributed  to  industry  and  media 
sources.  He  is  the  father  of  four 
teenagers  and  a pre-school  child, 
living  in  Jackson  Heights,  Long 
Island,  N.Y. 

As  director  of  the  code  office  in 
the  advertising  industry’s  control 
point,  Mr.  Helffrich  expects  to  be 
within  walking  distance  of  many 
major  agencies  as  well  as  adver- 
tisers. A site  for  the  NAB  office  in 
New  York  has  not  yet  been  an- 
nounced but  it’s  expected  to  be  con- 
venient to  important  facets  of  the 
broadcast  medium,  including  net- 
works, as  well  as  sponsors. 

The  Light  Touch  ■ Stockton 
Helffrich’s  25  years  in  assorted  NBC 
censorship  roles  have  taught  him 
valuable  lessons  in  ways  to  prevent 
bad  taste  and  false  claims  from  get- 
ting on  the  air. 

He  likes  to  say,  “He  censors  best 
who  censors  least.”  Scanning  thous- 
ands of  pieces  of  copy  a month  has 
blessed  him  with  the  knack  of  smell- 
ing out  trouble  spots. 

Mr.  Helffrich  learned  the  niceties 
of  diplomatic  censorship  in  the  mid- 
30s  under  NBC’s  Lewis  H.  Titter- 
ton,  now  vice  president  and  radio-tv 


attend  a special  Illinois  judicial  con- 
ference at  Northwestern  U.’s  down- 
town Chicago  campus  June  9-10.  As 
was  the  case  last  year,  they  will  con- 
sider the  possible  adoption  of  Canon 
32,  applicable  only  to  Illinois  and  apart 
from  the  American  Bar  Assn.’s  simi- 
larly restrictive  Canon  35. 

Text  of  Canon  32  follows: 

“Proceedings  in  the  court  should  be 
conducted  with  dignity  and  decorum. 
The  taking  of  photographs  in  the  court- 
room during  sessions  of  the  court,  or 
during  recesses  between  sessions,  and 
the  broadcasting  or  televising  of  court 
proceedings  tend  to  turn  the  judicial 
proceedings  into  a performance,  to  in- 
vite histrionics,  to  distract  the  witness 


program  director  of  the  Compton 
agency.  He  knows  how  to  deal  with 
temperamental  and  stubborn  authors 
and  executives  who  have  a job  to  do. 

He  qualifies  his  approach  to  com- 
mercial copy  this  way.  “We  must 
keep  in  mind  the  advertiser’s  right 
to  get  a message  across.” 

As  he  enters  the  new  assignment, 
he  is  keenly  aware  of  the  broadcast- 
ers’ side  of  copy  clearance.  “I  want 
to  help  maintain  the  best  standards 
and  greatest  degree  of  consistency 
among  broadcasters,”  he  said.  Here 
he  will  run  into  the  familiar  effort 
of  an  agency  or  advertiser  to  break 
down  barriers  by  the  foot-in-the- 
door  technique. 

Take  an  example:  An  agency 
comes  up  with  a new  copy  theme 
for  a personalized  product  and  soon 
runs  into  a network  clearance  prob- 
lem. One  network  refuses  to  touch 
the  commercials  because  of  ques- 
tionable taste.  The  agency  shops 
around  and  gets  clearance  from  an- 
other network.  Then  it  plays  one 
network  against  the  other.  Or  the 
agency  plants  a spot  campaign  out- 
side New  York  and  returns  to  the 
objecting  network  wth  the  observa- 
tion, “Well,  it’s  good  enough  for 
them,  why  isn’t  it  good  enough  for 
you.” 

Early  Warnings  ■ It’s  a liaison  job 
Mr.  Helffrich  is  undertaking  in  New 
York.  He  hopes  to  stop  many  ob- 
jectionable copy  themes  in  the  shoot- 
ing-script or  storyboard  stage. 

Even  more  important,  he  hopes 
agencies  and  advertisers  will  consult 
him  during  the  early  planning  stage. 
Then,  too,  he  will  have  the  benefit 
of  personal  experience  with  all  net- 


in  giving  his  testimony,  to  detract  from 
the  independence  of  the  court,  and  to 
create  misconceptions  with  respect 
thereto  and  should  not  be  permitted.” 

It’s  known  that  there  are  sharp  dif- 
ferences of  opinion  among  the  various 
Illinois  judges  over  the  merits  of  the 
proposed  canon,  which  failed  adoption 
at  a similar  conference  in  1959.  There 
has  been  some  sentiment  for  permitting 
limited  photography  in  the  courts,  but 
no  specific  recommendations  were  of- 
fered by  a special  committee  for  tv 
films. 

Meanwhile,  the  American  Bar  Assn, 
all-media  group  has  been  marking  time 
on  efforts  to  obtain  a foundation  grant 
for  financing  a study  on  the  effects  of 
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work  continuity  departments  and 
will  be  able  to  draw  on  their  opin- 
ions. 

New  York  liaison  will  be  main- 
tained by  the  NAB  with  the  Assn,  of 
National  Advertisers,  American  Assn, 
of  Advertising  Agencies,  Advertising 
Federation  of  America,  Better  Busi- 
ness Bureau,  other  media  associa- 
tions and  dozens  of  groups  con- 
cerned with  what  goes  on  the  tele- 
vision air.  An  important  start  in 
that  direction  was  made  last  year  by 
the  NAB's  Washington  code  men — 
Edward  H.  Bronson,  director,  and 
Harry  Ward,  assistant  director. 
They  worked  under  Donald  H.  Mc- 
Gannon,  Westinghouse  Broadcast- 
ing Co.,  who  completed  his  term  as 
tv  code  chairman  in  April. 

This  process  has  continued  under 
the  new  code  chairman,  Mr.  Har- 
tenbower.  Now  it  will  become  a 
fulltime  function.  The  advertising 
groups  have  shown  willingness  to 
cooperate  in  keeping  programs  and 
advertising  clean  and  truthful. 

Wave  of  Criticism  ■ The  autumn- 
winter  quiz  scandals  and  payola 
charges  complicated  this  phase  of 
code  operation  by  creating  a new 
impetus  for  advertising  and  program 
criticism.  Inevitably  much  of  the 
criticism  was  aimed  at  television. 
The  critics  have  been  enjoying  a 
field  day.  Few  have  bothered  to  get 
the  true  story  of  copy  and  commer- 
cial clearance. 

“We  turned  away  large  quanti- 
ties of  program  material  and  com- 
mercial copy  at  NBC,”  Mr.  Helf- 
frich  recalled.  “Other  networks 
have  done  the  same.  This  story  is 
not  generally  realized.  Much  has 
been  done — an  amazing  amount. 
The  public  has  been  protected  from 
misrepresentation  and  bad-taste  copy 
but  this  largely  goes  unnoticed. 

“Subjective  stuff  is  especially  ap- 
parent in  proprietary  medicines, 


household  services,  cosmetics,  depi- 
latories and  odor  refreshers.  People 
read  in  private,  as  a rule,  but  they 
watch  television  in  groups.  One 
person  or  one  type  of  audience  will 
react  in  an  entirely  different  man- 
ner from  another. 

“We  try  not  to  be  puritanical  but 
it  isn’t  always  easy.  Many  viewers 
feel  the  least  little  departure  from 
their  private  credos  of  good  taste 
and  ethics  marks  a malicious 
growth  calling  for  quick  surgery.” 

Commercial  Study  ■ At  NAB  he 
will  shift  his  principal  effort  from 
script  editing  to  commercial  copy. 
“I  may  be  arbitrary  at  times  but 
I hope  I’ll  never  be  a headache,” 
he  said. 

Mr.  Helffrich  runs  a well-or- 
ganized shop.  He  is  somewhat  of 
a precisionist,  a necessity  in  this 
exacting  type  of  work.  In  confer- 
ence or  on  the  platform  he  is  af- 
fable as  a rule,  quick-speaking  and 
articulate.  His  philospohy  is  coop- 
erative, another  desirable  trait  in 
an  industry  censor. 

Amateur  and  eager  censors  who 
ply  congressional  committees,  fed- 
eral agencies,  the  advertising  busi- 
ness and  media  with  their  comments 
annoy  him. 

“Leave  the  editing  to  profession- 
als,” he  often  says.  “They  put  soul- 
searching,  thought  and  skills  into 
their  work  and  they  know  the  prob- 
lems.” 

The  Real  Test  ■ Stockton  Helf- 
frich is  a professional,  his  colleagues 
and  those  who  have  dealt  with  him 
agree.  He’ll  need  all  his  skills  and 
experience  in. the  NAB  job. 

“If  the  job  is  done  right,”  he  ob- 
served, “television  will  create  a much 
better  public  image.” 

The  NAB  Tv  Code  Review  Board 
has  faith  that  he  will  do  it  right. 
The  deal  to  persuade  Mr.  Helffrich 
to  leave  NBC  was  made  in  a week 


Mr.  Helffrich 
25-year  veteran  in  the  field 


from  the  first  definite  offer  to  ap- 
proval by  the  code  board  June  2. 

Members  of  the  tv  code  board 
at  the  June  2 meeting  were,  besides 
Chairman  Hartenbower,  Mrs.  A. 
Scott  Bullitt,  KING-TV  Seattle; 
Robert  W.  Ferguson,  WTRF-TV 
Wheeling,  W.Va.;  James  M.  Gaines, 
WOAI-TV  San  Antonio;  Joseph 
Herold,  KBTV  (TV)  Denver; 
Gaines  Kelley,  WFMY-TV  Greens- 
boro, N.C.,  and  George  Whitney, 
KFMB-TV  San  Diego,  Calif. 

G.  Richard  Shafto,  WIS-AM-TV 
Columbia,  S.C.,  participated  in  the 
code  board  meeting  and  a June  1 
session  of  the  board’s  planning  com- 
mittee headed  by  Mr.  Herold.  He 
represented  the  three-man  NAB 
policy  committee. 

A new  era  has  opened  in  NAB 
code  affairs  as  Stockton  Helffrich 
provides  the  contact  point  at  the 
nerve  center  of  advertising. 


' 


Canon  35.  The  names  of  other  foun- 
dations have  been  added  to  a previous 
list  of  organizations  which  turned  down 
bids  for  grants. 

It  was  learned,  however,  that  if  a 
foundation  grant  is  forthcoming,  Elmer 
Roper  & Assoc,  has  been  mentioned  as 
the  research  firm  that  might  be  con- 
tacted to  handle  the  proposed  survey. 

Panel  on  politics 

Television’s  “impact”  in  the  realm  of 
politics  will  be  examined  on  Wednes- 
day (June  8)  by  a panel  of  political 
figures,  tv  network  representatives  and 
a research  analyst.  Conducted  by  the 
New  York  chapter  of  the  Academy  of 
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Television  Arts  & Sciences,  the  forum 
will  include  Paul  M.  Butler  and  Sen. 
Thruston  B.  Morton  (R-Ky.),  chair- 
man of  the  Democratic  and  Republican 
National  Committees,  respectively; 
Sen.  Jacob  K.  Javits  (R-N.Y.) ; a 
Democratic  senator  whose  name  has 
not  been  announced;  William  R.  Mc- 
Andrew,  vice  president,  NBC  News; 
Elmo  Roper,  marketing  research  and 
public  opinion  analyst,  and  John  Sec- 
ondari,  ABC’s  producer  for  special 
projects,  who  will  moderate  the  dis- 
cussion. Last  in  a series  of  ATAS 
forums  this  season,  the  study  will  be 
held  at  ABC’s  W.  66th  St.  studios, 
starting  at  7:30  p.m. 


. m 


To  join  ABC-TV 

KCPX-TV  Salt  Lake  City  becomes  a 
primary  affiliate  of  ABC-TV  this  fall. 
The  ch.  4 station,  formerly  with  call 
letters  of  KTVT,  has  been  affiliated 
with  NBC-TV.  The  change  will  com- 
plete the  switch  between  ABC-TV  and 
NBC-TV  affiliations  in  that  market, 
KUTV  (TV)  there  having  already 
signed  with  NBC-TV  effective  Oct.  2 
(Broadcasting,  May  30).  KCPX-TV  is 
a subsidiary  of  Columbia  Pictures  Corp. 
and  began  telecasting  in  1948.  Norman 
Louvau  is  vice  president  and  general 
manager  of  the  station. 
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Teenagers  speak  on  radio  music 


Teenagers  disapprove  of  disc  jock- 
eys’ taking  payola  but  they  feel 
they’ll  like  or  dislike  records  on 
merit  no  matter  how  many  times  a 
disc  is  played.  This  was  one  of  the 
conclusions  arrived  at  by  a survey  of 
teenagers  conducted  by  WAFM 
(FM)  Miami,  a good-music  station. 

In  cooperation  with  the  super- 
visor of  music  for  Dade  County 
schools,  the  station  broadcast  a spon- 
taneous discussion  of  teenagers’ 
tastes  in  music  direct  from  a high- 
school  classroom  composed  of  “a 
good  cross-section  of  the  15-17  age 
group.”  The  youngsters  were  articu- 
late on  the  subject  of  broadcast 
music,  listing  as  an  advantage  of 
radio  that  they  could  study  while  lis- 
tening to  it  and  that  they  did  not 
have  to  argue  with  their  parents 


about  choice  of  program  as  they  did 
with  tv. 

“Songs  today  are  crucified,”  sev- 
eral teenagers  said,  pointing  to  rock 
’n’  roll  versions  of  “God  Bless  Amer- 
ica,” spirituals  and  Christmas  carols 
as  examples.  Commercials  were  crit- 
icized as  being  “to  loud  and  too 
often.  You  find  youself  singing 
commercials  instead  of  songs.” 

Taste  in  music  expressed  by  the 
group  was  broad.  Most  of  those  in- 
terviewed said  they  switched  stations 
often  for  different  types  of  music  to 
correspond  with  different  moods.  Or 
switched  stations  when  a commercial 
came  on.  Some  students  complained 
about  format  programming.  "I  like 
to  switch  from  pops  to  classical.  The 
stations  ought  to  offer  more  variety.” 


WPCA  (TV)  debut  near 

WPCA  (TV)  (ch.  17),  shifted  from 
Camden,  N.J.,  to  Philadelphia  by  the 
FCC  last  March,  will  begin  broadcast 
operations  “early  this  summer,”  ac- 
cording to  Percy  B.  Crawford,  station 
president. 

Mr.  Crawford  said  that  the  station 


will  program  “shows  devoid  of  exces- 
sive crime  or  violence;  shows  that  any 
parent  can  permit  for  the  whole  fam- 
ily.” 

The  ch.  17  facility,  licensed  to  the 
Young  People’s  Church  of  the  Air, 
was  acquired  by  Mr  Crawford  last 
February.  Mr.  Crawford  also  owns 
WDAC  (FM)  Lancaster,  Pa.;  WMUZ- 


FM  Detroit,  and  WYCA  (FM)  Ham- 
mond, Ind. 

Philadelphia  also  has  another  uhf 
facility,  WHYY  (TV)  (ch.  35),  a non- 
commercial, educational  outlet. 

Changing  hands 

ANNOUNCED  ■ The  following  sale  of 
station  interests  was  announced  last 
week  subject  to  FCC  approval: 

■ WKOW-AM-TV  Madison,  Wis.:  Sold 
by  Stewart  Watson  and  associates  to 
Midcontinent  Broadcasting  Co.  for  con- 
sideration in  neighborhood  of  $1  mil- 
lion. Midcontinent  principals  are  N. 
Lawrence  Bentson,  Joseph  L.  Floyd 
and  E.R.  Ruben  who  also  own  WLOL- 
AM-FM  Minneapolis-St.  Paul,  KSO 
Des  Moines,  KELO-AM-TV  Sioux 
Falls,  KPLO-TV  Reliance,  KDLO-TV 
Florence,  all  South  Dakota.  WKOW  is 
on  1070  kc  with  10  kw  day  and  5 
kw  night  and  is  affiliated  with  CBS. 
WKOW-TV  has  been  operating  since 
1953  on  ch.  27.  It  is  affiliated  with 
ABC-TV. 

APPROVED  ■ The  following  transfers 
of  station  interests  were  among  those 
approved  by  the  FCC  last  week  ( for 
other  commission  activities  see  For 
The  Record,  page  101). 

■ WHCT  (TV)  Hartford,  Conn.:  Sold 
by  Edward  D.  Taddei  and  associates 
to  RKO  General  Inc.  for  $150,000 
plus  $242,200  for  10-year  lease  with 
option  to  buy  property  after  four  years 
for  $570,000  (see  story,  page  78). 

■ KVOY  Yuma,  Ariz. : 83.3%  interest 
sold  by  William  L.  Lindsey  and  asso- 
ciates to  Colonial  Broadcasting  Corp. 
for  $176,596  plus  consulting  agreement 
for  five  years  at  $6,000  per  year.  Co- 
lonial president  is  Loe  A.  Newsome  Jr. 

■ WSIP  Paintsville,  Ky.:  Sold  by  Ted 
Arnold  Silvert  to  Big  Sandy  Broadcast- 
ing Co.  (James  D.  Cox,  president)  for 
$150,000. 

■ WDAL  Meridian,  Miss.:  Sold  by 
Louis  Alford  and  associates  to  R.E. 
Hook  & Assoc,  for  $65,000.  R.E.  Hook 
and  wife  have  interests  in  WMAG 
Forest,  WDOD  Canton  and  WELZ 
Belzoni,  Mississippi;  WRAG  Carroll- 
ton, Ala.;  WRUS  Russellville,  Ky., 
and  WKIZ  Key  West,  Fla. 

MBS  news  on  WKMH 

WKMH  Dearborn,  Mich.,  has  con- 
tracted with  Mutual  for  five-minute 
news  programs  broadcast  every  hour 
on  the  half  hour.  The  station  has  a 
CBS  radio  affiliation  which  is  continu- 
ing. The  affiliation  between  CKLW  De- 
troit and  MBS  was  terminated  May  29. 
WKMH  started  MBS  news  May  30. 


CALIFORNIA 

Successful  full  time  facility  in  one  of 
the  fastest  growing,  most  prosperous 
Southern  California  markets.  Station 
will  pay  its  way.  $100,000  cash  and 
long-term  payout. 

MIDWEST 

Profitable  full  timer  in  good  indus- 
trial and  agricultural  center.  Half 
cash  required  with  liberal  payout  on 
balance. 

SOUTHEAST 

Full  time  facility  in  one  of  best  me- 
dium-sized markets.  Number  one 
rated.  Excellent  earnings.  Half  cash 
down  and  balance  on  reasonable 
terms. 


NEGOTIATIONS 


FINANCING 


85  05.000 


8290.000 


8250.000 


APPRAISALS 


Blackburn  & Campmu / 

Incorporated 

RADIO  - TV  - NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Jack  V.  Harvey 
Joseph  M.  Sitrick 
Washington  Building 
STerling  3-4341 


MIDWEST 
H.  W.  Cassill 
William  B.  Ryan 
333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-6460 


ATLANTA 

Clifford  B.  Marshall 
Stanley  Whitaker 
Robert  M.  Baird 
Healey  Building 
JAckson  5-1576 


WEST  COAST 
Colin  M.  Selph 
Calif.  Bank  Bldg. 
9441  Wilshire  Blvd. 
Beverly  Hills,  Calif. 
CRestview  4-2770 


i, 
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WCKY 

IS 


REACHES  MORE 
HOMES  THAN  ALL 
OTHER  STATIONS 
IN  THE  MARKET 
PUT  TOGETHER! 

SOME 

BUY 

Between  6 and  9 PM  WCKY-RADIO 
reaches  1,044,000  different  homes  in 
just  one  month -44,000  more  homes 
than  all  five  other  stations  in  Cincin- 
nati combined.  Perhaps  even  more 
important  than  that,  Tom  Welstead 
and  AM  Radio  Sales  will  prove  to 
you  that  you  can  reach  that  million- 
plus  homes  for  less  than  eight  cents 
a thousand.  50,000  watt  power  har- 
nessed to  modern  radio  programming 
pyramids  that  huge  circulation  in 
the  Tri-State  marketing  area,  making 
WCKY  the  buy  for  Cincinnati. 

WCKY 1 50,000  WATTS 


C I 


N N A T 


O H 
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NAB  TO  REVIEW  STAFF  CHANGES 

New  president  high  on  list  at  meeting 


The  NAB  Joint  Boards  of  Directors 
faces  a two-ply  overhaul  of  the  in- 
dustry association’s  structure. 

When  the  directors  meet  in  Wash- 
ington June  15-17  they  will  review  steps 
taken  since  the  death  of  President  Har- 
old E.  Fellows  to  fill  this  key  post.  They 
will  consider,  too,  revamping  of  the 
headquarters  staff  by  the  policy  com- 
mittee that  has  guided  association  op- 
erations since  Mr.  Fellows  death. 

Normally  NAB  board  meetings  are 
held  twice  a year- — mid- win  ter  and 
summer.  The  last  meeting  was  held 
only  three  months  ago,  (Broadcasting, 
March  14).  A “crisis  meeting”  had  been 
held  Dec.  4 to  cope  with  mass  legisla- 
tive, regulatory  and  journalistic  attacks 
on  the  industry  (Broadcasting,  Dec. 
7,  1959). 

The  critical  legislative  and  regulatory 
problems  of  the  winter  months  were 
scrutinized  by  the  board  at  these  two 
meetings  and  steps  were  taken  to  pro- 
vide NAB  participation  in  FCC  and 
congressional  hearings. 

Next  week’s  meeting  will  go  into  the 
revamped  operations  of  the  industry’s 
two  ethical  documents — Tv  Code  and 
Radio  Standards  of  Good  Practice.  Im- 
portant changes  have  been  made  in  both 
codes  and  others  are  pending.  A key 
development  was  the  announcement 
that  Stockton  Helffrich,  of  NBC,  will 
head  the  New  York  office  to  be  opened 
by  the  tv  code  board  (story  page  56). 

The  radio  standards — slated  for  a 
change  in  nomenclature  to  radio  code, 
matching  the  tv  code — have  been 
thrown  open  to  non-member  sta- 
tions as  well  as  member  stations.  This, 
too,  matches  the  tv  practice. 

Ears  Tuned  ■ A monitoring  routine 
for  radio  is  being  worked  out.  Radio 
station  dues  equal  10  times  the  highest 
one-time,  60-second  spot,  or  a maxi- 
mum of  $360  a year.  NAB  radio  mem- 
bers get  a 40%  discount. 

Many  of  the  proposed  techniques  for 
the  radio  standards  that  will  come  be- 
fore the  Radio  Board  are  similar  to 
tv  code  procedures. 

Twelve  new  faces  will  be  present  at 
the  joint  board  sessions,  to  be  held  at 
the  Statler  Hilton  Hotel.  A score  of 
director  terms  expired  with  the  annual 
NAB  convention  in  Chicago  in  early 
April.  Radio  vacancies  were  filled  by 
mail  ballot;  tv  directors  were  elected 
at  a session  during  the  convention. 

Staff  changes  by  the  policy  commit- 
tee were  made  in  two  steps.  First, 
Charles  H.  Tower,  manager  of  broad- 
cast personnel  and  economics,  was 
named  tv  vice  president  to  succeed 
Thad  H.  Brown  Jr.,  whose  resignation 
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to  enter  private  law  practice  is  effective 
next  week. 

The  chain  of  command  was  revised 
this  way:  Vincent  T.  Wasilewski,  man- 
ager of  government  relations,  was 
named  director  of  governmental  af- 
fairs. The  department  includes  the 
legal  department  headed  by  Douglas  A. 
Anello,  chief  counsel.  Howard  H. 
Bell,  assistant  to  the  president  for  joint 
affairs,  was  named  to  a second  new 
position,  director  of  industry  affairs. 
This  department  includes  public  rela- 
tions, engineering,  research,  broadcast 
personnel  and  economics,  station  re- 
lations and  organizational  services. 

One  proposal  for  staff  reorganization 
would  create  two  new  vice  presidencies 
out  of  the  departments  headed  by 
Messrs.  Wasilewski  and  Bell. 

Policy  Group  ■ Clair  R.  McCollough, 
Steinman  Stations,  is  chairman  of  the 
policy  committee.  Other  members  are 
G.  Richard  Shafto,  WIS-TV  Columbia, 
S.C.,  and  Merrill  Lindsay,  WSOY  De- 
catur, 111.  Opposite  number  to  Mr. 
Brown  as  tv  vice  president  is  John  F. 
Meagher,  radio  vice  president.  Everett 
E.  Revercomb,  secretary-treasurer,  has 
been  acting  as  NAB  administrator  since 
the  death  of  President  Fellows. 

While  intense  interest  in  the  presi- 
dential vacancy  has  been  shown  in  the 
industry,  no  word  of  progress  has  been 
given  out  by  the  special  selection  com- 
mittee named  last  March  to  suggest 
and  interview  candidates,  and  then  to 
suggest  a choice.  Co-chairmen  of  this 
group  are  C.  Howard  Lane,  KOIN-TV 
Portland,  Ore.,  and  Payson  Hall,  Mere- 
dith Stations.  The  committee  will  meet 
June  16  during  the  board  sessions. 

A long  list  of  names  was  thrown  into 
the  candidates’  hopper  and  some  inter- 
views have  been  held  with  prospects. 
The  list  includes  top  figures  in  national 
life  as  well  as  practical  broadcasters. 

Serving  on  the  selection  committee, 
besides  the  chairmen,  are  Thomas  C. 
Bostic,  KIMA-AM-TV  Yakima,  Wash.; 
John  E.  Fetzer,  WKZO-AM-TV  Kala- 
mazoo, Mich.;  John  S.  Hayes,  WTOP- 
AM-TV  Washington;  Dwight  W.  Mar- 
tin, WAFB-TV  Baton  Rouge,  La.;  Wil- 
liam D.  Pabst,  KTVU  (TV)  Oakland, 
Calif.,  and  W.  D.  Rogers,  KDUB-TV 
Lubbock,  Tex.  All  but  Messrs.  Hayes 
and  Pabst  are  NAB  directors. 

New  members  on  the  Radio  Board 
are  Richard  W.  Chaplin,  KFOR  Lin- 
coln, Neb.;  Allan  Page,  KGWA  Enid, 
Okla.;  John  F.  Patt,  WJR  Detroit;  Al- 
vis  H.  Temple,  WKCT  Bowling  Green, 
Ky.,  and  Robert  T.  Mason,  WMRN 
Marion,  Ohio.  Messrs.  Mason  and 
Patt  have  served  on  the  board  in  the 


past.  Mortimer  Weinbach,  ABC  vice 
president-general  counsel,  has  succeed- 
ed E.J.  DeGray  as  that  network’s  radio 
board  member. 

New  to  the  Tv  Board  are  Joseph  C. 
Drilling,  KJEO-TV  Fresno,  Calif.;  Eu- 
gene S.  Thomas,  KETV  (TV)  Omaha, 
Neb.;  Campbell  Arnoux,  WTAR-TV 
Norfolk,  Va.,  who  has  served  a number 
of  terms  in  the  past;  Henry  B.  Clay, 
KTHV  (TV)  Little  Rock,  Ark.,  also  a 
past  director;  William  B.  Quarton, 
WMT-TV  Cedar  Rapids,  Iowa,  and  Jo- 
seph S.  Sinclair,  WJAR-TV  Providence. 

The  new  directors  will  be  given  an 
orientation  session  the  afternoon  of 
June  14. 

Income  rises  sharply 
for  Taft  Broadcasting 

Net  revenues  for  Taft  Broadcasting 
Co.  for  the  fiscal  year  ended  March  31 
totaled  $10,426,310,  Hulbert  Taft  Jr., 
TBC  president  announced  last  week. 
This  compares  with  net  revenues  of 
$8,972,501  for  the  previous  fiscal  year. 

Operating  profit  before  depreciation, 
amortization  and  federal  taxes  reached 
$4,253,021,  compared  to  $3,470,817 
in  the  previous  12  months.  Final  net 
profits  after  federal  taxes  amounted  to 
$1,413,708.  Retained  earnings  totaled 
$4,754,228,  compared  to  $4,224,714  at 
the  beginning  of  the  year. 

Mr.  Taft  reported  that  improvements 
at  all  TBC  stations  cost  $2,450,221  and 
were  paid  for  in  full  during  the  year. 

The  annual  report,  first  of  the  com- 
pany, covers  the  period  commencing 
with  incorporation  in  June  1959,  but 
also  includes  operations  from  April  1, 
1959. 

Taft  stations  are  WKRC-AM-FM- 
TV  Cincinnati,  WTVN-AM-FM-TV 
Columbus,  WBRC-AM-FM-TV  Bir- 
mingham, WBIR-AM-FM-TV  Knox- 
ville and  WKYT  (TV)  Lexington,  Ky. 

KBLR-TV  bankrupt 

On  a petition  filed  by  KBLR-TV 
Goodland,  Kan.,  the  U.  S.  District 
Court  in  Topeka,  Kan.,  has  adjudged 
the  station  bankrupt  and  so  notified  all 
creditors.  A meeting  of  the  station’s 
creditors  has  been  called  for  June  29  in 
Topeka. 

Ch.  9 KBLR-TV  is  a CBS  affiliate; 
which  began  regular  programming  in 
April  1959.  According  to  FCC  records,1 
the  station  still  is  operating  with  a reg-! 
ular  license.  KBLR-TV  is  owned  by] 
Tri-State  Tv  Co.,  whose  principals  in- 
clude Leslie  E.  Whittemore,  20%,  Ray-j 
mond  Roark  and  wife,  20%,  Wallace 
L.  Vander  Jagt,  15%,  Iron  Mueller 
(president),  10%,  and  others.  Tri-State 
purchased  the  station  in  July  1959  from] 
James  E.  Blair. 
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Take  TAE 
and  See 

how  you  can  buy  blindfolded 
and  reach  more  homes  for  your 
money  during  peak  viewing 
hours.  See  your  Katz  man  for  a 
demonstration.  Or  write  WTAE 
for  free  "Blindfold  Kit.” 
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NBC-RKO  DEALS  UNDER  NEW  FIRE 


Celler  threatens  hearings  if  FCC  lets  big  trades  slip  through 


The  largest  transaction  in  broadcast 
history,  an  estimated  $35-40  million, 
multi-part  exchange  of  radio  and  tv 
stations  in  Philadelphia,  Boston,  Wash- 
ington and  San  Francisco,  is  facing  a 
rocky  road  despite  Justice  Dept,  clear- 
ance. 

The  Philadelphia-Boston  exchange 
of  stations  by  NBC  and  RKO  General, 
and  NBC’s  purchase  of  KTVU  (TV) 
San  Francisco,  are  under  fire  by  Rep. 
Emanuel  Celler  (D-N.Y.).  Rep.  Celler 
last  week  termed  the  1959  consent 
decree  (which  required  NBC  to  divest 
itself  of  its  Philadelphia  properties)  as 
“worthless”  and  “riddled  with  sophis- 
try.” 

The  New  Yorker  said  he  planned  to 
reopen  his  antitrust  subcommittee’s 
hearings  on  network  “monopoly,”  with 
particular  aim  at  option  time. 

Mr.  Celler’s  angry  words  were  oc- 
casioned by  the  explanation  submitted 
by  Robert  A.  Bicks,  acting  antitrust 
chief  of  the  Dept,  of  Justice,  on  why 
the  department  had  decided  not  to  op- 
pose the  NBC-RKO  General  stations 
swap  and  the  network’s  buy  of  KTVU. 

The  same  transactions  are  being 
fought  by  Westinghouse  Broadcasting 
Co.  and  KRON-TV  San  Francisco  in 
U.S.  District  Court  in  Philadelphia. 
Both  have  filed  petitions  to  intervene. 
A hearing  on  these  requests  is  sched- 
uled for  June  8. 

And,  NBC’s  Philadelphia  outlets  are 
under  attack  by  Philco  Corp.  The 
Philadelphia  electronics  manufacturer 
last  year  hit  NBC  with  an  FCC  pro- 
test against  renewal  of  the  network’s 


Philadelphia  stations.  Last  month, 
Philco  filed  a formal  application  for 
the  ch.  3 facility  in  Philadelphia,  now 
owned  by  NBC. 

Applications  Filed  ■ Meanwhile  ap- 
plications covering  each  of  the  four 
transactions  were  filed  with  the  FCC 
last  Friday.  The  commission,  which 
must  approve  all  changes  in  station 
ownership,  received  these  items: 

■ WRCV-AM-TV  Philadelphia,  now 
owned  by  NBC,  to  be  assigned  to  RKO- 
General,  and  in  exchange,  RKO  Gen- 
eral’s WNAC-AM-FM-TV  Boston  to 
be  assigned  to  NBC.  This  is  estimated 
to  be  a $15-20  million  deal. 

■ WRC-AM-FM-TV  Washington  to 
be  sold  by  NBC  to  RKO  General  for 
$11.5  million. 

■ RKO  General’s  WGMS-AM-FM 
Washington  to  be  sold  to  Crowell-Col- 
lier  Publishing  Co.  for  $1.5  million. 
This  sale  is  required  in  order  to  permit 
RKO  General  to  buy  the  WRC  sta- 
tions. RKO  already  owns  seven  am 
stations,  the  maximum  allowed. 

■ KTVU  San  Francisco  to  be  sold 
to  NBC  in  a better  than  $7.5  million 
stock  transaction. 

The  entire  package  was  instigated 
after  NBC  and  its  parent,  RCA,  signed 
a consent  decree  last  year.  This  re- 
quired the  network  to  get  rid  of  its 
Philadelphia  properties  and  to  submit 
any  additional  purchases  for  Justice 
Dept,  clearance  first  before  filing  ap- 
plications with  the  FCC  for  approval. 

The  consent  decree,  signed  last  Sep- 
tember, resulted  from  a government 
antitrust  suit  brought  in  1956  follow- 


ing the  exchange  of  stations  between  | 
Westinghouse  and  NBC  in  1955.  The 
government  charged  that  NBC  had 
threatened  to  withdraw  affiliations  with  I 
WBC  television  stations  in  order  to 
pressure  Westinghouse  into  agreeing  to 
the  exchange  of  WBC’s  Philadelphia 
stations  for  NBC’s  Cleveland  outlets. 
Westinghouse  also  received  $3  million. 

The  government  also  alleged  that  this  1 
was  in  furtherance  of  a conspiracy  by 
NBC  to  acquire  vhf  tv  stations  in  five 
of  the  top  eight  markets  in  the  U.S. 

The  consent  judgment  also  forbade 
NBC  to  add  any  new  stations  to  its  i 
representation  list,  other  than  owned  i 
and  operated  outlets,  unless  prior  no-  | 
tice  was  given  to  the  Dept,  of  Justice,  j; 
The  Justice  Dept,  was  permitted  to 
consider  the  circumstances  of  the  new 
representation  for  30  days  and  to  ask  J 
the  court  to  determine  if  coercion  was  I 
used  by  the  network  to  obtain  the  rep-  I 
resentation. 

The  decree  has  a life  of  nine  years  ■ 
from  the  date  NBC  gives  up  its  Phila-  I 
delphia  stations,  or  10  years  from  the  M 
date  of  issuance. 

Celler  Calls  on  FCC  ■ Mr.  Celler  I 
called  on  the  FCC  to  take  “immediate  ■ 
action  to  curb  the  power  of  the  chains”  il 
by  eliminating,  among  other  things,  op-  ;■ 
tion  time. 

The  New  York  Democrat,  who  is  jl 
chairman  of  the  House  Judiciary  Com-  |l 
mittee  and  of  its  antitrust  subcommit-  jl 
tee,  declared  that  the  Bicks’  statement  jl 
“establishes  that  the  decree  is  worth- 
less;  that  it  contains  a string  of  sophis-  jl 


More  trouble  for  NBC’s  KTVU  (TV)  buy 


The  FCC  last  week  threw  still 
another  monkey  wrench — of  the  left- 
handed  variety — into  NBC’s  pur- 
chase of  KTVU  (TV)  San  Francisco. 
This  came  in  the  form  of  a com- 
mission inquiry  into  KTVU’s  “prom- 
ises vs.  performance”  in  program- 
ming. 

KTVU  is  operating  with  only  a 
construction  permit  (since  March 
1958)  and  has  never  been  licensed. 
This  was  said  to  be  the  first  time 
the  commission  has  questioned  a sta- 
tion’s programming  before  it  even 
received  a license. 

In  a letter  to  the  ch.  2 station,  the 


commission  said  that  its  program 
service  raises  questions  as  to  KTVU’s 
past  and  proposed  programming. 
The  FCC  cited  the  following  prom- 
ises (in  the  application  for  cp)  against 
actual  performance  of  KTVU: 


Promised 

Actual 

Entertainment 

68.18% 

86.18% 

Religious 

3.69% 

1.36% 

Agricultural 

0.86% 

0.27% 

Educational 

4.63% 

0 % 

News 

7.37% 

2.33% 

Discussion 

3.09% 

0.55% 

Talks 

12.18% 

1.65% 

Sports 

7.66% 

(The  commission  noted  that  sports 


seems  properly  to  include  talks.) 

The  actual  programming  perform- 
ances were  taken  from  KTVU’s 
composite  week  and  the  station  pro- 
posed no  changes  in  its  schedule  in 
its  application  for  license,  the  com- 
mission said.  In  view  of  questions 
raised  with  respect  to  past  and  pro- 
posed programming,  the  commis- 
sion letter  to  KTVU  continued,  and 
the  deviations  from  representations 
made  in  the  original  application,  a 
further  inquiry  is  warranted.  KTVU 
was  given  30  days  to  reply  before 
the  FCC  takes  any  action  on  the 
license  application. 
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WAVE-TV  Gives  You 
28.8%  MORE  HEAVY  SMOKERS! 

(and  light  smokers,  too,  for  that  matter!) 

Yes  sir,  it’s  a fact!  WAVE-TV  gives  you 
^^r28.8%  more  smokers,  because  it  gives  you 
28.8%  more  VIEWERS  than  any  other  TV  station 
in  Kentucky  — sign-on  to  sign-off,  every  average 
week! 

How  many  more  sales  can  you  make  with  28.8% 
more  viewers? 

Ask  NBC  Spot  Sales  for  all  the  facts  — including 
WAVE-TV’s  much  lower  cost-per-thousand! 


CHANNEL  3 © MAXIMUM  POWER 
NBC 

LOUISVILLE 

NBC  SPOT  SALES,  National  Representatives 


BROADCASTING,  June  6,  1960 


63 


tries;  that  its  effect  doesn’t  mean  a slap 
on  the  wrist  to  NBC.” 

Major  peeve  of  Mr.  Celler,  it  is  re- 
ported, is  that  he  believes  that  NBC  has 
achieved  what  the  government  anti- 
trust suit  sought  to  prevent — vhf  tv 
stations  in  five  of  the  top  eight  markets. 
NBC  has  tv  stations  in  New  York,  Chi- 
cago and  Los  Angeles  as  well  as  in 
Washington  and  Philadelphia. 

In  discussing  resuming  his  network 
study,  Rep.  Celler  is  understood  to  be 
anxious  to  determine  what  the  FCC 
has  done  about  the  Barrow  Network 
Study.  This  took  place  two  years  ago 
and  resulted  in  a series  of  recommenda- 
tions, several  of  which  already  have 
been  voluntarily  adopted  by  the  indus- 
try or  by  FCC  fiat.  The  networks  are 
under  orders  to  reduce  option  time  by 
30  minutes  in  each  broadcast  segment. 
Mr.  Celler  and,  at  one  time,  the  Dept, 
of  Justice  tagged  option  time  as  an 
antitrust  violation. 

The  Judiciary  chairman  is  also  con- 
cerned, it  was  said,  at  the  intimation 
that  once  the  Dept,  of  Justice  washes 
its  hands  of  a case,  other  government 
agencies  might  presume  that  this  sig- 
nifies approval  on  antitrust  grounds  and 
refuse  to  consider  this  “public  policy” 
question  in  their  own  deliberations. 

This  is  said  to  be  the  reason  Mr. 
Celler  is  expected  to  watch  closely  the 


T o the  uninitiated,  a page  of  Gregg  is  so 
much  Greek.  But  a secretary  trained  in  the 
symbology  of  shorthand's  foremost  author- 
ity can  translate  it  into  a meaningful  com- 
munication. To  a bus-driver,  a page  from 
the  1960  BROADCASTING  YEARBOOK  won't 
be  very  lucid  either.  But  the  men  and 
women  who  make  important  decisions 
in  broadcast  advertising  look  upon  this 
comprehensive  volume  as  THE  authority 
for  a multitude  of  facts  about  television 
and  radio  . . . dependable  facts  they  can 


Political  survey 

An  annoyed  FCC  reminded 
broadcasters  last  week  that  they 
are  expected  to  answer  all  ques- 
tions on  the  questionnaire  regard- 
ing station  policies  in  giving  po- 
litical broadcast  time.  The  com- 
mission sent  questionnaires  to 
all  tv  stations  on  the  request  of 
the  Senate  Communications  Sub- 
committee (Broadcasting,  May 
23). 

The  commission  said  that  the 
questionnaires,  due  June  6,  “in- 
dicate a neglect  by  many  to  an- 
swer two  specific  questions.” 
One  question  deals  with  general 
policy  to  make  free  time  availa- 
ble and  the  other  with  the  No- 
vember presidential  elections — 
clearing  time  for  sustaining  pro- 
grams from  both  network  and 
non-network  sources. 

FCC  said  stations  that  have  re- 
turned incomplete  questionnaires 
should  supply  the  additional  in- 
formation “promptly.” 


FCC’s  action  on  this  matter. 

It  was  predicted  that  if  the  FCC  ap- 
proves the  transactions  without  a thor- 


translate into  more  profitable  advertising 
plans.  Nowhere  is  so  much  useful  TV-radio 
information  assembled  within  a single  set 
of  covers,  or  consulted  so  often  day- 
after-day  throughout  the  year.  The  1960 
BROADCASTING  YEARBOOK,  packed  with 
more  data  about  the  broadcast  media  than 
ever  before,  will  be  delivered  to  subscrib- 
ers in  early  September.  Your  message 
gets  a big  bonus  of  attention  and  long  life 
at  regular  BROADCASTING  rates.  Today's 
the  day  to  reserve  a good  spot  for  it. 


ough  investigation  and  hearing  Mr.  Cel- 
ler is  going  to  move  in — fast. 

As  of  now,  however,  no  plans  have 
been  made  or  announced  on  resuming 
the  antitrust  subcommittee  hearings  on  ; 
broadcasting  or  the  networks. 

Justice  Finds  No  Abuse  ■ Significantly 
it  was  the  Justice  Dept.’s  finding  that 
there  was  no  abuse  on  the  part  of  NBC 
in  the  forthcoming  station  transfers  j 
that  set  the  New  Yorker  off. 

The  government’s  position  was  given 
in  May  26  letter  to  Rep.  Celler  by  Mr. 
Bicks.  This  was  in  response  to  a tele- 
gram from  the  congressman. 

Mr.  Bicks  told  Mr.  Celler  that  Justice 
had  begun  an  intensive  investigation  of  ji 
all  the  facts  surrounding  the  NBC- 
RKO  deal  as  soon  as  the  agreements  j 
were  finalized.  This  was  in  January. 

Interviews  were  conducted  with  48 
people,  Mr.  Bicks  reported,  and  docu- 
ments were  obtained  from  the  princi- 
pals. Key  NBC  and  RKO  General  of- 
ficials were  interviewed  under  oath,  he  i 
explained. 

Ticking  off  the  possible  illegalities,  1 
Mr.  Bicks  reported  that  his  antitrust  i 
division  had  found  that: 

■ There  was  no  present  or  prior  con-  :■ 
nection  between  the  owners  of  KTVU  1 
and  RKO  General  by  which  “leverage”  i 
was  exerted  by  the  latter  on  the  former  jS 
in  order  to  get  the  San  Francisco  sta- 
tion  to  agree  to  sell  to  NBC.  Several  i; 
owners  of  KTVU  are  former  officials  Ui 
of  RKO  General. 

■ There  was  no  use  of  economic  j! 
leverage  in  the  agreements  between  !j» 
NBC  and  RKO  to  permit  the  view  that 

a tie-in  transaction  was  involved.  Ji 
NBC’s  agreement  with  RKO  for  the 
exchange  of  the  Philadelphia  and  Bos-  yj. 
ton  stations  was  contingent  on  the  net-  T 
work’s  acquiring  another  station  in  an-  |i  ji 
other  market.  It  also  had  been  alleged 
that  RKO  General’s  agreement  to  ex-  Iw 
change  its  Boston  station  for  NBC’s  [I; 
Philadelphia  outlets  was  conditioned  i 
on  RKO  General’s  buying  the  net-  ; 
work’s  Washington  stations. 

■ In  its  negotiations  with  RKO  Gen-  ! 
eral  the  network  had  not  exerted  the  Ij 
power  of  network  affiliation  to  force  j? 
RKO  General  to  agree  to  the  transac-  jr 
tions.  In  fact,  said  Mr.  Bicks,  “the  evi-  I 
dence  obtained  seems  more  consistent  i 
with  the  proposition  that  RKO  General  ■ 
occupied  a stronger  bargaining  posi-  J; 
tion  than  NBC.” 

■ NBC’s  unsuccessful  negotiations  r 
with  KRON-TV  San  Francisco  in-  ( 
volved  no  restraint  of  trade.  NBC  had  j 
tried  to  buy  the  San  Francisco  Chron-  jl 
icle  station  first,  but  the  Chronicle  re-  14 
fused  to  sell  at  what  it  termed  the  un-  * 
satisfactory  offer  made  by  the  network.  ■ 

■ No  unlawful  means  that  would  ■ 
stand  up  in  court  could  be  found  that 
implied  the  arrangements  between  Ji:  '] 
NBC  and  RKO  General  and  the  pur-  jl  j 


Deadlines?  July  1 if  proofs  are  needed;  July  15,  no  proofs. 
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YOUR  ROYAL  COACHMAN  JET  AWAITS! 


Low  cost  jet  service  to  Los  Angeles,  San  Francisco,  New  York, 
Chicago,  Detroit,  Washington,  Boston,  Dallas,  Ft.  Worth 


You'll  save  time  when  you  fly  American  Airlines’  707 
Jet  Flagships!  New  York  is  only  5 hours  5 minutes 
away  from  Los  Angeles,  for  instance! 

You'll  save  money  when  you  fly  Royal  Coachman 
—American’s  economy  jet  service.  For  ten  little  dol- 
lars more  than  regular  transcontinental  coach  flights, 
you  can  go  Royal  Coachman  jet.  Here  are  some 
sample  fares:  between  San  Francisco  or  Los  Angeles 
and  New  York,  $115.50;  New  York-Dallas,  $73.55; 


Chicago-Los  Angeles  or  San  Francisco,  $88.30.  All 
fares  plus  tax. 

You  ride  in  deep,  roomy  seats.  Two  trained  stew- 
ardesses serve  you  constantly.  Enjoy  magnificent 
complimentary  meals  (like  beef  cooked  in  wine), 
special  baggage  system  for  faster  delivery— and  fly 
on  the  world’s  most  proven  jetliner— the  707. 

For  reservations,  see  your  Travel  Agent  or  call 
American  Airlines — first  choice  of  experienced  travelers. 


QAU  AMERICAN  AIRLINES 


AMERICA'S  LEADING  AIRLINE 
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WWTV  AREA  FOOD  SALES 


Folks  in  the  WWTV  Area — Cadillac  and  Northern 
Lower  Michigan — -spend  16%  more  for  food  than 
all  consumers  in  the  states  of  Hawaii  and  Alaska 
combined*! 


What’s  more,  most  of  these  people  watch  WWTV 
. . . and  buy  the  brands  advertised  on  WWTV. 
WWTV  has  NCS  No.  3 circulation — daytime  and 
nighttime  — in  36  Northern  Lower  Michigan 
counties.  NSI  -(November,  1959)  for  Cadillac- 
Traverse  City  shows  that  WWTV  delivers  more 
homes  than  Station  “B”  in  344  of  352  competitive 
quarter  hours  surveyed,  Sunday  through  Saturday. 


WKZO-TV  — GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  — KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS-KALAMAZOO 
WWTV  — CADILLAC,  MICHIGAN 
KOLN-TV  — LINCOLN,  NEBRASKA 


Add  WWTV  to  your  WKZO-TV  (Kalamazoo- 
Grand  Rapids)  schedule  and  get  all  the  rest  of 
outstate  Michigan  worth  having.  If  you  want  it 
all,  give  us  a call! 

* Annual  combined  food  sales  for  Alaska  and  Hawaii  are 
$198.5  million  compared  to  $231.9  million  in  WWTV  area. 


WWTV 


316,000  WATTS  • CHANNEL  13  • 1282'  TOWER 
CBS  and  ABC  in  CADILLAC 

Serving  Northern  Lower  Michigan 
Avery-Knodel,  Inc.,  Exclusive  National  Representatives 


Newest  among  the 
leaders  serving 
America’s  greatest 
radio  market!  JB| 


DIAL  1110  50,000  WATTS 


KRLA 


RADIO  LOS  ANGELES 


Represented  by 
DONALD  COOKE  INC. 


More  audience  per  dollar 
than  any  other  leading  radio 
station  in  greater  Los  Angeles! 


chase  of  KTVU  by  NBC  meant  than 
the  so-called  “conspiracy”  was  bein^ 
continued  to  hold  vhf  television  sta  ; 
tions  in  five  of  the  top  eight  markets  | 
Mr.  Bicks  agreed  that  the  loss  oJ  j 
NBC  affiliation  by  Westinghouse  irS 
Boston  and  by  KRON-TV  in  San  Fran  i 
cisco  might  result  in  economic  loss  tc| 
these  broadcasters. 

“Such  injury,  however,”  he  added ; 
“is  attributable  to  exercise  by  NBC  o;1 
its  option  to  terminate  the  affiliation  re 
lationship  rather  than  to  acts  or  con  [ 
duct  of  RCA  or  NBC  improper  undeb; 
the  decree.” 

Mr.  Bicks  concluded  his  report  tc 
Mr.  Celler  by  calling  attention  to  “oth 
er  judicial  forums  or  the  FCC”  when i 
complainants  (Westinghouse  anc: 
KRON-TV)  could  plead  their  case. 

Supreme  Court  Decision  ■ Mr.  Bicks  j 
referred  to  the  U.S.  Supreme  Cour 
ruling  in  February  1959  which  uphelc 
the  right  of  the  Dept,  of  Justice  t( 
move  on  alleged  antitrust  violation: 
even  where  the  action  complained  o | 
was  approved  by  another  governmen ; 
agency.  This  was  the  result  of  an  appea 
by  RCA-NBC  against  the  governmen: 
antitrust  suit  in  the  NBC-Westinghous*  I 
stations  exchange.  He  concluded: 
“Neither  that  decision  nor  the  [con  i 
sent]  judgment  itself  intrudes  upoi  i 
powers  of  responsibilities  of  the  FCC  ii I 
its  application  of  the  statutory  stand ' 
ard  of  ‘public  interest,  convenience  any 
necessity.’  In  short,  our  decision  not  t( 
move  in  court  here  was  based  as  it  hac 
to  be,  solely  on  application  to  facts  un  | 
earthed  of  the  decree’s  precise  standi 
ards,  tailored  to  remedy  a particular 
abuse.  Thus  viewed,  such  decision  read  j 
not  on  the  broad  ‘public  interest’  issu< 
to  be  considered  by  the  FCC.” 

When  the  Dept,  of  Justice  failed  tc 
oppose  the  prospective  transfers  las 
month,  both  Westinghouse  and  KRON 
TV  filed  petitions  with  Judge  Willian 
H.  Kirkpatrick  in  Philadelphia.  They 
asked  to  be  permitted  to  intervene,  anc 
charged  that  the  consummation  of  the 
NBC-RKO  General  agreements,  plu  , 
the  network’s  buy  of  KTVU  in  Sail 
Francisco,  would  circumvent  the  purl 
pose  of  the  consent  decree. 

They  also  claimed  that  NBC’s  ac 
quisitions  in  Boston  and  San  Fran 
cisco  would  give  the  network  tv  domi 
nance  in  five  of  the  top  eight  markets— 
the  very  object  of  the  government’ 
antitrust  suit  in  1955. 

Both  Westinghouse’s  WBZ-TV  Bos 
ton  and  KRON-TV  are  NBC  affiliates 
and  would  lose  this  network  if  NBC  it 
self  owned  stations  in  these  cities. 

KRON-TV  had  submitted  a simila 
accusation  to  the  Dept,  of  Justice  whei 
the  government  agency  was  considering 
whether  to  object  to  the  transactions 
The  Philco  battle  against  the  NBC 
stations  in  Philadelphia  began  in  195: 
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Better  than  75%  of  WWDC 
families— 328,637  to  be 
exact— have  annual  incomes  of 
$5,000  or  more  . . . far  above 
the  Washington,  D.C.  average.* 

A mighty  affluent  group 
for  you  to  influence! 

*PULSE  Audience  Image  Study — July,  1959 

WWDC 


BROADCASTING,  June  6,  1960 


...  the  station  that  keeps  people  in  mind 

WASHINGTON,  D.C.— REPRESENTED  NATIONALLY  BY  JOHN  BLAIR  & CO. 

And  in  growing  Jacksonville,  Fla.— it's  WWDC-owned  Radio  WMBR 


Conelrad  ‘leak’ 

A witness  told  the  Senate  In- 
ternal Security  Subcommittee  last 
week  that  Cuban  authorities  are 
in  possession  of  all  instruction 
and  procedures  for  Conelrad,  the 
civil  defense  system  in  which 
broadcasters  participate,  and  that 
this  makes  sabotage  a simple  mat- 
ter. Sen.  Thomas  J.  Dodd  (D- 
Conn.)  identified  the  informant 
as  Edward  J.  Whitehouse,  a na- 
tive of  Cuba  and  former  director 
of  the  Cuban  Civil  Aeronautics 
Administration. 


when  the  manufacturing  company  pro- 
tested the  license  renewals  of  the  net- 
work’s stations.  This  was  on  the  ground 
that  since  they  they  were  identified  with 
RCA  this  constituted  an  unfair  com- 
petitive advantage  to  RCA.  The  com- 
mission originally  turned  down  the 
protest  on  the  assumption  Philco  was 
not  a party  in  interest.  After  court  re- 
versal, the  FCC  sat  in  oral  argument 
early  this  year.  It  has  not  yet,  however, 
handed  down  a decision. 

Last  month,  Philco  filed  a formal  ap- 
plication for  the  ch.  3 station  now  held 
by  NBC.  This  is  the  same  tv  facility 
which  Philco  put  on  the  air  in  the 
1940s  and  which  it  sold  to  Westing- 
house  in  1953. 

In  the  applications  for  FCC  approval 
filed  Friday,  RKO  General  reported 
that  its  net  income  for  the  fiscal  year 
ending  Sept.  30,  1959  was  $6,819,613. 
For  the  fiscal  year  ending  Sept.  30, 
1958,  RKO  General  reported  a net 
loss  of  $237,377. 

The  WGMS  sale  to  Crowell-Collier 
called  for  $300,000  payment  at  closing 
and  $1.2  million  payment  in  two  years. 

Crowell-Collier  is  the  owner  of 
KFWB  Los  Angeles,  KEWB  San  Fran- 
cisco, and  KDWB  Minneapolis-St.  Paul. 

Clear  channel  rules 
draw  response  at  FCC 

The  best  way  of  serving  millions  of 
listeners  in  sparsely  populated  regions 
with  nighttime  radio  service  was  de- 
bated in  34  reply  comments  received  by 
the  FCC  on  its  proposed  clear  channel 
rulemaking. 

While  the  replies  received  were 
largely  predictable,  with  class  I-A  clear 
channel  stations  fighting  to  preserve 
the  status  quo,  asking  for  a power  in- 
crease to  serve  “white  areas,”  (i.e., 
areas  without  radio  coverage)  and  in- 
dividual stations  asking  for  specific 
clear  channel  frequencies,  the  compel- 
ling need  for  nighttime  service  in  fringe 
areas  was  a dominant  issue. 

Clear  Channel  Broadcasting  Service 


told  the  FCC  that  its  original  statement 
that  approximately  three-fourths  of  the 
white  area  population  resides  east  of 
the  Mississippi  had  not  been  challenged 
in  other  comments.  CCBS  said  that  an 
analysis  of  the  cities  requested  for  the 
location  of  class  II  stations  reveals  that 
“by  and  large  the  parties  supporting 
duplication  of  the  clear  channels  are 
those  seeking  to  improve  the  facilities 
of  stations  they  operate  in  cities  which 
already  have  multiple  broadcast  serv- 
ices.” 

The  reason  that  large  cities  already 
having  multiple  nighttime  stations  were 
selected  for  proposed  class  II  facilities, 
CCBS  maintained,  was  “that  there  is 
insufficient  economic  activity  in  the 
sparsely  settled  areas  where  substantial 
white  areas  exist.”  The  only  way  to 
provide  these  areas  with  “a  choice  of 
an  improved  nighttime  service,”  CCBS 
asserted,  is  by  power  increase. 

None  of  the  comments  filed  attempt- 
ed to  demonstrate  that  the  use  of  high- 
er power  by  clear  channels  would  not 
result  in  a greatly  improved  skyway 
service,  CCBS  said.  The  clear  channel 
group  recommended  that  the  class  I-A 
clear  channel  frequencies  not  be  dupli- 
cated at  night  and  that  the  present 
maximum  power  limitation  of  50kw  be 
boosted  to  750kw. 

Depriving  Many  ■ NBC  also  con- 
cluded that  class  II  unlimited  time  sta- 
tions would  “serve  little,  if  any  white 
areas”.  However  the  network  said,  the 
class  II’s  would  deprive  a “considerable 
number”  of  listeners  of  class  I-A  station 
service. 

The  FCC  should  make  clear  from 
the  outset,  NBC  stated,  that  “to  achieve 
its  aim  in  the  protection  of  class  I-A 
channels,  it  will  not  permit  the  slow 
disintegration  of  these  channels  to  the 
status  of  class  I-B’s.”  NBC  urged  the 
commission  to  adopt  new  rules  stating 
that  only  “the  specified  new  unlimited 
class  II  assignments  will  be  permitted, 
that  these  new  stations  must  comply 
strictly  with  the  rules,  and  that  it  will 
not  entertain  applications  for  additional 
unlimited  time  class  II  assignments  on 
these  channels.” 

ABC  reiterated  its  stand  that  consid- 
eration be  given  to  50  kw  operations  on 
Eastern  clears  in  larger  metropolitan 
centers  for  three  Pacific  Coast  states. 
In  that  way,  ABC  said,  needed  primary 
service  in  those  states  and  some  addi- 
tional skywave  in  Rocky  Mountain 
states  can  be  undertaken  without  dis- 
rupting local  operations. 

The  FCC  had  received  a deluge  of 
comments  (At  Deadline,  April  4)  to 
its  proposed  rulemaking  which  would 
assign  additional  unlimited  time  sta- 
tions on  23  class  I-A  channels  of  not  less 
than  10  kw  power,  with  location  deter- 
mined on  basis  of  need  in  areas  without 
primary  service. 
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SPOT-BUYING 
FACTS  NOT  ON 
THE  RATE  CARD 
ABOUT  KYW-TV 
CLEVELAND 


Most  Local  and  National  Advertisers 

of  All  Cleveland  TV  Stations  And  that’s  not  all!  Most 

adult  viewers  of  all  Cleveland  TV  stations  . . . most  women  viewers  of  all  Cleveland  TV  stations, 
too.  That’s  why,  in  Cleveland,  no  tx  -w-  y-yr  ~r/\  r~\  tv  t / > x 1 -* 

TV  spot  selling  campaign  is  com-  JA.  X V\/  8\JL  V V_y  iCVClcL  II Q 

plete  without  the  WBC  Station  . . . Represented  by  Television  Advertising  Representatives,  Inc. 

'©g®  WESTING  HOUSE  BROADCASTING  COMPANY,  INC. 
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FCC’s  ‘U-2’  UNIT  TAKES  OFF 

Complaints  & Compliance  Div.  awaits  funds 
approval  from  Senate  before  completing  setup 


John  Harrington,  top  assistant  to 
FCC  Broadcast  Bureau  Chief  Harold 
Cowgill,  last  week  was  appointed  to 
head  the  new  Complaints  & Compli- 
ance Div.  of  that  bureau  (Broadcast- 
ing, May  23).  A veteran  of  nearly  25 
years  of  government  service,  Mr.  Har- 
rington assumed  his  new  duties  im- 
mediately. 

With  the  activation  of  the  new  in- 
vestigative office,  the  old  Compliance 
Branch  of  the  Renewal  & Transfer  Div. 
was  abolished  and  three  professional 
staffers  from  that  arm  were  transferred 
to  Mr.  Harrington’s  division.  They  in- 
cluded Leroy  Schaaff,  veteran  FCC  in- 
vestigator, Bill  Hunter  and  Louis  Bry- 
ant (see  Week’s  Headliners). 

Further  staffing  of  the  intelligence 
branch  will  be  accomplished  by  trans- 
fer of  personnel  and  hiring  of  new 
men,  the  commission  said.  Before  the 
Senate  is  a request  for  $300,000  to 
finance  the  investigative  operations 
with  an  eventual  staff  of  25,  exclusive 
of  clerical  help,  planned.  Pending  a 
congressional  appropriation,  the  func- 
tions of  the  new  division  will  be  car- 
ried on  with  the  assistance  of  a special 
task  force  of  commission  personnel, 
the  agency  said. 

This  task  force,  headed  by  renewals 
chief  Ed  Brown,  was  organized  in  April 
to  investigate  complaints  and  informa- 
tion relating  to  station  compliance  with 
Sec.  317  (sponsor  identification),  espe- 
cially payola.  Its  efforts  have  been  con- 
centrated in  the  Boston  and  New  York 
areas  (Broadcasting,  May  16). 


No  Censorship  ■ FCC  Chairman 
Frederick  W.  Ford  reiterated  last  week 
that  the  new  compliance  branch  would 
not  be  guilty  of  censorship  nor  would 
it  dictate  individual  programming  to 
stations.  He  said  that  much  could  be 
accomplished  of  benefit  to  the  industry 
through  issuance  of  citations  to  station 
violators  of  non-technical  rules  who, 
it  was  pointed  out,  in  many  instances 
probably  were  not  even  aware  of  their 
transgressions. 

He  stressed  that  the  commission  is 
not  interested  in  looking  into  the  draw- 
ers, closets  and  secret  files  of  stations. 
As  outlined  earlier  before  the  Senate 
by  Chairman  Ford,  the  new  office  would 
have  two  chief  functions:  (1)  immediate, 
thorough  and  effective  on-the-spot  in- 
vestigations of  complaints  received  by 
the  FCC;  (2)  spot  checks,  through 
monitoring,  of  selected  stations  to  make 
sure  their  programming  matches  rep- 
resentations made  to  the  commission. 

Of  the  $300,000  requested  from  Con- 
gress, $210,000  is  earmarked  for  per- 
sonnel, $42,000  for  travel  and  $48,000 
for  monitoring  and  “other  objects.” 

Pending  congressional  action  on  the 
request  for  more  money,  the  intel- 
ligence-surveillance arm  will  operate  on 
a limited  scope,  “subject  to  budgetary 
limitations.” 

This  Man  Harrington  ■ Mr.  Harring- 
ton is  a 1932  graduate  of  Holy  Cross 
and  received  his  LL.B.  from  George- 
town U.  Law  School  in  1940.  A 49- 
year-old  native  of  Massachusetts,  he 
entered  government  service  with  the 


FCC’s  Harrington 
Broadcaster's  big  brother 

FBI  in  1936,  although  he  was  not  an 
agent.  He  also  has  seen  service  with 
the  Federal  Security  Agency  and  has 
had  two  separate  stints  with  the  Justice 
Dept. 

The  chief  investigator  left  Justice 
in  1946  for  a two  year  tour  of  duty 
with  the  FCC.  In  1948  he  returned  to 
Justice,  where  he  was  in  the  lands  divi- 
sion, serving  eight  more  years  before 
going  back  to  the  commission  in  1956. 
Soon  thereafter,  Mr.  Harrington  was 
assigned  to  the  office  of  the  chief  of 
the  Broadcast  Bureau  where  he  served 
until  last  week’s  appointment. 


Magnuson  drops  a hint  he  may  help 


Sen.  Warren  G.  Magnuson  (D- 
Wash.)  last  week  hinted  the  Inde- 
pendent Offices  Appropriations  Sub- 
committee he  heads  may  go  along 
with  the  FCC’s  request  for  more 
money  to  keep  broadcast  stations 
under  surveillance  for  violations  of 
laws  and  FCC  rules  and  to  compare 
performances  with  promises  made 
at  license  renewal  time. 

But,  he  said,  the  subcommittee  re- 
port on  the  appropriations  bill  (HR 
11776)  will  specify  that  the  FCC  is 
not  to  get  into  programming  censor- 
ship. The  bill  for  various  govern- 
ment agencies  already  carries  a 
House-approved  FCC  budget  of 
$12,945,000  for  fiscal  1961  includ- 
ing $2  million  for  a two-year  study 


of  uhf  propagation  in  New  York 
City.  The  FCC  has  asked  the  Sen- 
ate for  $300,000  more  to  set  up  a 
special  group  of  investigators. 

Sen.  Magnuson,  who  also  is  chair- 
man of  the  Senate  Commerce  Com- 
mittee which  has  jurisdiction  over 
the  FCC  and  other  federal  regula- 
tory agencies,  said  his  own  senti- 
ment is  that  the  FCC  should  use  the 
money  it’s  requesting  to  expand  its 
existing  Broadcast  Bureau — not  set 
up  the  proposed  new  Complaints 
and  Compliance  Division — for  its  in- 
vestigative work. 

The  FCC  did  not  present  the  new 
investigative  program  in  the  Budget 
Bureau  request  to  the  House  earlier 
this  year  and  if  the  Senate  were  to 


approve  the  $300,000  or  any  other 
sum  for  that  purpose  the  House 
would  act  on  it  for  the  first  time  by 
agreeing  or  disagreeing  to  the  Senate 
amendment.  The  House  in  April  cut 
$315,000  from  the  FCC’s  budget  re- 
quest, allowing  a total  personnel  in- 
crease of  31  instead  of  62  requested. 
The  new  FCC  request  by  coincidence 
would  replace  $300,000  of  the  $315,- 
000  cut  but  for  a different  use. 

FCC  Chairman  Frederick  W.  Ford 
in  testimony  before  the  Senate  ap- 
propriations group  said  10  staffers 
already  have  been  detailed  to  the 
proposed  new  unit  (Broadcasting, 
May  30)  and  that  it  will  go  ahead 
regardless  of  whether  or  not  it  gets 
the  appropriations. 
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World’s  Fastest  Jetliner  — holder  of  ocean-to-ocean  transcontinen- 
tal commercial  airliner  speed  record . . . averaging  667  miles  an  hour. 


Interchange  Routes 


Delta  was  first  in  the  world  to  fly  this  unchallenged  Champion  of  the 
Jets.  Convair  880’s,  together  with  a fleet  of  magnificent  DC-8’s,  are 
expanding  Delta’s  pattern  of  jet  service  the  length  and  breadth  of  its 
system.  Cruising  at  615  mph,  the  880  out-distances  all  other  jetliners 
while  boasting  the  quietest  cabin  of 
any  4-engine  jet.  Delta’s  880  is  the 
most  advanced  airliner  of  our  time. 

Delta  DC-8  and  Convair  880 
Jet  Service  Routes  tothe  west  coast 
we  now  or  by  July  1. 


The  air  line  with  the  BIG  JETS 
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MIAMI  CH  10  AGAIN  REHASHED 

FCC  hears  Justice,  applicants  reiterate 
their  positions  on  ex  parte  involvement 


The  turbulent  ch.  10  Miami  tv  case 
was  back  before  the  FCC  last  week  in 
the  form  of  oral  argument  on  special 
Hearing  Examiner  Horace  Stern’s  ex- 
parte  initial  decision.  And,  to  the  sur- 
prise of  no  one,  all  six  parties  involved 
stuck  pretty  close  to  the  script  outlined 
in  submitting  their  exceptions  to  the 
decision. 

Justice  Dept,  and  FCC’s  general 
counsel  argued  that  the  winning  ap- 
plicant— Public  Service  Tv  Inc.  (WPST- 
TV) — -and  two  of  the  three  remaining 
hopefuls  should  be  disqualified. 

Judge  Stern  had  recommended  that 
former  Commissioner  Richard  A.  Mack 
should  have  disqualified  himself.  He 
also  suggested  that  the  Public  Service 
grant  be  revoked  and  a demerit  placed 
against  both  Public  Service  (National 


Airlines)  and  WKAT  in  any  new 
hearing.  He  cleared  North  Dade,  al- 
though he  termed  some  of  its  activities 
“imprudent.”  He  found  no  blemish  on 
the  character  of  L.B.  Wilson  Inc. 
(Broadcasting,  Dec.  8,  1958). 

Daniel  R.  Ohlbaum,  representing  the 
Attorney  General’s  office,  told  the  FCC 
that  Justice  “fully  accepts”  Judge  Hor- 
ace Stern’s  initial  decision,  but  would  go 
further  than  the  jurist  by  disqualifying 
offending  applicants.  He  said  that  the 
law  is  clear  when  character  deficiency 
is  an  issue.  The  FCC,  he  maintained, 
has  the  right  to  deny  applications  on 
this  ground  alone.  It  is  not,  as  Judge 
Stern  affirms,  to  be  weighed  with  other 
factors.  Under  the  circumstances,  he 
said,  the  FCC  cannot  make  a grant  to 
these  three  applicants  who  are  “disquali- 


fied as  a matter  of  policy  and  of  law.” 
The  issue  of  attempting  to  corrupt  and 
influence  government  officials  is  as  seri- 
ous as  the  FCC  can  face.  “Under  the 
circumstances  they  are  lucky  to  only 
lose  grants,”  Mr.  Ohlbaum  felt. 

Supports  Justice  ■ Edgar  Holtz,  as- 
sociate FCC  general  counsel,  strongly 
supported  the  Justice  position.  “We 
believe  it  fair  to  characterize  the  rec- 
ord as  being  so  conclusive  that  any 
man  on  the  street  would  agree  with  jl 
Judge  Stern,”  he  said.  Mr.  Holtz  char-  J 
acterized  the  improper  conduct  of  the  ;N 
applicants  as  follows: 


Public  Service  Television  Inc. : “Even  !■ 
if  they  had  only  tried  to  hire  [Miami  ja 
attorney  Thurman]  Whiteside,  it  would  a 
be  enough  to  disqualify  them.” 

WKAT  Inc.:  "Used  powerful  emis-it 
saries  to  get  their  grant.  Their  excuse  |l 
was  they  were  fighting  fire  with  fire.”jl 
North  Dade  Video  Inc.:  “[Former  [J 
FCC  Chairman  Robert]  Jones’  actions  il 
up  on  the  hill  in  their  behalf  is  enough. 
to  disqualify  them.  It  makes  no  differ-  | 


High-on-hog  holiday  haunts  Harris 


The  man  whose  righteous  and 
ringing  denunciations  against  fiddling 
with  the  public  interest  have  un- 
horsed people  in  high  places  and 
caused  the  lowliest  disc  jockey  to 
squirm  found  himself  on  the  receiv- 
ing end  of  similar  unpleasantries  last 
week. 

Rep.  Oren  Harris  (D-Ark.),  who 
has  carved  out  a reputation  as  a 
champion  of  the  American  public  in 
his  Legislative  Oversight  Subcom- 
mittee’s assorted  excursions  into 
alleged  FCC  irregularities,  rigged 
tv  quiz  shows  and  payola,  was 
charged  in  newspaper  and  magazine 
articles  with  spending  the  public’s 
money  in  a Honolulu  bar  during  a 
junket  by  members  of  the  Commerce 
Committee  in  December  1957. 

A copyrighted  article  by  Knight 
Newspapers  reporters  Don  Oberdorf- 
er  and  Walter  Pincus,  also  carried  in 
Life  magazine,  charged  congressmen 
with  “living  high  off  the  public”  and 
listed  expenses  by  Rep.  Harris,  five 
other  members  of  his  House  Com- 
merce Committee  and  a staff  mem- 
ber during  a stopover  at  Honolulu’s 
Royal  Hawaiian  Hotel  during  a trip 
from  Antarctica.  The  stopover  cost 
the  government  $851,  they  said 
House  expense  vouchers  revealed, 
with  40  entries  on  the  bill  stamped 
“bar  D-Rm”  or  “bar-surf”  totaling 
more  than  $190.  Penciled  opposite 
each  entry  was  the  word  “food,”  they 
reported. 

With  Rep.  Harris  were  Reps. 


Steven  Derounian  (R-N.Y.),  John 
Flynt  (D-Ga.),  Torbert  McDonald 
(D-Mass.),  Samuel  Friedel  (D-Md.) 
and  Robert  Hale  (R-Me.).  (Rep.  Hale 
lost  his  congressional  seat  in  the 
1958  elections.) 

Rep.  Harris  last  week  denied  the 
bills  were  for  liquor  and  said  infer- 
ences to  that  effect  were  “smears” 
and  “innuendoes.” 

Solid  Diet  ■ He  said  the  40  en- 
tries were  for  food.  He  has  an 
“iron-clad”  committee  rule  that  no 
liquor  bills  are  to  be  paid  by  the 
government,  he  added. 


Hawaii  Visitor  Harris 
Travels  with  iron-clad  rule 


A query  last  week  to  the  man- 
aging editor  of  the  Honolulu  Star 
Bulletin  brought  the  telegraphed  re- 
ply that  items  marked  “surf-bar”  at 
the  hotel  could  be  for  liquor  or  food, 
but  those  marked  “bar-dining  room” 
“would  be  unquestionably  booze  and 
booze  only  ordered  from  bar  for  con- 
sumption in  main  dining  room.” 

The  newspaper  article  also  indi- 
cated the  hotel  charged  the  congress- 
men $10  for  rooms  that  normally 
rent  for  $18  and  that  at  the  time  the 
Royal  Hawaiian  was  owned  by  Mat- 
son  Steamship  Lines,  noting  that 
Rep.  Harris’  House  Commerce  Com- 
mittee has  jurisdiction  over  maritime 
affairs. 

The  reporters  examined  25,329 
vouchers  paid  by  the  House  over  the 
past  two  years,  but  House  Clerk 
Ralph  Roberts  last  week  locked  them 
up  from  further  inspection  by  news- 
men. House  Speaker  Sam  Rayburn, 
however,  said  the  records  would 
again  be  reopened  to  public  view. 
Speaker  Rayburn  also  indicated 
there  would  be  drastic  reforms  in 
expense  accounting  by  House  mem- 
bers. 

The  newspaper-magazine  articles 
also  reported  that  another  commit- 
tee member.  Rep.  Morgan  Moul- 
der (D-Mo.),  had  charged  the  govern- 
ment for  expensive  hotel  rooms  and 
big  restaurant  bills  during  stays  in 
Los  Angeles  and  New  York  as  a 
member  of  the  House  un-American 
Activities  Committee.  Rep.  Moulder 
was  the  first  chairman  of  the  Over- 
sight subcommittee  and  was  suc- 
ceeded by  Mr.  Harris. 
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this  is:  RADIO  WITHOUT  PEER! 


WSPA  is  proud  of  being  South  Carolina's  FIRST  radio  station,  having 
recently  celebrated  its  30th  Anniversary,  but,  WSPA  is  not  only  FIRST 
in  age,  but  also  in  Public  Service  and  Audience  Loyalty! 

PULSE  has  just  completed  a 6 county  survey  (the  heart  of  the  rich 
Piedmont)  with  $699,101,000.*  buying  power.  This  survey  shows 
WSPA  LED  IN  EVERY  QUARTER  HOUR  FROM  6 A.M.  TO  11  P.M.  Mon- 
day through  Friday!  That  is  100%  leadership! 

During  its  30  years  of  service  WSPA  has  gained  audience  loyalty  by 
presenting  outstanding  local  broadcasting  personalities,  such  as;  Cliff 
Gray,  Jane  Dalton,  "Cousin  Bud"  and  others,  with  high  quality  local 
and  public  service  programming,  unsurpassed  news  and  the  best 
from  CBS. 

WSPA  proves  that  RADIO  WITH  MATURITY  commands  the  largest 
audience,  renders  the  best  public  service  and  sells  best  for  the 
advertiser! 

* SRDS,  Mar.  1960 

WSPA  RADIO 

SPARTANBURG,  S.C.  — Owned  and  Operated  by  the  Spartan  Radiocasting  Co. 

AM-FM-TV 

Represented  Nationally  by:  GEORGE  P.  HOLLINGBERV  CO. 


GOOD  PRACTICES 


*itty 

' 

- 


No  matter  how  you  look  at  it  . . . 


WSPA  RADIO 

FIRST  IN  AUDIENCE 


OF  THE  TIME ! 
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ATTENTION  ! ! ! SMALLER  COMMUNITIES— U.  S.  A. 

NOW  UHF  or  VHF  LOW  POWER 

COMMERCIAL  LOW  COST 

or 

EDUCATIONAL 
TELEVISION 


IMAGINE!!! 


"Ruggedized 

Simplicity" 

Someday  your  community  MUST 
and  WILL  have  a LOCAL  televi- 
sion station  for  LOCAL  EXPRES- 
SION and/or  Education. 

Electron  Corporation  is  proving 
daily  that  be  it  UHF  or  VHF— 
Here  is  a sensible  investment — 
LOW  COST  HIGH  QUALITY  ex- 
tremely reliable  TV  equipment. 


— Scoreboard — 

In  Operation  In  Process  Before  the  FCC 

KRET-TV  KRNM-TV  Flagstaff,  Ariz. 

Richardson,  Roswell,  New  Alamosa,  Colo. 

Texas  Mex.  Missoula,  Mont. 

KCDA-TV  Lamar,  Colo. 

Key  West,  Fla.  Douglas,  Ariz.  Gallup,  N.M. 

(Video-cable  Grand  Island,  Salina,  Kansas 

only)  Neb.;  Santa  Springdale,  Ark. 

Fe,  New  Mex.  Key  West,  Fla. 

Ft.  Smith,  Ark. 


ence  whether  or  not  he  accomplished 
anything  up  there.” 

North  Dade  Video  Inc.,  protested 
that  Mr.  Jones  was  hired  “to  neutralize 
pressures  and  counteract  rumors” 
among  congressmen  who  had  been  ap- 
proached on  the  case.  The  applicant  as-  ; 
serted  that  Judge  Stern  had  found  no  | 
attempt,  either  directly  or  indirectly,  on 
the  part  of  North  Dade  “to  influence  i 
improperly.” 

Public  Service  Counsel  Norman  Jor-  i 
gensen  said  that  Mr.  Whiteside  had 
been  approached  by  the  company  in  i 
1955  to  be  retained  on  a salaried  basis,  i 
He  refused  money,  counsel  said,  but  t 
his  promise  to  help  was  “considered  \ 
to  be  a polite  way  of  refusing  employ- 
ment. Whiteside  was  acting  for  White-  ii 
side  and  nobody  else.” 

Filing  Soon  ■ WKAT  Inc.  Counsel  s 
Paul  A.  Porter  said  that  it  will  be  filing 
an  amended  application  to  show  the 
death  of  its  sole  owner,  A.  Frank  Kat- 
zentine  who  died  March  27.  Mr.  j 
Katzentine  went  to  former  Commis-  i 
sioner  Mack,  whom  he  knew  intimately,  i 
and  begged  him  to  desist  from  any  in- ; f 
fluence  in  the  case  or  disqualify  him- 
self, WKAT  asserted.  “Mr.  Mack  re-  I 
fused  and  was  exposed,”  it  said.  The 
commission  refused  to  allow  Mr.  Porter  i' 
to  make  Mr.  Katzentine’s  death  an  is-  i 
sue  in  the  proceeding. 

L.B.  Wilson  Inc.,  represented  by  | 
Counsel  Robert  A.  Marmet,  will  be  the 
sole  remaining  applicant  if  the  others!  1 
are  disqualified.  He  asked  that  the  . 
FCC  issue  a modified  order  making  a jji 
grant  to  Wilson.  It  was  pointed  out  that 
Judge  Stern  found  Wilson  to  be  the  y 
only  applicant  that  could  be  granted  ! 
at  this  time. 

The  FCC,  which  in  some  instances  ■ 
of  late  has  been  issuing  staff  instruc-.  I 
tions  24  hours  after  oral  arguments,’! 
did  not  take  an  immediate  vote  on  fa 
Miami  case. 

FCC  commissioners  present  included  H 
Chairman  Frederick  W.  Ford  and  Com-  ft 
missioners  Rosel  H.  Hyde,  John  S.  ft 
Cross  and  Robert  E.  Lee.  Two  com- 
missioners were  absent:  Robert  Bartley,! 
who  is  in  London  at  an  international! 
conference  and  T.A.M.  Craven,  whof 
disqualified  himself  from  the  case. 

Miami  ch.  7 rehearing 
scheduled  for  June  1 3 

Rehearing  of  a second  Miami  tv 
grant — ch.  7,  as  distinguished  from  ch.  jl 
10 — because  of  ex  parte  contacts  with 
members  of  the  FCC,  will  begin  in' 
Philadelphia  next  Monday  (June  13)  be- 
fore Special  Hearing  Examiner  Horace 
Stern. 

Ch.  7 was  awarded  to  Biscayne  Tv  j 
Corp.  (WCKT  [TV])  in  1956  over  three; 
other  applicants.  Charges  of  improper  l 
approaches  to  members  of  the  FCC 


for  MUCH  LESS  than  the  cost  of  any  competitive 
TV  Station  ALONE  Electron  will  supply  . . . 

• A Complete  FCC  Approved  TV  Station  with  guaranteed 
coverage 

• FCC  Application  processing 

• All  necessary  converters  to  convert  your  community  (if 
UHF) 

• Engineering  and  installation 

• Year  to  Year  technical  service 

• Aid  in  obtaining  special  filmed  programming  packages 

INVESTIGATE  NOW!  ! I— DO  NOT  DELAY— THIS  IS  1960!  ! ! 

ELECTRON  CORP.  A Subsidiary  of  Ling-Altec  Electronics,  Inc. 
P.O.  Box  5570 — Dallas,  Texas 


United  Press  International  news  produces! 
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SHARPEN  YOUR  PENCIL 


; • J 


HOW  GOOD 
A BUSINESS 
HEAD 
DO  YOU  HAVE? 


Have  you  ever  wanted  to  run  a business?  Ever  thought  you  could  do  it  better 
than  the  boss?  Here’s  a chance  to  test  yourself  on  financial  matters. 


Running  any  business,  no 
matter  what  its  size,  boils 
down  to  this:  During  the  year 
you  take  in  so  much.  Out  of  it 
you  buy  materials  and  services. 
You  pay  salaries  and  wages, 
taxes,  rents  and  so  on.  You  also 
set  aside  something  for  expan- 
sion and  improvements.  Choose 
one  of  the  figures  given  below  in 
each  category  and  enter  it  in  the 
box.  Then,  after  you  have  filled 
in  all  the  blanks,  see  how  your 
figures  compare  with  the  actual 
costs  of  running  a business. 


1.  Sales  and  other  income.  The 
amount  Standard  Oil  received 
from  customers  plus  all  other  in- 
come totaled  $1,918,000,000  last 
year.  Enter  that  at  the  top  of  the 
statement. 


■ini 

12 


2.  Things  we  bought  and  used,  plus 
charges  made  for  wear  and  tear.  We 
purchase  everything  from  struc- 
tural steel  to  rubber  bands  from 
32,000  companies,  large  and 
small,  in  hundreds  of  American 
communities.  What  was  the 
total?  A.  $10,000,000.  B. 
$1,412,000,000.  C.  $467,000,000. 

3.  Wages , salaries,  benefits.  This 
may  surprise  you!  A.  $348,000,000. 
B.  $34,800,000.  C.  $19,000,000. 


4.  Taxes  ( excise  taxes  not  included) . 
A.  $81,000,000.  B.  $47,000,000. 
C.  $300,000. 

5.  Profits.  ( Total  2,  3 and  4.  De- 
duct from  1.) 

6.  Profits  used  for  improvements . 
To  progress,  a business  must  plow 
back  earnings  into  improvements . 
If  you  were  the  chief  executive  of 
Standard,  how  much  would  you 
put  aside?  A.  $5,000,000.  B. 
$150,000,000.  C.  $85,000,000. 

7.  Dividends  paid  shareowners. 
What  is  your  answer? 

The  Correct  Answer  to  No.  7 is 
$55,000,000.  (You  were  right  if 
you  entered  the  following:  2.B; 
3. A;  4. A;  5.  $140,000,000;  6.C.) 
If  you  held  shares  of  Standard 
Oil  stock,  the  value  of  the  divi- 
dends you  received  was  $1.93  per 
share  in  1959.  Standard  has  paid 
dividends  for  67  consecutive  years 
— making  our  company  good  to 
work  for,  deal  with  and  invest  in. 
What  makes  a company  a good  citizen? 
One  test  of  good  citizenship  is  a 
company’s  desire  to  keep  cus- 
tomers, employees,  stockholders, 
and  the  public  informed  on  how  it 
works  and  where  its  money  goes. 


1.  SALES  AND  OTHER  INCOME 

. ..$  ... 

COSTS  (What  we  spent) 

2.  Things  we  bought  and  used 

(includes  wear  and  tear) , . . , 

. . .* 

3.  Wages,  salaries  and  benefits. . • « < 

. . .* 

4.  Taxes  (excise  taxes  not  included). 

...$ 

TOTAL  COSTS  (Add  items  2,  3,  4) . . , 

...$ 

5.  TOTAL  PROFITS 

(Deduct  total  costs  from  item  1) 

...$ 

6.  IMPROVEMENTS 

(Deduct  this  amount  from  item  5),< 

7.  DIVIDENDS  PAID  SHAREHOLDERS 

(Whnt’t  vnur  rirKWPr?! 

. . 

The  petroleum  industry  is  a source  of  tremen- 
dous income  from  taxes  for  federal,  state  and 
local  governments.  From  Standard  Oil  Company 
alone,  government  got  $391,000,000  last  year 
from  excise  taxes  paid  by  motorists  on  petro- 
leum products.  This  figure  is  in  addition  to  the 
amount  to  be  shown  on  Line  4 above. 

STANDARD  OIL.  COMPANY 

(INDIANA) 


THE  SIGN  OP  PROGRESS... 
THROUGH  RESEARCH 
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“El  proximo  ano 

P A. _ p B p „ 


7200  idea-exchangers 

Each  of  ITT’s  101  plants  and  laboratories  (a  total  of  136,000  e: 
ployes)  is,  by  the  nature  of  ITT’s  farflung  organization,  a meetir 
place  for  the  scientific  minds  of  the  world.  Ideas  pour  in,  rub  sho 
ders,  take  off,  result  in : a fully  automated  post  office  in  Providen 
R.  I. ...  a multiplier  tube  that  detected  water  vapor  on  Venus . . 

RESEARCH  & DEVELOPMENT/ELECTRONIC  EQUIPMENTS/AIR  & MARINE  NAVIGATION/ELECTRONIC  COMPONENTS /MILITARY-SPACE  ELECTRON] 


“Thank  you,  gentlemen. 

Your  experience  in 
your  countries  has  been 
of  infinite  value  to  us. 

In  a few  years,  I think  fully 
automated  post  offices  are  going 
to  be  as  American  as  apple TT.” 


"Sil  vous  pUiT. . . 

H(X)=[2P:  log  -J  = —CVi  lOg  p,'  . 

i i 


\ 

si  14  countries  work  for  ITT. 

e atellite  system  that  could  make  worldwide  TV  a matter  of  a few 
ears.  As  a signal  can  be  bounced  from  one  planet  to  another, 
o can  an  idea  grow  in  bouncing  from  one  mind  to  y 
% another.  International  Telephone  and  Telegraph 
Corporation,  67  Broad  Street,  New  York  4,  N.  Y.  *JL 

TjIbMMUNICATIONS  SYSTEMS  / ELECTRON  TUBES  / OATA  PROCESSING  /AUTOMATION  SYSTEMS  / SYSTEM  MANAGEMENT  / COMPLETE  FIELD  SERVICES 


were  aired  before  the  House  Legislative 
Oversight  Subcommittee  in  the  spring 
of  1958  and  the  case  later  was  one  of 
several  returned  to  the  commission  by 
the  courts. 

Ben  Fuqua,  Florida  Power  & Light 
Co.  executive  and  close  personal  friend 
of  former  FCC  commissioner  Richard 
A.  Mack,  will  be  called  as  the  first 
witness  by  Edgar  W.  Holtz,  commission 
associate  general  counsel.  Others  defin- 
itely scheduled  to  testify  include  Niles 
Trammell,  president-general  manager 
and  1 5 % owner  of  Biscayne  and  former 
president  of  NBC;  John  S.  Knight, 
publisher  of  the  Miami  Herald  and 
17.5%  owner  of  WCKT;  John  D. 
Pennekamp,  Miami  Herald  associate 
editor;  Perrine  Palmer,  Miami  business- 
man and  friend  of  Mr.  Mack;  Jack 
Stein  and  Leo  Adeeb,  principals  in 
South  Florida  Television  Inc.,  one  of 
the  unsuccessful  applicants;  Miles 
Draper,  Tampa  attorney,  and  Richard 
Mead,  principal  in  East  Coast  Tele- 
vision Inc.,  another  unsuccessful  ap- 
plicant. 

Possible  alternative  witnesses  include 
A.  Roy  Cohn,  New  York  attorney  and 
one-time  counsel  for  the  Senate  (Mc- 
Carthy) committee  investigating  com- 
munists in  government;  James  M.  Cox 
Jr.,  publisher  of  the  Miami  News  and 
25.5%  owner  of  WCKT;  Arthur  W. 


Radio  has  proved  itself  to  be  Amer- 
ica’s most  effective  advertising  medium. 

Less  recognized,  but  coming  to  the 
fore,  is  the  fact  that  radio  is  just  as 
powerful  as  an  editorial  medium. 

For  the  highest  form  of  community 
service  is  community  leadership. 

American  cities  today  have  the  most 
aggravated  problems  in  our  history. 
Radio  editorials,  serious  interest  and 
participation  in  local  affairs  can  lead 
the  way  to  their  solution. 

Working  from  this  philosophy  of  com- 
munity responsibility ; here  are  a few 
of  the  things  achieved  by  editorializing 
on  WAVZ  and  WTRY. 

Turned  a pig  farm,  into  a 300  family 


Scharfeld,  Washington  attorney  who 
was  counsel  for  East  Coast  Television, 
and  Bill  O’Neil,  Miami  businessman 
who  was  approached  to  become  a stock- 
holder in  South  Florida  Television.  Mr. 
O’Neil  is  the  brother  of  Thomas  F. 


First  step  in  the  move  to  put  sub- 
scription tv  on  the  air  was  accomplished 
last  week  when  the  FCC  approved  the 
sale  of  ch.  18  WHCT  (TV)  Hartford, 
Conn.,  to  RKO  General  Inc. 

RKO  General  and  Zenith  Radio 
Corp,.  Chicago  radio-tv  manufacturer 
and  developer  of  the  Phonevision  sys- 
tem of  pay  tv,  plan  to  use  WHCT  as 
the  originating  station  for  a $10  mil- 
lion, three-year  tollvision  test  (Broad- 
casting, April  4). 

The  FCC  unanimously  approved  the 
WHCT  assignment  last  Wednesday 
(June  1). 

RKO  General  bought  the  Hartford 
independent  for  $150,000  plus  $242,- 
200  for  a 10-year  lease  on  physical 
property.  The  agreement  includes  an 
option  to  buy  the  leased  property  after 
four  years  for  $570,000.  The  station 
was  owned  by  Edward  D.  Taddei  and 


housing  project. 

Urged  federation  of  all  local  fund 
raising.  New  records  were  established 
in  resultant  drives. 

Redevelopment  of  downtown  business 
districts  and  other  areas.  Now,  projects 
totaling  hundreds  of  millions  of  dollars 
are  changing  the  faces  of  these  cities. 

Construction  of  a modern  airport 
terminal. 

These  results  have  built  a greater 
awareness  of  WTRY  and  WAVZ,  big- 
ger audiences  and  greater  sales. 

The  conclusion:  responsible  EDI- 

TORIAL LEADERSHIP  is  radio’s  job. 
It  is  also  radio’s  best  way  to  build  re- 
spect and  sales. 


O’Neil,  president  and  chief  owner  of  1 
RKO  General  stations. 

The  fourth  applicant  in  the  Miami  I 
ch.  7 proceeding  was  Sunbeam  Tele-  t 
vision  Corp.,  headed  by  Miami  busi- 
nessman Sidney  Ansin. 


associates.  At  one  time  the  ch.  18  ' 
facility  had  been  jointly  owned  by  j 
RKO  General  and  the  Hartford  Times,  i 

In  preparation  is  a formal  request 
to  the  FCC  for  permission  to  begin  I 
operating  WHCT  on  a pay  tv  basis,  k 
The  documents  were  filed  with  the  com-  » 
mission  last  Friday  (June  3). 

Pay  Tv  as  Supplement  ■ RKO  Gen-  -j 
eral  intends  to  operate  the  ch.  18  j ,11 
Hartford  facility  as  a regular,  non-net-  1 ■ 
work  affiliated  station  and  to  offer  k 
special  programs  on  a pay  basis. 

Under  the  RKO  General-Zenith  ar-  , ' 
rangement,  the  broadcaster  will  be  the  i 
Phonevision  franchise  holder  in  the 
Hartford  area.  It  will  be  responsible  for  I 
station  time,  programs  and  staff. 

Zenith  will  cooperate  closely  with  I 
RKO  General.  It  will  supply  encoders  da 
and  decoders.  The  decoders  will  be  sold  ^ 
to  RKO  General,  but  will  be  leased  ,ji 
by  the  broadcaster  to  the  public. 

Arrangements  for  programming  have 
not  yet  been  made  public.  The  only  in- 
formation  which  has  been  released  in- 
dicates  that  program  supply  will  in-  jl 
elude  Grade  A feature  movies,  sports,  W| 
theatrical  and  special  events. 

Operation  of  on-air  pay  tv  must  first  : 
be  approved  by  the  FCC.  The  com-  I 
mission’s  requirements  for  subscrip-  II 
tion  tv  were  issued  in  March  1959.  !■ 
They  include  a number  of  limitations,  jl 
including: 

■ Only  one  system  may  be  tested  !■ 
in  a city  and  only  one  city  may  be  used  id 
by  each  system. 

■ Pay  tv  may  be  demonstrated  only  M 
in  cities  which  receive  at  least  four  )« 
regular  tv  signals. 

■ Toll  tv  must  not  interfere  with  or  bj 
degrade  regular  broadcast  signals. 

Must  Start  With  2,000  ■ The  agree-  B 
ment  between  RKO  General  and  ][••] 
Zenith  provides  that  RKO  General  will  !■ 
begin  broadcasting  pay-as-you-see  tv 
as  soon  as  2,000  subscribers  are  signed  |« 
up.  It  also  gives  RKO  General  the  1 1 
right  to  institute  Phonevision  operations  jl 
in  a total  of  five  markets  if  pay  tv  I 1 
catches  on. 

RKO  General  owns  WNAC-AM-TV  J 
and  WRKO  (FM)  Boston,  WOR-AM-  j 
FM-TV  New  York,  KHJ-AM-FM-TV  I 
Los  Angeles,  WHBQ-AM-TV  Mem-  1 
phis,  KFRC-AM-FM  San  Francisco  jfl 
and  WGMS-AM-FM  Washington,  D.C.  1 


WAVZ  • WTRY 

NEW  HAVEN,  CONN.  • ALBANY,  SCHENECTADY,  TROY,  N.  Y. 


Editorial  Leadership: 

radio’s  best  way  to  build 
community  respect  and  sales! 

DANIEL  W.  KOPS,  President 
WTRY  • WAVZ 


STEP  FORWARD  FOR  PAY  TV 

FCC  approves  RKO  purchase  of  WHCT(TV) 
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Detroit’s  Basic  Radio  Station 
NBC  Affiliate 


On  the  air  when  Detroit  streets  and  expressways  are  jam-packed — and  on 
many  days,  immediately  following  WWJ’s  Tiger  Baseball  broadcasts — John 
Lynker  smoothly  entertains  and  solidly  sells  the  big-earning,  big-spending 
“Bumper  to  Bumper  Club.” 

Rush  hour  features  are  the  WWJ  Melody  Parade,  WWJ  News,  NBC  News 
and  Emphasis,  Boating  Tips,  and  other  timely  information.  And  because  the 
program  originates  at  the  special  WWJ  studio  at  Eastland  Shopping  Center, 
attractive  product  displays  are  available  to  advertisers. 

For  a sizzling  sales  curve  this  summer,  ask  your  PGW  Colonel  to  include 
WWJ’s  popular  John  Lynker  in  your  Detroit  schedule. 


1 1 A f 2 AM  and  FM 

W WJ  RADIO 


Exclusive  WWJ  studio  at  Eastland  Shopping  Center 


features  Driving  Time  Star 

JOHN  LYNKER  4:00-6:00  P.  M.  Weekdays 


NATIONAL  REPRESENTATIVES:  PETERS,  GRIFFIN,  WOODWARD,  INC.  • OWNED  AND  OPERATED  BY  THE  DETROIT  NEWS 
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Clear,  sharp,  low  distortion  signals  . . . 
proof  of  quality  in  Collins  AM  transmitters 

21  E/M 

This  5/10  kw  transmitter  is  the  most 
economical  and  dependable  available. 

Features:  extremely  stable  vacuum 
type  crystals  which  eliminate  the 
need  for  crystal  ovens;  easily  acces- 
sible, conservatively  rated  compon- 
ents; forced  air  cooling  to  assure  long 
tube  life;  compact  size;  attractive 
styling  and  finish. 

The  21E/M  is  easily  serviced  and 
maintained,  thus  keeping  lost  air 
time  to  a minimum.  Transmitter  ad- 
justments may  be  made  while  on  the 
air  by  the  easy  removal  of  access 
covers  on  the  front.  Circuitry  is  sim- 
plified, with  only  ten  tube  types  used. 

In  keeping  with  this  modem  concept, 
a thermal  time-delay  circuit  is  em- 
ployed. After  a momentary  power  in- 
terruption the  carrier  can  be  returned 
to  the  air  immediately. 


venient  controls.  There  are  onl; 
seven  different,  high  efficiency  tub} 
types  used  in  these  transmitters.  ;i 
One  heavy  duty  high  voltage  powa 
supply  is  used  for  the  modulator  an£ 
final  amplifier.  A separate  low  voltage 
supply  feeds  the  modulator  scree! 
grids  in  addition  to  the.  plates  an- 
screen  grids  of  the  other  RF  an] 
audio  tubes.  The  bias  supply  prc' 
vides  approximately  100  volts  for  th* 
modulator  and  power  amplifier  bian 
and  lesser  voltages  are  provided  fc 
other  biasing  throughout  the  tram 
mitters. 

20  V -2 — 1000 / 500  watt 
550A-1— 500/250  watt 
300J-2— 250/ 100  watt  | 

A Collins  Power  Increase  Packag 
makes  possible  overnight  conversion 
of  any  Collins  transmittter  to  higheji 
or  lower  power. 


21  E/M 


COLLINS 

off  the  air  fewer  times  than  any  other  transmitter!  a survey  of  1,024 

radio  stations  shows  that  Collins  AM  transmitters  are  forced  off  the  air  fewer  times  than  any 
other  transmitter.  This  survey , conducted  by  Industrial  Marketing  Services,  an  independent 
research  organization,  points  up  the  consistent  dependability  which  makes  Collins  the  quality 
name  in  broadcast  equipment. 


. 


other 
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Equipment 


212G-1  Speech 
Input  Console 


Collins 

Announcer 


Automatic 
Tape  Control 


New  FM  Transmitters 

Collins  now  offers  four  new,  custom- 
tested  FM  transmitters  with  power 
outputs  of  250,  1,000,  5,000  and 
10,000  watts.  Power  increase  pack- 
ages are  available  to  increase  the  5 
kw  and  10  kw  transmitters  to  7.5  kw 
and  15  kw,  respectively. 

These  compact,  FCC  type-approved 
transmitters  are  tested  on  the  cus- 
tomer’s channel  so  that  operation 
may  begin  immediately  after  installa- 
tion. Distortion  on  all  four  trans- 
mitters is  very  low:  .5%  at  100-7500 
cycles;  1%  maximum  at  50-15,000 
cycles. 


FM  Transmitters  also  feature:  self 
neutralization;  push  buttons  for 
easier  operation;  and  attractive,  easy 
to  read  front  panel  meters.  These 
transmitters  are  designed  for  remote 
control  and  FM  multiplex  operation. 


M-20  Lavalier  Microphone  — 
Dynamic  and  omnidirectional 
with  smooth  response  from  60- 
18,000  cps.  Output  level:  —57  db. 
One  inch  in  diameter  and  four 
inches  long;  weighs  only  3 V2  oz. 
This  economical  microphone  is 
ideal  for  use  by  announcers  at  re- 
mote broadcasts  and  sports  events, 
and  by  engineers  in  the  control 
room  or  wherever  freedom  and 
mobility  are  required. 

Collins  Announcer  — Com- 
plete three-channel  studio  console 
facilities  in  this  68  lb.  remote  unit. 
Has  two  Collins  TT-200  turn- 
tables. Easily  carried  in  trunk  or 
rear  seat  of  car.  May  serve  as  the 
nucleus  of  a recording  studio  or 
remote  broadcast  studio. 

M-60  Remote  Microphone- 
Amplifier  — One  hand-size  unit 
combining  a one  channel  remote 
amplifier  and  dynamic  omnidirec- 
tional microphone.  This  unit  is  en- 
tirely self-contained.  Has  a tran- 
sistorized amplifier,  mercury  bat- 
tery, lavalier  clip  and  earplug 
headphone.  Features  a 600-ohm 
balanced  output,  and  microphone 


response  of  60-20,000  cps.  Ampli- 
fier has  a frequency  response  from 
60-15,000  cps  with  less  than  2% 
distortion  at  12  dbm  output. 

212G-1  Speech  Input  Console 
— Controls  simultaneous  broad- 
casting and  auditioning  any  com- 
bination of  9 of  13  inputs.  Also, 
monitors  program  auditions  or  re- 
mote lines,  and  controls  speakers 
and  warning  lights. 

Automatic  Tape  Control  — 
Completely  automatic  broadcast- 
ing of  announcements  and  pro- 
grams. Segments  up  to  31  minutes 
in  length  may  be  played  without 
threading,  cueing  or  rewinding 
tapes.  Remote  control  circuitry  is 
provided  and  tone  bursts  from  one 
tape  may  be  used  to  trigger  tapes 
in  companion  units.  Collins  Auto- 
matic Tape  Control  is  the  most 
copied  unit  on  the  market  today. 

The  equipments  shown  are  only 
a few  in  the  complete  Collins  line. 
Whatever  your  broadcast  needs  — 
from  microphone  to  antenna  — 
specify  Collins,  your  one  complete 
source  for  high  fidelity,  high  qual- 
ity broadcast  equipment. 


Call  or  write  your  Collins  representative  for 
complete  information  about  Collins 
Broadcast  Equipment  or  write  for  your  free 
copy  of  Collins  Broadcast  Equipment 
Catalog.  All  Collins  Broadcast  Equipment 
is  available  through  the  TEL  Leasing  Plan. 

Collins  Broadcast  Sales  Representatives: 


r mi.v. 
m-r 


CALIFORNIA  - 1510  W.  Verdugo, 
Burbank;  Victoria  9-6041. 

FLORIDA  - 3856  Colebrook  Drive, 
Jacksonville  10;  Spring  1-2978. 

INDIANA  - Route  2,  Roanoke; 

Eastbrook  3133. 

IOWA  - 5200  C Ave.  N.E.,  Cedar  Rapids; 
Empire  5-841 1. 

MISSISSIPPI  - P.O.  Box  1 194,  Jackson; 
Fleetwood  4-3645. 

MISSOURI  — 628  S.  Rock  Hill  Road, 

St.  Louis  19;  Woodland  1-2284. 

NEW  YORK  - 261  Madison  Ave.,  New 
York  16;  Murray  Hill  7-6740. 


TENNESSEE  - P.O.  Box  547,  Gatlinburg; 
Gatlinburg  733. 

TEXAS  — P.O.  Box  1891,  Dallas  21; 

Adams  5-4511. 

WASHINGTON -939  White-Henry- 
Stuart  Bldg.,  1318  4th  Ave.,  Seattle; 
Main  2-8278. 

WASHINGTON  9,  D.C.  - 1825  Connec- 
ticut Ave.  N.W.;  Decatur  2-9211. 

CANADA  — 1 1 Bermondsey  Road, 

Toronto  16,  Ontario;  Plymouth  7-1101. 

OUTSIDE  NORTH  AMERICA  - 

International  Division,  P.O.  Box  1891, 
Dallas  21,  Texas,  U.S.A.;  Adams  5-4511. 


COLLINS 


COLLINS  RADIO  COMPANY 

CEDAR  RAPIDS,  IOWA  • DALLAS,  TEXAS  • BURBANK,  CALIFORNIA 


EQUAL  TIME’S  DEATH  THROES? 


Senate  Commerce  Committee  favors  move 
to  suspend  provisions  of  Section  315 


The  odds  increased  last  week  on  the 
possibility  Congress  will  give  broadcas- 
ters a chance  to  prove  what  they  have 
long  contended:  that  they  can  present 
the  Democratic  and  Republican  presi- 
dential nominees  to  the  U.S.  listening 
and  viewing  audience  on  a fair  and 
equitable  basis  in  formats  that  will  be 
most  likely  to  attract  viewers  and  least 
likely  to  alienate  them. 

The  Senate  Commerce  Committee  on 
Wednesday  gave  almost  solid  approval 
and  sent  to  the  Senate  for  vote  a reso- 
lution that  would  suspend  Sec.  315  for 
this  campaign  year  where  presidential 
and  vice  presidential  candidates  are 
concerned  and  thus  free  broadcasters 
and  the  networks  from  demands  by 
minority  group  candidates  for  equal 
time. 

The  committee  action  came  prompt- 
ly after  approval  of  the  resolution 
the  previous  afternoon  by  its 
Communications  Subcommittee,  which 
drafted  the  resolution  as  a substitute  for 
a much  more  controversial  measure 
(S  3171)  that  would  require  the  tv 


While  serving  a single 
station  market,  WTHI-TV 
fulfills  its  public  service  re- 
sponsibilities in  a way  that 
has  gained  for  it  the  appre- 
ciation and  support  of  its 
entire  viewing  area  ...  a cir- 
cumstance that  must  be  re-  ; 
fleeted  in  audience  response  f 
to  advertising  carried. 


Five  full  yz  hours  of  local 
public  service  program- 
ming each  week. 


CHANNEL  10  CBS  • ABC 

TERRE  HAUTE 

INDIANA 


Represented  Nationally  by  Bolling  Co. 


networks  and  tv  stations  to  give  free 
time  to  major  party  presidential  and 
vice  presidential  nominees  this  fall.  The 
resolution  was  drafted  in  the  subcom- 
mittee after  staff  consultation  with  the 
networks,  who  long  have  held  they  can 
do  the  best  job  of  presenting  aspirants 
for  the  nation’s  highest  offices  if  they 
can  do  it  their  own  way,  free  of  Sec. 
315  equal  time  requirements  (Broad- 
casting, May  30). 

Whereas,  S 3171  applied  to  tv  only, 
the  resolution  includes  radio,  too.  It 
would  be  effective  only  through  the 
1960  campaign  and  provides  that  the 
FCC  report  to  Congress  by  next 
March  1 on  how  the  trial  suspension 
worked,  with  any  recommendations  it 
may  have  for  amending  Sec.  315  (i.e., 
repealing  equal  time  provisions  for 
presidential  or  vice  presidential  nomi- 
nees, or  for  candidates  for  other  of- 
fices; alternatively  discussing  a new 
“free  time”  bill,  etc.). 

The  Opposition  ■ Approval  of  the 
resolution  Wednesday  morning  appar- 
ently was  opposed  by  only  one  commit- 
tee member:  Sen.  Ralph  W.  Yarbor- 
ough (D-Tex),  who  heads  the  three- 
man  “Watchdog”  (Freedom  of  Infor- 
mation) subcommittee  of  the  Commu- 
nications Subcommittee  of  which  lohn 
O.  Pastore  (D-R.I.)  is  chairman. 

Sen.  Yarborough  opposed  the  resolu- 
tion because  committee  members  would 
not  agree  to  his  proposal  to  delay  ap- 
proving it  until  the  FCC  has  reported 
on  its  questionnaire  to  television  sta- 
tions asking  their  planned  policies  and 
practices  on  political  broadcasting  this 
fall  (Broadcasting,  May  23).  Dead- 
line for  station  replies  was  set  for 
lune  6 by  the  FCC. 

But  the  Senate  group  did  incorporate 
an  amendment  offered  by  Sen.  Yar- 
borough to  the  original  draft  providing 
that  “nothing  in  [the  resolution]  shall 
be  construed  as  relieving  broadcasters 
from  the  obligation  imposed  upon  them 
...  to  operate  in  the  public  interest.” 

Sen.  Yarborough  plans  to  write  in- 
dividual views  to  be  included  in  the 
committee’s  report,  not  ready  as  of 
late  Thursday.  His  watchdog  group 
was  formed  April  14  to  keep  an  eye 
on  political  broadcasting  during  this 
year’s  campaign  and  is  ordered  to  make 
a report  after  the  elections  on  whether 
broadcasters  were  fair  in  presenting 
candidates.  The  resolution  (S  Res  305) 
forming  the  watchdog  unit  and  pro- 
viding funds  for  it  is  still  on  the 
Senate  calendar  awaiting  floor  action, 
however. 

Last  week’s  resolution  also  encoun- 


tered some  opposition  at  the  Pastore 
subcommittee’s  meeting  Tuesday,  from 
Sen.  A.S.  Mike  Monroney  (D-Okla.), 
who  wanted  to  amend  it  to  require  the 
FCC  to  act  as  a “referee”  to  see  that 
broadcasters  don’t  abuse  the  discretion 
they  would  be  given  by  the  measure. 
But  he  was  voted  down  by  other 
members,  who  felt  this  would  amount 
to  censorship. 

The  suspension  resolution  requires 
approval  by  the  Senate,  House  and  the 
President  before  it  would  go  into 
effect. 

Renomination  of  Lee: 
Has  the  way  cleared? 

If  Democrats  on  the  Senate  Com- 
merce Committee  are  delaying  Robert 
E.  Lee’s  renomination  to  the  FCC,  as 
Republicans  charge,  because  they  want 
Independent  William  P.  Connole  to  re- 
main on  the  Federal  Power  Commis- 
sion, that  obstacle  was  removed  last 
week.  Mr.  Connole  announced  he 
doesn’t  want  to  serve  any  longer  after 
his  term  expires  June  22. 

Chairman  Warren  G.  Magnuson  ID- 
Wash.)  said  after  a committee  meeting 
May  25  that  the  Lee  nomination  was 
being  held  up  by  the  committee  pend- 
ing House  action  on  a Senate-approved 
bill  (S  1965)  under  which  an  FCC  or 
FPC  member  whose  term  expires  would 
continue  serving  until  his  successor  is 
appointed  and  qualifies  (Broadcasting, 
May  30). 

The  committee  (Democratic  majority) 
took  this  stand,  Sen.  Magnuson  said, 
because  the  new  term  would  run  into  a 
new  executive  administration.  If  the  bill 
is  enacted,  President  Eisenhower  can 
give  Mr.  Lee  a recess  appointment  last- 
ing till  some  time  next  year;  if  it  isn’t 
the  committee  will  deal  with  the  Lee 
problem  in  another  way,  Sen.  Magnu- 
son said. 

But  a GOP  spokesman  said  not  one 
committee  member  opposed  Mr.  Lee 
for  a new  term;  that  he  was  the  vic- 
tim of  politics  involving  Mr.  Connole, 
the  Democrats  favoring  Mr.  Connole 
and  opposing  the  President’s  nominee, 
Thomas  A.  Donegan,  to  succeed  him 
on  the  FPC.  But  he  still  felt  Mr.  Lee 
would  get  his  chance  at  a Senate  vote. 

The  House  Communications  & Pow- 
er Subcommittee  headed  by  Rep.  Oren 
Harris  (D-Ark.)  holds  hearings  on  S 
1965  tomorrow  (Tuesday)  at  10  a.m. 

If  Democratic  partiality  to  Mr.  Con- 
nole was  the  key  to  the  committee’s 
deferment  of  action  on  the  Lee  nomi- 
nation, Mr.  Connole’s  decision  of  last 
week  not  only  would  clear  the  way  for 
a Senate  vote  on  Mr.  Lee,  but  also 
might  encourage  the  President  to  nomi- 
nate a successor  to  the  vacancy  cre- 
ated by  the  resignation  of  former  Chair- 
man John  C.  Doerfer. 
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GULF  PRESS  CONFERENCE 


A service  of  Gulf  Oil  Corporation  in  the  cause 
of  creating — through  the  facts  as  we  see  them 
— a fuller  understanding  of  the  oil  industry. 


Oil’s  amazing  building  blocks 


ij 

! Oil  used  to  mean  fuel  and  lubrication — and  that  was  it.  But  the  oil  industry 
has  known  for  years  that  the  gases  given  off  in  refining  could  also  be 
processed  into  valuable  chemicals.  Only  with  the  advent  of  modern  refin- 
ing has  it  become  economical  to  make  the  most  of  these  gas  and  liquid 
I fractions.  Today’s  refineries  produce  enough  raw  materials  to  feed  a new 
kind  of  oil-chemical  industry.  We  call  that  industry  petrochemicals. 


Q.  Would  you  identify  some  things  that 
\ trace  their  origin  to  oil? 

A.  The  polystyrene  in  your  hairbrush 
I handle  is  petrochemical.  So  is  the  mela- 
I mine  in  plastic  dinnerware.  The  synthetic 
I detergents  you  wash  the  dishes  with.  The 
I polyester  fibers  in  the  clothes  on  your 
I back.  The  polyethylene  in  squeeze  bot- 
I ties.  Petrochemicals  may  turn  up  in  boats, 
I football  helmets,  fertilizers,  paints,  ex- 
I plosives  or  sandwich  wrap,  to  name  but 
1 a very  few  uses. 

Q.  What  brought  about  this  great  activity 
I in  petrochemicals? 

A.  It  began  partly  with  World  War  II. 
I The  frantic  hunt  for  synthetic  rubber, 
I explosives  and  high  octane  gasoline  com- 
I ponents  put  petrochemical  development 
I on  a crash  basis.  Butadiene  and  styrene 
I were  needed  in  large  quantities  for  syn- 
I thetic  rubber.  Eighty-five  percent  of  all 
I rubber  in  the  War  was  synthetic.  Today, 

I better  than  90%  of  passenger  car  rubber 
is  petrochemicals. 

Q.You  indicated  petrochemicals  owe  their 
; success  to  more  than  the  War? 

I A.  Yes,  in  large  part  they  owe  their  rise 
to  new  refinery  processes  such  as  cata- 
lytic cracking.  Besides  boosting  gasoline 
octane  ratings,  “cat  cracking”  upped  the 
output  of  gas  residues  from  which  petro- 
chemicals are  made.  It  takes  a tremen- 
dous investment  in  refinery  equipment 
to  transform  that  gas  into  petrochemicals, 
j But  this  increased  source  of  supply  made 
such  an  investment  economical. 
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Q.  Does  this  transformation  take  place  at 
the  refinery  or  elsewhere? 

A.  It  starts  at  the  refinery.  Here  the  gases 
and  liquid  fractions  undergo  a costly 
process  of  upgrading.  They  are  then  de- 
livered in  compressed  gas  or  liquid  form 
to  chemical  companies.  There  these  mo- 
lecular building  blocks  are  rearranged 
into  an  almost  limitless  number  of  com- 
pounds never  before  known  to  man. 
Matter  as  hard  as  steel,  elastic  as  a 
rubber  band,  buoyant  as  cork. 

Q.  Earlier  you  mentioned  rubber.  What 
other  industries  have  been  affected  by 
petrochemicals? 

A.  The  chemical  industry  itself,  for  one. 
In  1920,  there  were  two  chemical  plants 
producing  75  tons  of  petrochemicals.  To- 
day, there  are  many  hundreds  producing 
some  20,000,000  tons  per  year.  This  is 
one-third  the  volume  of  all  chemical 
production  in  the  U.  S.  Or,  look  at  these 
figures.  Synthetics  from  oil  now  add  up 
to  75%  of  all  soap  and  detergent  sales. 
Ninety  percent  of  U.  S.  fertilizer  nitro- 
gen is  obtained  from  petrochemicals. 
Synthetic  fibers  make  up  about  10%  of 
all  textile  production,  and  that  figure  is 
growing  rapidly. 

Q.  How  fast  is  the  petrochemical  industry 
growing  over-all? 

A.  All  through  the  1950’s  the  industry 
grew  at  the  phenomenal  rate  of  14%  a 
year,  as  against  4.1%  for  the  all-industry 


average.  The  growth  rate,  economists 
tell  us,  should  continue  at  a healthy  8 to 
10%  yearly  clip  in  the  1960’s. 

Q.  Has  Oil  felt  this  boom  to  the  extent 
the  chemical  industry  has? 

A.  Petrochemicals  use  the  equivalent  of 
about  60,000,000  barrels  of  oil  a year. 
That  is  about  a barrel  in  every  50  of 
crude  produced.  That  barrel  however, 
supports  a petrochemical  industry  worth 
$6.7  billion  in  capital  investments  and 
employing  over  150,000  people. 

Q.  What  petrochemical  products  are  we 
likely  to  find  in  our  future? 

A.  That  is  hard  to  pin  down.  Based  on 
our  present  knowledge,  petrochemicals 
could  replace  many  hundreds  of  items 
that  are  now  made  with  natural  re- 
sources. Plastics,  for  instance,  will  wind 
up  in  more  and  more  products  now  made 
of  wood,  metal,  ceramic,  paper  and  glass. 
But  the  really  exciting  future  of  petro- 
chemicals may  very  well  lie  in  the  dis- 
covery of  products  that  don’t  even  exist 
at  the  present  time. 

Q.  This  indicates  a great  need  for  con- 
tinuing research,  doesn’t  it? 

A.  The  research  laboratory  is  the  heart 
of  the  petrochemical  industry.  Oil  com- 
panies are  putting  $45  million  a year 
into  petrochemical  research  so  we  may 
continue  to  find  exciting  new  uses  for  oil. 
Our  research  people  would  be  the  very 
first  to  tell  us  that  present  achievements 
in  petrochemistry  are  only  a start. 
Synthetic  foods,  indestructible  bridges, 
engines  that  never  wear  out — they  may 
all  be  in  Oil’s  future.  And  that  future’s 
limited  only  by  man’s  imagination. 


We  welcome  further  questions  and  comment. 
Please  address  them  to  Gulf  Oil  Corp., 
Room  1300,  Gulf  Bldg.,  Pittsburgh  30,  Pa. 
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PROGRAMMING 

FALL  MAY  BE  A LITTLE  LATE 

Producers,  agencies,  networks  agree 
to  use  re-runs  if  WGA  strike  continues 


The  three  television  networks  were 
reported  last  Thursday  (June  2)  to 
have  agreed  to  a proposal  by  leading 
tv  film  producers  to  schedule  re-run 
film  product  at  the  outset  of  the  new 
fall  season.  The  Writers  Guild  of 
America  strike  against  tv  film  pro- 
ducers has  produced  a scarcity  of  films 
and  scripts  for  the  new  season. 

The  producers  held  an  earlier  meet- 
ing on  Wednesday  (June  1)  with  rep- 
resentatives of  six  major  advertising 
agencies.  Agency  officials  told  the 
producers  that  if  the  networks  agreed 
to  delay  the  start  of  the  new  season, 
they  would  recommend  to  their  clients 
that  they  go  along  with  the  re-run  plan. 
It  was  understood  that  agencies  had  dis- 
cussed the  predicament  with  sponsors 
and  the  latter  were  inclined  to  accept 
re-run  films  until  new  product  becomes 
available. 

Officials  of  networks,  agencies  and 
production  companies  declined  to  dis- 
cuss the  meetings  but  acknowledged 
they  had  been  held.  Among  the  pro- 
ducers who  were  reported  to  have 
pushed  the  re-use  pattern  and  were 
represented  at  the  meetings:  Four  Star 
Films,  Revue  Productions,  Screen 
Gems,  20th  Century-Fox,  Warner 
Bros,  and  UA-Ziv. 

Stalemate  ■ Meanwhile,  in  Holly- 
wood neither  WGA  nor  the  Alliance  of 
Television  Film  Producers  and  the 
Assn,  of  Motion  Picture  Producers, 
who  have  been  negotiating  jointly  on 
the  terms  of  employment  of  writers 
for  tv  films,  made  any  move  to  resume 
discussions.  At  the  close  of  the  pre- 
vious week,  ATFP  and  AMPP  with- 
drew all  offers  that  they  had  made  to 
WGA  during  the  months  of  negotia- 
tions, following  the  rejection  of  several 
different  offers  by  the  tv-writer  mem- 
bers of  the  Guild.  If  this  left  the  next 
move  up  to  WGA — and  the  producers 
pointed  out  that  every  negotiating  ses- 
sion held  since  the  strike  began  Jan.  16 
had  been  called  by  them — the  Guild 
officials  seemed  content  to  sit  still  for 
the  present.  Their  reasoning  seemed  to 
be  that  with  the  time  to  get  filmed 
programs  ready  for  fall  showing  al- 
ready uncomfortably  short,  the  pro- 
ducers would  be  forced  to  seek  peace 
by  making  more  concessions  to  the 
writers. 

Specifically,  WGA  seemed  to  expect 
the  increase  in  minimum,  the  welfare 
fund  and  the  other  things  already  of- 
fered (Broadcasting,  May  23),  plus 


a percentage  of  the  proceeds  of  the 
sale  of  tv  films  abroad,  effective  im- 
mediately. This  the  producers  have  not 
offered  independently.  It  would  be  in- 
cluded in  the  overall  royalty  plan  of 
paying  writers  offered  as  an  alternative 
to  the  present  system  of  a flat  payment 
for  the  first  use  of  a tv  script  plus 
residual  payments  for  each  re-run.  The 
royalty  plan  would  give  writers  a per- 
centage of  all  revenues  from  the  tv 
films,  foreign  as  well  as  domestic.  But 
the  writers  turned  this  plan  down  as 
they  had  the  earlier  offers. 

Union-busting  Charged  ■ When  the 
producers  turned  to  the  agencies  in- 
stead of  back  to  WGA,  the  Guild  im- 
mediately wired  a protest  to  the  Amer- 
ican Assn,  of  Advertising  Agencies, 
asking  assurance  “that  no  member  of 
your  organization  is  planning  to  attend 
the  projected  meeting”  and  expressing 
confidence  that  “you  and  your  sponsor 
clients  would  not  wish  to  be  identified 
in  any  way  with  an  action  which  might 
be  construed  as  an  attempt  on  the  part 
of  industry  to  smash  a labor  union.” 

Meanwhile,  the  screen  writers  branch 
of  WGA  was  earnestly  endeavoring  to 
settle  their  strike  against  the  producers 
of  films  for  theatrical  exhibition.  Major 
point  of  dispute  here  is  pay  tv,  which 
producers  maintain  is  merely  an  exten- 
sion of  the  theatrical  box-office,  but 
writers  see  as  a new  use  calling  for 
additional  payment.  A seven-hour  bar- 
gaining session  Wednesday  (June  1) 
which  concluded  with  agreement  to 
meet  again  Friday  (June  3)  was  taken 
to  indicate  that  progress  toward  a new 
contract  is  near. 

New  programming  firm 
enters  the  field 

The  establishment  of  Programs  for 
Television  Inc.,  New  York,  as  a new 
tv  film  production-distribution  company 
was  announced  last  week  by  partners 
Leonard  Loewinthan,  president;  Ever- 
ett Rosenthal,  executive  vice  president 
in  charge  of  programs  and  production 
and  Michael  M.  Sillerman,  executive 
vice  president  in  charge  of  sales. 

The  new  company’s  first  major  ac- 
quisition is  the  U.S.  distribution  rights 
to  38  J.  Arthur  Rank  features  for  a 
down  payment  of  $1  million.  The  films 
include  “To  Paris  With  Love,”  with  Alec 
Guiness;  “Doctor  In  the  House,”  with 
Kay  Kendall  and  Dirk  Bogarde;  “The 
Lady  Killers,”  with  Alec  Guiness  and 
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Peter  Sellers;  “The  Wicked  Lady,”  with 
James  Mason  and  Margaret  Lockwood; 
“Doctor  At  Sea,”  with  Brigitte  Bardot 
and  Dirk  Bogarde  and  “The  Love 
Lottery,”  with  David  Niven. 

Programs  for  Television  also  has  the 
distribution  rights  to  50  half-hours  of 
the  Court  of  Human  Relations  and  130 
five-minute  art  lessons  for  children. 
Company  plans  are  to  produce  other 
program  series  in  association  with 
groups  of  legitimate  stage  producers 
and  film  producers. 

Mr.  Rosenthal  started  in  radio  pro- 
duction in  1945  with  The  Big  Story 
and  Warden  Lawes,  and  later  produced 
The  Big  Story  live  on  tv  and  other  ac- 
tion-adventure series.  Mr.  Loewinthan 
was  associated  with  Mr.  Rosenthal  in 
his  tv  activities.  Mr.  Sillerman  is  a 
long-time  sales  executive  in  radio  and 
television,  having  served  as  originator 
and  president  of  the  Keystone  Network. 
At  various  times,  he  has  been  a sales 
executive  with  Ziv;  a founder  of  Tele- 
vision Programs  of  America  and  presi- 
dent of  NTA  Program  Sales.  The  new 
company  is  located  at  1150  Ave.  of 
the  Americas,  New  York  36,  N.Y.  Tele- 
phone is  Yukon  6-3650. 

Trans-Lux  launching 
three  cartoon  series 

Trans-Lux  Television  Corp.,  New 
York,  which  slowly  has  been  edging 
into  the  tv  film  production  business, 
last  week  said  it  plans  to  invest  $4  mil- 
lion in  the  production  and  promotion 
of  three  cartoon  series  over  the  next 
two  years. 

Approximately  $1.5  million  has 
been  earmarked  for  a new  color  car- 
toon series,  Willie  McBean  and  his 
Magic  Machine,  a children  program 
of  260  five-minute  episodes  to  be  pro- 
duced in  Toronto  by  Arthur  Rankin  Jr., 
president  of  Video  Crafts  Inc.,  New 
York.  About  $750,000  will  be  allocated 
to  a five-minute  Rube  Goldberg  series, 
consisting  of  130  black-and-white  seg- 
ments of  Goldbergian  “inventions,” 
produced  in  a mixture  of  animation 
and  live  action  by  producer  George 
George  in  Hollywood.  In  addition,  a 
total  of  $1.5  million  will  be  spent  on 
Trans-Lux’s  first  entry  into  tv  produc- 
tion Felix  the  Cat  series,  of  which  104 
four-minute  episodes  of  a projected 
260  already  have  been  produced  ( Felix 
has  been  sold  in  more  than  50  markets) . 

Production  on  Willie  McBean  is 
scheduled  to  start  in  the  late  fall  in 
time  for  distribution  early  next  year. 
The  timetable  for  the  Rube  Goldberg 
project  is  about  three  months  behind 
Willie  McBean,  according  to  Richard 
P.  Brandt,  president  of  Trans-Lux  Tele- 
vision Corp.  Approximately  $250,000 
will  be  spent  to  advertise  and  promote 
the  company’s  tv  properties,  he  said. 


applied  ingenuity  in  broadcast  magnetic  tape  devices 

AUTOMATIC  SYSTEM 
OF  DELAYED  TAPE 
RECORDING 


A new  field  of  recorded  programming  has 
been  created  by  Telectro’s  development  of  an 
automatic  delayed  tape  recording/reproduc- 
ing system  for  the  National  Broadcasting  Co. 
The  new  system  relays  broadcast  programs 
to  time  zones  one  hour  or  more  behind  the 
area  in  which  the  “live”  program  originated. 


System  records  the  original  program  and 
“holds”  or  delays  the  signal  for  one  or  more 
hours  before  it  is  released  over  the  network. 
Equipment  is  foolproof,  reliable,  and  com- 
pletely automatic.  The  Recorder’s  frequency 
response  is  25-10,000  c/s  ±2db  at  7%  ips; 
or  25-15,000  c/s  ±2db  at  15  ips.  Play-back 
pre-amplifier  features  signal-to-noise  ratio 
of  better  than  60  db  below  one  per-cent  tape 
distortion.  For  full  technical  details  write  to 
Broadcast  Products  Division. 


TELECTRO  INDUSTRIES  CORP. 

35-18  37th  Street,  Long  Island  City  1,  New  York 
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PAY  TV  ON  CABLE 
TelePrompTer  offers 
title  bout  to  viewers 

TelePrompTer  Corp.,  New  York, 
which  is  exploring  ways  to  adapt  com- 
munity television  operations  to  a pay 
tv  system  for  special  events,  is  an- 
nouncing today  (June  6)  that  it  has 
purchased  a catv  system  in  Liberal, 
Kans. 

Significance:  TelePrompTer  hopes 

to  utilize  the  system  in  Liberal  and  in 
several  other  communities  for  a pay 
tv  experiment,  using  TPT’s  closed- 
circuit  coverage  of  the  Johansson-Pat- 
terson  fight  June  20  as  the  initial 
“piece  de  resistance”  (Closed  Cir- 
cuit, May  9). 

TelePrompTer  officials  have  ad- 
vised Liberal  catv  subscribers  that  the 
company  plans  to  pipe  the  fight  to 
them,  asking  if  they  would  be  willing 
to  pay  $2  extra  for  this  special  serv- 
ice. It  was  learned  that  of  the  first  20 
subscribers  replying,  17  agreed  to  the 
proposal. 

A spokesman  said  that  TelePromp- 
Ter is  “90%  sure”  of  going  ahead  with 
its  plans  in  Liberal  and  also  hopes  to 
pipe  in  the  fight  to  at  least  two  of  the 
other  three  catv  systems  it  operates. 
Several  others  have  evinced  interest  in 
the  championship  bout.  TelePromp- 
Ter expects  to  know  its  definite  course 
in  about  a week. 

TelePrompTer’s  other  catv  holdings 
are  in  Farmington  and  Silver  City, 
N.M.,  and  Rawlins,  Wyo.  The  com- 
pany holds  high  hopes  for  piping  the 
championship  bout  to  its  New  Mexico 
installations. 

If  the  plan  to  feed  the  bout  to  catv 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EDT). 

NBC-TV 

June  6-10,  13-15  (11-11:30  a.m.)  Price 
Is  Right,  participating  sponsors. 

June  6-10,  13-15  (12:30-1  p.m.)  It 
Could  Be  You,  participating  sponsors. 

June  6 (10-11  p.m.)  The  Steve  Allen 
Plymouth  Show,  Plymouth  through  N.W. 
Ayer. 

June  7 (8:30-9:30  p.m.)  The  George 

Burns  Show,  Hudnut-DuBarry  through 
Lambert  & Feasley. 

June  7 (9:30-10  p.m.)  Arthur  Murray 
Party,  P.  Lorillard  through  Lennen  & New- 
ell and  Sterling  Drug  through  Norman, 
Craig  & Kummel. 

June  8,  15  (8:30-9  p.m.)  Price  Is 
Right,  Lever  through  Ogilvy,  Benson  & 

Mather  and  Speidel  through  Norman, 

Craig  & Kummel. 

June  10  (9:30-10  p.m.)  Masquerade 

Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Grey  Adv. 

June  11  (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

June  11  (10:30-11  a.m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

June  11  (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

June  12  (8-9  p.m.)  Music  On  Ice,  sus- 
taining. 

June  12  (9-10  p.m.)  The  Chevy  Mystery 
Show,  Chevrolet  through  J.  Walter  Thomp- 
son. 

June  13  (10-11  p.m.)  The  Margaret 
Bourke-White  Story,  Breck  through  Reach, 
McClinton  and  sustaining. 


systems  materializes,  subscribers  in  ef- 
fect will  be  on  an  honor  system  to  pay 
the  extra  $2.  TelePrompTer  has  no 
cash  boxes  or  other  devices  for  collec- 
tion, but  it  is  reported  the  company 
is  working  on  the  development  of  a 
pay  device  to  be  used  for  special  events 
it  may  bring  to  subscribers  in  the  fu- 
ture. 

TelePrompTer’s  purchase  of  the 


2,000-subscriber  Liberal,  Kans.,  catv 
outfit  was  for  a consideration  in  the 
neighborhood  of  $625,000.  The  system 
carries  the  signals  of  KFDA-TV  and 
KGNC-TV  Amarillo,  Tex.;  KTVC-TV 
Ensign  and  KGLD-TV  Garden  City, 
both  Kansas. 

Blackburn  & Co.  was  the  broker  in 
the  catv  transaction. 

The  Johansson-Patterson  fight  has 
been  blacked  out  on  tv.  ABC  Radio, 
which  paid  $200,000  for  rights,  is  car- 
rying the  fight,  with  Bristol-Myers  tak- 
ing half  sponsorship.  Pre-fight  tv  rights 
were  sold  to  Philco  for  $100,000  and 
will  make  use  of  film  clips  of  first 
Johansson-Patterson  bout,  featuring  ac- 
tor Jimmy  Cagney  as  host. 

■ Film  sales 

Interpol  Calling  (Independent  Televi- 
sion Corp.) 

Sold  to  Commonwealth-Edison;  Krey 
Packing;  Renault;  Lincoln-Mercury; 
Dodge;  Sealey  and  Restonic  Mattress 
Cos.;  Miller  High  Life  Beer;  Piels  Beer; 
Pfeiffer  Brewing;  Labatts  Brewing,  and 
Blitz-Weinhard,  all  local  and  regional 
accounts. 

Now  in  109  markets. 

Deputy  Dawg  (CBS  Films) 

Sold  to  WNEW-TV  New  York; 
WTTG  (TV)  Washington,  D.C.; 
WTVH  (TV)  Peoria,  111.;  KOVR-TV 
Stockton,  Calif.;  KTTV  (TV)  Los  An- 
geles; WHDH-TV  Boston;  WJBK-TV 
Detroit,  and  WCCO-TV  Minneapolis. 

Background:  The  cartoon  series, 

which  is  available  starting  Oct.  2 as  26 
half-hours  or  as  a library  of  104  car- 
toons, is  about  a free  and  easy,  low-key 


What’s  wrong  with  radio-tv  news? 


Broadcasters  are  handicapped  in 
their  efforts  to  improve  news  cover- 
age by  varying  FCC  interpretations 
and  equal-access  problems,  the  Illi- 
nois News  Broadcasters  Assn,  was 
told  at  a seminar  conducted  jointly 
with  the  U.  of  Illinois  at  Champaign- 
Urbana. 

Ways  to  improve  news  service 
were  offered  at  the  seminar,  held  as 
NAB  was  announcing  in  Washing- 
ton the  results  of  an  extensive  sur- 
vey of  station  news  practices.  The 
survey  showed  how  the  industry  is 
strengthening  its  news  structure. 

The  Illinois  seminar  was  marked 
by  lively  criticism  of  industry  jour- 
nalism. Here  are  some  of  the  speak- 
ers’ comments: 

Theodore  B.  Peterson,  dean  of  U. 
of  Illinois  Communications- Journal- 
ism College  — Radio-tv  newsmen 
merely  excel  in  “the  obvious  strength 


of  their  media”;  many  newscasters 
lack  responsibility;  some  stations 
“confuse  the  public  interest  with  the 
public  curiosity.” 

Charles  Hayes,  managing  editor 
of  Paddock  Publications,  Chicago 
suburban  newspaper  chain  — Too 
many  rip-and-read  newsmen,  with 
lack  of  adequate  local  news  cover- 
age; many  lack  imagination  and 
courage;  penny-pinching  economic 
practices  cramp  newsmen. 

Merrill  Lindsay,  vice  president, 
WSOY-AM-FM  Decatur,  111.,  NAB 
board  member  and  member  of  NAB 
interim  policy  committee — Some  sta- 
tion editorials  don’t  “prove  a thing”; 
confusing  FCC  interpretations  handi- 
cap stations  in  editorializing;  radio- 
tv haven’t  yet  “realized  their  tre- 
mendous potential”;  barriers  to  equal 
access  to  news  sources  are  a prob- 
lem. 


Charles  Harrison,  news  director, 
WMBD-TV  Peoria,  111.— Only  sta- 
tions doing  “a  good  spot  news  cover- 
age job”  and  tackling  stories  in  depth 
are  qualified  to  editorialize;  the  day 
of  covering  a beat  by  telephone  is 
disappearing;  management  should 
provide  better  tools  and  facilities. 

John  Secondari,  ABC-TV  special 
projects  producer,  newscaster  and 
former  network  Washington  bureau 
chief,  said  news  conferences  are  be- 
coming unproductive  “through  lack 
of  correlation.”  He  cited  the  in- 
creased number  of  press  agents  in 
government  agencies. 

William  Garry,  news  and  public 
affairs  director  of  WBBM-TV  Chi- 
cago, emphasized  the  value  of  per- 
sonal contacts  and  suggested  radio- 
tv newsmen  match  newspapers  in 
development  of  basic  check  lists  of 
news  sources. 
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When  two  stations  in  the  same  market  area  want  greater 
coverage  . . . when  only  one  area  can  be  cleared  for  a 
tall  tower  ...  a common  tower  may  well  be  the  best  answer 
for  both.  Here's  the  1531'  Dresser-ldeco  tower  with  stacked 
antennas  that  solved  this  problem  for  San  Antonio  stations 
WOAI-TV  and  KENS-TV. 

"Here’s  why  we  agreed  to  buy 
Dresser-ldeco  experience  in  tall 
tower  design  and  construction” 

report  two  San  Antonio  broadcasters  who  joined 
forces  to  build  a new  1531'  Dresser-ldeco  tower 

Says  W.  J.  Jackson,  Chief  Engineer,  KENS-TV: 

“When  it  became  evident  that  KENS-TV  and  WOAI- 
TV  would  have  to  go  to  maximum  antenna  height  and 
power  to  serve  rapidly  growing  San  Antonio  and  the 
entire  South  Texas  area,  we  ran  headlong  into  the  prob- 
lem of  airspace  clearance.  Together  we  obtained  a site 
that  won  airspace  approval  as  an  antenna  farm.  We  studied 
comparative  tower  design  features  and  costs  at  length. 

Then  we  checked  the  experience  of  other  stations  who  had 
put  up  tall  towers.  Everything  pointed  to  the  selection  of 
Dresser-ldeco  as  the  best  source  for  our  new  tower.” 

Continues  Charles  L.  Jeffers,  Vice-Pres.  Engineering,  WOAI-TV: 

“That’s  absolutely  right.  And  our  judgment  proved 
sound,  as  the  job  progressed.  Dresser-ldeco  supplied  us 
with  complete  plans  and  details,  and  they  gave  us  design 
load  calculations  and  all  other  information  so  necessary 
for  permits  and  insurance  purposes.  After  the  contract  for 
the  tower  was  signed,  Dresser-ldeco  followed  through  to 
make  sure  that  all  parts  were  shipped  on  time,  routed 
properly,  received  in  good  shape.  Erection  instructions 
were  complete  and  easily  followed  by  the  erector.  And 
even  though  our  contract  didn’t  call  for  it,  Dresser-ldeco 
conducted  a careful  inspection  of  the  erector’s  work. 

Since  completion  of  the  job,  Dresser-ldeco  has  not  for- 
gotten its  customers.  They  have  continued  to  give  us  val- 
uable engineering  advice  concerning  the  addition  of  new 
equipment  . . . mobile  antennas,  more  feed  lines  and 
additional  parabolic  dishes.” 

Both  Jackson  and  Jeffers  agree: 

“The  taller  tower  is  paying  off,  where  it  counts  ...  in 
increased  coverage.  The  first  A.R.B.  rating  survey,  recently 
tabulated,  shows  a coverage  increase  of  nearly  10,000 
square  miles.” 

When  you  decide  to  reach  up  to  reach  out  for  more 
coverage,  call  on  us.  We’ll  give  your  job  the  same  thor- 
oughness and  careful  attention  to  detail.  Write  Dresser- 
ldeco  Company,  Tower  Division,  875  Michigan  Avenue, 
Columbus  15,  Ohio.  (Branch:  8909  South  Vermont 
Avenue,  Los  Angeles  44,  Calif.) 


Dresser-ldeco  Company 


.L 


Campus  radio  producers 


University  of  Detroit  students  pro- 
duce 20  radio  programs  a week— 
despite  the  fact  they  have  no  radio 
station. 

The  programs  are  transcribed  and 
used  by  commercial  stations,  not 
only  in  Detroit,  but  as  far  afield  as 
Los  Angeles  (KPOP).  They  range  in 
length  from  the  daily  2Vi  -minute 
Word  for  the  Day  to  the  weekly  55- 
minute  Concert  Hall,  and  are  di- 
rected, written  and  produced  mainly 
by  students.  Not  only  radio-tv  ma- 
jors contribute  their  time  and  talents, 
but  engineers,  accountants,  English 
majors  and  pre-medical  students  as 


well.  W.T.  Rabe,  radio-tv  program 
director  of  the  university  says  that 
radio  training  has  proved  valuable  to 
all  students  in  the  area  of  news,  pub- 
lic interest,  self-development,  evalu- 
ation and  judgment.  Interview  shows 
and  panel  discussions,  college  humor 
programs  and  dramas  are  among  the 
broadcasting  fare  the  U.  of  Detroit 
produces. 

According  to  Mr.  Rabe,  the 
Armed  Forces  Radio  Service  is  con- 
sidering two  programs,  which  would 
give  the  Detroit  programs  world- 
wide listenership  from  Iceland  to 
Berlin. 


lawman.  There  will  be  “Deputy  Dawg” 
coloring  and  story  books,  as  well  as 
comic  books,  jigsaw  puzzles,  coloring 
sets,  board  games  and  Halloween  cos- 
tumes. 

Now  in  15  markets. 

Various  United  Artists  Assoc,  film 
packages  have  been  sold: 

Movieland  Features  sold  to  KVUE- 
TV  Sacramento;  KLYD-TV  Bakers- 


field; KRSD-TV  Rapid  City,  Iowa,  and 
KTLE-TV  Pocatello,  Idaho.  Sherlock 
Holmes  features  also  went  to  KRSD- 
TV,  and  on  a renewal  basis  to  KVUE- 
TV,  and  KNDO-TV  Yakima,  Washing- 
ton. Science-horror  features  sold  to 
KYW-TV  Cleveland;  WOR-TV  New 
York;  KGNS-TV  Laredo,  Tex.,  and 
WTVT  (TV)  Tampa,  Fla.  U.A.A.’s 
“Seven  Films  of  Distinction”  purchased 
by  WCAX-TV  Burlington,  Vt. 


Additional  groups  of  features  were 
sold  to  WVEC-TV  Norfolk,  Va.; 
WLOS-TV  Asheville,  N.C.;  WPSD- 
TV  Paducah,  Ky.;  KXGN-TV  Glen- 
dive, Mont.;  KWRB-TV  Riverton, 
Wyo.,  and  KGMB-TV  Honolulu. 

“Golden  Marie”  sold  to  WWL-TV 
New  Orleans;  KENS-TV  San  Antonio, 
and  WAFB-TV  Baton  Rouge.  “Abe 
Lincoln  in  Illinois”  went  to  KLAS-TV 
Las  Vegas;  “The  Adventures  of  Mark 
Twain”  to  WJZ-TV  Baltimore,  and 
KTVU  (TV)  Oakland,  Calif. 

Warner  Bros,  features  sold  to  KHJ- 
TV  Los  Angeles;  KLYD-TV  Bakers- 
field, Calif.;  WMBD-TV  Peoria,  111., 
and  WFGA-TV  Jacksonville,  Fla. 

United  Artists  features  sold  to 
KTVR  (TV)  Denver;  WHEN-TV  Syr- 
acuse, N.Y.;  WTVT  (TV)  Tampa, 
Fla.;  KOCO-TV  Oklahoma  City;  WOC- 
TV  Davenport,  Iowa;  WTVY  (TV) 
Dothan,  Ala.;  WFMY-TV  Greensboro, 
N.C.,  and  KGBT-TV  Harlingen,  Tex. 

■ Program  notes 

Opera  tribute  ■ KMOX-TV  St.  Louis 
presented  an  hour  long  “Musical  Tribute 
to  the  St.  Louis  Municipal  Opera,” 
June  3 that  combined  the  talents  of 
opera  star  Mimi  Benzell,  actor  Vincent 
Price  and  television-recording  artist 
Earl  Wrightson.  Sponsored  by  the 
Union  Electric  Co.,  the  show  high- 
lighted such  events  as  the  St.  Louis 
World’s  Fair  of  1904,  a Shakesperian 
Festival  of  1916  and  music  of  the  St. 
Louis  Municipal  Opera  during  the  past 
40  years.  Program  was  created  by  James 
Dutson  and  directed  by  Hugh  Woolsey. 

Stations  sign  ■ WFBR  Baltimore  and 
CHEC  Lethbridge,  Alberta,  Canada 
have  subscribed  to  Radio  Press  Inter- 
national, voice  news  service. 

Theatre  project  ■ National  Theatres  & 
Television  Inc.  reports  that  its  board 
of  directors  has  approved  in  principle 
a plan  whereby  NT&T  will  join  four 
other  theatre  circuits  in  providing  the 
original  financing  for  a new  motion 
picture  production-distribution  com- 
pany. NT&T  will  deposit  $400,000  in 
escrow  with  a bank,  subject  to  similar 
deposits  by  the  four  other  circuits  and 
approval  of  NT&T’s  directors  of  the 
specific  commitments  involved.  The 
four  other  companies  are  Loew’s  The- 
atres, RKO  Theatres,  Stanley  Warner 
Corp.  and  American  Broadcasting- 
Paramount  Theatres. 

Casts  networks  chief  ■ Speaking  on 
the  place  of  radio  in  today’s  world, 
Arthur  Hull  Hayes,  president  of  CBS 
Radio,  will  be  heard  this  week  on  the 
network’s  Master  Control  program, 
which  is  produced  by  the  Radio  & Tv 
Commission  of  the  Southern  Baptist 
Convention.  Also  on  the  program, 
which  is  broadcast  weekly  over  165 


TWO  Top-Notch  _ 

Sales  Engineers 

for  Midwest  & Southeast 

Once-in-a-lifetime  opportunities  now  are  available  for  two  out- 
standing engineers  with  systems  sales  experience  in  TV  broad- 
casting, microwave  or  communications.  Each  position  offers  an 
excellent  salary,  benefits,  liberal  commission  plus  unlimited 
growth  possibilities. 

Responsibilities  of  these  field  positions  include:  sales  contact,  sys- 
tem planning  for  proposals,  supervision  of  system  installation, 
test  and  evaluation,  training  operating  personnel,  and  liaison 
with  home  office  sales  service  staff.  Heavy  travel  is  a requisite. 

Adler  Electronics  is  a successful,  highly  regarded  manufacturer 
of  low  power  TV  transmitters,  translators,  microwave  and  com- 
munications systems.  Progressive  product  development  and  ex- 
panding markets  have  opened  these  positions  with  an  extraor- 
dinary present  and  future. 

If  you  feel  that  you  are  the  man  who  meets  our  requirements,  send 
your  resume,  in  full  confidence,  to  Mr.  Stanley  Lapin,  Assistant  to  the 
President.  A convenient  interview  will  be  arranged. 


ADLER 


ADLER  ELECTRONICS,  INC. 

One  LeFevre  Lane,  New  Rochelle,  New  York 
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radio  stations  and  the  Armed  Forces 
Radio  Network,  will  be  tv  personality 
Bud  Collyer,  and  Leonard  E.  LeSourd 
executive  editor  of  Guideposts  maga- 
zine. 

Toll-tv  title  ■ Skiatron  of  America, 
N.Y.,  pay  television  organization  owned 
by  Matthew  Fox,  has  changed  its  name 
to  Tolvision  Inc.  in  order  to  avoid  con- 
fusion with  Skiatron  Electronics  & Tel- 
evision Corp.,  N.Y.  The  former  has 
been  having  difficulties  with  the  Securi- 
ties & Exchange  Commission. 

Obtains  foreign  rights  ■ Fremantle 
International.  N.Y.,  has  obtained  inter- 
national radio  and  tv  distribution  rights 
to  the  heavyweight  title  fight  between 
Ingemar  Johannson  and  Floyd  Patter- 
son, to  be  held  in  N.Y.  on  June  20.  A 
battery  of  radio  announcers  will  relay 
the  fight  live  in  Spanish,  Portuguese, 
French  and  German  as  well  as  English. 

Name  change  ■ Giantview  Television 
Network,  Detroit  and  N.Y.  closed  cir- 
cuit tv  and  video  tape  producer,  changes 
its  name  to  General  Television  Net- 
work. The  Giantview  name  will  be  re- 
tained by  the  tv  and  electronic  equip- 
ment manufacturing  subsidiary. 

CCA  in  Chicago  ■ Community  Club 
Awards,  fund-raising  service  conducted 
nationally  in  over  300  cities  in  the  U.S. 
and  elsewhere,  will  be  extended  to  Chi- 
cago in  September,  with  local  organi- 
zations participating  for  the  first  time. 
WAIT  Chicago  will  make  available 
over  $10,000  in  cash  available  to  local 
area  women’s  clubs  as  part  of  a 13- 
week  fund-raising  campaign,  according 
to  Community  Club  Services.  CCA  is 
open  to  non-profit  clubs  only  and  not 
to  individuals  with  over  $5  million 
having  been  made  available  already  to 
women’s  organizations. 

Inflation  fighting  ■ Radio  stations 
throughout  the  country  have  received 
a kit  of  six  20-second  and  three  60- 
second  spots  warning  citizens  of  the 
dangers  of  inflation.  Distribution  of  the 
radio  material  is  part  of  the  “Citizen’s 
Crusade”  campaign  of  the  Council  for 
Economic  Growth  and  Security,  a non- 
profit, non-partisan  group  established 
at  a conference  of  48  large  organiza- 
tions in  Washington,  D.C.,  last  Novem- 
ber. The  Advertising  Council  and  the 
NAB  were  participants  in  this  confer- 
ence. In  addition  to  the  radio  spots,  the 
Council  is  now  preparing  spots  for  tv. 
It  hopes  to  distribute  slide  and  ani- 
mated-film spots  to  tv  stations  within 
a month  or  two,  according  to  the 
group’s  president,  Clovis  E.  Byers. 

New  production  outfit  ■ John  Haggott, 
former  NBC  and  CBS  producer,  has 
announced  the  formation  of  a new  pro- 
duction company,  John  Haggott  Enter- 


prises, with  offices  at  60  E.  42nd  St., 
N.Y.  The  company  will  produce  tv  pro- 
gramming for  both  network  and  syndi- 
cated outlets.  First  property  is  an  ad- 
venture series  in  color,  titled  Carib. 
Others  in  preparation  include  Exiles 
from  Eden,  hour-long  dramatic  series; 
Port  of  Entry,  action  drama,  and  High 
Country,  sports-adventure-thriller  series. 

Pay  tv  to  be  topic 
of  community  tv  meet 

Pay  television — special  programs — 
and  other  “supplemental  services”  will 
be  featured  at  the  ninth  annual  conven- 
tion of  the  National  Community  Tv 
Assn,  at  the  Fontainbleau  Hotel  in  Mi- 


ami Beach  June  21-24. 

Paul  McNamara  of  International 
Telemeter  Corp.  and  Irving  Kahn,  pres- 
ident of  TelePrompTer,  will  highlight 
a session  on  extra  programs.  Mr.  Mc- 
Namara will  talk  about  the  Toronto 
pay  tv  operation.  This  is  the  ITC  Tele- 
meter system  sponsored  by  the  Cana- 
dian affiliate  of  Paramount  Pictures 
Inc.  ITC  is  a subsidiary  of  Paramount. 

Mr.  Kahn  will  discuss  the  activities 
of  TelePrompTer  in  fight  promotion 
and  the  results  of  his  proposal  to  feed 
the  Johansson-Patterson  June  20  cham- 
pionship fight  to  catv  systems.  Tele- 
PrompTer owns  several  catv  operations. 

The  remainder  of  the  four-day  meet- 
ing will  operate  in  a shirt-sleeve  atmos- 


BROADCASTING,  June  6,  1960 


89 


phere  with  workshops  being  conducted 
in  two  major  areas: 

■ Reducing  operating  costs  of  cable 
systems. 

■ Increasing  number  of  subscribers. 

A slate  of  new  officers  will  be  rec- 
ommended by  a nominating  committee. 
Lloyd  Calhoun,  Hobbs,  N.M.,  is  chair- 
man of  this  committee. 

AJ.  Malin,  Laconia,  N.H.,  is  presi- 
dent of  NCTA;  Sandford  Randolph, 
Clarksburg,  W.Va.,  is  vice  president, 
and  under  normal  procedures  will  move 
up  to  the  presidency  of  the  organiza- 
tion. 

N.Y.  film  company 
announces  stock  sale 

Network  Film  Industries  Inc.,  New 
York,  a company  organized  to  acquire, 
distribute  and  lease  film  properties  to 
the  tv  industry  and  public  exhibitors, 
has  announced  its  first  public  stock  sale 
of  225,000  voting  shares  to  New  York 
State  residents  at  $3  per  share.  The  of- 
fering is  being  made  through  officers 
and  employes  of  NFI  at  its  offices  in  the 
CBS  Bldg.,  1697  Broadway,  New  York, 


N.Y.  Telephone  is  Judson  2-8100. 

There  are  no  formal  underwriting 
arrangements.  The  company  has  regis- 
tered as  a stock  dealer  with  the  New 
York  Attorney  General’s  office.  NFI 
board  chairman-president  Richard 
Randall  is  motion  picture,  stage  and  tv 
producer,  who  was  once  extremely  ac- 
tive in  the  business  of  bartering  for 
time  on  radio-tv  stations. 

NFI  reports  the  company  has  more 
than  five  million  feet  of  world  news 
and  special  events  filmed  material, 
culled  from  the  libraries  of  the  former 
Selznick  News,  Ford,  Kin-o-Grams, 
World-Wide  and  International  com- 
panies. The  company  also  lists  as  assets 
25  feature-length  productions,  38  short 
subjects,  250  travelogues,  20  comedies 
and  the  U.S.  and  Canadian  rights  to  50 
animated  cartoons  made  in  Japan. 

Pioneer  announcer  Norman  Broken- 
shire  is  a director  and  production  co- 
ordinator for  NFI.  He  will  provide 
commentary  for  four  series  of  five- 
minute  tv  programs  that  NFI  is  prepar- 
ing for  distribution  this  fall.  They  are: 
It  Happened  Today,  365  segments  of 
historical  significance  for  each  day  of 

FATES  & FORTUNES 


Tennessee  tempo 

Time  devoted  to  news  broad- 
casts on  Tennessee  radio  stations 
has  increased  considerably  in  the 
past  10  years,  according  to  Stacey 
Mott,  director  of  WHUB  Cooks- 
ville,  Tenn.,  who  recently  com- 
pleted a survey.  Emphasis  has  in- 
creased on  local  and  state  news, 
Mr.  Mott  reports.  The  survey  was 
taken  for  UPI  Broadcasters  Assn, 
of  Tennessee,  of  which  he  is  presi- 
dent. Whereas  the  average  station 
there  programmed  1 hour  and  20 
minutes  of  news  per  day  10  years 
ago,  it  now  features  2 hours  and 
30  minutes  per  day. 


the  year;  Your  Handyman,  52  episodes, 
portraying  practical  applications  of 
household  hints;  Incredible — But  True, 
260  color  programs  of  “unusual  sights 
and  unbelieveable  facts”  from  all  over 
the  world  and  Cavalcade  of  Sports,  a 
recreation  of  memorable  sports  epi- 
sodes of  the  past. 


Broadcast  Advertising 

Charles  Burger,  formerly  vp  of 
Ruder  & Finn,  N.Y.,  appointed  presi- 
dent of  Communications  Affiliates,  pr 
counsel,  service  organization  of  Mc- 
Cann-Erickson  Adv. 


George  Koenig 

appointed  vp  in  Los 
Angeles  office  of  The 
Caples  Co.  He  for- 
merly was  head  of 
creative  department 
and  account  executive 
on  Union  Pacific  Rail- 
road. He  joined  com- 
pany in  1953. 


Mr.  Koenig 


Herbert  Fried,  vp  and  general  man- 
ager of  Baltimore  office  of  W.B.  Doner 
& Co.,  elected  to  board  of  governors  of 
Chesapeake  Council  of  AAAA. 

Edwin  G.  Koehler  group  supervisor 
at  BBDO,  N.Y.,  becomes  associate 
media  director. 

Karl  F.  Vollmer, 

vp  of  Young  & Rubi- 
cam,  named  manager 
of  agency’s  Chicago 
office,  succeeding  Rob- 
ert Brinkerhoff  who 
returns  to  agency’s 
New  York  operation. 

Mr.  Vollmer  joined 
Y&R  in  1938,  was  as- 


Mr.  Vollmer 


BROADCASTING 

THE  BUSIN  ESS  WEEKLY  OF  TELEVISION  AND  RADIO 

1735  DeSales  St.,  N.  W.  Washington  6,  D.  C. 

NEW  SUBSCRIPTION  ORDER 

Please  start  my  subscription  immediately  for— 

□ 52  weekly  issues  of  BROADCASTING  $ 7.00 

□ 52  weekly  issues  and  Yearbook  Number  11.00 

□ Payment  attached  □ Please  Bill 

name  title/ position* 

company  name 


address 


ctty 

Send  to  home  address  — — 


Mr.  Touart 


signed  to  Chicago  in  1950  and  was  ap- 
pointed vp  and  copy  director  in  1955. 

George  Wolf,  head  of  own  tv  pack- 
age firm,  joins  creative  department  of 
Lennen  & Newell,  N.Y.,  as  radio-tv 
program  supervisor. 

Peter  Touart,  copy 
supervisor  for  BBDO, 

N.Y.,  appointed  head 
of  creative  services, 

Minneapolis  office. 

Mr.  Touart  started  at 
BBDO  in  1939  as 
copywriter,  named 
copy  group  head  in 
1944,  vp  in  1952,  su- 
pervisor in  1957.  He 
supervised  writing  for  Armstrong  Cork 
Co.,  portions  of  DuPont,  institutional 
advertising  for  General  Electric. 

George  A.  Bailey,  Richard  S.  Se- 
clow,  account  executives  at  Kastor  Hil- 
ton Chesely  Clifford  & Atherton,  N.Y., 
elected  vps. 

J.  Neil  Reagan,  tv-radio  administra- 
tive vp,  McCann-Erickson,  elected  pres- 
ident of  Advertising  Club  of  Los  An- 
geles. Other  new  officers:  first  vp: 
Robert  L.  Hicks,  vp  and  general  man- 
ager, Business  Extension  Bureau;  sec- 
ond vp:  Frederick  L.  Olsen,  vp  and 
media  director,  Hixson  & Jorgensen; 
treasurer:  John  S.  Spaulding,  adver- 
tising manager,  Southern  California 
Gas  Co.;  secretary:  Skip  B.  Carter, 
manager,  Vacations-America  Dept., 
Mitchell  Travel  Service. 
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Make 
precious  s 


MAC 


INSTANT 


Quality 


announcers  can 


announcements  every 
leisure,  erase  if  fluffed 
until  perfect . . . ivithout 


tension  . . . put  on  the  air  as 


announcements  at  the  push  of  a button. 


A Perfect  Companion  ! For  the  ultimate  in 
flexibility  and  foolproof  operation  use  the  1C  PR 
with  the  5CPB  Five-Channel  Selective  Program 
Repeater.  Countless  combinations  of  your  very 
own  sounds  . . . instantly  cued . . . instantly 
available  at  your  fingertips.  New  sound  horizons 
. . . limited  only  by  your  imagination! 

1CPR  Recorder  and  Playback  . . . $485 
5CPB  Five -Channel  Repeater  . . . $1250 

F.O.B.  Los  Angeles.  Lease  and  Lease  Purchase  Plans  Available 

BROADCASTING,  June  6,  I960 


Call  us  . . . we’ll  demonstrate. 


THE  MODEL 


The  MACKENZIE  MAGAZINE 
Makes  the  Difference! 
Patented  metal  construction. 
Will  not  warp,  will  not  bind  . . 
longer  head  life  . . . longer 
tape  life.  Magazines  available 
factory  loaded  for  any  desired 
segments  from  2 seconds  to 
five  minutes. 


Company_ 

Address— 


mm 


MACKENZIE  ELECTRONICS,  INC. 

145  WEST  HAZEL  ST./ INGLEWOOD  3,  CALIF. / OREGON  8-9335 
Norman  J.  Ostby.  General  Manager 


1CPR  IS  A COMPLETE  RECORDER  AND  SINGLE-CHANNEL  PLAYBACK  UNIT 


• Instant  Automatic  Erasure  of 
Any  Length  Segment  — 

Interlocked  Against  Accidental  Erasure 

• Completely  Transistorized 

• Superior  Fidelity 

• Advanced  Design 

• Rugged  Construction 

• Simple  Maintenance 


Gentlemen, 


□ I’d  like  a demonstration  of  the  1CPR  Recorder. 

□ I’d  like  a demonstration  of  the  5CPB  Repeater. 

□ Please  mail  1CPR  Recorder  information. 

□ Please  mail  SCPB  Repeater  information. 


ONLY  the  only  home  owned  pri- 
mary network  affiliate  can  be  so 
at  HOME  in  the  heart  of  Cen- 
tral California  ...  to  program 
best  to  get  you  results  where 
they  count.* 

*Networkwise,  of  3 TV  stations  here, 
KJEO  delivers  to  this  billion  dollar 
market  3 of  the  top  1 0 network  shows. 
Add  to  this  locally  6 of  the  top  10 
syndicated  programs  and  you  know 
why  this  market  looks  first  to  KJEO. 

(Source:  Current  Nielsen) 

Check  for  yourself,  KJEO-TV  rates 
are  still  right  with  the  lowest.  See 
your  H-R  Representative  now  for 
your  prime  time  buys. 


Fresno,  California 

J.  E.  O’Neill  — President 
Joe  Drilling  — • Vice  President 

and  General  Manager 
W.O.  Edholm — Commercial  Manager 
See  your  H-R  representative  HR** 


J.  L.  (Bud)  Fisher  Jr.,  account  execu- 
tive at  M.M.  Fisher  Assoc.  Inc.,  Chi- 
cago, elected  president,  suceeding  late 
Jack  L.  Fisher  Sr.,  who  had  been  sole 
owner  of  agency  for  32  years. 

Josef  C.  Dine,  formerly  of  Ted 
Bates,  N.Y.,  joins  Pat  McDermott  pr 
agency,  that  city,  as  eastern  manager. 

Frank  E.  Heaston  appointed  market- 
ing director  for  New  York  office  of 
Gardner  Adv.  He  formerly  was  agen- 
cy’s media  director. 

John  W.  Robinson  Jr.,  formerly  ac- 
count executive  and  commercial  pro- 
ducer, at  McCann-Erickson,  N.Y.,  joins 
Lambert  & Feasley,  that  city,  as  as- 
sociate director.  Myrtle  M.  Tower, 
formerly  of  WMGM  New  York,  joins 
agency  as  business  manager,  tv-radio 
department. 

Elaine  Pappas  promoted  from  media 
buyer  to  media  supervisor  at  North 
Adv.  Inc.,  Chicago,  with  responsibility 
for  following  active  broadcast  accounts : 
Toni  Co.’s  Toni  home  permanent  and 
Deep  Magic,  Webcor  Inc.  (recording 
products),  Englander  Co.  (mattress 
products),  and  Columbia  Foods  Div.  of 
Consolidated  Foods  Corp. 

Albert  Jay  Rosenthal  forms  Albert 
Jay  Rosenthal  & Co.,  new  Chicago  ad- 
vertising agency.  Alan  R.  Segal  ap- 
pointed vp  and  art  director  and  Arthur 
Lazarus  named  vp  and  general  man- 
ager. Location  is  Wrigley  Bldg.,  400 
N.  Mich.  Ave.,  Chicago,  111. 

Jack  Barton,  traffic  coordinator. 
Fuller  & Smith  & Ross,  N.Y.,  becomes 
assistant  media  buyer. 

Mary  Walker,  partner  in  Taylor- 
Walker  Assoc.,  elected  president,  N.Y. 
Chapter,  American  Women  in  Radio 
and  Television  Inc. 

Richard  H.  Gratiot  and  Tom  Ber- 
tsche  appointed  copy  chief  and  account 
executive,  respectively,  at  Wentzel  & 
Fluge  Inc.,  Chicago. 

Charles  H.  Gardner,  formerly  assis- 
tant to  president  of  Remington  Adv., 
Springfield,  Mass.,  named  president. 
David  H.  Murray  becomes  senior  vp; 
Robert  D.  Fleischner,  vp  and  secretary; 
and  Ronald  P.  Nelson,  vp  and  treas- 
urer. Sture  H.  Nelson,  president  since 
1947,  continues  as  chairman  of  board 
and  Herbert  F.  King  named  chairman 
of  executive  committee. 

Donald  O'Leary,  account  executive 
and  vp  at  Kenyon  & Eckhardt,  N.Y., 
joins  BBDO,  that  city,  as  account  super- 
visor for  Metropolitan  Bottling  Co., 
subsidiary  of  Pepsi-Cola. 

John  J.  Ring  named  account  execu- 
tive at  The  Bresnick  Co.,  Boston  adver- 
tising agency. 


Louis  S.  Hallenstein,  formerly  copy- 
writer at  Kuttner  & Kuttner,  Chicago, 
to  Reach,  McClinton  & Co.,  that  city, 
in  similar  capacity. 

The  Media 

Frank  Miller  Jr., 

programming  execu- 
■m  I tive  with  Mutual 
M Broadcasting  System, 

***  named  director  of 

A ’ ..JL  programs  and  opera- 
HL  Jwfa  tions.  Mr.  Miller 

^ H joined  MBS  from 

® % Mtm  WOR  New  York, 

Mr.  Miller  where  he  was  night 

production  supervisor.  He  became  pro- 
duction manager  and  manager  of  pro- 
grams and  operations  in  June  1958. 
Mr.  Miller  assumes  duties  of  former 
director  Joseph  F.  Keating,  vp  of  pro- 
grams and  operations. 

Marc  Hanan,  general  sales  manager 
of  KXO  El  Centro,  Calif.,  promoted  to 
general  manager.  He  has  been  with 
station  for  10  years.  Previously,  he  was 
with  KSYC  Yreka,  Calif. 

Tom  Harrison,  account  executive  at 
WFLN-AM-FM  Philadelphia,  promoted 
to  general  sales  manager. 

Charles  F.  Payne, 

formerly  head  of 
® • southwest  office  of 
Peters,  Griffin,  Wood- 
ward  Inc.,  station  rep, 
JH  and  general  manager 

of  KXIL  Dallas, 
named  commercial 
manager  of  KABL 

Mr.  Payne  San  Francisco. 

Roy  Drushall,  merchandising  direc- 
tor of  KABC  Los  Angeles,  promoted 
to  national  sales  manager.  He  con- 
tinues current  responsibilities  as  head 
of  merchandising. 

Thad  M.  Sandstrom,  general  man- 
ager of  WIBW  Topeka,  elected  presi- 
dent of  Kansas  Assn,  of  Radio  Broad- 
casters. 

Bill  Hughes,  manager  of  CKNW 
New  Westminster,  B.C.,  elected  chair- 
man of  Assn,  of  Independent  Metro- 
politan Stations.  Milt  Hall  of  KWBB 
Wichita,  Kan.,  named  vice  chairman. 

Orrin  Melton,  sales  manager  of 
KSOO  Souix  Falls,  S.D.,  promoted  to 
assistant  manager.  Mr.  Melton,  who 
joined  station  in  1947,  will  continue  his 
current  responsibilities  in  addition  to 
new  post.  Ed  Starr,  formerly  with 
WDAY-TV  Fargo,  N.D.,  named  re- 
gional and  local  sales  manager. 

John  R.  Anderson,  formerly  station 
manager  of  WPBN-TV  Traverse  City, 
Mich.,  appointed  general  manager  of 
new  WCCW,  that  city,  scheduled  to 
make  its  air  debut  around  July  1 . 
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Thad  H.  Brown  Jr.,  who  retires  in 
mid-June  as  NAB  tv  vp,  has  been  elect- 
ed to  the  Republican  State  Committee, 
District  of  Columbia. 


George.  Milo  Townes  becomes  news 
and  program  director,  succeeding  Bill 
Cannaday  who  joins  KCMO  Kansas 
City. 


Bob  Edell,  promo- 
tion manager  for 
WJBK-TV  Detroit, 
appointed  promotion 
manager  for  Storer 
Broadcasting  Co.  and 
will  headquarter  in 
Miami.  He  has  been 
with  Storer  since  1956 
Mr.  Edell  when  he  joined 
WGBS-TV  Miami. 


Jack  Gennaro  promoted  from  sales 
manager  to  general  manager  at  WFRV 
(TV)  Green  Bay,  Wis.  Other  appoint- 
ments: W.  C.  Porsow,  from  sales 
development  director  to  national  sales 
director;  Roger  Micheln  from  staff  to 
regional  sales  director,  and  Bill  Vickery 
from  staff  to  administrative  executive. 
Mr.  Gennaro  succeeds  Soren  H.  Mun- 
khof,  vp  and  general  manager,  who  re- 
signed. 

Bob  Sheetz,  chief  engineer  of  KAPA 
Raymond,  Wash.,  promoted  to  station 
manager-chief  engineer. 

Bob  Campbell 

joins  KXRX  San  Jose, 
Calif.,  as  general  sales 
manager.  He  former- 
ly was  with  KPAY 
Chico.  Before  that,  he 
was  co-owner  and 
manager  of  KXXL, 
now  KIDD  Monter- 
rey, both  California. 

Don  V.  Shoemaker,  formerly  gen- 
eral manager  of  KLMS  Lincoln,  Neb., 
appointed  sales  manager  at  KRVN 
Lexington,  Neb. 

Allen  Burns  promoted  from  pro- 
ducer to  public  affairs  director  at 
WBBM  Chicago.  He  succeeds  Len 
Schlosser,  transferred  to  CBS  Radio 
Network  office,  New  York. 


Mr.  Campbell 


Stanley  Grieve,  sales  manager  of 
KLIK  Jefferson  City,  Mo.,  promoted 
to  general  manager,  succeeding  Glen 


THE  SPOT  RECORDING 

TAPE 

go,  Mini- 
with  its 
and  pre- 
recording unit 
one  compact  alu- 
case.  Sports, 
special  events 
other  recorder 
can  do  the  job  of 
Minitape.  Quality 
equal  to  finest  AC- 

• FULLY  TRANSISTORIZED  operated  units.  Get 

• LIFETIME  BATTERY  ?j!  the  tacts  about 

• FLAT  TO  10,000  CYCLES  Mmitape  today! 

STANCIL-HOFFMAN  COUP. 

921  N.  Highland  Ave.  • Hollywood  38,  Calif. 


Merrill  Myers,  senior  press  repre- 
sentative, CBS-TV  press  information 
department,  becomes  supervisor  of  in- 
formation services  for  CBS  News. 

Graydon  Ausmus,  formerly  direc- 
tor of  broadcasting  services  and  pro- 
fessor of  radio  and  tv  at  U.  of  Ala- 
bama, named  executive  secretary  of 
Ohio  Interim  Educational  Tv  Study 
Commission. 

Sydney  Kavaleer,  formerly  general 
sales  manager  of  WNTA-AM-TV  New- 
ark-New York,  joins  WADO  New 
York  in  newly  created  post  of  vp  for 
sales.  Mr.  Kavaleer,  12-year  veteran 
in  broadcasting,  has  specialized  in  for- 
eign language  programming  and  sales. 
Career  began  in  1948  with  WAAT- 
WATV  (TV),  predecessor  stations  of 
WNTA-AM-TV. 

Jonathan  Schiller,  music  expert 
with  KCBS  San  Francisco,  joins  CBS 
Radio  press  information  department, 
N.Y.  He  will  publicize  network’s 
music  programs. 

Tom  Ellis,  KONO  San  Antonio, 
elected  president  of  United  Press  Inter- 
national Broadcasters  of  Texas.  Lee 
Licas,  KTBB  Tyler,  named  first  vp. 

Lee  Hawk  joins  news  and  public  af- 
fairs department  of  WHTN-TV  Hunt- 
ington-Charleston,  W.Va.  He  formerly 
was  with  WCOM  Parkersburg,  W.Va. 

Bob  Johnson,  newscaster,  and  radio 
program  director  of  WSAZ-Huntington- 
Charleston,  W.Va.,  appointed  news 
director  of  WSAZ  Inc.,  succeeding 
Nick  Basso. 

Don  Shelton,  formerly  promotion 
manager  of  WJRT-TV  Flint,  to  WJBK- 
TV  Detroit,  both  Michigan,  as  audi- 
ence promotion  manager. 

Glenn  Scott,  formerly  with  Armed 
Forces  Radio  joins  WLEU  Erie,  Pa., 
as  announcer.  Richard  Allen  appointed 
to  news  staff. 

Harold  V.  Hough,  vp  and  director 
of  WBAP-AM-FM-TV  Fort  Worth, 
named  recipient  of  Betty  Award  from 
Assn,  of  Broadcast  Executives  of  Texas 
for  outstanding  achievement  in  broad- 
casting industry. 

Arthur  Hertz,  with  financial  depart- 
ment of  Wometco  Enterprises,  Miami, 
promoted  to  comptroller.  Wometco  op- 
erates WTVJ  (TV)  Miami,  WLOS- 
AM-FM-TV  Asheville,  N.C.,  and 
WFGA-TV  Jacksonville,  Fla. 

James  J.  Gillis,  formerly  with  U.S. 
Dept,  of  Justice,  joins  NAB  tv  code  af- 
fairs department. 


(val-u)  n.  1.  the 
quality  or  fact  of 
being  excellent; 
useful;  desirable. 

2. e.g.  the  sales 
effectiveness  of 
wmca,  New  York  s 
high-rated,  low-cost 
radio  buy. 
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But  soft,  what  light  thru  yonder  window  breaks ?* 


It’s  over  80%  of  Rochester’s  TV  viewers  watching  KROC-TV. 

TV  FAMILIES:  106,000 

Kn  O r T V CHANNEL  ROCHESTER 
v/  %■  I f 10  MINNESOTA 

NBC  Represented  by  Meeker  Co. 

G.  David  Gentling,  gen'I.  mgr. 

HARRY  S.  HYETT  COMPANY,  MINNEAPOLIS  ELISABETH  BECKJORDAN,  NETWORK  REPRESENTATIVE 


HAMILTDMMDIS  & ASSOCIATES,  Inc. 

BROKERS  • RADIO  AND  TELEVISION  STATIONS  • NEWSPAPERS 

MUZAK  DISTRIBUTION  FOR  SALE 

Northeastern  States,  fully  equipped,  staffed  with 
very  competent  personnel,  sales  volume  and  profits 
at  all  time  high.  Hundreds  of  long-term  contracts. 
$200,000.00  cash  required.  You  must  be  able  to  meet 
Muzak’s  requirements  for  franchise  ownership.  Your 
investigation  will  prove  that  this  is  a once-in-a-life- 
time  opportunity. 

$200,000. 

MIDWEST  DAYTIME  REGIONAL 

Profitable  daytimer  in  one  of  the  top  twenty  mar- 
kets. Unlimited  potential.  Excellent  frequency  with 
1000  watts  power.  Priced  to  sell  at  $450,000.00.  29% 
down  and  seven  year  payout. 

$450,000. 

FAR  WEST  TV-AM-VHF 

With  cash  flow  of  $91,000.00  for  1959.  Total  price 
$550,000.00,  with  29%  down  and  balance  over  eight 
years. 

$550,000. 

GREAT  NORTHWEST 

Daytimer  in  market  over  200,000.  Beautifully 
equipped.  Needs  owner  on  premises  to  realize  full 
potential.  Total  price  $125,000.00,  with  29%  down. 

$125,000. 

WASHINGTON,  D.C.  CHICAGO  DALLAS 

SAN  FRANCISCO 

Ray  V.  Hamilton  Richard  A.  Shaheen  DeWitt  'Judge'  Landis  John  F.  Hardesty 

John  D.  Stebbins  1714  Tribune  Tower  151 1 Bryan  Street  1 1 1 Sutter  Street 

1737  DeSales  St.  N.W.  DEIaware  7-2754  Riverside  8-1175  EXbrook  2-5671 

Executive  3-3456 

NATIONWIDE  • NEGOTIATIONS  • FINANCING  • APPRAISALS 

Jack  B.  Prince,  lo- 
cal sales  manager  of 
WTAR  Norfolk,  Va., 
appointed  director  of 
radio.  He  joined  sta- 
tion in  1958  as  ac- 
count executive  and 
was  named  local  sales 
manager  early  this 
year.  Douglas  Rider 
and  Cabell  Isphording  join  WTAR 
as  program  director  and  account  exec- 
utive, respectively. 

C.  Wrede  Petersmeyer,  president 
and  director  of  Corinthian  Broadcast- 
ing Corp.,  N.Y.,  elected  to  board  of 
trustees  of  Committee  for  Economic 
Development. 

Lloyd  Peterson,  formerly  with 
WBAY-TV  Green  Bay,  Wis.,  joins 
WMBD-TV  Peoria,  111.,  as  continuity 
director. 

Warren  C.  Zwicky 

named  partner  in 
Washington  law  firm 
of  former  FCC  Com- 
missioner Robert  F. 

Jones.  Firm  is  now 
Jones  & Zwicky.  Mr. 

Zwicky,  native  of 
Oshkosh,  Wis.,  was 
graduated  from  Har- 
vard Law  School  in  1953  and  has  been 
associated  with  Mr.  Jones  ever  since. 

Garrett  D.  Blanchfieid  joins  sales 
promotion  staff  of  WNAC-AM-TV 
Boston. 

Andrew  E.  Jacobs  appointed  radio 
sales  manager  in  Cleveland  office  of 
Crosley  Broadcasting  Corp.  Sam  B. 
Schneider,  formerly  account  executive 
at  CBS  Radio  Spot  Sales,  Chicago,  joins 
Crosley,  that  city,  in  similar  capacity. 

Len  Schlosser,  formerly  director  of 
public  affairs  for  WBBM  Chicago, 
joins  CBS  Radio,  N.Y.,  to  assist  Allen 
Ludden,  director  of  program  services, 
in  coordination,  development  of  pro- 
grams, program  services  for  CBS-owned 
radio  stations. 

John  A.  Serrao, 

formerly  western  divi- 
sion sales  manager  of 
Independent  Televi- 
sion Corp.,  appointed 
national  sales  man- 
ager for  KHVH-TV 
Honolulu.  Prior  to 
joining  ITC,  Mr. 

Mr.  Serrao  Serrao  was  with 
Peters  Griffin  Woodward,  rep  firm,  in 
charge  of  Los  Angeles  tv  sales. 

Curtis  Short,  formerly  announcer- 
salesman  for  KOPY  Alice,  to  KBOP 
Pleasanton,  both  Texas,  as  program  di- 


Mr.  Zwicky 


Mr.  Prince 
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rector  and  chief  announcer. 

Bob  MacFadyen,  assistant  director 
of  publicity  at  KTTV  (TV)  Los  An- 
geles, to  KTLA  (TV),  that  city,  in  sim- 
ilar capacity. 

Neil  Boggs  named  news  director  of 
WCHS-TV  Charleston,  W.Va.,  succeed- 
ing Bill  Ames  who  joins  CBS  New 
York. 

Erwin  T.  Melton  named  news  man- 
ager of  WBT  and  WBTV  (TV)  Char- 
lotte, N.C.  He  joined  stations  in  1956 
as  news  reporter  and  photographer. 

Kenneth  R.  Kurtz  named  Charleston 
news  director  for  WSAZ  Huntington, 
W.Va.  Previously,  he  had  been  news 
director  for  WIS  Columbia,  S.C.  Jim 
Thacker  appointed  program  director  in 
addition  to  duties  as  sports  director  of 
WSAZ-TV. 

William  T.  Fields,  formerly  general 
accountant  with  CBS,  named  head  of 
new  accounting  department  of  KNXT 
(TV)  Los  Angeles.  Others  on  new  staff 
are:  Gerald  D.  Atkinson,  Harold  Y. 
Spector,  Agnes  Randall,  Dorothy 
Hoover  and  Pat  Holbrook. 

Jon  T.  Caudle  named  promotion 
manager  of  WSOC-TV  Charlotte,  N.C. 

William  M.  Scruggs  Jr.  named  south- 
ern sales  manager. 

Phil  Nolan  named  program  director 
of  KOMA  Oklahoma  City.  He  for- 
merly held  similar  position  at  KALL 
Salt  Lake  City. 

William  Schramm  Jr.  appointed 
project  writer  for  Triangle  Stations.  He 
formerly  was  editor  of  The  Pennsyl- 
vania Gazette. 

Gene  Strul,  news  director  of  WCKT- 
TV  Miami,  elected  president  of  Florida 
Associated  Press  Broadcasters  Assn.  He 
formerly  was  first  vp. 

Charles  W.  Mason  joins  WSUN-TV 
St.  Petersburg,  as  general  executive.  He 
will  assist  in  sales,  promotion,  program- 
ming and  community  services. 

Buddy  Womick  of  WESC  Green- 
ville, S.C.,  elected  president  of  Radio- 
TV  News  Directors  of  the  Carolinas. 
Erv  Melton  of  WBTV  (TV)  Charlotte, 
N.C.,  elected  first  vp,  Bill  Armstrong 
of  WRAL-TV  Raleigh  named  second 
vp  and  Ernie  Greup  of  WTVD  (TV) 
Durham  re-elected  secretary-treasurer. 

Gilbert  W.  Miller,  formerly  with 
WMEX  Boston,  joins  Venard,  Rintoul 
& McConnell,  N.Y.,  as  account  execu- 
tive. 


Robert  Klein,  manager  of  KFRE 
Fresno,  Calif.,  joins  Blair  TV  sales, 
Los  Angeles,  as  account  executive. 


James  E.  Burke,  formerly  air  per- 
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needs.  Twenty-seven  keys  accommodate  52  switching  functions  for  almost 
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year-round  with  Television  de 
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Jos.  A.  Hardy  & Co.  Ltd. 
Scharf  Broadcast  Sales  Ltd. 


sonality  with  KMBC  Kansas  City,  to 
KSD  St.  Louis  in  similar  capacity. 

Jordan  M.  Kaplan,  formerly  pro- 
gram director  at  WATR  Waterbury, 
Conn.,  resigns  to  form  Mayo-Kaplan 
advertising  agency,  1030  S.  Main  St., 
Cheshire,  Conn. 

Bill  Thompson,  program  director  of 
KWOW  Pomona  and  pr  director  of 
KWIZ  Santa  Ana,  both  California, 
joins  KPOP  Los  Angeles  as  air  per- 
sonality. 

Joseph  R.  Pahle  joins  WRGP-TV 
Chattanooga,  Tenn.,  as  account  execu- 
tive. 

Bill  Goodhope,  formerly  of  KLIX- 
AM-TV  Twin  Falls,  Idaho,  to  KOTA- 
TV  Rapid  City,  S.D.,  as  program  di- 
rector, succeeding  Bud  Naber  who  joins 
brokerage  firm  of  Dempsey-Tegeler. 

John  R.  Bell,  head  of  radio-tv  cov- 
erage and  public  information  officer  at 
Argonne  National  Lab,  Lemont,  111., 
appointed  news  and  public  affairs  direc- 
tor at  WIND  Chicago. 

Wally  Wagoner  named  farm  direc- 
tor of  WNBF-AM-FM-TV  Binghamp- 
ton,  N.Y.  Tom  Jones  appointed  pro- 
gram director. 

Jim  Major,  director  with  WITI-TV 
Milwaukee,  named  producer  also. 

Robert  Comstock  joins  KOCW 
(FM)  Tulsa,  as  program  director. 

Dick  Dixon  and  Ed  Black  to  KMUR 
Salt  Lake  City  as  air  personalities. 

Programming 

Walter  Lynch,  formerly  sales  man- 
ager of  Mecca  Film  Labs  for  22  years, 
appointed  head  of  New  York  office  of 
Capital  Film  Labs,  Washington. 

Russ  Raycroft,  formerly  with  Dan- 
cer-Fitzgerald  & Sample,  N.Y.,  appoint- 
ed eastern  sales  manager  of  UPA  Pic- 
tures and  UPA  Enterprises,  subsidiary 
handling  merchandising,  licensing  and 
other  activities.  Bob  Kemper  named 
midwest  sales  manager,  with  headquar- 
ters in  Chicago.  Abe  Levitow,  anima- 
tion director  at  Warner  Bros.,  rejoins 
UPA  as  associate  producer. 

Walter  Plant,  vp  of  sales,  National 
Telefilm  Assoc.,  N.Y.,  joins  Indepen- 
dent Television  Corp.,  Chicago,  as 
sales  executive.  Other  to  join  ITC 
Chicago  sales  staff  are  James  Delaney, 
southwest  division  manager.  United 
Artists  Television;  Paul  Weiss,  for- 
merly sales  executive,  NTA.  New  ap- 
pointments to  ITC  N.Y.  sales  staff: 
Robert  W.  Rogers,  national  program 
sales  supervisor,  California  National 
Productions,  N.Y.,  and  Cy  Kaplan, 
formerly  vp,  sales  of  NTA. 


Wallace  L.  Hutchinson  named  west- 
ern division  sales  manager  for  Indepen- 
dent Television  Corp.,  succeeding  John 
Serrao. 

Elliot  Krone,  formerly  account  exec- 
utive with  Dean  & Herr,  Providence, 
R.I.,  advertising  agency,  joins  Romper 
Room,  tv  kindergarten,  as  regional 
sales  executive. 

Bill  Bracken  joins  Keitz  & Herndon, 
Dallas  producer  of  tv  commercials  and 
business  films,  as  account  executive. 

Manfried  Steinhardt,  formerly  with 
Community  Club  Awards,  joins  The 
Jingle  Mill,  N.Y.,  as  eastern  divisional 
sales  manager. 

Herbert  Hirschman,  producer  of 
Perry  Mason  on  ABC-TV,  named  pro- 
ducer of  Hong  Kong,  new  hour-long 
adventure  series  scheduled  for  ABC- 
TV  this  fall. 

Paul  Nickell  signs  as  director  of 
NBC’s  Chevy  Show,  and  will  alternate 
with  Marc  Daniels. 

David  Geisel,  director  of  Pat  Boone 
Show,  ABC-TV,  becomes  director,  CBS- 
TV’s  Garry  Moore  Show  in  fall  season. 
Julio  Di  Benedetto,  Garry  Moore's 
present  director,  becomes  producer-di- 
rector  new  Candid  Camera  program. 

Fielder  Cook,  Norman  Jewison, 
Paul  Stanley  sign  as  alternate  directors 
of  Diagnosis  Unknown,  hour  mystery- 
detective  series  starting  Tuesday,  July  5 
(10:00-11  p.m.  EDT)  on  CBS-TV. 

Equipment  & Eng’ring 

Kenneth  R.  Johnson,  vp  in  charge 
of  Packard  Bell  Electronics  Home 
Products  Div.,  Los  Angeles,  named 
board  chairman  of  company’s  newly 
formed  subsidiary,  Packard  Bell  Sales 
Corp.  Richard  D.  Sharp  named  presi- 
dent and  general  manager. 

Lawrence  T.  Lingren,  Dr.  John  W. 
Peterson  and  Sidney  L.  Spiegel  named 
vps  of  manufacturing,  research  and  de- 
velopment, and  marketing,  respectively, 
for  Pacific  Semiconductors,  Culver 
City,  Calif. 

Larry  F.  Hardy,  formerly  vp  and 
general  manager  of  consumer  products 
division  of  Philco  Corp.,  Philadelphia, 
named  vp  of  pr.  Robert  M.  Jones 
named  director  of  personnel.  Henry 
E.  Bowes,  formerly  vp  of  marketing, 
succeeds  Mr.  Hardy.  Robert  G.  Ur- 
ban becomes  vp  of  marketing.  Ray- 
ford E.  Nugent  appointed  vp-assistant 
to  vp  of  marketing.  Frederick  D.  Ogil- 
by  named  director  of  sales. 

Charles  B.  Persons,  formerly  owner 
of  WELY  Ely,  Minn.,  and  of  Ely  Tv 
Cable  Co.,  catv  system  there,  establishes 
radio-tv  consulting  engineering  firm, 
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Charles  B.  Persons  & Assoc.,  Minneap- 
olis. 

John  E.  Rhodes  elected  controller 
of  Sylvania  Electric  Products  Inc., 
New  York.  He  has  been  director  of 
operations  analysis. 

Robert  D.  Hamilton,  formerly  con- 
sulting engineer,  International  Business 
Machines  Corp.,  Oswego,  N.Y.,  ap- 
pointed head  of  systems  engineering 
department,  Foto-Video  Electronics 
Inc.,  Cedar  Grove,  N.J. 

James  R.  Ramsey  and  George  W. 
Fouser  named  quality  control  manager 
and  production  control  manager,  re- 
spectively, at  Audio  Devices  Inc.,  N.Y. 
Company  manufactures  magnetic  tape. 

Allied  Fields 

Robert  Bragarnick, 

Mr.  marketing  counseling 

Bragarnick  firm  in  N.Y.  Joining 
Mr.  Bragarnick  are  Everett  C.  Brad- 
ley, formerly  vp  of  J.  Walter  Thomp- 
son Co.,  and  Jackson  S.  Gouraud,  for- 
merly national  sales  manager  of  Four 
Roses.  Company  will  deal  primarily  in 
solving  marketing  problems.  Location 
is  Time-Life  Bldg.,  Rockefeller  Cen- 
ter, N.Y.  Telephone:  Plaza  7-6883. 

Claude  Brazeau  to  radio-tv  super- 
visor of  Collyer  Adv.  Ltd.,  Toronto. 

Jean  Belanger  named  commercial 
manager  of  CKJL  St.  Jerome,  Que. 

Edward  A.  Baetzel,  formerly  with 
Associated  Booking  Corp.,  appointed 
project  manager  of  Chicago  Unlimited 
Star  & Communication  Center  at  that 
city’s  International  Trade  Fair  (June 
20- July  5). 

International 

Al  Bruner,  managing  director  of 
CJSP  Leamington,  Ont.,  named  sales 
manager  of  CFTO-TV  Toronto,  sched- 
uled to  go  on  air  January  1.  Bruner 
remains  as  managing  director  of  CJSP. 

Stuart  Brandy,  production  manager 
of  CJSP  Leamington,  Ont.,  named  man- 
ager of  station. 

Colm  O'Shea  appointed  vp  of  Ziv 
International  Television  Programs  Ltd., 
Toronto,  Ont. 

Sylvia  Kavanaugh  named  to  pro- 
motion and  research  department  of 
Stovin-Byles  Ltd.,  Toronto,  station  rep. 
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John  R.  Malloy, 

supervisor  of  tv  sales, 
Canadian  Broadcast- 
ing Corp.,  Toronto, 
named  sales  director 
for  English-language 
programs  of  CBC. 
He  will  be  respon- 
sible for  radio,  tv  and 
export  program  sales 
of  CBC.  Ronald  S.  Joynt  appointed 
manager  of  English-language  radio 
sales,  William  F.  Cooke  of  tv  sales,  and 
William  Weston  of  export  sales. 

William  Valentine  named  manager 
of  CKRC  Winnipeg,  Man. 

Frank  O.  Meighen  appointed  spe- 
cial counsel  to  Board  of  Broadcast 
Governors  for  public  hearings  on  tv 
licenses  at  Halifax,  N.S. 

Deaths 

Stephen  J.  Angland,  47,  formerly 
attorney  on  staff  of  House  Special  Sub- 
committee on  Legislative  Oversight, 
died  of  heart  attack  May  30.  Mr. 
Angland  joined  subcommittee  in  1957 
as  one  of  its  chief  attorneys.  He  took  a 
leading  part  in  running  down  allega- 
tions of  off-the-record  contacts,  with  the 
FCC  and  other  regulatory  agencies. 

Edward  W.  Kellog,  77,  author  of 
30  technical  papers  and  holder  of  107 
patents  for  radio  inventions,  died  May 
30.  He  was  with  General  Electric  re- 
search staff  from  1917-1930  and  then 
joined  RCA. 

Albert  W.  Davis,  34,  announcer 
with  WTON  Staunton,  Va.,  died  May 
24  from  accidental  gunshot  wound. 

Walter  Geerdes,  58,  director  of 
Radio  Free  Berlin,  died  of  heart  attack 
May  28.  He  had  been  head  of  station 
for  three  years. 

Samuel  Roeder,  west  coast  attorney 
for  American  Society  of  Composers, 
Authors  and  Publishers  (ASCAP),  died 
June  1 after  long  illness.  Mr.  Roeder 
was  an  ASCAP  attorney  for  over  40 
years. 

George  A.  Taggart,  52,  formerly 
assistant  general  supervisor  of  programs 
of  Canadian  Broadcasting  Corp.,  To- 
ronto, and  in  recent  years  independent 
program  producer,  died  May  24.  He 
originated  noon-hour  radio  program 
Happy  Gang  on  CBC  Network,  which 
operated  for  over  25  years  until  re- 
cently. 

Norman  Alexandroff,  72,  president 
of  Columbia  College  (communications 
and  radio  and  tv  courses)  in  Chicago 
for  past  25  years,  died  May  26.  He 
produced  Pages  From  Life  on  WMAQ 
Chicago  from  1931  to  1934  and  is 
credited  with  helping  students  launch 
careers  in  radio  and  drama. 


Mr.  Malloy 


BauiGr  §€it 


1 Kw  TRANSMITTER* 


*From  an  Engineers’  Viewpoint 

The“Bauer  Kit”Model  707  istheonly 
1000/250  watt  AM  transmitter  with 
Silicon  Rectifiers  in  all  power  sup- 
plies, a Variable  Vacuum  Capacitor 
and  a Constant  Voltage  Transformer. 
Your  assurance  of  maximum  reli- 
ability and  optimum  performance. 
Note  the  simplicity  of  design  with 
easy  accessibility  to  all  components, 
too.  AH  components  are  standard 
items  available  at  local  sources. 

Assembly  of  the  “Bauer  Kit”  is 
actually  easier  than  many  consumer 
audio  kits  — the  wiring  harness 
is  furnished  completely  pre- fabri- 
cated and  coded.  And  when  you 
complete  the  transmitter  it  will  be 
fully  inspected,  tested  and  guaran- 
teed, by  the  Bauer  Electronics  Cor- 
poration. 

Bauer  1 Kw  Transmitter 

(In  Kit  Form)  $3495.00* 
Bauer  1 Kw  Transmitter  $4495.00* 

*FOB  Burlingame,  California 

WRITE  FOR  THE  COMPLETE 
ENGINEERING  STORY  TODAY! 


ELECTRONICS  CORPORATION 

1011  Industrial  Way  • Burlingame,  California 


FANFARE 


Refurbished  ID  ■ The  little  man 
with  the  hat  and  the  broom  appeared 
just  one  week  before  KYW-TV 
Cleveland  went  on  its  new  local  pro- 
gramming schedule.  His  job  was  to 
clean  up  the  channel  numeral  3 
which  had  grown  rather  lacklustre 
over  the  years.  Each  day  for  a week 


he  industriously  scrubbed  the  num- 
ber, appearing  over  100  times  a day 
in  progressing  stages  as  part  of  the 
station’s  ID.  Crowd  noises  and  a nov- 
elty voice  accompanied  his  progress 
and  on  the  sixth  day,  the  numeral  ap- 
peared shrouded.  It  was  unveiled  the 
next  day  to  coincide  with  the  start  of 


the  new  schedule,  with  pretty  Mary 
Kay  Southerland,  a local  housewife 
looking  on  approvingly.  She  had 
been  chosen  after  an  area-wide 
KYW-TV  talent  search  and  appears 
on  billboards  and  car  cards  as  well. 
The  new  shining  3 is  symbolic  of  the 
station’s  “big,  bright”  programming. 


Sharing  the  glory 

KRON-TV  San  Francisco  believes 
sponsors  deserve  to  share  in  the  glory 
earned  by  a station’s  programming  ef- 
forts. In  special  ceremonies  last  week 
at  the  New  York  office  of  Peters,  Grif- 
fin, Woodward,  KRON-TV’s  rep,  fram- 
ed replicas  of  three  recent  awards  won 
by  the  station’s  11  p.m.  and  6 p.m. 
news  programs  were  presented  to  the 
Bristol-Myers  Co.  and  Colgate-Palm- 
olive Co.,  the  respective  sponsors. 

John  E.  Tyner,  advertising  super- 
visor, accepted  the  Bristol-Myers’ 
plaque  from  William  A.  Morrison,  sales 
manager  of  KRON-TV,  with  George 
Kupper,  of  PGW,  assisting.  George  T. 
Laboda,  radio-tv  director,  accepted  the 
Colgate-Palmolive  plaque  from  Mr. 
Morrison,  with  Greg  Lincoln  of  Col- 
gate, and  Otis  Williams  of  PGW  par- 
ticipating. 

The  three  awards  were  for:  “Best  tv 
news  programming,  western  states  1959- 
60”  from  TV-Radio  Mirror;  “A  spe- 
cial citation  for  excellence  in  newsfilm 
coverage  1959”  by  the  National  Press 
Photographers  Assn.,  the  School  of 
Journalism  of  Missouri  U.  and  the  En- 
cyclopaedia Britannica;  and  “Certifi- 
cate of  Merit”  from  the  California  As- 
sociated Press  Television  Radio  Assn. 

Open  house  at  WELM 

WELM  Elmira,  N.Y.,  held  open 
house  May  22  for  approximately  900 
area  businessmen  and  civic  leaders 
who  were  invited  to  inspect  the  all-new 
broadcasting  facility.  Formerly  located 
in  the  Elmira  business  district,  WELM 
moved  this  spring  to  its  Radio  Center 
at  1705  Lake  Road,  in  Elmira  Heights. 
The  move  coincided  with  the  outlet’s 
increase  in  power  from  250  w to  1 kw- 
D,  500  w-N  on  1410  kc.  The  two-story. 


26  room,  air-conditioned  plant  con- 
tains studios,  transmitting  and  produc- 
tion equipment  on  the  lower  level  and 
administrative,  sales  and  program  of- 
fices above.  WELM  is  a CBS  affiliate. 

Market  experts 

Knowledge  of  the  WOW-TV  Omaha 
market  paid  off  in  “an  evening  for  two 
at  the  Waldorf-Astoria’s  Empire  Room” 
for  winners  of  the  station’s  “Telequiz” 
contest,  conducted  last  month  among 
New  York  media  executives.  In  New 
York  for  a series  of  station  presenta- 
tions, Fred  Ebener,  WOW-TV  sales 
manager,  distributed  “Telequiz”  cards 
which  were  designed  to  test  how  well 
the  facts  and  figures  registered  with  the 
agency  executives.  Those  who  demon- 
strated the  greatest  recall  in  answering 
the  market  questions  were:  Alan  Bobbe, 
Aitkin-Kynett;  Roger  Clapp,  Benton  & 
Bowles;  Beryl  Seidenberg,  Kastor,  Hil- 
ton, Chesley,  Clifford  & Atherton;  Clif- 
ford Botway,  Ogilvy  Benson  & Mather; 
Dorothy  Houghey,  Grey  Adv.,  and 
William  Hinman  of  Lambert  & Feasley. 

Convention  preview 

Westinghouse  Electric  Corp.’s  Major 
Appliance  Div.  is  holding  a sales  con- 
vention today  (June  6)  to  brief  sales- 
men and  principal  distributors  on  the 
political  conventions.  Westinghouse 
is  sponsoring  CBS  radio  and  tv  cover- 
age of  the  conventions,  the  campaign 
and  election  night.  Marketing  Mam 
ager  J.J.  Anderson  announced  that 
Westinghouse  is  investing  some  $6  mil- 
lion in  the  project  and  said  the  ap- 
pliance division  had  designed  a special 
“peoples’  choice”  promotion  package 
to  enable  dealers  to  tie  in  directly  with 
the  program.  Concurrent  with  the  po- 


litical broadcasts,  he  said,  there  will  be 
national  magazine  and  key-city  news- 
paper advertising,  supporting  refriger- 
ator, freezer,  range,  dishwasher  and 
laundry  equipment  productions.  Speak- 
ers at  the  sales  convention  in  Columbus, 
Ohio,  include  Walter  Cronkite,  who 
heads  the  CBS  News  team  covering 
the  activities;  Chris  J.  Witting,  Westing- 
house vp  for  consumer  products. 

Radio’s  beer  story 

There  are  seven  reasons  “why  radio 
taps  beer  customers  best,”  says  Radio 
Advertising  Bureau,  New  York,  which 
last  week  released  a pocket-sized  pre- 
sentation to  further  brewers’  interest  in 
summer  radio  advertising.  “Beer  buy- 
ing and  radio  listening  both  hit  popu- 
larity peaks  in  summer,”  RAB  points 
out  as  one  of  the  “clearly  defined  ad- 
vantages” radio  can  offer  brewers.  The 
brochure,  the  third  in  a new  series  of 
pocket  presentations,  is  called  a two- 
edged  tool,  to  be  directed  not  only  at 
national  and  regional  brewers  but  at 
local  distributors  as  well. 

Public  interest  brochure 

WSJS-AM-FM-TV  Winston-Salem, 
N.C.,  has  published  a brochure  show- 
ing features  it  has  produced  in  the  pub- 
lic interest.  The  brochure  is  illustrated 
with  pictures  from  the  programs  them- 
selves and  of  shows  in  production.  It 
also  contains  a lengthy  list  of  the 
organizations  and  causes  served  by  the 
stations.  In  1959  the  WSJS  public  serv- 
ice department  was  responsible  for  the 
broadcasting  of  3,768  public  service 
announcements  (an  average  of  11  per 
day);  WSJS-TV  telecast  153  five-minute 
public  service  interviews  last  year. 

Heroine  of  the  brochure  is  Jean 
Isenhower,  public  service  coordinator 
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for  radio  and  tv.  The  careful  planning 
and  attention  to  detail  which  she  puts 
into  each  of  the  campaigns  is  outlined 
and  her  name  comes  to  the  fore  prom- 
inently in  the  several  letters  of  appreci- 
ation from  the  organizations  served 
which  are  reproduced  in  the  pamphlet. 

One  section  of  the  booklet  describes 
the  educational  and  news  services  that 
the  stations  render  the  community.  For 
example,  WSJS-TV  carried  each  tele- 
cast of  NBC-TV’s  Continental  Class- 
room in  color,  a total  of  106  hours  in 
1959.  At  9 a.m.  each  weekday  the  sta- 
tion devotes  another  hour  to  educational 
tv  by  telecasting  the  North  Carolina 
In-School  lectures  on  American  history 
and  physical  science.  In  total  the  WSJS 
report  accomplishes  the  purpose  set 
forth  in  the  foreword  by  General  Man- 
ager Harold  Essex  of  representing  “the 
roles  our  stations  have  played  in  the 
growth  and  accomplishments  of  the 
areas  they  serve.” 


■ Drumbeats 

Round-up  time  ■ Cliff  Tobey,  person- 
ality of  WCAW  Charleston,  W.  Va., 
togged  out  in  levis  and  cowboy  hat  took 
a one-week,  60-mile  covered  wagon 
trek  from  Hinton  to  Charleston.  Cliff 
and  his  team  of  drivers  camped  out 
each  night  and  sent  beeper  reports  and 
remote  broadcasts  to  the  station  from 
their  campsites.  The  journey  was  spon- 
sored by  Woodrum’s  furniture  store  to 
emphasize  its  “round-up  of  values.” 

In  book  form  ■ A current  series  of  dis- 
cussions on  CBS  Radio’s  Invitation  to 
Learning  program  will  be  released  in 
paperback  book  form  in  July.  Taplinger 
Publishing  Co.,  New  York,  will  distri- 
bute the  book,  titled  The  Invitation 
to  Learning  Reader  on  War  and  Peace. 
The  book  will  contain  transcripts  of  the 
series,  which  has  undertaken  discussions 
of  13  famous  books  on  the  war  and 

_ INTERNATIONAL  _ 


BRITISH  TV  SALES  BOOMING 

Record  $200  million  gross  expected  in  ’60 


Tv  advertising  in  Great  Britain  might 
well  hit  a gross  time  total  of  $200  mil- 
lion, according  to  E.P.H.  James,  a di- 
rector of  London’s  Television  Press 
Agency.  That  figure,  he  said,  is  based 


Repeal 

Ontario  is  to  permit  beer  and 
wine  advertising  on  radio  and 
television  under  a new  ethical 
code  effective  Aug.  1,  Ontario 
Premier  Leslie  Frost  announced 
Tuesday  (May  31).  Only  the  spon- 
sor’s name  will  be  permitted  on 
programs  10  minutes  or  longer 
in  duration.  Brand  name  adver- 
tising is  prohibited  under  Board 
of  Broadcast  Governors’  regula- 
tions. Beer  and  wine  advertising 
by  Canadian  companies  now  car- 
ried on  United  States  border  tele- 
vision stations  is  expected  to  drop 
25%.  The  Ontario  government 
will  keep  close  watch  on  such  ad- 
vertising from  outside  Ontario.  If 
companies  violate  the  new  On- 
tario industry  advertising  code  of 
ethics,  Ontario  Liquor  Control 
Board,  only  safes  outlet,  may  not 
handle  products  of  offending  com- 
panies. The  new  code  will  permit 
broader  advertising  of  beer  and 
wine  within  Ontario  but  will  place 
more  restrictions  on  what  enters 
Ontario  from  media  elsewhere. 


on  the  present  rate  of  expenditure  by 
British  advertisers. 

TPA  estimates  that  gross  tv  time  sales 
for  April  came  to  nearly  $17,950,000 
compared  with  $13,900,000  for  April 
1959 — an  increase  of  29%.  These  esti- 
mates are  made  on  the  basis  of  one-time 
card  rates  for  the  time  segments  in 
which  the  spots  appeared,  before  de- 
duction of  agency  commissions  or  serv- 
ice discounts.  In  Great  Britain  time- 
buyers  deal  directly  with  the  program 
contractor  for  each  region  with  no  sta- 
tion representatives  or  time  brokers  in- 
volved. (All  British  tv  commercials  are 
spots;  there  is  no  direct  program  spon- 
sorship.) 

TPA  has  figured  that  tv’s  share  of 
the  total  British  advertising  budget  is 
about  the  same  as  in  the  United  States. 
Mr.  James  cites  this  as  “quite  an 
achievement,  in  view  of  American  tv 
advertising’s  nine-year  lead.”  United 
Kingdom  regional  tv  expenditure  totals 
for  April  1960  (converted  to  the  nearest 
$1,000)  are  as  follows: 


Area  Contractor  (000) 

London  Associated  Rediffusion 

(weekdays)  $ 3,785 

London  Associated  Television 

(weekends)  1,726 

Midlands  Associated  Television 

(weekdays)  1,837 

Midlands  ABC  Television  (weekends) . 965 

Northern  Granada  TV  Network 

(weekdays)  3,522 

Northern  ABC  Television  (weekends).  1,371 

Scotland  Scottish  Television 

(full  week)  1,086 

S.  Wales  & 

W.  England  TWW  (full  week)  1,089 

S.  & S.E.  Southern  Television 

England  (full  week)  896 


peace  topic.  The  Carnegie  Endowment 
for  International  Peace  initiated  the 
special  series  as  part  of  its  50th  an- 
niversary observance. 

Prize  porker  ■ When  the  National 
Stockyard  Co.,  St.  Louis,  agreed  to  do- 
nate a registered  purebred  hog  as  prize 
for  a contest  conducted  by  WEW,  that 
city,  it  did  not  reckon  on  the  enthusi- 
asm the  offer  would  generate  among 
the  thousands  of  hog  feeders  in  the 
area.  The  contest  was  the  brainchild 
of  WEW  Larm  Director  Paul  Vogel. 
It  required  listeners  to  estimate  the 
top  price  that  would  be  paid  for  hogs 
during  April  and  the  day  on  which  it 
would  be  paid.  No  fewer  than  49  cor- 
rect answers  were  submitted.  This  put 
the  stockyard  company  in  a quandry 
which  it  got  out  of  by  inviting  the  49 
experts  to  come  to  the  market  for  a 
drawing  for  the  pig.  The  winners  were 
guests  of  the  company  at  a luncheon. 


N.E.  England  Tyne  Tees  Television 


- (full  week)  908 

E.  Anglia  Anglia  Television 

(full  week)  533 

N.  Ireland  Ulster  Television 

(full  week)  , 230 


Total  Revenue $17,948 


BC-5P-2 


The  Recognized  Leader 
in  5 KW  AM  Transmitters 


* ECONOMICAL  OPERATION — lower  operating 
cost  * A NEW  SOUND — thru  low  distortion  and 
wide  response*  EASY  REMOTE  CONTROL— no  out- 
board devices  on  the  front  * COMPACT  SIZE — 
nothing  external  * ACCEPTANCE — largest  sell- 
ing 5 KW  manufactured  today  * READY  FOR 
SHIPMENT — in  stock  for  prompt  delivery 


■tttiji-m  GATES  RADIO 
Ill'll  Tl'l'lJ  I COMPANY 


Subsidiary  of 

Harris-  Intertype  Corporation 


QUINCY,  ILLINOIS 
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A favorite  is  back ! 
-in  the  improved  BK-11A 


VELOCITY 

MICROPHONE 

only  $12500 

All  the  advantages  of  the 
famous  44BX  and  Junior 
Velocity  Microphones  are 
here  combined  with  the  lat- 
est developments  in  ribbon 
microphone  design  for  full 
fidelity  performance.  Wide- 
range  frequency  response 
makes  it  ideal  for  music 
pickup.  Bidirectional  figure- 
eight  pattern  permits  plac- 
ing of  performers  on  both 
sides  of  the  microphone. 

Order  your  BK-11A  now! 
Write  to  RCA,  Dept.  H-22, 
Building  15-1  Camden,  N.  J. 
Whatever  your  broadcast 
equipment  needs,  see  RCA 
FIRST! 


RADIO  CORPORATION 
of  AMERICA 


CBC  granted  second 
Edmonton  tv  station 

Second  television  stations  at  Edmon- 
ton and  Calgary,  Alberta,  went  to  the 
Canadian  Broadcasting  Corp.  and 
CFCN  Calgary,  respectively.  The 
Board  of  Broadcast  Governors  made 
its  recommendation  at  Ottawa  on  May 
26  following  public  hearings  in  those 
cities  earlier  in  the  month. 

This  marks  the  first  time  that  CBC 
appeared  at  public  hearings  in  com- 
petition with  private  companies  for  a 
television  station  license.  Four  other 
applicants  at  Edmonton  applied  for  the 
ch.  5 license.  BBG  recommended  CBC 
for  the  license  on  grounds  that  the  na- 
tionally-owned network  needs  this  cen- 
tral western  Canadian  location  to  round 
out  its  national  coverage.  CBC  has 
stations  CBWT  (TV)  Winnipeg,  Man., 
and  CBUT  (TV)  Vancouver,  B.C.,  but 
no  station  in  the  1,500  miles  between 
these  two  cities. 

The  move  to  grant  CBC  the  Ed- 
monton license  means  that  CFRN-TV 
Edmonton,  which  has  been  carrying 
CBC  network  programs  for  the  past 
five  years,  will  be  replaced  by  the  new 
CBC  station  on  the  network.  CFRN- 
TV  will  probably  join  the  second  tv 
network  now  being  planned  by  private 
broadcasting  interests. 

At  Calgary  the  BBG  recommended 
CFCN  for  the  ch.  4 allocation.  A fam- 
ily-owned station,  in  operation  by  Gor- 
don Love  since  1922,  CFCN-TV  will 
also  be  operated  by  the  Love  family. 
This  marks  the  first  time  that  two  inde- 
pendently-owned tv  stations  will  be  in 
competition  in  any  Canadian  city. 
CHCT-TV  Calgary,  is  other  independ- 
ent station,  and  is  on  the  CBC  national 
tv  network.  There  was  one  other  ap- 
plicant for  the  Calgary  license. 

CKPG  Prince  George,  B.C.,  was 
recommended  for  a television  station 
on  ch.  3 with  power  of  210  watts  video 
and  114  watts  audio.  CKPG  was  rec- 
ommended over  Aurora  TV  Ltd.,  be- 
cause “in  the  relatively  small  market  in 
Prince  George  better  service  could  be 
provided  to  viewers  through  the  econ- 
omies effected  by  the  combined  radio 
and  television  service  proposed  by 
CKPG  Television  Ltd.,”  the  BBG 
stated. 

Power  increases  were  approved  for 
CFCW  Camrose,  Alta.,  from  1 kw  on 
1230  kc  to  10  kw  on  790  kc.;  CFRN 
Edmonton,  from  10  kw  to  50  kw  on 
1260  kc;  CFRN-FM  Edmonton  to  810 
w.  on  100.3  me;  and  CJIC  Sault  Ste. 
Marie,  Ont.,  from  250  w.  to  10  kw.  day, 
2.5  kw  night  on  1050  kc. 

Humber  Valley  Broadcasting  Co. 
Ltd.,  Cornerbrook,  Nfld.,  which  has 
had  a construction  permit  for  about  a 
year  for  1 kw  station  on  560  kc.,  has 


been  recommended  to  change  to  570 
kc. 

Share  transfers  were  authorized  for 
CKCO-TV  Kitchener,  Ont.;  CKCR 
Kitchener,  Ont.;  CJDV  Drumheller, 
Alta.;  CFAX  Victoria,  B.C.;  and  CJLH- 
TV  Lethbridge,  Alta. 

■ Abroad  in  brief 

New  am  ■ CJLM  Joliette,  Que.,  is 
new  1 kw  station  on  1350  kc.  Maurice 
Boulianne  is  manager  and  Joseph  A. 
Hardy  Ltd.,  Toronto  and  Montreal,  is  j 
station  representative. 

Agency  appointment  ■ Pepsi-Cola 
Co.  of  Canada  Ltd.,  Montreal,  Que.,  I 
has  appointed  Batten,  Barton,  Durstine  j 
& Osborn  Inc.,  Montreal,  to  handle 
account.  Russ  Haughland,  account  ex- 
ecutive for  Pepsi-Cola  of  Canada  at 
Kenyon  & Eckhardt,  Montreal,  moved 
to  BBDO  office. 

True  escape  stories  ■ American-Con-  I 
tinental  Telefilms  Inc.,  N.Y.,  reports  I 
production  has  started  at  Carlton  J 
Films  Studio,  Munich,  Germany,  on  39 
half-hour  telefilms  under  the  title  Op- 
eration Escape.  The  series  features  true 
stories  of  escape  from  behind  the  Iron 
Curtain,  with  only  real  names  and  spe- 
cific escape  routes  not  to  be  divulged. 
Distribution  in  the  U.S.  and  Western 
Hemisphere  will  be  through  Jayark 
Films  Corp.,  N.Y. 

Mackinac  vs.  Moscow  ■ A new  tv  j 

film  production  studio  that  will  “pro-  i 
duce  weapons  to  put  the  free  world 
on  the  ideological  offensive”  was  in-  | 
augurated  last  Wednesday  by  Moral  j 
Re-Armament  at  Cedar  Point  on  Mac- 
kinac Island,  Mich.  James  Coltart, 
managing  director  of  Scottish  Tv  Ltd., 
headed  inauguration  ceremonies  for  the  j 
82,500-square-foot  unit  financed  by  j 
gifts  and  on  which  construction  started  ( 
Sept.  21,  1959. 

Halifax  tv  hearing  set 

Public  hearings  by  the  Board  of  . 
Broadcast  Governors  for  a second  tele-  ! 
vision  station  at  Halifax,  N.S.,  and  for  a ! 
number  of  tv  stations  elsewhere  in  ! 
Canada  start  on  June  20  at  Halifax,  j 
Peter  Herschorn  is  applying  for  a ch. 

5 station  at  Halifax  with  53  kw  video  [ 
and  25  kw  audio  and  antenna  of  711  h 
feet.  CJCH  Halifax,  is  also  applying  | 
for  a ch.  5 station  there  with  47.6  kw 
video  and  23.8  kw  audio  and  antenna  | 
793  feet  high.  Present  tv  station  at  ! 
Halifax  is  CBHT  (TV)  operated  by  the  I 
Canadian  Broadcasting  Corp.,  on  ch.  f 
3 with  56  kw  video  and  34  kw  audio.  ! 

Atlantic  Television  Ltd.,  is  applying  i 
for  a ch.  9 station  at  Antigonish,  N.S.,  | 

with  power  of  73  kw  video  and  36.5 
kw  audio,  and  antenna  904  feet  high. 

Satellite  tv  stations  are  being  asked 
for  by  CKRS-LV  Jonquiere,  Que.,  at 
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Roberval,  Que.  on  ch.  8 with  2.36  kw 
video  and  1.18  kw  audio,  and  at  Chicou- 
timi, Que.,  on  ch.  2 with  40  watts 
video  and  20  watts  audio. 

CBHT  Halifax,  is  requesting  power 
increase  for  its  satellite  at  Shelburne, 
N.S.,  on  ch.  8,  to  423  watts  video  and 
254  watts  audio  power.  CBC  is  also  re- 
questing a 40  w.  low  power  radio  re- 
lay transmitter  on  610  kc  at  Hinton, 
Alta. 

CHNS  Halifax,  is  asking  for  change 
in  share  ownership  of  all  its  issued 
common  stock,  which  will  result  in  a 


change  of  ownership  of  this  veteran 
station. 

Film  studios  merge 

Meridian  Films  Ltd.,  Toronto,  Ont., 
has  merged  with  Toronto  International 
Film  Studios  Ltd.,  Toronto.  Interna- 
tional has  studio  and  production  facili- 
ties at  Kleinburg,  Ont.,  on  200  acres 
of  varied  landscape.  Meridian  Films 
has  a commercial  video  tape  produc- 
tion center  at  1202  Woodbine  Ave. 
Planned  by  the  merged  operation  is  a 


$1,000,000  video  tape  center  at  the 
Kleinburg  studios,  addition  of  a mobile 
tv  tape  unit,  and  expansion  of  the  two 
sound  stages  at  Kleinburg  to  six. 
Toronto  International  Film  Studios  is 
one  of  the  companies  operated  by 
N.A.  Taylor  Assocs.,  Toronto,  which 
includes  film  production  firms  and 
theatre  chains.  It  is  planned  to  pro- 
mote Canada  as  a production  center 
for  U.S.  and  British  film  companies  be- 
cause of  the  British  Commonwealth 
quota  advantages  on  films  produced 
in  Canada. 


FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

May  26  through  June  1.  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  & standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP— effective  radiated  power,  vhf 
—very  high  frequency,  uhf— ultra  high  fre- 
quency. ant.— antenna,  aur.— aural,  vis.— 
visual,  kw — kilowatts,  w — watts,  me — mega- 
cycles. D— day.  N— night.  LS— local  sunset, 
mod.— modification,  trans.— transmitter  uni. 
—unlimited  hours,  kc— kilocycles.  SC  A— 
subsidiary  communications  authorization. 
SSA— special  service  authorization. — STA— 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann.  Announced. 

Existing  Tv  Station 

ACTION  BY  FCC 

WSPA-TV  Spartanburg,  S.C.— By  letter, 
commission  denied  request  for  reconsidera- 
tion of  March  24  action  which  deferred  ac- 
tion on  application  for  cp  to  relocate  WSPA- 
TV  from  its  present  site  on  Paris  Mountain 
to  site  on  Caesar’s  Head  Mountain,  and 
other  related  changes,  until  conclusion  of 
remand  proceeding  on  its  application  to 
change  trans.  site,  etc.  Ann.  June  1. 

New  Am  Stations 

ACTIONS  BY  FCC 

Bunkie  Bcstg.  Co.,  Bunkie,  La. — Desig- 
nated for  hearing  application  for  new  am 
station  to  operate  on  1540  kc,  250  w,  D.  Ann. 
June  1. 

Holla,  Mo. — Holla  Bcstrs.  Granted  1590  kc, 
1 kw  D.  P.O.  address  5300  Lamar,  Mission, 
Kan.  Estimated  construction  cost  $14,865, 
first  year  operating  cost  $28,904,  revenue 
$36,998.  Roy  D.  Stanley,  sole  owner,  is  em- 
ploye, KBKC  Mission.  Ann.  June  1. 

APPLICATIONS 

Dalton.  Ga. — Union  Bcstg.  Co.  1530  kc, 
.25  kw  D.  P.O.  address  Box  1,  Dalton,  Ga. 
Estimated  construction  cost  $18,067.  Applic- 
ant is  Church  of  God  of  Union  Assembly, 
charitable  and  religious  organization  with 
no  capital  stock.  Ann.  May  26. 

Amherst,  Mass. — College  Radio.  1430  kc, 
5 kw  D.  P.O.  address  % WERI,  11  Railroad 
Ave.,  Westerly,  R.I.  Estimated  construction 
cost  $57,950,  first  year  operating  cost  $70,000, 
revenue  $78,000.  Applicant  is  Augustine  L. 
Cavallaro  Jr.,  who  has  interest  in  WERI 
Westerly,  R.I.  Ann.  May  26. 

Kennett,  Mo. — Bootheel  Bcstg.  Co.  1540  kc, 
1 kw  D.  P.O.  address  William  L.  Miller,  408 
N.  Thompson,  Hemet,  Calif.  Estimated  con- 
struction cost  $18,729,  first  year  operating 
cost  $28,000,  revenue  $36,000.  Applicant  is 
William  L.  Miller,  former  50%  owner  of 
KHSJ  Hemet,  Calif.  Ann.  May  25. 

Matawan  - Keyport,  N.J.  — Jupiter  Assoc. 
Inc.  1530  wc,  .5  kw  D.  P.O.  address  138  Main 
St.,  Matawan,  N.J.  Estimated  construction 
cost  $78,382,  first  year  operating  cost  $75,000, 
revenue  $90,000.  Principals  include  Ross  W. 
Maghan,  Harry  T.  Ronson,  Frederick  Staf- 
flinger,  Joseph  Pizzi  and  Charles  C.  Schock 
Jr.,  20%  each.  Applicants  are  in  various 
businesses  in  New  Jersey.  Ann.  May  26. 

Troy,  N.C.— Troy  Bcstg.  Co.  1390  kc,  .5  kw 
D.  P.O.  address  Lester  L.  Williams,  P.O. 
Drawer  471,  Rocky  Mount,  Va.  Estimated 
construction  cost  $14,175,  first  year  oper- 


ating cost  $24,000,  revenue  $35,000.  Applic- 
ant is  Lester  L.  Williams,  40%  owner  of 
WYTI  Rocky  Mount,  Va.  Ann.  June  1. 

Collierville,  Tenn. — Collierville  Bcstg.  Co. 
1590  kc,  .5  kw  D.  P.O.  address  636  N.  Ma- 
nassas St.,  Memphis,  Tenn.  Estimated  con- 
struction cost  $13,950,  first  year  operating 
cost  $35,700,  revenue  $46,375.  Principals  in- 
clude E.W.  Fitzgerald,  Parket  C.  Henderson, 
George  Klein  and  Pierce  A.  Thomas,  25% 
each.  Mr.  Fitzgerald  is  manager  of  record 
company.  Mr.  Klein  is  employe  of  WHEY 
Millington,  Tenn.  Mr.  Thomas  is  in  banking 
and  Mr.  Henderson  is  in  vending  machines. 
Ann.  May  18. 

Nashville,  Tenn. — Second  Thursday  Corp. 
1560  kc,  10  kw  D.  P.O.  address  Life  & Casu- 
alty Tower,  Nashville,  Tenn.  Estimated  con- 
struction cost  $55,000,  first  year  operating 
cost  $50,000,  revenue  $65,000.  Principals  in- 
clude Samuel  J.  Simon,  80%,  and  Harold 
Seligman,  20%,  who  have  interests  in  WHLP 
Centerville,  Tenn.  Ann.  May  26. 

Edna,  Tex. — Coastal  Bcstg.  Co.  1240  kc, 
.25  kw  uni.  P.O.  address  751  San  Jacinto 
Bldg.,  Houston,  Tex.  Estimated  construction 
cost  $9,548,  first  year  operating  cost  $23,937, 
revenue  $41,474.  Principals  include  Marvin 
E.  Weaster,  50%,  Leon  Schmidt  and  Harry 
T.  McClain,  25%  each.  Mr.  Weaster  is  inde- 
pendent oil  operator.  Mr.  McClain  is  presi- 
dent of  United  States  Sulphur  Co.  Mr. 
Schmidt  has  interest  in  KVLG  La  Grange, 
Tex.  Ann.  May  25. 

Riverton,  Wyo. — William  L.  Ross.  1370  kc, 
1 kw  D.  P.O.  address  Box  71,  Riverton,  Wyo. 
Estimated  construction  cost  $17,305,  first 
year  operating  cost  $35,000,  revenue  $40,000. 
Applicant  is  engineer  with  catv  system. 
Ann.  June  1. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

WNEX  Macon,  Ga.;  WJLD  Homewood, 


Ala.;  WJHO  Opelika,  Ala.;  WMGA  Moultrie, 
Ga.;  WCOH  Newnan,  Ga.;  WSCG  Elberton, 
Ga.;  E.H.  Eiland  Jr.,  Union  Springs,  Ala. — 
Designated  for  consolidated  hearing  appli- 
cations of  WNEX,  WJLD,  WJHO,  WMGA, 
WCOH,  and  WSGC  to  increase  daytime 
power  from  250  w to  1 kw,  continuing  oper- 
ation on  1400  kc,  250  w-N,  and  Mr.  Eiland 
for  new  station  on  1410  kc,  500  w,  D;  made 
WCQS  Alma,  Ga.;  WFPA  Fort  Payne,  Ala.; 
WXAL  Demopolis,  Ala.;  WRBL  Columbus, 
Ga.;  WPRY  Perry,  Fla.;  WHPB  Belton,  S.C., 
and  WTHE  Spartanburg,  S.C.,  parties  to 
proceeding.  Ann.  June  1. 

KDYL  Tooele,  Utah — Granted  (1)  renewal 
of  license  and  (2)  transfer  of  control  from 
Chester  L.  and  Hildred  R.  Price  to  Samuel 
L.,  Zelpha  U.,  and  O.  Larry  Gillette;  stock 
transaction.  Ann.  June  1. 

APPLICATIONS 

KHFH  Sierra  Vista,  Ariz. — Cp  to  change 
hours  of  operation  from  D to  uni.,  using 
power  of  500  w,  1 kw-LS,  install  DA  for 
nighttime  use,  make  changes  in  ant.  system 
(decrease  height)  and  delete  remote  control 
operation  of  trans.  (1420kc).  Ann.  May  26. 

WJBL  Holland,  Mich. — Cp  to  change  ant.- 
trans.  location,  make  changes  in  DA  system 
(increase  height)  and  changes  in  ground 
system  (1260kc).  Ann.  May  26. 

KCUL  Fort  Worth,  Tex.— Mod.  of  cp  to 
make  changes  in  daytime  DA  system  (1540- 
kc).  Ann.  May  26. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Forrest  City,  Ark. — Forrest  City  Bcstg. 
Co.  Granted  93.3  me,  .671  kw.  P.O.  address 
Box  707,  Forrest  City,  Ark.  Estimated  con- 
struction cost  $4,700,  first  year  operating 
cost  $5,000,  revenue  $3,000.  Principals  in- 
clude William  Fogg,  36%,  Jack  Bridgforth, 
28%,  and  others,  owners  of  KXJK  Forrest 
City,  Ark.  Ann.  June  1. 

St.  Petersburg,  Fla. — Donald  Crawford. 
Granted  105.9  me,  105  kw.  P.O.  address  48 
Woodale  Rd.,  Philadelphia,  Pa.  Estimated 
construction  cost  $39,328,  first  year  oper- 
ating cost  $30,000,  revenue  $34,000.  Applicant 
is  general  manager  of  WPCA-TV  Philadel- 
phia, Pa.  Ann.  June  1. 

Boise,  Idaho  — Good  Music  Bcstg.  Co. 
Granted  99.9  me,  19  kw.  P.O.  address  802 
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Bannock  St.,  Boise,  Idaho.  Estimated  con- 
struction cost  $26,000,  first  year  operating 
cost  $32,500,  revenue  $40,500.  Principals  in- 
clude Roger  L.  Hagadone,  John  W.  Warren 
49%  each,  and  others.  Mr.  Warren  is  in 
stocks  and  bonds.  Mr.  Hagadone  has  interest 
in  KCIX-TV  Nampa,  Idaho.  Ann.  June  1. 

Wichita,  Kans. — James  F.  Kramer.  Grant- 
ed 107.3  me,  30  kw.  P.O.  address  Box  1959, 
Wichita,  Kans.  Estimated  construction  cost 
$28,859,  first  year  operating  cost  $15,000, 
revenue  $36,000.  Applicant  is  engineer.  Ann. 
June  1. 

*Kansas  City,  Mo. — Nazarene  Theological 
Seminary.  Granted  90.1  me,  10  w.  P.O. 
address  1700  E.  Meyer  Blvd.,  Box  6076,  Kan- 
sas City  10,  Mo.  Estimated  construction 
cost  $4,300,  first  year  operating  cost  $1,000. 
Ann.  June  1. 

Pittsburgh,  Pa.  — Nemco  Bcstg.  Corp. 
Granted  104.7  me,  2.82  kw.  P.O.  address 
Consolidated  Bldg.,  Indianapolis,  Ind.  Esti- 
mated construction  cost  $21,194,  first  year 
operating  cost  $28,170,  revenue  $36,700.  Prin- 
cipals are  Merle  H.  and  Ophelia  L.  Miller, 
equal  partners.  Mr.  Miller  is  lawyer.  Ann. 
June  1. 

APPLICATIONS 

Las  Vegas,  Nev. — Suna  Bcstg.  Corp.  100.5 
me,  2.9  kw.  P.O.  address  Tropicana  Hotel, 
Las  Vegas,  Nev.  Estimated  construction 
cost  $12,700,  first  year  operating  cost  $1,000. 
Suna  Bcstg.  is  licensee  of  KRAM  Las  Vegas. 
Applicant  fm  will  duplicate  am  station. 
Ann.  May  25. 

Cincinnati,  Ohio — Seven  Hills  Bcstg.  Corp. 
99.9  me,  14.1  kw.  P.O.  address  2888  W.  44th 
St.,  Indianapolis,  Ind.  Estimated  construc- 
tion cost  $25,667,  first  year  operating  cost 
$28,530,  revenue  $42,000.  Principals  are  Merle 
H.  Miller  and  Ophelia  L.  Miller,  50%  each. 
Mr.  Miller  is  attorney.  Ann.  May  26. 

Ownership  Changes 

ACTIONS  BY  FCC 

KVOY  Yuma,  Ariz. — Granted  transfer  of 
control  from  William  L.  Lindsey,  et  al.,  to 
Colonial  Bcstg.  Corp.  (Leo  A.  Newsome  Jr., 
president);  consideration  $176,596  for  83.3% 
interest  plus  agreement  to  retain  transferors 
on  part-time  advisory  and  consultative  basis 
for  5 years  at  total  collective  compensation 
of  $6,000  per  year.  Ann.  June  1. 

WHCT  (TV)  Hartford,  Conn.  — Granted 
assignment  of  licenses  to  Hartford  Phone- 
vision  Co.  (wholly  owned  by  RKO  General 
Inc.);  consideration  $150,000,  plus  $245,200 
for  10-year*  lease,  and  option  to  purchase 


leased  property  after  four  years  for  $570,000. 
Grantee  says  it  has  entered  into  agreement 
with  Zenith  Radio  Corp.  under  which  it 
will  later  apply  to  FCC  for  WHCT  to  test 
Zeniths’  “Phonevision”  subscription  tv  sys- 
tem. RKO  General  also  has  WNAC-AM-TV 
and  WRKO  (FM)  Boston;  WOR-AM-FM-TV 
New  York  City;  KH J - AM-FM-T V Holly- 
wood; WHBQ-AM-TV  Memphis;  KFRC-AM- 
FM  San  Francisco;  WGMS-AM-FM  Bethes- 
da,  Md.,  and  Washington,  D.C.,  respectively. 
Ann.  June  1. 

WDSR  Lake  City,  Fla. — Granted  assign- 
ment of  licenses  to  WDSR  Bcstg.  Inc. 
(James  M.  Wall,  president);  consideration 
$85,000  plus  lease  of  land  and  buildings. 
Ann.  June  1. 

KLGA  Algona,  Iowa — Granted  assignment 
of  license  to  KLGA  Inc.  (Robert  W.  Behl- 
ing,  Harry  C.  Snyder  and  Robert  A.  Wil- 
son) ; consideration  $80,000.  Mr.  Snyder  owns 
50%  of  KHUB  Fremont,  Neb.  Ann.  June  1. 

WSIP  Paintsville,  Ky.  — Granted  assign- 
ment of  licenses  and  cp  from  Ted  Arnold 
Silvert  to  Big  Sandy  Bcstg.  Co.  (James  D. 
Cox,  president);  consideration  $150,000. 
Ann.  June  1. 

WDAL  Meridian,  Miss. — Granted  assign- 
ment of  license  from  Louis  Alford,  et  al„  to 
R.E.  and  Lucille  Hook,  Winton  H.  Beaver, 
Hugh  Hughes,  Willie  Weams,  W.S.  Bridges 
and  Carl  Saucerman,  d/b  as  R.E.  Hook  and 
Assoc.;  consideration  $65,000.  Mr.  Hook  and 
wife  have  interests  in  WMAG  Forest, 
WDOD  Canton,  and  WELZ  Belzoni,  all  Mis- 
sissippi, and  WRAG  Carrollton,  Ala.,  WRUS 
Russellville,  Ky.,  and  WKIZ  Key  West,  Fla. 
Ann.  June  1. 

WPKO  Waverly,  Ohio — Granted  assign- 
ment of  license  from  Alice  B.  Hively,  et  al., 
to  Ohio  Quest  Inc.  (James  B.  Denton,  pres- 
ident); consideration  $40,000.  Ann.  June  1. 

KAGT  Anacortes,  Wash. — Granted  assign- 
ment of  license  to  KAGT  Inc.  (Angus  W. 
Lehnhoff,  president);  consideration  $52,500. 
Ann.  June  1. 

APPLICATIONS 

KCVR-AM-FM  Lodi,  Calif. — Seeks  assign- 
ment of  license  from  Lloyd  Burlingham  to 
Radio  KCVR  for  $157,000.  Purchasers  are 
B.  Floyd  Farr,  George  D.  Snell  and  George 
M.  Mardikian,  33! 3%  each,  owners  of  KEEN 
San  Jose,  Calif.  Ann.  June  1. 

WTTT  Arlington,  Fla. — Seeks  involuntary 
assignment  of  license  from  WTTT  Inc.  to 
Lawrence  E.  Bodkin,  appointed  by  court 
order  as  receiver  for  corporation.  Ann. 
May  26. 

WPDQ  Jacksonville,  Fla. — Seeks  assign- 


ment of  license  from  Jacksonville  Bcstg. 
Corp.  to  WPDQ  Inc.  for  $507,500.  Purchaser 
is  Ohio  Bcstg.  Co.,  licensee  of  WHBC-AM- 
FM  Canton,  Ohio,  a wholly-owned  subsidi- 
ary of  Brush  Moore  Newspapers  Inc.,  group 
headed  by  G.  Gordon  Strong.  Ann.  May  26. 

WBBN  Perry,  Ga. — Seeks  assignment  of 
license  from  Gateway  Bcstg.  Co.  to  Howard 
C.  Gilreath  for  $57,000.  Mr.  Gilreath  is  90% 
owner  of  WCLA  Claxton  and  is  manager 
of  WVOP  Vidalia,  both  Georgia.  Ann. 
May  25. 

KOOO  Omaha,  Neb. — Seeks  assignment  of 
license  from  KOOO  Corp.  to  Pier  San  of 
Nebraska  Inc.,  for  $275,000.  Purchasers  are 
Webb  Pierce,  Jim  Denny,  John  Bozeman, 
K.W.  Pyle  and  Port  Early,  20%  each.  Messrs. 
Pierce  and  Denny  own  WJAT  Swainsboro 
and  WBRO  Waynesboro,  both  Georgia.  Mr. 
Bozeman  is  owner  of  KSIR  Wichita,  Kans., 
while  Messrs.  Pyle  and  Early  are  employes 
of  that  station.  Ann.  May  24. 

KBEV  Portland,  Ore. — Seeks  assignment 
of  cp  from  Coast  Bcstg.  Co.  to  Joseph  M. 
Arnoff  for  $40,000.  Applicant  is  90%  owner 
of  KIKK  Bakersfield,  Calif.  Ann.  June  1. 

WANE  Waynesburg,  Pa. — Seeks  transfer 
of  control  of  Commonwealth  Bcstrs.  Inc. 
from  Harry  J.  Daly,  45%,  Harriett  D.  and 
John  S.  Booth,  45%0,  and  Earl  P.  Strine,  10%o, 
to  George  E.  McGary  Jr.,  sole  owner,  for 
$75,000.  Mr.  McGary  is  manager  of  WANB. 
Ann.  May  26. 

WEER  Warrenton,  Va. — Seeks  transfer  of 
control  of  Radio  Assoc.  Inc.  from  Thomas 
H.  and  Georgette  E.  Strothman,  66.66% , and 
Francis  I.  and  Beatrice  J.  Lambert,  33.33%, 
to  Strothmans,  28.66%,  Lamberts,  33.33%, 
and  Laurens  M.  Hamilton,  38.01% . for  $5,700 
plus  option  to  buy  remaining  holdings  from 
Strothmans  for  $4,300.  Mr.  Hamilton  also 
paid  to  Mr.  and  Mrs.  Strothman  the  sum  of 
$40,000  in  notes  held  by  them  from  Radio 
Assoc.  Inc.  Mr.  Hamilton  is  retired,  owns 
private  resort.  Ann.  May  12. 

KEDO  Longview,  Wash.  — Seeks  assign- 
ment of  license  from  Triad  Bcstg.  Corp.  to 
Keedo  Inc.  with  no  financial  consideration 
other  than  lease  of  facilities  at  $600  per 
month.  Lessees  are  Don  L.  Veith,  Marvin  E. 
Johnston  and  LaVern  L.  Eaton,  33V3%  each. 
Messrs.  Veith  and  Eaton  are  employes  of 
KEDO.  Mr.  Johnston  formerly  held  interest 
in  KWIE  Kennewick  and  KWIE  Chehalis, 
both  Washington.  Ann.  June  1. 

KOFE  Pullman,  Wash. — Seeks  transfer  of 
control  of  KOFE  Inc.  from  Herbert  E. 
Everitt,  60% , Vivian  Rae  Everitt,  15%,  and 
Gene  B.  Conklin,  25%c,  to  M.  William  Wippel 
and  Robert  P.  Turnley,  49%  each,  and  oth- 
ers, for  $37,506.  Mr.  Wippel  is  employe  of 
KOFE.  Mr.  Turnley  is  employe  of  North- 
west Airlines.  Ann.  May  26. 

WAXX  Chippewa  Falls,  Wis. — Seeks  as- 
signment of  license  from  Radio  Chippewa 
to  Chippewa  Bcstg.  Inc.  for  $106,000.  Pur- 
chasers are  Jack  H.  Holden,  50%,  Donald  H. 
Holden,  25%,  and  others.  Jack  Holden  is 
former  employe  of  WLS  Chicago.  Donald 
Holden  is  former  employe  of  WHBF  Rock 
Island,  111.  Ann.  May  25. 

WMAM  Marinette,  Wis.  — Seeks  assign- 
ment of  license  from  M&M  Bcstg.  Co.  to 
Marinette  Central  Bcstg.  Co.  for  $167,500. 
Purchasers  are  Mining  Journal  Co.,  90%, 
and  Frank  J.  Russell,  president  of  Mining 
Journal,  10%.  Mining  Journal  publishes 
daily  newspaper.  Mr.  Russell  has  interests 
in  WDMJ  and  WLUC-TV  Marquette.  WLST 
Escanaba,  and  WMIQ  Iron  Mountain,  all 
Michigan,  and  WROD  Daytona  Beach,  Fla. 
Ann.  May  25. 

Hearing  Cases 

FINAL  DECISIONS 

■ By  memorandum  opinion  and  order, 
commission  (1)  denied  petition  by  Broadcast 
Bureau  to  enlarge  issues  and  reopen  record 
and  (2)  on  petition  by  South  County  Bcstg. 
Co.,  made  effective  immediately  Jan.  8 ini- 
tial decision  and  granted  its  application  for 
new  am  station  to  operate  on  1370  kc,  500 
w,  D,  in  Wickford,  R.I.  Ann.  June  1. 

INITIAL  DECISIONS 

■ Hearing  Examiner  J.D.  Bond  issued 
initial  decision  looking  toward  ( 1 ) denying 
protest  by  Television  Corp.  of  Michigan 
Inc.  ( WILX-TV,  ch.  10),  Onondaga,  Mich., 
and  (2)  affirming  Sept.  22,  1959  grant  of  ap- 
plication of  WOOD  Bcstg.  Inc.,  to  change 
trans.  location  of  WOOD-TV  (ch.  8)  Grand 
Rapids,  Mich.,  from  10  miles  northeast  of 
that  city  to  site  19  miles  southeast  thereof, 
make  changes  in  ant.  system  and  other 
equipment,  and  increase  ant.  height  by  two 
feet— to  1,000  ft.  Ann.  May  26. 

■ Hearing  Examiner  Forest  L.  McClenning 
issued  supplemental  initial  decision  looking 
toward  granting  application  of  Radio  Amer- 
icas Corp.  to  change  facilities  of  station 
WORA  Mayaguez,  P.R.,  from  1150  kc,  1 kw, 
uni.,  to  760  kc,  5 kw,  uni.,  DA.  Ann.  May  26. 

■ Hearing  Examiner  Annie  Neal  Huntting 
issued  initial  decision  looking  toward  grant- 
ing application  of  Richard  C.  Simonton,  d/b 
as  Telemusic  Co.  for  new  class  B fm  station 


AMCI... 


• Omnidirectional  TV 

Transmitting  Antennas 

• Directional  TV 

Transmitting  Antennas 

• Tower-mounted  TV 

Transmitting  Antennas 

• Standby  TV 

Transmitting  Antennas 

• Diplexers 

• Coaxial  Switches 

. . . have  been  proven 
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JANSKY  & BAILEY  INC. 

Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  FEderal  3-4800 

Member  AFCCE 


Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 


Member  AFCCE 


RUSSELL  P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  D.C.  REpublic  7-3984 

Member  AFCCE 


GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 
1100  W.  Abram 
ARLINGTON,  TEXAS 


WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 
Associates 

George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.  Hickory  7-2401 
Riverside,  III. 

(A  Chicago  suburb) 


CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 
Brecksville,  Ohio 
(a  Cleveland  Suburb) 

Tel:  JAckson  6-4386  P.  O.  Box  82 
Member  AFCCE 


A.  E.  Towne  Assocs.,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 

420  Taylor  St. 

San  Francisco  2,  Calif. 

PR.  5-3100 


JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 


A.  D.  Ring  & Associates 

30  Years'  Experience  in  Radio 
Engineering 

1710  H St.,  N.W.  Republic  7-2347 
WASHINGTON  6,  D.  C. 

Member  AFCCE 


L.  H.  Carr  & Associates 

Consulting 
Radio  & Television 
Engineers 

Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 


SILLIMAN,  MOFFET  & 
ROHRER 

1405  G St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 

Member  AFCCE 


HAMMETT  & EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San  Francisco  28,  California 
Diamond  2-5208 


J.  G.  ROUNTREE 
CONSULTING  ENGINEER 
P.O.  Box  9044 
Austin  17,  Texas 
GLendale  2-3073 


PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 
Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.  Dickens  2-6281 


Service . 
Directory 


PRECISION  FREQUENCY 
MEASUREMENTS 

AM-FM-TV 

COMMERCIAL  RADIO 
MONITORING  CO. 

103  S.  Market  St., 

Lee's  Summit,  Mo. 

Phone  Kansas  City,  BR.  1-2338 


CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 

Phone  TRowbridge  6-2810 


COLLECTIONS 

For  the  Industry 
ALL  OVER  THE  WORLD 
TV — Radio — Film  and  Media 
Accounts  Receivable 
No  Collection — No  Commission 
STANDARD  ACTUARIAL 
WARRANTY  CO. 

220  West  42nd  St.,  N.  Y.  36,  N.  Y. 
LO  5-5990 


—Established  1926- 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 

Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 


GAUTNEY  & JONES 

CONSULTING  RADIO  ENGINEERS 
930  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE 


KEAR  & KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 


LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
OLiver  2-8520 


JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 
KANSAS  CITY,  MISSOURI 


VIR  N.  JAMES 

SPECIALTY 

DIRECTIONAL  ANTENNAS 
1316  S Kearney  Skyline  6-1603 
Denver  22,  Colorado 


MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 

NEptune  4-4242  NEptune  4-9558 


M.  R.  KARIG  & ASSOCS. 

BROADCAST  CONSULTANTS 

Engineering  Applications 

Management  Programming 

Sales 

P.  O.  Box  248 
Saratogo  Springs,  N.  Y. 
Saratoga  Springs  4300 


PAUL  DEAN  FORD 

Broadcast  Engineering  Consultant 
4341  South  8th  Street 
Terre  Haute,  Indiana 

Crawford  4496 


GEORGE  C DAVIS 

CONSULTING  ENGINEERS 
RADIO  & TELEVISION 
527  Munsey  Bldg. 
STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 


Lohnes  & Culver 

Munsey  Building  District  7-8215 
Washington  4,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
FLeetwood  7-8447 

Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 
Radio-Television 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 
Member  AFCCE 

JULES  COHEN 

Consulting  Electronic  Engineer 
617  Albee  Bldg.  Executive  3-4616 
1426  G St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 

Member  AFCCE 

NUGENT  SHARP 

Consulting  Radio  Engineer 
809-11  Warner  Building 
Washington  4,  D.C, 
District  7-4443 

Associate  Member 
Institute  of  Radio  Engineers 

JOHN  H.  BATTISON 
AND  ASSOCIATES 

Consulting  Engineers  AM-FM 
SPECIALTY  TV 

209A  LaSalle  Building 
1028  Connecticut  Ave.,  N.W. 
Washington  6,  D.  C. 

RE  7-0458 

JOHN  A.  MOSELEY 
ASSOCIATES 

RADIO  REMOTE 
CONTROL  SYSTEMS 
Box  3192, 

Santa  Barbara,  Calif. 
Woodland  7-1469 
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to  operate  on  95.1  me  in  San  Bernardino, 
Calif.  Ann.  May  26. 

■ Hearing  Examiner  David  I.  Kraushaar 
issued  initial  decision  looking  toward  deny- 
ing for  default  in  prosecution  application  of 
Greentree  Communications  Enterprises  Inc., 
for  new  tv  station  to  operate  on  ch.  9 in 
Flagstaff,  Ariz.  Ann.  May  27. 

b Hearing  Examiner  Elizabeth  C.  Smith 
issued  initial  decision  looking  toward  grant- 
ing applications  of  H and  R Electronics  Inc., 
and  North  Carolina  Electronics  Inc.,  for 
new  am  stations  to  operate  on  1550  kc,  1 
kw,  D,  in  Greenville  and  Raleigh,  N.C., 
respectively,  and  dismissing  application  of 
Poston-Larson  Bcstg.  Co.  for  new  station 
on  1550  kc,  500  w,  D,  in  Graham,  N.C.  Ann. 
May  31. 

OTHER  ACTIONS 

■ Commission  on  May  26  directed  prepar- 
ation of  document  looking  toward  granting 
application  of  Tri-County  Bcstg.  Corp.  for 
new  am  station  to  operate  on  1550  kc,  500 
w,  DA,  D,  in  Plainfield,  N.J.,  and  denying 
applications  of  Broadcasters  Inc.,  for  same 
facilities  in  South  Plainfield,  N.J.,  and 
Eastern  Bcstg.  Co.  to  increase  the  daytime 
power  of  station  WDRF  Chester,-  Pa.,  from 
1 kw  to  5 kw,  continuing  operation  on  1590 
kc,  1 kw-N,  DA-N.  Sept.  21,  1959  initial 
decision  looked  toward  this  action.  Ann. 
May  26. 

E Commission  on  May  26  directed  prep- 
aration of  document  looking  toward  grant- 
ing application  of  Capital  Cities  Tv  Corp. 
for  new  tv  station  to  operate  on  ch.  10  in 
Vail  Mills,  N.Y.,  and  denying  competing 
application  of  Veterans  Bcstg.  Co.  Aug.  11, 
1959  initial  decision  looked  toward  this  ac- 
tion. Ann.  May  27. 

■ Commission  on  May  26  directed  prep- 
aration of  document  looking  toward  grant- 
ing application  of  Newark  Bcstg.  Corp.  for 
new  class  B fm  station  to  operate  on  100.3 
me  with  ERP  20  kw  and  ant.  height  337  ft., 
in  Newark,  N.J.,  and  denying  competing 
application  of  Loew’s  Theatres  Bcstg.  Corp. 
seeking  same  frequency  in  New  York,  N.Y., 
with  ERP  19  kw  and  ant.  height  514  ft.  Oct. 
8,  1959  initial  decision  looked  toward  this 
action.  Ann.  May  27. 

■ Commission  on  May  25  granted  request 
by  KFSD  Inc.  (KFSD-TV  ch.  10),  San 
Diego,  Calif.,  and  extended  to  June  3 time 
to  file  responses  to  petition  by  Bakersfield 
Bcstg.  Co.  (KBAK-TV  ch.  29),  Bakersfield, 
Calif.,  to  delete  ch.  10  from  Bakersfield, 
Calif.,  tv  assignments  and  to  add  in  lieu 
thereof  ch.  45.  Ann.  May  27. 

a By  memorandum  opinion  and  order, 
commission  dismissed,  because  of  conflict 
with  North  American  Regional  Broadcast- 
ing Agreement,  that  portion  of  application 
of  Brennan  Bcstg.  Co.  seeking  nighttime 
operation  on  690  kc  with  25  kw  in  Jackson- 
ville, Fla.,  which  had  been  retained  in  hear- 
ing status  pending  ratification  of  NARBA, 
and  terminated  proceedings.  That  portion  of 
Brennan’s  application  seeking  new  station 
(WAPE)  on  690  kc  with  25  kw,  D,  in  Jack- 
sonville, Fla.,  was  granted  Feb.  27,  1957. 
Ann.  June  1. 

a By  memorandum  opinion  and  order, 
commission,  on  petition  by  Union  County 
Bcstg.  Co.,  severed  from  consolidated  pro- 
ceeding and  granted  its  application  for  new 
am  station  to  operate  on  1550  kc,  250  w,  D, 
in  Morganfield,  Ky.;  engineering  condition. 
Ann.  June  1. 

■ By  memorandum  opinion  and  order, 
commission  denied  petition  by  Suburban 
Bcstg.  Corp.  to  schedule  early  oral  argu- 
ment in  proceeding  on  its  application  for 


new  am  station  in  State  College,  Pa.  Ann. 
June  1. 

■ By  memorandum  opinion  and  order, 
commission  dismissed  as  moot  petition  by 
WENT  Bcstg.  Corp.  (WENT),  Gloversville, 
N.Y.,  to  include  economic  issue  in  proceed- 
ing on  application  of  Martin  Karig  for  new 
am  station  in  Johnstown,  N.Y.,  and  denied 
WENT  petition  in  other  respects.  Ann. 
June  1. 

■ By  memorandum  opinion  and  order, 
commission  denied  joint  petition  by  Bible 
Institute  of  Los  Angeles  Inc.,  Los  Angeles, 
and  Benjamin  C.  Brown,  Oceanside,  Calif., 
for  reconsideration  and  grant  without  hear- 
ing their  fm  applications.  KBBI  seeks 
change  of  power  and  ant.  height,  on  107.5 
me,  and  Mr.  Brown  seeks  new  station  on 
107.7  me.  Ann.  June  1. 

■ By  memorandum  opinion  and  order, 
commission  (1)  on  its  own  motion,  amended 
hearing  issues  in  consolidated  am  proceed- 
ing to  delete  reference  to  respondent  Wil- 
liam C.  Forrest  (WIBU),  Poynette,  Wis., 
and  applicant  WSBC  Bcstg.  Co.  (WSBC), 
Chicago,  111.,  from  programming  considera- 
tion in  issues  6 and  7,  and  (2)  to  extent  in- 
dicated in  memorandum  opinion,  dismissed 
as  moot  and  denied  in  other  respects  peti- 
tion for  reconsideration  by  Mr.  Forrest  and 
respondent  WBOW  Inc.  (WBOW),  Terre 
Haute,  Ind.  Ann.  June  1. 


Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Commissioner  Robert  E.  Lee 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  to  June  1 time  to  respond  to 
petition  by  Guinan  Realty  Co.,  Mount  Car- 
mel, Pa.,  for  reconsideration,  stay  of  order, 
and  rehearing  in  proceeding  on  its  am 
application  and  that  of  Louis  Adelman, 
Hazelton,  Pa.  Action  May  26. 

By  Hearing  Examiner  James  D.  Cunningham 

■ Scheduled  prehearing  conference  for 
1:30  p.m.,  June  9,  in  proceeding  on  applica- 
tion of  Kenneth  F.  Warren  for  new  fm  sta- 
tion in  Monterey,  Calif.  Action  May  27. 

■ Scheduled  prehearing  conference  for  9 
a.m.,  June  2 in  proceeding  on  application  of 
Concord  Kannapolis  Bcstg.  Co.,  for  new  fm 
station  in  Concord,  N.C.  Action  May  27. 

By  Hearing  Examiner  J.D.  Bond 
n Granted  petition  by  Broadcast  Bureau 
and  extended  from  May  24  to  May  31  time 
to  file  proposed  findings  of  fact  and  con- 
clusions of  law  and  from  June  3 to  June  13 
to  file  reply  pleadings  in  proceeding  on  am 
applications  of  John  K.  Rogers,  Bristol, 
Tenn.,  and  Kingsport  Bcstg.  Co.(WKPT), 
Kingsport,  Tenn.  Action  May  25. 

By  Hearing  Examiner  Thomas  H.  Donahue 
a Granted  motion  by  Independent  Bcstg. 
Co.  (KTTS),  Springfield,  Mo.,  and  continued 
hearing  on  its  am  application  from  May  31 
to  July  11.  Action  May  26. 

■ By  order,  formalized  action  taken  at 
May  27  oral  argument  which  vacated  such 
portion  of  April  5 order  designating  April 
18  to  file  additional  engineering  exhibits, 
May  18  to  submit  rebuttal  exhibits  by  Inter- 
Cities  and  June  1 for  hearing,  and  sched- 
uled calendar  of  future  procedural  steps  in 
proceeding  on  application  of  Inter-Cities 
Bcstg.  Co.  for  new  am  station  in  Livonia, 
Mich.;  scheduled  further  hearing  for  Sept. 
19.  Action  May  27. 

By  Hearing  Examiner  Charles  J.  Frederick 
s On  own  motion,  continued  without  date 
further  hearing  scheduled  for  May  31  in 
proceeding  on  am  application  of  Rodney  F. 


Johnson  (KWJJ),  Portland,  Ore.  Action 
May  26. 

By  Hearing  Examiner  Millard  F.  French 

b Pursuant  to  agreement  reached  at  May 
25  prehearing  conference,  continued  hear- 
ing from  June  6 to  Sept.  13  in  proceeding 
on  am  applications  of  WTTT  Inc.  (WTTT), 
Arlington,  Fla.,  et  al.  Action  May  25. 

By  Hearing  Examiner  Annie  Neal  Huntting 

■ Granted  request  of  Broadcast  Bureau  to 
advance  prehearing  conference  scheduled 
for  June  9 at  10  a.m.,  to  9 a.m.  on  same  day 
in  proceeding  on  applications  of  Radio 
Station  WESB  and  Canandiagua  Bcstg.  Co. 
for  new  am  stations  in  Canandaigua,  N.Y. 
Action  May  27. 

■ Scheduled  further  prehearing  confer- 
ence for  June  3 at  9 a.m.,  in  proceeding  on 
am  application  of  Tri-State  Bcstg.  Co. 
(WGTA)  Summerville,  Ga.  Action  May  27. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  from  May  27  to  June  14  date 
to  file  proposed  findings  in  proceeding  on 
am  applications  of  Old  Belt  Bcstg.  Corp. 
(WJWS)  South  Hill,  and  Patrick  Henry 
Bcstg.  Corp.  (WHEE)  Martinsville,  both 
Virginia.  Action  May  26. 

■ Continued  from  June  15  to  June  30 
hearing  in  proceeding  on  applications  of 
Laramie  Bcstrs.  for  am  facilities  in  Lara- 
mie, Wyo.,  et  al.  Action  May  27. 

m Scheduled  oral  argument  for  3:30  p.m., 
June  1,  on  petition  by  T.I.  Moseley  for 
leave  to  amend  his  application  for  new  am 
station  in  Denver,  Colo.,  which  is  consoli- 
dated for  hearing.  Action  May  31. 

By  Hearing  Examiner  Jay  A.  Kyle 

■ Upon  request  by  Ionia  Bcstg.  Co. 
( WION)  Ionia,  Mich.,  scheduled  June  9 for 
prehearing  conference  on  its  am  applica- 
tion. Action  May  25. 

a In  accordance  with  transcript  of  rec- 
ord of  May  27  in  proceeding  on  applica- 
tions of  American  Broadcasting-Paramount 
Theatres  Inc.  (KABC-FM)  Los  Angeles,  and 
Tri-Counties  Public  Service  Inc.  (KUDU- 
FM)  Ventura-Oxnard,  Calif.,  ordered  that 
proposed  findings  and  conclusions  shall  be 
filed  on  or  before  June  20  and  replies  on 
or  before  July  17  and  closed  record.  Action 
May  27. 

By  Hearing  Examiner  David  I.  Kraushaar 

■ Upon  request  by  applicant,  continued 
further  hearing  from  May  27  to  June  2 in 
proceeding  on  application  of  Suburban 
Bcstrs  for  fm  facilities  in  Elizabeth,  N.J. 
Action  May  26. 

■ Scheduled  prehearing  conference  for 
June  14  in  proceeding  on  am  applications 
of  Hub  City  Bcstg.  Co.  (WHSY)  Hatties- 
burg, Miss.,  et  al.  Action  May  27. 

By  Hearing  Examiner  Herbert  Sharfman 

■ Issued  statement  and  order  after  pre- 
hearing  conference  in  proceeding  on  am 
applications  of  Hirsch  Bcstg.  Co.  (KFVS) 
Cape  Girardeau,  Mo.,  et  al;  scheduled  hear- 
ing for  July  26.  Action  May  25. 

N Upon  request  of  protestant  WSTV  Inc. 
(WBOY-TV  ch.  12),  Clarksburg,  W.Va.,  and 
without  objection  by  other  parties,  resched- 
uled to  June  20  at  2 p.m.,  hearing  now 
scheduled  for  June  15  in  matter  of  applica- 
tion for  relinquishment  of  positive  control 
of  WJPB-TV  Inc.,  permittee  of  WJPB-TV 
ch.  5,  Weston,  W.Va.,  by  J.P.  Beacom  to 
Thomas  P.  Johnson  and  George  W.  Eby. 
Action  May  26. 

a On  request  of  International  Good  Music 
Inc.  and  without  objection  by  Lawrence  W. 
Felt  and  Broadcast  Bureau,  continued  fur- 
ther hearing  from  May  25  to  May  31  in  pro- 
ceeding on  applications  of  International 
and  Mr.  Felt  for  new  fm  stations  in  San 
Diego  and  Carlsbad,  Calif.  Action  May  25. 

■ On  request  by  applicants  and  without 
objection  by  Broadcast  Bureau,  continued 
further  hearing  from  May  31  to  June  7 in 
proceeding  on  applications  of  Lawrence  W. 
Felt  and  International  Good  Music  Inc.,  for 
new  fm  stations  in  Carlsbad  and  San  Diego, 
both  California.  Action  May  31. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

■ Granted  request  by  Fort  Wayne  Bcstg. 
Co.  to  dismiss  its  petition  for  leave  to 
amend  its  application  for  new  am  station 
in  Fort  Wayne,  Ind.,  which  is  consolidated 
for  hearing  with  am  applications  of  Michi- 
gan Bcstg.  Co.  (WBCK)  Battle  Creek,  Mich., 
et  al. 

Continued  to  dates  to  be  fixed  dates  here- 
tofore scheduled  for  (1)  exchange  of  exhibits 
with  respect  to  step  2 of  hearing  relative 
to  group  3,  (2)  notification  of  witnesses  de- 
sired for  cross-examination,  and  (3)  eviden- 
tiary hearing,  and  scheduled  for  2 p.m., 
June  7 further  prehearing  conference  for 
group  3 to  consider  new  issues  and  their  ef- 
fect on  procedures  heretofore  agreed  upon 
and  to  fix  new  dates  with  respect  to  step 
2 for  exchange  of  exhibits,  etc.,  in  proceed- 
ing on  am  applications  of  Michigan  Bcstg. 
Co.  (WBCK)  Battle  Creek,  Mich.,  et  al. 
Action  May  27. 


America’s  Leading  Business  Brokers 


Interested  in  buying  or  selling  Radio  and  TV  Properties? 


>ur  business  is  transacted  through 
the  David  Jaret  Corp.,  you  are  assured  of 
reliability  and  expert  service  backed  by  our 
37  years  of  reputable  brokerage. 


1 SO  MONTAGUE  STREET 
BROOKLYN  1,  N.Y. 
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SUMMARY  OF  COMMERCIAL  BROADCASTING 


Compiled  by  BROADCASTING  June  1 


ON  AIR 

CP 

TOTAL  APPLICATIONS 

Lie. 

Cps. 

Not  on  air 

For  new  stations 

AM 

3,410 

75 

71 

871 

FM 

651 

87 

105 

120 

TV 

473 

57 

103 

123 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  June  1 

VHF 

UHF 

TV 

Commercial 

451 

78 

529 

Non-commercial 

35 

11 

46 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  April  30,  1960 

AM 


Licensed  (all  on  air)  3,408 

CPs  on  air  (new  stations)  61 

CPs  not  on  air  (new  stations)  84 

Total  authorized  stations  3,553 

Applications  for  new  stations  (not  in  hearing)  617 

Applications  for  new  stations  (in  hearing)  211 

Total  applications  for  new  stations  828 

Applications  for  major  changes  (not  in  hearing)  686 

Applications  for  major  changes  (in  hearing)  194 

Total  applications  for  major  changes  880 

Licenses  deleted  1 

CPs  deleted  1 


FM 

646 

71 

161 

878 

77 

42 

119 

41 

10 

51 

1 

3 


TV 

47  21 
56“ 
76 
652 
43 
66 
109 
33 
18 
51 
0 
17 


1 There  are,  in  addition,  ten  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 
licenses. 

“There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 


BROADCAST  ACTIONS 
by  Broadcast  Bureau 
Actions  of  May  27 

KOSA-TV  Odessa,  Tex. — Granted  assign- 
ment of  licenses  to  Southwest  States  Inc. 

KROD-AM-TV;  KVII  (TV)— El  Paso  & 
Amarillo,  Tex. — Granted  transfer  of  control 
from  Television  Properties  Inc.  to  Jack  C. 
and  Grady  H.  Vaughn  Jr.  and  Television 
Properties  Inc.  (Vaughn’s  own  majority  in- 
terest) . 

WBBK  Blakely,  Ga. — Granted  license  for 
am  station  and  specify  trans. 

WDOD-FM  Chattanooga,  Term. — Granted 
license  for  fm  station. 

WGAD  Gadsden,  Ala. — Granted  license 
covering  installation  new  trans. 

WEEB  Southern  Pines,  N.C.— Granted  li- 
cense covering  increase  in  power  and  instal- 
lation new  trans. 

WCMN  Arecibo,  P.R. — Granted  license 
covering  installation  new  main  trans. 

KNAF  Fredericksburg,  Tex. — Granted  li- 
cense covering  change  in  facilities,  changes 
in  ant.  (increase  height)  and  ground  sys- 
tem, installation  new  trans.,  specify  trans. 
and  trans.  location  redescribed. 

WARN  Fort  Pierce,  Fla. — Granted  license 
covering  change  in  ant. -trans.  and  studio  lo- 
cation and  make  changes  in  ground  system. 

WEEL  Fairfax,  Va. — Granted  license  cov- 
ering change  of  hours  of  operation  from 
D to  uni.,  installation  DA  for  nighttime  use 
and  make  changes  in  ground  system. 

WBML  Macon,  Ga. — Granted  license  cover- 
ing installation  new  trans.  as  alternate  main 
trans.  with  remote  control  operation. 

*WCBE  (FM)  Columbus,  Ohio— Granted 
license  to  operate  on  11  kw. 

*WBGU  (FM)  Bowling  Green,  Ohio- 
Granted  license  covering  installation  new 
trans.,  change  of  ERP  and  ant.  height,  and 
trans.  and  studio  locations. 

WCKB  Dunn,  N.C.— Granted  license  cover- 
ing installation  new  trans. 

WANN  Annapolis,  Md. — Granted  license 
covering  increase  in  power,  installation  DA 
and  new  trans.,  changes  in  ground  system 
and  deletion  remote  control  operation  of 
trans. 

WAYS  Charlotte,  N.C. — Granted  license 
covering  installation  new  trans. 

WEUP  Huntsville,  Ala.— Granted  license 
covering  increase  in  power,  change  of  type 
trans.  and  make  changes  in  ant.  system. 

KWG  Stockton,  Calif. — Granted  mod.  of 
license  to  operate  trans.  by  remote  con- 
trol. 

WFMD-FM  Frederick,  Md. — Granted  mod. 
of  cp  to  change  type  trans.  type  ant.  and 
make  changes  in  ant.  system. 

WMRT  (FM)  Lansing,  Mich. — Granted 
mod.  of  cp  to  change  frequency  to  100.7 

BROADCASTING,  June  6,  1960 


me.;  increase  ERP  to  61  kw,  change  type 
trans.;  type  ant.  and  decrease  ant.  height 
to  360  ft.;  condition. 

KITT  (FM)  San  Diego,  Calif.— Granted 
mod.  of  cp  to  change  type  trans.;  condition. 

KFMU  (FM),  KFMW  (FM)  Los  Angeles 
& San  Bernardino,  Calif. — Remote  control 
permitted. 

WKAR-AM-FM  East  Lansing,  Mich. — 
Granted  authority  to  remain  silent  Me- 
morial Day,  May  30. 

KAAB  Hot  Springs,  Ark. — Granted  ex- 
tension of  authority  to  sign-off  at  8:05  p.m., 
except  for  special  events  for  period  ending 
June  30. 


Actions  of  May  26 

KTCA-TV  St.  Paul,  Minn. — Granted  mod. 
of  license  to  change  studio  location. 

KFMH  (FM)  Colorado  Springs,  Colo. — 
Granted  cp  to  increase  ERP  to  23  kw,  ant. 
height  to  2,300  ft.,  change  ant-trans.  loca- 
tion, install  new  type  ant.  and  make  changes 
in  ant.  system. 

KMBY  Monterey,  Calif. — Granted  cp  to 
change  ant.-trans.  location  and  make 
changes  in  ant.  system  (erect  new  ant. 
structure);  condition. 

WFMG  (FM)  GaUitin,  Tenn.— Granted 
mod.  of  cp  to  change  frequency  to  104.5 
me;  decrease  ERP  to  8.2  kw;  ant.  height  to 
5 ft.;  change  type  ant.  and  type  trans. 

WPBC-FM  Minneapolis,  Minn. — Granted 
mod.  of  cp  to  increase  ERP  to  5.5  kw; 
change  type  trans.  and  type  ant.  and  make 
changes  in  ant.  system;  conditions. 

WYAL  Scotland  Neck,  N.C. — Granted  mod. 
of  cp  to  change  name  to  WYAL  Radio  Inc. 

KNUZ-FM  Houston,  Tex. — Granted  mod. 
of  cp  to  increase  ERP  to  64  kw;  ant.  height 
to  540  ft.;  change  ant.-trans.  location,  type 
ant.  and  make  changes  in  ant.  system;  re- 
mote control  permitted. 

KTBC-FM  Austin,  Tex. — Granted  mod.  of 
cp  to  increase  ERP  to  94  kw  and  change 
type  trans.;  condition. 

KCSR  Chadron,  Neb.- — Granted  authority 
to  sign-off  at  6 p.m.,  MST,  for  period  end- 
ing Nov.  1 except  for  special  events  when 
station  would  remain  on  air  to  licensed 
sign-off  time. 

■ Following  stations  were  granted  ex- 
tensions of  completion  dates  as  shown : 
WXGA-TV  Waycross,  Ga.  to  Dec.  9;  KFVS- 
TV  Cape  Girardeau,  Mo.  to  Dec.  17:  KCHJ 
Delano,  Calif,  to  Aug.  1;  WEGP  Presque 
Isle,  Me.  to  June  30;  WETT  Ocean  City,  Md. 
to  Aug.  1;  KPAT  Idaho  Falls,  Idaho  to  June 
30:  WCLM  (FM)  Chicago,  111.  to  Aug.  6 
KBBW  (FM)  San  Diego,  Calif,  to  Oct.  13 
KHQ-FM  Spokane,  Wash,  to  Nov.  16 


Continued  on  page  111 
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Choose 


TOWERS 


John  C.  Cohan 
General  Manager 


K S B W radi° 


SALINAS,  CALIF. 


Bill  Hargan,  Director 
of  Technical  Operations 


And  here  are  their  reasons: 

* Stainless  EXPERIENCE  in  design 
and  fabrication  of  towers 

* RELIABILITY  of  Stainless  installa- 
tions 

* LOW  MAINTENANCE  COSTS  of 
Stainless  towers 


Ask  today  for  free 
literature  and  in- 
formation. 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

• SITUATIONS  WANTED  20 4 per  word — $ 2.00  minimum  • HELP  WANTED  254  per  word — $2.00  minimum. 

• DISPLAY  ads  #20.00  per  inch — STATIONS  FOR  SALE  advertising  require  display  space. 

• All  other  classifications  30^  per  word — $4.00  minimum. 

• No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.C. 

Applicants : If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
etc.,  sent  to  box  numbers  are  sent  at  owner’s  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 


Help  Wanted — Management 


Managers  - commercial  manager  - salesman. 
Mid  south  chain  has  opening — experienced 
salesman  with  management  potential — 28- 
40 — married,  Liberal  guarantee,  rapid  ad- 
vancement, all  moving  expenses.  Send  re- 
sume, recent  photo,  Box  198A,  BROAD- 
CASTING. 


Sales  manager — 5 kw — network — east.  AM 
also  fm.  Must  sell  on  local,  regional,  na- 
tional level.  Supervise  salesmen.  Manage- 
ment potential  desirable.  Send  data  to  Box 
614A,  BROADCASTING. 


Aggressive  manager  with  sales  ability  for 
small  market’  station.  Midwest  location! 
Complete  resume  needed.  Box  733A, 
BROADCASTING. 


Manager  for  a power  Gulf-south  station 
covering  local  market  of  175,000.  Need  hard 
selling  man  who  is  willing  to  work  to 
develop  potential.  This  is  a multiple  opera- 
tion with  fringe  benefits  including  stock 
deal  for  proven  man.  Contact  Joe  Carson, 
phone  482-6133,  Meridian,  Mississippi. 


Sales 


$100-$150  weekly  guarantee  plus  commis- 
sion and  bonus  plan  for  aggressive  self- 
starter salesman.  Top  station  Washington, 
D.C.  market.  Box  867P,  BROADCASTING. 


One  of  New  England’s  best  250  watters  (1 
kw  just  granted)  in  a highly  competitive 
city,  needs  go-getting,  local  sales  manager. 
Salary,  commission  and  car  allowance.  Box 
462A  BROADCASTING. 


Opportunity  for  sales  manager  with  $30,000 
to  invest  in  ownership.  Medium  market — 
Colorado.  Box  547A,  BROADCASTING. 


University  town  in  Wisconsin,  125,000  popu- 
lation Christian  fm  station.  Prefer  experi- 
enced man.  Salary  and  commission,  all 
fringe  benefits.  Good  insurance  man  also 
considered.  Box  648A  BROADCASTING. 


Wanted:  Experienced  salesman  for  one 

market  station  population  75,000,  salary 
and  commission.  No  drifters.  Excellent 
opportunity  for  good  salesman.  Box  727A, 
BROADCASTING. 


Wanted:  An  experienced  time  salesman  for 
a single  station  midwest  market.  This  is 
an  exceptional  growth  opportunity  in  a 
rich  market  and  is  a permanent  position 
for  the  right  man.  $100  a week  guarantee 
to  start.  Write  fully  to  Box  750A,  BROAD- 
CASTING. 


South  Florida.  Live  in  “tropical  paradise” 
and  earn  top  income.  “Pulse”  proven  num- 
ber one  station  now  accepting  applications 
for  experienced,  aggressive,  and  imagina- 
tive account  executives.  Don’t  apply  unless 
you  have  had  a minimum  of  three  years 
sales  experience  in  radio  or  tv.  Send 
resume  and  photo  to  Box  539,  Hollywood, 
Florida. 


Salary  unlimited  to  right  man.  Live  and 
work  in  Missouri’s  largest  vacation  area, 
The  Lake  of  the  Ozarks.  Must  be  experi- 
enced, dependable  and  a hustler.  Year 
around  potential.  Contact  Jim  Risner, 
Owner,  Manager,  KRMS,  Osage  Beach, 
Mo. 


Experienced  salesman  for  southern  Michi- 
gan station.  Weekly  guarantee  with  lib- 
eral commission.  Good  opportunity.  WHMI, 
Howell,  Michigan. 


Help  Wanted — (Cont’d) 


Announcers 


Modern  number  one  format  station  in  one 
of  ten  largest  markets  auditioning  fast- 
paced,  live-wire  announcers.  Key  station 
leading  chain  offers  big  pay,  big  opportu- 
nity. Send  tape  to  Box  864P,  BROADCAST- 
ING. 


Solid  air  salesman  with  first  phone  for  ag- 
gressive, smooth  sounding  station  in  beauti- 
ful California  medium  size  city.  Ideal  cli- 
mate. Our  business:  To  serve,  to  service, 
to  sell.  Complete  market  and  employment 
information  in  response  to  your  resume, 
reference  and  7%  rpm  tape.  Box  409A, 
BROADCASTING. 


Experienced  announcer  wanted  by  Illinois 
kilowatt  independent.  Adult  music  station 
for  dj  work  plus  news  gathering  and 
writing.  Excellent  starting  salary,  many  ex- 
tra benefits  for  mature  man  with  proved 
ability.  Personal  interview  necessary.  List 
age,  education,  family  status,  detailed  ex- 
perience. Box  580 A,  BROADCASTING. 


Need  one  more  good  announcer  for  chain 
station  in  western  Pennsylvania.  Minimum 
IV2  years  recent  air  experience.  No  top  40, 
no  r&r,  just  solid  commercial  radio  with 
top-rated  station  in  fine  market.  Good  salary 
with  regular  raises,  good  working  condi- 
tions. Excellent  opportunity  for  advance- 
ment. Send  tape  and  resume  immediately. 
Box  585A,  BROADCASTING. 


Chief  announcer — 5 kw  network — east.  Some 
experience  in  all  types  of  announcing  and 
public  service.  Must  cooperate  with  and  co- 
ordinate work  of  program,  sales  and  traffic 
department.  Management  ability  will  be  de- 
veloped. Mail  necessary  information  to  Box 
613A,  BROADCASTING. 


Swingin’  dj  ready  to  move  up  to  pd  number 
1 format  station,  midwest.  Chance  for  tv 
too.  Send  short,  expendable  tape  and  pic- 
ture. Box  665A,  BROADCASTING. 


Have  immediate  opening  for  good  an- 
nouncer with  right  attitude  and  ability.  No 
floaters,  not  top  40  operation.  Box  722A, 
BROADCASTING. 


Two  experienced  negro  deejays  for  large 
eastern  metro  station.  One  must  be  top  per- 
sonality, the  other  a summer  replacement 
staffer.  Excellent  pay.  Rush  tape,  resume 
and  photo.  Box  723A,  BROADCASTING. 


50,000  watt  Los  Angeles  indie  needs  dj 
comedy  team.  Bright  future  outstanding 
showcase.  Write  or  wire  741A,  BROAD- 
CASTING. Include  audition  tape  and 
photos. 


Young  aggressive  announcer-program  di- 
rector, needed  at  fast  growing  adult  pro- 
grammed fulltime  am  and  fm  station  lo- 
cated in  major  Michigan  market.  Send 
photo,  tape,  and  complete  resume  to  Box 
755 A,  BROADCASTING. 


Good  dj  for  No.  1 station.  Top-40,  not  fran- 
tic. Start  August  1.  Send  tape,  photo,  etc. 
Sales?  KBLTJ,  Stardust  Hotel,  Yuma,  Ari- 
zona. 


Announcer-copywriter.  $400  per  month. 
KBRZ,  Freeport,  Texas. 


KBUD,  Athens,  Texas  seeking  experienced 
staff  announcer. 


Immediate  opening  for  announcer  with  first 
phone.  Wire  or  call  Dan  T.  Griffin,  WBIG, 
Greensboro,  N.C. 


WHRT — Hartselle,  Alabama  needs  combina- 
tion announcer — 1st  class  engineer.  Please 
write  Gene  Newman,  WHRT — Hartselle,  Ala. 


Stay  there!  Earn  extra  cash.  Write  for  de- 
tails. Send  audition  tape.  Box  10613, 
Tampa,  Florida. 


Help  Wanted — (Cont’d) 


Announcers 


Announcers!  Many  opportunities  for  experi-  | 
enced  broadcasters.  Tapes  (include  return  l] 
postage)  and  resume  required  before  inter- 
views. Contact,  Paul  Baron,  Broadcast  Man- 
ager, Lennox  Personnel  Agency,  630-5th  |'t 

Avenue,  N.Y.  20,  N.Y. 


Have  immediate  opening  for  two  an- 
nouncers. Station  is  located  in  northwest 
Florida.  Population,  over  30,000.  Send  tape 
and  resume  to  Henry  G.  Beam,  Box  986, 
Huntsville,  Alabama. 


Announcers.  Many  immediate  job  openings 
for  good  announcers  throughout  the  S.E. 
Free  registration.  Confidential,  Professional 
Placement,  458  Peachtree  Arcade,  Atlanta, 
Ga. 


Announcers  losing  jobs?  Lack  that  profes- 
sional sound?  Audition  tape  not  a polished 
. . . showcase?  New  York  School  of  An- 
nouncing, 160  West  73rd  Street,  NYC,  SU 
7-6938. 


California  calling.  If  you  are  a versatile  an- 
nouncer with  first  phone  who  wants  to 
work  in  stable  operation  in  a lovely  town 
of  45,000  that  features  network  and  local 
news  plus  good  listenable  music,  then  let’s 
exchange  information.  You  tell  us  all  about 
yourself  with  complete  resume  of  experi- 
ence, references  and  send  tape  cut  at  7% 
rpm  with  commercials,  short  news,  music 
intro  and  ad  lib.  We  will  answer  promptly 
with  information  on  the  most  beautiful 
area  of  California,  plus  our  salary,  fringe 
benefits  and  major  medical  plan,  send  to 
Foy  Willing,  P.O.  Box  1651,  Salinas,  Cali- 
fornia. 


Technical 


Experienced  engineer — East  coast  (south- 
east) station.  5 kw  daytimer  remote  control. 
15  to  20  hours  announcing:  will  train.  Good 
salary.  Box  686S,  BROADCASTING. 


Enterprising  independent  station  in  Virginia 
needs  engineer-announcer.  First  class  ticket 
essential,  announcing  secondary.  Short 
hours,  salary  commensurate  with  experi- 
ence. Reply  Box  344A,  BROADCASTING. 


Have  opening  for  first-class  engineer-an- 
nouncer in  Pacific  northwest.  Personal  inter- 
view necessary.  Send  tape  and  particulars  to 
Box  542 A,  BROADCASTING. 


Wanted,  engineer  with  first  ticket  central 
Pennsylvania  station.  No  experience  or 
maintenance  required.  $65  for  41%  hours 
work  week.  Box  681A,  BROADCASTING. 


First  phone  transmitter  engineer  for  group 
station  in  large  midwestern  city.  No  an- 
nouncing. Good  pay,  insurance  and  retire- 
ment benefits.  Box  704A,  BROADCASTING. 


1 kw  daytimer  NYS  needs  chief.  Schafer 
automation,  Gates  transmitter  and  remote. 

Box  718A,  BROADCASTING. 

Do  you  want  to  live  in  No.  Calif. — So. 
Oregon  and  work  in  radio  and  or  tv?  If 
you  do,  write  Don  Telford,  KIEM-TV,  Box 
1021,  Eureka,  Calif.  Openings  for  first  fone 

tech,  production  and  sales. 

Engineer — First  class  ticket.  Summer  relief 
immediately.  Transmitter  duties.  Must  have 
car.  Chief  engineer,  WEZE,  Statler  Office 
Building,  Boston,  Mass. 

Production-Programming,  Others 
Top  ten  market  station  needs  a production 
minded  male  continuity  director.  Ability  to 
do  air  work  also.  Top  money  for  right 
man.  Modern  radio  background  or  agency. 
Send  picture,  resume  and  sample  copy  and 
tape  of  your  work.  Box  638A,  BROAD- 
CASTING. 


Top  sales  and  production  personnel.  KASE, 
Austin,  Texas. 
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Help  Wanted — (Cont’d) 


Situations  Wanted — (Cont’d) 


Production-Programming,  Others 


Program  director.  Position  includes  air 
work  with  football  and  basketball  play-by- 
play.  Excellent  earnings.  Personal  interview 
necessary.  Contact  Bob  Erickson,  General 
Manager,  KOKX  Radio,  Keokuk,  Iowa. 


WNXX,  Portsmouth,  Ohio  needs  experi- 
enced spot  copywriter.  Apply  Manager. 


RADIO 


Situations  Wanted — Management 


General  manager — Top  sales  manager  now 
large  market.  Desire  No.  1 job  in  large 
market.  Have  solid  know  how  both  sales 
and  programming,  promotion  of  formula 
"pop  music”  operation.  Current  operation 
rated  "one”.  5 figures.  Reply  only  for  gen- 
eral management.  Family  man — thirties.  Box 
700A,  BROADCASTING. 


Former  owner-manager,  who  left  the  busi- 
ness for  opportunity  outside  broadcasting 
field,  now  back  in  industry  as  program  di- 
rector, desires  more  lucrative  position  in 
management.  25  years  experience  in  all 
phases  of  radio.  Willing  to  re-locate  any- 
where. Open  to  negotiation  concerning 
salary  or  other  financial  arrangement.  Box 
707A,  BROADCASTING. 


Manager  or  sales — nineteen  years,  successful 
record,  under  forty,  married.  Prefer  Vir- 
ginia-Carolinas-medium  or  small  markets, 
will  buy  interest.  Box  709A,  BROADCAST- 
ING. 


Personality,  newscaster-commentator,  adult 
pro  radio-tv,  highest-caliber  all  phases, 
operations,  programming,  management.  Em- 
ployed top-market,  desire  challenge,  large 
station/group,  seeking  return  sane,  com- 
mon-sense broadcasting.  Box  712A,  BROAD- 
CASTING. 


Had  interest  in  10  kw  station.  Sold  for 
profit.  Seeking  above  average  position.  I’ve 
done  everything  in  am  and  tv  including 
ownership.  Finest  references.  Box  714A, 
BROADCASTING. 


Qualified  pd,  ce,  dj  wants  advancement  to 
management.  Minimum  $150.  Box  716A, 
BROADCASTING. 


Manager  or  sales  manager.  Would  like  to 
join  station  in  major  and  highly  competi- 
tive market  which  needs  sales  and/or  other 
improvement  and  can  offer  remuneration 
commensurate  with  results.  18  years  cre- 
ative thinking,  dynamic  action  and  out- 
standing results  all  phases  major  market 
radio,  television  and  agency.  Have  handled 
and  sold  all  versions  of  format  and  smooth 
sound.  A stable,  enthusiastic,  hard-work- 
ing producer  and  pace-setting  leader.  With 
present  employer  11  years.  Age  38.  Married, 
2 children.  Devoted  family  man.  No  drink- 
ing. Box  731A,  BROADCASTING. 


Ready  to  manage.  Experienced,  young 
broadcasting  executive  now  serving  as  sales 
manager  and  assistant  manager  of  very 
profitable  facility  in  highly  competitive 
medium  market.  Seeking  long  term  gen- 
eral management  opportunity  offering 
avenues  of  advancement  equal  to  my  per- 
formance. University  graduate  and  former 
broadcasting  trade  association  executive, 
well  known  to  industry  leaders.  Outstand- 
ing reputation  verified  by  highest  refer- 
ences. Age  30.  Married.  Box  736A,  BROAD- 
CASTING. 


Absentee  owners:  Versatile  couple  available 
relocation  station  management.  Thirty-seven 
years  combined  experience.  Excellent  sales 
and  production.  First  phone.  Box  765A, 
BROADCASTING. 


Management-sales  manager  twelve  years 
experience  in  all  phases  of  radio.  Two 
years  network  staff  experience,  three  years 
country  dj  experience.  Worked  independent 
stations  from  sports  announcer  to  chief 
announcer,  sales  manager,  and  station  man- 
ager. Proven  record  in  sales  and  manage- 
ment. Guarantee  to  make  your  station  go. 
Prefer  south  east,  or  south  west.  College 
degree.  Highly  adaptable.  Hard  worker. 
Thirty  four  years  old.  Family  man.  Prefer 
part  ownership  of  station.  Available  for 
interview  after  July  first.  On  vacation  in 
west  until  that  date.  Send  inquiries  to: 
Thurston  Springer,  761  Virginia  Ave.,  Gal- 
latin, Tenn. 


Management 


Due  to  a change  to  non-commercial  opera- 
tions, the  general  manager  of  the  country’s 
largest  and  best-known  fm  station  is  now 
available  for  other  assignment.  In  the  two 
years  of  his  tenure,  the  station  has 
achieved  nation-wide  publicity,  increased 
gross  billings  by  over  500%,  and  been  ap- 
plauded by  the  national  press  for  its  pro- 
gramming policies  with  particular  empha- 
sis on  public  affairs,  music,  and  foreign 
exchange  material.  He  has  been  responsi- 
ble for  the  entire  operation,  covering  man- 
agement, programming  and  production, 
publicity  and  promotion,  and  sales  de- 
velopment. He  negotiated  on  behalf  of  the 
station,  in  the  Soviet  Union,  for  the  first 
and  only  regular  radio  program  exchange 
between  that  country  and  the  United  States. 
He  has  been  responsible  for  securing  count- 
less “first  performances”  and  United  States 
premieres  and  “exclusives”  in  the  musical 
and  other  areas  for  this  station.  He  is  con- 
sidered one  of  the  outstanding  authorities 
in  the  country  on  fm  broadcasting — and  on 
where,  when,  and  how  to  use  this  rapidly 
growing  and  increasingly  influential  and 
important  medium.  Can  you  use  this  knowl- 
edge? Detailed  resumes  available  upon  re- 
quest, and,  of  course,  all  replies  kept  strict- 
ly confidential.  Please  communicate  with 
Bert  Cowlan,  72-14  Manse  Street,  Forest 
Hills  75,  New  York,  Liggett  4-7384. 


Sales 


Salesman-sales  manager.  Excellent  record. 
Box  575A,  BROADCASTING. 


Sales,  radio-tv.  Experienced  in  one  of  top 
15  markets.  Presently  employed,  success- 
ful sales  story,  but  limited  future.  Strong 
production  background.  Alert  to  today’s 
and  tomorrow’s  trends.  Married.  Will  re- 
locate. Box  749A,  BROADCASTING. 


Announcers 


News,  staff,  personality  announcer.  25,  ma- 
ture, college  grad,  Korean  vet.  Most  vicini- 
ties considered.  Would  prefer  warm  cli- 
mate. Send  for  details.  Box  565A,  BROAD- 
CASTING. 


Sports-announcer — part  time,  30,  married, 
college  degree.  Seeks  position  New  York 
City  and  vicinity.  A little  light  in  experi- 
ence but  heavy  on  ability.  Will  submit 
tape  on  request.  Also  experienced  in  copy- 
writing.  Box  622A,  BROADCASTING. 


Need  me?  DJ-news.  Bright,  happy  sound, 
tight  production.  Currently  employed  in 
major  market.  Seeking  better  working  con- 
ditions. Experience  plus  extras.  Box  633A, 
BROADCASTING. 


Desire  to  settle  in  metropolitan  area  with 
radio  future.  Four  and  one-half  years  ex- 
perience, two  years  college.  Deep,  warm 
toned  voice.  Excellent  diction,  veteran, 
married,  children.  Box  649A,  BROADCAST- 
ING. 


Many  abilities,  news  and  sportscasting  tops. 
Popular  and  classical  dj — workhorse.  Single. 
Box  654 A,  BROADCASTING. 


Country-western  leanings.  PD,  sales,  news, 
dj,  guitarist.  Presently  ca,  Ohio,  anywhere. 
Available  soon.  Box  659A,  BROADCAST- 
ING. 


Announcer — 8 years  experience,  currently 
employed,  desires  to  locate  permanently  in 
new  market.  Adult  or  top  40.  Experience 
includes  heavy  stints  in  news,  tv,  and 
major  college  play-by-play  plus  sports- 
casting.  Desire  southwest  but  any  job  with 
permanency  ok.  Box  668A,  BROADCAST- 
ING. 


North  Carolinian  at  first  announcing  job 
since  service.  Single,  25,  college  grad.  Box 
708A,  BROADCASTING. 


Radio  school  graduate.  Experienced  an- 
nouncer, salesman,  sportscaster.  Seeking 
opportunity  for  advancement.  Prefer  east. 
Box  715 A,  BROADCASTING. 


Announcer.  Primarily  personality  and  news, 
versatile.  Experienced,  college  graduate, 
family.  Box  717A,  BROADCASTING. 


Saxon-top  jock,  swingin’  urban  style,  10 
calenders  x-perience-hooray-dio,  desires 
watt  works  with  long  pants-long  life-no  top 
forty  fable  foundries  pleez!  Box  719A, 
BROADCASTING. 


Announcers 


Attention  Oklahoma!  10  years  personality 
jockey,  staff  announcer,  newsman,  salesman, 
production,  programming,  and  engineering. 
Both  radio  and  television.  Can  combine  any 
or  all  of  these.  Box  720A,  BROADCASTING. 


First  ticket,  little  experience.  Need  start. 
Any  location  considered.  Box  721A, 
BROADCASTING. 


I want  Michigan,  as  my  next  and  final  place 
of  employment.  Swing  dj  and  news  man, 
now  also  in  some  sales,  wants  to  go  home 
to  south  Michigan  or  north  Indiana.  Pre- 
sently at  5009  watt  top  fifty.  $100-minimum. 
Box  724 A,  BROADCASTING. 


One  of  top  ten  markets!  Want  a top  rated 
all  night  personality  with  proven  sponsor 
record,  writing,  production  experience? 
Available  middle  of  June.  Box  725 A, 
BROADCASTING. 


Announcer — Seven  years  combo  experience. 
First  phone.  Box  726A,  BROADCASTING. 


Morning  man.  Happy  swinging — not  scream- 
ing— adult  show.  Start  your  broadcast  day 
on  top.  Present  employer  does  for  only 
$125.  Box  728A,  BROADCASTING. 


Announcer,  wants  job.  Will  travel  any- 
where. Some  experience.  Available  now. 
Box  729A,  BROADCASTING. 


Hello  California  and  the  far  west!  Young, 
experienced  salesman — air  personality:  DJ, 
news  and  sports — wants  to  join  you!  Mar- 
ried, two.  children.  5 years  experience,  best 
references.  Cornell  graduate.  Proven  air 
work  and  sales  record.  Brochure,  tape  and 
photograph  upon  request.  Child’s  health 
requires  climatic  change.  Box  735A,  BROAD- 
CASTING. 


Multi-talented  combination  man  seeks 
multi-faceted  position  in  multi-station 
eastern  market.  Box  737A,  BROADCAST- 
ING. 


Versatile  announcer,  mature  voice,  modern 
musical  format.  Seeks  eastern  station.  Box 
738A,  BROADCASTING. 


Bright  new  talent — sparkling  newscasts  and 
commercials,  any  type  show.  Box  739 A, 
BROADCASTING. 


Attention  New  England.  Wide  awake  morn- 
ing man  now  swinging  in  major  midwest 
market  wants  to  get  back  home.  Five  years 
experience.  Would  like  radio  and  tv  opera- 
tion. Excellent  reference.  Box  740A, 
BROADCASTING. 


Eight  years  of  solid  radio.  References  from 
all.  Knows  formula  and  standard  radio, 
thorough  music  and  news.  Veteran  with 
college.  Finest  of  background.  Box  745A, 
BROADCASTING. 


Announcer,  experienced,  vet,  not  a prima 
donna,  floater,  tight  format  board.  Box 
754A,  BROADCASTING. 


Announcer-engineer,  1st  phone,  2 years  ex- 
perience. Prefer  eastern  United  States.  Box 
756A,  BROADCASTING. 


AAA  outstanding  staff  announcer.  Nine 
years  experience,  all  phases  of  production. 
Strong  on  professional  commercial  produc- 
tion. Network  news  experience.  Good  copy- 
writer. Desire  permanent  position  at  good 
starting  pay.  Prefer  west  coast,  but  will 
consider  other  good  offers.  Box  757A, 
BROADCASTING. 


AAA,  ability,  adaptable,  available.  News, 
music,  staff,  specials  and  sales.  Professional 
and  college  training.  Box  758A,  BROAD- 
CASTING. 


PD  and  sports,  7 years  experience,  play-by- 
play,  college  graduate,  26,  married.  Em- 
ployed, good  character  and  references.  Box 
761A,  BROADCASTING. 


First  phone  experienced  announcer  seeking 
stable,  good  paying  position.  Radio  or  tv. 
Good  references.  No  smoking  or  drinking. 
Phone  JU  4-3263.  Tommy  Jones,  Route  3, 
DeQueen,  Arkansas. 


Announcer — experienced.  Strong  on  news. 
Also  handle  staff  work.  Single,  20,  will 
travel.  Address  410  6th  Avenue,  Oakdale, 
Louisiana.  Phone-1423M. 
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Situations  Wanted — (Cont’d) 


Announcers 


Announcer-salesman,  experienced,  veteran, 
good  tight  production,  will  travel.  William 
Ayres,  5 BirchiU  Rd.,  Great  Neck,  N.Y. 
HU  2-5244. 


“Combo”  announcer-engineer.  Six  months 
announcing  experience;  first  class  license. 
Desire  small  to  medium  market  with  op- 
portunity to  improve  announcing  and 
learn  maintenance.  3 years  college,  single, 
25.  Mort  Flora,  3206  Hudnall,  Apt.  C,  Dallas 
35,  Texas.  LA  8-8896. 


Ex-marine,  have  voice,  will  travel.  Gradu- 
ate professional  broadcasting  school.  May 
I send  you  my  tape,  resume,  and  photo? 
Ken  Hale,  18055  Schoenherr  Rd.,  Detroit 
5,  Michigan. 


First  phone.  Degree.  Music  expert.  Good 
voice.  Wants  job  as  summer  replacement 
Jim  Horner,  1659  252  St.,  Harbor  City,  Cali- 
fornia. 


Staff  announcer.  Married,  eager,  dependable 
vet,  who  is  grad  of  broadcasting  college, 
but  has  no  experience,  desires  position  in 
small  station.  Good  aptitude  for  copywrit- 
ing. Plenty  potential.  Prefer  midwest  lo- 
cation or  Rocky  Mountain  area.  Will  send 
tape,  photo  and  resume  on  request  im- 
mediately. Larry  Klinger,  5159  W.  Bloom- 
ingdale,  Chicago  39,  111.  National  2-6074. 


Staff  announcer.  First  ticket.  Board  opera- 
tor. All  staff  duties.  McCullough,  214  10th 
St.,  Havre,  Montana,  phone  5-7774. 


Qualified  sportscaster  and  staffman.  Desires 
permanent  move  to  medium  or  large  mar- 
ket, or  radio-tv  combination.  Employed,  28, 
family,  college.  Larry  Myers,  1202  Harrison, 
Canon  City,  Colorado. 


Experienced  dj-newsman,  3 years  board  2nd 
FCC.  Prefer  California.  Tape,  photo,  resume. 
Jerry  Peterson,  2255  29th,  Apt.  “E”,  Santa 
Monica,  California,  EX  6-9604. 


Available  immediately,  currently  employed 
by  1000  watt  daytime  station,  announcer 
with  over  1 year  experience.  Tight,  bright, 
and  concise.  Ready  to  move  up.  Write  David 
B.  Simmons,  119  Poplar,  Caruthersville, 
Missouri. 


Technical 


Chief  engineer — qualified  and  experienced 
in  construction,  maintenance,  directionals 
and  measurements.  Box  688A,  BROAD- 
CASTING. 


Engineer,  four  years  experience,  presently 
employed,  desires  position  with  mainte- 
nance. Box  734A,  BROADCASTING. 


Chief  engineer,  23  years  construction, 
maintenance,  directionals,  remote  control 
experience.  References,  prefer  midwest.  Box 
7 48 A,  BROADCASTING. 


Experienced  first  phone  announcer  availa- 
ble. $100.  Phone  Palatka,  Florida,  East 
5-4536,  Extension  216. 


First  phone.  Desire  employment  with  oppor- 
tunity to  learn.  Moody  Ballow,  3104  Hud- 
nall, Apt.  C,  Dallas  35,  Texas. 


Attention  Florida:  Do  you  need  a good 
engineer-announcer?  Five  years  in  the  field 
with  first  phone.  I’ve  been  chief  engineer 
and  announcer,  and  news  director.  $100  per 
week  minimum.  Call  Bud  Lucas,  St.  Peters- 
burg 56-4151. 


Production — Programming,  Others 


College  grad,  25,  single,  desires  start  in 
radio.  Box  751A,  BROADCASTING. 


Young  man  28,  seeks  permanent  position 
with  future  in  television  or  music.  Excellent 
knowledge  of  music  and  graduate  of  SRT- 
TV  school.  Box  759 A,  BROADCASTING. 


Leading  N.Y.  radio  news  personality  de- 
sires challenging  assignment  in  growing 
market.  With  20  years  success  story,  will 
deliver  highest  quality  news  and  public 
affairs  direction  for  solid  radio  or  tv  station 
or  chain.  Top  references,  strong  in  organiza- 
tion of  local  news  department.  Base  re- 
quired: $15,000.  For  the  dynamic,  creative, 
news  director  you  need  to  increase  ratings 
and  prestige,  write  Box  760A,  BROADCAST- 
ING. 


Situations  Wanted — (Cont’d) 


Situations  Wanted — (Cont’d) 


Production-Programming,  Others 


Add  color  to  local  production  aids  and 
commercials ! Ace  personality  specializing  in 
humor  will  produce  your  spots  economically. 
Write  Gutenberger  Productions,  7313  Stock- 
dale  Street,  Sacramento  22,  California. 


TELEVISION 


Help  Wanted — Sales 


Aggressive  salesman  for  local  sales.  The  fu- 
ture is  here  if  you  have  the  ability.  Experi- 
ence in  radio  or  tv  necessary.  Must  have 
car.  Good  earnings  at  the  start  with  un- 
limited potential.  Family  man  preferred. 
Station  is  tops  in  the  area.  Full  CBS,  ABC 
schedule.  All  the  advantages  of  raising  a 
family  in  a small,  friendly  community.  Send 
complete  resume,  references  and  photo.  Jack 
Gilbert,  KHOL-TV,  Kearney,  Nebraska. 


Technical 


Full  power  Florida  vhf  seeks  first  phone 
transmitter  engineer  immediately.  Good 
pay,  pension,  insurance  benefits.  Box  705A, 
BROADCASTING. 


Wanted:  Chief  engineer  for  am-fm-tv  sta- 
tion. Rocky  Mountain,  west.  Full  power  net- 
work tv.  Must  be  top  man.  Send  complete 
resume,  references,  salary  required.  Our 
employes  know  of  this  ad.  Box  753A, 
BROADCASTING. 


Central  Florida — studio  maintenance  tech- 
nician— must  be  good — guaranteed  $125.00 
per  week.  Send  complete  resume,  references 
and  recent  snapshot  first  letter.  Box  764A, 
BROADCASTING. 


Wanted:  Experienced  tv  transmitter  engi- 
neer. RCA  TT25BL  transmitter.  Position 
now  open.  Contact  Chief  Engineer,  KCSJ- 
TV,  Pueblo,  Colorado. 


New  station  KEYC-TV,  Mankato,  Minn,  has 
openings  for  studio  and  xmtr  engineers. 
Contact  D.  C.  Borchert,  Chief  Engineer. 


WBTW,  a full  power  channel  8 Jefferson 
Standard  television  station  has  openings 
for  engineers  with  first  class  license.  Tele- 
vision experience  preferred  but  will  con- 
sider qualified  radio  men.  Apply  with  resu- 
me to  Engineering  Manager,  WBTW,  Flor- 
ence, S.C. 


Studio  technician,  first  class  license,  will 
train.  Contact  Merritt,  WICS-TV,  Spring- 
field,  Illinois. 


Educational  closed  circuit  system  needs 
chief  engineer,  starting  August,  long  va- 
cations, some  directing  if  desired.  $5,000- 
ETV  Office  Coming  City  School  District, 
291  East  First  Street,  Corning,  New  York. 


Production-Programming,  Others 


Needs  editor-writer  experienced  in  assign- 
ing news,  cameramen,  supervising,  film 
editing  and  scripting.  Strong  local  emphasis. 
Good  job  against  tough  competition.  Re- 
quires imaginative,  solid  managing  editor 
type.  Ability  to  air  helpful,  but  not  essential. 
Major  network  affiliate.  Attractive  south- 
west city.  Box  702A,  BROADCASTING. 


Need  tv  newsman  for  6 P.M.  & 10  P.M. 
news.  Real  news  experience  required,  with 
smooth,  authoritative  delivery.  Top  station, 
medium  market,  although  small  town.  Send 
full  details,  picture  and  tape  to  Jack  Gil- 
bert, KHOL-TV,  Kearney,  Nebraska. 


Need  immediately,  experienced  copywriter 
male  or  female.  Above  average  salary,  in- 
surance benefits,  pleasant  working  condi- 
tions. Submit  sample  copy  and  salary  re- 
quirements, recent  photo  and  background 
resume.  Mail  to  Program  Director,  WTVO- 
TV,  Rockford,  Illinois. 


TELEVISION 


Situations  Wanted — Management 


TV  station  manager-sales  manager.  Four 
years  top  sales  record  3 station  vhf  market. 
Two  years  station  manager  in  smaller 
market.  Good  knowledge  all  phases  in  tv 
including  production.  Would  like  station 
manager  position  in  larger  market— like 
new  station  challenge — prefer  midwest. 
Married — family.  Presently  employed.  Box 
730A,  BROADCASTING. 


Management 


Sales  manager.  Top  billing  salesman  in  3 
station  medium  market,  ready  to  step  into 
management.  Strong  background  all  phases 
tv  and  radio  sales.  Can  handle  local,  re- 
gional and  national  accounts.  Able  to 
supervise  and  lead  people.  Prefer  California, 
Texas  or  southwest.  Box  746A,  BROAD- 
CASTING. 


There  must  be  a group  who  needs  my  tal- 
ents! Last  job  as  radio  assistant  manager. 
In  4 years,  personally  sold  over  two  million 
dollars  as  sales  manager  #3  tv  station. 
Selling  own  ad  agency  to  return  happily  to 
telecasting.  Relocation  no  problem.  Write — 
wire.  Box  1093,  San  Diego  12,  California. 


Sales 


Tv  sales  management  desired  by  tv  sales- 
man currently  billing  $350,000-$400,000  an- 
nually in  one  of  America’s  top  ten  markets. 
Substantial  individual,  educated,  ambitious, 
family  man,  early  forties.  Now  earning  in 
$15,000-$20,000  range.  Box  752A,  BROAD- 
CASTING. 


Announcers 


Build  your  news  audience!  Newscaster- 
personality  with  “All  American”  appear- 
ance, authoritative  delivery,  extensive  ex- 
perience plus  M.S.  in  journalism,  can  offer 
quality  service  to  quality  station.  Box 
629 A,  BROADCASTING. 


Veteran  sportscaster  radio-television.  Au- 
thoritative, colorful  play-by-play  football, 
basketball,  baseball,  boxing.  12  years  all 
phases  plus  news-interviews-special  events. 
Solidly  commercial.  High  ratings.  Excellent 
references.  Box  747A,  BROADCASTING. 


An  announcer  I would  be — if  you  can  use 
a personality  that’s  different.  Salary  sec- 
ondary to  opportunity.  Background — Brit- 
ish. Age  29.  Three  years  in  U.S.  writing  ra- 
dio/tv  spots,  commercials.  Some  on-air  tv 
experience.  Currently  employed  agency 
copywriter.  Write  direct  % Charlie,  34  East 
58th  St.,  N.Y.  22. 


Technical 


Studio  chief — 12  years  experience  all  phases. 
Going  to  make  change.  Make  offer.  Box 
762 A,  BROADCASTING. 


Florida  stations  hire  graduates  of  compre- 
hensive technical  and  production  training 
program.  For  equal  satisfaction  contact 
Intern  Supervisor,  WHTS-TV,  Miami. 


Production-Programming,  Others 


News  reporter,  writer,  ’caster,  some  photo 
work,  4V2  years  experience,  seeks  tv  or 
radio  work.  Box  388A,  BROADCASTING. 


Promotion  position  desired  by  reporter 
with  8 years  experience  radio-television- 
newspaper  medias.  Background  and  refer- 
ences excellent,  degree,  veteran.  Box  667A, 
BROADCASTING. 


Director.  Located  in  top  25  market.  Experi- 
enced in  both  vtr  and  live.  Have  first  phone, 
can  furnish  excellent  character  and  ability 
references.  Box  711A,  BROADCASTING. 


Attention:  Colleges/ed  tv-radio.  Commercial 
broadcaster  will  consider  position  with 
above.  Experienced  tv-radio  production, 
management,  promotion.  MS  degree-broad- 
casting: BS  education.  Well  qualified  to 
teach  and  produce  for  radio-tv.  Presently 
employed  responsible  position  with  net- 
work. Investigate.  Box  713A,  BROADCAST- 
ING. 


Production  department.  Young,  married 
vet,  eager,  dependable,  grad  of  Columbia 
(radio  & tv)  college,  but  no  experience, 
seeking  position  with  production  depart- 
ment of  small  tv  station.  Good  announcing 
and  copywriting  aptitude.  Starting  job,  sal- 
ary and  hours  secondary  if  job  has  good 
promise  of  leading  to  ultimate  production 
department  position.  Willing  to  prove  self. 
Will  relocate,  available  immediately.  Will 
send  resume  and  photo  on  request.  Box 
744A,  BROADCASTING. 
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FOR  SALE 


FOR  SALE 


INSTRUCTIONS 


Equipment 


5 kw  tv  transmitter  channels  2-6.  25  kw 
amplifiers  2-6  and  7-13.  Also  sync  genera- 
tors. polyefex  scanners,  etc.  Box  695A, 
BROADCASTING. 


Multiplex  receivers  Bogen  model  RM2.  16 
sets  like  new.  Best  offer  over  $100.00.  Box 
706A,  BROADCASTING. 


Moved  under  one  roof.  Don’t  need  Gates 
RDC-10  remote  control.  In  good  condition. 
Used  three  years.  $700.00  or  best  offer.  Box 
763A,  BROADCASTING. 


250  watt  Gates  am  transmitter,  good  operat- 
ing condition,  replaced  by  increased  power. 
WTYN,  Tryon,  N.C. 


Save  $5000.00  on  your  fm  station  installa- 
tion. For  sale  RCA  BTF  250  fm  transmit- 
ter, tubes  and  crystals.  Hewlett-Packard 
335-B  frequency  and  modulation  monitor. 
90  foot  length  Andrew  Heliax  transmis- 
sion line  Vs  inch  diameter.  Antenna  RCA 
BF-21  Pylon,  power  gain  1.5.  80  foot  steel 
tower  93  foot  over  all.  Cost  us  $6000.00, 
yours  for  only  $5000.00  fob  Waxahachie. 
Contact  Richard  Tuck,  KBEC,  Waxahachie, 
Texas,  phone  WE.  7-1390.  Now  in  opera- 
tion, reason  for  selling,  installing  new 
equipment.  All  new  except  transmitter  and 
antenna  in  operation  less  than  one  year. 


Standard  library.  $50.00  plus  postage.  Hank 
Dais,  KCCR,  Pierre,  South  Dakota. 


Tape  recorders,  several  Ampex  350  console, 
half  track,  7!'2  and  15  ips.  Excellent.  $1000 
each,  $1050  crated.  Radio  station  KCHJ, 
P.O.  Box  966,  Delano,  California. 


RCA  type  66A  modulation  monitor,  $250. 
Also  RCA  475C  frequency  monitor  with 
RCA  681B  frequency  deviation  meter,  $395. 
WCAR,  14333  Vreeland  RD..  Trenton,  Michi- 
gan. ORleans  6-2484,  J.R.  Balmer. 


One  Schaeffer  remote  control  unit,  com- 
plete— $500.00.  WCOA  Radio,  Inc.,  Pensaco- 
la, Florida. 


Going  into  fm?  WEAW-FM  is  going  to 
higher  power  and  will  have  available  July 
1st  the  following  equipment  complete  with 
extra  tubes,  etc.  Equipment  is  now  in 
operation  and  radiates  36  kw.  (Our  cp  is 
for  192  kw).  Collins  5 kw  model  732-A 
transmitter,  $5,000.  8 Bay  Collins  model 

37-M  series  ring  antenna  with  200  feet  of 
1 and  % inch  coax,  $1,200.  Price  for  both 
together,  $5,500.  First  check  for  $1,000 
down  holds  equipment  for  your  use.  Also 
available  G.E.  type  BC-l-A  model  4BC1AZ 
dual  channel  25  console.  $300.  Ed  Wheeler, 
WEAW,  Evanston,  Illinois.  University  4- 
7600.  1700  Central  St. 


Make  an  offer  on  any  of  the  following: 
Gates  RCM-14  remote  control  unit  in  good 
operating  condition,  1 Raytheon  1 kw  am 
fine  terminating  unit,  1 Presto  disc  re- 
corder model  Y 2-speed,  including  two 
tables,  good  operating  condition;  1 mobile 
broadcast  studio — 1948  Ford  parcel  truck  set 
up  for  remote  work,  condition  is  excellent. 
For  details  on  any  of  these  items  contact 
Arthur  French,  Chief  Engineer,  WELM, 
Elmira,  Phone  REgent  3-5626. 


For  sale,  like  new.  Gates  Stay-Gevel  with 
manual.  Never  repaired.  Immediate  deliv- 
ery $175.00.  Chief  Engineer,  Joe  Mills, 
WFMO,  Fairmont,  N.C. 


$156.00  DR-330  Microphone  and  stand  $70.00. 
Three  $145.00  Electro-Voice  SP12  Aristocrat 
speakers,  $40.00  each.  (All  described  page 
229  Gates  Catalog.)  16"  Rek-O-Kut  33/78 
turntable  $20.00.  3 speeds  $25.00.  WIFI,  Box 
3022,  Philadelphia  50. 


Gates  RDC10  remote  control  unit  com- 
plete. Has  rf  amplifier,  perfect  condition, 
must  sell,  make  offer.  WPAP,  Fernandina 
Beach,  Florida. 


FM  installation  now  in  service  available 
thirty  days  due  to  increase  in  power.  RCA 
BTF-250A  transmitter,  RCA  pylon  an- 
tenna, 120  feet  Vs"  coaxial  line,  two  crystals 
channel  252,  98.3  megacycles,  spare  tubes, 
parts.  New  price  near  $5,000.  First  $2,000 
gets  all.  WTVB,  Box  32,  Coldwater,  Michi- 
gan. 


Limiter — Gates  audio  amplifier — very  rea- 
sonable because  of  modernization  and  in- 
creased power.  WTYN,  Tryon,  N.C. 


Equipment — ( Cont’d ) 


Commercial  crystals  and  new  or  replace- 
ment crystals  for  RCA,  Gates,  W.E.,  Bliley 
and  J-K  holders,  regrinding,  repair,  etc. 
BC-604  crystals.  Also  am  monitor  service. 
Nationwide  unsolicited  testimonals  praise 
our  products  and  fast  service.  Eidson  Elec- 
tronics Co.,  Box  31,  Temple,  Texas. 


Thermometer,  remote,  electrical;  enables 
announcer  to  read  correct  outside  tempera- 
ture from  mike  position.  Large  dial  for  tv. 
Installed  in  less  than  an  hour.  Send  for 
brochure.  Electra-Temp  Co.,  Box  6111,  San 
Diego  6,  Calif. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto-Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100.  _ 


U-2  can  own  an  Ampex.  351C  console,  floor 
sample,  full  track,  3%-TV2  IPS.  First  check 
for  $1195  takes  it.  Rek-O-Kut  imperial 
portable  disc  cutter,  display  model  for 
only  $495.  Gates  Radio  Company,  2700  Polk, 
Houston  3,  Texas. 


Tv  Video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  different  models  8" 
thru  24"  Miratel,  Inc.,  1080  Dionne  St.,  St. 
Paul,  Minn. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenburnie,  Md.  Day  phone  SO.  6-0766 — 
Night  and  emergency  phone  SO.  1-1361. 
Write  or  call  collect. 


WANTED  TO  BUY 


Stations 


Station  or  cp  wanted  east  or  south,  100,000 
to  500,000  market  population.  Financially 
responsible.  Expert  operator  has  exception- 
ally lucrative  offer  for  right  station.  Con- 
fidential. Box  577S,  BROADCASTING. 


Florida  radio  property  wanted.  All  replies 
confidential.  Direct  only.  Box  703A,  BROAD- 
CASTING. 


Would  like  to  buy  a radio  station  in  the 
east  with  down  payment  from  $8,000  to 
$13,000.  Box  742A,  BROADCASTING. 


Equipment 


Studio  console  in  good  condition.  Box  672A, 
BROADCASTING. 


Wanted:  200  foot  self-supporting  tower. 

Henry  Fones,  Chief  Engineer,  WDIA,  Mem- 
phis, Tennessee. 


Fm  frequency  modulation  monitor.  Reason- 
able cash  for  W.E.,  Hewlett-Packard  or 
other.  Must  be  in  good  condition.  WGTS- 
FM,  Washington  12,  D.C.  Phone  JU  9-1836, 
Ext.  130,  day  on  night  collect. 


WHRT  would  like  used  Gates  transmitter 
remote  control  unit.  Write  WHRT,  Hart- 
selle,  Alabama. 


3-5  kw  fm  transmitter  with  or  without  tape 
player  and  accessories.  Also  interested  250  w 
to  10  kw,  am  and  fm.  Submit  details.  Com- 
pass Electronics  Supply,  75  Varick  Street, 
New  York  13. 


Convert  your  excess  equipment  to  cash. 
Anything  bought  and  sold  from  a tube  to  a 
tower.  Electrofind,  550  Fifth  Avenue,  N.Y.C. 


Wanted — Used  transmitting  and  antenna 
equipment  for  maximum  power  on  Channel 
3 installation.  Write  or  call  Harold  Thoms, 
75  Scenic  Highway,  Asheville,  N.C.,  phone 
ALpine  4-4448. 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood. 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
June  29,  August  31,  October  26,  1960.  Jan- 
uary 4,  1961.  For  information,  references 
and  reservations  write  William  B.  Ogden, 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank,  California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta,  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


FCC  Licenses,  six-week  course.  Ninety  per- 
cent pass  license  examinations  the  first 
time  taken.  Next  class  June  13th.  Free  lit- 
erature. Pathfinder,  510  16th  St.,  Oakland, 
California. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas, 
Texas. 


MISCELLANEOUS 


Funniest  one-liners  ever  created.  Produced 
on  tape  especially  for  your  show  or  sta- 
tion. Rush  letterhead  request  for  sample 
tapes!  Box  732A,  BROADCASTING. 


Need  a five-minute  fun  show  loaded  with 
satire?  Try  “The  Adventures  of  Carson  P. 
Fruitmound”.  Take  your  audience  on  a 
different  hilarious  adventure  daily.  Open- 
end  format.  Saleable — laughable.  Details- 
audition  package  upon  request.  Blair- 
Charles  Associates,  Broadcast  Center, 

KVOO,  Tulsa. 

Comedy  material  for  dj’s.  Smart  patter 
available,  one-line  gags,  song  quips,  adlibs, 
topical.  Sample  $2.00.  Show-Biz  Comedy 
Service  (Dept.  BM)  65  Parkway  Ct.,  Brook- 
lyn 35,  N.Y. 


RADIO 


Help  Wanted — Management 

■ YOUNG  TOP  GRADE  MANAGER 

H (Or  sales  manager)  who  is  ready  for  ad- 
O vancement  to  manage  excellent  volume 
® station  in  good  Michigan  market.  Inter- 
B ested  only  in  a man  who  is  basically  a 
® salesman,  and  is  accustomed  to  spending 

■ 75%  of  his  time  on  the  street  selling  re- 
® tail  accounts.  Married,  under  40.  Prestige 
® expanding  four-station  chain.  Income  $10M 
H up  on  good  base  plus  strong  incentive. 
® Rush  complete  resume,  recent  earnings, 
® photo  to  Suite  3500,  40  Wall  St.,  New 
* York,  N.Y. 

■ 


RADIO 


Situations  Wanted — Management 


LEASE  YOUR  STATION? 

Successful  manager  desires  to 
lease  or  will  manage  percentage 
basis  small  market  station.  Cali- 
fornia property  preferred  but  will 
consider  any  West  Coast  location. 
Box  368A,  BROApCASTING 


STRICTLY  CONFIDENTIAL 

If  you  have  a television  or  radio  station  in  a Major  market  and  wish  to  sell 
directly  to  buyer,  contact: 

G.  BENNETT  LARSON 

Phone:  Granite  2-5189 
Write:  956  Chantilly  Road 
Bel-Air,  Los  Angeles  24,  Calif. 
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FOR  SALE 


FOR  SALE 


FOR  SALE 


Equipment 


Stations 


Stations 


FOR  SALE  5 

Three  used  50  kw  water  cooled  ■ 
am  broadcast  transmitters  now  on  m 
the  air.  For  details  write: 

Box  701A,  BROADCASTING  £ 


FLORIDA 

Only  station  in  fast  growing  East 
Coast  city  with  30,000  population. 
Excellent  facilities.  Principals  only 
— no  Brokers. 

Box  669A,  BROADCASTING 


Want  a BRAND  NEW  "One"? 

Gates  BC-1T  1 KW  AM  transmitters 
are  in  stock  for  immediate  delivery, 
factory  tested  to  your  frequency. 
Terms  where  desired.  Want  to  trade? 

GATES  RADIO  COMPANY 

Quincy,  Illinois 


EMPLOYMENT  SERVICE 


| SOUTH  FLORIDA  $ 

? FM  RADIO  STATION  £ 

y 35%  for  sale  to  active  or  silent  ? 
& partner.  Tremendous  growth  poten-  y 
r tial  in  this  metro  market. 

^ Box  710A,  BROADCASTING  g 


DON'T  WAIT 

For  better  job  opportunity,  choose  the  time 
for  advancement  to  a better  broadcast  job 
at  YOUR  convenience. 

Use  the  Radio-TV  placement  service  that 
will  find  you  a better  job  in  the  Midwest. 
Let  us  look  FOR  you. 

Write  for  application  today. 
WALKER  EMPLOYMENT  Bdcst  Div.  D 
83  So.  7thSt.  Mpls.  2,  Minn. 


MISCELLANEOUS 


BROADCAST  PRINTING 

Continuity 
Paper 

Minimum  order  5000 
16# — white  paper — black  ink.  Send 
copy  of  paper  you  are  now  using  with 
check.  Colored  paper — add  $1.00  per 
1000.  Punching  for  binder  $2.50  per 
5000. 

FREEBERN  PRESS,  INC. 
Hudson  Falls,  N.Y. 


Ida 

Small 

250w  $50M 

terms 

Va. 

Single 

lkw-D  80M 

25  dn. 

Miss. 

Single 

250W  140M 

10  yrs. 

Tex. 

Single 

250W  25M 

8 dn. 

III. 

Single 

Daytimer  95M 

terms 

Cal. 

Single 

Fulltime  65M 

low  dn. 

N.Y. 

Single 

Daytimer  105M 

cash 

Fla. 

Small 

Local  50M 

29% 

Fla. 

Medium  Regional  175M 

53  dn. 

Ala. 

Metro 

lkw-D  175M 

58  dn. 

Get. 

Metro 

Daytimer  200M 

terms 

Cal. 

Metro 

Local  175M 

29% 

Fla. 

Large 

Regional  165M 

cash 

SE 

Maj-Sub  lkw-D  150M 

35  dn. 

Mid  Atl 

Major 

Fulltime  330M 

25% 

And  Others 

PAUL 

H. 

CHAPMAN  COMPANY 

1 N C O R 

PO  R AT  E D 

MEDIA 

BROKERS 

Atlanta 

Indianapolis  Los 

Angeles 

Nashvilli 

New  York  Sar 

i Antonio 

San  Frai 

icisco 

Seattle  Troy,  O. 

Please  Address 

1 182  W 

. Peachtree,  Atlanta  9, 

Ga. 

, "//t  im  @$voac(caAt 

Radio  Remote  Control  and 
Multiplex  Systems 
For 

Studio  Transmitter  Links 

John  A.  Moseley  Associates 
Box  3192  Woodland  7-1469 

Santa  Barbara,  California 


WANTED 

Announcer  with  a quality  VOICE.  Minimum  5 years  experience,  first  phone, 
stable,  dependable,  alert,  aggressive.  Credit  and  past  employer  references.  Must 
sound  alive,  with  friendly  personality.  Tight  cues,  production,  top  25  market 
format  . . . pop,  but  no  rock.  $500  per  month. 

Send  tape,  photo,  particulars,  immediately. 

Ralph  C.  Weagant 

KEY  RADIO 

Vancouver,  Washington 


THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


Mid-west  fulltime  money  maker. 
Medium  market.  Valuable  real  estate 
incl.  at  $165,000  29% — Southwest 
major  regional.  $95,000  29% — Have 
Record  Company  for  Sale.  Excellent 
buy.  PATT  MCDONALD,  Box  92 66, 
Austin,  Texas.  GL.  3-8080  or,  Jack 
Koste,  60  E.  42nd.,  NY  17,  NY.  MU. 
2-4813. 


NORMAN  & NORMAN 


INCORPORATED 
Brokers  — Consultants  — Appraisers 

RADIO-TELFVISION  STATIONS 


S300,000 — Colorado 
29%  down — 7 yr. — 6% — top  Hooper 
$350,000—  California— Terms 
$125,000— Illinois— Single  Mkt. 
$525,000 — Mountain — Metropolitan 
$370,000 — Illinois — Metropolitan 


Security  Bldg.  Davenport,  Iowa 


STATIONS  FOR  SALE 

ROCKY  MOUNTAIN.  Full  time.  Exclusive. 
Absentee  owned.  Average  of  $80,000 
gross  per  year  for  the  last  five  years. 
Asking  $90,000  with  29%  down. 

SOUTHWEST.  Good  size  market.  Power- 
ful daytimer.  Absentee  owned.  Doing 
$80,000  a year.  Asking  $135,000  with 
29%  down. 

CALIFORNIA.  Full  time.  Asking  $55,000 
with  29%  down. 

CALIFORNIA.  Powerful  daytimer.  Very 
profitable.  Absentee  owned.  Asking 
$300,000  with  29%  down. 

ATLANTIC  COAST  STATE.  Full  time. 
Asking  $75,000  with  29%  down. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 

HO.  4-7279 


Dollar 


for* 


Dollar 


you  can’t  beat  a 
classified  ad  in  getting 
top-flight  personnel 


no 
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Continued  from  page  105 

WBVP-FM  Beaver  Falls,  Pa.  to  Aug.  6. 

Actions  of  May  25 

WYLD  New  Orleans,  La. — Granted  cp  to 
change  ant.-trans.  location,  make  change  in 
DA-N  system  and  ground  system;  condi- 
tion. 

YVKAY  Glasgow,  Ky. — Granted  cp  to  in- 
stall new  type  trans.  and  increase  height  of 
ant.  (add  am);  condition. 

WWRL  New  York,  N.Y.— Granted  cps  to 
make  changes  in  ant.  system  (DA),  increase 
height  and  changes  in  ground  system  (alt. 
main  & main);  conditions. 

KBEC  Waxahachie,  Tex. — Granted  cp  to 
make  changes  in  DA  pattern. 

KSVN  Ogden,  Utah — Granted  cp  to  change 
ant.-trans.  location,  studio  location  and 
make  changes  in  ant.  system;  remote  con- 
trol permitted. 

WDSU  New  Orleans,  La. — Granted  cp  to 
change  ant.-trans.  location,  install  new  trans. 
and  make  changes  in  ground  system;  condi- 
tion. 

WCUE-FM  Akron,  Ohio— Granted  mod.  of 
cp  to  change  type  trans. 

KSEA  (FM)  San  Diego,  Calif. — Granted 
mod.  of  cp  to  change  ant.-trans.  and  main 
studio  location;  ant.  97  ft. 

KWVR  Enterprise,  Ore. — Granted  mod.  of 
cp  to  change  type  trans. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WCUE- 
FM  Akron,  Ohio  to  Sept.  1,  and  KMA  Shen- 
andoah, Iowa,  to  Aug.  2. 

Actions  of  May  24 

KSJO-FM  San  Jose,  Calif. — Granted  as- 
signment of  license  and  SCA  to  Patrick  H. 
Peabody. 

KCPX  Salt  Lake  City,  Utah— Granted  cp 
to  change  auxiliary  trans.  from  employing 
non-DA  to  DA-1. 

WOR  New  York,  N.Y. — Granted  cp  to  in- 
stall new  type  trans. 

WFAR  Farrell,  Pa. — Granted  cp  to  make 
changes  in  daytime  ant.  system. 

KGDC  Galveston,  Tex. — Granted  cp  to 
move  auxiliary  trans.  and  studio. 

WINC  Winchester,  Va. — Granted  cp  to  in- 
stall new  type  trans. 

WMNB  North  Adams,  Mass.— Granted  cp 
to  change  ant.-trans.  location,  install  new 
type  trans.,  make  changes  in  ant.  system 
(reduce  height  to  150  ft.);  remote  control 
permitted. 

KHQ  Spokane,  Wash. — Granted  cp  to 
change  main  studio  location  and  install  new 
type  trans. 

WREM  Remsen,  N.Y. — Granted  authority 
to  sign-off  at  6:15  p.m.  Sunday  through  Fri- 
day for  period  ending  Sept.  30,  except  for 
special  events  when  station  may  operate 
to  licensed  sign-off  time. 

KANO  Anoka,  Minn. — Granted  authority 
to  sign-off  at  7 p.m.  for  period  through 
Aug.  31  or  until  assignment  of  license  to 
Northwest  Bcstg.  Co.  approved. 

WALD  Walterboro,  S.C. — Granted  author- 
ity to  sign-off  at  6:15  p.m.  EST,  for  period 
ending  Sept.  30,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

WUTV  (TV)  Charlotte,  N.C.— Granted  ex- 
tension of  completion  date  to  Nov.  23. 

Actions  of  May  23 

*WKAR-FM  East  Lansing,  Mich. — Granted 
license  covering  change  ant.-trans.  loca- 
tion; decrease  ERP  to  61  kw;  increase  ant. 
height;  antenna  930  ft. 

KBUY  Amarillo,  Tex. — Granted  license 
covering  installation  new  trans.  as  alter- 
nate main  night  and  auxiliary  daytime. 

WJAR  Providence,  R.I. — Granted  mod,  of 
license  to  operate  alternate  main  trans. 
by  remote  control  using  DA-N. 

KCID  Caldwell,  Idaho — Granted  mod.  of 
license  to  change  studio  and  remote  con- 
trol point. 

WJW  Cleveland,  Ohio — Granted  cp  to  in- 
stall new  trans.  (present  trans.  site)  as 
auxiliary  trans.,  employing  DA-1. 

KENO  Las  Vegas,  Nev. — Granted  cp  to 
change  ant.-trans.-studio  location  and  make 
changes  in  DA  system. 

Irvenna  Bcstg.  Co.,  Irvine,  Ky.— Granted 
mod.  of  cp  to  change  type  trans.  and 
change  studio  location  and  remote  control 
point. 

WEMD  Easton,  Md. — Granted  mod.  of  cp 
to  change  ant.-trans.  and  main  studio 
location  and  make  changes  in  ground  sys- 
tem; and  extension  of  completion  date  to 
Nov.  2. 

KAGE  Winona,  Minn.— Granted  authority 
to  sign-off  at  7 p.m.,  for  period  June  1 
through  Aug.  31,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 


New  FCC  processing  line  announced 

Following  applications  are  at  top  of 


am  processing  line  and  will  be  consid- 
ered by  FCC  beginning  June  25, 
commission  has  announced.  Any  new 
applications  or  changes  in  current  ap- 
plications that  may  conflict  with  those 
that  follow  must  be  filed  with  FCC  by 
close  of  business  June  24,  in  order  to 
be  considered. 

Applications  from  the  top  of  process- 
ing line: 

BP-13123— KGFJ  Los  Angeles,  Calif.,  Ben 
S.  McGlashan.  Has:  1230kc,  250w,  (lOOw 
when  KPPC  operating),  uni.  Req:  1230ke, 
250w,  lkw-LS  (lOOw  when  KPPC  operating), 
uni. 

BP-13126— WTSA  Brattleboro,  Vt.,  Tri- 
State  Area  Bcstg.  Corp.  Has:  1450kc,  250w, 
uni.  Req:  1450kc,  250w,  lkw-LS,  uni. 

BP-13131 — New,  Eastman,  Ga.,  Farnell 
O’Quinn.  Req:  1580kc,  lkw,  D. 

BP-13135  WFMD  Frederick,  Md.,  Monoc- 
acy  Bcstg.  Co.  Has:  930kc,  lkw,  DA-N, 
uni.  Req:  930kc,  lkw,  5kw-LS,  DA-2,  uni. 

BP-13145— WEAW  Evanston,  IU.,  North 
Shore  Bcstg.  Co.  Has:  1330kc,  lkw,  DA,  D. 
Req:  1330kc,  5kw,  DA,  D. 

BP-13149— WKUL  Cullman,  Ala.,  Cullman 
Bcstg.  Co.  Has:  1340kc,  250w,  uni.  Req: 
1340kc,  250w,  lkw-LS,  uni. 

BP-13156— WAIM  Anderson,  S.C.,  Wilton 
E.  Hall.  Has:  1230kc,  250w,  uni.  Req:  1230kc, 
250w,  lkw-LS,  uni. 

BP-13162 — New,  Memphis,  Tenn.,  Phil-Day 
Bcstg.  Co.  Req:  1550kc,  50kw,  D. 

BP-13163— WGRY  Gary,  Ind.,  WGRY  Inc. 
Has:  1370kc,  500w,  D.  Req:  1370kc,  1 kw,  D. 

BP-13164— KWNA  Winnemucca,  Nev., 

Northwest  Radio  and  Tv  Corp.  Has:  1400kc, 
250w.  Req:  1400kc,  250w,  1 kw-LS. 

BP-13165— KLLA  Leesville,  La.,  Leesville 
Bcstg.  Co.  Has:  1570kc,  250w,  D.  Req:  1570 
kc,  lkw.  D. 

BP-13166 — New,  El  Dorado  Springs,  Mo., 
Paul  Vaughn.  Req:  1580kc,  250w,  D. 

BP-13167— WGRV  Greeneville,  Tenn.,  Ra- 
dio Greeneville,  Inc.  Has:  1340  kc,  250w, 
uni.  Req:  1340kc,  250w,  lkw-LS,  uni. 

BP-13170— WNEL  Caguas,  P.R.,  Inter- 
American  Radio  Corp.  Has:  1450kc,  250w, 
uni.  Req:  1430ke,  500w,  lkw-LS,  uni. 

BP-13196 — New,  Idaho  Falls,  Idaho,  West- 
ern Radio  Corp.  Req:  1400kc,  250w,  uni. 

BP-13198— WDXL  Lexington,  Tenn.,  Lex- 
ington Bcstg.  Service  Inc.  Has:  1490kc,  250w, 
uni.  Req:  1490kc,  250w,  lkw-LS,  uni. 

BP-13204 — New,  Albany,  Ga.,  Lynne- 
Yvette  Bcstg.  Co.  Req:  1250kc,  lkw,  D. 

BP-13209— New,  Blythe,  Calif.,  Riverside 
Bcstg.  Co.  Req:  1380kc,  500w,  D. 

BP-13212— WKKS  Vanceburg,  Ky.,  Karl 
Kegley.  Has:  1570kc,  250w,  D.  Req:  1570kc, 
lkw,  D. 

BP-13214— New,  Eugene,  Ore.,  W.  Gordon 
Allen.  Req:  1320kc,  lkw,  D. 

BP-13215— WKTY  LaCrosse,  Wis.,  Lee  and 
Assoc.  Inc.  Has:  580kc,  lkw,  5 kw-LS,  DA- 
2,  uni.  Req:  Change  DA-N  system. 

BMP-8607— WSNO  Barre,  Vt.,  WSNO.  Has 
cp:  1450kc,  250w,  uni.  Req:  mp:  1450kc, 
250w,  lkw-LS,  uni. 

BP-13216— WIBB  Macon,  Ga.,  Peach  State 
Bcstg.  Co.  Has:  1280kc,  lkw,  D.  Req:  1280kc, 
5kw,  D. 

BP-13217— WBMK  West  Point,  Ga.,  Radio 
Valley  Inc.  Has:  1310kc,  lkw,  D.  Req:  910kc, 
500w,  D. 

BP-13218— WPRS  Paris,  IU.,  Paris  Bcstg. 
Corp.  Has:  1440kc,  500w,  D.  Req:  1440kc, 
lkw,  D. 


BP-13220— KKID  Pendleton,  Ore.;  WSC 
Bcstg.  Co.  Has:  1240kc,  250w,  uni.  Req: 
1240kc,  250w,  1 kw-LS,  uni. 

BP-13221 — New,  Ypsilanti,  Mich.,  Ypsilanti- 
Ann  Arbor  Bcstg.  Co.  Req:  1480kc,  500w, 
DA,  D. 

BP-13222— KPVA  Portland,  Ore.— Vancou- 
ver, Wash.,  William  B.  and  Cathryn  C. 
Murphy.  Has:  1480kc,  lkw,  D (Camas,  Wash- 
ington). Req:  1480kc,  lkw,  D (Portland,  Ore.- 
Vancouver,  Wash.) 

BP-13223— New,  Wharton,  Tex— V.M.  Pres- 
ton. Req:  1500kc,  500w,  DA-1,  uni. 

BP-13225— WCRL  Oneonta,  Ala,.,  Blount 
County  Bcstg.  Service.  Has:  1570kc,  250w, 
D.  Req:  1570kc,  lkw,  D. 

BP-13228 — New,  Homer,  Alaska,  Kenai 
Peninsula  Radio  Co.  Req:  1370kc,  lkw,  uni. 

BP-13229— WMTE  Manistee,  Mich.,  Man- 
istee Radio  Corp.  Has:  1340kc,  250w,  uni. 
Req:  1340kc,  250w,  lkw-LS,  uni. 

BP-13230 — New,  Tallahassee,  Fla.,  Southern 
Bcstrs.  Req:  1410kc,  lkw,  D. 

BP-13234— WWCO  Waterbury,  Conn., 
WWCO  Inc.  Has:  1240kc,  250w,  uni.  Req: 
1240kc,  250w,  lkw-LS,  uni. 

Applications  on  which  309(b)  letters 
have  been  issued: 

BP-13121— WBAT  Marion,  Ind.,  Marion 
Radio  Corp.  Has:  1400kc,  250w,  uni.  Req: 
1400kc,  250 w,  500W-LS,  uni. 

BP-13124— WILI  WiUimantic,  Conn., 

Herbert  C.  Rice.  Has:  1400ke,  250w,  uni. 
Req:  1400kc,  250w,  lkw-LS,  uni. 

BP-13125 — New,  Windber,  Pa.,  Gosco 
Bcstrs.  Req:  1350kc,  lkw,  D. 

BP-13129— WICK  Scranton,  Pa.,  Scranton 
Radio  Corp.  Has:  1400kc,  250w,  uni.  Req: 
1400kc,  250w,  lkw-LS,  uni. 

BP-13132— WIDE  Biddeford,  Me.,  Bidde- 
ford-Saco  Bcstg.  Corp.  Has:  1400kc,  250w, 
uni..  Req:  1400kc,  250w,  lkw-LS,  uni. 

BP-13133— WCOH  Newnan,  Ga.— Newnan 
Bcstg.  Co.  Has:  1400kc,  250w,  uni.  Req: 
1400kc,  250w,  lkw-LS,  uni. 

BP-13146— WRJN  Racine,  Wis.,  Racine 
Bcstg.  Corp.  Has:  1400kc,  250w,  uni.  Req: 
1400ke,  250w,  lkw-LS,  uni. 

BP-13157 — New,  Zanesville,  Ohio,  Muskin- 
gum Bcstg.  Co.  Req:  940kc,  lkw,  DA,  D. 

BP-13160 — New,  Quakertown,  Pa.,  North 
Penn  Bcstg.  Co.  Req:  1550kc,  250w,  D. 

BP-13161— WCVS  Springfield,  111.,  WPFA 
Radio  Inc.  Has:  1450kc,  250w,  uni.  Req: 
1450kc,  250w,  1 kw-LS,  uni. 

BP-13169— New,  Festus,  Mo.,  Donald  M. 
Donze.  Req:  1400kc,  250w,  uni. 

BP-13171 — KSIM  Sikeston,  Mo.,  Sikeston 
Community  Bcstg.  Co.  Has:  1400kc,  250w, 
uni.  Req:  1400kc,  250w,  lkw-LS,  uni. 

BP-13197— WPAM  Pottsville,  Pa.,  Miners 
Bcstg.  Service.  Has:  1450kc,  250w,  uni.  Req: 
1450kc,  250w,  lkw-LS,  uni. 

BP-13208 — New,  Hartford-Beaver  Dam, 
Ky.,  Hartford-Beaver  Dam  Bcstg.  Co.,  Req: 
1450kc,  lOOw,  uni. 

BP-13211— KELD  El  Dorado,  Ark.,  Radio 
Enterprises.  Has:  1400kc,  250w,  uni.  Req: 
1400kc,  250w,  lkw-LS,  uni. 

BP-13233— WFIW  Fairfield,  IU.,  Wayne 
County  Bcstg.  Co.  Has:  1390kc,  500w,  D. 
Req:  1390kc,  lkw.  D. 

License  Renewals 

■ Following  stations  were  granted  re- 
newal of  license:  KGLA  (FM)  Los  Angeles, 
Calif.;  WWCO  Waterbury,  Conn.;  WBZY 
Torrington,  Conn.;  WTAW  College  Station, 
Tex.;  KTNT-AM-FM  Tacoma,  Wash.;  KPOJ 
Portland,  Ore.;  KXLY-TV  Spokane,  Wash.; 
KGDN  Edmonds,  Wash.;  KENE  Toppenish, 
Wash.;  KAYO  Seattle,  Wash.;  KITN  Olym- 
pia, Wash.;  WREN  Topeka,  Kans. 


More  than  a decade  of  Constructive  Service 
to  Broadcasters  and  the  Broadcasting  Industry 

HOWARD  E.  STARK 

Brokers — Consultants 

50  EAST  58TH  STREET  NEW  YORK,  N.  Y.  ELDORADO  5-0405 
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In  broad  daylight,  the  thousand-fingered 
thief,  inflation,  goes  on  stealing  from  us  all. 

Turning  the  glaring  spotlight  of  public 
alarm  on  him  hasn’t  even  slowed  him  down. 
Like  a disease,  he  goes  on  shriveling  the 
precious  dollars  we  spend  today  to  live,  or 
save  for  the  future. 

But  are  you  aware  that  even  when  you 
pay  your  taxes,  inflation  is  there,  swindling 
you!  For  inflation  puffs  up  the  cost  of  all 
the  countless  things  the  government  must 
buy,  too. 

Is  there  no  small  step  a man  can  take  to 
help  catch  this  robber?  Or  at  least  to  slow 
him  down?  There  is.  It  is  based  on  a simple 
rule  of  everyday  economics. 

Each  of  us  can  try  to  deserve  more  before 
we  demand  to  get  paid  more.  And  one  way 
we  can  do  it  is  by  producing  more,  and 
better,  of  whatever  we  have  to  offer  the  world. 

This  is  the  first  step  every  man  can  take 
to  sound,  individual  prosperity,  without 
inflation. 

REPUBLIC 

STEEL 

CLEVELAND  1,  OHIO 


INFLATION  ROBS  US  ALL 


The  road  to  sound  national  prosperity  lies 
through  sound  business  developments  and 
product  improvement,  not  through  inflation. 

One  of  Republic  Steel’s  important  develop- 
ments in  the  field  of  new  products,  which 
reduces  costs  for  industry,  is  X-Tru-Coat*,  a 
plastic-coated  steel  pipe.  Republic  is  the 
exclusive  manufacturer  of  this  product. 

X-Tru-Coat  combines  the  strength  of  steel 
with  the  proven  protection  of  plastic,  sealing 
out  corrosion  permanently.  Thousands  of 
miles  of  this  plastic-coated  pipe  are  now  in 
use  throughout  the  country.  Utility  companies, 
for  example,  find  it  specially  useful  because 
it  is  immune  to  corrosive  soil  conditions  — 
prevents  electrolytic  action. 


♦Produced  under  the  Dekoron  process. 
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OUR  RESPECTS  TO  . . , 

Irving  Cambridge  Waugh 


Something  which  imparted  an  air 
of  excitement  to  radio  during  that  me- 
dium’s growth  in  the  decade  prior  to 
World  War  II  is  missing  from  radio 
and  tv  today.  And  Irving  Waugh,  vice 
president  and  general  manager  of 
WSM-TV  Nashville,  thinks  he  knows 
what  it  is. 

Mr.  Waugh’s  theory  is  that  many 
broadcasters  who  grew  up  with  radio 
and  television  have  become  so  accus- 
tomed to  thinking  of  broadcasting  as  a 
business  that  they  tend  to  think  of 
viewers  and  listeners  as  a whole,  as  a 
mass  of  statistics,  instead  of  as  indi- 
viduals. When  broadcasters  reach  this 
state,  to  his  way  of  thinking,  they  lose 
touch  with  the  individuals  who  are  the 
audience. 

In  radio,  during  the  decade  before 
the  war,  he  says,  “there  was  the  instant 
reaction — the  constant  touch — a rap- 
port between  station  and  audience  that 
seems  to  be  lost  in  a more  sophisticated 
era.”  But  there  still  is,  he  thinks,  as 
much  excitement  and  interest  in  broad- 
casting as  there  ever  was.  To  Mr. 
Waugh  it’s  not  the  audience  but  the 
broadcaster  himself  who  has  to  re- 
member and  be  reminded  if  radio  and 
television  are  to  recapture  the  combi- 
nation of  artlessness  and  intimacy 
which  created  that  vital  spark  of  yore. 

What  They  Wrote  ■ Mr.  Waugh  turns 
to  a recent  station  experience  to  argue 
his  point.  WSM-TV  covered  a prison 
riot  which  lasted  30  hours.  The  sta- 
tion’s mail  returns  showed  the  viewer 
was  worried  not  only  about  the  hos- 
tages held  by  the  rioters,  but  about 
their  families.  And  that  isn’t  all.  The 
“individuals”  in  the  WSM-TV  audi- 
ence, their  letters  indicated,  also  were 
concerned  about  the  camera  and  micro- 
phone crews  because  they  knew  some 
of  these  station  people  had  been  on 
their  feet  for  more  than  30  hours.  The 
WSM-TV  audience  “was  warm,  it  was 
human,  it  was  stirred,”  he  said,  but  it 
also  was  concerned  “about  us  and  what 
we  were  doing.” 

Mr.  Waugh  entered  radio  during  that 
unsophisticated  decade  which  he  and 
others  have  described  as  radio’s  hey- 
day. In  fact,  he  entered  it  twice,  both 
times  on  the  rebound  from  disillusion- 
ment with  his  career  on  the  stage.  The 
last  time  he  remained. 

Back  of  him  up  to  that  time  lay  a 
career  which  began  16  years  after  his 
birth  at  Danville,  Va.,  Dec.  8,  1912, 
when  he  left  high  school  to  ship  on 
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tramp  freighters  around  the  world.  He 
had  sampled  the  charms  of  Pitcairn 
Island  well  ahead  of  the  advent  of  the 
best  sellers  Mutiny  on  the  Bounty  and 
Men  Against  the  Sea.  On  one  occasion 
he  recalls  he  had  $5  in  his  pocket  and 
a yen  to  see  Europe.  He  did. 

Sock  & Buskin  ■ On  the  beach  at  last, 
he  started  to  William  & Mary  College, 
but  discontent  set  in  again  after  two 
years  and  he  left  college  to  study  for 
the  theatre  at  Provincetown  Playhouse. 
He  played  summer  stock  at  Clinton 
Corners,  N.Y.,  and  Atlanta,  Ga.  When 
the  depression  was  at  its  worst,  he 
joined  the  Federal  Theatre,  which  for 
the  benefit  of  the  uninitiated  he  de- 
scribes frankly  as  a relief  project  for 
unemployed  actors. 

Two  occurrences  still  stand  out  (“too 
vividly,  I’m  afraid”)  from  these  acting 
days,  both  of  them  newspaper  reviews 
of  plays  in  which  he  acted.  An  At- 
lanta critic  wrote:  “Mr.  Waugh  played 
the  part  as  if  he  wished  he  were  home 
and  no  doubt  the  audience  felt  the 
same  way.”  A New  York  critic,  for 
an  opening  night  Waugh  performance, 
administered  this  absentee  coup  de 
grace : “It  is  reported  that  seven 

people  stayed  for  the  second  act.” 

It  was  about  this  time  that  Mr. 
Waugh  turned  to  radio  out  of  what 
he  thinks  was  simple  necessity.  “It 
didn’t  cost  much  to  eat  in  New  York 
in  1936  and  I well  remember  a spot 


WSM-TV’s  Waugh 
The  second  time  he  stayed 


on  8th  Avenue  which  sold  a hot  dog 
or  a hamburger  for  a nickel  and  threw 
in  a glass  of  root  beer  free;  but  you 
still  had  to  have  the  five  cents,  so  I 
turned  to  radio.” 

No  Mfidas  ■ His  first  job  was  as  an 
actor  for  the  March  of  Time  on  CBS 
radio,  Mr.  Waugh  recalls,  “and  my 
usual  fee  was  $5  for  crowd  and  bit 
parts.  My  contemporaries  and  I 
shoveled  some  snow  and  we  sold  some 
blood,  but  the  winters  were  long.”  Still 
undismayed,  he  made  one  more  stab  at 
the  theatre,  showing  up  (“with  several 
thousand  others”)  for  the  casting  of 
“Golden  Boy”  in  New  York.  Again  he 
emoted  and  again  he  found  he  didn’t 
have  the  golden  touch,  so  he  returned 
home  to  Norfolk,  Va. 

It  was  there  that  he  entered  radio  for 
the  second  and  last  time,  signing  on  at 
WGH  Newport  News-Norfolk  as  an 
announcer  in  1937.  A couple  of  years 
later  he  moved  to  WDBJ  Roanoke  and 
some  time  later  was  hired  as  Esso  Re- 
porter by  WLAC  Nashville.  From  there 
he  went  to  NBC-owned  WTAM  Cleve- 
land. In  1941  he  joined  WSM  radio, 
and  stayed. 

Beginning  at  WSM  as  an  announcer, 
he  put  in  six  years  (with  time  off  for 
World  War  II)  before  moving  to  the 
commercial  department  in  1947.  The 
next  year  he  was  appointed  commercial 
manager.  When  WSM-TV  went  on  the 
air  in  1950  he  became  commercial 
manager  of  both  the  radio  and  tv  op- 
eration. He  was  named  general  man- 
ager of  WSM-TV  in  1957  and  this  year 
became  vice  president  and  general  man- 
ager of  the  television  outlet. 

Thriller  ■ During  World  War  II  Mr. 
Waugh  served  as  WSM  radio  corres- 
pondent, handling  interviews  with  serv- 
icemen from  the  South  Central  area  of 
the  country.  Late  in  the  conflict  he  was 
accredited  to  Gen  Douglas  MacArthur’s 
headquarters  in  the  Pacific  and  worked 
for  NBC  radio  under  Merrill  Mueller. 
The  biggest  thrill  of  his  broadcasting 
career  came  on  the  first  day  of  the 
occupation  of  Japan  by  U.  S.  troops. 
“I  went  in  to  the  Atsugi  air  strip  with 
the  11th  Airborne  Division  and  made 
the  first  broadcast  from  Japan.  NBC 
interrupted  Kay  Kyser’s  Kollege  of 
Musical  Knowledge  to  bring  the  first 
word  of  the  American  landing  on  Jap- 
anese soil.” 

Mr.  Waugh  married  Jean  Elizabeth 
Hunt  in  June  1934.  They  have  two  sons, 
Whitney  22,  a second  lieutenant  in  the 
Marine  Corps,  and  Penn  10.  His  ad- 
ventures today  are  confined  to  the  golf 
course  where  he  marks  up  scores  run- 
ning from  85  to  99  (“I  just  don’t  recog- 
nize anything  higher”).  Mr.  Waugh’s 
closest  friends  classify  him  as  essentially 
a non-conformist  trying  his  hardest  to 
conform. 
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EDITORIALS 


315  emancipation 

THERE’S  a good  chance  the  U.S.  Congress  will  give 
broadcasters  enough  rope  to  enable  them  to  climb  to 
freedom  in  political  broadcasting.  The  same  rope  is  long 
enough  for  broadcasters  to  hang  themselves  with. 

The  Senate  Commerce  Committee  last  week  reported  out 
a joint  resolution  suspending  during  the  approaching  cam- 
paign the  political  broadcasting  law’s  restrictions  on  broad- 
cast appearances  of  candidates  for  the  Presidency  and  Vice 
Presidency.  The  resolution  has  a good  chance  of  passing 
both  houses. 

This  resolution,  added  to  the  amendment  of  Sec.  315  that 
the  Congress  adopted  last  year,  gives  broadcasters  wide  lati- 
tude in  presenting  candidates  and  news  about  them.  The 
1960  campaigns  will  be  the  first  in  which  broadcasters  can 
exercise  a reasonable  measure  of  editorial  discretion  in  the 
selection  and  presentation  of  political  news. 

The  new  freedom  imposes  new  responsibilities.  Operating 
as  they  have  under  rigid  rules  applying  to  political  broad- 
casting, broadcasters  have  little  experience  in  deciding  for 
themselves  how  and  at  what  length  to  cover  candidates  and 
issues.  The  decisions  they  make  during  the  1960  campaigns 
will  determine  whether  they  deserve  the  rights  they  have 
been  granted. 

It  would  be  as  wrong,  and  as  impossible,  for  the  broad- 
casters as  a unit  to  try  to  write  guidelines  for  political 
broadcasting  as  it  was  for  the  government  to  adopt  the 
original  Sec.  315  and  to  retain  the  restrictions  that  still  re- 
main. Each  broadcaster  must  decide  for  himself  how  he  will 
handle  political  news,  and  he  cannot  delegate  his  editorial 
decisions  to  anyone. 

Editorial  management  is  an  imperfect  art.  The  wisest 
editor  will  err  occasionally,  and  even  when  he  is  convinced 
that  a decision  is  right,  others  may  think  it  wrong. 

There  will  be  controversy  arising  from  the  radio  and  tele- 
vision coverage  of  the  1960  compaigns.  The  main  thing  to 
hope  for  is  that  a majority  of  broadcasters  will  do  an  honest 
and  thorough  job.  If  they  do  that,  they  can  appeal  for  total 
repeal  of  Sec.  315  on  a record  of  true  contribution  to 
journalism. 

Mr.  Harris’  glass  house 

TWO  industrious  newspaper  reporters  last  week  disclosed 
that  some  of  the  same  congressmen  who  have  been 
sternly  prosecuting  payola  and  free-loading  in  broadcasting 
have  themselves  been  living  it  up  under  questionable  condi- 
tions at  the  taxpayers’  expense. 

In  a story  appearing  in  the  Knight  Newspapers,  Life 
and  some  other  publications,  the  reporters  listed  a series  of 
expenses  run  up  by  congressmen  at  such  places  as  the 
Royal  Hawaiian  hotel  in  Honolulu  and  the  fashionable 
Plaza  in  New  York.  Prominent  among  the  congressmen 
named  was  Oren  Harris,  whose  Legislative  Oversight  Sub- 
committee has  been  engaged  for  two  years  in  a headline- 
hunting search  for  rascality  in  broadcasting  and  its  regulatory 
agency,  the  FCC. 

Among  the  items  listed  by  the  reporters,  Don  Ober- 
dorfer  and  Walter  Pincus,  was  a Royal  Hawaiian  bill  for 
Mr.  Harris  and  other  members  of  his  House  Commerce 
Committee,  the  parent  of  the  Oversight  group.  The  bill  was 
incurred  when  Mr.  Harris  and  associates,  including  Reps. 
John  Flynt  (D-Ga.)  and  Steven  Derounian  (R-N.Y.)  who 
are  present  members  of  the  Oversight  subcommittee,  stopped 
off  on  their  way  back  to  the  U.S.  from  a trip  to  Antarctica 
in  December  1957.  The  hotel  bills  paid  by  the  government 
amounted  to  $851.51,  according  to  the  news  story. 

One  interesting  feature  in  the  hotel  bills  was  the  room 
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rate  that  the  congressmen  paid.  It  was  $10  for  accommo- 
dations that  are  supposed  to  rent  for  $18.  One  could  as- 
sume that  this  was  no  more  than  ordinary  courtesy  extended 
by  a hotel  to  traveling  dignitaries — if  it  were  not  for  the  fact 
that  at  the  time  the  Royal  Hawaiian  was  owned  by  the 
Matson  Steamship  Lines  and  Mr.  Harris’  Commerce  com- 
mittee has  jurisdiction  over  maritime  matters. 

There  was  probably  no  more  fascinated  reader  of  last 
week’s  story  than  John  C.  Doerfer  whose  resignation  as 
chairman  of  the  FCC  was  forced  by  the  disclosure — by  Mr. 
Harris’  Oversight  subcommittee — of  hospitality  that  Mr. 
Doerfer  accepted  from  an  FCC  licensee. 

Mr.  Doerfer  may  be  pardoned  for  reacting  like  a parish- 
ioner who,  after  hearing  a sermon  on  fidelity,  finds  the 
preacher  embracing  a soprano  in  the  choir  loft. 

A double  standard  of  morality  is  no  more  defensible 
among  the  branches  of  the  government  than  in  the  clergy. 
We  daresay  that  most  people  will  pay  less  attention  to 
future  judgments  that  Mr.  Harris  may  try  to  pass  on  the 
behavior  of  broadcasting  and  the  FCC. 

The  Gestapo  boondoggle 

LAST  week  the  FCC  formally  established  its  new  Com- 
plaint and  Compliance  Division. 

It  has  activated  this  new  unit  with  a staff  of  four — one 
chief  and  three  investigators.  But  it  hopes  to  get  $300,000  in 
new  appropriations  so  it  can  employ  25  investigators. 

All  this,  at  taxpapers’  expense,  because  the  FCC  gets  at 
most  150  complaints  per  week  about  broadcasting.  That,  as 
we’ve  said  before,  is  about  one  letter  to  each  one  million  of 
our  population.  This  is  a pitiful  showing  in  the  light  of  the 
condemnation  heaped  upon  television  and  radio  by  the 
organized  campaigns  of  newspapers  and  magazines,  the  out- 
pourings from  Capitol  Hill  and  the  pressures  from  organized 
do-gooders. 

But  even  if  there  were  as  many  letters  as  radio-tv  adver- 
tisers get  box-tops,  it  would  be  no  justification  for  the  FCC’s 
intrusion  into  the  forbidden  area  of  program  control. 

People  who  are  satisfied  do  not  ordinarily  write  letters. 
We  wonder  what  would  happen  if  stations  would  suggest 
to  their  audiences  that  they  write  the  FCC  about  their  ap- 
praisal of  broadcast  services?  And  suppose  they  sent  drop 
copies  to  their  congressmen  and  perhaps  their  local  news- 
papers? 

The  NAB  board  of  directors  meets  in  Washington  next 
week.  It  might  find  the  idea  intriguing. 
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the  HOSIERY  industry  . . . 

creates  buying  power  in  the  Piedmont  Industrial  Crescent  ! 


The  South's  gigantic  hosiery  industry,  creating  unlimited  disposable  income, 
makes  the  piedmont  market  a must  buy.  And  WFMY-TV  . . . located  in  the 

heart  of  the  piedmont  ...  is  the  dominant  selling  influence  in  this 
$3,000,000,000  market.  WFMY-TV  serves  . . . and  sells  in  this  heavy 

industrial  54-county  area  where  2,250,000  people  live,  work  and  buy. 


uifmy-tv 

GREENSBORO,  N.  C. 

'NOW  IN  OUR  11th  YEAR  OF  SERVICE" 
Represented  by  Harrington,  Righter  and  Parsons,  Inc. 
New  York,  Chicago,  San  Francisco,  Atlanta,  Boston,  Detroit 


THE  PIEDMONT  INDUSTRIAL  CRESCENT 


First  in  New  York  State’s  3rd  largest 
market  with  31.5 % more  homes  reached 
than  the  second  station. 


NBC -ABC -CHANNEL  5 • ROCHESTER 


Represented  by 


The  Original  Station  Representative 


ANSCONTINENT 


WGR-TV,  Bull  a to,  N.  Y - KFMB-TV.  San  Oicgo,  Calif.  • WROC-TV,  Rochester,  N.  Y.  - KERO-TV,  Bakersfield,  Calif.  • WNEP-TV,  Scranton- Wilkes-Barre,  Pa. 
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Edward  Retry  & Co.,  Inc 
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Representative 


NEW  YORK  • CHICAGO  • ATLANTA  • BOSTON  • DALLAS  * DETROIT 
LOS  ANGELES  * SAN  FRANCISCO  • ST.  LOUIS 


She’s  in  the  pool  but  she’s  right  at  hand 
to  hear  your  message,  when  you  use  Spot 
Radio.  Multiply  this  listening  by  millions 
of  vacationers  and  you’ll  know  why  Spot 
Radio  pays  off  BIG  for  national  advertisers. 


KOB  Albuquerque 

WSB Atlanta 

WGR Buffalo 

WGN Chicago 

WFAA  . . Dallas— Ft.  Worth 

WKMH  Detroit 

KPRC  Houston 

KARK Little  Rock 

WINZ Miami 

WISN  Milwaukee 

KSTP. Minneapolis— St.  Paul 
WTAR  Norfolk 


KFAB  Omaha 

WIP Philadelphia 

KPOJ  Portland 

WJAR Providence 

WRNL  Richmond 

KCRA  Sacramento 

WOAI San  Antonio 

KFMB  San  Diego 

KOBY San  Francisco 

KMA Shenandoah 

KREM Spokane 

WGTO  . . . Tampa— Orlando 
KVOO Tulsa 


WHEELING: IllflUUfl TV  MARKET 

One  Station  Reaching  The  Booming  Upper  Ohio  Valley 


#19  IMAGE  SERIES 

Power  Valley 


Ohio  Power  men  connecting  a conductor  to  a huge  insulator  on  a 
345,000  volt  transmission  line,  largest  operating  in  the  nation 
today.  Latest  in  this  series  of  super  high-voltage  lines  will  carry 
six  times  the  amount  of  power  transmitted  on  thestandard  132,000. 
volt  line,  represents  a 7 million  dollar  investment. 


More  POWER  to  you,  too,  as  the  super  high-voltage  network  of 
the  American  Electric  Power  Companies’  System  in  the  Upper 
Ohio  Valley  feeds  electricity  to  consumers  in  many  states,  A big 
factor  in  the  industrial  expansion  underway  here  has  been  the 
availability  of  huge  blocks  of  electric  power.  AEP’s  Wheeling 
Electric  and  Ohio  Power  employs  2000  people.  Power , industry , 
people ; more  on  the  way . . . and  more  reasons  why  alert  advertisers 
find  WTRF-TV’s  Wheeling  Market  worth  looking  into! 


For  availabilities,  call  Bob 
Ferguson,  VP  and  Gen.  Mgr., 
or  Needham  Smith,  Sales  Manager, 
at  CEdar  2-7777. 

National  Rep.,  George  P. 
Hollingbery  Company. 


316,000  watts  NBCi  network  color 


WHEELING  7,  WEST  VIRGINIA 


I want  to  speak  to  all  you  young  advertising  people 


“I’m  Emily  Tipp,  the  Tip 
Top  Lady.  My  Tip  Top  Bread 
is  just  a teeny  bit  better 
than  any  other  bread,  and  I 
like  to  think  our  Spot  Tele- 
vision campaign,  too,  is  just 
a teeny  bit  better  than  any- 
body else’s.  Anyway,  it's 
been  very  good  for  us.  And 
we’ve  found  that  spot  tele- 
vision and  radio  is  so  won- 
derfully flexible.  We  buy 
only  the  markets  we’re  in, 
and  the  local  stations  put  us 
right  in  prime  time,  where 
we  want  to  be.  The  Tip  Top 
Spot  Campaign  is  — ahem 
— tops.  Those  nice  young 
men  at  your  nearest  H-R 
office  can  tell  you  all  about 
spot.  They’re  charming. 
And  so  cute.” 


TiP-ToP 


Television,  Inc. 
Representatives 


Voiced  by  Margarette  Hamilton  / Produced  for  Ward  Baking  Company  by  Gouldfng,  EMIot  and  Graham 


Follow  these  signs  to  . . . 


IN  THE  DALLAS  - FT.  WORTH  MARKET 


CHANNEL  4 


Week  in  . . . week  out  . . . the  “maximum  coverage” 
station  in  the  vast  Dallas -Fort  Worth  Market  is 
KRLD-TV! 


KRLD-TV  covers  a potential  market  for  your 
product  of  676,500  TV  Homes  in  the  South’s  richest 
market.  In  net  weekly  circulation  KRLD-TV  reaches 
37,500  more  homes  than  station  B . . . 77,800  more 
homes  than  Station  C . . . 222,700  more  homes  than 
Station  D.* 

Your  sales  message  via  the  Channel  4 route  will 
SELL  MORE  . . . because  it  REACHES  MORE 
PEOPLE! 

*ARB-  April  1960 


represented  nationally  by  the  Branham  Company 


THE  DALLAS  TIMES  HERALD  STATIONS 


Qhannet*?,  DcMoa^- Ft: H/ortfl 


Clyde  W.  Rembert,  President 


MAXIMUM  POWER  TV-Twin  to  KRLD  radio  1080,  CBS  outlet  with  50,000  watts. 


BROADCASTING,  June  13f  1960 


Lee  at  last?  ■ Barring  unforeseen  de- 
velopments, Senate  Commerce  Com- 
mittee will  report  favorably  this 
Wednesday  on  nomination  of  Commis- 
sioner Robert  E.  Lee  to  serve  another 
seven-year  term  on  FCC  beginning 
June  30.  Meeting  is  last  scheduled  by 
Committee  Chairman  Magnuson  ID- 
Wash.)  before  Senate  adjournment  for 
Democratic  national  convention  that 
begins  July  1 1 in  Los  Angeles.  Chair- 
man Magnuson  said  he  will  support  ap- 
proval and  knows  of  no  concerted  op- 
position to  Republican  appointment. 

Lee  confirmation  still . would  require 
full  Senate  action.  There  remains  GOP 
vacancy  created  by  resignation  of  John 
C.  Doerfer  last  March.  Nomination  may 
be  made  after  President  returns  from 
two-week  Far  Eastern  trip,  but  there’s 
little  likelihood  that  Senate  would  con- 
firm since  it  will  be  faced  with  adjourn- 
ment prior  to  Democratic  convention, 
July  11.  Eliminated  last  week  with  no 
explanation  was  Homer  Lane,  vice  pres- 
ident and  assistant  general  manager  of 
KOOL-AM-TV  Phoenix,  and  added  to 
speculative  list  was  Charles  H.  King, 
dean,  Detroit  College  of  Law,  since 
1944.  Even  if  there  were  time.  Demo- 
crats won’t  confirm  fourth  Republican 
nominee  in  election  year  because  this 
represents  political  balance  and  Demo- 
crats, if  successful  in  election,  would 
name  new  chairman. 

Advance  planning  ■ Field  work  for 
A.C.  Nielsen  Co.’s  new  Nielsen  Cover- 
age Study  (NCS  ’61)  is  slated  to  start 
this  fall  for  radio  report,  next  spring 
for  tv  report,  with  delivery  of  finished 
reports  for  both  media  scheduled  for 
summer,  1961.  Both  will  be  tied  to 
new  census  data,  due  to  become  availa- 
ble in  meantime.  Letters  outlining  plans 
were  sent  to  stations,  advertisers  and 
agencies  (with  contracts  attached). 

Old  hats?  ■ While  both  radio  stand- 
ards and  tv  code  of  NAB  have  been  re- 
worked this  year,  there’s  growing  trade 
belief  that  both  should  be  scrapped  and 
completely  rewritten  to  keep  pace  with 
fast-changing  broadcast  program  and 
commercial  practices.  Radio  standards, 
which  are  due  for  name  change  to 
“code”  at  Radio  Board  meeting  this 
week,  were  drafted  in  1947.  Tv  code 
is  in  its  tenth  year.  Oft-mentioned  idea 
is  separation  of  both  codes  from  NAB 
administrative  control,  since  non-mem- 
bers are  eligible  to  subscribe. 

Plans  bored  ■ Sidelight  on  current 
furore  over  radio-tv  rates  (see  page  52) : 
It's  not  just  local-vs.-national  rates  and 
off-card  dealing  that  are  confusing  buy- 


CLOSED CIRCUIT. 


ers.  Multiplicity  of  “plans”  carried  on 
rate  cards  isn’t  helping,  either.  One 
leading  station  rep  made  random  sur- 
vey of  tv  station  rate  cards,  reports  he 
found  28  different  announcement  pack- 
ages and  discount  plans  offered.  Among 
these  are  such  assorted  ones  as  “Plan 
A”  and  "Plan  B,"  "Run-of-Schedule 
Plan”  and  “Fixed  Position  Plan”  (not  to 
mention  “3-5-10-15  Plan  Fixed  Posi- 
tion but  Preemptible”),  “Consecutive 
Week  Discount  Plan,”  “Weekly  Volume 
Discount  Plan,”  "Big  20  Special,”  “Big 
50  Identification  Package,”  numerical- 
sequence  arrangements  as  “6-9-12 
Plan,"  “5-8-12  Plan"  and  “4-6-9-12 
Plan,”  and  one  that’s  known  simply  as 
“The  Cover-All  Plan.” 

Floor  fight  ■ Provision  contained  in 
new  House  bill  for  10-day  suspension 
of  station  licenses  (in  lieu  of  revocation 
proceedings)  will  be  stoutly  resisted  on 
floor  of  House  and  in  Senate  (story 
page  88).  It  will  be  contended  that  pub- 
lic would  be  penalized  to  greater  degree 
than  station  if  service  were  stopped  and 
that  while  proposal  for  $l,000-per-day 
fine  is  objectionable,  too,  it’s  less  so 
than  suspension. 

In  limbo  ■ Offhand  check  shows  that 
some  600  broadcast  stations  of  all 
classes  (of  about  5,000  authorized)  are 
under  temporary  license  for  one  reason 
or  another — an  all-time  high  and  twice 
as  many  as  normal.  Figure  is  bloated 
because  of  payola,  failure  of  stations  to 
comply  with  questionnaires  sent  last 
December,  as  well  as  technical  and 
housekeeping  violations.  In  many  in- 
stances stations  haven’t  been  formally 
cited  or  notified  pending  further  in- 
vestigation and  study,  but  in  every  in- 
stance FCC  itself  passed  on  temporary 
authorization. 

New  policy  of  close  examination  of 
renewals  has  swelled  total  of  violations. 
It’s  understood  many  infractions  are 
regarded  as  unintentional  and  others  re- 
sult from  failure  of  stations  to  take 
FCC  inquiries  seriously.  Innocent  viola- 
tors probably  will  be  renewed  promptly, 
but  crackdowns  are  in  offing  in  more 
extreme  cases.  Included  in  group  of 
temporaries  are  all  of  key  stations  of 
major  networks  ( both  radio  and  tv)  in 
New  York. 

Mass  of  brass  ■ CBS  Inc.  was  holding 
its  own  summit  conference  last  week- 
end at  Seaview  Country  Club,  Absecon, 
N.J.  All  corporate  executives,  includ- 
ing owned  and  operated  station  man- 
agers— about  90  strong — were  invited 
for  closed  sessions  covering  every  facet 


of  CBS’  far-flung  operations.  Sessions 
began  Saturday,  with  about  three  hours 
out  for  “recreation”  (golf)  that  after- 
noon. Sessions  resumed  that  night  and 
continued  through  Sunday.  Chairman 
William  S.  Paley  and  President  Frank 
Stanton  were  apex-men  at  summit  con- 
ference, which  was  first  of  planned 
series  of  annual  events. 

Mute  journey  ■ Pinch  producers  are 
feeling  as  fall  approaches  with  no  end 
to  writers’  strike  is  dramatically  illus- 
trated in  today’s  departure  of  group  of 
actors,  directors,  cameramen  and  others 
for  Hong  Kong,  where  they  are  to  start 
shooting  20th  Century-Fox  Television’s 
hour-long  dramatic  series  of  that  name. 
They  left  without  scripts,  expect  to 
shoot  ad-libbed  action  against  local 
backgrounds,  hope  to  come  up  with 
footage  of  native  color  that  can  be  in- 
terspliced  with  dramatic  action  filmed 
in  Hollywood  in  studio  after  strike  is 
over  and  scripts  are  at  hand.  Hong  Kong 
is  planned  as  ABC-TV’s  major  effort  to 
wrest  audience  supremacy  from  NBC- 
TV’s  Wagon  Train  on  Wednesday  nights. 

Modernization  move  ■ To  speed  its 
processing  of  applications  in  all  areas 
of  licensing,  FCC  is  seriously  exploring 
possibility  of  automating  operations 
through  data  processing  equipment.  In 
broadcast  field  it  now  takes  minimum 
of  year  to  complete  normal  application 
consideration,  where  no  serious  com- 
plications are  involved.  With  data  proc- 
essing, research  could  be  done  possibly 
in  minutes.  With  FCC,  as  well  as  other 
independent  agencies,  under  attack  for 
constantly  mounting  backlogs,  it’s 
thought  that  data  processing  might  pro- 
vide dramatic  means  of  expediting  rou- 
tine paperwork  to  almost  instantaneous 
operation. 

They've  had  enough  ■ Major  south- 
ern radio  station,  which  began  buying 
all  records  when  FCC  announced  its 
Sec.  317  interpretation  that  free  rec- 
ords must  be  announced  as  such  on 
air,  has  given  in  to  practical  enonomics. 
Beginning  this  week  it  will  again  accept 
free  records  from  suppliers,  and  will 
make  appropriate  announcements.  Sta- 
tion took  action  regretfully,  but  found 
cost  of  record-buying  too  great  to  bear. 

Fine  print  ■ That  Bell  & Howell  spon- 
sorship of  Churchill  Memoirs  and  15 
public  service  hours  on  ABC-TV  (story 
page  51),  reportedly  boils  downs  to  ( 1 ) 
eight  of  26  Churchills,  and  (2)  sponsor- 
ship of  five  public  service  hours  plus 
commitment  to  sponsor  half  of  another 
1 0 that  ABC-TV  may  schedule. 
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Planned  research  is  needed  for  tel- 
evision ■ The  time  and  money  which 
the  industry  may  be  urged  by  a con- 
gressional committee  to  spend  in 
sharpening  its  tools  of  measurement 
“may  better  be  spent  on  programs  of 
research  that  may  make  the  measure- 
ments more  useful.”  Therefore,  it’s 
time  to  do  away  with  research  by  bits 
and  pieces  and  to  find  answers  to 
marketing  and  advertising  problems  by  planned  and  programmed  re- 
search, according  to  Edwin  H.  Sonnecken  and  K.  David  Inouye  of 
Marplan,  research  affiliate  of  McCann-Erickson,  New  York,  in  this 
week’s  Monday  Memo.  Page  18. 

New  products  on  television  ■ They’re  dozens  of  potential  million- 
dollar  brands  in  the  group.  A detailed  report  on  new  products  now  in 
test  phases.  Page  27. 

Balm,  bards  and  a book  ■ Advertising  Federation  of  America  finds 
defenders  of  ad  business  in  face  of  scandal  and  continuing  self-criticism. 
Local  clubs  get  new  Advertising  Book  of  Truth.  Page  34. 

Tv  enters  soaring  sixties  ■ First  quarter  network-spot  gross  time  billing 
indicates  national  advertisers  are  continuing  to  increase  monies  placed 
in  tv.  Page  38. 

Reflections  on  public  service  ■ Six  agency  executives  say  what  they 
think  of  commercial  prospects  of  public  service  programming — and  it 
isn’t  all  roses.  The  dominant  opinions:  Keep  it  out  of  prime  time,  don’t 
count  on  finding  advertisers  willing  to  shoulder  the  costs.  Page  46. 

Rates  & reps  ■ Virtually  all  radio-tv  representatives  send  S.O.S.  mes- 
sages to  their  stations,  outlining  N.W.  Ayer’s  complaints  and  urging  a 
uniform,  firm  policy  on  rates.  Page  52. 

Pay  tv's  top  billing  ■ That’s  the  way  it  looked  at  Paramount  Pictures’ 
annual  stockholders  meeting  where  Barney  Balaban  recounted  Tele- 
meter’s gains  in  Toronto.  Page  54. 

Guild  Films'  woes  ■ They’re  revealed  in  Securities  & Exchange  Com- 
mission registration  statement.  Page  56. 

Tv  sets:  county  by  county  ■ Nielsen  updates  1959  county  figures,  sees 
1.2  million  total  gain  in  U.S.  in  past  year.  Report  shows  total  homes, 
total  tv  homes  and  percentages  of  tv  penetration  for  each  U.S.  and 
Canadian  county  as  of  January  1960.  Page  67. 

Payola  to  House  floor  ■ Commerce  Committee  reports  modified  ver- 
sion, which  is  expected  to  go  to  House  chamber  this  week.  Page  88. 
Sec.  315  to  Senate  floor  ■ Commerce  Committee  reports  resolution  to 
suspend  equal  time  for  major  presidential  nominees,  acknowledges 
there’s  risk  but  thinks  it’s  worth  it.  Page  89. 

Everybody  likes  'em  ■ Well,  almost  everybody,  according  to  testimony 
before  House  subcommittee,  which  approves  Senate-passed  bill  to  legalize 
vhf  reflectors.  Page  92. 

No  rights,  says  court  ■ Montana  judge  rules  broadcasters  have  no 
common  law  property  rights  in  signal  or  program;  finds  against  Craney 
station  and  in  favor  of  Helena  catv.  Page  93. 
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LANSING 
JACKSON 
BATTLE  CREEK 


A solid  play  in  Michigan’s  Golden  Triangle 
stakes  you  to  a lively  market— Lansing, 
Jackson  and  Battle  Creek!  WILX-TV  cracks 
all  three  with  a city-grade  signal  and  scores 
big  in  a lush  outstate  area  ranking  11th  in 
retail  sales*— 26th  in  TV  households**. 
Your  play— call  Venard,  Rintoul  & Mc- 
Connell, Inc. 


*SRDS  Consumer  Market  Data 
••Television  Age  100  Top  Markets  — 11/30/59 


SERVING  MICHIGAN’S 

GOLDEN  TRIANGLE 

Associated  with  WILS-Lansing  / WP0N  -Pontiac 
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MEREDITH  WOW,  INC. 

is  pleased 
to  announce 

the  Appointments 

of 

WILLIAM  O.  WISEMAN 

as  Station  Manager  of 
RADIO  WOW  - Omaha 

and  of 

C.  ALFRED  LARSON 

as  Station  Manager  of 

WOW-TV  - Omaha 

• 

Executive  Vice  President 
Meredith  Broadcasting  Company 

Vice  President  & General  Manager 
Meredith  WOW,  Inc. 


W.  O.  "BILL”  WISEMAN  is  a 
broadcasting  rarity  in  that  his  per- 
sonal initials  duplicate  those  of  his 
station — “W.O.W.”  Bill  is  a 23-year 
veteran  of  RADIO  WOW,  coming  to 
the  station  in  1937.  He  has  served  as 
Promotion  Manager  and  since  1951 
as  Sales  Manager.  He  will  continue 
as  RADIO  WOW  Sales  Manager. 
Bill  has  become  widely  known  in 
broadcast  advertising  circles  the  coun- 
try over  through  his  RADIO  WOW 
presentations  to  agencies  and  clients. 


C.  ALFRED  “AL”  LARSON 
joined  RADIO  WOW  as  a book- 
keeper in  1938.  He  successively  served 
RADIO  WOW  as  Office  Manager 
and  salesman  and  WOW-TV  as  Local 
Sales  Manager.  In  1953  he  was  ap- 
pointed Commercial  Manager  of 
Station  KPHO-TV,  Phoenix,  where  he 
remained  for  three  years.  A1  then 
moved  to  Des  Moines  and  a four- 
year  stint  as  Assistant  Director  of 
Meredith  Radio  and  TV  Stations. 


Meredith  Stations  are  affiliated  with  “Better  Homes  and  Gardens”  and  “Successful  Farming”  Magazines 


WHEN  Radio 
WHEN-TV 

Syracuse,  N.  Y. 


KPHO  Radio 
KPHO-TV 

Phoenix,  Ariz. 


KRMG  Radio 

Tulsa,  Okla. 


MEREDITH 

STATIONS 


WOW  Radio 
WOW-TV 

Omaha 


KCMO  Radio 
KCMO-TV 

Kansas  City,  Mo. 
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Caribbean  outlet 
basis  of  protest 

Radio  storm  is  blowing  up  in  Carib- 
bean, and  before  it  blows  out  it  may 
involve  FCC,  USA,  Honduras  and 
Cuba. 

Storm  centers  around  Radio  Swan,  50 
kw  commercial  broadcast  station  on 
Swan  Island,  100  miles  off  coast  of 
Honduras  (Broadcasting,  May  30). 
Station  began  full-time  broadcasting 
Thursday  on  1160  kc  and  was  moni- 
tored by  FCC  monitoring  service.  KSL 
Salt  Lake  City  is  dominant  Class  1-A 
station  on  1160  kc.  Programs  begin  at 
8 a.m.  and  continue  to  10:30  p.m.,  half 
in  English  and  half  in  Spanish  and  are 
mainly  news  and  music.  It  is  not  li- 
censed by  FCC. 

Station  is  owned  by  Gibraltar  Steam- 
ship Co.  at  29  Broadway,  New  York. 
Howard  H.  Heath  is  sales  manager. 
Spokesman  for  company  said  station 
was  dickering  with  KSL  for  “amicable” 
solution  to  use  of  1160  kc.  He  also 
pointed  out  that  there  has  been  long 
time  jurisdictional  dispute  between  U.S. 
and  Honduras  on  sovereignty  of  island 
and  for  that  reason  company  decided  to 
go  ahead  without  seeking  FCC  ap- 
proval. 

There  have  been  reports  that  this  is 
radio  station  to  which  Cuban  Premier 
Fidel  Castro  alluded  in  recent  speech  as 
beaming  “propaganda”  to  Cuban  peo- 
ple. 

U.S.  maintains  meteorological  station 
on  island.  According  to  reports,  it  is 
owned  by  Sumner  Smith  family  of  Bos- 
ton. 

Suspension  clause 
draws  NAB  protest 

Call  for  broadcasters  to  make  feelings 
known  in  halls  of  Congress  against  sus- 
pension provisions  of  House  Commerce 
Committee-approved  bill  (S-1898)  was 
sounded  Friday  by  Vincent  Wasilewski, 
NAB  government  affairs  director.  In 
urgent  memorandum  to  membership, 
Mr.  Wasilewski  pointed  out  that  House 
committee  has  tacked  onto  Senate  anti- 
payola, anti-rigged  quiz  show  bill  sec- 
tion permitting  FCC  to  suspend  station 
license  for  up  to_  1 0 days,  and  also  to 
impose  $1,000  fine  (see  page  88). 

Suspension  provision  was  central 
item  in  Mr.  Wasilewski’s  notice  which 
went  to  all  NAB  members.  This  runs 
counter  to  NAB  position  submitted  to 
committee  earlier,  he  recalled,  and 


Gravy  train 

If  McCann-Erickson  Adv. 
(USA)  doesn’t  continue  to  go 
onward  and  upward,  it  won’t  be 
for  lack  of  nomenclature.  Call  to 
M-E  executive  Friday  (June  10) 
elicited  response  he  was  at 
“thrust”  meeting.  Asked  “what 
meeting?”,  secretary  commented, 
“Well,  that’s  what  they  call  it. 
Everybody  is  over  at  the  Wal- 
dorf; meeting  usually  lasts  all 
day.”  “Operation  Thrust”  at 
McCann-Erickson  is  umbrella 
name  for  agency’s  planning  to 
get  maximum  benefits  for  itself 
and  clients  from  booming  econo- 
my foreseen  for  decade  of  ’60’s. 


opens  potentiality  and  probability  of 
government  moving  more  into  program- 
ming area.  This  leads  to  “lifted  eye- 
brow” technique  of  regulation,  NAB 
official  declared.  Although  NAB  also 
opposed  forfeiture  proposals,  as  be- 
tween suspension  and  fines,  Mr. 
Wasilewski  stated,  there  would  be  less 
objections  to  fines. 

McCann-Erickson 
accounts  shift 

Two  sudden  developments  at  Mc- 
Cann-Erickson late  in  week  saw  agency 
emerge  Friday  (June  10)  apparently 
some  $1.5  million  ahead  in  billing.  Mc- 
Cann-Erickson lost  Lehn  & Fink  $1 
million  account,  apparently  relations 
ruptured  in  part  by  open  secret  of  Lehn 
& Fink  hiring  “consultant”  to  buy  radio 
at  cheapest  rates  obtainable  and  bypass- 
ing agency. 

About  $2.5  million  billing  was  gained 
as  General  Motors  appointed  McCann- 
Erickson  for  new  tv  institutional  busi- 
ness, first  substantial  GM  institutional 
in  medium  since  1958  when  it  dropped 
Wide  Wide  World  on  NBC-TV  (see 
GM  buy  of  World  Series,  other  sports, 
page  32). 

McCann-Erickson  continued  expand- 
ing its  facilities,  announcing  merger 
Friday  of  F.G.  Mullins  Co.,  Seattle, 
into  its  western  region.  Accounts  in- 
clude Seattle  First  National  Bank  and 
S&H  green  trading  stamps. 

Lehn  & Fink’s  controversial  spot  ra- 
dio drive  was  on  behalf  of  Stri-Dex  skin 
ointment;  other  products  included  Ly- 
sol,  Etiquet,  Hinds  Honey  & Almond 
Cream  and  Lysette.  It’s  reported  that 
when  Lehn  & Fink  activity  on  Stri-Dex 


became  known,  McCann-Erickson  told 
stations  it  wanted  same  reduced  rates 
obtained  by  Stri-Dex  for  other  clients 
handled  by  agency. 

‘Watchdog’  counsel 

Majority  counsel  has  been  appointed 
for  Senate  “watchdog”  subcommittee 
headed  by  Sen.  Ralph  Yarborough  (D- 
Tex.)  which  will  “keep  an  eye”  on 
political  broadcasts  during  election 
campaigns  this  year  (see  story  page 
91).  He  is  Joe  Bailey  Humphrey  of 
Dallas,  named  by  Sen.  Yarborough, 
and  he  was  sworn  in  Thursday.  He’ll 
be  on  Senate  Commerce  Committee 
payroll  pending  Senate  action  on 
S Res  305,  currently  on  calendar,  which 
appropriates  $45,000  to  three-man 
group. 

Lobbying  charged 

Ranking  House  Commerce  Commit- 
tee Republican  John  B.  Bennett  (Mich.) 
Friday  charged  broadcast  industry  lob- 
bying caused  committee  to  kill  his  bill 
to  regulate  networks  (story  page  88). 
He  plans  to  try  to  get  network  regula- 
tion provision  into  payola  bill  when  it 
comes  to  House  floor.  He  said  networks 
have  shown  “amazing  laxness  in  pro- 
ducing fraudulent  programs.”  He  said 
he  hadn’t  seen  such  lobbying  pressures 
“in  all  the  years  I’ve  been  in  Congress.” 
It  was  understood  committee  voted  13-5 
against  his  bill. 

Dozen  tv  outlets 
carry  Rockefeller 

More  than  a dozen  tv  stations,  plus 
several  radio  outlets,  had  arranged  last 
Friday  (June  10)  to  carry  New  York 
Gov.  Nelson  Rockefeller’s  appearance 
last  night  (Sunday)  on  WNTA-TV’s 
New  York-Newark  Open  End.  High 
interest  came  after  governor’s  attack  on 
Vice  President  Richard  M.  Nixon, 
only  avowed  Republican  candidate. 

Gov.  Rockefeller  also  was  to  appear 
earlier  yesterday  evening  on  NBC-TV’s 
Meet  the  Press.  This  interview  original- 
ly was  scheduled  for  June  19  but  was 
moved  up  one  week,  bumping  Demo- 
cratic hopeful  Sen.  John  Kennedy 
(Mass.)  who  will  appear  at  later  date. 

If  Gov.  Rockefeller  had  chosen  to 
accept  Mr.  Nixon’s  invitation  to  in- 
terview him  on  television,  pair  could 
have  had  wide-open  networks.  With 
ABC-TV  and  CBS-TV  both  suggesting 
Wednesday,  7:30-8:30  p.m.  it  could  have 
been  two-network  simultaneous  tv. 
Both  mentioned  June  15  and  CBS  of- 
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fered  succeeding  Wednesday  as  alter- 
nate date.  NBC  proffered  “suitable 
time.” 

Among  stations  making  time  avail- 
able, WNTA-TV  New  York-Newark 
said  two  Republicans  could  have  all 
prime  time  they  wanted,  with  tape  dis- 
tribution to  all  U.S.  radio  and  tv  sta- 
tions thrown  in. 

Contract  penalty 
drafted  in  House 

House  Commerce  Committee  Fri- 
day discussed  committee  draft  of  new 
ex  parte  bill  carrying  criminal  penal- 
ties of  $10,000  fine  and  year’s  im- 
prisonment for  violators.  Committee 
renews  talks  on  bill  tomorrow  (Tues- 
day) at  10  a.m.  in  closed  session. 

Bill  covers  all  federal  regulatory 
agencies  and  was  drafted  with  assist- 
ance of  American  Bar  Assn,  and  Fed- 
eral Communications  Bar  Assn,  repre- 
sentatives. It  would  forbid  ex  parte 
contacts  between  agency  members,  ex- 
aminers and  agency  personnel  having 
part  in  decisions;  would  require  all 
written  communications  — and  “fair 
summary”  of  oral  communications — 
be  placed  in  record  on  cases  noticed 
for  hearing. 

Treaties  signed 

Treaties  signed  last  Dec.  21  at  In- 
ternational Telecommunications  Con- 
vention in  Geneva  by  delegates  of  U.S. 
and  other  countries  [Broadcasting, 
Dec.  28,  1959]  have  been  transmitted 
to  Senate  for  consent  to  ratification  and 
have  been  referred  to  Senate  Foreign 
Relations  Committee.  They  are  Execu- 
tive I (Administrative  Radio  Confer- 
ence) and  Executive  J (Plenipotentiary 


Conference  of  International  Telecom- 
munications Union). 

NBC,  four  stations 
protest  rep  ban 

NBC  and  four  stations  on  its  repre- 
sentation list  filed  appeals  Friday  in 
U.S.  Court  of  Appeals  in  Washington 
against  FCC’s  order  prohibiting  net- 
works from  representing  non-owned  af- 
filiates (Broadcasting,  Oct.  12,  1959). 
In  addition  to  NBC,  following  filed  ap- 
peals: KOA-TV  Denver,  KSD-TV  St. 
Louis,  WAVE-TV  Louisville  and 
WRGB  (TV)  Schenectady.  Appeal  also 
was  from  FCC  refusal  to  reconsider  last 
October’s  order  (Broadcasting,  April 
18.)  The  order  covers  CBS  as  well  as 
NBC.  ABC  gave  up  spot  representation 
business  in  1952. 

Ruling  prohibits  tv  network  from 
representing  affiliated  stations  other 
than  its  owned  outlets.  Both  NBC  and 
CBS  were  given  until  Dec.  31,  1961  to 
comply.  CBS  has  announced  it  will 
abide  by  decision.  Network  representa- 
tion of  radio  stations  was  not  affected. 

FTC  consent  decree 
for  Blue  Bonnet 

Standards  Brands  Inc.  and  its  adver- 
tising agency,  Ted  Bates  & Co.,  have 
agreed  to  abide  by  Federal  Trade  Com- 
mission order  prohibiting  use  of  “mis- 
leading pictorial  demonstrations”  for 
Blue  Bonnet  oleomargarine,  it  was  an- 
nounced today  (Monday)  by  FTC. 

Specifically,  Standard  Brands  and 
Bates  consented  to  cease  using  adver- 
tisements purporting  to  prove  that  mois- 
ture drops  appearing  on  Blue  Bonnet 
in  tv  ads  cause  it  to  taste  more  like  but- 
ter than  competing  margarines. 


In  its  complaint,  issued  Jan.  8,  FTC 
charges  took  exception  to  tv  commer- 
cial which  claimed  that  “flavor  gems” 
shown  visually  were  just  like  those  on 
“high-priced  spread  (butter)”.  Trade 
commission  charged  commercial  was 
deceptive  because  “flavor  gems”  illus- 
trated were  magnified,  were  produced  by 
drops  of  non-volatile  liquid,  and  have 
no  relation  to  flavor  or  value  of  either 
margarine  or  butter. 


Strike  of  Writers  Guild  of  America  ||l 
against  Assn,  of  Motion  Picture  Pro-||l 
ducers  for  theatrical  films  seemed  settled  Ijl 
Friday  and  that  of  WGA  against  Al- 
fiance  of  Television  Film  Producers  ||| 
close  to  settlement  as  negotiators  for  tv  III 
writers  and  tv  film  companies  recessed  ||| 
for  weekend  with  agreement  to  resume  || 
discussions  at  10  a.m.  today  (June  13).  I 
New  pact  for  writers  of  theatrical  films, 
approved  Friday  by  WGA  council  and* 
to  be  submitted  to  special  membership  j 
meeting  last  night  will  run  three  and  , 
one-half  years  from  date  strike  ends.  It 
calls  for  10%  increase  in  minimum  for 
first  two  years  and  additional  5%  for 
balance;  for  2%  of  producers’  proceeds  | 
from  sale  of  theatrical  films  made  dur- 
ing this  contract  to  free  tv;  for  pen-  ■ 
sion  and  welfare  plans  to  be  established 
by  producers’  contribution  of  $600,000 
plus  payments  of  sums  equal  to  5%  off 
writers’  salaries  up  to  $100,000  per  pic-!; 
ture. 

Both  sides  maintained  positions  on! 
pay  tv:  Producers  held  that  it  is  exten-l 
sion  of  box  office  calling  for  no  extra 
payment;  writers  claimed  it  is  new  use 
and  should  be  paid  for,  but  WGA 
agrees  not  to  demand  new  payments 
during  term  of  contract. 


WGA  strike  ending 


WEEK’S  HEADLINERS 


Carl  M.  Watson,  NBC  manager  of  continuity  acceptance, 
named  director  of  department,  succeeding  Stockton  Helf- 
frich,  who  leaves  post  to  head  NAB  tv  code  office  in  New 
York  [Broadcasting,  June  6].  New  director  has  been 
manager  of  continuity  acceptance  since  1955,  when  he  was 
promoted  from  assistant  manager.  Mr.  Watson  joined  NBC 
as  page  in  1938,  moving  in  1940  to  music  department  of 
old  international  division  which  broadcast  abroad.  After 
war  service  he  returned  to  NBC,  assigned  to  station  rela- 
tions, and  became  assistant  manager  of  continuity  relations 
in  1948. 

George  R.  Coleman,  assistant  media  director  of  Norman, 
Craig  & Kummel,  New  York,  appointed  assistant  vice  presi- 
dent and  manager  of  media  services.  Henry  Halpern, 
research  director  of  NC&K,  elected  assistant  vice  president 
of  agency.  Sheldon  Boden,  NC&K  timebuyer,  appointed 
chief  timebuyer.  Mr.  Coleman  has  been  with  NC&K  and 


predecessor  agency  in  various  executive  capacities  for  17  j 
years.  Mr.  Halpern  joined  agency  last  year  from  MacManus,  j 
John  & Adams,  New  York,  where  he  had  been  marketing 
media  and  research  director  for  seven  years.  Mr.  Boden 
came  to  NC&K  in  1959  and  earlier  had  been  with  Kenyon 
& Eckhart’s  media  department. 

Ralph  Steetle,  for  nine  years  executive  director  of  Joint 
Council  on  Educational  Television,  has  resigned  effective 
in  September  to  become  associate  dean  of  Oregon  System 
of  Higher  Education,  general  extension  division.  State 
operates  two  educational  tv  stations,  one  radio  station  and 
audio-visual  system. 

George  Chandler,  treasurer  of  Screen  Actors  Guild,  unani- 
mously chosen  by  SAG  board  to  serve  as  president  of  guild  I 
until  next  regular  election  of  officers  in  November.  He 
replaces  Ronald  Reagan  (see  page  104). 


FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  & FORTUNES 
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Baltimore  and  nearby  Chesapeake  Bay  are  great  boating  areas.  WFBR  has  long  serviced  this 
ever-growing  fleet  with  specialized  programming.  In  the  WFBR  audience,  there  are  proportion- 
ately twice  as  many  boat  owners  as  there  are  in  the  total  sample,  which  includes  listeners  to  all 
Baltimore  stations.* 


When  you  advertise  on  WFBR,  you  reach  the  people  who  have  the  spendable  income  and  who  spend  it. 


* In  a recent  Qualitative  Survey  in  the  metropolitan 
' Baltimore  area,  The  Pulse,  Incorporated,  matched 


certain  socio-economic  factors  with  radio  station 
listening  habits. 


Represented  by  John  Blair  and  Company 
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BALTIMORE,  MARYLAND 


part  of  the  profile  of  a great  radio  station  . . . 

MORE  WFBR  LISTENERS 
OWN  PLEASURE  BOATS 


17  award  winning  commercials 


The  TV  Commercials  Council  has  selected  and 
announced  the  winners  of  the  first  American 
TV  Commercials  Festival  and  Forum. 

This  Forum  is  a new  competition  supported 
by  Sponsor  Magazine.  Criteria  for  judgment: 
impact,  belie vability,  tastefulness,  copy  line, 
demonstration,  identification. 

The  judges  were  50  top  advertising  men — 
34  agency  men,  three  representatives  of  TV 
stations  or  trade  magazines,  and  13  advertisers 
and  people  from  other  areas  of  advertising. 
Their  job  was  to  pick  winners  out  of  the  1327 
commercials  that  were  submitted  by  both 


agencies  and  production  companies. 

In  the  awards  for  last  year’s  commercials, 
which  fell  into  27  categories,  Y&R  won  five 
first  places,  seven  seconds  and  one  honorable 
mention.  In  the  technical  group,  Y&R  won 
four  awards. 

In  addition  to  the  1959  awards,  25  com- 
mercials from  the  past  10  years  were  selected 
in  the  “classics”  group  to  form  a nucleus  for 
a “Hall  of  Fame.”  Of  those  25,  five  were 
from  Y&R. 

Objective  1960?  More  good  commercials. 

YOUNG  & RUBICAM,  Advertising 


KAISER  FOIL  • KAISER  ALUMINUM  CORP. 


MIXERS  o GENERAL  ELECTRIC 


SIMONIZ  • SIMONIZ  COMPANY 


76  GASOLINE  . UNION  OIL  COMPANY 


REFRIGERATOR-FREEZERS  • GENERAL  ELECTRIC 


DRANO  • THE  DRACKETT  COMPANY 


NUGGETT  SHOE  POLISH  • RECKITT  & COLMAN,  LTD. 


TANG  • GENERAL  FOODS 


JELL-0  • GENERAL  FOODS 


BABY  POWDER  • JOHNSON  A JOHNSON  KAISER  INDUSTRIES  CORP. 
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A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(* Indicates  first  or  revised  listing) 


JUNE 

’’June  12-14 — Merchandising  Executives  Club  of 
New  York  annual  seminar,  The  Griswold  Inn, 
Groton,  Conn. 

June  12-17 — Fourth  Annual  Communications  In- 
stitute for  High  School  Students,  institute  on 
broadcasting  sponsored  by  School  of  Journalism, 
Pennsylvania  State  U.,  State  College,  Pa. 

June  13-17 — International  Advertising  Film  Fes- 
tival, Lido,  Venice,  Italy. 

June  13 — Film  Producers  Assn,  annual  industry 
dinner.  Plaza  Hotel,  N.Y. 

June  13 — Deadline  for  filing  reply  comments  to 
FCC  amendment  of  Conelrad  manual  BC-3  to  pro- 
vide for  transmission  standards  for  the  Conelrad 
attention  signal. 

June  13 — Rehearing  in  the  Miami  ch.  7 tv 
grant  before  Special  Hearing  Examiner  Horace 
Stern,  Courtroom  7,  Federal  Courthouse  Bldg., 
Philadelphia. 

June  13-14 — Radio  Frequency  Interference  Sym- 
posium. Field  trips  to  FCC  lab  and  monitoring  sta- 
tion are  planned.  Shoreham  Hotel,  Washington, 
D.C. 

June  13-17 — NAB  Board  of  Directors  meeting. 
Statler- Hilton  Hotel,  Washington,  D.C. 

June  15-17 — American  Marketing  Assn,  annual 
meeting.  Hotel  Leamington,  Minneapolis.  Marion 
Harper  Jr.,  president  of  McCann-Erickson  Inc., 
will  be  keynote  speaker. 

June  16-18 — Conference  on  Education  for  Jour- 
nalism, co-sponsored  by  American  Society  of 
Journalism  School  Administrators  and  Southern 
Illinois  U.  Held  at  Carbondale,  III.  Among  the 
speakers  will  be  Charles  Siepmann,  chairman, 
Dept,  of  Communications  in  Education,  New  York 
U.;  Gordon  Norberg,  vice  president  and  research 
director,  Wade  Adv.,  Chicago;  Frank  Walsh,  re- 
search director,  Compton  Adv.,  Chicago,  and  Wil- 
liam Small,  news  director  of  WHAS-TV  Louisville 
and  president  of  Radio-Tv  News  Directors  Assn. 
June  16-18 — Florida  Assn,  of  Broadcasters  an- 
nual meeting.  Hotel  Robert  Meyer,  Jacksonville. 
June  18 — Florida  Defense  Network  meeting. 
Hotel  Robert  Meyer,  Jacksonville. 

June  19-24 — National  Advertising  Agency  Net- 
work national  conference.  Oyster  Harbors  Club, 
Osterville,  Mass. 

June  20 — Board  of  Broadcast  Governors  public 
hearings  in  Lord  Nelson  Hotel,  Halifax,  N.S. 
June  20 — Comments  due  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations. 

June  20 — Hollywood  Advertising  Club  luncheon. 
Noon,  Hollywood  Roosevelt  Hotel.  Subject:  “A 
Salute  to  the  Advertising  Council."  Principal 
speaker;  Sydney  R.  Bernstein,  vice  president  of 
Advertising  Publications  Inc. 

June  20 — National  Academy  of  Television  Arts 
& Sciences  presents  annual  Emmy  Awards.  Pres- 
entation to  be  carried  over  NBC-TV,  10-11:30 
p.m.'EDT. 

June  20-Aug.  13 — 18th  annual  Stanford  Radio 
Tv-Institute,  offering  12  classes  in  broadcasting 
and  film  in  cooperation  with  KNBC  (TV),  KPIX 
(TV)  and  KQED  (TV),  all  San  Francisco.  Stanford 
IJ.,  Stanford,  Calif. 


Bet  that’s  the  first  time  you  ever 
saw  a live  human  being  utter  a map 


WIS-TV 

COLUMBIA,  SOUTH  CAROLINA 


GEHENNA  OR 


UP  TO  A THRONE.. 

or  wherever  else  you  want  to  go,  old 
time-snagger  . . . the  way  to  go  is  with 
the  best,  as  Wade  Hampton  used  to 
say  when  I rode  with  his  South  Caro- 
lina Redshirts.  "Ambrose,”  he  said 
(that’s  me.  Major  Ambrose  W. 
Sellingforce),  "some  day  you’ll  be 
able  to  reach  the  whole  great  State 
of  South  Carolina,  or  plumb  near, 
with  one  buy,  WIS-TV  in  Columbia, 
at  the  hub  of  the  state  with  that 
1526-foot  antenna.”  Foresighted 
fella,  he  was,  just  like  me.  Here  it  is, 
WIS-TV,  MAJOR  SELLING  FORCE  IN 
SOUTH  CAROLINA, old  superlative! 


a station  of 


THE  BROADCASTING  COMPANY  OF  THE 


WIS-TV,  Channel  10.  Columbia,  S 
WSFA-TV,  Channel  12, 

WIS,  560,  Columbia,  S.  C. 

WIST,  930,  Charlotte,  N.  C. 


June  20-21 — Chicago  Spring  Conference  on  Broad-  i 
cast  and  Television  Receivers,  Graemere  Hotel,  j 
that  city,  running  concurrently  with  International  | 
Home  Furnishings  Market.  Emphasis  will  be  on  h 
home  consumer  entertainment  field  under  sponsor-  I 
ship  of  Chicago  Section  of  Institute  of  Radio  E 
Engineers.  Keynote  speaker:  Joseph  S.  Wright,  | 
president.  Zenith  Radio  Corp. 

June  20-24 — American  Institute  of  Electrical  En-  y 
gineers'  summer  general  meeting.  66  technical 
sessions  on  subjects  including  communications  in- 
strumentation and  control,  computers,  basic 
science  and  management  are  planned.  Inspection 
trips  of  various  engineering  facilities  are  also  on 
the  agenda.  Chalfonte-Haddon  Hall  Hotel,  Atlantic 
City,  N.J. 

June  21-July  7 — Third  annual  workshop  on  the 
Art  of  Preaching  and  Mass  Communications,  spon- 
sored by  the  E.  Stanley  Jones  Institute  of  Com- 
municative Arts  and  Emory  U.,  Atlanta.  Ministers 
will  learn  to  plan  and  produce  radio  and  tv  pro- 
grams, write  and  deliver  more  effective  sermons 
and  generally  to  use  mass  communications.  Held 
at  the  university. 

June  21-24 — National  Community  Tv  Assn.,  ninth 
annual  convention.  Fontainebleau  Hotel,  Miami 
Beach,  Fla. 

•’June  22 — Indiana  Broadcasters  Assn,  general 
meeting  to  discuss  political  broadcasting.  Vince 
Wasilewski,  NAB  director  of  governmental  af- 
fairs, will  be  guest  speaker.  10  a.m.  at  the 
Columbia  Club,  Indianapolis. 

June  23-24 — Advertising  and  information  serv- 
ices directors,  CBS-owned  tv  stations,  St.  Regis 
Hotel,  New  York. 

’’June  23-24 — Wisconsin  Broadcasters  Assn,  an- 
nual meeting.  Devi  Bera  Resort,  Baraboo,  Wis. 
Radio-tv-movies  personality  Jack  Carson  will  be 
honored  as  Wisconsinite  of  the  Year. 

June  22-24 — Second  National  Conference  on  Elec- 
tronics Standards.  Co-sponsors:  National  Bureau 
of  Standards,  Institute  of  Radio  Engineer's  pro- 
fessional groups  of  instrumentation  and  microwave 
theory  and  techniques  and  American  Institute  of 
Electrical  Engineers,  National  Bureau  of  Standards 
Labs,  Boulder,  Colorado. 

June  23-25 — National  Assn,  of  Tv  & Radio  Farm 

Directors'  annual  summer  meeting.  Fresno,  Calif. 
June  23-25 — Maryland-D.C.  Broadcasters  Assn, 
annual  meeting.  Ocean  City,  Md. 

’’June  24 — Mutual  Affiliates  Advisory  Committee 
meeting  with  MBS  executives.  Representing  Mu-; 
tual  will  be  Robert  Hurleigh,  president;  Charles 
W.  Godwin,  stations  vice  president;  and  Charles 
King,  stations  director.  MAAC  Chairman  Victor 
C.  Diehm,  president  of  WAZL  Hazelton,  Pa.,  will 
preside.  Chicago. 

June  24-25 — Colorado  Broadcasters  Assn.,  Con- 
tinental Hotel,  Pueblo. 

’June  25 — UPI  Broadcasters  of  Connecticut  meet- 
ing of  officers  and  directors  with  wire  study 
committee.  Silvermine  Tavern,  Norwalk. 

June  26-30 — Advertising  Assn,  of  the  West,  57th 
annual  convention.  Hotel  Del  Prado,  Mexico  City. 
Theme:  "Advertising  in  the  Challenging  Sixties." 
Speakers  include  Charles  Brower,  president,  BBD0; 
James  Fish,  vp  for  advertising,  General  Mills; 
Romulito  0'Farrill,  prominent  Mexican  broadcast- 
er; James  Farley,  president,  Coca  Cola  Export  Co. 
June  27-29 — Institute  of  Radio  Engineers  fourth 
national  convention  on  military  electronics,  spon- 
sored by  professional  group  on  military  electronics 
of  IRE,  Sheraton-Park  Hotel,  Washington,  D.C. 
June  29-July  1 — Virginia  Assn,  of  Broadcasters 
annual  meeting.  Cavalier  Hotel,  Virginia  Beach. 

JULY 

July  11-15 — Institute  in  Industrial  and  Tech- 
nical Communications,  Colorado  State  U.,  Fort 
Collins,  Colo.  Elwood  Whitney,  senior  vice-presi- 
dent and  director,  Foote,  Cone  & Belding,  will 
give  opening  address. 

July  19-20 — Idaho  Broadcasters  Assn,  conven- 
tion. John  Meagher,  NAB  vice-president,  and  Ben 
Sanders,  KICD  Spencer,  Iowa,  will  be  featured 
speakers.  Sandpoint,  Idaho. 

July  20-24 — American  Federation  of  Television 
and  Radio  Artists  annual  convention.  Shoreham 
Hotel,  Washington,  D.C. 

July  24-Aug.  5 — Advertising  Federation  of  Amer- 
ica's second  annual  management  seminar  in  ad- 
vertising and  marketing.  Harvard  Business  School, 
Boston.  A limit  of  50  applicants  has  been  set  to 
be  selected  from  agency  and  advertiser  marketing 
executives,  plus  one  representative  from  each  ma- 
jor media  association.  Applications  available  from 
AFA,  250  W.  57th  St.,  New  York  19. 
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The  majestic  beauty  of  a harp  weaves  a 
mood  so  vital  to  good  music  that  only  the 
best  Is  good  enough  for  the  symphony 
conductor. 

This  same  "quality  touch"  and  ceaseless 
devotion  in  achieving  the  best  Is  also 
what  sets  apart  great  radio  and  television 
stations  from  the  rest. 


radio  & television 


’J  COMPANY 

NATIONAL  SALES  OFFICES: 

625  Madison  Ave.,  N.Y.  22  • PLaza  1-3940 
230  N.  Michigan  Ave.,  Chicago  1 • FRanklin  2-6498 


PIONEER? 


A pioneer  pioneers  to  get  out  of  a 
rut.  To  explore.  To  open  frontiers. 
To  bring  about  new  concepts.  It’s 
not  the  easiest  calling.  Everything 
must  be  learned  the  hard  way.  The 
risks  are  large  and  incessant. 

There  were  few  broadcasting  guide- 
posts  when  we  started  out  33  years 
ago.  What  have  we  learned  from  it 
all?  This: 

You  first  must  make  yourself  a re- 
sponsible citizen  and  a good  neigh- 
bor to  the  community  as  a whole. 
Only  in  this  way  can  you  build 
loyal,  responsive  audiences  — the 
real  success  of  any  station.  In  short, 
it’s  good  business  to  operate  in  the 
public  interest. 


Radio 

PHILADELPHIA— WIBG 
LOS  ANGELES-KPOP 
DETROIT— WJBK 
TOLEDO— WSPD  (NBC) 
CLEVELAND— WJW  (NBC) 
MIAMI— WGBS  (CBS) 
WHEELING— WWV A (CBS) 

Television 

DETROIT— WJBK-TV  (CBS) 
CLEVELAND— WJW-TV  (CBS) 
MILWAUKEE— W I Tl -TV  (CBS) 
ATLANTA-WAGA-TV  (CBS) 
TOLEDO— WSPD-TV  (ABC-NBC) 


MONDAY  MEMO 

from  EDWIN  H.  SONNECKEN  and  K.  DAVID  INOUYE,  Marxian,  research  affiliate,  McCann-Erickson,  N.Y. 

Planned  research  is  needed  for  television 


In  a few  weeks  we  should  be  hearing 
from  the  committee  of  statisticians  ap- 
pointed by  Congress  to  find  out  how 
accurate  the  tv  ratings  are. 

After  their  report  is  in,  will  we  know 
significantly  more  about  any  aspect  of 
tv  and  its  problems?  Probably  not.  We 
will  know  little  more  about  the  precision 
of  the  measuring  device  called  “ratings.” 
But  improving  the  accuracy  of  this  yard- 
stick will  hardly  solve  any  of  tv’s  prob- 
lems— its  public  ones  or  its  private  ones. 

Despite  the  differences  in  individual 
ratings  computed  by  different  services, 
knowledgeable  tv  people  surely  have  no 
doubt  about  which  shows  are  viewed  by 
the  multitudes  and  which  are  shunned. 
Congress’  inquiry  into  the  rating  system 
merely  underlines  tv’s  preoccupation 
with  “measurement”  and  its  neglect  of 
“research.” 

Definition  ■ Are  we  engaging  in  a 
semantic  quibble?  The  word  book  makes 
this  distinction:  Measurement — Ascer- 
taining the  extent,  degree,  or  capacity 
of,  by  a standard;  hence,  to  estimate. 
Research — Studious  inquiry;  usually 
critical  and  exhaustive  investigation  or 
experimentation  having  for  its  aim  the 
revision  of  accepted  conclusions,  in  the 
light  of  newly  discovered  facts. 

The  difference  is  clear.  Measurement 
is  a tool  of  research — but  not  a sub- 
stitute for  it. 

Inevitably,  the  committee  of  statistical 
experts  now  examining  tv’s  measuring 
rod  will  point  out  its  inaccuracies. 
Despite  these  shortcomings,  we  suggest 
that  the  time  and  money  which  the 
industry  may  be  urged  to  spend  in 
sharpening  its  tools  of  measurement 
may  better  be  spent  on  programs  of 
research  that  may  make  the  measure- 
ments more  useful. 

Today,  when  television  billings  have 
equalled  and  passed  print  billings,  it  is 
probably  safe  to  say  that  there  is  still 
more  money,  time  and  energy  being 
devoted  to  research  in  print.  In  part, 
this  is  to  be  expected  because  we  still 
do  not  know  how  to  spend  our  research 
money  as  effectively  in  tv  as  in  print: 
the  sophisticated  techniques  available 
for  print  research  do  not  yet  have  pre- 
cise counterparts  in  tv. 

As  major  broadcast  research  facilities 
became  refined,  people  came  to  depend 
on  some  one  or  a few  of  them  as  pro- 
viding a total  research  picture.  In  one 
case  the  ratings  will  become  the  only 
criterion  of  effectiveness.  In  another, 
the  amount  of  commercial  recall  that 
is  produced  by  coincidental  telephone 
interviews  is  treated  as  gospel.  In  yet 
another,  the  degree  to  which  people 


change  their  brand  choices  after  being 
exposed  to  a client’s  commercials  is  the 
sole  criterion.  These  and  other  tech- 
niques all  have  their  place,  but  depend- 
ance  on  any  one  of  them,  or  even  on 
an  assortment,  can  have  many  unde- 
sirable results.  Some  of  these,  such  as 
an  over  reliance  on  ratings,  have  re- 
ceived ample  discussion. 

Another  difficulty  in  broadcasting  re- 
search is  that  the  three  major  parties 
concerned  do  not  particularly  coordi- 
nate their  efforts.  The  networks,  the 
advertisers,  and  the  agencies  have  their 
separate  responsibilities,  with  overlap, 
and  their  research  activities  reflect  this. 

Programmed  Research  ■ One  of  the 
most  significant  developments  in  current 
research  has  been  the  development  of 
the  concept  of  planned  and  programmed 
research.  The  1940s  saw  the  application 
of  sophisticated  statistical  techniques  to 
research,  most  notably  in  the  field  of 
survey  design  and  sampling,  while  the 
1950s  brought  the  qualitative  side  to  the 
fore,  with  the  introduction  of  psycho- 
logical techniques  under  the  general 
banner  of  motivation  research. 

It  looks  very  much  as  if  the  major 
change  of  the  early  1960s  will  be  the 
incorporation  of  these  techniques  into 
problem-solving  programs.  That  is,  the 
emphasis  will  be  taken  off  the  tech- 
niques as  such,  since  they  are  now 
mature  and  have  achieved  wide  accept- 
ance. Instead,  programs  of  research 
which  may  employ  any  or  all  of  the 
appropriate  techniques  or  research  serv- 
ices, and  which  are  oriented  toward  pro- 
viding facts  and  guidance  for  manage- 
ment at  the  various  decision-making 
junctures  in  his  organization,  will  be 
underscored. 

In  more  down-to-earth  terms,  this 
means  both  deciding  what  we  need  to 


Edwin  H.  Sonne cken  (l)  is  president 
of  the  Marplan  Div.  of  Communica- 
tions Affiliates  Inc.,  McCann-Erickson 
subsidiary . He  formerly  was  in  market- 
ing with  Ford  Motor  Co.  K.  David 
Inouye  (r),  vice  president  of  research 
services  for  Marplan,  has  been  with 
McCann  in  research  since  1950. 


know  and  whether  research  can  pro- 
vide some  part  of  the  answer,  rather 
than  deciding  to  shop  for  some  research 
from  time  to  time,  choosing  from 
among  the  readily  accessible  services 
and  techniques,  and  building  up  a li- 
brary of  incomplete,  isolated  pieces. 

Two  major  steps  need  to  be  taken  to 
accomplish  this:  The  networks,  agencies 
and  advertisers  need  not  only  to  divide 
their  research  responsibilities,  but  also 
to  coordinate  them;  and  the  problem 
areas  need  to  be  listed  and  planned  for. 
Research  will  be  fit  into  the  question 
areas,  to  throw  light  on  problems  and 
to  help  in  decision  making.  Clients  will 
buy  answers  to  problems,  not  pieces  of 
research. 

Investigation  ■ For  instance,  ideally, 
the  following  questions  should  all  be  in- 
vestigated, whenever  the  facts  are  not 
already  known,  using  whatever  re- 
search techniques  are  applicable,  and 
consulting  whatever  secondary  sources 
are  available: 

Broadcasting  Weight:  How  much  broadcasting 
should  we  do?  When  should  we  do  it?  What  is  the 
effect  of  different  weights  of  broadcasting?  Of 
different  media  weights? 

Broadcasting  Vehicle:  Should  we  use  network 
or  local  facilities?  Spots  or  shows?  What  kind 
of  show?  Is  the  show  a good  one?  Is  it  ap- 
propriate for  our  product?  Does  it  get  us  the 
right  kind  of  audience?  Is  it  the  most  effective 
setting  for  our  commercials?  What  do  people 
expect  of  our  broadcasting?  Can  we  predict 
trends  in  programming?  What  is  the  life  cycle 
of  a program?  What  improvements  does  our 
show  need? 

Commercials:  What  appeals  are  most  creditable, 
interesting,  and  pack  the  greatest  selling  power? 
How  do  they  compare  with  competitive  appeals? 
How  can  they  be  developed  into  the  best  com- 
mercials and  campaigns?  What  is  the  most  im- 
portant tactical  goal  for  this  commercial  or  this 
campaign-brand  registration?  recall?  sales  con- 
viction? change  of . attitude?  brand  image?  Has 
it  met  its  goals?  When  is  campaign  impact 
maximum,  and  when  does  it  start  to  fall  off? 

Sales  Effectiveness:  What  contribution  has  the 
broadcast  effort  made  to  sales?  What  has  hap- 
pened in  different  test  markets?  What  has  been 
the  cost  per  unit  sales?  When  does  the  sales  curve 
show  the  need  for  a renewed  and  different  effort? 

The  list  is  capable  of  indefinite  ex- 
pansion. 

The  adoption  of  such  an  approach 
takes  research  out  of  the  isolation  in 
which  it  is  often  placed  and  makes  it 
one  more  element  which  is  available  to 
assist  management  in  the  complex  busi- 
ness of  making  business  decisions. 

We  already  have  some  of  the  tech- 
niques we  need  to  do  the  job  and  others 
are  on  the  way.  At  present,  the  tech- 
nique we  need  most  badly  is  that  of 
planning  and  coordinating  our  efforts 
so  that  we  get  from  our  research  what 
we  need,  when  we  need  it,  and  in  the 
context  in  which  we  need  it.  Research 
programming  is  the  way  in  which  this 
can  be  done. 
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Our  time  is  different.  First,  it  is  spent  in  careful  pro- 
gramming to  the  widest  practical  variety  of  tastes 
and  needs  of  our  nearly  700,000  television  families. 
Second,  our  accent  is  on  quality.  We  believe  that 
that  variety  and  quality  make  the  difference  . . . not 
only  in  the  superior  merit  of  our  programming  but  in 
the  size  and  composition  of  the  audiences  which  reg- 
ularly enjoy  it. 

When  an  advertiser  buys  time  in  the  Maryland 
Market,  this  difference  will  make  a positive  difference 
to  him— a difference  in  the  attention  his  message  will 

*all  times  are  not  alike  . . . Cervantes 


receive  ...  a difference  in  the  wide  variety  of  needs  of 
those  who  will  watch  it ...  a difference  in  the  buying 
power  motivated  as  a result  of  it. 

"All  times  are  not  alike  ..."  the  poet  philosopher 
says.  At  WBAL-TV  11  in  Baltimore,  the  difference 
shows  in  the  positive  effect  our  time  has  on  the 
Maryland  Market. 

NBC  Affiliate /Channel  11  /Associated  with  WBAL-AM  & FM. 

WBAL-TV  BALTIMORE 

Nationally  represented  by  Edward  Petry  & Co.,  Inc. 
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Important,  ex< 
set  to  star  for  you, 
other  important  and  exci 
name  makes  it  happen.  Tl 
name:  PTI- Programs  for 
Television,  Inc.  Exciting  be- 
cause it’s  a brand  new  name  on 
the  television  scene.  Important 
because  it’s  a name  that  means 
better,  more  profitable  televi- 
sion programs  for  your  market 
For  instance,  take  RTFs  first 
offering-a  package  of  38  great 
full-length,  newest,  top  budget 
big-name  J.  Arthur  Rank  motion 
pictures.  It’s  a post  1950  pack 
age,  with  33  of  the  38  (87%  o 
the  features)  post  1954.  It’s  a 
package  that  ranks  number  one 
in  every  way. 

And  it’s  only  the  beginning,  be 
cause  the  men  behind  PTI  are 
Leonard  Loewinthan,  Evereti 
Rosenthal  and  Michael  M.  Siller 
man.  In  their  successful  past 
they  have  been  responsible  fo 
the  production  and  sale  of  win 
ners  such  as  “The  Big  Story,’ 
“Treasury  Men  In  Action,”  “Las 
sie,”  and  many  other  ieadin, 
programs.  Looking  t o a success 
ful  future,  their  new  PTI  orgai 
zation  will  offer  you  the  fresl 
new  programs  you  want  to 
today’s  television  needs.  It 
starts  now - when  you  get  ful 
details  about  the  television  fea 
ture  package  that  “Ranks  Num 
ber  One.”  Phone,  wire,  write 

PROGRAMS  FOR  TELEVISION, 

1150  6TH  AVM.Y.36.YU6-36! 


WITH  FEATURES  LIKE  THESE  NO 
WONDER  BROADCASTING'S  YEAR- 
BOOK IS  THE  FIRST*  CHOICE  OF 
THE  TOP  50  AGENCIES. 

**Latest  working  information 
about  both  television  and  radio. 

"^Directories  restyled  for  faster 
reference — giving  facilities  and 
key  personnel,  of  advertising 
agencies,  networks,  stations, 
station  representatives,  pro- 
gram suppliers,  equipment 
sources,  and  many  other  organ- 
izations relat  ed  to  TV -radio 
business. 

**Definitive  round-up  introduc- 
tions, reporting  on  progress  in 
each  major  area  of  activity 
covered  by  a directory. 

**  Special  articles  and  reports  on 
such  important  developments 

as 

. . . radio  and  TV  audiences, 
their  size  and  composi- 
tion. 

. . . radio  and  television  time 
sales  — by  network,  spot 
and  local — nationally  and 
by  individual  markets. 

. . . market  information  for 
every  U.S.  county. 

. . . trends  in  the  use  of  fea- 
ture and  syndicated  film. 

. . . analyses  of  specialized 
radio  programming — for- 
eign language,  Negro 
market,  multiplexing, 
stereophonic  broadcast- 
ing. 

...  a review  of  how  adver- 
tising agencies  have 
grown  w ith  radio  and  tele- 
vision. 

**PLUS — all  the  many  other 
standard  features  which  have 
made  BROADCASTING  YEARBOOK 
the  most  authoritative,  most 
closely-read  reference  work  in 
radio  and  television  for  the  past 
quarter-century ! 

Reserve  your  space  today!  Adver- 
tising deadline  July  1,  (proofs); 

July  IS  final . 

•'ARB  Study,  1959 
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OPEN  MIKE 

Raise  the  chorus 

editor:  Let  me  congratulate  your  ed- 
itorial, “FCC’s  own  Gestapo”  (page  92, 
May  30).  It  is  one  of  the  best  you 
have  ever  used. 

We  have  heard  so  much  condemna- 
tion about  radio  and  tv  the  past  few 
months  and  about  how  little  public 
service  both  give  until  it  makes  one  sick 
to  realize  how  little  those  men  “higher 
up”  know  about  what  is  going  on  from 
that  angle.  In  1959  we  here  at  WSVA- 
AM-TV  gave  almost  $50,000  worth  of 
public  service  and  will  continue  to  do 
so. 

If  the  FCC  and  those  congressmen 
who  are  so  bitter  about  radio  and  tv 
will  take  the  time  to  watch  and  listen 
they  will  find  so  much  that  is  good  on 
both  radio  and  tv  that  they  should  be 
ashamed  to  raise  their  voices  against 
those  mediums  which  at  the  start  were 
supposed  to  be  regulated  only  as  to 
allocations  lest  there  be  intolerable  elec- 
trical interference. 

A chorus  of  voices  should  be  raised 
high  enough  against  the  onslaught 
against  radio-tv  that  even  the  deafest 
person  could  hear  it. — Nat  L.  Royster , 
Manager,  Station  Relations,  WSVA- 
AM-FM-TV  Harrisonburg,  Va. 

An  idea  for  syndicators 

editor:  Why  don’t  the  producers  of 
syndicated  film  offer  stations  alternative 
forms  of  credits  on  their  films?  As 
things  stand  now,  the  credits  are  gen- 
erally white  letters  supered  over  a scene 
from  the  show.  This  is  fine  in  some 
applications. 

However,  if  they  could  offer  us  also 
a print  of  just  the  super,  white  letters 
on  black,  we  could  super  the  credits 
locally  over  our  sponsor’s  logo  (as  on 
network  films)  which  would  tend  to 
cut  down  on  the  local  station’s  cutting 
of  the  credits. — John  C.  Renshaw, 
Program  Director,  KSLA-TV  Shreve- 
port, La. 

GL-7629  is  $2,525 

editor:  The  story  on  the  night  color 
telecast  of  the  Cincinnati  ball  game 
(page  70,  May  23)  incorrectly  listed 
the  price  of  the  GE  image  orthicon 
pickup  tube  GL-7629  as  $2,025.  The 
correct  price  is  $2,525. — T.  M.  Egbert 
Jr.,  General  Electric  Co.,  Schenectady, 
N.Y. 

Louis  is  son  of  Leigh 

editor:  In  your  issue  of  May  23  (page 
56),  under  Changing  Hands,  you  used 
my  name  in  vain.  The  confusion  is 
understandable.  My  son’s  name  is 
Ralph  Louis  Atlass,  mine  is  Ralph 
Leigh.  The  initials  come  out  the  same. 

My  son,  Ralph  Louis,  is  now  with 
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Announcing 

a completely  new  concept 
in  Broadcasting 


9 exclusively 


SAN  FRANCISCO 

KFAX 


ewsradio 


KFAX  fflewsradio  is  a vital  new  form  of 
radio  programming . . . based  on  the  idea 
that  complete  coverage  of  today’s  events  is 
important  to  the  listener. ..  that  he  wants 
the  whole  story,  not  just  a headline . . . that 
News  should  be  available  any  time,  not 
limited  to  “on  the  hour.” 

KFAX  fflewsradio  is  ear-edited ...  em- 
bracing all  areas  of  News  and  News  Fea- 
tures — International,  National  and,  above 
all,  Local.  Expert  commentary,  editorials, 
news  of  sports,  travel,  business,  labor, 
theatre,  women’s  affairs,  service  features  — 
weather,  time,  sports  scores ...  all  are  com- 
ponents of  this  total  news  concept. 


KFAX  ^ewsradio  is  commercial  radio, 
in  the  higher  meaning  of  the  word.  The  au- 
dience listens  to  News . . . and  to  the  sales 
message  surrounded  by  News.  Check 
Raymer  for  availabilities,  every  one  with 
a News  adjacency. 

ARGONAUT  BROADCASTING  CO., 

1470  Pine  Street  • San  Francisco,  California 

RAY  RHODES,  President  and  Sales  Manager 
GIL  PALTRIDGE,  Executive  Vice-President  and  General  Manager 

represented  by  PAUL  H.  RAYMER  COMPANY,  INC. 
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YOU 

KCAN’T 

KCOVER 


TEXAS 

without 


WATTS  UP,  DOC? 

We’re  the  only  maximum 
power  100,000  watter  in 
in  the  Waco -Temple 
market!  (And  our  antenna 
is  833  feet  up!) 


AM  Radio  Sales  Co.  He  has  resigned 
to  move  to  Durango  (where  he  has 
purchased  KIUP  for  $330,000  from 
R.E.  O’Brien  and  associates). 

I am  holding  down  the  vice  presi- 
dent-Chicago  area  job  for  Westing- 
house  Broadcasting,  which  includes 
WIND.  I have  been  with  WIND  over 
30  years  now  . . . — Ralph  Leigh  Atlass, 
Chicago. 

Blow  at  plugs  and  freebies 

editor:  There  is  one  bright  aspect  to 
the  recent  FCC  public  notice  (which 
requires  on-air  identification  of  free 
program  material;  March  21,  page  55). 
At  last  broadcasters  will  have  a good 
solid  brick  wall  for  the  tons  of  “public 
relations”  material  to  run  up  against. 
The  agencies  and  companies  (including 
the  biggest  and  best)  who  flood  our 
desks  with  this  material  have  received 
an  occasional  irate  letter  from  every 
broadcaster  I suppose.  Most  of  it  goes 
into  the  waste  basket. 

Now  is  the  time  to  write  every  one 
of  these  people.  Certainly  now  they 
should  realize  the  money  is  being  wast- 
ed. It  represents  business  stations  would 


welcome  and  the  companies  would  start 
getting  something  for  their  money. — 
Bill  Holland,  General  Manager,  WMTN 
Morristown,  Tenn. 

Talent  income,  expenses 

editor:  I have  wanted  to  write  much 
sooner  than  this  to  thank  you  . . . for 
the  wonderful  article  you  published 
about  me  (page  47,  May  16  issue,  “The 
tv  girl  who  wears  glasses,”  a dollars 
and  cents  report  on  the  cost  of  being 
talent).  ...  I have  had  many  excel- 
lent comments  on  the  article  and  am 
proud  to  have  appeared  in  Broadcast- 
ing.— Joyce  Gordon,  White  Plains,  N.Y. 

Single  rate  card 

editor:  Regarding  your  article  of  May 
30  (page  21,  “The  hubbub  over  radio- 
tv rates”)  on  N.W.  Ayer’s  conference. 
Accept  a sincere  amen  from  General 
Manager  Walt  Dennis  and  myself  on 
the  subject  of  single  rate  card.  KLFD 
went  to  the  procedure  effective  May 
15,  1960,  and  the  response  has  been 
more  than  gratifying.  Makes  sense  in  all 
ways  for  everyone. — Marlin  D.  Schlott- 
man,  Commercial  Manager,  KLFD 
Litchfield,  Minn. 


_PLAYBACK_ 

QUOTES  WORTH  REPEATING 


Responsibility  of  broadcasters 

Albert  J.  Nevins,  M.M.,  editor  of 
Maryknoll,  in  a Notre  Dame,  Ind.,  talk 
commemorating  the  anniversary  of  Ave 
Maria  magazine  earlier  this  month, 
spotlighted  areas  where  communica- 
tions media  are  failing  in  their  responsi- 
bilities. He  had  this  to  say  of  broad- 
casting: 

Television  is  a victim  of  its  own 
economics.  Leadership  in  program- 
ming has  been  surrendered  to  the 
huckster.  Advertising  agencies  develop 
their  own  shows,  sell  them  to  the 
sponsor  and  deliver  them  pre-packaged 
to  the  network.  . . . 

In  the  prime  evening  hours  the 
American  people  are  fed  a regular  diet 
of  unreality  that  separates  them  from 
the  urgent  problems  of  the  world,  and 
this  created  insularity  cannot  be  offset 
by  a news  special  once  a week  or  less. 


mm  mm  BROADCASTING 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35*  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  to  BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 


Moreover,  with  the  general  type  of 
material  that  is  regularly  presented,  the 
taste  of  Americans  is  being  cultivated 
on  a very  low  level.  . . . 

Radio  stations  make  much  of  the 
circumstance  that  they  are  presenting 
an  abundance  of  news  “every  hour  on 
the  hour.”  But  a five-minute  hourly 
summary  of  news  really  gives  very 
little  in  the  way  of  understanding,  par- 
ticularly when  the  five-minute  news 
summary  takes  up  to  2!4  minutes  of 
time  for  commercials.  . . . 

A great  deal  of  creativeness  has 
gone  out  of  radio  because  of  television. 
It  is  not  that  creative  minds  are  not 
present  but  there  has  been  a subcon- 
scious surrendering  of  the  medium  to 
television.  Programming  for  the  most 
part  consist  of  music,  sports  events  and 
headline  news.  Radio  has  its  own 
unique  role  to  play  in  alerting  the 
people  of  America  to  their  responsibili- 
ties and  challenges.  In  the  areas  of 
investigation  and  interpreting,  it  should 
have  no  peer,  simply  because  it  does 
not  have  the  practical  problems  of 
television — bulky  equipment,  padded 
crews  and  the  consequent  high  costs. 
And  because  it  is  two-dimensional,  it 
can  in  many  ways  do  a more  effective 
job  than  the  newspaper.  It  is  a vital 
medium  and  it  is  unfortunate  that  its 
own  purveyors  all  too  often  approach 
it  as  if  they  were  going  to  an  Irish 
wake.  . . . 
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THE  CLIMATE  IS  HOT  AS  H - ! 


You  hear  a lot  of  talk  these  days  about  “the  climate”  being  right  for  a series  of 
public  service  specials— or  some  more  of  the  “Sunday  Semester”  programs  being 
spilled  off  into  prime  weekly  time. 

Well,  the  climate  is  “right”  fellows;  it’s  hot  as  you  know  what  — and  that  warm 
air  you  feel  wafting  around  your  head  isn’t  from  the  Gulf  Stream  or  the  Pacific 
Current.  It’s  from  Washington,  D.  C.  — from  your  State  Capitol  — from  your 
local  groups  — and  it’s  generally  referred  to  as  “the  heat’s  on!” 

So  what  do  you  do  when  the  temperature  rises?  You  slow  down,  toss  in  a couple 
of  “cool  programs”  and  wait  for  the  whole  ridiculous  thing  to  get  back  to  normal! 
Right? 

NO!  That’s  not  right!  In  fact,  it’s  so  obviously  wrong  that  every  intelligent  person 
in  this  industry  is  concerned  about  it.  Can  TV  programmers  achieve  “balance” 
without  losing  audience?  Are  there  sponsors  for  every  worthwhile  program  — 
regardless  of  the  rating  potential?  Is  it  out-of-line  to  expect  TV  sales  departments 
to  dig  harder  for  clients  to  bankroll  the  tough  sell  shows? 

We  think  we  know  some  of  the  answers  . . . because  we’ve  done  it!  We  at  Trans- 
Lux  have  introduced  the  Encyclopaedia  Britannica  Film  Library  to  some  30 
million  families  by  SELLING  it  to  TV  stations  in  most  of  the  key  cities.  Dramatic 
proof  of  widespread  acceptance! 

And  if  we  can  do  it  — you  can  do  it!  You  can  produce  programs  of  broad  interest 
and  appeal  — slotted  in  good  time  — and  there’s  a sponsor  in  your  area  who’ll 
bankroll  it!  But  it  takes  work. 

Are  you  interested?  Let  us  tell  you  “our  secret.”  Call  or  write  today. 


TRANS-LUX  TELEVISION  C 

625  Madison  Ave.  • New  York  22,  N.  Y. 

PLaza  1-3114-5  • For  information  contact 
RICHARD  CARLTON,  Vice  President 

In  Charge  Of  Sales  • NEW  YORK  • CHICAGO  • HOLLYWOOD 
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On  The  Gulf  Coast 


Takes  the  Measure 


KRC'TV 

CHANNEL  5 MOBILE,  ALA. 


Call  Avery-Knodel , Representative , 
or  C.  P.  Persons , Jr.,  General  Manager 
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TV:  NEW  PRODUCTS’  LAUNCHING  PAD 


Advertisers  use  television  as  testing  ground  for  new  goods 


Dozens  of  potential  million-dollar 
brand  advertisers  are  currently  feeling 
their  way  in  television  tests  in  markets 
around  the  country. 

A total  of  49  new  products  are  known 
to  be  in  television  today — and  of  this 
number  28  are  either  testing  or  in  the 
first  phases  of  introduction. 

Obviously  nearly  all  of  these  28 — 
discarding  the  few  regionals  among 
them — are  aiming  for  national  distribu- 
tion and  have  picked  television  as  one 
of  the  basic  means  of  achieving  it.  Many 
will  get  there  by  the  fall. 

Full  facts  are  hard  to  come  by  in 
television  testing;  advertisers  and  agen- 
cies work  with  maximum  concealment 
to  keep  competitors  from  moving  in 
before  new  products  get  a foothold. 
But  by  careful  checking  Broadcasting 
has  assembled  this  report. 

The  Run-Down  ■ Of  the  49  new 
products  identified  on  tv,  12  are  close 


to  full  distribution  and  9 are  in  the 
transitional  phase  past  introduction  but 
not  yet  within  sight  of  reasonable  dis- 
tribution. 

Some  products  have  tested  for  more 
than  a year  without  moving  out  of  a 
few  markets.  This  apparently  is  par  for 
the  new  product  course  for  certain  ad- 
vertisers. It’s  noted  by  one  operative 
that  Procter  & Gamble  tested  Zest 
Beauty  Bar  for  four  years  before  the 
product  achieved  national  distribution. 

P&G  has  an  outstanding  record  of 
new  product  introduction.  On  tv  now, 
P&G  is  testing  at  least  four  new  prod- 
ucts and  has  just  completed  its  introduc- 
tion of  a fifth. 

Products  such  as  Mennen’s  Sof’stroke 
shave  cream.  Brown  & Williamson’s 
Belair  cigarettes,  Simoniz’s  Tone  Spray 
furniture  wax  and  General  Foods’  Yu- 
ban  coffee  were  relatively  unknown  at 
this  time  a year  ago.  Now  they  are 


household  product  names  in  many 
population  centers  around  the  country 
and  familiar  to  millions  of  viewers. 

Yuban  in  its  path  toward  national 
sales  last  year  spent  over  $1  million  in 
spot  tv  alone  (gross  billing  at  the  one- 
time rate).  A substantial  number  of  the 
new  products  now  testing  can  reason- 
ably be  expected  to  duplicate  or  exceed 
this  volume. 

Undercover  ■ Secrecy  shrouds  the- 
movements  and  activities  of  new  prod- 
ucts, and  the  people  charged  with  their 
responsibility. 

Young  & Rubicam,  for  example,  for 
months  worked  in  New  York  under 
maximum  security  on  ad  plans  for  a 
new  mouthwash,  Johnson  & Johnson’s 
Micrin.  To  keep  the  product  out  of 
sight  and  off  the  martini-loosened 
tongues  of  uninvolved  executives,  the 
agencv  kept  samples  locked  in  file  cabi- 
nets. Micrin  now  is  establishing  itself 
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Aimez-vous  Schweppes?  ■ Comdr. 
Edward  Whitehead,  president  of 
Schweppes  (USA)  Ltd.,  strikes  up  a 
friendship  aboard  the  Orient  Express 
in  this  60-second  drama  starting 
now  across  the  country  after  a New 
York  premiere  last  month.  The  com- 
mander, virtually  alone  among  na- 
tional advertisers  also  to  be  classed 
as  talent,  tries  haltingly  to  explain 
“le  Schweppervescence”  in  French, 
only  to  discover  his  companion 
(model  Carmen)  speaks  English.  The 


commercial  runs  five  to  six  times  a 
week  in  some  20  markets  for  eight 
weeks.  Ogilvy,  Benson  & Mather, 
New  York,  Schweppes’  agency,  pro- 
duced this  and  another  minute  com- 
mercial set  in  an  English  men’s  club, 
starring  actors  Reginald  Denny  and 
Melville  Cooper  with  the  command- 
er. The  Orient  Express  playlet  con- 
tinues an  international  intrigue  theme 
established  in  1957  with  the  “Ma- 
dame X”  commercial  which  won  a 
Sylvania  award. 


in  test  markets  (Closed  Circuit,  April 
18,  and  see  below). 

There’s  this  tale  told  on  Madison 
Avenue:  A station  in  upstate  New  York 
(one  of  the  favored  areas  for  tv  test- 
ing) received  a filmed  commercial  for  a 
product  from  an  agency.  When  the 
film  was  run  on  the  air,  station  man- 
agement was  surprised  to  find  the  prod- 
uct advertised  did  not  correspond  to  the 
product  name  labeled  on  the  can  of 
film,  and  was  unknown  to  station 
people.  The  advertiser  there  was  testing 
under  maximum  U-2  conditions. 

The  full  list  of  products,  identified  as 
new  to  tv  and  each  checked  for  addi- 
tional detail,  follow  (dollar  figures  rep- 
resent gross  time  billing  by  each  prod- 
uct where  recorded  for  spot  tv  in 
1959): 

Alberto-Culver,  Chicago.  Product: 
Tresemme  hair  coloring.  Originally  tv 
tested  in  Miami  last  October  and  is  now 
receiving  benefits  of  cross-plugging  on 
A-C’s  13  daytime  and  nighttime  net- 
work properties.  The  Miami  test  had 
been  followed  by  spots  in  the  top  25 
markets  (campaign  has  just  ended)  on 
behalf  of  all  A-C  products  including 
Tresemme  which  first  met  the  public 


in  professional  beauty  shops  where  it 
has  been  sold  for  more  than  a year.  In 
addition  to  network,  the  product  ap- 
parently is  being  aimed  for  the  top  50 
markets  in  which  8-12  spots  weekly  per 
station  are  scheduled.  Agency:  Wade 
Adv.,  Chicago. 

Bon-Ami  Co.,  New  York.  Products: 
Bon-Ami  All-Purpose  household  liquid 
cleaner  and  Bon-Ami  Dust  ’n  Wax 
aerosol  furniture  polish.  One  of  these 
— the  cleaner — is  in  television,  the 
other  is  not.  Both  are  new,  the  cleaner 
already  in  limited  regional  distribution 
for  the  past  six  to  eight  months.  Mainly 
the  liquid  cleaner  is  in  a 300-mile  radius 
of  three  manufacturing  points:  Newark, 
N.J.;  Hobart,  Ind.,  and  Los  Angeles. 
The  furniture  polish  is  close  to  national 
distribution,  and  while  not  a tv-user 
is  in  spot  radio.  Agency:  Cole,  Fischer 
& Rogon,  New  York. 

Bristol-Myers  Co.,  New  York.  Prod- 
ucts: Count  4!  an  antacid;  Fortisun  cold 
medicine  drink;  Excedrin  tablets,  extra- 
strength pain  reliever. 

These  products  are  all  in  test  mar- 
kets, though  Count  4!  already  has  had 
a network  push  on  I've  Got  a Secret 


and  Hitchcock.  The  last  named  began 
testing  via  spot  tv  in  the  Midwest  May  1 . 
Fortisun  and  Excedrin  are  in  the  top 
secret  drawer,  but  both  products  are 
in  test  phases.  Agencies:  Ogilvy, 

Benson  & Mather,  New  York,  for 
Count  4!;  Young  & Rubicam  for  both 
other  products.  ($10,630  by  Fortisun, 
$36,520  by  Excedrin.) 

Brown  & Williamson  Tobacco  Co., 
Louisville.  Belair,  light  mentholated, 
recess-filter  cigarette,  and  Kentucky 
Kings,  a new  all-tobacco  filter.  Of  these 
two,  Belair  has  just  broken  nationally 
(week  of  May  23)  while  Kentucky 
Kings  still  tests  in  markets  in  south- 
west Florida  and  Kentucky.  Both 
brands  are  spot  tv  users,  while  Belair 
also  is  in  network.  Agency:  Ted  Bates, 
New  York. 

Cola-Cola  Co.,  Atlanta.  Products: 
Veep  bottled  by  Coca-Cola  Bottling 
Co.,  New  York,  which  is  a lemon  and 
lime  drink  and  Fanta  flavor  line  bottled 
under  authority  of  Coca-Cola  are  rela- 
tively new  in  this  area.  Veep  also  is 
franchised  to  other  bottlers  under 
various  labels.  Agency:  McCann-Erick- 
son  for  Coca-Cola  parent;  William  Esty, 
New  York,  for  New  York  bottler,  and 
various  agencies  for  other  bottlers. 
($4,400  by  Veep.) 

Colgate-Palmolive  Co.,  New  York. 
Product:  Spree  beauty  bar.  Spot  tv  is  the 
chief  medium  for  this  product  that’s 
been  test-marketing  for  a year.  It’s  in 
four  or  five  markets  in  northern 
Florida,  the  same  in  western  Michigan 
and  in  Columbia,  S.C.  The  soap  is  “a 
new  bath  and  beauty  bar.”  This  product 
will  be  gradually  expanding  its  markets. 
No  timetable  set  for  the  product  to  go 
national.  Agency:  McCann-Erickson, 

New  York.  ($168,880  by  Spree.) 

Calgon  Co.,  Pittsburgh.  Product: 
Calgon  Bouquet,  a scented  powder  to 
soften  water  for  bath.  It  is  in  selected 
markets  with  tv  spot  testing  originating 
in  Spokane  and  Seattle.  Agency:  Ket- 
chum,  McLeod  & Grove,  Pittsburgh. 

Corn  Products  Co.,  New  York  (Best 
Foods  Div.).  Product:  Cornette  mar- 
garine. This  is  margarine  with  a corn 
oil  base.  It’s  being  tested  on  spot  tv  in 
Syracuse,  Peoria,  Portland  (Me.), 
Wichita,  Erie  (Pa.),  Fort  Wayne.  Ex- 
pansion hasn’t  yet  been  “developed.” 
Agency:  Lennen  & Newell,  New  York. 
($18,410  by  Cornette.) 

Ford  Motor  Co.  (Mercury  division), 
Dearborn,  Mich.  Product:  Comet  com- 
pact car.  Nearly  all  of  the  U.S.  econ- 
omy cars  are  new  to  tv  products,  hav- 
ing entered  in  the  1960  model  year  but 
Comet  actually  made  its  debut  during 
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the  case 
of  the 
duplicate 
products 


Not  long  ago  one  of  the  stations 
we  represent  had  a worrisome 
(but  not  necessarily  uncom- 
mon) problem  on  its  hands. 
This  involved  the  conflict 
between  a new  gasoline  sponsor  on  the  network 
and  a long-term  gasoline  spot  advertiser  using 
a quarter-hour  news  strip  in  the  early  evening. 


It  might  have  cost  the  station 
considerable  revenue.  But  an 
HR&P  salesman  resolved  things 
quite  handily.  First,  he  worked 
out  a switch  for  the  spot  adver- 
tiser to  a later  newscast.  Then 
he  took  a non-conflicting  sponsor  from  a compet- 
ing station  and  put  him  into  the  earlier  time. 
Finally,  to  round  things  out,  another  HR&P  sales- 
man signed  up  a third  advertiser  for  a five-minute 
weather  show  made  available  by  the  shift. 


Result:  The  station  not  only 
kept  the  original  news  strip 
sponsor  but  also  added  two 
new  advertisers  sponsoring  ten 
programs  a week! 


Challenges  like  this  aren’t  unusual  at  HR&P. 
That’s  one  reason  why  we  choose  our  salesmen  for 
their  creative  ability  and  resourcefulness.  Another 
is  because  - representing  one  medium  only  — we 
have  no  barriers  to  wholehearted  creation  of  new 
business  for  the  spot  TV  field. 

Uniquely,  you  see,  we  can  afford  to  be  creative 
both  ways  — for  the  stations  we  represent,  and  for 
spot  television  alike. 


Burt  Adams, 
New  York  office 


HARRINGTON,  RIGHTER  & PARSONS,  Inc. 

NEW  YORK  • . CHICAGO  • DETROIT  • ATLANTA  • BOSTON  • SAN  FRANCISCO  •’  LOS  ANGELES 
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ARBITRON'S  DAILY  CHOICES 

Listed  below  are  the  highest-ranking 

television  network  shows 

for  each 

day  of  the  week  June  2-8 
ratings  of  America  Research 

as  rated 
Bureau. 

by  the  multi-city  Arbitron 

Instant 

Date 

Program  and  Time 

Network 

Rating 

Thur.,  June  2 

Summer  on  Ice  (9:30  p.m.) 

NBC-TV 

19.6 

Fri.,  June  3 

Twilight  Zone  (10  p.m.) 

CBS-TV 

20.3 

Sat.,  June  4 

Gunsmoke  (10  p.m.) 

CBS-TV 

26.4 

Sun.,  June  5 

Ed  Sullivan  (8  p.m.) 

CBS-TV 

25.3 

Mon.,  June  6 

Ann  Sothern  (9:30  p.m.) 

CBS-TV 

21.8 

Tue.,  June  7 

Garry  Moore  (10  p.m.) 

CBS-TV 

24.6 

Wed.,  June  8 

Wagon  Train  (7:30  p.m.) 

N BC-TV 

25.4 

Copyright  1960  American  Research  Bureau 

this  year.  In  the  spring.  Comet  com- 
mercials appeared  in  network  telecasts 
of  Leonard  Bernstein  & the  New  York 
Philharmonic  (CBS-TV),  Ford  Startime 
(NBC-TV)  and  Wagon  Train  (NBC- 
TV).  Agency:  Kenyon  & Eckhardt. 

E.  & J.  Gallo  Winery,  Modesto, 
Calif.  Products:  Ripple,  a carbonated 
wine  in  white  and  red,  and  Gypsy  Rose, 
dark-colored  sweet  wine.  Gallo  by  habit 
is  broadcast-minded  with  a large  per- 
centage of  its  ad  budget  in  radio-tv. 
Ripple  was  introduced  about  four 
months  ago  and  uses  spot  tv  in  New 
York,  San  Francisco  and  Los  Angeles 
markets.  It’s  expected  to  follow  other 
introductions  by  Gallo,  most  success- 
ful of  which  was  Thunderbird  (colorless 
wine  for  high  balls  and  cocktails)  which 
began  in  Pennsylvania  three  years  ago 
and  now  is  in  major  markets.  Gypsy 
Rose  is  in  introduction  in  selected  mar- 
kets. Agency:  BBDO,  San  Francisco. 
($11,850  by  Ripple;  $3,410  by  Gypsy 
Rose.) 

General  Foods  Corp.,  White  Plains, 
N.  Y.  Products:  Yuban  regular  and 
instant  premium  coffee;  (Post  Div.) 
Grapefruit  Flavor  Tang,  a breakfast 
drink.  Yuban  is  familiar  to  most  people 
but  has  not  yet  as  attained  full  na- 
tional distribution.  In  various  sections 
of  the  country,  the  product  is  in  differ- 
ent phases  of  introduction.  The  product 
is  very  active  in  tv  (more  than  $ 1 million 
gross  time  billing  in  1959  in  spot  tv 
alone).  Grapefruit  Tang,  currently  in 
introduction,  breaks  June  26  in  Indian- 
apolis, Atlanta,  Omaha  and  still  other 
markets  (two  sizes:  7 and  14  oz.).  A 
predecessor  product:  Tang  concentrated 
food  drink  (instant  breakfast  drink) 
that  appeared  first  in  October  1957, 
went  national  in  June  1958. 

Heart  of  Oats  cereal  and  Oat  Flakes, 
both  through  the  Post  division.  Both 
products  are  testing,  Oat  Flakes  being 
the  stronger  of  the  two  cereals.  Some 
spot  flights  have  been  placed  for  Oat 
Flakes,  which  has  been  testing  for  the 
past  six  months,  and  has  been  pro- 
moted heavily  in  network  (via  cut-ins 
on  GF  shows  where  product  is  in  dis- 
tribution). Heart  of  Oats  mainly  is  on 
the  West  Coast  and  in  spot  tv.  Benton 
& Bowles  for  Yuban  and  both  cereals; 
Young  & Rubicam,  New  York,  for 
Grapefruit  Flavor  Tang. 

General  Mills  Inc.,  Minneapolis. 
Product:  Twinkles,  a star  shaped  cereal. 
It’s  in  television,  though  details  are 
slim.  Agency:  Dancer-Fitzgerald-Sam- 
ple,  Minneapolis-New  York. 

Johnson  & Johnson,  New  Bruns- 
wick, N.  J.  Product:  Micrin,  a mouth- 
wash. A hush-hush  product  designed  to 
compete  head-on  with  Listerine,  Micrin 
is  kept  quiet  except  in  Columbus,  Ohio; 
Portland,  Ore.,  and  Eureka-Redding  and 


Sacramento,  Calif.,  the  test  markets 
where  it’s  being  touted  in  tv  spot. 
Though  J & J executives  shush  talk 
about  the  product’s  future,  the  com- 
pany is  know  to  hold  great  promise  for 
Micrin.  Agency:  Young  & Rubicam, 
New  York. 

S.  C.  Johnson,  Racine,  Wise.  Prod- 
uct: Klear  floor  wax.  Though  in  some 
media  bookings  this  one  might  be 
classified  as  an  oldie,  Klear  actually 
continues  to  gain  new  markets  from 
time  to  time  on  a seasonal  basis.  It 
was  introduced  in  the  Northeast  (prin- 
cipally New  England)  three  years  ago, 
went  national  February  1958  and  is  on 
network  shows,  is  active  now  in  spot 
(as  many  as  25  markets).  Though  it’s 
nearly  national  in  scope,  it  wasn’t  very 
active  in  spot  tv  a year  ago.  Agency: 
Foote,  Cone  & Belding,  Chicago. 
($312,580  by  Klear.) 

Lestoil  Products,  Holyoke,  Mass. 
Product:  Lestare  household  powder 

bleach.  This  product  has  been  in 
selected  markets,  mostly  in  the  eastern 
section  of  the  country  but  now  being 
introduced  in  California  (Los  Angeles 
and  San  Francisco)  via  saturation  spot 
tv.  Agency:  Jackson  Assoc.,  Holyoke. 

Lever  Bros.,  New  York.  Product: 
new  Spry.  An  improved  version  of  the 
shortening  that’s  designed  for  lighter, 
fluffier  cakes  with  reduced  calorie  con- 
tent. It’s  testing  in  Philadelphia  and 
Pittsburgh.  Agency:  Kenyon  & Eck- 
hardt, New  York. 

Lucente  Enterprises  Inc.,  Youngs- 
town, Ohio.  Product:  Orbit  toothpaste 
(rocket-tube  design  for  children  appeal). 
Orbit  debut  was  Oct.  5,  1959,  in 
Youngstown,  supported  by  about  45 
spots  per  week  for  one  month.  At  first 
it  moved  slowly  but  when  company  re- 
duced price  from  $1.19  to  79  cents, 
Orbit  took  off  in  sales.  It  entered  Pitts- 
burgh (at  the  new  price)  on  Nov.  8, 
1959,  using  8-9  spot  tv  announcements 
per  week,  next  it  took  on  Fort  Wayne 
and  Cleveland  and  now  also  is  in  Cin- 
cinnati, Buffalo,  Detroit  and  Columbus 
with  its  national  disrtibution  hopes  set 
by  the  fall  of  1961.  Agency:  Jack  T. 
Sharp  Adv.,  Cleveland. 


Mennen  Co.,  New  York.  Product: 
Sofstroke  shave  cream.  Though  very 
much  out  of  the  testing  phase  and  in 
the  national  picture  (started  nationally 
February  through  March),  Sof’stroke  is 
new  to  television  this  year.  It  is  in 
major  markets  in  spot  and  is  on  the 
NBC-TV  Jack  Paar  Show.  Nearly  the 
whole  budget  is  in  television.  Agency: 
Grey  Adv.,  New  York. 

Miles  Labs,  Elkhardt,  Ind.  Products: 
Arident  decongestant  tablet  and  Chock 
vitamins.  Tv  testing  for  Arident  started 
last  October  in  Dayton,  Columbus,  and 
Cincinnati,  all  Ohio,  and  later  added 
Wichita  and  Kansas  City,  the  campaigns 
still  running  for  an  indefinite  period. 
The  Chock  vitamins  introduction  was 
launched  in  March  1959  in  Dayton, 
Indianapolis  and  Sacramento,  adding 
Des  Moines,  Davenport  and  Omaha 
only  this  past  February.  The  pattern  of 
future  distribution  is  uncertain.  Agen- 
cies: Henderson  Adv.,  Greenville,  S.  C., 
for  Arident;  Wade  Adv.,  Chicago,  for 
Chock  vitamins.  ($48,320  by  Arident, 
$33,460  by  Chock  vitamins.) 

Minnesota  Mining  & Mfg.  Co.,  St. 
Paul.  Product:  Scotch  Brite  scouring 
pad.  This  product  originally  was  in- 
troduced via  spot  tv  some  two  years 
ago  in  four  west  coast  markets.  It’s 
expanded  since  then  but  3-M  and 
agency  are  closed-mouthed  as  to  how 
extensive  Scotch  Brite  has  expanded. 
The  agency  has  new  commercials  in 
production,  often  an  indicator  of  future 
expansion.  A spokesman  for  BBDO 
reported  the  spasmodic  tv  test  drive  has 
accomplished  an  “excellent  job”  in 
creating  product  awareness.  Agency: 
BBDO,  Minneapolis.  ($125,000  by 
Scotch  Brite.) 

Grove  Labs,  St.  Louis.  Product: 
Shut-Eye  sleeping  tablet.  This  product 
is  testing  since  Jan.  25  in  Des  Moines, 
Grand  Rapids  and  Indianapolis,  using 
8 spots  per  week  in  each  market  with 
the  campaigns  to  continue  until  the 
end  of  August.  Shut-Eye  then  will  pick 
up  speed,  expanding  either  market  by 
market  or  regionally  in  the  Midwest. 
Agency:  Gardner  Adv.,  St.  Louis. 

Pepsi-Cola  Co.,  New  York.  Prod- 
ucts: Teem,  a lemon  and  lime  drink 
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Take  the  strongest  local  sports  programming  in  the 
Carolinas;  team  it  up  with  the  stand-outs  of 
both  NBC  and  ABC.  It  figures— another  winner  in  the  format 
that's  changing  things  in  Charlotte  television. 

Here  in  America’s  25th  largest  television  homes  market 
you  can  get  more  for  your  advertising  dollar  on  WSOC-TV. . . . 
One  of  the  great  area  stations  of  the  nation. 


WSOC  and  WSOC-TV  are  associated  with  WSB  and  WSB-TV,  Atlanta;  WHIO  and  WHIO-TV,  Dayton 
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WSSO-TV 


CHARLOTTE  9-NBC  and  ABC.  Represented  by  H-R 


and  Patio  flavor  line.  As  in  the  Coca- 
Cola  pattern,  these  are  packaged  and 
formulated  by  Pepsi  and  introduced 
via  the  local  bottler  with  expansion 
progressing  market  by  market.  Patio  is 
active  in  Kentucky.  Pepsi’s  agency: 
BBDO,  New  York;  bottlers’  agencies 
vary.  ($30,170  by  Teem.) 

Phillips  Petroleum  Co.,  Bartlesville, 
Okla.  Products:  Flite-Fuel,  new  gaso- 
line brand,  Trop-Artic,  new  motor  oil. 
Phillips  for  both  products  has  entered 
75  tv  markets  where  it  is  sponsoring 
news  and  weather  reports  and  is  in  45 
additional  markets  with  tv  spots.  Cam- 
paigns are  confined  to  Phillips’  territory 
covering  36  states.  Agency:  Lambert 
& Feasley,  New  York. 

Procter  & Gamble  Co.,  Cincinnati. 
Products:  Salvo  detergent  tablet;  Brid- 
get liquid  detergent;  Thrill  light-duty 
liquid  detergent;  Gain  heavy-duty 
liquid  detergent,  and  new  push-button 
Lilt  hair  spray. 

All  except  Lilt  are  brand  new  and 
in  the  testing  phase.  Lilt  is  a mew  ver- 
sion of  a product  that’s  been  on  the 
market  for  some  years.  Salvo  is  a 
tablet  detergent  that  can  be  dropped 
in  the  washing  machine  to  bring  up 
suds,  has  been  testing  since  Feb.  1 on 
tv  in  San  Diego  and  Oklahoma  City. 
Its  use  of  tv:  substantial. 

Bridget  and  Thrill  are  limited  both 
in  testing  and  in  tv,  Bridget  in  Omaha 
and  Thrill  in  Cincinnati  plus  another 
unidentified  market.  Gain  started 
March  14  in  New  York  including  up- 
per New  York  State  and  also  on  a 
limited  test  basis.  Lilt  push-button 
tested  in  Indianapolis  and  Cleveland 
last  November  now  has  earned  na- 
tional distribution  classification,  pri- 
marily is  in  network  though  supple- 
mental spot  tv  is  expected. 

Agencies:  Leo  Burnett,  Chicago,  for 
Salvo;  Dancer-Fitzgerald-Sample,  New 
York,  for  Bridget,  Thrill  and  Gain,  and 
Grey  Adv.,  New  York,  for  push-button 
Lilt. 

($47,080  by  Bridget,  $80,130  by 
Thrill.) 

Joseph  Schlitz  Brewing  Co.,  Milwau- 
kee. Product:  Old  Milwaukee  beer. 
This  product  aims  for  national  distri- 
bution along  the  lines  of  Schlitz  beer. 
A $1.5  million  account,  Old  Milwaukee 
has  intensified  its  tv  test  campaign  in 
such  markets  as  Richmond,  Dallas-Fort 
Worth  and  Tampa-St.  Petersburg,  run- 
ning up  to  20  spots  weekly  on  at  least 
two  stations  in  each  market  area.  Its 
introduction  was  made  via  television 
in  Michigan  (Detroit,  Bay  City,  Lan- 
sing, Cadillac,  Grand  Rapids  and  Kala- 
mazoo) as  well  as  in  Sheboygan,  Wis. 
Agency:  Gordon  Best,  Chicago. 

Scott  Paper  Co.  Chester,  Pa.  Prod- 
uct: Wonder  Wrap,  polyethylene  film 


Singer  swinger 

Mrs.  Walter  Odegaard,  assist- 
ant manager  of  the  Singer  sewing 
machine  center  in  Devils  Lake, 
N.D.,  (population  8,000)  won  first 
place  in  the  company’s  interna- 
tional contest  for  the  woman  who 
sold  the  greatest  dollar-volume’s 
worth  of  machines.  “I  give  all  the 
credit  to  radio,”  says  she.  For  the 
pre-Christmas  promotion  the  store 
concentrated  its  entire  advertising 
budget  on  KDLR  Devils  Lake. 
Six  hours  of  live  broadcasts  week- 
ly from  the  center  were  combined 
with  a modest  saturation  package 
of  spots.  Mrs.  Odegaard,  whose 
total  sales  were  double  those  of 
the  runnerup  in  the  contest  which 
included  all  50  states  and  Canada, 
received  almost  $1,000  in  prizes 
during  the  live  broadcast  sched- 
ule, the  store  did  the  biggest 
week’s  business  in  its  history, 
KDLR  reports. 


specially  treated  food  wrapper.  The 
product  is  on  grocers’  shelves  in  San 
Diego  and  has  been  tested  in  Indianap- 
olis and  Albany,  N.Y.  Though  official- 
ly advertiser-agency  keep  mum,  it’s 
known  that  the  product  had  begun  an 
18-week  tv  spot  campaign  in  San 
Diego  using  8 one-minute  spots  weekly, 
with  30-second  spots  on  alternate  weeks 
set  for  Father  Knows  Best.  It  may  go 
national  by  yearend.  Agency:  J.  Walter 
Thompson,  New  York. 

Simoniz  Co.,  Chicago.  Products: 
Tone  Spray  furniture  wax  and  Wax-2-O, 
a wash  and  wax  auto  product.  The 
latter  is  the  newer  of  these  two  prod- 
ucts. It’s  yet  to  appear  but  watch  for 
commercials  on  NBC-TV’s  Jack  Paar 
Show  along  with  a supplemental  spot 
tv  campaign  that  will  run  in  Chicago, 
Pittsburgh  and  other  unidentified  mar- 
kets. Tone  Spray  has  just  about  accom- 
plished national  distribution,  began  in 
March  with  participations  in  CBS-TV 
daytime  and  in  mid-April  in  ABC-TV’s 
daytime  programming  along  with  spot 
exposure  in  Peoria,  111.,  and  Columbus, 
Ohio.  Agency:  had  been  Young  & 
Rubicam  with  new  agency  now  being 
selected  to  take  over  about  Sept.  1. 

Sun  Oil  Co.,  Philadelphia.  Product: 
Sunoco  Blend  200X  gasoline.  For  this 
new  gasoline,  Sun  Oil  has  set  a spring 
push  in  40  tv  markets  (and  in  60  radio 
markets).  Agency:  William  Esty,  New 
York. 

Union  Carbide  Corp.,  New  York 
(consumer  products  division).  Product: 
Prestone  car  polish.  The  Prestone  new 
product  line  reportedly  runs  as  high  as 
22  in  total  but  Prestone  car  polish  is 


the  one  that  is  getting  the  advertising 
attention.  It’s  a high-silicone  polish  in 
a newly  designed  container,  arrived  in 
spot  tv  this  past  spring  in  25  major  mar- 
kets using  minute  spots  daily  in  late 
evening  hours.  Agency:  William  Esty 
Co.,  N.Y.  ($323,240  by  Prestone 
polish.) 

The  Wander  Co.,  Chicago.  Product: 
Sportsbar  candy  bar.  From  the  maker 
of  Ovaltine,  comes  a new  product 
that’s  been  in  spot  tv  testing  only  since 
early  April.  It’s  indicated  that  the  new 
10-cent  candy  product  is  in  spot  in 
Columbus  (where  it  began)  and  in 
Green  Bay,  Wis.,  with  5 to  10  spots 
being  used  each  week  per  station.  Plans 
for  national  expansion  await  test  re- 
sults at  the  end  of  this  month.  Agency: 
Tatham-Laird,  Chicago. 

Wonder  Drug  Co.  (subsidiary  of 
Drug  Research  Corp.),  New  York. 
Product:  Positan,  a suntan  lotion.  It 
started  in  spot  tv  on  the  West  Coast 
and  in  the  South  in  mid-March,  now 
in  varied  markets,  started  participations 
in  American  Bandstand  on  ABC-TV  in 
mid-April  and  now  is  distributed  in 
Miami,  southwest  Texas,  Portland, 
Ore.,  Boston,  Baltimore,  in  Ohio  and 
in  New  Orleans.  Agency:  Kastor,  Hil- 
ton, Chesley,  Clifford  & Atherton,  New 
York. 

W.  F.  Young  Inc.,  Springfield  Mass, 
Product:  Absor’breath,  a mouthwash 
product  in  powdered  form.  This  new 
brand  comes  in  a pouch  with  individual 
packets  each  containing  the  mouthwash 
powder  with  sanitary  cup  (three  in  each 
packet).  It  broke  in  the  beginning  of 
the  year  and  is  in  spot  tv  in  Syracuse; 
Omaha;  Columbus,  Ohio,  and  Kansas 
City.  A major  market  will  be  entered 
in  a few  months.  Agency:  Winford- 
Wulff,  Springfield.  ($3,760  by  Absor’- 
breath.) 

GM  to  co-sponsor 
’60  World  Series 

General  Motors  Corp.  announced 
Thursday  (June  9)  that  it  would  co- 
sponsor this  fall’s  World  Series  with 
Gillette  Safety  Razor  Co.  on  NBC-TV 
and  NBC  Radio,  along  with  two  tradi- 
tional post  season  football  classics,  the 
Blue-Gray  and  Rose  Bowl  games. 

An  unofficial  estimate  placed  GM’s 
billing — which  is  institutional  and 
handled  by  McCann-Erickson — at  $2.5 
million  on  the  purchases. 

The  GM  sports  sponsorship  was  seen 
as  a coup  for  McCann-Erickson  in  ob- 
taining the  handling  of  GM  institutional, 
most  of  which  in  the  past  has  been 
handled  by  D.P.  Brother  or  Campbell- 
Ewald.  All  three  of  these  agencies  have 
GM  business;  McCann-Erickson’s  GM 
client  is  the  Buick  div. 
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MSM®  IT®  s 

McCann-Erickson 
N.  W.  Ayer  & Co. 
and  all  other  agencies  and 
time  buyers 

The  recent  furor  over  rates  (national  vs  local),  "special  deals,"  and  rate- 
cutting practices  has  left  us  a little  sick.  With  our  objective  being  "to 
faithfully  serve  the  buyer"  of  WAM-E  in  Miami,  we  feel  it  is  not  enough 
to  proclaim  that  mp  have  not  been  guilty  of  these  undesirable  practices 
— nor  of  another  grave  abuse — multiple  spotting.  In  order  to  be  most 
emphatic,  the  management  of  WAM-E  in  Miami  has  announced  that  ef- 
fective July  1,  1960  there  will  be  only  ONE  RATE  CARD  for  this  station, 
with  ONE  PRICE  TO  ALL,  local  and  national  identical.  And  like  the 
cards  which  preceded  this,  the  published  rate  will  be  strictly  adhered 
to.  We  also  guarantee  that  there  will  be  NO  TRIPLE  SPOTTING  on 
WAM-E  in  Miami — EVER!  We  hope  that  the  other  stations  in  our  serv- 
ice area  will  adopt  a similar  policy. 

NAT.  REP. 

AVERY-KNODEL,  INC. 

NEW  YORK  • ATLANTA  • DALLAS 
DETROIT  • SAN  FRANCISCO 
LOS  ANGELES  • CHICAGO 
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Chamber  of  Commerce  Bldg. 
Miami,  Florida 


AFA  TRUTH’  MANUAL  GOES  TO  WORK 

Convention  goal  is  to  acquire  all-level  advertising  ‘climate  control’ 


Advertising  is  emerging  from  a sea- 
son of  agony  with  a new  weapon  and 
new  courage. 

The  Advertising  Truth  Book  was 
offered  to  a thousand  ad  practitioners 
at  the  Advertising  Federation  of 
America’s  56th  annual  convention  last 
week  in  New  York.  Reassuring  words 
also  were  on  the  agenda. 

Admen  were  counseled  not  to  be  the 
goats  in  society’s  guilt  complexes. 
Some  of  the  statesmen  and  thinkers 
who  addressed  the  four-day  assembly 
(June  5-8)  even  conceded  advertising 
is  an  honest  and  vital  calling. 

The  major  gathering,  staged  this 
year  at  New  York’s  Astor  Hotel,  was 
concerned  with  practical  business  as 
well  as  national  and  international  as- 
pects of  advertising. 

James  A.  Farley,  general  convention 
chairman  and  chairman  of  the  board 
of  Coca-Cola  Export  Corp.,  set  the 
convention  theme,  “Advertising  Works 
for  Freedom”,  pledging  the  group  to 
“truth,  good  taste,  integrity,  creativity 
and  good  old-fashioned  American 
know-how.” 

Chairman’s  Challenge  ■ At  Conven- 
tion end,  General  Mills’  advertising 
vice  president,  James  S.  Fish,  who  had 
been  reelected  AFA  board  chairman, 
summed  up  the  year’s  accomplish- 
ments and  goals  in  a call  for  “year 
round  climate  control  for  advertising.” 
He  listed  AFA  achievements  on  edu- 
cation, legislation  and  public  service 
fronts  and  renamed  the  legislation- 
government  relations  function  “adver- 
tising freedoms.” 

Mr.  Fish  proposed  two  federation 
undertakings,  Project  Able  and  Project 
Baker.  The  first  would  incorporate  ele- 
ments of  a project  advocated  by  Dr. 
Kenneth  Wells,  president  of  the  Free- 
doms Foundation,  who  asked  for  a 


broad  effort  to  promote  patriotic  and 
economic  ideals  of  freedom.  Mr.  Fish 
called  Project  Able  “a  major  effort”  to 
sell  the  American  way  of  life.  He  sug- 
gested adapting  the  federation’s  initials 
to  “Advertise  for  America.”  The  theme 
will  enlarge  on  Advertising  Week  and 
details  will  be  announced  in  the  fall. 

Explaining  the  next  project,  Mr.  Fish 
said  the  Baker  flag  in  the  Navy  was  the 
danger  flag.  Project  Baker  would  en- 
large the  AFA  mid-winter  conference 
in  Washington  to  embrace  all  of  adver- 
tising and  to  provide  an  annual  inven- 
tory of  advertising  freedoms. 

The  chairman  sent  local  club  associa- 
tion and  company  members  of  the  AFA 
home  with  a challenge  to  implement 
national  goals  at  the  local  level. 

Truth  Code  ■ “The  Advertising  Fed- 
eration of  America  is  finally  nailing 
down  this  abstraction  called  ‘truth,’  ” 
AFA  Vice  Chairman  John  P.  Cunning- 
ham, chairman  of  Cunningham  & 
Walsh,  told  the  convention.  “Out  of  the 
blurred  montage  of  rigged  quizzies,  Van 
Dorens,  payola,  plugola  and  congres- 
sional investigations  has  gradually  come 
a clear  course  of  action  for  this  federa- 
tion.” Crediting  the  AFA’s  counsel, 
Morton  J.  Simon,  who  compiled  the 
“truth”  manual,  Mr.  Cunningham  said, 
“ ‘Truth  in  advertising’  is  now  codified 
into  a usable  tool — an  instrument 
which  will  compute  honesty.”  It  will 
fortify  advertising  generally  and  par- 
ticularly local  club  policing,  he  prom- 
ised. 

A cornerstone  is  cooperation  with  the 
Federal  Trade  Commission,  Mr.  Cun- 
ningham believes.  “Any  philosophy 
that  says,  ‘wait  till  the  police  move 
against  us — after  the  deed  is  done,”  is 
a philosophy  of  adult  delinquency,”  he 
told  the  group.  Establishment  of  the 
truth  standards  is  the  first  of  a four-part 
program  of  self-control.  The  other 


parts:  formation  of  ethics  commitees 
in  clubs  to  keep  the  plan  in  operation, 
continuous  policing  in  cooperation  with 
local  Better  Business  Bureaus  and  for- 
mation of  local  Advertising  Panels,  rep- 
resenting all  advertising  interests,  to  ad- 
minister the  code  with  Better  Business  j 
Bureaus  and  advertising  clubs. 

He  stressed  the  preventative  nature 
of  the  program  and  called  it  a long 
stride  in  local  advertising,  which  ac- 
counts for  more  than  half  the  coun-  ! 
try’s  $11  billion  industry.  Nationally 
the  AFA  will  continue  to  work  with  the 
Assn,  of  National  Advertisers  and  the 
American  Assn,  for  Advertising  agen- 
cies. 

Finally,  AFA  recognizes  its  obliga- 
tion to  newcomers  in  the  business,  and 
“that  is  why  this  plan  must  be  put 
into  effect  now  and  continuously — so 
that  we  in  advertising  today  may  leave 
behind  us  on  the  work  bench  for  those 
who  come  after  us,  a clean,  sharp,  use- 
ful instrument  and  not  a dull  and  tar- 
nished tool,”  Mr.  Cunningham  con- 
cluded. 

Official  Blessing  ■ Earl  W.  Kintner, 
Federal  Trade  Commission  chairman, 
said  that  “armed  with  this  manual,  the  J 
regulatory  bodies  of  local  advertising 
clubs  need  never  operate  in  the  dark.” 

It  is  incumbent  on  them  to  use  it,  he 
added. 

Earlier  on  the  program,  Mr.  Kintner, 
speaking  hoarsely  after  a heavy  sched- 
ule of  travel  and  speeches  (150  speeches 
around  the  country  and  200  radio  and 
tv  tapes  in  the  past  eight  months),  said 
that  in  his  contacts  with  many  business 
leaders  he  perhaps  had  found  more 
idealists  in  advertising  than  any  other 
field.  He  reviewed  work  of  the  trade 
commission  and  advertising  self-regula- 
tion. 

This  year  could  rank  with  1911  as  a 


Adams  and  Billingsley  elected  to  Advertising  Hall  of  Fame 


Annual  awards  made  at  the  1960 
AFA  convention  included: 

a James  R.  Adams,  board  chair- 
man of  MacManus,  John  & Adams, 
Detroit,  at  the  time  of  his  death  in 
1956,  and  Allen  L.  Billingsley,  presi- 
dent of  Fuller  & Smith  & Ross,  New 
York,  from  1929  until  he  died  in 
1954,  were  elected  to  the  Advertis- 
ing Hall  of  Fame.  The  Adams  plaque 
was  presented  to  his  son,  Charles  F. 


Adams,  executive  vice  president  of 
MJA.  Robert  E.  Allen,  president  of 
FSR,  accepted  the  Billingsley  pre- 
sentation. The  Hall  of  Fame,  started 
in  1949  and  maintained  at  the  ad- 
vertising Club  of  New  York,  now 
lists  31  men  and  one  woman. 

■ AFA  Awards  for  Public  Serv- 
ice went  to  Theodore  S.  Repplier, 
president  of  The  Advertising  Coun- 
cil, Washington,  D.  C.,  and  Graham 


Palterson,  publisher  and  board  chair- 
man of  the  Farm  Journal  Inc.,  Phila- 
delphia. The  awards  are  for  “leader- 
ship of  major  significance”  in  public 
service  and  human  welfare. 

■ Advertising  Woman  of  The  Year 
is  Genevieve  (Hap)  Hazzard,  account 
executive  of  Campbell-Ewald  Adv., 
Detroit.  The  AFA  Council  on  Wom- 
en’s Advertising  Clubs  cited  her 
women’s  promotions  for  Chevrolet. 


34  (BROADCAST  ADVERTISING) 


BROADCASTING,  June  13,  1960 


‘'landmark  in  the  history  of  this  in- 
dustry’s efforts  to  justify  its  freedom,” 
Mr.  Kintner  told  the  convention,  refer- 
ring to  the  year  the  AFA  started  the 
Better  Business  Bureau  movement.  He 
indicated  “cautious  optimism”  about 
the  ethical  state  of  advertising,  but 
asked  practioners  not  to  rest  on  their 
laurels,  telling  them,  “they  have  not  yet 
been  fully  won.  The  need  for  speed 
and  effective  action  has  not  lessened 
one  whit."  He  asked  AFA  members  to 
exert  a common  moral  force  against 
“the  jackals  of  advertising.” 

Reviewing  commission  action  after 
quiz  and  payola  scandals,  Mr.  Kintner 
said  the  year  saw  commission  activities 
against  all  forms  of  deceptive  advertis- 
ing reach  record  heights.  Monitoring 
is  being  increased  in  all  media,  Mr. 
Kintner  advised  the  group.  The  FTC 
has  asked  Congress  for  a modest 
money  increase  and  expects  to  get  it, 
he  said.  He  directed  attention  to  a 
pending  complaint  against  the  S.  Klein 
store  which  should  clarify  jurisdiction 
between  national  and  local  advertising. 
“Putting  it  bluntly,  can  there  be  and 
should  there  be  two  standards  for  ad- 
vertising in  the  same  media,”  the  regu- 
lator explained. 

A national  board  member  of  the 
Assn,  of  Better  Business  Bureaus, 
G.  DufBeld  Smith,  BBB  executive  vice 
president  in  Dallas,  Tex.,  brought 
along  to  the  meeting  an  ABBB  “decla- 
ration of  responsibilities.”  The  body 
asks  national  and  local  action  to  get 
advertisers  to  accept  responsibility  to 
prove  claims,  media  to  take  responsi- 
bility to  require  proof,  the  Better  Busi- 
ness Bureau  to  take  responsibility  for 
mediating  questioned  advertising  and 
all  cooperating  groups  to  implement 
the  proposal.  The  ABBB  also  would 
like  to  channel  “good  taste”  complaints 
nationally  and  locally  to  business 
groups  ready  to  handle  the  problem 
and  call  for  a conference  on  the  “prin- 
ciples” 

Washington  Report  ■ AFA’s  Wash- 
ington vice  president,  Donald  J.  Wil- 
kins, summarized  action  on  the 
Potomac  “front  line,”  saying  that  on 
June  1 the  Senate  had  pending  18  bills 
affecting  advertising  and  the  House  of 
Representatives  more  than  100.  Of 
these,  the  number  “designed  to  ham- 
string advertising”  is  an  omen  of  bad 
days  ahead,  he  warned  listeners.  In  the 
past  eight  months  there  were  13  differ- 
ent series  of  Washington  hearings  in 
which  advertising  had  a stake,  Mr.  Wil- 
kins said,  nine  in  Congress  and  four  by 
federal  agencies,  and  this  is  only  the 
beginning. 

“The  idea  is  catching  on  and  we  can 
expect  to  share  the  limelight  with  many 
a photogenic  committee  chairman  dur- 
ing the  months  to  come,”  he  promised. 

The  AFA  is  working  with  such 


Truth  code  ■ AFA  Vice  Chairman  John 
P.  Cunningham  (r),  chairman  of  Cun- 
ningham & Walsh,  looks  over  The  Ad- 

groups  as  ANA  and  NAB  to  fight  de- 
tractors of  advertising  in  the  Capital, 
Mr.  Wilkins  reported.  He  asked  the 
AFA  to  strengthen  its  stand  in  Wash- 
ington and,  more  importantly,  to  dem- 
onstrate to  congressmen  that  “advertis- 
ing has  its  grass  roots  in  Main  Street, 
USA,”  and  that  advertising  men  are 
responsible  community  leaders. 

Who’s  To  Blame  ■ “Only  the  mag- 
nificent conceit  of  the  advertising 
man  allows  him  to  take  the  blame  for 
the  immorality”  of  all  show  business, 
Bryan  Houston,  president  of  Fletcher 
Richards,  Calkins  & Holden,  said  in 
a speech  on  creativity  in  a business- 
oriented  atmosphere.  While  not  asking 
listeners  not  to  excuse  misrepresenta- 
tion, Mr.  Houston  described  a situa- 
tion where  “because  public  education 
and  public  concern  with  public  health 
was  advanced  a little  faster  than  the 
morals  of  the  medicine  show,  we  find 
the  advertising  business  calmly  taking 
the  blame  for  not  having  single-hand- 
edly reformed  the  medicine  men,  the 
second  oldest  profession  in  the  world.” 

“Advertising,”  Mr.  Houston  ex- 
plained, “is  inherently  and  necessarily 
more  honest  than  other  forms  of  com- 
merce. For  a simple  reason.  Dishonesty 
cannot  continuously  bring  in  repeat 
customers,  which  is  the  real  backbone 
of  American  advertising.  So  let  the 
blame  fall  where  it  belongs.  Quit  being 
so  deadly  virtuous.  Quit  trying  to  hog 
the  limelight  on  the  mourners  bench. 
And  for  goodness  sake,  quit  trying  to 
freeze  the  creative  instincts  of  all  your 
good  people  by  sitting  around  whining 
Mea  Culpa.” 


vertising  Truth  Book  with  FTC  Chair- 
man Earl  W.  Kintner  (c)  and  C.  James 
Proud,  AFA  president-general  manager. 

This  is  a “deadly  virtue”  inhibiting 
creativity,  Mr.  Houston  said.  What  he 
calls  a “deadly  sin”  grows  out  of  “to- 
day multi-layered  corporate  advertis- 
ing department  and  the  passing  of  an 
advertisement  from  hand  to  hand  until 
its  original  freshness  is  thumb-printed 
to  death  and  its  lifeblood  has  leaked 
out  through  thousands  of  niggling,  nib- 
bling changes.  He  said  “The  most  ex- 
pensive thing  that  happens  to  agencies 
and  to  advertisers  today  is  the  layering 
of  negative  responsibility  in  corporate 
advertising  departments.” 

Anthropologist  Margaret  Mead  and 
Max  Freedman  of  the  Manchester 
Guardian  also  tried  to  put  advertising’s 
“guilt  complex”  in  a different  perspec- 
tive. Complaints  about  advertising  and 
media  are  symptoms  of  a deeper  grow- 
ing distrust,  Dr.  Mead  said.  Just  as 
a cranberry  contamination  scare  masked 
a fear  of  nuclear  fallout,  she  felt,  so 
does  talk  of  payola  express  the  people’s 
basic  fear  that  political  speeches  and 
ghostwritten,  election  campaigns  manip- 
ulated by  advertising  agencies  and  noth- 
ing is  what  it  seems. 

Mr.  Freedman  and  Dr.  Mead  both 
counseled  patience  in  a time  reflecting 
world  tensions.  The  journalist  said  that 
“the  only  thing  more  shocking  than  the 
television  scandals  was  the  shocking  at- 
tention paid  by  the  American  people 
to  the  performers.”  The  burden  of 
guilt  for  relaxed  standards  should  be 
shared  by  the  home,  the  school,  trade 
union,  business  federation — all  of  so- 
ciety, Mr.  Freedman  believes. 

Tv  Irritant  ■ The  president  of  Guild, 
Bascom  & Bonfigli,  in  criticism  directed 
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Everywhere  people  are  saying  . . . 
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is  favored  by  viewers  in  Lancaster-Harrisburg-York, 
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i at  the  tv  copywriter,  asked  relief  for 
"a  malignancy  which  could  very  well 
I destroy  advertising.”  Walter  Guild 
called  it  triple  irritation  and  defined 
;it  as  irritation  by  interruption,  irrita- 
1 tion  of  content  and  irritation  by  repe- 
| tition. 

Viewers  are  chafing  under  triple  ir- 
i ritation,  Mr.  Guild  warned,  and  pointed 
j to  the  fate  of  quiz  shows  after  the  re- 
' cent  scandal,  to  Orson  Welles  after 
the  Men  From  Mars  radio  broadcast 
] and  to  Mae  West  after  trying  “barroom 
I gags”  on  the  air.  Triple  irritation  could 
I lead  to  regulation  of  all  advertising, 
Mr.  Guild  believes. 

He  addressed  this  plea  to  copywrit- 
' ers  “in  their  native  tongue” : “Copy- 
writers, here  is  a revolutionary  old 
idea  for  relief  of  triple  irritation  mis- 
eries.  Have  the  muscles  in  your  typing 
finger  become  lax?  Is  your  creative 
| urge  drooping?  You  may  be  suffering 
from  what  doctors  call  “ferbellious  of 
! the  logus,”  but  which  we  call  tired 
layout.  Do  as  thousands  have  done. 
Try  Friendly  Persuasion!  In  a recent 
survey  by  the  United  States  Testing 
Bureau,  three  out  of  four  copy  chiefs 
j recommended  the  ingredients  in  Friend- 
i ly  Persuasion.  A survey  of  clients  in 
i Manchester,  Mass.,  proved  conclusively 
that  in  three  cases  out  of  four  triple 
irritation  vanished  completely  (or  def- 
initely improved)  within  7 to  11  weeks. 
Why  trade  a client  for  an  upset  stom- 
ach? Do  not  risk  the  danger  of  em- 
I1  barrassing  government  regulation!  Fol- 
low the  advice  of  prominent  copy 
chiefs  and  clients  who  have  switched 
to  Friendly  Persuasion.  Banish  triple 
irritation.  Try  Friendly  Persuasion  now, 
and  give  advertising  fast,  fast,  FAST 
| relief!” 

Agency  art  directors  came  for  en- 
i couragement  by  A1  Capp.  After  a few 
S barbs  (“artists  need  art  directors  to  kick 
them  around”),  the  cartoonist  conceded 
that  art  directors  are  the  last  outpost  of 
classic  art.  With  abstract  “garbage” 
hanging  on  museum  walls,  advertising 
art  is  the  only  medium  left  to  depict 
the  world  in  idealized,  “god-like”  form, 
Mr.  Capp  is  persuaded. 

Irritated,  Too  ■ An  advertiser  sound- 
i ed  another  note  of  copy  criticism.  Lewis 
F.  Bonham,  president  of  the  Miles 
Products  Div.  of  Miles  Labs,  said,  “ex- 
cept for  a few  courageous  voices  which 
have  been  raised  in  recent  months, 
nothing  apparently  is  being  done,  that 
I can  see,  to  upgrade  the  character  and 
ethics  of  certain  distasteful  and  dis- 
j paraging  advertising.  Some  of  the  com- 
petitive claims  which  are  being  made 
today,  and  particularly  on  television, 
for  example,  are  a reflection  upon 
media  and  the  advertising  business  in 
general.”  He  called  on  media  to  take 
1 action,  since,  “obviously,  many  adver- 
tisers and  agencies  are  not  going  to  con- 
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TOP  10  NETWORK  PROGRAMS 

Tv  report  for  April 


Rank  Rating 

1.  Wagon  Train  46.8 

2.  Gunsmoke  44.1 

3.  Red  Skelton  38.5 

4.  77  Sunset  Strip  37.5 

5.  Have  Gun,  Will  Travel  36.1 

6.  Real  McCoys  35.1 

7.  Father  Knows  Best  33.8 

8.  Ed  Sullivan  32.9 

9.  Danny  Thomas  32.6 

10.  Perry  Mason  31.2 

10.  Untouchables  31.2 

No.  viewers 

Rank  J (000) 

1.  Wagon  Train  49,750 

2.  Gunsmoke  44,240 

3.  Red  Skelton  39,070 

4.  Real  McCoys  37,330 

5.  Have  Gun,  Will  Travel  37,190 

6.  77  Sunset  Strip  36,510 

7.  Ed  Sullivan  36,290 

8.  Father  Knows  Best  36,280 

9.  Danny  Thomas  32,820 

10.  Dennis  the  Menace  32,460 


Copyright  I960  American  Research  Bureau 
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TOP  10  NETWORK  PROGRAMS 

Tv  report  for  2 weeks  ending  May  8,  1960 


TOTAL  AUDIENCEf 


Rank 

No.  homes 
(000) 

1. 

Gunsmoke 

19,255 

2. 

Phil  Silvers  Special 

17,673 

3. 

Wagon  Train 

17,402 

4. 

Have  Gun,  Will  Travel 

14,600 

5. 

Red  Skelton  Show 

14,600 

6. 

Danny  Thomas  Show 

14,419 

7. 

77  Sunset  Strip 

13,876 

8. 

Ed  Sullivan  Show 

13,379 

9. 

Perry  Mason  Show 

12,701 

10. 

Father  Knows  Best 

12,430 

Rank 

% homes* 

1. 

Gunsmoke 

43.1 

2. 

Phil  Silvers  Special 

40.4 

3. 

Wagon  Train 

40.1 

4. 

Have  Gun,  Will  Travel 

31.1 

5. 

Red  Skelton  Show 

32.8 

6. 

Danny  Thomas  Show 

32.2 

7. 

77  Sunset  Strip 

31.7 

8. 

Ed  Sullivan  Show 

30.0 

9. 

Perry  Mason  Show 

28.6 

10. 

Untouchables 

27.9 

BACKGROUND:  The  following  programs,  in 
alphabetical  order,  appear  in  this  week's 
BROADCASTING  tv  ratings  roundup.  Informa- 
tion is  in  following  order:  program  name,  net- 
work, number  of  stations,  sponsor,  agency,  day 
and  time. 

Dennis  the  Menace  (CBS-167):  Kellogg  (Bur- 
nett), Best  Foods  (GBB),  Sun.  7:30-8  p.m. 
Father  Knows  Best  (CBS-155):  Lever  Bros., 
Scott  Paper  (both  JWT),  Mon.  8:30-9  p.m. 
Gunsmoke  (CBS-201):  Liggett  & Myers  (DFS), 
Remington  Rand  (Y&R),  Sat.  10-10:30  p.m. 
Hall  of  Fame  (NBC-162):  Hallmark  (FCB), 
Mon.,  May  2,  9:30-11  p.m. 

Have  Gun,  Will  Travel  (CBS-164):  Lever  Bros. 
(JWT),  American  Home  Products  (Bates), 
Sat.  9:30-10  p.m. 

Perry  Mason  (CBS-150):  Colgate-Palmolive 

(Bates),  Gulf  Oil  (Y&R),  Sat.  7:30-8:30 
p.m. 

Playhouse  90  (CBS-169):  American  Gas  Assn. 
(L&N),  Allstate  Insurance  (Burnett),  R.J. 
Reynolds  (Esty),  Mon.,  May  2,  8-9:30  p.m. 
Price  Is  Right  (NBC-158):  Lever  (0BM), 

Speidel  (NCK),  Wed.  8:30-9  p.m. 


AVERAGE  AUDIENCE! 


Rank 

No.  homes 
(000) 

1.  Gunsmoke 

18,080 

2.  Wagon  Train 

13,967 

3.  Have  Gun,  Will  Travel 

13,831 

4.  Phil  Silvers  Special 

13,741 

5.  Red  Skelton  Show 

13,424 

6.  Danny  Thomas  Show 

13,379 

7.  Father  Knows  Best 

11,571 

8.  77  Sunset  Strip 

11,390 

9.  Rifleman 

11,074 

10.  Price  Is  Right — 8:30  p.m. 

10,984 

Rank 

% homes* 

1.  Gunsmoke 

40.4 

2.  Wagon  Train 

32.2 

3.  Phil  Silvers  Special 

31.4 

4.  Have  Gun,  Will  Travel 

31.1 

5.  Red  Skelton  Show 

30.2 

6.  Danny  Thomas  Show 

29.9 

7.  77  Sunset  Strip 

26.0 

8.  Father  Know  Best 

25.9 

9.  Price  Is  Right — 8:30  p.m. 

25.5 

10.  Rifleman 

25.3 

t Homes  reached  by  all  or  any  part  of  the 
program,  except  for  homes  viewing  only 
1 to  5 minutes. 

* Percented  ratings  are  based  on  tv  homes 
within  reach  of  station  facilities  used  by 
each  program. 

+ Homes  reached  during  the  average  minute 
of  the  program. 

Copyright  1960  A.C.  Nielsen  Co. 


TOP  10  NETWORK  PROGRAMS 
May  1-7,  1960 


Rank  Rating 

1.  Gunsmoke  35. 1 

2.  Wagon  Train  31.9 

3.  Phil  Silvers  Special  29.8 

4.  Red  Skelton  29.4 

5.  Real  McCoys  28.4 

6.  Playhouse  90  28.3 

7.  Ed  Sullivan  27.9 

8.  Untouchables  27.7 

9.  Perry  Mason  27.5 

10.  Hall  of  Fame  27.2 

No.  homes* 

Rank  (000) 

1.  Gunsmoke  15,200 

2.  Wagon  Train  13,800 

3.  Phil  Silvers  Special  12,700 

4.  Red  Skelton  12,600 

5.  Real  McCoys  12,100 

6.  Playhouse  90  12,200 

7.  Ed  Sullivan  12,000 

8.  Untouchables  11,700 

9.  Perry  Mason  11,900 

10.  Hall  of  Fame  11,700 


* Listed  in  sequence  of  rating  level  from  first 
table. 

Copyright  1960  Videodex  Inc. 

Phil  Silvers  Special  (CBS-174):  Carling  (B&B), 
Sat.,  May  7,  9-10  p.m. 

Real  McCoys  (ABC-148):  P&G  (Compton), 
Thur.  8:30-9  p.m. 

Rifleman  (ABC-142):  Miles  (Wade),  Ralston 
Purina  (Gardner),  P&G  (B&B),  Tues.  9- 
9:30  p.m.  • 

Red  Skelton  Show  (CBS-170):  S.C.  Johnson 
(FCB),  Pet  Milk  (Gardner),  Tue.  9:30-10 
p.m. 

77  Sunset  Strip  (ABC-174):  American  Chicle, 
Whitehall  (both  Bates),  R.J.  Reynolds  (Esty), 
Brylcreem  (K&E),  Fri.  9-10  p.m. 

Ed  Sullivan  Show  (CBS-181):  Colgate-Palm- 
olive (Bates),  Eastman  Kodak  (JWT),  Sun. 
8-9  p.m. 

Danny  Thomas  Show  (CBS-202):  General  Foods 
(B&B),  Mon.  9-9:30  p.m. 

Untouchables  (ABC-127):  Liggett  & Myers 
(M-E),  Warner-Lambert  (L&F),  Seven-Up 
(JWT),  Luden's  (Mathes),  Armour  (FCB), 
Lewis  Howe  (M-E),  Carnation  (EWRR), 
Thur.  9:30-10:30  p.m. 

Wagon  Train  (NBC-184):  Ford  (JWT),  R.J. 
Reynolds  (Esty)  National  Biscuit  Co.  (M-E), 
Wed.  7:30-8  p.m. 
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Misplaced  blame  ■ Bryan  Houston, 
president  of  Fletcher  Richards,  Calkins 
& Holden,  says  blaming  advertising  for 
laggard  morals  of  show  business  ham- 
pers creativity. 

form  of  their  own  volition.” 

The  Advertising  Research  Founda- 
tion’s technical  director,  Dr.  Charles  K. 
Ramond,  told  his  audience  that  profit- 


able advertising  decision-making  is  a 
skill  that  almost  no  one  has  learned. 
He  advised  advertisers  to  learn  to  ex- 
periment and  measure  results.  To  do 
this  calls  for  a combination  of  scientific 
and  managerial  creativity,  he  said. 

One  of  the  officials  addressing  the 
AFA,  Secretary  of  Commerce  Frederick 
H.  Mueller  asked  advertising  to  work 
toward  survival  of  freedom  in  a missile- 
haunted  age.  Business  enterprise  can 
contribute  to  economic  statesmanship 
and  it  is  up  to  the  advertising  com- 
munity not  only  “to  sell  more  soap  and 
star-dust  but  to  sell  our  free  system,  to 
sell  it  better,  to  the  minds  of  men 
everywhere.” 

A British  agency  chief,  Harry  F. 
Overy,  chairman  of  Willing’s  Press 
Service  Ltd.,  touched  on  the  impact  of 
commercial  television  in  his  country. 
“Our  television  advertising  [in  Great 
Britain]  pays  off  as  no  other  medium 
can,  particularly  when  there  is  an  ele- 
ment of  news  or  newness  about  the 
message  which  is  transmitted,”  Mr. 
Overy  said.  Some  of  the  problems  of  a 
single  commercial  channel:  advertisers 
line  up  two  years  ahead  of  time  and 
time  is  expensive,  making  30-second 
spots  and  ID’s  a practical  although 
limited  vehicle.  Mr.  Overy  observed 
that  although  he  hears  American  com- 
plaints about  triple  spotting,  advertisers 
have  to  line  up  six  deep  (non-competi- 
tive products)  for  the  British  “natural 


Advertiser  gripe  ■ Lewis  Bonham, 
president  of  Miles  Products,  calls  on 
media  to  clean  up  copy  abuses  if  the 
situation  exists  wherein  advertisers 
won’t  do  the  job. 

breaks,”  yet  “it  doesn’t  seem  to  be  a 
fatal  disease  with  us.” 

Next  spring’s  AFA  convention  will 
be  in  Washington,  D.C. 


FIRST  QUARTER  TV  BILLING  UP  10% 

Figures  live  up  to  predictions  for  big  advances  in  1960 


Television  gross  time  billing  for  the 
first  quarter  is  living  up  to  expectations 
of  substantial  gains  in  1960,  the  first 
year  of  a decade  generally  promoted  in 
the  advertising  business  as  the  “soaring 
sixties.” 

In  the  first  quarter,  network  and  spot 
totaled  $339,823,575,  a rise  of  more 
than  10%  over  the  first  quarter  of 
1959  which  had  a combined  network- 
spot  gross  of  $307,933,428. 

Projected  on  this  basis  alone,  national 
tv’s  gross  time  billing  could  come  in  at 
more  than  $1.35  billion  for  the  year, 
also  an  approximate  10%  increase  over 
the  estimated  tv  gross  of  $1.23  billion 
in  1959  (Broadcasting,  March  21). 

Television  Bureau  of  Advertising  re- 
leased today  (June  13)  a first  quarter 
report  on  spot  tv  gross  time  billing.  A 
similar  report  a week  ago,  listed  the 
top  advertiser  expenditures  for  network 
time  (Broadcasting,  June  6).  At  the 
start  of  ’60,  TvB  had  predicted  an 
estimated  $1.6  billion  in  net  time  and 
talent  this  year.  (Local  tv  billing,  net 
time  and  talent,  came  to  $280  million 
in  1959,  and  this  year  is  expected  to 


increase  by  15%  to  about  $322  mil- 
lion.) 

Spot  Up  12%  ■ In  its  spot  tv  report, 
TvB  (via  figures  prepared  by  N.C. 
Rorabaugh  Co.)  showed  a first  quarter 
total  of  $167,981,000  at  gross  rates,  a 
12%  gain  over  last  year’s  quarter  on 
the  basis  of  300  stations  reporting  in 
both  years. 

In  network  television,  the  first  quar- 
ter total  was  more  than  $171.8  million, 
a 9.8%  gain.  TvB’s  initial  prediction 
for  the  year  was  a 12%  gain  in  spot 
and  an  8 % increase  in  network1  for  the 
whole  year.  Thus,  it’s  apparent  the  re- 
turns are  coming  in  right  on  the  nose. 

The  top  five  national  advertisers, 
combining  spot  and  network  gross  time 
billing  for  the  first  quarter: 

Procter  & Gamble,  $25.1  million; 
Lever  Bros.,  $12.2  million;  American 
Home  Products,  $11.2  million;  General 
Foods,  $10.1  million,  and  Colgate- 
Palmolive,  $9  million. 

TvB  also  complied  product  classifi- 
cations showing  substantial  increases  in 
the  first  quarter  1959  vs.  1960.  Auto- 
motives led  the  list,  rising  236%  from 


$1.8  million  to  $6.1  million.  Others: 
household  equipment,  up  52%  from 
$785,000  to  $1.98  million;  household 
paper  products,  31%  increase  from 
$1.3  million  to  $1.71  million;  general 
household  rose  89%  from  $910,000  to 
$1.72  million;  publications  130%  from 
$332,000  to  $765,000;  tobacco  prod- 
ucts up  54%  from  $7.91  million  to  $11 
million,  and  transportation-travel  up 
47%  from  $960,000  to  $1.41  million. 

Also  released  for  the  first  time  was 
a five-year  comparison  by  advertiser 
product  classifications  based  on  the  first 
quarter  reports  of  each  year. 

P&G  & GF  Top  Report  ■ In  the  spot 
report,  P&G  was  No.  1 with  more  than 
$13.4  million.  General  Foods  was  next 
at  $5  million.  Present  for  the  first  time 
in  the  top  100  advertisers  list:  B.C. 
Remedy  Co.,  Hudson  Pulp  & Paper 
Corp.,  Martinson’s  Coffee  Inc.,  Min- 
nesota Mining  & Mfg.  and  Mobil  Oil 
Co. 

On  the  total  spot  placement  reported, 
announcements  in  the  quarter  repre- 
sented 76.7%  of  the  total  ($128.7 
million),  ID’s  10.7%  ($17.9  million) 
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The  stresses  and  strains  of  everyday  living  have  put  frightening  pressures  on  our  nervous  systems. 


So  said  one  guest.  Others  disagreed.  The  result  was  another  fascinating,  provocative  locally- produced 
program -the  sort  of  programming  Chicagoans  have  come  to  expect  from  CBS  Owned  WBBM-TV. 

People  who  value  their  time  find  there  is  more  worth  watching  on  WBBM-TV.  That’s  why  time  is  so 
valuable  on  WBBM-TV,  Chicago’s  most  popular  television  station  for  59  consecutive  Nielsen  reports. 

WBBM  -TV,  CHANNEL  2 IN  CHICAGO  - CBS  OWNED 


LONG  ISLAND  IS  A MAJOR  MARKET! 


THE  GREATER 
LONG  ISLAND  MARKET 

(Nassau-Suffolk) 


MORE  LUMBER 
IS  BOUGHT  ON 
LONG  ISLAND 
THAN  IN 

DALLAS,  DENVER 
AND  DAYTON... 
PUT  TOGETHER! 


WHLl 

Dominates  the  Major  Long  Island  Market  (Nassau) 
. . . Delivers  MORE  Audience  than  any  other 
Network  or  Independent  Station! 

(Pulse) 

r >10,000  WATTS 

i WHLl 

HEMPSTEAD 

LONG  ISIANO.  N.  T. 

Represented  by  Gill-Perna 


AM  1100 

fM  98  3 


tin  orict  of 


and  programs  12.6%  ($21.2  million). 

Food  and  grocery  products  repre- 
sented the  top  advertiser  category 
($47.39  million)  in  the  quarter,  the 
individual  classification  of  coffee,  tea 
and  food  drinks  accounting  for  $13.4 
million.  Drug  product  advertisers  com- 
piled $16.6  million,  with  cold  remedies 
alone  accounting  for  $6.3  million. 


Estimated  Expenditures  of  National 
and  Regional  Spot  Television  Adver- 
tisers By  Product  Classification 


AGRICULTURE  $ 

567,000 

Feeds,  meals 

241,000 

Miscellaneous 

326,000 

ALE,  BEER  & WINE 

11,948,000 

Beer  & ale 

10,471,000 

Wine 

1,477,000 

AMUSEMENTS,  ENTERTAINMENT 

343,000 

AUTOMOTIVE 

6,102,000 

Anti-freeze 

Batteries 

39,000 

Cars 

4,774,000 

Tires  & tubes 

215,000 

Trucks  & trailers 

41,000 

Misc.  accessories  & supplies 

1,033,000 

BUILDING  MATERIAL,  EQUIPMENT, 

FIXTURES,  PAINTS 

504,000 

Fixtures,  plumbing,  supplies 

154,000 

Materials 

190,000 

Paints 

63,000 

Power  tools 

17,000 

Miscellaneous 

80,000 

CLOTHING,  FURNISHINGS, 

ACCESSORIES 

4,459,000 

Clothing 

3,144,000 

Footwear 

686,000 

Hosiery 

606,000 

Miscellaneous 

23,000 

CONFECTIONS  & SOFT  DRINKS 

6,959,000 

Confections 

4,088,000 

Soft  drinks 

$2,871,000 

CONSUMER  SERVICES 

4,499,000 

Dry  cleaning  & laundries 

9,000 

Financial 

881,000 

Insurance 

883,000 

Medical  & dental 

65,000 

Moving,  hauling,  storage 

109,000 

Public  utilities 

2,031,000 

Religious,  political,  unions 

259,000 

Schools  & colleges 

136,000 

Miscellaneous  services 

126,000 

COSMETICS  & TOILETRIES 

12,956,000 

Cosmetics 

3,282,000 

Deodorants 

932,000 

Depilatories 

31,000 

Hair  tonics  & shampoos 

2,123,000 

Hand  & face  creams,  lotions 

1,354,000 

Home  permanents  & coloring 

654,000 

Perfumes,  toilet  waters,  etc. 

305,000 

Razors,  blades 

344,000 

Shaving  creams,  lotions,  etc. 

565,000 

Toilet  soaps 

1,627,000 

Miscellaneous 

1,739,000 

DENTAL  PRODUCTS 

2,909,000 

Dentifrices 

2,382,000 

Mouthwashes 

454,000 

Miscellaneous 

73,000 

DRUG  PRODUCTS 

16,624,000 

Cold  remedies 

6,321,000 

Headache  remedies 

2,926,000 

Indigestion  remedies 

3,275,000 

Laxatives 

1,099,000 

Vitamins 

1,074,000 

Weight  aids 

243,000 

Misceilaneous  drug  products 

1,396,000 

Drug  stores 

290,000 

FOOD  & GROCERY  PRODUCTS 

47,396,000 

Baked  goods 

6,195,000 

Cereals 

2,994,000 

Coffee,  tea  & food  drinks 

13,461,000 

Condiments,  sauces,  appetizers 

2,249,000 

Dairy  products 

1,540,000 

Desserts 

250,000 

Dry  foods  (flour,  mixes,  rice,  etc.) 

5,820,000 

Fruits  & vegetables,  juices 

2,475,000 

Macaroni,  noodles,  chili,  etc. 

814,000 

Margarine,  shortenings 

3,295,000 

Meat,  poultry  & fish 

1,862,000 

Soups  . 

600,000 

A five-year  look 

af  national  and  regional 

first  quarter  spot  television  expenditures 

1956 

1957 

1958 

1959 

1960 

Agriculture  $ 

310,000 

$ 410,000 

$ 388,000 

$ 536,000 

$ 567,000 

Ale,  beer  & wine 

8,323,000 

8,514,000 

9,399,000 

11,250,000 

11,948,000 

Amusements,  entertainment 

157,000 

119,000 

84,000 

140,000 

343,000 

Automotive 

3,280,000 

2,293,000 

2,089,000 

1,816,000 

6,102,000 

Building  material,  equipment, 

fixtures,  paints 

805,000 

450,000 

514,000 

423,000 

504,000 

Clothing,  furnishings, 

accessories 

1,793,000 

2,170,000 

2,879,000 

3,827,000 

4,459,000 

Confections  & soft  drinks 

4,673,000 

7,234,000 

6,278,000 

7,307,000 

6,959,000 

Consumer  services 

2,952,000 

3,177,000 

3,481,000 

4,196,000 

4,499,000 

Cosmetics  & toiletries 

7,442,000 

10,660,000 

11,544,000 

11,736,000 

12,956,000 

Dental  products 

4,253,000 

1,536,000 

3,263,000 

4,070,000 

2,909,000 

Drug  products 

10,726,000 

12,981,000 

11,560,000 

16,218,000 

16,624,000 

Food  & grocery  products  : 

28,461,000 

32,860,000 

33,331,000 

45,069,000 

47,396,000 

Garden  supplies  & 

equipment 

134,000 

190,000 

251,000 

262,000 

332,000 

Gasoline  & lubricants 

3,123,000 

5,422,000 

5,177,000 

5,179,000- 

5,667,000 

Hotels,  resorts, 

restaurants 

48,000 

87,000 

84,000 

109,000 

213,000 

Household  cleaners,  cleansers, 

polishers,  waxes* 

1,579,000 

2,808,000 

1,987,000 

11,331,000 

9,693,000 

Household  equipment, 

appliances 

1,505,000 

1,472,000 

1,083,000 

785,000 

1,980,000 

Household  furnishings 

768,000 

1,380,000 

661,000 

1,249,000 

976,000 

Household  laundry  products 

4,747,000 

3,732,000 

8,643,000 

9,557,000 

10,756,000 

Household  paper  products 

1,108,000 

1,618,000 

1,284,000 

1,302,000 

1,711,000 

Household,  general 

975,000 

592,000 

1,058,000 

910,000 

1,721,000 

Notions 

80,000 

30,000 

65,000 

42,000 

34,000 

Pet  products 

986,000 

1,679,000 

1,477,000 

2,441,000 

2,841,000 

Publications 

564,000 

553,000 

300,000 

332,000 

765,000 

Sporting  goods,  bicycles,  toys  98,000 

115,000 

260,000 

586,000 

682,000 

Stationery,  office  equipment 

73,000 

131,000 

36,000 

65,000 

15,000 

Television,  radio,  phonograph, 

musical  instruments 

626,000 

423,000 

342,000 

501,000 

259,000 

Tobacco  products  & supplies 

7,081,000 

10,331,000 

8,072,000 

7,191,000 

11,038,000 

Transportation  . & travel 

665,000 

884,000 

666,000 

960,000 

1,410,000 

Watches,  jewelry,  cameras 

1,834,000 

1,249,000 

1,362,000 

148,000 

490,000 

Miscellaneous 

1,040,000 

1,835,000 

1,444,000 

1,876,000 

2,132,000 

TOTAL  100,209,000 

116,935,000 

119,062,000 

151,414,000 

167,981,000 

Reporting  Stations 

267 

321 

333 

341 

339 

* Starting  with  fourth  quarter  1958,  liquid  cleaners  included  in  sub-class  "Cleaners,  cleansers" 

(Source:  TvB-Rorabaugh) 
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BUT...  WKZO  Radio  Will  Take  You  Farther,  Faster 
In  Kalamazoo -Battle  Creek  And  Greater  Western  Michigan! 


. 


7-COUNTY  PULSE  REPORT 


KALAMAZOO-BATTLE  CREEK  AREA— MARCH-APRIL  1959 
SHARE  OF  AUDIENCE  — MONDAY-FRIDAY 


WKZO 

Station  “B” 

Station  “C” 

6 A.M.-  12  NOON 

30 

21 

11 

12  NOON-6  P.M. 

27 

22 

10 

6 P.M.  - 12  MIDNIGHT 

29 

22 

10 

WKZO  Radio  can  put  you  in  the  driver’s  seat  in 
Kalamazoo-Battle  Creek  and  Greater  Western  Michigan. 

WKZO  sells  best  because  far  more  people  prefer  it  to  all 
other  stations  in  this  big  radio  market.  The  latest 
Pulse  Survey  (see  left)  proves  it.  WKZO  Radio  rates 
highest  in  345  of  360  quarter  hours  surveyed — an 
average  daily  audience  32%  larger  than  that  of  any 
other  station! 

Talk  to  Avery-Knodel  about  WKZO  Radio  soon! 


sfc Oldest  internal-combustion  engine  car  in  running  order  is  the  Banish  “Hammel,"  completed  in  1887. 


WKZO-TV  — GRAND  RAPIDS-KAIAMAZOO 
WKZO  RADIO  — KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS-KALAMAZOO 
WWTV  — CADILLAC,  MICHIGAN 
KOLN-TV  — IINC01N,  NEBRASKA 


WKZO 


CBS  RADIO  FOR  KALAMAZOO-BATTLE  CREEK 
AND  GREATER  WESTERN  MICHIGAN 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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1 1 is  the  voice  of  2,000  Associated  Press  member  radio  and  television  stations 
throughout  the  United  States.  Thus,  the  initials  APRTA — The  Associated  Press 
Radio  and  Television  Association. 

What  do  we  mean  by  "the  voice?"  Well,  let’s  go  back  a bit. 

Specifically,  back  to  1951.  The  Associated  Press  invited  a representative 
group  of  AP  member  broadcasters  to  organize  themselves  as  a committee  to 
study  AP  operations  in  the  broadcasting  field  and  make  recommendations 
for  the  future.  After  three  years  of  study,  the  committee  recommended 
the  formation  of  a national  group  of  AP  member  broadcasters,  with  this 
avowed  aim: 

"To  advance  the  science  of  journalism  through  the  media  of  radio  and 
television,  to  cooperate  with  The  Associated  Press  in  order  to  make  available 
an  accurate  and  impartial  record  of  the  news,  and  to  serve  as  a liaison  between 
the  members  of  The  Associated  Press  and  the  management  thereof  in  the 
attainment  of  those  ends." 


And  so  did  the  APRTA  come  into  being.  Today,  the  APRTA  is  six  years 
old.  It  is  controlled  by  a 1 6-man  Board  of  Directors,  elected  democratically  by 
the  2,000  AP  member  broadcasters  it  serves.  Its  by-laws  provide  that  all  cate- 
gories of  member  broadcasters  must  be  represented— from  250-watt  local  radio 
stations  to  50,000-watt  AMS,  FM  and  television. 

The  APRTA  Board  meets  periodically  with  AP  management  to  advise 
and  to  recommend,  but  it  plays  a vital  role  throughout  the  year.  Its  continuing 
study  committees  probe  and  dissect  every  aspect  of  the  broadcast  circuit,  analyze 
the  suggestions  and  recommendations  of  individual  stations  and  make  periodic 
reports. 

Now  you  know  why  we  call  the  APRTA  "the  voice”  of  2,000  radio  and 
TV  stations.  Through  its  efforts,  the  broadcast  circuit  has  been  molded  over 
the  years  to  keep  pace  with  the  always  varying  requirements  of  the  industry. 
The  APRTA  keeps  the  AP  broadcast  members  on  top! 


PACESETTER 


IN  SPEED  BOATS 

It  hit  an  incredible  speed  of  260.35 
miles  per  hour 


IS  CINCINNATI’S 

PACESETTER 

RADIO  STATION 

Represented  nationally  by  GILL-PERN  A 

New  Yotk  • Chicago  • Los  Angeles  • San  Francisco  • Boston  • Detroit 

CONSOLIDATED  SUN  RAY  STATIONS 

WSAI,  Cincinnati;  WPEN,  Philadelphia;  WALT,  Tampa 


Miscellaneous  foods 

$2,831,000 

Miscellaneous  frozen  foods 

631,000 

Food  stores 

2,379,000 

GARDEN  SUPPLIES  & EQUIPMENT 

332,000 

GASOLINE  & LUBRICANTS 

5,667,000 

Gasoline  & oil 

5,459,000 

Oil  additives 

171,000 

Miscellaneous 

37,000 

HOTELS,  RESORTS,  RESTAURANTS 

213,000 

HOUSEHOLD  CLEANERS,  CLEANSERS, 

POLISHES,  WAXES* 

9,693,000 

Cleaners,  cleansers* 

7,342,000 

Floor  & furniture  polishes,  waxes 

1,947,000 

Glass  cleaners 

8,000 

Home  dry  cleaners 

19,000 

Shoe  polish 

339,000 

Miscellaneous  cleaners 

38,000 

HOUSEHOLD  EQUIPMENT- 
APPLIANCES 

1,980,000 

HOUSEHOLD  FURNISHINGS 

976,000 

Beds,  mattresses,  springs 

464,000 

Furniture  & other  furnishings 

512,000 

HOUSEHOLD  LAUNDRY  PRODUCTS 

10,756,000 

Bleaches,  starches 

1,785,000 

Packaged  soaps,  detergents* 

8,533,000 

Miscellaneous 

438,000 

HOUSEHOLD  PAPER  PRODUCTS 

1,711,000 

Cleansing  tissues 

395,000 

Food  wraps 

126,000 

Napkins 

26,000 

Toilet  tissue  j 

839,000 

Miscellaneous  I 

325,000 

HOUSEHOLD,  GENERAL 

1,721,000 

Brooms,  brushes,  mops,  etc. 
China,  glassware,  crockery. 

281,000 

containers 

28,000 

Disinfectants,  deodorizers  . 

518,000 

Fuels  (heating,  etc.) 

87,000 

Insecticides,  rodenticides 

92,000 

Kitchen  utensils 

19,000 

Miscellaneous 

696,000 

NOTIONS 

34,000 

PET  PRODUCTS 

2,841,000 

PUBLICATIONS 

765,000 

SPORTING  GOODS,  BICYCLES,  TOYS 

682,000 

Bicycles  & supplies 

Toys  & games 

572,000 

Miscellaneous 

110,000 

STATIONERY,  OFFICE  EQUIPMENT 

15,000 

TELEVISION,  RADIO,  PHONOGRAPH, 
MUSICAL  INSTRUMENTS 

259,000 

Radio  & television  sets 

41,000 

Records 

205,000 

Miscellaneous 

13,000 

TOBACCO  PRODUCTS  & SUPPLIES' 

11,038,000 

Cigarettes 

10,095,000. 

Cigars,  pipe  tobacco 

809,000 

Miscellaneous 

134,000 

TRANSPORTATION  & TRAVEL 

1,410,000 

Air 

1,070,000 

Bus 

108,000 

Rail 

217,000 

Miscellaneous 

15,000 

WATCHES,  JEWELRY,  CAMERAS 

490,000 

Cameras,  accessories,  supplies 
Clocks  & watches 

32,000 

Jewelry 

23,000 

Pens  & pencils 

417,000 

Miscellaneous 

18,000 

MISCELLANEOUS 

2,132,000 

Trading  stamps 

344,000 

Miscellaneous  products 

975,000 

Miscellaneous  stores 

813,000 

TOTAL  $167,981,000 


"Starting  with  the  4th  Quarter  1958  liquid 
cleaners  (i.e.  Lestoil)  now  included  in  sub-class, 
"cleaners,  cleansers." 


Estimated  Expenditures 
Top  100  National  & Regional  Spot 
TV  Advertisers 
First  Quarter  1960 


1.  Procter  & Gamble 

2.  General  Foods 

3.  Lever  Bros. 

4.  Bristol-Myers 


$13,466,400 

5,036,000 

4,639,400 

3,717,500 


5. 

Colgate-Palmolive 

$3,203,500 

6. 

Ac'ell  Chemical 

2,981,600 

7. 

P.  Lorillard 

2,769,700 

8. 

American  Home  Products 

2.c90,300 

9. 

Miles  Labs. 

2,377,800 

10. 

International  Latex 

2,328,500 

11. 

Standard  Brands 

2,291,000 

12. 

Continental  Baking 

2,108,700 

13. 

Warner-Lambert 

2,072,000 

14. 

Brown  & Williamson 

1,869,900 

15. 

R.  J.  Reynolds 

1,855,900 

16. 

Wesson  Oil  & Snow  Drift 

1,836,900 

17. 

Nestle  Co. 

1,816,200 

18. 

William  Wrigley  Jr. 

1,758,300 

19. 

American  Tobacco 

1,745,300 

20. 

Avon  Products 

1,385,900 

21. 

Kellogg  Co. 

1,318,600 

22. 

J.  A.  Folger  & Co. 

1,207,700 

23. 

Coca-Cola  (Bottlers) 

1,098,400 

24. 

Philip  Morris 

1,087,100 

25. 

Ford  Dealers 

1,032,500 

26. 

Andrew  Jergens 

1,018,100 

27. 

Norwich  Pharmacal 

999,900 

28. 

S.  C.  Johnson  & Son 

988,000 

29. 

General  Mills 

958,900 

30. 

General  Motors  Dealers 

°46,500 

31. 

Anheuser-Busch 

927,200 

32. 

Wander  Co. 

918,500 

33. 

General  Electric 

879, 7r0 

34. 

Vick  Chemical 

839,800 

35. 

Mobil  Oil 

823,700 

36. 

Quaker  Oats 

815,800 

37. 

Minute  Maid 

799,100 

38. 

Esso  Standard  Oil 

774,300 

39. 

Sterling  Drug 

766,500 

40. 

Liggett  & Myers 

748,700 

41. 

Falstaff  Brewing 

745,800 

42. 

Drug  Research  Corp. 

742,700 

43. 

Minnesota  Mining  & Mfg. 

736,800 

44. 

Associated  Products 

736,400 

45. 

Carling  Brewing 

734,800 

46. 

United  Merchants  & Mfgrs. 

729,400 

47. 

E.  & J.  Gallo  Winery 

708,500 

48. 

Mennen  Co. 

696,400 

49. 

Peosi'  Cola  (Bottlers) 

682,800 

50. 

Consolidated  Cigar 

678,000 

51. 

Maybelline 

662,900 

52. 

Plough  Inc. 

658,800 

53. 

American  Motors 

651,700 

54. 

Scott  Paper 

650,900 

55. 

Corn  Products 

649,900 

56. 

U.S.  Borax  & Chemical 

646,100 

57. 

Texize  Chemicals 

630,600 

58. 

Simoniz 

629,000 

59. 

Welch  Grape  Juice 

620,400 

60. 

Swift  & Co. 

615,300 

61. 

Pillsbury 

608,200 

62. 

Hamm  Brewing 

607,600 

63. 

Hertz  Corp. 

605,600 

64. 

Alberto-Culver 

604,700 

65. 

Max  Factor 

581,800 

66. 

Atlantic  Refining 

576,000 

67. 

Kayser-Roth  Hosiery 

561,400 

68. 

Shell  Oil 

555,700 

69. 

Fels  & Company 

534,700 

70. 

Sardeau  Inc. 

529,900 

71. 

Chesebrough-Pond's 

525,100 

72. 

Food  Manufacturers 

521,700 

73. 

Atlantis  Sales 

503,900 

74. 

Grocery  Store  Products 

502,500 

75. 

Vic  Tanny 

480,900 

76. 

Beech-Nut  Life  Savers 

480,900 

77. 

Gillette 

455,700 

78. 

Piel  Bros. 

455,400 

79. 

Tea  Council 

448,500 

80. 

Martinson's  Coffee 

446,300 

81. 

Carter  Products 

444,000 

82. 

Pabst  Brewing 

442,400 

83. 

B.T.  Babbitt 

435,000 

84. 

Standard  Oil  (Indiana) 

433,700 

85. 

General  Motors 

432,100 

86, 

Great  Atlantic  & Pacific  Tea  Co. 

414,400 

87. 

National  Dairy  Prod. 

408,400 

88. 

International  Milling 

402,000 

89. 

Campbell  Soup 

397,800 

90. 

Safeway  Stores 

379,000 

91. 

Burgermeister  Brewing 

375,300 

92. 

Schlitz  Brewing 

374,900 

93. 

Phillips  Petroleum 

369,900 

94. 

Carnation 

369,400 

95. 

Lanolin  Plus 

365,300 

96. 

Hudson  Pulo  & Paper 

364,600 

97. 

Pacific  Tel.  & Tel. 

363,200 

98. 

Hills  Bros.  Coffee 

362,500 

99. 

Ex-Lax 

360,300 

100. 

B.C.  Remedy 

353,100 

Source:  TvB-Rorabaugh 
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Some  figures  are  unusually  provocative.  In  the  big  6- 
county  San  Francisco-Oakland  area,  for  example, 
KSFO  reaches  41%  of  all  radio  homes  in  a single  day— 
43,300  more  homes  than  the  second-place  station.  In 
just  one  week,  KSFO  delivers  80.6%  of  all  homes— 
only  9%  less  than  all  Bay  Area  stations  combined.* 
It’s  significant,  too,  that  even  when  the  station  is  not 

KMPC  Los 

SOURCE:  Cumulative  Pulse  Audience,  February,  1960 

-The  combined  unduplicated  weekly  circulations  of  all  San  Francisco-Oakland 


carrying  the  tremendously  popular  Giants  baseball 
games  (as  it  is  now)  or  the  games  of  the  highly  favored 
49ers,  KSFO  continues  to  deliver  the  greatest  effective 
circulation  in  one  day- or  seven.  For  choicest  availabili- 
ties in  the  Bay  Area, 
please  contact  KSFO 
...  or  AM  Radio  Sales. 


KSFO 

SAN  FRANCISCO-OAKLAND 


Angeles  KVI  Seattle-Tacoma  • Golden  West  Broadcasters  CWB 

radio  stations  is  89.7%  of  total  radio  homes. 


WILL  PUBLIC  SERVICE  SPOIL  TV? 

■ Leading  agencymen  fear  thought  shows  will  imperil  entertainment 

■ If  tv  wants  to  get  serious,  it  can’t  count  on  sponsors,  they  say 


“It’s  OK — and  maybe  even  desirable 
—to  fool  around  with  public  service 
programming.  But  don’t  let  it  get  in 
the  way  of  entertainment.  And  don’t 
count  on  its  being  sponsored.” 

Those  weren’t  the  exact  words,  but 
that  was  the  impression  that  came  out 
when  six  advertising  agency  men  sat 
down  to  discuss  prospects  of  station 
public  service  programming.  The  oc- 
casion was  NBC  Spot  Sales’  first 
“Media  Managers  Conference,”  an  ex- 
tension of  the  timebuyer  panels  it  has 
conducted  for  several  years.  The  con- 
ference was  recorded  May  9;  its  tran- 
script is  being  made  public  today 
(June  13). 

The  results  seemed  somewhat  at 
variance  with  those  NBC  Spot  Sales 
found  in  its  latest  timebuyer  panel 
(conducted  by  questionnaire)  on  the 
same  subject.  In  that  instance  the 
weight  of  opinion  was  that  local  public 
service  could  be  sponsored  and  of  ad- 
vantage to  advertisers  (Broadcasting, 
April  18). 

The  Media  Managers  Conference,  a 
free-wheeling  affair,  touched  on  other 
subjects  as  well,  including  tv’s  rates, 
pay  television,  editorials,  government 
control  and  the  Doerfer  Plan  for  pub- 
lic service  in  prime  time.  Among  the 
candid  opinions  expressed  on  these  sub- 
jects: 

■ Rates:  they’ll  enjoy  a competitive 
advantage  as  print  costs  rise. 

■ Pay  television:  it’s  inevitable. 

■ Editorials:  they  should  be  presented 
without  giving  equal  time,  except  in  a 
“letters  to  the  editor”  vein. 

a Government  control:  it  shouldn’t 
happen.  Responsibility  should  be  left 
with  local  station  management. 

a The  Doerfer  Plan  (for  voluntary 
agreements  among  tv  networks  to  set 
aside  primetime  for  public  service):  it 
was  a bad  idea. 

The  six  admen  who  contributed  to 
these  conclusions:  Newman  McEvoy, 
senior  vice  president  of  Cunningham  & 
Walsh;  Sam  Vitt,  vice  president  and  as- 
sociate media  director  of  Doherty,  Clif- 
ford, Steers  & Shenfield;  Don  Leonard, 
media  director  of  Fuller  & Smith  & 
Ross;  Dave  Wasko,  vice  president  and 
media  coordinator,  Geyer,  Morey,  Mad- 
den & Ballard;  Arthur  Pardoll,  associ- 
ate media  director,  Foote,  Cone  & Beld- 
ing,  and  Bob  Liddell,  head  timebuyer, 
Compton  Adv.  The  conference  was 
moderated  by  Bill  Fromm,  manager  of 


new  business  and  promotion  for  NBC 
Spot  Sales. 

Buildup  to  a Downbeat  ■ After  at- 
tacking the  question  of  public  service 
programming  and  its  possible  sponsor- 
ship from  a number  of  angles,  the  con- 
ference focused  on  its  less-than-optimis- 
tic  conclusion  in  these  three  statements: 

By  Mr.  Leonard:  There’s  a possibility 
that  tv  could  go  too  far  with  public  serv- 
ice. “As  long  as  television  delivers  the 
news  and  weather  and  public  service 
programming  twice  a week,  beyond  that 
point  I can’t  see  divorcing  television 
from  its  primary  entertainment  pur- 
pose.” 

By  Mr.  McEvoy:  “As  a result  of  mi- 
nority pressure,  we’re  going  to  get  some 
minority  viewing.  Now  if  that  is  in  the 
best  interest  of  the  viewing  community, 
I’m  dead  wrong.” 

And  by  Mr.  Vitt:  “Don’t  you  feel 
though,  that  it  might  be  advantageous 
in  the  long  run  [to  have  public  service 
programming]?  The  shows  will  prob- 
ably earn  very  little  in  the  way  of  a 
rating  ...  I have  the  feeling  that  this 
just  might  point  out  clearly  that  the 
shows  are  being  called  for  and  viewed 
by  a minority  group.  Perhaps  it  is  good 
to  have  them  on,  but  not  necessarily  in 
prime  time.” 

He’s  for  Entertainment  ■ It  was  Mr. 

McEvoy  who  emerged  as  the  most  con- 
sistent champion  of  tv's  remaining  pri- 
marily an  entertainment  medium,  and 
who  was  most  critical  of  efforts  to  put 
public  service  programming  in  prime 
time.  Among  his  remarks  were  these: 

“The  public  service  contribution 
seems  to  be  in  inverse  ratio  to  enter- 
tainment capacity,  which  is  most  un- 
fortunate. The  implication  is  that  the 
FCC  would  throw  bouquets  to  the  sta- 
tion that  goes  in  for  this  high-level  pro- 
gramming and,  by  implication,  would 
look  with  disfavor  upon  all  of  the 
shows  that  I,  just  a boy  with  old  shoes 
and  crooked  heels,  regard  as  the  more 
interesting  ones.” 

And— 

“I  think  it’s  rather  unrealistic  to  sug- 
gest that  a station  can  maintain  a com- 
petitive position  in  the  minds  of  agen- 
cies and  devote  a really  significant 
percentage  of  its  total  programming 
time,  particularly  in  prime  hours,  to 
editorial  material.  WQXR  [New  York 
good  music  station]  does  a superb  job, 
and,  in  the  halls  of  Washington,  it  is 
undoubtedly  regarded  as  the  ideal  in 


broadcasting.  But  it  is  unrealistic  to 
think  a format  of  that  sort  should  be 
foisted  on  a television  station.  Up  and 
down  Madison  Avenue  its  image  would 
deteriorate  quickly — except  for  those 
advertisers  intending  to  reach  a limited 
sector  of  the  market.” 

Pay-It-Yourself  ■ Another  adman 
with  definite  ideas  about  public  service 
was  Bob  Liddell.  He  took  the  position 
that  public  service  broadcasting  could 
serve  best  to  advance  the  image  of  the 
station,  not  of  any  advertiser  who 
might  sponsor  it.  He  said  this  could 
be  a good  thing,  in  that  it  might  per- 
suade viewers  to  watch  the  station 
more  and  therefore  enhance  other  ad- 
vertising on  the  station,  but  that  the 
station  should  not  ask  advertisers  to 
shoulder  the  burden  of  paying  for  this 
station  image-building  endeavor. 

“There  may  be  occasions  when 
you’ll  have  commercial  clients  to  spon- 
sor public  service.”  Mr.  Liddell  said, 
“but  in  the  main  I firmly  believe  that 
the  station  itself  should  pay  for  this 
public  service  programming  and  that 
their  revenue  will  be  received  from 
commercial  sponsorship  in  other  areas. 
...  To  make  the  advertisers  pay  for 
this  programming,  which  will  enhance 
the  station  more  than  it  will  sell  the 
advertiser's  product,  I believe  is  wrong.” 

When  others  on  the  panel  questioned 
him  about  whether  corporate  images 
could  be  built  through  public  service 
program  sponsorship,  Mr.  Liddell  con- 
ceded that  some  advertisers  might  have 
particular  needs  that  could  be  satis- 
fied by  public  service  sponsorship,  but 
he  maintained  that  the  prime  bene- 
factor was  the  station  and  that  it 
should  go  ahead  and  pay  the  costs  with- 
out counting  on  a sponsor. 

It  Should  Be  Local  ■ The  admen 
found  at  least  one  area  of  general 
agreement:  the  most  important  serv- 
ice that  stations  could  perform  was  to 
cover  their  local  communities.  This 
led  some  of  the  participants  to  the 
conclusion  that  the  decision  of  what 
to  program,  and  how  much,  must  be 
left  to  local  station  management,  and 
not  made  a matter  of  government  fiat. 

As  Mr.  Liddell  put  it:  “You  can 
talk  about  defense  in  general,  but  the 
public  service  programming  that  a sta- 
tion will  build  its  status  with  is  the 
report  on  a local  air  base  being  built. 
In  other  words,  the  kind  of  stuff  that 
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Advertising  minds  at  work  ■ Six  broadcast  experts  at 
major  advertising  agencies  took  a bearish  look  at  television 
public  service  shows  during  the  first  Media  Managers  Con- 
ference called  by  NBC  Spot  Sales.  The  six  (seated,  1 to  r) : 
Arthur  Pardoll,  associate  media  director  of  Foote,  Cone  & 
Belding;  Donald  Leonard,  media  director  of  Fuller  & Smith 
& Ross;  Newman  McEvoy,  senior  vice  president  of  Cun- 
ningham & Walsh;  Sam  Vitt,  vice  president  and  associate 


media  director  of  Doherty,  Clifford,  Steers  & Shenfield; 
Robert  Liddell,  head  timebuyer  of  Compton  Adv.,  and 
David  Wasko,  vice  president  and  media  coordinator  of 
Geyer,  Morey,  Madden  & Ballard.  NBC  Spot  Sales  per- 
sonnel participating  in  the  conference  included  (standing, 
1 to  r)  Bill  Fromm,  manager  of  new  business  and  promo- 
tion, and  Richard  H.  Close,  vice  president  in  charge  of  the 
division. 


brings  information  and  issues  to  the 
people  that  they  can  get  their  teeth  into, 
not  generalizations.” 

Mr.  McEvoy  seconded  this  position, 
adding:  “Personal  interests  of  the  peo- 
ple in  Bangor  are  quite  different  from 
those  in  Tulsa.  Station  management, 
then,  is  in  the  best  position  to  be  ar- 
biters of  what  should  be  disseminated 
through  their  medium.  This  is  quite 
different  from  the  other  concept  that 
somebody  is  going  to  come  up  with 
program  formulae  based  on  what  is 
‘good  for  the  public.’  The  latter  is  un- 
sound. This  direction  . . . makes  a 
great  deal  of  sense  from  the  stand- 
point of  the  poor  station  manager  who 
somehow  or  other  has  to  equate  a batch 
of  directives  from  Washington  (and 
they're  not  too  well  defined)  and  more 
significant  directives  from  the  stock- 
holders, and  probably  even  more  sig- 
nificant and  articulate  directives  from 
the  viewing  or  listening  public.  He’s 
got  to  be  sure  he  pays  attention  to 
them.” 

Mr.  Leonard  added  the  observation 
that  such  local  service  “will  strengthen 
any  commercial  program  that  we’re  in- 
terested in  locally  in  that  market.  It 
has  to  help  the  program.  It  has  to  be 


beneficial  to  the  advertiser.” 

Although  emphasizing  the  local  an- 
gle, Mr.  Liddell  said  stations  need  not 
exclude  the  national.  He  cited  KING- 
TV  Seattle’s  coverage  of  a trial  of  a 
teamster  union  official  in  Washington, 
D.C.,  and  said  “it  wasn’t  cheap,  but 
it  didn’t  break  them.  And  it  certainly 
contributed  to  their  stature  in  the 
market.”  Mr.  Leonard  admitted  this 
was  so,  but  said  “every  station  isn’t  a 
KING-TV”  and  iterated  the  view  that 
stations  should  forget  national  or  inter- 
national events  unless  they  have  local 
reflections. 

A Point  of  View  ■ The  agency  men 
went  on  to  conclude  that  stations  must 
have  a point  of  view  in  addition  to 
just  covering  local  events.  Mr.  Liddell 
said  that  too  much  coverage  loses  im- 
pact for  want  of  a point  of  view.  This 
led  the  group  into  a discussion  of 
editorializing,  which  brought  out  Mr. 
Leonard’s  position  that  “I  don’t  see 
why  a station  should  offer  equal  time 
when  it  takes  an  editorial  stand.”  Mr. 
Vitt  agreed  in  a sense,  although  he 
suggested  that  “letters  to  the  editor” 
ought  to  be  accepted.  Mr.  Liddell 
concurred  with  that,  except  for  “crack- 
pots.” 


There  was  disagreement  about  how 
often  stations  should  editorialize.  Mr. 
Leonard  felt  they  should  be  on  a 
regular  schedule  so  that  viewers  could 
count  on  them,  while  Mr.  Liddell  felt 
they  should  be  only  when  the  station 
had  something  important  to  say.  The 
group  seemed  to  agree  that  once  a 
week  was  not  too  often  to  expect  a 
station  to  have  something  worthwhile 
to  say,  and  that  on  that  basis  a sta- 
tion might  schedule  editorials  regularly. 
But  Mr.  McEvoy  cautioned  that  he’d 
agree  only  “as  long  as  you  don  t put 
this  program  on  at  9 o’clock.”  The 
feeling  was  that  preempting  popular 
programming  would  hurt  rather  than 
advance  public  service  offerings. 

The  Doerfer  Plan  ■ The  agency  men 
exhibited  surprising  hostility  to  the  so- 
called  “Doerfer  Plan,”  whereby  net- 
works agreed  to  program  at  least  an 
hour  of  public  service  in  prime  time 
every  week,  with  a half-hour  turned 
back  to  their  affiliates  for  local  public 
service  shows  every  third  week. 

Mr.  McEvoy  said  the  plan  was  in 
response  to  minority  pressure,  and 
added  “it’s  knuckling  under.”  Mr. 
Leonard  agreed,  saying,  “I  think  this 
network  agreement  is  a very  unfor- 
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We’re  concerned 


Leo  Burnett’s  Co.’s  concern  with 
the  rate  situation  was  voiced  last 
week  by  Len  Matthews,  the  agency’s 
vice  president  for  marketing  services. 
National  agencies,  he  said,  are  “be- 
coming more  and  more  concerned” 
with  stations’  uncertain  application 
of  rates. 

Speaking  at  a meeting  of  Quality 
Radio  Group  stations  (see  page  86), 
Mr.  Matthews  called  upon  stations 
to  “help  clean  up”  the  situation  for 
their  own  good.  “With  few  excep- 
tions you  can’t  rely  on  a rate  card 
anymore,”  he  declared.  “You  never 
know  whether  you’re  buying  at  the 
lowest  rate  or  not.” 


He  was  speaking  primarily  of 
radio  but  said  the  situation  was  also 
creeping  into  television. 

He  singled  out  “indiscriminate” 
application  of  local,  national  and 
regional  rates,  co-op  deals  that 
amount  to  time  brokerage,  “squeaky- 
wheel  one-time-only  deals”  and  other 
instances  in  which  independent  con- 
tractors or  direct  representatives  of 
advertisers  are  able  to  negotiate  spe- 
cial deals  to  the  embarrassment  of 
agencies  who  buy  time  on  rate-card 
terms.  “Many  of  us,”  he  said,  “would 
like  to  see  you  go  to  a single  rate” 
for  all  spot  business,  whether  na- 
tional, local  or  regional. 


( 


tunate  thing  ...  I don’t  think  tv  in 
anyway,  shape  or  form  owes  anybody 
anything,  certainly  not  an  apology.  I 
hate  to  see  television,  as  a medium, 
knuckle  under  and  sort  of  give  in.” 

These  other  viewpoints  were  ex- 
pressed by  the  agency  conferees: 

■ That  tv  is  not  yet  a mature  medium. 
Mr.  Leonard  said  it  wouldn’t  be  until 
it  has  a competitor  like  paid  television, 
which  “is  coming  faster  than  people 
expect.”  He  advanced  the  interesting 
idea  that  radio  didn’t  mature  until  tv 
arrived  to  compete  with  it,  and  that  tv 
was  the  biggest  thing  that  happened  to 
radio,  making  it  realize  where  it  fits  into 
the  community’s  daily  life. 

■ Tv  cannot  have  freedom  of  pro- 
gramming choice  because  of  the  scarci- 
ty of  channels;  as  long  as  there  are 
only  a few  stations  on  the  air,  those 
stations  must  cater  primarily  to  the 
general  taste  rather  than  to  minority 
tastes. 

■ Viewers  have  not  yet  accepted  pub- 
lic service  programming.  Mr.  Wasko 
noted  that  Journey  to  Understanding 
(NBC-TV)  started  with  a Nielsen-coun- 
ted audience  of  4,565,000,  dropped  in 
succeeding  broadcasts  to  3,480,000, 
2,802,000  and  2,441,000. 

■ Tv  will  have  an  increasing  rate  ad- 
vantage over  print  media  as  it  already 
covers  a certain  area  and  need  not  add 
to  its  costs  as  more  viewers  move  in 
under  its  signal,  whereas  print  media 
will  have  to  charge  more  for  more 
readers.  Mr.  Leonard  also  said  that 
“a  person  now  pays  19  cents  for  a 
copy  of  Life.  He  gets  22  cents  worth 
of  magazine  and  the  advertiser  is 
charged  the  difference.  If  Life  must  go 
to  9 million  [circulation]  to  keep  a 
certain  degree  of  penetration  of  the 
population,  the  day  will  come  when  it 
will  have  an  $80,000  black  and  white 
page.”  The  broadcasters  have  all  the 
best  of  it,  he  said  amid  general  agree- 
ment. Mr.  Vitt  qualified  this  stand  by 


saying  that  broadcasters  will  be  ahead 
if  they  don’t  take  advantage  of  the 
situation  in  terms  of  rate  increases. 

Bell  & Howell  buys 
ABC-TV’s  ‘Churchill’ 

Bell  & Howell  has  signed  with  ABC- 
TV  for  (1)  co-sponsorship  of  a weekly 
series  taken  from  Sir  Winston  Church- 
ill’s memoirs  and  (2)  20  special  public 
information  programs  in  prime  eve- 
ning time — both  for  the  1960-61  season. 

The  package  was  announced  Friday 
(June  10)  by  Oliver  Treyz,  ABC-TV 
president,  and  Charles  H.  Percy,  B&H 
president.  They  called  it  the  “most  ex- 
tensive” nighttime  public  service  series 
undertaken  by  a network  and  a single 
sponsor.  The  agency  is  McCann-Erick- 
son,  (USA),  Chicago. 

Scheduled  are  one  full-hour  or  two 
30-minute  programs  each  month — a 
minimum  of  15  shows  from  September 
through  June.  They’ll  be  produced  under 
the  direction  of  John  Daly,  ABC  vice 
president  in  charge  of  news,  special 
events  and  public  affairs. 

ABC-TV  gets  game 

ABC-TV  has  obtained  exclusive  tele- 
casting rights  to  the  new  American 
football  leagues  games  in  a $10,625,- 
000  five-year  deal.  The  announcement 
was  made  last  week  by  Thomas  W. 
Moore,  ABC-TV  vice  president  in 
charge  of  programming  and  Joe  Foss, 
AFL  commissioner. 

Under  terms  of  the  agreement,  the 
AFL  will  collect  $125,000  for  each  of 
17  games  to  be  televised  during  the 
season.  This  amounts  to  $2,125,000 
a year  which  the  league  will  collect. 
Mr.  Moore  said  that  co-sponsors  for 
the  17-telecast  1960  season  will  be 
General  Electric  and  Sinclair  Refining 
Co. 
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“LET’S  CLEAN  UP  RATES  NOW” 

Agency  warning  brings  station  rep  appeal 


A large  group  of  station  representa- 
tives communicated  an  urgent  message 
to  their  stations  last  week  which  im- 
plored, in  effect:  “Let’s  clean  up  the 
rates  muddle  now,  once  and  for  all,  or 
the  muddle  will  become  worse.” 

The  appeal  grew  out  of  a luncheon 
meeting  held  in  New  York  on  June  1, 
during  which  L.D.  Farnath,  vice  presi- 
dent in  charge  of  media  for  N.W. 
Ayer  & Son,  warned  a gathering  of 
some  50  station  representatives  that  un- 
less radio-tv  rates  became  standardized, 
“the  timebuying  staff  of  Ayer  will  have 
to  do  some  buying  locally,  from  time 
to  time,  direct  with  stations  (Broad- 
casting, June  6,  May  30) . 

The  overwhelming  majority  of  reps, 
taking  this  cue  to  mean  that  Ayer  and 
probably  other  agencies  would  bypass 
them  to  negotiate  for  lower  rates  di- 
rectly with  stations,  distributed  letters 
and  memoranda  to  the  outlets  they  rep- 
resent. The  points  they  made  could  be 
summarized  as  follows: 

■ The  adoption  of  a single  rate  would 
be  the  most  effective  way  of  coping  with 
"the  very  present  rate  problem.” 

■ A single  rate  is  not  always  feasible; 
an  acceptable  alternative  would  be  the 
framing  of  a “clear-cut”  definition  of 
“local  rate.” 

■ A warning  that  unless  “firm”  rates 
are  established,  there  is  likely  to  be 
stronger  upsurge  of  “back-door,”  cut- 
rate,  buying  attempts  by  national  prod- 
ucts and  services  through  local  fran- 
chisers, brokers  and  “travelling  repre- 
sentatives.” 

Talk  Circulated  ■ The  representatives 
who  took  action  either  summarized  Mr. 
Farnath’s  remarks  or  enclosed  a copy 
of  his  talk.  A minority  took  the  position 
that  Mr.  Farnath’s  speech  had  been 
publicized  widely  and  further  circula- 
tion of  his  talk  would  be  pointless;  a 
few  representatives  explained  they  had 
not  sent  letters  because  their  stations 
largely  have  the  “single  rate”  or  have  a 
“strong”  definition  of  the  local  rate. 
These  include  John  Blair  & Co.,  CBS- 
TV  Spot  Sales,  and  the  Henry  I. 
Christal  Co. 

Several  of  the  rep  firms,  though  en- 
tirely sympathetic  with  the  plight  of 
advertising  agencies  in  attempting  to 
cope  with  a fluid  rate  card,  pointed  out 
to  their  stations  that  “wheeling-dealing” 
practices  by  some  agencies  has  helped 
to  perpetuate  rate  chiseling.  Blair-TV 
and  Peters,  Griffin,  Woodward  were 
among  the  reps  to  make  this  comment. 

Though  most  representatives  tried  to 
impress  their  stations  with  the  grave 
implications  behind  Mr.  Farnath’s  re- 
marks, only  a few  made  strong  sugges- 


tions. Most  letters  called  on  station  of- 
ficials to  weigh  the  seriousness  of  the 
rates  situations  and  asked  them  to  for- 
ward any  suggestions  to  their  reps. 
Several  reps,  however,  attempted  to 
prod  stations  for  immediate  action.  The 
Katz  Agency,  for  example,  sent  a letter 
over  the  signature  of  M.S.  Kellner,  vice 
president  and  radio  sales  manager,  and 
made  these  observations: 

“Local,  regional  and  national  meat 
packers  ...  all  must  compete  for  the 
customers’  dollars.  Why  should  one  of 
them  be  able  to  buy  advertising  at  lower 
rates  than  his  competitors?  Why  should 
one  agency  located  in  one  place  be 
able  to  buy  time  for  the  same  manu- 
facturer cheaper  than  can  another  agen- 
cy located  elsewhere? 

“A  lower  rate  for  national  (or  region- 
al) products  available  through  local 
agencies  is  unfair  . . . 

“If  you  can’t  go  to  a ‘single  rate  card 
for  all  advertisers’  policy,  would  you: 
“1.  Send  us  a list,  by  product  classi- 
fications, of  what  gets  which  rate  card, 
no  matter  how,  or  from  where,  it  is 
bought? 

“2.  If  any  product  or  service  will 
qualify  under  such  a listing  for  other 
than  your  general  (national)  rate  card, 
would  you  send  us  the  rate  card  that 
should  be  used  so  that  we  can  sell  time 
for  you  on  this  basis  to  those  accounts 
in  our  area  of  sales  responsibility  who 
qualify  by  your  rules?” 

Many  of  the  station  reps  insisted  that 
the  rates  problem  does  not  exist  at 
many  of  the  outlets  they  represent,  but 
conceded  there  are  some  product  areas 
that  produce  difficulties. 

Other  station  reps  who  communi- 
cated with  their  clients  by  mail  in- 
cluded Avery-Knodel ; Week;  Vernard, 
Rintoul  & McConnell;  Bernard  Howard 


■ Business  briefly 

Time  sales 

Kingston  Trio  sings  pop  ■ Seven-Up 
has  bought  17  weekly  5-minute  shows 
on  CB,S  Radio  starting  Sunday,  June 
19.  The  shows  feature  the  Kingston 
Trio  morning,  noon  and  night  on  a 
Monday  through  Friday  basis,  plus 
twice  on  Sunday.  Agency:  J.  Walter 
Thompson,  N.Y. 

Miami  adventure  ■ Five  sponsors  have 
picked  up  the  new  ABC-TV  adventure 
series,  Surfside  Six,  scheduled  for  ap- 
pearance Monday  Oct.  3 (8:30-9:30 
p.m.  NYT).  The  show,  featuring  a 
three-man  detective  team  based  in  Mi- 
ami Beach,  has  been  bought  by  Brown 


& Co.,  George  Hollingberry  Co.,  NBC 
Spot  Sales,  CBS  Radio  Spot  Sales,  John 
E.  Pearson  Co.,  Paul  H.  Raymer  Co., 
and  Edward  Petry  & Co.  Some  reps 
have  discussed  the  rate  problems  by 
phone  with  clients  or  during  visits  to 
New  York.  These  include  the  Adam 
Young  organization,  Branham  Co.  and 
Robert  Eastman  & Co.  Everett-McKin- 
ney  plans  to  send  letters  but  wants  to 
explore  the  situation  among  company 
executives  before  taking  action,  while 
H-R  Representatives  said  officials  will 
hold  a meeting  on  the  subject  soon. 

Can  thinking  men 
be  creative  managers? 

Problems  of  management  and  opera- 
tion in  advertising  agencies  controlled 
by  essentially  creative  people  were  can- 
vassed by  Morton  J.  Simon,  attorney-at- 
law,  in  a speech  before  the  Mutual  Adv. 
Agency  Network  in  Chicago,  June  3. 

Mr.  Simon  noted  that  many  agen- 
cies are  run  by  creative  personnel  who 
are  not  equipped  by  nature  and  tem- 
perament to  administer  managerial 
functions.  He  also  discussed  media  dis- 
counts, in  effect  urging  agencies  not  to 
grant  client  discounts  if  they  don't  ful- 
fill necessary  requirements  inherent  in 
discount  structures  involving  radio, 
magazine  and  other  media. 

Mr.  Simon’s  talk  highlighted  a three- 
day  (June  2-4)  business  meeting  of  the 
network,  whose  members  represent 
agencies  in  sub-$5  million  category. 
Ken  Warren,  Warren  & Litzenberger, 
presided  as  MAAN  president  over  the 
meetings. 

Members  held  workshop  sessions  and 
heard  committee  reports  (on  special 
projects,  membership,  finances  and 
publicity)  as  well  as  other  speakers,  in- 
cluding Norm  Mautner,  The  Mautner 
Agency,  on  an  accounting  system  and 
James  M.  Hult,  American  Credit  In- 
demnity Co.,  on  credit  insurance  as  ap- 
plied to  advertising. 


& Williamson  Tobacco  Corp.,  and 
Whitehall  Laboratories  Div.,  American 
Home  Products,  both  through  Ted 
Bates,  N.Y.;  Johnson  & Johnson  via 
Young  & Rubicam,  N.Y.;  Pontiac  Mo- 
tor Div.,  General  Motors  Corp.,  Mac- 
Manus,  John  & Adams,  Detroit,  and 
Cluett,  Peabody  & Co.,  Lennen  & 
Newell,  N.Y. 

Tuck  tape  on  tv  ■ Technical  Tape 
Corp.,  New  Rochelle,  N.Y.,  has  started 
a $1  million  network  and  spot  tv  cam- 
paign on  behalf  of  its  line  of  six  Tuck 
Tape  products.  Besides  a network 
schedule  that  includes  33  participations 
on  NBC-TV’s  Today  and  Jack  Paar 
Show,  a tv  spot  drive  will  be  launched 
this  summer  in  major  markets.  Agency: 
Product  Services  Inc.,  N.Y. 
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watching  KMJ-TY 


Last  November’s  ARB  proved  that  Fresno’s  top  rated  shows 
were  on  KMJ-TV.  The  new  March  ARB  proved  this  once  again. 


Top  syndicated  show Highway  Patrol 

Top  late-night  show Jack  Paar 

Top  network  show Wagon  Train 

Top  network  news  show  . . . Huntley-Brinkley  Report 

Top  local  news  show Shell  News 

Top  movies Movie  Matinee 

ARB  - NOV.  ’59  Sunday  Early  Movie 

MAR.  ’60 


THE  KATZ  AGENCY- NATIONAL  REPRESENTATIVE 


in  FRESNO 

(California) 
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PROGRAMMING  

BALABAN  TUNES  IN’  ON  TORONTO 

Paramount  stockholders  told  pay  tv  there  will  show  profit 


The  pilot  pay  tv  operation  in  Toron- 
to stole  the  show  at  Paramount  Pic- 
ture Corp.’s  stockholders  meeting 
last  week. 

The  motion  picture  studio  manage- 
ment, at  the  annual  meeting  in  New 
York,  devoted  minimum  time  to  its 
chief  product  (movies)  and  the  most 
attention  to  International  Telemeter 
Corp.  which  is  100%  Paramount- 
owned. 

Also  getting  attention  were  the  rev- 
enues from  Paramount  Pictures’  pre- 
1948  library  sold  to  and  distributed  by 
Music  Corp.  of  America. 

The  pilot  Telemeter  venture  has 
been  operating  in  Toronto’s  suburban 
Etobicoke  since  Feb.  26  (Broadcast- 
ing, Feb.  29). 

Some  1,000  homes  had  initially 
been  wired  in  an  area  in  which  Tele- 
meter had  targeted  40,000  homes 
eventually  to  be  connected. 

Barney  Balaban,  president  of  Para- 
mount, told  stockholders  that  Famous 
Players  Canadian  Corp.  Ltd.  (largest 
theatre  chain  operator  in  Canada  and 
50%  owned  by  Paramount)  now  has 
installed  units  in  about  3,700  homes 
and  was  trying  to  catch  up  with  a 5,- 


Barney  Balaban 


Says  Canadian  caper  pays  off 
54 


400  subscriber  backlog.  He  said  the 
firm  has  made  only  6,000  units  and 
suspended  further  order  taking. 

Potential  ■ Mr.  Balaban  at  one  point 
stated  pay  tv  has  a potential  of  a “$2 
billion  industry”  but,  he  warned,  this 
figure  would  represent  all  elements  in- 
cluding producers,  distributors  and  all 
pay  tv  operators.  At  a stockholder’s 
persistence,  Mr.  Balaban  admitted  he 
expected  the  Toronto  operation  would 
prove  profitable.  He  was  critical  of 
theatre  exhibitor  attempts  to  curb  pay 
tv’s  advance.  Mr.  Balaban  said:  “While 
we  have  many  requests  from  repre- 
sentative theatre  owners  for  Tele- 
meter pay  television  franchises,  others 
— who  are  far  more  vociferous — are 
joining  together  for  the  purpose  of  hold- 
ing back  the  attracting  of  this  un- 
tapped audience  to  motion  picture  view- 
ing.” He  intimated  that  when  the 
“right  time  comes,”  they  would  fall 
into  line  and  “avoid  the  shortsighted- 
ness” the  motion  picture  industry  “used 
with  respect  to  radio  and  television.” 

The  Justice  Dept,  has  made  in- 
quiries of  film  producers  via  its  anti- 
trust division  asking  what  arrange- 
ments they  were  making  to  get  into  pay 
tv.  The  interest,  it  was  presumed, 
stemmed  from  a meeting  a month  ago 
with  Justice  by  an  exhibitor  group 
(At  Deadline,  May  23). 

A major  portion  of  Mr.  Balaban’s 
report  to  stockholders  was  devoted  to  a 
survey  conducted  in  Canada  for  Para- 
mount based  on  the  first  “normal  cycle 
of  collections  which  began  in  the 
middle  of  May  and  cover  about  half 
of  our  subscribers.” 

Box  Office  Effect  ■ The  survey  re- 
vealed that  pay  tv  is  not  having  any 
harmful  effect  on  local  theatre  receipts, 
and  that  Telemeter  families  where 
adults  haven’t  gone  to  the  movies  (32% 
of  the  homes)  spend  much  more  to  see 
movies  on  the  coin-box  system  than  the 
average  family  spends  at  theatres.  It 
was  noted  that  Famous  Players,  which 
operates  the  theatres  in  the  Etobicoke 
area  as  well  as  the  Telemeter  operation 
there,  did  not  find  any  deleterious  ef- 
fects of  pay  tv  on  movie  house  attend- 
ance. 

Mr.  Balaban  made  a point  of  Para- 
mount’s belief  that  pay  tv  instead  of 
cutting  into  the  theatre  box  office 
could  supplement  theatre  attendance. 

He  detailed  survey  figures  to  show 
percentages  of  subscribers  who  paid  to 
see  a motion  picture  on  television  in 
the  Toronto  system.  They  ranged  from 


a low  of  22%  to  see  “Peyton  Place” 
after  the  movie  had  all  of  its  theatrical 
runs  to  a high  of  50%  for  “The  Ten 
Commandments,”  after  that  picture 
also  had  its  theatrical  runs. 

The  price  to  see  a motion  picture  on 
the  Telemeter  system  still  is  $1.  Mr. 
Balaban  indicated  operators  would  stick 
to  that  until  they  learn  what  effect  ■ 
varying  admission  prices  has  on  grosses.  j| 

Other  points  made  at  the  meeting: 

■ A motion  picture  (“Sink  The  Bis- 
marck”) playing  on  one  channel  re- 
ceived a cumulative  “rating”  of  43%  S' 
of  all  subscribers  while  at  the  same 
time,  but  on  another  channel,  a telecast 
of  a Toronto  Maple  Leaf  hockey  game 
was  seen  by  27.7%  of  the  subscribers. 

■ Average  percentage  of  subscribers 
viewing  Telemeter  programs  on  days 
when  three  programs  were  offered 
simultaneously:  43%  of  subscribers. 

■ Telemeter  in  the  fall  plans  to  in- 
itiate a variety  of  sports  and  entertain-  i 
ment  programming  not  yet  made  avail-  ! 
able  to  Toronto  subscribers. 

■ “There  can  be  no  doubt  about  the 
public  acceptance  of  the  principle  of  ! . 
pay  television,”  Mr.  Balaban  said. 

■ Paramount  to  date  has  received  ' 
about  $11.1  million  net  before  taxes  j J 
from  sale  of  its  pre-1948  library  to 
EKMA  Ltd.,  subsidiary  of  MCA,  and  1 f 
expects  additional  proceeds  of  $36  mil- 
lion before  taxes. 


NBC  top  management  last  Thursday 
(June  9)  approved  a plan  establishing 
a network  service  to  supply  newsfilm 
and  taped  news  report  to  affiliates  each 
day  via  coaxial  cable. 

The  network’s  sales  department  on 
Friday  started  distributing  notices  to 
140  affiliates,  which  currently  receive 
the  Huntley-Brinkley  news  shows,  ap- 
prising them  on  the  newly-formed  NBC 
News  program  service.  Film  and  taped 
material  will  be  fed  each  evening,  Mon- 
day to  Friday,  6-6:15  p.m.,  when  there 
is  no  network  service.  The  charge  will 
range  from  $100  to  $350  per  week,  de- 
pending on  the  size  of  the  market. 

Currently,  the  only  regular  network 
news  program  on  NBC-TV  is  the 
Huntley-Brinkley  program.  It  is  hoped 
that  the  service  will  permit  affiliates  to 
schedule  a larger  amount  of  internation- 
al and  national  news  on  their  newscasts, 
and  provide  stations  with  this  material 
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NBC-TV  to  cable 
news  to  its  affiliates 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EDT). 


NBC-TV 

June  13-17,  20-22  (11-11:30  a.m.) 

Price  Is  Right,  participating  sponsors. 

June  13-17,  20-22  (12:30-1  p.m.)  It 
Could  Be  You,  participating  sponsors. 

June  13  (10-11  p.m.)  The  Margaret 
Bourke-White  Story,  Breck  through  Reach, 
McClinton. 

June  15,  22  (8:30-9  p.m.)  Price  Is 
Right,  Lever  through  Ogilvy,  Benson  & 
Mather  and  Speidel  through  Norman, 
Craig  & Kummel. 

June  16  (9:30-10  p.m.)  The  Ford  Show, 
Ford  through  J.  Walter  Thompson. 

June  17  (9:30-10  p.m.)  Masquerade 
Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Grey  Adv. 

June  18  (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

June  18  (10:30-11  a.m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

June  18  (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

June  19  (8-9  p.m.)  Music  On  Ice,  sus- 
taining. 

June  19  (9-10  p.m.)  The  Chevy  Mystery 
Show,  Chevrolet  through  J.  Walter  Thomp- 

June  21  (9:30-10  p.m.)  Arthur  Murray 
Party,  P.  Lorillard  through  Lennen  & New- 
ell and  Sterling  Drug  through  Norman, 
Craig  & Kummel. 


speedily  while  it  is  still  newsworthy. 

The  technical  feasibility  of  this  “hot 
wire”  was  tested  last  March  for  one 
week  and  a decision  to  implement  the 
plan  was  withheld  until  network  man- 
agement evaluated  the  cost  factor. 

New  record  supplier 
forms  in  New  York 

Record  Source  Inc.,  a new  firm  to 
supply  top  tunes  to  radio  and  tv  sta- 
tions has  been  formed  in  New  York. 
Headed  by  Hal  B.  Cook,  former  sales 
vice  president  with  Capitol,  Columbia 
and  Warner  Bros,  records,  the  firm  is 
an  affiliate  of  Scott-Textor  Productions 
Inc.,  producer  of  music  and  lyrics  for 
radio  and  tv. 

Record  Source  Inc.  provides  the 
latest  top-rated  single  records  and  al- 
bums to  subscribing  stations  for  a 
flat  annual  service  fee  of  $300.  A 
five-man  editorial  review  board  will 
select  the  recordings. 

The  fee  will  cover  delivery,  through- 
out the  year,  of  120  new  albums,  plus 
a bonus  of  30  current  albums  and  520 
new  singles — a total  of  some  3,000 
sides  for  the  52-week  period.  Packag- 
ing and  mailing  charges  are  included. 

RSI  will  purchase  the  records  fol- 
lowing selection  under  terms  of  special 
contracts  negotiated  with  recording 
companies.  Supplementary  services  in 
classical,  jazz  and  country  music  are 
in  the  planning  stage. 

Contracts  and  literature  already  have 
been  mailed  to  stations.  The  firm’s 
address:  333  East  46th  St.,  New  York. 
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KBIG  RADIO  SPECIAL 

CHOICE  CONSUMERS 


Super  market  bargain!  KBIG’s  “FRESH  AIR ” programming  produces  a 
high-income,  receptive  audience  in  Metropolitan  Los  Angeles  at  this  fabu- 
lously low  cost* . . .plus  San  Diego,  San  Bernardino,  Santa  Barbara  and  225 
other  Southern  California  markets  absolutely  free!  Instant  proof  available. 

*Cumulative  Pulse,  Feb.  1960 


Radio  Catalina  740  kc/10,000  watts 

John  Poole  Broadcasting  Co.,  Inc. 

6540  Sunset  Blvd.,  Los  Angeles  28,  HOllywood  3-3205 
National  Representative:  Weed  Radio  Corp. 


GUILD’S  ROCKY  FINANCIAL  ROAD 

SEC  registration  statement  reveals  the  pitfalls  and  problems 


The  way  of  a tv  film  producer-dis- 
tributor can  be  a hard  one. 

Among  the  pitfalls  can  be  new  tech- 
nical developments,  such  as  video  tape, 
the  ruggedness  of  competition  and,  per- 
haps greatest  of  all,  the  bills  that  keep 
coming  due  each  month. 

Guild  Films  Co.  Inc.  recounted  in 
detail  the  history  of  its  hard-pressed 
operation  in  a registration  statement 
filed  with  the  Securities  & Exchange 


Commission.  The  registered  stock  would 
be  used  to  pay  off  debts  and  to  acquire 
the  Vic  Tanny  Gymnasium  System  in 
exchange  for  stock.  Thereby  the  Tanny 
operation,  a heavy  user  of  tv,  will  have 
access  to  tv  time  obtained  by  Guild 
Films  through  barter  of  its  product. 
Guild  would  get  capital  from  Tanny 
to  negotiate  for  new  programming. 

Guild  stock  is  listed  on  the  American 
Stock  Exchange;  it  sold  for  1%  as  of 


June  8.  The  company  seeks  to  register 
17,664,891  shares  of  common  stock, 
of  which  2,749,891  have  already  been 
issued.  It  is  proposed  to  offer  2,400,000 
shares  to  creditors  of  the  company  in 
satisfaction  of  their  claims  and  to  offer 
12,515,000  shares  to  the  72  corpora- 
tions comprising  the  Vic  Tanny  Gym- 
nasium System  pursuant  to  the  agree- 
ment for  the  acquisition  of  its  assets  by 
Guild  Films. 

When  Guild  went  into  business  in 
1952  it  produced  and  distributed  Lib- 
er ace,  The  Goldbergs,  Florian  Zabach 
and  other  programs.  “Many  of  these 
shows  were  produced  at  a cost  which 
made  it  impossible  to  show  profits  from 
the  distribution  thereof,”  according  to 
the  statement.  In  1958  Guild  became  a 
straight  distribution  organization.  It 
now  specializes  in  half-hour  or  quarter- 
hour  film  series  which  it  rents  for  lim- 
ited use  to  tv  stations,  ad  agencies  rep- 
resenting sponsors  or  directly  to  the 
sponsors. 

Guild  offers  its  series  on  a basis  of 
market  exclusivity,  when  possible,  and 
reserves  the  right  to  approve  both  spon- 
sor and  broadcast  time  for  its  “more 
successful  series.”  The  statement  also 
mentions  that  “in  view  of  the  increasing 
difficulties  of  licensing  programs  to  lo- 
cal or  regional  television  stations 
(Guild),  has  entered  into  a program  of 
licensing  its  series  in  exchange  for  spot 
time.” 

According  to  the  statement,  Guild 
viewed  the  coming  of  video  tape  as  a 
disaster  for  film  distributors  and  cites 
the  technical  superiority  of  video  tape 
to  film.  The  advent  of  vtr  “greatly  de- 
creased the  value  of  film  program- 
ming in  the  local  and  regional  tele- 
vision markets.”  Guild  entered  into 
agreements  to  distribute  video  taped 
shows — Divorce  Court,  People’s  Court, 
Wrestling  and  Jai  Alai — but  at  present 
it  “is  not  distributing  any  video  taped 
program  series  but  is  negotiating  for 
distribution  rights  for  new  program- 
ming.” 

Days  in  Court  ■ One  section  of  the 
statement  lists  the  litigation  pending 
against  Guild  and  the  opinion  of  the 
company’s  lawyer  on  the  outcome  in 
those  cases  where  judgments  have  not 
been  passed. 

Consolidated  Film  Industries  (Re- 
public Pictures)  has  secured  a judgment 
for  about  $134,000.  International  Art- 
ists (Liberace)  has  instituted  action  for 
$393,000  for  which  Guild  acknowledges 
indebtedness.  Other  actions:  Pathe 

Labs,  $37,000;  Screen  Actors  Guild, 
$48,000;  Time  Merchants  Inc.,  $115,- 
000;  United  States,  $19,000;  City  of 


from  a proud  past 

comes  a... 

FUTURE 
UNLIMITED! 


Everywhere  you  look  in  Montgomery 
you  see  progress.  This  new  million 
dollar  library-museum,  which 
opened  in  September,  1959,  is 
another  fine  example  of  this  area’s 
vast  growth.  Expansion  means 
opportunity  ...  an  opportunity  to 
expand  your  sales  in  a million 
market.  And  WSFA-TV  covers  the 
area  like  no  one  else  can. 

NBC  / ABC  MONTGOMERY  - CHANNEL  12 


Represented  by  Peters,  Griffin,  Woodward,  Inc. 


The  Broadcasting  Co.  of  the  South 
WIS-TV  Columbia,  South  Carolina 
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New  York  (tax  lien).  $32,000:  460  Park 
f\ve.  Corp.  (rent),  $72,000.  A total  of 
p5  cases  is  listed. 

One  case  with  the  attorney's  com- 
tnent  reads:  “N.W.  Ayers  & Sons  Inc. 
Supreme  Court,  N.Y.  Action  for  $14,- 
400  claimed  to  have  been  paid  in  error 
to  Guild  Films,  whereas  such  sum 
should  have  been  paid  to  another  party 
lo  whom  the  plaintiff  remains  liable. 

. . In  my  opinion,  Guild  Films  is 
liable  to  the  plaintiff  for  the  amount 
claimed,  and  unless  the  matter  is  dis- 
posed of  through  a settlement,  I believe 
that  judgment  will  be  entered  against 
Guild  Films." 

Financial  standing  ■ For  the  year 
[ending  Nov.  30,  1959,  Guild  showed 
1 a net  loss  of  S/,724,854.  For  the  first 
quarter  ended  Feb.  28,  1960  net  loss 
l was  $282,571.  The  Vic  Tanny  com- 
panies showed  a net  income  of  $1,284,- 
:897  for  year  ending  June  28,  1959  and 
a net  income  of  $303,651  for  the  nine 
months  ending  Feb.  28,  1960. 

John  J.  Cole  is  president  of  Guild 
Films  under  an  employment  agreement 
giving  him  an  annual  salary  of  $52,- 
' 000.  Arthur  Lerner  is  administrative 
vice  president  and  treasurer:  Marvin 
M.  Grieve,  vice  president  for  sales: 
Sidney  A.  Mayers,  secretary;  Ashley 
|L.  Robison  and  C.W.  Alden,  directors. 

The  current  largest  stockholder  in 
Guild  Films  is  listed  as  W-R  Corp.,  a 
wholly  owned  subsidiary  of  Hal  Roach 
Studios.  This  came  to  pass  in  January 
1959  when  Guild  agreed  to  exchange 

400.000  shares  with  W-R  for  tv  rights 
to  five  series,  including  Code  3,  Racket 
Squad  and  Passport  to  Danger.  In  ad- 
dition Guild  was  to  pay  $700,000  in 
notes  payable  and  to  assume  an  addi- 
tional $700,000  in  liens  outstanding 
against  the  series.  In  February  1960, 
Roach  went  into  receivership  and 
Guild's  title  to  the  program  series  has 
not  been  determined.  Meanwhile  200,- 
000  shares  were  turned  over  to  W-R 
Corp.  and  200,000  were  retained  al- 
though issued  in  the  name  of  W-R  Corp. 
Mr.  Roach  borrowed  money  on  50,000 
shares  of  this  stock  and  the  U.S.  Court 
of  Appeals  upheld  a lower  court  ruling 
that  banks  holding  this  stock  as  col- 
lateral could  not  dispose  of  it,  after  Mr. 

1 Roach  defaulted,  without  a registration 
(Broadcasting,  Oct.  5,  1959).  When 
the  banks  pleaded  they  had  accepted 
the  stocks  as  collateral  “in  good  faith." 
the  court  ruled:  "The  good  faith  of  the 
banks  is  irrelevant  [to  the  basic  policy 
of  disclosure  embodied  in  the  Securities 
Act].  It  would  be  aof  little  solace  to 
purchasers  of  worthless  stock  to  learn 
that  the  sellers  had  acted  ‘in  good 
faith’." 

Among  Guild’s  outstanding  debts  is 

51.250.000  due  Matthew  M.  Fox,  tv 
film  and  pay-tv  entrepreneur.  An  adden- 
da to  the  statement  discloses  that  Guild 
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NANCE  IN  BAY  CITY-SAGINAW-FLINT  AREA 
WNEM-TV  is  1st  in  Eastern  Michigan 
in  Homes  Reached 

*ARB  Avg. 
Hornes  Reached 


WNEM-TV  59r400 

Flint  Station  A 43,000 

Lansing  Station  A 29,500 

Lansing  Station  B 15,800 

Saginaw  Station  A 9,800 


Now!  It's  Official!  1960  Census  figures,  just  released, 
firmly  establishes  the  city  of  Flint  as  Michigan's  second 
City  with  a population  of  194,940.  All  surveys  prove 
WNEM-TV  is  number  one  in  Flint! 


In  the  SAGINAW 
BAY  CITY 

Metro  Area,  WNEM-TV  nearly  doubles  the 
audience  of  its  closest  competition  . . . 


*ARB 

SHARE 

OF  AUDIENCE 

(March,  1960) 
9:00  am— 12  Mid. 
Sun.-Scrt. 

WNEM-TV 

52.1 

Flint  Station  A 
30.6 


SEE  THE  MARCH  ARB  FOR 
WNEM-TV'S  DOMINANCE  IN: 

• Late  Night  News 

• Syndicated  Programming 

• Quarter-Hour  Leadership 


had  intended  as  of  Jan.  5,  1960  to  set- 
tle Mr.  Fox’  claim  for  this  amount 
against  it  by  delivering  him  120,000 
shares  of  6%  cumulative  first  preferred 
stock  at  par  value  of  $20  per  share. 
When  negotiations  with  the  Vic  Tanny 
Companies  began  Guild  agreed  to  issue 
promissory  notes  to  Mr.  Fox  or  his  de- 
signee in  lieu  of  stock.  The  notes  are 
to  be  paid  without  interest  at  the  rate 
of  $22,000  per  month  starting  six 
months  after  the  Tanny-Guild  agree- 
ment goes  into  effect  for  29  consecutive 
months  with  a balloon  payment  of 
$612,000  in  the  30th  month. 

The  SEC  has  not  ruled  on  accepting 
the  registration  statement. 


■ Film  sales 

Bold  Journey  (Banner  Films) 

Sold  to  WTPA  (TV)  Harrisburg,  Pa.; 
WNEP-TV  Scranton;  KFJZ-TV  Ft. 
Worth;  WIIC  (TV)  Pittsburgh;  KCRA- 
TV  Sacramento;  WWL-TV  New  Or- 
leans; WTTV  (TV)  Indianapolis;  KPIX 
(TV)  San  Francisco;  KPLR-TV  St. 
Louis;  WFGA-TV  Jacksonville;  WTVJ 
(TV)  Miami,  and  KLIX-TV  Twin  Falls, 
Idaho. 

Case  of  the  Dangerous  Robin  (Ziv-UA) 
(First  listing.) 

Sold  to  Brown  & Williamson  Tobac- 
co Corp.,  Louisville,  Ky.  for  stations 
in  New  York;  Los  Angeles;  Philadel- 


DIEGO 


CALIFORNIA 

is  home  to  the  Atlas  missile,  the  880  jetliner, 
hundreds  of  thousands  of  very  important  people, 
and  two  very  influential  newspapers: 


STljr  isan  JUtcgo  Iniott 
Evening  Tribune 


"The  Ring  of  Truth" 


$ Copley  Meuispop^s 


15  HOMETOWN  DAILY  NEWSPAPERS  COVERING  SAN  DIEGO,  CALIFORNIA  - 
GREATER  LOS  ANGELES  - SPRINGFIELD.  ILLINOIS  - AND  NORTHERN. ILLINOIS. 
SERVED  BY  THE  COPLEY  WASHINGTON  BUREAU  AND  THE  COPLEY  NEWS  SERVICE. 
REPRESENTED  NATIONALLY  BY  WEST- HOLLIDAY  CO.,  INC. 


phia;  Baltimore;  Cleveland;  Kansas 
City;  New  Haven;  St.  Louis;  Boston; 
Dallas;  San  Francisco;  Buffalo;  Detroit; 
Louisville;  Washington,  D.C.;  Chicago; 
Houston;  Miami;  Pittsburgh;  Cincin- 
nati; Indianapolis;  Providence,  and 
Minneapolis. 

Background;  Scheduled  for  a fall 
debut,  concerns  the  adventures  of  an 
insurance  risk  negotiator,  and  will  be 
sponsored  by  Brown  & Williamson  on 
an  alternate  week  basis. 

Now  in  23  markets. 

Greatest  Headliners  of  the  Century 

(Official) 

(First  listing.) 

Sold  to  KRCA  (TV)  Los  Angeles; 
WROC-TV  Rochester,  N.Y.;  KONO- 
TV  San  Antonio;  WtfZ-TV  Boston; 
WJZ-TV  Baltimore;  KTRK  (TV)  Hous- 
ton. and  WMCT  (TV)  Memphis. 

Background:  Official  Films  new  5- 
minute  series,  has  been  produced  so 
that  it  can  be  used  for  10,  15  or  30 
minute  shows,  or  singly  as  spot  carriers. 
There  are  260  titles  available. 

Now  in  7 markets. 

Lock  Up  (Ziv-UA) 

Renewed  by  WGAN-TV  Portland, 
Me.;  WAVY-TV  Norfolk,  Va.;  WKRG- 
TV  Mobile-Pensacola;  KMJ-TV  Fresno; 
KTSM-TV  El  Paso;  WPSD-TV  Pa- 
ducah, Ky.;  and  KVAR  Phoenix.  Spon- 
sor renewals  include  Iowa  Electric 
Light  and  Power  Co.,  for  WMT-TV 
Cedar  Rapids;  Interstate  Power  Co., 
KGLO-TV  Mason  City,  Iowa;  E.W. 
Edwards  & Son  Department  Stores, 
WBAL-TV  Baltimore.  American  To- 
bacco Co.  has  renewed  for  stations  in 
Cleveland,  Detroit,  Philadelphia,  Bos- 
ton, Baltimore,  Kansas  City,  New 
Haven,  Ft.  Wayne,  Nashville,  Knox- 
ville, Albany-Schenectady-Troy,  Day- 
ton,  Albuquerque,  Shreveport,  Min- 
neapolis-St.  Paul  and  Providence. 

Now  in  62  markets. 


“R.C.M.P.”  (California  National  Pro- 
ductions) 

(First  listing.) 

Sold  to  WALA-TV  Mobile;  WBZ- 
TV  Boston;  WNEP-TV  Scranton; 
WNEW-TV  New  York;  KLFY-TV 
Lafayette,  La.;  WTTG  (TV)  Washing- 
ton, D.C.;  WFAA-TV  Dallas;  WTVT 
(TV)  Tampa;  WGR-TV  Buffalo;  KTTV 
(TV)  Los  Angeles;  WROC-TV  Ro- 
chester, N.Y.;  KFMB-TV  San  Diego; 
WCSH-TV  Portland,  Me.;  KPHO-TV 
Phoenix;  WWL-TV  New  Orleans; 
KDKA-TV  Pittsburgh;  KROD-TV  El 
Paso;  KOSA-TV  Odessa,  Tex.,  and 
KXTV  (TV)  Sacramento. 

Background:  Relates  the  adventures 
of  a detachment  of  the  Royal  Canadian 
Mounted  Police  in  39  half-hour  epi- 
sodes, shot  on  various  locations  through- 


out Canada. 

Now  in  19  markets. 
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new  RCA 


automatic 

turntable 


BQ-103 

Assures  Efficient,  Simplified 
Handling  of  Recorded 
Program  Material 

This  new  automatic  turntable  offers 
easy-to-operate  semi-automated 
programming  for  45  RPM  records.  Record 
' selection,  cue,  and  playback  have  been 
automated.  "Fluffs”  are  minimized  and 
program  flow  is  smoother  for  the 
listening  audience. 


Records  may  be  played  in  either  random  or 
sequential  order.  Sequential  play  can  be 
fully  automatic.  For  random  play,  a manual 
control  unit  permits  programming  of  any 
of  200  selections. 


When  used  in  combination  with  a 
Transistorized  Turntable  Preamplifier 
(Type  BA-26A),  the  Type  BQ-103 
Turntable  produces  an  output  signal 
capable  of  being  fed  into  a console  at  mixer 
level.  The  preamplifier  easily  mounts  in 
the  BQ-103  cabinet. 


The  BQ-103  Turntable  offers  semi-automated, 
operation  now,  and  becomes  an  integral  part  of 
the  automation  system  later.  The  BQ-103  is 
a basic  building  block  in  preparing  for 
automation.  For  complete  information,  call 
your  RCA  Broadcast  Representative  or  write  to 
RCA,  Dept.  HC-22,  Building  1 5-1 , Camden,  N.J. 
In  Canada:  RCA  VICTOR  Company 
Limited,  Montreal.- 


Automatic  Turntable 


Manual 
Control  Unit 

Full  automatic  or 
manual  operation  is 
possible  with  this 
single  control  unit, 
which  provides 
push-button  control 
of  every  turntable 
operation. 


RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT 
CAMDEN,  N.  J. 
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POLITICS  ON  TV 
AT AS  panel  discusses 
television’s  effect 

A panel  of  state  and  national  politi- 
cal figures  and  representatives  of  net- 
work news  and  public  opinion  research 
last  Wednesday  (June  8)  gave  the  fine- 
tooth  comb  treatment  to  television’s  in- 
fluence on  the  U.S.  political  scene. 
Despite  divergent  views  on  particular 
aspects,  it  was  generally  agreed  that  the 
use  of  television  is  an  essential  part  of 
an  office-seeker’s  campaign — to  the 
point  of  “making  or  breaking”  the 
candidate. 

Participating  in  the  forum,  which  was 
sponsored  by  the  New  York  chapter  of 
the  Academy  of  Television  Arts  & Sci- 
ences were:  Paul  M.  Butler,  Democratic 
National  Committee  chairman;  Sen. 
Thruston  B.  Morton,  Republican  Na- 
tional Committee  chairman;  Averell 
Harriman,  former  governor  of  New 
York;  Sen.  Jacob  K.  Javits  (R-N.Y.), 
William  R.  McAndrew,  vice  president, 
NBC  News;  Elmo  Roper,  research 
analyst  and  partner  in  Elmo  Roper  & 
Assoc.,  and  moderator  John  Secondari, 
producer  for  special  projects,  ABC. 

Regarding  presentation  of  presi- 
dential and  vice  presidential  candidates 
on  network  tv,  (if  Congress  suspends 
equal  time  provisions  of  sec.  315),  the 
panelists  were  in  agreement  that  there 
should  be  no  free  time  and  no  restric- 
tions on  how  the  tv  time  should  be  used. 
When  queried  on  party  expenditures  in 
the  coming  presidential  campaigns,  Sen. 
Morton  said  that  at  the  national  level 
“about  30%  or  $1,250,000  of  what  will 
be  spent  on  the  presidential  and  con- 
gressional campaigns”  will  be  allocated 
to  tv  and  radio.  Mr.  Butler  did  not 
mention  money  figures  for  the  Demo- 
crats, but  said  that  more  spots,  instead 
of  five-minute  tv  talks,  would  be  used. 
About  20%  of  his  party’s  budget  went 
to  broadcasting  in  1956,  Mr.  Butler 
stated. 

No  Tv  Master  ■ Mr.  Harriman  said 
he  believes  the  most  effective  tv  ex- 
posure for  a candidate  is  to  be  seen 
even  for  a minute  or  less  on  established 
tv  news  shows.  He  referred  to  Franklin 
D.  Roosevelt  as  the  “master  of  radio,” 
but  that  so  far  no  politician  has  proved 
to  be  “master  of  television,”  adding 
that  “perhaps  it  is  too  difficult  to 
master.” 

Both  Sen.  Javits  and  Mr.  Harriman 
said  tv  had  greatly  increased  public  in- 
terest in  politics.  Television  gives  the 
independent  candidate  a better  chance, 
Sen.  Javits  said,  because  “he  can  reach 
an  enormous  audience  with  an  off-beat 
viewpoint.  The  panelists  also  concurred 
that  there  should  be  more  face-to-face 
debates  on  tv,  but  only  if  the  debators 
are  given  a specific  issue  to  discuss  on 


an  informal  basis.  “We’ve  not  yet  begun 
to  exhaust  the  possibilities  of  debate  on 
tv,”  Mr.  Javits  said. 

Sen.  Morton  cited  the  problems  of 
televised  political  programs  in  his  home 
state  of  Kentucky,  where  if  you  buy 
time  on  a Louisville  station,  probably 
40%  of  the  audience  is  across  the  river 
in  Ohio.  If  the  time  is  taken  on  a Cin- 
cinnati station,  perhaps  only  20%  of 
the  audience  is  in  Kentucky.  Lexington 
is  about  the  only  city  where  you  get  an 
all  Kentucky  audience  but  there  you 
also  have  competition  from  Louisville 
stations.  “Of  course  these  geographic 
complications  do  not  prevail  national- 
ly,” he  said. 

Congress  on  Tv  ■ Mr.  Butler  and 
Sen.  Javits  both  said  they  were  in  favor 
of  televised  sessions  of  Congress,  just 


as  United  Nations  sessions  are  covered. 
They  thought  such  telecasts  would  im-; 
prove  the  quality  of  performances  on! 
the  floor.  Sen.  Javits  stated  that  con-| 
gressional  debates  of  major  issues  in- 
volving the  people  should  definitely  be 
televised.  “I  hope  the  tv  industry  will 
interest  itself  in  such  coverage,”  Sen. 
Javit  said,  “but  I don’t  know  whether 
it  should  be  daily  coverage. 

Television’s  greatest  advantage  to 
politics,  according  to  Mr.  Roper,  is  that 
it  “adds  more  information  to  people  who 
are  already  interested  in  politics.”  He 
also  believes  that  too-frequent  exposure 
on  tv  can  lead  to  a candidate’s  defeat, 
and  despite  other  comments  to  the  con- 
trary, a candidate  can  easily  hide  his 
true  character  from  the  public  in  his 
tv  appearances. 


Broadcasters  to  pass  hat  for  politicians 


Radio  and  tv  stations  and  net- 
works will  team  with  other  media 
and  the  advertising  industry  in  a 
four-month  effort  to  bring  out  a 
record  vote  in  the  November  elec- 
tions and  encourage  more  citizen 
participation. 

American  Heritage  Foundation 
and  the  Advertising  Council  opened 
the  joint  drive  at  a meeting  held 
June  6 in  Washington.  Brig.  Gen. 
David  Sarnoff,  RCA  board  chair- 
man, presided  as  chairman  of  the 
foundation.  AHF  was  formed  in 
1947  to  promote  the  principles  of 
American  liberty. 

The  planned  advertising-media 
drive  has  three  objectives — to  set  a 
new  national  register  and  vote  rec- 
ord, to  stimulate  a flood  of  new 
money  for  political  candidates  and 
parties,  and  to  encourage  a large 
army  of  citizens  to  work  for  their 
candidates. 

A series  of  one-minute  and  20- 
second  spots  for  radio  and  tv  use  has 
been  prepared  by  Foote,  Cone  & 
Belding,  volunteer  task  agency  for 
the  drive.  The  campaign  is  com- 
pletely non-partisan.  The  two  major 
parties  are  represented  by  Sen. 


Thruston  B.  Morton  (R-Ky.),  chair- 
man of  the  Republican  National 

Committee,  and  Paul  Butler,  chair- 
man of  the  Democratic  National 

Committee. 

In  1956  a similar  campaign 

brought  an  estimated  $12  million 

contribution  in  free  time,  talent  and 
space.  The  election  drew  an  alltime 
record  turnout  of  voters. 

A full,  nationwide  election  cam- 
paign costs  an  estimated  $200  mil- 
lion for  pre-election  activities  by  all 
candidates  for  all  national,  state  and 
local  offices,  the  kickoff  conference 
was  told.  This  prompted  Gen.  Sar- 
noff to  quip,  “The  networks  aren’t 
getting  their  share.” 

Participating  in  the  campaign, 
along  with  media  and  advertisers, 
will  be  155  national  membership 
organizations. 

Foote,  Cone  & Belding  has  se- 
lected “Don’t  Pass  the  Buck”  as  a 
theme  for  the  drive.  In  the  June- 
September  phase,  the  public  will  be 
urged,  “Don’t  Pass  the  Buck — Give 
Your  Bucks  to  the  Party  of  Your 
Choice.”  After  mid-September  the 
theme  will  be,  “Don’t  Pass  the 
Buck — Vote.” 


Campaign  Clips 

Typical  segments  of  tv  spot  series  to  get  the  money  and  votes 
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Hard-boiled  rating  service 

Let’s  face  it:  The  toughest  rating  service  news  for  five  years  without  an  interrup- 

of  all  is  determined  by  the  sponsor’s  pen;  p.  , — ^ tion.  Sealy  Mattress  has  sponsored  the 

he  either  signs  a renewal  or  he  doesn’t.  j 11:10  P.M.  weather  show  for  eight  years. 

And,  by  this  standard  especially,  we  shine  ^ Ratings  like  these  from  top  national  ad- 

with  a gem-like  brilliance.  For  example,  vertisers  pay  off  — for  our  clients  and  for 

Esso  Standard  has  sponsored  our  11  P.M.  us  — against  any  competition. 


WJAR-TV 

CHANNEL  10, 

PROVIDENCE,  R.  I. 
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THE  MEDIA  

WHY  DAYTIME  TV  BILLING  DROPPED 

Rising  costs,  increased  competition  blamed  for  network  dip 


The  three-network  competition,  ris- 
ing costs  and  station  clearance  prob- 
lems were  among  the  reasons  given 
last  week  for  the  networks’  first  quarter 
decline  this  year  in  daytime  gross  tv 
time  billings.  Daytime  programming 
and  sales  executives,  whose  explana- 
tions are  reported  below,  are  confident 
that  more  positive  factors  in  coming 
months  will  offset  daytime’s  first  quarter 
dip. 

The  drop  in  daytime  gross  time  bill- 
ing figures  came  in  the  first  quarter 
(January-March)  of  this  year.  In  com- 
paring first  quarter  1960  with  that  peri- 
od a year  ago,  according  to  Leading 
National  Advertisers-Broadcast  Adver- 
tiser Reports,  the  networks’  Monday- 
through-Sunday  daytime  gross  time  bill- 
ings fell  from  a high  of  $53,325,550  a 
year  ago,  which  was  a 26.4%  increase 
over  1958,  to  $52,038,304  this  year, 
representing  a combined  decrease  of 
2.4%  (Broadcasting,  May  23).  Indi- 
vidually, ABC-TV  and  CBS-TV  were 
both  down  1.8%  and  NBC-TV  slumped 
3.5%. 

A comparative  first  quarter  break- 
down follows: 


the  reason  for  the  “rather  insignificant” 
drop  in  this  year’s  first  quarter.  The 
outlook  for  the  network’s  daytime  sales 
for  the  rest  of  the  year  is  “very  bullish,” 
Mr.  Chester  said.  The  competition  is 
“keener,”  but  the  network  also  has  an 
additional  hour  to  offer  on  weekdays, 
starting  October  10  when  its  daytime 
fall  schedule  goes  into  effect. 

Larry  White,  director  of  CBS-TV’s 
daytime  programs  in  New  York,  says  it 
is  difficult  to  pinpoint  reasons  for  the 
first  quarter  drop  in  gross  time  billings. 
But  one  thing  that  hurts  is  the  increas- 
ing difficulty  in  clearing  a full  network 
lineup  in  fringe  times,  such  as  10  to  11 
a.m.  He  described  the  decrease  as 
“minor”  and  expressed  optimism  for 
the  balance  of  the  year.  It’s  “looking 
good,”  he  said. 

Rising  Costs  Felt  ■ On  the  problem 
of  falling  billings,  Mr.  White  said  the 
reason  may  lie  in  the  economic  de- 
mands of  the  whole  media,  as  all  costs 
continue  to  climb,  but  the  “basic  prob- 
lem” is  the  three-network  competition 
itself.  “It  is  a hard  thing  to  figure,”  he 
said,  “when  you  consider  that  daytime 


ratings,  reach  and  frequency,  and  sets 
in  use  are  all  said  to  be  going  up  every 
year.”  Commenting  on  the  substantial 
gross  time  billing  increase  set  a year 
ago,  Mr.  White  observed  that  it  was  not 
a typical  year  because  advertisers  were 
trying  to  “compensate”  for  their  reces- 
sion problems.  He  does  not  believe  the 
network’s  dropping  of  quiz  shows  was 
a contributing  factor  in  this  year’s  first- 
quarter  decrease. 

Robert  McFadyen,  NBC-TV’s  man- 
ager of  daytime  program  sales,  offered 
no  specific  reasons  for  the  lower  first 
quarter  figures,  but  notes  a steady,  up- 
ward trend  in  the  second  quarter.  He  is 
confident  that  with  new  daytime  pro- 
gramming ideas,  as  yet  unannounced, 
the  network’s  second  half  will  more 
than  make  up  for  depressed  first  quarter. 

Changing  hands 

ANNOUNCED  ■ The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

■ KTVE  (TV)  El  Dorado,  Ark.:  Sold 
by  Dr.  Joe  F.  Rushton,  W.C.  Blewster 


ABC-TV 

CBS-TV 

NBC-TV 

Total 


1960 

$ 8,942,180 
23,629,575 
19,466,549 
$52,038,304 


1959 

$ 9,103,603 
24,059,779 
20,162,168 
$53,325,550 


The  daytime  billings  total  for  the 
first  quarter  of  1958  was  $42,184,408, 
but  it  should  be  noted  that  ABC-TV’s 
major  bid  for  a daytime  share  did  not 
take  place  until  October  of  that  year. 
The  creation  of  a three-network  compe- 
tition seemed  to  catch  the  interest  of 
advertisers  who  were  just  emerging 
from  their  recession  period.  The  simul- 
taneous events  undoubtedly  were  rea- 
sons behind  the  26.4%  gain  registered 
in  1959’s  first  quarter.  Explanations  of 
this  year’s  decrease  of  more  than  $1 
million,  and  how  the  networks  plan  to 
recoup  their  losses  in  coming  months, 
are  given  below: 


Some  Retreated  ■ Giraud  Chester, 
ABC-TV’s  vice  president  in  charge  of 
tv  daytime  programming,  said  adver- 
tisers have  been  attracted  by  the  three- 
network  competition,  but  that  since  the 
first  quarter  a year  ago  when  ABC- 
TV’s  daytime  was  approximately  95% 
sold,  there  has  been  a “slight  re-distri- 
bution” of  buying.  Because  of  the  com- 
petitive situation,  some  of  the  network’s 
initial  buyers  in  “Operation  Daybreak” 
have  since  “retreated,”  which  may  be 


Ex-FCC  member’s  husband  buys  KTVE 


Sale  of  KTVE  (TV)  El  Dorado, 
Ark.  (Monroe,  La.),  to  Washington 
businessman  William  H.  Simon  in- 
directly brings  into  the  commercial 
television  arena  a one-time  stormy 
advocate  of  educational  tv  and  critic 
of  some  commercial  broadcasting 
practices.  This  is  former  FCC  Com- 
missioner Frieda  B.  Hennock,  the 
wife  of  Mr.  Simon. 

Mr.  Simon,  who  has  extensive  real 
estate  holdings,  bought  the  ch.  10 
outlet  for  $1.1  million.  He  is  paying 
$200,000  in  cash,  with  the  remainder 
to  be  paid  over  a 9Vz  year  period. 
Mr.  Simon  for  a short  time  last  year 
owned  one-third  of  WUST  Wash- 
ington. 

Mrs.  Simon  served  as  FCC  com- 
missioner from  1948  to  1955.  While 
on  the  commission  she  led  the  fight 
for  educational  channel  reservations. 
She  also  was  a proponent  of  uhf  tele- 
vision. 

KTVE  began  operating  in  1955 
and  is  affiliated  with  both  NBC  and 
ABC.  It  is  owned  one-third  each  by 
Dr.  Joe  F.  Rushton,  W.  C.  Blewster, 


Mr.  & Mrs.  Simon 


and  William  M.  Bigley.  Rep.  Oren 
Harris  (D-Ark.),  chairman  of  the 
House  Commerce  Committee  and  of 
its  highly  publicized  legislative  over- 
sight subcommittee,  at  one  time 
owned  25%  of  KTVE.  He  returned 
his  stock  two  years  ago  and  now  has 
no  interest  in  the  station. 

Mr.  Simon  announced  that  no 
changes  in  personnel  are  planned  at 
this  time.  He  said  he  intends  to 
participate  personnally  and  actively 
in  the  management  of  the  station. 
The  sale  is  subject  to  FCC  approval. 
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and  William  M.  Bigley  to  William  H. 
Simon  for  $1.1  million  (see  story  on 
opposite  page). 

■ WJMK  North  Syracuse,  N.Y.:  Sold 
by  James  A.  McKecknie  to  Saul  Panitz 
and  Barry  Winton  for  $75,000  plus  as- 
sumption of  obligations.  Messrs.  Panitz 
and  Winton  own  WQSN  Charleston, 
S.C.  Mr.  McKecknie  will  remain  with 
station  in  executive  capacity.  WJMK  is 
1 kw  on  1220  kc.  Broker  was  W.B. 
Grimes  & Co. 

APPROVED  ■ The  following  transfer 
of  station  interests  was  among  those 
approved  by  the  FCC  last  week  (for 
other  commission  activities  see  For 
The  Record,  page  109). 

■ WRDW  Augusta,  Ga.:  Sold  by  Au- 
gusta Chronicle  and  Herald  to  Radio 
Augusta  Inc.  for  $225,000.  Radio  Au- 
gusta comprises  George  C.  Nicholson 
and  wife  and  John  C.  Amick  and  wife. 
The  Nicholsons’  have  interests  in 
WYZE  Atlanta,  Ga.,  and  WANS  An- 
derson, S.C. 

NAB  names  members 
of  convention  group 

Members  of  the  NAB  Convention 
Committee  in  charge  of  the  meeting  to 
be  held  May  7-11,  1961,  in  Washing- 
ton, D.C.,  was  announced  June  8 by  the 
NAB  Policy  Committee,  administrative 
group  directing  association  affairs  pend- 
ing election  of  a president. 

Dwight  W.  Martin,  WAFB-TV  Baton 
Rouge,  La.,  will  be  co-chairman  for  tv. 
The  radio  co-chairman  will  be  an- 
nounced June  16  when  the  NAB  Radio 
Board  elects  its  own  chairman  and  vice 
chairman.  Vice  chairmen  of  the  two 
boards  traditionally  serve  as  convention 
committee  co-chairmen. 

Others  on  the  convention  group  are 
Campbell  Arnoux,  WTAR-TV  Norfolk, 
Va.;  Thomas  C.  Bostic,  KIMA  Yakima, 
Wash.;  Henry  B.  Clay,  KTHV  (TV) 
Little  Rock,  Ark.;  C.  Wrede  Peters- 
meyer,  Corinthian  Broadcasting  Co.; 
Odin  S.  Ramsland,  KDAL  Duluth, 
Minn.;  W.D.  Rogers,  KDUB-TV  Lub- 
bock, Tex.,  and  Jack  S.  Younts,  WEEB 
Southern  Pines,  N.C.  All  are  NAB 
board  members. 

NAB  announced  last  week  that  Jo- 
seph M.  Higgins,  WTHI  Terre  Haute, 
Ind„  and  Willard  E.  Walbridge,  KTRK- 
TV  Houston,  had  been  named  co-chair- 
men of  the  association’s  membership 
committee. 

Clair  R.  McCollough,  Steinman  Sta- 
tions, heads  the  policy  body. 


Nielsen  county  by  county  figures  fol- 
low on  pages  67  to  83.  Balance  of 
MEDIA  section  continues  on  page  85. 


'd  listened  to  me 


you  wouldn't  he  playing  with  pennies 
you'd  he  counting  dollars!'' . . . 


! and  advertised  on  K-NUZ  \ 


The  Moneylender  and  His  Wife 
Quentin  Matsys  (1465P-1530)  Flemish  School 

To  reach  the  BUYING  ADULT  AUDIENCE  in  Houston 

,s  K-NUZ  -the  NO.  1*  BUY  in  HOUSTON 

...  at  the  lowest  cost  per  thousand! 

*See  Latest  Surveys  for  Houston 
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ELECTRO-TINNING  of  copper  wire  for  telephone  switchboard  cable  is  one  of  the  important  manufacturing  processes  at  Wester 
Electric’s  Tonawanda  Plant.  Peter  Opolka  (left)  and  Norman  Brown  oversee  the  machine  as  a micro- thin  tin  coating  is  electrolyticall 
deposited  on  copper  wire  as  it  passes  through  a plating  bath.  This  thin  deposit  of  tin  makes  the  wire  easier  to  solder  during  installatioi 


BUFFALO,  N.Y. 


The  nation's  third  largest  railroad  gateway  . . . New  York  State's  second  largest  city  . . . 
and  for  fourteen  years,  home  of  Western  Electric's  Tonawanda  Plant.  In  Buffalo  we  make 
Bell  telephone  wire  and  cable  . . . and  contribute  to  the  prosperity  of  the  city  and  its  citizens. 


Situated  in  the  midst  of  one  of  our  nation’s  great  indus- 
trial areas  — six  miles  from  the  heart  of  bustling  Buffalo 
—Western  Electric’s  Tonawanda  Plant  bristles  with  activ- 
ity as  it  goes  about  its  main  job  of  making  telephone 
switchboard  cable,  telephone  cords  and  fine-gauge 
insulated  wire  for  the  Bell  Telephone  System. 

Western  Electric  employs  the  skills  and  talents  of  some 
1900  local  men  and  women  to  help  carry  out  this  assign- 
ment. In  addition,  we  purchase  large  amounts  of  the 
equipment  and  materials  we  need  from  446  firms  right 
in  the  Buffalo  area  (and  from  5634  suppliers  throughout 
New  York  State). 

How  else  has  Buffalo  benefited?  The  gains  pop  up  all 
over  town  — in  wages  and  salaries  spent  with  hometown 
stores,  jobs  created,  taxes  paid  to  local  government.  Plus 
participation  by  W.E.  people  in  civic  and  social  affairs.  It 
all  adds  up  to  our  share  in  building  a better  Buffalo. 


TUITION  REFUND  PLAN,  sponsored  by  W.E., 
helps  Engineering  Associate  Donald  R.  Manweiler 
towards  a B.S.  degree  in  electrical  engineering  at 
University  of  Buffalo  night  school.  Many  Tona- 
wanda employees  attend  college  under  this  program. 


Besides  Buffalo,  Western  Electric  has  12  other  principal 
manufacturing  locations,  where  we  also  make  hundreds 
of  different  products  for  the  Bell  System  and  for  the 
government,  mainly  for  national  defense.  Last  year  we 
purchased  over  a billion  dollars'  worth  of  raw  mate- 
rials, products  and  services  from  our  more  than  35,000 
suppliers  located  in  every  state  of  the  Union.  Of  these, 
90%  are  "small  businesses."  The  things  we  make  and 
buy  are  distributed  to  the  Bell  telephone  companies 
through  Western  Electric  distribution  centers  in  32  cities. 


Western  Electric^ 


MANUFACTURING  AND  SUPPLY 


UNIT  OF  THE  BELL  SYSTEM 


LOCAL  SUPPLIER  Stanley  M.  Knapp,  Jr.  (left). 
Vice  President  of  Trimold,  Inc.,  discusses  a new 
plastic  cable  boot  with  Donald  A.  Miller,  a member 
of  the  W.E.  buying  staff.  This  product  saves  time 
and  money  in  connecting  Call  Director  telephone  sets. 


LOOKING  IN  on  New  York’s  historic  Old  Fort  Niagara 
are  Clarence  W.  Weis,  his  wife,  Raili,  and  their  children, 
Michael  and  Lisa.  Mr.  Weis,  a machinist,  has  worked 
at  Western  Electric’s  Tonawanda  Plant  for  13  years. 


RED  CROSS  WORKER,  W.E.’s  Lottie  McCallum, 
assists  disabled  veterans  in  her  part-time,  voluntary 
job  of  driving  Red  Cross  cars.  She  has  been  devot- 
ing most  of  her  spare  time  to  this  for  15  years. 


In  Buffalo  and  Western  New  York  for  producl 


identification  use  the  station  most 


closely  identified  with  the  market 


A minor  point,  perhaps,  but  even  WBEN-TV  station  ID’s  picture  the 
Buffalo-Western  New  York  market. 


Never-ending  is  the  WBEN-TV  effort  to  be  the  station  most  closely  iden- 
tified with  the  likes  and  the  loyalties  of  this  important  area.  Since  1948, 
when  Ch.  4 pioneered  television  on  the  Niagara  Frontier,  good  public  serv- 
ice programming  and  quality  local  programming  were  the  standards  set 
and  followed  to  build  loyal  audiences. 


Today,  to  best  identify  your  product  with  the  shopping  habits  of  the  more 
than  2,000,000  people  in  this  metropolitan  market,  use  the  station  they 
watch  most  often.  Make  your  TV  dollars  count  for  more  — on  Ch.  4,  the 
station  identified  with  top  coverage,  penetration  and  sales  in  Western 
New  York. 


National  Representatives : 

Harrington,  Righter  and  Parsons 


WBEN-TV 

The  Buffalo  Evening  News  Station 


CH 


CBS  in  Buffalo 
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(i  PINPOINTED:  45.2  MILLION  TV  SETS 

Nielsen  gives  county-by-county  estimates  of  tv  set  ownership 


New  county-by-county  estimates  of 
television  ownership  in  continental  U.S. 
and  in  eight  of  Canada’s  nine  provinces 
are  being  released  today  (June  13)  by 
A.C.  Nielsen  Co. 

The  U.S.  figures,  covering  all  coun- 
ties in  all  states  except  Hawaii  and 
Alaska,  reflect  a 1.2  million  gain  since 
the  last  estimates  a year  ago  and  bring 
the  total  to  45.2  million  television 
homes  as  of  January  1960  (Broadcast- 
ing, June  6).  This  represents  87% 
penetration  of  all  continental  U.S. 
homes  as  compared  to  86%  in  the 
spring  of  1959. 

Canada’s  nine-province  total  is  pegged 
at  3,423,410  television  homes,  or  80% 
of  all  Canadian  homes,  but  no  earlier 
figures  are  available  for  comparison. 

Although  Nielsen  had  not  expected 
to  release  the  county-by-county  break- 
down until  next  month,  a change  in 
plans  brought  them  out  only  one  week 
after  the  issuance  of  state  and  regional 
estimates  (Broadcasting,  June  6). 

Second  Set  Soon  ■ Another  county- 
by-county  report — made  by  American 
Research  Bureau — is  slated  for  release 
soon. 

Nielsen’s  U.S.  figures  have  their  base 
in  a March  1956  survey  by  the  Adver- 
tising Research  Foundation,  buttressed 
fore  and  aft  by  special  studies  and  a 
complicated  system  of  checks  and 
cross-checks  in  projecting  tv  ownership 
growth  since  that  time. 

The  system  is  essentially  the  same 
used  by  Nielsen  and  ARF  in  arriving 
at  the  county  figures  issued  with  Niel- 
sen Coverage  Study  No.  3 in  the  spring 
of  1958.  Source  data  in  determining 
growth  patterns  at  that  time  included 
four  special  ARF-sponsored  surveys  by 
the  Census  Bureau  over  two  years 
prior  to  1958,  plus  a joint  ARF-Niel- 
sen  study  in  January  1958.  This  in- 
formation was  supplemented  by  per- 
sonal interview  records  for  large  metro- 
politan counties,  special  surveys  among 
more  than  3,000  homes  in  200  coun- 
ties where  set  ownership  was  less  than 
50%,  and  additional  data  including 
sales  records  or  local  probability  area 
selection  studies  or  both. 

The  projections  made  from  these 
bases  in  1958  were  updated  again  in 
1959  and  now  as  of  January  1960, 
using  both  special  and  regular  Nielsen 
studies  throughout  the  U.S.  to  deter- 
mine and  double-check  growth  trends. 
Nielsen  calls  the  figures  “practical  esti- 
mates” and  describes  their  derivation 
as  follows: 

“Television  homes,  as  of  January 
1960,  have  been  derived  systematically 
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by  application  of  ‘growth  rates’  since 
Spring  1958  in  terms  of  changes  in 
‘total  homes’  and  of  television  owner- 
ship penetration  patterns  during  the  past 
year . . . 

“Total  homes  (January  1960)  are 
estimates  by  Sales  Management  [and] 
represent  the  base  against  which  new 
television  ownership  percentages  have 
been  applied. 

“Television  ownership  percents  are 
Nielsen  estimates  based  on  studies  of 
trends  in  the  acquisition  of  television, 
by  area,  and  county  size.  Growth  in 
television  ownership,  observed  in  the 
maintenance  and  recruiting  of  thou- 
sands of  homes  for  Nielsen  research  op- 
erations, has  been  applied  to  former 
non-owners  of  television,  county-by- 
county.  The  rate  of  change  for  indi- 
vidual counties  has  been  based  on  aver- 
age growth  rates  for  counties  of  similar 
characteristics.” 

The  Canadian  county  estimates  stem 
from  Nielsen’s  first  Canadian  Nielsen 
Coverage  Study  (NCS  ’60),  original 
field  work  for  which  consisted  of  a 
series  of  special  studies  covering  all 
counties  of  Canada  during  November 
and  December  1959.  Total  homes  esti- 
mates for  each  county  were  developed 
by  A.C.  Nielsen  Co.  of  Canada  Ltd.; 
they  tie  into  province  totals  determined 
by  the  Dominion  Bureau  of  Statistics. 
Television  homes  by  county  or  census 
division  are  the  projected  counts  de- 
veloped from  ownership  percentages  as 
found  in  the  county-by-county  survey 
and  applied  to  total  homes. 

Here  are  the  Nielsen  county-by- 
county estimates  for  (1)  continental 
U.S.  and  (2)  all  Canadian  provinces 
except  Newfoundland  which  Nielsen 
said  would  be  available  later. 


ALABAMA 


County 

Total 

Homes 

Nielsen  % 
Tv  Homes 

Nielsen 
Tv  Homes 

Autauga 

4,100 

57 

2,320 

Baldwin 

12,600 

82 

10,300 

Barbour 

6,400 

55 

3,500 

Bibb 

3,600 

64 

2,300 

Blount 

6,900 

75 

5,210 

Bullock 

3,200 

59 

1,890 

Butler 

5,700 

61 

3,470 

Calhoun 

25,100 

80 

20,070 

Chambers 

9,300 

6,440 

Cherokee 

4,000 

71 

2,830 

Chilton 

6,700 

65 

4,380 

Choctaw 

4,300 

54 

2,330 

Clarke 

5,900 

56 

3,310 

Clay 

3,200 

62 

1,970 

Cleburne 

2,800 

71 

1,980 

Coffee 

9,600 

60 

5,790 

Colbert 

12,100 

58 

7,000 

Conecuh 

4,200 

57 

2,390 

Coosa 

2,000 

61 

1,230 

Covington 

9,300 

60 

5,590 

Crenshaiw 

3,600 

63 

2,270 

Cullman 

12,000 

87 

10,470 

Dale 

5,900 

61 

3,610 

Dallas 

14,400 

66 

9,500 

De  Kalb 

11,300 

64 

7,240 

Elmore 

6,600 

69 

4,520 

Escambia 

7,800 

69 

5,360 

Etowah 

27,200 

79 

21,610 

Fayette 

4,100 

62 

2,560 

Franklin 

5,900 

63 

3,690 

Geneva 

6,000 

54 

3,230 

Greene 

3,200 

52 

1,680 

Total 

Nielsen  % 

Nielsen 

County 

Homes 

Tv  Homes 

Tv  Homes 

Hale 

4,300 

53 

2,260 

Henry 

4,100 

57 

2,350 

Houston 

14,400 

70 

10,100 

Jackson 

8,800 

66 

5,760 

JefFerson 

179,500 

90 

161,390 

Lamar 

3,800 

66 

2,500 

Lauderdale 

16,500 

59 

9,650 

Lawrence 

6,300 

64 

4,060 

Lee 

11,200 

68 

7,620 

Limestone 

9,400 

66 

6,200 

Lowndes 

3,000 

56 

1,690 

Macon 

4,900 

62 

3,060 

Madison 

27,800 

67 

18,560 

Marengo 

6,700 

58 

3,860 

Marion 

6,000 

59 

3,540 

Marshall 

13,100 

70 

9,140 

Mobile 

78,200 

88 

69,030 

Monroe 

5,700 

54 

3,090 

Montgomery 

46,400 

87 

40,300 

Morgan 

14,500 

79 

11,410 

Perry 

3,900 

64 

2,500 

Pickens 

5,100 

58 

2,970 

Pike 

7,000 

63 

4,410 

Randolph 

5,000 

64 

3,190 

Russell 

1 1 ,600 

74 

8,620 

Saint  Clair 

6,000 

76 

4,530 

Shelby 

8,200 

86 

7,060 

Sumter 

3,900 

57 

2,240 

Talladega 

16,400 

81 

13,270 

Tallapoosa 

8,700 

69 

5,990 

Tuscaloosa 

25,500 

80 

20,400 

Walker 

13,000 

88 

1 1,410 

Washington 

2,600 

54 

1,410 

Wilcox 

4,500 

54 

2,430 

Winston 

3,600 

61 

2,190 

State  Total 

838,600 

76 

638,230 

ARIZONA 

Apache 

6,100 

46 

2,810 

Cochise 

11,600 

62 

7,140 

Coconino 

9,300 

52 

4,860 

Gila 

6,700 

66 

4,390 

Graham 

3,300 

58 

1,910 

Greenlee 

3,100 

58 

1,800 

Maricopa 

182,800 

91 

165,930 

Mohave 

2,100 

46 

960 

Navajo 

9,500 

47 

4,420 

Pima 

80,500 

90 

72,490 

Pinal 

17,300 

86 

14,890 

Santa  Cruz 

3,400 

61 

2,070 

Yavapai 

7,400 

53 

3,910 

Yuma 

14,100 

74 

10,360 

State  Total 

357,200 

83 

297,940 

ARKANSAS 

Arkansas 

5,300 

74 

3,920 

Ashley 

5,900 

65 

3,860 

Baxter 

2,300 

52 

1,200 

Benton 

10,200 

63 

6,450 

Boone 

4,000 

63 

2,500 

Bradley 

3,100 

62 

1,930 

Calhoun 

1,300 

63 

810 

Carroll 

3,200 

59 

1,870 

Chicot 

5,300 

65 

3,470 

Clark 

5,100 

66 

3,370 

Clay 

5,700 

63 

3,580 

Cleburne 

2,000 

53 

1,050 

Cleveland 

1,600 

62 

1,000 

Columbia 

6,800 

65 

4,440 

Conway 

3,600 

66 

2,370 

Craighead 

11,800 

81 

9,570 

Crawford 

5,900 

61 

3,580 

Crittenden 

11,600 

77 

8,980 

Cross 

4,700 

69 

3,240 

Dallas 

3,000 

66 

1,990 

Desha 

5,300 

61 

3,250 

Drew 

3,500 

64 

2,240 

Faulkner 

5,800 

68 

3,930 

Franklin 

2,400 

59 

1,420 

Fulton 

2,000 

60 

1,200 

Garland 

14,700 

78 

1 1 ,420 

Grant 

2,200 

64 

1,410 

Greene 

6,300 

63 

3,960 

Hempstead 

4,800 

61 

2,940 

Hot  Spring 

5,900 

64 

3,790 

Howard 

2,400 

70 

1,670 

Independence 

5,800 

66 

3,820 

Izard 

2,100 

53 

1,110 

Jackson 

7,400 

66 

4,870 

Jefferson 

23,600 

73 

17,290 

Johnson 

3,600 

60 

2,150 

Lafayette 

2,700 

61 

1,650 

Lawrence 

4,300 

68 

2,930 

Lee 

4,600 

68 

3,110 

Lincoln 

3,200 

64 

2,040 

Little  River 

2,400 

70 

1,670 

Logan 

3,800 

59 

2,240 

Lonoke 

5,700 

74 

4,230 

Madison 

2,700 

59 

1,580 

Marion 

1,300 

57 

740 

Miller 

9,700 

85 

8,240 

Mississippi 

17,200 

79 

13,560 

Monroe 

4,000 

68 

2,700 

Montgomery 

1,500 

61 

920 

Nevada 

2,300 

66 

1,520 

Newton 

1,300 

59 

760 

67 


Total 

Nielsen  % 

Nielsen 

To'al 

County 

Homes 

Tv  Homes 

Tv  Homes 

County 

Homes 

Ouachita 

8,200 

67 

5,490 

Gunnison 

1,700 

Perry 

1,300 

70 

910 

Hinsdale 

200 

Phillips 

1 1 ,900 

69 

8,260 

Huerfano 

2,400 

Pike 

2,000 

61 

1,220 

Jackson 

700 

Poinsett 

6,900 

78 

5,380 

Jefferson 

34,200 

Polk 

3,100 

61 

1,890 

Kiowa 

700 

Pope 

6,100 

60 

3,650 

Kit  Carson 

2,400 

Prairie 

2,800 

74 

2,080 

Lake 

2,300 

Pulaski 

78,100 

82 

64,320 

La  Plata 

5,000 

Randolph 

3,000 

60 

1,800 

6,360 

Larimer 

16,000 

St.  Francis 

8,700 

73 

Las  Animas 

7,000 

Saline 

6,900 

70 

4,820 

Lincoln 

1,400 

Scott 

1,800 

59 

1,060 

Logan 

5,300 

Searcy 

2,400 

56 

1,340 

Mesa 

16,400 

Sebastian 

18,500 

84 

15,630 

Mineral 

200 

Sevier 

2,400 

69 

1,660 

Moffat 

1,800 

Sharp 

1,700 

53 

900 

Montezuma 

4,200 

1.600 

52 

840 

Montrose 

5,100 

Union 

13,900 

73 

10,090 

Morgan 

6,000 

Van  Buren 

1,900 

66 

1,250 

Otero 

7,800 

Washington 

14,900 

68 

10,100 

Ouray 

700 

White 

10,500 

69 

7,270 

Park 

400 

Woodruff 

3,500 

69 

2,410 

Phillips 

1,200 

Yell 

3,100 

59 

1,830 

Pitkin 

1,300 

State  Total 

482,100 

71 

344,100 

Prowers 

Pueblo 

4,100 

32,400 

Rio  Blanco 

1,300 

CALIFORNIA 

Alameda 

Alpine 

Amador 

Butte 

Calaveras 

Colusa 

293,600 

100 

2,900 

25,300 

3,000 

3,200 

90 

66 

71 

81 

71 

71 

264,240 

66 

2,050 

20,550 

2,130 

2,280 

Rio  Grande 
Routt 
Saguache 
San'  Juan 
San  Miguel 
Sedgwick 
Summit 
Teller 

3.000 
2,100 

1.000 
300 
800 

1,400 

500 

700 

Contra  Costa 
Del  Norte 

114,400 

7,300 

91 

61 

104,340 

4,480 

Washington 

Weld 

2,200 
2 1 ,600 

Eldorado 

7,600 

71 

5,380 

3^200 

Fresno 

Glenn 

107,100 

4,000 

87 

71 

93,010 

2,830 

State  Total 

514,600 

Humboldt 

31 ,000 

84 

26,150 

18,800 

74 

13,980 

CONNECTICUT 

1 nyo 

4,300 

55 

2,360 

Fairfield 

185,500 

Kern 

82,500 

88 

72,620 

Hartford 

191,900 

Kings 

13,600 

89 

12,140 

Litchfield 

33,400 

Lake 

4,000 

71 

2,840 

Middlesex 

23,200 

Lassen 

4,300 

57 

2,470 

New  Haven 

184,900 

Los  Angeles 

1,988,600 

92 

1 ,838,360 

New  London 

52,200 

Madera 

11,600 

88 

10,260 

Tolland 

16,200 

Marin 

43,100 

89 

38,230 

Windham 

20,400 

Mariposa 

Mendocino 

1,400 

14,500 

71 

66 

990 

9,550 

State  Total 

707,700 

26,300 

83 

21,900 

Modoc 

2,300 

57 

1,320 

DELAWARE 

Mono 

800 

70 

560 

Kent 

17,800 

Monterey 

55,400 

87 

48,150 

New  Castle 

87,600 

Napa 

18,500 

72 

13,270 

Sussex 

21,500 

Nevada 

Orange 

5,800 
231 ,400 

68 

92 

3,920 

212,750 

State  Total 

126,900 

15,600 

83 

12,940 

Plumas 

3,000 

71 

2,120 

DISTRICT  OF  COLUMBIA 

Riverside 

91,500 

85 

78,210 

Dis.  of  Col. 

243,500 

Sacramento 
San  Benito 

1 46,600 
4,500 

89 

77 

131,130 

3,450 

State  Total 

243,500 

San  Bernardino 

152,300 

89 

135,300 

FLORIDA 

San  Diego 

290,200 

91 

264,840 

San  Frarrcisco 

275,000 

91 

248,900 

Alachua 

19,700 

San  Joaquin 

74,000 

89 

65,510 

Baker 

1,300 

San  Luis  Obispo 

24,100 

77 

1 8,670 

Bay 

18,200 

San  Mateo 

130,200 

92 

119,710 

Bradford 

3,300 

Santa  Barbara 

47,400 

86 

40,970 

Brevard 

33,500 

Santa  Clara 

188,600 

90 

169,020 

Broward 

91,700 

Santa  Cruz 

27,600 

87 

23,930 

Calhoun 

2,100 

Shasta 

16,500 

69 

11,400 

Charlotte 

3,200 

Sierra 

600 

67 

400 

Citrus 

2,100 

Siskiyou 

9,600 

64 

6,110 

Clay 

4,800 

Solano 

36,700 

89 

32,480 

Collier 

5,800 

Sonoma 

48,400 

86 

41 ,840 

Columbia 

5,200 

Stanislaus 

45,300 

84 

38,180 

Dade 

281,500 

Sutter 

9,400 

72 

6,800 

5,610 

De  Soto 

2,900 

Tehama 

7,500 

75 

Dixie 

1,000 

Trinity 

2,900 

75 

2,170 

Duval 

127,400 

Tulare 

44,100 

88 

38,650 

Fscambia 

47,300 

Tuolumne 

4,700 

71 

3,320 

1,800 

Ventura 

53,000 

91 

48,180 

Franklin 

2,000 

Yolo 

17,400 

75 

13,020 

Gadsden 

10,800 

Yuba 

7,900 

69 

5,440 

Gilchrist 

700 

State  Total 

4,901,300 

90 

4,401 ,480 

Glades 

Gulf 

800 

2,900 

Hamilton 

2,100 

COLORADO 

Hardee 

3,800 

2,100 

Adams 

23,400 

94 

22,010 

Hernando 

3,000 

Alamosa 

2,400 

47 

1,140 

Hiahlands 

6,200 

Arapahoe 

31,500 

89 

28,170 

Hillsborough 

120,800 

Archuleta 

800 

52 

420 

Holmes 

3,100 

Baca 

1,700 

51 

860 

Indian  River 

7,100 

Bent 

2,200 

51 

1,120 

Jackson 

9,400 

Boulder 

19,500 

90 

17,540 

Jefferson 

2,600 

Chaffee 

2,500 

63 

1,570 

Lafayette 

700 

Cheyenne 

800 

50 

400 

Lake 

16,600 

Clear  Creek 

1,000 

69 

690 

Lee 

1 4,300 

Conejos 

2,000 

47 

950 

Leon 

20,000 

Costilla 

1,000 

54 

540 

Levy 

3,000 

Crowley 

1,000 

70- 

700 

Liberty 

800 

Custer 

300 

66 

200 

Madison 

3,500 

Delta 

4,800 

61 

2,940 

Manatee 

19,300 

Denver 

170,600 

92 

157,770 

Marion 

1 4,900 

Dolores 

600 

55 

330 

Martin 

4.800 

Douglas 

1,200 

66 

790 

Monroe 

16,400 

1,000 

60 

600 

Nassau 

4,000 

Elbert 

900 

65 

580 

Okaloosa 

16,700 

El  Paso 

35,800 

84 

29,900 

Okeechobee 

1,400 

Fremont 

5,000 

66 

3,300 

Orange 

82,800 

Garfield 

4,000 

45 

1,810 

Osceola 

6,100 

Gilpin 

300 

70 

210 

Palm  Beach 

79,000 

Grand 

1,300 

59 

770 

Pasco 

10,100 

Nielsen 
Tv  Homes 

County 

Total 

Homes 

Nielsen  % 
Tv  Homes 

Nielsen 
Tv  Homes 

800 

Pinellas 

116,000 

85 

98,750 

100 

Polk 

56,600 

79 

44,680 

1,280 

Putnam 

9,300 

73 

6,770 

420 

St.  Johns 

9,700 

77 

7,500 

31,310 

St.  Lucie 

9,700 

61 

5,920 

350 

Santa  Rosa 

7,000 

69 

4,840 

1,200 

Sarasota 

22,100 

66 

14,540 

1,450 

Seminole 

13,500 

65 

8,790 

2,720 

Sumter 

3,300 

61 

2,020 

13,930 

Suwannee 

3,700 

64 

2,370 

3,750 

Taylor 

4,100 

57 

2,340 

910 

Union 

1,100 

80 

880 

3,960 

Volusia 

39,300 

66 

25,930 

12,200 

Wakulla 

1,400 

47 

660 

100 

Walton 

4,100 

57 

2,340 

850 

Washington 

3,000 

51 

1,540 

2,280 

State  Total 

1,448,500 

81 

1,177,440 

3,030 


J.UJU 

4,640 

5,460 


420 

250 

610 

GEORGIA 

Appling 

3,000 

56 

1,690 

620 

Atkinson 

1,500 

57 

850 

2,090 

Bacon 

2,300 

74 

1,700 

27,060 

Baker 

1,200 

56 

670 

590 

Baldwin 

5,300 

62 

3,280 

1,430 

Banks 

1,500 

75 

1,130 

1,000 

Barrow 

3,500 

76 

2,650 

480 

Bartow 

6,600 

88 

5,830 

170 

Ben  Hill 

3,600 

57 

2,030 

480 

Berrien 

3,200 

57 

1,830 

720 

Bibb 

40,000 

80 

31,890 

300 

Bleckley 

2,200 

66 

1,450 

440 

Brantley 

1,400 

58 

810 

1,580 

Brooks 

3,600 

48 

1,750 

19,590 

Bryan 

1,000 

64 

640 

1,640 

425,520 

Bulloch 

6,200 

61 

3,750 

Burke 

5,800 

60 

3,490 

Butts 

2,400 

81 

1,940 

Calhoun 

2,900 

57 

1,650 

Camden 

2,000 

73 

1,450 

171,940 

Candler 

1,900 

59 

1,130 

177,600 

Carroll 

9,600 

87 

8,380 

30,930 

Catoosa 

4,800 

80 

3,860 

21,470 

Charlton 

1.300 

73 

950 

171,660 

Chatham 

53,900 

87 

46,730 

48,160 

Chattahoochee 

2,400 

76 

1,820 

14,950 

Chattooga 

5,400 

79 

4,260 

18,840 

655,550 

Cherokee 

5,300 

83 

4,400 

Clarke 

10,900 

77 

8,440 

Clay 

1,100 

62 

680 

Clayton 

12,600 

90 

11,350 

Clinch 

1,600 

60 

970 

16,170 

Cobb 

29,900 

92 

27,530 

81,090 

Coffee 

6,500 

57 

3,720 

19,590 

Colquitt 

8,400 

65 

5,430 

116,850 

Columbia 

2,300 

79 

1,820 

Cook 

3,000 

48 

1,450 

Coweta 

7,400 

77 

5,680 

Crawford 

1,300 

67 

870 

223,900 

Crisp 

4,600 

66 

3,040 

223,900 

Dade 

1,800 

79 

1,420 

Dawson 

900 

82 

740 

Decatur 

7,100 

54 

3,810 

De  Kalb 

64,400 

91 

58,770 

13,520 

Dodge 

3,800 

66 

2,520 

1,040 

Dooly 

2,900 

66 

1,920 

14,000 

Dougherty 

16,500 

78 

12,890 

2,620 

Douglas 

3.200 

87 

2,800 

24,530 

Early 

3,200 

54 

1,720 

82,640 

Echols 

500 

60 

300 

1,300 

Effingham 

1,900 

60 

1,150 

2,310 

Elbert 

4,300 

75 

3,240 

1,220 

Emanuel 

4,400 

55 

2,420 

3,720 

Evans 

1,700 

64 

1,080 

4,190 

Fannin 

3,500 

63 

2,210 

3,330 

Fayette 

1,300 

90 

1,180 

255,100 

Floyd 

18,500 

82 

15,220 

1,690 

Forsyth 

3,000 

83 

2,480 

620 

Franklin 

3,100 

75 

2,320 

111,450 

Fulton 

163,700 

91 

148,820 

39,070 

Gilmer 

2,200 

80 

1,770 

1,320 

Glascock 

500 

72 

360 

930 

Glynn 

10,500 

75 

7,860 

6,430 

Gordon 

4,800 

80 

3,860 

440 

Grady 

4,800 

54 

2,570 

500 

Greene 

2,600 

64 

1,670 

1,800 

Gwinnett 

9,400 

81 

7,610 

1,340 

Habersham 

4,500 

72 

3,240 

2,220 

Hall 

11,700 

91 

10,610 

1,320 

Hancock 

2,100 

62 

1,300 

1,750 

Haralson 

3,300 

87 

2,890 

3,890 

Harris 

2,700 

72 

1,950 

106,280 

Hart 

3,700 

76 

2,800 

1,780 

Heard 

1,500 

77 

1,160 

4,320 

Henry 

3,900 

86 

3,360 

5,470 

Houston 

9,100 

79 

7,200 

1,470 

Irwin 

2,500 

57 

1,420 

430 

Jackson 

4.300 

76 

3,260 

12,220 

Jasper 

1,400 

75 

1,040 

10,290 

Jeff  Davis 

3,200 

56 

1.800 

11,220 

Jefferson 

4,200 

72 

3,020 

1,750 

Jenkins 

2,500 

60 

1,510 

360 

Johnson 

2,200 

59 

1,290 

1,990 

Jones 

1,800 

62 

1,110 

15,470 

Lamar 

2,500 

81 

2,020 

9,860 

Lanier 

1,400 

60 

840 

2,930 

Laurens 

7,700 

74 

5,680 

12,320 

Lee 

1.500 

64 

960 

3,230 

Liberty 

2,600 

64 

1,660 

11,550 

Lincoln 

1,200 

74 

890 

960 

Long 

900 

57 

510 

71,140 

Lowndes 

13,100 

62 

8,140 

4,140 

Lumpkin 

1,400 

63 

880 

67,900 

Me  Duffie 

3,100 

79 

2,450 

6,200 

Me  Intosh 

1,600 

64 

1,020 

Nielsen  % 

Tv  Homes 

47 

50 

53 

59 

92 

51 

50 

63 

54 

87 

54 

65 

75 

74 

52 

47 

54 

59 

77 

70 

59 

62 

51 

48 

51 

84 

45 

48 

47 

48 

56 

60 

52 

59 

63 

72 

91 

51 

83 

93 

93 

93 

93 

93 

92 

92 

92 

93 

91 

93 

91 

92 

92 

92 

69 

80 

77 

79 

73 

90 

62 

72 

58 

77 

72 

64 

91 

58 

62 

87 

83 

73 

47 

60 

63 

63 

62 

64 

58 

63 

58 

63 

88 

57 

61 

57 

62 

74 

72 

56 

58 

45 

57 

80 

66 

61 

75 

81 

69 

68 

86 

68 

86 

61 
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County 

Total 

Homes 

Nielsen  % 
Tv  Homes 

Nielsen 
Tv  Homes 

Macon 

3,000 

66 

1,990 

Madison 

2,500 

75 

1,870 

Marion 

1,400 

66 

930 

Meriwether 

5,500 

74 

4,080 

Miller 

1,800 

54 

960 

Mitchell 

5,500 

54 

2,950 

Monroe 

2,600 

81 

2,100 

Montgomery 

1,600 

55 

890 

Morgan 

2,600 

74 

1,930 

Murray 

2,600 

80 

2,090 

Muscogee 

42,800 

90 

38,710 

Newton 

4,600 

86 

3,970 

Oconee 

1,500 

75 

1,120 

Oglethorpe 

1,900 

64 

1,210 

Paulding 

2,900 

87 

2,530 

Peach 

3,100 

66 

2,060 

Pickens 

2,200 

83 

1,830 

Pierce 

2,400 

58 

1,390 

Pike 

1,600 

74 

1,190 

Polk 

8,400 

87 

7,350 

Pulaski 

2,100 

66 

1,390 

Putnam 

1,700 

62 

1,050 

Quitman 

400 

63 

250 

Rabun 

1,700 

72 

1,230 

Randolph 

2,800 

63 

1,750 

Richmond 

41,900 

84 

35,150 

Rockdale 

2,200 

86 

1,900 

Schley 

900 

67 

600 

Screven 

4,400 

60 

2,640 

Seminole 

2,000 

54 

1,080 

Spalding 

8,600 

91 

7,860 

Stephens 

4,400 

72 

3,180 

Stewart 

1,800 

66 

1,200 

Sumter 

5,600 

64 

3,590 

Talbot 

1,900 

72 

1,370 

Taliaferro 

900 

73 

660 

Tattnall 

3,700 

59 

2,180 

Taylor 

2,100 

66 

1,390 

Telfair 

2,900 

57 

1,640 

Terrell 

3,200 

64 

2,060 

Thomas 

9,800 

65 

6,330 

Tift 

6,200 

57 

3,560 

Toombs 

3,700 

59 

2,180 

Towns 

1,100 

63 

690 

Treutlen 

1,400 

55 

770 

Troup 

12,600 

81 

10,260 

Turner 

2,500 

57 

1,430 

Twiggs 

1,500 

58 

880 

Union 

1,700 

63 

1,070 

Upson 

6,200 

72 

4,480 

Walker 

10,200 

80 

8,160 

Walton 

4,900 

74 

3,610 

Ware 

9,300 

76 

7,060 

Warren 

1,900 

72 

1,370 

Washington 

6,700 

58 

3,920 

Wayne 

4,000 

57 

2,270 

Webster 

700 

67 

470 

Wheeler 

1,100 

57 

630 

White 

1,700 

63 

1,060 

Whitfield 

10,700 

89 

9,540 

Wilcox 

2,200 

66 

1,450 

Wilkes 

2,800 

73 

2,050 

Wilkinson 

2,100 

59 

1,230 

Worth 

4,200 

57 

2,400 

State  Total 

1,024,400 

79 

809,900 

IDAHO 

Ada 

27,000 

89 

24,050 

Adams 

900 

64 

570 

Bannock 

13,600 

82 

11,100 

Bear  Lake 

1,800 

68 

1,220 

Benewah 

1,400 

85 

1,180 

Bingham 

7,500 

79 

5,940 

Blaine 

1,400 

66 

920 

Boise 

400 

68 

270 

Bonner 

4,500 

83 

3,730 

Bonneville 

11,900 

87 

10,320 

Boundary 

1,500 

82 

1,240 

Butte 

800 

66 

520 

Camas 

200 

66 

130 

Canyon 

18,100 

76 

13,770 

Caribou 

1,800 

68 

1,220 

Cassia 

4,000 

67 

2,670 

Clark 

200 

83 

170 

Clearwater 

2,100 

75 

1,570 

Custer 

900 

52 

460 

Elmore 

3,000 

77 

2,310 

Franklin 

2,300 

67 

1,540 

Fremont 

2,100 

82 

1,720 

Gem 

2,500 

68 

1,710 

Gooding 

2,700 

66 

1,790 

Idaho 

3,200 

60 

1,910 

Jefferson 

2,600 

82 

2,130 

Jerome 

3,100 

67 

2,060 

Kootenai 

9,200 

85 

7,800 

Latah 

7,000 

69 

4,840 

1,900 

51 

960 

Lewis 

1,200 

69 

830 

Lincoln 

1,000 

66 

660 

Madison 

2,300 

82 

1,890 

Minidoka 

2,500 

67 

1,670 

Nez  Perce 

7,600 

69 

5,250 

Oneida 

800 

67 

530 

Owyhee 

1,700 

77 

1,310 

Payette 

3,500 

68 

2,390 

Power 

900 

67 

600 

Shoshone 

6,200 

72 

4,450 

Teton 

700 

82 

580 

Twin  Falls 

14,100 

69 

9,780 

Valley 

1,100 

64 

700 

Washington 

2,400 

68 

1,640 

State  Total 

185,600 

77 

142,100 

ILLINOIS 

Adams 

21,200 

92 

19,590 

Alexander 

6,400 

81 

5,200 

Total 

Nielsen  % 

Nielsen 

County 

Homes 

Tv  Homes 

Tv  Homes 

Bond 

4,300 

90 

3,890 

Boone 

5,300 

84 

4,480 

Brown 

2,300 

89 

2,050 

Bureau 

12,800 

91 

11,640 

Calhoun 

2,000 

89 

1,780 

Carroll 

6,400 

88 

5,620 

Cass 

4,400 

89 

3,910 

Champaign 

34,200 

91 

31,170 

Christian 

12,800 

90 

1 1 ,480 

Clark 

5,600 

85 

4,750 

Clay 

5,800 

75 

4,370 

Clinton 

6,400 

91 

5,800 

Coles 

13,700 

87 

11,920 

Cook 

1,596,900 

93 

1,488,570 

Crawford 

6,700 

85 

5,690 

Cumberland 

3,400 

85 

2,880 

De  Kalb 

15,100 

93 

13,970 

De  Witt 

5,600 

86 

4,840 

Douglas 

6,400 

85 

5,440 

Du  Page 

86,700 

93 

81,000 

Edgar 

7,800 

85 

6,630 

Edwards 

2,500 

77 

1,920 

Effingham 

6,900 

86 

5,910 

Fayette 

7,300 

86 

6,250 

Ford 

5,100 

89 

4,560 

Franklin 

14,800 

81 

12,020 

15,700 

91 

14,280 

Gallatin 

2,300 

75 

1,730 

Greene 

6,200 

89 

5,510 

Grundy 

6,600 

91 

6,030 

Hamilton 

3,700 

75 

2,770 

Hancock 

8,700 

87 

7,550 

Hardin 

1,800 

77 

1,380 

Henderson' 

2,600 

91 

2,360 

Henry 

16,100 

94 

15,070 

Iroquois 

11,200 

86 

9,660 

Jackson 

13,100 

87 

11,460 

Jasper 

4,200 

85 

3,570 

Jefferson 

1 1 ,900 

84 

10,020 

Jersey 

5,300 

89 

4,710 

Jo  Daviess 

7,000 

88 

6,140 

Johnson 

2,800 

79 

2,210 

Kane 

54,400 

94 

51,240 

Kankakee 

23,800 

93 

22,060 

Kendall 

4,500 

91 

4,120 

Knox 

18,700 

92 

17,270 

Lake 

74,000 

95 

70,230 

La  Salle 

35,100 

86 

30,180 

Lawrence 

6,000 

81 

4,880 

Lee 

10,600 

87 

9,250 

Livingston 

13,700 

87 

11,870 

Logan 

9,200 

92 

8,430 

McDonough 

9,800 

87 

8,500 

McHenry 

21,700 

93 

20,140 

McLean 

28,300 

87 

24,630 

Macon 

37,100 

90 

33,520 

Macoupin 

14,500 

91 

13,190 

Madison 

69,900 

92 

64,390 

Marion 

13,700 

90 

12,350 

Marshall 

4,300 

86 

3,680 

Mason 

5,200 

83 

4,340 

Massac 

6,200 

78 

4,870 

Menard 

2,900 

83 

2,420 

Mercer 

5,800 

91 

5,250 

Monroe 

4,800 

91 

4,380 

Montgomery 

10,600 

87 

9,190 

Morgan 

1 1 ,000 

88 

9,670 

Moultrie 

4,300 

86 

3,700 

Ogle 

12,100 

87 

10,510 

Peoria 

62,300 

93 

57,750 

Perry 

6,500 

86 

5,580 

Piatt 

5,300 

86 

4,580 

Pike 

7,500 

89 

6,650 

Pope 

1,600 

79 

1,260 

Pulaski 

3,700 

81 

3,010 

Putnam 

1,300 

85 

1,110 

Randolph 

8,800 

92 

8,110 

Richland 

5,900 

77 

4,530 

Rock  Island 

48,900 

94 

45,850 

St.  Clair 

75,200 

93 

70,090 

Saline 

9,500 

87 

8,230 

Sangamon 

47,100 

89 

41,870 

Schuyler 

3,200 

89 

2,830 

Scott 

2,300 

89 

2,040 

Shelby 

8,300 

86 

7,130 

Stark 

2,600 

86 

2,230 

Stephenson 

14,400 

92 

1 3,230 

Tazewell 

29,000 

94 

27,130 

Union 

5,300 

81 

4,310 

Vermilion' 

31,800 

88 

27,890 

Wabash 

4,300 

81 

3,500 

Warren 

8,300 

90 

7,500 

Washington 

4,700 

86 

4,030 

Wayne 

6,500 

75 

4,900 

White 

6,900 

75 

5,180 

Whiteside 

17,700 

93 

16,500 

Will 

51,400 

93 

47,810 

Williamson 

15,900 

85 

1 3,570 

Winnebago 

62,000 

91 

56,700 

Woodford 

8,200 

86 

7,030 

State  Total 

3,106,600 

92 

2,848,170 

INDIANA 

Adams 

6,900 

88 

6,090 

Allen 

71,100 

93 

65,900 

Bartholomew 

14,800 

93 

13,780 

Benton 

3.400 

89 

3,040 

Blackford 

4,500 

84 

3,760 

Boone 

9,200 

93 

8,510 

Brown 

2,200 

85 

1,880 

Carroll 

5,700 

86 

4,880 

Cass 

1 2,200 

92 

11,230 

Clark 

19,900 

93 

18,410 

Clay 

8,400 

84 

7,080 

Clinton 

10,300 

91 

9,390 

County 

Total 

Nielsen  % 
Tv  Homes 

Nielsen 
Tv  Homes 

Crawford 

2,700 

84 

2,270 

Daviess 

8,200 

85 

6,970 

Dearborn 

8,300 

93 

7,710 

Decatur 

6,000 

90 

5,370 

DeKalb 

9,300 

91 

8,490 

Delaware 

34,300 

92 

31,550 

Dubois 

7,300 

83 

6,040 

Elkhart 

31,700 

88 

27,780 

Fayette 

7,500 

89 

6,660 

Floyd 

16,100 

93 

15,010 

Fountain 

6,600 

88 

5,830 

4,700 

89 

4,170 

5,100 

89 

4,530 

Gibson' 

10,100 

86 

8,650 

Grant 

23,300 

92 

21,440 

Greene 

9,000 

91 

8,190 

Hamilton 

11,100 

93 

10,300 

Hancock 

9,500 

92 

8,710 

Harrison 

5,700 

86 

4,900 

Hendricks 

12,200 

91 

11,040 

Henry 

15,800 

89 

14,070 

Howard 

20,200 

93 

18,800 

Huntington 

10,800 

87 

9,380 

Jackson 

9,300 

86 

7,960 

Jasper 

5,600 

90 

5,020 

Jav 

7,100 

84 

5,950 

Jefferson 

7,300 

91 

6,620 

Jennings 

5,000 

90 

4,500 

Johnson 

1 1 ,800 

91 

10,750 

13,600 

92 

12,550 

Kosciusko 

13,300 

88 

11,650 

LaGrange 

5,100 

85 

4,320 

Lake 

144,600 

93 

135,070 

La  Porte 

27,400 

93 

25,370 

Lawrence 

11,500 

92 

10,580 

Madison 

39,000 

94 

36,570 

Marion 

217,800 

94 

204,250 

Marshall 

10,000 

89 

8,870 

Martin 

3,500 

85 

2,970 

Miami 

1 1 ,000 

84 

9,240 

Monroe 

16,100 

92 

14,830 

Montgomery 

10,600 

92 

9,770 

Morgan 

9,900 

92 

9,150 

Newton 

3,900 

90 

3,490 

Noble 

8,600 

91 

7,860 

Ohio 

1,100 

93 

1,030 

Orange 

5,800 

84 

4,850 

3,500 

91 

3,180 

Parke 

4,800 

88 

4,210 

Perry 

5,100 

84 

4,260 

Pike 

4,100 

83 

3,400 

Porter 

15,700 

94 

14,710 

Posey 

5,400 

89 

4,820 

Pulaski 

3,900 

89 

3,450 

Putnam 

7,000 

84 

5,910 

Randolph 

9,100 

91 

8,260 

Ripley 

6,800 

90 

6,120 

Rush 

6,500 

90 

5,830 

St.  Joseph 

72,200 

93 

67,090 

Scott 

4,600 

91 

4,170 

Shelby 

10,700 

92 

9,820 

Spencer 

4,100 

83 

3,390 

Starke 

5,800 

89 

5,140 

Steuben 

6,000 

85 

5,080 

Sullivan 

6,800 

87 

5,900 

Switzerland 

2,000 

93 

1,860 

Tippecanoe 

25,800 

88 

22,680 

Tipton 

4,800 

87 

4,200 

1,800 

89 

1,610 

Vanderburg 

56,100 

89 

50,170 

Vermillion 

5,900 

88 

5,170 

Vigo 

34,900 

93 

32,520 

Wabash 

10,500 

84 

8,780 

2,500 

88 

2,200 

Warrick 

7,300 

83 

6,050 

Washington 

4,800 

86 

4,120 

Wayne 

23,100 

90 

20,800 

Wells 

6,400 

88 

5,640 

White 

6,700 

86 

5,740 

Whitley 

6,500 

91 

5,940 

State  Total 

1 ,424,200 

91 

1,297,250 

IOWA 

Adair 

3,900 

79 

3,090 

Adams 

2,500 

80 

1,990 

Allamakee 

4,500 

76 

3,430 

Appanoose 

6,000 

75 

4,500 

Audubon 

3,300 

94 

3,110 

Benton 

7,700 

94 

7,250 

Black  Hawk 

38,000 

96 

36,460 

Boone 

8,700 

91 

7,940 

Bremer 

6,100 

87 

5,310 

Buchanan 

5,900 

96 

5,650 

Buena  Vista 

7,100 

81 

5,720 

Butler 

5,400 

86 

4,650 

Calhoun 

5,100 

78 

3,980 

6,800 

93 

6,300 

Cass 

6,200 

94 

5,830 

Cedar 

5,800 

97 

5,600 

Cerro  Gordo 

16,700 

96 

15,980 

Cherokee 

5,200 

93 

4,840 

3,330 

Chickasaw 

4,200 

79 

Clarke 

3,200 

68 

2,180 

Clay 

5,200 

76 

3,950 

Clayton 

6,700 

76 

5,090 

Clinton 

17,500 

97 

16,980 

Crawford 

5,700 

93 

5,280 

Dallas 

7,600 

92 

6,970 

Davis 

3,200 

81 

2,610 

Decatur 

3,800 

74 

2,800 

5,200 

96 

4,990 

Des  Moines 

15,600 

96 

14,930 

Dickinson 

4,000 

76 

3,040 

Dubuque 

22,000 

93 

20,450 

Emmet 

4,500 

69 

3,100 

Fayette 

8,500 

82 

6,970 
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Move  over, 

ARB, 

Nielsen, 

& Pulse. 


Make  way  for 
John  of  Tripoli 
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This  analysis-in-depth  conies  to  you  breathlessly  from  WMT- 
TV  (Channel  2),  whose  management  swears  (1)  that  Trip- 
oli, Iowa  is  42  air  miles  from  our  transmitter  and  67  air 
miles  from  Cedar  Rapids;  (2)  that  this  survey  was  unso- 
licited;* (3)  that  John  is  not  a member  of  our  staff. 
(Marshal  J,  our  own  cowboy-type  cowboy,  is.) 


* Professional  surveys  show  that  WMT-TV  is  number  one  in  all  time 
periods  from  9:00  A.M.  until  sign-off  in  share  of  audience;  in  station 
totals,  WMT-TV  enjoys  a substantial  dominance  from  6:00  A.M.  until 
sign-off.  More  than  half  of  the  state’s  734,600  tv  homes  are  in  our  tv 
area;  an  average  of  better  than  50%  of  these  sets  are  tuned  to  WMT- 
TV.  (Our  national  representatives:  The  Katz  Agency.) 
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Total 

Nielsen  % 

Nielsen 

Total 

Nielsen  % 

Nielsen 

Total 

Nielsen  % 

Nielsen 

County 

Homes 

Tv  Homes 

Tv  Homes 

County 

Homes 

Tv  Homes 

Tv  Homes 

County 

Homes 

Tv  Homes 

Tv  Homes 

Floyd 

6,900 

79 

5,470 

Johnson 

43,600 

95 

41,490 

Henderson 

10,500 

77 

8,100 

Franklin 

5,200 

4,570 

Kearny 

800 

52 

420 

Henry 

3,200 

77 

2,470 

3,100 

94 

2,910 

Kingman 

3,300 

77 

2,540 

Hickman 

2,100 

62 

1,300 

Greene 

4,800 

91 

4,380 

Kiowa 

1,400 

77 

1,080 

Hopkins 

12,000 

62 

7,420 

Grundy 

4,600 

90 

4,150 

Labette 

9,000 

70 

6,270 

Jackson 

3,000 

44 

1,330 

4,300 

92 

3,940 

Lane 

800 

56 

450 

Jefferson 

175,400 

93 

163,350 

6,800 

95 

6,480 

Leavenworth 

11,600 

96 

11,090 

Jessamine 

3,700 

65 

2,400 

4,400 

83 

3,670 

Lincoln 

2,000 

70 

1,390 

Johnson 

5,100 

73 

3,740 

Hardin 

7,100 

95 

6,760 

Linn 

2,900 

82 

2,370 

Kenton 

41,300 

95 

39,360 

Harrison 

5,300 

96 

5,110 

Logan 

1,100 

47 

520 

Knott 

3,400 

53 

1,790 

6,100 

82 

5,020 

Lyon 

7,900 

68 

5,350 

Knox 

6,600 

56 

3,680 

Howard 

3,700 

73 

2,710 

Me  Pherson 

7,500 

81 

6,050 

Larue 

2,900 

62 

1,810 

4,300 

74 

3,200 

Marion 

4,600 

76 

3,510 

Laurel 

6,800 

44 

3,000 

Ida 

3,100 

93 

2,870 

Marshall 

5,200 

64 

3,330 

Lawrence 

3,200 

73 

2,340 

Iowa 

4,900 

84 

4,110 

Meade 

1,500 

67 

1,000 

Lee 

2,000 

50 

1,000 

5,800 

92 

5,340 

Miami 

6,300 

81 

5,130 

Leslie 

3,600 

45 

1,620 

10,900 

96 

10,450 

Mitchell 

2,700 

60 

1,630 

Letcher 

6,100 

58 

3,560 

Jefferson 

5,700 

82 

4,690 

Montgomery 

16,800 

80 

13,460 

Lewis 

3,200 

64 

2,050 

14,600 

85 

12,440 

Morris 

2,400 

76 

1,830 

4,300 

59 

2,560 

5,800 

92 

5,340 

Morton 

900 

43 

390 

Livingston 

2,000 

57 

1,140 

Keokuk 

5,300 

84 

4,450 

Nemaha 

4,000 

79 

3,180 

Logan 

5,700 

71 

4,070 

7,600 

75 

5,670 

Neosho 

6,500 

75 

4,910 

Lyon 

1,500 

58 

860 

Lee 

13,600 

83 

11,230 

Ness 

1,600 

55 

890 

McCracken 

18,200 

66 

11,990 

Linn 

40,800 

97 

39,480 

Norton 

2,700 

60 

1,630 

McCreary 

2,700 

54 

1,470 

3,000 

84 

2 520 

Osage 

4,600 

83 

3,820 

McLean 

2,700 

58 

1,560 

3,400 

68 

2,320 

Osborne 

2,100 

64 

1,350 

Madison 

9,600 

56 

5,340 

Lyon 

4,100 

93 

3,790 

Ottawa 

2 100 

69 

1,460 

Magoffin 

2,600 

53 

1,370 

Madison 

4,500 

91 

4,080 

Pawnee 

2,900 

82 

2,380 

Marion 

3,600 

74 

2,660 

7,800 

79 

6,190 

Phillips 

3,200 

64 

2,060 

Marshall 

4,900 

62 

3,040 

7,900 

94 

7,450 

Pottawatomie 

3,800 

64 

2,450 

Martin 

2,000 

74 

1,470 

11,900 

95 

11,330 

Pratt 

4,000 

77 

3,080 

Mason 

5,000 

84 

4,190 

Mills 

3,200 

92 

2,940 

Rawlins 

1/00 

47 

660 

Meade 

2,200 

79 

1,730 

4,200 

85 

3,580 

Reno 

19,800 

95 

18,740 

Menifee 

700 

47 

330 

4,900 

97 

4,730 

Republic 

3,700 

66 

2,450 

Mercer 

4,000 

65 

2,600 

3,000 

75 

2,240 

Rice 

4,700 

81 

3,800 

Metcalfe 

2,500 

1,450 

Montgomery 

5,700 

92 

5,250 

Riley 

6,400 

68 

4,330 

Monroe 

3,400 

58 

1,970 

10,500 

97 

10,170 

Rooks 

3,000 

64 

1,930 

Montgomery 

2,900 

55 

1,580 

Obrien 

5,900 

81 

4,800 

Rush 

1,900 

75 

1,430 

Morgan 

2,700 

50 

1,350 

Osceola 

2,700 

81 

2,200 

Russell 

3,500 

75 

2,620 

Muhlenberg 

7,600 

64 

4,850 

7,000 

94 

6,550 

Saline 

12,900 

79 

10,250 

Nelson 

4,900 

91 

4,440 

4,400 

69 

3,020 

Scott 

1,200 

55 

660 

Nicholas 

2,200 

68 

1,500 

6,800 

93 

6,290 

Sedgwick 

109,400 

94 

103,310 

Ohio 

4,800 

57 

2,750 

4,100 

73 

3,000 

Seward 

3,700 

52 

1,920 

Oldham 

3,200 

77 

2,470 

Polk 

86,700 

96 

83,560 

Shawnee 

44,500 

95 

42,170 

Owen 

2,500 

75 

1,870 

Pottawattamie 

23,100 

95 

22,010 

Sheridan 

1,100 

60 

660 

Owsley 

1,700 

45 

760 

6,100 

79 

4,830 

Sherman 

1,900 

49 

930 

Pendleton 

3,300 

83 

2,750 

2,800 

81 

2,270 

Smith 

2,600 

64 

1,670 

Perry 

7,800 

59 

4,620 

5,500 

81 

4,430 

Stafford 

2,200 

82 

1,800 

Pike 

15,500 

70 

10,790 

37,000 

97 

35,920 

Stanton 

600 

43 

260 

Powell 

1,500 

46 

690 

4,700 

95 

4,440 

Stevens 

1,200 

43 

520 

9,200 

56 

5,190 

7,000 

93 

6,480 

Sumner 

9,400 

77 

7,221 

Robertson' 

600 

83 

500 

15,000 

95 

14,270 

Thomas 

2,100 

47 

990 

Rockcastle 

2,900 

44 

1,280 

6,900 

90 

6,210 

Trego 

1,600 

56 

900 

Rowan 

2,600 

64 

1,660 

3,800 

81 

3,070 

Wabaunsee 

2,300 

68 

1,560 

Russell 

3,100 

60 

1,850 

Union 

5,200 

79 

4,120 

Wallace 

600 

49 

290 

Scott 

3,800 

75 

2,860 

Van  Buren 

3,600 

81 

2,930 

Washington 

3,600 

66 

2,390 

Shelby 

5,000 

77 

3,840 

Wapello 

16,500 

82 

13,570 

Wichita 

700 

48 

330 

Simpson 

3,000 

72 

2,150 

Warren 

6,100 

91 

5,540 

Wilson 

4,800 

75 

3,620 

1,500 

91 

1,360 

Washington 

6,900 

84 

5,800 

Woodson 

2,000 

66 

1,330 

Taylor* 

4.800 

63 

3,010 

Wayne 

3,900 

74 

2,880 

Wyandotte 

60,500 

96 

57,880 

Todd 

3,300 

72 

2,360 

Webster 

14,200 

96 

13,690 

State  Total 

675,300 

83 

557,660 

Trigg 

2,200 

58 

1,280 

Winnebago 

3,800 

83 

3,170 

Trimble 

1.500 

77 

1,150 

Winneshiek 

6,100 

74 

4,490 

Union 

3 *00 

56 

2,010 

Woodbury 

33,700 

97 

32,620 

Warren 

12,800 

69 

8,850 

Worth 

3,400 

85 

2,910 

Washington 

3,000 

74 

2,220 

Wright 

6,300 

88 

5,550 

KENTUCKY 

Wayne 

3,900 

45 

1,760 

State  Total 

859,800 

90 

775,950 

Adair 

4,300 

63 

2,690 

Webster 

Whitley 

4,400 

6,700 

56 

55 

2,450 

3,650 

Allen 

3,700 

60 

2,230 

Wolfe 

1,600 

50 

790 

Anderson 

2,300 

74 

1,700 

Woodford 

3,200 

75 

2,410 

Ballard 

2,800 

62 

1,730 

KANSAS 

Barren 

8,900 

60 

5,370 

State  Total 

831,100 

75 

622,170 

Allen 

5,400 

73 

3,960 

Bath 

2,700 

54 

1,460 

Anderson 

2,900 

66 

1,930 

Bell 

7,800 

65 

5,060 

Atchison 

6,200 

88 

5,460 

Boone 

6,400 

90 

5,750 

LOUISIANA 

2,700 

77 

2,080 

Bourbon 

4,800 

68 

3,260 

Barton 

10,200 

94 

9,570 

Boyd 

15,300 

93 

14,230 

Acadia 

13,200 

66 

8,720 

Bourbon 

5,800 

73 

4,260 

Boyle 

6,000 

65 

3,900 

Allen 

5,900 

65 

3,840 

Brown 

4,300 

80 

3,420 

Bracken 

2,200 

84 

1,840 

Ascension 

6,600 

68 

4,510 

Butler 

13,400 

85 

11,360 

Breathitt 

3,900 

53 

2,050 

Assumption 

4,100 

63 

2,570 

Chase 

1,400 

76 

1,060 

Breckenridge 

4,100 

79 

3,220 

Avoyelles 

10,400 

67 

6,990 

Chautauqua 

2,200 

65 

1,430 

Bullitt 

4,600 

91 

4,170 

Beauregard 

6,300 

65 

4,100 

Cherokee 

7,400 

75 

5,570 

Butler 

2,600 

58 

1,500 

Bienville 

4,200 

63 

2,660 

Cheyenne 

1,400 

48 

670 

Caldwell 

3,600 

52 

1,880 

Bossier 

12.200 

81 

9,890 

Clark 

l.ino 

66 

730 

Calloway 

6,100 

58 

3,540 

Caddo 

60.500 

87 

52,350 

Clay 

3,700 

66 

2,450 

Campbell 

27,100 

94 

25,380 

Calcasieu 

39,400 

78 

30,630 

Cloud 

4,600 

60 

2,780 

Carlisle 

1,700 

62 

1,050 

Caldwell 

2,500 

67 

1,690 

Coffey 

2,700 

67 

1,800 

Carroll 

2,300 

90 

2,070 

Cameron 

1,600 

66 

1,060 

Comanche 

1,000 

78 

780 

Carter 

5,300 

83 

4,400 

Catahoula 

2,800 

63 

1,770 

Cowley 

12,800 

81 

10,400 

Casey 

4,100 

60 

2,440 

Claiborne 

5,700 

63 

3,620 

Crawford 

12,900 

81 

10,490 

Christian 

10,000 

70 

7,010 

Concordia 

4,400 

63 

2,780 

Decatur 

2,000 

61 

1,220 

Clark 

5,300 

55 

2,890 

De  Soto 

5,600 

75 

4,190 

Dickinson 

7,400 

61 

4,500 

Clay 

4,900 

45 

2,200 

E.  Baton  Rouge 

64,700 

85 

55,290 

Doniphan 

3,000 

88 

2,640 

Clinton 

2,300 

45 

1,030 

East  Carroll 

3,500 

69 

2,410 

Douglas 

10,600 

78 

8,250 

Crittenden 

2,800 

52 

1,470 

E.  Feliciana 

3,000 

62 

1,860 

Edwards 

1,800 

82 

1,480 

Cumberland 

2,500 

58 

1,450 

Evangeline 

8,700 

65 

5,630 

Elk 

1,800 

65 

1,170 

Daviess 

19,500 

80 

15,500 

Franklin 

7,200 

71 

5,100 

Ellis 

5,400 

75 

4,050 

Edmonson 

2,000 

61 

1,210 

Grant 

2,800 

70 

1,950 

Ellsworth 

2,600 

69 

1,800 

Elliott 

1,400 

83 

1,160 

Iberia 

13,700 

71 

9,760 

Finney 

4,000 

60 

2,390 

Estill 

3,400 

46 

1,550 

Iberville 

7,000 

64 

4,490 

Ford 

6,000 

67 

4,010 

Fayette 

36,000 

69 

24,690 

Jackson 

3,500 

70 

2,450 

Franklin 

6.500 

83 

5,400 

Fleming 

2,900 

64 

1,850 

Jefferson 

56,700 

88 

49,860 

Geary 

8,100 

61 

4,930 

Floyd 

9,900 

80 

7,940 

Jeff  Davis 

7,800 

66 

5,120 

Gove 

900 

56 

500 

Franklin 

9,800 

75 

7,320 

Lafayette 

20,700 

73 

15,180 

Graham 

1,300 

60 

780 

Fulton 

3,000 

58 

1,740 

Lafourche 

11,800 

82 

9,700 

Grant 

1,400 

52 

730 

Gallatin 

1,300 

90 

1,170 

La  Salle 

3,800 

68 

2,570 

Gray 

1,100 

67 

740 

Garrard 

2,600 

65 

1,680 

Lincoln 

7,100 

66 

4,690 

Greeley 

600 

49 

300 

Grant 

2,700 

90 

2,430 

Livingston 

6,100 

68 

4,170 

Greenwood 

3,500 

76 

2,660 

Graves 

9,700 

59 

5,680 

Madison 

4,200 

69 

2,890 

Hamilton 

900 

43 

390 

Grayson 

5,100 

60 

3,080 

Morehouse 

8,900 

69 

6,120 

Harper 

3,100 

77 

2,380 

Green 

3,400 

63 

2,130 

Natchitoches 

10,900 

68 

7,430 

Harvey 

7,600 

82 

6,250 

Greenup 

7,000 

83 

5,810 

Orleans 

180,100 

88 

158,920 

Haskell 

700 

52 

360 

Hancock 

1,400 

78 

1,090 

Ouachita 

25,700 

81 

20,770 

Hodgeman 

1,000 

82 

820 

Hardin 

14,500 

85 

12,310 

Plaquemines 

4,900 

83 

4,070 

Jackson 

3,300 

80 

2,630 

Harlan 

11,900 

68 

8,100 

Pointe  Coupee 

5,200 

62 

3,220 

Jefferson 

3,300 

79 

2,620 

Harrison 

4,300 

75 

3,240 

Rapides 

30,700 

79 

24,190 

Jewell 

2,200 

61 

1,330 

Hart 

3,900 

60 

2,350 

Red  River 

2,800 

74 

2,090 

72  (NIELSEN  TV  HOMES) 
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At  home,  TV  is  entertain- 
ment— but  on  railroads,  it’s 
strictly  business. 

Freight  cars  entering  or  leaving  the 
yards  are  pictured  on  TV  in  the 
yard  office.  The  numbers  on  the 
cars  provide  immediate  identifica- 
tion, resulting  in  faster  make-up 
of  trains. 

Because  railroads  are  constantly 
exploring  opportunities  for  prog- 
ress like  this,  railroad  service  is 
reaching  new  peaks  of  efficiency 
every  year.  And  that’s  important 
to  all  of  us— for  we’re  going  to  need 
railroads  more  than  ever  in  the 
boom  years  ahead. 

That’s  why  an  enlightened  public 
policy,  giving  railroads  equal  op- 
portunity with  competing  forms  of 
transportation,  is  in  everyone’s  in- 
terest. America’s  railroads  — the 
lifeline  of  the  nation— are  the  main 
line  to  your  future. 


Total 

Nielsen  % 

Nielsen 

Total 

Nielsen  % 

Nielsen 

Total 

Nielsen  % 

Nielsen 

County 

Homes 

Tv  Homes 

Tv  Homes 

County 

Homes 

Tv  Homes 

Tv  Homes 

County 

Homes 

Tv  Homes 

Tv  Homes 

Richland 

6,100 

79 

4,820 

Genesee 

116,000 

91 

106,050 

Nobles 

6,300 

85 

5,370 

Sabine 

5,300 

60 

3,160 

Gladwin 

2,900 

89 

2,580 

Norman 

3,200 

69 

2,200 

St.  Bernard 

7,300 

87 

6,390 

Gogebic 

8,000 

78 

6,200 

Olmsted 

16,200 

96 

15,500 

St.  Charles 

3,700 

78 

2,870 

Gr.  Traverse 

9,400 

82 

7,750 

Otter  Tail 

13,500 

68 

9,160 

St.  Helena 

2,300 

62 

1,420 

Gratiot 

10,800 

92 

9,960 

Pennington 

3,400 

65 

2,210 

St.  James 

3,400 

78 

2,640 

Hillsdale 

10,500 

86 

8,990 

Pine 

5,100 

77 

3,920 

St.  John  Baptist 

3,500 

78 

2,720 

Houghton 

9,700 

73 

7,080 

Pipestone 

3,900 

80 

3,110 

St.  Landry 

21,100 

66 

13,820 

Huron 

9,400 

92 

8,650 

Polk 

10,700 

69 

7,350 

St.  Martin 

6,200 

62 

3,870 

Ingham 

64,600 

93 

60,050 

Pope 

3,400 

58 

1,970 

St.  Mary 

10,800 

71 

7,710 

Ionia 

12,400 

92 

11,420 

Ramsey 

122,600 

97 

118,350 

St.  Tammany 

8,900 

78 

6,910 

Iosco 

5,200 

87 

4,520 

Red  Lake 

1,300 

65 

840 

Tangipahoa 

16,900 

86 

14,460 

Iron' 

5,800 

76 

4,380 

Redwood 

6,400 

78 

4,990 

Tensas 

3,000 

69 

2,060 

Isabella 

8,400 

89 

7,470 

Renville 

7,100 

78 

5,540 

Terrebonne 

13,900 

85 

1 1 ,820 

Jackson 

38,300 

93 

35,520 

Rice 

9,700 

95 

9,220 

Union 

4,600 

66 

3,040 

Kalamazoo 

48,700 

94 

45,550 

Rock 

3,300 

80 

2,630 

Vermilion' 

10,600 

65 

6,900 

Kalkaska 

1,300 

82 

1,070 

Roseau 

3,800 

58 

2,210 

Vernon 

6,700 

60 

4,000 

Kent 

106,700 

93 

99,130 

St.  Louis 

71,400 

91 

65,190 

Washington 

1 1 ,400 

82 

9,400 

Keweenaw 

700 

76 

530 

Scott 

5,300 

94 

4,980 

Webster 

10,400 

79 

8,170 

Lake 

1,500 

89 

1,330 

Sherburne 

3,100 

88 

2,730 

W.  Baton  Rouge 

3,100 

64 

1,990 

Lapeer 

11,600 

92 

10,680 

Sibley 

4,300 

89 

3,830 

West  Carroll 

3,500 

79 

2,760 

Leelanau 

2,600 

82 

2,140 

Stearns 

19,900 

90 

17,860 

W.  Feliciana 

1,800 

62 

1,120 

Lenawee 

24,900 

92 

23,030 

Steele 

7,500 

84 

6,340 

Winn 

4,400 

70 

3,070 

Livingston 

11,300 

92 

10,350 

Stevens 

2,900 

64 

1,850 

State  Total 

855,800 

79 

676,420 

Luce 

Mackinac 

1,600 

3,000 

75 

77 

1,200 

2,300 

Swift 

Todd 

4,100 

6,700 

65 

60 

2,650 

4,030 

Macomb 

109,100 

94 

103,000 

Traverse 

2,200 

63 

1,400 

MAINE 

Manistee 

6,300 

83 

5,250 

Wabasha 

5,300 

88 

4,690 

Aroostook 

Cumberland 

Franklin 

Hancock 

Kennebec 

Knox 

Lincoln 

Oxford 

Penobscot 

Piscataquis 

Sagadahoc 

Somerset 

Waldo 

Washington 

York 

State  Total 

MARYLAND 

Allegany 
Anne  Arundel 
Baltimore 
Calvert 
Caroline 

Cecil 

Charles 

Dorchester 

Frederick 

Garrett 

Harford 

Howard 

Kent 

Montgomery 
Prince  Georges 
Queen  Annes 
St.  Marys 
Somerset 
Talbot 
Washington 
Wicomico 
Worcester 
State  Total 

MASSACHUSETTS 

Barnstable 
Berkshire 
Bristol 
Dukes 
Essex 
Franklin 
Hampden 
Hampshire 
Middlesex 
Nantucket 
Norfolk 
Plymouth 
Suffolk 
Worcester 
State  Total 


MICHIGAN 

Alcona 

Alger 

Allegan 

Alpena 

Antrim 

Arenac 

Baraga 

Barry 

Bay 

Benzie 

Berrien 

Branch 

Calhoun 

Cass 

Charlevoix 

Cheboygan 

Chippewa 

Clare 

Clinton 

Crawford 

Delta 

Dickinson 

Eaton 

Emmet 


23,900 

51,800 

4,900 

10.500 
23,600 

8,800 

5,500 

1 1 .500 
31,000 

4.800 
5,500 

11,100 

6,200 

9.800 
28,100 

260,900 


26.300 

51.600 
415,700 

3,600 

5.300 
13,800 
12,400 

8.300 

8,200 

19,000 

4,900 

19.300 

8.500 

4.300 

86.600 
103,500 

4,800 

9.500 

5.500 

6.500 
26,600 

14.300 
7,100 

865,600 


1,000 

2,900 

18,700 


10,300 

30,700 

2.300 

49.100 
11,600 

42.100 

10,200 

3,900 

4,000 

9,400 

3.900 

10,000 

1.300 

9.900 
7,100 
14,800 
4,600 


19,410 

47,440 

4,260 

9,270 

21,790 

7,810 

5,010 

10,420 

28,470 

4,200 

5,010 

9,320 

5,510 

8,580 

25,880 

234,580 


20,300 
47,260 
378,450 
3,100 
4,680 
12,650 
10,970 
7,150 
7,130 
1 6,890 
3,120 
17,520 


Mason 

Mecosta 

Menominee 

Midland 

Missaukee 

Monroe 

Montcalm 

Montmorency 

Muskegon 

Newaygo 

Oakland 

Oceana 

Ogemaw 

Ontonagon 

Osceola 

Oscoda 

Otsego 

Ottawa 

Presque  Isle 

Roscommon 

Saginaw 

St.  Clair 

St.  Joseph 

Sanilac 

Schoolcraft 

Shiawassee 

Tuscola 

Van  Buren 

Washtenaw 

Wayne 

Wexford 


6,600 

5.800 

7.200 

14.000 
1,900 

29,600 

11.900 

1.200 

43.900 

7.600 
197,600 

4,700 

2,500 

3.000 

3.800 
900 

2.000 

29,800 

3,200 

2,300 

55.000 
31,200 

15.000 

1 1 .000 

2,400 

16.900 
13,300 
16,500 
43,400 

828,000 

5.600 


5,430 

5,260 

6,110 

12,570 

1,550 

27,600 

11,040 

860 

41,180 

6,750 

184,850 

3,860 

2,120 

2,320 

3,440 

770 

1,690 

27,470 

2,300 

1,930 

50,980 

28,920 

9,850 

1,790 

15,670 

12,150 

15,220 

40,250 

777,430 

4,660 


7,460 

3,790 

80,250 

95,570 

4,230 

State  Total 

MINNESOTA 

2,336,700 

92 

2,151,580 

8,170 

3,350 

5,650 

22,440 

12,500 

4,310 

Aitkin 

3,800 

77 

2,940 

Anoka) 

18,700 

97 

18,180 

Becker 

6,600 

69 

4,560 

Beltrami 

7,000 

48 

3,350 

Benton 

4,900 

66 

3,250 

Big  Stone 

2,300 

64 

1,460 

776,940 

Blue  Earth 

12,000 

93 

11,180 

Brown 

8,100 

84 

6,840 

Carlton 

7,400 

77 

5,690 

15,950 

38,790 

112,370 

1,630 

Carver 

5,500 

94 

5,170 

Cass 

5,100 

52 

2,670 

Chippewa 

4,700 

61 

2,860 

Chisago 

4,500 

93 

4,190 

Clay 

10,000 

90 

9,040 

159,410 

Clearwater 

2,600 

48 

1,240 

1 5,590 

Cook 

1.300 

74 

960 

1 05,400 

Cottonwood 

4,800 

77 

3,670 

21,110 

Crow  Wing 

9,600 

66 

6,290 

309,080 

Dakota 

19,300 

96 

18,590 

910 

Dodge 

3,900 

84 

3,290 

130,470 

Douglas 

6,600 

58 

3,810 

65,390 

Faribault 

7,500 

77 

5,790 

222,790 

Fillmore 

7,800 

77 

5,990 

1 59,270 

Freeborn 

10,300 

91 

9,410 

,358,160 

Goodhue 

9,700 

95 

9,220 

Grant 

2,800 

60 

1,670 

Hennepin 

252,000 

97 

244,690 

Houston 

4,500 

77 

3,460 

840 

Hubbard 

2,700 

52 

1,410 

2,160 

Isanti 

3,200 

93 

2,970 

17,260 

Itasca 

11,100 

79 

8,750 

5,740 

Jackson 

4,200 

85 

3,580 

2,610 

Kanabec 

2,500 

78 

1,940 

2,520 

Kandiyohi 

8,300 

81 

6,750 

1,360 

Kittson 

2,600 

58 

1,520 

9,380 

Koochiching 

5,000 

50 

2,500 

28,460 

Lac  Qui  Parle 

3,600 

65 

2,330 

1,900 

Lake 

4,000 

74 

2,950 

45,610 

Lake  Of  Woods 

1,300 

50 

650 

10,150 

Le  Sueur 

6,000 

83 

4,960 

39,060 

Lincoln 

2,900 

69 

2,000 

9,190 

Lyon 

6,700 

65 

4,390 

2,980 

McLeod 

7,700 

89 

6,850 

3,060 

Mahnomen 

1,500 

69 

1,040 

7,190 

Marshall 

4,100 

58 

2,390 

3,460 

Martin 

8,600 

77 

6,640 

9,260 

Meeker 

5,400 

81 

4,400 

1,090 

Mille  Lacs 

4,900 

66 

3,250 

8,070 

Morrison 

7,200 

60 

4,330 

6,010 

Mower 

13.900 

92 

12,730 

13,430 

Murray 

4,000 

80 

3,190 

3,520 

Nicollet 

5,300 

84 

4,470 

Waseca 

Washington 

Watonwan 

Wilkin 

Winona 

Wright 

Yellow  Med 

State  Total 


MISSISSIPPI 

Adams 

Alcorn 

Amite 

Attala 

Benton 

Bolivar 

Calhoun' 

Carroll 

Chickasaw 

Choctaw 

Claiborne 

Clarke 

Clay 

Coahoma 

Copiah 

Covington 

De  Soto 

Forrest 

Franklin 

George 

Greene 

Grenada 

Hancock 

Harrison 

Hinds 

Holmes 

Humphreys 

Issaquena 

Itawamba 

Jackson 

Jasper 

Jefferson 

Jeff  Davis 

Jones 

Kemper 

Lafayette 

Lamar 

Lauderdale 

Lawrence 

Leake 

Lee 

Leflore 

Lincoln 

Lowndes 

Madison 

Marion’ 

Marshall 

Monroe 

Montgomery 

Neshoba 

Newton 

Noxubee 

Oktibbeha. 

Panola 

Pearl  River 

Perry 

Pike 

Pontotoc 

Prentiss 

Quitman 

Rankin 

Scott 

Sharkey 

Simpson 

Smith 

Stone 

Sunflower 

Tallahatchie 

Tate 

Tippah 

Tishomingo 

Tunica 

Union 

Walthall 

Warren 


1 1 ,900 

4.200 
2,500 

1 1 ,600 

8.200 

4,400 


10,600 

7.100 

4.000 

5.600 

2.000 

15.100 

4.000 
2,800 
4,400 
2,200 

2.600 

4.300 

4.100 
13,400 

7.300 

3.600 

5.600 

14.500 

2.100 

2.600 

1.700 

4.700 

3.200 

29.300 

47.900 

6.200 

4.100 
700 

3.900 

13.100 

4.400 

2.400 
3,500 

16.500 

2.700 

4.800 

3.200 

19.600 

2.800 

4.700 

11.100 

12.300 

7.100 

10.900 

6.900 

6.100 

5.100 

8.900 

3.300 

5.000 

5.200 

3.900 

5.900 

7.100 

5.700 

2.200 

9.200 

4.900 

4.800 

5.100 

6.300 
5,000 

2.500 

5.300 

3.700 
1,600 

11.300 

6.100 

4.400 
4,100 
4,100 

5.200 

5.800 

3.600 
12,400 


3,960 
1 1 ,430 
3,210 
2,260 
8,520 
7,230 
3,030 


6,410 

4,260 

2,000 

3.250 
1,200 
8,570 
2,010 
1,430 
2,230 
1,010 

1.530 
2,560 
2,180 

7.820 
4,540 
2,220 
3,950 

8.730 

1.250 
1,460 

950 

2,420 

2.530 
22,270 
39,620 

3,890 
2,470 
420 
2,290 
1 1 ,290 
2,900 

1.430 

2,010 

1 1 ,090 
1,550 
2,470 
1,880 
15,300 
1,600 

2.730 
7,620 
6,860 

4.140 

5.520 

4.480 
3,310 
2,870 
5,150 
1,690 
2,860 

3.430 
2,270 
3,130 
5,160 

4.520 
1,240 

5.640 
2,790 

2.820 
3,060 

3.640 
2,880 
1,510 
3,070 

2.140 
910 

5,770 

3,630 

3,110 

2.480 
2,470 
3,120 
3,310 
1,960 

8.520 


74  (NIELSEN  TV  HOMES) 


BROADCASTING,  June  13,  1960 


HOMES 

VIEWING 

MORE  quarter-hour 
firsts— homes  ** 


856,900 

WMAR-TV  HOMES  POTENTIAL 
>MPARe{ Station  B*  757,500  homes 
(Station  C - 7 68,700  homes 


MORE  quarter-hour 
firsts—  ratings  ** 
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*ARB  —March,  1960— Based  on  aggregate  of  all  quarter-hours  for  one  week,  sign-on  to  mid- 
night, where  audience  composition  is  given  for  all  three  Baltimore  TV  stations. 
**NIELSEN  — May,  1960 — Aggregate  for  all  quarter-hours  in  one  week  (4-week  average),  sign-on 
to  midnight,  when  all  three  Baltimore  TV  stations  were  on  the  air. 

***ARB  — March-April,  1960 


In  Maryland  Most  People  Watch  WMAR-TV! 


WMAR-TV 

SUNPAPERS  TELEVISION 


Baltimore  3,  Maryland 

Represented  Nationally  by  THE  KATZ  AGENCY,  Inc. 


CHANNEL  2 


BROADCASTING,  June  13,  1960 


75 


County 

Washington 

Wayne 

Webster 

Wilkinson 

Winston 

Yalobusha 

Yazoo 

State  Total 


MISSOURI 

Adair 

Andrew 

Atchison 

Audrain 

Barry 

Barton 

Bates 

Benton 

Bollinger 

Boone 

Buchanan 

Butler 

Caldwell 

Callaway 

Camden 

Cpe.  Girardeau 

Carroll 

Carter 

Cass 

Cedar 

Chariton 

Christian 

Clark 

Clay 

Clinton 

Cole 

Cooper 

Crawford 

Dade 

Dallas 

Daviess 

De  Kalb 

Dent 

Douglas 

Dunklin 

Franklin 

Gasconade 

Gentry 

Greene 

Grundy 

Harrison 

Henry 

Hickory 

Holt 

Howard 

Howell 

Jackson 

Jasper 

Jefferson 

Johnson 

Knox 

Laclede 

Lafayette 

Lawrence 

Lewis 

Lincoln 

Linn 

Livingston' 

McDonald 

Macon 

Madison 

Maries 

Marion 

Mercer 

Miller 

Mississippi 

Moniteau 

Monroe 

Montgomery 

Morgan 

New  Madrid 

Newton 

Nodaway 

Oregon 

Osage 

Ozark 

Pemiscot 

Perry 

Pettis 

Phelps 

Pike 

Platte 

Polk 

Pulaski 

Putnam 

Ralls 

Randolph 

Ray 

Reynolds 

Ripley 

St.  Charles 

St.  Clair 

St.  Francois 

St.  Louis 

Ste.  Genevieve 

Saline 

Schuyler 

Scotland 

Scott 

Shannon' 

Shelby 

Stoddard 


Nielsen  % 

Nielsen 

Total 

Nielsen  % 

Nielsen 

Total 

Nielsen  % 

Homes 

Tv  Homes 

Tv  Homes 

County 

Homes 

Tv  Homes 

Tv  Homes 

County 

Homes 

Tv  Homes 

60 

1 2,690 

Stone 

2,700 

74 

1,990 

Harlan 

1,800 

84 

59 

2,310 

Sullivan 

3,300 

67 

2,200 

Hayes 

500 

63 

2 600 

56 

1,450 

Taney 

3,100 

73 

2,280 

Hitchcock 

1,400 

56 

2,700 

4,600 

50 

1,350 

Texas 

5,700 

54 

3,070 

Holt 

4,100 

48 

58 

2,670 

Vernon 

6,300 

74 

4,670 

Hooker 

300 

48 

3.200 

8.200 

51 

1,640 

Warren 

2,400 

87 

2,090 

Howard 

2,300 

66 

66 

5,400 

Washington 

3,800 

63 

2,410 

Jefferson 

4,100 

79 



Wayne 

2,400 

75 

1,810 

Johnson 

2,000 

87 

555,700 

64 

354,310 

Webster 

4,200 

76 

3,180 

Kearney 

1,900 

84 

Worth 

1,600 

76 

1,210 

Keith 

2,500 

62 

Wright 

4,100 

66 

2,690 

Keya  Paha 

400 

54 

State  Total 

1,373,300 

89 

1,215,750 

Kimball 

Knox 

1,900 

4,100 

63 

69 

6,500 

3.700 

2.900 

8.900 

6.500 

3.900 

5.900 

2.700 
2,600 

15.500 
32,700 
10,800 

3.300 
6,200 
2,100 

1 1 ,800 

4.600 

1.400 

6.700 

3.400 

4.100 

3.700 

2.600 

29.000 

3.500 

11.500 

4.700 

3.100 
2,600 

2.700 

3.200 

2.300 

3.000 
2,800 

11.000 

12.300 

4.100 

3.100 

42.300 

4.200 

4.200 

6.500 
1,600 

2.500 
3,400 

5.800 

1.900 
211,600 

28,600 

19,800 

8.000 

2.700 

6,000 

7.700 

7.200 

3.400 

5.600 

6.100 

5.100 

4.200 

7.200 

2.900 

2.100 

9.900 

2,000 

4.400 

5.500 

3.200 

3.100 

3.500 

2.900 

8.800 

9.400 

7.400 
3,000 

3.000 

2.500 
10,600 

3.400 
12,600 

8.100 

5.900 

6.900 

4.700 

9.100 
2,800 

2.200 

8.000 

5.400 

1.500 

3.000 
1 1 ,700 

2.900 
1 1 ,600 

465,600 

3.100 

8.000 

1.600 

2.400 


1,700 

3,100 

8,400 


4,320 

3.040 

2.050 
6,820 

4.420 
2,630 

4.370 
2,130 
1,960 

12,800 

30,210 

7.540 
2,710 

4.760 
1,590 

9.890 
3,520 

800 

5.370 

2.290 

2.580 

2.710 
2,080 

27,960 

3,170 

10,140 

3,530 

1,960 

1.760 

2.040 
2,630 

1.890 

2,110 

1.840 
8,300 

10,260 

3,080 

2,340 

40,230 

3,350 

3,170 

5.120 
1,270 
1,770 

2.510 

3.120 

1,200 

205,040 

25,350 

18,750 

6.420 
2,160 
4,570 
6,490 

4.890 

2.720 

3.840 
4,070 

3.170 

5.550 
2,180 

1.580 

9.290 

1.510 

3.290 
3,620 
2,400 

2.560 

3.050 

2.170 
6,330 
7,090 
5,210 
1,480 
2,240 
1,650 
8,470 
2,790 

10,460 

5,700 

4,880 

6,250 

3.560 
7,090 
1,850 
1,830 
5,930 

4.550 
850 

1.720 

1 1 ,020 

2.290 

10,010 

451,450 

2.540 
6,110 
1,060 
1,920 
7,000 

830 

2,390 

6.710 


MONTANA 

Beaverhead 

Big  Horn 

Blaine 

Broadwater 

Carbon 

Carter 

Cascade 

Chouteau 

Custer 

Daniels 

Dawson 

Deer  Lodge 

Fallon 

Fergus 

Flathead 

Gallatin 

Garfield 

Glacier 

Golden  Valley 

Granite 

Hill 

Jefferson' 
Judith  Basin 
Lake 

Lewis  & Clark 
Liberty 

McCone 

Madison 

Meagher 

Mineral 

Missoula 

Musselshell 

Park 

Petroleum 
Phillips 
Pondera 
Powder  River 
Powell 
Prairie 
Ravalli 
Richland 
Roosevelt 
Rosebud 
Sanders 
Sheridan 
Silver  Bow 
Stillwater 
Sweet  Grass 
Teton 
Toole 
Treasure 
Valley 
Wheatland 
Wibaux 
Yellowstone 
State  Total 


NEBRASKA 

Antelope 

Banner 

Blaine 

Boone 

Box  Butte 

Boyd 

Brown 

Buffalo 

Burt 

Butler 

Cass 

Cedar 

Chase 

Cherry 

Cheyenne 

Cla/ 

Colfax 

Cuming 

Custer 

Dakota 

Dawes 

Dawson 

Deuel 

Dixon 

Dodge 

Douglas 

Dundy 

Fillmore 

Franklin 

Frontier 

Furnas 

Gage 

Garden 

Garfield 

Gosper 

Grant 

Greeley 

Hall 

Hamilton 


2.700 
2,800 
2,600 

700 

2,400 

800 

23,100 

2.400 

4.000 

1.000 

3.300 

6.400 

1,100 

4.400 
10,400 

7.800 
600 

3.000 
400 

1.000 

5.500 

1,000 

700 

3.700 

10.300 
500 

3.400 

1,000 

1.800 

1,000 

900 

14,700 

1,600 

3,600 

300 

2,000 

2,000 

800 

2,200 

700 

4.000 
2,900 

3.000 

2.000 

2.500 
1,800 

20,500 

1,800 

900 

2.300 
2,500 

300 

4,200 

900 

400 

25.300 
213,900 


9.300 

3.500 
200 
500 
200 

2,800 

3,700 

1.300 

1.400 

8.500 

3.500 

3.300 

5.900 
3,700 

1.300 
2,600 

5.500 
3,200 

3.300 

3.800 

5.500 

3.600 

2.800 

6.400 
900 

2.600 

10,000 

103,400 

1,000 

3.500 

2,000 

1.400 

2.900 

8.400 

1.300 
800 
700 
200 

1,600 

12,000 

3,100 


1,450 

1,410 

1,310 

380 

1,420 

350 

17,690 

1,580 

1.780 
450 

1,730 

3,390 

500 

2.340 
6,980 
3,890 

270 

1,750 

230 

530 

2.780 
500 
380 

2,280 

5,530 

260 

2,030 

530 

890 

540 

480 

10,190 

860 

2,130 

170 

890 

1,370 

360 

1,160 

360 

2,150 

1,550 

1,610 

1,010 

1.340 
960 

17,470 

1,070 

530 

1,580 

1,280 

160 

1,870 

480 

220 

20,640 

137,040 


8.040 
2,400 

100 

310 

110 

1,790 

1,940 

620 

670 

6,950 

3.040 
2,710 
5,540 
3,470 

730 

1,340 

3,270 

2,450 

2,700 

3.300 
3,500 
3,390 
1,260 
5,250 

500 

2,430 

9,570 

100,230 

560 

2,690 

1,680 

890 

2,430 

7.300 
760 
460 
590 
110 

1,060 

10,650 

2,590 


Lancaster 

Lincoln 

Logan 

Loup 

McPherson 

Madison 

Merrick 

Morrill 

Nance 

Nemaha 

Nuckolls 

Otoe 

Pawnee 

Perkins 

Phelps 

Pierce 

Platte 

Polk 

Redwillow 

Richardson 

Rock 

Saline 

Sarpy 

Saunders 

Scotts  Bluff 

Seward 

Sheridan 

Sherman 

Sioux 

Stanton 

Thayer 

Thomas 

Thurston 

Valley 

Washington 

Wayne 

Webster 

Wheeler 

York 

State  Total 


47,300 

9.600 
400 
300 
100 

8,100 

2,800 

2,200 

1,800 

3.100 
2,800 

5.900 

1.900 

1.100 

3.300 

2.600 

7.100 
2,600 

4.000 

4.700 
800 

5.000 
7,500 

5.700 
10,600 

4.200 

3.000 
1,600 

600 

1,600 

3.100 
500 

2.200 

2.000 
3,800 
3,000 

2.300 
300 

4,600 

443,000 


NEW  JERSEY 

Atlantic 

Bergen 

Burlington 

Camden 

Cape  May 

Cumberland 

Essex 

Gloucester 

Hudson 

Hunterdon 

Mercer 

Middlesex 

Monmouth 

Morris 

Ocean 

Passaic 

Salem 

Somerset 

Sussex 

Union 

Warren 

State  Total 


47.300 
247,200 

47.100 
109,600 

15.500 

31.500 
293,800 

38,400 

190,400 

14,900 

73.500 
105,900 

93.000 

63.300 
27,800 

117,700 

17.300 
36,700 

12.000 

149,500 

19.100 
1,751,500 


Nielsen 
Tv  Homes 

1,510 

320 

780 

1.970 
140 

1.520 

3,240 

1.740 
1,590 
1,560 

220 

1,200 

2,820 

44,650 

6,030 

180 

180 

50 

7,350 

1,790 

1.380 
1,150 

2.530 
2,140 

5.530 
1,550 

680 

2.740 
1,790 
6,450 
2,190 

2.530 
3,780 

390 

3,960 

7,200 

5,490 

6.970 
3,330 
1,580 
1,020 

320 

1,310 

2.380 
230 

1,910 

1,280 

3,640 

2,830 

1,990 

170 

3,860 

372,520 


Churchill 

1,900 

44 

840 

Clark 

41,400 

83 

34,230 

Douglas 

500 

60 

300 

Elko 

4,200 

48 

2,010 

Esmeralda 

200 

48 

100 

Eureka 

200 

45 

90 

Humboldt 

1,400 

46 

640 

400 

48 

190 

Lincoln 

900 

49 

440 

Lyon 

1,200 

61 

730 

Mineral 

1,900 

45 

850 

Nye 

900 

49 

440 

Ormsby 

1,800 

61 

1,100 

Pershing 

1,100 

45 

490 

Storey 

200 

57 

110 

Washoe 

28,000 

89 

24,860 

White  Pine 

3,400 

48 

1,620 

State  Total 

89,600 

77 

69,040 

NEW  HAMPSHIRE 

Belknap 

8,100 

90 

7,250 

Carroll 

4,900 

91 

4,440 

Cheshire 

12,700 

91 

1 1 ,590 

Coos 

10,400 

90 

9,310 

Grafton 

12,900 

87 

1 1 ,270 

Hillsboro 

50,300 

92 

46,420 

Merrimack 

18,300 

91 

16,700 

Rockingham 

26,700 

92 

24,690 

Strafford 

15,200 

92 

1 3,960 

Sullivan' 

8,700 

88 

7,690 

State  Total 

168,200 

91 

153,320 

44,410 

228,780 

43,850 

101,820 

14,360 

29,130 

271,180 

35,590 

178,710 

13,870 

68,660 

98,050 

87,690 

58,810 

25.840 
109,470 

16,140 

33.840 

11,020 

139,750 

17,560 

1,628,530 


76  (NIELSEN  TV  HOMES) 


BROADCASTING,  June  13,  1960 


Total  Nielsen  % Nielsen 


County 

Homes  Tv  Homes 

Tv  Homes 

NEW  MEXICO 

70,900 

92 

65,020 

700 

62 

430 

16,100 

81 

13,080 

3,500 

48 

1,690 

9,300 

63 

5,840 

800 

60 

480 

12,300 

86 

10,640 

13,700 

74 

10,190 

4,600 

62 

2,850 

Guadalupe 

1,500 

67 

1,000 

Harding 

300 

51 

150 

Hidalgo 

1,300 

62 

800 

14,600 

65 

9,450 

Lincoln 

2,100 

65 

1,360 

3,500 

78 

2,740 

3,100 

65 

2,020 

McKinley 

8,900 

52 

4,590 

1,400 

53 

750 

11,900 

68 

8,120 

3,700 

63 

2,320 

Rio  Arriba 

6,100 

59 

3,600 

4,000 

60 

2,390 

2,100 

63 

1,330 

14,700 

56 

8,240 

San  Miguel 

5,200 

53 

2,740 

10,700 

74 

7,960 

Sierra 

2,000 

67 

1,340 

2,700 

63 

1,710 

3,400 

59 

2,000 

1,500 

67 

1,010 

Union 

1,600 

48 

760 

Valencia 

7,700 

72 

5,550 

State  Total 

245,900 

74 

182,150 

NEW  YORK 

Albany 

87,700 

93 

81,240 

Allegany 

13,300 

82 

10,860 

Bronx 

431,800 

92 

395,790 

Broome 

62,100 

92 

56,890 

Cattaraugus 

25,100 

93 

23,240 

Cayuga 

21,900 

93 

20,270 

Chautauqua 

47,500 

92 

43,600 

Chemung 

30,400 

89 

27,080 

Chenango 

13,400 

90 

12,120 

Clinton 

15,400 

93 

14,340 

Columbia 

15,000 

93 

13,970 

Cortland 

12,100 

92 

11,110 

Delaware 

13,900 

86 

1 1 ,890 

Dutchess 

45,600 

91 

41,720 

Erie 

325,300 

93 

303,370 

Essex 

11,200 

83 

9,260 

Franklin 

12,300 

79 

9,690 

Fulton 

16,500 

90  ‘ 

14,930 

Genesee 

15,700 

94 

14,730 

Greene 

9,400 

90 

8,420 

Hamilton 

1,400 

91 

1,270 

Herkimer 

20,000 

92 

18,480 

Jefferson 

27,000 

83 

22,510 

Kings 

777,200 

94 

728,800 

Lewis 

6,600 

85 

5,610 

Livingston 

12,300 

90 

11,050 

Madison 

15,400 

92 

14,140 

Monroe 

181,300 

93 

168,160 

Montgomery 

19,200 

91 

17,450 

Nassau 

405,400 

94 

383,020 

New  York 

581,400 

91 

526,610 

Niagara 

69,100 

94 

64,840 

Oneida 

72,300 

94 

67,860 

Onondaga 

122,000 

93 

113,420 

Ontario 

19,800 

91 

18,100 

Orange 

52,800 

92 

48,670 

Orleans 

10„400 

92 

9,550 

Oswego 

24,500 

93 

22,800 

Otsego 

17,100 

91 

15,540 

Putnam 

7,400 

87 

6,470 

Queens 

575,000 

93 

534,210 

Rensselaer 

44,000 

93 

40,750 

Richmond 

61,500 

93 

57,470 

Rockland 

33,000 

94 

30,870 

St.  Lawrence 

34,000 

79 

26,990 

Saratoga 

25,500 

91 

23,260 

Schenectady 

51,600 

92 

47,590 

Schoharie 

7,700 

88 

6,790 

Schuyler 

4,000 

90 

3,600 

Seneca 

8,100 

91 

7,340 

Steuben 

29,500 

85 

24,970 

Suffolk 

163,800 

92 

150,140 

Sullivan 

14,100 

91 

12,880 

Tioga 

10,600 

91 

9,670 

Tompkins 

18,200 

87 

15,870 

Ulster 

35,400 

91 

32,300 

Warren 

12,900 

91 

11,790 

Washington 

13,700 

91 

12,530 

Wayne 

20,500 

92 

18,860 

Westchester 

237,600 

94 

224,480 

Wyoming 

9,600 

92 

8,780 

Yates 

5,500 

90 

4,930 

State  Total 

5,084,000 

92 

4,694,940 

NORTH  CAROLINA 

Alamance 

21,600 

91 

19,580 

Alexander 

3,900 

87 

3,390 

Alleghany 

2,300 

71 

1,630 

Anson 

5,600 

74 

4,150 

Ashe 

5,000 

71 

3,550 

Avery 

3,000 

67 

2,010 

Beaufort 

8,900 

87 

7,770 

Bertie 

5,100 

72 

3,690 

Bladen 

6,800 

56 

3,820 

Brunswick 

5,100 

61 

3,120 

Buncombe 

36,800 

77 

28,450 

BROADCASTING,  June  13, 

1960 

Total 

Nielsen  % 

Nielsen 

County 

Homes 

Tv  Homes 

Tv  Homes 

Burke 

12,200 

82 

10,040 

Cabarrus 

17,700 

91 

16,030 

Caldwell 

1 1 ,200 

80 

8,950 

Camden 

1,200 

77 

920 

Carteret 

7,400 

64 

4,730 

Caswell 

4,900 

74 

3,630 

Catawba 

19,000 

90 

17,140 

Chatham 

6,700 

69 

4,650 

Cherokee 

4,200 

51 

2,150 

Chowan 

3,200 

65 

2,080 

Clay 

2,300 

51 

1,180 

Cleveland 

15,900 

80 

12,770 

Columbus 

12,200 

60 

7,290 

Craven 

14,800 

83 

12,230 

Cumberland 

30,700 

63 

19,340 

Currituck 

1,900 

77 

1,450 

Dare 

1,400 

65 

910 

Davidson 

18,700 

89 

16,550 

Davie 

4,100 

80 

3,300 

Duplin 

10,000 

64 

6,430 

Durham 

29,900 

86 

25,730 

Edgecombe 

12,100 

81 

9,760 

Forsyth 

49,600 

89 

44,260 

Franklin 

7,000 

60 

4,210 

Gaston 

33,200 

83 

27,700 

Gates 

2,400 

75 

1,810 

Graham 

1,700 

51 

870 

Granville 

7,000 

72 

5,050 

3,600 

72 

2,590 

Guilford 

61,500 

90 

55,440 

Halifax 

13,800 

71 

9,730 

Harnett 

12,800 

62 

Haywood 

10,700 

68 

7,330 

Henderson 

9,400 

69 

6,460 

Hertford 

5,000 

75 

3,760 

Hoke 

3,200 

61 

1,940 

Hyde 

1,400 

64 

900 

Iredell 

15,100 

82 

12,430 

Jackson 

4,400 

62 

2,740 

Johnston 

16,100 

68 

10,960 

2,600 

64 

1,670 

Lee 

7,000 

69 

4,860 

13,900 

77 

10,680 

Lincoln 

6,600 

77 

5,050 

McDowell 

7,000 

73 

5,130 

Macon 

4,300 

62 

2,670 

Madison 

4,600 

59 

2,730 

Martin 

6,300 

72 

4,550 

Mecklenberg 

73,900 

89 

65,820 

Mitchell 

3,500 

64 

2,220 

Montgomery 

3,900 

75 

2,930 

8,000 

70 

5,580 

Nash 

16,000 

70 

11,210 

New  Hanover 

21,400 

77 

16,530 

Northampton 

5,800 

75 

4,370 

Onslow 

6,800 

70 

4,770 

Orange 

9,600 

84 

8,040 

Pamlico 

2,800 

64 

1,790 

Pasquotank 

6,700 

76 

5,120 

Pender 

4,600 

61 

2,820 

Perquimans 

2,500 

76 

1,910 

Person 

5,800 

74 

4,290 

Pitt 

15,100 

89 

13,470 

Polk 

3,100 

85 

2,620 

Randolph 

14,700 

85 

12,500 

Richmond 

9,500 

84 

7,960 

Robeson 

18,000 

70 

12,520 

Rockingham 

18,100 

87 

1 5,730 

Rowan 

22,500 

85 

19,090 

Rutherford 

10,900 

83 

9,030 

Sampson 

11,600 

65 

7,570 

Scotland 

5,600 

61 

3,410 

Stanly 

10,600 

91 

9,600 

Stokes 

5,100 

79 

4,050 

Surry 

1 2,400 

85 

10,490 

Swain 

2,300 

51 

1,170 

Transylvania 

3,700 

62 

2,300 

Tyrrell 

1,200 

66 

790 

Union 

10,100 

79 

7,960 

Vance 

8,000 

76 

6,080 

Wake 

41 ,000 

83 

33,890 

Warren 

4,400 

60 

2,650 

Washington 

3,000 

65 

1,940 

Watauga 

4,400 

67 

2,940 

Wayne 

16,900 

80 

13,500 

Wilkes 

11,200 

72 

8,010 

Wilson 

14,900 

80 

11,850 

Yadkin 

6,300 

80 

5,060 

Yancey 

3,500 

59 

2,080 

State  Total 

1,115,400 

79 

877,480 

NORTH  DAKOTA 

Adams 

1,300 

57 

740 

Barnes 

4,700 

89 

4,180 

Benson 

2,300 

66 

1,530 

Billings 

400 

51 

210 

Bottineau 

2,800 

64 

1,800 

Bowman 

1,000 

52 

520 

Burke 

1,800 

68 

1,230 

Burleigh 

9,200 

82 

7,500 

Cass 

20,200 

92 

18,530 

Cavalier 

2,400 

57 

1,380 

Dickey 

2,400 

69 

1,660 

Divide 

1,400 

51 

710 

Dunn 

1,400 

64 

890 

Eddy 

1,300 

66 

860 

Emmons 

2.000 

78 

1,560 

Foster 

1,500 

66 

990 

Golden  Valley 

800 

52 

410 

Grand  Forks 

13,200 

81 

10,680 

Grant 

1,500 

85 

1,270 

Griggs 

1,400 

89 

1,240 

Total 

Nielsen  % 

Nielsen 

County 

Homes 

Tv  Homes 

Tv  Homes 

Hettinger 

1,700 

58 

980 

Kidder 

1,400 

78 

1,090 

La  Moure 

2,100 

69 

1,450 

Logan 

1,100 

69 

760 

McHenry 

2,600 

64 

1,670 

McIntosh 

1,800 

69 

1,230 

McKenzie 

2,000 

51 

1,030 

McLean 

4,800 

60 

2,880 

Mercer 

2,000 

63 

1,270 

Morton 

5,400 

85 

4,580 

Mountrail 

2,800 

51 

1,440 

Nelson 

1,700 

82 

1,400 

Oliver 

500 

60 

300 

Pembina 

3,400 

62 

2,120 

Pierce 

2,000 

65 

1,300 

Ramsey 

3,300 

57 

1,880 

Ransom 

2,100 

78 

1,650 

Renville 

1,200 

65 

780 

Richland 

5,200 

79 

4,090 

Rolette 

2,300 

57 

1,310 

Sargent 

1,700 

79 

1,340 

Sheridan 

1,100 

65 

710 

Sioux 

600 

85 

510 

Slope 

400 

51 

210 

Stark 

4,400 

57 

2,520 

Steele 

1,200 

89 

1,070 

Stutsman 

7,000 

76 

5,330 

Towner 

1,200 

58 

690 

Traill 

2,900 

89 

2,580 

Walsh 

4,600 

62 

2,850 

Ward 

12,400 

82 

10,120 

Wells 

2,700 

65 

1,760 

Williams 

8,000 

51 

4,100 

State  Total 

170.600 

73 

124,890 

OHIO 

Adams 

6,900 

90 

6,210 

Allen 

31,200 

92 

28,560 

Ashland 

11,700 

93 

10,850 

Ashtabula 

29,700 

93 

27,580 

Athens 

13,100 

89 

11,710 

Auglaize 

10,800 

92 

9,980 

Belmont 

27,300 

92 

25,230 

Brown 

7,800 

90 

7,030 

Butler 

53,800 

94 

50,350 

Carroll 

5,900 

91 

5,360 

Champaign 

9,200 

92 

8,500 

Clark 

39,600 

93 

36,900 

Clermont 

21,400 

93 

19,940 

Clinton 

8,800 

91 

8,010 

Columbiana 

33,300 

93 

30,840 

Coshocton 

10,300 

88 

9,060 

Crawford 

14,200 

92 

13,010 

Cuyahoga 

498,400 

94 

468,600 

Darke 

14,300 

92 

13,180 

Defiance 

9,300 

92 

8,520 

Delaware 

9,800 

94 

9,190 

Erie 

21,400 

92 

19,630 

Fairfield 

20,500 

94 

19,200 

Fayette 

8,300 

90 

7,430 

Franklin 

198,500 

94 

187,480 

Fulton 

9,300 

91 

8,420 

Gallia 

7,900 

89 

7,030 

Geauga 

10,600 

92 

9,750 

Greene 

24,400 

94 

22,890 

Guernsey 

11,700 

89 

10,370 

Hamilton 

270,300 

93 

252,270 

Hancock 

16,500 

92 

15,120 

Hardin 

9,300 

92 

8,540 

Harrison 

5,900 

91 

5,370 

Henry 

7,200 

92 

6,600 

Highland 

10,000 

89 

8,940 

Hocking 

5,800 

92 

5,320 

Holmes 

5,400 

90 

4,860 

Huron 

13,700 

93 

12,700 

Jackson 

9,100 

91 

8,240 

Jefferson 

29,900 

92 

27,640 

Knox 

12,300 

93 

1 1 ,400 

Lake 

38,800 

94 

36,440 

Lawrence 

15,700 

93 

14,580 

Licking 

27,200 

92 

24,960 

Logan 

11,200 

92 

10,330 

Lorain 

61,300 

94 

57,490 

144,700 

94 

135,700 

Madison 

7,700 

91 

7,020 

Mahoning 

82,800 

94 

77,440 

Marion 

18,100 

93 

16,810 

Medina 

15,600 

94 

14,700 

Meigs 

7,100 

90 

6,400 

Mercer 

9,600 

91 

8,720 

Miami 

22,800 

94 

21,470 

Monroe 

4,700 

90 

4,210 

Montgomery 

158,700 

95 

150,940 

Morgan 

4,400 

90 

3,940 

Morrow 

6,000 

92 

5,490 

Muskingum 

24,300 

89 

21,610 

Noble 

3,800 

90 

3,400 

Ottawa 

11,100 

92 

10,170 

Paulding 

5,700 

90 

5,120 

Perry 

8,100 

92 

7,470 

Pickaway 

9,000 

93 

8,330 

Pike 

7,900 

90 

7,150 

Portage 

24,200 

92 

22,380 

Preble 

9,800 

93 

9,110 

Putnam 

8,300 

90 

7,450 

Richland 

32,800 

93 

30,380 

Ross 

18,400 

93 

17,120 

Sandusky 

19,500 

93 

18,130 

30,400 

93 

28,150 

17,100 

91 

15,640 

Shelby 

10,100 

92 

9,260 

Stark 

97,500 

93 

90,800 

Summit 

154,500 

94 

145,490 

77 

Total 


County 

Total 

Nielsen  % 
Tv  Homes 

Nielsen 
Tv  Homes 

Trumbull 

59,100 

93 

54,840 

24,100 

92 

22,100 

Union 

7,600 

91 

6,920 

Van  Wert 

10,200 

91 

9,260 

Vinton 

2,900 

91 

2,650 

16,000 

93 

1 4,870 

Washington 

16,000 

90 

14,450 

Wayne 

20,200 

92 

18,540 

1 0,000 

91 

9,110 

Wood 

21,600 

94 

20,200 

Wyandot 

6,800 

90 

6,110 

State  Total 

2,898,200 

93 

2,700,660 

OKLAHOMA 

Adair 

3,600 

65 

2,350 

2,400 

75 

1,800 

3,100 

74 

2,280 

Beaver 

1,800 

59 

1,060 

5,000 

61 

3,070 

Blaine 

3,500 

80 

2,810 

Bryan 

7,100 

72 

5,120 

Caddo 

7,400 

80 

5,940 

6,800 

85 

5,800 

13,400 

74 

9,850 

4,900 

73 

3,580 

3,900 

53 

2,070 

1,100 

54 

600 

12,000 

88 

10,530 

Coal 

1,600 

73 

1,170 

16,380 

19,100 

86 

2,500 

76 

1,910 

4,600 

77 

3,530 

Creek 

11,800 

87 

10,300 

5,300 

69 

3,630 

4,100 

77 

3,150 

1,600 

69 

1,100 

Ellis 

2,200 

64 

1,400 

12,100 

14,600 

83 

8,200 

79 

6,500 

9,300 

86 

7,970 

2,400 

75 

1,800 

2,600 

63 

1,640 

1,700 

63 

1,070 

1,400 

67 

940 

2,900 

59 

1,720 

4,100 

69 

2,820 

8,200 

63 

5,180 

2,400 

76 

1,830 

2,500 

74 

1,840 

13,090 

15,600 

84 

2,800 

80 

2,250 

Kiowa 

4,100 

75 

3,080 

Latimer 

1,900 

59 

1,130 

Le  Flore 

7,800 

63 

4,950 

Lincoln 

5,600 

83 

4,640 

5,500 

76 

4,160 

Love 

1,600 

72 

1,150 

McClain 

3,800 

78 

2,950 

McCurtin 

6,900 

65 

4,510 

McIntosh 

3,700 

69 

2,550 

Major 

2,200 

75 

1,650 

Marshall 

2,400 

72 

1,730 

Mayes 

6,000 

77 

4,600 

Murray 

3,500 

74 

2,580 

Muskogee 

17,900 

86 

15,380 

Noble 

3,100 

80 

2,470 

Nowata 

3,300 

83 

2,740 

Okfuskee 

3,400 

73 

2,490 

Oklahoma 

136,100 

89 

120,500 

Okmulgee 

10,600 

81 

8,560 

Osage 

9,200 

87 

8,040 

Ottawa 

8,500 

80 

6,800 

Pawnee 

3,800 

80 

3,020 

Payne 

1 1 ,300 

78 

8,760 

Pittsburg 

8,800 

73 

6,460 

Pontotoc 

8,400 

83 

6,940 

Pottawatomie 

13,000 

79 

10,230 

Pushmataha 

2,800 

53 

1,480 

Roger  Mills 

1,500 

68 

1,030 

Rogers 

5,900 

83 

4,900 

Seminole 

8,800 

80 

7,040 

Sequoyah 

4,900 

65 

3,200 

Stephens 

1 1 ,300 

81 

9,180 

Texas 

3,300 

54 

1,770 

Tillman 

4,200 

76 

3,210 

Tulsa 

108,700 

92 

100,380 

Wagoner 

4,600 

73 

3,370 

Washington 

13,000 

86 

11,190 

Washita 

3,900 

75 

2,920 

Woods 

3,300 

64 

2,100 

Woodward 

3,600 

64 

2,290 

State  Total 

679,700 

82 

556,310 

OREGON 

Baker 

6,300 

60 

3,800 

Benton 

1 1 ,800 

70 

8,310 

Clackamas 

36,500 

86 

31,530 

Clatsop 

9,100 

71 

6,510 

Columbia 

6,700 

68 

4,570 

Coos 

18,800 

63 

11,820 

Crook 

2,700 

56 

1,510 

Curry 

6,100 

62 

3,800 

Deschutes 

6,700 

56 

3,760 

Douglas 

20,700 

69 

14,270 

Gilliam 

1,200 

65 

780 

Grant 

2,400 

54 

1,290 

Harney 

1,900 

51 

970 

Hood  River 

4,200 

64 

2,680 

Jackson 

23,400 

80 

18,760 

Jefferson 

2,700 

64 

1,730 

Josephine 

10,200 

69 

7,070 

Total 

Nielsen  % 

Nielsen 

County 

Homes 

Tv  Homes 

Tv  Homes 

Klamath 

15,000 

68 

10,140 

Lake 

2,300 

58 

1,320 

Lane 

47,700 

85 

40,640 

Lincoln 

9,000 

63 

5,710 

Linn 

17,000 

71 

12,070 

Malheur 

6,600 

72 

4,730 

Marion 

37,000 

82 

30,390 

Morrow 

1,300 

66 

860 

Multnomah 

194,400 

89 

173,130 

Polk 

8,000 

72 

5,780 

Sherman 

700 

66 

460 

Tillamook 

6,200 

67 

4,140 

Umatilla 

14,600 

68 

9,980 

Union 

5,700 

60 

3,440 

Wallowa 

2,400 

61 

1,460 

Wasco 

7,200 

64 

4,590 

Washington 

31,200 

27,470 

Wheeler 

800 

54 

430 

Yamhill 

10,000 

70 

7,020 

State  Total 

588,500 

79 

466,920 

PENNSYLVANIA 

Adams 

13,900 

87 

12,050 

Allegheny 

469,400 

94 

440,670 

Armstrong 

23,100 

93 

21,380 

Beaver 

58,100 

94 

54,520 

Bedford 

12,500 

93 

1 1 ,580 

Berks 

80,700 

92 

74,070 

Blair 

38,200 

92 

35,240 

Bradford 

15,500 

90 

13,950 

Bucks 

99,200 

94 

93,180 

Butler 

30,400 

94 

28,510 

Cambria 

55,000 

93 

50,940 

Cameron 

1,900 

74 

1,410 

Carbon 

15,500 

90 

14,010 

Centre 

19,000 

90 

17,120 

Chester 

54,700 

93 

51,130 

Clarion 

10,400 

92 

9,520 

Clearfield 

22,300 

93 

20,740 

Clinton 

11,100 

80 

8,920 

Columbia 

17,100 

83 

14,140 

Crawford 

22,700 

89 

20,160 

Cumberland 

35,800 

88 

31,420 

Dauphin 

66,600 

92 

61,130 

Delaware 

163,100 

93 

152,400 

Elk 

10,000 

77 

7,660 

Erie 

68,900 

93 

64,300 

Fayette 

45,600 

93 

42,610 

Forest 

1,400 

73 

1,020 

Franklin 

24,100 

89 

21,480 

Fulton 

2,800 

80 

2,240 

Greene 

11,700 

86 

10,100 

Huntingdon 

10,900 

91 

9,900 

Indiana 

19,200 

92 

17,600 

Jefferson 

13,700 

92 

12,580 

Juniata 

4,600 

72 

3,300 

Lackawanna 

71,100 

91 

64,940 

Lancaster 

76,700 

93 

71,060 

Lawrence 

31,200 

92 

28,800 

Lebanon 

25,000 

92 

23,000 

Lehigh 

64,600 

94 

60,650 

Luzerne 

102,700 

91 

92,970 

Lycoming 

32,500 

78 

25,330 

McKean 

15,100 

81 

12,300 

Mercer 

33,200 

92 

30,480 

Mifflin 

12,000 

91 

10,960 

Monroe 

12,100 

91 

10,980 

Montgomery 

141,000 

94 

132,680 

Montour 

3,800 

85 

3,240 

Northampton 

53,800 

94 

50,510 

Northumberland 

33,500 

78 

26,230 

Perry 

7,100 

72 

5,090 

Philadelphia 

621 ,000 

92 

568,840 

Pike 

3,300 

80 

2,650 

Potter 

4,700 

74 

3,470 

Schuylkill 

51,000 

90 

45,850 

Snyder 

7,700 

72 

5,570 

Somerset 

21,200 

86 

18,170 

Sullivan 

1,700 

86 

1,460 

Susquehanna 

8,800 

90 

7,930 

Tioga 

10,700 

84 

9,040 

Union 

6,500 

72 

4,700 

Benango 

18,600 

81 

15,050 

Warren 

10,700 

83 

8,930 

Washington 

61,500 

94 

57,980 

Wayne 

7,700 

81 

6,220 

Westmoreland 

94,400 

95 

89,420 

Wyoming 

4,700 

86 

4,040 

York 

71,000 

93 

65,750 

State  Total 

3,269,700 

92 

2,995,270 

RHODE  ISLAND 

Bristol 

9,000 

93 

8,400 

Kent 

31,200 

93 

29,120 

Newport 

19,600 

93 

18,220 

Providence 

173,400 

93 

161,680 

Washington 

16,600 

93 

15,390 

State  Total 

249,800 

93 

232,810 

SOUTH  CAROLINA 

Abbeville 

5,300 

75 

3,960 

Aiken 

24,000 

76 

18,160 

Allendale 

4,400 

60 

2,630 

Anderson 

24,900 

79 

19,560 

Bamberg 

3,900 

60 

2,330 

Barnwell 

6,500 

60 

3,890 

Beaufort 

8,600 

74 

6,330 

Berkeley 

7,600 

79 

5,980 

Calhoun 

3,100 

63 

1,960 

Charleston 

57,500 

87 

50,080 

Cherokee 

9,100 

81 

7,390 

P .....  Nielsen  % Nielsen 
County  Homes  Tv  Homes  Tv  Homes 


Chester 

8,100 

78 

6,360 

Chesterfield 

7,800 

72 

5,590 

Clarendon 

7,300 

66 

4,840 

Colleton 

7,000 

75 

5,230 

Darlington 

1 1 ,900 

71 

8,500 

Dillon 

6,900 

74 

5,090 

Dorchester 

6,100 

79 

4,810 

Edgefield 

4,200 

66 

2,760 

Fairfield 

4,300 

74 

3,180 

Florence 

21,300 

81 

17,260 

Georgetown 

9,000 

78 

7,030 

Greenville 

56,800 

86 

48,800 

Greenwood 

12,000 

80 

9,540 

Hampton 

4,900 

74 

3,610 

Horry 

17,400 

58 

10,120 

Jasper 

2,900 

73 

2,120 

Kershaw 

8,400 

79 

6,630 

Lancaster 

10,000 

78 

7,830 

Laurens 

10,800 

66 

7,080 

Lee 

5,100 

76 

3,890 

Lexington 

15,800 

77 

12,220 

McCormick 

2,000 

75 

1,490 

Marion 

7,400 

73 

5,430 

Marlboro 

6,200 

72 

4,460 

Newberry 

7,900 

71 

5,630 

Oconee 

9,200 

66 

6,100 

Orangeburg 

17,400 

69 

11,990 

Pickens 

11,600 

68 

7,890 

Richland 

42,300 

85 

36,130 

Saluda 

4,200 

66 

2,760 

Spartanburg 

42,700 

81 

34,530 

Sumter 

14,600 

72 

10,450 

Union 

7,600 

73 

5,570 

Williamsburg 

8,800 

79 

6,930 

York 

20,100 

78 

15,680 

State  Total 

594,900 

77 

459,800 

SOUTH  DAKOTA 

Aurora 

1,200 

50 

600 

Beadle 

6,200 

57 

3,540 

Bennett 

800 

55 

440 

Bon  Homme 

2,200 

77 

1,700 

Brookings 

5,100 

72 

3,690 

Brown 

10,300 

67 

6,930 

Brule 

1,900 

57 

1,070 

Buffalo 

400 

60 

240 

Butte 

2,800 

48 

1,340 

Campbell 

1,000 

48 

480 

Charles  Mix 

4,100 

57 

2,320 

Clark 

2,200 

67 

1,470 

Clay 

3,300 

88 

2,910 

Codington 

5,800 

67 

3,860 

Corson 

1,400 

47 

660 

Custer 

1,500 

47 

710 

Davison 

5,000 

65 

3,240 

Day 

3,000 

68 

2,040 

Deuel 

2,100 

66 

1,390 

Dewey 

1,100 

48 

530 

Douglas 

1,600 

50 

800 

Edmunds 

1,800 

48 

860 

Fall  River 

3,400 

55 

1,850 

Faulk 

1,300 

56 

720 

Grant 

3,100 

68 

2,110 

Gregory 

2,400 

53 

1,270 

Haakon 

800 

44 

350 

Hamlin 

2,100 

66 

1,390 

Hand 

1,900 

56 

1,070 

Hanson 

1,000 

66 

660 

Harding 

500 

48 

240 

Hughes 

3,200 

62 

1,990 

Hutchinson 

3,300 

77 

2,540 

Hyde 

600 

62 

370 

Jackson 

600 

43 

260 

Jerauld 

900 

56 

500 

Jones 

400 

54 

220 

Kingsbury 

2,900 

72 

2,100 

Lake 

3,200 

82 

2,630 

Lawrence 

6,000 

46 

2,770 

Lincoln 

3,200 

88 

2,820 

Lyman 

1,200 

59 

700 

McCook 

2,900 

82 

2,380 

McPherson 

1,800 

47 

850 

Marshall 

2,100 

68 

1,440 

Meade 

2,200 

46 

1,010 

Mellette 

600 

54 

330 

Miner 

1,600 

68 

1,090 

Minnehaha 

26,700 

95 

25,240 

Moody 

2,200 

82 

1,800 

Pennington 

18,200 

67 

12,120 

Perkins 

1,600 

48 

760 

Potter 

1,300 

47 

610 

Roberts 

3,400 

68 

2,320 

Sanborn 

1,500 

66 

980 

Shannon 

1,400 

54 

760 

Spink 

3,000 

57 

1,720 

Stanley 

1,200 

52 

630 

Sully 

800 

48 

380 

Todd 

1,600 

54 

870 

Tripp 

2,700 

59 

1,590 

3,100 

2,720 

Union 

3,300 

88 

2,900 

Walwarth 

2,500 

48 

1,190 

Washabaugh 

200 

48 

100 

Yankton 

4,800 

77 

3,710 

Ziebach 

600 

46 

280 

State  Total 

198,100 

68 

135,160 

TENNESSEE 

Anderson 

16,900 

80 

13,570 

Bedford 

6,100 

75 

4,550 

Benton 

3,800 

55 

2,110 

Bledsoe 

1,600 

72 

1,150 

78  (NIELSEN  TV  HOMES) 
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don't  buy  jewelry. 

PEOPLE  01 

If  you’re  impressed  by  facts  and  figures,  we 
can  show  you  plenty-ARB  and  Nielsen  both 
put  WJAC-TV  in  the  Number  1 position  in 
the  Johnstown- Altoona  market. 

But  there’s  more  to  our  story  than  mere  sta- 
tistics! Sales  results- that’s  where  WJAC-TV 
really  shines.  Mr.  Leonard  Fischler,  Man- 
ager of  DeRoy’s  Jewelry  Store  in  Johnstown, 
puts  it  this  way: 

"We're  interested  in  people  . . . people  who 
will  buy  our  merchandise.  WJAC-TV  draws 
people  into  our  store  like  a magnet,  and  turns 
them  into  customers!" 


Looking  for  customers?  In  the  Johnstown- 
Altoona  market  you’ll  get  them  by  advertis- 
ing on  WJAC-TV! 


m 
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for  full  details,  get  in  touch  with 

HARRINGTON,  RIGHTER 
AND  PARSONS,  INC. 
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Total 

Nielsen  % 

Nielsen 

Total 

County 

Homes 

Tv  Homes 

Tv  Homes 

County 

Homes 

Blount 

15,900 

87 

13,760 

Brazos 

13,200 

Bradley 

10,200 

77 

7,900 

Brewster 

1,600 

Campbell 

6,600 

67 

4,400 

Briscoe 

900 

2,300 

76 

1,740 

Brooks 

2,000 

Carroll 

7,500 

59 

4,440 

Brown 

8,900 

Carter 

11,100 

77 

8,540 

Burleson 

2,900 

Cheatham 

2,400 

79 

1,890 

Burnet 

3,000 

Chester 

2,300 

60 

1,370 

Caldwell 

4,900 

Claiborne 

5,200 

54 

2,830 

Calhoun 

5,000 

Clay 

1,800 

59 

1,060 

Callahan 

2,400 

Cocke 

5,800 

58 

3,360 

Cameron 

41 ,300 

Coffee 

8,100 

75 

6,110 

Camp 

2,800 

Crockett 

3,800 

71 

2,700 

Carson 

2,000 

Cumberland 

5,200 

53 

2,770 

Cass 

6,200 

Davidson 

107,700 

90 

96,660 

Castro 

2,200 

Decatur 

1,800 

55 

1,000 

Chambers 

2,400 

De  Kalb 

3,000 

71 

2,130 

Cherokee 

9,800 

Dickson 

5,500 

71 

3,900 

Childress 

2,900 

Dyer 

7,000 

80 

5,570 

Clay 

3,000 

Fayette 

5,000 

74 

3,700 

Cochran 

1,400 

Fentress 

3,200 

55 

1,750 

Coke 

1,000 

Franklin 

6,100 

51 

3,120 

Coleman 

3,600 

Gibson 

12,200 

67 

8,230 

Collin 

13,600 

Giles 

6,600 

55 

3,630 

Collingsworth 

1,700 

Grainger 

3,000 

54 

1,630 

Colorado 

5,000 

12,400 

63 

7,570 

Comal 

5,900 

Grundy 

3,000 

61 

1,830 

Comanche 

3,700 

Hamblen 

8,600 

4,980 

Concho 

1,200 

Hamilton 

73,300 

86 

62,740 

Cooke 

7,000 

Hancock 

1,900 

54 

1,030 

Coryell 

5,800 

Hardeman 

5,400 

66 

3,580 

Cottle 

1,100 

1,600 

Hardin 

4,600 

59 

2,730 

Hawkins 

8,300 

58 

4,810 

Crockett 

1,100 

3,100 

Haywood 

4,800 

71 

3,410 

Crosby 

Henderson 

3,600 

55 

1,990 

Culberson 

600 

Henry 

6,900 

57 

3,940 

Dallam 

2,100 

Hickman 

2,900 

71 

2,060 

Dallas 

282,900 

Houston 

1,400 

74 

1,040 

Dawson 

4,700 

Humphreys 

3,300 

73 

2,420 

Deaf  Smith 

4,000 

Jackson 

2,800 

59 

1,650 

Delta 

1,800 

Jefferson 

5,400 

59 

3,170 

Denton 

15,200 

Johnson 

3,900 

63 

2,470 

De  Witt 

6,200 

Knox 

68,100 

90 

61,390 

Dickens 

1,600 

Lake 

2,900 

61 

1,760 

Dimmit 

1,900 

Lauderdale 

5,400 

74 

4,010 

Donley 

1,700 

Lawrence 

7,600 

59 

4,510 

Duval 

2,700 

Lewis 

1,200 

71 

850 

Eastland 

6,400 

Lincoln 

7,000 

51 

3,570 

Ector 

27,500 

Loudon 

6,700 

73 

4,880 

Edwards 

600 

McMinn 

8,900 

62 

5,500 

Ellis 

12,800 

McNairy 

5,000 

59 

2,970 

El  Paso 

86,900 

4,100 

71 

2,900 

Erath 

5,400 

Madison 

16,600 

73 

12,060 

Fol  Is 

6,500 

Marion 

5,100 

72 

3,660 

Fannin 

Fayette 

7,700 

Marshall 

Maury 

4,700 

11,700 

75 

76 

3,510 

8,920 

6,400 

2,300 

Meigs 

Monroe 

1,500 

6,600 

13,100 

1,100 

2,700 

8,200 

62 

74 

930 

4,870 

Floyd 

Foard 

Fort  Bend 

Franklin 

Freestone 

Frio 

Gaines 

Galveston 

3,100 

900 

Montgomery 

Moore 

Morgan 

Obion 

83 

51 

55 

61 

10,850 

560 

1,470 

4,980 

9,600 

1,500 

4,400 

3,000 

3,100 

37,300 

Overton 

Perry 

Pickett 

3.600 

1.600 
1,100 

59 

52 

54 

2,120 

830 

600 

Polk 

2,600 

74 

1,920 

1,800 

Putnam 

8,500 

63 

5,360 

Gillespie 

3,300 

Rhea 

4,400 

62 

2,730 

Glasscock 

200 

Roane 

10,800 

80 

8,640 

Goliad 

1,500 

Robertson 

7,600 

79 

5,970 

Gonzales 

5,500 

Rutherford 

12,600 

83 

10,400 

Gray 

9,400 

Scott 

4,000 

55 

2,180 

Grayson 

25,800 

Sequatchie 

1,400 

72 

1,010 

Gregg 

22,800 

Sevier 

6,400 

59 

3,770 

Grimes 

4,100 

Shelby 

168,100 

91 

152,480 

Guadalupe 

7,700 

Smith 

2,900 

71 

2,050 

Hale 

9,900 

Stewart 

2,100 

74 

1,550 

Hall 

1,900 

Sullivan 

30,200 

76 

23,030 

Hamilton 

3,100 

Sumner 

10,400 

89 

9,260 

Hansford 

1,100 

Tipton 

7,000 

76 

5,330 

Hardeman 

2,900 

Trousdale 

1,200 

71 

850 

Hardin 

6,800 

Unicoi 

3,400 

59 

1,990 

362,400 

Union 

2,300 

55 

1,260 

Harrison 

14,200 

Van  Buren 

700 

72 

500 

Hartley 

600 

Warren 

6,600 

61 

4,020 

Haskell 

3,100 

Washington 

16,100 

81 

13,030 

Hays 

5,300 

Wayne 

2,900 

52 

1,500 

Hemphill 

1,100 

Weakley 

7,600 

56 

4,260 

7,300 

White 

3,800 

54 

2,030 

Hidalgo 

Hill 

Hockley 

48,500 

Williamson 

6,500 

85 

5,550 

8 400 

Wilson 

8,100 

73 

5,930 

5,600 

State  Total 

962,900 

78 

751,290 

Hood 

Hopkins 

1,200 

6,800 

Houston 

5,600 

TEXAS 

Howard 

10,500 

Hudsepth 

900 

Anderson 

9,300 

66 

6,170 

Hunt 

12,700 

Andrews 

4,300 

69 

2,970 

Hutchinson 

10,300 

Angelina 

12,300 

69 

8,530 

300 

Aransas 

1,600 

61 

970 

Jack 
Jackson 
Jasper 
Jeff  Davis 
Jefferson 

2,000 

4,100 

5,400 

300 

74,000 

Archer 

Armstrong 

Atascosa 

Austin 

Bailey 

1,800 

400 

5,000 

4.600 

2.600 

75 

81 

78 

69 

81 

1,350 

330 

3,910 

3,190 

2,110 

Bandera 

1,100 

79 

870 

Jim  Hogg 

1 ,200 

Bastrop 

4,900 

66 

3,210 

Jim  Wells 

7,500 

1,600 

75 

1,200 

Johnson 

11,600 

Bee 

5,900 

68 

4,040 

Jones 

5,900 

Bell 

27,500 

82 

22,420 

Karnes 

3,900 

Bexar 

1 80,000 

87 

157,000 

Kaufman 

7,600 

Blanco 

1,200 

75 

900 

Kendall 

1,700 

Borden 

300 

75 

230 

Kennedy 

100 

Bosque 

3,500 

69 

2,410 

Kent 

400 

Bowie 

20,300 

78 

15,870 

4,400 

Brazoria 

19,800 

88 

17,350 

Kimble 

1,300 

Nielsen  % 

Nielsen 

Total 

Nielsen  % 

Nielsen 

Tv  Homes 

Tv  Homes 

County 

Homes 

Tv  Homes 

Tv  Homes 

68 

9,010 

King 

200 

61 

120 

51 

820 

Kinney 

400 

59 

230 

62 

560 

Kleberg 

7,300 

62 

4,550 

63 

1,260 

Knox 

2,400 

68 

1,640 

66 

5,830 

Lamar 

12,500 

54 

6,790 

68 

1,980 

Lamb 

7,100 

81 

5,750 

75 

2,250 

Lampasas 

3,400 

75 

2,550 

74 

3,640 

La  Salle 

1,400 

65 

900 

61 

3,060 

Lavaca 

5,500 

67 

3,710 

67 

1,600 

Lee 

2,400 

66 

1,570 

73 

30,060 

Leon 

3,400 

66 

2,230 

66 

1,840 

Liberty 

8,200 

85 

6,940 

81 

1,620 

Limestone 

6,100 

68 

4,130 

75 

4,630 

Lipscomb 

1,300 

61 

790 

71 

1,560 

Live  Oak 

2,000 

64 

1,280 

85 

2,040 

Llano 

1,800 

58 

1,040 

66 

6,510 

Loving 

100 

58 

60 

59 

1,710 

2,460 

Lubbock 

49,300 

83 

40,780 

82 

Lynn 

3,000 

76 

2,270 

81 

1,140 

McCulloch 

2,600 

62 

1,600 

73 

730 

McLennan 

43,600 

37,520 

70 

2,520 

McMullen 

300 

63 

190 

85 

11,620 

Madison 

1,800 

65 

1,170 

59 

1,000 

Marion 

2,300 

75 

1,720 

66 

3,310 

Martin 

1,500 

69 

1,040 

75 

4,420 

Mason 

1,300 

58 

760 

61 

2,240 

Matagorda 

7,200 

69 

4,960 

62 

740 

Maverick 

3,100 

59 

1,830 

82 

5,730 

Medina 

4,800 

79 

3,800 

76 

4,400 

Menard 

700 

62 

430 

58 

640 

Midland 

18,900 

84 

15,790 

63 

1,010 

Milam 

6,900 

67 

4,600 

55 

610 

Mills 

1,400 

75 

1,050 

78 

2,420 

Mitchell 

3,900 

74 

2,900 

68 

410 

Montague 

5,200 

82 

4,250 

83 

1,740 

Montgomery 

7,900 

79 

6,250 

91 

256,960 

Moore 

5,000 

83 

4,160 

69 

3,230 

3,200 

74 

2,380 

70 

2,800 

Motley 

1,000 

60 

600 

63 

1,140 

Nacogdoches 

9,200 

65 

5,950 

86 

13,070 

Navarro 

11,100 

84 

9,320 

67 

4,180 

Newton 

2,600 

63 

1,630 

64 

1,020 

Nolan 

6,100 

73 

4,460 

59 

1,120 

Nueces 

66,600 

82 

54,370 

76 

1,290 

Ochiltree 

2,000 

62 

1,230 

64 

1,740 

Oldham 

500 

71 

350 

67 

4,280 

Orange 

17,400 

80 

13,880 

80 

21,960 

Palo  Pinto 

6,300 

81 

5,110 

53 

320 

Panola 

4,500 

55 

2,470 

83 

10,650 

Parker 

7,200 

81 

5,830 

86 

74,510 

Parmer 

2,600 

70 

1,810 

1,580 

69 

3,720 

Pecos 

2,900 

55 

4,410 

5,180 

4,230 

Polk 

4,100 

70 

2,850 

67 

66 

Potter 

40,900 

89 

36,420 

Presidio 

1,400 

51 

710 

73 

1,680 

Rains 

700 

82 

570 

78 

2,410 

Randall 

8,600 

83 

7,130 

68 

610 

Reagan 

700 

67 

470 

84 

8,030 

Real 

600 

63 

380 

63 

940 

Red  River 

5,300 

60 

3,170 

63 

2,760 

Reeves 

5,000 

60 

3,000 

78 

2,350 

Refugio 

2,900 

61 

1,780 

2,140 

32,050 

1,360 

2,060 

140 

Roberts 

300 

63 

190 

86 

76 

63 

70 

69 

Robertson 

5,000 

67 

3,330 

Rockwall 

1,700 

79 

1,350 

Runnels 

4,700 

70 

3,280 

Rusk 

12,100 

70 

8,490 

1,030 

Sabine 

1,700 

62 

1,060 

75 

4,100 

San  Augustine 

1,800 

59 

1,070 

76 

7 120 

San  Jacinto 

1,700 

69 

1,180 

80 

20,680 

San  Patricio 

10,400 

75 

7,790 

78 

17,730 

San  Saba 

2,300 

58 

1,340 

74 

3,050 

6,210 

7,890 

Schleicher 

600 

55 

330 

81 

Scurry 

9,500 

72 

6,800 

Shackelford 

1,200 

67 

810 

62 

Shelby 

6,800 

55 

3,750 

2, 140 
930 

Sherman 

600 

82 

490 

85 

Smith 

24,600 

78 

19,110 

68 

1 ,980 

Somervell 

800 

70 

560 

4,400 

325,690 

Starr 

3,200 

56 

1,810 

65 

90 

Stephens 

Sterling 

3,100 

200 

67 

66 

2,080 

130 

73 

'^500 

Stonewall 

1,000 

72 

720 

83 

2,310 

3,970 

670 

Sutton 

900 

56 

500 

74 

75 

Swisher 

2,600 

71 

1,850 

Tarrant 

175,100 

89 

155,700 

61 

Taylor 

26,100 

81 

21,190 

61 

4,480 

Terrell 

90 

55 

490 

75 

36,260 

Terry 

5,000 

78 

3,880 

89 

7,430 

Throckmorton 

700 

74 

520 

81 

4,540 

Titus 

5,200 

60 

3,110 

81 

970 

Tom  Green 

21,500 

78 

16,850 

63 

4,300 

Travis 

59,300 

83 

49,200 

62 

3,440 

Trinity 

2,300 

69 

1,590 

76 

7,970 

Tyler 

2,800 

66 

1,840 

65 

580 

Upshur 

5,000 

66 

3,280 

86 

10,930 

1,700 

67 

1,140 

90 

9,290 

Uvalde 

5,000 

62 

3,100 

68 

200 

Val  Verde 

5,100 

53 

2,680 

80 

1,610 

Van  Zandt 

5,600 

82 

4,590 

63 

2,830 

Victoria 

15,500 

65 

10,070 

3,390 

Walker 

4,300 

75 

3,200 

64 

190 

Waller 

3,100 

79 

2,460 

85 

62,920 

Ward 

4,300 

64 

2,740 

56 

670 

Washington 

5,200 

72 

3,730 

62 

4,620 

Webb 

16,100 

63 

10,190 

87 

10,110 

Wharton 

10,900 

78 

8,480 

73 

4,310 

Wheeler 

2,200 

59 

1,290 

68 

2,670 

Wichita 

35,500 

84 

29,890 

82 

6,240 

Wilbarger 

5,400 

75 

4,060 

79 

1,350 

Willacy 

5,200 

63 

3,270 

66 

70 

Williamson 

10,900 

80 

8,710 

61 

250 

Wilson 

3,300 

80 

2,660 

63 

2,750 

Winkler 

4,400 

64 

o.pio 

63 

810 

Wise 

4,700 

80 

376ft 
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Total  Nielsen  % Nielsen 


County 

Homes 

Tv  Homes 

Tv  Homes 

Wood 

5,100 

66 

3,340 

Yoakum 

1,800 

78 

1,400 

Young 

4,800 

74 

3,560 

Zapata 

800 

56 

450 

Zavala 

2,600 

62 

1,610 

State  Total 

2,790,800" 

81 

2,265,210 

UTAH 

Beaver 

1,000 

46 

460 

Box  Elder 

6,100 

92 

5,590 

Cache 

8,800 

90 

7,880 

Carbon 

7,200 

61 

4,400 

Daggett 

100 

48 

50 

Davis 

15,800 

94 

14,830 

Duchesne 

1,700 

51 

870 

Emery 

1,600 

61 

980 

Garfield 

700 

45 

320 

Grand 

1,600 

2,700 

65 

1,040 

Iron 

45 

1,210 

Juab 

1,500 

67 

1,000 

Kane 

700 

45 

310 

Millard 

1,700 

700 

67 

1,130 

Morgan 

82 

580 

Piute 

200 

45 

90 

Rich 

300 

82 

250 

Salt  Lake 

110,400 

95 

105,220 

San  Juan 

1,800 

53 

950 

Sanpete 

2,800 

67 

1,870 

Sevier 

2,900 

67 

1,930 

Summit 

1,400 

82 

1,150 

Tooele 

5,200 

86 

4,470 

Uintah 

2,700 

51 

1,380 

Utah 

28,200 

93 

26,320 

Wasatch 

1,300 

82 

1,070 

Washington 

3,000 

45 

1,350 

Wayne 

200 

45 

90 

Weber 

31,200 

94 

29,270 

State  Total 

243,500 

89 

216,060 

VERMONT 

Addison 

4,900 

87 

4,240 

Bennington 

7,400 

89 

6,620 

Caledonia 

6,300 

84 

5,320 

Chittenden 

18,700 

92 

17,280 

Essex 

1,500 

89 

1,340 

Franklin 

7,000 

88 

6,140 

Grand  Isle 

700 

89 

620 

Lamoille 

3,100 

88 

2,720 

Orange 

5,000 

85 

4,230 

Orleans 

5,600 

89 

5,000 

Rutland 

12,100 

89 

10,740 

Washington 

11,600 

90 

10,450 

Windham 

8,800 

79 

6,950 

Windsor 

10,800 

83 

8,990 

State  Total 

103,500" 

88 

90,640 

VIRGINIA 

Accomack 

9,400 

68 

6,400 

Albemarle 

15,800 

68 

10,770 

Alleghany 

6,900 

79 

5,440 

Amelia 

1,600 

72 

1,150 

Amherst 

5,600 

75 

4,190 

Appomattox 

2,000 

75 

1,500 

Arlington 

79,600 

91 

72,510 

Augusta 

18,800 

68 

12,860 

Bath 

1,600 

62 

990 

Bedford 

8,200 

67 

5,530 

Bland 

1,500 

63 

950 

Botetourt 

4,600 

79 

3,630 

Brunswick 

4,200 

63 

2,650 

Buchanan 

8,000 

62 

4,930 

Buckingham 

2,500 

66 

1,650 

Campbell 

22,700 

82 

18,570 

Caroline 

3,000 

79 

2,380 

Carroll 

7,900 

61 

4,800 

Charlotte 

3,600 

72 

2,600 

Charles  City 

1,100 

80 

880 

Chesterfield 

18,500 

89 

16,470 

Clarke 

2,100 

79 

1,660 

Craig 

800 

79 

630 

Culpeper 

3,300 

74 

2,450 

Cumberland 

1,800 

66 

1,180 

Dickenson 

5,000 

60 

3,010 

Dinwiddie 

13,900 

90 

12,520 

Essex 

1,800 

80 

1,430 

Fairfax 

63,000 

93 

58,710 

Fauquier 

5,800 

79 

4,590 

Floyd 

2,600 

60 

1,570 

Fluvanna 

1,800 

66 

1,190 

Franklin 

6,500 

67 

4,380 

Frederick 

10,300 

85 

8,720 

Giles 

4,400 

78 

3,430 

Gloucester 

3,100 

80 

2,490 

Goochland 

1,800 

78 

1,400 

Grayson 

4,200 

66 

2,760 

Greene 

1,100 

66 

730 

Greensville 

3,800 

72 

2,740 

Halifax 

9,500 

79 

7,520 

Hanover 

7,400 

78 

5,790 

Henrico 

95,300 

90 

85,790 

Henry 

14,000 

80 

11,230 

Highland 

800 

63 

510 

Isle  of  Wight 

4,100 

68 

2,770 

James  City 

3,200 

80 

2,560 

King  & Queen 

1,500 

80 

1,200 

King  George 

1,700 

76 

1,290 

King  William 

1,900 

79 

1,510 

Lancaster 

2,500 

77 

1,910 

Lee 

6,300 

64 

4,030 

Loudoun 

6,100 

88 

5,400 

Louisa 

3,200 

78 

2,500 

Lunenburg 

3,100 

63 

1,950 

Madison 

2,100 

66 

1,390 
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Total 

Nielsen  % 

Nielsen 

County 

Homes 

Tv  Homes 

Tv  Homes 

Mathews 

2,000 

80 

1,610 

Mecklenburg 

7,400 

72 

5,300 

Middlesex 

1,800 

80 

1,440 

Montgomery 

10,200 

88 

9,000 

Nansemond 

10,500 

82 

8,600 

Nelson 

3,100 

75 

2,330 

New  Kent 

1,100 

79 

870 

Newport  News 

50,700 

91 

45,890 

Norfolk 

150,900 

91 

137,120 

Northampton 

4,800 

67 

3,230 

Northumberland 

2,400 

76 

1,830 

Nottoway 

3,400 

72 

2,450 

Orange 

3,400 

74 

2,530 

Page 

4,000 

72 

2,870 

Patrick 

3,800 

61 

2,310 

Pittsylvania 

28,700 

76 

21,920 

Powhatan 

1,100 

78 

860 

Prince  Edward 

3,900 

72 

2,820 

Prince  George 

14,200 

79 

11,250 

Princess  Anne 

17,100 

86 

14,650 

Prince  William 

9,200 

88 

8,130 

Pulaski 

7,500 

78 

5,840 

Rappahannock 

1,500 

66 

990 

Richmond 

1,900 

76 

1,450 

Roanoke 

43,800 

90 

39,360 

Rockbridge 

7,700 

62 

4,810 

Rockingham 

13,900 

79 

10,920 

Russell 

5,800 

60 

3,490 

Scott 

7,400 

65 

4,800 

Shenandoah 

6,000 

72 

4,310 

Smyth 

7,100 

66 

4,660 

Southampton 

6,400 

67 

4,320 

Spotsylvania 

7,500 

78 

5,820 

Stafford 

4,400 

78 

3,430 

Surry 

1,500 

80 

1,200 

Sussex 

2,700 

72 

1,950 

Tazewell 

11,100 

64 

7,160 

Warren 

4,000 

79 

3,170 

Washington 

12,800 

63 

8,070 

Westmoreland 

2,800 

77 

2,140 

Wise 

12,100 

65 

7,920 

Wythe 

5,300 

63 

3,360 

York 

5,700 

80 

4,580 

State  Total 

1,039,500 

82 

854,550 

WASHINGTON 

Adams 

3,700 

81 

3,010 

Asotin 

4,600 

72 

3,320 

Benton 

21,900 

70 

15,350 

Chelan 

14,600 

71 

10,350 

Clallam 

9,000 

84 

7,520 

Clark 

28,600 

88 

25,080 

Columbia 

1,700 

72 

1,220 

Total 

Nielsen  % 

Nielsen 

County 

Homes 

Tv  Homes 

Tv  Homes 

Cowlitz 

18,800 

75 

14,020 

Douglas 

4,700 

64 

3,000 

Ferry 

1,100 

71 

780 

Franklin 

6,100 

74 

4,500 

Garfield 

900 

72 

650 

Grant 

16,000 

71 

11,340 

Grays  Harbor 

18,500 

74 

1 3,600 

Island 

5,800 

86 

5,010 

Jefferson 

2,300 

84 

1,940 

King 

314,300 

89 

280,140 

Kitsap 

27,100 

91 

24,610 

Kittitas 

6,200 

66 

4,100 

Klickitat 

4,100 

65 

2,660 

Lewis 

14,100 

77 

10,910 

Lincoln 

3,000 

81 

2,430 

Mason 

4,600 

85 

3,900 

Okanogan 

9,100 

64 

5,790 

Pacific 

5,000 

67 

3,330 

Pend  Oreille 

2,300 

71 

1,640 

Pierce 

97,900 

91 

88,610 

San  Juan 

1,000 

86 

860 

Skagit 

16,200 

79 

12,820 

Skamania 

1,500 

78 

1,170 

Snohomish 

48,900 

90 

44,030 

Spokane 

95,100 

90 

85,870 

Stevens 

6,500 

71 

4,630 

Thurston 

17,200 

86 

14,810 

Wahkikum 

1,000 

66 

660 

Walla  Walla 

12,800 

70 

8,980 

Whatcom 

24,900 

77 

19,250 

Whitman 

8,900 

75 

6,640 

Yakima 

47,100 

86 

40,600 

State  Total 

927,100 

85 

789,130 

WEST  VIRGINIA 

Barbour 

4,400 

61 

2,700 

Berkeley 

8,500 

83 

7,060 

Boone 

6,100 

79 

4,840 

Braxton 

4,40C 

57 

2,520 

Brooke 

7,400 

94 

6,930 

Cabell 

35,200 

93 

32,580 

Calhoun 

2,100 

65 

1,370 

Clay 

Doddridge 

3,300 

1,900 

67 

59 

2,220 

1,130 

Fayette 

18,100 

78 

1 4,090 

Gilmer 

1,900 

55 

1,040 

Grant 

2,200 

60 

1,320 

Greenbrier 

9,300 

77 

7,130 

Hampshire 

3,300 

61 

2,020 

Hancock 

10,400 

92 

9,600 

Hardy 

2,300 

60 

1,380 

Harrison 

21,700 

66 

14,220 

Jackson 

3,800 

66 

2,490 

Jefferson 

4,300 

87 

3,740 

In  Roanoke  in  '60 
the  Selling  Signal 

is  Seven... 

Wig-wagging  will  get  you 
nowhere,  but  your  selling  message 
on  WDBJ-TV  will  go  into  over 
400,000  homes  in  Virginia,  N. 
Carolina  and  W.  Va.  ...  a rich 
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nearly  2,000,000  people. 

You  can  sell  like  sixty  on  seven. 

In  Roanoke,  seven  is  WDBJ-TV  . . . 
best  in  sight,  day  or  night,  for  higher 
ratings  at  lower  cost.  Your  only 
station  in  this  area  offering  CBS 
network  shows  — plus  superior  local 
programming,  plus  hard-hitting 
merchandising  assistance. 

ASK  YOUR  PCW  COLONEL 
FOR  CURRENT  AVAILABILITIES 
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County 

Total 

Homes 

Nielsen  % 
Tv  Homes 

Nielsen 
Tv  Homes 

Kanawha 

69,500 

90 

62,360 

Lev' is 

4,900 

61 

2,990 

Lincoln 

5,000 

86 

4,290 

Logan 

15,600 

82 

12,840 

McDowell 

17,900 

79 

14,060 

Marion 

19,000 

82 

15,640 

Marshall 

11,100 

90 

9,960 

Mason 

6,200 

86 

5,310 

Mercer 

19,800 

78 

15,400 

Mineral 

5,800 

61 

3,550 

Mingo 

10,100 

83 

8,330 

Monongalia 

15,100 

85 

12,820 

Monroe 

3,000 

66 

1,980 

Morgan 

2,300 

61 

1,410 

Nicholas 

6,900 

67 

4,620 

Ohio 

21,000 

93 

19,490 

Pendleton 

2,200 

60 

1,320 

Pleasants 

1,600 

74 

1,180 

Pocahontas 

2,900 

60 

1,740 

Preston 

6,400 

69 

4,430 

Putnam 

5,900 

86 

5,060 

Raleigh 

21,600 

71 

15,350 

Randolph 

7,100 

63 

4,450 

Ritchie 

3,500 

55 

1,920 

Roane 

3,700 

65 

2,420 

Summers 

4,500 

66 

2,970 

Taylor 

4,400 

69 

3,040 

Tucker 

2,100 

60 

1,260 

Tyler 

2,800 

74 

2,060 

Upshur 

5,000 

61 

3,070 

Wayne 

8,900 

83 

7,380 

Webster 

3,900 

60 

2,340 

Wetzel 

4,800 

73 

3,530 

Wirt 

1,300 

66 

860 

Wood 

26,700 

70 

18,820 

Wyoming 

9,500 

72 

6,860 

Stale  Total 

512,600 

79 

403,540 

WISCONSIN 

Adams 

2,400 

73 

1,760 

Ashland 

5,300 

82 

4,320 

Barron 

9,700 

85 

8,230 

Bayfield 

3,400 

77 

2,610 

Brown 

33,400 

93 

30,990 

Buffalo 

4,000 

85 

3,410 

Burnett 

2,300 

78 

1,790 

Calumet 

4,800 

91 

4,350 

Chippewa 

13,100 

86 

11,240 

Clark 

9,500 

80 

7,620 

Columbia 

11,700 

85 

9,910 

Crawford 

4,600 

77 

3,550 

Dane 

61,200 

89 

54,730 

Dodge 

18,100 

92 

16,720 

Door 

6,800 

91 

6,180 

12,570 

Douglas 

14,400 

87 

7,700 

86 

6,590 

Eau  Claire 

18,300 

91 

16,710 

Florence 

800 

77 

620 

Fond  Du  Lac 

21,600 

91 

19,600 

Forest 

1,800 

77 

1,390 

Grant 

13,000 

84 

10,960 

Green 

7,600 

83 

6,320 

Green  Lake 

4,600 

78 

3,580 

Iowa 

5,900 

77 

4,550 

2,300 

82 

1,880 

Jackson 

4,200 

83 

3,470 

Jefferson 

15,300 

92 

14,140 

Juneau 

5,100 

73 

3,740 

Kenosha 

30,000 

93 

27,920 

Kewaunee 

4,600 

91 

4,180 

18,320 

La  Crosse 

21,100 

87 

Lafayette 

4,500 

83 

3,740 

Langlade 

5,800 

82 

4,770 

Lincoln 

6,500 

82 

5,340 

Manitowoc 

20,800 

93 

19,270 

Marathon 

25,200 

86 

21 ,660 

Marinette 

1 1 ,000 

87 

9,580 

Marquette 

2,500 

78 

1,960 

Milwaukee 

317,400 

94 

298,670 

Monroe 

8,800 

85 

7,460 

6,160 

Oconto 

6,800 

91 

Oneida 

7,000 

76 

5,330 

Outagamie 

27,200 

93 

25,200 

Ozaukee 

9,800 

93 

9,070 

Pepin 

2,100 

85 

1,790 

Pierce 

6,800 

85 

5,790 

Polk 

7,900 

91 

7,170 

Portage 

9,700 

85 

8,270 

Price 

3,600 

76 

2,750 

Racine 

40,400 

94 

37,780 

Richland 

5,200 

77 

4,000 

Rock 

34,100 

89 

30,240 

Rusk 

4,600 

76 

3,520 

St.  Croix 

7,800 

91 

7,120 

Sauk 

11,800 

87 

10,210 

Sawyer 

3,000 

77 

2,310 

Shawano 

9,400 

87 

8,200 

Sheboygan 

27,300 

92 

25,220 

Taylor 

4,700 

77 

3,600 

Trempealeau 

6,800 

83 

5,620 

Vernon 

7,300 

77 

5,640 

Vilas 

2,500 

76 

1,910 

Walworth 

16,200 

92 

14,950 

Washburn 

2,900 

78 

2,270 

Washington 

12,300 

94 

11,510 

Waukesha 

38,900 

93 

36,130 

Waupaca 

10,200 

92 

9,370 

Waushara 

4,000 

78 

3,120 

Winnebago 

32,800 

91 

29,690 

Wood 

17,200 

85 

14,610 

State  Total 

1,151,400 

90 

1,034,950 

82  (NIELSEN  TV  HOMES) 


Total 

Nielsen  % 

Nielsen 

County  Homes 

Tv  Homes 

Tv  Homes 

WYOMING 

Albany  6,900 

58 

4,030 

Big  Horn  3,200 

52 

1,660 

Campbell  1,700 

46 

790 

Carbon  5,300 

63 

3,310 

Converse  1,700 

60 

1,020 

Crook  1,300 

46 

600 

Fremont  7,200 

53 

3,810 

Goshen  3,600 

59 

2,140 

Hot  Springs  1,800 

52 

940 

Johnson  1,400 

50 

690 

Laramie  17,200 

85 

14,670 

Lincoln  2,400 

59 

1,410 

Natrona  12,700 

61 

7,790 

Niobrara  1,200 

53 

640 

Park  5,200 

54 

2,800 

Platte  2,400 

53 

1,270 

Sheridan  6,500 

52 

3,400 

Sublette  1,000 

45 

450 

Sweetwater  5,300 

53 

2,780 

Teton  1 ,400 

54 

760 

Uinta  1,900 

59 

1,120 

Washakie  2,500 

50 

1,240 

Weston  2,400 

46 

1,100 

Yellowstone  Park  100 

56 

60 

State  Total  96,300 

61 

58,480 

CANADA 

BY  AREA 

Total 

Nielsen  % 

Nielsen 

Homes 

Tv  Homes 

Tv  Hornes^ 

Canada 

(9  Provinces)!  4,266,800 

80 

3,423,410 

Maritimes  319,000 

72 

228,930 

Prince  Ed.  Is.  23,200 

62 

14,390 

Nova  Scotia  165,700 

78 

129,980 

New  Brunswick  130,100 

65 

84,560 

Quebec  1,123,000 

88 

983,130 

Ontario  1,547,700 

86 

1,336,930 

Prairie  Prov.  810,700 

66 

536,860 

Manitoba  230,800 

69 

159,610 

Saskatchewan  243,300 

61 

148,000 

Alberta  336,600 

68 

229,250 

British  Columbia  446,400 

72 

337,560 

:j:  Includes  tv  homes  for 

counties  with 

less  than 

10%  ownership 

t Newfoundland  available 

at 

later  date 

BY  PROVINCE  AND 

COUNTY 

ALBERTA 

Census  Division  01  10,900 

80 

8,720 

Census  Division  02  21,400 

85 

18,190 

Census  Division  03  8,000 

74 

5,920 

Census  Division  04  4,500 

33 

1,490 

Census  Division  05  1 1 ,200 

77 

8,620 

Census  Division  06  78,100 

83 

64,820 

Census  Division  07  1 1,700 

39 

4,560 

Census  Division  08  19,700 

57 

11,230 

Census  Division  09  5,400 

54 

2,920 

Census  Division  10  20,700 

38 

7,870 

Census  Division  1 1 97,400 

87 

84,740 

Census  Division  12  11,200 

18 

2,020 

Census  Division  13  13,000 

47 

6,110 

Census  Division  14  4,400 

23 

1,010 

Census  Division  15  19,000 

LT 

LT 

Total  336,600 

68 

228,229 

BRITISH  COLUMBIA 

Census  Division  01  9,300 

34 

3,160 

Census  Division  02  21,000 

50 

10,500 

Census  Division  03  28,400 

60 

17,040 

Census  Div.  4A&B  7,700 

72 

5,540 

Census  Div.  4C&D 

(Metro 

Vancouver)  224,400 

90 

201 ,960 

Census  Division  4E  28,300 

73 

20,660 

Census  Division  5A- 

(Part) 

Metro  Victoria  44,300 

81 

35,880 

Census  Division'  05- 

Remainder*  42,000 

72 

30,240 

Census  Division  06  17,600 

38 

6,690 

Census  Division  07  6,100 

46 

2,810 

Census  Division  08  20,100 

LT 

LT 

Census  Division  09  10,300 

LT 

LT 

Census  Division  10  6,900 

30 

2,070 

Total  466,400 

72 

336,550 

MANITOBA 

Census  Division  01  6,200 

33 

2,050 

Census  Division  02  9,400 

31 

2,910 

Census  Division  03  6,100 

56 

3,420 

Census  Division  04  4,200 

64 

2,690 

Census  Division  05- 

Remainder*  8,100 

70 

5,670 

LT— Less  than  10%  tv  ownership 
*Not  included  in  Metro  area 


County  1 

Total 

Homes 

Nielsen  % 
Tv  Homes 

Nielsen 
Tv  Homes 

Census  Division  06- 

Remainder* 

9,100 

66 

6,010 

Census  Division  07 

12,600 

78 

9,830 

Census  Division  08 

6,600 

78 

5,150 

Census  Division  09- 
Remainder* 

6,800 

79 

5,370 

Census  Division  10 

5,300 

52 

2,760 

Census  Division'  11 

7,300 

48 

3,500 

Census  Division  12 

6,100 

39 

2,380 

Census  Division  13 

6,400 

LT 

LT 

Census  Division  14 

6,300 

26 

1,640 

Census  Division  15 

3,400 

LT 

LT 

Census  Division  16 

12,400 

LT 

LT 

Winnipeg  Metro 
Parts  of  Divs. 
5-6-9 

114,500 

92 

105,340 

Total 

230,800 

69 

158,720 

NEW  BRUNSWICK 

Albert 

2,800 

84 

2,350 

Carleton 

6,200 

62 

3,840 

Charlotte 

6,900 

73 

5.040 

Gloucester 

12,000 

24 

2,880 

Kent 

5,400 

51 

2,750 

Kings 

6,700 

78 

5,230 

Madawaska 

7,000 

49 

3,430 

Northumberland 

10,400 

39 

4,060 

Queens 

3,300 

77 

2,540 

Restigouche 

8,100 

27 

2,190 

St.  John 

21,500 

86 

18,490 

Sunbury 

2,500 

88 

2,200 

Victoria 

4,500 

53 

2,390 

Westmoreland 

20,100 

84 

16,880 

York 

12,700 

81 

10,290 

Total 

130,100 

65 

84,560 

NOVA  SCOTIA 

Annapolis 

5,500 

75 

4,130 

Antigonish 

2,600 

34 

880 

Cape  Breton 

26,500 

92 

24,330 

Colchester 

8,600 

78 

6,710 

Cumberland 

10,200 

85 

8,670 

Digby 

5,100 

67 

3,420 

Guysborough 

3,200 

33 

1,060 

Halifax 

46,600 

89 

41 ,470 

Hants 

6,200 

81 

5,020 

Inverness 

4,100 

39 

1,600 

Kings 

9,400 

76 

7,140 

Lunenburg 

9,400 

67 

6,300 

Pictou 

11,100 

76 

8,440 

Queens 

3,300 

69 

2,280 

Richmond 

2,500 

69 

1,730 

Shelburne 

3,800 

58 

2,200 

Victoria 

2,000 

59 

1,180 

Yarmouth 

5,600 

A! 

3,420 

Total 

165,700 

78 

129,980 

ONTARIO 

Algoma 

21,600 

83 

17,930 

Brant 

23,100 

92 

21,250 

Bruce 

12,500 

74 

9,250 

Carleton 

76,800 

94 

72,190 

Cochrane 

20,800 

79 

16,430 

Dufferin 

4,700 

74 

3,480 

Dundas 

4,900 

94 

4,610 

Durham 

11,200 

86 

9,630 

Elgin 

17,500 

88 

15,400 

70,900 

95 

67,360 

Frontenac 

21,100 

89 

18,780 

Glenbarry 

4,800 

79 

3,790 

Grenville 

6,200 

83 

5,150 

Grey 

1 8,700 

83 

15,520 

Haldimand 

7,900 

88 

6,950 

Haliburton 

2,500 

66 

1,650 

Halton 

25,600 

90 

23,040 

Hastings 

24,000 

81 

19,440 

Huron 

15,500 

79 

12,250 

Kenora 

1 2,800 

10 

1,280 

Kent 

26,300 

92 

24,210 

Lambton 

28,200 

86 

24,250 

Lanark 

10,900 

67 

7,300 

Leeds 

12,300 

86 

10,580 

Lennox 

& Addington 

6,400 

85 

5,440 

Lincoln 

33,900 

86 

29,150 

Manitoulin 

2,900 

55 

1,600 

Middlesex 

56,500 

90 

50,850 

Muskoka 

7,400 

71 

5,250 

Nipissing 

15,600 

91 

14,200 

Norfolk 

14,300 

91 

13,010 

Northumberland 

11,600 

78 

9,050 

Ontario 

32,400 

89 

28,840 

Oxford 

19,800 

90 

17,820 

Parry  Sound 

7,700 

64 

4,930 

Peel 

26,800 

94 

25,190 

Perth 

16,800 

85 

14,280 

Peterborough 

19,400 

89 

17,270 

Prescott 

6,400 

90 

5,760 

Prince  Edward 

6,500 

80 

5,200 

Rainy  River 

7,300 

35 

2,560 

Renfrew 

20,400 

69 

14,080 

Russell 

4,400 

79 

3,480 

Simcoe 

36,500 

85 

31,030 

Stormont 

15,200 

82 

12,460 

Sudbury 

36,700 

89 

32,660 

Temiskaming 

13,000 

66 

8,580 

Thunder  Bay 

33,900 

81 

27,460 

Victoria 

8,900 

74 

6,590 

Waterloo 

43,200 

82 

35,420 

Welland 

43,500 

92 

40,020 

Wellington 

22,000 

88 

19,360 

Wentworth 

89,200 

90 

80,280 

York 

408,300 

89 

363,390 

Total  1,547,700 

86 

1,336,930 

BROADCASTING,  June  13,  1960 


Total 

Nielsen  % 

Nielsen 

County  1 

Homes 

Tv  Homes 

Tv  Homes 

PRINCE  EDWARD 

ISLAND 

4,400 

46 

2,020 

Prince 

8,600 

56 

4,820 

; Queens 

10,200 

74 

7,550 

Total 

23,200 

62 

14,390 

QUEBEC 

20,500 

67 

13,740 

Argenteuil 

7,500 

77 

5,780 

9,200 

92 

8,460 

4 900 

91 

4,460 

12,400 

64 

7,940 

10,300 

95 

9,790 

5,000 

75 

3,750 

6 000 

95 

5,700 

Bonaventure 

8,000 

30 

2,400 

3,500 

73 

2,560 

Chambley 

7,700 

92 

7,080 

22,500 

90 

20,250 

Charlevois-Est 

2,900 

85 

2,470 

Charlevoix-Ouest 

2,300 

65 

1,500 

Chateauguay 

6,000 

94 

5,640 

26,000 

91 

23,660 

5,700 

70 

3,990 

Deux  Montagnes 

7,000 

94 

6,580 

6,900 

58 

4,000 

10,920 

12,700 

86 

6,300 

75 

4,730 

Gaspe  Est 

7,700 

13 

1,000 

Gaspe  Ouest 

3,500 

49 

1,720 

9 300 

72 

6,700 

Hull 

17,300 

94 

16,260 

Huntingdon 

3,900 

80 

3,120 

Iberville 

3,800 

95 

3,610 

Jesus  Island- 

12,000 

96 

11,520 

9,000 

87 

7,830 

5,300 

53 

2,810 

6,100 

49 

2,990 

Loc-St-Jean-Est 

7,200 

91 

6,550 

10,100 

80 

8.080 

6,400 

94 

6,020 

Lassomption 

7,200 

90 

6,480 

Levis- 

2,300 

75 

1,730 

Lislet 

4,900 

72 

3,530 

Lotbiniere 

6,300 

72 

4,540 

1,900 

LT 

LT 

Maskinonge 

4,400 

85 

3,740 

6 200 

74 

4,590 

Matapedia 

5,900 

63 

3,720 

Megantic 

1 1,500 

87 

10,010 

Missisquoi 

6,700 

90 

6,030 

Montcalm 

4,200 

88 

3,700 

Montmagny 

5,500 

75 

4,130 

Montmorency  No.  1 

3,900 

89 

3,470 

Montmorency  No.  2 

900 

81 

730 

Montreal  Metro 

Montreal  Island  and 
Parts  of  Chambly  and 
Jesus  Island  457,900 

94 

430,430 

Napierville 

2,700 

94 

2,540 

Nicolet 

6,500 

79 

5,140 

Papineau 

7,100 

89 

6,320 

Pontiac 

4,800 

61 

2,930 

Portneuf 

10,200 

92 

9,380 

Quebec  Metro 
Parts  of  Quebec 
and  Levis 

70,800 

96 

67,970 

Quebec- 

Remainder* 

3,100 

80 

2,480 

Richelieu 

8,400 

95 

7,980 

Richmond 

9,000 

88 

7,920 

Rimouski 

11,600 

89 

10,320 

Rouville 

5,600 

86 

4,820 

Saguenay 

11,200 

64 

7,170 

Shefford 

12,100 

91 

11,010 

Sherbrooke 

17,800 

93 

16,550 

Soulanges 

2,300 

86 

1,980 

Stanstead 

8,600 

80 

6,880 

St.  Hyacinthe 

9,500 

95 

9,030 

St.  Jean 

8,700 

91 

7,920 

St.  Maurice 

24,100 

91 

21,930 

Temiscamingue 

12,100 

74 

8,950 

Temiscouta 

5,000 

51 

2,550 

Riviere-du-Loup 

7,100 

73 

5,180 

Terrebonne 

21,000 

91 

19,110 

Vaudreuil 

6,100 

89 

5,430 

Vercheres 

5,200 

91 

4,730 

Wolfe 

4,300 

81 

3,480 

Yamaska 

3,500 

81 

2,840 

Total  1, 

,123,000 

87 

980,420 

SASKATCHEWAN 

Census  Division  01 

10,200 

34 

3,470 

Census  Division  02 

9,000 

64 

5,760 

Census  Division  03 

8,300 

63 

5,230 

Census  Division  04 

5,200 

44 

2,290 

Census  Division  05 

13,200 

53 

7,000 

Census  Division  06 

37,000 

85 

31,450 

Census  Division  07 

16,400 

80 

13,120 

Census  Division  08 

11,700 

71 

8,310 

Census  Division  09 

14,600 

51 

7,450 

Census  Division  10 

9,700 

40 

3,880 

Census  Division  1 1 

30,600 

84 

25,700 

Census  Division  12 

7,800 

73 

5,690 

Census  Division  13 

9,100 

26 

2,370 

Census  Division  14 

14,800 

33 

4,880 

Census  Division  15 

21,200 

65 

13,780 

Census  Division  16 

11,900 

56 

6,660 

Census  Division  17 

8,100 

LT 

LT 

Census  Division  18 

4,500 

LT 

LT 

Total 

243,300 

60 

147,040 

"ARB”-OMETER  SAYS 
ROCHESTER’S  CHANNEL  10 

NEW  YORK 

CLIMATE  Better  Than  Ever! 


ARB  REPORT 

Rochester  Metropolitan  Area 

March,  1960 

(4  weeks  average) 

The  nice  thing  about  our  “climate,”  here  at  CHANNEL  10, 
Rochester,  N.  Y.,  is  that  it  gets  better  all  the  time!  Year 
after  year,  the  surveys  agree  that  we  offer  the  best  buy  in 
Rochester  TV! 


OVER-ALL 

SHARE  OF  AUDIENCE 


18 


off  the  top 


20 


favorite 


TV  programs  in  Rochester 


HBEMBiiMM—— » 


and  off  1/4  hours  delivering 
more  than  60,000  homes: 

CH.IO  has  Sta.  B has 

© © 

CHANNEL  lO 

( WVET-TV  • WHEC-TV) 

EVERETT-McKINNEY,  INC.  • THE  BOLLING  CO.  INC. 
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“The  cashier  slipped 
and  caught  her  foot  in  a 
loose  basket  of  money 

. . . now  we  are  $12.60  short.” 


. . but  it’s  a small  price  to  pay  for  the  enter- 
tainment,” concludes  the  manager  of  a Fort 
Wayne  company,  in  a tongue-in-cheek  fan  letter 
to  Ann  Colone. 

The  Ann  Colone  Show  (wane-tv,  week- 
days, 1 to  1 :25  p.m.)  includes  burlesqued  as  well 
as  conventional  physical  exercises,  interviews 
with  visiting  firemen,  occasional  cooking  sprees, 
and,  on  one  memorable  occasion,  an  un- 
scheduled bout  with  a chimpanzee  that  tripped 
her  on  a mike  cord. 

“Ask  stout  lady  giving  instructions  to  please 
join  in  . . “My  tv  picture’s  off  but  I still  hear 
sound  . . . hope  you  do  hair-curling  part  again 
when  set’s  fixed  . . “My  specialty  is  spaghetti 
...  I get  the  real  cheese  at  your  brother’s  grocery. 


. . .”  (From  real,  live  letters;  Ann’s  brother 
hasn’t  written,  but  we  understand  he  also 
approves.) 

The  Ann  Colone  Show  is  daily  confirma- 
tion of  the  vitality  of  local,  live  daytime  tv.  It 
takes  its  viewers  (85  % women)  out  of  the  kitchen, 
provides  color,  humor,  and  serious  information, 
draws  an  audience  double  that  of  either  of  two 
competing  network  shows.  It  typifies  the  Cor- 
inthian approach  to  programming — that  it  is 
not  enough  to  rely  on  network  service,  even 
when  it  is  as  good  as  CBS  makes  it.  Corinthian 
stations  create  their  own  programs  to  meet  spe- 
cific regional  needs  and  tastes.  This  builds  audi- 
ence loyalty,  wins  viewer  respect,  helps  make 
friendly  prospects  for  our  advertisers. 


Responsibility  in  Broadcasting 


KOTV 

Tulsa  (H-R) 

KHOU-TV 

Houston  ( cbs-tv  Spot  Sales) 

KXTV 

Sacramento  (H-R) 

WANE-TV 

Fort  Wayne  (H-R) 

WISH-TV 

Indianapolis  (H-R) 

WANE-AM 

Fort  Wayne  (H-R) 

WISH-AM 

Indianapolis  (H-R) 


KPOP  changes  call, 
programs,  ups  power 

KPOP  Los  Angeles  on  June  30  will 
change  its  call  to  KGBS,  increase  its 
power  to  50  kw  and  inaugurate  a new 
program  format  announced  as  featur- 
ing “a  minimum  of  talk  and  a maxi- 
mum of  adult,  listenable  music”  of  the 
Kern,  Rogers  and  Hammerstein,  Cole 
Porter  genre.  June  30  marks  the  first 
anniversary  of  the  station’s  acquisition 
by  Storer  Broadcasting  Co.  Announcing 
the  change  in  programming,  Wendell  B. 
Campbell,  managing  director,  said: 

“Los  Angeles  is  well  supplied  with 
top  forty  music  stations  and  network 
affiliates.  We  believe  a melodic  music 
station  that  has  minimal  interruption, 
backed  with  good,  well  written  and  well 
delivered  newscasts,  will  be  a welcome 
addition  to  the  Los  Angeles  radio  scene. 
This  has  been  our  aim  since  we  ac- 
quired KPOP  a year  ago.  We  felt  it 
was  wiser  to  make  this  change  gradually, 
hence  the  year  of  transition  in  program- 
ming at  KPOP.” 

Management  courses 
to  be  offered  by  RAB 

Two-day  courses  on  better  radio  sta- 
tion management  will  be  conducted  by 
Radio  Advertising  Bureau  in  eight 
cities  starting  Sept.  12  in  Utica,  111., 
and  concluding  Oct.  10  in  Omaha, 
Neb.  The  agenda  will  include  sales, 
promotion,  programming  and  manage- 
ment methods  of  outstanding  radio  sta- 
tions. A special  report  on  management 
techniques  in  other  industries  which 
RAB  feels  are  profitable,  also  will  be 
given.  The  conferences  will  be  divided 
into  four  sections,  each  allotted  a half- 
day’s attention.  They  are:  program- 
ming for  increased  sales;  promoting, 
managing  the  sales  department;  and 
managing  the  station. 

The  schedule:  Sept.  12-13 — Starved 
Rock  Lodge,  Utica,  111.;  Sept.  15-16 — 
Lincoln  Lodge,  Columbus,  Ohio;  Sept. 
19-20 — Pocono  Manor  Inn,  Pocono 
Manor,  Pa.;  Sept.  26-27 — Williamsburg 
Inn,  Williamsburg,  Va.;  Sept.  29-30 — 
Diplomat  Hotel,  Hollywood,  Fla.;  Oct. 
3-4 — Terrace  Motor  Hotel,  Austin, 
Tex.;  Oct.  6-7 — Rickey’s  Studio  Inn, 
Palo  Alto,  Calif.,  and  Oct.  10-11 — 
Town  House,  Omaha,  Neb. 

Stuart  starts  own  firm 

Robert  E.  Stuart  of  Clark  Brown, 
New  Orleans,  is  leaving  that  firm  in 
July  to  head  up  his  own  station  rep 
organization,  the  Stuart  Company.  The 
new  firm  will  open  initially  in  Corpus 


Christi,  Tex.,  with  a move  to  Dallas 
contemplated  for  the  near  future. 

The  Stuart  Co.  will  specialize  in 
major  market  stations  with  specialty 
formats  such  as  Spanish,  foreign  lan- 
guage, good  music,  and  others.  The 
firm  is  already  organizing  a list  of 
small  market  stations  to  be  represented 
to  regional  advertisers  on  a flat  one- 
rate-card  purchase  on  a single  contract- 
single  payment  basis. 

School  for  candidates 
to  be  held  by  ABC-TV 

ABC-TV  and  some  of  its  affiliates 
will  conduct  television  coaching  schools 
for  political  candidates  this  summer,  it 
was  announced  last  week  by  John  Daly, 
ABC  vice  president  in  charge  of  news, 
special  events  and  public  affairs,  and 
Julius  Barnathan,  ABC-TV  vice  presi- 
dent for  affiliated  stations.  Plans  for 
these  tuition-free  classes  include  instruc- 
tion in  tv  program  production,  as  well 
as  on-camera  demonstrations,  practice 
sessions  where  students  can  watch  them- 
selves on  monitors,  and  lectures  by  sta- 
tion news  or  program  chiefs  on  the  do’s 
and  don’t’s  of  appearing  on  eamera. 

ABC-TV  affiliates  participating  in- 
clude KAKE-TV  Wichita,  Kan.;  WISN- 
TV  Milwaukee;  WTCN-TV  Minneap- 
olis; WABC-TV  New  York;  WXYZ- 
TV  Detroit;  WLWA  (TV)  Atlanta; 
KABC-TV  Hollywood;  WLWI  (TV) 
Indianapolis;  WNHC-TV  New  Haven, 
Conn.;  KGO-TV  San  Francisco; 
WHBQ-TV  Memphis;  WTAE  (TV) 
Pittsburgh,  Pa.,  and  KBTV  (TV)  Den- 
ver, Colo. 


■ Rep  appointments 

■ WVEC-TV  Norfolk,  Va.:  Katz  Agen- 
cy, N.Y. 

■ WAAP  Peoria,  111.:  Venard,  Rintoul 
& McConnell,  N.Y. 

■ KROC-AM-TV  Rochester,  Minn.: 
Venard,  Rintoul  & McConnell,  N.Y., 
effective  July  1. 

■ KMEO  Omaha,  Neb.:  Adam  Young 
Inc.,  N.Y. 

■ WIPS  Ticonderoga,  N.Y.:  Walker- 
Rawalt  Co.,  N.Y. 

■ WHILMedford-Boston;  WARE  Ware, 
Mass.,  and  WJBW  New  Orleans,  all 
Tarlow  Assoc,  stations:  Breen  & Ward 
as  national  representative. 

■ CJQC  Quebec  City,  Que.:  Air- time 
Sales  Ltd.,  Toronto. 

■ WWOK  Charlotte,  N.C.:  Weed  Radio 
Corp.,  N.Y. 
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SERVICE  IN 
SELECTION 

Your  broker  is  a highly  skilled  professional.  His  training  allows  him  to 
select  a property  as  close  as  possible  to  your  specifications.  When  purchasing, 
remember  that  your  broker  provides  an  incomparable  service  in  accurate 
selection. 

NEGOTIATIONS— FINANCING— APPRAISALS 

<&lackbivvn  & Company  inc 

RADIO-TV -NEW SPAPER  BROKERS 

WASHINGTON,  D.  C.:  James  W.  Blackburn— Jack  V.  Harvey— Joseph  M. 
Sitrick — Washington  Building,  Washington,  D.C. — ST  3-4341. 

MIDWEST:  H.  W.  Cassill— William  B.  Ryan — 333  North  Michigan  Avenue — 
Chicago,  Illinois — Financial  6-6460. 

SOUTHERN:  Clifford  B.  Marshall— Stanley  Whitaker— Robert  M.  Baird— 
Healey  Building,  Atlanta,  Georgia — JAckson  5-1576. 

WEST  COAST:  Colin  M.  Selph— California  Bank  Building— 9441  Wilshire  Boule- 
vard— Beverly  Hills,  California — CRestview  4-2770. 


TO:  MAJOR  MARKET  STATION  OWNERS 


FROM:  ANDREW  ADVERTISING  AGENCY 


If  you  own  a radio  or  television  station  in 
one  of  the  top  30  markets  and  are  interested 
in  selling,  we  would  like  to  meet  and  talk 
with  you. 


We  have  immediate  capital  available  and  would 
welcome  the  opportunity  of  discussing  your 
price  and  terms. 


Your  inquiry  will  be  held  in  strictest 
confidence. 


Contact:  Mrs.  Broening 

ANDREW  ADVERTISING  AGENCY 
6425  Hollywood  Boulevard 
Hollywood  28,  California 
Hollywood  9-2135 


Rx  FOR  RADIO 
Quality  Radio  Group 
told  serve  public  need 

Closer  attention  to  public  needs  in 
programming  it  and  more  emphasis  on 
its  qualitative  values  in  selling  it — that 
was  the  broad  pre- 
scription for  radio 
as  written  out  last 
week  by  Len  Mat- 
thews, vice  presi- 
dent in  charge  of 
marketing  services 
at  Leo  Burnett  Co., 

Chicago. 

M r . Matthews 
was  luncheon 
speaker  Wednes-  Mr-  Matthews 
day  (June  8)  at  the  wind-up  of  a 
two-day  programming  and  promotion 
clinic  conducted  by  the  Quality  Radio 
Group.  The  clinic  was  attended  by  29 
representatives  and  guests  of  the  19 
QRG  station  members.  QRG,  formed 
in  1954  primarily  for  the  sale  of  time 
on  the  QRG  group,  is  reactivating  itself 
with  first  emphasis  now  on  improving 
programming,  promotion  and  the  radio 
image  generally  (Closed  Circuit, 
June  6).  Ward  Quaal,  WGN  Chicago, 
is  president. 

Mr.  Matthews  suggested  ways  by 
which  radio  stations  and  networks 
might  set  straight  the  “disturbingly  high 
number”  of  top  agency  and  advertiser 
executives  who  feel  that  radio  stations 
are  all  alike,  dealing  only  in  music, 
news  and  commercials;  that  the  only 
way  to  buy  radio  is  in  tonnage  quanti- 
ties; that  all  stations  make  off-rate-card 
deals;  that  radio  is  almost  a “sub- 
liminal” or  background  medium  equiva- 
lent to  “electronic  outdoor  advertising” 
and  a supplementary  medium  to  be 
thrown  scraps  of  the  advertising  budget 
instead  of  a major  means  of  selling 
goods  and  services. 

These  notions  are  true  of  some  sta- 
tions, he  continued,  but  are  by  no 
means  true  of  all. 

Public  Service  ■ He  advised  that 
“everything  you  put  on  the  air  should 
be  measured  against  the  yardstick  of 
its  service  to  the  public.”  Programs,  he 
said,  should  be  tailored  for  the  local 
audience  in  a combination  of  “what 
they  want  to  hear  and  what  they  ought 
to  hear.”  He  thought  news  an  important 
part  of  public  service  but  stressed  that 
quality  is  needed  in  its  presentation: 
“Just  having  news  every  hour  is  not 
enough.” 

Mr.  Matthews  challenged  the  popular 
idea  that  buying  “less  than  50  spots  a 
week”  on  a station  is  useless  because 
tonnage  is  needed  to  make  an  impres- 
sion. Actually,  he  said,  tonnage  buying 
can  lead  to  another  evil  which  he  said 
stations  should  resist — over-commer- 


86  (THE  MEDIA) 


BROADCASTING,  June  13,  1960 


cialization.  He  acknowledged  that  agen- 
cies and  advertisers  often  must  share 
the  blame  when  over-commercialization 
occurs,  but  said  stations  must  take  the 
lead  in  clearing  up  the  problem. 

Similarly,  he  said,  stations  for  their 
own  sakes  should  reject  advertising 
which  is  dishonest  or  misleading,  though 
he  thought  this  problem  was  limited  to 
relatively  few,  mostly  local,  advertisers. 

How  to  Sell  ■ Mr.  Matthews  said 
broadcasters  should  stop  selling  radio 
as  a high-frequency,  low-cost  back- 
ground medium  and  put  more  stress  on 
its  qualitative  rather  than  quantitative 
values.  Sell  it  for  what  it  is  and  what  it 
can  do  and  don’t  pretend  that  it  is  all 
things  to  all  people,  he  advised.  In  ap- 
proaching to  specific  prospects,  he  said, 
radio  salesmen  should  put  aside  gen- 
eralities and  show  how  radio  can  help 
solve  the  prospect's  specific  problems — 
not  more  than  5%  of  the  salesmen  do 
this  now,  he  added,  but  those  who  do 
are  extraordinarily  successful. 

His  own  agency,  he  said,  believes  in 
radio  as  an  important  part  of  the  media 
scene,  wants  to  see  it  grow  and  will  con- 
tinue to  use  it  where  it  is  shown  that 
using  it  “makes  sense.” 

Mr.  Matthews  also  called  upon  radio 
stations  to  “help  clean  up  the  rate  situa- 
tion,” preferably  by  adopting  a single 
rate  for  both  local  and  national  busi- 
ness. 

Sweeney  Speaks  ■ The  clinic’s  open- 
ing-day luncheon  heard  Kevin  B. 
Sweeney,  president  of  Radio  Advertis- 
ing Bureau,  describe  RAB’s  “$64,000 
Challenge”  project,  in  which  RAB  and 
Higbee’s  department  store  in  Cleveland 
are  jointly  underwriting  extensive  radio 
tests  to  show  radio’s  effectiveness  for 
department  stores.  Mr.  Sweeney  also 
reported  on  a three-city  survey  showing 
that  on  the  heels  of  the  Summit  Confer- 
ence breakdown  more  than  one-third  of 
the  people  queried  said  they  had  in- 
creased their  radio  news  listening  dur- 
ing this  crisis,  a majority  of  them  by 
100%  or  more. 

Adam  Young  starts 
fm  station  rep  firm 

A major  station  rep  organization  has 
moved  into  wide  open  spaces  of  the 
fm  sales  field.  Adam  Young,  president 
of  the  radio,  tv  and  Canadian  repre- 
sentative firms  bearing  his  name,  to- 
day (June  13)  announces  the  formation 
of  a new  company,  Adam  Young  Fm 
Sales,  New  York  (Closed  Circuit, 
June  6). 

First  clients  of  Mr.  Young’s  fm  sub- 
sidiary are:  KITT  (FM)  San  Diego, 
which  is  co-owned  by  Fred  and  Dorothy 
Rabell  (Mr.  Rabell  is  president  of  the 
National  Assn,  of  Fm  Broadcasters), 
and  Concert  Network  Inc.,  consisting 


Mr.  Young  Mr.  Redfield 


of  WNCN  (FM)  New  York;  WBCN 
(FM)  Boston;  WDAS-FM  Philadelphia; 
WHCN  (FM)  Hartford;  WXCN  (FM) 
Providence,  WMTW-FM  Mt.  Washing- 
ton, N.H.  and  WBVA  (FM)  Washing- 
ton, D.C.  T.  Mitchell  Hastings  Jr.  is 
president  of  the  Concert  Network  Sta- 
tions. 

Named  national  sales  manager  of 
Adam  Young  Fm  Sales  is  Lee  Red- 
field,  who  was  previously  with  Edward 
Petry  & Co.,  New  York.  Mr.  Redfield 
will  intensify  the  fm  sales  effort  of  the 
New  York  office  and  coordinate  the  fm 
sales  activity  of  the  entire  organiza- 
tion, it  was  reported.  James  G.  Mc- 
Loughlin,  Concert  Network  manager 
in  New  York,  and  Joseph  Parry,  ac- 
count executive  in  that  office,  will  con- 
tinue to  call  on  national  accounts  in 
cooperation  with  Adam  Young  Fm 
Sales. 

In  addition  to  the  fm  firm,  Mr. 
Young  controls  Adam  Young  Inc., 
Young  Television  Corp.,  Young  Cana- 
dian Ltd.  and  Southern  Advertising 
Representatives  Inc. 

WKMH  loses  CBS 
following  MBS  deal 

CBS  Radio  announced  last  week  that 
it  was  terminating  the  affiliation  of 
WKMH  Dearborn,  Mich.,  as  of  the 
close  of  business  last  night  (June  12). 
WKMH  had  signed  with  Mutual  the 
week  before  to  carry  Mutual’s  five- 
minute  newscasts  every  hour  on  the 
half-hour.  (Broadcasting,  June  6). 

“Because  of  WKMH’s  violation  of  its 
affiliation  agreement  with  the  CBS 
Radio  network,”  the  CBS  statement 
said,  “we  were  obliged,  though  regret- 
fully, to  terminate  the  affiliation.  When 
the  [CBS  Radio]  Program  Consolida- 
tion Plan  was  initiated  [in  January 
1959]  we  assured  all  affiliates  that  there 
would  be  only  one  plan  for  all  stations. 
CBS  Radio  is  currently  negotiating  for 
the  affiliation  of  another  station  to  serve 
Detroit.” 

CBS  Radio  authorities  said  that  in  the 
interim,  Storer  Broadcasting’s  WJBK 
Detroit  will  carry  Chevrolet’s  schedule 
of  five-minute  Saturday  newscasts  and 
also  the  Lowell  Thomas  newscasts  Mon- 
day through  Friday  evenings. 


NEW 


Month 

(munth),  n.  1.  the 
mean  length  of 
29  days,  12  hours, 
44  minutes,  and 
2.8  seconds. 

2.  e.g.  every  minute 
of  every  day  as 
New  Yorkers  listen 
to  Wmca,  during 
National  Portable 
Radio  Month. 


f Jack  Masla  &.  Co.,  Inc. 


Radio  Press  International 


BROADCASTING,  June  13,  1960 


87 


GOVERNMENT 

PAYOLA  BILL  GETS  COMMITTEE  NOD 

Would  fine  offenders  and  suspend  licenses  for  10  day  periods 


Rep.  Oren  Harris’  House  Commerce 
Committee  last  Thursday  (June  9)  ap- 
proved by  what  was  described  as  an 
“overwhelming  vote”  a group  of  pro- 
posals on  payola  and  free  plugs,  quiz 
rigging,  and  payoffs  among  broadcast 
applicants.  The  proposals  include  li- 
cense suspensions  and  steep  fines  for 
broadcasters  who  violate  the  law  and 
FCC  rules. 

Much  of  the  sting  had  been  removed 
from  the  once-highly-controversial  pro- 
posals recommended  last  February  by 
Rep.  Harris’  Legislative  Oversight  Sub- 
committee through  a series  of  confer- 
ences with  broadcast  representatives 
who  helped  redraft  the  language  to 
make  it  acceptable  to  Congress,  the 
FCC  and  broadcasters  (Broadcasting, 
May  30). 

One  serious  broadcaster  objection 
was  removed  during  the  closed  session 
Thursday  when  about  two-thirds  of 
committee  members  approved  an 
amendment  by  Kansas  Republican  Wil- 
liam H.  Avery  to  exclude  proposed 
restrictions  on  payoffs  where  the  vari- 
ous applicants  for  a facility  plan  a 
bona  fide  merger  to  get  a facility  on  the 
air.  (Some  supporters  of  the  Avery 
amendment  were  absent  and  three 
members  who  didn’t  like  it  abstained 
from  voting,  it  was  understood.) 

The  remaining  objectionable  feature 


The  Federal  Trade  Commission  last 
week  issued  10  more  payola  complaints. 
This  brings  to  85  the  number  of  such 
citations  since  the  payola  scandal  broke 
last  fall. 

Last  week’s  complaints  were  filed 
against  the  following: 

Mangold  Distributing  Co.  and  re- 
lated Marshall  Enterprises  Inc.,  Balti- 
more; Sue  Records  Inc.,  Fiesta  Record 
Co.,  Scepter  Music  Inc.,  Rank  Records 
of  America  Inc.  and  Old  Town  Record 
Corp.,  all  New  York;  Hit-Record  Dis- 
tributing Co.  of  Cincinnati,  that  city; 
S&S  Distributing  Co.,  Detroit;  Peacock 
Record  Co.,  Houston,  and  Apex  Pro- 
ducing Corp.,  Chicago. 

Apex  President  Dempsey  Nelson 
said  Thursday  that  his  company  prac- 
tices related  more  to  “advertising  and 
promotion”  than  to  payola. 

Of  the  85  firms  cited  for  payola,  39 
have  signed  consent  judgments  agreeing 


of  the  proposed  legislation — which  was 
added  as  a rider  to  a Senate-approved 
bill  (S  1898)  to  substitute  a new  pre- 
grant procedure  for  the  protest  pro- 
visions of  Sec.  309  (c) — are  the  pro- 
visions for  10-day  license  suspensions 
for  violations  not  serious  enough  to 
warrant  revocations  and  for  fines  of  up 
to  $1,000  per  day  for  broadcasters 
found  in  violation  of  laws  and  FCC 
rules.  The  committee  was  expected  to 
make  its  report  to  the  House  floor  this 
week. 

Bennett  Bill  Rejected  ■ The  commit- 
tee in  another  action  rejected  a bill 
(HR  5042)  authorized  by  its  ranking 
Republican,  John  B.  Bennett  (Mich.), 
to  place  the  networks  under  FCC  regu- 
lation. Rep.  Harris  said  he  is  in  favor 
of  licensing  networks  but  that  the  com- 
mittee probably  won’t  act  on  this  ques- 
tion till  next  year.  But  Rep.  Bennett, 
unmollified,  said  he’ll  try  to  write  in 
his  network  licensing  proposal  when 
S 1898  goes  to  the  House  floor. 

S 1898,  if  it  passes  the  House,  will 
go  back  to  the  Senate  for  agreement 
or  disagreement  with  the  House  amend- 
ments. Whether  its  newly-added  pro- 
visions in  these  last  few  days  of  the 
86th  Congress  receive  Senate  action 
probably  hinges  on  whether  Rep.  Har- 
ris and  his  House  colleagues  have 
reached  any  agreement  with  Senate 


to  cease  the  practice.  The  latest  four 
were  two  weeks  ago  (At  Deadline, 
June  6). 

Meanwhile,  Starday  Recording  & 
Publishing  Co.  and  its  affiliated  Starday 
International  Sales  Co.  of  Madison, 
Term.,  last  week  denied  as  “baseless” 
charges  it  had  engaged  in  payola.  The 
company,  in  answer  to  an  FTC  com- 
plaint last  month,  said  that  in  its  eight 
years  of  country  music  business  it  had 
only  paid  out  two  $25  items.  One  was 
to  a record  distributor  who  proffered  a 
present  to  someone  in  the  music  field, 
“possibly  a disc  jockey,”  and  the  other 
was  a cash  payment,  to  a Louisiana  disc 
jockey. 

. In  neither  instance,”  said  the 
response,  “was  such  contribution  con- 
sidered ...  to  be  ‘payola,’  but,  on  the 
contrary,  they  were  gratuities  in  no  wise 
connected  with  any  exposure  of  records 
produced  by  these  respondents.  . . 


Commerce  Committee  Chairman  War- 
ren G.  Magnuson  (D-Wash.)  and  other 
senators.  It  could  be  argued  there 
maybe  some  such  understanding,  since 
the  original  Harris  proposals  were  in- 
cluded in  his  own  bill  (HR  11341), 
now  jettisoned,  and  its  subject  matter 
has  not  been  covered  by  Sen.  Magnu- 
son’s  group  during  this  Congress. 

(S  1898,  as  approved  by  the  Senate, 
Aug.  19,  1959,  would  replace  the  con- 
troversial Sec.  309  (c)  “McFarland  Let- 
ter” provision,  which  the  FCC  has 
blamed  for  most  of  its  applications 
backlog  troubles  since  the  provision 
was  enacted  into  law  in  1952,  with  a 
“pre-grant  objection”  procedure  for 
parties  who  oppose  an  application.) 

The  House  committee  rider  amend- 
ments to  S 1898  would  require  an  ap- 
plicant for  a broadcast  facility  to  give 
public  notice  of  his  application  in  the 
area  to  be  served  by  the  station  and 
also  of  any  ensuing  hearings,  the  FCC 
prescribing  the  form  and  content  of  the 
notices.  The  FCC  would  be  required  to 
consider  whether  hearings  should  be 
held  in  the  area. 

Pay  Off  Sections  ■ The  earlier  redraft 
of  the  payoff  provision  would  have  re- 
stricted the  total  payments  to  withdraw- 
ing applicants  to  actual  out-of-pocket 
funds,  “prudently  expended,”  incurred 
in  prosecuting  the  applications.  Broad- 
casters objected  that  this  would  dis- 
courage bona  fide  mergers,  since  it 
might  be  interpreted  that  stock  acquisi- 
tions in  the  remaining  applicant  by 
withdrawing  applicants  should  not  be 
allowed  under  this  provision.  Rep. 
Avery’s  amendment  excepts  such  trans- 
actions where  “merger  is  contem- 
plated.” The  FCC  also  had  shown  con- 
cern that  mergers  might  be  discouraged 
in  objecting  to  the  original  (and  much 
more  rigid)  wording  of  HR  11341. 

The  bill’s  license  suspension  provi- 
sion would  authorize  such  sanctions 
for  the  same  offenses  which  permit  the 
FCC  to  revoke  a license,  but  they  would 
not  be  required  to  be  “knowingly,” 
“willfully”  nor  “repeatedly”  committed. 

The  bill’s  payola  and  free  plug  pro- 
visions would  impose  fines  of  $10,000 
and  a year’s  imprisonment  on  non- 
licensees who  accept  payments  from 
other  non-licensees  for  broadcast  of 
matter  over  a station  or  who  make  pay- 
ments to  non-licensees  without  notify- 
ing the  licensee  in  advance  so  that  an 
announcement  can  be  made. 

The  same  penalty  would  be  imposed 


10  payola  complaints  bring  total  to  85 
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House  Legislative  Oversight  Subcommittee 
Its  probe  of  payola  and  FCC  led  to  tough  proposals 


on  any  person  who  participated  in  rig- 
ging a “purportedly  bona  fide  contest 
of  intellectual  skill  or  knowledge”  for 
broadcast  purposes  with  intent  to  de- 
ceive the  listening  or  viewing  public. 

Valuable  Consideration  ■ The  broad- 
caster would  be  required  to  make  an- 
nouncements when  money,  service  or 
“other  valuable  consideration”  is  paid 
directly  or  indirectly,  but  such  service 
or  other  valuable  consideration  would 
not  include  that  furnished  free  or  at 
nominal  charge  unless  it  were  furnished 


in  return  for  identification  in  the  broad- 
cast of  any  person,  product,  service, 
trademark  or  brand  name  beyond  that 
“reasonably  related  to”  its  use  on  the 
broadcast. 

The  broadcaster  also  would  be  re- 
quired to  use  “reasonable  diligence”  to 
get  information  from  employees  and 
others  (networks,  for  instance)  to  en- 
able him  to  make  the  announcements 
required.  The  FCC  would  not  be  pre- 
cluded from  waiving  the  announcement 
requirement  in  instances  where  it  saw 


fit  and  the  bill  would  not  preclude  the 
FCC  from  requiring  an  “appropriate 
announcement”  for  any  material  fur- 
nished free  or  at  nominal  charge  for 
broadcast  on  political  programs  or  those 
discussing  Controversial  issues. 

The  forfeitures  provision  would  au- 
thorize the  FCC,  for  the  same  viola- 
tions involved  in  revocations,  to  impose 
fines  of  up  to  $ 1 ,000  for  each  day  such 
violation  is  found.  This  would  be  “in 
addition  to  any  other  penalty  provided” 
in  the  Communications  Act. 


315  SUSPENSION  TO  SENATE  FLOOR 

‘Watchdog’  Yarborough  only  dissenter  to  committee  approval 


The  resolution  to  suspend  the  equal 
treatment  provisions  of  the  Communi- 
cations Act  this  year  for  major  party 
presidential  and  vice  presidential  nomi- 
nees (Broadcasting,  May  30)  was  re- 
ported to  the  Senate  floor  last  week 
from  the  Senate  Commerce  Committee. 

SJ  Res  207  was  reported  by  Chair- 
man John  O.  Pastore  (D-R.I.)  of  the 
communications  subcommittee  along 
with  the  committee’s  comments  that 
the  measure  gives  “full  discretion”  to 
the  broadcaster  “to  demonstrate  by 
fact  and  act  what  he  has  contended  he 
was  unable  to  do  because  of  the  re- 
strictions contained  in  Sec.  315.” 

The  committee,  headed  by  Sen.  War- 
ren G.  Magnuson  (D-Wash.),  said  it 
is  fully  aware  that  Congress,  if  it  en- 


acts the  suspension  resolution,  will  be 
taking  a calculated  risk  that  broad- 
casters may  succumb  to  temptation  and 
favor  one  candidate  over  another. 

But,  the  committee  noted,  it  is  “alert” 
and  plans  to  apprehend  any  such  ac- 
tivities through  its  special  watchdog 
subcommittee  headed  by  Sen.  Ralph 
Yarborough  (D-Tex.).  Sen.  Yarborough, 
ironically,  was  the  only  committee  mem- 
ber who  didn’t  agree  with  the  commit- 
tee’s report.  In  “individual  views”  ap- 
pended to  the  report,  he  said:  “I  do  not 
agree  with  all  the  views  expressed  in 
the  majority  report.  In  my  opinion, 
the  resolution,  as  reported,  does  not 
contain  sufficient  safeguards  to  insure 
fairness  and  impartiality  of  treatment 
to  the  candidates.” 


The  Senate  resolution  (S  Res  305) 
setting  up  the  watchdog  group,  which 
also  includes  Sen.  Gale  McGee  (D- 
Wyo.)  and  Hugh  Scott  (R-Pa.),  is  on 
the  Senate  calendar  and  no  action  has 
been  taken  on  it. 

Tv’s  Role  ■ The  committee  report 
said,  in  part: 

“Broadcasting  and  in  particular  tele- 
vision today  is  the  most  powerful  medi- 
um of  communication  available  to  can- 
didates for  public  office.  No  one  dis- 
putes the  powerful  role  television  can 
play  in  the  political  life  of  the  nation  . . . 

“In  suspending  Sec.  315  (a)  full  dis- 
cretion is  being  given  to  the  broad- 
caster. He  is  being  afforded  full  oppor- 
tunity to  demonstrate  by  fact  and  act 
what  he  has  contended  he  was  unable 
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In  TV too...FILM  does  the ‘impossible 


HERE,  THERE  AND  EVERYWHERE— all  at  once! 
Multi-image  to  show  multi-use!  That's  the  effect 
used  to  win  the  busy  housewife  in  a brilliant  60- 
second  Corning  Ware  TV  film  commercial.  Multi- 
image produced  economically  . . . efficiently! 


Want  special  effects?  Film  is  your  answer!  Film— 
and  film  alone— can  do  3 things  for  you:  (1 ) provide 
high-polish  commercials,  rich  with  optical  effects; 
(2)  give  you  crisp,  vivid  animation;  (3)  assure  pene- 
tration and  coverage  the  world  over. 


For  further  information:  Get  in  touch  with  Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY,  Rochester  4,  N.  Y. 

East  Coast  Division  Midwest  Division  West  Coast  Division 

342  Madison  Avenue  1 30  East  Randolph  Drive  6706  Santa  Monica  Blvd. 

New  York  17,  N.  Y.  Chicago  1,  III.  Hollywood  38,  Calif. 


or  W.  J.  German,  Inc.  Agents  for  the  sale 
and  distribution  of  Eastman  Professional  Motion  Picture 
Films,  Fort  Lee,  N.J.,  Chicago,  III.,  Hollywood,  Calif. 


1 

Watchdog  tugging  at  the  leash 


In  reporting  out  a resolution  to 
suspend  the  equal  time  law  for  broad- 
cast appearances  of  presidential  and 
vice  presidential  candidates  this  year, 
the  Senate  Commerce  Committee 
last  week  made  a special  point  of  re- 
ferring to  its  “watchdog  subcommit- 
tee” that  will  keep  an  eye  on  polit- 
ical broadcasting. 

The  watchdogs  are  headed  by 
Sen.  Ralph  W.  Yarborough  (D-Tex.) 
pictured  at  right.  And  of  all  the 
members  of  the  big  Commerce  Com- 
mittee only  he  disagreed  with  its 
favorable  report  on  the  equal  time 
resolution.  Sen.  Yarborough  said  he 
thought  the  resolution  “does  not  con- 
tain sufficient  safeguards  to  insure 
fairness  and  impartiality  of  treatment 
to  the  candidates.” 

Sen.  Yarborough  has  made  no 
secret  of  his  intention  to  oversee 
broadcasters’  performances  during 
the  1960  campaigns.  In  an  interview 
last  month  (Broadcasting,  May  9), 
he  said  the  subcommittee’s  job  was 
“to  see  not  only  that  broadcasters 
fulfill  the  letter  of  the  law  but  also 
the  spirit  of  the  law.”  He  added  that 
the  subcommittee  would  not  wait  for 
complaints  to  come  to  it;  he  and  his 
associates  would  actively  seek  out  in- 
stances of  unfairness  in  political 
broadcasting. 

Other  members  of  the  watchdog 
subcommittee  are  Sens.  Gale  W. 
McGee  (D-Wyo.)  and  Hugh  Scott 
(R-Pa.).  For  full  report  on  the  sub- 


committee, its  plans  and  its  members 
see  Broadcasting,  May  9. 


Senator  Yarborough 
Guardian  of  the  law. 


to  do  because  of  the  restrictions  con- 
tained in  section  315.  He  is  being  of- 
fered this  chance  to  show  how  he  will 
meet  his  public  service  obligations  dur- 
ing the  1960  presidential  and  vice  presi- 
dential campaign  and  the  committee 
will  have  an  opportunity  to  evaluate 
his  performance  in  the  next  Congress. 

“The  committee  is  not  unmindful 
that  the  suspension  of  section  315  (a), 
even  though  it  is  limited  to  the  1960 
presidential  and  vice  presidential  candi- 
dates, offers  a temptation  as  well  as  an 
opportunity  for  a broadcaster  to  push 
his  favorite  candidate.  That  is  a danger. 
The  committee  clearly  recognizes  this 
to  be  a definite  danger  but  feels  that 
the  plea  to  permit  the  broadcaster  to 
offer  a voluntary  plan  to  achieve  the 
objective  of  S 3171  (free  tv  time  bill) 
is  so  great  that  it  warrants  the  risk.  An 
informed  public  is  indispensable  for  the 
continuance  of  an  alert  and  knowl- 
edgeable democratic  society.  The  pub- 
lic benefits  are  so  great  that  they  out- 
weigh the  risk  that  may  result  from  the 
favoritism  that  may  be  shown  by  some 
partisan  broadcaster.” 


Watchful  Eye  ■ “In  any  event,  the 
. . . special  watchdog  subcommittee  . . . 
will  keep  a careful  eye  on  the  use  of 
broadcasting  facilities  for  political  pur- 
poses during  the  1960  campaign.  Fear 
has  also  been  expressed  that  adoption 
of  this  legislation  would  tend  to  weaken 
the  present  requirements  of  fair  treat- 
ment of  public  issues.  The  committee 
desires  to  make  it  crystal  clear  that  in 
recommending  this  legislation  it  does 
not  diminish  or  affect  in  any  way  the 
FCC  policy  or  existing  law  which  holds 
that  a licensee’s  statutory  obligation  to 
serve  the  public  interest  is  to  including 
the  broad  encompassing  duty  of  pro- 
viding a fair,  cross-section  of  opinion  in 
the  station’s  coverage  of  public  affairs 
and  matters  of  public  controversy.  This 
standard  of  fairness  applies  to  political 
broadcasts  not  coming  within  the  cover- 
age of  section  315,  such  as  speeches  by 
spokesmen  for  candidates  as  distin- 
guished from  candidates  themselves.” 
The  report  added  that  the  Senate 
group  “has  faith  in  the  maturity  of  our 
networks  and  broadcasters  and  their 
recognition  to  discharge  their  obligation 
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in  the  public  interest.  The  committee 
accepts  the  broadcasters’  offer  in  good 
faith.  . . .” 

The  proposed  suspension,  the  report 
noted,  is  temporary  and  “a  voluntary 
action  is  always  preferable  to  govern- 
ment action.”  The  committee  noted  the 
resolution  requires  the  FCC  to  report 
by  next  March  1 on  how  the  suspension 
plan  has  worked  and  to  recommend  any 
legislation  it  feels  necessary. 

Constitutionality  questions  raised  by 
witnesses  at  the  communications  sub- 


committee hearings  last  month  on  S 
3171  on  mandatory  requirements  for 
free  tv  time  are  made  moot,  for  the 
present,  by  the  suspension  plan. 

The  committee  said  the  suspension 
resolution  would  give  the  broadcaster 
enough  flexibility  to  “put  to  test  his  in- 
genuity. He  cannot,  in  the  event  of 
difficulties  encountered  later,  state  that 
he  has  been  restricted  or  limited  by 
legislation.”  The  committee  is  hopeful, 
the  report  said,  that  “the  challenge 
being  set  forth  is  successfully  met.” 


BOOST  LEGALIZED  TV  BOOSTERS 

House  subcommittee  approves  bill  passed 
by  Senate;  FCC,  NAB  favor  legislation 


A Senate-passed  bill  to  legalize  vhf 
tv  boosters  was  approved  last  week  by 
the  House  Communications  & Power 
Subcommittee  headed  by  Rep.  Oren 
Harris  (D-Ark.)  after  testimony  and 
written  statements  were  submitted  by 
more  than  20  witnesses  during  Monday 
and  Tuesday  morning  sessions.  The  bill 
(S  1886)  goes  next  to  the  parent  House 
Commerce  Committee,  also  headed  by 
Rep.  Harris,  where  no  serious  opposi- 
tion is  expected. 

Witnesses  favoring  the  legislation  to 
legalize  existing  vhf  boosters  and  au- 
thorize licensing  of  all  such  boosters  by 
the  FCC  included  the  FCC  itself  and 
NAB  plus  a number  of  senators  and 
representatives,  vhf  booster  operators 
or  officials,  tv  broadcasters  and  county 
officials,  all  from  western  states. 

The  only  opponent  of  the  proposal 
was  Jerrold  Electronics  Corp.,  com- 
munity antenna  system  operator-owner 
and  manufacturer  of  catv  equipment. 
Milton  J.  Shapp,  Jerrold  president, 
proposed  that  existing  vhf  boosters  be 
legalized  but  that  no  new  ones  be  per- 
mitted and  that  their  development  be 
restricted  to  nine  states  in  the  West  and 
far  Northwest. 

FCC  Chairman  Frederick  W.  Ford 
said  vhf  boosters  have  rendered  a satis- 
factory and  reasonably  trouble-free 
service  to  many  people  in  remote  areas 
and  the  commission  believes  that  if 
they  are  designed  and  installed  properly 
they  will  require  little  attendance  and 
need  no  regularly-licensed  operator.  He 
said  the  FCC  feels  it  should  be  given 
discretion  to  waive  requirements  for 
licensed  operators  at  all  broadcast  sta- 
tions because  of  continued  technologi- 
cal changes  in  the  radio  field. 

One  Watt  Limit  ■ Mr.  Ford  said  the 
FCC  plans  to  restrict  vhf  boosters  to 
1 watt  (but  directionalized),  require 
them  to  protect  regular  tv  stations  from 
interference  and  to  transmit  on  a chan- 
nel other  than  that  of  the  originating 
station,  give  them  no  protection  from 


translators  or  from  each  other  and  re- 
quire them  to  be  turned  off  when  the 
originating  station  leaves  the  air. 

Vincent  Wasilewski,  NAB  director  of 
government  affairs,  said  boosters  should 
be  encouraged,  but  should  not  be  al- 
lowed to  become  a deterrent  to  con- 
struction of  a live  tv  facility. 

Rex  Howell,  owner-manager  of 
KREX-TV  Grand  Junction  and  KREY- 
TV  Montrose,  both  Colorado,  favored 
the  booster  bill,  but  also  asked  that 
catv  systems  be  licensed.  Mr.  Howell 
said  his  stations  have  not  asked  the 
networks  for  higher  rates  for  its  “bonus” 
booster  audience,  but  may  later. 

Higher  Power  ■ A number  of  wit- 
nesses suggested  vhf  boosters  be  allowed 
higher  power  than  1 watt.  Some  also 
were  critical  of  catv  systems,  but  Rep. 
Harris  said  that  question  would  not  be 
considered  this  year  in  view  of  Senate 
action  to  shelve  a bill  to  license  catv 
(Broadcasting,  May  23). 

Others  favoring  the  bill:  Reps.  Byron 

L.  Johnson  (D-Colo.),  Keith  Thompson 
(R-Wyo.),  Henry  A.  Dixon  (R-Utah), 
Walt  Horan  (R-Wash.),  David  S.  King 
(D-Utah),  Donald  F.  McGinley  (D- 
Neb.)  Wayne  Aspinall  (D-Colo.)  and 
Stewart  Udall  (D-Ariz.);  Sens.  Gordon 
Allott  (R-Colo.),  John  A.  Carroll  (D- 
Colo.),  Frank  Moss  (D-Utah),  Frank 
Church  (D-Idaho)  and  Gale  McGee  (D- 
Wyo.);  James  Beamer,  Livingston, 
Mont.,  Tri-State  Repeater  Assn.;  Harris 

M.  Thomason,  Washington  State  Tv 
Reflector  Assn.;  Warner  Spencer,  rep- 
resenting booster  operators  in  Idaho; 
Kendrick  Harward,  Utah  Tv  Repeater 
Assn.;  Ray  Nash,  Uintah  County,  Utah, 
county  attorney;  Eugene  M.  Ewing  and 
Jack  Bretey,  Wyoming  Tv  Repeater 
Assn. 

Mr.  Shapp  said  Jerrold  has  felt  vhf 
boosters  would  cause  “chaotic”  interfer- 
ence conditions,  seriously  degrade  tv 
allocations,  discourage  new  vhf  broad- 
cast stations  in  secondary  markets  and 
destroy  uhf  broadcasting  stations. 
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TV  SETBACK  IN  CATV  SQUABBLE 

Judge  rules  broadcasters  have  no  common 
law  property  rights  in  their  signals 


Broadcasters  have  no  common  law 
property  rights  in  their  programs,  a 
Montana  judge  has  ruled. 

The  decision  was  issued  by  state  dis- 
trict judge  W.W.  Lessley  May  31.  It 
resulted  from  a lawsuit  by  Ed  Craney’s 
Z-Bar  Net  Inc.  and  Television  Mon- 
tana Inc.  (KXLF-TV  Butte,  Mont.) 
against  the  catv  system  in  Helena, 
Mont. 

A decision  whether  to  appeal  was 
being  weighed  by  Mr.  Craney  at  the 
end  of  last  week. 

The  decision  is  considered  of  major 
significance,  since  it  is  the  first  court 
determination  of  the  rights  of  broad- 
casters in  their  signal. 

The  lower  court  judge  ruled  that 
KXLF-TV  has  no  property  interest  “by 
copyright  or  otherwise”  in  any  pro- 
grams broadcast  or  in  any  “signals  or 
programs”  received  on  the  catv  system. 

He  said  that  the  broadcasting  of  pro- 
grams by  KXLF-TV  and  the  rebroad- 
cast of  such  programs  by  KFBB-TV 
Great  Falls,  Mont.,  has  made  them 
public  within  the  meaning  of  Montana 
law  (Sec.  67-1107). 

KFBB-TV  rebroadcasts  some  KXLF- 
TV  programs  with  permission.  The 
Helena  cable  company  picks  up  KFBB- 
TV  signals  and  feeds  them  to  its  3,000- 
odd  subscribers. 

Judge  Lessley  said  that  the  activities 
of  the  Helena  catv  system  “do  not  con- 
stitute an  infringement  upon,  or  a viola- 
tion of,  any  rights  or  privileges  of  . . . 
the  plaintiffs  in  this  action.” 

Mr.  Craney  brought  the  lawsuit  in 
December  1958.  It  was  argued  last 
February. 

Mr.  Craney  also  owns  KXLJ-TV 
Helena.  This  station  operates  as  a 
satellite  of  KXLF-TV.  It  left  the  air 
for  six  months  in  1959  but  resumed 
operation  in  August  of  that  year  after 
it  successfully  stopped  the  Helena 
cable  company  from  bringing  in  out- 
side signals  via  microwave  relay. 

Other  Suits  More  Significant  ■ Com- 
munications lawyers  stressed  that  this 
ruling  is  by  a “court  of  first  instance” 
and  should  not  be  construed  as  the  last 
word  on  the  subject. 

They  also  emphasized  that  Judge 
Lessley’s  findings  relate  only  to  Mon- 
tana law  and  ar&  concerned  only  with 
common  law  rights. 

They  pointed  out  that  a more  signifi- 
cant case  is  that  instituted  last  year  by 
the  three  Salt  Lake  City  tv  stations 
against  the  catv  system  in  Twin  Falls, 
Idaho.  In  this  litigation  the  tv  stations 
have  charged  the  Twin  Falls  cable 


company  with  pirating  their  signals. 

In  preparation,  it  is  widely  known, 
is  a copyright  infringement  suit  by 
United  Artists  against  an  unidentified 
cable  company  (Closed  Circuit,  May 
23).  It  is  understood  this  will  charge 
catv  operators  with  using  copyrighted 
material,  leased  to  regular  tv  stations, 
without  payment  of  royalties  to  the 
copyright  holder. 

Tower  tussle  looms 
as  FAA  rejects  plan 

The  role  of  the  Federal  Aviation 
Agency  in  deciding  the  placement  of 
radio  and  television  antenna  towers 
was  debated  last  week  in  comments  to 
FCC  proposed  rulemaking  on  process- 
ing of  cases  involving  possible  air  navi- 
gation hazards. 

The  commission’s  proposed  rulemak- 
ing stemmed  from  a recommendation 
by  the  FAA  that  the  Airspace  Division 
(comprised  of  government  agency  rep- 
resentatives, including  the  FCC),  be 
abolished  and  that  applications  for  an- 
tenna structures  which  require  “special 
aeronautical  study”  be  referred  to  the 
aviation  agency. 

However,  the  FAA  in  comments  filed 
last  week  showed  keen  displeasure  at 
the  FCC’s  interpretation  of  the  aviation 
agency’s  role  as  arbiter  in  air  naviga- 
tion hazard  cases.  It  had  originally 
contemplated,  FAA  said,  that  its  find- 
ings would  be  established  during  FAA 
proceedings  and  would  be  forwarded 
to  the  FCC  for  use  in  determining  pub- 
lic interest  considerations.  The  proposed 
rulemaking  indicated  that  “these  find- 
ings will  be  treated  only  as  recommen- 
dations on  the  question  of  aeronautical 
hazards  and  that  the  FCC  will  make 
final  decisions.”  FAA  requested  that 
the  commission  not  adopt  the  rulemak- 
ing “in  its  present  form.” 

The  Other  Side  ■ Broadcasters’  views 
opposing  the  rulemaking  were  summed 
up  by  the  Federal  Communications 
Bar  Assn.  “Spokesmen  for  aviation  in- 
terests, FCBA  said,  “have  expressed 
the  opinion  that  the  authority  vested  in 
the  FCC  was  withdrawn  and  vested  in 
the  FAA  and  that  the  FAA  has  exclu- 
sive jurisdiction  to  pass  upon  location, 
height,  marking  and  illumination  of 
radio  and  tv  towers.  If  this  is  so,  ap- 
plicants before  the  FCC  would  be  de- 
prived of  a full  and  complete  hearing 
upon  the  record  as  requested  by  the 
Administrative  Procedure  Act  and 
would  be  deprived  of  their  right  to  ap- 
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peal  to  courts  for  judicial  review.  . . 
The  FCBA  pointed  out  that  under  the 
precedures  of  the  Airspace  committee, 
broadcasters  were  represented  by  the 
FCC  and  the  NAB.  Even  though  the 
NAB  has  no  vote,  and  the  FCC  does 
not  vote  on  broadcast  matters,  there  is 
still  broadcast  representation. 

Storer  Broadcasting  Co.  underlined 
the  importance  of  such  representation 
which,  it  said,  “acts  as  a necessary  re- 
straint on  extreme  or  uninformed  de- 
cisions based  solely  on  aviation  con- 
venience.” Until  “adequate  procedural 
safeguards”  are  established,  Storer  said, 
it  will  oppose  “any  change  of  forum” 
which  would  make  it  more  difficult  for 
broadcasters  to  secure  objective  deci- 
sions on  tower  proposals. 

On  the  request  of  the  Federal  Com- 
munications Consulting  Engineers  the 
FCC  extended  time  for  filing  comments 
to  July  22  and  for  filing  reply  com- 
ments to  July  5. 

Coral  Tv  favored 
for  Miami  ch.  6 

A grant  of  ch.  6 Miami  to  Coral  Tv 
Corp.  would  result  in  a far  greater 
benefit  to  the  people  of  that  community 
than  would  grants  to  competing  appli- 
cants Publix  Tv  Corp.  and  South 
Florida  Amusement  Co.,  the  FCC’s 
Broadcast  Bureau  said  last  week. 
“This  benefit  is  so  self-evident  that  we 
believe  it  is  entitled  to  great  weight 
in  the  over-all  comparative  process,” 
the  bureau  stated  in  filing  proposed 
findings  for  consideration  of  the  hear- 
ing examiner. 

Because  of  their  proposed  transmit- 
ter locations  in  Perrine  and  tower 
height  limitations,  Publix  and  South 
Florida  Grade  A signals  would  cover 
only  a small  portion  of  Miami  proper, 
the  Broadcast  Bureau  said. 

The  other  two  applicants,  on  the 
other  hand,  hit  the  Coral  site.  Publix 
also  claimed  that  Coral  has  failed  to 
establish  its  financial  and  technical 
qualifications  and  that  South  Florida 
is  “vastly  inferior”  because  of  its  “ex- 
tremely curtailed  program  schedule.” 

South  Florida  maintained  that  Coral 
had  deliberately  concealed  its  construc- 
tion costs  and  had  attempted  to  achieve 
unfair  advantage  over  the  other  two 
applicants.  The  applicant  claimed  a 
“strong  preference”  on  past  broadcast 
experience,  integration  of  ownership, 
programming  and  policy  planning. 

Coral,  in  turn,  hit  the  financial  quali- 
fications of  Publix  because  of  its  de- 
pendance  on  a substantial  loan  from 
Irving  Kipnis.  The  bureau  ruled,  how- 
ever, that  Mr.  Kipnis’  relationship  with 
Publix  was  the  same  as  Coral’s  with 
two  banks. 
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NEW  NBC  ROADBLOCK:  REP.  CELLER 

New  Yorker  tells  FCC  to  take  close  look  at  NBC-RKO  deal 


The  move  of  NBC  to  acquire  tv  sta- 
tions in  Boston  and  San  Francisco  ran 
into  a peppery  obstacle  last  week  in  the 
person  of  Rep.  Emanuel  Celler  (D- 
N.Y.),  chairman  of  the  House  Judiciary 
Committee  and  of  its  antitrust  subcom- 
mittee. 

The  New  Yorker  told  the  FCC  that 
it  better  take  a long,  hard  look  at  the 
multiple  transactions  involved  in  the 
NBC-RKO  General  exchanges.  These 
involve  the  network’s  Philadelphia  and 
Washington  stations  and  RKO’s  Boston 
stations,  and  NBC’s  buy  of  KTVU  (TV) 
in  San  Francisco. 

Mr.  Celler  left  the  definite  impres- 
sion in  his  June  6 letter  to  FCC  Chair- 
man Frederick  W.  Ford,  that  the  com- 
mission better  turn  them  down. 

This  was  Mr.  Celler’s  second  public 
utterance  on  the  NBC  moves.  The  first 
! came  several  weeks  ago  when  he 
figuratively  threw  up  his  hands  because 
the  Dept,  of  Justice  did  not  oppose  the 
transactions  (Broadcasting,  June  6, 
May  23). 

He  said  then  that  he  was  thinking  of 
reopening  his  investigation  of  networks 
and  the  FCC’s  regulation  of  them.  He 
pointed  particularly  to  option  time. 

Meanwhile,  NBC  and  Westinghouse 
engaged  in  a verbal  slugging  match 
which  took  place  in  court  and  outside. 

Right  to  Intervene  ■ Westinghouse 
argued  June  9 before  Judge  William  H. 
Kirkpatrick  in  U.S.  District  Court  in 
Philadelphia  that  it  had  the  right  to 
intervene  as  a party  in  the  NBC  con- 
sent decree  because  if  NBC  acquired 
RKO’s  WNAC-AM-TV  and  WRKO 
i (FM)  in  Boston,  Westinghouse’s  WBZ- 
j TV  there  would  lose  its  NBC  affiliation. 
It  claimed  that  NBC’s  acquisitions  in 
Boston  and  San  Francisco  permit  the 
network  to  acquire  five  stations  in  the 
! top  eight  U.S.  markets,  the  very  thing 
the  government’s  antitrust  suit  was 
meant  to  stop. 

The  Westinghouse  petition  was  op- 
j posed  by  NBC  and  the  Justice  Dept. 
Judge  Kirkpatrick  took  the  petition 
under  advisement. 

During  the  course  of  the  argument, 
Philadelphia  attorney  Bernard  Segal, 
counsel  for  NBC,  characterized  as 
“falsehood”  the  assertions  in  the 
Westinghouse  briefs  that  it  had  Jus- 
tice Dept,  approval  to  intervene  and 
then  that  the  department  had  “shifted 
its  position.” 

This  same  argument  was  given  - by 
the  San  Francisco  Chronicle  (KRON- 
TV  San  Francisco)  for  withdrawing 
its  petition  to  intervene.  It,  too,  is  the 
NBC  affiliate  there. 


The  Chronicle  said  it  had  been  ad- 
vised that  the  Justice  Dept,  would  not 
oppose  its  attempt  to  intervene.  It  said 
that  no  useful  purpose  would  be  served 
by  attempting  to  make  its  case,  if  it 
could  not  be  a party  to  the  action. 
This  was  in  response  to  Justice  Dept.’s 
comment  to  the  court  that  the  Chron- 
icle pleading  be  heard  and,  if  war- 
ranted, order  the  government  to  submit 
such  evidence. 

The  result,  the  Chronicle  said,  would 
be  a proceeding  to  adjudicate  its  claims 
in  which  it  could  not  participate  as  a 
party  and  in  which  NBC  and  the  Jus- 
tice Dept,  would  be  in  control  of  the 
presentation.  Since  these  two  are  al- 
ready committed  to  the  belief  that  the 
consent  judgment  has  not  been  violated, 
such  a proceeding  would  be  adversary 
“in  name  only.” 

Fight  on  Other  Fronts  ■ The 

Chronicle  announced  it  would  pursue 
“the  appropriate  relief  before  other 
tribunals.”  This  was  taken  to  mean 


that  it  would  object  to  the  KTVU 
sale  before  the  FCC,  and  if  that  fails, 
before  the  courts. 

The  basis  for  the  NBC  and  Justice 
opposition  to  permitting  intervention 
was  that  the  consent  judgment  applied 
only  to  parties  in  the  original  anti- 
trust complaint.  Mr.  Segal  stressed  that 
the  government  suit  and  consent  de- 
cree was  directed  specifically  to  al- 
leged methods  (use  of  network  affilia- 
tion powers)  rather  than  the  accomp- 
lishment of  NBC’s  purported  goal  to 
acquire  tv  outlets  in  the  five  out  of 
eight  top  markets.  Bernard  Hollander 
represented  the  Justice  Dept. 

The  NBC-Westinghouse  exchange 
continued  in  public  with  statements 
issued  after  the  court  session.  Westing- 
house repeated  its  allegations,  and 
NBC  responded  that  the  attack  com- 
prised “false  and  malicious”  charges 
and  reflected  on  the  Justice  Dept. 

In  addition  to  the  Philadelphia- 
Boston  stations  exchanges  and  the  net- 


NO,  THIS  IS  “KNOE-LAND” 


(embracing  industrial,  progressive 
Arkansas,  West  Mississippi) 

JUST  LOOK  AT  THIS  MARKET  DATA 


North  Louisiana,  South 


Population  1,520,100 

Households  423,600 

Consumer  Spendable  Income 

$1,761,169,000 
Food  Sales  $ 300,486,000 


Drug  Sales  $ 40,365,000 

Automotive  Sales  $ 299,539,000 

General  Merchandise  $ 148,789,000 

Total  Retail  Sales  $1,286,255,000 


KNOE-TV  AVERAGES  79.1%  SHARE  OF  AUDIENCE 

According  to  March  1960  ARB  we  average  79.1%  share  of  audience  from  9 a.m.  t 
midnight  7 days  a week. 

CBS  • ABC 
A James  A.  Noe  Station 
Represented  by 
H-R  Television,  Inc. 


KNOE-TV 

Channel  8 
Monroe,  Louisiana 


Photo:  " The  29,000  barrel-per-day  refinery  of  the  Lion  Oil  Division,  Monsanto  Chemical  Company  at 
El  Dorado,  Arkansas,  where  more  than  90  petroleum  products  are  made 
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ONLY  the  only  home  owned  pri- 
mary network  affiliate  can  be  so 
at  HOME  in  the  heart  of  Cen- 
tral California  ...  to  program 
best  to  get  you  results  where 
they  count.* 

*Networkwise,  of  3 TV  stations  here, 
KJEO  delivers  to  this  billion  dollar 
market  3 of  the  top  10  network  shows. 
Add  to  this  locally  6 of  the  top  10 
syndicated  programs  and  you  know 
why  this  market  looks  first  to  KJEO. 

(Source:  Current  Nielsen) 

Check  for  yourself,  KJEO-TV  rates 
are  still  right  with  the  lowest.  See 
your  H-R  Representative  now  for 
your  prime  time  buys. 


Fresno,  California 

J.  E.  O’Neill  — President 
Joe  Drilling  — Vice  President 

and  General  Manager 
W.O.  Edholm — Commercial  Manager 
See  your  H-R  representative  HR«# 


Rep.  Celler 

As  one  chairman  to  another 


work’s  $7.5  million  buy  of  KTVU, 
the  transactions  include  RKO  General 
paying  $11.5  million  for  NBC’s  WRC- 
AM-FM-TV  Washington,  D.C.,  and 
Crowell-Collier  Publishing  Co.  buying 
RKO  General’s  WGMS-AM-FM  Wash- 
ington, D.C.,  for  $1.5  million  (Broad- 
casting, June  6). 

Mr.  Celler’s  letter  to  FCC  Chairman 
Ford  recalled  that  after  the  1957  anti- 
trust subcommittee  hearings  the  com- 
mittee had  found  that  the  FCC  was 
“derelict”  in  approving  the  NBC-West- 
inghouse  exchanges  without  a hearing. 

NBC  and  Westinghouse  exchanged 
stations  in  1955  with  Westinghouse 
turning  over  to  the  network  its  Phila- 
delphia outlets  and  being  given  the 
NBC  stations  in  Cleveland  plus  $3  mil- 
lion. This  was  the  genesis  of  the  gov- 
ernment antitrust  suit,  alleging  NBC 
pressured  Westinghouse  into  agreeing 
to  the  swap.  This  suit  was  concluded 
last  year  when  NBC  signed  a consent 
decree  which  required  among  other 
things  that  the  network  dispose  of  the 
Philadelphia  outlets. 

The  New  Yorker  termed  the  answer 
he  received  from  the  Justice  Dept,  on 
its  reasons  for  not  opposing  the  NBC- 
RKO  exchanges — and  NBC’s  purchase 
of  KTVU  (TV)  San  Francisco  (Broad- 
casting, June  6) — “a  matter  of  pro- 
found concern.” 

‘Decree  Worthless’  B “It  is  now  evi- 
dent,” he  wrote,  “that  the  consent  judg- 


ment entered  in  the  NBC-Westinghouse 
case  is  worthless  for  all  practical  pur- 
poses.” He  said  that  the  basis  of  the 
government’s  case  was  that  NBC  con- 
spired to  acquire  tv  stations  in  five  of 
the  eight  leading  markets.  “Acquisition 
by  NBC  of  tv  stations  in  Boston  and 
San  Francisco  would  mean,  in  sum, 
that  this  object  had  been  achieved,”  he 
said. 

Referring  to  the  Justice  Dept.’s  mes- 
sage to  him  two  weeks  ago,  which  ex- 
plained that  although  it  had  found  no 
basis  to  object,  the  FCC’s  attitude  might 
be  different,  Mr.  Celler  said: 

“In  light  of  the  foregoing  considera- 
tions it  would  appear  imperative  that  the 
commission  in  examining  NBC’s  pro-  i 
posals  to  acquire  stations  in  Boston  and 
San  Francisco  first  give  the  most  care- 
ful weight  to  the  antitrust  history  of 
NBC  and  its  parent,  RCA,  and  second,  1 
‘administer  its  regulatory  responsibility 
. . . in  the  light  of  the  purposes  which 
the  Sherman  Act  was  designed  to 
achieve’.”  The  quote  was  from  the 
Dept,  of  Justice’s  letter  to  Mr.  Celler.  1 

Mr.  Celler  cited  the  “unusual  num-  8 
ber”  of  antitrust  complaints  and  viola-  i 
tions  in  which  NBC  and  RCA  had  i 
been  involved  and  said  there  should  be  : 
a determination  of  whether  or  not  a 
violation  of  law  exists. 

He  asked  that  the  FCC  keep  the  anti- 
trust committee  apprised  of  develop-  ij 
ments. 

Senate  group  studies 
Carroll  4ex  parte’  bill 

The  Senate  Administrative  Proce-  ; 
dures  & Practices  Subcommittee  last  B 
week  heard  two  witnesses  testify  on  a 
bill  (S  2374)  introduced  last  year  by  its  s 
chairman,  John  A.  Carroll  (D-Colo.),  ; 
to  prohibit  ex  parte  contacts  in  proceed-  r| 
ings  by  federal  regulatory  agencies. 

Sen.  William  Proxmire  (D-Wis.)  was  ! 
100%  in  favor  of  the  bill.  Donald  C.  i 
Beelar,  representing  the  American  Bar  i 
Assn.,  said  he  approved  the  intent  of 
the  bill,  but  planned  to  submit  amend-  j 
atory  language. 

The  Carroll  bill  applies  to  adjudica-  | 
tory  hearings  and  prohibits  off-the-rec-  ) 
ord  contacts  by  agency  members  and  j 
hearing  examiners.  They  are  required  !i 
to  make  written  communications — and 
summaries  of  oral  communications — a 
part  of  the  record,  with  failure  to  do  so 
a possible  cause  for  disqualification,  j 
censure,  suspension  or  removal  from  I 
office.  Willful  violators  would  be  fined  j 
$10,000  and  sentenced  to  a year’s  im- j 
prisonment. 

It  also  forbids  any  person  to  com-  | 
municate  privately,  directly  or  indirect- 
ly, with  an  agency  member  or  hearing  m 
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examiner  involved  in  deciding  the  case, 
“with  intent  to  influence”  considera- 
tion or  decision  of  a proceeding.  Will- 
ful violators  would  be  subject  to  a fine 
of  $10,000  and  a year’s  imprisonment, 
and  violation  would  be  considered 
“good  cause”  for  disqualification  of  any 
offending  party  to  a proceeding. 

Steel  man  suggested 
by  Sen.  Scott  for  FCC 

A new  name  was  thrown  into  the 
speculation  over  who  would  be  named 
to  fill  the  FCC  vacancy  when  Sen. 
Hugh  Scott  (R-Pa.)  announced  that  he 
had  recommended  T.  Newell  Wood  of 
Wilkes-Barre,  Pa.,  to  the  President. 

Mr.  Wood,  50  years  old,  is  president 
of  the  Pressed  Steel  Co.  of  Wilkes- 
Barre.  He  is  a former  state  senator, 
county  commissioner,  and  served  as 
campaign  manager  for  Sen.  Scott  and 
Arthur  T.  McGonigle,  unsuccessful 
Republican  candidate  for  governor  of 
Pennsylvania,  in  1958. 

FCC  tosses  curve 
on  engineering  curves 

The  FCC  last  week  banked  heavily 
on  its  tv  engineering  curves  and  de- 
cided to  veer  off  in  another  direction. 
It  also  said  that  the  deadline  for  com- 
ments on  these  standards,  as  well  as  on 
its  proposal  to  drop-in  vhf  tv  channels 
at  less  than  present  mileage  separa- 
tions would  be  postponed  from  June 
20  to  Sept.  1. 

The  change  took  place  after  a June 
3 meeting  of  an  advisory  group  of  com- 
munications engineers  with  FCC  Chief 
Engineer  Edward  W.  Allen  Jr. 

The  revisions  of  the  FCC’s  proposed 
engineering  curves,  issued  last  month, 
were  understood  to  range  from  sig- 
nificant variations  to  minor  revisions 
which  would  result  in  no  serious  dif- 
ferences— depending  on  the  engineer 
with  whom  the  changes  were  discussed. 

The  technical  changes,  which  will 


Awaiting  action 

It  was  reported  in  the  June  6 
issue  of  Broadcasting  that  the 
FCC  had  sent  a letter  to  KTVU 
(TV)  San  Francisco  questioning 
the  station’s  “promise  vs.  per- 
formance.” Such  an  inquiry,  in 
connection  with  KTVU’s  appli- 
cation for  an  original  license,  has 
been  drafted  by  the  commission 
staff  but  no  action  has  been  taken 
on  its  disposition. 

The  inquiry  was  on  the  agenda 
for  the  June  1 FCC  meeting  but 
was  withdrawn  at  the  last  minute 
by  Broadcast  Bureau  Chief  Harold 
Cowgill.  The  letter  still  is  in  the 
“active  file”  but  whether  the  offi- 
cial inquiry  will  be  made  in  any 
form  has  not  been  decided.  The 
letter  had  been  listed  in  prelim- 
inary minutes  of  the  meeting  as 
having  been  approved,  an  FCC 
source  reported. 

KTVU  furnished  a composite 
week  of  programming  after  the 
commission  requested  the  infor- 
mation which  normally  is  re- 
quired only  as  a part  of  the 
application  for  license  renewal. 
The  San  Francisco  station  has 
been  operating  with  a construc- 
tion permit  since  March  1958  and 
has  never  been  licensed. 


correlate  the  service  field  computations 
for  high  band  vhf  with  tropospheric 
curves,  should  be  issued  in  about  two 
or  three  weeks,  Mr.  Allen  said. 

All  other  changes  in  the  technical 
standards,  particularly  those  involving 
the  low-band  vhf,  remain  as  issued  last 
May,  it  was  announced. 

Opposition  to  acceptance  of  the 
standards  as  previously  issued  was  led 
by  A.  Earl  Cullum  Jr.,  Dallas  con- 
sulting engineer.  His  point  of  view  was 
accepted  by  the  Radio  Propagation  Ad- 
visory Committee,  which  was  the 
group  which  met. 
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Offices  To  Better  Serve  You  . . . 


CINCINNATI,  O. 


Paul  E.  Wagner,  Fifth  Third  Bank  Bldg., 
DUnbar  1-7775 


WEST  COAST 


Lincoln  Dellar  & Co.,  Santa  Barbara,  Calif., 
WOodland  9-0770 
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" Pick  Of  The  Crop” 
and 

Growing  All  The  Time! 

Advantage  of 
Advertising 

In  Northern  Michigan's 
Paul  Bunyanland 


A Tall  Tale  and  True 


1941  WICM  Radio,  Traverse  City 

1945  WATT  Radio,  Cadillac 

1946  WATZ  Radio,  Alpena 

1947  WMBN  Radio,  Petoskey 
1950  WATC  Radio,  Gaylord 
1954  WPBN-TV,  Traverse  City 
1959  WTOM-TV,  Cheboygan 

Serving 

89,654  Television  Homes 
72,670  Radio  Homes 

Paul  Bunyan  Network 

Les  Biederman 
General  Manager 

national  representatives 

Venard,  Rintoul  & McConnell 
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EQUIPMENT  & ENGINEERING 

WHAT  RADIO  SPENDS  ON  EQUIPMENT 

Collins  study  predicts  annual  expenditures  of  over  $17  million 


“The  expansion  plans  of  broadcas- 
ters for  the  60’s  show  that  the  broad- 
casting industry  is  optimistic  and  vig- 
orous,” Collins  Radio  Co.,  Cedar  Rap- 
ids, Iowa,  states  today  (Monday)  in  re- 
leasing details  of  its  extensive  U.  of 
Illinois  survey  of  radio  broadcast  tech- 
nical facilities  and  station  assets 
throughout  the  U.S. 

The  study  also  shows  how  much  the 
average  station  expects  to  spend  for 
new  equipment  and  furnishings,  equip- 
ment amortization  and  replacement 
practices  and  trends  in  leasing  of  facili- 
ties. 

“There  is  every  indication  to  believe 
fm  has  actually  turned  the  corner 
which  has  been  so  long  predicted,”  the 
study  also  concluded.  This  is  based  on 
plans  for  fm  equipment  purchases  by 
existing  and  new  stations  in  the  amount 
of  some  $3  million  annually  for  the 
next  several  years.  One-third  of  the 
existing  fm  stations  plan  an  average 
equipment  purchase  of  $10,635  each 
this  year,  the  survey  says. 

Assets  of  all  radio  stations  in  the 
U.S.  (am  and  fm,  commercial  and 
educational)  total  approximately  $346 
million,  the  study  claims.  Of  this, 
43.88%  or  about  $152  million  (at  cur- 
rent value)  is  in  technical  equipment, 
including  transmitters,  antennas  and 
phasing  equipment,  studio  and  speech 
equipment,  etc.  The  same  equipment,  if 
purchased  new  today,  would  cost 
about  $253  million. 

Station  Investment  ■ On  a per-station 
basis,  the  total  investment  averages 
$90,381.  Of  this,  an  average  of  $39,- 
659  is  for  technical  equipment  at  its 
current  condition  and  value  (this  is 
60%  of  estimated  replacement  cost). 

For  the  immediate  future,  the  re- 
placement market  for  radio  broadcast 
equipment  (excluding  studio  furni- 
ture and  equipment)  should  average 
about  $14.5  million  per  year,  the 
study  finds.  This  “greatly  exceeds  the 
purchases  by  new  stations,”  Collins 
notes,  which  when  included  swells  the 
total  annual  outlay  to  more  than  $17 
million. 

In  the  next  12  months,  am  stations 
will  spend  $3.19  million  for  replace- 
ment transmitters  and  parts.  The  av- 
erage age  of  am  transmitters  now  in 
use  is  7.7  years,  the  study  shows,  with 
16.88  years  the  average  life  reached 
before  replacement  (see  table,  below), 
The  study  indicates  fewer  used  am 
transmitters  will  find  their  way  into 


the  market  in  the  immediate  future  as 
more  stations  keep  their  old  trans- 
mitters for  use  as  stand-by  auxiliaries 
when  they  purchase  new  transmitters. 

Of  all  am  stations,  an  average  ex- 
penditure of  $1,690  per  station  is  an- 
ticipated this  year  for  studio  sound 
equipment.  Another  $746  also  is  an- 
ticipated for  studio  furniture  and  fix- 
tures for  each  station  this  year.  The 
study  says  that  to  this  can  be  added  an 
average  of  $2,101  for  equipment  and 
$1,172  for  furniture  and  fixtures  per 
station  for  the  200  new  stations  ex- 
pected to  take  the  air  during  the  next 
12  months.  Tv  stations  anticipate  an- 
other collective  $1.7  million  in  studio 
equipment  purchases. 

Studio  Outlays  ■ Thus,  the  study 
notes,  total  sales  of  studio  equipment 
for  the  radio-tv  industry  “promises  to 
be  approximately  $7.25  million  for  the 
year”  and  sales  of  studio  furniture  and 
fixtures  for  radio  just  under  $3  mil- 
lion. 

The  Collins  study  is  based  on  a de- 
tailed questionnaire  survey  of  all  U.S. 
am  and  fm  stations.  The  response  was 
29.9%.  Replies  were  anonymous.  The 
study  was  sponsored  by  Collins  but  con- 
ducted independently  by  Frank  John- 
son, member  of  the  U.  of  Illinois 
marketing  faculty  and  director  of  In- 
dustrial Marketing  Studies,  Urbana, 
111.  There  was  no  identification  of  Col- 
lins in  the  survey  questionnaires,  which 
were  mailed  from  Urbana. 

The  survey  shows  that,  based  on  the 
average  of  all  radio  stations,  30.2% 
lease  all  or  part  of  their  land,  15.9% 
lease  buildings,  30.4%  lease  office 
space,  and  8.3%  lease  vehicles  (see 
table  below).  The  study  shows  radio 

Radio:  age  & replacement 

Over-all  Stations  planning  to  replace: 
average  Beforefull  Afterfull 

age  in  years  depreciation  depreciation 
(percent)  (percent) 

Transmitter  10.5  16.6  83.4 

Studio  equipment  9.1  23.1  76.9 

Studio  furniture 

& fixtures  9.3  21.5  78.5 


Leasing  status  in  radio 

(Average  of  all  radio  stations) 


Per  cent 

Current 

Value  as  a 

of  stations 

dollar 

per  cent 

'"leasing 

value  of 

of  total 

Type  of  asset 

all  or  part 

assets 

assets 

Technical  equipment 

0.0 

39,659 

43.9 

Land 

30.2 

7,113 

7.9 

Buildings 

15.9 

11,397 

12.6 

Office  space 

3QA 

5,956, 

6.6  - 

Vehicles 

8.3 

3,272 

3.6 

All  other  assets 

Not  leasing  any  assets  54.9 

22,993 

25.4 

Total  assets 

90,390 

100.0 

stations  reported  no  leasing  of  technical 
equipment.  The  survey  indicates  that 
stations  of  1 kw  or  less  have  a higher 
frequency  of  leasing  land,  buildings  and 
office  space  than  do  larger  stations. 
More  leasing  is  done  by  the  newer  sta- 
tions, which  have  a greater  proportion 
of  owned  assets  in  technical  equipment 
and  a smaller  proportion  of  assets  in 
buildings  and  other  assets  such  as  good 
will,  franchises  and  accounts  receivable. 
The  survey  provides  a breakdown  of 
leasing  practices  by  size  of  station  and 
by  size  of  market  (see  tables  on  op- 
posite page)  as  well  as  by  age  of  sta- 
tion. 

The  study  notes  that  the  FCC  esti- 
mates 200  new  stations  will  be  added 
yearly  for  the  next  few  years,  eventually 
reaching  about  5,500  radio  stations. 
The  250-w  class  of  stations  show  the 
greatest  tendency  for  replacement  of 
their  transmitter,  the  study  states,  and 
depending  upon  FCC  approvals,  the 
most  replacements  may  be  1 kw  trans- 
mitters even  though  many  of  the  250-w 
stations  say  they  plan  to  replace  their 
present  transmitters.  After  another  four 
years  these  replacement  sales  would  in- 
crease about  10%  each  year  over  the 
previous  year,  the  study  predicts. 

50-kw  Outlets  Well  Set  ■ About  76% 
of  the  50-kw  stations  reported  they  have 
been  on  the  air  20  years  or  longer,  but 
over  one-half  of  these  reported  their 
transmitter  is  less  than  10  years  old. 
More  than  one-third  said  they  purchased 
their  transmitters  within  the  last  two 
years. 

For  all  radio  stations,  the  study 
shows,  the  anticipated  expenditure  for 
replacement  of  transmitters  over  the 
next  five  years  averages  $2,630  per  sta- 
tion. Those  stations  located  in  a market 
area  of  under  100,000  population  aver- 
age $1,756  per  station;  those  in  areas 
of  100,000  to  500,000  average  $2,771 
per  station,  and  those  in  market  areas 
of  a half  million  or  more  average 
$5,248. 

Concerning  the  trend  to  use  old 
transmitters  for  auxiliaries,  the  study 
estimates  that  by  the  end  of  1961  there 
will  be  1,256  am  stations  with  stand-by 
transmitters.  This  is  based  on  the  num- 
ber of  those  now  having  auxiliaries  and 
those  who  reported  they  will  obtain 
them  during  the  next  two  years. 

The  survey  found  that  the  average 
radio  station  was  forced  off  the  air  5.1 
times  last  year  because  of  technical  dif- 
ficulties other  than  power  failure.  Off- 
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of  assets  and  frequency  of  leasing 


Proportion 


According  to  station  power 


Per  cent 

Current 

Valueas  a 

of  stations  dollar 

per  cent 

leasing 

value  of 

of  total 

Type  of  asset  all  or  part 

assets- 

assets 

UP  TO  250  WATTS  AM 
Technical  equipment  0.0 

22,886 

37.3 

Land 

32.9 

5,277 

8.6 

Buildings 

19.1 

8,651 

14.1 

Office  space 

33.3 

4,356 

7.1 

Vehicles 

8.0 

2,209 

3.6 

All  other  assets 

17,978 

29.3 

Not  leasing  any  assets 

63.1 

Total  assets 

61,357 

100.0 

500  WATTS  AM 

Technical  equipment 

0.0 

24,138 

43.7 

Land 

29.7 

4,474 

8.1 

Buildings 

18.8 

6,739 

12.2 

Office  space 

32.8 

3,756 

6.8 

Vehicles 

10.9 

2,099 

3.8 

All  other  assets 

13,975 

25.3 

Not  leasing  any  assets 
Total  assets 

50.1 

55,181 

99.9 

1,000  WATTS  AM 

Technical  equipment 

0.0 

33,088 

45.2 

Land 

37.3 

5,344 

7.3 

Buildings 

16.3 

9,077 

12.4 

Office  space 

32.1 

5,271 

7.2 

Vehicles 

7.5 

3,075 

4.2 

All  other  assets 

17,276 

23.6 

Not  leasing  any  assets 
Total  assets 

52.4 

73,131 

99.9 

5,000  WATTS  AM 

Technical  equipment 

0.8 

70,754 

46.1 

Land 

24.4 

13,199 

8.6 

Buildings 

10.6 

17,497 

11.4 

Office  space 

27.6 

9,976 

6.5 

Vehicles 

6.5 

5,525 

3.6 

All  other  assets 

36,681 

23.9 

Not  leasing  any  assets 
Total  assets 

53.7 

153,632 

100.1 

Per  cent 

Current 

Value  as  a 

of  stations 

dollar 

per  cent 

leasing 

value  of 

of  total 

Type  of  asset  all  or  part 

assets 

assets 

10,000  TO  20,000  WATTS  AM 
Technical  equipment  0.0 

100,462 

46.0 

Land 

16.7 

15,288 

7.0 

Buildings 

13.9 

20,529 

9.4 

Office  space 

25.0 

10,483 

4.8 

Vehicles 

16.7 

4,368 

2.0 

All  other  assets 

67,266 

30.8 

Not  leasing  any  assets 
Total  assets 

58.3 

218,396 

100.0 

time  averaged  3 hours  48  minutes  each 
time. 

Off-Air  Records  ■ Of  1,024  stations 
surveyed,  886  or  86.5%  said  they  were 
forced  off  the  air  0 to  9 times  last  year; 
79  (7.7%)  reported  10  to  19  times;  28 
(2.7%)  20  to  29  times;  5 (0.5%)  30 
to  39  times;  8 (0.8%)  40  times  or  more; 
18  did  not  answer.  The  length  of  off- 
air  time  ranged  as  follows:  431  (42.1%) 
reported  up  to  59  minutes;  357  (34.9%) 
1 hour  but  less  than  4 hours;  133  (13%) 
4 to  7 hours;  48  (4.7%)  8 to  24  hours; 
21  (2.1%)  over  24  hours;  34  no  answer. 
Those  that  have  been  off  the  air  10  or 
more  times  during  the  past  year  in- 
tend to  spend  an  average  of  $2,467  dur- 
ing the  next  year  on  their  am  trans- 
mitter, the  survey  finds.  (Average  for  all 
stations  in  next  year  is  $886  per  sta- 
tion.) 

Existing  stations  plan  a total  expen- 
diture of  about  $1.65  million  on  direc- 
tional antenna  equipment  during  the 
next  year,  the  study  finds.  Fulltime  sta- 
tions in  the  smaller  communities  (un- 


Per cent 

Current 

Value  as  ; 

of  stations 

dollar 

per  cent 

leasing 

value  of 

of  total 

Type  of  asset  all  or  part 

assets 

assets 

50,000  WATTS  AM 

Technical  equipment 

0.0 

205,278 

32.0 

Land 

15.8 

45,546 

7.1 

Buildings 

13.2 

106,488 

16.6 

Office  space 

21.1 

26,943 

4.2 

Vehicles 

0.0 

12,188 

1.9 

All  other  assets 

245,051 

38.2 

Not  leasing  any  assets 

73.7 

Total  assets 

641,494 

100.0 

FM-0NLY  AND  AM 

STATIONS 

NOT 

SPECIFIED 

Technical  equipment 

0.0 

30,205 

60.7 

Land 

26.2 

2,886 

5.8 

Buildings 

21.3 

4,528 

9.1 

Office  space 

31.1 

2,438 

4.9 

Vehicles 

16.4 

1,244 

2.5 

All  other  assets 

8,459 

17.0 

Not  leasing  any  assets 

60.7 

Total  assets 

49,760 

100.0 

10,000  OR  LESS  MARKETS 

Technical  equipment 

0.0 

18,034 

46.8 

Land 

36.3 

2,697 

7.0 

Buildings 

23.1 

5,241 

13.6 

Office  space 

34.1 

2,659 

6.9 

Vehicles 

16.5 

1,156 

3.0 

All  other  assets 

8,709 

22.6 

Not  leasing  any  assets 

55.1 

Total  assets 

38,496 

99.9 

10,000  TO  24,999  MARKETS 

Technical  equipment 

0.0 

27,581 

48.8 

Land 

36.4 

3,617 

6.4 

Buildings 

15.2 

7,403 

13.1 

Office  space 

29.5 

3,391 

6.0 

Vehicles 

4.5 

2,204 

3.9 

All  other  assets 

12,377 

21.9 

Not  leasing  any  assets 

54.5 

Total  assets 

56,573 

100.1 

25,000  TO  49,999  MARKETS 

Technical  equipment 

0.0 

24,244 

40.7 

Land 

25.6 

4,110 

6.9 

Buildings 

15.5 

7,267 

12.2 

Office  space 

27.1 

4,527 

7.6 

Vehicles 

9.3 

2,323 

3.9 

All  other  assets 

17,155 

28.8 

Not  leasing  any  assets 

62.8 

Total  assets 

59,626 

100.1 

der  100,000  population)  show  the  great- 
est tendency  toward  purchase  of  such 
equipment  in  conjunction  with  power 
increases. 

The  1,024  stations  responding  re- 
ported they  depreciate  their  studio 
equipment  over  an  average  span  of  9.12 
years,  but  76.9%  said  any  actual  re- 
placement of  studio  equipment  is  not 
likely  to  occur  until  after  full  financial 
depreciation.  The  average  span  of  de- 
preciation for  furniture  and  fixtures  was 
9.34  years,  with  78.5%  of  the  stations 
not  planning  to  replace  until  after  full 
financial  depreciation. 

The  study  finds  that  within  the  year, 
60.5%  of  the  stations  intend  to  make 
expenditures  for  studio  equipment.  This 
averages  $2,794  per  station  expending, 
or  $1,690  for  all  am  stations,  including 
those  who  do  not  plan  to  spend  any- 
thing. Those  planning  to  buy  new  fur- 
niture and  fixtures  will  spend  an  average 
of  $1,954  per  station,  or  an  average  of 
$746  for  all  am  stations. 

Fm  ‘Snowball’  ■ Concerning  the 


Per  cent  Current  Value  as  a 
of  stations  dollar  per  cent 


leasing 

value  of 

of  total 

Type  of  asset  all  or  part  assets 

assets 

50,000  TO  99,999  MARKETS 

Technical  equipment 

0.0 

30,509 

43.0 

Land 

30.8 

5,605 

7.9 

Buildings 

13.8 

7,521 

10.6 

Office  space 

28.5 

4,683 

6.6 

Vehicles 

5.4 

2,696 

3.8 

All  other  assets 

19,866 

28.0 

Not  leasing  any  assets 

40.0 

Total  assets 

70,880 

99.9 

100,000  to  249,999  MARKETS 

Technical  equipment 

0.0 

40,089 

44.3 

Land 

26.2 

7,872 

8.7 

Buildings 

14.8 

11,672 

12.9 

Office  space 

33.6 

5,610 

6.2 

Vehicles 

9.0 

2,715 

3.0 

All  other  assets 

22,440 

24.8 

Not  leasing  any  assets 

50.8 

Total  assets 

90,398 

99.9 

250,000  TO  499,999  MARKETS 

Technical  equipment 

0.0 

55,652 

42.0 

Land 

35.2 

9,006 

6.8 

Buildings 

14.1 

17,085 

12.9 

Office  space 

32.4 

8,609 

6.5 

Vehicles 

2.8 

4,900 

3.7 

All  other  assets 

37,216 

28.1 

Not  leasing  any  assets 

53.5 

Total  assets 

132,468 

100.0 

500,000  TO  999,999  MARKETS 

Technical  equipment 

1.9 

54,902 

47.4 

Land 

25.0 

10,772 

9.3 

Buildings 

15.4 

14,594 

12.6 

Office  space 

25.0 

8,455 

7.3 

Vehicles 

11.5 

3,822 

3.3 

All  other  assets 

23,281 

20.1 

Not  leasing  any  assets 

59.6 

Total  assets 

115,826 

100.0 

1,000,000  AND  OVER  MARKETS 

Technical  equipment 

0.0 

99,803 

39.3 

Land 

16.9 

23,395 

10.0 

Buildings 

11.3 

27,427 

10.8 

Office  space 

26.8 

12,952 

5.1 

Vehicles 

8.5 

7,111 

2.8 

All  other  assets 

81,519 

32.1 

Not  leasing  any  assets 

62.0 

Total  assets 

252,207 

100.1 

brighter  picture  for  fm,  the  study  notes 
that,  after  a 10-year  downtrend,  the 
manufacture  of  fm  receivers  turned 
up  in  1958  and  with  this  growth  more 
new  stations  are  being  encouraged,  and 
vice  versa.  “The  growth  of  this  phase 
of  broadcasting  could  snowball,”  the 
study  concludes. 

With  675  fm  stations  now  on  the  air. 
the  study  states,  additions  and  replace- 
ments will  average  about  $2,335  million 
during  the  next  12  months  and  $1.88 
million  during  each  of  the  next  five 
years.  Those  stations  not  now  in  fm 
but  who  expect  to  add  it  intend  spend- 
ing an  average  of  $13,468  for  fm  equip- 
ment, it  adds. 

Like  broadcasting,  Collins  too  has  ex- 
perienced extensive  growth  through  the 
years.  Incorporated  in  1933  by  Arthur 
A.  Collins  in  Cedar  Rapids,  with  eight 
employes  to  make  a single  product  for 
radio  amateurs,  the  firm  now  is  a multi- 
million dollar,  multi-plant  operation 
employing  12,900  and  producing  elec- 
tronic gear  for  all  fields. 
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New  Sylvania  division 
handles  special  tubes 

Increased  research,  development  and 
manufacturing  activities  in  the  field  of 
microwave  and  industrial  tubes  and 
components  are  planned  in  the  Special 
Tube  Operations  of  Sylvania  Electric 
Products  Inc.,  which  has  become  part 
of  Sylvania  Electronic  Tubes,  a major 
division  of  the  company.  Special  Tube 
Operations  was  previously  a unit  of 
Sylvania  Electric  Systems  and  has  a 
manufacturing  plant  at  Williamsport, 
Pa.,  in  addition  to  headquarters  and 
labs  at  Mountain  View,  Calif. 

According  to  Robert  E.  Lewis,  Syl- 
vania president,  the  market  for  special 
tubes  is  expected  to  increase  from  the 
present  annual  rate  of  $180  million  to 
$400  million  by  the  end  of  1965  and  it 
is  Sylvania’s  “primary  goal  to  become 
one  of  the  most  important  factors  in 
this  market.” 

Under  the  new  organization,  W. 
Herbert  Lamb,  vice  president  of  Picture 
Tube  Operations,  will  have  over-all 
responsibility  for  Special  Tube  Opera- 
tions. Meyer  Leifer  will  continue  as 
general  manager.  Gordon  L.  Fullerton, 
previously  general  manufacturing  man- 
ager, Picture  Tube  Operations,  was 
named  general  manager  of  that  opera- 
tion with  headquarters  in  Seneca  Falls, 
N.Y. 

Jerrold’s  profits 
double  over  last  year 

Jerrold  Electronics  Corp.,  Philadel- 
phia manufacturer  specializing  in  catv 
equipment,  has  reported  $8,416,750  op- 
erating revenues  from  sales  and  serv- 
ices for  the  fiscal  year  ended  Feb.  29. 
This  is  a 10%  increase  over  $7,658,371 
in  revenues  for  the  1958  fiscal  year, 
the  company  reported. 

Net  income  after  taxes  amounted  to 
$810,251  (67 ^ per  share)  compared  to 
1958  net  income  of  $397,656  (36^  per 
share).  The  1959  income  included  a 


non-recurring  item  of  $283,656  which 
represents  the  profit  from  the  sale  of 
the  Key  West,  Fla.,  community  antenna 
system. 

Milton  J.  Shapp,  Jerrold  president, 
also  reported  that  the  company’s  nine 
catv  systems  served  a total  of  32,000 
subscribers  as  of  the  end  of  the  fiscal 
year.  This  represents  an  increase  of 
more  than  2,500  customers  compared 
to  a year  ago. 

Jerrold  is  now  controlled  by  Carl  M. 
Loeb,  Rhoades  & Co.  and  Jack  D. 
Wrather,  both  of  whom  bought  544,- 
000  shares  of  Mr.  Shapp’s  644,025 
stockholdings.  There  are  1.3  million 
shares  of  Jerrold  outstanding. 

Ampex  Corp.  sued  for 
patent  infringement 

The  SoundScriber  Corp.,  North 
Haven,  Conn.,  filed  a $3.5  million 
patent  infringement  suit  in  U.  S.  Dis- 
trict Court  in  Newark,  N.  J.,  last  week 
against  the  Ampex  Corp.,  Redwood 
City,  Calif.;  Ampex  Export  Sales  Co., 
and  NTA  Television  Broadcasting 
Corp.,  Newark. 

The  suit  was  based  on  alleged  in- 
fringement of  five  SoundScriber  patents 
for  transverse  recording  on  magnetic 
tape.  In  particular,  SoundScriber  com- 
plained that  Ampex’  tape  recorder  for 
tv  employed  recording  principles  cov- 
ered by  SoundScriber  patents.  The  suit 
asked  for  a final  injunction  against  the 
defendants. 

Counsel  for  SoundScriber  said  that 
NTA  Television  Broadcasting  Corp., 
licensee  of  WNTA-TV  Newark-New 
York,  was  included  in  the  suit  because 
it  is  “one  of  many  users  of  Ampex  tape 
equipment  and  is  located  in  Newark 
where  the  action  has  been  initiated.” 

M Technical  topics 

Voltmeter  " Kay  Electric  Co.  has  in- 
troduced a highly-accurate,  low  level, 
high  frequency  RF  microlter  which 
measures  voltage  from  250  microvolts 


to  1 volt.  Featuring  improved  stability 
over  the  entire  frequency  range,  it  pro- 
vides direct  readings  within  1 % ac- 
curacy on  a large  full-scale  6-inch 
mirror-back  meter — with  no  tuning. 
Maximum  output  voltages  of  video 
amplifier  is  0.5  volts  at  75  ohms  with 
an  amplifier  gain  of  45  decibels.  For 
specifications  and  price  write  Kay  Elec- 
tric Co.,  Dept.  BT,  Maple  Ave.,  Pine- 
brook,  N.J. 

Mike  catalog  ■ The  Astatic  Corp., 
Conneaut,  Ohio,  has  published  a com- 
prehensive 12-page  catalog  covering  its 
microphone  line.  The  catalog  number 
is  MIO.  It  includes  specifications,  ap- 
plications, prices,  charts  showing  typic- 
al response-frequency  characteristics  of 
the  microphones  as  well  as  the  complete 
line  of  accessories. 

No  price  cuts  in  view 
for  tint  tv  receivers 

Color  tv  prices  aren’t  apt  to  come 
down  on  1961  lines  unveiled  by  two 
major  electronics  manufacturers — they 
will  remain  right  where  they  are  on 
new  models.  That  seems  assured  in 
view  of  announcements  by  RCA  last 
week  and  Admiral  Corp.  today  (Mon- 
day), each  of  which  has  turned  out  13 
basic  models  in  next  year’s  lines.  RCA 
stood  fast  last  Monday,  announcing  a 
price  range  of  $495-$  1,400  for  color. 
Suggested  list  prices  on  Admiral  sets 
range  from  a minimum  $595  to  $895. 
Ross  D.  Siragusa  Jr.,  vice  president  of 
Admiral  sales  corp’s  electronics  di- 
vision, reports  that  his  company’s  color 
sales  in  1959  exceeded  the  combined 
volume  of  tint  tv  for  the  four  previous 
years.  He  also  predicts  1960  sales  will 
double  the  unit  movement  of  last  year 
“largely  as  the  result  of  steadily  in- 
creasing telecasting  of  color  programs.” 
Admiral  re-entered  the  color  manufac- 
turing field  late  last  Summer. 

Meanwhile,  the  status  of  Hitachi 
Ltd’s  potential  imports  of  color  sets  into 
the  U.S.  remained  undetermined  last 
week.  Sampson  Co.,  Chicago-based  dis- 
tributor, reported  no  substantial  prog- 
ress in  negotiations  with  midwest  firms 
for  the  manufacture  of  cabinets  to  house 
the  chassis  for  the  21 -inch  “high  fi- 
delity” units.  Until  Sampson  does,  the 
Japanese-made  receivers  are  not  likely 
to  penetrate  the  U.S.  before  the  set 
target  date  of  mid-fall — for  pre- 
Christmas  seasonal  market. 

The  set  was  initially  demonstrated 
in  the  U.S.  at  the  Electronic  Parts  Dis- 
tributors Show  in  Chicago  last  month, 
promising  good  quality  and  compati- 
bility with  U.S.  color  tv  transmission 
standards  but  essaying  no  price  because 
of  import,  transportation  and  other 
cost  factors  (Closed  Circuit,  May  23). 


Newest  among  the 
leaders  serving 
America’s  greatest 
radio  market ! 


More  audience  per  dollar  ' 
than  any  other  leading  radio 
station  in  greater  Los  Angeles! 
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Broadcast  Advertising 

Milton  H.  Raymond,  vp  of  Cohen, 
Dowd  & Aleshire,  N.Y.,  joins  Grant 
Adv.,  that  city,  as  vp  and  account 
group  supervisor. 
George  Kern,  for- 
merly of  McCann- 
Erickson,  N.Y.,  ap- 
pointed media  direc- 
tor of  Grant.  Mr. 
Kern  previously  was 
with  Benton  & Bowles, 
and  Lennen  & Newell, 
N.Y.,  as  associate 
media  director.  John  Sutton,  formerly 
assistant  account  executive  at  Young  & 
Rubicam,  N.Y.,  joins  Grant  Adv.  on 
Delka  Research  Corp.  account. 

Roger  N.  Peterson,  account  group 
head  at  J.M.  Mathes  Inc.,  N.Y.,  elected 
vp. 

Allan  Kaufman,  formerly  with 
Doyle  Dane  Bernbach,  N.Y.,  joins 
North  Adv.,  that  city,  as  creative  direc- 
tor. 

Herbert  D.  Maneloveg,  media  di- 
rector at  BBDO,  N.Y.,  and  Donald  J. 
Dolen,  copy  chief,  Detroit  office, 
elected  vps.  Mr.  Maneloveg,  who 
joined  agency  in  1954  as  media  super- 
visor, was  associate  media  director  un- 
til his  promotion  last  month  (Week’s 
Headliners,  May  9).  Mr.  Dolen,  who 
also  joined  BBDO  in  1954,  was  copy 
chief  for  Valiant  before  becoming  De- 
troit office  copy  chief. 


Mr.  Maneloveg  Mr.  Dolen 


Emil  Bertolino,  associate  media  di- 
rector at  Lennen  & Newell,  N.Y., 
named  member  of  department  plan- 
ning group.  Paul  Zappert,  print  buy- 


er (L&N),  named  assistant  media  di- 
rector, along  with  William  Chrisman, 
formerly  of  Leo  Burnett,  Chicago  and 
Clark  Ford,  J.  Walter  Thompson,  N.Y. 

William  A.O.  Gross  and  William 
E.  Hatch,  senior  vps  of  Ted  Bates, 
N.Y.,  elected  to  board  of  directors. 
Mr.  Gross,  account  group  head,  joined 
agency  in  1945.  Mr.  Hatch,  with  com- 
pany since  1954,  was  elected  treasurer 
last  year,  and  continues  current  re- 
sponsibilities. 


Leonard  S.  Matthews,  vp  of  Leo 

Burnett  Co.,  Chicago,  reappointed 
chairman  of  broadcast  media  commit- 
tee of  American  Assn,  of  Advertising 
Agencies.  Ruth  Jones  of  J.  Walter 
Thompson,  N.Y.,  named  vice  chair- 
man. Other  reappointments:  Peter 

Langhoff,  research  vp  of  Y&R,  N.Y., 
chairman  of  research  committee,  and 
G.  Maxwell  Ule,  senior  vp  of  Kenyon 
& Eckhardt,  N.Y.,  vice  chairman. 
David  Miller,  Y&R  vp-general  coun- 
sel, N.Y.,  chairman  of  tv-radio  admin- 
istration committee;  Hildred  Sanders 
vp  of  Honig-Cooper  & Harrington, 
L.A.,  vice  chairman. 

John  T.  Lorick  Jr.,  director  of  ad- 
vertising and  promotion  at  Congoleum 
Nairn  Inc.,  join?  Benton  & Bowles, 
N.Y.,  as  account  executive. 

Charles  E.  Loizeaux,  formerly  ac- 
count executive  at  McCann-Erickson, 
N.Y.,  joins  Compton  Adv.,  that  city, 
on  Mobil  Oil  account. 

Eugene  Woolley,  William  B.  Cash 
and  Lowry  H.  Crites  named  vps  of 
General  Mills  Co.  Mr.  Wooley  is  gen- 
eral manager  of  Feed  Div.,  Mr.  Cash, 
director  of  marketing  (flour  and  mix 


Mr.  Gross 


Mr.  Hatch 


Western  States  ad  group  elects 


Carl  Falkenhainer,  Carl  Falken- 
hainer  Adv.,  elected  president  of 
Western  States  Advertising  Agencies 
Assn.  Also  elected  for  coming  year: 
Bill  Boylhart,  Boylhart  Lovett  & 
Dean,  first  vp;  Earl  Culp,  Earl  Culp 
Adv.,  second  vp;  and  Don  Jenner, 
Don  Jenner  Adv.,  secretary-treasur- 
er. Outgoing  President  Rod  Mays, 
Mays  & Co.,  will  serve  as  chairman 


of  board  during  ensuing  year. 

New  directors  of  association:  Ralf 
Spangler,  General  Adv.,  and  Jack 
Packard,  Jack  Packard  Adv.  Other 
members  of  board  of  directors  who 
continue  in  office:  Jim  Dean,  Boyl- 
hart Lovett  & Dean,  and  Jack 
Johnstone,  Guerin,  Johnstone  & 
Jeffries,  who  served  past  two  years 
as  first  vp. 


KANSAS 

CITY’S 


“LISTENER 

ACTIVE” 

STATION 


KIIDL 

Irv  Schwartz  Adam  Young,  Inc. 

V.P.  & Gen.  Mgr.  Nat  l Rep. 


BC-1T 


The  Recognized  Leader 
in  1 KW  AM  Transmitters 


★ A NEW  SOUND — true  high  fidelity  * COM- 
PLETE WITH  DUMMY  ANTENNA— an  engineer’s 
dream  * LONG  TUBE  LIFE — proven  833A’s  add 
thousands  of  hours  ★ ACCEPTANCE — largest  sell- 
ing 1 KW  manufactured  today  * SPECIAL  MODEL 
FOR  CLASS  IV  STATIONS— flip  the  switch  for 
change  in  power  ★ IN  STOCK  FOR  PROMPT  DE- 
LIVERY— factory  tested  to  your  frequency 


MirrrriTi  GATES  RADIO 
■B.'Ui.'lTni  COMPANY 
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products)  and  Mr.  Crites,  director  of 
marketing  (cereals,  pet  foods  and 
household  products). 

Sherman  E.  Rogers,  creative  direc- 
tor in  Chicago  office  of  Cunningham  & 
Walsh,  promoted  to  vp.  Before  joining 
C&W,  he  had  been  vp  and  creative 
director  at  Anderson  & Cairns,  N.Y. 

Joseph  Chira  named  advertising  di- 
rector of  Lanolin  Plus  Inc.  He  for- 
merly was  with  Kenyon  & Eckhardt, 
N.Y..  on  Max  Factor  account. 

Len  Levy,  North  Adv.  Inc.,  elected 
president  of  Agency  Broadcast  Pro- 
ducers Workshop  of  Chicago,  succeed- 
ing Lee  Random,  Henri,  Hurst  & Mc- 
Donald, named  to  board  of  directors. 
Other  officers:  Lincoln  Scheurle, 

J.  Walter  Thompson  Co.,  vp;  Bill 
Fisher,  HH&M,  secretary,  and  Jack 
Leonard,  George  H.  Hartman  Co., 
treasurer. 

Milton  Werner,  copywriter  at 
Geyer,  Morey,  Madden  & Ballard, 
N.Y.,  joins  Smith,  Hagel  & Knudsen 
Inc.,  that  city,  in  similar  capacity. 

Marvin  L.  Ziskin  joins  Allenger 
Adv.,  Brookline,  Mass.,  as  member  of 
creative  department. 

Leonard  R.  Rutstein,  formerly  ad- 
vertising manager  for  Philco  Distrib- 


uters Inc.,  Long  Island  City,  N.Y.,  to 
Capehart  Corp.,  as  advertising  direc- 
tor. 

William  F.  Roach,  formerly  market 
research  manager,  appointed  associate 
research  director  at  Erwin  Wasey,  Ruth- 
rauff  & Ryan,  Chicago.  He  will  direct 
all  department  operations  in  addition  to 
his  other  duties. 

The  Media 

Frank  T.  Tirico,  formerly  general 
manager  of  KXEL  Waterloo.  Iowa, 
appointed  executive  vp  of  Cy  Bahakel 
Enterprises  (KXEL  Waterloo,  WABG- 
AM-TV  Greenwood,  Miss.,  WLBJ 
Bowling  Green,  Ky.,  WWOD-AM-FM 
Lynchburg,  Va.,  WKOZ  Kosciusko, 
Miss.,  WRIS  Roanoke,  Va.,  WKIN 
Kingsport,  Tenn.,  and  an  electronics 
firm). 

James  L.  Howe,  WIRA  Ft.  Pierce, 
Fla.,  elected  to  board  of  directors  of 
Community  Broadcasters  Assn.,  suc- 
ceeding Frank  R.  Smith,  WBVP  Beaver 
Falls,  Pa. 

Hy  M.  Steed,  formerly  manager  of 
WLAV,  Grand  Rapids,  appointed  gen- 
eral manager  of  WGHN  Grand  Haven, 
both  Michigan,  succeeding  Bob  Kirby 
who  joins  WTCN-AM-TV  Minneapolis. 
Gordon  B.  Huizenga  joins  WGHN  as 
sales  manager. 


Jack  Shapiro,  formerly  southern 
California  manager  for  Forjoe,  radio- 
tv rep  firm,  appointed  vp  and  director 
of  southern  California  sales  for  B-N-B 
Time  Sales,  San  Francisco. 

William  Cornell,  formerly  continu- 
ity director  of  KSBW-TV  Salinas, 
Calif.,  appointed  general  manager  of 
KSBW-FM,  that  city. 

Robert  Hayward,  formerly  chief 
engineer  of  WSFA-TV  Montgomery, 
Ala.,  to  WKY-TV  Oklahoma  City  in 
similar  capacity. 

John  P.  Sweeney  joins  KAAA 
Kingman,  Ariz.,  as  chief  engineer. 

David  W.  Albright 

formerly  commercial 
manager  of  KPIG  Ce- 
dar Rapids,  Iowa,  ap- 
pointed vp  and  gen- 
eral manager  of 
WTRL  Bradenton, 
Fla.  Station  is  owned 
by  Fletcher-Mitchell 
Corp. 

Toby  David  appointed  executive  di- 
rector of  public  affairs  for  CKLW  De- 
troit-Windsor,  Ont.  He  will  develop 
and  coordinate  station’s  many  public 
affairs  and  activities  on  executive  level 
and  will  report  to  J.E.  (Ted)  Campeau, 
president  and  general  manager. 

Pede  Worth,  program  director  of 
KCBS  San  Francisco,  appointed  man- 
ager of  sales  projects. 

Robert  M.  Fowler  appointed  nation- 
al sales  representative  of  WTVT  (TV) 
Tampa,  Fla.,  succeeding  Donald  P. 
Menard  who  becomes  partner  in  Daw- 
son, Tully  & Menard,  advertising 
agency,  that  city. 

Chet  Collier,  executive  producer  for 
Westinghouse  Broadcasting  Co.,  ap- 
pointed program  manager  of  KYW-TV 
Cleveland,  effective  June  27. 


Author  again 

Sterling  C.  (Red)  Quinlan, 

ABC  vp  in  charge  of  WBKB 
(TV)  Chicago,  has  turned  author 
again.  His  new  book,  lugger, 
published  by  McDowell,  Obolen- 
sky Inc.,  New  York,  hit  the  book- 
stalls June  21.  It  deals  with  in- 
dependent personality  in  small 
upstate  New  York  resort  town 
who  lives  by  applejack  and  com- 
mands respect  of  local  citizenry. 
Mr.  Quinlan’s  first  novel,  The 
Merger,  published  in  October 
1958,  dealt  with  corporate  com- 
plexities and  maneuvers  of  radio- 
tv industry  (Broadcasting,  Oct. 
13,  1958). 


MMILTDN-LMDIS  S.  ASSOCIATES,  Inc. 


BROKERS  • RADIO  AND  TELEVISION  STATIONS  ' 

GREAT  PLAINS  STATE 

Fulltimer  in  relatively  large  market  available  for 
$132,000.00.  Station  grosses  slightly  over  $100,000.00 
with  low  budget.  Terms  available. 

WISCONSIN  DAYTIMER 

Available  for  $90,000.00.  This  has  good  frequency 
and  power,  but  requires  an  owner-manager.  Terms 
can  be  negotiated.  Seller  wants  fast  sale. 

CENTRAL  MIDWESTERN 

Daytimer  station  with  all  brand  new  equipment. 
Owners  want  $115,000.00  all  cash  and  might  take  a 
little  less. 

MUZAK  DISTRIBUTION  FOR  SALE 

Northeastern  States,  fully  equipped,  staffed  with 
very  competent  personnel,  sales  volume  and  profits 
at  all  time  high.  Hundreds  of  long-term  contracts. 
$200,000.00  cash  required.  A gold  mine! 

MIDWEST  DAYTIME  REGIONAL 

Profitable  daytimer  in  one  of  the  top  twenty  mar- 
kets. Unlimited  potential.  Excellent  frequency  with 
1000  watts  power.  Priced  to  sell  at  $450,000.00.  29% 
down  and  seven  year  payout. 

WEST  COAST 

Fulltime  radio  station  in  one  of  fastest  growing 
areas  in  U.S.  Good  ownership  income  on  annual 
gross  in  excess  of  $300,000.00.  Sale  of  stock  includes 
good  real  estate  plus  cash  and  receivables. 


NEWSPAPERS 


$132,000. 


WASHINGTON,  D.C. 
Ray  V.  Hamilton 
John  D.  Stebbins 
1737  DeSales  St.  N.W. 
Executive  3-3456 

NATIONWIDE 


CHICAGO 

Richard  A.  Shaheen 
1714  Tribune  Tower 
DEIaware  7-2754 


$90,000. 


$115,000. 


DALLAS 

DeWitt  'Judge'  Landis 
1511  Bryan  Street 
Riverside  8-1175 


$450,000. 


SAN  FRANCISCO 

John  F.  Hardesty 
1 1 1 Sutter  Street 
EXbrook  2-5671 


NEGOTIATIONS  • FINANCING  • APPRAISALS 


Mr.  Albright 
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Richards  named 

Robert  K.  Richards,  president 
of  Richards  Assoc.,  pr  firm,  elect- 
ed president  of  Broadcasters 
Club  of  Washington,  D.C.,  suc- 
ceeding Joseph  E.  Baudino,  vp 
of  Westinghouse  Broadcasting 
Co.,  named  board  chairman.  Mr. 
Richards  was  first  vp.  Other 
officers:  Carleton  Smith,  staff 

vp  for  RCA,  first  vp;  Ben 
Strouse,  president  of  WWDC, 
second  vp;  Lester  W.  Lindow, 
executive  director  of  Assn,  of 
Maximum  Service  Telecasters, 
secretary.  Fred  Houwink,  gen- 
eral manager  of  WMAL-AM- 
FM-TV,  elected  treasurer,  suc- 
ceeding James  D.  Secrest,  vp  of 
Electronic  Industries  Assn.,  who 
resigned.  John  S.  Hayes,  vp  of 
WTOP-AM-FM-TV,  elected  to 
board,  filling  vacancy  created  by 
death  of  Harold  Fellows,  pres- 
ident of  NAB  and  board  chair- 
man of  Broadcasters  Club.  All 
will  serve  two-year  terms. 


Walter  Spear  appointed  sales  man- 
ager of  KRML  Carmel,  Calif.  He  for- 
merly was  account  executive  and  sales 
representative  for  WCSH-AM-TV  Port- 
land, Me. 

Joseph  R.  Cox,  WCBS  New  York 
account  executive,  joins  ABC-TV  as 
regional  manager. 

Fran  Haughn,  business  coordinator 
of  KNXT  (TV)  Los  Angeles,  named 
i sales  administrator.  Lou  Sweeney,  na- 
tional sales  representative,  promoted  to 
account  executive,  with  Gordon 
French,  sales  service  manager  succeed- 
ing him  and  Bob  Cochrane,  formerly 
i merchandising  manager  of  KCBS  San 
Francisco,  joining  KNXT  as  sales  serv- 
ice manager.  Jack  Van  Volkenberg 
Jr.,  assistant  traffic  manager,  named 
sales  traffic  manager. 

Len  Weinles,  executive  producer  at 
WNBC  New  York,  named  producer- 
director  at  WNBC-TV. 

Lloyd  Heaney  of  Blair  Television 
Assoc.,  Chicago,  transfers  to  New 
York  sales  department. 

Kermit  Kahn,  formerly  advertising 
director  of  National  Telefilm  Assoc, 
and  NTA  Film  Network,  joins  WNTA- 
TV  New  York  as  director  of  adver- 
tising and  sales  promotion. 

Ben  Greer  joins  sales  staff  of  WFBC- 
TV  Greenville,  S.C.  He  formerly  was 
account  executive  at  WRDW  Augusta, 
Ga. 

Dick  Mattson  named  sales  service 


coordinator  at  KABC  Los  Angeles, 
succeeding  Mrs.  Pat  Oliphant  who  re- 
signed. 

Douglas  Lutz,  NBC-TV  unit  man- 
ager, named  manager,  nighttime  pro- 
gram operations.  Peter  M.  Affe,  man- 
ager of  facilities  planning  and  utiliza- 
tion, becomes  manager,  daytime  pro- 
grams. Mr.  Lutz,  who  joined  NBC 
in  November,  1951,  worked  on  The 
Dinah  Shore  Show,  The  Bell  Telephone 
Hour,  and  telecast  of  1956  Democratic 
convention.  Mr.  Affe  previously  was 
director  of  operations,  WRCA-AM- 
FM-TV  New  York. 


Mr.  Lutz  Mr.  Affe 


Robert  Butler  joins  sales  department 
of  KYW  Cleveland. 

George  C.  Gilbert,  formerly  with 
Suburban  Broadcasting  Co.,  Chicago, 
joins  Radio-TV  Representatives,  that 
city,  as  sales  executive. 


ABC  Films,  joins  KFRC  San  Fran- 
cisco as  member  of  sales  staff. 

Jacqueline  B.  Kunz,  formerly  at 
BBDO  Minneapolis,  appointed  promo- 
tion director  at  WAKR-AM-TV-FM 
Akron,  Ohio. 

Fred  J.  Archer,  production  manager 
of  KPOA  Honolulu,  promoted  to  pro- 
gram director.  He  previously  was  with 
WMEX  Boston. 

Richard  F.  Faulkner,  formerly  sales 
manager  of  WMAQ  Chicago,  joins 
Mutual  Broadcasting  System,  Central 
Div.  as  account  executive. 

Harry  J.  Diettinger  joins  KQV 
Pittsburgh  as  account  executive. 

David  Grimm,  formerly  with  Ed- 
ward Petry  Co.,  N.Y..  and  Herb 
Granath,  NBC,  join  ABC  Radio  as 
account  executives. 

Les  Dana  promoted  from  newsman- 
newscaster  to  program  director  at 
WWTV-TV  Cadillac,  Mich. 

Stewart  R.  Klein,  news  reporter  for 
WCAU  Philadelphia,  promoted  to  news 
director. 

Don  McKellar,  formerly  with  news 
staff  at  WCIA  (TV)  Champaign,  111., 
appointed  news  director  at  WKID 
Champaign-Urbana.  Tom  Bash  joins 


William  E.  Nichols,  formerly  with 


NOT — Science  or  the  Bible, 
but — Science  and  the  Bible 


SEVENTH-DAY 

ADVENTIST 

researchers  evaluating  the  flow 
of  new  data  from  scientific 
exploration,  see  increasing  validation 
of  the  Biblical  record. 

Science  confirms  faith — 

Faith  illumines  science 


cree.  128  pp.,  thumb-indexed  leatherette- 
ncc'  bound  background  reference  volume  on 

Writ***  Adventist  Public  Relations  Office 
wvmic.  6840  Eastern  Avenue,  N.W., 

the  Seventh-day  Adventist  Church. 

Washington  12,  D.  C. 

Please  write  on  letterhead. 

RAndolph  3-0800 
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A gentleman  of  the  press 


A rare  example  of  inter-media 
understanding  has  occurred  in  the 
Houston  Post.  The  newspaper,  which 
owns  the  NBC-affiliated  KPRC-TV 
Houston,  ran  an  editorial  compli- 
menting CBS  commentator  Douglas 
Edwards  for  a talk  he  made  at  a 
dedication  ceremony  of  a rival  sta- 
tion, the  CBS-affiliated  KHOU-TV. 

The  Post  spoke  of  the  “magnifi- 
cent new  facilities  of  KHOU-TV” 
and  said  that  Mr.  Edwards  “did  a 
fine  job  of  putting  into  perspective 
the  role  of  television  news  reporting 
in  contrast  to  that  of  newspapers.” 
The  paper  went  on  to  state  its  own 
appraisal  of  the  journalistic  opera- 
tions of  tv  and  the  press. 


“Although  television  journalism 
has  served  as  a spur  to  better  hand- 
ling of  news  by  newspapers,”  the 
Post  said,  “the  two  differ  in  their 
functions.  Television  in  many  cases 
is  able  to  take  the  viewer  to  the 
scene  as  news  occurs.  Newspapers 
provide  a record  of  the  event  and, 
to  an  increasing  extent,  an  interpreta- 
tion of  its  meaning.  And,  of  course, 
newspapers  cover  a much  wider 
range  of  events  than  television  could 
hope  to.  Newspapers  and  television, 
in  short,  complement  each  other.” 
Mr.  Edwards’  appearance  in 
Houston  was  one  feature  of  a mam- 
moth promotion  staged  by  KHOU- 
TV. 


sales  staff  of  WKID. 

Alan  Bryan,  formerly  news  director- 
air  personality  at  KCCO  Lawton,  Okla., 
to  WKLO  Louisville,  Ky.,  as  news 
editor.  Chuck  Irvin  joins  WKLO  as 
production  supervisor. 

Howard  Shuman,  news  reporter 
for  KOMO-TV  Seattle,  Wash.,  pro- 
moted to  associate  news  editor.  Hugh 
McIntosh  named  to  new  news  staff. 
Mr.  Shuman  succeeds  Keith  Jackson, 
appointed  sports  and  special  events  di- 
rector. 

Gene  Strul,  news  director  of  WCKT 
(TV)  Miami,  elected  president  of  As- 
sociated Press  Broadcasters  of  Florida. 

Hayes  B.  Jacobs,  formerly  press 
information  manager  at  Remington 
Rand  Div.,  Sperry  Rand  Corp.,  joins 
CBS-TV  as  publications  manager,  spe- 
cial projects,  information  services. 

W.  Henry  Johnston,  formerly  pr 
director,  Harvard  Athletic  Assoc.,  joins 
National  Educational  Television  & Ra- 
dio Center  as  development  officer. 


Programming 

Maurice  Morton,  business  affairs 
executive  at  20th  Century-Fox  Tv, 
elected  vp.  Before  joining  Fox,  he  was 
vp  of  McCadden  Productions. 

Actor  Ronald  Rea- 
gan,  president  of 
JK  Screen  Actors  Guild, 
Rjak  resigns  to  become  pro- 

\ I * ducer.  He  will  be 
partner  in  Revue  Pro- 
JKm  ductions  in  joint  op- 
A eration  that  will  pro- 
duce  filmed  programs 
Mr.  Reagan  for  G E Theatre  se- 
ries which  he  hosts. 

Norman  Felton,  formerly  director  of 
programs  for  CBS-TV,  west  coast,  joins 
MGM-TV  as  director  of  programs. 

Russ  Hodges,  voice  of  San  Francisco 
Giants  and  sportscaster  for  more  than 
30  years,  and  Bob  Blum,  sportscaster 
and  in  radio-tv  sales  for  more  than  20 
years,  form  Hodges-Blum  Productions, 
San  Francisco.  New  firm  will  offer  top 
talent,  sales,  production  and  engineer- 


ing on  package  basis  for  radio,  tv  or 
film  sports.  Location  is  2525  Van  Ness 
Ave.,  San  Francisco.  Phone:  Gray- 
stone  4-1042. 

Gene  McCabe  named  vp  of  Bill 
Burrud  Productions,  Hollywood.  He 
currently  is  working  on  Man  Alone, 
firm’s  first  dramatic  program. 

Marshall  Jamison  appointed  execu- 
tive producer  in  charge  of  programs  for 
Theatre  Network  Television  Inc. 

Charles  Russell,  formerly  producer 
of  The  Untouchables,  joins  20th  Cen- 
tury-Fox TV  as  producer  of  Silent  In- 
vestigators, new  series  based  on  crimi- 
nal investigations  of  U.S.  Post  Office. 

Mel  Epstein,  motion  picture-tv  pro-  | 
ducer,  signed  by  MGM-TV  as  assoc.  j 
producer  of  The  Islanders,  debuting  on  j 
ABC-TV  this  fall. 

Ai  Zimmerman,  formerly  on  sales  ; 
staff  of  WHB  Kansas  City,  joins  Radio 
Press  International  sales  staff,  middle 
central  U.S. 

Marshall  Flaum,  story  editor  of 
CBS-TV  documentary,  The  Twentieth 
Century,  named  assistant  to  producer 
Burton  Benjamin. 

George  B.  Brown  promoted  from 
staff  to  bureau  manager  for  United 
Press  International,  Des  Moines,  Iowa,  j 
succeeding  A.  Edward  Heins,  resigned. 
Milton  Carr,  reporter  and  news  man- 
ager for  UPI  in  Latin  America,  ap- 
pointed UPI  business  representative  ; 
for  Georgia  and  South  Carolina. 

James  Stern,  account  executive  with 
United  Artists  Assoc.,  Chicago,  trans-  ! 
fers  to  UAA  N.Y.  office. 

Bill  Steinmetz  joins  Cleary-Strauss  j 
& Irwin,  Los  Angeles  pr  and  publicity  j 
agency,  as  account  executive  on  GE  '■ 
Theater. 

Equipment  & Eng’ring 

Tore  N.  Anderson,  assistant  to  pres- 
ident  of  FXR  Inc.,  Woodside,  N.Y., 
manufacturer  of  microwave  and  other  J 
electronic  equipment,  appointed  execu-  g 
tive  vp  and  general  manager. 

James  H.  Hanley,  formerly  assistant  j 
to  president  of  Pathe  Labs,  joins  Con-  11 
solidated  Film  Industries  as  special  as-  I 
sistant  to  general  manager. 

D.F.  Ore  appointed  northeast  re-  || 
gional  sales  manager  for  CBS  Elec-  1 
tronics  Div.  of  CBS  Inc.  He  formerly  I 
was  sales  representative  for  semicon-  | 
ductors  in  New  England  area. 

Donald  S.  Elkort  joins  Narda  Micro-  I 
wave  Corp.,  Mineola,  L.I.,  N.Y.,  as 
microwave  engineer.  He  formerly  was  i i 
assistant  project  engineer  with  micro- 
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wave  electronics  division  of  Sperry 
Gyroscope  Co. 

Ray  M.  Flanders,  formerly  man- 
ager of  industrial  engineering  at  Dage 
Tv  Div.,  Thompson  Ramo  Woolridge 
Inc..  Michigan  City,  Ind.,  appointed  as- 
sistant to  president  of  Magnetic  Re- 
cording Industries,  N.Y. 

B.M.  Grimes,  Washington  district 
supervisor  for  American  Cable  & Radio 
Corp.,  N.Y.,  promoted  to  assistant  vp. 

William  D.  Hogan  named  manager 
of  field  engineering  for  Semiconductor 
Div.  of  Sylvania  Electric  Products, 
N.Y.  He  had  been  section  head  of 
field  engineering. 

Joseph  H.  Kerner,  formerly  sales 
manager  of  Blonder-Tongue  Labs,  ap- 
pointed general  sales  manager  of  Spir- 
ling  Products  Co.  and  Spico  Electronics 
(tv  antennas),  Hicksville,  N.Y. 

Allied  Fields 


^ Charles  E.  Morin, 

formerly  with  CBS, 
San  Francisco  and 

Jj  New  York,  and  Gen- 

1 eral  Teleradio,  ap- 

j pointed  associate  in 

g m San  Francisco  office 

of  Paul  H.  Chapman 
Mr.  Morin  Co.,  media  brokers. 

Edward  T.  Burns,  formerly  senior 
attorney  at  NBC,  resigns  to  enter 
private  practice,  specializing  in  tv  and 
related  activities.  For  five  years  he 
represented  NBC  in  negotiation  of  tal- 
ent, package  and  sponsorship  agree- 
ments. His  office  will  be  at  745  Fifth 
Ave.,  New  York.  Telephone:  Murray 
Hill  8-3065. 

International 

Murray  L.  Goldsborough  appointed 
general  manager  of  CKCW-TV  Monc- 
ton, N.B.  He  formerly  was  assistant 
general  manager  of  CKCW  and  be- 
fore that  assistant  general  manager  of 
WHVR  Hanover,  Pa. 

J.D.  Nixon,  program  director  of 
English  tv  network  of  Canadian  Broad- 
casting Corp.,  Toronto,  appointed  di- 
rector of  programming.  He  succeeds 
E.S.  Hallman,  recently  appointed  vp  of 
programming  at  Ottawa  headquarters 
of  CBC.  Michael  Sadlier,  supervising 
producer  of  tv  drama  of  CBC,  named 
program  director  of  CBC  English  tv 
network. 

William  Drylie,  formerly  newscaster 
of  CHUM  Toronto,  promoted  to  news 
director,  succeeding  Harve  Kirck, 
named  public  affairs  director. 


David  G.  McLaugh- 
lin, formerly  of  All- 
Canada  Radio  and  Tv 
Ltd.,  joins  Warner 
Bros.  Pictures  Distrib- 
uting Co.  Ltd.,  Toron- 
to, as  sales  manager 
for  Canadian  Tv.  Mr. 

Mr.  McLaughlin  will  be 

McLaughlin  in  charge  of  Canadian 

network  and  syndicate  marketing  of 
all  current  Warner  Bros,  filmed  tv  pro- 
grams. 

Bill  Brennan,  formerly  president  of 
CKPT  Peterborough,  Ont.,  appointed 
national  sales  representative  of  CFRB 
Toronto. 

Deaths 

Walter  F.  Silbersack,  58,  president 
and  director  of  American  Home  Prod- 
ucts Corp.,  N.Y.,  died  June  6.  He 
joined  A.S.  Boyle  Co.,  N.Y.,  rose  to 
general  managership  in  1925.  After 
American  Home  Products  absorbed  his 
firm,  Mr.  Silbersack  was  elected  direc- 
tor of  AHP  (1935);  executive  vp 
(1943);  president  (1945). 

Seymour  Krieger,  47,  Washington 
communications  lawyer,  was  killed  June 
5 under  the  wheels  of  train  leaving 
Union  Station,  Washington.  He  was 
partner  of  law  firm  of  Krieger  & Jorgen- 
sen, and  had  been  employed  by  Dept, 
of  Justice  and  FCC.  After  World  War 
II,  he  served  as  aide  to  Supreme  Court 
Justice  Robert  H.  Jackson,  chief  prose- 
cutor in  the  Nuremberg  war  crimes 
trials.  He  established  his  own  practice 
in  1942.  He  was  named  general  coun- 
sel of  Greater  Washington  Educational 
Television  Assn,  and  was  member  of 
group’s  board  of  trustees. 

Charles  R.  DeJan,  42,  engineer  in 
charge  of  operations  and  video  tape 
recording  at  WBKB  (TV)  Chicago, 
died  June  1.  Prior  to  joining  station, 
he  was  with  NBC  for  12  years. 

W.  Getz  Crenshaw,  54,  account 
executive  with  WDIA  Memphis,  Tenn., 
died  June  2. 

Bruce  O.  Caldwell,  29,  staff  meteo- 
rologist for  KOMO-TV  Seattle,  Wash., 
died  in  plane  crash  May  31.  He  was 
piloting  private -plane  on  vacation  when 
mishap  occurred  near  Elk  River,  Idaho. 

Henry  Walden,  53,  formerly  WNEW 
New  York  personality,  died  June  1. 
Mr.  Walden  had  been  with  Little 
Theatre  activities  in  Miami  for  past 
three  years. 

Howard  G.  Milsom,  53,  former  ac- 
tor and  director  of  CHCH-TV  Hamil- 
ton, Ont.,  and  CBC  Toronto,  died 
June  1.  He  founded  Central  Casting 
Corp. 
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FANFARE 


Snow  fooling  ■ Baltimore  agency 
people  couldn’t  believe  the  calendar 
when  they  attended  WBAL-TV’s 
agency  breakfast  to  kick  off  the  sum- 
mer season.  With  the  theme  being 
“the  coolest  shows  this  side  of  win- 
ter,” the  station  had  specially  im- 
ported arctic  animals  (left  and  right 
above),  gusts  of  cold  air  and  Eski- 
mos galore.  As  part  of  the  new 
“cool”  setup  for  advertisers,  WBAL- 
TV  offered  a new  package  that 
makes  it  possible  even  for  small 
advertisers  to  obtain  one-minute 


prime  nighttime  participation  com- 
bined with  peak  daytime  periods 
and  to  earn  a discount  for  as  few 
as  two  announcements  per  week. 
Chortling  over  the  promotional  ma- 
terial are  Harry  Haslett,  account 
executive;  Bud  Freiert,  assistant  sta- 
tion manager  and  director  of  tv 
sales;  Bert  O.  Gunts,  vice  president 
and  general  manager;  Dick  Goch- 
nauer;  Gene  McCurdy,  manager  of 
tv  sales;  Pete  Stewart,  account  ex- 
ecutive and  Jerry  Klasman,  account 
executive,  all  of  WBAL-TV. 


A lot  of  talking 

San  Francisco  radio  stations  talk  to 
89.7%  of  all  homes  with  radio  in  a 
week’s  time.  “And  we  talk  to  them 
almost  17  hours  a week,  occupying 
better  than  10%  of  their  time,”  a pres- 
entation of  the  13  radio  sations  com- 
prising the  San  Francisco  Radio  Assn, 
claims.  This  month,  the  presentation  is 
being  given  in  the  East,  Midwest  and 
West. 

After  depicting  the  growth  of  the 
San  Francisco  market  and  its  present 
dimensions,  the  presentation  concludes 
with  a media  comparison  and  decries 
tv  as  having  “lower  viewing  in  North- 
ern California  than  anywhere  else — 
and  you  can’t  even  get  an  adjacency 
around  the  top  ten”  and  newspapers  as 
“falling  far  short  of  full  coverage.” 
An  advertiser  with  a $9,000  budget  can 
buy  “21  spots  on  each  of  our  13  sta- 
tions. . . . [and]  get  over  11  million  im- 
pressions and  the  cost  per  thousand 
would  be  81  cents,  compared  with 
$12.83  for  newspapers  and  $1.25  for 
television.” 

Bill  Shaw,  KSFO,  introduced  the 
presentation,  “The  Market  With  the 
Golden  Gait,”  before  the  San  Francisco 
Ad  Club.  Homer  Odom,  KABL;  Milt 
Klein,  KEWB;  Bill  Nichols,  KFRC; 
and  Maurie  Webster,  KCBS,  jointly 
made  the  oral  presentation  which  ac- 
companied the  colored  slides.  Members 
of  SFRA  are:  KABL,  KCBS,  KDIA, 
KEWB,  KFAX,  KFRC,  KGO,  KNBC, 
KOBY,  KRE,  KSAN,  KSFO  and  KYA. 

Fm — fine  martinis  and  fine  music 

When  WFMM  (FM)  Baltimore  was 
ready  to  go  on  the  air,  it  faced  the 
problem  of  announcing  itself  to  adver- 
tisers and  their  agencies.  Mailing  an 
announcement  was  rejected  because  of 
the  high  mortality  rate  of  such  mail.  A 
premium,  it  was  decided,  wouldn’t  tell 
the  station’s  complete  story.  And  a 
cocktail  party  would  attract  only  a 
limited  number  who  would  be  in  no 


mood  to  listen  to  a sales  pitch,  the  sta- 
tion figured. 

The  solution  was  a combination  of 
all  three.  A package  was  sent  to  ad- 
men containing  two  miniature  ready- 
mixed  martinis  and  two  cocktail  glasses 
with  the  station’s  call  letters.  With  the 
potables  was  an  invitation  for  cocktails. 


It  urged  the  recipient  to  take  the  pack- 
age home,  ice  up  the  cocktails  and  tune 
in  WFMM  to  enjoy  the  drinks  and  an 
evening  of  fine  music. 

The  station  reports  gratifying  results 
and  more  orders  coming  in  than  had 
been  anticipated.  An  added  benefit  was 
that  the  75  cents  per  person  it  cost  was 
less  than  the  probable  expense  of  a 
regular  cocktail  party.  The  promotion 
was  conceived  and  handled  by  WFMM’s 
agency,  Clifton  D.  Carr  & Co..  Balti- 
more. 

A ‘wrong  turn’ 

Following  a three-week  teaser  cam- 
paign promoting  the  move  of  disc 
jockey  Dick  Reynolds  from  KYW 
Cleveland  to  WIP  Philadelphia,  the 
record  spinner  failed  to  appear  on  the 
appointed  date.  The  station  then 
launched  a widely  broadcast  “search” 
with  a plane  manned  by  WIP’s  pro- 
gram director  spotting  a giant  moving 
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van  with  a sign  reading  “We’re  moving 
Dick  Reynolds  to  WIP/610  Color  Ra- 
dio,” just  outside  Harrisburg,  Pa.  The 
van  spent  two  days  “lost”  in  the  Phil- 
adelphia area;  dozens  of  listeners  called 
the  station  reporting  its  whereabouts 
and  air  personalities  relayed  the  in- 
formation to  the  audience.  Mr.  Reyn- 
olds turned  up  nine  days  late  and  began 
his  initial  program  with  the  comment 
“I  must  have  taken  a wrong  turn  some- 
where." 


Active  participation 


Each  man  a chamber  of  commerce — 
that  was  the  aim  of  a promotion  con- 
ducted by  KDAL  Duluth,  Minn.  In 
addition  to  a series  of  spot  announce- 
ments urging  listeners  to  write  friends 
and  relatives  in  other  parts  of  the  coun- 
try, urging  them  to  visit  and  take  their 
vacations  in  the  Duluth  Arrowhead 
region,  the  station  sent  them  the  per- 
suaders to  forward  in  the  form  of  travel 
brochures  and  maps. 

The  requests  for  the  travel  informa- 
tion poured  in  at  a surprising  rate,  the 
station  reports.  The  Minnesota  Arrow- 
head Assn,  wrote  a Duluth  newspaper 
commending  KDAL  on  its  efforts, 
pointing  out  the  extent  to  which  tourists 
aided  the  local  economy.  The  Duluth 
News-Tribune,  which  owns  a rival  sta- 
tion, devoted  an  editorial  to  praising 
KDAL’s  promotion.  It  said:  “This  ap- 
proach makes  the  citizen  of  this  region 
an  active  participant.” 
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Minneapolis;  WHEN-TV  Syracuse; 
WNAC-TV  Boston;  WRCA-TV  New 
York,  and  WSPD-TV  Toledo.  Stations 
were  judged  on  the  basis  of  their  on- 
air  promotional  activities  as  well  as  in- 
store displays,  direct  mail  campaigns 
and  other  efforts  on  behalf  of  Vick 
products. 


Vick's  victor  ■ For  its  merchandising 
of  spot  television  advertising  of  Vick 
Chemical  Co.  products  in  a recent  na- 
tional contest  in  which  190  tv  stations 
were  eligible  to  participate,  KTTV  (TV) 
Los  Angeles  received  the  first  prize 
plaque.  Runners-up  in  the  contest: 
KFJZ-TV  Fort  Worth;  KSL-TV  Salt 
Lake  City;  KSTP-TV  Minneapolis-St. 
Paul;  WAVY -TV  Norfolk;  WCCO-TV 


Pied  Piper  programming  ■ In  con- 
junction with  its  increase  in  power  to 
10  kw,  WFYI  Mineola,  N.Y.,  has  in- 
troduced a “Pied  Piper”  approach  to 
boost  listenership.  In  the  belief  that  all 
parents  like  to  hear  their  offspring  on 
the  radio,  the  station  dubbed _ announcer 
Bob  Garrity  the  “Pied  Piper  of  Long 
Island”  and  sends  him  to  an  amuse- 
ment park  to  record  interviews  with 
children.  In  addition  to  spotting  the  in- 
terviews, edited  to  one-minute  each, 
throughout  the  week,  the  station  has 
started  the  WFYI  Fun  Club  for  the 
kids,  complete  with  membership  cards, 
free  rides  at  the  amusement  park  and 
other  prizes. 


Popular  cook  book  ■ CHUC  Cobourg, 
Ont.,  is  a rural  area  station  on  Lake 
Ontario.  Its  women’s  programs,  under 
Louise  Guy,  brought  in  so  many  recipes 
from  rural  listeners  and  so  many  re- 
quests for  recipes,  that  CHUC  de- 
cided to  publish  the  recipes  in  a “Coffee 
Club  Cook  Book”.  The  book  was  turned 
over  to  local  women’s  clubs  to  be  sold, 
with  money  to  be  used  for  various 
church  activities.  The  book  is  now  in 
its  second  printing.  The  first  5,000 
copies  were  grabbed  up  in  a few  days. 
Only  reference  to  the  station  is  a pic- 
ture of  Miss  Guy  and  the  station’s 
name  on  the  inside  cover. 


Radio-tv  'Explorers'  ■ WSBT-TV  South 
Bend,  Ind.,  which  claims  to  sponsor  the 
only  radio-television  explorer  Boy  Scout 
post  in  the  United  States,  went  over- 
board equipment-wise  in  connection 
with  the  annual  Scout-O-Rama  at  the 
U.  of  Notre  Dame  Stadium  last  month. 
It  borrowed  closed  circuit  gear  from 
Dage  Television  Div.  of  Thompson- 
Ramo  Woolridge  Inc.,  Michigan  City, 
Ind.,  for  use  by  its  Explorer  Scout  Post 
324  at  a special  booth.  Members  of  the 
troop  set  up  a “See  Yourself  on  Tele- 
vision” display  at  the  event,  which 
proved  one  of  most  popular  attractions. 


Symbol  of  faith  ■ WBOY-AM-TV 
Clarksburg,  W.Va.,  has  constructed  a 
large,  electrically-lighted  cross  to  be 
placed  on  the  transmitting  tower  atop 
Pinnickinnick  Mt.  Following  the  prece- 
dent set  by  its  parent  station  WSTV-TV 
Steubenville,  Ohio,  WBOY  decided  the 
cross  will  be  lighted  during  special  re- 
ligious seasons  such  as  Christmas  and 
Holy  Week.  It  will  be  some  500  feet 
above  average  terrain  and  should  be 
visible  for  a radius  of  five  miles. 
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environment  for  living  or  enter- 
taining. Theatres,  clubs,  shops 
are  advantageously  close. 


World-Famous 

NEW  WESTON  BAR  & 

ENGLISH  DINING  ROOM 


Here  you  rub  shoulders  with 
the  smartest  people  any  time 
of  day.  Come  in  for  cocktails 
and  hot  canapes.  The  cuisine  is 
skillfully  prepared  to  Continen- 
tal tastes.  Try  it  some  day  soon 
...  at  lunch  or  dinner. 


A favorite  is  back ! 
-in  the  improved  BK-11A 


VELOCITY 

MICROPHONE 

„,i,  *125" 

All  the  advantages  of  the 
famous  44BX  and  Junior 
Velocity  Microphones  are 
here  combined  with  the  lat- 
est developments  in  ribbon 
microphone  design  for  full 
fidelity  performance.  Wide- 
range  frequency  response 
makes  it  ideal  for  music 
pickup.  Bidirectional  figure- 
eight  pattern  permits  plac- 
ing of  performers  on  both 
sides  of  the  microphone. 

Order  your  BK-11A  now! 
Write  to  RCA,  Dept.  HB-22, 
Building  15-1  Camden,  N.  J. 
Whatever  your  broadcast 
equipment  needs,  see  RCA 
FIRST! 


RADIO  CORPORATION 
of  AMERICA 


INTERNATIONAL 


CBS-TV  expands  its 
international  activity 

The  CBS-TV  Stations  Division  last 
week  announced  details  of  its  expanded 
international  activities.  They  include 
the  signing  of  an  agreement  to  serve 
as  consultant  to  a West  German  group 
planning  to  develop  a second  tv  net- 
work and  a progress  report  on  the  con- 
struction of  program  production  facili- 
ties in  Buenos  Aires,  Argentina. 

Merle  Jones,  division  president,  said 
an  agreement  has  been  signed  with 
Freies  Fernsehen  GmbH,  a group  in- 
terested in  forming  a new  West  Ger- 
man tv  network,  which  is  expected  to 
be  in  operation  no  later  than  Jan.  1, 
1961.  The  division  will  make  available 
to  the  group  “the  total  television  ex- 
perience” of  CBS,  including  managerial, 
technical  and  programming  advice. 
CBS,  he  said,  has  no  financial  inter- 
est in  the  new  project,  but  will  be 
paid  on  a fee  basis. 

Mr.  Jones  also  revealed  that  the 
final  phase  has  been  reached  in  set- 
ting up  complete  tv  operations  in 
Buenos  Aires.  In  association  with  Goar 
Mestre,  former  Cuban  broadcaster,  the 
division  has  formed  an  Argentine  cor- 
poration, PROARTEL,  which  will  pro- 
duce live,  film  and  tape  tv  programs 
intended  for  the  Latin  American  mar- 
ket. 

The  new  corporation  has  leased  a 
motion  picture  studio  in  Buenos  Aires 
and  has  converted  it  into  a tv  program 
production  plant.  The  CBS-TV  Sta- 
tions Div.  has  shipped  broadcast  equip- 
ment for  three  modern  tv  studios.  The 
necessary  dubbing  of  all  tv  programs 
to  be  distributed  to  Spanish-speaking 
countries  will  be  handled  at  these 
studios,  according  to  Mr.  Jones. 

CBC-TV  looks  forward 
to  a busy  summer 

Summer  evening  time  is  almost  com- 
pletely sold  out  on  the  English-lan- 
guage CBC-TV  network.  Several  new 
live  Canadian  shows  are  scheduled  and 
a number  of  U.S.  imports  will  be  seen 
on  Canadian  television  for  the  first  time. 

Most  fall  and  winter  shows  are  con- 
tinuing through  the  summer  months. 
Lever  Bros.  Ltd.,  Toronto,  through  J. 
Walter  Thompson  Co.  and  Young  & 
Rubicam  Co.,  both  of  Toronto,  will 
have  new  evening  shows,  as  yet  un- 
named, starting  on  June  28  and  July  3. 
On  July  18  a new  Canadian  musical 
show,  Swing  Gently,  starts  for  S.C. 
Johnson  & Son,  Brantford,  Ont. 
(through  Needham,  Louis  & Brorby 
Ltd.,  Toronto),  Imperial  Tobacco  Co. 


Mr.  Jones  (l)  and  Sr.  Mestre 


Sign  South  American  agreement 

Ltd..  Montreal  (through  Cockfield, 
Brown  & Co.,  Montreal),  and  Max 
Factor  & Co.,  Toronto  (through  James 
Lovick  Ltd.,  Toronto). 

General  Motors  of  Canada,  Oshawa, 
Ont.,  on  May  31  started  the  Chevy 
Suspense  Show  through  MacLaren  Adv. 
Ltd.,  Toronto.  A new  show,  Parade, 
starts  on  July  19  for  Rexall  Drug  Co. 
Ltd.,  Cooksville,  Ont.  (through  BBD&O, 
Toronto)  and  General  Foods  Ltd., 
Toronto  (through  Baker  Adv.  Ltd., 
Toronto). 

On  June  15,  two  new  evening  shows, 
Happy  and  Tate,  start  for  Kraft  Foods 
Ltd.,  Montreal,  through  J.  Walter 
Thompson  Co.,  Montreal.  B.  Houde  & 
Grothe,  Montreal  (tobacco),  (through 
Vickers  & Benson  Ltd.,  Montreal)  and 
Lever  Bros.  Ltd.,  Toronto  (through 
MacLaren  Adv.  Ltd.,  Toronto)  started 
First  Person  on  June  8. 

Award  Theatre  starts  June  30  for 
Standard  Brands  Ltd.,  Montreal  (through 
MacLaren  Adv.  Ltd.,  Montreal)  and 
for  Frigidaire  Products  of  Canada  Ltd., 
Toronto  (through  Baker  Adv.  Ltd., 
Toronto).  The  live  Canadian  musical 
show,  Red  River  Jamboree,  will  origi- 
nate from  Winnipeg,  Man.,  on  July  8 
for  H.F.  Ritchie  & Co.,  Toronto  (pro- 
prietary) , through  MacLaren  Adv.  Ltd., 
Toronto. 

The  Perry  Mason  film  series,  which 
replaces  Cavalcade  of  Sports,  starts  July 
1,  for  Sterling  Drugs  Ltd.,  Toronto 
( through  Dancer-Fitzgerald-Sample, 
New  York) , and  Colgate-Palmolive 
Ltd.,  Toronto  (through  Spitzer  & Mills 
Ltd.,  Toronto). 

CBXT  (TV)  plans  start 

CBXT  (TV)  Edmonton,  Alta.,  new 
ch.  5 station,  is  scheduled  to  go  on  the 
air  next  spring  under  management  of 
Ralph  Horley,  previously  senior  sales 
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representative  of  Canadian  Broad- 
casting Corp.  for  the  prairie  provinces. 
The  station  is  expected  to  cost  $1.4 
million  before  it  goes  on  the  air,  and 
will  have  a staff  of  80.  It  will  carry 
CBC  programs. 

CHSA-TV  Lloydminster,  Sask.,  ex- 
pects to  go  on  the  air  on  ch.  2 late 
in  August.  Peter  J.  Edwards  is  man- 
ager, and  Jos.  A.  Hardy  & Co.,  Toron- 
to, Ont..  is  national  representative. 

Canadian  sales  down 

Radio  and  television  set  sales  in 
Canada  were  both  down  in  the  first 
four  months  of  this  year  according  to 
the  Electronics  Industries  Assn,  of 
Canada,  Toronto.  In  the  January-April 
period  151,722  radio  sets  were  sold 
compared  to  176,083  in  the  1959  pe- 
riod. Tv  set  sales  totalled  100,578  in 
this  year’s  period,  compared  to  116,- 
786  in  the  1959  period. 

Ontario  accounted  for  over  a third 
of  tv  _set  sales  with  37,832  sets,  and 
almost  half  the  radio  receivers  with 
70,518  units. 


Commercial  television 
comes  to  Argentina 

Commercial  telecasting  was  launched 
in  Argentina  last  Thursday  (June  9) 
when  a ch.  9 outlet  in  Buenos  Aires 
went  on  the  air.  It  is  the  first  private 
station  to  go  on  the  aii. 

The  station  has  a management-tech- 
nical association  with  NBC  and  the 
outlet’s  personnel  received  training  from 
NBC  staffers.  Initially  the  station  will 
operate  on  a 6 p.m. -midnight  schedule. 
The  station  is  operated  by  Compania 
Argentina  de  Television.  Among  the 
major  advertisers  signed  on  the  new 
station  are  Philips,  Coca-Cola,  Philco, 
Nestle,  Alka-Seltzer,  General  Elec- 
tric, Kaiser,  Remington,  Gillette,  and 
Panagra. 

■ Abroad  in  brief 

Desilu  down  under  ■ Desi  Arnaz  has 
announced  that  39  episodes  of  the  hour- 
long  tv  series  Desilu  Playhouse  have 
been  sold  for  Australian  release  begin- 
ning in  August.  The  deal  was  made 


jointly  with  Herald-Sun  T.V.  Pty.  Ltd., 
Melbourne,  and  Television  Corp.  Ltd., 
Sidney. 

New  Canadian  am  ■ Call  letters  of  a 
new  5 kw  daytime  and  2.5  kw  night- 
time station  on  1280  kc  at  Hamilton, 
Ont.,  scheduled  to  open  this  fall  are 
CHIQ.  Owner  is  J.  Irving  Zucker  and 
Assoc. 

New  ad  agency  ■ Kastor,  Hilton, 
Chesley,  Clifford  & Atherton  Canada 
Ltd.,  is  a new  advertising  agency  with 
offices  at  481  University  Ave.,  Toronto, 
Ont.  W.E.  MacDonald  is  general  man- 
ager. 

Captive  audience  ■ CKX  Brandon, 
Man.,  has  made  an  agreement  with  the 
municipally-owned  Brandon  Transit 
System  and  Brandon  city  council  to  in- 
stall radio  receivers  tuned  to  its  fre- 
quency on  all  buses.  In  return  CKX 
receives  advertising  card  space  in  the 
buses.  This  is  believed  the  first  time 
such  an  arrangement  has  been  made  in 
Canada,  and  recalls  the  “captive  audi- 
ence” arguments  while  Washington, 
D.C.  had  its  transit  fm  radio  system. 


FOR  THE  RECORD 


license  to  change  from  uni.  operation  to 
specified  hours.  Operates  on  1240  kc,  250  w. 
Ann.  June  8. 

WRWH  Cleveland,  Ga. — Granted  increase 
in  power  from  500  w to  1 kw,  continuing 
operation  on  1350  kc,  D.  Ann.  June  8. 

KLEM  Le  Mars,  Iowa — Granted  license 
for  am  station.  Ann.  June  2. 

WFTG  London,  Ky.  — Granted  mod.  of 
license  to  change  from  uni.  operation  to 
specified  hours.  Operates  on  1400  kc,  250  w. 
Ann.  June  8. 

WAYE  Dundalk,  Md.-By  letter,  denied 
request  for  waiver  of  April  13,  1953  public 
notice  (relating  to  proposed  agreement  be- 
tween U.S.  and  Canada  respecting  assign- 
ment of  class  II  am  stations  to  class  I-A 
channels),  and  placed  in  pending  file  its 
application  to  increase  power  from  500  w 
to  1 kw  and  move  station  location  to  Balti- 
more, Md.,  continuing  operation  on  860  kc, 
DA,  D.  Ann.  June  8. 

WSPR  Springfield,  Mass.  — Granted  in- 
crease in  daytime  power  from  1 kw  to  5 
kw,  with  DA-2,  continuing  operation  on 
1270  kc,  1 kw-N;  engineering  conditions. 
Ann.  June  8. 

WABY  Albany,  N.Y. — Granted  increase 
in  daytime  power  from  250  w to  1 kw, 
continuing  operation  on  1400  kc,  250  w-N; 
engineering  conditions.  Ann.  June  8. 

WITT  Lewisburg,  Pa. — Is  being  advised 
that  application  for  assignment  of  license 


New  Am  Stations 

ACTIONS  BY  FCC 

Rex  O.  Stevenson,  Ojai,  CaUf. — Desig- 
nated for  hearing  application  for  new  am 
station  to  operate  on  1320  kc,  500  w.  D; 
made  KUDE  Oceanside,  and  KFAC  Los  An- 
geles, both  California,  parties  to  proceed- 
ing. Ann.  June  8. 

Mercury  Bcstg.  Co.,  Colorado  Springs, 
Colo. — Designated  for  hearing  application 
for  new  am  station  to  operate  on  790  kc, 
500  w,  DA.  D;  made  KXXX  Colby,  Kan., 
and  KHIL  Brighton,  Colo.,  parties  to  pro- 
ceeding. Ann.  June  8. 

APPLICATIONS 

Tahoe  Valley,  Calif. — Harrold  Bcstg.  Co. 
590  kc,  1 kw  D.  P.O.  address  % Phillip  N. 
Harrold,  Box  267,  Bijou,  Calif.  Estimated 
construction  cost  $36,245,  first  year  operat- 
ing cost  $61,600,  revenue  $65,000.  Principals 
include  PhilUp  N.  Harrold,  35%,  Orville  G. 
Harrold  Jr.,  and  Donald  C.  McBain,  20% 
each,  and  others.  Mr.  Phillip  Harrold  is 
employe  of  KOWL  Bijou,  Calif.  Mr.  Mc- 
Bain is  airlines  employe.  Mr.  Orville  Har- 
rold is  professor  ‘at  U.  of  Tennessee.  Ann. 
June  6. 

Butler,  Mo. — Bates  County  Bcstg.  Co.  1530 


60  East  42nd  Street 
MUrray  Hill  7-4242 


860  Jewell  Avenue 


WASHINGTON 

1625  Eye  Street,  N.W. 
District  7-8531 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

June  2 through  June  8.  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  & standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
— very  high  frequency,  uhf — ultra  high  fre- 
quency. ant. — antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watts,  me — mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod— modification,  trans— transmitter,  uni. 
— unlimited  hours,  kc — kilocycles.  SCA — 
subsidiary  communications  authorization. 
SSA — special  service  authorization. — STA — 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann.  Announced. 

Existing  Tv  Station 

ACTION  BY  FCC 

WDAM-TV  Laurel,  Miss. — Granted  waiv- 
er of  Sec.  3.652  (a)  of  rules  to  identify  it- 
self with  Hattiesburg  as  well  as  Laurel. 
Comr.  Cross  dissented.  Ann.  June  8. 


kc,  250  w D.  P.O.  address  % B.D.  Thornton, 
1003  Northeast  2nd,  Walnut  Ridge,  Ark. 
Estimated  construction  cost  $12,871,  first 
year  operating  cost  $33,468,  revenue  $36,000. 
Principals  include  B.D.  Thornton,  E.E. 
Summers,  and  Woodrow  Behannon,  331/,3% 
each.  Mr.  Thornton  is  employe  of  KRLW 
Walnut  Ridge,  Ark.  Mr.  Summers  is  in- 
restaurant business.  Mr.  Behannon  is  reg- 
istrar of  Southern  Baptist  College.  Ann. 
June  2. 

Riverton,  Wyo. — Hugh  Jordon  Stock.  740 
kc,  1 kw  D.  P.O.  address  Box  466,  Lander, 
Wyo.  Estimated  construction  cost  $23,070, 
first  year  operating  cost  $45,740,  revenue 
$60,000.  Applicant  is  employe  of  stock  con- 
struction company.  Ann.  June  3. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

KCRT  Trinidad,  Colo. — Granted  mod.  of 
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to  Central  Pennsylvania  Bcstg.  Co.  indi- 
cates necessity  of  hearing.  Ann.  June  8. 

KONI  Spanish  Fork,  Utah — Mod.  of  cp 
(which  authorized  new  am  station)  to 
change  station  location  to  Spanish  Fork- 
Springville.  Utah  (1480kc).  Ann.  June  6. 

Catamount  Bcstrs.  Inc.,  Bennington,  Vt. 
— Granted  increase  in  power  from  500  w to 
1 kw,  continuing  operation  on  1370  kc,  D; 
engineering  condition.  Ann.  June  8. 

APPLICATIONS 

KCOG  Centerville,  Iowa — Mod.  of  license 
to  change  hours  of  operation  from  speci- 
fied hours  to  uni.  (1400kc).  Ann.  June  2. 

KDSN  Denison,  Iowa — Cp  to  change  fre- 
quency from  1580  kc  to  1530  kc  and  change 
from  DA  to  non-DA  (1530kc).  Ann.  June  7. 

KWKY  Des  Moines,  Iowa — Cp  to  increase 
daytime  power  from  1 kw  to  5 kw,  install 
new  trans.  and  make  changes  in  DA  sys- 
tem (2  additional  towers)  (1150kc).  Ann. 
June  2. 

WEMP  Milwaukee,  Wis.  — Cp  to  make 
changes  in  DA  system  and  ground  system 
(1250kc).  Ann.  June  7. 

New  Fm  Stations 

ACTIONS  BY  FCC 

San  Luis  Obispo,  Calif. — John  C.  Cohan. 
Granted  93.3  me,  30.2  kw.  P.O.  address  Box 
300,  Salinas,  Calif.  Estimated  construction 
cost  $27,511,  first  year  operating  cost  $18,- 
500,  revenue  $24,000.  Applicant  is  in  adver- 
tising business,  and  owner  of  KVEC  San 
Luis  Obispo.  Ann.  June  8. 

Richmond,  Ind.  — Central  Bcstg.  Corp. 
Granted  106.5  me,  25.8  kw  uni.  P.O.  address 
West  Main  St.,  Richmond,  Ind.  Estimated 
construction  cost  $29,354,  first  year  oper- 
ating cost  $2,100,  revenue  $2,600.  Principals 
include  C.E.  Hamilton,  17%,  H.W.  Bockoff, 
16%,  and  others.  Central  is  licensee  of 
WKBV  Richmond  and  WBAT  Marion,  both 
Indiana.  Ann.  June  8. 

Glasgow,  Ky. — Glasgow  Bcstg.  Co.  Grant- 
ed 95.1  me,  1.96  kw.  P.O.  address  Glasgow, 
Ky.  Estimated  construction  cost  $15,544, 
first  year  operating  cost  $12,000,  revenue 
$18,000.  Applicant  is  G.L.  Comer,  owner  of 
WKAY-AM  Glasgow.  Ann.  June  8. 

Detroit,  Mich. — 560  Bcstg.  Corp.  Granted 
107.5  me,  32  kw.  P.O.  address  % Ross  Mul- 
holland,  1260  Library  St.,  Detroit,  Mich. 
Estimated  construction  cost  $23,000,  first 
year  operating  cost  $24,000,  revenue  $33,000. 
Principal  applicant  is  Ross  Mulholland, 
president  of  560  Bcstg.  Corp.,  licensee  of 
WQTE  Monroe,  Mich.  Ann.  June  8. 

Atlantic  City,  N.J. — South  Jersey  Radio 
Inc.  Granted  103.7  me,  33.1  kw.  P.O.  address 
Old  Turnpike,  Pleasantville,  N.J.  Estimated 
construction  cost  $8,755,  first  year  operating 
cost  $2,500,  revenue  $5,000.  Principals  in- 
clude Harlan  G.  Murrelle,  Howard  L. 
Green,  16.6%  each,  and  others.  Applicants 
also  own  WOND  Pleasantville,  N.J.,  and 
WMMB  Melbourne,  Fla.  Ann.  June  8. 

Statesville,  N.C.  — Iredell  Bcstg.  Corp. 
Granted  96.9  me,  3.6  kw  uni.  P.O.  address 
Box  1027,  Statesville,  N.C.  Estimated  con- 
struction cost  $9,430,  first  year  operating 
cost  $6,000,  revenue  $8,000.  Principals  are 
Walter  A.  Duke,  50.92%,  and  John  F.  Stan- 
bery,  49.08%,  licensee  of  WBDM  Statesville. 
Mr.  Duke  also  has  50%  interest  in  WENO 
Madison,  Tenn.  Ann.  June  8. 

Oklahoma  City,  Okla.  — Nanmar  Inc. 
Granted  100.5  me,  40.45  kw  uni.  P.O.  ad- 
dress 1334  S.W.  29th  St.,  Oklahoma  City, 
Okla.  Estimated  construction  cost  $23,295, 
first  year  operating  cost  $20,000,  revenue 
$25,000.  Principals  are  Steve  Bushelman  Jr„ 
60%,  Theodore  J.  Bushelman,  20%  and 
Nancy  J.  Bushelman,  20%,  who  are  asso- 
ciated in  household  appliance  firm.  Theo- 


dore Bushelman  'was  formerly  employe  of 
WKRC-TV  Cincinnati,  Ohio.  Ann.  June  8. 

Greenville,  S.C.  — Bob  Jones  University 
Inc.  Granted  94.5  me,  840  w.  P.O.  address 
Greenville,  S.C.  Estimated  construction 
cost  $5,525,  first  year  operating  cost  $9,549, 
revenue  $7,044.  Applicant  owns  WMUU 
Greenville,  non-profit  educational  station. 
Ann.  June  8. 

APPLICATIONS 

Kansas  City,  Mo.— Walter  D.  Caldwell, 
99.7  me,  1.94  kw.  P.O.  address  408  Amarillo 
Bldg.,  Amarillo,  Tex.  Estimated  construction 
cost  $18,739,  first  year  operating  cost  $36,000, 
revenue  $45,000.  Applicant  is  independent 
gas  and  oil  operator.  Ann.  June  2. 

Celina,  Ohio — Celina  Bcstg.  Co.,  94.3  me, 
.250  kw.  P.O.  address  126  W.  Fayette  St., 
Celina,  Ohio.  Estimated  construction  cost 
$10,210,  first  year  operating  cost  $6,000,  reve- 
nue $8,000.  Principals  include  Elmer  E. 
Schweizer,  Frank  J.  Hawkins  and  J.P. 
Moore,  33%%  each.  Mr.  Schweizer  is  retail 
music  store  owner.  Mr.  Hawkins  is  chemist. 
Mr.  Moore  is  teacher.  Ann.  June  6. 

York,  Pa. — Susquehanna  Bcstg.  Co.,  107.9 
me,  6.497  kw.  P.O.  address  53  N.  Duke  St., 
York,  Pa.  Estimated  construction  cost  $12,- 
095,  first  year  operating  cost  $20,000,  reve- 
nue $15,000.  Principals  include  Louis  J. 
Appell  estate,  88.11%,  and  others.  Susque- 
hanna Bcstg.  is  owner  of  WSBA-AM-TV 
York,  and  90%  owner  of  WARM  Scranton, 
Pa.  and  WHLO  Akron,  Ohio.  Ann.  June  2. 

Existing  Fm  Station 

ACTION  BY  FCC 

WWVA-FM  Wheeling,  W.Va  — Designated 
for  hearing  application  to  increase  ERP 
from  7.4  kw  to  23.17  kw  and  ant.  height 
from  470  ft.  to  473.6  ft.;  made  WKBN-FM 
Youngstown,  Ohio,  party  to  proceeding. 
Ann.  June  8. 

Ownership  Changes 

ACTIONS  BY  FCC 

KINS  Eureka,  Calif. — Granted  (1)  ac- 
quisition of  positive  control  by  Wendell 
Adams  by  stock  purchase  from  H.G.  Fearn- 
head  to  increase  former’s  interest  from  50% 
to  80%;  and  (2)  renewal  of  license.  Ann. 
June  8. 

WRDW  Augusta,  Ga. — Granted  assignment 
of  license  to  Radio  Augusta  Inc.  (George  C. 
Nicholson  and  wife  and  John  C.  Amick  and 
wife);  consideration  $225,000.  Mr.  Nicholson 
has  interest  in  WYZE  Atlanta,  and  WANS 
Anderson,  S.C.  Ann.  June  8. 

WWCC  Bremen,  Ga. — Granted  assignment 
of  license  to  Southwest  Alabama  Bcstg.  Co. 
(WBCA  Bay  Minette,  and  WHEP  Foley, 
Ala.);  consideration  $60,000.  Ann.  June  8. 

KRFS  Superior,  Neb. — Granted  assign- 
ment of  license  to  David  L.  Tucker  and 
William  L.  Gratopp,  d/b  as  KRFS  Radio; 
consideration  $70,000.  Ann.  June  8. 

WBNC  Conway,  N.H. — Granted  (1)  renew- 
al of  license  and  (2)  transfer  of  control 
from  William  R.  Sweeney  to  Joan  T.  and 
Lawrence  H.  Sherman;  consideration  $40,- 
000.  Ann.  June  8. 

KLBS  Livingston,  Tex. — Granted  assign- 
ment of  license  to  Trinity  Valley  Bcstg.  Co. 
(Jack  G.  Jackson  Sr.,  and  Eugene  Hanson); 
consideration  involves  assignee  assumption 
of  $12,603  indebtedness  owed  by  assignor. 
Ann.  June  8. 

WMOV  Ravenswood,  W.  Va. — Granted  as- 
signment of  license  to  Jackson  County  Bcstg. 
Co.  (Rev.  Paul  V.  H.  Bell,  president);  con- 
sideration $20,000.  Ann.  June  8. 

KRAE  Cheyenne,  Wyo. — Granted  assign- 
ment of  cp  to  Ray  Winkler,  Ernest  Thrasher, 
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Frank  Benites,  Tom  Atkins  and  David 
Meyers,  d/b  as  Radio  Broadcasters;  consid- 
eration $1,500  to  cover  expenses.  Mr. 
Winkler  has  interest  in  KZIP  Amarillo, 
Tex.  Ann.  June  8. 

APPLICATIONS 

KBLO  Hot  Springs,  Ark. — Seeks  involun- 
tary assignment  of  license  from  Hot  Springs 
Bcstg.  Inc.  to  Stan  Morris,  trustee  in  bank- 
ruptcy. Ann.  June  6. 

KDEO  El  Cajon,  Calif. — Seeks  assignment 
of  license  from  Balboa  Bcstg.  Corp.  to 
Tullis  & Hearne  Bcstg.  Co.  for  $475,000. 
Purchasers  are  Howard  L.  Tullis  and  John 
P.  Hearne,  equal  partners.  Mr.  Tullis  has 
interests  in  KFXM  San  Bernardino,  and 
KEAP  Fresno,  both  California.  Mr.  Hearne 
has  interests  in  KVEN-AM-FM  Ventura, 
KFXM  San  Bernardino,  both  California, 
and  KUAM-AM-TV  Agana,  Guam.  Firm  of 
Tullis  & Hearne  is  also  licensee  of  KAFY 
Bakersfield,  Calif.  Ann.  June  6. 

KRKY  (FM)  Denver,  Colo. — Seeks  assign- 
ment of  cp  from  Plains  Radio  Bcstg.  Co.  to 
United  Communications  Inc.  for  $21,000. 
Sale  includes  cp's  for  KRMV  (FM)  Min- 
neapolis, Minn.;  WFFM  (FM)  Cincinnati, 
Ohio;  KRMC  (FM)  Portland,  Ore.;  and 
KPRN  (FM)  Seattle,  Wash.  Purchasers  are 
William  H.  Hernstadt,  Graham  Loving  Jr., 
and  William  E.  Murray,  33y3%  each.  Messrs. 
Hernstadt  and  Loving  are  in  investment 
banking.  Mr.  Murray  is  attorney.  Ann. 
June  6. 

WRC-AM-FM-TV  Washington,  D.C.— Seeks 
assignment  of  license  from  National  Bcstg. 
Co.  to  RKO  General  Inc.  for  $11,500,000 
(see  WRCV-AM-TV  Philadelphia  below). 
Ann.  June  7. 

WSIL-TV  Harrisburg,  111. — Seeks  involun- 
tary assignment  of  license  of  Turner-Farrar 
Assn,  due  to  death  of  Oscar  L.  Turner,  25% 
stockholder.  Executrix  of  estate  in  Ethel 
M.  Turner,  20%  stockholder,  who  will  rep- 
resent Mr.  Turner’s  interest  in  partnership. 
Ann.  June  2. 

WGMS  Bethesda,  Md.;  WGMS-FM  Wash- 
ington, D.C. — Seeks  assignment  of  license 
from  RKO  General  Inc.  to  KFWB  Bcstg. 
Corp.  for  $1,500,000.  KFWB  Bcstg.  is  wholly- 
owned  subsidiary  of  Crowell-Collier  Pub- 
lishing Co.,  W.D.  Cole,  board  chairman. 
KFWB  Bcstg.  is  licensee  of  TCFWB  Los  An- 
geles, KEWB  San  Francisco,  and  KDWB 
Minneapolis-St.  Paul,  Minn,  (see  WRCV- 
AM-TV  Philadelphia,  below).  Ann.  June  7. 

WNAC-AM-TV;  WRKO  (FM)  Boston, 
Mass. — Seeks  assignment  of  license  from 
RKO  General  Inc.  to  National  Bcstg.  Co.  in 
exchange  for  National’s  Philadelphia  sta- 
tions, WRCV-AM-TV.  Exchange  is  made 
in  compliance  with  Sept.  22,  1959  judgment 
in  U.S.  vs  RCA  and  NBC  directing  NBC 
and  RCA  to  sell,  exchange  or  otherwise  dis- 
pose of  WRCV-AM-TV  on  or  before  Dec.  31, 
1962.  (See  WRCV-AM-TV  Philadelphia,  be- 
low.) Ann.  June  7. 

WTYM  East  Longmeadow,  Mass. — Seeks 
assignment  of  license  from  Springfield 
Bcstg.  Co.  to  Stanley  Ulanoff  for  $140,000. 
Principals  include  Stanley  Ulanoff,  31.6%, 
George  Friedman,  15.8%,  and  others.  Mr. 
Ulanoff  deals  in  wholesale  packaging  ma- 
terials. Mr.  Friedman  is  owner  of  retail 
liquor  store.  Ann.  June  6. 

KFMV  (FM)  Minneapolis,  Minn. — Seeks 
assignment  of  cp  from  Plains  Radio  Bcstg. 
Co.  to  United  Communications  Inc.  for  $21,- 
000.  Sale  includes  cp’s  for  WFFM  (FM)  Cin- 
cinnati, Ohio;  KRMC  (FM)  Portland,  Ore.; 
KPRN  (FM)  Seattle,  Wash.,  and  KRKY 
(FM)  Denver,  Colo.  Purchasers  are  William 
H.  Hernstadt,  Graham  Loving  Jr.,  and  Wil- 
liam E.  Murray,  33y3%  each.  Messrs.  Hern- 
stadt and  Loving  are  in  investment  banking. 
Mr.  Murray  is  attorney.  Ann.  June  6. 

KXLL  Missoula,  Mont. — Seeks  assignment 
of  license  from  Western  Montana  Assoc,  to 
June  Inc.  for  $98,000.  Principals  include 
June  Burgan  Wilson,  George  W.  Wilson,  and 
Jesse  W.  Burgan,  33y3%  each.  Mr.  and  Mrs. 
Wilson  are  former  employes  of  KHIL 
Brighton,  Colo.  Mr.  Burgan  is  retired.  Ann. 
June  2. 

KOB  Albuquerque,  N.M. — Seeks  assign- 
ment of  license  from  Albuquerque  Bcstg. 
Co.  to  KSTP  Inc.,  merger  into  parent  firm. 
No  financial  consideration  involved.  Ann. 
June  6. 

WFFM  (FM)  Cincinnati,  Ohio — Seeks  as- 
signment of  cp  from  Plains  Radio  Bcstg. 
Co.  to  United  Communications  Inc.  for  $21,- 
000.  Sale  includes  cp’s  for  KRMC  (FM) 
Portland.  Ore.;  KPRN  (FM)  Seattle,  Wash.; 
KFMV  (FM)  Minneapolis,  Minn.,  and 
KRKY  (FM)  Denver,  Colo.  Purchasers  are 
William  H.  Hernstadt,  Graham  Loving  Jr., 
and  William  E.  Murray,  33y3%  each.  Messrs. 
Hernstadt  and  Loving  are  in  investment 
banking.  Mr.  Murray  is  attorney.  Ann. 
June  6. 

WONT  Delaware,  Ohio — Seeks  assignment 
of  license  from  Somerset  Bcstg.  Co.  to  Dela- 
ware Bcstg.  Inc.,  a corporation.  No  financial 
consideration  involved.  Ann.  June  2. 

KRMC  (FM)  Portland,  Ore. — Seeks  assign- 


110  (FOR  THE  RECORD) 


BROADCASTING,  June  13,  1960 


JANSKY  & BAILEY  INC. 

Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  FEderol  3-4800 
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JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 
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Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 
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WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 

Member  AFCCE 

A.  D.  Ring  & Associates 

30  Years'  Experience  in  Radio 
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WASHINGTON  6,  D.  C. 
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GUY  C.  HUTCHESON 
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ARLINGTON,  TEXAS 

SILLIMAN,  MOFFET  & 
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1405  G St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 

Member  AFCCE 

WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 

Associates 

George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.  Hickory  7-2401 
Riverside,  III. 

(A  Chicago  suburb) 

HAMMETT  & EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San  Francisco  28,  California 
Diamond  2-5208 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 
Brecksville,  Ohio 
(a  Cleveland  Suburb) 

Tel:  JAckson  6-4386  P.  O.  Box  82 
Member  AFCCE 

J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
P.O.  Box  9044 
Austin  17,  Texas 
GLendale  2-3073 

—Established  1926- 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 

Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GEORGE  C DAVIS 

CONSULTING  ENGINEERS 
RADIO  & TELEVISION 
527  Munsey  Bldg. 
STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

GAUTNEY  & JONES 

CONSULTING  RADIO  ENGINEERS 
930  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE 

Lohnes  & Culver 

Munsey  Building  District  7-8215 

Washington  4,  D.  C, 

Member  AFCCE 

KEAR  & KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
FLeetwood  7-8447 

Member  AFCCE 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
OLiver  2-8520 

GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 
Radio-Television 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 
Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

JULES  COHEN 

Consulting  Electronic  Engineer 
617  Albee  Bldg.  Executive  3-4616 
1426  G St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 

VIR  N.  JAMES 

SPECIALTY 

DIRECTIONAL  ANTENNAS 
1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 

Member  AFCCE 
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raent  of  cp  from  Plains  Radio  Bcstg.  Co.  to 
United  Communications  Inc.  for  $21,000. 
Sale  includes  cp’s  for  KPRN  (FM)  Seattle, 
Wash.:  WFFM  (FM)  Cincinnati,  Ohio;  KFMV 
(FM)  Minneapolis,  Minn.;  and  KRKY  (FM) 
Denver,  Colo.  Purchasers  are  William  H. 
Hernstadt,  Graham  Loving  Jr.,  and  William 
E.  Murray,  33'/3%  each.  Messrs.  Hernstadt 
and  Loving  are  in  investment  banking.  Mr. 
Murray  is  attorney.  Ann.  June  6. 

WRCV-AM-TV  Philadelphia,  Pa.  — Seeks 
assignment  of  license  from  National  Bcstg. 
Co.  to  RKO  General  Inc.  in  exchange  for 
RKO’s  Boston  stations,  WNAC-AM-TV  and 
WRKO  (FM).  RKO  is  licensee  of  these  sta- 
tions plus  WOR-AM-FM-TV  New  York: 
KH J - AM-FM-TV  Los  Angeles;  KFRC-AM- 
FM  San  Francisco;  WHBQ-AM-TV  Mem- 
phis, Tenn.;  WGMS  Bethesda,  Md.,  and 
WGMS-FM  Washington,  D.C.,  and  has  con- 
troling  ownership  of  CKLW -AM-FM-TV 
Windsor,  Ont.,  Canada.  RKO  proposes  to 
purchase  WRC-AM-FM-TV  Washington, 
D.C.,  for  $11.5  million  and  sell  WGMS  Be- 
thesda, Md.,  and  WGMS-FM  Washington  to 
Crowell-Collier  Publishing  Co.,  for  $1.5  mil- 
lion. Ann.  June  7. 

KINT  El  Paso,  Tex. — Seeks  transfer  of 
control  of  Radio  El  Paso  Inc.  from  Robert 
L.  Howsam,  John  W.  Lowery  and  William 
J.  Elliott,  33%%  each,  to  Odis  L.  Echols 
Jr.,  52%,  and  Odis  L.  Echols  Sr.,  48%,  for 
$71,700.  Purchasers  are  owners  of  KCLV 
Clovis,  N.M.  Ann.  June  6. 

WSNO  Barre,  Vt. — Seeks  assignment  of 
license  from  JKL  Bcstg.  Co.  to  Robert  I. 
Kimel  and  Bessie  W.  Grad  for  $58,373. 
Equal  partners  Kimel  and  Grad  are  owners 
of  WWSR  St.  Albans,  Vt.  Ann.  June  6. 

KPRN  (FM)  Seattle,  Wash.— Seeks  as- 
signment of  cp  from  Plains  Radio  Bcstg. 
Co.  to  United  Communications  Inc.  for 
$21,000.  Sale,  includes  cp’s  for  WFFM  (FM) 
Cincinnati,  Ohio;  KFMV  (FM)  Minneapolis, 
Minn.;  KFMC  (FM)  Portland,  Ore.,  and 
KRKY  (FM)  Denver,  Colo.  Purchasers  are 
William  H.  Hernstadt,  Graham  Loving  Jr., 
and  William  E.  Murray,  33%%  each. 
Messrs.  Hernstadt  and  Loving  are  in  in- 
vestment banking.  Mr.  Murray  is  attorney. 
Ann.  June  6. 

KLUK  Evanston,  Wyo. — Seeks  assignment 
of  license  from  Morgan  County  Bcstg.  Co. 
to  Evanston-Kemmerer  Bcstrs.  Inc.  for 
$35,000.  Principals  are  Warren  D.  Papke, 
49%,  Duane  R.  Liffrig  and  Les  Kleven, 
25.5%)  each.  Messrs.  Papke  and  Kleven  are 
employes  of  KUMV  (TV)  Williston,  N.D. 
Mr.  Liffrig  is  in  real  estate.  Ann.  June  2. 

Hearing  Cases 

FINAL  DECISIONS 

■ By  order,  commission  made  effective 
immediately  April  26  initial  decision  and 
granted  application  of  Southeast  Mississippi 
Bcstg.  Co.  to  change  facilities  of  station 
WSJC  Magee,  Miss.,  from  1280  kc,  500  w,  D, 
to  790  kc,  1 kw,  D,  DA.  Ann.  June  8. 

n By  order,  commission  denied  petition 
by  Miners  Bcstg.  Service  Inc.,  to  reopen 
the  record  and  dismissed  as  moot  its  peti- 
tion to  defer  June  3 oral  argument  in  pro- 
ceeding on  its  application  and  that  of  Val- 
ley Bcstg.  Co.  for  new  am  stations  in 
Kingston  and  Lehighton,  both  Pennsylva- 
nia, respectively.  Ann.  June  2. 

■ Commission  on  June  3 directed  prep- 
aration of  document  looking  toward  grant- 
ing application  of  Carnegie  Bcstg.  Co.  for 
new  am  station  to  operate  on  1590  kc,  1 
kw,  DA,  D,  in  Carnegie,  Fa.,  and  denying 
application  of  Jeannette  Bcstg.  Co.  for 
similar  facilities  with  500  w in  Jeannette, 
Pa.  Nov.  12,  1959  initial  decision  looked 
toward  this  action.  Ann.  June  3. 

■ Commission  on  June  3 directed  prep- 


aration of  document  looking  toward  grant- 
ing application  of  Valley  Bcstg.  Co.  for 
new  am  station  to  operate  on  1150  kc,  1 
kw,  DA,  D,  in  Lehighton,  Pa.,  and  denying 
application  of  Miners  Bcstg.  Service  Inc., 
for  same  facilities  in  Kingston,  Pa.  Oct.  2, 
1959  initial  decision  looked  toward  this  ac- 
tion. Ann.  June  3. 

■ Upon  request  by  Assn,  of  Federal  Com- 
munications Consulting  Engineers,  commis- 
sion extended  time  for  filing  comments  and 
replies  to  June  22  and  July  5,  respectively, 
in  rulemaking  proposal  to  amend  part  17. 
Action  June  7. 

s Upon  request  by  Texas  State  Network 
Inc.  (KFJZ-TV),  Fort  Worth,  Tex.,  com- 
mission on  June  6 extended  time  to  June 
7 to  file  replies  to  oppositions  to  its  peti- 
tion for  reconsideration  in  tv  rulemaking 
proceeding  involving  Fort  Worth  and  Den- 
ton, both  Texas.  Ann.  June  8. 

■ By  order,  commission  denied  motion 
by  Price  Bcstrs.  Inc.,  for  stay  of  March  25 
decision  wheh  granted  application  of  Times 
and  News  Publishing  Co.  to  change  facili- 
ties of  station  WGET  Gettysburg,  Pa.,  from 
1450  kc,  250  w,  uni.  to  1320  kc,  500  w-N, 
1 kw-LS,  DA-2,  and  denied  applications  of 
Monocacy  Bcstg.  Co.  and  Price  seeking 
new  stations  on  1320  kc  in  Gettysburg  and 
Frederick,  Md.,  respectively.  Comrs.  Craven 
and  Cross  dissented.  Petition  by  Price  for 
reconsideration  of  March  25  decision  is  still 
pending.  Ann.  June  8. 

■ By  decision,  commission  granted  ap- 
plications of  Dowagiac  Bcstg.  Co.  for  new 
am  station  to  operate  on  1440  kc,  500  w,  D. 
in  Dowagiac,  Mich.,  and  Kalamazoo  Bcstg. 
Co.  for  new  station  on  1420  kc,  1 kw,  DA, 
D,  in  Kalamazoo,  Mich.,  and  denied  appli- 
cation of  Circle  Corp.  to  change  facilities 
of  station  WKLZ  Kalamazoo,  from  1470  kc, 
500  w,  D,  to  1440  kc,  5 kw,  DA,  D.  May  26, 
1959  initial  decision  looked  toward  this 
action.  Ann.  June  8. 

■ By  decision,  commission  (1)  granted 
application  of  Sierra  Madre  Bcstg.  Co.  for 
new  class  A fm  station  to  operate  on  107.1 
me  in  Sierra  Madre,  Calif.;  (2)  dismissed 
for  default  application  of  Falcon  Bcstg.  Co. 
for  similar  facility  in  Vernon,  Calif.,  and 
(3)  denied  petition  by  Bible  Institute  of  Los 
Angeles  Inc.  (fm  station  KBBI),  Los  An- 
geles, to  reopen  record.  Comr.  Craven  not 
participating.  April  24,  1959  initial  decision 
looked  toward  this  action.  Ann.  June  8. 

a By  memorandum  opinion  and  order, 
commission,  on  petition  by  Broadcast  Bu- 
reau, removed  from  hearing  status  and 
returned  to  pending  file  application  of 
Cannon  System  Ltd.,  to  increase  power  of 
station  KIEV  Glendale,  Calif.,  from  250  w 
to  10  kw,  continuing  operation  on  870  kc, 
D,  to  be  withheld  pending  conclusion  of 
clear  channel  proceeding  pursuant  to  Sec. 
1.351  of  rules.  Ann.  June  8. 

■ By  memorandum  opinion  and  order, 
commission,  on  petition  by  applicant,  sev- 
ered from  consolidated  proceeding  and 
granted  application  of  Niagara  Bcstg.  Sys- 
tem to  increase  daytime  power  of  station 
WNIA  Cheektowaga,  N.Y.,  from  250  w to 
500  w,  continuing  operation  on  1230  kc,  250 
w-N;  engineering  condition.  Ann.  June  8. 

■ Commission  extended  time  for  filing 
comments  and  replies  to  Sept.  1 and  Sept. 
16.  respectively,  in  rulemaking  proceeding 
on  interim  policy  on  shorter-spaced  vhf  tv 
channel  assignments  and  amendment  of 
part  3 concerning  tv  engineering  standards. 
Revised  curves  derived  by  merging  present 
high  vhf  ad  hoc  groundwave  curves  with 
new  and  accepted  tropospheric  curves  will 
be  prepared  and  issued  in  further  notice  of 
proposed  rulemaking.  Data  prepared  for 
low  vhf  channels  and  based  upon  May  6 
curves  will  still  be  valid,  and  data  and 
comments  for  high  vhf  stations  should  be 


held  in  abeyance  until  revised  high  vhf 
curves  are  issued  shortly.  Commission  also 
extended  to  those  dates  time  for  filing 
comments  and  replies  in  rulemaking  affect- 
ing tv  table  of  assignments  in  Grand 
Rapids,  Cadillac,  Traverse  City  and  Alpena, 
all  Michigan.  Ann.  June  8. 

Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Commissioner  Rosel  H.  Hyde 

a Granted  May  27  petition  by  Rogue  Val- 
ley Bcstrs  Inc.  (KWIN)  Ashland,  Ore.,  and 
extended  to  June  14  time  to  file  reply  to 
responses  to  petitions  to  enlarge  issues,  and 
dismissed  as  moot  Rogue  Valley’s  May  25 
similar  petition  in  proceeding  on  its  am  ap- 
plication et  al.  Action  June  1. 

■ Granted  petition  by  Ulster  County 
Bcstg.  Co.,  Ellenville,  N.Y.  for  extension  of 
time  to  June  3 to  file  response  to  Broad- 
cast Bureau  petition  to  set  aside  initial 
decision  and  consolidate  in  hearing  am  ap- 
plications of  Catskills  Bcstg.  Co.  and  Ellen- 
ville Bcstg.  Co.,  Ellenville,  N.Y.  and  Ulster 
County;  dismissed  as  moot  Ulster  June  1 
petition.  Actions  June  6. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

■ Scheduled  hearings  in  following  pro- 
ceedings on  dates  shown:  July  22:  am  appli- 
cations of  Simon  Geller,  Gloucester  and 
Assoc.  Enterprises,  Brockton,  both  Massa- 
chusetts; Babylon-Bay  Shore  Bcstg.  Corp. 
( WBAB ) , Babylon,  N.Y.;  Sept.  6:  Washington 
Bcstg.  Co.  (WOL)  Washington,  D.C.  et  al. 
Actions  June  1. 

a Granted  petition  by  San  Mateo  Bcstg. 
Co.  for  dismissal  without  prejudice  its  ap- 
plication for  new  fm  station  in  San  Mateo, 
Calif.;  application  of  Frank  James,  Red- 
wood City,  Calif,  retained  in  hearing  status. 

By  Hearing  Examiner  J.D.  Bond 

■ Granted  motion  by  Northeast  Radio 
Inc.  (WCAP)  Lowell,  Mass,  and  scheduled 
prehearing  conference  for  June  13  in  pro- 
ceeding on  its  am  application.  Action  May 
31. 

■ Pursuant  to  agreements  reached  by  all 
parties  at  June  1 further  hearing,  continued 
further  hearing  on  group  3 applications  to 
date  to  be  fixed  by  subsequent  order  in 
consolidated  proceeding  on  am  applications 
of  Cookeville  Bcstg.  Co.,  Cookeville,  Tenn., 
et  al.  Action  June  1. 

H Granted  petition  by  Broadcast  Bureau 
and  extended  from  May  31  to  June  3 time 
to  file  proposed  findings  of  fact  and  con- 
clusions of  law  in  proceeding  on  am  appli- 
cations of  John  K.  Rogers,  Bristol  and 
Kingsport  Bcstg.  Co.  (WKPT)  Kingsport, 
both  Tennessee.  Action  June  3. 

■ Granted  request  by  Cosmopolitan  Bcstg. 

Co.,  New  Orleans,  La.  and  extended  from 
June  1 to  June  29  time  to  file  oppositions  to 
two  petitions  by  Springhill  Bcstg.  Co.  Mo- 
bile, Ala.  and  Northwest  Mississippi  Bcstg. 
Co.,  Senatobia,  Miss,  to  enlarge  issues  in  am 
proceeding:  application  in  consolidated 

hearing.  Action  June  1. 

■ Granted  petition  by  Belton  Bcstrs  Inc., 
Belton,  Tex.,  for  change  in  dates  of  pro- 
cedural steps  and  advance  hearing  on  engi- 
neering and  non-engineering  matters  from 
July  25  to  July  6 in  am  consolidated  pro- 
ceeding. Ann.  June  3. 

By  Hearing  Examiner  James  D.  Cunningham 

■ With  consent  of  all  parties,  rescheduled 
for  June  7 at  9 a.m.,  hearing  scheduled  for 
July  11  in  proceeding  on  application  of 
Concord  Kannapolis  Bcstg.  Co.,  for  new 
fm  station  in  Concord,  N.C.  Action  June  2. 

■ Continued  hearing  from  June  7 to  June 
9 in  proceeding  on  fm  application  of  Con- 
cord Kannapolis  Bcstg.  Co.,  Concord,  N.C. 
Action  June  6. 

By  Hearing  Examiner  Charles  J.  Frederick 

■ Granted  petition  by  respondent  WWDC 
Inc.  (WWDC)  Washington,  D.C.  and  con- 
tinued from  June  1 to  June  15  time  to  file 
proposed  findings  and  conclusions  in  pro- 
ceeding on  am  applications  of  Alkima  Bcstg. 
Co.,  West  Chester,  Pa.,  Herman  Handloff, 
Newark,  Del.  and  Howard  Wasserman,  West 
Chester,  Pa.  Action  May  31. 

■ Granted  petition  by  Malrite  Bcstg.  Co.. 
Norwalk,  Ohio,  for  leave  to  make  engineer- 
ing changes  in  proceeding  on  its  am  appli- 
cation; application  in  consolidated  proceed- 
ing. Action  May  31. 

■ Granted  petition  by  Taft  Bcstg.  Co.,  in- 
tervenor,  for  extension  of  time  to  July  18 
to  file  replies  to  proposed  findings  in  pro- 
ceeding on  application  of  WHAS  Inc. 
(WHAS-TV)  Louisville,  Ky.  Ann.  June  6. 
By  Hearing  Examiner  Millard  F.  French 

■ Upon  agreement  of  parties,  scheduled 
further  hearing  for  June  6 at  11:15  a.m.  in 
Lake  Charles-Lafayette,  La.  ch.  3 tv  pro- 
ceeding. Action  June  2. 

■ Issued  order  following  first  prehearing 
conference  in  proceeding  on  am  applications 
of  WTTT  Inc.  (WTTT)  Arlington,  Fla.,  et 
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al.,  divided  parties  into  two  groups — group  I, 
Florida  applicants  and  group  II,  North 
Carolina  applicants;  scheduled  dates  for 
procedural  steps  and  hearing  for  Sept.  13 
for  group  I;  future  dates  concerning  group 
II  are  to  await  action  of  commission  upon 
their  respective  petitions  for  severance  and 
grant.  Action  June  1. 

■ Upon  request  of  Northwest  Bcstrs  Inc. 
and  with  consent  of  all  parties,  extended 
from  June  3 to  June  13  time  to  file  pro- 
posed findings  and  conclusions  and  from 
June  17  to  June  27  to  file  reply  find- 
ings and  conclusions  in  proceeding  on  ap- 
plication of  Northwest  and  that  of  Rev. 
Haldane  James  Duff  for  new  am  stations  in 
Bellevue  and  Seattle,  both  Washington. 
Action  June  2. 

By  Hearing  Examiner  Walter  W.  Guenther 

■ Granted  petition  by  Rogue  Valley 
Bcstrs.  Inc.  (KWIN)  Ashland,  Ore.  and  ex- 
tended to  June  14  time  to  respond  to  peti- 
tion by  Medford  Bcstrs.  Inc.  (KDOV)  Med- 
ford, Ore.  for  leave  to  amend  in  proceeding 
on  their  am  applications,  et  al.  Action  June 

By  Hearing  Examiner  Isadore  A.  Honig 

■ Issued  order  following  prehearing  con- 
ference in  proceeding  on  am  applications  of 
Brockway  Company  (WMSA)  Massena,  N.Y., 
et  al.,  scheduled  dates  for  procedural  steps, 
and  continued  hearing  from  June  13  to  July 
14.  Action  June  1. 

■ By  memorandum  of  ruling  formalized 
rulings  made  on  record  at  June  2 hearing  in 
proceeding  on  application  of  M&M  Bcstg. 
Co.  ( WLUK-TV)  Marinette,  Wis.  for  mod. 
of  cp:  granted  motion  by  Federal  Aviation 
Agency  to  extent  of  adjourning  hearing  from 
June  2 to  June  13  and  denied  motion  inso- 
far as  it  seeks  adjournment  for  full  thirty- 
day  period  from  June  2.  Action  June  2. 

By  Hearing  Examiner  Annie  Neal  Huntting 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  from  June  1 to  June  10  time 
to  file  proposed  findings  of  fact  and  con- 
clusions in  proceeding  on  am  applications 
of  Cecil  W.  and  Jane  A.  Roberts,  Poplar 
Bluff,  Mo.,  et  al.  Action  June  3. 

■ Directed  parties  to  appear  at  prehear- 
ing conference  at  9 a.m.,  June  27,  in  pro- 
ceeding on  application  of  Babylon-Bay 
Shore  Bcstg.  Corp.  (WBAB)  Babylon,  N.Y. 
Ann.  June  6. 

■ Granted  petition  by  Grossco  Inc.,  West 
Hartford,  Conn.,  and  received  certain  docu- 
ments in  evidence  and  made  part  of  record 
in  am  consolidated  proceeding.  Ann.  June  6. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ Upon  joint  motion  by  Washington 
County  Bcstg.  Co.  and  Washington  Home 
and  Farm  Radio  Inc.,  continued  hearing 
from  June  2 to  June  20  in  proceeding  ,on 
their  applications  for  new  am  stations  in 
Washington,  Iowa,  et  al.  Action  May  31. 

■ Continued  from  June  14  to  Sept.  7 hear- 
ing in  proceeding  on  applications  of  Anten- 
navision  Service  Co.  for  cps  for  new  fixed 
radio  stations  at  Oatman  Mountain  and 
Telegraph  Pass,  Ariz.  Action  May  31. 

■ Scheduled  prehearing  conference  for 
June  30  and  cancelled  hearing  scheduled  for 
July  25  in  proceeding  on  fm  applications  of 
Lawrence  Shushan,  Albany  and  United 
Bcstg.  Co.  (KEEN-FM)  San  Jose,  both 
California.  Action  June  2. 

■ Granted  petition  by  Boulder  Radio 
KBOL  Inc.  (KBOL)  Boulder,  Colo,  and  con- 
tinued from  June  3 to  July  14  date  for  ex- 
change of  engineering  exhibits  in  proceed- 
ing on  its  am  application,  et  al.;  hearing 
continued  from  June  30  to  July  25.  Action 
June  2. 

By  Hearing  Examiner  David  I.  Kraushaar 

■ By  order  formalized  rulings  made  on 
record  at  June  1 prehearing  conference  in 
proceeding  on  proposal  by  Nathan  Frank 
(WNBE-TV)  New  Bern,  N.C.,  for  specifica- 
tion of  trans.  and  ant.  site;  scheduled  fur- 
ther prehearing  conference  for  Sept.  26  and 
continued  hearing  to  Oct.  3.  Action  June  2. 

By  Hearing  Examiner  Jay  A.  Kyle 

b Scheduled  hearing  for  July  11  in  pro- 
ceeding on  application  of  Martin  Karig  for 
new  am  station  in  Johnstown,  N.Y.  Action 
June  1. 

By  Hearing  Examiner  Forest  L.  McClenning 

■ Granted  petition  by  Edward  C.  Fritz 
Jr.,  Waukegan,  111.  insofar  as  he  requests 
leave  to  amend  his  fm  application  to  more 
clearly  set  forth  in  affidavit  form  matters 
affecting  his  financial  qualification  and  par- 
ticipation of  Charles  W.  Kline  in  proposal; 
petition  insofar  as  grant  of  application  as 
amended  without  hearing  referred  to  com- 
mission; on  own  motion,  continued  without 
date  hearing  scheduled  for  June  27.  Action 
May  31. 

■ Granted  petiton  by  Broadcast  Bureau 
and  extended  from  June  3 to  June  17  time  to 
file  proposed  findings  of  fact  and  conclusions 
of  law  in  proceeding  on  am  application  of 
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American  Bcstg.  Stations  Inc.  (KWMT) 
Fort  Dodge,  Iowa.  Action  June  2. 

By  Hearing  Examiner  Herbert  Sharfman 

■ Granted  motion  by  Pier  San  Inc.  and 
rescheduled  certain  procedural  dates  in 
proceeding  on  its  application  for  new  am 
station  in  Larned,  Kans.,  et  al;  hearing  con- 
tinued from  July  7 to  July  21.  Action  June 
2. 

■ Granted  petition  by  Rich  Publishing 
House  Inc.  (WMDN)  Midland,  Mich,  and 
Midland  Bcstg.  Co.  for  leave  to  amend  ap- 
plication to  reflect  assignment  of  license  of 
station  WMDN  Midland,  Mich,  from  Rich 
Publishing  House  Inc.  to  Midland  Bcstg. 
Co.;  application  in  consolidated  hearing. 
Action  June  3. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

■ Pursuant  to  agreement  of  counsel  at 
June  2 prehearing  conference  scheduled 
dates  for  procedural  steps  and  scheduled 
hearing  for  Oct.  11  in  proceeding  on  am 
applications  of  Wayne  M.  Nelson  and  Fred 
H.  Whitley,  Concord  and  Dallas,- both  North 
Carolina.  Action  June  2. 

■ Pursuant  to  agreement  of  counsel  at 
June  3 prehearing  conference  for  group  I 
scheduled  hearing  for  Sept.  6 for  group  I in 
consolidated  proceeding  on  am  applications 
of  James  E.  Walley,  Oroville,  Calif.,  et  al. 
Action  June  3. 

■ Granted  petition  by  Bay  Area  Elec- 
tronics Assoc.,  Santa  Rosa,  Calif.,  for  ex- 
tension of  time  to  June  15  to  file  reply  find- 
ings m proceeding  on  its  am  application. 
Ann.  June  6. 


BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  June  3 

WROB  West  Point,  Miss. — Granted  as- 
signment of  license  to  Bob  McRaney  Enter- 
prises Inc. 

WHBN  Harrodsburg,  Ky. — Granted  ac- 
quisition of  negative  control  by  each  R F 
Niemeier  and  Victor  M.  Bellamy  through 
purchase  of  stock  from  I.G.  Spencer  Jr., 
and  as  executor  of  estate  of  I.G.  Spencer 
Sr.,  deceased. 

KGHS  International  Falls,  Minn. — Grant- 
ed acquisition  of  positive  control  by  Hy- 
leme  S.  and  Philip  S.  George  (family 
group)  through  purchase  of  stock  from 
C.H.  Hulse  Jr.  and  Charles  R.  Shuffett. 

WAMY  Amory,  Miss. — Granted  acquisi- 
tion of  negative  control  by  Robert  L.  Mc- 
Raney through  transfer  of  stock  by  Helen 
P.  McRaney  to  Robert  L.  McRaney. 

■ Granted  licenses  for  following  tv  trans- 
lator stations:  K70BS;  K74BA  Kilauea-Kau 
Community  Tv  Assn.,  Naalehu,  Volcano 
and  Pahala,  Hawaii;  K78AI,  Libby  Video 
Club,  Libby,  Mont.;  K82AJ;  K70BN-  K74AS • 
K79AH,  Minneonto  Tv  Inc.,  International 
Falls  and  Virginia,  Minn.;  K70AC;  K72AV- 
K76AQ;  K77AM;  K78AC;  K80AP;  K82AA; 
Mohave  County  Board  of  Supervisors,  Mo- 
have  County  Ariz.,  Kingman,  Big  Sandy 
galley,  Chloride,  Peach  Springs,  Gas  City, 
Bullhead  City,  Davis  Dam,  all  Arizona,  and 
Needles,  Calif.;  W76AA,  Frostburg  Com- 
munity Tv  Inc.,  Frostburg,  LaVale  and 
Cresaptown,  all  Maryland. 

WBCH  Hastings,  Mich  .—Granted  mod.  of 
license  to  change  studio  location  and  op- 
erate trans.  by  remote  control. 

Television  Wisconsin  Inc.,  Madison,  Wis. 
— Granted  cp  and  license  for  new  low  pow- 
er  station. 

WIFI  (FM)  Philadelphia,  Pa.— Granted  cp 
to  install  new  type  trans.;  waived  Sec. 
3.317  (a)(1)  to  permit  use  of  trans.  with 
po,wer  output  rating  of  7.5  kw;  condition. 

WSYR-FM  Syracuse,  N.Y.— Granted  cp  to 
increase  ERP  to  100  kw  and  ant.  height  to 
650  ft.;  install  new  type  trans.  and  type 
anI)IT?,"d  ™ake  changes  in  ant.  system. 

KUPD-FM  Tempe,  Ariz.— Granted  mod. 
of  cp  to  change  type  ant.  and  make 
changes  in  ant.  system. 

WULX-FM  Richmond,  Ind.  — Granted 
mod.  of  cp  to  change  ant.-trans.  and  main 
studio  location;  conditions. 

KFRA  Franklin,  La. — Granted  extension 
of  completion  date  to  Sept.  29 

KBMI  Henderson,  Nev.— Granted  author- 
ity to  remain  silent  for  period  ending  Aug. 

WHOH  (FM)  Hamilton,  Ohio — Granted 
extension  of  authority  to  remain  silent  for 
period  ending  Aug.  3. 

Actions  of  June  2 

WCMC-FM  Wildwood,  N.J. — Granted  li- 
cense for  fm  station;  ant.  85  ft. 

■ Granted  license  for  following  tv  trans- 
lator stations:  K74AZ,  Gallup  McKinley 
County  Schools,  Gallup,  N.M.;  K70BU  An- 
aconda Co.,  Weed  Heights.  Nev.;  K79AK, 
Citizens  Tv  Inc.,  Milton-Freewater,  Ore.;’ 
K71AT,  K76AT,  Countywide  Tv  Inc.,  Burns, 
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Help  Wanted — (Cont’d) 


Help  Wanted — (Cont’d) 


Help  Wanted — Management 


Opening  for  manager  in  New  York  state. 
Require  aggressive  family  man.  Box  694A, 
BROADCASTING. 


Sales  manager — 5 kw — network — east.  AM 
also  fm.  Must  sell  on  local,  regional,  na- 
tional level.  Supervise  salesmen.  Manage- 
ment potential  desirable.  Send  data  to  Box 
614A,  BROADCASTING. 


General  manager  with  sales  record  in  small 
market.  For  southern  station  in  resort  com- 
munity. Good  salary  plus  override.  Great 
opportunity.  State  background,  date  of 
availability  and  picture.  Box  821A,  BROAD- 
CASTING. 


Manager  for  a power  Gulf-south  station 
covering  local  market  of  175,000.  Need  hard 
selling  man  who  is  willing  to  work  to 
develop  potential.  This  is  a multiple  opera- 
tion with  fringe  benefits  including  stock 
deal  for  proven  man.  Contact  Joe  Carson, 
phone  482-6133,  Meridian,  Mississippi. 


Suburban-Chicago  fm.  Needs  aggressive 
sales-minded  manager.  Take  full  charge. 
Salary  plus  percentage.  No  competition. 
Tremendously  growing  market.  Write: 
George  W.  Sullivan,  111  West  Washington, 
Chicago  2,  Illinois. 

Sales 


$100-$150  weekly  guarantee  plus  commis- 
sion and  bonus  plan  for  aggressive  self- 
starter salesman.  Top  station  Washington, 
D.C.  market.  Box  867P.  BROADCASTING. 


University  town  in  Wisconsin,  125,000  popu- 
lation Christian  fm  station.  Prefer  experi- 
enced man.  Salary  and  commission,  all 
fringe  benefits.  Good  insurance  man  also 
considered.  Box  648A  BROADCASTING. 


Experienced,  mature  salesman  needed  by 
leading  east  Texas  metropolitan  station. 
Should  know  all  phases  of  station  operation, 
including  how  to  tape  spots,  and  must  have 
ambition  to  make  nine  to  twelve  thousand 
a year.  We  have  a bountiful  market  and 
excellent  working  conditions.  Box  786A, 
BROADCASTING. 


New  Pennsylvania  am  radio  daytime  sta- 
tion going  on  air  in  fall  now  assembling 
staff.  Need  men  in  sales,  announcing,  com- 
bination announcing-programming.  We  have 
chief  engineer  and  newsman.  Permanent 
employment.  No  floaters.  Box  810A,  BROAD- 
CASTING. 


Permanent  career  in  radio  sales  at  prestige 
adult  appeal  station  for  solid,  creative  sales- 
man with  experience,  initiative  and  desire 
to  make  money.  Southern  coastal  medium 
market:  well  rounded  economy.  Account 
list  with  excellent  potential.  Write  Box 
812A,  BROADCASTING. 


Sales  experience,  first  fone,  managerial  am- 
bitions qualifies  you  for  employment  in 
southern  town  of  5000.  Write  Box  836A, 
BROADCASTING. 


Experienced  time  salesman.  $100  per  week 
draw  against  15  percent  and  car  allowance. 
Send  full  details  to  Jim  Hairgrove,  KBRZ, 
Freeport,  Texas. 


Salesman — Enjoy  life  in  cool,  colorful  Colo- 
rado. Salary-commission.  Ellis  Atteberry, 
KCOL,  Fort  Collins. 


Salary  unlimited  to  right  man.  Live  and 
work  in  Missouri’s  largest  vacation  area. 
The  Lake  of  the  Ozarks.  Must  be  experi- 
enced, dependable  and  a hustler.  Year 
around  potential.  Contact  Jim  Risner, 
Owner,  Manager,  KRMS,  Osage  Beach, 
Mo. 


Salesman — unusual  opportunity.  Expanding, 
young,  aggressive  organization.  Bill  Warren, 
WHLT,  Huntington,  Indiana. 


Sales 


Experienced  salesman  for  southern  Michi- 
gan station.  Weekly  guarantee  with  lib- 
eral commission.  Good  opportunity.  WHMI, 
Howell,  Michigan. 


Wanted:  A top-notch  local  salesman  in  one 
of  the  nation’s  fastest  growing  markets. 
Contact  Harold  Jensen,  % Radio  Station 
WKOW,  Madison,  Wisconsin. 


Midwest  placement!  Write  Walker  Broad- 
cast Division,  83  So.  7th  St.,  Minneapolis  2, 
Minn,  for  application. 


Announcers 


Modern  number  one  format  station  in  one 
of  ten  largest  markets  auditioning  fast- 
paced,  live-wire  announcers.  Key  station 
leading  chain  offers  big  pay,  big  opportu- 
nity. Send  tape  to  Box  864P,  BROADCAST- 
ING. 


Solid  air  salesman  with  first  phone  for  ag- 
gressive, smooth  sounding  station  in  beauti- 
ful California  medium  size  city.  Ideal  cli- 
mate. Our  business:  To  serve,  to  service, 
to  sell.  Complete  market  and  employment 
information  in  response  to  your  resume, 
reference  and  1\'2  rpm  tape.  Box  409A, 
BROADCASTING. 


Chief  announcer — 5 kw  network — east.  Some 
experience  in  all  types  of  announcing  and 
public  service.  Must  cooperate  with  and  co- 
ordinate work  of  program,  sales  and  traffic 
department.  Management  ability  will  be  de- 
veloped. Mail  necessary  information  to  Box 
613A,  BROADCASTING. 


Two  experienced  negro  deejays  for  large 
eastern  metro  station.  One  must  be  top  per- 
sonality, the  other  a summer  replacement 
staffer.  Excellent  pay.  Rush  tape,  resume 
and  photo.  Box  723A,  BROADCASTING. 


Young  aggressive  announcer-program  di- 
rector, needed  at  fast  growing  adult  pro- 
grammed fulltime  am  and  fm  station  lo- 
cated in  major  Michigan  market.  Send 
photo,  tape,  and  complete  resume  to  Box 
755A,  BROADCASTING. 


Announcer-engineer  needed  for  major  mar- 
ket independent.  Must  be  competent  1st 
class  ticket  engineer,  who  can  do  commer- 
cial dj  show.  Rush  tape  and  letter  of  back- 
ground including  references  to  Box  779A, 
BROADCASTING. 


Top  station  in  a smaller  northeast  metro 
market  needs  a good  combo  man  for  eve- 
ning shift.  Fine  community  and  excellent 
living  and  working  conditions.  Want  stable 
man  good  on  dj  and  news.  Salary  open. 
Send  resume  to  Box  799A,  BROADCAST- 
ING. 


Experienced  mature  announcer  for  sales 
and  all  other  duties,  single  station  market. 
First  class  ticket  not  required.  $400.00.  Give 
full  details  experience.  Box  802A.  BROAD- 
CASTING. 


Experienced  play-by-play  sportsman,  all 
sports,  to  assume  sports  director  job  at 
midwest  kilowatt.  Must  double  in  news  or 
deejay  slot.  Must  hear  tapes  to  consider. 
$500  only  a start  for  right  man  . . . who 
must  love  to  work.  Send  tapes  and  cover 
letter  immediately  to  Box  803A,  BROAD- 
CASTING. 


Live  wire  dj  ready  for  program  director. 
Interested  in  bright,  fast  radio  and  tv 
combination.  Box  807A,  BROADCASTING. 


One  of  Montana’s  leading  stations  needs 
an  experienced  announcer  with  first  phone. 
Solid  adult  operation.  High  caliber  man 
will  be  paid  accordingly.  Box  823A,  BROAD- 
CASTING. 


Announcers 


Need  announcer-engineer  with  first  class 
license  for  all  night  show  on  station  in 
top  50  market,  top  40  format.  Rush  tape 
to  Box  832A,  BROADCASTING. 


Women — Opportunity  to  earn  extra  money 
by  recording  for  good  local  accounts.  Send 
audition.  Box  10513,  Tampa  9,  Florida. 


KBUD,  Athens,  Texas  seeking  experienced 
staff  announcer. 


Announcer  with  first  phone.  Progressive 
group  operation,  day  shift,  immediate  open- 
ing. Phone  Harry  Becker  or  Don  Rhea  at 
1010,  KVNC,  Winslow,  Arizona.  Above  aver- 
age salary. 


Immediate  opening  for  announcer  with  first 
phone.  Wire  or  call  Dan  T.  Griffin,  WBIG, 
Greensboro,  N.C. 


Central  Florida  daytimer  will  have  Septem- 
ber openings  for  two  competent  staff  an- 
nouncers. Send  tape  and  other  data  to 
Station  Manager,  WCPA,  Clearfield.  Penn- 
sylvania. 


1 kw  daytimer  with  Schafer  automation 
needs  experienced  announcer.  Send  tape, 
resume,  salary  to  Harold  Graves,  WDOS, 
Oneonta,  N.Y. 


Immediate  opening  for  vacation  announcer 
in  radio-tv-fm  station.  Send  tape,  photo, 
full  particulars  first  letter  to  Earl  Johnson, 
WFBM,  Indianapolis,  Indiana. 


Morning  dj,  afternoon  news.  Immediate 
opening.  Contact  Clair  Meekins,  WFTN, 
Findlay,  Ohio. 


Announcer-copywriter  at  adult  program 
station.  Ability  to  write  and  announce  must 
be  in  keeping  with  prestige  programming. 
WJBL,  P.O.  Box  808,  Holland,  Michigan. 


Announcer,  with  1st  phone,  maintenance 
with  some  engineering,  board  shift.  Send 
resume,  photo,  audition  tape,  salary  re- 
quirements to  WJUD,  St.  Johns,  Michigan. 


WRMF,  Titusville,  Florida,  next  door  to 
Cape  Canaveral.  Opening  for  announcer- 
salesman.  Permanent  job. 


Midwest  placement!  Write  Walker  Broad- 
cast Division,  83  So.  7th  St.,  Minneapolis 
2,  Minn,  for  application. 


California  calling.  If  you  are  a versatile  an- 
nouncer with  first  phone  who  wants  to 
work  in  stable  operation  in  a lovely  town 
of  45,000  that  features  network  and  local 
news  plus  good  listenable  music,  then  let’s 
exchange  information.  You  tell  us  all  about 
yourself  with  complete  resume  of  experi- 
ence, references  and  send  tape  cut  at  7% 
rpm  with  commercials,  short  news,  music 
intro  and  ad  lib.  We  will  answer  promptly 
with  information  on  the  most  beautiful 
area  of  California,  plus  our  salary,  fringe 
benefits  and  major  medical  plan,  send  to 
Foy  Willing,  P.O.  Box  1651,  Salinas,  Cali- 
fornia. 


Technical 


Experienced  engineer — East  coast  (south- 
east) station.  5 kw  daytimer  remote  control. 
15  to  20  hours  announcing:  will  train.  Good 
salary.  Box  686S,  BROADCASTING. 


1 kw  daytimer  NYS  needs  chief.  Schafer 
automation,  Gates  transmitter  and  remote. 
Box  718A,  BROADCASTING. 


Wanted:  Chief  engineer — immediate  open- 
ing— for  south  Florida  full-time  operation 
with  am-fm  responsibility.  Secure  position, 
ideal  family  living  in  growth  area.  Write 
Box  774A,  BROADCASTING  with  back- 
ground data  and  salary  requirements. 
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Help  Wanted — (Cont’d) 


Technical 


Progressive  midwest  station,  television  and 
radio,  has  openings  for  technicians  and 
engineers.  Box  811A,  BROADCASTING. 


Chief  engineer-announcer;  immediately  for 
500  w remote  controT  daytimer.  Near  Palm 
Beach,  Florida.  Prefer  young  man  minimum 
2 years  experience.  Room  for  advancement. 
Tell  all  m letter.  Box  819A,  BROAD- 
CASTING. 


Wanted,  engineer,  first  license  western 
Pennsylvania.  Experience  not  required.  Ad- 
dress Box  833 A,  BROADCASTING 


Do  you  have  a first  fone,  some  announcing 
and  sales  experience,  a desire  for  manager- 
ship, a willingness  to  live  in  small  south- 
western town,  become  active  in  community 
and  promote  radio,  ambition  to  get  the 
necessary  experience  for  metropolitan  job? 
If  you  have  the  above,  write  details  with 
pictures.  Box  835A,  BROADCASTING. 


Engineer  for  Washington,  D.C.  area  station. 
Some  experience  required.  Box  854A, 
BROADCASTING. 


Studio  and  transmitter  engineers.  Send 
complete  resume,  references  and  recent 
snapshot  first  letter.  Lad  F.  Hlavaty,  Chief 
Engineer,  KCRG  AM-TV,  Cedar  Rapids, 
Iowa. 


Wanted:  Chief  radio  engineer.  Brand  new 
equipment.  1 kw,  am.  50  kw  fm.  Excellent 
working  conditions  and  benefits.  Write  ex- 
perience and  background  to  Claude  Schoch, 
Vice  President,  WMIX,  Mt.  Vernon,  Illinois. 


First  phone  engineer  for  am-fm  operation 
and  maintenance.  Must  be  experienced. 
WSBC,  Chicago  12,  Illinois. 


Midwest  placement!  Write  Walker  Broad- 
cast Division,  83  So.  7th  St.,  Minneapolis 
2,  Minn,  for  application. 


Production-Programming,  Others 


Where  can  we  find  continuity  writer  with 
first  phone.  Outstanding  opportunity  with 
solid  northwest  station.  Join  an  established 
operation  at  good  pay  with  unlimited  op- 
portunity. Box  824A,  BROADCASTING. 


Copywriter — Man,  experienced,  to  head  up 
copy  department  of  dominant  station  in 
solid,  attractive  midwest  market.  Perma- 
nent position,  with  full  company  benefits. 
Straight  copy  and  production  spots.  Send 
resume  of  background,  also  samples  of 
work,  if  possible.  WMAY,  711  Myers  Bldg., 
Springfield,  Illinois. 


Do  you  want  to  live  in  northern  California 
or  southern  Oregon  and  work  in  radio  or 
tv?  Write  Don  Telford,  Box  1021,  Eureka, 
California. 


RADIO 


Situations  Wanted — Management 


Manager-mature,  experienced  small-medium 
markets.  Know  all  phases,  agencies,  strong 
in  sales.  Currently  in  metro  market,  prefer 
medium  market  life.  Box  772A,  BROAD- 
CASTING. 


11  years  experience  all  phases  radio  and  tv 
including  successful  ownership.  Seeking 
above  average  position.  High  tv-radio-credit 
references.  Have  money.  Car,  travel.  West- 
ern states.  Box  780A,  BROADCASTING. 


I’m  ready  for  management.  Top-flight  dj, 
ce,  pd.  Minimum  $150.  Box  781A,  BROAD- 
CASTING. 


Manager.  Radio  and  tv.  Sales,  programming, 
administration,  production.  Capable.  Box 
784A,  BROADCASTING. 


Manager,  assistant  or  sales.  Small,  medium 
market.  College  town  preferred.  Box  791  A, 
BROADCASTING. 


Absentee  owners:  Versatile  couple  avail- 
able relocation  station  management.  Offer 
37  years  combined  experience.  Excellent  in 
sales  and  production.  Box  806A,  BROAD- 
CASTING. 


Manager/sales  manager:  Now  employed, 

successful  record  every  respect.  Personal 
sales  tops  in  market.  Interested  in  greater 
earning  opportunity.  Family  man.  good 
reputation,  self  starter,  thoroughly  ex- 
perienced. Confidential.  Box  814A,  BROAD- 
CASTING. 


Situations  Wanted — (Cont’d) 


Management 


Sales  manager/manager  Small  or  medium 
market  station.  Heavy  on  local,  regional, 
saturation  plans,  participation  segments. 
Solid  experience  in  independent  program- 
ming news  and  music.  15  years  in  radio. 
Highest  industry  references.  Box  211A, 
BROADCASTING. 


Sales  manager — program  director  team  in 
one  of  the  top  ten  markets,  completely 
familiar  with  major  market  operations, 
willing  to  relocate  with  modern,  aggressive 
organization.  If  you  desire  profitable  rat- 
ings contact  Box  816A,  BROADCASTING. 


Harvard  Business  School  graduate,  29,  mar- 
ried, excellent  marketing,  public  relations, 
and  administrative  abilities,  strong  interest 
in  civic  responsibilities,  president  of  cor- 
poration, desires  station  manager  position. 
Box  818 A,  BROADCASTING. 


Twenty  years  active  service  in  industry. 
Complete  knowledge  every  aspect  radio. 
Age  35,  aggressive,  personable.  Now  in 
N.Y.C.  seek  new  directions  and  challenging 
assignment  as  manager  of  small  or  medium 
market  property  with  great  growth  poten- 
tial. Acquainted  with  most  competitive  mar- 
kets. Box  831  A,  BROADCASTING. 


Management-sales  manager  twelve  years 
experience  in  all  phases  of  radio.  Two 
years  network  staff  experience,  1'iree  years 
country  dj  experience.  Worked  independent 
stations  from  sports  announcer  to  chief 
announcer,  sales  manager,  and  station  man- 
ager. Proven  record  in  sales  and  manage- 
ment. Guarantee  to  make  your  station  go. 
Prefer  south  east,  or  south  west.  College 
degree.  Highly  adaptable.  Hard  worker. 
Thirty  four  years  old.  Family  man.  Prefer 
part  ownership  of  station.  Available  for 
interview  after  July  first.  On  vacation  in 
west  until  that  date.  Send  inquiries  to: 
Thurston  Springer,  761  Virginia  Ave„  Gal- 
latin, Tenn. 


Sales 


Salesman-sales  manager.  Excellent  record. 
Box  575 A,  BROADCASTING. 


Announcers 


Sandwich  family  contemplating  steaks. 
With  more  audience  than  other  five  sta- 
tions combined,  I’ve  exhausted  present 
situation.  Considering  modern  operations 
in  larger  metropolitan  market.  $10,000 
minimum.  Box  813A,  BROADCASTING. 


Top  morning  team,  presently  with  major 
station  in  one  of  top  ten  radio  markets 
desires  permanent  change.  Would  consider 
radio-television  combo.  Excellent  with  pro- 
duction, characters,  promotions  and  com- 
mercials. Highest  references.  Box  795A, 
BROADCASTING. 


News,  staff,  personality  announcer.  25,  ma- 
ture, college  grad,  Korean  vet.  Most  vicini- 
ties considered.  Would  prefer  warm  cli- 
mate. Send  for  details.  Box  565A,  BROAD- 
CASTING. 


Announcer.  Primarily  personality  and  news, 
versatile.  Experienced,  college  graduate, 
family.  Box  717A,  BROADCASTING. 


Morning  man.  Happy  swinging — not  scream- 
ing— adult  show.  Start  your  broadcast  day 
on  top.  Present  employer  does  for  only 
$125.  Box  728A,  BROADCASTING. 


Announcer,  wants  job.  Will  travel  any- 
where. Some  experience.  Available  now. 
Box  729 A,  BROADCASTING. 


Multi-talented  combination  man  seeks 
multi-faceted  position  in  multi-station 
eastern  market.  Box  737A,  BROADCAST- 
ING. 


PD  and  sports,  7 years  experience,  play-by- 
play,.  college  graduate,  26,  married.  Em- 
ployed, good  character  and  references.  Box 
761A,  BROADCASTING. 


5 years  experience.  Staff,  dj,  play-by-play. 
Relocate  east;  Box  773A,  BROADCASTING. 


Attention:  New  York,  Chicago,  Philadel- 
phia and  other  top  ten  markets.  Thoroughly 
experienced  announcer  in  all  phases  of 
broadcasting  seeking  position  on  staff  Or  as 
dj.  No  top  40s  please.  Box  770 A,  BROAD- 
CASTING. 


Situations  Wanted — (Cont’d) 


Announcers 


DJ,  hillbilly  and  pop,  12  years  experience, 
married,  wants  to  locate  in  Piedmont  sec- 
tion of  North  Carolina.  Box  775A,  BROAD- 
CASTING. 


Attention  Cincinnati,  Dayton,  Columbus, 
Cleveland,  Akron-Youngstown,  Pittsburgh! 
Announcer-dj,  11  years  experience  all  phases 
radio.  Variety  music,  remotes,  audience  par- 
ticipation shows  specialty.  Strong  on  ad-lib, 
good  music,  production.  Prefer  radio-tv 
combination,  will  consider  either.  Sober 
family  man,  solid  citizen.  Personal  inter- 
view. Write  Box  778A,  BROADCASTING. 


Two  man  team.  Now  top  morning  show  mid- 
west. Will  travel.  Box  782A,  BROADCAST- 
ING. 


Announcer,  experienced.  Sincere,  versatile. 
Seeks  radio/tv  opportunity.  Box  783A, 
BROADCASTING. 


Not  best  . . . yet.  Out  of  radio  school,  want 
to  work.  Don’t  like  to  kid  people,  just  want 
to  work  as  announcer,  single,  20,  locate  any- 
where . . . Money?  Give  me  enough  to  live 
on.  Hurry.  Box  785A,  BROADCASTING. 


Good  music  station  announcer-pd  while 
serving  as  ce.  See  me  under  engineers.  Box 
787 A,  BROADCASTING. 


DJ-newsman,  married,  presently  employed, 
4 years  solid  radio  background  with  indie 
and  net  affiliate,  $125  weekly,  no  format, 
desire  Illinois  outlet.  Box  789A,  BROAD- 
CASTING. 


Announcer — 26,  single,  6 years  experience, 
college  grad,  veteran,  employed  CBS  affili- 
ate in  4 station  market.  Desire  change  to 
larger  market  in  southeast.  $110.00  minimum. 
Box  792A,  BROADCASTING. 


Announcer:  Zowie!  Personality,  voice,  cre- 
ativeness. Any  format.  Limited  tv-radio. 
Rush.  Box  801A,  BROADCASTING. 


Announcer-newsman,  7 years  experience, 
first  phone,  good  voice.  Seeks  Illinois.  Tape. 
Box  822 A,  BROADCASTING. 


Announcer:  Staff,  news,  music,  sales,  public 
relations.  College,  broadcasting  school, 
private  training.  Single,  Korean  veteran. 
Box  829A,  BROADCASTING. 


Versatile,  experienced,  N.Y.  dee  jay  seeks 
radio  and/or  tv  position  in  major  market. 
Dependable,  married,  six  years  of  all- 
around  duties.  Box  830A,  BROADCASTING. 


Metropolitan  market  only.  Eight  years  ex- 
perience all  phases.  Presently  top  show 
(Pulse)  in  seven  station  market.  Will  con- 
sider pd.  Currently  earning  one  thirty  five 
plus.  Box  838 A,  BROADCASTING. 


First  phone,  potential  announcer.  Would 
like  little  announcing.  Near  university.  Box 
839 A,  BROADCASTING 


Good  news — pen,  air.  DJ  stint,  genuine  per- 
sonality. Adult  appeal.  Box  841A,  BROAD- 
CASTING. 


Newsman — write,  edit,  report  local  news. 
Mobile,  beeper,  tape.  Double  dj  Box  842A. 
BROADCASTING. 


Experienced  local,  radio  press,  UPI  audio 
news.  Adult  appeal  as  dj.  $95.  Box  843A 
BROADCASTING. 


Major  air  personality  in  market  of  almost 
two  million.  Five  years  experience.  Bright 
sound.  Now  making  over  $100  per  week. 
26;  married;  college  graduate.  Box  845A, 
BROADCASTING. 


Top  news  and  sports  man,  deeiay  too.  Col- 
lege degree  in  radio  and  television.  Six 
years  experience.  First  phone.  Prefer  west. 
Box  848 A,  BROADCASTING. 


Combo  dj-engineer  first  phone,  southern 
style,  ten  years  experience.  Box  851A 
BROADCASTING. 


Announcer-operator,  deejay,  news,  3rd 
ticket.  Not  greedy  but  must  eat.  Keith  All- 
good, 11228  Remer,  El  Monte,  Calif.  GL  8- 
2656. 


Country  music  dj.  1st  phone.  Married, 
wishing  to  settle  southeast.  Comf.  salary 
tape.  Phil  Sutton,  349  E.  Queen  St.,  Apt 
220,  Inglewood,  Calif. 
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Situations  Wanted — (Cont’d) 


Announcers 


Dependable  young  air  personality  looking 
for  larger  market.  Just  completed  stint  with 
No.  1 outlet  in  four  station  market.  Wants 
permanent  position  with  music  operation. 
Holds  all  age  groups  with  current  pop  for- 
mat. Opportunity  and  advancement  are  para- 
mount. Available  at  once.  Will  travel  and 
will  wait  for  top  spot  Jack  DuLong,  7731 
Forest  Perserve  Drive,  Chicago  34,  Illinois. 
Phone  ME  7-0238. 


Young,  alert  announcer  loves  tight  produc- 
tion, lightning  fast  on  board.  Will  travel. 
Some  station  promotion  and  programming. 
Wants  progressive  station  with  future.  Call, 
write  or  wire.  John  O.  Griffin,  Jr.,  2219 
Belmont  Blvd.,  Nashville  12,  Tenn.  AM  9- 
4284. 


Negro  dj  handle  all  phases  of  announcing, 
operate  own  board,  strong  on  dj  personality, 
no  actual  air  experience,  willing  to  learn, 
will  trdvel.  Nathaniel  Logan,  240  W.  103rd 
St.,  N.Y.  25,  N.Y. 


Negro  announcer,  dj.  Producer,  network  ex- 
perience, 20  years.  References,  age  36.  All 
music.  Mannie  Mauldin,  360  East  55th  St., 
Oakland  4-8300,  Chicago  15,  Illinois. 


Available  immediately,  experienced  an- 
nouncer. Tape  available,  references.  Ron 
Mendler,  WMIK,  Middlesboro,  Ky.,  phone 
980. 


Qualified  sportscaster  and  staffman.  Desires 
permanent  move  to  medium  or  large  mar- 
ket, or  radio-tv  combination.  Employed,  28, 
family,  college.  Larry  Myers,  1202  Harrison, 
Canon  City,  Colorado.  , 


Does  eastern  frn  station  need  superior  an- 
nouncer experienced  classical  and  quality 
jazz  programming.  34  years  old,  married, 
dependable,  congenial.  Bob  Shields,  New 
Milford,  Conn. 


Negro  disc  jockey  looking  for  work.  101 
West  143rd  St.,  N.  Y.  37,  N Y.  Phone  collect 
AT)  4-4180.  Dick  Wilson. 


Technical 


Chief  engineer — qualified  and  experienced 
in  construction,  maintenance,  directionals 
and  measurements.  Box  688A,  BROAD- 
CASTING. 


Chief,  good  music  station.  Absolutely  tops. 
Experienced,  competent  announcer.  Suc- 
cessful telephone  show.  Young,  highest 
character.  References.  Want  stability.  West 
only.  Box  787A,  BROADCASTING. 


Competent  chief  available.  Experienced  to 
10  kw  directional.  Southwest  metropolitan 
market.  $120.  Salary  minimum.  Box  815A, 
BROADCASTING . 


First  class  engineer  and  salesman.  11  years 
experience.  Prefer  Arkansas,  Louisiana, 
Texas.  Available  immediately.  Write  Box 
834A,  BROADCASTING. 


Position  in  or  near  N.C.  31  years  old,  mar- 
ried, 1st  phone,  technical  experience.  No 
b.c.  experience  Jimmie  Wootton,  Wendell, 
N.C. 


Production — Programming,  Others 


Rebuilding?  Alert  young  top  market  assist- 
ant ready  to  p^gram.  Five  figures.  Box 
777 A,  BROADCASTING. 


Program  director,  all  phases  eleven  years. 
Seek  demanding  position  northeast,  market 
size  secondary.  Presently  news-sports,  de- 
sire return  adult  programming.  Strong  news, 
copy  production.  Newspaper  background. 
Box  793A,  BROADCASTING. 


Wanted  . . . relief  from  big  city  rush. 
Presently  program  director  of  metropolitan 
power  station  desire  smaller  market  posi- 
tion of  responsibility.  16  years  experience. 
Box  797A,  BROADCASTING. 


Energetic,  young  program  director — as- 
sistant manager  wishes  to  relocate  with 
forward  looking  company.  Capable  ad- 
ministrator— ideas,  copy,  promotions — a good 
right  arm  for  you.  Write  Box  809A,  BROAD- 
CASTING. 


12  years  experience,  managerial,  program- 
ming, dj,  from  small  to  metropolitan  mar- 
kets. Currently  emoloyed  major  market. 
Have  used  all  formats.  With  present  organi- 
zation almost  3 years.  Family  man,  college 
degree.  $170.00  minimum  weekly.  Reply  to 
Box  827 A,  BROADCASTING. 


Situations  Wanted — (Cont’d) 


Production-Programming,  Others 


Sick  station?  What  are  the  symptoms?  Un- 
productive production?  Sloppy  copy?  Ham- 
my programming?  Announcers  sound  like 
bouncers?  Getting  no  promotion?  To  cure 
these  ills,  don’t  take  pills.  Take  this  team. 
Two  men  who  work  together  and  work 
hard.  22  years  combined  experience.  Box 
847 A,  BROADCASTING. 


One  of  the  best  young  news  directors  in 
the  medium  market  will  be  available  Au- 
gust 1.  Top-notch  play-by-play  and  sports. 
Prefers  south  or  midwest,  but  will  consider 
anyplace.  $500  a month.  Box  853A,  BROAD- 
CASTING. 


TELEVISION 


Help  Wanted — Sales 


Major  New  England  television  station  in 
thriving  market  is  seeking  an  aggressive 
salesman  to  service  local  accounts.  Must 
be  personable  and  experienced  in  either 
radio  or  television  sales.  Highest  profes- 
sional and  personal  references  required. 
Box  641A,  BROADCASTING 


Aggressive  salesman  for  local  sales.  The  fu- 
ture is  here  if  you  have  the  ability.  Experi- 
ence in  radio  or  tv  necessary.  Must  have 
car.  Good  earnings  at  the  start  with  un- 
limited potential.  Family  man  preferred. 
Station  is  tops  in  the  area.  Full  CBS,  ABC 
schedule.  All  the  advantages  of  raising  a 
family  in  a small,  friendly  community.  Send 
complete  resume,  references  and  photo.  Jack 
Gilbert,  KHOL-TV,  Kearney,  Nebraska. 


Technical 


Full  power  Florida  vhf  seeks  first  phone 
transmitter  engineer  immediately.  Good 
pay,  pension,  insurance  benefits.  Box  705A, 
BROADCASTING. 


Wanted:  Chief  engineer  for  am-fm-tv  sta- 
tion. Rocky  Mountain,  west.  Full  power  net- 
work tv.  Must  be  top  man.  Send  complete 
resume,  references,  salary  required.  Our 
employes  know  of  this  ad.  Box  753A, 
BROADCASTING. 


Wanted:  Experienced  tv  transmitter  engi- 
neer. RCA  TT25BL  transmitter.  Position 
now  open.  Contact  Chief  Engineer,  KCSJ- 
TV,  Pueblo,  Colorado. 


Production-Programming,  Others 


Wanted:  Experienced  sales  traffic  gal  for 
top  eastern  metropolitan  tv  station.  Gal  who 
loves  hard  work,  responsibility,  and  wants 
to  work  with  congenial  group  in  an  aggres- 
sive area.  State  qualifications,  salary,  and 
include  photo  if  possible.  Replies  in  strictest 
confidence.  Box  840A,  BROADCASTING. 


Need  tv  newsman  for  6 P.M.  & 10  P.M. 
news.  Real  news  experience  required,  with 
smooth,  authoritative  delivery.  Top  station, 
medium  market,  although  small  town.  Send 
full  details,  picture  and  tape  to  Jack  Gil- 
bert, KHOL-TV,  Kearney,  Nebraska. 


Need  immediately,  experienced  copywriter 
male  or  female.  Above  average  salary,  in- 
surance benefits,  pleasant  working  condi- 
tions. Submit  sample  copy  and  salary  re- 
quirements, recent  photo  and  background 
resume.  Mail  to  Program  Director,  WTVO- 
TV,  Rockford,  Illinois. 


TELEVISION 


Situations  Wanted — Management 


Station  manager.  Thoroughly  experienced 
and  successful  in  competitive  broadcasting 
administration — sales  management — sales — 
programming — 18  years  (TV-7  years).  BA 
degree;  36;  high-type.  For  past  year,  CBS 
radio  station  manager — sales  manager  in  IV2 
million  market.  Present  opportunity  for  ad- 
vancement too  limited.  Can  produce  effi- 
cient, high-caliber,  profit-making  operation 
in  larger  or  small  market — radio  or  tv  Have 
done  it;  am  doing  it.  Box  844A,  BROAD- 
CASTING. 


Situations  Wanted — (Cont’d) 


Announcers 


Commercials  my  first  love.  Strong  on  news. 
Four  years  radio.  Veteran,  27,  mature.  Pre- 
fer personal  interview  and  audition.  Box 
846 A,  BROADCASTING. 


Experienced  television  announcer,  college 
degree  in  radio  and  television.  First  phone. 
Prefer  west.  Box  849A,  BROADCASTING. 


Technical 


Recommendable  personnel  completing  rigid 
internship  seeking  studio  operations  job, 
technical  or  production.  Contact  Intern 
Supervisor,  WTHS-TV,  Miami. 


Production-Programming,  Others 


Production  manager-director  in  top  mar- 
ket. Seeks  producer-director  position  in 
larger  market.  Family,  33  years,  college 
graduate.  Box  552A,  BROADCASTING. 


Have  five  years  experience  major  market  tv 
producer,  director,  switcher;  good  business 
background;  top  abilities;  master  of  science 
in  business  administration.  Want  sales,  pro- 
gramming, or  production  position.  Box  776A, 
BROADCASTING. 


Experienced  newsman,  tv  photographer,  dj, 
sports.  Vet,  college  grad,  family.  Prefer 
Florida  market.  Box  798A,  BROADCAST- 
ING. 


Want  television.  Minimum  radio  experience. 
Trained  for  tv,  will  travel.  Box  804A, 
BROADCASTING. 


News-director/editor/’caster.  Major  market 
experience  emphasizing  intensive  local  cov- 
erage. Box  850 A,  BROADCASTING. 


FOR  SALE 


Equipment 


Multiplex  receivers  Bogen  model  RM2.  16 
sets  like  new.  Best  offer  over  $100.00.  Box 
706A,  BROADCASTING. 


1-General  Radio  noise  and  distortion  meter. 
Model  1932A.  1-General  Radio  low  distor- 
tion oscillator  model  1301  A.  (Good  condi- 
tion) $550.00.  Box  790A,  BROADCASTING. 


RCA  microwave  operators — eliminate  blow- 
er vibration,  stray  fields,  and  chance  of 
costly  failure  by  converting  your  RCA 
microwave  transmitter  to  use  a conduc- 
tion cooled  Klystron.  Conversion  kit  $175.00. 
Literature  available.  Broadcast  Engineer- 
ing Company,  Box  808A,  BROADCASTING. 


FM  frequency  monitor  (General  Electric- 
BM-l-A) , excellent  condition.  $750.00.  Write 
to  Box  852A,  BROADCASTING. 


Tape  recorders,  several  Ampex  350  console, 
half  track,  7 V2  and  15  ips.  Excellent.  $1000 
each,  $1050  crated.  Radio  station  KCHJ, 
P.O.  Box  966,  Delano,  California. 


FM  transmitter  for  sale.  Western  Electric 
type  504B-2.  Three  kw.  Has  5530  type  tube 
in  final  amplifier.  Needs  slight  amount  of 
work  in  divider  panel,  otherwise  in  excel- 
lent condition.  Has  special  blower  motor 
(ball  bearing)  for  final  amplifier.  Priced 
for  quick  one  price  sale — $3500.00  plus 
crating  and  cartage.  F.O.B.  KRKD,  Los 
Angeles  31,  California. 


Converted  Flxible  bus  mobile  unit  complete 
with  air  conditioning,  tables  for  four  camera 
pick-up,  ready  for  operation.  KSTP-TV, 
Saint  Paul,  Minnesota. 


Studio  equipment,  consoles,  amplifiers,  re- 
corders. Gates,  Magnecord,  Presto  and 
others.  Used,  good  condition,  real  work 
horses.  Write  for  description,  price  and 
terms.  Luke  Stripling,  KTLW,  Texas  City, 
Texas. 


RCA  type  66A  modulation  monitor,  $250. 
Also  RCA  475C  frequency  monitor  with 
RCA  681B  frequency  deviation  meter,  $395. 
WCAR,  14333  Vreeland  RD„  Trenton,  Michi- 
gan. ORleans  6-2484,  J.R.  Balmer. 


One  Schaeffer  remote  control  unit,  com- 
plete— $500.00.  WCOA  Radio,  Inc.,  Pensaco- 
la, Florida. 
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FOR  SALE 


WANTED  TO  BUY 


Equipment — ( Cont’d) 


Going  into  fm?  WEAW-FM  is  going  to 
higher  power  and  will  have  available  July 
1st  the  following  equipment  complete  with 
extra  tubes,  etc.  Equipment  is  now  in 
operation  and  radiates  36  kw.  (Our  cp  is 
for  192  kw).  Collins  5 kw  model  732-A 
transmitter,  $5,000.  8 Bay  Collins  model 

37-M  series  ring  antenna  with  200  feet  of 
1 and  5/a  inch  coax,  $1,200.  Price  for  both 
together,  $5,500.  First  check  for  $1,000 
down  holds  equipment  for  your  use.  Also 
available  G.E.  type  BC-l-A  model  4BC1AZ 
dual  channel  25  console,  $300.  Ed  Wheeler. 
WEAW,  Evanston,  Illinois.  University  4- 
7600.  1700  Central  St. 


For  sale  on  ground — 1 Truscon  400  foot 
guyed  tower,  complete  with  base  insulator 
and  lighting.  Will  support  small  tv  or  fm 
antenna.  1 RCA  AGC  amplifier  BA-21A.  1 
Tapak  portable  battery  operated  tape  re- 
corder. 1 Taco  heavy  duty  72  ohm  Channel 
3 antenna.  1 RCA  TK1C  monoscope  camera 
in  use  two  years.  Contact  Chief  Engineer, 
WTNR-TV,  Binghamton,  New  York.  Tele- 
phone— RA  3-8251. 


Collins  21A  5 kw  transmitter  maintained  in 
original  condition.  Now  available.  Examine 
under  operating  conditions.  Excellent  qual- 
ity. Ten  years  old.  Price  $4,500.  Terms.  Ad- 
dress Radio  Station  WISE,  75  Scenic  High- 
way, Asheville,  N.C. 


For  Sale.  Used  and  in  excellent  condition  21 
sections  6Vs"  Steatite  transmission  line.  51.5 
ohms  RCA  MI-19314  at  $116  per  section.  Con- 
tact B.  Wolfe,  Chief  Engineer,  WJZ-TV,  Bal- 
timore, Maryland. 


Gates  RDC10  remote  control  unit  com- 
plete. Has  rf  amplifier,  perfect  condition, 
must  sell,  make  offer.  WPAP,  Fernandina 
Beach,  Florida. 


Anything  in  broadcasting  field  from  a tube 
to  a tower  sold  or  bought.  Electrofind,  550 
Fifth  Avenue,  N.Y.C. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto  Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100. 


Gates  BF-3E  fm  transmitter.  Two  years 
old.  Recently  removed  from  station  trading 
for  higher  power.  Recommended  operating 
power,  2250  watts.  Completely  recondi- 
tioned and  with  new  tubes,  as  necessary, 
fully  FCC  approved.  Price  of  $6500.00  in- 
cludes crystal  and  tuning  to  your  frequency. 
Available  about  three  weeks  after  order  or 
time  to  tune  and  test.  Write  or  wire:  Mr. 
Gene  Edwards,  Gates  Radio  Company,  Ph. 
BAldwin  2-8202,  Quincy,  Illinois. 


Complete  uhf  television  equipment.  RCA- 
TTU-1B  transmitter,  studio  cameras,  pro- 
jectors, micro- wave  gear.  Excellent  condi- 
tion. Sacrifice  all  for  quick  sale.  Write  or 
wire  Mel  Lucas,  P.O.  Box  593,  West  Sacra- 
mento, California. 


Tv  Video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  different  models  8" 
thru  24"  Miratel,  Inc.,  1080  Dionne  St.,  St. 
Paul,  Minn. 


Teflon  coaxial  transmission  line  1%",  51 
ohm.  Unused.  Suitable  for  am,  fm,  vhf-tv, 
communication  systems,  and  some  micro- 
wave  frequencies.  RETMA  flanges.  Write: 
Sacramento  Research  Labs.,  3421-58th  Street, 
Sacramento  20,  California. 


200  foot  guyed  triangular  tower.  Good  con- 
dition, readv  to  move  midsummer  from 
Monterey.  California.  B.P.  Timothy,  1590 
Sheridan  Road,  Lake  Forest,  niinois. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenbumie,  Md.  Day  phone  SO  6-0766 — 
Night  and  emergency  phone  SO  1-1361. 
Write  or  call  collect 


WANTED  TO  BUY 


Stations 


Station  or  cp  wanted  east  or  south,  100,000 
to  500,000  market  population.  Financially 
responsible.  Expert  operator  has  exception- 
ally lucrative  offer  for  right  station.  Con- 
fidential. Box  577S,  BROADCASTING. 


Stations — ( Cont’d ) 


Would  like  to  buy  a radio  station  in  the 
east  with  down  payment  from  $8,000  to 
$13,000.  Box  742A,  BROADCASTING. 


WANTED  TO  BUY 


Equipment 


Wanted:  10  kw  am  transmitter  in  perfect 
condition.  Box  805A,  BROADCASTING. 


Wanted — UHF  equipment  for  channel  43, 
especially  antenna.  Box  826A,  BROAD- 
CASTING. 


One  or  two  Dumont  camera  chains.  State 
price  and  condition  first  letter.  Box  837A, 
BROADCASTING. 


Wanted:  200  foot  self-supporting  tower. 

Henry  Fones,  Chief  Engineer,  WDIA,  Mem- 
phis, Tennessee. 


Wanted,  am  frequency  monitor  also  fm 
frequency-modulation  monitor.  State  fre- 
quency, age,  condition.  WINF,  Manchester, 
Conn. 


Audio  console  and  turntables,  good  or  re- 
pairable. WTOS,  2529  N.  114th  Street,  Wau- 
watosa, Wisconsin. 


2 kw  high  band  tv  transmitter,  500w  hi  band 
trans.  chan  9 and  10.  Antennas  10-25  kw. 
STL,  studio  equipment.  Technical  Systems 
Corp.,  12-01  43rd  Avenue,  LIC  1,  N.  Y. 


Wanted — Used  transmitting  and  antenna 
equipment  for  maximum  power  on  Channel 
3 installation.  Write  or  call  Harold  Thoms, 
75  Scenic  Highway,  Asheville,  N.C.,  phone 
ALpine  4-4448. 


INSTRUCTIONS 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood. 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
June  29,  August  31,  October  26,  1960.  Jan- 
uary 4,  1961.  For  information,  references 
and  reservations  write  William  B.  Ogden, 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank,  California. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas, 
Texas. 


FCC  license  in  six  weeks.  Classes  9 a.m.  to 
6 p.m.  five  days  a week.  Tuition  $300.  We 
have  no  failures.  The  Pathfinder  Method, 
510  16th  St.,  Oakland,  California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta,  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


MISCELLANEOUS 


Funniest  one-liners  ever  created.  Produced 
on  tape  especially  for  your  show  or  sta- 
tion. Rush  letterhead  request  for  sample 
tapes!  Box  732A,  BROADCASTING. 


Help  Wanted — Sales 

LOCAL  SALES 
MANAGER 


Number  one  station  in  top-25 
market.  Northeast.  Fulltime 
regional.  Outstanding  oppor- 
tunity. 

Box  800A,  BROADCASTING. 


Technical 


ENGINEERS 

Small  outstanding  50  kw  Eastern 
clear  channel  station  in  large  mar- 
ket, needs  men  for  both  studio  and 
transmitter.  Good  pay  and  company 
benefits.  All  replies  confidential. 

828A.  BROADCASTING. 


Situation  Wanted — Sales 


FLORIDA  OWNERS 

Top  sales  and  program  executive.  15 
years  as  General  Manager,  sales  man- 
ager, program  director,  network  news 
commentator,  news  director,  announcer, 
writer.  37,  married.  Wants  to  return 
to  broadcasting.  Now  with  Miami 
agency. 

Box  825A,  BROADCASTING 


Announcers 


Young  employed  L.  A.  D.J.  has  £ 
eyes  to  swing  in  smaller  south-  y 
west  market  with  P.D.  Gig— -Dig?  & 
Box  796A,  BROADCASTING  & 


■A  SERVICE 


STEP  UP  TO  A BETTER 
JOB  THE  EASY  WAY! ! 

Many  announcers  end  others  have  found 
that  it  pays  to  get  your  job  through  pro- 
fessional plecement. 

TOP  JOB  PLACEMENTS 
IN  THE  SOUTHEAST 

Free  registration  — Conf.  Service 
Professional  Placement 
458  Peachtree  Arcade 
JA  5-4841  Atlanta,  Ga. 


STHICTLY  CONFIDENTIAL 

If  you  have  a television  or  radio  station  in  a Major  market  and  wish  to  sell 
directly  to  buyer,  contact: 

G.  BENNETT  LARSON 

Phone:  Granite  2-5189 
Write:  956  Chantilly  Road 
Bel-Air,  Los  Angeles  24,  Calif. 
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TELEVISION 


Help  Wanted — Sales 


LOOKING  FOR  AN  OPPORTUNITY 
TO  PROGRESS? 

If  you  can  answer  YES  to  the  following 
questions,  you  may  be  on  your  way 
to  an  exciting  and  profitable  future. 

• Do  you  have  a thorough  knowledge 
of  television  transmitters  and  video 
equipment? 

• Would  you  enjoy  working  for  a top 
manufacturing  company  in  the  mid- 
west? 

Would  you  like  to  have  the  position 
of  Television  Equipment  Sales  Man- 
i * — i Company  head- 


increase  in  your 


ager  located 
quarters? 

1 Would  you  enjoy 
present  salary? 


® Does  a complete  company  benefit 
program  including  profit  sharing,  ap- 
peal to  you? 

• Are  you  looking  for  a permanent  po- 
sition with  unlimited  opportunites? 

If  so,  send  complete  resume  and  photo 
with  first  letter  to: 

Box  817A,  BROADCASTING 


FOR  SALE 


Equipment 


EQUIPMENT  FOR  SALE 

RCA  3 kw  fm  transmitter. 
Available  within  15  days.  Now 
operating.  Best  price  over 
$4000.  Delivered  continental 
USA.  Reply: 

Box  820A,  BROADCASTING. 


Want  a BRAND  NEW  "One"? 

Gates  BC-1T  1 KW  AM  transmitters 
are  in  stock  lor  immediate  delivery, 
factory  tested  to  your  frequency. 
Terms  where  desired.  Want  to  trade? 

GATES  RADIO  COMPANY 

Quincy,  Illinois 


MISCELLANEOUS 


Radio  Remote  Control  and 
Multiplex  Systems 
For 

Studio  Transmitter  Links 

John  A.  Moseley  Associates 
Box  3192  Woodland  7-1449 

Santa  Barbara,  California 


STATIONS 

- FOR  SALE 

x 1000  WATT  DAYTIMER 

1 Heart  of  Central  Florida  Progressive 
I station- — Terms  Principals  only  write 

^Box  794A,  BROADCASTING 

5 

Southwest  fulltime  medium  market  money 
maker.  $115,000  29  %— Mid-West  full- 
timer.  In  black.  Valuable  real  estate  incl. 
at  $150,000  29% — Rocky  Mt.  regional. 
$40,000  29% — West  Coast  fulltime  re- 
gional. Big  profits.  $375,000  29%.  PATT 
McDONALD,  Box  9266,  Austin,  Texas. 
GL.  3-8080.  Or,  Jack  Koste,  60  E.  42nd., 
NY  17,  NY.  MU.  2-4813. 

Va. 

Single 

lkw-D 

$80M 

terms 

Cal. 

Single 

2L0w 

68M 

15  dn 

Pa. 

Single 

Daytimer 

65M 

29% 

Miss. 

Single 

250w 

39M 

15  dn 

111. 

Single 

Daytimer 

95M 

29% 

La. 

Single 

Regional 

53  M 

terms 

Va. 

Single 

250w 

60  M 

29% 

Fla. 

Small 

Fulltime 

55M 

terms 

W.Va. 

Small 

Local 

40  M 

10  dn 

Fla. 

Medium 

Regional 

175M  . 

terms 

Cal. 

Medium 

lkw-D 

70M 

29% 

N.Y. 

Medium 

lkw-D 

150M 

terms 

Fla. 

Medium 

Regional  230M 

29% 

Cal. 

Metro 

Daytimer  175M 

. terms 

Fla. 

Large 

Regional  185M 

29% 

Anri  Others 

PA  LI  L.  H . 

CHAPMAN  COMPANY 

INCORPO RATED 
MEDIA  BROKERS 

-Atlanta  Indianapolis  Los  Angeles 

Nashville  New  York  San  Antonio 
San  Francisco  Seattle  . Troy,  O. 
Please  Address: 

I 182  W.  Peachtree,  Atlanta  9,  Ga. 


THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


$300,000 — Colorado 
29%  down— 7 yr.— 6%— top 
$350,000— California — Terms 
$125,000—  Illinois— Single  Mkt. 
S525,000— Mountain— Metropolitan 
$370,000 — Illinois— Metropolitan 


— GUNZENDORFER 

CALIFORNIA.  Excellent  frequency 
500  watt  daytimer.  An  earner.  Grow- 
ing market.  Asking  $150,000.  29% 

down.  10  year  payout. 

OREGON  250  watt  fulltimer  with  net- 
work service.  Price  $80,000.  Owner’s 
say  sell  with  $12,500  down.  Long  pay- 
out. WASHINGTON  television  station 
with  network  service  asking  $350,000. 
Terms.  CALIFORNIA  fulltimer  in  ac- 
tive northern  city  of  15,000  people 
asking  $60,000  with  $17,400  down  $300 
a month  payout. 

WILT  GUNZENDORFER 
AND  ASSOCIATES 

8630  W.  Olympic,  Los  Angeles,  California 
Licensed  Brokers— Financial  Consultants 
Phone  OLympia  2-5676 


NORMAN  & NORMAN 

INCORPORATED 
Brokers  — Consultants  — Appraisers 

RADIO-TELEVISION  STATIONS 


STATFONS  FOR  SALE— 

ROCKY  MOUNTAIN.  50%  and  manage- 
ment for  sale.  $5,000  down  to  right 
party. 

ATLANTIC  COAST  STATE.  Full  time.  Ask- 
ing $75,000  with  29%  down. 
SOUTHWEST.  Full  time.  Large  market. 
Asking  $275,000  with  29%  down. 

ROCKY  MOUNTAIN.  Daytimer.  Good 
frequency.  Doing  $58,000.  Asking  $68,- 
000. 

SOUTHWEST.  Powerful  daytimer.  Absen- 
tee owned.  Doing  $80,000-  Asking  $135,- 
000  with  29%  down. 

ROCKY  MOUNTAIN.  Profitable.  Full 
time.  Network.  Asking  $100,000  with 
29%  down. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 

HO.  4-7279 


Davenport,  Iowa 


Dollar 

for 

Dollar 

you  can’t 
beat  a 
classified  ad 
in  getting 
top-flight 
personnel 
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Continued  from  page  113 

Ore.;  K70BR,  Durango  Tv  Translator,  Du- 
rango Junior  Chamber  of  Commerce  Inc., 
Durango,  Colo.,  K70BJ,  K74AV,  El  Paso 
Natural  Gas  Co.,  Navajo  Compressor  Sta- 
tion, Ariz. 

WLOL-FM  Minneapolis,  Minn.  — Granted 
cp  to  increase  ERP  to  19.5  kw;  decrease 
ant.  height  to  380  ft.,  install  new  type  ant. 
and  make  changes  in  ant.  system;  remote 
control  permitted;  waived  Sec.  3.205  of 
rules  so  that  station  location  may  be  speci- 
fied as  Minneapolis,  Minn. 

KDLA  DeRidder,  La. — Granted  cp  to  in- 
stall new  type  trans. 

WNBF-FM  Binghamton,  N.Y.  — Granted 
cp  to  install  new  type  trans.;  condition. 

WICA-FM  Ashtabula,  Ohio  — Granted 
mod.  of  cp  to  increase  ERP  to  200  kw; 
waived  Sec.  3.317  (a)(1)  of  rules  to  permit 
use  of  trans.  with  power  output  rating  of 
15  kw. 

KDMI  (FM)  Des  Moines,  Iowa — Granted 
mod.  of  cp  to  increase  ERP  to  115  kw,  ant. 
height  to  300  ft.,  change  ant. -trans.  and 
main  studio  location,  change  type  trans. 
and  new  type  ant.  and  make  changes  in 
ant.  system. 

VVSNO  Barre,  Vt. — Rescinded  commission 
action  of  May  16  granting  license  for  am 
station  and  specifying  main  studio  location. 

WJMO  Cleveland  Heights,  Ohio — Rescind- 
ed commission  action  of  May  17  granting 
license  covering  change  in  ant.-trans  loca- 
tion; make  changes  in  ant.  system;  change 
type  trans.  and  operate  by  remote  control. 

" ■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KDES 
Palm  Springs,  Calif,  to  Oct.  9,  and  *WFSU- 
TV  Tallahassee,  Fla.  to  Dec.  21. 


Actions  of  June  1 

WCOW-AM-FM  Sparta,  Wis.  — Granted 
transfer  of  control  from  Verna  H.  Rice, 
individually  and  as  executrix  of  estate  of 
Z.S.  Rice,  deceased,  to  Verna  H.  Rice. 

KOIL-FM  Omaha,  Neb. — Granted  assign- 
ment of  license  and  SCA  to  Central  States 
Bcstg.  Inc. 

WWJB  Brooksville,  Fla. — Granted  assign- 
ment of  license  to  Brooksville  Bcstg.  Serv- 
ice Inc. 

WOTT  Watertown,  N.Y. — Granted  license 
for  am  station;  condition. 

WKDN-FM  Camden,  N.J.  — Granted  li- 
cense for  fm  station. 

WEEI  Boston,  Mass. — Granted  mod.  of 
licenses  to  operate  main  and  auxiliary 
trans.  by  remote  control;  conditions;  with- 
out prejudice  to  such  action  as  commission 
may  deem  warranted  as  result  of  its  final 
determinations  wth  respect  to:  (1)  conclu- 
sions and  recommendations  set  forth  in 
report  of  network  study  staff;  (2)  related 
studies  and  inquiries  now  being  considered 
or  conducted  by  commission,  and  (3)  pend- 
ing antitrust  matters. 

KIDO  Boise,  Idaho — Granted  mod.  of  li- 
cense to  change  studio  location  and  operate 
trans.  by  remote  control;  conditions. 

WHIO  Dayton,  Ohio — Granted  cp  to  in- 
stall new  alternate  main  trans.  (present 
main  trans.  location);  remote  control  per- 
mitted. 

KOCA  Kilgore,  Tex.  — Granted  cp  to 
change  ant.-trans.  location  and  changes  in 
ant.  and  ground  system;  remote  control 
permitted. 

WJDX-FM  Jackson,  Miss. — Granted  cp  to 
decrease  ERP  to  39  kw;  increase  ant.  height 
to  1,450  ft.;  change  trans.  location,  type 
trans.,  type  ant.  and  make  changes  in  ant. 
system. 

KGRT  Las  Cruces,  N.M. — Granted  mod. 
of  cp  to  change  type  trans. 

KAAB  Hot  Springs,  Ark.  — Granted 
change  of  remote  control  authority  while 
using  non-DA. 

WPRE  Prairie  Du  Chien,  Wis.— Granted 
extension  of  authority  to  sign-off  at  7 p.m., 
CST,  for  period  ending  June  30. 

KAWL  York,  Neb. — Granted  authority  to 
sign-off  at  7 p.m.  for  period  ending  July  31. 

KSMN  Mason  City,  Iowa — Granted  au- 
thority to  sign-off  at  7 p.m.,  CST,  for  peri- 
od ending  Aug.  31. 


Actions  of  May  31 

■ Granted  licenses  for  following  am  sta- 
tions; WCGO  Chicago  Heights,  111.,  and 
specify  studio  location;  WBGN  Bowling 
Green,  Ky.;  WBTC  Farmville,  N.C.,  and 
specify  trans.;  KOHO  Honolulu,  Hawaii 
and  specify  ant.-trans.  and  studio  location. 

■ Granted  licenses  for  following  fm  sta- 
tions; KCJC  Kansas  City,  Kan.;  WFBM-FM 
Indianapolis,  Ind.;  KNFM  Midland,  Tex.; 
WNWC  Arlington  Heights,  111.;  WAHR 
Huntsville,  Ala. 

WOBT  Rhinelander,  Wis. — Granted  li- 
censes covering  installation  new  trans.  and 
increase  daytime  power  to  1 kw;  and  use 
old  main  trans.  as  auxiliary  trans. 

WHOT  Campbell,  Ohio — Granted  license 
covering  increase  in  power  and  installation 
DA  and  new  trans. 


SUMMARY  OF  COMMERCIAL 

BROADCASTING 

Compiled  by  BROADCASTING  June  8 

ON  AIR 

CP 

TOTAL  APPLICATIONS 

Lie.  Cps. 

Not  on  air 

For  new  stations 

AM 

3,410  76 

70 

873 

FM 

651  93 

107 

115 

TV 

473  58 

102 

123 

OPERATING  TELEVISION 

STATIONS 

Compiled  by  BROADCASTING  June  8 

VHF 

UHF 

TV 

Commercial 

452 

78 

530 

Non-commercial 

35 

11 

46 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  April  30,  1960 

AM 

FM 

TV 

Licensed  (ail  on 

air) 

3,408 

646 

47 21 

CPs  on  air  (new 

stations) 

61 

71 

562 

CPs  not  on  air 

(new  stations) 

84 

161 

76 

Total  authorized 

stations 

3,553 

878 

652 

Applications  for 

new  stations  (not  in  hearing) 

617 

77 

43 

Applications  for 

new  stations  (in  hearing) 

211 

42 

66 

Total  applications  for  new  stations 

828 

119 

109 

Applications  for  major  changes  (not  In  hearing) 

686 

41 

33 

Applications  for  major  changes  (in  hearing) 

194 

10 

18 

Total  applications  for  major  changes 

880 

51 

51 

Licenses  deleted 

1 

1 

0 

CPs  deleted 

1 

3 

17 

1 There  are,  in  addition,  ten  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 
licenses. 

2 There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 


WSOY-FM  Decatur,  111. — Granted  license 
covering  change  in  frequency;  ERP  30  kw. 

WCOS  Columbia,  S.C. — Granted  license 
covering  increase  daytime  power  to  1 kw 
and  installation  of  new  trans.  for  daytime 
use  (specify  daytime  trans.).  . . 

WCRB-FM  Waltham,  Mass— Granted  li- 
cense covering  decrease  in  ERP  to  3.3  kw, 
increase  ant.  height  to  920  ft.  change  trans. 
location,  install  new  trans.  and  ant.  and 
install  remote  control.  . , 

WBOF  Virginia  Beach,  Va. — Granted  li- 
cense covering  change  in  frequency,  in- 
crease in  power  and  install  new  trans. 

WFVA  Fredericksburg,  Va. — Granted  li- 
cense covering  change  type  trans. 

WHIE  Griffin,  Ga. — Granted  license  cover- 
ing increase  in  power  and  installation  of 
new  trans. 

KLPW  Union,  Mo.— Granted  license  cover- 
ing increase  in  power  and  installation  of 
new  trans.  _ _ .... 

WCDT  Winchester,  Tenn. — Granted  license 
covering  installation  of  new  trans. 

WBRC-FM  Birmingham,  Ala. — Granted 
license  covering  increase  ant.  height,  instal- 
lation new  ant.  and  make  changes  in  amt. 
system;  ERP  16  kw,  ant.  1,110  ft. 

WCUB  Manitowoc,  Wis.— Granted  cp  to 
install  new  trans.  „ 

KLTZ  Glasgow,  Mont. — Granted  exten- 
sion of  authority  to  July  1 to  operate  on  de- 
creased power. 

Actions  of  May  27 

WBOX  Bogalusa,  La.— Granted  authority 
to  sign-off  at  6 p.m.,  CST,  for  period  June 


to  sign-off  at  6 :30  p.m.,  CST,  for  period  be- 
ginning June  1 and  ending  Aug.  31,  except 
for  special  events  when  station  may  operate 
to  licensed  sign-off  time. 

KFHA  Lakewood,  Wash. — Granted  author- 
ity to  remain  silent  pending  reorganization; 
condition. 


NARBA  Notifications 

List  of  changes,  proposed  changes,  and 
corrections  in  assignments  of  Canadian 
broadcast  stations  modifying  appendix  con- 
taining assignments  of  Canadian  and  Mexi- 
can broadcast  stations  attached  to  Recom- 
mendations of  the  North  American  Regional 
Broadcasting  Agreement  engineering  meet- 


CFNB  Fredericton,  N.B. — 50  kw  DA-2  uni. 
790  kc 

CKSO  Sudbury,  Ont. — 10  kw  D,  5 kw  N 
DA-2  uni. 


800  kc 

CJLX  Fort  William,  Ont.— 5 kw  DA-1  uni 
810  kc 

New  Steinbach,  Manitoba — 1 kw  DA-1  uni. 
900  kc 

CHNO  Sudbury,  Ont.— 10  kw  D,  1 kw  N 
DA-2  uni. 

930  kc 

New  Fort  William,  Ont. — 5 kw  DA-1  uni. 
1110  kc 

CFML  Cornwall,  Ont.— 1 kw  DA-D,  D. 

1240  kc 

CKCQ-1  Williams  Lake,  B.C.— 0.25  kw  ND 
uni. 

CKLN  Nelson,  B.C.— 0.25  kw  ND  uni. 

1280  kc 

CJMS  Montreal,  P.Q.— 10  kw  D,  5 kw  N 
DA-2  uni. 

1340  kc 

CJAF  Cabano,  P.Q. — 0.25  kw,  ND  uni. 


1390  kc 

CKLN  Nelson,  B.C.— 1 kw  DA-1  uni. 

1400  kc 

CKFH  Toronto,  Ont. — 5 kw  DA-2  uni. 
CJFP  Riviere  du  Loup,  P.Q. — 1 kw  D,  0.25 
kw  N,  ND  uni. 

1430  kc 

CKFH  Toronto,  Ont. — 5kw  DA-2  uni. 

1440  kc 

CFCP  Courtenay- Comox,  B.C. — 1 kw  DA-N 
uni. 

1540  kc 

New  Burlington,  Ont  — 1 kw,  ND  D. 

PETITION  FOR  RULEMAKING 
U.  of  Maine,  Orono,  Me. — Requests  amend- 
ment of  rules  so  as  to  reserve  ch.  10,  Pres- 
que Isle,  and  ch.  7,  Calais,  both  Maine,  for 
educational  purposes.  Further  requests  that 
ch.  10,  presently  assigned  to  Augusta,  Me., 
also  be  reserved  for  educational  use.  Ann. 
June  3. 

License  Renewals 

■ Following  stations  were  granted  renewal 
of  license:  WBRK  Pittsfield,  Mass.;  KDJI 
Holbrook,  Ariz.;  WINF  Manchester,  Conn.; 
KTKR  Taft,  Caiif.;  WSKI  Montpelier,  Vt.; 
WTVL  Waterville,  Me. 
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America’s  modern  way  of  doing  business 


New  styles  from  world’s  largest  manufacturer  of  children’s  dresses  arrive  at  fashion  show  fast . . . delivered  by  AIR  EXPRESS 


“Cinderella”  is  first  to  market  with  Air  Express 

These  youngsters  are  about  to  model  the  latest  collection  of  ‘‘Cinderella”  frocks  for  the  junior  set. 
This  debut  of  new  creations  by  Rosenau  Brothers  is  the  ‘‘Paris  showing”  of  the  children’s  market. 
New  fashions  often  must  bow  at  buyers’  showings  thousands  of  miles  from  the  Philadelphia  factory — 
just  hours  after  the  last  stitch  was  sewn — or  lose  a big  order.  That’s  why  Cinderella  takes  no 
chances  — ships  by  Air  Express  regularly.  Only  low- 
cost  Air  Express  assures  overnight  delivery  coast  to 
coast.  These  advantages  could  help  you,  too  ! Call  A/R 
Express  and  be  FIRST  TO  MARKET... FIRST  TO  SELL. 

CALL  AIR  EXPRESS  DIVISION  OF  RAILWAY  EXPRESS  AGENCY  • GETS  THERE  FIRST  VIA  U.  S.  SCHEDULED  AIRLINES 


MIR  EXPRESS 
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OUR  RESPECTS  TO  . . . 

Alfred  Ross  Beckman 


Since  last  January  when  A1  Beck- 
man was  named  ABC  Washington  vice 
president,  he  has  been  wearing  two 
hats — one  for  his  new  post  and  one 
back  in  New  York  where  the  network 
and  his  family  are  headquartered. 

But  in  just  two  weeks  A1  will  be 
happily  leaving  his  New  York  Homburg 
behind  when  the  three  other  Beck- 
mans move  to  a newly-purchased  home 
in  Washington  suburbia.  After  that,  he 
says,  the  big  city  network  “branch  of- 
fice” will  just  have  to  get  along  with- 
out weekly  face-to-face  reports  from 
the  nation’s  investigative  front. 

While  the  highlight  of  student  Beck- 
man’s senior  year  at  Rutgers  U.  was  a 
research  paper  on  the  radio  industry,  it 
took  nine  years  for  the  professional 
man  to  get  into  broadcasting.  This  came 
about  in  1943  when  famous  job  con- 
sultant and  author  (Plenty  of  Room  at 
the  Top)  Loire  Brophy  advised  him  the 
Beckman  future  was  definitely  to  be 
found  in  the  communications  media. 
A1  promptly  got  a job  as  assistant 
sales  service  manager  with  the  old  Blue 
Network,  which  soon  became  ABC.  He 
has  been  with  the  network  ever  since 
except  for  a 10-month  stint  in  1946- 
47  with  Buchanan  & Co.,  agency. 

Alfred  Ross  Beckman  was  born 
Sept.  11,  1911,  in  East  Orange,  N.J. 
He  completed  high  school  there  in  1929 
and  four  years  later  received  a bache- 
lor’s degree  from  Rutgers.  His  step- 
father, the  late  Will  B.  Johnstone,  was 
a cartoonist  on  the  New  York  World 
Telegram  and  playwright-screenwriter. 

Dinner  Jackets  to  Rickshaws  ■ Al’s 
soft  sell  and  persuasive  approach,  with 
which  ABC-TV  affiliates  are  well  ac- 
quainted (he  headed  the  network’s  sta- 
tion relations  for  eight  years),  first 
manifested  itself  while  he  was  a student 
at  Rutgers.  His  fraternity,  Chi  Psi,  held 
weekly  formal  functions  and  A1  went 
into  the  profitable  business  of  renting 
and  selling  dinner  jackets.  (He  also  con- 
fesses to  holding  the  local  concession 
for  “Jersey  lightning”  during  those  pro- 
hibition days.) 

After  leaving  college,  Mr.  Beckman 
joined  the  Rensello  Co.,  a New  York 
shirt  manufacturer,  in  a sales  position. 
Things  were  quiet,  however,  and  a year 
later  when  a college  buddy  suggested 
they  go  into  the  rickshaw  business  part- 
time,  A1  jumped  at  the  opportunity. 
They  purchased  a fleet  of  the  Oriental 
buggies  in  1935  from  the  Chicago 
World’s  Fair  and  set  them  in  motion, 
with  appropriate  fanfare,  pulling  tour- 
ists around  in  Saratoga  Springs. 

They  broke  even  that  summer,  A1 


remembers,  and  the  next  year  moved 
the  fleet  to  Asbury  Park,  N.J.,  where 
the  season  was  longer.  With  an  eye  to- 
ward the  free  publicity,  A1  and  his 
buddy  planned  a rickshaw  race  from 
New  York  (through  the  Holland  Tun- 
nel) to  launch  the  Asbury  Park  busi- 
ness. New  York  Mayor  Fiorello  La- 
Guardia  immediately  pushed  the  panic 
button.  There  would  be  no  chariot 
races  through  his  tunnel,  he  loudly 
proclaimed.  Though  the  “race”  was 
never  held,  the  resultant  publicity  went 
beyond  their  wildest  hopes. 

With  the  college  buddies  beginning  to 
make  money,  the  budding  transporta- 
tion business  came  to  an  end  at  the 
height  of  the  tourist  season  when  the 
entire  rickshaw  fleet  was  burned. 

ABC  in  the  Future  ■ Mr.  Beckman 
remained  with  Rensello  during  the  rick- 
shaw sideline  and  until  1939,  when 
he  joined  the  Public  Service  Gas  & 
Electric  Co.  of  New  Jersey  in  customer 
relations.  He  joined  the  Blue  Network 
under  the  stewardship  of  the  late  Keith 
Kiggins,  vice  president  in  charge  of  sta- 
tion relations  in  1943. 

“No  other  single  association  or  event 
could  have  contributed  more  to  my 
philosophy  or  outlook  than  my  associa- 
tion with  Mr.  Kiggins,”  he  says. 

Mr.  Beckman  remained  with  ABC 
until  July  1946,  when  he  became  busi- 
ness manager  of  Buchanan.  He  re- 
turned to  ABC  in  May  1947  as  regional 
manager  in  radio  station  relations.  In 
1950  he  was  named  director  of  sales 


ABC’S  Beckman 

He  consented  to  some  advice. 


and  station  traffic  operations  and  two 
years  later  national  director  of  station 
relations  for  radio-tv. 

He  was  promoted  to  vice  president 
in  charge  of  tv  station  relations  in  1957 
and  held  that  post  until  placed  in 
charge  of  ABC’s  Washington  opera- 
tions. That  job  had  been  vacant  since 
the  retirement  of  Robert  H.  Hinckley 
a year  ago. 

The  Soft  Seller  ■ As  ABC’s  top  man 
in  affiliate  relations,  Mr.  Beckman  has 
dealt  directly  with  a majority  of  the 
country’s  tv  stations — including  affili- 
ates of  “those  other  networks” — in  ef- 
forts to  put  his  network’s  programming 
in  one  and  two  station  markets. 

A statibn  manager  must  completely 
trust  and  respect  the  network  station 
relations  man  and  A1  Beckman  had 
both  from  the  executives  of  stations 
affiliated  with  all  three  networks,  one 
manager  said.  Others  relate  that  when 
A1  pushed  an  ABC  program,  the  sta- 
tion knew  he  believed  it  was  a good 
one  and  that  he  was  not  just  trying  to 
get  exposure  for  exposure’s  sake.  He 
was  able  to  place  many  ABC  shows 
on  the  basis  of  personal  friendships. 

With  some  understatement,  Mr. 
Beckman  says  of  his  Washington  job: 
“What  we  hope  to  accomplish  is  a 
nebulous  type  of  thing.”  He  was  bap- 
tized to  official  Washington  early  in 
his  new  tenure  when  asked  to  testify 
on  allocations  before  the  Senate  Com- 
munications Subcommittee  the  first 
month.  And  allocations  is  the  most 
pressing  problem  facing  his  network, 
Mr.  Beckman  points  out. 

Of  television’s  future,  he  sees  a 
heavier  accent  on  news  and  public  af- 
fairs programs  “for  various  reasons  in 
addition  to  the  current  legislative  inter- 
est in  our  business”;  a general  improve- 
ment in  program  quality  due  to  in- 
creasing discernment  on  the  part  of 
viewers,  and  the  attraction  of  new  cre- 
ative talent  because  of  sheer  need. 

Frustrated  Drummer  ■ Al,  who  grew 
up  in  the  music  business,  is  an  ac- 
complished jazz  drummer.  In  fact,  he 
once  sat  in  for  Gene  Krupa  at  Frank 
Daley’s  Meadowbrook  and  held  a per- 
manent table  when  Benny  Goodman 
used  to  play  long  engagements  at  New 
York’s  old  Pennsylvania  Hotel.  He 
taught  music  part-time  during  the 
1940’s  and  is  a close  friend  of  Cozy 
Cole,  Jonah  Jones  and  other  jazz  greats. 

With  a 17  handicap  on  the  links,  Mr. 
Beckman  is  anxious  to  get  his  family 
settled  in  their  new  Bethesda,  Md., 
home,  just  a mile  from  several  country 
clubs.  He  married  Esther  B.  Glasson, 
also  of  East  Orange,  in  1935  and  their 
children  are  Nancy  18  and  Bruce  12. 

Mr.  Beckman  is  a member  of  the 
NAB  Tv  Board  of  Directors,  BMI 
board  and  Tv  Pioneers. 
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EDITORIALS 


Both  barrels 

FOUR  years  ago  radio  and  television  took  leading  roles  in 
a get-out-the-vote  campaign  that  resulted  in  the  biggest 
balloting  in  American  history.  They  are  being  asked  by  the 
American  Heritage  Foundation  and  The  Advertising  Council 
to  repeat  their  splendid  performance  this  year. 

We  have  no  doubt  that  radio  and  television  will  again 
respond.  It  will  be  surprising  if  the  total  vote  in  1960  does 
not  exceed  that  in  1956. 

But  no  matter  how  high  the  purpose  in  getting  out  a 
massive  vote,  that  act  in  itself  does  not  guarantee  a fulfill- 
ment of  the  democratic  process.  Voting  of  whatever  volume 
is  meaningful  only  if  the  voters  are  informed. 

To  us  it  seems  that  broadcasting  has  a twin  challenge  in 
the  campaigns  of  1960.  It  must  not  only  stimulate  electoral 
interest  in  going  to  the  polls  but  also  give  electors  enough 
information  to  make  the  voting  sensible. 

The  latitudes  given  broadcasters  in  the  presentation  of 
political  news  under  an  amended  Sec.  315,  the  political 
broadcasting  law,  are  an  invitation  to  imaginative  and 
thorough  campaign  coverage.  If  most  broadcasters  make  a 
serious  and  thoughtful  effort  to  distribute  political  intelli- 
gence and  to  arouse  electoral  interest,  they  will  earn  the 
respect  of  the  whole  nation  and  will  do  much  to  erase  what- 
ever tarnish  is  left  from  the  government  investigations  of 
the  past  year. 

Tv’s  little  businessmen 

BIG  city  television  has  its  “image”  problem  but  it  is 
trifling  in  comparison  with  the  survival  fight  of  the  little 
businessmen  operating  stations  in  the  secondary  markets, 
mainly  of  the  West. 

The  small  market  telecasters’  adversary  is  the  community 
antenna  operator.  Hope  for  legislative  relief,  through  regula- 
tion of  cable  systems  by  the  FCC,  was  dashed  last  month 
when  the  Senate,  by  the  margin  of  a single  vote,  sent  S 2653 
back  to  committee.  That  killed  it  for  this  session. 

Then,  just  10  days  ago,  a Montana  district  court  decided 
against  a television  station  (KXLF-TV  Butte)  and  in  favor 
of  a catv  operator  on  a property  rights  issue.  The  court  held 
that  KXLF-TV  had  no  property  interest,  by  copyright  or 
otherwise,  in  any  programs  it  broadcast  or  in  any  signals  or 
programs  received  and  distributed  by  the  cable  system. 

With  these  victories,  the  organized  catv  operators  have 
reason  to  rejoice.  Certainly  they  will  make  much  of  them  at 
the  convention  of  the  National  Community  Tv  Assn,  in 
Miami  June  23-25. 

Definitive  action  is  essential.  Congress  must  meet  the 
legislative  issue  head-on,  if  it  is  interested  in  the  salvation  of 
local  tv  in  many  smaller  markets.  And  the  courts  must  decide 
both  the  property  rights  issue  and  the  aspect  of  unfair 
competition. 

The  decision  of  the  Montana  lower  court  should  be  ap- 
pealed to  the  State  Supreme  Court.  Litigation  is  expensive. 
The  appellate  costs  should  be  underwritten  by  the  appropriate 
trade  groups,  in  the  interest  of  all  television. 

The  major  networks  as  well  as  several  film  distributors 
have  asserted  their  intentions  of  protecting  property  rights 
against  cable  system  pirating.  Film  distributors  customarily 
specifically  license  their  copyrighted  products  to  “live”  tv 
stations  for  use  in  their  defined  coverage  areas. 

Although  there  has  been  no  adjudication  by  a federal 
court  of  the  property  rights  issue  in  relation  to  cable  sys- 
tems, there  is  a landmark  case  in  radio  going  back  to  1931 
(Buck  v.  Jewell-LaSalle  Realty  Co.).  Justice  Brandeis  held 
that  a hotel,  in  picking  up  and  distributing  to  its  guests  broad- 


casts from  a station  licensed  by  ASCAP,  actually  was  publicly 
performing  for  profit,  and  in  so  doing  the  hotel  was  in 
violation  of  the  copyright  act. 

The  differences  between  radio  and  television  are  technical 
and  engineering  distinctions.  The  question  here  is  whether 
catv  operators,  for  profit-making  purposes,  are  pre-empting 
the  properties  of  others  without  authorization  or  compensa- 
tion. 

It  looks  like  an  open-shut  case  to  us. 

Not  as  advertised 

THE  Advertising  Federation  of  America  has  let  down  its 
membership  in  reneging  on  its  commitment  of  a year  ago 
to  move  its  headquarters  to  Washington. 

Advertising  was  in  deep  trouble  a year  ago.  It  is  today. 
Nothing  has  happened  in  the  past  12  months  to  ameliorate 
the  need  for  an  all-inclusive  advertising  voice  in  the  nation’s 
capital. 

Advertising  is  an  $11  billion  business.  It  has  been  sub- 
jected to  strafing  fire  by  the  politicians  and  the  bureau- 
crats. The  bounden  duty  of  AFA  is  to  defend  all  advertising 
against  these  onslaughts  that  do  violence  to  our  free  enter- 
prise system. 

The  annual  report  of  AFA  President  C.  James  Proud  to 
the  AFA’s  56th  convention  in  New  York  last  week  presents 
an  irrefutable  argument  for  the  move.  Advertising,  he  said, 
“took  its  worst  beating  in  Washington.”  Most  of  the  more 
than  100  bills  on  advertising  introduced  in  Congress  were 
anti-advertising. 

People  normally  are  reluctant  about  moving,  particularly 
when  their  family  and  business  roots  are  deep  in  their  com- 
munity. Moreover,  it  can  be  argued  that  New  York  is  only 
a couple  of  hundred  miles  and  about  an  hour  away  by  air. 

But  the  climate  of  Madison  Avenue  is  not  that  of  Penn- 
sylvania Avenue.  There  is  a “feel”  about  being  on  the  scene, 
part  and  parcel  of  the  Washington  swirl. 

The  fire  is  in  Washington,  not  New  York.  The  fire-fighting 
equipment  can’t  be  shuttled  from  New  York. 

We  think  Mr.  Proud  should  reread  his  own  annual  report. 
A realistic  reappraisal,  no  matter  what  the  cost  or  incon- 
venience, would  convince  him  and  his  governing  board  that 
AFA  headquarters  should  be  in  Washington  now,  with  its 
branch  office  in  New  York. 


“Get  set  Ethel!  All  hell’s  gonna  break  loose  when  they 
find  him  on  instead  of  Gunsmoke!” 
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status  symbol 
you  have  to 
lug  around 


This 


one  vou  can 


see  anywhere 


Carrying  an  attache  case 
won’t  make  you  a vice- 
president  overnight.  Putting 
advertising  on  KPRC-TV  in 
Houston,  Texas,  won’t  do  it 
either.  .But  it  will  help  you 
make  sure  your  customers 
see  your  commercials  in  a 
clean,  crackly  environment  with  an  inviting,  colorful  presentation. 
Use  KPRC-TV  in  Houston.  Commercials  on  KPRC-TV  have  a 
better  chance  of  getting  read,  heard,  seen,  remembered  and  acted 
upon.  Besides,  they  look  good.  And  they  cost  less  than  you  think. 

See  your  Edward  Petry  & Co.  man.  Use  KPRC-TV,  Channel 
2 in  Houston  for  your  next  Houston  sales  campaign.  KPRC-TV, 
NBC  in  Houston,  Texas. 


Courtesy  of  Hammermill  Paper  Company 
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THIS 
THE  DI] 

GOOD  AKUSTO  GUlES^KKJaT-8.  t„t 
MINNEAPOLIS, 


Where  more  than  1.555,000  citizens  within  KPTV 
most  .complete  and  probing  newscast. 

Where  up-to-date  equipment  and  facilities  geared 
quality  reporting  of  the  latest  news. 

Where  Portland’s  most  qualified  TV  news  staff 
COMPREHENSIVE  6:00  NEWS  ...  IN  DEPTh 
Monday  through  Friday  (7  pm,  Wednesday) 

GEORGE  SANDERS  WALLACE  TURNER 

National  & International  Local  A Regional 


NAFI 

BROADCAST 
DIVISION 
k STATION  a 


The  Houston  area  encompasses  one  of  the  great  industrial  complexes 
of  the  world.  The  VITAL  power  that  sparks  it  lies  in  the  unlimited 
resources  of  nature,  and  in  the  skill  and  initiative  of  a people 
who  find  one  measure  of  their  progress  in  terms  of  products 
they  supply  to  the  world.  If  The  people  of  the  Houston  area 
have  made  KTRK-TV  their  favorite  as  they  seek  the  VITAL 
services  that  television  brings  to  their  homes. 
KTRK-TV  — THE  CHRONICLE  STATION 

P.  O.  BOX  12,  HOUSTON  1,  TEXAS-ABC  BASIC  • HOUSTON  CONSOLI- 
DATED TELEVISION  CO.  • NATIONAL  REPRESENTATIVES:  GEO.  P.  HOL- 
LINGBERY  CO.,  500  FIFTH  AVENUE,  NEW  YORK  36,  N.  Y.  • GENERAL 
MANAGER,  WILLARD  E.  WALBRIDGE;  COMMERCIAL  MANAGER,  BILL  BENNETT 


Everywhere  people  are  saying  . . . 


WGAL-TV 

is  favored  by  viewers  in  Lancaster-Harrisburg-York, 
plus  Gettysburg,  Hanover,  Lebanon,  Chambersburg, 
Lewistown,  Carlisle,  Shamokin,  Waynesboro,  and  many 
other  communities.  Profit-proved  for  advertisers,  this 
multi-city  market  is  important  to  your  selling  plans. 


WGAL-TV 

CAclkhM  & 

Lancaster,  Pa. 

NBC  and  CBS 

STEINMAN  STATION 
Clair  McCollough,  Pres. 


Representative:  The  MEEKER  Company,  Inc.  New  York 
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CLOSED  CIRCUIT* 


NAB  building  plans  ■ It  wasn’t  an- 
nounced, but  there  was  serious  talk 
of  NAB  reorganization  during  board 
meetings  last  week.  Action  probably 
will  await  selection  of  successor  to  late 
Harold  E.  Fellows  as  president — which 
won’t  happen  soon  although  list  of  can- 
didates is  being  narrowed  (see  At 
Deadline).  Revision  of  headquarters 
operations  and  probable  trimming  down 
of  boards  were  both  discussed.  There 
are  now  43  board  members,  29  on 
radio  board  and  14  on  tv. 

Digging  in  ■ Top  echelon  of  National 
Assn,  of  Broadcast  Employes  & Tech- 
nicians in  Chicago  has  advised  member- 
ship to  be  prepared  to  strike  against 
NBC  if  union  encounters  “usual  diffi- 
culties” in  negotiations  for  new  pact 
covering  o&o  stations  next  January. 
Warning  is  contained  in  report  by  Pres- 
ident George  Smith,  which,  it’s  learned, 
inadvertently  got  into  recent  NABET 
newsletter.  Union  chieftain  urges  union 
field  support  for  strong  “mutual  aid” 
pact  among  all  radio-tv  unions  as  pro- 
posed by  NABET’s  international  execu- 
tive committee.  Goal:  council  of  broad- 
cast unions,  through  progress  is  ad- 
mittedly slow.  Present  three-year  NBC- 
NABET  contract  will  expire  Jan.  31, 
1961. 

Johnson  rooters  ■ Announcement  soon 
will  be  made  of  appointment  of  Ed- 
ward J.  DeGray,  former  president  of 
ABC  Radio  Network,  as  executive  in 
charge  of  radio-tv  for  Lyndon  B.  John- 
son-for-President  organization.  Mr.  De- 
Gray,  who  resigned  mid-April  from 
ABC,  has  been  enlisted  to  coordinate 
broadcast  activities  for  national  or- 
ganization with  headquarters  in  New 
York.  He  will  coordinate  both  Wash- 
ington and  Los  Angeles  convention  ac- 
tivities also. 

Edgar  G.  Shelton  Jr.,  ABC  vice  pres- 
ident for  Washington  legislative  and 
public  relations  activities,  this  week 
begins  leave  of  absence  to  join  Lyndon 
B.  Johnson-for-President  organization. 
He’s  operating  in  Los  Angeles,  site  of 
Democratic  convention,  and  working 
with  national  organization  under  Oscar 
Chapman  and  with  Irv  Hoff,  executive 
assistant  to  Senator  Warren  G.  Magnu- 
son  (D-Wash.).  Native  of  Austin — Sen. 
Johnson’s  home  town — Mr.  Shelton  is 
engaged  in  non-broadcasting  aspects  of 
campaign.  Washington  activities  of 
ABC  are  directed  by  vice  president  in 
charge,  Alfred  Beckman. 
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Wired  toll  tv  ■ TelePrompTer  Corp., 
New  York,  is  set  to  announce  details 
of  its  new  pay  tv  system,  called  Partic- 
ipation Tv,  during  convention  of  Na- 
tional Community  Television  Assn,  in 
Miami  Beach  this  week  (see  story,  page 
102).  Subscribers  will  be  provided  with 
only  one  gadget — viewer  control  box 
with  key  to  open  tv  channel.  System 
will  not  have  coin  box.  Acceptance  of 
tv  program  will  be  recorded  elec- 
tronically. 

TelePrompTer  will  hail  as  “revolu- 
tionary development”  feature  of  con- 
trol box  which  company  claims  per- 
mits push-buttom  feedback  of  informa- 
tion and  opinion  from  receiver  to 
sender.  This  feature  reportedly  can  be 
used  to  gauge  popularity  of  pay  pro- 
grams and  also  can  be  utilized  as  re- 
search-merchandising  tool.  System  is  to 
be  tested  this  summer  on  two  commu- 
nity antenna  systems  that  TelePromp- 
Ter owns. 

Major  push  ■ Brown  & Williamson 
Tobacco  Co.,  which  has  been  test  mar- 
keting newest  cigarette  brand,  Ken- 
tucky Kings,  in  Kentucky  and  Florida 
this  spring  (Broadcasting,  June  13), 
expected  to  announce  in  New  York  this 
week  $15  million  ad  plan  to  introduce 
all-tobacco  filter  product  nationally. 
Ted  Bates  Co.,  New  York,  is  new 
brand’s  agency. 

Tape  syndication  ■ CBS  Films  has 
begun  to  offer  its  Robert  Herridge  The- 
atre series  (26  half-hour  anthology)  to 
stations,  marking  first  taped  series  to 
be  placed  into  syndication  by  CBS  film 
arm.  Low-budgeted  Theatre  has  been 
taped  for  national  sale  but  failed  to 
gain  network  notch  this  past  season 
(though  sold  for  Canada  and  Australia 
showings).  Those  stations  buying 
series  but  not  equipped  for  tape  will 
receive  kinescopes. 

Sports  bill  ■ Another  legislative  chest- 
nut hit  Senate  floor  last  week  in  form 
of  revised  sports  antitrust  exemption 
bill  (S  3483).  Bill,  reported  by  Judiciary 
Committee  without  recommendation, 
includes  permissive  authority  to  rein- 
state clause  1-D  which  would  allow 
blackouts  of  major  league  baseball  and 
football  telecasts  by  teams  in  cities 
within  75  miles.  Pro  football  interests 
reportedly  are  applying  pressure  for 
passage  while  Frick  office  for  baseball 
is  opposing  it  down  the  line. 

On  scene  in  Washington  last  week 
was  John  E.  Fetzer,  president  of  Fetzer 
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radio  and  tv  stations  in  Midwest  and 
chairman  of  Detroit  Tigers,  in  his  ca- 
pacity as  chairman  of  Radio-Television 
Committee  of  American  League.  Effort 
is  being  made  to  stop  bill  in  Senate, 
which  is  thought  likely  since  measure 
carries  no  recommendation  of  commit- 
tee majority,  but  if  it  should  slip 
through,  all-out  stand  will  be  made  in 
House  and  in  light  of  lateness  of  ses- 
sion, it’s  thought  ultimate  passage  is 
unlikely. 

ABC  looks  south  ■ Leonard  Golden- 
son,  AB-PT  president,  plans  month- 
long, goodwill  business  trip  to  Latin 
America  beginning  Aug.  10.  Accom- 
panied by  Mrs.  Goldenson,  he  will  ne- 
gotiate arrangements  for  extension  of 
ABC’s  operations  (programming  as  well 
as  minority  station  ownerships)  in  Latin 
American  republics.  Mr.  Goldenson 
was  in  Washington  last  week  to  consult 
with  State  Department  Latin  American 
desk  in  connection  with  trip. 

Two  spots  ■ There  was  move  made 
during  NAB-  tv  board  meeting  last  week 
to  force  television  code  change  that 
would  limit  station  break  commercials 
to  two,  but  it  attracted  little  support. 
William  B.  Quarton,  WMT-TV  Cedar 
Rapids,  Iowa,  suggested  change  and 
said  afterward  he  was  philosophical 
about  failure  of  proposal.  It’s  his  view 
that  eventually  others  will  come  around 
to  his  thinking. 

No  Cadillac  compact  ■ Final  quench- 
ing of  one  of  most  persistent  rumors 
in  Detroit  took  place  at  weekend  when 
General  Motors  executive  informally 
disclosed  there  positively  will  be  no 
Cadillac  compact  in  1961  line.  All 
other  cars  in  GM  group  will  have  com- 
pacts but  top  brass  learned  from  1960 
model  experience  that  there’s  still  good 
demand  for  plush  cars,  with  Cadillac 
having  best  year  in  history.  It’s  felt 
addition  of  compact  would  destroy 
much  Cadillac’s  prestige  value.  (See 
automotive  advertising  roundup  page 
27.) 

Stereo  study  ■ Those  fm  stereo  tests 
that  Electronic  Industries  Assn,  com- 
mittee is  undertaking  at  behest  of  FCC 
really  get  going  July  1 1 and  will  run, 
over  KDKA-FM  Pittsburgh,  for  30 
days.  Thereafter  engineers  will  conduct 
analysis  of  results  and  submit  findings 
to  FCC  for  its  guidance.  Tests  sre  un- 
der aegis  of  EIA  committee  panel 
headed  by  A.  Prose  Walker,  NAB  di- 
rector of  engineering. 


by  Broadcasting  Publications  Inc., 
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New  dining  hall.  University  of  Nevada,  Reno,  Nevada 


You’re  really  in  the  money  when  you 
talk  to  Nevadans  and  Californians  via 
Beeline  radio.  Bor  example,  around  the 
metropolitan  Reno  area  — home  base 
of  KOH  — ■ total  retail  sales  exceed 
those  in  the  metropolitan  Galveston 
(Texas)  area  and  the  metropolitan  Al- 
toona (Pa.)  area,  both  with  larger  pop- 
ulations.* 

Reno  is  the  educational,  financial, 
manufacturing,  distribution,  medical 
and  transportation  center  of  most  of 


Northern  and  Central  Nevada,  North- 
eastern California  and  Southern  Oregon. 

The  most  effective  way  to  beam  your 
radio  message  into  the  thriving  Reno 
market  is  on  KOH,  The  Beeline  station 
in  Reno. 

As  a group,  Beeline  stations  give  you 
more  radio  homes  than  any  combination 
of  competitive  stations  ...  at  by  far 
the  lowest  cost  per  thousand.  (Nielsen 
& SR&D) 

•Sales  Management’s  1959  Survey  of  Buying  Power 
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PAUL  H.  RAYMER  CO.,  NATIONAL  REPRESENTATIVE 
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WEEK  IN  BRIEF 


Mr.  Hodges 


There's  big  'payola'  in  public  service  ■ The  high-rated 
blood-and-thunder  shows  aren’t  necessarily  the  ones 
that  sell  the  best  for  some  sponsors,  according  to  Ernest 
J.  Hodges,  vice  president  and  account  executive  of 
Guild,  Bascom  & Bonfigli,  San  Francisco.  In  fact,  he 
says,  a show  with  elements  of  education  and  real  public 
service  sometimes  can  do  it  better.  The  Ralston  story 
is  related  in  this  week’s  Monday  Memo  to  prove  his 
point.  Page  24. 


Automakers'  plans  ■ Record  advertising  budgets  in  store  for  the  1961 
models.  Page  27. 

Countdown  on  Regimen  ■ New  York  grand  jury  indicts  advertiser 
and  agency  for  conspiracy  to  defraud  via  advertising  for  reducing  pill 
product.  Page  44. 

NBC  Radio  sees  black  ink.  ■ Networks  says  it’s  out  of  the  red  for  first 
time  in  eight  years  and  already  has  enough  business  in  hand  to  remain 
profitable  for  rest  of  1960.  Page  56. 

There's  a code  in  your  future  ■ NAB  Radio  Board  revitalizes  radio 
standards  of  practice,  establishes  administration  and  procedures  to  en- 
force code.  Tv  board  revises  commercial  time  allowances  in  station  break 
time,  hears  Hartenbower  on  “sex  and  violence’’  in  programs.  Page  62. 

ARB-Nielsen  comparison  ■ A side-by-side  look  at  how  the  two  major 
research  organizations  counted  the  tv  homes  in  all  U.S.  counties.  Page  66. 

Test  for  daytimers?  ■ Daytime  Broadcasters  Assn,  asks  Harris  group 
for  extended  hours,  is  opposed  by  FCC,  clears,  regionals.  Congressmen 
discuss  possible  test  of  interference.  Page  91. 

Rerun  in  Philly  ■ The  story  of  Miami  ch.  7 gets  another  hearing  before 
Judge  Horace  Stern  in  Philadelphia.  Witnesses  describe  contacts  with 
former  FCC  Commissioner  Mack.  Page  94. 

Watchdog  unit  gets  bone  ■ Senate  approves  $35,000  for  Yarborough 
group  to  police  Sec.  315  abuses.  Page  98. 

Payola  set  for  House  ■ Rules  Committee  grants  quick  clearance  after 
House  Commerce  Committee  approves  bill.  Page  100. 

Curtain  going  up  on  pay  tv  ■ RKO  General-Zenith  application  due 
to  be  filed  with  FCC  this  week.  Community  antenna  operators  meet  in 
convention,  with  pay  tv  high  on  agenda.  Page  102. 
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LANSING 


The  latest  Hooper 
proves  that ... 

WILS 


is  the  markets’ 


STATION 


Mon.-Fri. 
7:00  am 
1 2:00  noon 


Mon.-Fri. 
12:00  noon 
6:00  pm 


WILS 


63.1 


66.5 


19.9 


14.2 


C.  E.  Hooper  — Jan.,  Feb.,  March,  1960 


with  5000  WATTS 

WILS 

leads  Station  B in 
power  by  2 0-1 


...  all  of  which  makes  WILS 
the  very  best  buy  to  serve  and 
sell  the  Lansing  markets'  313,- 
000  residents 

represented  by  Venard,  Rintoul  & McConnell 

/ ; 

associated  with  W I LX-T V 

NBC  • CHANNEL  10 

studios  in  LANSING  - 
JACKSON  - BATTLE  CREEK 

and  WPON  — Pontiac 


Leads 

Ra/eigh  -Durham 
In  Total 

Area  Coverage 

With  a 15%  gain  in  Homes  Reached  (NSI,  March, 
I960)  WTVD  has  firmly  established  itself  as  THE 
station  for  the  most  complete  coverage  of  the 
Raleigh-Durham  market. 

Both  NSI  and  ARB  reflect  the  surging  growth 
pattern  of  WTVD  in  the  Raleigh-Durham  market 
between  November  and  March  reports. 

In  prime  time  quarter  hours  (7:30-11  P.  M.) 
Sunday  through  Saturday,  WTVD  MORE  THAN 
DOUBLES  the  competition  with  68  firsts  to  the  op- 
position’s 30. 

Your  PETRY  man  has  details  on  WTVD’s 
growing  dominance  in  the  Raleigh-Durham  market. 

March  NSI  Figures  on  Total  Homes 
Reached  in  the  Raleigh-Durham  Market 

Homes  Reached*  %Change 
WTVD  34,800  +15% 

Station  R 33,100  —16% 

* Average  Station  Totals: 

M-F:  9 AM-6  PM;  Sun. -Sat.:  6 PM- 12  Mid. 
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LATE  NEWSBREAKS  ON  THIS  PAGE  AND  NEXT  • DETAILED  COVERAGE  OF  THE  WEEK  BEGINS  ON  PAGE  27 


FCC  U-2  FUNDS  STEP  CLOSER 

N.Y.  uhf  test  money  is  nearly  cleared  too 


FCC  received  partial  endorsement 
Friday,  with  conditions,  of  its  plans  for 
special  25-man  policing  unit  to  main- 
tain surveillance  over  tv  and  radio  sta- 
tions when  Senate  Appropriations  Com- 
mittee approved  $200,000  of  $300,000 
commission  request  for  new  unit.  Inde- 
pent  Offices  Appropriations  bill  (HR 
11776)  now  goes  to  full  Senate  for  ac- 
tion and  if  approved  would  go  back  to 
House  with  request  for  agreement  to 
Senate  changes,  including  FCC  boost. 

Senate  group  thus  approved  recom- 
mendations of  its  Independent  Offices 
subcommittee  headed  by  Sen.  Warren 
G.  Magnuson  (D-Wash.)  for  total  FCC 
fiscal  1961  budget  of  $13,135,000,  also 
including  $2  million  already  approved 
by  House  for  agency’s  proposed  two- 
year  uhf  propagation  study  in  New 
York  City. 

In  approving  $200,000  for  FCC’s 
new  Complaints  & Compliance  Division, 
committee  directed  in  report  that  in- 
crease is  to  enlarge  activity  in  extended 
investigation  of  stations  for  technical 


and  legal  violations  or  abuses,  but  em- 
phasized that  funds  are  to  be  in  no  way 
used  for  “any  function  remotely  ap- 
proaching censorship.”  Senators  said 
they  were  apprehensive  FCC  might  get 
into  censorship  if  it  begins  considering 
program  material. 

Senate  group’s  addition  of  money 
for  police  unit  amounts  in  effect  to 
restoration  of  $200,000  of  $315,000 
cut  by  House,  but  is  for  specified  pur- 
pose proposed  by  FCC  after  House  ac- 
tion. House  cut  had  halved  FCC  re- 
quest for  62  new  employes.  Total  FCC 
budget  of  $13,135,000  approved  by 
Senate  group  now  stands  at  $365,000 
less  than  initial  Budget  Bureau  request. 

Senate  unit  last  week  also  restored 
$185,000  cut  by  House  from  original 
Federal  Trade  Commission  request  for 
$7.6  million  and  said  allocation  of 
positions  will  be  left  to  FTC  discretion, 
adding  FTC  has  increased  its  work  to 
protect  buying  public  and  “needs  these 
funds  to  continue  its  work  unham- 
pered.” 


IS 


NAB  president’s  race 
narrowed  to  6 figures 

Half  dozen  persons  “of  national 
stature”  are  in  running  for  presidency 
of  NAB.  This  was  report  of  NAB  se- 
lection committee  to  joint  NAB  board 
meeting  Friday  (June  17)  in  Wash- 
ington. 

C.  Howard  Lane,  KOIN-AM-TV 
Portland,  Ore.,  chairman  of  eight-man 
committee,  said  search  for  leader  had 
narrowed  to  six  after  about  20  persons 
had  been  “contacted.”  Because  of 
“dedicated  service”  of  policy  commit- 
tee, which  has  been  running  organiza- 
tion since  death  of  Harold  E.  Fellows, 
selection  of  new  president  can  be  made 
on  a “deliberate”  basis,  Mr.  Lane  said. 
Names  of  persons  considered  or  being 
considered  will  not  be  made  public,  he 
stated. 

Choice  of  words  in  reporting  status 
of  search  for  new  president  gave  rise  to 
speculation  that  new  association  pres- 
ident will  ( 1 ) not  be  working  broadcas- 
ter (as  has  been  rumored)  and  (2) 
appointment  will  not  be  made  for  some 
months  yet. 

Among  other  highlights  Friday: 

* Herbert  E.  Evans,  Peoples  Broad- 


casting Co.,  reported  on  proposal  by 
Inter-American  Assn,  of  Broadcasters 
to  establish  joint  defense  procedures 
with  Inter-American  Press  Assn,  against 
any  “attack  upon  the  dignity  or  free- 
dom” of  broadcasting  station  or  news- 
paper in  Western  Hemisphere. 

B William  Carlisle,  station  relations 
manager,  reported  new  high  in  NAB 
membership.  Total  is  2,655,  including 
1,665  am  stations,  514  fm  stations,  four 
radio  networks,  363  tv  stations,  three 
tv  networks  and  106  associate  mem- 
bers. This  is  jump  of  186  members 
since  Feb.  1. 

Tv  film  writers’  pact 
gives  10%  pay  boost 

Strike  of  Writers  Guild  of  America 
against  Alliance  of  Tv  Film  Producers 
is  over.  After  22  weeks,  agreement  was 
reached  by  negotiators  at  5 a.m.  Friday 
(June  17)  pending  ratification  by  WGA 
council  and  by  members  of  union’s  tv- 
radio  branch,  which  was  to  vote  on  pact 
last  night  (Sunday). 

Agreement  calls  for  10%  increase  in 
writers’  minimum  pay  plus  all  other 
terms  agreed  upon  by  WGA  and  ATFP 
negotiators  in  April  but  rejected  by 


guild’s  tv- writer  members  (Broadcast- 
ing, May  23)  with  two  important  addi- 
tions: term  of  new  contract  is  extended 
from  four  to  six  years,  terminating  June 
15,  1966,  and  existing  pattern  of  residu- 
al payments  is  to  be  replaced  by  royalty 
plan  at  end  of  two  years  if  producers 
agree  or  in  any  event  at  end  of  four 
years. 

Writers’  royalty  payments  will  be 
percentage  of  gross  residual  revenue  of 
producers,  including  that  from  sale  of 
tv  films  abroad.  Amount  is  to  be  de- 
termined by  joint  fact-finding  commit- 
tee which  will  study  relationship  be- 
tween producers’  residual  revenue  and 
writers’  fees  for  past  five  years.  If 
writers’  residual  fees  are  found  to  av- 
erage less  than  4%  of  producers’  resid- 
ual gross,  royalties  will  be  set  at  4%. 
If  fees  have  been  more  than  4%,  royal- 
ties will  be  whatever  exact  figure  is. 

Frieda  Hennock 
critically  ill 

Frieda  H.  Hennock  (Mrs.  William 
H.  Simons),  former  member  of  FCC, 
was  on  the  critical  list  Friday  at  George 
Washington  Hospital,  Washington,  fol- 
lowing brain  surgery.  She  became  ill 
preceding  Friday  and  ailment  was 
diagnosed  as  malignant  tumor. 

Mrs.  Simons  served  on  FCC  from 
1948  to  1955,  having  been  appointed 
from  New  York  as  Democratic  mem- 
ber. First  and  only  woman  to  serve 
on  commission,  she  spearheaded  fight 
for  educational  television  channel  reser- 
vations and  was  leading  proponent  of 
uhf  tv.  Her  legal  opinions,  usually  for 
minority,  were  regarded  by  attorneys 
as  models  of  legal  craftsmanship. 

Mr.  Simons,  Washington  business 
man,  preceding  week  had  announced 
purchase  of  KTVE  (TV)  El  Dorado, 
Ark.  (Monroe,  La.)  for  $1.1  million 
(Broadcasting,  June  13).  His  wife  has 
engaged  in  Washington  law  practice 
since  she  left  FCC  five  years  ago. 

Miss  Hennock  was  born  in  Kobel, 
Poland,  Sept.  27,  1904.  Her  family 
moved  to  New  York  in  1910.  An  ac- 
complished pianist,  she  chose  law  as 
her  career  and  graduated  from  Brook- 
lyn Law  School  in  1924.  She  served 
on  legal  staff  of  Justice  Ferdinand 
Pecora  which  handled  sensational  stock 
market  investigation  of  1933-34.  Prior 
to  her  FCC  appointment,  she  was  part- 
ner of  Wall  Street  law  firm  of  Choate, 
Mitchell  & Ely.  She  has  been  active  in 
New  York  and  national  Democratic 
politics  for  many  years.  She  was  mar- 
ried to  Mr.  Simons  in  March  1956. 
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Judge  Stern  twits 
counsels’  bickering 

Rehearing  of  Miami  ch.  7 tv  grant  in 
Philadelphia  Friday  (June  17)  broke 
into  brief  free-for-all  among  counsel 
over  question  of  cross  examination  of 
Arthur  Scharfeld,  attorney  of  record 
for  losing  applicant  East  Coast  Tv 
Corp.  Dispute  caused  Hearing  Exam- 
iner Horace  Stern  to  question  “hedg- 
ing” of  East  Coast  attorney  and  actions 
of  FCC  counsel. 

Mr.  Scharfeld  had  asked  to  testify 
after  Thursday  statement  of  Miles  Dra- 
per (see  story  page  94),  Tampa  attor- 
ney hired  by  Mr.  Scharfeld,  and  Friday 
morning  testimony  of  Richard  Mead, 
East  Coast  president.  FCC  Associate 
General  Counsel  Ed  Holtz  said  he 
would  put  Mr.  Scharfeld  on  stand  but 
would  reserve  cross  examination  until 
this  week.  Ted  Baron,  associate  East 
Coast  counsel,  objected  to  delay  in  cross 
examination  and  this  led  to  heated  de- 
bate among  counsel  for  all  parties. 

While  it  was  made  clear  prospective 
witness  was  not  reluctant  to  testify. 
Judge  Stern  hit  byplay  among  counsel 
and  prevailed  upon  FCC  counsel  to  pro- 
ceed with  cross  examination. 

Mr.  Scharfeld  then  took  witness 


Politics  and  tv 

Political  candidates  are  urged 
by  Sig  Mickelson,  president  of 
CBS  News,  to  advertise  less  on  tv 
and  make  more  widespread  use 
of  free  news  programs.  This  view 
is  advanced  by  Mr.  Mickelson  in 
chapter  he  wrote  in  Politics, 
U.S.A.,  book  edited  by  James  M, 
Cannon,  national  affairs  editor  of 
Newsweek,  and  released  national- 
ally  Friday  (June  17).  News  pro- 
grams, Mr.  Mickelson  said,  pro- 
vide voter  with  opportunity  to 
“see  the  candidate  as  he  actually 
is,”  while  paid  telecasts  cast  him 
as  “a  performer.”  Mr.  Mickelson 
also  voiced  opinion  that  tv  does 
“little  to  change  the  actual  course 
of  elections.” 


stand  and  said  that  Mr.  Draper  was 
hired  because  need  was  felt  for  Florida 
lawyer  to  dramatize  media  concentra- 
tion question.  (Winning  applicant  Bis- 
cayne  Tv  Corp.  is  composed  of  princi- 
pals of  Miami  Herald  [John  Knight], 
Miami  Daily  News  [James  Cox]  and 
former  NBC  head  Niles  Trammell.) 


‘Startled’  ■ Mr.  Draper  was  told  his 
close  personal  friendship  with  former 
FCC  Comr.  Richard  A.  Mack  had  no 
bearing  on  his  employment  by  East 
Coast  and  that  he  was  not  to  contact 
any  members  of  Commission.  Mr. 
Scharfeld  said.  He  stated  that  he  knew 
nothing  of  Draper-Mack  letters  on  ch. 
7 until  they  were  made  public  by  Con- 
gress in  1958.  "I  was  startled  when  I 
saw  them,”  he  said.  “I  didn't  anticipate 
they  would  be  written.” 

Mr.  Holtz  and  other  attorneys  ques- 
tioned Mr.  Scharfeld  only  briefly  and 
he  was  held  subject  for  recall  this  week. 

Kintner’s  return 

Robert  E.  Kintner,  NBC  president,  is 
expected  back  at  office  late  this  week 
after  recovery  from  eye  surgery  per- 
formed June  9.  He  was  to  leave  New 
York’s  Lennox  Hill  Hospital  last  week- 
end. NBC  spokesman  said  Mr.  Kintner 
hoped  to  make  appearance  at  meeting 
of  affiliates’  Tv  Board  of  Delegates 
Tuesday,  June  21,  at  home  of  Robert 
Sarnoff,  NBC  chairman,  in  Armonk, 
N.Y.  During  hospitalization,  Mr.  Kint- 
ner kept  in  close  touch  with  network 
operations  by  phone  and  memo,  it  was 
said. 


WEEK’S  HEADLINERS 


Mr.  Bell 
in  1953  and 


Vincent  T.  Wasilewski, 

director  of  government 
affairs,  and  Howard  H. 

Bell,  director  of  industry 
affairs,  elected  NAB  vp’s 
Friday  by  combined 
board  of  association. 

Both  named  to  present 

posts  last  May.  Mr. 

, ..  • jxjARv  Mr.  Wasilewski 
Wasilewski  joined  NAB  s 

legal  staff  in  1949,  was  named  chief  attorney 
manager  of  government  relations  in  1955.  He  is  a native 
of  Athens,  111.,  was  graduated  from  U.  of  Illinois  in  1948, 
received  J.  D.  in  1949.  He  served  in  Air  Force  during  World 
War  II.  Mr.  Bell  joined  NAB  in  1951  as  assistant  to  tv  vp, 
became  assistant  to  late  NAB  President  Harold  E.  Fellows 
in  1954.  He  is  native  of  New  York,  was  graduated  from  U. 
of  Missouri  School  of  Journalism  in  1948  and  only  last 
week  received  law  degree  from  Catholic  U.  in  Washington. 
Before  joining  NAB  Mr.  Bell  worked  for  KFRU  Columbia, 
Mo.,  and  for  four  years  as  sales  production  manager, 
WMAL-AM-TV  Washington. 


Joel  L.  Martin,  formerly  vice  president-marketing  at  Gor- 
don Best  Co.,  Chicago,  joins  Edward  H.  Weiss  & Co.,  that 
city,  in  similar  capacity.  Veteran  of  15  years  in  advertising, 
Mr.  Martin  formerly  was  vice  president  and  research  di- 
rector at  Marion  Harper  Assoc,  and  vice  president  of  Emil 
Mogul  Co.  (now  Mogul,  Williams  & Saylor),  both  N.Y.  He 
is  credited  with  developing  PSI  (product  semantic  indices) 


technique,  qualitative  measurement  device  used  as  market 
research  tool. 

Eugene  Burr,  formerly  producer  with 
CBS-TV,  elected  vp,  program  develop- 
ment, NBC-TV.  Mr.  Burr  had  previously 
been  with  Dancer-Fitzgerald-Sample,  N.Y., 
as  tv  program  director,  as  well  as  tv  su- 
pervisor for  Young  & Rubicam,  that 
city.  Showbusinses  veteran  of  27  years, 

Mr.  Burr  had  produced  The  Verdict  is 
Yours,  for  CBS-TV  since  1957. 

Thomas  E.  Bostic,  president  of  Cascade  Broadcasting  Co., 
Yakima,  Wash.,  elected  chairman  of  radio  board  of  NAB. 
Merrill  Lindsay,  executive  vp  of  Illinois  Broadcasting  Co., 
Decatur,  111.,  elected  vice  chairman.  (See  story  page  63). 

Kensinger  Jones,  tv-radio  creative  director  at  Campbell- 
Ewald,  Detroit,  joins  agency’s  prime  planning  board  as 
senior  vp  and  creative  director.  Walter  B.  (Pete)  Booth, 
copy  vp,  becomes  creative  coordinator  on  Chevrolet  account. 
C.H.  Felt,  copy  director,  named  Mr.  Booth’s  chief  assistant, 
while  Mr.  Felt’s  assistant,  T.  D.  Murray,  succeeds  him  as 
copy  director.  Mr.  Jones  joined  C-E  in  September  1957  after 
working  as  broadcast  writer,  supervisor  and  producer  in 
Chicago  and  St.  Louis.  He  was  elected  vp  in  December 
1958.  Mr.  Booth  put  in  10  years  in  Chicago  advertising  be- 
fore joining  C-E  in  August  1955.  Mr.  Felt  has  been  with 
agency  eight  years,  becoming  copy  director  year  ago. 


FOR  OTHER  NEWS  OF  PEOPLE  SEE  FATES  & FORTUNES 
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WCBM  LEADS*  IN  NUMBER  OP 
UNDUPLICATED  RADIO  HOMES 

IN  3 OUT  OP  4 DAYTIME  3 -HOUR 
PERIODS  IN  BALTIMORE  .... 

balanced  programming  delivers 


A QUALITY  AUDIENCE  . . .THE 


IMPORTANT  ADULT**  MARKET! 


^CUMULATIVE  PULSE  AUDIENCE,  Baltimore,  Md.,  Metropolitan  Area,  Feb.  1960 
**Nielsen  Adult  Listenership  Surveys 


©00© 


A CBS  Affiliate 
10,000  Watts  on  680  KC 
Baltimore  13,  Maryland 


Peters, Griffin.  Woodward,  INC.,  Exclusive  National  Representatives 


WTHI-TV 


the 

Number  One 

single  station 
market 
in 

America! 


WTHi-TV  is  a single 
station  market  of 
217,400  TV  homes. 


An  advertising  dollar 
on  WTHI-TV  delivers 
more  TV  homes  than 
many  dollars  in  a 
multiple  station 
market. 


WTHI-TV 

CHANNEL IO 
TERRE  HAUTE, 
INDIANA 

Represented  by  THE  BOLLING  CO. 


A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(‘Indicates  first  or  revised  listing) 


JUNE 

June  19-24 — National  Advertising  Agency  Net- 
work national  conference.  Oyster  Harbors  Club, 
Osterville,  Mass. 

June  20 — Board  of  Broadcast  Governors  public 
hearings  in  Lord  Nelson  Hotel,  Halifax,  N.S. 
June  20 — Comments  due  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations. 

June  20 — Hollywood  Advertising  Club  luncheon. 
Noon,  Hollywood  Roosevelt  Hotel.  Subject:  "A 
Salute  to  the  Advertising  Council."  Principal 
speaker;  Sydney  R.  Bernstein,  vice  president  of 
Advertising  Publications  Inc. 

June  20 — National  Academy  of  Television  Arts 
& Sciences  presents  annual  Emmy  Awards.  Pres- 
entation to  be  carried  over  NBC-TV,  10-11:30 
p.m.  EDT. 

June  20-Aug.  13 — 18th  annual  Stanford  Radio 
Tv-Institute,  offering  12  classes  in  broadcasting 
and  film  in  cooperation  with  KNBC  (TV),  KPIX 
(TV)  and  KQED  (TV),  all  San  Francisco.  Stanford 
U.,  Stanford,  Calif. 

June  20-21 — Chicago  Spring  Conference  on  Broad- 
cast and  Television  Receivers,  Graemere  Hotel, 
that  city,  running  concurrently  with  International 
Home  Furnishings  Market.  Emphasis  will  be  on 
home  consumer  entertainment  field  under  sponsor- 
ship of  Chicago  Section  of  Institute  of  Radio 
Engineers.  Keynote  speaker:  Joseph  S.  Wright, 
president,  Zenith  Radio  Corp. 

June  20-24 — American  Institute  of  Electrical  En- 
gineers' summer  general  meeting.  66  technical 
sessions  on  subjects  including  communications  in- 
strumentation and  control,  computers,  basic 
science  and  management  are  planned.  Inspection 
trips  of  various  engineering  facilities  are  also  on 
the  agenda.  Chalfonte-Haddon  Hall  Hotel,  Atlantic 
City,  N.J. 

"June  21-22 — Chicago  exposure  of  San  Francisco 
Radio  Assn,  presentation,  "The  Market  with  the 
Golden  Gait,"  for  midwest  agencies  and  adver- 
tisers. Executive  House,  71  E.  Wacker  Drive, 
each  morning,  9-10.  Co-hosts:  station  repre- 
sentatives for  various  members  of  newly-formed 
association.  Presentation  being  made  through 
east  and  midwest  during  June,  with  final  appear- 
ance in  Los  Angeles  and  Hollywood  June  29-30. 
June  21-July  7 — Third  annual  workshop  on  the 
Art  of  Preaching  and  Mass  Communications,  spon- 
sored by  the  E.  Stanley  Jones  Institute  of  Com- 
municative Arts  and  Emory  U.,  Atlanta.  Ministers 
will  learn  to  plan  and  produce  radio  and  tv  pro- 
grams, write  and  deliver  more  effective  sermons 
and  generally  to  use  mass  communications.  Held 
at  the  university. 

June  21-24 — National  Community  Tv  Assn.,  ninth 
annual  convention.  Fontainebleau  Hotel,  Miami 
Beach,  Fla. 

June  22 — Indiana  Broadcasters  Assn,  general 
meeting  to  discuss  political  broadcasting.  Vince 
Wasilewski,  NAB  director  of  governmental  af- 
fairs, will  be  guest  speaker.  10  a.m.  at  the 
Columbia  Club,  Indianapolis. 

June  23-24 — Advertising  and  information  serv- 
ices directors,  CBS-owned  tv  stations,  St.  Regis 
Hotel,  New  York. 


June  23-24 — Wisconsin  Broadcasters  Assn,  an- 
nual meeting.  Devi  Bera  Resort,  Baraboo,  Wis. 
Radio-tv-movie  personality  Jack  Carson  will  be 
honored  as  Wisconsinite  of  the  Year. 

June  22-24 — Second  National  Conference  on  Elec- 
tronics Standards.  Co-sponsors:  National  Bureau 
of  Standards,  Institute  of  Radio  Engineer's  pro- 
fessional groups  of  instrumentation  and  microwave 
theory  and  techniques  and  American  Institute  of 
Electrical  Engineers,  National  Bureau  of  Standards 
Labs,  Boulder,  Colorado. 

June  23-25 — National  Assn,  of  Tv  & Radio  Farm 

Directors'  annual  summer  meeting.  Fresno,  Calif. 
June  23-25 — Maryland-D.C.  Broadcasters  Assn, 
annual  meeting.  Ocean  City,  Md. 

June  24 — Mutual  Affiliates  Advisory  Committee 
meeting  with  MBS  executives.  Representing  Mu- 
tual will  be  Robert  Hurleigh,  president;  Charles 
W.  Godwin,  stations  vice  president;  and  Charles 
King,  stations  director.  MAAC  Chairman  Victor 
■ C.  Diehm,  president  of  WAZL  Hazelton,  Pa.,  will 
preside.  Chicago. 

June  24-25 — Colorado  Broadcasters  Assn.,  Con- 
tinental Hotel,  Pueblo. 

June  25 — UPI  Broadcasters  of  Connecticut  meet- 
ing of  officers  and  directors  with  wire  study 
committee.  Silvermine  Tavern,  Norwalk. 

June  26-30— Advertising  Assn,  of  the  West,  57th 
annual  convention.  Hotel  Del  Prado,  Mexico  City. 
Theme:  "Advertising  in  the  Challenging  Sixties." 
Speakers  include  Charles  Brower,  president,  BBDO; 
James  Fish,  vp  for  advertising.  General  Mills; 
Romulito  O'Farrill,  prominent  Mexican  broadcast- 
er; James  Farley,  president,  Coca  Cola  Export  Co. 
June  27-29 — Institute  of  Radio  Engineers  fourth 
national  convention  on  military  electronics,  spon- 
sored by  professional  group  on  military  electronics 
of  IRE,  Sheraton-Park  Hotel,  Washington,  D.C. 
’’June  27-July  1 — First  Advertising  Agency  Group, 
1960  conference.  Tropicana  Inn,  Dallas,  Tex. 
Bayard  E.  Sawyer,  associate  publisher  of  "Busi- 
ness Week",  main  speaker  at  June  27  opening 
dinner.  Agenda  includes  plans  for  expansion  of 
group  into  New  York,  New  Orleans,  Baltimore, 
Denver,  Portland,  San  Diego,  Tulsa,  Phoenix  and 
San  Antonio. 

June  29-July  1— Virginia  Assn,  of  Broadcasters 
annual  meeting.  Cavalier  Hotel,  Virginia  Beach. 

JULY 

July  11-15 — Institute  in  Industrial  and  Tech- 
nical Communications,  Colorado  State  U.,  Fort 
Collins,  Colo.  Elwood  Whitney,  senior  vice-presi- 
dent and  director,  Foote,  Cone  & Belding,  will 
give  opening  address. 

"July  17-21 — National  Assn,  of  Educational 
Broadcasters  seminar,  U.  of  Wisconsin,  Madison. 
July  19-20— Idaho  Broadcasters  Assn,  conven- 
tion. John  Meagher,  NAB  vice-president,  and  Ben 
Sanders,  KICD  Spencer,  Iowa,  will  be  featured 
speakers.  Sandpoint,  Idaho. 

July  20-24 — American  Federation  of  Television 
and  Radio  Artists  annual  convention.  Shoreham 
Hotel,  Washington,  D.C. 

July  24-Aug.  5 — Advertising  Federation  of  Amer- 
ica's second  annual  management  seminar  in  ad- 
vertising and  marketing.  Harvard  Business  School, 
Boston.  A limit  of  50  applicants  has  been  set  to 
be  selected  from  agency  and  advertiser  marketing 
executives,  plus  one  representative  from  each  ma- 
jor media  association.  Applications  available  from 
AFA,  250  W.  57th  St.,  New  York  19. 

July  29 — Deadline  for  comments  to  FCC  on 
technical  standards  for  fm  stereo. 

AUGUST 

Aug.  12-13 — Arkansas  Broadcasters  Assn.,  fall 
meeting.  Hotel  Marion,  Little  Rock. 

Aug.  19-20 — Texas  AP  Broadcasters  Assn.  Baker 
Hotel,  Mineral  Wells. 

Aug.  21-23 — South  Carolina  Broadcasters  Assn, 
summer  meeting.  Holiday  Inn  Motel,  Myrtle  Beach. 
Aug.  23-26 — Western  Electronic  Show  & Con- 
vention, Memorial  Sports  Arena,  Los  Angeles. 

Aug.  26-27 — Oklahoma  Broadcasters'  Assn.  West- 
ern Hills  Lodge,  Wagoner. 

Aug.  29-Sept.  2 — American  Bar  Assn,  annual 
convention,  Statler-Hilton  Hotel,  Washington,  D.C. 

SEPTEMBER 

*Sept.  1 — Comments  due  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations.  Also 
under  consideration  are  new  engineering  curves 
for  use  in  plotting  assignments.  This  is  continu- 
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The  commercial  is  the  payoff 
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How  many  yawns  in  a TV  season?  We  tried  to  count  the  ways  in  which  television  commer- 
cials can  be  boring.  It  only  added  to  the  tedium.  Everybody  knows  you  have  to  move  people 
before  you  can  move  merchandise.  It  has  always  been  our  belief  that  selling  the  product  or 
the  company  is  the  prime  function  of  any  television  commercial.  N.  W.  Ayer  & Son,  Inc. 
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"Come  into  my  laboratory." 

"Yes,  master." 

"We  are  going  to  change  a monkey  into  a gorilla." 

"Yes,  master.  But  can  we  have  some  theme  music  for  this 
operation,  like  the  “DR.UMM EES”*  'Happy  Time  Show?'" 

"No.  We  used  that  theme  when  we  changed  an  elephant 
into  a penguin.  There  are  plenty  of  other  excellent 
“DRUMMERS”*  themes  we  can  program.  Now  hand  me 
the  instruments." 

"Yes,  master.  Scalpel." 

"Scalpel." 

"Syringe." 

"Syringe." 

"Stylus." 

"Stylus?" 

"Yes,  master,  so  we  can  play  the  “DRUMMERS”*  theme." 

* Trademarks 


SESAC  RECORDINGS* 

THE  COLISEUM  TOWER  • 10  COLUMBUS  CIRCLE  • NEW  YORK  19,  N.  Y. 


ance  of  June  20  deadline.  Reply  comments  now 
due  Sept.  16.  (Dockets  13340  and  13374.) 

Sept.  2-4 — West  Virginia  Broadcasters'  Assn, 
annual  fall  meeting.  The  Greenbrier,  White  Sulpher 
Springs. 

’•'Sept.  12-13 — Radio  Advertising  Bureau  course 
(in  eight  cities)  on  better  radio  station  manage- 
ment. Starved  Rock  Lodge,  Utica,  N.Y. 

"Sept.  15-16 — Radio  Advertising  Bureau  course 
(in  eight  cities)  on  better  radio  station  manage- 
ment. Lincoln  Lodge,  Columbus,  Ohio. 

*Sept.  19-20 — Radio  Advertising  Bureau  course 
(in  eight  cities)  on  better  radio  station  manage- 
ment. Pocono  Manor  Inn,  Pocono  Manor,  Pa. 

Sept.  19-22 — Institute  of  Radio  Engineers  na- 
tional symposium  on  space  electronics  and  tele- 
metry, Shoreham  Hotel,  Washington. 

Sept.  22-24 — Advertising  Federation  of  America 
.Tenth  District  convention.  Little  Rock,  Ark. 

Sept.  23-24 — Institute  of  Radio  Engineers,  Pro- 
fessional Group  on  Broadcasting  sponsors  10th 
annual  broadcasting  symposium.  Willard  Hotel, 
Washington,  D.C. 

*Sept.  26-27 — Radio  Advertising  Bureau  course 
(in  eight  cities)  on  better  radio  station  manage- 
ment. Williamsburg  Inn,  Williamsburg,  Va. 

Sept.  28 — Assn,  of  National  Advertisers  workshop 
on  advertising  management.  Ambassador  Hotel, 
Chicago. 

' Sept.  29-30 — Radio  Advertising  Bureau  course 
(in  eight  cities)  on  better  radio  station  man- 
agement. Diplomat  Hotel,  Hollywood,  Fla. 

OCTOBER 

Oct.  2-4 — Advertising  Federation  of  America 
Seventh  District  convention,  Chattanooga,  Tenn. 
*0ct.  3-4 — Radio  Advertising  Bureau  course 

(in  eight  cities)  on  better  radio  station  manage- 
ment. Terrace  Motor  Hotel,  Austin,  Tex. 

Oct.  3-5— Institute  of  Radio  Engineers  sixth  na- 
tional communications  symposium.  Hotel  Utica  and 
Utica  Memorial  Auditorium,  Utica,  N.Y. 

Oct.  4 — Retrial  of  former  FCC  Commissioner 
Richard  A.  Mack  and  Miami  attorney  Thurman 
A.  Whiteside,  charged  with  conspiring  to  rig  the 
Miami  ch.  10  tv  grant  (first  trial  ended  in 
a hung  jury).  ' 

Oct.  4-5 — Advertising  Research  Foundation  an- 
nual conference.  Hotel  Commodore,  N.Y. 

*0ct.  6-7 — -Radio  Advertising  Bureau  course  (in 
eight  cities)  on  better  radio  station  management. 
Rickey's  Studio  Inn,  Palo  Alto,  Calif. 

*0ct.  10-11 — Radio  Advertising  Bureau  course 
(in  eight  cities)  on  better  radio  station  manage- 
ment. Town  House,  Omaha,  Neb. 

Oct.  10-12 — Institute  of  Radio  Engineers  na- 
tional electronics  conference,  Sherman  Hotel, 
Chicago. 

Oct.  11-14 — Audio  Engineering  Society  12th  an- 
nual Convention,  Hotel  New  Yorker,  N.Y.  Tech- 
nical papers  have  been  requested — titles  and 
abstracts  should  be  submitted  to  Dr.  Harry  F. 
Olsen,  RCA  Labs,  Princeton,  N.J.,  by  June  22. 

Oct.  16-17— Texas  Assn,  of  Broadcasters  fall 
convention.  Sheraton  Dallas  Hotel,  Dallas. 

Oct.  18-21 — National  Assn,  of  Educational  Broad- 
casters annual  convention.  Jack  Tar  Hotel,  San 
Francisco. 

Oct.  25-26 — Engineering  section,  Central  Can- 
ada Broadcasters  Assn..  King  Edward  Hotel,  To- 
ronto. 

Oct.  31-Nov.  2 — Institute  of  Radio  Engineers  radio 

fall  meet,  Syracuse,  N.Y. 

NOVEMBER 

Nov.  13-15 — Assn,  of  National  Advertisers  an- 
nual meeting.  The  Homestead,  Hot  Springs,  Va. 
Nov.  14-16 — Broadcasters'  Promotion  Assn,  an- 
nual meeting.  Sheraton  Charles  Hotel,  New  Or- 
leans. 

Nov.  16-18 — Television  Bureau  of  Advertising 
annual  meeting.  Waldorf-Astoria,  New  York. 

Nov.  26 — Utah-Idaho  Associated  Press  Broad- 
casters Assn,  convention.  Twin  Falls,  Idaho. 

JANUARY  1961 

Jan.  13-14 — Oklahoma  Broadcasters'  Assn.  Bilt- 
more  Hotel,  Oklahoma  City. 
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WTVJ  — among  all  media  — delivers  South  Florida’s 
largest  daily  circulation!  Only  WTVJ  will  give 
your  schedule  complete  coverage  of  the  South  Florida  market. 

Obtaia  the  facts  of  WTVJ’s  exclusive,  total  coverage 

of  South  Florida  from  your  Peters,  Griffin,  Woodward  Colonel. 


WTVJ® 


SOUTH  FLORIDA 


REPRESENTED  NATIONALLY  BY  PETERS,  GRIFFIN,  WOODWARD,  INC. 


SUMMERTIME  IS 
BETTER  VIEWING 
TIME  IN 

SOUTH  FLORIDA 

Summer-  Winter 
Sets-ln-Use  Comparison 
9 a.m.—  Midnight  Mon.  thru  Fri. 


ARB  ARB 

Feb. -Mar.  1960  August  1959 

26.2  29.6 


SEPTEMBER 

El  KHRUSHCHEV  VISIT,  coverage  by  all  networks 
THE  SPLENDID  AMERICAN,  Dr.  Thomas  Dooley 
[ggwHAT  MAKES  SAMMY  RUN?  Larry  Blyden,  John 
Forsythe,  Sunday  Showcase 

INVITATION  TO  MOSCOW,  Marge  and  Gower  Champion, 

Rise  Stevens,  Ed  Sullivan  Show 

OCTOBER 

Eg  WORLD  SERIES,  Dodgers  vs.  White  Sox 

WHERE  IS  EVERYBODY?  Earl  Holliman,  James  Gregory, 

The  Twilight  Zone 

Eg  THE  WONDERFUL  WORLD  OF  ENTERTAINMENT, 

Rosalind  Russell,  Maurice  Chevalier,  Ernie  Kovacs, 

Jack  Paar,  Kate  Smith,  Polly  Bergen,  Startime 
THE  FALLEN  IDOL,  Jack  Hawkins,  Jessica  Tandy, 

Du  Pont  Show  of  the  Month 
LIFE  IN  THE  THIRTIES,  Project  20 
El  the  TURN  OF  THE  SCREW,  Ingrid  Bergman,  Startime 
Eg  PACIFIC  FESTIVAL,  Dinah  Shore  Show 
jggj  WINTERSET,  Don  Murray,  Piper  Laurie,  Hallmark  Hall  of  Fame 
BIOGRAPHY  OF  A MISSILE,  Edward  R.  Murrow,  CBS  Reports 
MISALLIANCE,  Claire  Bloom,  Siobhan  McKenna, 

Robert  Morley,  Playhouse  90 
El  THE  MOON  AND  SIXPENCE,  Sir  Laurence  Olivier 
NOVEMBER 

MOTHER  LOVE,  Conquest 

El  ANOTHER  EVENING  WITH  FRED  ASTAIRE,  with  Barrie  Chase 
gg  THE  WICKED  SCHEME  OF  JEBAL  DEEKS, 

Sir  Alec  Guinness,  Startime 

THE  POPULATION  EXPLOSION,  India,  CBS  Reports 
El  OUR  TOWN,  Art  Carney 

EH]  A DOLL'S  HOUSE,  Julie  Harris,  Christopher  Plummer, 
Hallmark  Hall  of  Fame 

1^1  GENE  KELLY,  Donald  O'Connor,  Carol  Lawrence 

LEONARD  BERNSTEIN,  Venice  concert 
EH  ARMY-NAVY  FOOTBALL  GAME 
DECEMBER 

OLIVER  TWIST,  Eric  Portman,  Robert  Morley, 

Du  Pont  Show  of  the  Month 

El  VERY  IMPORTANT  PEOPLE,  Art  Carney 
COLTS  VS.  49ers,  NFL  playoff 
El  PRESIDENT’S  NINE-NATION  TRIP,  all  networks 
TONIGHT  WITH  BELAFONTE 

HH  THE  INDESTRUCTIBLE  MR.  GORE,  William  Shatner, 

E.  G.  Marshall,  Inger  Stevens,  Sunday  Showcase 
|H CINDY’S  FELLA,  James  Stewart,  George  Gobel, 

Lois  Smith,  Startime 

g§j  CHRISTMAS  STARTIME,  Joseph  Welch,  Marian 
Anderson,  Leonard  Bernstein,  Startime 
El  COLTS  VS.  GIANTS,  NFL  championship 
JANUARY 

El  BOWL  GAMES,  college  football 

HARLEM  GLOBETROTTERS,  Sports  Spectacular 
g§g  THE  MARGARET  BOURKE-WHITE  STORY,  Teresa 
Wright,  Eli  Wallach,  Sunday  Showcase 
IH  CALL  ME  BACK,  Art  Carney 

Eai  ALL-STAR  BOWLING,  championships  from  Omaha 
Eg  CASTRO’S  YEAR  OF  POWER,  World  Wide  60 
BING  CROSBY  GOLF 

m THE  FOUR  OF  US,  Ethel  Merman,  Benny  Goodman,  . 
Beatrice  Lillie,  Ray  Bolger,  Bell  Hour 
THE  FABULOUS  FIFTIES,  Henry  Fonda,  Jackie  Gleason, 

Rex  Harrison. 

FEBRUARY 

jjoi|  THE  TEMPEST,  Maurice  Evans,  Richard  Burton, 

Roddy  McDowall,  Tom  Poston,  Lee  Remick, 

Hallmark  Hall  of  Fame 

El  THE  SWINGIN’  YEARS,  Woody  Herman,  Count  Basie, 

Gene  Krupa,  Startime 

JACK  PAAR,  He  quits  — for  a while. 

Jgg  THE  DEVIL  AND  DANIEL  WEBSTER,  David  Wayne, 

Edward  G.  Robinson 

ETHAN  FROME,  Julie  Harris,  Sterling  Hayden, 

• Clarice  Blackburn,  Show  of  the  Month 
WINTER  OLYMPICS,  Squaw  Valley,  Cal. 

HI  NOT  SO  LONG  AGO,  Bob  Hope,  Project  20 


El  SHADOW  OF  A SOLDIER,  James  Whitmore,  Melvyn 

Douglas,  Teresa  Wright,  Our  American  Heritage 

El  BOB  HOPE,  with  Ginger  Rogers,  Wally  Cox 
ggFOUR  FOR  TONIGHT,  Tony  Randall,  Cyril  Ritchard, 

Beatrice  Lillie,  Tammy  Grimes,  Pontiac  Star  Parade 
THE  CRUEL  DAY,  Van  Heflin,  Cliff  Robertson, 

Phyllis  Thaxter,  Raymond  Massey,  Peter  Lorre, 

Nehemiah  Persoff,  Playhouse  90 

El  THE  PRESIDENT  IN  SOUTH  AMERICA,  all  networks 
gg  THE  SECRET  OF  FREEDOM,  Tony  Randall,  Kim  Hunter, 

Thomas  Mitchell,  MacLeish  drama 
BING  CROSBY,  with  Perry  Como,  Crosby  boys 
MARCH 

THE  LONELY  YEARS,  Helen  Hayes,  Woman! 

TREASURE  ISLAND,  Hugh  Griffith,  Boris  Karloff, 

Richard  O’Sullivan,  Barry  Morse,  George  Rose, 

Du  Pont  Show  of  the,  Month 

JAPAN’S  CHANGING  FACE,  Twentieth  Century 

YOUNG  PEOPLE’S  CONCERTS,  Barry  Finclair,  Leonard  Bernstein 

TOMORROW,  Richard  Boone,  Kim  Stanley, 

Charles  Bickford,  Playhouse  90 
El  JACK  PAAR,  He  comes  back. 

|gg  PERRY  COMO,  with  Bing  Crosby,  Genevieve 
TRUJILLO  . . . DICTATOR,  CBS  Reports 
JACK  BENNY,  with  Phil  Silvers,  Polly  Bergen 
SI  BRADLEY  VS.  PROVIDENCE,  NIT  basketball  finals 
Eg  CHANCELLOR  ADENAUER,  Meet  the  Press 

THE  HIDING  PLACE,  James  Mason,  Trevor  Howard, 

Richard  Basehart,  Playhouse  90 
El  DEAR  ARTHUR,  Rex  Harrison,  Startime 
Eg  TV  GUIDE  AWARD  SHOW,  Robert  Young, 

Nanette  Fabray,  Fred  MacMurray 

THE  SNOWS  OF  KILIMANJARO,  Robert  Ryan, 

Ann  Todd,  Janice  Rule,  Mary  Astor,  Jean  Hagen 
Eg  THE  AMERICAN,  Lee  Marvin,  Sunday  Showcase 

MICKEY  ROONEY,  The  Many  Sides  of  Mickey  Rooney, 
with  Gloria  De  Haven,  Joey  Forman 
APRIL 

Eg  HOLLYWOOD  SINGS,  Tammy  Grimes,  Eddie  Albert, 

Boris  Karloff,  Sunday  Showcase 

El  ‘OSCAR’  AWARDS 
gg  THE  LIVING  END,  World  Wide  60 
rgg  CELTICS  VS.  HAWKS,  NBA  basketball  title 
MASTERS  GOLF 

gg  DON  GIOVANNI,  Cesare  Siepi,  NBC  Opera 

gg  THE  CRADLE  SONG,  Helen  Hayes,  Judith  Anderson, 

Siobhan  McKenna,  Charles  Bickford,  Hallmark  Hall  of  Fame 
El  MILLIONAIRE’S  MITE,  David  Wayne,  Judith  Anderson, 

Eddie  Hodges,  Our  American  Heritage 
THE  MAN  IN  THE  FUNNY  SUIT,  Ed  Wynn, 

Keenan  Wynn,  Desilu  Playhouse 
El  THE  WAY  OF  THE  CROSS,  World  Wide  60 
PARIS  IN  THE  TWENTIES,  Twentieth  Century 
FULLMER  VS.  GIARDELLO,  middleweight  championship 
NINOTCHKA,  Maria  Schell,  Gig  Young,  Special  Tonight 
BIOGRAPHY  OF  A CANCER,  CBS  Reports 
JSH  MARK  TWAIN’S  AMERICA,  Project  20 

JOURNEY  TO  THE  DAY,  Mike  Nichols,  Mary  Astor,  i 

Janice  Rule,  Playhouse  90 
El  DE  GAULLE,  coverage  by  all  networks 
jgg  THE  BURNING  COURT,  Barbara  Bel  Geddes,  George 
C.  Scott,  Joseph  Welch,  Dow  Hour  of  Great  Mysteries 
INVITATION  TO  PARIS,  Maurice  Chevalier,  Fernandel, 

Line  Renaud,  Jean  Sablon,  Jacqueline  Francois 
MAY 

THE  SHAPE  OFTHE  RIVER,  FranchotTone,  Playhouse90 
gg  CAPTAIN  BRASSBOUND’S  CONVERSION,  Greer 

Garson,  Christopher  Plummer,  Hallmark  Hall  of  Fame 
El  ROYAL  WEDDING,  coverage  by  all  networks 
ARTHUR  GODFREY,  with  Jackie  Gleason 
KENTUCKY  DERBY 

FRANK  SINATRA,  with  Elvis  Presley,  Sammy  Davis  Jr., 

Peter  Lawford,  Joey  Bishop 
IN  THE  PRESENCE  OF  MINE  ENEMIES,  Charles 
Laughton,  Arthur  Kennedy,  Playhouse  90 
El  SUMMIT  MEETING,  coverage  by  all  networks 


**100  reasons 
lor  watching 
television” 

50  on  NBC,,. more  than  on  both 
other  networks  combined 


”How  many  of  these  programs  did  you  see?”  asked 
TV  Guide  in  presenting  its  choice  of  the  ”100  outstanding  network  shows” 
of  the  past  season.  This  list  reveals  the  great  range  and  quality 
of  television  today  and  of  NBC’s  leadership  in  fine  programming. 
This  coming  season,  too,  there  will  be  many,  many  more 
good  reasons  for  people  to  watch  television 
— and,  again,  the  majority  of  those  reasons  will  be  on 

...  mi:  nbc  television  network 


RECIPE:  Take  4 top  stations, 
sandwich  into  one  BIG  market, 
serve  with  extra  helping  of 
simultaneous  merchandising  and 
promotion  effort.  It's  economi- 
cal as  a one  purchase,  one  film, 
one  billing  dish  . . . served  in 
any  combination  to  fit  any  ap- 
petite. 


•west  texas 
television 
net-work: 


KDUB-TV 

LUBBOCK,  TEXAS 

KPAR-TV 

ABILENE  - SWEETWATER 


KEOY-TV 

BIG  SPRING,  TEXAS 

KVER-TV 

CLOVIS.  NEW  MEXICO 


W.  D.  "Dub"  Rogers,  President  and  Gen.  Mgt 


OPEN  MIKE® 


An  agency's  vtr  views 

editor:  May  we  have  permission  to 
reprint  your  June  6 Monday  Memo  by 
Richard  Best  (Gordon  Best  Co.,  Chi- 
cago; subject:  “Tv  tape  commercials: 
imagination  needed,”  page  18)  to  use 
in  an  upcoming  mailing  . . . —John 
Hundley,  Production  Sales  Dept.,  CBS- 
TV,  New  York. 

[Permission  to  reprint  is  gladly  given,  with 
appropriate  credits — The  Editors.] 

editor:  Please  forward  . . . 1,000  re- 
prints of  the  Monday  Memo  appear- 
ing in  the  June  6 issue  . . . —Richard 
A.  Madsen,  Advertising  Coordinator, 
Video  Products  Div.,  Ampex  Profes- 
sional Products  Co.,  Redwood  City, 
Calif. 

'Hurleigh  Concept'  genesis 

editor:  In  the  May  30  issue  (page  32) 
you  carried  a story  regarding  the  Mu- 
tual concept  and  the  fact  that  it  was 
known  around  1440  Broadway  as  “The 
Hurleigh  Concept,”  since  I was  cred- 
ited with  having  conceived  the  plan. 
It  is  true  that  I pressed  hardest  to  do 
away  with  the  historical  concept  of 
programming  and  to  turn  Mutual  into 
a service  network  with  emphasis  on 
news,  special  events  and  sports,  in  or- 
der to  give  affiliated  stations  that  which 
would  best  augment  their  own  individ- 
ualistic stations. 

However,  I think  it  should  be  pub- 
licly stated  that  had  it  not  been  for  the 
survey  in  Broadcasting  Magazine  of 
Nov.  26,  1956,  I might  never  have  suc- 
ceeded in  persuading  the  then  Mutual 
management  that  such  a plan  could  be 
effective.  Your  survey  proved  rather 
conclusively  that  stations  wanting  such 
a service  might  pay  for  a new  service 
and  certainly  were  dropping  away  from 
networks  because  the  traditional  pro- 
gramming was  allowing  them  very  lit- 
tle flexibility  to  compete  with  the  inde- 
pendents. 

So,  Mr.  Editor,  a very  grateful 
“thank  you”  for  a most  timely  survey 
which  was  used  as  an  integral  part  of 
my  presentation  to  management  which 
brought  about  the  new  Mutual  concept. 
— Robert  F.  Hurleigh,  President,  Mu- 
tual Broadcasting  System,  New  York. 

Ownership  of  RAPE 

editor:  Thank  you  very  much  for  your 
article  about  KAPE  in  your  June  6 
issue  (page  54)-  Evidently  there  was  a 
misunderstanding  about  some  of  the 
facts  involved.  KAPE  is  owned  by 
Charles  Katz,  who  is  a member  of  the 
firm  of  Katz  Oil  Co.  and  Sid  Katz  Inc. 

In  addition  to  Charles  Katz,  who, 
incidentally,  is  vice  president  of  KAPE, 
there  is  Art  Riklin,  who  was  formerly 


with  KTRH  and  KPRC,  both  Houston. 
Art  Riklin  is  one  of  the  owners  of 
KAPE  and  is  secretary-treasurer  of  the 
corporation. 

Sam  Riklin,  who  was  an  account 
executive  with  Pitluk  Adv.  of  San  An- 
tonio and  formerly  in  radio,  is  presi- 
dent and  one  of  the  owners  of  KAPE 
. . . — Sam  Riklin,  President,  KAPE 
San  Antonio,  Tex. 

Research:  print  vs  tv 

editor:  You  may  be  interested  in  the 
following  letter  that  I sent  to  Edwin  H. 
Sonnecken,  president  of  the  Marplan 
Division  of  McCann-Erickson.  It  con- 
cerned the  Monday  Memo  titled  “Plan- 
ned research  is  needed  for  television” 
that  he  and  K.  David  Inouye  authored 
and  which  was  carried  on  page  18  of 
the  June  13  issue.  My  letter  said: 

“I  agree  with  the  need  for  planned 
research  in  television  as  you  state  in 
the  current  Broadcasting.  I violently 
disagree  with  your  belief  that  ‘.  . . 
there  is  still  more  money,  time  and 
energy  being  devoted  to  research  in 
print  (than  in  television)’  and  ‘.  . . we 
still  do  not  know  how  to  spend  our 
research  money  as  effectively  in  tv  as 
in  print.’ 

“Has  anyone  ever  known  the  num- 
ber of  people  who  saw  or  read  any  ad- 
vertisement in  any  print  medium? 

“You  asked  28  questions  for  broad- 
casting to  answer.  Has  the  print  counter- 
part of  any  one  of  these  ever  been 
answered  by  our  print  media  ancestors? 

“I  cannot  believe  that  the  advertiser 
trend  to  television  as  the  basic  medium 
is  in  the  face  of  better  print  research.  If 
it  is,  the  findings  of  such  print  research 
must  be  most  disheartening  to  their 
sponsors.  We’ve  been  told  advertisers 
buy  television  because  they  know  so 
much  more  about  it  . . . and  cannot 
afford  to  gamble  on  less-researched 
media. 

“I  would  be  most  interested  in  the 
areas  where  print  research  (for  all  its 
years  of  existence)  even  approaches 
that  for  television  (with  all  its  com- 
plexity).”— George  Huntington,  Vice 
President,  Television  Bureau  of  Adver- 
tising, New  York. 


mmsm  broadcasting 

SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35<  per  copy;  Yearbook  Number  $4.00 
per  copy. 

SUBSCRIPTION  ORDERS  AND  ADDRESS 
CHANGES:  Send  U BROADCASTING  Circula- 
tion Dept.,  1735  DeSales  St.,  N.W.,  Washing- 
ton 6,  D.C.  On  changes,  please  include  both 
old  and  new  addresses. 
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EVERY  SUMMER  MORE  VACATIONERS  DISCOVER  W J R 


*'«•  tin 


Last  summer  more  than  five  million  outstate  tour- 
ists visited  Michigan  and  spent  650  million  dollars 
on  almost  every  product  imaginable!  Of  course  it’s 
not  just  the  outstaters  who  appreciate  this  beautiful 
vacationland.  Michiganders  know  it,  love  it,  and 
stay  home  to  enjoy  it  every  summer.  Right  next 
door,  Ontario  handles  60%  of  Canada’s  tourist 
trade.  This  amounts  to  a tremendous  market,  and 
WJR  covers  it  like  a glove. 

People  save  for  their  vacations,  they  love  to  spend 
and  they  do.  Furthermore,  they  depend  on  their 


radios  for  entertainment  and  information — they 
listen  to  them  on  the  beach,  at  picnics,  in  boats, 
in  the  cottage  or  on  the  road,  and  the  powerful 
voice  of  WJR  can  carry  your  sales  message  to 
them. 

Mom,  Pop,  and  all  the  kids  will  find  something  they 
like  on  WJR.  Its  complete  range  programing  means 
something  for  everyone,  every  day.  For  details 
check  with  your  Henry  I.  Christal  representative. 
He  has  all  the  information  showing  why  WJR  is  the 
best  buy  for  summer,  or  any  season. 
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Quick  on  their  foot . quicker  on  the 
audience  draw... the  most  excitement-charged 

to  catch  the  public  fancy!  Ws  CBS  Films0 

_ ■ _ . - -■ ■ 


Starring  Steve  Dunne  and  Mark  Roberts  In  3 
al I -'new,  all ‘'act  ion  half-hours  filmed  oi 
location  in  scenery-rich  Arizona  and  California 
Reserve  your  sales  area  new 


. . THE  BEST  FILM  PROGRAMS  FOR  ALL  STATIOHS1 
OFFICES  IN  HEW  YORK,  OHIO  AGO,  LOS  AHGELES, 
DETROIT,  SAH  FRAHOISGO,  BOSTOH,  DALLAS,  ATLAHTA, 
ST.  LOUIS.  IN  CAR  AD  A:  S.W.  CALDWELL,  LTD. 


Editorial  Leadership: 

radio’s  best  way  to  build 
community  respect  and  sales! 


DANIEL  W.  KOPS,  President 
WTRY  • WAVZ 


SPECIAL  AWARD 
TO 

WTRY 

FOR  INSPIRED  CIVIC  LEADERSHIP  IN  TROY'S 
URBAN  REDEVELOPMENT  PROGRAM  • POR 
EXCELLENT  SUPPORT  OF  THE  NEW  CITY 
CHARTER  AND  EDITORIAL  COMMENT  FOR 
THE  BETTERMENT  OF  OUR  GREATER  TROY 
AREA  • PRESENTED  APRIL  7,  1960 
BY 

GREATER  TROY  CHAMBER  OF  COMMERCE 


The  Special  Award  (message 
shown  at  left)  which  was  presented 
recently  to  WTRY  by  the  Greater 
Troy  Chamber  of  Commerce  is  indi- 
cative of  the  fruits  of  EDITORIAL 
LEADERSHIP  by  radio. 

We  were  proud  to  receive  the 
award,  but  prouder  still  of  the  bene- 
fits to  the  community  which  we 
helped  to  promote. 

This  is  a result  of  responsible 
EDITORIAL  LEADERSHIP  ...  ra- 
dio’s job  . . . radio’s  best  way  to  build 
respect  and  sales. 


WAVZ  • WTRY 

NEW  HAVEN,  CONN.  * ALBANY,  SCHENECTADY,  TROY,  N.  Y. 

WAVZ  represented  by  George  P.  Hollingbery  Co.,  Kettell  Carter,  Inc.,  (New  England). 

WTRY  represented  by  John  Blair  & Co. 


in  Synonym , 

s... 

in  TV  and  Radio  . . . 

IT'S 

BROADCASTING 

it’s  Roget’s  Thesaurus 

YEARBOOK! 

Finding  the  right  word  is  the  first  principle 
of  being  articulate.  Respected  (esteemed, 
time-honored,  venerable)  and  authoritative 
(reliable,  accurate,  informative)  fittingly 
describe  Roget's  Thesaurus,  famous  ref- 
erence book  of  synonyms  and  antonyms. 
In  the  business  world  of  television  and 
radio,  they  apply  just  as  fittingly  to 
BROADCASTING  YEARBOOK,  the  most 
complete  and  dependable  reference  vol- 
ume for  busy  people  in  broadcast  adver- 
tising. To  them,  finding  the  right  facts  is 
the  first  principle  of  being  profitably  in- 


formed. The  1960  BROADCASTING  YEAR- 
BOOK— covering  both  TV  and  radio — will 
be  on  their  desks  in  September  (and  a 
full  12  months  thereafter).  They'll  find  it 
more  valuable  than  ever  ...  a veritable 
thesaurus*  of  information  on  every  aspect 
of  broadcast  advertising.  If  you  have  a 
message  for  people  who  make  TV-radio 
decisions,  here's  THE  forum  wherein  to 
speak  up!  Final  deadline:  July  15  (or — for 
proofs — July  1).  Reserve  the  position  you 
want  NOW  before  it's  gone! 


*The  Greeks  had  words  for  almost  everything.  "Thesaurus" 
meant  a treasury  or  storehouse;  the  1960  BROADCASTING 
YEARBOOK  is  a treasure-trove  of  facts.  Get  it? 
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CHIEF  ENGINEER’S  REPORT  ON  RCA-6448 


The  Most  Trusted  Name  in  Electronics 

RADIO  CORPORATION  OF  AMERICA 


Here  is  what  Chief  Engineer  Bazil  O'Hagan  of  WNDU-TV  at  Notre  Dame  reports  about 
his  RCA-6448: 

“I  am  extremely  pleased  to  advise  you  that  an  RCA-6448,  Serial  No.  Y704,  is  performing 
perfectly  in  our  Channel  16  transmitter  even  though  it  presently  has  an  accumulated  use- 
age  of  28,991  hours.  Congratulations  on  a super  designing  and  manufacturing  job.” 

Such  extreme  longevity  is,  of  course,  outstanding.  It  means,  for  example,  that  Mr.  O’Hagan 
and  his  staff  were  careful  to  observe  good  engineering  practice  in  operating  this  tube.  Many 
broadcasters  are  discovering  that  similar  care  of  their  RCA-6448’s  will  often  result  in 
extended  service  far  beyond  normal  tube  life  expectancy.  And  that,  in  turn,  means  savings 
all  down  the  line. 


Get  in  touch  with  your  RCA  Distributor  of  broadcast  tubes  for  prompt  service  on  all  your 
tube  needs.  He’s  stocked  with  the  best — RCA  tubes. 

RCA  Electron  Tube  Division,  Harrison,  N.  J. 


MONDAY  MEMO 

from  ERNEST  J.  HODGES,  vice  president  and  account  executive,  Guild,  Bascom  & Bonfigli,  S.F. 

There’s  big  ‘payola’  in  public  service 


This  is  the  story  of  a good  kind  of 
payola. 

This  kind  of  payola  comes  from  the 
public.  It  comes  from  the  public  to  our 
clients  when  the  public  likes  our  clients, 
when  they  like  the  tv  programs  they 
see.  And  when  the  public,  as  a result, 
believes  in  our  clients,  in  our  commer- 
cials and  in  the  products  they  are 
offered,  then  the  public  forks  over  the 
payola.  • 

This  story  really  starts  with  why  our 
clients  look  good  on  tv.  We  come  right 
to  the  fact  that  we’re  getting  a lot  of 
help  in  this  respect.  A lot  of  people 
would  seem  to  be  working  very  hard 
to  make  us  look  good  on  tv.  They  are 
accomplishing  this  by  looking  so  bad 
themselves. 

Glitter  and  Stink  ■ The  unpleasant 
fact  of  life  is  that  much  of  prime  time 
network  tv  programming  is  like  Oscar 
Wilde’s  dead  mackerel  in  the  moon- 
light— it  glitters.  But,  man,  does  it  stink! 
It  stinks  also  as  an  advertising  medium, 
as  a vehicle  for  commercials  that  can 
persuade  people  to  buy  our  client’s 
products. 

Now  that’s  a hard  point  to  make 
with  many  people.  It’s  hard  for  them 
to  believe  that  a program  which  attracts 
the  biggest  ratings,  the  most  millions  of 
people,  isn’t  necessarily  an  efficient  ad- 
vertising medium.  It’s  hard  to  sell  the 
concept  that  a good  non-violent  pro- 
gram which  may,  at  the  same  time, 
offer  a little  information  and  educa- 
tion, is  a better  advertising  vehicle  than 
many  “bigger”  shows. 

We  at  Guild,  Bascom  & Bonfigli  not 
only  seriously  believe  this  concept,  we 
have  proved  it  for  our  clients,  time  and 
again.  Let  me  give  one  case  history. 
The  client  is  the  Ralston  Division  of 
the  Ralston  Purina  Co.  The  chief  prod- 
ucts are  Ralston  cold  cereals — Wheat 
Chex,  Rice  Chex,  Corn  Chex. 

How  It  Began  ■ It  all  started  when 
we  agreed  to  sell  Ralston  cereals  to  a 
family  audience — not  just  to  children — 
and  chose  nighttime  network  television 
as  our  vehicle.  Then  came  some  dark 
hours.  Such  as  the  time  when  our 
family  show,  at  that  time  Ethel  & Al- 
bert, was  slotted  on  ABC-TV  against  a 
low-budget  CBS-TV  entry  that  we  were 
assured  would  be  no  competition.  It 
was  named  The  $64,000  Question.  It 
started  just  one  week  after  we  entered 
the  new  time.  Ethel  & Albert  may  have 
been  the  only  weekly,  sponsored  closed 
circuit  television  show  in  history.  I’m 
not  sure  that  even  the  sponsors  watched 
their  own  show. 


But  even  after  that,  Ralston  wanted 
to  stay  on  network  television  and  had 
nearly  100%  of  the  budget  in  night- 
time tv.  Because,  despite  our  tiny  rat- 
ings, nighttime  tv  had  reversed  a down- 
ward sales  curve. 

Next  came  Bold  Journey — the  first 
network  travel-adventure  program.  It 
was  deceptively  simple.  Travelers, 
often  real  amateurs,  took  16  mm  films 
of  their  trips.  These  have  been  unkindly 
called  “home  movies,”  but  a lot  of 
American  families  liked  home  movies 
and  they  liked  Jack  Douglas  who  had 
the  knack  of  giving  authenticity  and  a 
“gee  whiz”  quality  to  Bold  Journey — 
qualities  which  many  slicker  and  more 
expensive  shows  lacked. 

Sales  Go  Up  ■ During  our  first  year, 
ABC-TV  had  us  in  three  different  time 
periods.  As  I remember  it,  we  started 
with  a fat  rating  of  eight  and  struggled 
all  the  way  up  to  about  12.  But  what 
a sales  curve!  In  one  year  we  registered 
a 34%  increase  in  sales  against  an 
industry  gain  of  5%. 

And  at  the  same  time,  a curious  thing 


Ernest  J.  (Buzz)  Hodges,  before  he 
joined  Guild,  Bascom  & Bonfigli,  S.F., 
as  vice  president  in  1952,  had  been  ad- 
vertising manager  of  bookbinding  firm, 
police  and  court  reporter  on  Cleveland 
Press,  member  of  Air  Force  (where  he 
got  his  nickname ) for  five  years  of 
World  War  11,  copywriter  at  J.  Walter 
Thompson  Co.,  S.F.,  and  head  of  his 
own  public  relations  firm,  whose  clients 
included  GB&B.  Today  he  supervises 
the  Ralston  account  at  GB&B. 


was  happening.  Among  the  baskets  of 
mail  coming  in  were  letters  from  school 
teachers.  They  all  said  the  same  thing. 
They  enjoyed  the  show.  The  programs 
often  fitted  in  with  what  they  were 
teaching  and — and  here’s  the  tip-off — 
couldn’t  we  please  let  them  know  what 
subjects  were  going  to  be  shown  so 
that  they  could  tell  their  students  to 
watch  Bold  Journey? 

We  recognized  the  audience  potential 
in  what  these  teachers  were  asking. 
But  we  did  not  use  standard  style 
show  business  promotion  and  exploita- 
tion. We  took  a positive  approach.  We 
hired  the  best  educational  counsel  in 
the  country  and  addressed  ourselves 
seriously  to  the  job  of  giving  the  teach- 
ers the  most  help  we  could.  We  pro- 
ceeded to  give  it  to  them.  “It,”  in  this 
case,  was  a series  of  carefully  written 
advance  lesson  plans  for  teachers.  Now 
mark  this — we  offered  a service  and 
tried  sincerely  to  keep  it  a public  serv- 
ice. We  didn’t  try  to  get  Ralston  cereals 
into  the  schools.  We  didn’t  ask  for  box 
tops  or  make  any  of  the  very  tempting 
commercial  moves. 

Millions  of  Students  ■ The  teachers 
responded.  In  just  a few  weeks,  25,000 
classrooms  with  more  than  one  million 
students  were  using  Bold  Journey  as 
what  our  teaching  friends  call  “enrich- 
ment material.”  Within  one  year  the 
numbers  had  gone  to  82,000  classrooms 
with  more  than  four  million  students. 
The  next  year:  five  million  students, 
100,000  classrooms.  And  right  now, 
John  Gunther’s  High  Road  is  being 
used  in  the  astonishing  total  of  150,000 
classrooms  by  more  than  seven  million 
students. 

Let  me  point  up  a significant  fact: 
Teachers  were  asking  their  students 
to  watch  a commercial  television  pro- 
gram. These  students  did  not  watch 
Bold  Journey  or  High  Road  in  the 
schools.  Millions  of  them  view  these 
programs  at  night,  at  home,  and  many 
of  them — more  than  half — we  find,  get 
their  family  to  watch,  too.  And  this 
has  meant  giving  up  some  other  very 
good  shows. 

As  this  activity  grew,  it  attracted  the 
attention  of  leading  educators.  And 
let’s  be  honest — we  went  out  and  helped 
attract  this  attention.  The  result  was 
acclaim,  awards,  citations — all  directed 
at  Ralston’s  pioneering  effort  to  use 
commercial  television  as  a teaching 
resource. 

If  this  case  history  has  a moral,  it’s 
that  there  is  big  payola  in  public  serv- 
ice. 
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//wffrai 


Dice  1 green  pepper  and  2 pimentos.  Mix  with  1 tbsp.  English 
mustard,  1 tsp.  salt,  Vi  tsp.  white  pepper,  2 whole  eggs,  1 cup 
mayonnaise.  Add  3 lbs.  lump  crab  meat;  mix  with  fingers  so  that 
lumps  are  not  broken.  Fill  8 crab  shells  or  casseroles  with  mixture. 
Top  with  bit  of  mayonnaise,  sprinkle  with  paprika. 

Bake  in  350°  oven  for  15  minutes. 

Serve  hot  or  cold.  Perfect  with  a bottle  of  chilled  Chablis  wine. 


As  served  at  Commander's  Palace  by  Ivan 


WWL  -TV. . . new  New  Orleans  Favorite 


WWL-TV’s  imaginative  local  programming 
has  captured  national  notice  in  Look,  TV 
Guide  and  Newsweek  within  the  last  six 
months. 

Illustrative  is  Destroyer  Escort  1016,  a two- 
hour  taped  drama  produced  entirely  by 
WWL-TV  as  the  first  of  a series  of  community 
TV  Little  Theatre  presentations. 

Destroyer  Escort  1016  utilizes  51  volunteer 
actors,  144  scenes  and  37  sets  and  recently 
won  the  Ampex  award  for  "Best  Idea  of 
the  Year.” 


Only  a professional  "know-how”  station  can 
receive  national  recognition  like  this. 

WWL-TV— the  new  New  Orleans  favorite 

Represented  nationally  by  Katz 

®WWL-TV 

NEW  ORLEANS 
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45°  Druggists  make  W=I=T=H’s  Spotlight  Drug  Plan 
the  fastest-drawing  Merchandising  in  Baltimore ! 

W-I-T-H  is  first  in  Baltimore  with  more  drug-store  product  advertisers  than  any  other  station  . . . 
and  no  wonder ! W-I-T-H’s  drug  advertisers  get  their  products  featured  in  450  top-volume  drug 
stores  in  Metropolitan  Baltimore  by  shelf  talkers,  window  streamers,  price  tags  and  cash-register 
strips ! These  450  druggists  are  set  to  push  your  product  ...  so  buy  time  where  you  get  space. 

WITH 

radio  Baltimore:  Tom  Tinsley,  President,  R.  C.  Embry,  Vice  President 
national  representatives:  select  station  representatives  in  New  York,  Baltimore,  Washington 
and  Philadelphia;  adam  young  in  Boston,  Detroit,  Chicago,  St.  Louis,  San  Francisco,  Los  Angeles, 
Minneapolis,  Milwaukee,  Cincinnati,  Cleveland,  Pittsburgh  and  Seattle;  clarke  brown  company 
in  the  South  and  Southwest. 
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AUTOMEN  PLAN  RECORD  AD  BUYING 

With  big  1960  sales  assured,  they’ll  shoot  the  works  on  new  models 


Detroit,  auto  capital  of  the  world, 
right  now  is  the  hottest  spot  in  adver- 
tising. 

Multi-million-dollar  campaigns  are 
going  the  executive  rounds  as  manufac- 
turers prepare  to  introduce  the  new 
1961  models. 

Planning  was  complete  long  ago  for 
production  of  these  new  cars.  Now  the 
motor  industry  and  its  advertising  agen- 
cies are  working  on  ways  to  sell  them, 
spurred  by  the  best  half-year  sales 
record  since  1955. 

Detroit  is  excited.  The  big  gamble — 
introduction  of  compact  cars  by  the  ma- 
jors— turned  out  to  be  a sound  invest- 
ment. 

And  1961  models  will  bring  more 
gambling  with  consumer  tastes  and 
pocketbooks  when  at  least  four  new 
compacts  hit  the  market. 

For  the  second  straight  model  year 
the  Big  Three  (General  Motors,  Ford, 
Chrysler)  will  have  important  new 
products  to  promote.  That  means  more 
advertising,  lots  more. 

The  Big  Push  ■ Judging  by  an  on- 
the-scene  look  at  every  major  manufac- 
turer in  Detroit  and  the  advertising 
agencies  that  service  these  big  accounts, 
it’s  obvious  that  the  1961  models  will 
be  backed  by  the  biggest  advertising 
budgets  in  automotive  history  and  that 
radio  and  television  stand  to  sell  a 
record  dollar  volume  of  automotive 
time. 

Detroit  thinks  in  terms  of  millions — 
millions  of  advertising  dollars,  and  pro- 
duction units.  Its  advertising  budget, 
national  only,  is  estimated  as  high  as 
$200  million.  There’s  simply  no  esti- 
mate of  dealer  advertising  expenditures. 

The  Compacts  ■ The  most  important 
lesson  learned  in  the  1960  model  year 
is  this: 

■ American  car  buyers  want  smaller 
transportation.  They’re  getting  it,  and 
in  quantity.  General  Motors  will  come 
out  with  three  new  compacts — Buick’s 
Special,  Oldsmobile’s  F-85,  Pontiac’s 
Tempest.  The  rumored  appearance 
around  year-end  of  Ford’s  compact 
compact  in  the  Volkswagen  class  is  the 
latest  automotive  tidbit. 

A second  lesson  was  learned  from 
the  model  year: 

■ There’s  a good  profit  in  compacts. 


Ford  Motor  Co.  led  the  compact  field 
with  Falcon.  Its  Comet,  introduced  in 
late  winter,  is  catching  on  fast.  With 
the  basic  Ford  line  and  the  new  Falcon, 
Ford  Motor  Co.  has  the  second  and 
third  best-selling  cars  in  the  industry, 
the  company  claims. 

Chevrolet  is  back  as  the  top  seller 
this  year.  This  GM  division  has  an 
estimated  lead  of  150,000  cars  over 
Ford  and  its  Corvair  compact  is  second 
in  that  field. 

Chrysler’s  compact  Valiant  will  have 
a corporate  cousin,  the  new  Lancer.  A 
surprise  of  the  1960  model  year  was 
the  popularity  of  Dodge’s  Dart,  which 
parallels  Plymouth  and  is  now  85% 
of  Dodge  production. 

While  all  this  has  been  going  on, 


American  Motors  Corp.  has  been  say- 
ing “I  told  you  so”  and  fondling  its 
debt-free  corporate  structure  and  near- 
complete  expansion  program  financed 
out  of  earnings.  American’s  Ramblers 
started  exploiting  the  compact  field 
nearly  a decade  ago.  It  was  a tough 
fight  but  now  Rambler  is  climbing  fast. 
All  the  compact  promotion  has  helped 
sell  Ramblers  (sales  are  35%  of  this 
year). 

Fitting  Them  In  ■ At  this  early  sum- 
mer point,  Detroit  is  highly  compact 
conscious.  The  majors  waited  a long 
time  to  introduce  compacts.  They’re 
still  experimenting  with  ways  to  fit 
them  into  the  model  lines.  GM  seems 
determined  to  hold  Pontiac,  Oldsmo- 
bile  and  Buick  strength  in  the  medium- 
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priced  field  whereas  Dodge  has  almost 
abandoned  that  field  to  the  Dart. 

Buick  is  expected  to  fit  its  special 
model  into  the  normal  advertising  cam- 
paign. Special’s  commercials  are  likely 
to  be  woven  into  Buick’s  regular  radio 
and  tv  schedules.  Pontiac,  on  the  other 
hand,  is  thinking  in  terms  of  distinc- 


tive advertising  for  the  new  Tempest, 
it  appeared  last  week. 

Television  planning  is  generally  more 
advanced  than  radio  at  this  time  be- 
cause of  the  money  and  advance  plan- 
ning involved  in  use  of  tv  network 
facilities.  Saturation  radio  spots  are 
planned  for  the  new  models  in  Septem- 


ber and  October  but  agencies  tend  in 
some  cases  to  put  off  radio  buying  be- 
cause of  the  medium’s  flexibility. 

Special  Problems  ■ The  motor  giants 
may  be  receptive  in  the  immediate  fu- 
ture to  suggestions  from  media  for  the 
solution  of  two  problems — the  million 
new-car  inventory  that’s  accumulating 


How  to  sell  Detroit:  Swarm  over  it 


A new  technique  in  broadcast 
time-selling  appeared  last  week  in 
Detroit. 

Executives  of  the  16  large-market 
radio  stations  represented  by  the 
Henry  I.  Christal  Co.  staged  an  au- 
tomotive sales  safari  that  took  them 
into  the  offices  of  every  advertising 
agency  serving  major  car  manufac- 
turers. 

For  three  days  these  sales  execu- 
tives made  individual  presentations 
to  timebuyers  and  motor  executives. 
They  chatted  informally,  went  into 
the  Ford  factory  to  watch  a produc- 
tion line  and  generally  promoted 
the  place  of  radio  in  the  automotive 
picture. 

As  the  auto  production  year  went 
into  its  final  quarter  and  new  model 
advertising  neared,  these  station  ex- 


ecutives took  part  in  what  Joseph 
Spadea,  head  of  Christal’s  Detroit 
office,  called  work  conferences. 
These  were  supplemented  by  lunch- 
eons and  dinners  attended  by  top 
agency  and  manufacturer  executives. 
The  broadcasters  were  quickly  con- 
vinced the  new  model  year  will  see 
record  advertising  expenditures  in 
the  motor  industry. 

Participating  agencies  were:  N.W. 
Ayer  & Son;  BBDO;  D.P.  Brother 
& Co.;  Leo  Burnett  Co.;  Campbell- 
Ewald  Co.;  Geyer,  Morey,  Madden 
& Ballard;  Grant  Advertising;  Ken- 
yon & Eckhardt;  MacManus,  John 
& Adams;  McCann-Erickson;  J. 
Walter  Thompson  Co.,  and  Young 
& Rubicam. 

The  broadcast  group  toured  Ford 
Motor  Co.’s  Rouge  production  fa- 


cilities June  15  after  lunching  with 
Ford  executives  at  Dearborn  Inn. 
They  split  into  four-man  working 
groups  June  16  to  make  individual 
quarter-hour  sales  presentations. 
General  Motors  and  agency  account 
executives  were  luncheon  guests  at 
the  Detroit  Athletic  Club.  Over  100 
advertiser-agency  executives  in  the 
automotive  field  were  guests  at  a 
reception  and  dinner.  The  June  17 
agenda  included  a luncheon  for  ex- 
ecutives of  Chrysler  and  its  agencies. 

Agency  officials  described  the 
Christal  conference  series  as  highly 
effective.  Mr.  Spadea  was  assisted  in 
the  project  by  Robert  Hund,  of  the 
Christal  Detroit  office.  The  station 
executives  agreed  the  conferences 
had  given  them  a chance  to  promote 
appreciation  of  station  service,  audi- 
ence acceptance,  market  factors  and 
radio’s  ability  to  sell  cars. 


Automotive  inside  ■ Seventeen  sales  executives  of  radio 
stations  represented  by  Henry  I.  Christal  Co.  learned 
about  the  automobile  industry  last  week  in  tours  of  auto 
plants  in  Detroit.  Here  they  inspect  the  Ford  Rouge 
production  line.  Front  row  (1  to  r)  ; a Ford  guide  (point- 
ing); Jack  Timmons,  KWKH  Shreveport,  La.;  Don 
Gibson,  WDAF  Kansas  City:  Bob  Forker,  WGAR 
Cleveland;  Dick  Gravel  WTAG  Worcester,  Mass.;  Joseph 
Spadea,  head  of  Christal’s  Detroit  office. 


Second  row:  A1  Gillen,  WAPI  Birmingham,  Ala.;  Dick 
Shepard,  WHAM  Rochester;  Robert  Tyrol  WTIC  Hart- 
ford; Joe  Killeen,  WTMJ  Milwaukee;  Chet  Daly,  WBEN 
Buffalo;  Bob  Hund,  Christal  Detroit  office. 

Back  row:  Gene  Grubb,  KOA  Denver;  Bob  Burton, 
WJR  Detroit;  Elmer  Wayne,  KFI  Los  Angeles;  Bob 
Riley,  KTHS  Little  Rock;  Jack  Brussell,  WJR  Detroit; 
Joe  Foster,  WSYR  Syracuse;  John  Schmulbach,  WGY 
Schenectady;  John  Fouts,  WHAS  Louisville. 
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WHAT  DO  YOU  LOOK  FOR  WHEN  YOU  BUY? 

sfc  More  listeners?  WCCO  Radio  delivers  a whoppin’ 
54.5%  share  of  audience— more  listeners  than  all  other 
Minneapolis-St.  Paul  stations  combined. 

Lowest  cost  per  thousand?  WCCO  costs  less  than 
one-third  of  the  average  of  all  other  Twin  Cities  stations. 
* Top  acceptance?  WCCO's  popular  programming  has 
held  the  majority  of  listeners  for  more  than  35  years;  the 
only  radio  station  in  America  to  win  the  coveted  Peabody 
award  in  1960.  ^ No  question  about  it— the  right  way  to 
reach  the  1,022,610  radio  families  in  WCCO's  114-county 
basic  service  area  is  . . . buy  WCCO  Radio! 


lowest 
cost* 


RADIO 

Minneapolis • St.  Paul 

Northwest's  Only  50,000-Watt  1-A  Clear  Channel 
Station  / Represented  by  CBS  Radio  Spot  Sales 


Source /Nielsen  Station  Index,  March-April,  1960/StationTotal,  6 AM-Midnight,  7-Day  Week 
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* 

more 

listeners 

than  all  other 
stations  combined 


around  the  nation  and  the  hordes  of 
cars  on  the  used-car  lots.  Answers  to 
these  problems  must  be  found  or  the 
introduction  of  1961  models  may  be 
more  difficult  than  anticipated. 

Here  are  opportunities  for  broad- 
caster to  help  local  dealers  cut  the  new- 
car  inventory  by  at  least  two-thirds  by 
mid-September  and  to  ease  the  glut  in 
the  used-car  market. 

Around  Detroit  it’s  hoped  that  the 
sales  of  imported  cars  are  reaching  a 
plateau.  The  operating  economy  and 
small  size  of  U.S.  compacts  are  be- 
lieved to  have  halted  the  import  climb, 
but  it’s  felt  that  snob  appeal,  sports 
models,  simplicity,  low  cost  and  other 
special  traits  of  foreign  cars  will  al- 
ways give  them  a steady  U.S:  market. 

Dealer  Structure  ■ An  extremely  im- 
portant phase  of  car  selling  and  adver- 
tising centers  around  local  and  regional 
dealer  organizations.  Dodge,  Ford, 
Chevrolet  and  others  have  closely  knit 
and  active  dealer  groups.  Some  buy 
independently;  others  place  through 
agencies  handling  the  manufacturer’s 
national  account.  Dealer  co-op  has 
been  abandoned  by  Detroit  though  in 
some  cases  financial  help  is  given  dealer 
groups. 

As  a rule  the  groups,  like  individual 
dealers,  have  complete  autonomy  in 
their  advertising  purchases,  where  the 
national  budget  may  run  from  10%  to 
50%  radio-tv,  regional  and  local  deal- 
ers are  more  broadcast-minded  and  in- 
fluenced by  alert  station  selling. 

GM  provides  one  of  the  industry’s 
notable  radio  success  stories  with  its 
promotion  of  Guardian  Maintenance, 
an  institutional  campaign  promoting 
use  of  GM  dealer  service  by  GM  car 


Tv  demon  sells 

The  Fedders  Corp.,  Maspeth, 
N.Y.,  and  its  agency,  Hicks  & Greist, 
New  York,  confidently  look  for  the 
air  conditioner  business  to  go  to  the 
devil  this  summer. 

The  demon  they  have  in  mind 
stars  in  a commercial  being  offered 
distributors  for  local  scheduling  (50- 
seconds  of  Fedders  copy  and  a 10- 
second  local  tag.)  Condensed  story- 
boards have  gone  out  to  the  trade 
around  the  country  and  the  client  is 
geared  for  800  film  orders. 

Fedders’  devil  performs  in  black 
limbo,  pantomiming  the  pitch  with 
voice-over  copy,  transitions  accom- 
plished entirely  by  fire,  smoke  and 
other  hellish  effects.  Involved  in  the 
commercial’s  production:  Richard  R. 
Rendely,  executive  producer;  Art 
Mayer,  copy  chief,  and  Len  Glasser, 
collaborating  writer,  all  of  the 
agency;  actor  Jack  Gilford  (of  the 


owners.  The  promotion  is  divided 
about  50-50  between  radio  and  print. 

In  tv,  GM  stirred  Detroit  a few 
days  ago  with  its  several-million-dollar 
purchase  of  half  the  telecasts  of  World 
Series  baseball  plus  Blue-Gray  and  Rose 
Bowl  football  games.  These  telecasts 
will  be  shared  with  Gillette. 

The  calendar  year  1960  is  a dandy, 
motor  magnates  are  happy  to  say 
though  sometimes  that’s  about  all 
they’ll  say  in  an  interview.  They’re 
decidedly  bullish  about  1961  models 
and  the  next  calendar  year. 

“The  more  cars  we  sell,  the  more 
we  spend  for  advertising,”  one  execu- 
tive said.  The  industry  will  buy  any 
medium  that  will  sell  its  cars  but 
there’s  still  need  to  convince  some 
executives  that  both  radio  and  tv  can 
move  cars  effectively  even  without 
print-media  support. 

It’s  decision  time  in  Detroit. 

Following  are  the  early-summer  ad- 
vertising pictures  at  Detroit’s  major 
automotive  plants: 

General  Motors  Corp. — Oldsmobile 
— AC  Spark  Plug  ■ The  higher-me- 
dium bracket  Oldsmobile  is  having  a 
good  sales  year,  with  D.P.  Brother  & 
Co.  continuing  to  place  advertising. 
The  agency  also  has  the  General  Mo- 
tors institutional  and  AC  Spark  Plug 
Div.  accounts. 

One  of  the  automotive  industry’s  im- 
pressive success  stories  centers  around 
GM’s  radio-only  promotion  of  Guardian 
Maintenance,  a campaign  designed  to 
bring  GM  car  and  truck  owners  to  GM 
dealers  for  servicing.  Special  transcrip- 
tions with  openings  for  local,  regional 
and  national  identification  are  used  and 
D.P.  Brother  also  buys  national  spots 


air-conditioners 


Fedders’  Devil 


Blows  an  ill  wind 

Broadway  play,  “The  Tenth  Man,” 
another  production  which  deals  with 
devils),  and  voice,  Joe  Silver. 

Fedders  distributors  also  are  buy- 
ing radio  this  summer,  using  com- 
mercials produced  by  Hicks  & 
Greist. 


using  the  names  of  all  GM  divisions  in 
the  commercials. 

A new  Guardian  Maintenance  series 
of  one-minute  spots,  using  the  Bob  & 
Ray  team,  started  over  the  June  18 
weekend  in  150  markets.  Edgar  Ber- 
gen-Charley  McCarthy  spots  have  been 
on  NBC  Monitor  and  CBS  Radio.  Olds 
used  spot  heavily  in  introducing  1960 
models.  It  is  promoting  Guardian 
Maintenance  on  a CBS  Radio  Sunday 
evening  sequence — Suspense,  Have 
Gun  Will  Travel  and  Gunsmoke. 

For  Olds,  the  Brother  agency  buys 
Lowell  Thomas  news  on  CBS  Radio, 
6:45-7  p.m.  across  the  country.  Tv  is 
off  for  the  summer.  Last  season  Olds 
sponsored  Dennis  O’Keefe  for  39 
weeks  on  CBS-TV  and  three  Bing 
Crosby  specials  on  ABC-TV.  Next  au- 
tumn the  Crosby  package  will  be  re- 
newed— two  specials  and  the  annual 
Crosby  golf  tournament.  Alternating 
Michael  Shayne  episodes  will  be  used 
(Fri.,  10-11  p.m.  on  NBC-TV  in  the 
old  Gillette  fights  time).  Part  of  the 
Miss  America  finals  in  Atlantic  City 
will  be  sponsored  by  Olds  plus  partici- 
pations in  Hawaiian  Eye  (Wed.,  9-10 
p.m.  on  ABC-TV).  Lowell  Thomas 
CBS  Radio  news  will  be  continued  and 
there  are  plans  for  spot  radio  to  pro- 
mote new  models.  Spot  tv  was  used 
for  the  new  1960  models  and  may  be 
repeated  next  autumn  in  selected  mar- 
kets. 

AC  Spark  Plug  shared  a series  of 
eight  Art  Carney  specials  with  GM’s 
United  Motor  Service  (Delco  battery). 
NBC-TV  landed  this  contract  because 
of  its  experience  with  color. 

AC  will  participate  in  ABC-TV’s 
Cheyenne  (Mon.,  7:30-8:30  p.m.)  and 
Naked  City  (Wed.,  10-11  p.m.).  Oil 
filters  and  spark  plugs  will  be  pro- 
moted. GM  institutional  (General 
Motors  Service  Corp.)  will  continue 
in  its  advertising  pattern  of  the  last 
broadcast  season.  The  radio-tv  budget, 
as  with  AC  and  Olds,  will  be  about  the 
same.  Spot  radio  has  been  heaviest  in 
the  autumn  and  spring,  with  less  em- 
phasis in  mid-winter. 

Locally  Olds  dealers  are  active  in 
radio  and  tv  but  exercise  autonomy, 
buying  as  their  needs  and  preferences 
indicate. 

One  of  the  year’s  biggest  buys  was 
the  GM  corporate  purchase  of  co- 
sponsorship with  Gillette  in  the  World 
Series,  plus  Blue-Gray  and  Rose  Bowl 
football  games.  McCann-Erickson  plac- 
ed this  business. 

Chevrolet  ■ Any  look  at  the  automo- 
tive industry  is  likely  to  find  Chevy 
heading  the  statistics.  General  Motor’s 
No.  1 line — and  the  industry’s  too — is 
in  its  fifth  decade,  and  the  1960  model 
year  as  well  as  calendar  year  will  show 
Chevy  well  ahead  of  runner-up  Ford- 
Falcon  (150,000  passenger-cars  lead 
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WSB-TV  is  biggest  in  Atlanta,  Georgia  . . . and 
Atlanta  is  bigger  than  ever.  Confirmed  1960  census 
figures  show  over  one  million  people  living  in  the 
metropolitan  area.  And  month  after  month  more 
of  these  people  watch  WSB-TV.  Latest  ARB  figures, 
for  January  through  April,  1960,  show  WSB-TV 
average  share  of  audience  from  9 a.m.  ’til  midnight 
at  43.1% — and  Atlanta  is  a 3-station  market.  This 
proved  preference  for  one  station  is  sustained  by 
superior  local  programming,  top  news  service,  staff 
work  of  unexcelled  professional  quality,  and  12 
years  of  viewing  loyalty.  More  than  ever  greater 
Atlanta  is  the  big  market  in  the  booming  Southeast, 
and  your  advertising  belongs  on  WSB-TV. 


Metropolitan  Atlanta 


Average  percentagi 


stations  on  the  aii 


WSB-TV  channel  2 in  Atlanta  is  affiliated  with  The  Atlanta  Journal  and  Constitution.  NBC  affiliate.  Represented 
by  Edward  W.  Petry  & Company.  Associated  with  WSOC/WSOC-TV,  Charlotte;  WHIO/WHIO-TV,  Dayton 
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26  ways 
to  spell 

OPPORTUNITY 

Each  group  of  letters  at  the  lef 
presents  a special  opportunity 
to  the  advertiser. . . 
to  build  increasing  volume 
in  a major  market  through 
the  prestige  and  selling-power 
of  a leading  station. 

In  representing  these  stations 
our  entire  personnel  and 
nation-wide  facilities  are 
centered  on  this  objective: 
to  supply  advertisers  and 
agencies  with  all  the  facts 
needed  to  take  full  advantage 
of  these  opportunities. 

BLAIR-TV 

Television’s  first  exclusive 
national  reoresentative 


ARBSTRON'S  DAILY  CHOICES 


ARB 

Listed  below  are  the  highest-ranking 

televisic 

>n  network  shows  for  each 

day  of  the  week  June  9-15  as  rated 

by  the 

multi-city  Arbitron 

Instant 

1 

ratings  of  America  Research  Bureau. 

Date 

Program  and  Time 

Network 

Rating 

Thur.,  June  9 

Untouchables  (9:30  p.m.) 

ABC-TV 

22.2 

Fri.,  June  10 

Cavalcade  of  Sports  (10:30  p.m.) 

NBC-TV 

21.4 

Sat.,  June  11 

Gunsmoke  (10  p.m.) 

CBS-TV 

23.4 

Sun.,  June  12 

Ed  Sullivan  (8  p.m.) 

CBS-TV 

25.1 

Mon.,  June  13 

Danny  Thomas  (9  p.m.) 

CBS-TV 

20.0 

Tue.,  June  14 

Garry  Moore  (10  p.m.) 

CBS-TV 

21.7 

Wed.,  June  15 

Wagon  Train  (7:30  p.m.) 

NBC-TV 

24.1 

Copyrighf  196®  American  Research  Bureau 


for  five  months  of  1960). 

Chevy  passed  the  million-production 
mark  in  June  and  confidently  expects 
to  reach  2 million  for  calendar  1960, 
an  alltime  Chevy  record.  The  front- 
office  executives  are  oozing  confidence 
as  production  of  1961  Chevys  and  the 
compact  Corvair  approaches. 

Chevy  is  especially  air-minded.  Ra- 
dio-tv  total  about  half  the  big  Chevy 
ad  budget. 

Jack  Izard,  advertising  director,  re- 
called that  Chevrolet  was  one  of  the 
first  big  users  of  radio  three  decades 
ago.  With  tv,  it  caught  the  visual  spirit 
and  relegated  radio  to  a less  important 
role.  That  lasted  a few  years  but  the 
company  quickly  returned  to  large- 
scale  radio  buying. 

Current  radio  includes  an  NBC  news 
series  that  was  due  for  weekend  an- 
nouncement: 1,047  Keystone  stations, 
(begun  last  January);  CBS-Bob  Trout 
news;  spot  on  337  stations,  nationwide. 
Spot  radio  was  bought  heavily  starting 
in  January  after  effects  of  the  autumn 
steel  strike  had  been  overcome.  Inten- 
sive spot  coverage  is  scheduled  for  30 
days  before  and  after  introduction  of 
new  models.  Some  special  promotion 
has  been  given  the  new  Monza,  plush 
version  of  the  compact  Corvair.  This 
will  increase  when  Monza  production 
catches  up  with  demand  in  a fortnight, 
according  to  company  talk.  Tv  may  be 
added  for  Monza  at  that  time. 

Campbell-Ewald  is  the  Chevy  agen- 
cy, a longtime  relationship.  Its  Chevy 
tv  buying  includes  the  NBC-TV  Dinah 
Shore  Chevy  Show , now  on  13-week 
vacation  with  a mystery  series  as  sub- 
stitute; summer  participating  spots  on 
five  ABC-TV  programs  (The  Alaskans, 
Adventures  in  Paradise,  Bronco,  Sugar 
Foot  and  Black  Saddle). 

Chevy  discontinues  the  Pat  Boone 
Chevy  Showroom  on  ABC-TV  June  23. 
The  autumn  tv  lineup  includes  Dinah 
Shore  and  an  ABC-TV  situation  com- 
edy, My  Three  Sons,  due  to  start  Sept. 
29  and  starring  Fred  McMurray  and 
Bill  Frawley.  No  spot  tv  has  yet  been 
signed  for  fall. 

Winding  up  the  fall  tv  purchases  will 
be  a CBS-TV  adventure  program, 
Route  66,  in  which  Chevy  has  the  first 
half-hour  (Fri.,  9:30-10  p.m.). 

General  Motors,  which  originated 
dealer  co-ops  in  the  automotive  field, 
dropped  this  type  of  advertising  in 
1956.  The  vast  dealer  organization  buys 
large  amounts  of  local-regional  radio 
and  tv  time,  specializing  in  spots. 

Mr.  Izard  took  over  the  Chevy  ad- 
vertising job  last  January,  succeeding 
the  late  Bill  Power.  This  was  one  of  the 
toughest  spots  in  the  industry,  Mr. 
Power  having  been  called  the  nation’s 
best  salesman  and  a fireball  orator  who 
inspired  dealers  and  salesmen  to  extra 
efforts.  Mr.  Izard  is  proving  effective 
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in  a quiet  way,  his  fellow  executives 
say,  wisely  deciding  no  one  could  hope 
to  emulate  the  famed  Power  techniques. 
This  is  a sharp  change  of  tactics  but 
there’s  no  letup  in  the  traditional 
Chevy  sales  pressure,  as  the  production- 
sales  figures  show. 

Chevrolet  had  its  lumps  in  introduc- 
ing the  compact  Corvair  with  its  drastic 
innovations — air-cooled  motor  mounted 
in  the  rear.  Most  of  the  normal  new- 
model  bugs  have  been  corrected,  Chevy 
people  say,  and  now  they’re  on  fire  as 
the  flossy  Monza  strengthens  the  com- 
pact line. 

Chevy  is  far  behind  Ford’s  compact 
Falcon  but  it  makes  this  claim — sales 
of  the  conventional  CheVy  line  have 
been  maintained  and  a new  14%  mar- 
ket was  added  with  the  Corvair  com- 
pacts. Corvair  sales  are  close  to  orig- 
inal predictions  they  would  run  be- 
tween 15-20%  of  total  Chevy  sales,  it’s 
stated.  The  Corvair  is  getting  a new 
four-speed  automatic  gearshift,  the  first 
year  of  compacts  having  shown  the 
public  is  demanding  the  stickless  trans- 
mission in  compacts.  Chevy  is  one  of 
the  larger  truck  producers. 

Buick  ■ The  basic  tv  schedule  for  this 
General  Motors  division’s  next  model 
year  will  be  built  around  eight  one-hour 
Bob  Hope  specials  similar  to  those 
sponsored  on  NBC-TV  last  season.  The 
Bob  Hope  series  last  season,  however, 
was  augmented  by  four  90-minute 
dramas  on  CBS-TV.  McCann-Erickson 
is  Buick  agency. 

Buick  sponsored  radio  spot  waves  in 
53  major  markets  last  December  and 
in  April-May.  More  radio  spots  are 
planned  when  the  new  cars  come  out. 
Ten  segments  of  the  NBC  radio  Moni- 
tor will  be  used  each  week  for  10 
weeks  to  promote  the  new  models. 
Buick,  too,  will  have  a new  compact 
to  be  known  as  the  Special,  with  pro- 
motion to  be  included  in  the  Buick 
radio-tv  commercials.  Buick  had  a 
better  year  in  1960  than  in  1959  and 
doesn’t  plan  to  let  the  special  hurt  its 
position  in  the  medium-priced  field. 
Buick  dealers  aren’t  organized,  doing 
their  local  advertising  on  an  individual 
basis. 

Cadillac  ■ This  prestige  car  of  the  GM 
line,  with  MacManus,  John  & Adams  as 


agency,  has  not  been  in  tv.  Cadillac 
prefers  radio  and  is  buying  newscasts 
on  ABC  Radio  (John  Daly)  and  news 
in  Detroit  and  Los  Angeles.  A five- 
weekly one-hour  music  show  is  spon- 
sored on  KPEN  (FM)  San  Francisco. 
Cadillac  is  expected  to  continue  in 
radio  but  no  tv  is  in  sight. 

Pontiac  ■ With  introduction  of  the 
1961  models  Pontiac  Div.  of  General 
Motors  expects  to  buy  a strong  spot  tv 
campaign  and  spot  radio  is  being  con- 
sidered, following  last  year’s  pattern. 
A special  spot  radio  campaign  was  car- 
ried last  December.  Pontiac  spon- 
sored the  Star  Parade  network  series 
last  season.  Possible  autumn  purchases 
will  include  two  ABC-TV  network 
shows 

No  information  is  being  divulged, 
but  there’s  speculation  Pontiac  will  in- 
crease its  advertising  when  the  new 
compact  Tempest  is  introduced  this 
autumn.  Some  Detroit  observers  fig- 
ure Pontiac,  after  a good  model  year, 
will  not  want  to  weaken  its  medium- 
class  position  in  the  industry  but  will 
want  to  superimpose  the  compact  Tem- 
pest just  as  Chevrolet  did  with  the  Cor- 
vair. MacManus,  John  & Adams  is 
agency  for  Pontiac  and  will  also  handle 
the  new  Tempest. 

Ford  Motor  Co.  — Falcon  — Ford — 
Comet  — Mercury  — Lincoln  ■ While 
Ford  has  a divisional  structure,  manu- 
facturing is  handled  by  Ford  Division. 
Advertising  is  divided  between  two 
agencies.  J.  Walter  Thompson  Co. 
handles  the  Ford  line  including  the 
Falcon  compact,  Thunderbird  and  Ford 
truck.  Kenyon  & Eckhardt  is  the 
agency  for  Lincoln-Mercury  and  insti- 
tutional. 

Ford  is  running  behind  Chevrolet  in 
the  low  and  low-medium  field  but  plans 
“really  significant  product  improve- 
ments” in  the  1961  line.  The  compact 
Falcon  was  highly  successful,  taking 
the  lead  in  that  new  field.  The  218,- 
000  Falcons  produced  in  the  first  five 
months  of  1960  compare  with  449,256 
Ford  passenger  cars.  Falcon’s  popu- 
larity took  a deep  bite  out  of  Ford  sales, 
contrary  to  Chevrolet  where  the  com- 
pact Corvair  hasn’t  cut  sales  under 
1959. 

But  Ford  isn’t  about  to  let  that  de- 
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tail  of  the  first  compact  year  hurt  its 
traditional  name,  taken  from  the  famed 
founder  of  the  company.  The  1961 
Fords  will  have  increasing  emphasis  on 
economy,  durability  and  value,  the 
company  hints,  along  with  the  product 
improvements.  The  Ford’s  overall 
length  is  expected  to  be  cut  several 
inches  and  lines  will  be  cleaner. 

If  the  success  of  Falcon  surprised 
the  industry,  the  quick  popularity  of 
the  compact  Comet  (Lincoln-Mercury) 
had  Detroit  buzzing  shortly  after  pro- 
duction began  Feb.  15. 

Ford  dealers  have  been  given  cars 
fitting  into  90%  of  the  market.  Thun- 
derbird  output  totaled  41,000  units  in 
five  months,  considered  good  for  a high- 
priced  car.  Mercury  output  was  80,000, 
Lincoln  10,088.  Ford  truck  production 
ran  168,000  units. 

Extensive  spot  radio  and  tv  cam- 
paigns are  used  by  the  aggressive  Ford 
Dealers  Advertising  Fund,  a national 
group  of  committees  providing  the 
money  for  time  bought  through  JWT. 
Ford  people  claim  it’s  the  most  active 
dealer  group  in  the  industry.  Time 
purchases  range  from  short  spots  to 
major  league  baseball. 

Ford  sponsors  the  Ernie  Ford  Show 
on  NBC-TV  (Thurs.,  9:30-10  p.m.). 
Summer  replacement  is  Wrangler,  a 
taped  western  starting  July  7.  Ernie 
Ford  will  be  back  in  late  September. 
Ford  Division,  the  senior  line  and 
trucks,  have  been  promoted.  Wagon 
Train  is  sponsored  by  all  cars  in  the 
line  (NBC-TV,  Wed.,  7:30-8:30  p.m.) 
but  this  summer  two  other  sponsors' 
are  sharing  the  program  as  Ford  buys 
one-fourth  for  Ford  Div.  and  one- 
fourth  for  Lincoln-Mercury.  Ford  Div. 
will  continue  with  half  the  series  in  the 
fall. 

Ford  sponsored  35  NBC-TV  Star- 
time programs,  ending  May  31,  for 
Ford  Div.,  Lincoln-Mercury  and  insti- 
tutional. 

The  new  Comet  shared  part  of  Wag- 
on Train  and  Star  time.  Lincoln-Mer- 
cury division  used  no  spot  radio.  Ken- 
yon & Eckhardt’s  tv  was  headed  by 
four  appearances  of  Leonard  Bernstein 
and  the  New  York  Philharmonic  on 
NBC-TV  for  Ford  institutional  promo- 
tion. Next  season  a Bernstein  90- 
minute  special  is  planned  plus  two  or 
three  other  appearances,  again  for  in- 
stitutional promotion. 

Ford  emphasies  that  it  has  the  sec- 
ond and  third  best  sellers  in  1960 
(Ford  and  Falcon).  It’s  pointed  out 
that  while  Falcon  cut  Ford  sales,  the 
profit  on  compacts  is  good  so  there 
isn’t  any  suffering.  Ford  has  been  rum- 
ored for  months  to  be  ready  with  a 
little  four-cylinder  model  of  Volks- 
wagen dimensions  but  there’s  no  evid- 
ence of  such  a model  for  the  autumn 
openings. 


Chrysler  Corp.  — Chrysler — Imperial 

■ Next  fall  Chrysler  Corp.  plans  to 
resume  Fred  Astaire  tv  specials  on 
NBC-TV,  according  to  R.E.  Forbes, 
director  of  corporate  advertising  and 
sales  promotion.  Delighted  with  the 
wide  public  approval  and  awards,  the 
Astaire  specials  have  won,  Chrysler 
plans  several  more  of  these  elaborate 
productions  for  the  new  model  year. 
Additional  specials  may  be  added  when 
new  models  come  out  in  the  autumn. 

Radio  was  used  extensively  last  win- 
ter in  the  top  50  markets  to  exploit 
quickly  the  results  of  the  Mobilgas 
economy  run,  which  produced  awards 
for  all  Chrysler  Corp.  cars.  Leo  Bur- 
nett Co.  handles  corporation  institu- 
tional advertising. 

Young  & Rubicam  places  Chrysler 
and  Imperial  cars.  No  tv  is  in  the  works 
for  new  models;  radio  has  been  used 
to  launch  new  lines  in  the  past.  Chrys- 
ler-Imperial  took  part  in  a special 
award  show  March  25  when  it  won  a 
Tv  Guide  award.  Three  years  ago 
Chrysler-Imperial  cars  were  supported 
by  tv  but  the  division  feels  it  outgrew 
the  shows.  Chrysler  firmly  believes  its 
fine-car  line  will  meet  a rising  demand, 
undisturbed  by  economy  and  compact 
models. 

Chrysler  Corp.  operates  a radio-tv- 
movie  unit  headed  by  Howard  Back. 
This  supplies  promotional  film  clips  to 
several  hundred  tv  outlets  and  scripts 
to  radio  stations.  Chrysler  handles  dis- 
tribution for  the  French  Simca  car, 
owning  25%  of  that  company.  Rich- 
ard Meltzer  Adv.  Agency  has  the  ac- 
count. A small  amount  of  radio  has 
been  used. 

Plymouth — DeSoto — Valiant  ■ This 
reorganized  unit  of  Chrysler  Corp.  cov- 
ers a model  spread  ranging  from  the 
upper  middle-class  DeSoto  through 
the  lower-middle  deluxe  and  low-priced 
Plymouths  down  to  the  new  compact 
Valiant.  Starting  in  August,  the  group 
will  be  handled  by  N.W.  Ayer  & Son, 
which  had  held  the  Plymouth  account 
16  years.  The  18-region  dealer  group 
is  described  as  one  of  the  strongest  in 
the  industry. 

The  Steve  Allen  Show  on  NBC-TV 
was  discontinued  June  6.  It  had  pro- 
moted Plymouth  and  Valiant.  Current- 
ly the  main  tv  buy  is  the  Garry  Moore 
Show  on  CBS-TV;  Diagnosis  Unknown 
is  being  substituted  for  eight  weeks 
ending  Sept.  20  when  Mr.  Moore  will 
return  alternate  Tuesdays,  10-11  p.m. 
DeSoto  has  used  no  recent  network  tv. 
Mr.  Garlund  starts  Oct.  7 on  CBS-TV 
alternate  Fridays,  9:30-10  p.m. 

Tv  film  spots  are  supplied  regional 
dealer  groups  and  individual  dealers 
though  not  on  a co-op  basis.  Dealer  tv 
and  radio  buying  is  extensive. 

Nationally,  the  division  puts  about 
28%  of  its  advertising  budget  into  tv 
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Look  who  has 
the  water  NOW! 


Markets  grow  where  water  flows. 

That’s  one  of  the  reasons  the  Oklahoma  City  market  is  growing 
at  far  greater  than  national  average  pace. 


This  fact  is  the  lead-in  to  a series  of  factual  stories  about 
the  industrial,  economic  and  business  development 
of  the  greater  Oklahoma  City  Market.  And,  the  parts 
WKY  RADIO  AND  TELEVISION  play  in  the  distribution 
and  sale  of  products  to  over  a million  and  a half 
people  in  the  stations’  coverage  area. 


Our  trade  advertising  energies  (and  money)  are  being  devoted  to 
explaining  the  reasons  why  the  Oklahoma  City  market  is  a good  place 
to  do  more  business ...  and  why  WKY  RADIO  AND  TELEVISION 
are  good  stations  ON  which  to  do  more  business! 


One  big  reason  . . . 


* 


water 

...to  Quench  the  Thirst 
of  Economic  Expansion 

Strange  that  water,  the  freest  and  most  inevitable  natural  re- 
source, is  the  most  quixotic . . . and  important.  It  falls  on  the  rich  and 
poor  alike.  But  the  rich  markets  are  those  which  cherish  every  drop 
and  are  able  to  bank  it  against  the  future. 

This  Oklahoma  City  has  done.  A fact  that  prompted  one  of  the 
nation’s  leading  financiers*  to  say  recently,  “. . . in  the  long  run,  your 
most  important  asset  is  water.  Water  is  the  critical  resource  in  most 
of  the  country.” 

*Name  on  request. 

FACTS: 

Oklahoma  City  now  has  two  city-owned  reservoirs.  These  will  soon  be 
augmented  by  a third  reservoir  which  will  add  an  additional  125,000 
acre  feet  of  water  to  the  city’s  present  reservoir  system. 

Oklahoma  City  now  uses  an  average  of  40  million  gallons  of  water  per 
day,  far  less  than  the  present  maximum  available  gallonage.  With  the 
new  reservoir  the  city  can,  as  the  population  and  industrial  requirements 
increase,  use  an  average  of  110  million  gallons  per  day,  well  below 
the  new  maximum  available  supply. 

Furthermore  this  new  reservoir  is  just  a part  of  the  new  multi-million 
gallon  southeastern  Oklahoma  system  now  in  the  planning  and  develop- 
ment stage. 


This  means  plenty  of  water  for  the  current  industrial  expansion. 
More  industries . . . more  people  to  buy  the  products  you  have  to  sell. 

It’s  happening  now.  And  WKY  RADIO  AND  TELEVISION 
in  its  established  role  as  “Prime  Communicator”  tells  the  story  of  your 
products  to  the  people  enriched  by  the  result  of  natural  resources 
harnessed  for  growth. 

Some  of  the  reasons  we  do  this  so  effectively  are  explained  on 
Page  4. 


Unnatural  Resources . . . 

Developed  with  a Purpose 
FOR  WKY  RADIO  AND  TELEVISION  ADVERTISERS! 

It  is  natural  for  a broadcaster  to  attract  the  people  in  a 
market  with  good  programming. 

It  is  C/iVnatural  for  that  audience  to  feel  toward  the  broad- 
caster something  more  like  love  than  the  usual  concept  of  audience 
loyalty. 

Maybe  it’s  the  imagination  in  public  service  affairs  that 
does  such  things  as  establish  a state-wide  Eye  Bank 
overnight. 


Maybe  it’s  the  excellence  of  local  programming,  typified 
by  such  things  as  our  weather  shows  being  the  only  ones 
in  the  state  with  the  American  Meteorological  Society 
Seal  of  Approval. 

Or  maybe  it’s  the  fact  that  WKY  RADIO  AND  TELE- 
VISION were  the  FIRST  radio  and  television  stations  in 
Oklahoma,  and  haven’t  settled  for  anything  less  than  first 
in  40  years. 

We  really  don’t  know  exactly  what  one  thing  it  is ...  so 
we’re  jealously  guarding  it  by  being  vigilant  and  hard-to-follow  in 
all  things!  It  results  in  greater  power  per  commercial. 


Good  Stations  on  which  to  do  More  Business ! 


RADIO  AND 
TELEVISION 

OKLAHOMA  CITY 
The  WKY  Television  System,  Inc. 
WTVT,  Tampa- St.  Petersburg,  Fla. 
Represented  by  The  Katz  Agency 


and  7%  into  radio.  A spot  radio  cam- 
paign broke  in  mid-June,  with  10- 
second  spots  in  over  100  markets  to 
promote  1960  models.  More  radio  is 
being  considered  for  the  introduction 
of  1961  models.  Early  this  year  radio 
was  used  for  an  economy-test  promo- 
tion in  which  a jar  of  gas  was  hitched 
to  the  side  of  the  test  car  for  consumer 
driving.  Valiant  had  a later  start  than 
Chevrolet's  Corvair  and  Ford’s  Falcon 
but  124,000  Valiants  were  turned  out 
in  the  first  five  months  of  1960.  This 
compares  with  127,000  Ply  mouths  and 
26,000  DeSotos.  Plymouth  sales,  in- 
cluding Valiant,  are  20%  over  1959. 

Jack  Minor,  marketing  director  of 
the  PDV  division,  is  drawing  up  plans 
for  the  windup  of  the  model  year  and 
the  new  1961  cars  under  complete 
Ayer  servicing.  BBDO  had  handled 
DeSoto  and  Valiant  but  it  now  moves 
to  Dodge  where  it  will  service  the  en- 
tire Dodge  Car  & Truck  Division. 
Dodge  — Dart  — Lancer  ■ Dodge  re- 
cently emerged  from  an  agency  over- 
haul, dropping  Grant  Adv.  in  the  early 
spring  to  pick  up  BBDO  when  that 
agency  became  available  through  the 
Plymouth-DeSoto-Valiant  reorganiza- 
tion and  Ayer’s  assumption  of  the  en- 
tire PDV  account.  Ayer  had  handled 
DeSoto  and  Valiant.  Wendell  D. 
Moore,  director  of  advertising-sales 
promotion  for  Dodge  is  holding  con- 
ferences with  BBDO  for  advertising 
billings  to  be  placed  in  August  as  the 
1960  model  year  ends. 

Just  the  other  day,  June  18,  Dodge 
celebrated  the  fifth  anniversary  of  52- 
week-a-year  broadcasting  by  the  high- 
rated Lawrence  Welk  on  ABC-TV,  Sat., 
9-10  p.m.  Dodge  is  in  a celebrating 
year,  with  its  predicted  output  of  340,- 
000  Dodges  during  the  model  year  de- 
scribed by  Mr.  Moore  as  its  best. 

Starting  July  1,  Welk  will  be  spon- 
sored every  other  week.  Block  Drug, 
Prestone  and  Burlington  Mills  will  take 
the  relinquished  time,  but  in  the  autumn 
J.  B.  Williams  becomes  co-sponsor  with 
Dodge  on  alternate  weeks.  Some  new 
tv  programming  is  in  the  works. 

Dodge’s  advertising  approach  is 
changing  as  its  product  takes  on  a new 
look.  Of  the  191,000  passenger  cars 
produced  by  Dodge  in  the  first  five 
months  of  1960,  over  85%  were  the 
new  economy  Dart  series,  paralleling 
Plymouth.  Four-fifths  of  the  advertis- 
ing budget  was  directed  to  the  Dart. 

Dodge  is  expected  to  get  Chrysler 
Corp’s  second  compact,  the  Lancer,  due 
for  introduction  this  autumn,  giving  it 
a model  range  about  similar  to  the 
PDV  line.  As  in  PDV,  Dodge  dealers 
and  the  35  dealer  associations  have  a 
lot  of  autonomy  in  placing  local  and 
regional  radio  and  tv.  BBDO  is  lining 
up  dealer  accounts. 

Around  Dodge  it’s  conceded  the  de- 


mand was  underestimated  for  the  final 
months  of  the  1960  models,  known  as 
the  build-out  period.  Another  30,000 
of  the  1960  models  could  be  sold,  some 
executives  believe,  but  it’s  too  late  to 
get  materials  and  arrange  production. 

Dodge  has  long  been  described  as 
the  most  tv-minded  outfit  in  the  indus- 
try, based  on  percentage  of  advertising 
budget.  The  summer  tv  is  down  some- 
what. Autumn  planning  awaits  corpora- 
tion budget  decisions.  There’s  belief 
Dodge  may  have  in  mind  programs  that 
will  reach  younger  adults  because  of 
the  emphasis  on  the  economy  Dart  and 
the  compact  Lancer  at  the.  bottom  of 
the  line. 

Grant  still  handles  the  Chrysler  Air- 
temp  air-conditioner  line  along  with 
Chrysler  International  and  Canadian 
passenger  cars.  Ross  Roy,  which  had 
Dodge  trucks,  continues  with  point-of- 
sale  and  Canadian  Chrysler. 

Trucks  are  important  in  the  Dodge 
line,  with  35,000  produced  in  the  first 
five  months  of  1960. 

American  Motor  Corp.  — Rambler  ■ 
Rambler,  having  its  biggest  year,  ex- 
pects the  trend  to  continue  into  the 
1961  models.  “They  imitated  us,”  Pres- 
ident George  Romney  likes  to  say  as  he 
watches  the  Big  Three’s  compacts. 
Rambler  hopes  to  sell  500,000  cars, 
which  would  be  a gain  of  around  35%. 
Mr.  Romney  thinks  the  Big  Three  com- 
pacts have  been  Rambler’s  best  friend. 
He  predicts  half  of  all  cars  sold  by  the 
end  of  1961  will  be  compacts  and 
three  out  of  four  by  the  end  of  1963. 
One  out  of  every  12  cars  sold  in  the 


U.S.  is  a Rambler,  which  American 
says  is  the  original  compact  success 
story. 

The  Rambler  American,  Rambler  6 
and  Rambler  V8  are  all  in  the  compact 
and  small-car  group.  Substantial 
changes  are  due  this  autumn  in  the 
Rambler  American. 

Rambler  has  been  sponsoring  news 
on  NBC  Radio’s  Monitor  for  five  years. 
It  is  expected  to  use  heavy  radio  at 
new  model  time.  It  was  a co-sponsor  of 
the  NBC-TV  Journey  to  Understand- 
ing series  up  to  the  recent  Summit  fail- 
ure and  bought  a lot  of  tv  spots.  Films, 
slides  and  radio  commercials  are  pro- 
vided dealers;  dealer  groups  in  28  mar- 
kets buy  radio  and  tv  separately.  Ram- 
bler agency  is  Geyer,  Morey  Madden 
& Ballard.  Next  year’s  total  ad  budget 
is  expected  to  exceed  that  of  1960, 
which  may  run  $10  million  or  more. 

Studebaker-Packard  Corp.  Lark  — 
Hawk  ■ With  production  8%  ahead  of 
last  year,  SP  is  drawing  plans  for  radio- 
tv during  1961  model  year.  Broadcast 
schedules  will  promote  its  small  Lark 
and  luxury  Hawk.  Lark  will  be  sharply 
upgraded  in  appearance  and  perform- 
ance in  1961  line.  D’Arcy  Adv.  is  plac- 
ing the  account.  Radio  spots  were  used 
from  January  to  May  at  all  dealer 
points.  More  are  anticipated  at  new 
model  time.  Other  radio  included  CBS 
weekend  jazz  series.  Tv  spots  are  placed 
on  NBC-TV  Jack  Paar  Show  and  will 
continue  in  the  autumn.  Tv  includes 
spots  and  five-zone  schedule  of  syndi- 
cated programs  sponsored  by  dealers. 


Kenyon  & Eckhardt's  supermarket 

■ Unlike  most  conventional  agencies 
which  visit  supermarkets  for  market- 
ing ideas,  Kenyon  & Eckhardt,  N.Y., 
has  built  its  own — and  is  finding  it 
very  successful.  The  supermarket, 
which  operates  in  conjunction  with 
the  agency’s  test  kitchen,  is  used  to 
evaluate  point  of  purchase  ideas, 


materials  and  comparison  in  package 
design  as  well  as  a tv  camera  back- 
ground for  K&E’s  numerous  food 
accounts.  Here,  agency  officials  study 
a display.  They  are  (1  to  r):  Prudence 
Dorn,  women’s  service  director;  Ste- 
phens Dietz,  group  vice  president  in 
charge  of  marketing  services;  Robert 
Burton,  senior  vice  president. 
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M-E’S  RESEARCH  LABORATORY 


Will  create,  develop  and  study  new  ideas 


The  advantages  of  this  operation  are 
placed  in  four  categories  by  the  agency: 
(1)  Freed  from  daily  pressures  and  ad- 
ministrative duties,  efforts  will  be  chan- 
neled toward  long-range  planning  and 
handling  of  one  problem  at  a time  for 
the  client.  (2)  The  closely-knit  opera- 
tion, away  from  the  mainstream  of  Ma- 
dison Ave.,  can  work  more  effectively 
on  clients’  confidential  projects.  (3) 
The  unit  can  seek  new  communications’ 
techniques;  for  example,  a new  color 
tv  development  should  be  known  and 
understood  by  this  group  which  will 
have  explored  its  applications  to  com- 
munications, and  the  executives  will  be 
anticipating  such  matters  as  world-wide 
tv  and  improvements  in  newspaper  color 
advertising.  (4)  The  group  will  oper- 
ate in  an  area  of  “pure”  invention,  in- 
cluding new  ideas  in  advertising  and 
marketing,  new  ways  to  use  media  and 
methods  for  appeal  to  people’s  inter- 
ests and  emotions. 

McCann-Erickson,  the  world’s  second 
largest  agency  in  billings,  furnished  the 
Dorset  suite  especially  for  the  creative 
team.  Much  of  the  art  work  appear- 
ing on  the  walls  are  ultra-modern  and 
progressive,  and  of  course  not  to  every- 
one’s taste  or  liking.  As  Mr.  Tinker  has 
expressed  it: 

A New  World  ■ "You  cannot  pro- 
gress if  you  surround  yourself  with  only 


STATION! 


^|W 

CLEVELAND 


the  STORER  station 
backed  by  33  years 
of  responsible  broadcasting 
CALL  KATZ 


Creative  Nest  ■ The  Dorset  (hotel  in  New  York)  suite 
where  John  Tinker  & Partners  can  cogitate  as  a McCann- 
Erickson  creative  force.  It’s  suitably  designed  with  murals  on 
the  wall  to  stimulate  the  creative  process.  L to  r:  Don  Cal- 
houn, Jack  Tinker  and  Myron  McDonald.  Dr.  Herta  Herzog 
(lower  right)  was  in  Germany  when  above  picture  was  taken. 


A creative  unit  that  will  serve  as 
McCann-Erickson’s  counterpart  of  in- 
dustry’s “research  and  development 
laboratory”  has  been  formed  by  the 
agency. 

Its  purpose  as  well  as  the  principals 
and  headquarters  were  introduced  to 
newsmen  at  a luncheon  Friday  (June 
17)  at  the  Dorset  Hotel  on  West  54th 
St.  in  New  York. 

The  name  of  the  “organization”  is 
John  Tinker  & Partners,  an  experi- 
mental laboratory  for  creating  and  de- 
veloping new  ideas  in  communications. 
It  is  “staffed”  by  Senior  Vice  President 
John  Tinker  Jr.  (prominent  also  as  an 
author  and  book  illustrator  to  add  to 
his  creative  accomplishments  at  the 
agency),  and  vice  presidents  Donald 
G.  Calhoun  (creative  work  in  tv,  radio, 
print  and  posters),  Myron  C.  McDon- 
ald (creative  man  and  formerly  ac- 
count supervisor  on  Buick  in  Detroit 
for  the  agency)  and  Dr.  Herta  Herzog 
(her  degree  is  in  psychology  and  she 
moved  up  in  various  research  posts 
after  a start  in  1948  as  manager  of 
radio  research). 

Partners  ■ At  John  Tinker  & Part- 
ners, there  will  be  no  titles,  each  of 
the  executives  becoming  a partner.  The 
objective:  To  study  new  techniques  of 
communications  and  find  new  ways  to 
reach  people. 
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what  is  your 


opportunity  in 


radio  today? 


If  you  attended  the  NAB  convention  in  Chicago,  you  saw  the  tremendous 
interest  and  excitement  that  FM  radio  created.  The  interest  was  so  intense  it 
caused  Broadcasting  to  headline  a feature,  “FM  To  Rival  AM  Within  a Decade.” 
How  can  you  take  advantage  of  FM  radio’s  great  opportunity?  How  can  FM 
radio  itself  become  a profitable  operation  for  you?  The  answers  are  almost 
obvious: 


Through  better  programming 
2.  More  efficient  operation 


3.  Better  market  research 

4.  Better  industry  and  audience  promotion 


Today,  International  Good  Music’s  HERITAGE  STATIONS  offer  a plan  to 
answer  these  problems.  IGM  has  invested  close  to  a million  dollars  during  the 
past  18  months  — both  in  major  market  FM  station  ownership  and  in  FM 
program  development.  Right  now,  IGM  is  ready  and  able  to  deliver  to  you, 
exclusive  in  your  market: 

1.  A complete  automated  FM  operation  2. 18  hours  a day  of  taped  HERITAGE 
MUSIC  3.  Programming  by  Alfred  Wallenstein  4.  The  first  complete  Politz 
Research  Reports  on  the  FM  market  in  the  history  of  the  industry  5.  Complete 
promotional  plans  6.  An  opportunity  to  participate  in  your  area  in  the  HERI- 
TAGE  MUSIC  SCHOLARSHIP  each  year 

For  complete  information  on  the  HERITAGE  STATIONS  story,  on  automated 
program  service,— 18  hours  daily  of  flawless  music  and  commentary— write, 
wire  or  phone : 

INTERNATIONAL  GOOD  MUSIC , INC - 

1151  Ellis  Street,  Bellingham,  Washington,  REgent  3-4567 


As  of  the  date  of  this  ad,  these  HERITAGE  STATION  markets  are  com- 
mitted: Atlanta,  Baltimore,  Boston,  Buffalo,  Chicago,  Cincinnati,  Denver, 
Houston,  Indianapolis,  Los  Angeles,  Miami,  Minneapolis-St.  Paul,  Portland, 
San  Bernardino-Riverside,  and  Seattle.  If  your  market  is  not  listed  herein,  there 
may  be  an  opportunity  for  you. 
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RADIO 


MIAMI 


the  STORER  station 
backed  by  33  years 
of  responsible  broadcasting 

CALL  KATZ 


those  things  you  like.  You  must  sur- 
round yourself  with  things  you  have  to 
stretch  for.”  On  one  wall,  there’s  a 
luncheon  menu  from  Rosana’s,  well- 
known  London  restaurant.  Space  a 
bit  away  from  this  is  a dinner  menu 
from  fashionable  “21”  in  New  York. 
Between  the  two  is  a ticket  stub  of  a 
London-New  York  jet  flight.  This  is 
one  of  several  “reminders”  which  point 
up  the  shape  of  the  new  world. 

The  new  creative  unit  follows  several 
reorganizational  moves  at  McCann- 
Erickson  begun  last  January  when  Mc- 
Cann-Erickson  Adv.  (USA)  was  set  up 
by  President-Chairman  Marion  Harper 
Jr.  as  a “pure  advertising  agency.  Three 
other  line  divisions  are:  McCann-Mars- 
chalk  Co.,  operating  on  traditional 
agency  patterns,  Communications  Affil- 
iates Inc.  (includes  research,  sales  pro- 
motion and  public  relations  services), 
and  McCann-Erickson  Corp.  (Interna- 
tional). Service  divisions  include  M-E 
Productions  Inc.  (tv  and  radio  pro- 
gramming) and  the  Advanced  Projects 
Div.  of  which  Matthew  J.  Culligan,  for- 
mer NBC  Radio  chief,  is  the  head. 

Firestone  buys  weekly 
‘Eyewitness’  series 

Another  “Doerfer  Plan”  public  af- 
fairs program  has  found  a sponsor. 

Firestone  Tire  & Rubber  Co.,  Akron, 
Ohio,  has  signed  a 52-week  contract 
with  CBS-TV  for  Eyewitness  to  His- 
tory. The  new  series  will  be  presented 
Fridays,  10:30-11  p.m.,  starting  Sept. 
30.  The  buy  represents  more  than  $5 
million  in  time  and  talent. 

The  advertiser,  since  the  demise  of  its 
Voice  of  Firestone  network  program, 
has  been  a frequent  sponsor  of  Eye- 
witness specials  covering  top  interna- 
tional news  events,  but  on  a pre-emp- 
tion basis.  Initially  CBS-TV  had 
projected  plans  for  a news-in-depth 
format  in  the  Friday  night  slot.  This 
will  be  retained  in  the  Firestone  spon- 
sorship, the  new  series  reporting  im- 
portant and  current  news  events  in 
depth.  Les  Midgley  has  been  named 
executive  producer. 

Campbell-Ewald,  Detroit,  which  rep- 
resented Firestone  in  Eyewitness  pur- 
chases of  the  past,  also  handled  this 
buy. 

Under  the  “Doerfer  Plan,”  the  tv 
networks  agreed  with  former  FCC 
Chairman  John  C.  Doerfer,  to  present 
an  hour  each  week  of  public  service 
programming  in  prime  time.  CBS-TV’s 
other  program  under  the  plan  is  Face 
the  Nation  on  Mondays. 

ABC-TV  recently  announced  partial 
sale  of  its  Churchill  series  to  Bell  & 
Howell.  Its  other  “Doerfer”  entry — Ex- 
pedition is  to  be  sponsored  by  Ralston 
Purina.  NBC-TV  revised  its  plans  last 
week  (also  see  page  110). 


THE  RADIO  BUYERS 
Pepsi-Cola  hits  the 
top  Nielsen  spot  again 

In  the  radio  “home  broadcasts”  cate- 
gory, Pepsi-Cola  held  on  to  its  top 
ranking  during  the  four  weeks  ending 
May  8,  according  to  the  Nielsen  Radio 
Index  of  network’s  leading  advertisers. 
The  soft  drink  broke  into  the  number 
one  spot  in  February  (Broadcasting, 
April  18).  The  latest  top  20  list  in 
terms  of  radio  commercial  minutes  is 
led  by  Renault  Inc.,  forcing  previous 
leader,  Pharmaco  Inc.,  into  third  place. 

Electric  Autolite  Inc.,  which  was  not 
represented  in  either  top  20  list  two 
months  ago,  soared  into  second  place 
in  both  columns.  Whitehall-American 
Home  Products,  ranked  second  in  com- 
mercial minutes  last  time  out,  is  absent 
from  the  Nielsen  listings  this  time. 

The  complete  Top  20  from  the 
National  Nielsen  Radio  Index: 

HOWIE  BROADCASTS 

Total 


Home 

No. 

B'dcsts 

of 

Delivered 

Rank  Advertiser 

B'dcsts 

(000) 

1. 

Pepsi-Cola  Co. 

387 

163,030 

2. 

Electric  Autolite  Co. 

170 

117,004 

3. 

Renault,  Inc. 

170 

116,899 

4. 

Reynolds,  R.  J.(  Tobacco 

299 

112,989 

5. 

Pharmaco,  Inc. 

365 

98,994 

6. 

Automotive-Amer.  Wlotors 

148 

64,196 

7. 

Ex-Lax,  Inc. 

148 

63,044 

8. 

Time,  Inc. 

98 

58,209 

9. 

Kellogg  Co. 

80 

54,642 

10. 

General  Mills,  Inc. 

132 

52,759 

11. 

Wagner  Electric  Corp. 

81 

48,613 

12. 

Curtis  Publishing  Co. 

75 

41,934 

13. 

Sylvania  Electric  Prod. 

60 

39,068 

14. 

Sunsweet  Growers  Inc. 

51 

35,754 

15. 

Staley,  A.  E.,  IVlfg.  Co. 

39 

30,907 

16. 

Grove  Div.-Bristol-Wlyers 

40 

30,808 

17. 

Sterling  Drug  Inc. 

83 

28,482 

18. 

General  Insurance  Co. 

52 

27,546 

19. 

Liggett  & Myers  Tobacco 

111 

26,554 

20. 

Chevrolet-Gen.  Wlotors 

47 

26,112 

C0WIWIERCIAL  WIINUTES 

No. 

Total 

Comm'l 

Comm'l 

Mins. 

Min.  Del'd 

Rank  Advertiser 

Aired 

(000) 

1. 

Renault,  Inc. 

128 

82,752 

2. 

Electric  Autolite  Co. 

127 

81,849 

3. 

Pharmaco,  Inc. 

286 

73,287 

4. 

Pepsi-Cola  Co. 

157 

69,017 

5. 

Reynolds,  R.  J.,  Tobacco 

193 

64,784 

6. 

Wrigley,  Wm.  Jr.,  Co. 

92 

47,133 

7. 

General  Mills,  Inc. 

118 

47,041 

8. 

Curtis  Publishing  Co. 

83 

45,786 

9. 

Time,  Inc. 

82 

43,482 

10. 

Ex-Lax,  Inc. 

90 

37,933 

11. 

Sylvania  Electric  Prod. 

55 

34,904 

12. 

Wagner  Electric  Corp. 

62 

34,332 

13. 

Chevrolet-Gen.  Wlotors 

64 

34,129 

14. 

Oldsmobile-Gen.  Wlotors 

43 

33,913 

15. 

Sterling  Drug  Inc. 

101 

33,602 

16. 

Automotive-Amer.  Wlotors 

74 

32,175 

17. 

Kellogg  Co. 

55 

31,836 

18. 

Staley,  A.E.,  Wifg.  Co. 

39 

28,930 

19. 

Sunsweet  Growers  Inc. 

39 

25,255 

20. 

General  Foods  Corp. 

38 

25,042 

Ranked  by  total  home  broadcasts  delivered  and 
by  total  commercial  minutes  delivered  for  indi- 
vidual advertisers  by  all  programs  and  participa- 
tion on  all  radio  networks  used. 

Copyright  1960 — A.  C.  Nielsen -Company 
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Does  the 

March  Nielsen  shed 
a ray  of  light  on 
Jacksonville 

TV? 


You  bet  I 
It  shows  again 
that  WFGA-TV  is 
the  station 
to  watch! 


The  March  Nielsen  for  Jacksonville  — as  in  past  books 
— shows  WFGA-TV  ratings  going  up,  up,  up! 

WFGA-TV  now  delivers  a 49%  metro  share-of-audience 
9:00  a.m.  to  midnight  Sunday  thru  Saturday. 

See  your  PGW  Colonel  for  complete  details  and  discover 
that  WFGA-TV  is  the  station  to  watch  in  Jacksonville. 


WFGA-TV 

JACKSONVILLE  Cl  B 


REPRESENTED  NATIONALLY  BY  PETERS,  GRIFFIN,  WOODWARD,  INC. 


fwOMETCOl 

ENTERPRISES 


WFGA-TV 

(Affiliate) 


out  of  42 
QUARTER-HOURS 

7:30  AM  TO  6 PM 


* 

NEILSEN  APR.  1960 


T 


FIRST 

OVERALL  SIGN-ON  TO  SIGN-OFF 

FIRST 

IN  FIVE  OF  SIX  3-HOUR 
CATEGORIES 
6 AM  TO  MIDNIGHT 


11  YEARS  OF  LEADERSHIP  IN  THE  NATION’S  5th  MARKET 

WJBK'TV 


the  STORER  station 
backed  by  33  years  of  responsible 
broadcasting  CALL  KATZ 


REGIMEN  ‘FALSE  ADVERTISING’ 

N.Y.  grand  jury  indicts  sponsor,  agency 


Tv  advertiser  Regimen  (reducing 
pills)  was  indicted  in  New  York  last 
week. 

The  charges  were  made  against  John 
Andre,  president  of  Drug  Research 
Corp.,  New  York;  the  company  itself; 
lab  clinic,  and  the  agency,  Kastor,  Hil- 
ton, Chesley,  Clifford  & Atherton:  con- 
spiracy and  false  and  misleading  ad- 
vertising. All  pleaded  not  guilty. 

New  York  District  Attorney  Frank 
S.  Hogan  had  started  his  probe  of 
Regimen  nearly  a year  ago.  Last  No- 
vember the  books,  records  and  kine- 
scopes of  tv  commercials  from  both  the 
Drug  Research  and  the  agency  were 
seized  (Broadcasting,  Nov.  16,  1959). 

The  grand  jury’s  information  against 
the  defendants  contained  134  counts, 
all  misdemeanors.  One  count  charged 
conspiracy;  each  of  the  others  cited  in- 
stances of  alleged  fraudulent  advertis- 
ing. The  tv  commercials  referred  to  in 
the  indictment  appeared  generally  in 
1958-59,  most  in  1959.  Specifically:  57 
counts  related  to  commercial  appear- 
ances on  ch.  4 (NBC  in  New  York), 
18  of  which  were  live  commercials  on 
the  Today  show;  18  counts  related  to 
ch.  7 (ABC  in  New  York),  both  on 
American  Bandstand  and  in  spots;  16 
counts  on  ch.  2 apperances  (CBS  in 
New  York)  on  Keep  Talking. 

In  announcing  the  indictment,  Mr. 
Hogan  disclosed  that  his  office  also  had 
two  other  Drug  Research  products, 
Man-Tan  and  Positan,  under  investiga- 
tion. These  products  are  skin  coloring 
lotions;  Positan  a new  product  being  in- 
troduced via  Wonder  Drug  Co.,  a sub- 
sidiary of  Drug  Research  Corp.  It 
started  in  tv  on  the  West  Coast  and  in 
the  South  in  mid-March  and  has  since 
expanded  (Broadcasting,  June  13). 

Allegations  ® Mr.  Hogan  charged  that 
persons  shown  in  the  Regimen  commer- 
cials as  having  lost  weight  actually  did 


so,  but  were  performers  who  went  on 
crash  diets  and  he  claimed  that  the 
loss  of  poundage  over  a period  of  weeks 
was  not  attributable  to  consumption  of 
Regimen  pills.  Mr.  Andre  and  the  com- 
panies indicted  were  accused  of  con- 
spiring to  publish  (or  air)  untrue,  de- 
ceptive and  misleading  advertisements 
because  they  falsely  represented  Regi- 
men users  as  losing  weight  without 
dieting. 

Also  criticized  were  clinical  tests 
cited  in  the  advertising,  tests  which  Mr. 
Hogan  said  were  “a  hit  and  miss  meth- 
od ..  . fraudulent  and  fictitious  and 
scientifically  worthless.”  The  laboratory 
named:  New  Drug  Institute  Labs  Inc., 
New  York.  Mr.  Andre  and  representa- 
tives of  the  companies  pleaded  not 
guilty  at  an  arraignment  in  special  ses- 
sions court  (Manhattan).  Mr.  Andre 
was  paroled  for  trial  Oct.  10. 

New  BAR  division 

Broadcast  Advertisers  Reports,  New 
York,  last  week  announced  the  forma- 
tion of  a new  custom  services  division 
to  provide  special  monitoring  data  to 
clients.  Richard  F.  Kennedy,  vice  pres- 
ident, custom  services,  heads  the  new 
unit. 

BAR  said  the  decision  to  establish 
the  new  division  stemmed  from  in- 
creased agency  interest  in  obtaining 
competitive  television  activity  in  detail, 
especially  test  marketing  information. 
A spokesman  said  the  new  unit  will 
provide  various  types  of  reports,  ranging 
from  verbatim  transcripts  of  radio  and 
tv  commercials  and  audio  recording  of 
programs  to  complete  audits  of  spot 
schedules.  He  noted  that  the  client  also 
receives  automatic  notification  of  any 
copy  changes  his  competitors  may  make 
in  their  spot  announcements. 


Bill  pushing  ■ Two  frames  from  Regi- 
men’s tv  commercial  which  cited  clin- 
ical tests  ( 1 ) and  suggested  the  re- 
ducing pills  be  taken  as  directed  on  the 
box  (r).  The  frames  shown  were  taken 


from  reports  of  U.S.  Tele-service,  New 
York,  a monitoring-checking  firm.  The 
grand  jury  indictment  specified  Regi- 
men commercials  as  appearing  on  all 
three  tv  network  channels  in  New  York. 
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I WIL  has  the  highest  share  of  the  big 

• St.  Louis  audience.  More  than  the  next 
two  independents  combined. 

1 WIL  has  nearly  twice  as  much  audience  as  both 

• network  stations  combined.  (83%). 

V WIL  has  32%  more  audience  than  the  number 

• two  station  in  St.  Louis  (network). 

I WIL  has  64%  more  audience  than  the  number 

• three  station  in  St.  Louis  (independent). 

| WIL  is  DOMINANT  in  ST.  LOUIS. 

• 

y c.  E.  Hooper- May-June,  1960 

# WIL  RADIO  - - . 

outstanding  in  St.  Louis 

THE  BALABAN  STATIONS 
WIL  WRIT  KBOX 

ST.  LOUIS  MILWAUKEE  DALLAS 

Sold  Nationally  by  Sold  Nationally  by 

Robert  E.  Eastman  & Co.,  Inc.  The  Katz  Agency 

The  Nation’s  most  experienced  Flagship  Stations. 

JOHN  F.  BOX,  JR., 

MANAGING  DIRECTOR 
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ON  COMPATIBILITY 

Does  research  hamper 
ad  writer  creativity? 

Ogilvy,  Benson  & Mather,  New 
York,  still  believes  in  its  maligned  Ban 
deodorant  commercial.  (Apparently 
Bristol-Myers  does  too,  since  the  con- 
troversial Roman-statue  spot  has  stayed 
on  the  air  through  a winter  of  criti- 
cism by  the  NAB  to  code  board  and 
others.) 

David  McCall,  vice  president  and 
associate  copy  chief  of  the  New  York 
advertising  agency,  included  Ban  in  a 
demonstration  reel  last  week  to  further 
his  side  of  a public  debate  over  “re- 
search vs.  creativity.” 

His  opponent  was  G.  Maxwell  Ule, 
senior  vice  president  of  Kenyon  & 
Eckhardt,  who  argued  without  illustra- 
tion that  research  and  creativity  are 
not  entirely  compatible.  No  winner  was 
declared,  and  indeed  it  could  even  be 
debated  whether  the  two  were  talking 
about  the  same  kind  of  research  in  a 
forum  sponsored  by  the  New  York 
chapter  of  the  American  Marketing 
Assn.  June  9. 

Heretical  approach  ■ Mr.  Ule  asked 
advertising  to  quit  “making  do”  with 
imperfect  research  tools.  Ideally,  he 
said,  there  should  be  no  conflict  be- 
tween research  and  creativity,  but  in 
practice  there  are  three  “basis  heresies” 
that  hinder  any  agreement.  The  great 
research  heresy  is  reliance  on  unreliable 
measures  of  advertising.  Researchers 
will  acknowledge  that  a measure  is  less 
than  perfect,  then  go  on  to  use  it  “as 
gospel,”  Mr.  Ule  complained. 

The  basic  creative  heresy,  the  KE 
practitioner  believes,  is  a refusal  to  face 
the  goal  of  productivity.  Creative  peo- 
ple develop  inbred  standards,  based  on 
each  other’s  work  with  no  reference  to 
what  the  work  is  supposed  to  do.  On 
the  other  hand,  “when  we  can  measure 
the  total  intellectual  and  emotional  re- 
sponse to  an  ad,  then  we  can  bridge  the 
gap  between  research  and  creativity,” 
Mr.  Ule  said. 

The  third  heresy  he  ascribed  to  man- 
agement, both  agency  and  advertiser. 
Management  wants  action,  and  under  a 
deadline,  “we  become  pressured  into 
selling  the  advertising  rather  than  the 
product.”  To  reduce  the  drag  of  these 
heresies,  Mr.  Ule  thinks  management 
ought  to  spend  money  to  prove  re- 
search techniques,  even  tagging  part  of 
an  ad  budget  for  research  to  make 
sure  the  rest  of  the  advertising  is  valid. 
The  alternative:  “to  go  on  living  in  a 
never-never  world.” 

Romans  & research  ■ Ban’s  statue 
commercial  took  its  place  beside  several 
broadcast  and  print  advertisements  of- 
fered by  Mr.  McCall  as  products  of 


faithful  research  “homework”  the  Ogil- 
vy agency  is  committed  to.  Others  on 
the  tv  reel  were  for  Pepperidge  Farms, 
Helena  Rubinstein  and  Maxwell  House 
Coffee,  illustrating  such  research-based 
principles  as: 

“Problem-solution  commercials  sell 
more  merchandise  than  stand-up  sell- 
ing.” 

“Start  selling  in  the  first  frame  in- 
stead of  trying  to  attract  attention 
with  irrelevant  lead-ins.” 

“Photography  works  better  than  ani- 
mation.” 

“Above  all,  demonstrate.” 

Mr.  McCall  used  the  Maxwell  House 
“coffee  pot”  spot  to  show  the  rigorous 
routine  of  research  any  OBM  effort  un- 
dergoes before  any  creator  ever  takes 
up  a pencil.  Market  research  defines 
the  customer,  his  desires  and  attitudes, 
the  brand  image  and  product  ad- 
vantages for  exploitation.  The  Max- 
well House  flavor-aroma  theme  is  based 
on  this  kind  of  groundwork,  giving 
tools  to  a writer  rather  than  inhibiting 
him,  Mr.  McCall  explained.  Lastly,  no 
Ogilvy  campaign  can  be  drawn  up  be- 
fore the  creator  has  followed  a six-step 
course  of  additional  product-client  in- 
vestigation, consultation  and  reference 
back  to  all  the  preliminary  research, 
the  OBM  copy  man  said.  He  asked 
his  hearers  to  watch  the  coffee  pot  at 
work  and  judge  whether  or  not  re- 
search inhibits  creativity. 

New  Boston  agency 
formed  in  merger 

Hicks,  Greist  & O’Brien  has  been 
established  in  Boston  by  Hicks  & Greist, 
New  York,  and  Robert  F.  O’Brien  & 
Co.,  Boston,  to  serve  national  and 
regional  accounts. 

The  new  Boston  firm  is  located  at  420 
Boylston  St.,  site  of  the  O’Brien  agency 
it  succeeds.  The  new  agency  will  be  a 
service-contact  office,  while  Hicks  & 
Griest  in  New  York  will  be  headquarters 
for  other  functions.  Hicks  & Griest 
clients  include  Budd-Lewyt  vacuum 
cleaners,  Dixie  Cup,  V.  LaRosa  & Sons, 
Metropolitan  Broadcasting  Corp.,  Fed- 
ders  Corp.,  Sandura  Co.,  and  Taylor- 


Boston  Agency  Principals 
Mr.  O'Brien  (!)  and  Mr.  Skoog 


Reed  Corp.  (E-Z  Pop  popcorn,  Cocoa 
Marsh,  Q-T  frostings,  Fluff-O-Matic 
rice).  Among  O’Brien  accounts  are 
Homemaker  Boston  baked  beans,  Scuffy 
shoe  polish  and  Teddie  peanut  butter. 

Advertising's  role 
in  economy  discussed 

A three-point  program  for  education 
in  the  American  system  of  capitalism 
and  the  role  of  advertising  as  a spark 
plug  of  our  economy  was  urged  for 
advertising  clubs  by  Don  Belding,  for- 
mer board  chairman  of  Foote,  Cone  & 
Belding. 

Speaking  Tuesday  (June  14)  at  a 
joint  meeting  of  the  Los  Angeles  Ad- 
vertising Club  and  the  Junior  Ad  Club 
of  that  city,  Mr.  Belding  commented 
on  the  growing  anti-advertising  atmos- 
phere at  many  colleges  and  universities. 
To  rectify  this  condition,  which  is  turn- 
ing out  many  graduates  with  the  idea 
that  advertising  is  an  economic  waste, 
he  proposed  that  advertising  clubs: 

(1)  See  that  sound  textbooks  on  the 
American  economic  system  and  its  op- 
eration are  in  every  high  school  library. 

(2)  Get  advertising  clubs  established 
in  every  university  and  college. 

(3)  Create  special  honorary  member- 
ships for  faculty  members  in  business 
administration  and  journalism  and  see 
that  they  attend  meetings,  especially 
those  dealing  with  the  economic  aspects 
of  advertising,  even  if  it  is  necessary 
“to  pick  up  the  luncheon  tab  for  these 
instructors.” 

Beer  buys  ‘Open  End’ 
for  S.F.  etv  station 

Thanks  to  a tv  advertiser,  the  Open 
End  series  of  David  Susskind  will  be 
presented  with  “no  commercials”  on 
the  non-commercial  educational  KQED 
(TV)  San  Francisco. 

Burgermeister  Brewing  Corp.,  San 
Francisco,  has  made  the  grant  which 
will  add  Open  End  to  the  noncommer- 
cial tv  station’s  program  schedule  as  a 
weekly  feature,  beginning  June  28, 
when  the  series  will  be  broadcast  Tues- 
days starting  at  9 p.m.  The  Open  End 
programs  are  taped  at  their  originating 
station,  WNTA-TV  New  York,  for  dis- 
tribution to  other  stations  around  the 
country.  Their  uncurtailed  interviews 
with  prominent  persons  and  discussions 
of  topical  subjects  have  won  them  criti- 
cal acclaim  and  a wide  audience. 

In  making  the  grant,  Henry  E. 
Picard,  Burgermeister  president,  said: 
“It  is  a pleasure  for  us  to  join  with 
KQED  in  making  Open  End  available 
to  viewers  in  the  Bay  area  . . . Since 
there  will  be  no  commercials,  let’s  just 
call  it  our  way  of  saying  ‘thanks’  to  the 
public  for  its  generous  support  of  our 
product  over  the  years.” 


46  (BROADCAST  ADVERTISING) 


BROADCASTING,  June  20,  1960 


BEST  WAY  TO  EMBRACE  THE  NEW  YORK  NEGRO  COMMUNITY... 


DeLIBerate  a moment  on  the  enormous  Negro  community  in  the 
greater  Metropolitan  New  York  area  and  you’ll  see  how  much 
good  sense  it  makes  to  re-examine  your  radio  schedule  and 
“LIB”  IT  UP. 

This  vital  community,  at  latest  count,  encompasses  over 
1,494,000  people  with  a spendable  income  up  in  the  billions. 
And  it’s  growing  larger  every  day.  To  this  alert  and  growing 
audience  WLIB  offers  more  Negro  programming  than  all  other 
radio  stations  in  New  York  combined!  More  local  Negro  news- 
more  national  Negro  news— more  Negro  public  service  as  well. 
In  turn  it  produces  by  far  the  greatest  Negro  listening  audience 
in  town. 


With  top  Negro  personalities  and  a variety  of  proven  merchan- 
dising aids  to  help  sell  your  products, WLIB  is  a must  buy  in  the 
greater  New  York  market.  So— if  you  want  to  embrace  the  Negro 
community — “LIB  IT  UP!” 


Hotel  Theresa,  125th  Street  & 7th  Avenue,  New  York  27,  N.  Y. 


EMBRACES  THE  ENTIRE  NEGRO  MARKET  IN  GREATER  NEW  YORK 
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"IT  WAS  A 
WHALE  OF  A 
SALE !”  said  the 
fellow  who  gained 
fame  by  selling 
refrigerators  to 
eskimos.  He  thought 
he’d  be  "in  solid” 
with  the  igloo 
and  kayak  trade, 
but  he  didn’t  cut 
enough  ice  for  repeat 
business  in  our  49th 
State.  He  learned  that,  unless  the  sales 
impact  is  delivered  where  it  counts, 
the  man  who  thinks  in  terms  of  steak 
must  settle  for  whale  blubber. 


Whether  you’re  selling  refrigerators, 
rockets,  or  raisins  in  Kansas,  KTVH 
delivers  local  programming 
impact  where  it  is  important.  This 
exclusive  CBS-TV  affiliate  for  Central 
Kansas  reaches  the  audiences  that  count, 
delivering  The  News  at  6 P.  M.  and 
10  P.  M.  and  The  Weather  and  Sports  at 
10:15  P.  M.  to  more  Central  Kansas 
homes*  than  any  other  TV  station.  KTVH 
covers  a GROWING  market  that  is 
already  more  prosperous,  more  densely 
populated  than  Alaska.  To  sell  Kansas  . . . 

buy  KTVH. 


* 


Nielsen, 
February,  I960 


BLAIR  TELEVISION  ASSOCIATES 

National  Representatives 


KANSAS 

I WICHITA  AND  HUTCHINSON  ■ 


Marketing  Assn, 
reviews  advances 

Benton  & Bowles  is  moving  along  in 
refining  techniques  to  measure  the 
sales  power  of  a tv  commercial,  the 
agency’s  Dr.  Arthur  H.  Wilkins,  direct- 
or of  advertising  and  developmental 
research,  disclosed  last  week. 

Dr.  Wilkins  described  progress  in 
BPV  (brand  preference  value)  technique 
at  an  American  Marketing  Assn,  con- 
ference luncheon  in  Minneapolis. 

The  technique,  which  uses  various 
controls  and  approaches,  in  its  simplest 
format  involves  a sample  of  some  2,500 
housewives  as  to  brand  preferences  for 
four  product  categories  two  weeks  be- 
fore certain  commercials  for  a brand 
in  each  category  is  aired  on  television. 
A follow-up  call  to  the  same  house- 
wives immediately  after  the  end  of  the 
programs  in  which  the  commercials 
appear  asks  their  preferences  at  that 
point  and  if  they  had  tv  on  and  if  so, 
what  programs  they  watched. 

From  this  surveying  (conducted  by 
Hooper),  the  agency  then  computes  its 
indices  of  preferences  showing  what 
affects,  is  any,  on  the  viewer  after  ex- 
posure to  the  commercials. 

Dr.  Wilkins  said  the  technique  was 
“fairly  sensitive  and  an  economically 
feasible  method  of  measuring  the  sell- 
ing power  of  commercials  in  a variety  of 
product  categories,”  but  that  the  lim- 
itations were  not  yet  known.  He  offered 


. . . Combination  of  ingredients 
in  tablet  form  ■ Knox  Massey 
(1)  president  of  C.  Knox  Massey 
& Assoc.,  is  shown  presenting 
C.T.  Council,  founder  and  presi- 
dent of  the  “BC”  Remedy  Co., 
with  the  first  copy  of  an  initial 
15,000  printing  of  the  “BC”  50th 
Anniversary  Book  prepared  by 
the  agency.  Mr.  Council  com- 
pounded the  pain-relieving  formu- 
la which  was  initially  sold  in  1910. 
The  Massey  agency  has  handled 
the  “BC”  account  for  the  past  30 
years. 


the  technique  “for  your  serious  con- 
sideration as  an  important  technical 
breakthrough  in  advertising  research.” 

Marketing’s  job  is  to  move  $328 
billion  of  products,  compared  to  $233 
billion  10  years  ago,  and  in  the  next 
decade  it  must  be  prepared  to  move 
$465  billion,  said  Marion  Harper  Jr., 
McCann  - Erickson’s  president  - board 
chairman  and  keynote  speaker  at  the 
convention. 

Further  advances  in  marketing,  Mr. 
Harper  observed,  would  help  “assure  a 
base  of  prosperity  which  will  be  the 
environment  of  the  humanistic  man.” 
The  decade’s  expected  prosperity  should 
lead  to  a period  he  called  “the  age  of 
humanistic  man:  an  age  devoted  for 
the  first  time  to  releasing  the  potentials 
of  the  human  being.” 

He  countered  critics’  charges  that  the 
U.S.  has  fallen  into  “serious  decadence 
through  worship  of  a chromium  calf 
and  a relentless  pursuit  of  the  baubles 
and  symbols  of  conspicuous  consump- 
tion” by  asserting  prosperity  and  cul- 
ture can  advance  together: 

“We  have  no  evidence  to  prove  that 
poverty  is  a precondition  of  intellectual 
advancement  . . . The  great  universities 
of  the  old  and  new  world  provide  some 
of  the  most  comfortable  living  with  the 
greatest  concern  for  aesthetics  to  be 
found  anywhere.”  The  American  peo- 
ple, he  concluded,  will  be  more  alive 
over  the  next  years  to  “the  urgencies 
of  a national  purpose.” 

Pulse  to  control 
clients’  ad  copy 

Clients  planning  to  use  Pulse  data 
in  advertisements,  news  releases  or 
other  published  forms  must  henceforth 
clear  the  copy  with  the  rating  service 
in  advance — or  else  not  attribute  it  to 
Pulse.  This  appears  to  be  the  effect  of 
a policy  being  laid  down  by  Dr.  Syd- 
ney Roslow,  director  of  The  Pulse,  in 
letters  to  his  company’s  clients. 

The  requirement  stems  from  two 
sections  of  the  new  code  of  the  Amer- 
ican Assn,  for  Public  Opinion  Research. 
One  section  says  that  AAPOR  mem- 
bers will  not  make  or  permit  research 
interpretations  that  are  “inconsistent 
with  the  data  available.”  The  other 
says  that  members  will  “withhold  the 
use  of  our  name  in  connection  with 
published  research  findings  unless  we 
have  first  examined  and  approved  the 
material.” 

A key  official  in  the  drafting  of  the 
code  told  Broadcasting  that  the  ad- 
vance-clearance section  was  intended 
to  apply  only  to  publication  of  “inter- 
pretations” of  members’  research  data, 
not  to  simple  reproductions  of  the  data 
itself.  Dr.  Roslow,  however,  appears 
to  interpret  the  provisions  strictly. 


48  (BROADCAST  ADVERTISING) 


BROADCASTING,  June  20,  1960 


DEMON 

LEMON 


( Cup  runneth  over  dept.) 

Employees  of  WMAL-TV  and  affiliate  WSVA-TV  are  on  their  annual  picnic. 
Three  salesmen  chance  together  at  a nearly  empty,  lidless  lemonade  barrel 
in  which  twelve  cupfulls  remain.  There  are  only  two  containers;  one  holds 
three  cups,  the  other  five.  How  can  an  equal  apportionment  be  made?  (No 
fair  sending  them  to  a tavern  for  other  measures.  They  may  drink  from 
either  container  at  any  time.  Omit  considerations  of  sanitation;  only  their 
enthusiasm  for  sponsors  and  spiked  lemonade  is  contagious.) 

Win  big!  Each  correct  solution  gets  its  sender  a cup  of  lemonade  next  time 
we  see  him,  a copy  of  Dudeney’s  “Amusements  in  Mathematics,”  (published  by 
Dover  Publications,  Inc.,  N.  Y.  C.)  by  return  mail,  and  a refreshing  look  at 
Channel  Seven’s  significant  place  in  our  significant  market. 


wmal-tv 


Channel  7,  Washington,  D.  C. 


An  Evening  Star  Station,  represented  by  H-R  Television,  Inc. 

Affiliated  with  WMAL  and  WMAL-FM,  Washington,  D.C.;  WSVA-TV  and  WSVA,  Harrisonburg,  Va. 
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Mathematical  equations  in  your  future 


Some  day  it  may  be  possible  to 
develop  mathematical  equations  to 
compare  the  relative  values  of  dif- 
ferent media,  but  that  day  is  10  or 
15  years  away. 

In  time  it  may  also  be  possible  to 
find  out  by  mathematics  how  a 
newscast,  for  example,  compares 
with  a spectacular  as  an  advertising 
buy. 

These  opinions  were  advanced  by 
Robert  S.  Weinberg,  manager  of 
market  research  for  International 
Business  Machines,  at  a news  con- 
ference introducing  a book,  which 
he  has  written  for  the  Assn,  of  Na- 
tional Advertisers.  The  125-page 
volume  is  called  An  Analytical  Ap- 
proach to  Advertising  Expenditure 
Strategy. 

Mr.  Weinberg  said  the  10  or  15 
years  needed  for  the  evolution  of 
mathematical  evaluation  of  media 
would  be  required  primarily  for  the 
collection  of  data  on  which  such 
equations  might  be  based. 

Much  of  his  new  book  relies  on 


the  application  of  mathematical 
models  to  the  advertiser’s  always 
perplexing  problem  of  deciding  how 
much  should  be  spent  for  advertis- 
ing. He  said  the  models  he  devel- 
oped for  two  specific  companies  pro- 
posed a decrease  in  advertising  ex- 
penditures and  that  in  one  case  an 
oil  company  cut  its  budget  by  30% 
and  still  achieved  its  market  objec- 
tive. In  the  other  an  unidentified 
company  reduced  its  budget  and 
continued  the  same  rate  of  growth 
it  had  achieved  in  the  past. 

In  four  other  cases  he  said  the 
models  proposed  advertising  in- 
creases of  five  to  15%.  In  seven 
little  change  was  proposed.  And  in 
one  case  the  model  “didn’t  work  at 
all”  because  it  dealt  with  a field 
(women’s  wear)  where  the  cost  of 
getting  into  the  business  was  too 
variable  to  be  predicted. 

Non-members  of  ANA  may  buy 
copies  of  Mr.  Weinberg’s  book  ($5 
per  copy)  by  writing  ANA,  155 
East  44th  St.,  New  York  17. 


WANTS  SATISFIED 
Tv  a balanced  diet, 
IRA  analysis  states 

Is  the  viewing  public  getting  a bal- 
anced diet  of  television  fare? 

Generally,  yes.  Viewers  are  getting 
just  about  what  they  want,  according 
to  the  Institute  for  Advertising  Re- 
search, which  has  completed  a qualita- 
tive analysis  of  consumer  reactions  to 
current  tv  shows.  But,  now  that  tele- 
vision has  reached  “the  adolescent 
stage  of  its  development,”  it’s  time  to 
reappraise  its  role  in  “adult  life,”  the 
study  noted. 

Results  of  IAR’s  study,  one  of  a 
series  involving  programming  and  com- 
mercial attitudes,  have  been  summar- 
ized and  made  available  to  Broadcast- 
ing by  Douglas  Hink,  its  research  di- 
rector. 

Somewhere  in  between  the  pros  and 
cons  on  audience  ratings,  according  to 
Mr.  Hink,  lies  the  real  answer  to  what 
the  average  viewer  feels.  Generally  IAR 
findings  shows  that  numerical  ratings 
have  read  accurately  the  public  prefer- 
ence in  tv  programming,  but  read  it 
only  up  to  a point. 

‘Formula’  Appealing  ■ So-called 
“formula”  programs  or  “stereotypes” 
are  appealing  because  they  serve  as  a 
“familiar  frame  for  powerful  human 
emotions,”  Mr.  Hink  claims.  They  did 
not  start  out  being  “typed”  or  formu- 
larized  but  served  to  describe  familiar 
problems.  The  trouble  with  today’s  pro- 
grams, he  says,  is  that  they  are  merely 
imitative,  lacking  imagination  to  make 
the  important  themes  seem  real. 

Notwithstanding  the  critics,  Mr. 
Hink  contends,  most  tv  programs  today 
teach  viewers  about  handling  life’s  emo- 
tions and  also  express  “the  cultural  pat- 
tern of  our  time.”  Rather  than  help 
form  national  character,  tv  reflects 
basic  thought  and  living  trends. 

Networks  and  sponsors  are  not 
exempt  from  a responsibility  to  present 
ideas  in  an  honest,  fresh  way,  the  sur- 
vey contends.  But  any  consideration  of 
raising  the  level  of  tv  taste  should  be 
conditioned  by  realization  that  certain 
elements  of  popular  programs  will  con- 
tinue to  have  appeal  for  many  people, 
Mr.  Hink  says. 

Use  Basic  Appeals  ■ He  recommends 
the  (1)  use  of  other  basic  appeals  for 
new  programming  force  and  zest;  (2) 
more  imaginative  use  of  themes,  and 
(3)  more  consideration  should  be  given 
to  expanding  program  frames  when 
subject  matter  warrants  it. 

What  is  needed,  according  to  Mr. 
Hink,  is  the  use  of  present  research  to 
discover  what  type  programs  attract 
particular  audiences.  He  adds:  “If  it 
can  be  shown  that  an  audience,  though 
smaller  in  number,  greatly  influences 


the  potential  of  product  sales  as  the 
result  of  a certain  program,  there  would 
be  concrete  reasons  for  keeping  such 
a program  on  the  air.” 

Advertisers  can  have  as  much  in- 
fluence on  program  inprovement  as 
the  networks,  he  points  out,  and  more 
of  them  are  discovering  that  research 
holds  the  answer  to  their  television 
problems. 

Concludes  Mr.  Hink:  “Qualitative 
research  also  will  foster  a state  of  mu- 
tual respect  between  networks  and 
audience  that,  eventually,  will  start 
television  on  the  way  to  its  most  crea- 
tive potential.” 

Business  briefly 

Time  sales 

Lot'sa  time  ■ Scott  Paper  Co.,  through 
J.  Walter  Thompson,  N.Y.,  has  sched- 
uled a heavy  10  day  saturation  radio 
schedule  over  NBC,  CBS  and  Mutual 
for  its  Cut-Rite  wax  paper.  The  cam- 
paign will  last  from  June  23  through 
July  2 and  is  aimed  at  July  4th  pic- 
nickers. More  than  13,138  commercials 
are  planned  during  the  period. 

Second  sale  ■ General  Mills,  Minneap- 
olis, becomes  the  second  advertiser  to 
sign  for  the  1960  summer  Olympic 
games  on  CBS-TV  (20  hours  during  the 
period  of  Aug.  26-Sept.  12).  The  pur- 
chase of  one-eighth  sponsorship,  via 
Knox  Reeves  Inc.,  follows  P.  Lorillard 
Co.’s  one-quarter  buy. 

Cola  battle  ■ Pepsi-Cola  Co.  with  nine 


metropolitan  New  York  bottling  firms 
participating  last  week  opened  an  eight- 
week  campaign  to  promote  a 25th  an- 
niversary of  Pepsi’s  12-ounce  bottle 
size.  The  New  York  campaign  broke 
as  Coca-Cola  Bottling  Co.  of  N.Y.  was 
prepared  June  27  to  launch  a $100,000 
weekly  advertising  campaign  to  intro- 
duce its  12-ounce  bottle  size  in  New 
York  (Broadcasting,  June  6).  Coca- 
Cola  planned  to  devote  two-thirds  of 
its  budget  to  radio-tv.  Philip  B.  Hiner- 
feld,  Pepsi’s  advertising  vice  president, 
said  radio-tv  would  get  a “fair  share” 
but  that  it  was  not  possible  to  determine 
the  budgets  of  each  of  the  participating 
bottlers.  Coca-Cola’s  agency:  McCann- 
Marschalk,  N.Y.;  Pepsi’s:  BBDO,  N.Y. 

Wax  account  ■ Butcher  Polish  Co., 
Boston,  maker  of  Butcher’s  Boston 
polish  wax,  Green  Strip  self-polishing 
wax  and  White  Diamond  polish,  moves 
today  (June  20)  from  N.W.  Ayer  & Son 
to  Richard  K.  Manoff  Inc.,  N.Y.  The 
$100,000  account,  which  has  been 
broadcast  shy  in  past,  may  go  in  that 
direction  if  it  follows  increased  broad- 
cast interest  of  other  Manoff  accounts. 
Agency  spokesman  said  Friday  that  “ex- 
citing new  things”  are  in  planning 
stages  and  will  be  announced  shortly. 

Mated  ■ Lever  Bros.  Co.  (J.  Walter 
Thompson),  Kimberly-Clark  Corp. 
(Foote,  Cone  & Belding)  and  Brown  & 
Williamson  (Ted  Bates)  will  sponsor 
CBS-TV’s  new  fall  suspense  series, 
Checkmate  (Sat.  8:30-9:30  p.m.  EDT). 
Created  by  Eric  Ambler,  the  series 
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Alfredo  Antonini, 
world  famous 
Resident  Conductor  of 
Tampa  Philharmonic 
Orchestra ; 

Musical  Director  of 
Columbia  Broad- 
casting System. 


Culture,  too, 
flourishes  in 

the  market 

on  the  move! 


TAMPA- 
ST.  PETERSBURG 


Although  the  Tampa  Bay  area  is  known  as 
Florida’s  industrial  hub,  the  esthetic  side  of 
life  is  by  no  means  minimized  in  the  “ market 
on  the  move." 

A typical  example  — the  Tampa  Philhar- 
monic, established  in  1936,  which  numbers 
among  its  guest  artists  the  British  pianist 
Moura  Lympani,  John  Sebastian,  and  famed 
tenor  Jan  Pierce. 

Dominating  this  important  cultural  and  in- 
dustrial center  is  the  station  on  the  move, 
WTVT  — your  most  profitable  buy  in  the 
entire  Southeast! 


SHARE  OF  AUDIENCE 

44.3%  . . . Latest  ARB 
9:00  A.M.  - Midnight 

CHECK  THE  TOP  50  SHOWS! 

ARB  NIELSEN 
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16 
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Station  on  the  move 

WTVT 

TAMPA- ST.  PETERSBURG 
CHANNEL  13 

THE  WKY  TELEVISION  SYSTEM,  INC. 
WKY-TV/WKY-RADIO  • Oklahoma  City 
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derives  its  title  from  a San  Francisco 
investigative  firm,  Checkmate  Inc. 
Stars  are  Tony  George,  Doug  McClure 
and  Sebastian  Cabot.  The  program  will 
be  filmed  by  Revue  Productions  in  Los 
Angeles  and  San  Francisco. 

All-Star  quartet  ■ Sponsors  of  ABC- 
TV’s  sixth  consecutive  telecast  of  the 
College  All-Star  Football  Game,  Aug. 
12,  are:  Carling  Brewing  (Lang,  Fisher 
& Stashower),  Revlon  “Top  Brass”  hair- 
dressing (Grey  Adv.),  Standard  Oil  Co., 
Indiana  (DArcy  Adv.)  and  R.I.  Rey- 
nolds Tobacco  (William  Esty).  A pro- 
motion of  the  Chicago  Tribune  Chari- 
ties Inc.,  the  contest  between  the  Balti- 
more Colts  and  college  players  is  held 
in  Chicago’s  Soldier  Field. 

Adds  $1.5  million  ■ NBC  Radio,  dur- 
ing latter  part  of  May  and  first  week  of 
June  rang  up  a sale  a day  for  17  days, 
making  a total  of  $1.5  million  in  new 
business.  Fifteen  of  the  17  advertisers 
put  part  of  their  ad  budgets  into  net- 
work radio  for  the  first  time  this  year, 
NBC  said.  Included  among  these  are: 
Mobil  Oil  (Compton),  El  Producto 
(Compton);  Lever  Bros.  (Foote,  Cone 
& Belding),  General  Motors’  Oldsmo- 
bile  Div.  (D.P.  Brother),  R.T.  French 
(J.  Walter  Thompson),  American  Tele- 
phone & Telegraph  (N.W.  Ayer),  Gil- 
lette Safety  Razor  (Maxon)  and  Mogen 
David  (Edward  H.  Weiss). 

Takes  to  skates  ■ Top  Value  Enter- 
prises (Top  Value  Trading  Stamps), 
Dayton,.  Ohio,  will  sponsor  its  first 
major  NBCV-TV  telecast,  a special 


entitled  Holiday  on  Ice,  Nov.  17  (Thur. 
7:30-8:30  p.m.  NYT).  The  program 
will  feature  highlights  of  “Holiday  on 
Ice  of  1961,”  starring  Jinx  Clark,  Tom- 
my Collins  and  others:  Agency:  Camp- 
bell Mithun  Inc.,  Minneapolis. 

Spot  radio  launching  ■ Waring  Prod- 
ucts Corp.,  N.Y.,  subsidiary  of  Dy- 
namics Corp.  of  America,  will  use 
radio  spots  in  13  markets  to  introduce 
its  new  product,  “Guardaire”  line  of 
lightweight  electric  air  purifiers,  which 
has  been  assigned  to  Maxwell  Sack- 
heim-Franklin  Bruck  Inc.  Campaign 
also  includes  trade  publications  and 
newspapers  in  the  13  markets  where 
“Guardaire”  will  be  initially  marketed. 
Other  Waring  electrical  housewares 
lines  will  continue  to  be  handled  by 
Fuller  & Smith  & Ross  Inc.,  N.Y. 

Drink  big,  sing  big  ■ Coca-Cola  Bot- 
tling Co.  of  Los  Angeles  last  week 
launched  a saturation  spot  radio  drive 
on  1 1 Southern  California  stations 
placed  by  Murphy  Assoc.,  L.A.  Spots, 
created  by  Freberg  Ltd.,  feature  the 
“Freedle  Family  Singers — 104  voices 
and  a canary,”  grouped  to  promote 
king-size  Cokes  humorously  to  the  lis- 
tening public. 

‘Bud’  on  buying  binge 

Budweiser  beer,  trying  to  consolidate 
leadership  of  premium  brands  in  the 
New  York  market,  has  bought  more 
than  38  late-night  hours  a week  on 
WNBC  New  York  beginning  June  27. 


D’Arcy  Adv.  is  agency  for  the  An- 
heuser-Busch brand.  The  contract  is 
for  52  weeks  and  it  is  estimated  costs 
will  run  $40,000  for  time  and  talent 
each  13-week  cycle.  Budweiser’s  block 
of  time  covers  the  Midnight-6  a.m.  pe- 
riod Monday  through  Saturday  for  Ail 
Night  in  New  York  and  a five-a-week 
show  starring  Guy  Lombardo  week- 
nights. 

Firm  changes  name 

Tv  Commercial  Services,  New  York, 
a tv-radio  production  service  to  agen- 
cies, which  was  formed  last  January 
by  Lyn  Babcock,  is 
now  known  as  Bab- 
cock & Kogan  Inc. 
Edward  Kogan, 
who  has  resigned 
as  director  of  tv 
and  radio  at  Joseph 
Katz  Co.,  an- 
nounced his  co- 
ownership  of  the 
company,  Babcock 
Mr.  Kogan  & Kogan,  located 
at  45  E.  55th  St.,  serves  as  an  adjunct 
to  agencies  in  matters  pertaining  to 
production  of  live,  tape  and  film  com- 
mercials; direction  of  tape  commercials; 
supervision  of  commercials  and  shows, 
and  service  in  other  related  areas. 
Before  joining  Katz,  Mr.  Kogan  was 
executive  producer  and  head  of  the 
New  York  office  of  Edward  H.  Weiss 
& Co.  He  also  has  been  director  and 
associate-producer  at  both  NBC-TV  and 
CBS-TV. 


NETWORK  GROSS  UP  7.3 % IN  APRIL 


Sales  hit  $55.9  million,  ABC-TV  records  23.2%  increase 


Advertisers  spent  nearly  $60  million 
for  network  tv  time  at  gross  rates  in 
April.  Television  Bureau  of  Advertis- 
ing reported  last  week  a total  of  $55.9 
million  or  an  increase  of  7.3%  over 
April  1959. 

In  network  comparisons,  ABC-TV 
billing  increased  by  23.2%  for  a total 
$12,701,240;  CBS-TV  by  2.3%  for 
$22,580,032,  and  NBC-TV  by  4.6% 
for  $20,641,555.  In  the  four  month  pe- 
riod January- April,  the  neworks  com- 
piled a gross  of  $227.8  million,  repre- 
senting a 9.2%  increase  over  1959. 

The  daytime  first-quarter  gross  bill- 
ing “dip”  (Broadcasting,  June  13) 
continued  through  April.  The  drop-off 
there  comes  to  4.1%  (a  decline  of 
9.3%  in  the  high  billing  Monday-Fri- 
day  schedule  but  a notable  spurt  of 
30%  in  the  lower  billing  Saturday-Sun- 
day  program  area) . 

Here  are  the  figures  by  TvB: 


NETWORK  TELEVISION  GROSS  TIME  BILLINGS 
Source:  LNA-BAR 

APRIL  JANUARY-APRIL 


1959 

1960  % Change 

1959 

1960 

% Change 

ABC-TV 

$10,309,263 

$12,701,240  +23.2 

$42,545,832 

$52,125,820 

+22.5 

CBS-TV 

22,077,285 

22,580,032  + 2.3 

88,278,148 

93,078,360 

m + 5.4 

NBC-TV 

19,739,816 

20,641,555  + 4.6 

77,821,812 

82,618,328 

::+.'■+  6.2 

TOTAL 

$52,126,364 

$55,922,827  + 7.3 

$208,645,792  $227,822,508 

+ 9.2 

MONTH  BY  M0NTH- 

-1960 

ABC-TV 

CBS-TV 

NBC-TV 

TOTAL 

January 

$13,260,010 

$23,477,358 

$20,980,897 

$57,718,265 

February 

12,677,110 

22,977,171 

19,923,712 

55,577,993 

March* 

13,487,460 

24,043,799 

21,072,164 

58,603,423 

April 

12,701,240 

22,580,032 

20,641,555 

55,922,827 

* March  1960  figures  revised  as  of  6/6/60. 


LNA-BAR:  Gross  Time  Costs  Only 

NETWORK  TELEVISION  GROSS  TIME  BILLINGS 
by 

DAY  PARTS 


APRIL  JANUARY-APRIL 


1959 

1960 

% Change 

1959 

1960 

’/o  Change 

Daytime 

$17,311,756 

$16,602,945 

— 4.1 

$70,637,306 

$68,639,269 

— 2.8 

Mon.-Fri. 

15,026,661 

13,632,439 

— 9.3 

59,930,635 

55,784,332 

— 6.9 

Sat.-Sun. 

2,285,095 

2,970,506 

+ 30.0 

10,706,671 

12,854,937 

+ 20.1 

Nighttime 

34,814,608 

39,319,882 

+12.9 

138,008,486 

159,183,239 

+ 15.3 

TOTAL 

$52,126,364 

$55,922,827 

+ 7.3 

$208,645,792 

$227,822,508 

+ 9.2 

LNA-BAR: 

Gross  Time  Costs 

Only 
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The 
Carolina 
Triad 
loves 
WLOS-TV 


WLOS-TV  is  number  one  in  the 
Carolina  Triad -in  every  day  part! 

The  Greenville-Asheville-Spartanburg  March 
ARB  shows  WLOS-TV  delivers  an  average  of 
34,000  homes  per  quarter-hour  from  9:00  a.m. 
to  midnight,  Sunday  through  Saturday-108. 6% 
more  homes  than  station  “C”;  21.4%  more 
than  station  "B”!  And  it's  no  wonder  the  Triad 
loves  WLOS-TV  . . . with  the  South's  highest 
tower— bringing  the  top  shows  into  homes  in 
all  62  counties  of  the  Triad.  Your  PGW  Colonel 
has  the  full  story. 

WLOS-TV  a 

Serving  ASHEVILLE- 
GREEN  VI LLE  - SPARTAN  BURG 

^ REPRESENTED  BY  PETERS,  GRIFFIN,  WOODWARD,  INC. 
-jy*.  SOUTHEASTERN  REPRESENTATIVE:  JAMES  S.  AYERS  CO. 


THE  MEDIA 

NBC  RADIO  RUNS  OUT  OF  RED  INK 

Radio  network  shows  profit  for  first  time  in  eight  years 


NBC  Radio  announced  last  week  that 
it  had  emerged  from  eight  years  of  red- 
ink operations  and  is  assured  of  continu- 
ing in  the  black  for  the  rest  of  this 
year. 

The  announcement,  seen  as  a stimu- 
lant for  network  radio,  was  generally 
although  not  entirely  unexpected 
(Broadcasting,  June  6),  and  was  made 
by  William  K.  McDaniel,  NBC  vice 
president  in  charge  of  the  network. 

A general  increase  in  NBC  Radio 
rates  for  participation  announcements 
also  was  disclosed,  although  Mr.  Mc- 
Daniel’s statement  did  not  mention  it 
specifically.  These  rises  apply  to  partici- 
pations in  the  weekend  Monitor  service 
and  in  weekday  programming.  Rates 
for  program  sponsorships,  less  fre- 
quently sold,  have  been  trimmed  some- 
what. 

Coincident  with  the  black-ink  an- 
nouncement, it  was  estimated  unoffi- 
cially that  NBC  Radio  had  lost  $12  mil- 
lion over  the  past  10  years.  It  also  was 
reported  that  business  in  hand  for  the 
rest  of  the  year  would  offset  a slump 
experienced  in  the  first  quarter — a 
slump  which  NBC  authorities  attribute 


to  the  fact  that  they  were  then  launch- 
ing a new  programming  format — so  that 
NBC  Radio  should  break  even,  finan- 
cially, for  the  full  12  months  of  1960. 

NBC  Radio  is  the  second  radio  net- 
work to  see  black  instead  of  red  for 
any  protracted  period  since  television 
achieved  major  stature  in  the  early 
1950s.  CBS  Radio  operated  in  the 
black  during  the  final  quarter  of  1959 
and  the  first  quarter  of  1960  and  has 
hopes  of  achieving  profitability  again 
in  the  second  quarter,  according  to  its 
officials.  Mutual  has  claimed  to  be  out 
of  the  red  for  brief  periods  in  the  past 
few  years. 

Sales  Equal  1959  Total  ■ In  an- 
nouncing NBC  Radio’s  move  across  the 
break-even  point,  Mr.  McDaniel  said: 
“With  as  much  net  business  on  the 
books  as  of  June  1,  1960,  as  the  net- 
work showed  for  the  entire  year  1959, 
the  second,  third  and  fourth  quarters 
of  this  year  are  already  in  the  black — 
the  first  time  we  have  shown  a profit  in 
eight  years.” 

Although  he  did  not  reveal  figures, 
informed  sources  estimated  that  NBC 
Radio’s  net  billings  last  year  totaled 


about  $14  million — and  that  its  loss  foi 
the  year,  on  that  billing,  was  about  $2 
million.  Since  then,  based  on  a reduc- 
tion in  programming  through  its  new 
operational  format  which  went  into  ef- 
fect the  first  of  this  year,  it  has  beer 
estimated  that  the  network’s  program 
costs  have  been  cut  approximately  ini 
half. 

There  also  has  been  a rise  in  some 
rates — the  network’s  five-minute  Newt 
on  the  Hour,  for  example,  used  to  be  1 
described  as  a $4.2  million  package  but  i 
in  Mr.  McDaniel’s  announcement  i; 
called  “a  $5  million  property”  which ; 
“is  already  sold  out  for  the  entire  year.’ 
(See  story  page  58). 

NBC  Radio  officials  say  the  network! 
already  has  put  $14  million  in  business 
(net,  after  discounts)  on  the  books  this 
year.  This  total  includes  $1.5  millior; 
announced  last  week  as  representing  ar 
advertiser  signed  every  day  for  1' 
straight  days. 

Station  Pay  ■ Mr.  McDaniel  saic 
that  along  with  the  network’s  increased 
billings,  “station  compensation  has  in 
creased  in  direct  proportion.”  Thus,  ht 
said,  “our  affiliates  have  benefited  no] 
only  from  the  network’s  improved  prof 
it  position,  but  also  by  virtue  of  tht 
fact  that  under  the  new  programming 
plan  instituted  Jan.  4,  they  have  30  ad  , £ 
ditional  hours  [per  week]  for  local  ant 
national  spot  sales  which  they  did  no  1 
have  in  1959.”  Under  the  programming 
plan,  NBC  Radio  eliminated  entertain  i 
ment  shows  and  concentrates  on  Moni  l | 
tor,  news,  new  analysis,  sports  anc  g 
special  events. 

Mr.  McDaniel  attributed  NBC  Radio’:  if 
brightened  billings  picture  to  the  new 
program  concept,  an  accompanying  im 
provement  in  station  clearances  for  net 
work  time  (now  ranging  between  9‘  tj 
and  98%),  advertiser  acceptance  of  tht 
new  policy  and  “sounder”  price  struc  1 
tures. 

“When  we  launched  the  new  pro 
gramming  the  first  of  this  year  aftei 
extensive  conferences  with  the  Radic 
Affiliates  Executive  Committee  and  th< 
affiliates  in  general,”  he  said,  “we  be 
lieved  we  had  found  a concept  which 
would  give  both  affiliated  stations  am 
advertisers  what  they  wanted  am 
needed. 

Turning  Point  ■ “Beginning  with  tht 
second  quarter  of  1960  we  reached  tht 1 
turning  point  and  began  operations  it 
the  black  for  the  first  time  since  1952 
Later  developments  have  proved  to  ou 
satisfaction  that  we  have  evolved  i 
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$9  million  expansion  ■ This  sleek, 
modern  structure  will  soon  house 
KSTP-AM-TV  Minneapolis-St.  Paul. 
The  $9  million  building  will  triple 
the  present  size  of  the  NBC-affiliated 
station  according  to  Stanley  Hub- 
bard, president  of  the  stations. 

The  project  will  include  expansion 
and  remodeling  of  two  present  struc- 
tures plus  the  erection  of  a 15-story 


tower  with  lobby  and  office  rental 
space.  The  building  will  also  house 
hotel  accommodations. 

Total  office  space  of  the  completed 
project  will  be  140,000  square  feet. 
The  entire  plant  will  be  air-condi- 
tioned, and  parking  space  for  300 
cars  will  be  provided. 

Construction  on  the  first  phase  is 
to  be  completed  by  next  Jan.  1. 
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food  chains 
MUST  be  right 
about 

WDAY-TV! 


Every  important  food  chain  in  Fargo  uses  big 
time  on  WDAY-TV  — on  a year-’round  basis! 

This  does  more  than  confirm  the  judgment  of 
the  large  national  advertisers  who  use  WDAY-TV. 
Because  these  big  local  advertisers  don’t  have  to 
depend  on  ratings,  coverage  maps  or  other  printed 
material  that  may  or  may  not  tell  the  whole  story 
of  any  station’s  effectiveness.  These  local  adver- 
tisers know  their  market  and  its  preferences.  They 
just  simply  can’t  be  wrong. 

PGW  has  all  the  facts.  Ask  your  Colonel ! 


WDAY-TV 

FARGO,  N.  D.  • CHANNEL  6 


Affiliated  with  NBC 

PETERS,  GRIFFIN,  WOODWARD,  Inc. 
Exclusive  National  Representatives 
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Jane  Johnston  speaks  for  Red  Owl  on 
the  Red  Owl  Theatre  on  WDAY-TV 


Bill  Weaver  speaks  for  Super  Valu  in 
their  very  heavy  spot  schedule  on 
WDAY-TV 


4y  Carol  Olson  speaks  for  Fairway-Super 
r Fair  in  the  Phil  Silvers  Show  on 


WDAY-TV 


Glen  Hanson  speaks  for  Piggly  Wiggly 
on  “Bold  Venture”  on  WDAY-TV 


workable  format  for  network  radio  un- 
der which  NBC,  the  affiliated  stations 
and  the  advertisers  can  work  together 
on  a mutually  beneficial  basis. 

“With  over  $5  million  in  net  billing 
already  on  the  books,  the  third  quarter 
will  be  the  biggest  billing  quarter  NBC 
Radio  has  enjoyed  in  the  last  five 
years.” 

He  said  that  in  addition  to  News  on 
the  Hour’s  sold-out  status,  Monitor  will 
exceed  $5.2  million  in  net  billing  be- 
fore the  end  of  the  year.  Introduced  as 
a new  programming  concept — weekend 
“service”  composed  of  a series  of  short 
segments  from  all  over  the  world — 
Monitor  passed  its  fifth  birthday  on  June 
1 2.  NBC  officials  call  it  “one  of  network 
radio’s  most  commercially  successful 
programs.” 

The  17  advertisers  signed  by  NBC 
Radio  in  17  straight  days  during  the 
past  three  weeks,  officials  said,  include 
15  which  are  going  into  network  radio 
for  the  first  time  this  year.  Among  them 
are  Mobil  Oil  (Compton  Adv.),  El 
Producto  (Compton),  Lever  Bros. 
(Foote,  Cone  & Belding),  Oldsmobile 
Div.  of  General  Motors  (D.P.  Brother), 
R.T.  French  (J.  Walter  Thompson), 
AT&T  (N.W.  Ayer),  Gillette  Safety 
Razor  (Maxon)  and  Mogen  David  wine 
(Edward  Weiss). 

New  NBC  Radio  rates 

On  NBC  Radio’s  new  rate  card, 
gross  price  of  a five-minute  segment 
of  Monitor  goes  from  $1,300  to  $1,530, 
and  participations  in  Monitor  rise  from 
$1,150  to  $1,350  for  one  minute,  from 
$850  to  $1,000  for  30  seconds  and 
from  $300  to  $400  for  six  seconds. 
Participations  in  weekday  program- 
ming, formerly  priced  slightly  under 
those  in  Monitor,  are  the  same  as 
Monitor  prices  on  the  new  card. 

Gross  rates  for  sponsored  programs, 
which  may  be  bought  in  any  length 
in  multiples  of  five  minutes,  have 
been  revised  downward  slightly.  For 
instance,  a 10-minute  sponsorship  for- 
merly was  priced  at  $3,302.70,  is  now 
$3,269.37;  a half-hour  was  $7,740,  is 
now  $7,662.50;  an  hour  was  $12,384, 
is  now  $12,260. 

KORN-TV  premieres 

KORN-TV  Mitchell,  S.D.,  went  on 
the  air  as  an  NBC  affiliate  June  12. 

Owner  of  the  new  ch.  5 station, 
which  was  granted  its  construction  per- 
mit in  1957,  is  Raymond  V.  Eppel  who 
also  owns  KORN  Mitchell.  Mr.  Eppel 
is  general  manager  of  the  station  with 
Monk  Johnson  as  sales  chief,  David 
Reau  as  production  manager  and  John 
Doherty  as  chief  engineer.  The  tower 
of  KORN-TV  is  569-ft.  Licensee  is 
Mitchell  Broadcasting  Assn. 


'Sod-busters'  ■ Ground-breaking 
ceremonies  held  June  6 marked 
the  construction  of  new  facilities 
for  WDBJ-TV  Roanoke,  Va.  Con- 
struction of  the  new  $640,000 
center  will  triple  the  space  for  tv 
facilities  and  is  expected  to  be 
completed  early  in  1961.  Pitching 
in  with  the  shovel  are:  (1  to  r) 
John  Harkrader,  manager  and 
vice  president  for  tv;  M.W.  Armi- 
stead  III,  president  of  Times- 
World  Corp.  (owners);  and  Ray 
P.  Jordan,  vice  president  for 
broadcasting. 


Dallas  outlets  get 
$3.5  million  plant 

Construction  has  been  started  by 
WFAA-AM-FM-TV  Dallas  on  its  new 
$3.5  million  broadcasting  center,  ad- 
jacent to  the  building  of  the  parent 
Dallas  Morning  News.  The  new  $1.5 
million  structure  will  be  equipped  with 
some  $2  million  worth  of  Ampex  video 
tape  and  other  technical  facilities,  in- 
cluding a $250,000  mobile  tape  record- 
ing cruiser  to  be  built  by  Ampex. 

Alex  Keese,  managing  director  for 
the  radio-tv  properties,  said  plans  call 
for  completion  of  the  studio  building 
shortly  after  the  first  of  next  year.  The 
vtr  mobile  cruiser,  however,  is  to  go 
into  service  this  fall.  It  will  be  equipped 
with  two  Ampex  vtr  machines,  both 
with  Intersync;  six  Marconi  IV  4 Vi- 
inch  image  orthicon  cameras;  a Gen- 
eral Communications  transistorized 
video  switcher,  and  General  Electric 
transistorized  stereo  audio  facilities. 

The  ultra-modern  studios  also  will 
include  three  Ampex  vtr  recorders,  in- 


cluding one  with  Interswitch  to  facili- 
tate foreign  tape  exchange  where  dif-  1 
ferent  technical  standards  are  involved. 
One  machine  also  will  have  stereo  I , 
audio  facilities  to  permit  tv  program-  l( 
ming  with  stereo  simulcast  on  radio.  I 
Another  six  Marconi  Mark  VI  cameras  j 
will  be  installed,  plus  live  color  studio  H 
facilities  by  GE  and  custom  stereo  : : 
master  control  for  am,  fm  and  tv  ! 
sound.  Five  of  the  new  GE  continuous- 
motion  film  systems  (four  mono-  ; . 
chrome,  one  color)  are  included. 


Measuring  how  much 
media  audiences  spend 


Market  Research  Corp.  of  America, 
New  York,  last  week  announced  a 
new  media  service  which  measures 
how  much  the  audience  of  a magazine, 
newspaper  supplement  or  television  pro- 
gram spends  for  specific  products. 

Curtis  C.  Rogers,  president  of 
MRCA’s  consumer  panel  division,  said 
Friday  (June  17)  at  the  annual  meet- 
ing of  American  Marketing  Assn,  in 
Minneapolis  that  the  company’s  Na- 
tional Consumer  Panel  had  been  re- 
cording tv  viewing  and  publication  ex- 
posure in  addition  to  reporting  weekly 
on  purchases  of  a wide  range  of  con- 
sumer products. 

By  tying  in  media  exposure  with 
product  purchases,  MRCA  is  now  able 
to  extend  media  research  beyond  the 
standard  measurements  of  circulation, 
readership  and  audience  characteristics, 
Mr.  Rogers  said.  The  new  measure- 
ments offer  media  comparisons  on  the 
basis  of  audience  buying  power  in  a 
specific  product  class,  and  can  assist 
the  advertiser  in  selecting  the  combina- 
tion of  media  which  provide  maximum 
unduplicated  sales  potential  for  his 
product. 

Fm  stations  organize 


Fm  Broadcasters  of  Greater  Kansas  I 
City  has  been  formed  as  a division  of  I 
the  city’s  Electric  Assn.  Chris  J.  Stolfa,  I I 
KCMO-FM,  was  elected  chairman.  1 j 
Members  include  the  four  commercial  ijr 
fm  stations  now  operating — KCJC  1] 
(FM),  KCMK  (FM),  KCMO-FM  and  || 
KXTR  (FM);  two  commercial  outlets  jli1 
slated  to  go  on  the  air  in  the  autumn — 1 ' 
WDAF-FM  and  KBKC-FM;  two  edu-  1 1 
cational  stations — KANU  (FM),  U.  of  j||f 
Kansas,  and  KCUR  (FM),  U of  Kansas  III1 
City. 

The  association  will  acquaint  adver- 
tisers and  agencies  with  fm’s  merits  as  J 
a medium  and  inform  the  public  about  jj 
fm’s  technical  and  programming  qual-  | 
ity.  Kansas  City  survey  based  on  2,500 
telephone  interviews  showed  a circula-  j 
tion  of  114,000  fm  homes.  Improved  1 
programming  and  lower-priced  sets 
were  cited  as  factors  in  fm  growth. 
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BEN  FRANKLIN 

could  have  been“The  Mr.  Big”  of  WPT  R 


Because  Ben  wouldn’t  run  "formula  radio”  any  more  than 
he  ran  a formula  publication.  We  believe  his  concept 
(like  that  of  WPTR)  would  be  to  create  the  type  of 
responsible  broadcasting  that  would  serve  its  community 
best.  The  transmission  of  news,  the  intelligent  interpreta- 
tion of  news  and  the  courage  to  take  stand  on  issues  is 
GRASS  ROOTS  RADIO  AT  ITS  BEST.  This  is  WPTR. 

WPTR  originated  "Action  — Central  News” — it  has  a 
minimum  of  48  newscasts  every  day — it  pioneered  "radio 
editorials  ”.  "Public  opinion  polls”  are  among  its  regular 
features.  It  delivers  more  public  service  time  to  its  area 


than  any  other  radio  station  in  this  2,000,000  plus  market. 
People  trust  it. 

Perhaps  it’s  why  WPTR  has  more  local  advertising  than 
the  next  3 stations  combined;  more  total  advertising 
than  the  next  2 stations  in  the  market  put  together. 


50,000 

PEOPLE  WATTS 


ALBANY,  TROY,  SCHENECTADY 

The  Dominant  Station  in  the  market  according  to  Pulse. 
Right  up  there  with  Hooper,  too.  Represented  nationally 
by  Robert  E.  Eastman  & Co.,  Inc. 


JUDGES  DEFER  MEDIA  VERDICT 

Take  no  action  on  radio-tv  court  ban 


The  Illinois  judiciary  apparently 
wants  no  part  of  any  possible  moves  to 
further  fetter  radio  and  television  cov- 
erage of  courtroom  proceedings. 

That  sentiment  was  inherent  in  the 
absence  of  action  taken  by  1 00  supreme, 
appellate  and  circuit  judges  attend- 
ing the  annual  state  judicial  confer- 
ence at  Northwestern  U.’s  law  school 
in  Chicago  June  9-10. 

The  issue  of  whether  Illinois  judges 
should  adopt  their  own  state  canon  to 
limit  broadcast  access  was  not  even 
formally  discussed.  The  apparent  rea- 
sons were  these: 

(1)  Several  judges  are  not  sympa- 
thetic with  Illinois’  proposed  Canon 
32  as  it  now  stands,  for  reasons  of  prin- 
ciple or  because  of  the  pending  Amer- 
ican Bar  Assn.-media  group  study  of 
Canon  35;  (2)  those  who  are  sympa- 
thetic to  further  state  radio-tv  restric- 
tions don’t  feel  the  “climate”  is  right 
because  of  the  current  Chicago  City 
Council  fight  with  local  broadcasters, 
even  though  that  issue  involves  legis- 
lative sessions;  (3)  some  judges  are 
doubtful  that  ABA’s  Canon  35 — wheth- 
er in  its  present  or  potential  modified 
form — even  applies  to  the  Illinois  ju- 
diciary. 

Confusion  ■ No  consideration  of  the 
bar’s  canons  of  judicial  ethics  was  even 
scheduled  during  the  two-day  confer- 


ence. Formal  scheduling  of  the  con- 
troversy was  tabled  because  of  con- 
fusion— or  lack  of  agreement — over 
the  basic  issues  involved. 

The  proposed  canon  would  prohibit 
photographs  during  proceedings  or 
recesses  and  radio  or  tv  coverage  of 
actual  sessions  for  fear  the  proceedings 
might  turn  into  a “performance” — 
inviting  “histrionics,”  distracting  wit- 
nesses, detracting  from  the  court’s  “in- 
dependence” and  creating  “misconcep- 
tions” (Broadcasting,  June  6). 

At  last  year’s  conference,  the  judici- 
ary deferred  adoption  of  Canon  32  be- 
cause of  similar  factors.  The  executive 
committee’s  report  noted  ABA  had 
launched  a study  in  cooperation  with 
media  groups  on  the  whole  problem 
and  that  “these  negotiations  are  deli- 
cately balanced,”  with  possible  ill  ef- 
fects from  a major  state  like  Illinois,  if 
it  should  take  action  of  its  own. 

The  Verdict  ■ The  judges  differed 
widely  on  what  course  of  action  to  take. 
One  opposed  the  proposed  Canon  32  as 
an  “anachronism.”  Another  felt  the 
Illinois  judiciary  should  not  “delay  ac- 
tion” while  ABA  “deliberates,”  while 
others  felt  the  question  would  become 
moot  if  ABA  revised  Canon  35. 

One  judge  questioned  whether  post- 
ponement of  judiciary  action,  pending 
conclusion  of  the  ABA-all  media  proj- 


Historic chambers  ■ Newsmen  from 
WBZ-TV  Boston  (at  left)  are  shown 
as  they  take  part  in  the  first  regular 
session  of  the  Massachusetts  Senate 
open  to  broadcast  equipment  on 
May  31.  Senate  President  John  E. 
Powers  (standing  at  right  of  ros- 
trum) set  the  precedent  when  he 
permitted  sound  film  and  tape  re- 


cording equipment  at  the  session  for 
a reading  of  the  state  supreme  court 
ruling  on  Boston’s  proposed  $200,- 
000,000  Prudential  Center  develop- 
ment. The  only  other  times  equip- 
ment has  been  permitted  at  Senate 
sessions  were  during  special  ad- 
dresses by  the  governor  and  by  visit- 
ing dignitaries. 


Fraud  exposure 

The  disputed  ability  to  illegally 
rig  automatic  voting  machines 
was  laid  to  rest  in  Louisiana  last 
week  when  it  was  demonstrated 
before  a special  inquiry  of  the 
state  legislature  that  the  machines 
could  be  tampered  with,  undetect- 
ed. The  inquiry  was  ordered 
promptly  after  a public  service 
program  aired  May  26  by  WBRZ 
(TV)  Baton  Rouge  presented  a 
mechanic  who  showed  how  the 
machines  could  be  fixed.  On  the 
tv  show,  WBRZ  President  Doug- 
las Manship  challenged  state  offi- 
cials to  investigate.  The  inquiry 
is  still  underway. 


ect  results,  would  “commit  the  confer-  Lji 
ence  to  accept  the  ABA  conclusion.”  fi 
Another  raised  the  question  of  “the  I 
extent  to  which  the  judges  will  be  bound 
to  abide  by  American  Bar  Canon  35  in 
the  interim.”  Replied  another:  It  would  ! 
be  “obligatory  only  to  a limited  degree.” 

ABC  plans  seminars 


ABC-TV  will  hold  a series  of  two- 
day  seminars  in  four  cities  for  adver- 
tising-promotion executives  of  more 
than  95  primary  affiliate  tv  stations  to 
assist  them  in  publicizing,  exploiting, 
advertising  and  promoting  the  1960-61 
network  schedule.  The  meetings  will 
be  held  in  New  York  today  (June  20) 
and  tomorrow;  in  Chicago.  June  23-24; 
in  Dallas,  June  27-28  and  in  Los  An- 
geles, June  30- July  1. 


P 


Strike  hits  WBEE 

WBEE  Harvey,  111.,  was  strikebound 
last  week,  following  action  taken  by 
both  the  Chicago  chapter  of  American 
Federation  of  Tv  and  Radio  Artists 
and  International  Brotherhood  of  Elec- 
trical Workers. 

Supervisory  personnel  has  manned 
the  station  since  both  unions  struck  the 
station  June  9.  A spokesman  for  the 
Rollins  Broadcasting,  Inc.  station  said 
the  dispute  centers  almost  wholly  over 
salaries  and  that  most  demands  of  both 
unions  have  either  been  met  or  nego- 
tiated. AFTRA  had  charged  that  WBEE 
refused  to  inaugurate  a five-day  week  or 
accept  a pension  and  welfare  program. 
WBEE  offered  its  employees  a 40-hour 
week,  according  to  the  station’s  spokes- 
man. 

Keystone  hits  1,100 

Keystone  Broadcasting  System  has 
announced  the  signing  of  its  1,100th 
affiliated  station — KSEO  Durant,  Okla. 
The  station  was  established  in  1947. 
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Ever  Offered  to  Television ! 


PANDORA  AND  THE  FLYING  DUTCHMAN  / Ava  Gardner,  James  Mason 
THE  WARRIORS  / Errol  Flynn,  Joanne  Dru 
NEVER  LOVE  A STRANGER  / John  Drew  Barrymore,  Lita  Milan,  Steve  McQueen 
TONIGHT’S  THE  NIGHT  / David  Niven,  Yvonne  deCarlo,  Barry  Fitzgerald 
SHACK  OUT  ON  lOl  / Frank  Lovejoy,  Terry  Moore,  Keenan  Wynn,  Lee  Marvin 
SEVEN  ANGRY  MEN  / Raymond  Massey,  Debra  Paget,  Jeffrey  Hunter 
ADVENTURES  OF  CAPTAIN  FABIAN  / Errol  Flynn,  Vincent  Price,  Agnes  Moorehead 
HIGHWAY  DRAGNET  / Joan  Bennett,  Richard  Conte 
BOLD  AND  THE  BRAVE  / Mickey  Rooney,  Wendell  Corey 
BULLWHIP  / Guy  Madison,  Rhonda  Fleming 

PLUS  25  OTHERS— Now  Available 

Contact  M & A ALEXANDER  PRODUCTIONS,  INC. 

Hollywood  New  York  City 

6040  Sunset  Blvd.,  HOllywood  4-3414  Larry  Stern,  141  E.  55th  St.,  PLaza  5-526' 
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Star-Studded 


Post  ’50  Feature  Package 


r 

NAB  REVISES  TV,  RADIO  CODES 

Radio  code  opened  to  non-members,  enforcement  clauses  added 


Codes  of  conduct — touching  both 
programming  and  commercial  prac- 
tices— occupied  most  of  the  attention 
of  the  radio  and  tv  board  members  at- 
tending the  semi-annual  meeting  of  the 
NAB  directors  last  week  in  Washington. 

The  radio  board  reconstituted  the  23- 
year-old  radio  standards  of  good  prac- 
tice and  invited  all  broadcasters,  NAB 
members  or  not,  to  adhere. 

The  tv  board  revised  the  tv  code’s 
commercial  station  break  allowances 
and  heard  a strong  warning  about  tv’s 
most  vulnerable  sector,  “sex  and  vio- 
lence”— and  an  equally  strong  defense 
of  what  television  broadcasters  are  do- 
ing about  it. 

Radio  Code  Revamped  ■ The  radio 
board  approved  sweeping  changes  in 
the  radio  code  which,  since  adoption  in 
1947,  has  been  operating  on  an  honor 
system  and  limited  to  NAB  members. 

It  adopted  enforcement  provisions 
and  procedures  and  authorized  the  ap- 
pointment of  a nine-member  radio  code 
review  board.  The  board  will  be  ap- 
pointed by  the  NAB  Policy  Committee 
which  has  been  directing  the  affairs  of 
the  association  since  the  death  of  NAB 
President  Harold  E.  Fellows.  A visual 
symbol  for  radio  code  members  was 
also  adopted. 

The  proposal  for  the  new  radio  code 
provisions  and  its  administration  and 
enforcement  was  made  by  a special 
three-man  NAB  committee.  This  was 
headed  by  Clifford  L.  Gill,  KEZY 
Anaheim,  Calif,  (see  our  respects  to, 


Dub  Rogers 

Tv  Board  chairman 


page  133)  and  included  Frank  Gaither, 
WSB  Atlanta,  Ga.,  and  Cecil  Wood- 
land, WEJL  Scranton,  Pa. 

The  new  radio  code  and  its  organiza- 
tion is  scheduled  to  become  effective 
July  1. 

One-Minute  Cut  ■ The  tv  code  was 
revised  to  reduce,  from  130  seconds  to 
70  seconds,  the  maximum  time  which 
may  be  devoted  to  station  break  spot 
announcements  in  peak  evening  time. 

The  new  commercial  allowance 
which  was  adopted  by  the  tv  board 
will  become  effective  Oct.  30. 

The  tv  board  also  amended  the  tv 
code  to  define  and  limit  opening  and 
closing  sponsor  credits. 

How  the  Tv  Code  Review  Board  is 
attempting  to  meet  “the  problem  of 
sex  and  violence  in  programming”  by 
direct  dealings  with  program  producers 
was  described  by  E.K.  Hartenbower 
(KCMO-TV  Kansas  City,  Mo.),  chair- 
man of  the  Tv  Code  Review  Board. 

In  Hollywood,  Mr.  Hartenbower 
said,  the  code  board  office  has  reviewed 
and  edited  209  tv  scripts  and  74  syn- 
dicated films  other  than  those  handled 
by  the  networks.  The  Hollywood  office 
was  established  last  July  with  Frank 
Morris  as  director. 

“I  emphasize,”  Mr.  Hartenbower 
said,  “that  none  of  these  would  have 
been  checked  for  code  compliance  had 
not  Mr.  Morris’  services  been  available 
to  the  writers  and  producers.  The  three 
network  Hollywood  offices  continue 
their  usual  fine  job  in  this  delicate  and 
important  field  and  have  cooperated 
fully.” 

With  the  expected  increase  in  affiliate 
subscribers  to  the  code  the  editing  load 
will  call  for  increased  personnel  in  the 
Hollywood  office,  Mr.  Hartenbower 
noted.  He  said  that  beginning  early 
next  year  an  executive  assistant  and  a 
secretary  will  be  added  to  the  Holly- 
wood office. 

The  tv  code  board’s  New  York  of- 
fice will  be  opened  sometime  this  sum- 
mer, with  Stockton  Helffrich,  NBC  con- 
tinuity chief,  as  director  (Broadcast- 
ing, June  6),  Mr.  Hartenbower  pointed 
out. 

Sex  and  violence,  Mr.  Hartenbower 
described  as  “the  industry’s  most  vul- 
nerable point  and  one  on  which  we  will 
face  certain  challenges  within  the  next 
several  months.” 

Huge  Monitoring  Job  ■ Scant  at- 
tention has  been  paid  to  the  huge  com- 
mercial monitoring  program,  Mr. 
Hartenbower  said.  Last  year,  he  re- 
ported, 90,000  monitoring  hours  were 
analyzed  by  the  staff.  This  comprised 


740  individual  station  reports,  he  added 
of  which  258 — more  than  one-third — 
indicated  no  code  violations  at  all. 

Mr.  Hartenbower  also  sad  a “stronj  I 
start”  had  been  made  “in  the  matter  o 
bad  taste  and  irritation  in  tv  advertis 
ing  as  well  as  over-commercialization.'  j 
The  review  board,  he  said,  has  notei 
“a  substantial  improvement  in  the  gen 
eral  tone  of  many  commercials.” 

Among  other  highlights,  activities  o 
the  Television  Information  Office  wen  I 
outlined  by  Clair  R.  McCollough  j 
chairman  of  Tv  Information  Commit 
tee  and  of  the  NAB  Policy  Committee 
TIO,  he  reported,  has  a series  of  nev  I 
projects  which  will  get  underway  ir  I 
the  next  few  months.  Among  them 

(1)  Monthly  bulletins  announcing  ii 
advance  educational,  cultural  and  pub  j 
lie  service  programs  telecast  in  nine  on 
the  country’s  largest  cities  to  be  dis  j 
tributed  to  educational  institutions,  re  ; 
ligious  groups  and  civic  organizations; 
This  program  already  has  beei 
launched  in  Chicago  and  Los  Angeles 

(2)  A book,  "In  the  Public  Interest.  . 
At  the  Local  Level”,  will  be  publishec  I 
August  31.  This  is  based  on  a surve; 
of  the  local  public  service  programs  o 
200  tv  stations.  (3)  A cooperative  pro 
gram  with  the  National  Council  o 
Teachers  of  English  on  a book  to  hel]i 
teachers  educate  students  on  how  tc 
use  tv  to  its  best  advantage.  (4)  A 
series  of  15  lectures,  open  to  all  Nev 
York  teachers,  on  “Television  in  To  ; 
day’s  World.” 


Joe  Hartenbower 

Tv  Code  chairman 
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Bostic  heads  NAB  radio  board 


A young  (41),  northwest  area 
radio-tv  broadcaster — who’s  also 
mayor  of  his  city — was  elected  chair- 
man of  the  radio  board  of  directors 
of  the  National  Assn,  of  Broadcast- 
ers last  week. 

He  is  Thomas  C.  Bostic,  president 
of  Cascade  Broadcasting  Co.  and 
mayor  of  Yakima,  Wash.  An  intense 
participant  in  his  hometown  affairs, 
he  appeared  last  week  in  Washing- 
ton wearing  a five-week  beard  and 
a western  tie  celebrating  Yakima’s 
75th  anniversary  (see  picture). 

Mr.  Bostic  was  previously  vice 
chairman  of  the  NAB  radio  board. 
He  succeeds  F.  C.  Sowell,  WLAC 
Nashville,  Tenn.,  as  chairman. 

Chosen  to  succeed  him  as  vice 
chairman  last  week  was  Merrill  Lind- 
say, executive  vice  president  of  Illi- 
nois Broadcasting  Co. 

Mr.  Bostic  is  the  principal  execu- 
tive of  a company  that  operates 
KIMA-AM-TV  Yakima,  KEPR- 
AM-TV  Kennewick-Pasco-Richland, 
KWIQ  Moses  Lake,  KBAS-TV 
Ephrata,  all  Washington,  and 
KLEW-TV  Lewiston,  Idaho. 

He  was  born  in  Weiser,  Idaho,  in 
1919  and  was  graduated  from  the 
U.  of  Washington  in  1941.  He 
worked  for  KBND  Bend,  Ore.,  for 
18  months  before  joining  the  Navy 
as  a pilot  in  World  War  II.  He 
joined  KIM  A in  1945  as  a news 
announcer  and  was  successively  pro- 
moted to  program  director,  national 
sales  manager,  director  of  operations, 
vice  president-general  manager  and 


most  recently,  president.  He  is  mar- 
ried to  the  former  Hallie  Thompson 
of  Yakima.  They  have  one  daughter. 

Mr.  Bostic  served  as  mayor  of 
Yakima  for  one  year  before  being 
re-elected  only  three  weeks  ago  to 
a full  two-year  term.  He  is  a past 
president  of  the  Yakima  Rotary 
Club,  a past  vice  president  of  the 
Yakima  Chamber  of  Commerce  and 
a board  member  of  the  Yakima 
Country  Club.  Among  his  other  affil- 
iations: YMCA,  United  Good 

Neighbors,  Salvation  Army,  Knife 
& Fork  Club. 

Mr.  Lindsay,  who  is  one  of  the 
NAB’s  policy  committee  triumverate, 
was  born  in  Decatur,  111.,  and  was 
graduated  from  Kenyon  College  in 
1933  and  the  Harvard  Business 
School  in  1935.  He  served  two  years 
in  the  business  office  of  the  Decatur 
Herald  and  Review  and  in  1937  be- 
came business  manager  and  then 
general  manager  of  WJBL  (now 
WSOY).  He  was  named  executive 
vice  president  of  WSOY  in  1956. 
During  World  War  II  he  served  in 
Navy  communications  and  radar.  He 
is  married  to  the  former  Margery 
Crawford  of  Decatur.  ■ They  have 
two  daughters. 

Mr.  Lindsay  is  also  a vice  presi- 
dent of  Lindsay-Schaub  Newspapers, 
which  publishes  newspapers  in  the 
state  and  is  also  associated  in  the 
ownership  of  the  WSOY  stations  and 
WVLN-AM-FM  Olney,  WSEI  (FM) 
Effingham  and  owns  20%  of  WCIA 
(TV)  Champaign-Urbana,  all  locat- 


ed in  Illinois. 

Lindsay-Schaub  press  enterprises 
include  five  newspapers  throughout 
Illinois. 


Changing  hands 

ANNOUNCED  ■ The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

■ WDAY-AM-TV  Fargo,  N.D.:  55% 
interest  sold  by  E.C.  Reinecke  and 
wife  to  Forum  Publishing  Co.  ( Fargo 
Forum)  for  $900,000.  Forum  Publish- 
ing Co.  is  headed  by  N.D.  Black  Jr. 
who  with  family  already  owns  45%  of 
WDAY  Inc.  Mr.  Reinecke  holds  a 10% 
interest  in  KCMT  (TV)  Alexandria, 
Minn.,  and  in  KSOO-AM-TV  Sioux 
Falls,  S.D.  Mr.  Reinecke  will  remain  as 
president  and  no  changes  in  personnel 
or  policies  will  take  place,  it  was  an- 
nounced. WDAY  is  5 kw  on  970  kc 
and  is  affiliated  with  NBC.  WDAY- 
TV,  which  began  operating  in  1953, 
is  ch.  6 and  is  affiliated  with  NBC-TV 
and  ABC-TV. 


■ KOBY  San  Francisco,  Calif.:  Sold  by 
David  M.  Segal  to  Sherwood  R.  Gordon 
for  $700,000.  Mr.  Gordon  also  owns 


KSDO  San  Diego  and  KBUZ-AM-FM 
Mesa,  Ariz.  KOBY  is  10  kw  on  1550 
kc.  This  leaves  Mr.  Segal  with  WGVN 
Greenville,  Miss. 

■ WACE  Chicopee,  Mass.:  Sold  by 
John  S.  Begley  and  associates  to  Com- 
monwealth Broadcasting  Co.  for  $250,- 
000.  Principal  Commonwealth  stock- 
holders are  Lazar  Emanuel,  New  York 
attorney;  Blair  Wallicer,  ex-MBS  vice 
president,  and  Paul  Smallen,  New 
York  advertising  man.  Same  group  has 
substantial  interests  in  WEOK  Pough- 
keepsie, N.Y.  WACE  is  1 kw  daytimer 
on  730  kc.  Broker  was  Edwin  Torn- 
berg  & Co. 

h WBNY  Buffalo,  N.Y.:  37.5%  in- 
terest sold  by  Harry  Trenner  to  Straus 
Broadcasting  Co.,  holder  of  remaining 
62.5%,  for  -$175,000.  Mr.  Trenner, 
executive  vice  president  and  general 
manager  of  station,  has  resigned. 
Straus  (Nathan  Straus  and  son,  Peter) 
owns  WMCA  New  York.  Mr.  Trenner 
owns  WFEC  Miami.  The  Straus’  and 


Mr.  Trenner  bought  WBNY  last  Oc- 
tober for  $535,000.  WBNY  is  250  w on 
1400  kc. 

■ KRTN  Raton,  N.Y.:  Sold  by  G. 
Lloyd  Hawkins  to  Jay  Howe  and  Mar- 
vin Schute  for  $95,000.  Messrs.  Howe 
and  Schute  are  engineers  employed  by 
the  U.S.  Army  Corps  of  Engineers  in 
Japan.  Upon  FCC  approval  they  will 
move  to  Raton.  KRTN  is  affiliated 
with  ABC  and  MBS  on  1490  kc  with 
250  w.  Broker  was  Hamilton-Landis  & 
Assoc. 

■ WDAN-TV  Danville,  111.:  Sold  by 
Gannett  Publishing  Co.  to  Plains  Tele- 
vision Corp.  for  $75,000.  Plains  is  a 
combination  of  H.  & E.  Balaban  Corp., 
midwest  theatre  owners,  and  Trans- 
continental Properties  Inc.  (Herbert 
Scheftel,  Alfred  Burger  and  associates). 
Plains  owns  WICS  (TV)  Springfield 
and  WHCU  (TV)  Champaign,  both  111. 
Balaban  group  also  owns  50%  of 
WTVO  (TV)  Rockford,  111.;  50%  of 
WMCN  (TV)  Grand  Rapids,  Mich.; 
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WBMG  Birmingham,  Ala.,  and  holds 
one-third  interest  in  WIL  St.  Louis, 
Mo.;  WRIT  Milwaukee,  Wis.,  and 
KBOX  Dallas,  Tex.  WDAN-TV  began 
operating  on  ch.  24  in  1953  and  is  af- 
filiated wiith  ABC.  The  transaction  in- 
volves only  equipment;  the  new  owners 
will  lease  space  and  facilities  in  the 
WDAN  building  and  tower  at  the  rate 
of  $1,500  per  month. 

APPROVED  ■ The  following  transfers 
of  station  interests  were  among  those 
approved  by  the  FCC  last  week  ( for 
other  commission  activities  see  For 
The  Record,  page  121). 

■ WMBD-AM-FM-TV  Peoria,  111.: 
Sold  by  Charles  C.  Caley  and  John  E. 
Fetzer  (Fetzer  stations)  to  Midwest 
Television  Inc.  (WCIA  [TV]  Cham- 
paign, 111.).  Price  was  $1,850,000  for 
all  assets  with  $225,000  payment  over 
eight  years  to  Mr.  Caley  for  agreement 
not  to  compete  and  to  serve  as  con- 
sultant. Midwest  is  51%  owned  by 
August  C.  Meyer  and  wife.  Among 
other  stockholders  is  WSOY-AM-FM 
Decatur,  111.,  affiliated  with  Lindsay- 
Schaub  newspaper  group’s  Decatur 
Herald  and  Review  and  principals  of 
Champaign  News-Gazette  (WDWS). 
Other  Lindsay-Schaub  broadcast  prop- 
erties are  WVLN-AM-FM  Olney  and 
WSEI  (FM)  Effingham,  both  Illinois. 


Commissioner  John  S.  Cross  dissented. 

■ WIRE  Indianapolis,  Ind.:  Sold  by 
Eugene  Pulliam  interests  to  WIRE 
Broadcasting  Co.  (Joseph  Amaturo, 
president  and  majority  stockholder)  for 
$600,000,  with  over  $200,000  cash 
commitment.  Mr.  Amaturo  has  inter- 
ests in  WFTL  Ft.  Lauderdale,  Fla.,  and 
in  WESO  Southbridge,  Mass. 

■ WNEB  Worcester,  Mass.:  Sold  by 
John  Hurley  to  George  Steffy,  75%, 
and  Harold  Gliddens,  25%,  for  $280,- 
000.  Sale  is  conditioned  that  Mr.  Stef- 
fy sever  his  connection  with  RKO 
General  Inc.  He  is  executive  vice  presi- 
dent of  Yankee  Network  Division  of 
RKO  General  (WNAC-AM-T V Boston). 
Mr.  Gliddens  formerly  owned  WAGM- 
AM-TV  Presque  Isle  and  WABM 
Houlton,  both  Maine,  which  he  sold  in 
1957. 

■ WADK  Newport,  R.I.:  Sold  by  Mil- 
ton  E.  Mitler  to  Arnold  Lerner  and 
Myer  Feldman  for  $100,000  plus 
$36,000  not  to  compete.  Mr.  Feldman, 
a Washington  attorney,  owns  KLAD 
Klamath  Falls,  Ore.  Both  Messrs.  Ler- 
ner and  Feldman  at  one  time  were  part 
owners  of  KOMA  Oklahoma  City  and 
of  KITO  San  Bernardino,  Calif.  Mr. 
Mitler  retains  ownership  of  WYNG 
Warwick,  R.  I. 


MIDWEST 

Fulltime  excellent  facility  with  good 
real  estate.  Top  rated  station  in  a 
top  one  hundred  market.  $125,000 
down  ami  liberal  payout. 

FAR  WEST 

Highly  profitable  fulltimer.  Domi- 
nant station  in  important  growth 
market.  29%  down  and  long-term 
payout. 

VIRGINIA 

Ideal  for  owner-operator  with  $25,- 
000  cash.  Daytimer  in  medium  sized 
market.  Making  small  profit  under 
absentee  ownership  and  improving 
rapidly.  Good  terms  available. 

SOUTH  CENTRAL 

Profitable  fulltimer  in  excellent  small 
market.  Perfect  for  owner-operator. 
29%  down. 

NEGOTIATIONS— FINANCING— APPRAISALS 

t/3lackbumi  & Company  inc. 


$450,000 


$ 350.000 


$ 05.000 


$75,000 


RADIO-TV-NEWSPAPER  BROKERS 

WASHINGTON,  D.  C.:  James  W.  Blackburn— Jack  V.  Harvey— Joseph  M. 
Sitrick — Washington  Building,  Washington,  D.C. — ST  3-4341. 

MIDWEST:  H.  W.  Cassill — William  B.  Ryan — 333  North  Michigan  Avenue — 
Chicago,  Illinois — Financial  6-6460. 

SOUTHERN:  Clifford  B.  Marshall — Stanley  Whitaker — Robert  M.  Baird — 
Healey  Building,  Atlanta,  Georgia — JAckson  5-1576. 

WEST  COAST : Colin  M.  Selph — California  Bank  Building — 9441  Wilshire  Boule- 
vard— Beverly  Hills,  California — CRestview  4-2770. 


Can't  keep  away  ■ Veteran 
broadcaster  Lee  Little  (1),  who 
ostensibly  retired  in  1958  when  he 
sold  his  KTUC  Tucson,  here 
hands  a check  for  $45,000  to 
western  broadcaster  T.J.  Wal- 
lace in  payment  for  the  purchase 
of  KFMM  (FM)  Tucson  (Broad- 
casting, May  23).  Mr.  Little,  ex- 
CBS,  ran  KTUC  for  15  years,  the 
last  three  as  sole  owner.  He  still 
owns  75%  interest  in  the  Muzak 
franchise  in  Tucson  and  51%  of 
the  Muzak  franchise  in  Phoenix. 
Even  after  he  sold  KTUC  Mr. 
Little  continued  to  appear  on  the 
air  one  hour  daily,  five  days  a 
week,  on  the  station. 


■ Media  reports 

MBS  grid  schedule  ■ Mutual  has  ar- 
ranged a schedule  of  ten  college  foot- 
ball games  for  next  season,  including 
nine  service  academy  contests,  featur- 
ing the  Army,  Navy  and  the  Air  Force. 
The  U.  of  Pittsburgh-Penn  State  con- 
test is  set  for  Nov.  19  when  the  service 
academies  hold  mid-term  examinations. 
Mutual  reports  that  38%  of  its  affil- 
iates already  have  cleared  the  schedule, 
which  begins  Sept.  24  and  ends  on 
Nov.  26.  Mutual  sells  half  the  broad- 
casts and  the  local  affiliate  can  sell  the 
other  half. 

Deadline  September  ■ September  is 
the  deadline  for  completion  of  a new 
building  to  house  KTBC-AM-TV  Aus- 
tin, Tex.  Located  at  Tenth  and  Brazos 
in  downtown  Austin,  the  building  will 
provide  the  station  with  nearly  six 
times  the  space  now  available.  A 125- 
seat  auditorium  will  be  available  for 
both  public  and  program  use. 

Station  rebuilds  ■ KEAP  Fresno, 
Calif.,  has  begun  construction  of  a 
new  $27,000  broadcast  headquarters  to 
replace  its  former  studios  destroyed  by 
fire  last  November.  The  station  is  cur- 
rently broadcasting  from  its  transmitter 
location  and  will  move  to  its  new  facili- 
ties in  August. 
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How  to  end  miscues  and 
other  costly  errors 


. . . use  the  RCA  TP-6 
Professional  Film  Projector! 


Now,  in  addition  to  the  regular  quality  points  that  have  made  the  TP-6 
famous,  three  new  features  are  offered.  They  include  Automatic  Cue, 
Rapid  Start,  Magnetic  Stripe  Playback ! 


AUTOMATIC  CUE 


Now  you  can  stop  projectors  at  any  predetermined  film  frame  so  that 
your  next  film  sequence  is  cued  and  ready  for  show  immediately. 


MAGNETIC  STRIPE  PLAYBACK 


RAPID  START 

Rapid  start  feature  provides  sound  stabilization  in  less  than  one  second. 
You  can  activate  projector  start  and  video  switch  buttons  almost 
simultaneously,  thus  eliminating  roll  cues  and  reducing  the  chance 
for  errors. 


RADIO  CORPORATION  of  AMERICA 


Your  RCA  Broadcast 
Representative  has  the 
whole  story.  Or  write 
for  literature, 
RCA,  Dept.  HD-22, 
Bldg.  15-1,  Camden,  N.J. 


Superior  reproduction  of  sound  from  16mm.  films  is  made  possible  by 
adding  a magnetic  sound  system.  Speed  preparation  of  news  films  by 
reducing  process  time  required  between  coverage  and  actual  airing. 
Make  your  own  film  programs  and  commercials,  and  apply  commentary, 
music  and  sound  effects  this  easy  way ! 

You  can  do  all  this  and  gain  the  business  protection  and  efficient  opera- 
tion that  comes  from  the  TP-6’s  well-known  built-in  features  . . . includ- 
ing automatic  projector  lamp  change,  gentle  film  handling,  quick- 
change  exciter  lamp,  superior  picture  and  sound  quality. 


Tmk(s)  (g) 


BROADCAST  AND  TELEVISION  EQUIPMENT 
CAMDEN,  NEW  JERSEY 
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SPECIAL  REPORT 

NOW  TWO  COUNTS  OF  U.S.  TV  HOMES 

■ ARB  and  Nielsen  issue  rival  measurements  for  all  counties 

■ There  are  enough  differences  to  raise  question:  who’s  right 


The  second  set  of  county  figures  on 
television  homes  in  less  than  two  weeks 
is  being  published  today  (June  20), 
raising  not  only  the  obvious  question — 
which  is  more  reliable? — but  also  a 
more  basic  one:  How  important  are 
any  of  them  any  more? 

Among  thoughtful  — and  influential 
— researchers  there  is  a substantial 
body  of  belief  that  television  has 
reached  a size,  and  the  measurement 
of  its  audience  is  being  so  refined,  that 
the  value  of  coverage  studies — in  them- 
selves— is  now  much  diminished  and, 
in  the  most  extreme  view,  may  in  time 
reach  the  point  where  they  are  not 
worth  what  they  cost.  And  what  they 
cost  in  terms  of  total  agency,  advertiser, 
network  and  station  subscriptions  is 
estimated  at  about  $1  million. 

The  consensus  is  more  moderate:  It 
appears  that  coverage  studies  are  by 
no  means  as  important  as  they  used  to 
be,  but  nevertheless  are  the  only  source 
of  information  which  is  still  needed  to 
answer  some  questions  that  still  need 
to  be  answered.  One  suggestion  is  that 
they  could  be  spaced  farther  apart— 


that  certainly  the  industry  doesn’t  need 
two  within  a year,  which  is  what  it  is 
about  to  get. 

American  Research  Bureau,  whose 
county-by-county  set  estimates  are  out 
this  week,  and  A.C.  Nielsen  Co.’s, 
whose  figures  were  released  a week  ago 
(Broadcasting,  June  13) — for  side-by- 
side  comparisons,  see  page  71 — can 
offer  almost  any  number  of  reasons 
why  it  is  not  true  that  coverage  studies 
are  no  longer  extremely  important. 
Both  have  coverage  studies,  of  which 
the  county  figures  are  a part,  coming 
up.  But  among  both  agencies  and  net- 
works they  run  into  some  strong  chal- 
lenges regarding  the  degree  of  impor- 
tance involved. 

Circulation  Figures  ■ County  tv- 
homes  estimates  are  a basic  but  by 
themselves  relatively  minor  component 
of  the  coverage  studies  currently  being 
offered,  ARB  for  delivery  Aug.  1 and 
Nielsen  in  the  summer  of  1961.  In  use 
by  buyers  and  sellers  of  television 
time,  the  more  important  components 
relate  to  the  audience — potential  and 


more  or  less  actual — of  individual  sta- 
tions. But  even  these  have  lost  much 
of  their  former  importance,  in  the 
opinion  of  many  who  use  them. 

One  network,  NBC,  says  it  is  not 
buying  either  the  ARB  or  the  Nielsen 
coverage  service,  and  experts  at  CBS- 
TV  and  ABC-TV — which  have  signed 
for  ARB’s — agree  that  coverage  studies 
are  by  no  means  as  useful  as  they  used 
to  be.  They  disagree  primarily  in  how 
far  they  carry  that  belief.  The  same 
variance  of  opinion  may  be  found 
among  important  agencies,  whether 
their  current  allegiance  is  to  Nielsen, 
to  ARB,  or  uncommitted. 

One  researcher  put  it  this  way:  “The 
closer  television  penetration  comes  to 
100% — it  is  now  87-88% — the  less 
important  coverage  studies  become.” 
Another  said:  “I  think  coverage  studies 
have  just  about  gone  out  of  style.” 

If  they  are  indeed  on  their  way  to 
being  passe,  the  development  of  “area” 
as  opposed  to  “metro”  or  metropolitan 
reports  by  ARB  and  Nielsen  may  be 
given  a large  share  of  the  credit,  or 
blame. 

“We  used  to  have  to  take  the  metro 
reports  and  then  use  some  formula — the 
one  developed  by  Station  Representa- 
tives Assn,  or  one  of  our  own  devising 
— and  apply  it  to  the  coverage  figures 
in  order  to  determine  the  audience  of  a 
station,”  one  research  authority  assert- 
ed. “Now  the  area  reports  take  care  of 
all  that.  We  need  coverage  data  to  re- 
solve problems  in  cases  where  two  or 
more  stations  overlap,  and  for  not 
much  else.” 

Among  networks,  officials  said,  the 
coverage  data  becomes  really  useful  in 
deciding  on  which  stations  to  affiliate 
— “and  how  many  cases  are  there  like 
that?” 

Defense  of  Studies  ■ Nielsen  and 
ARB  maintain  that  such  studies  not 
only  are  important  in  many  ways,  but 
invaluable  in  some.  And  they  can  still 
count  on  important  agency  support  in 
this  contention. 

These  users  of  coverage  data  point 
out  that  they  are  the  only  source  of 
information  as  to  where  a station’s  au- 
dience is  located.  Thus  they  are  valu- 
able in  determining  media  allocations, 
for  example;  in  tailoring  campaign 
plans  to  fit  specific  marketing  situa- 
tions; in  selecting  markets  and  to  some 
extent  in  selecting  stations:  in  establish- 


Agencies  that  have  bought  ARB 


Ten  of  the  top  25  agencies  in 
terms  of  television  billings  and  18 
below  the  top  25  have  signed  for 
American  Research  Bureau’s  upcom- 
ing television  coverage  service,  ac- 
cording to  a list  released  by  ARB 
last  week.  ARB  expressed  confi- 
dence that  most  of  the  other  major 
television  buyers  would  follow  suit 
in  time.  CBS-TV  and  ABC-TV  also 
have  signed. 

Signatories  in  the  top  25  are,  in 
rank  order  of  1959  television  billing, 
McCann-Erickson;  Ted  Bates;  Young 
& Rubicam,  BBDO;  Leo  Burnett; 
William  Esty;  N.W.  Ayer;  Foote, 
Cone  & Belding;  Erwin  Wasey; 
Ruthrauff  & Ryan,  and  D’Arcy. 

J.  Walter  Thompson  Co.,  heaviest 
television  spender  last  year,  heads 
the  list  of  unsigned  agencies.  Oth- 
ers— some  of  whom  have  indicated 
privately  that  they  probably  will 
sign,  some  that  they  probably  will 
wait  for  A.C.  Nielsen  Co.’s  coverage 
study  a year  from  now — are  Benton 
& Bowles;  Dancer,  Fitzgerald,  Sam- 


ple; Compton;  Kenyon  & Eckhardt; 
Lennen  & Newell;  Sullivan,  Stauffer, 
Colwell  & Bayles;  Campbell-Ewald; 
Cunningham  & Walsh;  Geoffrey 
Wade;  Tatham-Laird;  Needham, 
Louis  & Brorby;  Parkson;  Grey,  and 
Norman,  Craig  & Kummel. 

Below  the  top  25.  ARB  said  it  had 
contracts  from  D.P.  Brother;  Flet- 
cher Richards,  .Calkins  & Holden; 
Gordon  Best;  Guild,  Bascom  & Bon- 
figli;  Gardner;  Lambert  & Feasley; 
Lawrence  Gumbinner;  Fitzgerald 
Adv.;  Bozell  & Jacobs;  Richard 
Manoff;  Honig-Cooper  & Harring- 
ton; Frederick  Baker;  Gray  & Rog- 
ers; Miller,  MacKay,  Hoeck  & Har- 
tung;  Johnson  & Lewis;  Walker 
Saussy;  Monroe  Dreher;  and  Tucker 
Wayne. 

Nielsen  started  only  two  weeks 
ago  to  distribute  plans  for  its  new 
coverage  study,  to  be  known  as 
NCS  ’61,  so  that  there  is  as  yet  no 
indication  of  who  will  or  will  not 
sign  for  it.  Among  networks,  NBC 
has  said  it  will  sign  for  neither  ARB’s 
nor  Nielsen’s. 
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; ing  county  patterns  according  to  effec- 
! tive  buying  income;  in  making  cost 
allocations  by  district  where  that  degree 
; of  detail  is  desired.  For  stations  they 
have  other  values,  not  the  least  of 
which  is  help  in  determining  rates. 

A spokesman  for  the  biggest  agency 
spender  in  television  last  year,  J.  Walter 
Thompson  Co.,  cited  such  uses  as  these 
and  said  that,  although  coverage  studies 
today  are  less  important  than  they 
used  to  be,  and  their  costs  may  rise  in 
i relation  to  range  of  usefulness,  he 
doubted  JWT  would  consider  abandon- 
ing them — unless,  of  course,  the  price 
got  completely  out  of  reason. 

Even  if  the  studies  are  no  longer 
valuable  in  as  many  ways  as  they  form- 
erly were,  there  is  no  indication  that  the 
market  for  them  has  vanished.  Nielsen 
j is  just  now  circulating  its  plans  and 
offering  contracts  for  its  so-called  NCS 
’61  (Closed  Circuit,  June  13),  so  ac- 
ceptance of  that  one  cannot  yet  be 
predicted.  But  ARB  has  signed  up  28 
agencies,  including  10  of  the  25  biggest 
tv  spenders  of  1959  (for  list  see  page 
xx),  and  claims  it  has  no  turn-downs 
from  the  others  and  expects  to  wind  up 
with  contracts  from  most  of  them.  ARB 
officials  say  they  have  signed  up  89% 
of  their  agency  “quota”  already. 

While  it’s  too  early  to  say  who  will 
sign  for  NCS  ’61,  Nielsen  authorities 
point  out  that  their  last  coverage  study, 
NBS  No.  3,  had  as  television  clients  24 
of  the  top  25  tv  agencies — all  but 
Parkson — plus  19  other  agencies,  the 
three  networks  and  a large  number  of 
advertisers  and  stations. 

For  Most:  A Choice  ■ Privately,  some 
of  the  “uncommitted”  agencies  say  they 
I lean  toward  Nielsen  coverage  service, 

1 some  toward  ARB.  The  consensus 
seems  to  be  that  a few  will  buy  both 
I but  that  a majority  will  buy  only  one. 
There  are  also  those  who  speculate  that, 
if  ARB's  sells  widely  enough,  Nielsen 
may  find  itself  pushed  for  financial  sup- 
port and,  if  pushed  far  enough,  may 
postpone  its  plans  for  NCS  ’61.  Nielsen, 
i;  however,  says  it  has  every  intention  of 
j going  ahead  with  NCS  ’61  and  has  no 
I doubt  that  support  will  be  forthcoming. 

The  ARB  and  Nielsen  county  figures 
jl  show  many  points  of  difference  at  both 
county  and  state  levels,  although  their 
national  figures  come  out  pretty  much 
the  same  (Nielsen,  covering  the  conti- 
nental U.S.,  says  45.2  million  tv  homes 
for  an  87%  penetration,  while  ARB. 
including  Alaska  and  Hawaii,  esti- 
mates 46,019,980  or  88%  penetration). 

ARB's  figures  - also  show  648  “re- 
versals” or  counties  in  which  ARB  find- 
ings were  lower  than  those  estimated  by 
Advertising  Research  Foundation  and 
the  Nielsen  company  two  years  ago. 

In  state  penetration  estimates  there 
are  some  wide  differences:  For  South 
Dakota,  for  instance,  ARB  puts  the 


figure  at  80%  while  Nielsen  puts  it  at 
68%;  Mississippi  gets  64%  from  Niel- 
sen, 79%  from  ARB;  Rhode  Island 
shows  98%  under  ARB.  93%  under 
Nielsen.  But  five  state  totals  emerge  the 
same  in  both  estimates:  Colorado 

(83%),  Maryland  (90%),  Utah  (89%), 
Virginia  (82%)  and  Wisconsin  (90%). 

County  Swings  ■ Comparisons  by 
county  show  even  more  dramatic  fluc- 
tuations. In  Alabama  alone  there’s  a 
spread  of  22  percentage  points  between 
the  65%  penetration  given  Cullman 
county  by  ARB  and  the  87%  allotted 
it  by  Nielsen. 

There  is  no  pattern  of  differences  at 
either  the  county  or  state  level;  in 
some  cases  ARB’s  are  higher;  in  others, 
Nielsen’s. 

Even  while  ARB’s  estimates  were 
being  prepared,  they  became  involved 
in  a sort  of  backstage  controversy  with 
the  Advertising-  Research  Foundation. 

ARF  Dispute  ■ With  the  financial 
support  of  the  three  tv  networks  plus 
TvB  and  NAB,  ARF  has  overseen  the 
preparation  of — and  lent  its  name  to — 
three  prior  sets  of  county  figures  since 
1955.  But  when  ARB’s  procedures 
were  submitted,  ARF  balked.  Some  of 
ARB’s  arithmetic,  ARF  claimed,  did 
not  meet  ARF  standards  for  accuracy. 

ARB  countered  that  the  foundation’s 
objections  did  not  relate  to  procedures 
but  solely  to  the  fact  that  ARB’s  esti- 
mates showed  some  “reversals,”  or 
county  estimates  lower  than  those 
which  ARF  had  endorsed  in  previous 
years. 

James  Seiler,  ARB  director,  finally 
wrote  ARF  that  he  was  convinced  his 
own  estimates  were  more  realistic  and 
ought  to  be  published  without  masking 
the  reversals  and  that  accordingly  he 
would  go  ahead  and  publish  them. 

In  a letter  dated  May  13  he  said: 
“.  . . discussions  have  foundered  com- 
pletely on  one  basic  point  . . . whether 
or  not  any  reversals  from  your  former 
estimates  that  occur  in  individual  coun- 
ties should  be  shown.  Obviously  when 
wholly  new  interviewing  is  conducted 
from  new  and  complete  sampling,  some 
of  the  results  must  inevitably  show  re- 
versals when  compared  with  data  pro- 
duced from  saturation  estimates  made 
years  ago  utilizing  a variety  of  meth- 
ods. . . . 

“Inasmuch  as  your  committee  ap- 
pears to  be  completely  adamant  on  this 
point,  we  apparently  have  little  choice 
but  to  notify  you  of  our  withdrawal 
from  the  negotiations.  We  feel  very 
strongly  that  adoption  of  the  ARF  pro- 
posal could  only  mean  discarding  much 
of  what  our  survey  data  has  actually 
produced  and,  through  its  use  of  man- 
datory levels,  deprive  the  industry  of 
any  ability  to  calculate  variances  on  a 
realistic  basis. 

“Accordingly  we  plan  to  issue  . . . 


a new  county-by-county  tv  set  count 
based  on  our  actual  interviewing  and 
using  the  formula  we  supplied  you.  We 
honestly  feel  it  will  be  the  best  estimate 
anyone  can  currently  provide,  and  we 
sincerely  hope  it  will  meet  with  your 
approval.  . . .” 

ARF  Managing  Director  A.W.  Leh- 
man replied  in  a letter  dated  May  25 
that  Mr.  Seiler  had  missed  the  point: 
“The  point,”  he  said,  “was  that  ARB 
data  even  when  adjusted  did  not  meet 
ARF  standards  for  publication.”  He 
also  took  exception  to  Mr.  Seiler’s  use 
of  the  word  “negotiations.”  There  had 
been  no  such,  he  declared,  asserting 
that  ARF  had  been  representing  the 
underwriters  in  an  effort  “to  obtain  a 
method  of  estimating  that  would  also 
meet  ARF  criteria,”  and  that  ARB’s 
participation  had  not  been  as  a negotia- 
tor but  as  a guest  of  the  underwriters. 
“The  discussions  ended  when  the  un- 
derwriters decided  that  ARF  services 
were  no  longer  required  by  them,”  Mr. 
Lehman  added. 

Lehman’s  Views  ■ Mr.  Lehman  told 
Broadcasting  that  ARF  probably 
would  have  gone  along  with  the  ARB 
proposals  if  a so-called  “regression 
formula”  could  have  been  developed — 
as  in  past  studies — that  would  produce 
results  within  acceptable  accuracy  lim- 
its. But  following  the  procedures  sug- 
gested by  ARB,  he  maintained,  would 
have  resulted  in  “deviations”  so  “ex- 
tremely wide”  that  ARF  thought  the 
results  “not  sufficiently  accurate  to  pub- 
lish under  the  ARF  name.” 

He  said  ARF  was  “not  so  naive”  as 
to  think  that — if  a satisfactory  formula 
had  been  developed — there  would  have 
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VAST  COVERAGE 
HUGE  AUDIENCE 
LOWEST  RATES 


The  facts  speak  for  themselves  in  Cin- 
cinnati radio.  Nielsen  proves  that  WCKY 
reaches  more  homes  in  one  listening 
period  than  all  other  stations  in  the  mar- 
ket combined  — more  than  a million  dif- 
ferent homes  in  the  Tri-State  area.  Tom 
Welstead  in  New  York  or  AM  radio 
Sales  have  it  in  black-and-white  . . . 
clear  proof  that  WCKY  is  some  buy  for 
Cincinnati  and  the  Ohio  Valley! 


WCKY  RADIO 
50,000  WATTS 
CINCINNATI 


been  no  reversals.  But  the  question  of 
reversals,  he  said,  was  wholly  hypo-  j 
thetical  and  beside  the  point  insofar  as 
ARF’s  consideration  of  the  ARB  plan 
was  concerned. 

Seiler’s  Views  ■ Mr.  Seiler  mean-  j 
while  iterated  that  the  whole  trouble  I 
was  that  ARF  didn’t  want  the  new  fig- 
ures to  show  estimates  lower  than  those 
previously  endorsed  by  ARB.  What 
ARF  was  really  saying  in  talking  about 
correlation  of  figures  “was  that  ours 
don’t  correlate  with  ARF’s  1958  esti- 
mates as  well  as  ARF's  estimates  would  j 
correlate  with  themselves.” 

He  stuck  to  his  contention  that 
ARB’s  estimates  are  the  best  available, 
that  they’re  based  on  field  work  rather 
than  the  assumption  of  “a  fixed  per- 
centage of  growth,”  and  that  the  re-  j 
suits  are  “vastly  superior”  to  estimates  ; 
based  on  formulae  without  field  work. 

Even  among  the  ARF  underwriters 
there  appeared  to  be  a feeling  that 
ARB  had  no  choice  but  to  do  what  it 
did — proceed  with  publication  of  its 
estimates  when  the  impasse  with  ARF 
seemed  impossible  to  resolve.  Some  | 
underwriters  also  expressed  the  private 
opinion  that  ARF  had  been  uncom- 
monly demanding  in  its  approach  to 
the  ARB  work.  They  noted,  too,  that 
two  of  the  three  network-underwriters 
had  signed  for  ARB’s  coverage  serv- 
ice, of  which  county  figures  are  a part. 

There  also  was  a feeling  that  the  dif- 
ferences between  the  ARB  and  Nielsen 
counts,  even  the  reversals  shown  by  | 
ARB,  would  not  have  great  statistical 
significance  on  an  overall  basis.  Others  j 
thought  the  probable  differences  (ARB’s 
had  not  been  generally  circulated  last  j 
week)  should  be  taken  more  seriously.  I 
But  there  was  one  point  of  agreement:  j 

The  best  figures  will  be  those  of  the  j 
Census  Bureau,  available  in  a year. 

In  the  meantime,  the  industry  has 
two  sets  to  choose  from;  for  easy  com- 
parison, they  are  presented  side-by-side  | 
starting  on  page  71. 


The  newest  states 

Trying  to  sell  ice-boxes  in  Alaska 
or  foot-warmers  in  Hawaii?  Amer- 
ican Research  Bureau’s  new  tv-homes 
estimates  give  you  an  idea  of  how 
many  homes  can  get  your  advertis- 
ing messages  by  television  in  those 
areas.  ARB  claims  they’re  the  first 
such  estimates  for  the  two  newest 
states. 

The  ARB  report  estimates  that 
25,100  or  86%  of  the  homes  in  An- 
chorage, Fairbanks  and  Juneau  and 
in  the  immediate  vicinities  of  those 
Alaskan  cities  are  tv-equipped.  Ha- 
waii’s tv-homes  total  is  estimated  at 
134,400  or  85%  of  total  homes.  Full 
report  on  both  states  on  page  88. 
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A Special  Message 
to  Dresser-ldeco 
Guyed  Tower  Owners 


How  to  build  a 
TALLER  TOWER 


and  save  20% 


Now  you  can  raise  your  antenna  height  as  much 
as  750'  and  do  the  job  for  about  20%  less  than  the 
cost  of  building  an  entirely  new  tower. 

A new  Dresser-ldeco  engineering  development 
makes  this  possible.  We’re  now  able  to  use  sections 
of  your  present  guyed  tower,  together  with 
new  sections,  to  create  a taller  tower  at  a consid- 
erable saving.  You  need  never  be  off  the  air  while 
the  height  increase  is  being  made,  and  when  you’re 
through  you’ll  have  a standby  tower  left. 

In  one  case,  for  example,  we  plan  to  increase  a 
1000'  tower  to  1675',  keep  the  station  on  the  air 
throughout  the  change-over,  and  leave  a 400'  stand- 
by tower  in  the  bargain.  The  complete  cost  for 
doing  this  job  is  $59,000  less,  or  20%  less,  than  it 
would  cost  to  build  an  entirely  new  tower. 

For  some  stations,  the  saving  will  be  proportion- 
ately more.  In  almost  no  case  will  it  be  any  less.  The 
exact  amount  will  vary  with  the  height  change, 
wind  load,  and  type  of  antenna  involved. 

In  any  case,  if  you  own  a Dresser-ldeco  guyed 
tower  and  want  all  the  advantages  of  increased 
antenna  height,  this  new  Dresser-ldeco  develop- 
ment is  worth  investigating.  It  won’t  cost  you  a 
penny  to  do  so. 

Let  us  show  you  the  exact  cost  comparison  for 
your  station.  Call  or  write  us  now  . . . Dresser-ldeco 
Company,  Tower  Division,  875  Michigan  Avenue, 
Columbus  15,  Ohio.  (Branch:  8909  South  Vermont 
Ave.,  Los  Angeles  44,  Calif.) 


Dresser-ldeco  Company 


STEP  1 You  ’re  always  on  the  air 
during  change-over  to  a taller  tower. 
Operations  continue  from  present 
tower  and  antenna  while  new  tower 
sections  are  erected  on  new 
foundations. 


STEP  2 Standby  antenna  is 
side-mounted  on  present  tower. 
Operations  switch  to,  and  continue 
from,  this  side-mounted  antenna 
while  top  sections  of  present  tower 
are  dismantled  and  re-erected  on 
top  of  new  tower. 


STEP  3 Antenna  and  lines  are 
erected  on  new  tower.  Station 
switches  to  new  operation.  Standby 
tower  remains  for  future  use. 


Subsidiary  of  GENERAL  TELEPHONE  & ELECTRONICS  W 
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HIGH-POWER  TUBES  FOR  VHF 


Sylvania  High-Power  Tube.  They’re  wizards  at  “finessing” 
time,  stretching  out  tube  life.  Sylvania  Tube  longevity  means 
lower  tube  costs  per  hour  of  operation,  reduced  maintenance 
time  — maximum  assurance  of  on-air  continuity. 


Pick  a winner  from  your  Sylvania  Industrial  Tube  Distribu- 
tor. He  can  deliver  from  one  of  the  widest  lines  of  high-power 
tubes  available— tubes  for  AM,  FM,  VHF,  and  UHF.  Ask  him, 
too,  for  your  copy  of  the  informative  “Sylvania  Industrial 
Tubes”  booklet.  Or,  write  Electronic  Tubes  Division,  Sylvania 
Electric  Products  Inc.,  Dept.  125, 1100  Main  Street,  Buffalo,  N.  Y 


TRIODES 

TETRODES 

Type 

Max.  Plate 

Max. 

Type 

Max.  Plate 

Max. 

Dissipation 

Freq. 

Dissipation 

Freq. 

(Watts) 

(Me) 

(Watts) 

(Me) 

357B 

400 

100 

4-125A 

125 

120 

5530 

3,000 

110 

4-250A 

250 

110 

5541 

10,000 

110 

4-1000A 

1,000 

110 

5681 

75,000 

110 

4x500A 

500 

120 

5736 

2,500 

60 

6166 

10,000 

60 

6256 

5,000 

110 

7007 

10,000 

220 

6257 

5,000 

110 

6258 

3,000 

110 

TV  HOMES:  THE  ARB 


AND  NIELSEN  VERSIONS 


The  buyers  and  sellers  of  television 
time  now  have  two  different  sets  of 
figures  to  measure  the  same  thing — the 
percentage  of  television  penetration  and 
number  of  television  homes  in  each 
county  in  the  U.S. 

Both  sets  of  figures  bear  the  same 
date — January  1960 — but  they  vary 
dramatically  in  some  counties,  and  they 
were  obtained  by  different  means. 

The  American  Research  Bureau’s, 
being  released  today  (June  20),  are 
based  on  a minimum  of  about  200  tele- 
phone interviews  per  county  except  in 
the  case  of  counties  to  be  “clustered,” 
in  which  case  the  minimum  was  100 


interviews  per  county  (“clustered”  coun- 
ties are  adjacent  and  homogeneous 
counties  first  totaled  in  groups  of  two 
each).  ARB  says  the  homes  were  se- 
lected carefully  to  make  the  sample 
representative,  and  that  the  number  of 
interviews  throughout  the  U.S.  totaled 
almost  500,000. 

Regional  television  estimates  of  the 
U.S.  Census  Bureau,  plus  updated  tele- 
phone ownership  estimates  from  AT&T, 
were  then  applied  to  eliminate  differ- 
ences in  tv  penetration  as  between  tele- 
phone and  non-telephone  homes  and 
produce  the  results  reprinted  below. 

The  Nielsen  estimates,  released  a 


week  earlier  (Broadcasting,  June  13), 
represent  a second  updating  of  the  base 
figures  published  in  the  Nielsen  com- 
pany’s Nielsen  Coverage  Study  No.  3 
in  1958.  Television  growth  patterns, 
based  on  information  compiled  “in  the 
maintenance  and  recruiting  of  thou- 
sands of  homes  for  Nielsen  research 
operations,”  were  applied  to  former 
non-owners  of  television,  county  by 
county,  to  make  current  estimates. 

Both  ARB  and  Nielsen  use  Sales 
Management  estimates  of  total  homes. 

Here,  for  the  convenience  of  Broad- 
casting readers,  the  ARB  and  Nielsen 
estimates  are  reproduced  side  by  side. 


ALABAMA 

Total 

Nielsen  % 

Nielsen 

ARB  % 

ARB 

Yuma 

14,100 

74 

10,360 

77 

10,800 

State  Total 

357,200 

83 

297,940 

81 

288,300 

County 

Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

4,100 

57 

2,320 

70 

2,900 

ARKANSAS 

Baldwin 

12,600 

82 

10,300 

64 

8,100 

Arkansas 

5,300 

74 

3,920 

75 

4,000 

Barbour 

6,400 

55 

3,500 

65 

4,200 

Ashley 

5,900 

65 

3,860 

75 

4,400 

Bibb 

3,600 

64 

2,300 

58 

2,100 

Baxter 

2,300 

52 

1,200 

65 

1,500 

Blount 

6,900 

75 

5,210 

61 

4,200 

Benton 

10,200 

63 

6,450 

62 

6,300 

Bullock 

3,200 

59 

1,890 

56 

1,800 

Boone 

4,000 

63 

2,500 

76 

3,000 

Butler 

5,700 

61 

3,470 

66 

3,700 

Bradley 

3,100 

62 

1,930 

66 

2,100 

Calhoun 

25,100 

80 

20,070 

75 

18,800 

Calhoun 

1,300 

63 

810 

69 

900 

9,300 

6,440 

56 

5,200 

Carroll 

3,200 

59 

1,870 

66 

2,100 

4,000 

71 

2,830 

77 

3,100 

Chicot 

5,300 

65 

3,470 

73 

3,900 

Chilton 

6,700 

65 

4,380 

64 

4,300 

Clark 

5,100 

66 

3,370 

77 

3,900 

Choctaw 

4,300 

54 

2,330 

75 

3,200 

Clay 

5,700 

63 

3,580 

71 

4,000 

Clarke 

5,900 

56 

3,310 

61 

3,600 

Cleburne 

2,000 

53 

1,050 

70 

1,400 

Clay 

3,200 

62 

1,970 

62 

2,000 

Cleveland 

1,600 

62 

1,000 

64 

1,000 

Cleburne 

2,800 

71 

1,980 

57 

1,600 

Columbia 

6,800 

65 

4,440 

82 

5,600 

Coffee 

9,600 

60 

5,790 

64 

6,100 

Conway 

3,600 

66 

2,370 

71 

2,600 

Colbert 

12,100 

58 

7,000 

69 

8,300 

Craighead 

11,800 

81 

9,570 

76 

9,000 

Conecuh 

4,200 

57 

2,390 

56 

2,300 

Crawford 

5,900 

61 

3,580 

68 

4,000 

Coosa 

2,000 

61 

1,230 

56 

1,100 

Crittenden 

11,600 

77 

8,980 

70 

8,100 

Covington 

9,300 

60 

5,590 

64 

5,900 

Cross 

4,700 

69 

3,240 

69 

3,200 

3,600 

63 

2,270 

61 

2,200 

Dallas 

3,000 

66 

1,990 

69 

2,100 

Cullman 

12,000 

87 

10,470 

65 

7,800 

Desha 

5,300 

61 

3,250 

73 

3,900 

Dale 

5,900 

61 

3,610 

60 

3,500 

Drew 

3,500 

64 

2,240 

75 

2,600 

Dallas 

14,400 

66 

9,500 

69 

9,900 

Faulkner 

5,800 

68 

3,930 

78 

4,500 

De  Kalb 

11,300 

64 

7,240 

70 

7,900 

Franklin 

2,400 

59 

1,420 

50 

1,200 

Elmore 

6,600 

69 

4,520 

62 

4,100 

Fulton 

2,000 

60 

1,200 

53 

1,100 

Escambia 

7,800 

5,360 

69 

5,400 

Garland 

14,700 

78 

11,420 

76 

11,100 

Etowah 

27,200 

79 

21,610 

71 

19,200 

Grant 

2,200 

64 

1,410 

74 

1,600 

Fayette 

4,100 

62 

2,560 

58 

2,400 

Greene 

6,300 

63 

3,960 

70 

4,400 

Franklin 

5,900 

63 

3,690 

57 

3,400 

Hempstead 

4,800 

61 

2,940 

66 

3,200 

Geneva 

6,000 

54 

3,230 

59 

3,600 

Hot  Spring 

5,900 

64 

3,790 

67 

3,900 

Greene 

3,200 

52 

1,680 

69 

2,200 

Howard 

2,400 

70 

1,670 

69 

1,700 

Hale 

4,300 

53 

2,260 

45 

1,900 

Independence 

5,800 

66 

3,820 

72 

4,200 

Henry 

4,100 

57 

2,350 

66 

2,700 

Izard 

2,100 

53 

1,110 

62 

1,300 

Houston 

14,400 

70 

10,100 

72 

10,400 

Jackson 

7,400 

66 

4,870 

71 

5,200 

Jackson 

8,800 

66 

5,760 

62 

5,500 

Jefferson 

23,600 

73 

17,290 

75 

17,800 

Jefferson 

179,500 

90 

161,390 

80 

144,200 

Johnson 

3,600 

60 

2,150 

62 

2,200 

Lamar 

3,800 

66 

2,500 

57 

2,200 

Lafayette 

2,700 

61 

1,650 

71 

1,900 

Lauderdale 

16,500 

59 

9,650 

70 

11,500 

Lawrence 

4,300 

68 

2,930 

55 

2,400 

Lawrence 

6,300 

64 

4,060 

57 

3,600 

Lee 

4,600 

68 

3,110 

62 

2,800 

Lee 

11,200 

68 

7,620 

68 

7,600 

Lincoln 

3,200 

64 

2,040 

67 

2,100 

Limestone 

9,400 

66 

6,200 

57 

5,400 

Little  River 

2,400 

70 

1,670 

74 

1,800 

Lowndes 

3,000 

56 

1,690 

55 

1,600 

Logan 

3,800 

59 

2,240 

59 

2,200 

Macon 

4,900 

62 

3,060 

61 

3,000 

Lonoke 

5,700 

74 

4,230 

75 

4,300 

Madison 

27,800 

67 

18,560 

71 

19,800 

Madison 

2,700 

59 

1,580 

51 

1,400 

Marengo 

6,700 

58 

3,860 

59 

4,000 

Marion 

1,300 

57 

740 

53 

700 

Marion 

6,000 

59 

3,540 

63 

3,800 

Miller 

9,700 

85 

8,240 

78 

7,600 

Marshall 

13,100 

70 

9,140 

73 

9,600 

Mississippi 

17,200 

79 

13,560 

75 

12,900 

Mobile 

78,200 

88 

69,030 

77 

60,200 

Monroe 

4,000 

68 

2,700 

59 

2,400 

Monroe 

5,700 

54 

3,090 

64 

3,600 

Montgomery 

1,500 

61 

920 

66 

1,000 

Montgomery 

46,400 

87 

40,300 

75 

34,800 

Nevada 

2,300 

66 

1,520 

67 

1,500 

Morgan 

14,500 

79 

11,410 

66 

9,600 

Newton 

1,300 

59 

760 

65 

800 

Perry 

3,900 

64 

2,500 

52 

2,000 

Ouachita 

8,200 

67 

5,490 

75 

6,100 

Pickens 

5,100 

58 

2,970 

63 

3,200 

Perry 

1,300 

70 

910 

66 

900 

Pike 

7,000 

63 

4,410 

64 

4,500 

Phillips 

11,900 

69 

8,260 

66 

7,800 

Randolph 

5,000 

64 

3,190 

65 

3,300 

Pike 

2,000 

61 

1,220 

64 

1,300 

Russell 

11,600 

74 

8,620 

70 

8,200 

Poinsett 

6,900 

78 

5,380 

69 

4,800 

Saint  Clair 

6,000 

76 

4,530 

67 

4,000 

Polk 

3,100 

61 

1,890 

69 

2,100 

Shelby 

8,200 

86 

7,060 

66 

5,400 

Pope 

6,100 

60 

3,650 

64 

3,900 

Sumter 

3,900 

57 

2,240 

52 

2,000 

Prairie 

2,800 

74 

2,080 

66 

1,800 

Talladega 

16,400 

81 

13,270 

76 

12,400 

Pulaski 

78,100 

82 

64,320 

80 

62,700 

Tallapoosa 

8,700 

69 

5,990 

69 

6,000 

Randolph 

3,000 

60 

1,800 

64 

1,900 

Tuscaloosa 

25,500 

80 

20,400 

65 

1 6,500 

St.  Francis 

8,700 

73 

6,360 

67 

5,900 

Walker 

13,000 

88 

11,410 

72 

9,300 

Saline 

6,900 

70 

4,820 

79 

5,500 

Washington 

2,600 

54 

1,410 

61 

1,600 

Scott 

1,800 

59 

1,060 

61 

1,100 

Wilcox 

4,500 

54 

2,430 

55 

2,500 

Searcy 

2,400 

56 

1,340 

62 

1,500 

Winston 

3,600 

61 

2,190 

63 

2,300 

Sebastian 

18,500 

84 

15,630 

80 

14,900 

State  Total 

838,600 

76 

638,230 

71 

592,300 

Sevier 

Sharp 

2,400 

1,700 

69 

53 

1,660 

900 

78 

60 

1,900 

1,000 

ARIZONA 

Stone 

1,600 

52 

840 

64 

1,000 

Union 

13,900 

73 

10,090 

79 

11,000 

Apache 

6,100 

46 

2,810 

47 

2,800 

Van  Buren 

1,900 

66 

1,250 

68 

D300 

Cochise 

11,600 

62 

7,140 

70 

8,100 

Washington 

14,900 

68 

10,100 

63 

9,400 

Coconino 

9,300 

52 

4,860 

74 

6,900 

White 

10,500 

69 

7,270 

68 

7,200 

Gila 

6,700 

66 

4,390 

76 

*5,100 

Woodruff 

3,500 

2,410 

82 

2,900 

Graham 

3,300 

58 

1,910 

66 

2,200 

Yell 

3,100 

59 

1,830 

80 

2,500 

Greenlee 

Maricopa 

3,100 

182,800 

58 

91 

1,800 

165,930 

70 

84 

2,200 

154,200 

State  Total 

482,100 

71 

344,100 

72 

349,200 

Mohave 

2,100 

46 

960 

66 

1,400 

CALIFORNIA 

Navajo 

9,500 

47 

4,420 

66 

6,300 

Pima 

80,500 

90 

72,490 

85 

68,100 

Alameda 

293,600 

90 

264,240 

91 

266,300 

Pinal 

17,300 

86 

14,890 

75 

1 3,000 

Alpine 

100 

66 

70 

68 

70 

Santa  Cruz 

3,400 

61 

2,070 

66 

2,300 

Amador 

2,900 

71 

2,050 

85 

2,500 

Yavapai 

7,400 

53 

3,910 

67 

4,900 

Butte 

25,300 

81 

20,550 

84 

21,200 
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Down  thru  the  centuries,  the  masks 
of  comedy  and  tragedy  have  been 
portrayed  in  many  ways — laughing 
and  crying  their  symbolic  meanings 
of  man’s  experiences  with  life. 

And  now  the  stage  is  set  for  a mid- 
twentieth-century version  of  these 
masks  . . . the  Crosley  Broadcasting 
version  . .•  . symbolic  of  the  WLW 
Stations’  service  to  man  in  lighter 
moments  and  in  darker  hours — thru 
the  modern  medium  of  Television 
and  Radio. 

This  includes  service  in  entertain- 
ment . . . education  . . . religion  . . . 
public  interests  . . . news  and  safety 
. . . health  and  medicine  . . . civic, 
state,  and  national  affairs  . . . and  in 
many  more  ways. 

In  its  37  years,  the  Crosley  Broad- 
casting Corporation  has  held  as  its 
first  principle  that  the  operation  of 
a Television  or  Radio  Station  must 
go  far  beyond  the  terms  of  its  fran- 
chise— that  it  must  contribute  maxi- 
mum service  to  the  community  in 
every  possible  form. 

This  is  our  pride  and  our  privilege 
. . . thus  only — does  the  curtain  rise. 


WLW-D 

television 


Crosley  Broadcasting  Corporation, 
-a  division  of  AvGG 
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County 

Total 

Homes 

Nielsen  % 
Tv  Homes 

Nielsen 
Tv  Homes 

ARB  % 
Tv  Homes 

ARB 

Tv  Homes 

Calaveras 

3,000 

71 

2,130 

80 

2,400 

Colusa 

3,200 

71 

2,280 

85 

2,700 

114,400 

91 

104,340 

99 

113,800 

Del  Norte 

7,300 

61 

4,480 

5,380 

81 

5,900 

Eldorado 

7,600 

71 

78 

5,900 

107,100 

87 

93,010 

93 

100,000 

4,000 

71 

2,830 

89 

3,600 

31,000 

84 

26,150 

85 

26,400 

18,800 

74 

13,980 

77 

14,400 

4,300 

55 

2,360 

69 

3,000 

Kern 

82,500 

88 

72,620 

95 

78,000 

13,600 

89 

12,140 

81 

11,100 

Lake 

4,000 

71 

2,840 

71 

2,800 

Lassen 

4,300 

57 

2,470 

68 

2,900 

Los  Angeles 

1,988,600 

92 

1,838,360 

95 

1,880,800 

11,600 

88 

10,260 

81 

9,400 

43,100 

89 

38,230 

92 

39,700 

Mariposa 

1,400 

71 

990 

80 

1,100 

14,500 

66 

9,550 

74 

10,700 

^pcced 

26,300 

83 

21,900 

85 

22,300 

2,300 

57 

1,320 

70 

1,600 

800 

70 

560 

78 

620 

55,400 

87 

48,150 

82 

45,500 

18,500 

72  . 

13,270 

84 

15,500 

5,800 

68 

3,920 

66 

3,800 

Orange 

231,400 

92 

212,750 

94 

218,100 

Placer 

15,600 

83 

12,940 

82 

12,800 

3,000 

71 

2,120 

77 

2,300 

Riverside 

91,500 

85 

78,210 

91 

83,200 

146,600 

89 

131,130 

95 

138,900 

4,500 

77 

3,450 

85 

3,800 

152,300 

89 

135,300 

90 

137,300 

290,200 

91 

264,840 

95 

275,100 

275,000 

91 

248,900 

241,000 

74,000 

89 

65,510 

93 

68,900 

San  Luis  Obispo  24,100 

77 

18,670 

84 

20,200 

130,200 

92 

119,710 

98 

127,300 

47,400 

86 

40,970 

85 

40,200 

188,600 

90 

169,020 

94 

176,900 

27,600 

87 

23,930 

87 

24,000 

16,500 

69 

11,400 

84 

13,900 

600 

67 

400 

74 

440 

9,600 

64 

6,110 

80 

7,700 

36,700 

89 

32,480 

96 

35,400 

48,400 

86 

41,840 

84 

40,600 

45,300 

84 

38,180 

84 

38,300 

Sutter 

9,400 

72 

6,800 

77 

7,200 

7,500 

75 

5,610 

80 

6,000 

2,900 

75 

2,170 

67 

1,900 

44,100 

88 

38,650 

85 

37,500 

4,700 

71 

3,320 

78 

3,700 

Ventura 

53,000 

91 

48,180 

88 

46,700 

Yolo 

17,400 

75 

13,020 

80 

14,000 

Yuba 

7,900 

69 

5,440 

89 

7,000 

State  Total 

4,9 01,300 

90 

4,401,480 

92 

4,524,270 

COLORADO 

Adams 

23,400 

94 

22,010 

79 

18,600 

Alamosa 

2,400 

47 

1,140 

76 

1,800 

Arapahoe 

31,500 

89 

28,170 

91 

28,600 

Archuleta 

800 

52 

420 

70 

560 

Baca 

1,700 

51 

860 

60 

1,000 

Bent 

2,200 

51 

1,120 

65 

1,400 

Boulder 

19,500 

90 

17,540 

89 

17,400 

Chaffee 

2,500 

63 

1,570 

76 

1,900 

Cheyenne 

800 

50 

400 

57 

460 

Clear  Creek 

1,000 

69 

690 

77 

800 

Conejos 

2,000 

47 

950 

77 

1,500 

Costilla 

1,000 

54 

540 

65 

600 

Crowley 

1,000 

70 

700 

81 

800 

Custer 

300 

66 

200 

55 

170 

Delta 

4,800 

61 

2,940 

66 

3,200 

Denver 

170,600 

92 

157,770 

90 

152,800 

Dolores 

600 

55 

330 

63 

380 

Douglas 

1,200 

66 

790 

86 

1,000 

Eagle 

1,000 

60 

600 

45 

500 

Elbert 

900 

65 

580 

73 

660 

El  Paso 

35,800 

84 

29,900 

86 

30,900 

Fremont 

5,000 

66 

3,300 

78 

3,900 

Garfield 

4,000 

45 

1,810 

59 

2,400 

Gilpin 

300 

70 

210 

79 

240 

Grand 

1,300 

59 

770 

57 

700 

Gunnison 

1,700 

47 

800 

64 

1,100 

Hinsdale 

200 

50 

100 

77 

150 

Huerfano 

2,400 

53 

1,280 

61 

1,500 

Jackson 

700 

59 

420 

66 

460 

Jefferson 

34,200 

92 

31,310 

76 

25,900 

Kiowa 

700 

51 

350 

52 

360 

Kit  Carson 

2,400 

50 

1,200 

55 

1,300 

Lake 

2,300 

63 

1,450 

61 

1,400 

La  Plata 

5,000 

54 

2,720 

78 

3,900 

Larimer 

16,000 

87 

13,930 

86 

13,800 

Las  Animas 

7,000 

54 

3,750 

61 

4,300 

Lincoln 

1,400 

65 

910 

67 

900 

Logan 

5,300 

75 

3,960 

80 

4,200 

Mesa 

16,400 

74 

12,200 

80 

13,100 

Mineral 

200 

52 

100 

48 

100 

Moffat 

1,800 

47 

850 

58 

1,000 

Montezuma 

4,200 

54 

2,280 

68 

2,900 

Montrose 

5,100 

59 

3,030 

80 

4,100 

Morgan 

6,000 

77 

4,640 

92 

5,500 

Otero 

7,800 

70 

5,460 

78 

6,100 

Ouray 

700 

59 

420 

64 

450 

Park 

400 

62 

250 

69 

280 

Phillips 

1,200 

51 

610 

77 

900 

Pitkin 

1,300 

48 

620 

73 

1,000 

Prowers 

4,100 

51 

2,090 

56 

2,300 

Pueblo 

32,400 

84 

27,060 

87 

28,100 

Rio  Blanco 

1,300 

45 

590 

51 

700 

Rio  Grande 

3,000 

48 

1,430 

53 

1,600 

Routt 

2,100 

47 

1,000 

40 

800 

Saguache 

1,000 

48 

480 

71 

700 

San  Juan 

300 

56 

170 

76 

230 

San  Miguel 

800 

60 

480 

72 

580 

Sedgwick 

1,400 

52 

720 

85. 

1,200 

Summit 

500 

59 

300 

71 

360 

Teller 

700 

63 

440 

74 

520 

Washington 

2,200 

72 

1,580 

72 

1,600 

Weld 

21,600 

91 

19,590 

84 

18,200 

Yuma 

3,200 

51 

1,640 

68 

2,200 

State  Total 

514,600 

83 

425,520 

83 

426,060 

CONNECTICUT 

Fairfield 

185,500 

93 

171,940 

97 

179,100 

Hartford 

191,900 

93 

177,600 

94 

180,500 

Litchfield 

33,400 

93 

30,930 

91 

30,600 

Middlesex 

23,200 

93 

21,470 

90 

21,000 

New  Haven 

184,900 

93 

171,660 

96 

178,100 

New  London 

52,200 

92 

48,160 

96 

49,900 

Tolland 

16,200 

92 

14,950 

86 

13,900 

Windham 

20,400 

92 

18,840 

90 

18,300 

State  Total 

707,700 

93 

655,550 

95 

671,400 

DELAWARE 

Kent 

17,800 

91 

16,170 

92 

16,300 

New  Castle 

87,600 

93 

81,090 

96 

83,700 

Sussex 

21,500 

91 

19,590 

82 

17,700 

State  Total 

126,900 

92 

116,850 

93 

117,700 

DISTRICT  OF  COLUMBIA 

Dis.  of  Col. 

243,500 

92 

223,900 

87 

212,600 

FLORIDA 

Alachua 

19,700 

69 

13,520 

72 

14,300 

Baker 

1,300 

80 

1,040 

76 

1,000 

Bay 

18,200 

77 

14,000 

81 

14,700 

Bradford 

3,300 

79 

2,620 

74 

2,400 

Brevard 

33,500 

73 

24,530 

86 

28,800 

Broward 

91,700 

90 

82,640 

91 

83,100 

Calhoun 

2,100 

62 

1,300 

66 

1,400 

Charlotte 

3,200 

72 

2,310 

82 

2,600 

Citrus 

2,100 

58 

1,220 

73 

1,500 

Clay 

4,800 

77 

3,720 

81 

3,900 

Collier 

5,800 

72 

4,190 

72 

4,200 

Columbia 

5,200 

64 

3,330 

78 

4,000 

Dade 

281,500 

91 

255,100 

90 

254,000 

De  Soto 

2,900 

58 

1,690 

79 

2,300 

Dixie 

1,000 

62 

620 

73 

700 

Duval 

127,400 

87 

111,450 

88 

112,200 

Escambia 

47,300 

83 

39,070 

82 

38,800 

Flagler 

1,800 

73 

1,320 

84 

1,500 

Franklin 

2,000 

47 

930 

64 

1,300 

Gadsden 

10,800 

60 

6,430 

71 

7,700 

Gilchrist 

700 

63 

440 

69 

480 

800 

63 

500 

74 

590 

Gulf 

2,900 

62 

1,800 

82 

2,400 

Hamilton 

2,100 

64 

1,340 

70 

1,500 

Hardee 

3,800 

58 

2,220 

79 

3,000 

Hendry 

2,100 

63 

1,320 

79 

1,700 

Hernando 

3,000 

58 

1,750 

81 

2,400 

Highlands 

6,200 

63 

3,890 

81 

5,000 

Hillsborough 

120,800 

88 

106,280 

90 

108,600 

Holmes 

3,100 

57 

1,780 

64 

2,000 

Indian  River 

7,100 

61 

4,320 

77 

5,500 

Jackson 

9,400 

58 

5,470 

72 

6,800 

Jefferson 

2,600 

57 

1,470 

74 

1,900 

Lafayette 

700 

62 

430 

63 

440 

Lake 

16,600 

74 

12,220 

82 

13,500 

Lee 

14,300 

72 

10,290 

82 

11,800 

20,000 

56 

11,220 

76 

15,300 

Levy 

3,000 

58 

1,750 

62 

1,900 

Liberty 

800 

45 

360 

61 

490 

Madison 

3,500 

57 

1,990 

74 

2,600 

Manatee 

19,300 

80 

15,470 

88 

17,000 

Marion 

14,900 

66 

9,860 

84 

12,500 

Martin 

4,800 

61 

2,930 

82 

4,000 

Monroe 

16,400 

75 

12,320 

90 

14,700 

Nassau 

4,000 

81 

3,230 

83 

3,300 

Okaloosa 

16,700 

69 

11,550 

81 

13,600 

Okeechobee 

1,400 

68 

960 

80 

1,100 

Orange 

82,800 

86 

71,140 

89 

73,800 

Osceola 

6,100 

68 

4,140 

84 

5,100 

Palm  Beach 

79,000 

86 

67,900 

85 

66,800 

Pasco 

10,100 

61 

6,200 

76 

7,700 

Pinellas 

116,000 

85 

98,750 

85 

99,000 

Polk 

56,600 

79 

44,680 

80 

45,400 

Putnam 

9,300 

73 

6,770 

82 

7,600 

St.  Johns 

9,700 

77 

7,500 

85 

8,300 

St.  Lucie 

9,700 

61 

5,920 

82 

8,000 

Santa  Rosa 

7,000 

69 

4,840 

76 

5,300 

Sarasota 

22,100 

66 

14,540 

89 

19,700 

Seminole 

13,500 

65 

8,790 

87 

11,800 

Sumter 

3,300 

61 

2,020 

78 

2,600 

Suwannee 

3,700 

64 

2,370 

76 

2,800 

Taylor 

4,100 

57 

2,340 

76 

3,100 

Union 

1,100 

80 

880 

74 

800 

Volusia 

39,300 

66 

25,930 

84 

33,100 

Wakulla 

1,400 

47 

660 

69 

1,000 

Walton 

4,100 

57 

2,340 

72 

2,900 

Washington 

3,000 

51 

1,540 

58 

1,700 

State  Total 

1,448,500 

81 

1,177,440 

86 

1,241,000 

GEORGIA 

Appling 

3,000 

56 

1,690 

57 

1,700 

Atkinson 

1,500 

57 

850 

54 

800 

Bacon 

2,300 

74 

1,700 

63 

1,400 

Baker 

1,200 

56 

670 

71 

900 

Baldwin 

5,300 

62 

3,280 

73 

3,900 

Banks 

1,500 

75 

1,130 

71 

1,100 

Barrow 

3,500 

76 

2,650 

73 

2,500 

Bartow 

6,600 

88 

5,830 

82 

5,400 

Ben  Hill 

3,600 

57 

2,030 

56 

2,000 

3,200 

57 

1,830 

65 

2,100 

Bibb 

40,000 

80 

31,890 

88 

35,100 

Bleckley 

2,200 

66 

1,450 

79 

1,700 

Brantley 

1,400 

58 

810 

58 

800 

Brooks 

3,600 

48 

1,750 

68 

2,400 

Bryan 

1,000 

64 

640 

74 

700 

Bulloch 

6,200 

61 

3,750 

87 

5,400 

Burke 

5,800 

60 

3,490 

70 

4,100 

Butts 

2,400 

81 

1,940 

72 

1,700 

Calhoun 

2,900 

57 

1,650 

68 

2,000 

2,000 

73 

1,450 

76 

1,500 

Candler 

1,900 

59 

1,130 

77 

1,500 

Carroll 

9,600 

87 

8,380 

73 

7,000 

Catoosa 

4,800 

80 

3,860 

77 

3,700 

Charlton 

1,300 

73 

950 

74 

1,000 

Chatham 

53,900 

87 

46,730 

88 

47,300 

Chattahoochee 

2,400 

76 

1,820 

80 

1,900 

74  (SPECIAL  REPORT) 
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Total 

Nielsen  % 

Nielsen 

ARB  % 

ARB 

County 

Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Chattooga 

5,400 

79 

4,260 

80 

4,300 

Cherokee 

5,300 

83 

4,400 

80 

4,200 

Clarke 

10,900 

77 

8,440 

84 

9,100 

Clay 

1,100 

62 

680 

65 

700 

Clayton 

12,600 

90 

11,350 

84 

10,500 

Clinch 

1,600 

60 

970 

70 

1,100 

Cobb 

29,900 

92 

27,530 

91 

27,100 

Coffee 

6,500 

57 

3,720 

73 

4,700 

Colquitt 

8,400 

65 

5,430 

73 

6,200 

Columbia 

2,300 

79 

1,820 

80 

1,800 

Cook 

3,000 

48 

1,450 

67 

2,000 

Coweta 

7,400 

77 

5,680 

86 

6,400 

Crawford 

1,300 

67 

870 

68 

900 

Crisp 

4,600 

66 

3,040 

73 

3,400 

Dade 

1,800 

79 

1,420 

63 

1,100 

Dawson 

900 

82 

740 

74 

670 

Decatur 

7,100 

54 

3,810 

80 

5,700 

De  Kalb 

64,400 

91 

58,770 

89 

57,100 

Dodge 

3,800 

66 

2,520 

69 

2,600 

Dooly 

2,900 

66 

1,920 

83 

2,000 

Dougherty 

16,500 

78 

12,890 

13,800 

Douglas 

3,200 

87 

2,800 

82 

2,600 

Early 

3,200 

54 

1,720 

70 

2,200 

Echols 

500 

60 

300 

75 

380 

Effingham 

1,900 

60 

1,150 

76 

1,400 

Elbert 

4,300 

75 

3,240 

77 

3,300 

Emanuel 

4,400 

55 

2,420 

3,000 

1,700 

64 

1,080 

81 

1,400 

Fannin 

3,500 

63 

2,210 

65 

2,300 

Fayette 

1,300 

90 

1,180 

70 

900 

Floyd 

18,500 

82 

15,220 

85 

15,600 

Forsyth 

3,000 

83 

2,480 

74 

2,200 

Franklin 

3,100 

75 

2,320 

77 

2,400 

Fulton 

163,700 

91 

148,820 

91 

149,400 

Gilmer 

2,200 

80 

1,770 

62 

1,400 

Glascock 

500 

72 

360 

67 

340 

Glynn 

10,500 

75 

7,860 

80 

8,400 

Gordon 

4,800 

80 

3,860 

77 

3,700 

Grady 

4,800 

54 

2,570 

75 

3,600 

Greene 

2,600 

64 

1,670 

65 

1,700 

Gwinnett 

9,400 

81 

7,610 

8,300 

Habersham 

4,500 

72 

3,240 

73 

3,300 

Hall 

11,700 

91 

10,610 

81 

9,400 

Hancock 

2,100 

62 

1,300 

70 

1,500 

Haralson 

3,300 

87 

2,890 

82 

2,700 

Harris 

2,700 

72 

1,950 

60 

1,600 

Hart 

3,700 

76 

2,800 

73 

2,700 

Heard 

1,500 

77 

1,160 

67 

1,000 

Henry 

3,900 

86 

3,360 

80 

3,100 

Houston 

9,100 

79 

7,200 

87 

7,900 

Irwin 

2,500 

57 

1,420 

64 

1,600 

Jackson 

4,300 

76 

3,260 

74 

3,200 

Jasper 

1,400 

75 

1,040 

74 

1,000 

Jeff  Davis 

3,200 

56 

1,800 

53 

1,700 

Jefferson 

4,200 

72 

3,020 

68 

2,800 

Jenkins 

2,500 

60 

1,510 

74 

1,900 

Johnson 

2,200 

59 

1,290 

62 

1,400 

Jones 

1,800 

62 

1,110 

71 

1,300 

Lamar 

2,500 

81 

2,020 

77 

1,900 

Lanier 

1,400 

60 

840 

66 

900 

Laurens 

7,700 

74 

5,680 

73 

5,600 

Lee 

1,500 

64 

960 

71 

1,100 

Liberty 

2,600 

64 

1,660 

74 

1,900 

Lincoln 

1,200 

74 

890 

75 

900 

Long 

900 

57 

510 

71 

640 

Lowndes 

13,100 

62 

8,140 

78 

10,200 

Lumpkin 

1,400 

63 

880 

63 

900 

Me  Duffie 

3,100 

79 

2,450 

77 

2,400 

Me  Intosh 

1,600 

64 

1,020 

64 

1,000 

Macon 

3,000 

66 

1,990 

63 

1,900 

Madison 

2,500 

75 

1,870 

65 

1,600 

Marion 

1,400 

66 

930 

73 

1,000 

Meriwether 

5,500 

74 

4,080 

68 

3,800 

Miller 

1,800 

54 

960 

62 

1,100 

Mitchell 

5,500 

54 

2,950 

72 

4,000 

Monroe 

2,600 

81 

2,100 

82 

2,100 

Montgomery 

1,600 

55 

890 

59 

900 

Morgan 

2,600 

74 

1,930 

72 

1,900 

Murray 

2,600 

80 

2,090 

64 

1,700 

Muscogee 

42,800 

90 

38,710 

86 

36,700 

Newton 

4,600 

86 

3,970 

79 

3,600 

Oconee 

1,500 

75 

1,120 

70 

1,000 

Oglethorpe 

1,900 

64 

1,210 

68 

1,300 

Paulding 

2,900 

87 

2,530 

77 

2,200 

Peach 

3,100 

66 

2,060 

72 

2,200 

Pickens 

2,200 

83 

1,830 

68 

1,500 

Pierce 

2,400 

58 

1,390 

77 

1,800 

Pike 

1,600 

74 

1,190 

76 

1,200 

Polk 

8,400 

87 

7,350 

78 

6,500 

Pulaski 

2,100 

66 

1,390 

75 

1,600 

Putnam 

1,700 

62 

1,050 

75 

1,300 

Quitman 

400 

63 

250 

70 

280 

Rabun 

1,700 

72 

1,230 

74 

1,300 

Randolph 

2,800 

63 

1,750 

69 

1,900 

Richmond 

41,900 

84 

35,150 

87 

36,400 

Rockdale 

2,200 

86 

1,900 

78 

1,700 

Schley 

900 

67 

600 

70 

630 

Screven 

4,400 

60 

2,640 

76 

3,400 

Seminole 

2,000 

54 

1,080 

78 

1,600 

Spalding 

8,600 

91 

7,860 

87 

7,500 

Stephens 

4,400 

72 

3,180 

79 

3,500 

Stewart 

1,800 

66 

1,200 

63 

1,100 

Sumter 

5,600 

64 

3,590 

73 

4,100 

Talbot 

1,900 

72 

1,370 

70 

1,300 

Taliaferro 

900 

73 

660 

66 

590 

Tattnall 

3,700 

59 

2,180 

70 

2,600 

Taylor 

2,100 

66 

1,390 

70 

1,500 

Telfair 

2,900 

57 

1,640 

64 

1,900 

Terrell 

3,200 

64 

2,060 

65 

2,100 

Thomas 

9,800 

65 

6,330 

79 

7,700 

Tift 

6,200 

57 

3,560 

69 

4,300 

Toombs 

3,700 

59 

2,180 

68 

2,500 

Towns 

1,100 

63 

690 

61 

700 

Treutlen 

1,400 

55 

770 

62 

900 

Troup 

12,600 

81 

10,260 

85 

10,700 

Turner 

2,500 

57 

1,430 

73 

1,800 

Twiggs 

1,500 

58 

880 

74 

1,100 

Union 

1,700 

63 

1,070 

74 

1,300 

Upson 

6,200 

72 

4,480 

83 

5,100 

Walker 

10,200 

80 

8,160 

90 

9,100 
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Walton 

4,900 

74 

3,610 

75 

3,700 

Ware 

9,300 

76 

7,060 

87 

8,000 

Warren 

1,900 

72 

1,370 

63 

1,200 

Washington 

6,700 

58 

3,920 

63 

4,200 

Wayne 

4,000 

57 

2,270 

70 

2,800 

Webster 

700 

67 

470 

70 

490 

Wheeler 

1,100 

57 

630 

52 

600 

White 

1,700 

63 

1,060 

71 

1,200 

Whitfield 

10,700 

89 

9,540 

82 

8,800 

Wilcox 

2,200 

66 

1,450 

72 

1,600 

Wilkes 

2,800 

73 

2,050 

70 

2,000 

Wilkinson 

2,100 

59 

1,230 

77 

1,600 

Worth 

4,200 

57 

2,400 

67 

2,800 

State  Total 

1,024,400 

79 

809,900 

81 

833,520 

IDAHO 

Ada 

27,000 

89 

24,050 

86 

23,300 

Adams 

900 

64 

570 

62 

560 

Bannock 

13,600 

82 

11,100 

87 

1 1 ,800 

Bear  Lake 

1,800 

68 

1,220 

87 

1,600 

Benewah 

1,400 

85 

1,180 

80 

1,100 

Bingham 

7,500 

79 

5,940 

85 

6,400 

Blaine 

1,400 

66 

920 

81 

1,100 

Boise 

400 

68 

270 

77 

310 

Bonner 

4,500 

83 

3,730 

77 

3,500 

Bonneville 

11,900 

87 

10,320 

89 

10,600 

Boundary 

1,500 

82 

1,240 

62 

900 

Butte 

800 

66 

520 

80 

640 

Camas 

200 

66 

130 

72 

140 

Canyon 

18,100 

76 

13,770 

83 

15,000 

Caribou 

1,800 

68 

1,220 

79 

1,400 

Cassia 

4,000 

67 

2,670 

81 

3,300 

Clark 

200 

83 

170 

87 

170 

Clearwater 

2,100 

75 

1,570 

73 

1,500 

Custer 

900 

52 

460 

66 

590 

Elmore 

3,000 

77 

2,310 

75 

2,200 

Franklin 

2,300 

67 

1,540 

78 

1,800 

Fremont 

2,100 

82 

1,720 

87 

1,800 

Gem 

2,500 

68 

1,710 

86 

2,200 

Gooding 

2,700 

66 

1,790 

79 

2,100 

Idaho 

3,200 

60 

1,910 

71 

2,300 

Jefferson 

2,600 

82 

2,130 

85 

2,200 

Jerome 

3,100 

67 

2,060 

88 

2,700 

Kootenai 

9,200 

85 

7,800 

86 

7,900 

Latah 

7,000 

69 

4,840 

80 

5,600 

Lemhi 

1,900 

51 

960 

58 

1,100 

Lewis 

1,200 

69 

830 

77 

900 

Lincoln 

1,000 

66 

660 

81 

800 

Madison 

2,300 

82 

1,890 

83 

1,900 

Minidoka 

2,500 

67 

1,670 

86 

2,100 

Nez  Perce 

7,600 

69 

5,250 

83 

6,300 

Oneida 

800 

67 

530 

81 

650 

Owyhee 

1,700 

77 

1,310 

87 

1,500 

Payette 

3,500 

68 

2,390 

78 

2,700 

Power 

900 

67 

600 

87 

780 

Shoshone 

6,200 

72 

4,450 

84 

5,20Q 

Teton 

700 

82 

580 

87 

610 

Twin  Falls 

14,100 

69 

9,780 

84 

11,800 

Valley 

1,100 

64 

700 

86 

900 

Washington 

2,400 

68 

1,640 

77 

1,800 

State  Total 

185,600 

77 

142,100 

83 

153,750 

ILLINOIS 

Adams 

21,200 

92 

19,590 

88 

18,700 

Alexander 

6,400 

81 

5,200 

78 

5,000 

Bond 

4,300 

90 

3,890 

77 

3,300 

Boone 

5,300 

84 

4,480 

87 

4,600 

2,300 

89 

2,050 

80 

1,900 

Bureau 

12,800 

91 

11,640 

86 

11,100 

Calhoun 

2,000 

89 

1,780 

71 

1,400 

Carroll 

6,400 

88 

5,620 

88 

5,600 

Cass 

4,400 

89 

3,910 

82 

3,600 

Champaign 

34,200 

91 

31,170 

78 

26,600 

Christian 

12,800 

90 

11,480 

89 

11,400 

Clark 

5,600 

85 

4,750 

82 

4,600 

Clay 

5,800 

75 

4,370 

76 

4,400 

Clinton 

6,400 

91 

5,800 

81 

5,200 

Coles 

13,700 

87 

11,920 

90 

12,300 

Cook 

1,596,900 

93 

1,488,570 

94 

1,506,300 

Crawford 

6,700 

85 

5,690 

85 

5,700 

Cumberland 

3,400 

85 

2,880 

66 

2,300 

De  Kalb 

15,100 

93 

13,970 

92 

13,800 

De  Witt 

5,600 

86 

4,840 

80 

4,500 

Douglas 

6,400 

85 

5,440 

87 

5,500 

Du  Page 

86,700 

93 

81,000 

95 

82,700 

Edgar 

7,800 

85 

6,630 

86 

6,700 

Edwards 

2,500 

77 

1,920 

75 

1,900 

Effingham 

6,900 

86 

5,910 

79 

5,500 

Fayette 

7,300 

86 

6,250 

74 

5,400 

Ford 

5,100 

89 

4,560 

94 

4,800 

14,800 

81 

12,020 

73 

10,800 

Fulton 

15,700 

91 

14,280 

83 

13,000 

Gallatin 

2,300 

75 

1,730 

76 

1,700 

Greene 

6,200 

89 

5,510 

83 

5,100 

Grundy 

6,600 

91 

6,030 

84 

5,500 

Hamilton 

.3,700 

75 

2,770 

68 

2,500 

Hancock 

8,700 

87 

7,550 

87 

7,600 

Hardin 

1,800 

77 

1,380 

74 

1,300 

Henderson' 

2,600 

91 

2,360 

85 

2,200 

Henry 

16,100 

94 

15,070 

85 

13,700 

Iroquois 

11,200 

86 

9,660 

83 

9,300 

Jackson 

13,100 

87 

11,460 

81 

10,600 

Jasper 

4,200 

85  - 

3,570 

73 

3,100 

Jefferson 

11,900 

84 

10,020 

75 

9,000 

Jersey 

5,300 

89 

4,710 

76 

4,000 

Jo  Daviess 

7,000 

88 

6,140 

83 

5,800 

Johnson 

2,800 

79 

2,210 

71 

2,000 

54,400 

94. 

51,240 

99 

53,600 

Kankakee 

23,800 

93 

22,060 

91 

21,700 

Kendall 

4,500 

91 

4,120 

92 

4,100 

Knox 

18,700 

92 

17,270 

86 

16,100 

Lake 

74,000 

95 

70,230 

97 

71,400 

La  Salle 

35,100 

86 

30,180 

94 

32,900 

Lawrence 

6,000 

81 

4,880 

76 

4,600 

Lee 

10,600 

87 

9,250 

85 

9,000 

Livingston 

13,700 

87 

11,870 

80 

10,900 

Logan 

9,200 

92 

8,430 

81 

7,500 

McDonough 

9,800 

87 

8,500 

82 

8,100 

McHenry 

21,700 

93 

20,140 

99 

21,500 

McLean 

28,300 

87 

24,630 

87 

24,600 

Macon' 

37,100 

90 

33,520 

95 

35,100 

75 


Total 

Nielsen  % 

Nielsen 

ARB  % 

ARB 

County 

Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Macoupin 

14,500 

91 

13,190 

82 

1 1 ,900 

Madison 

69,900 

92 

64,390 

93 

64,900 

Marion 

13,700 

90 

12,350 

85 

11,600 

Marshall 

4,300 

86 

3,680 

84 

3,600 

Mason 

5,200 

83 

4,340 

81 

4,200 

Massac 

6,200 

78 

4,870 

76 

4,700 

Menard 

2,900 

83 

2,420 

85 

2,500 

Mercer 

5,800 

91 

5,250 

89 

5,200 

Monroe 

4,800 

91 

4,380 

90 

4,300 

Montgomery 

10,600 

87 

9,190 

89 

9,400 

Morgan 

11,000 

9,670 

79 

8,700 

Moultrie 

4,300 

86 

3,700 

80 

3,400 

Ogle 

12,100 

87 

10,510 

89 

10,800 

Peoria 

62,300 

93 

57,750 

92 

57,600 

Perry 

6,500 

86 

5,580 

81 

5,300 

Piatt 

5,300 

86 

4,580 

89 

4,700 

Pike 

7,500 

89 

6,650 

76 

5,700 

Pope 

1,600 

79 

1,260 

68 

1,100 

Pulaski 

3,700 

81 

3,010 

72 

2,700 

Putnam 

1,300 

85 

1,110 

81 

1,100 

Randolph 

8,800 

92 

8,110 

82 

7,200 

Richland 

5,900 

77 

4,530 

74 

4,400 

Rock  Island 

48,900 

94 

45,850 

94 

46,200 

St.  Clair 

75,200 

93 

70,090 

91 

68,600 

Saline 

9,500 

87 

8,230 

84 

8,000 

Sangamon 

47,100 

89 

41 ,870 

88 

41,200 

Schuyler 

3,200 

89 

2,830 

80 

2,600 

Scott 

2,300 

89 

2,040 

76 

1,700 

Shelby 

8,300 

86 

7,130 

84 

7,000 

Stark 

2,600 

86 

2,230 

87 

2,300 

Stephenson 

14,400 

92 

13,230 

85 

12,200 

Tazewell 

29,000 

94 

27,130 

92 

26,500 

Union 

5,300 

81 

4,310 

74 

3,900 

Vermilion' 

31,800 

88 

27,890 

84 

26,800 

Wabash 

4,300 

81 

3,500 

80 

3,400 

Warren 

8,300 

90 

7,500 

86 

7,100 

Washington 

4,700 

86 

4,030 

71 

3,300 

Wayne 

6,500 

75 

4,900 

67 

4,300 

White 

6,900 

75 

5,180 

81 

5,600 

Whiteside 

17,700 

93 

16,500 

91 

16,100 

Will 

51,400 

93 

47,810 

92 

47,100 

Williamson 

15,900 

85 

13,570 

79 

12,600 

Winnebago 

62,000 

91 

56,700 

94 

58,500 

Woodford 

8,200 

86 

7,030 

80 

6,500 

State  Total 

3,106,600 

92 

2,848,170 

91 

2,839,600 

INDIANA 

Adams 

6,900 

88 

6,090 

87 

6,000 

Allen 

71,100 

93 

65,900 

92 

65,500 

Bartholomew 

14,800 

93 

13,780 

87 

12,800 

Benton 

3,400 

89 

3,040 

84 

2,800 

Blackford 

4,500 

84 

3,760 

83 

3,700 

Boone 

9,200 

93 

8,510 

91 

8,400 

Brown 

2,200 

85 

1,880 

70 

1,500 

Carroll 

5,700 

86 

4,880 

83 

4,700 

Cass 

12,200 

92 

11,230 

76 

9,300 

Clark 

19,900 

93 

18,410 

91 

18,100 

Clay 

8,400 

84 

7,080 

82 

6,900 

Clinton 

10,300 

91 

9,390 

80 

8,200 

Crawford 

2,700 

84 

2,270 

71 

1,900 

Daviess 

8,200 

85 

6,970 

76 

6,200 

Dearborn 

8,300 

93 

7,710 

81 

6,800 

Decatur 

6,000 

90 

5,370 

84 

5,000 

DeKalb 

9,300 

91 

8,490 

91 

8,500 

Delaware 

34,300 

92 

31,550 

93 

31,700 

Dubois 

7,300 

83 

6,040 

85 

6,200 

Elkhart 

31,700 

88 

27,780 

77 

24,300 

Fayette 

7,500 

89 

6,660 

87 

6,500 

Floyd 

16,100 

93 

15,010 

92 

14,900 

Fountain 

6,600 

88 

5,830 

86 

5,700 

Franklin 

4,700 

89 

4,170 

72 

3,400 

Fulton 

5,100 

4,530 

71 

3,600 

Gibson' 

10,100 

86 

8,650 

81 

8,200 

Grant 

23,300 

92 

21,440 

80 

18,700 

Greene 

9,000 

91 

8,190 

81 

7,300 

Hamilton 

11,100 

93 

10,300 

89 

9,900 

Hancock 

9,500 

92 

8,710 

86 

8,100 

Harrison 

5,700 

86 

4,900 

71 

4,100 

Hendricks 

12,200 

91 

11,040 

91 

11,100 

Henry 

15,800 

89 

14,070 

87 

13,700 

Howard 

20,200 

93 

18,800 

91 

18,400 

Huntington 

10,800 

87 

9,380 

90 

9,700 

Jackson 

9,300 

86 

7,960 

86 

8,000 

Jasper 

5,600 

90 

5,020 

77 

4,300 

Jay 

7,100 

84 

5,950 

70 

4,900 

Jefferson 

7,300 

91 

6,620 

85 

6,200 

Jennings 

5,000 

90 

4,500 

80 

4,000 

Johnson 

11,800 

91 

10,750 

91 

10,800 

Knox 

13,600 

92 

1 2,550 

80 

10,900 

Kosciusko 

13,300 

88 

11,650 

86 

1 1 ,500 

LaGrange 

5,100 

85 

4,320 

69 

3,500 

Lake 

144,600 

93 

135,070 

91 

131,100 

La  Porte 

27,400 

93 

25,370 

90 

24,800 

Lawrence 

11,500 

92 

10,580 

82 

9,500 

Madison 

39,000 

94 

36,570 

92 

35,700 

Marion 

217,800 

94 

204,250 

93 

202,800 

Marshall 

10,000 

89 

8,870 

83 

8,300 

Martin 

3,500 

85 

2,970 

70 

2,400 

Miami 

11,000 

84 

9,240 

72 

7,900 

Monroe 

16,100 

92 

14,830 

84 

13,600 

Montgomery 

10,600 

92 

9,770 

88 

9,300 

Morgan 

9,900 

92 

9,150 

88 

8,700 

Newton 

3,900 

90 

3,490 

87 

3,400 

Noble 

8,600 

91 

7,860 

82 

7,100 

Ohio 

1,100 

93 

1,030 

89 

1,000 

Orange 

5,800 

84 

4,850 

75 

4,300 

3,500 

91 

3,180 

74 

2,600 

Parke 

4,800 

88 

4,210 

86 

4,100 

Perry 

5,100 

84 

4,260 

76 

3,900 

Pike 

4,100 

83 

3,400 

76 

3,100 

Porter 

15,700 

94 

14,710 

84 

13,200 

Posey 

5,400 

89 

4,820 

84 

4,500 

Pulaski 

3,900 

89 

3,450 

63 

2,500 

Putnam 

7,000 

84 

5,910 

81 

5,700 

Randolph 

9,100 

91 

8,260 

90 

8,200 

Ripley 

6,800 

90 

6,120 

78 

5,300 

Rush 

6,500 

90 

5,830 

89 

5,800 

St.  Joseph 

72,200 

93 

67,090 

93 

67,300 

Scott 

4,600 

91 

4,170 

77 

3,500 

Shelby 

10,700 

92 

9,820 

91 

9,800 

Spencer 

4,100 

83 

3,390 

71 

2,900 

Starke 

5,800 

89 

5,140 

77 

4,500 

Steuben 

6,000 

85 

5,080 

88 

5,300 

Sullivan 

6,800 

87 

5,900 

83 

5,700 

Switzerland 

2,000 

93 

1,860 

84 

1,700 

Tjppecanoe 

25,800 

88 

22,680 

77 

20,000 

Tipton 

4,800 

87 

4,200 

78 

3,700 

1,800 

89 

1,610 

78 

1,400 

Vanderburgh 

56,100 

89 

50,170 

90 

50,200 

Vermillion 

5,900 

88 

5,170 

82 

4,800 

Vigo 

34,900 

93 

32,520 

95 

33,200 

Wabosh 

10,500 

84 

8,780 

87 

9,100 

Warren 

2,500 

88 

2,200 

78 

2,000 

Warrick 

7,300 

83 

6,050 

81 

5,900 

Washington 

4,800 

86 

4,120 

77 

3,700 

Wayne 

23,100 

90 

20,800 

88 

20,300 

Wells 

6,400 

88 

5,640 

82 

5,200 

White 

6,700 

86 

5,740 

86 

5,800 

Whitley 

6,500 

91 

5,940 

91 

5,900 

State  Total 

1,424,200 

91 

1,297,250 

88 

1,246,600 

IOWA 

Adair 

3,900 

79 

3,090 

82 

3,200 

Adams 

2,500 

80 

1,990 

87 

2,200 

Allamakee 

4,500 

76 

3,430 

88 

4,000 

Appanoose 

6,000 

75 

4,500 

79 

4,800 

Audubon 

3,300 

94 

3,110 

88 

2,900 

Benton 

7,700 

94 

7,250 

93 

7,200 

Black  Hawk 

38,000 

96 

36,460 

94 

35,600 

Boone 

8,700 

91 

7,940 

92 

8,000 

Bremer 

6,100 

87 

5,310 

85 

5,200 

Buchanan 

5,900 

96 

5,650 

93 

5,500 

Buena  Vista 

7,100 

81 

5,720 

94 

6,700 

Butler 

5,400 

86 

4,650 

85 

4,600 

Calhoun 

5,100 

78 

3,980 

90 

4,600 

Carroll 

6,800 

93 

6,300 

87 

5,900 

Cass 

6,200 

94 

5,830 

93 

5,800 

Cedar 

5,800 

97 

5,600 

92 

5,300 

Cerro  Gordo 

16,700 

96 

15,980 

91 

15,300 

Cherokee 

5,200 

93 

4,840 

89 

4,600 

Chickasaw 

4,200 

79 

3,330 

81 

3,400 

Clarke 

3,200 

68 

2,180 

79 

2,500 

Clay 

5,200 

76 

3,950 

4,600 

Clayton 

6,700 

76 

5,090 

87 

5,800 

Clinton 

17,500 

97 

16,980 

95 

16,600 

Crawford 

5,700 

93 

5,280 

89 

5,000 

Dallas 

7,600 

92 

6,970 

90 

6,800 

Davis 

3,200 

81 

2,610 

86 

2,800 

Decatur 

3,800 

74 

2,800 

70 

2,700 

Delaware 

5,200 

96 

4,990 

87 

4,500 

Des  Moines 

15,600 

96 

14,930 

90 

14,000 

Dickinson 

4,000 

76 

3,040 

87 

3,500 

Dubuque 

22,000 

93 

20,450 

88 

19,400 

Emmet 

4,500 

69 

3,100 

80 

3,600 

Fayette 

8,500 

82 

6,970 

90 

7,600 

Floyd 

6,900 

79 

5,470 

87 

6,000 

Franklin 

5,200 

4,570 

4,600 

Fremont 

3,100 

94 

2,910 

84 

2,600 

Greene 

4,800 

4,600 

91 

4,380 

97 

4,600 

Grundy 

90 

4,150 

93 

4,300 

Guthrie 

4,300 

92 

3,940 

95 

4,100 

Hamilton 

6,800 

95 

6,480 

90 

6,100 

Hancock 

4,400 

83 

3,670 

84 

3,700 

Hardin 

7,100 

95 

6,760 

97 

6,900 

Harrison 

5,300 

96 

5,110 

90 

4,800 

6,100 

82 

5,020 

92 

5,600 

Howard 

3,700 

73 

2,710 

90 

3,300 

Humboldt 

4,300 

74 

3,200 

67 

2,900 

Ida 

3,100 

93 

2,870 

89 

2,700 

4,900 

84 

4,110 

91 

4,500 

Jackson 

5,800 

92 

5,340 

82 

4,800 

Jasper 

10,900 

96 

10,450 

82 

8,900 

Jefferson 

5,700 

82 

4,690 

94 

5,300 

Johnson 

14,600 

85 

12,440 

87 

1 2,700 

Jones 

5,800 

92 

5,340 

89 

5,200 

Keokuk 

5,300 

84 

4,450 

90 

4,800 

Kossuth 

7,600 

75 

5,670 

83 

6,300 

Lee 

13,600 

83 

11,230 

91 

12,400 

Linn 

40,800 

97 

39,480 

95 

38,600 

Louisa 

3,000 

84 

2,520 

93 

2,800 

Lucas 

3,400 

68 

2,320 

90 

3,100 

Lyon 

4,100 

93 

3,790 

80 

3,300 

Madison 

4,500 

91 

4,080 

92 

4,200 

Mahaska 

7,800 

79 

6,190 

88 

6,900 

Marion 

7,900 

94 

7,450 

78 

6,200 

Marshall 

11,900 

95 

11,330 

62 

7,400 

Mills 

3,200 

92 

2,940 

93 

3,000 

Mitchell 

4,200 

85 

3,580 

93 

3,900 

Monona 

4,900 

97 

4,730 

84 

4,100 

Monroe 

3,000 

75 

2,240 

83 

2,500 

Montgomery 

5,700 

92 

5,250 

77 

4,400 

Muscatine 

10,500 

97 

10,170 

92 

9,700 

Obrien 

5,900 

81 

4,800 

85 

5,000 

Osceola 

2,700 

81 

2,200 

86 

2,300 

Page 

7,000 

94 

6,550 

87 

6,100 

Palo  Alto 

4,400 

69 

3,020 

88 

39,000 

Plymouth 

6,800 

93 

6,290 

93 

6,400 

Pocahontas 

4,100 

73 

3,000 

87 

3,600 

Polk 

86,700 

96 

83,560 

94 

81,300 

Pottawattamie 

23,100 

95 

22,010 

94 

21,700 

Poweshiek 

6,100 

79 

4,830 

95 

5,800 

Ringgold 

2,800 

81 

2,270 

85 

2,400 

Sac 

5,500 

81 

4,430 

86 

4,700 

Scott 

37,000 

97 

35,920 

91 

33,700 

Shelby 

4,700 

95 

4,440 

64 

3,000 

Sioux 

7,000 

93 

6,480 

88 

6,200 

Story 

15,000 

95 

14,270 

89 

13,400 

Tama 

6,900 

90 

6,210 

87 

6,000 

Taylor 

3,800 

81 

3,070 

60 

2,300 

Union 

5,200 

79 

4,120 

84 

4,400 

Van  Buren 

3,600 

81 

2,930 

89 

3,200 

Wapello 

16,500 

82 

1 3,570 

90 

14,900 

Warren 

6,100 

91 

5,540 

89 

5,500 

Washington 

6,900 

84 

5,800 

88 

6,100 

Wayne 

3,900 

74 

2,880 

83 

3,200 

Webster 

14,200 

96 

13,690 

94 

13,300 

Winnebago 

3,800 

83 

3,170 

66 

2,500 

Winneshiek 

6,100 

74 

4,490 

79 

4,800 

Woodbury 

33,700 

97 

32,620 

93 

31,300 

76  (SPECIAL  REPORT) 
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To!al 

Nielsen  % 

Nielsen 

ARB  % 

ARB 

County 

Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Worth 

3,400 

85 

2,910 

90 

3,100 

Wright 

6,300 

88 

5,550 

86 

5,400 

State  Total 

859,800 

90 

775,950 

89 

766,900 

KANSAS 

Allen 

5,400 

73 

3,960 

76 

4,100 

Anderson 

2,900 

66 

1,930 

75 

2,200 

Atchison 

6,200 

88 

5,460 

85 

5,300 

Barber 

2,700 

77 

2,080 

79 

2,100 

Barton 

10,200 

94 

9,570 

88 

8,900 

Bourbon 

5,800 

73 

4,260 

79 

4,600 

4,300 

80 

3,420 

82 

3,500 

Butler 

13,400 

85 

11,360 

76 

10,200 

Chase 

1,400 

76 

1,060 

66 

900 

Chautauqua 

2,200 

65 

1,430 

78 

1,700 

Cherokee 

7,400 

75 

5,570 

78 

5,800 

Cheyenne 

1,400 

48 

670 

79 

1,100 

Clark 

1,100 

66 

730 

74 

800 

Clay 

3,700 

66 

2.450 

79 

2,900 

Cloud 

4,600 

60 

2,780 

67 

3,100 

Coffey 

2,700 

67 

1,800 

69 

1,900 

1,000 

78 

780 

75 

700 

Cowley 

12,800 

81 

10,400 

75 

9,600 

Crawford 

12,900 

81 

10,490 

82 

10,500 

Decatur 

2,000 

61 

1,220 

74 

1,500 

Dickinson 

7,400 

61 

4,500 

85 

6,300 

Doniphan 

3,000 

88 

2,640 

83 

2,500 

Douglas 

10,600 

78 

8,250 

81 

8,600 

Edwards 

1,800 

82 

1,480 

73 

1,300 

Elk 

1,800 

65 

1,170 

73  - 

1,300 

Ellis 

5,400 

75 

4,050 

83 

4,500 

Ellsworth 

2,600 

69 

1,800 

83 

2,200 

Finney 

4,000 

60 

2,390 

82 

3,300 

Ford 

6,000 

67 

4,010 

87 

5,200 

Franklin 

6,500 

83 

5,400 

86 

5,600 

Geary 

8,100 

61 

4,930 

75 

6,100 

Gove 

900 

56 

500 

60 

540 

Graham 

1,300 

60 

780 

76 

1,000 

Grant 

1,400 

52 

730 

70 

1,000 

Gray 

1,100 

67 

740 

83 

900 

Greeley 

600 

49 

300 

51 

310 

Greenwood 

3,500 

76 

2,660 

84 

2,900 

Hamilton 

900 

43 

390 

60 

540 

Harper 

3,100 

77 

2,380 

87 

2,700 

Harvey 

7,600 

82 

6,250 

71 

5,400 

Haskell 

700 

52 

360 

82 

570 

Hodgeman 

1,000 

82 

820 

81 

800 

Jackson 

3,300 

80 

2,630 

91 

3,000 

Jefferson 

3,300 

79 

2,620 

75 

2,500 

Jewell 

2,200 

61 

1,330 

73 

1,600 

Johnson 

43,600 

95 

41,490 

93 

40,600 

Kearny 

800 

52 

420 

74 

590 

Kingman 

3,300 

77 

2,540 

86 

2,800 

Kiowa 

1,400 

77 

1,080 

70 

1,000 

Labette 

9,000 

70 

6,270 

77 

6,900 

Lane 

800 

56 

450 

78 

620 

Leavenworth 

11,600 

96 

11,090 

75 

8,700 

Lincoln 

2,000 

70 

1,390 

67 

1,300 

Linn 

2,900 

82 

2,370 

70 

2,000 

Logan 

1,100 

47 

520 

54 

600 

Lyon 

7,900 

68 

5,350 

78 

6,200 

Me  Pherson 

7,500 

81 

6,050 

72 

5,400 

Marion 

4,600 

76 

3,510 

78 

3,600 

Marshall 

5,200 

64 

3,330 

76 

3,900 

Meade 

1,500 

67 

1,000 

77 

1,200 

Miami 

6,300 

81 

5,130 

81 

5,100 

Mitchell 

2,700 

60 

1,630 

82 

2,200 

Montgomery 

16,800 

80 

13,460 

83 

13,900 

Morris 

2,400 

76 

1,830 

77 

1,900 

Morton 

900 

43 

390 

65 

590 

Nemaha 

4,000 

79 

3,180 

73 

2,900 

Neosho 

6,500 

75 

4,910 

89 

5,800 

Ness 

1,600 

55 

890 

81 

1,300 

Norton 

2,700 

60 

1,630 

66 

1,800 

Osage 

4,600 

83 

3,820 

86 

3,900 

Osborne 

2,100 

64 

1,350 

71 

1,500 

Ottawa 

2,100 

69 

1,460 

75 

1,600 

Pawnee 

2,900 

82 

2,380 

88 

2,500 

Phillips 

3,200 

64 

2,060 

81 

2,600 

Pottawatomie 

3,800 

64 

2,450 

88 

3,300 

Pratt 

4,000 

77 

3,080 

91 

3,600 

Rawlins 

1,400 

47 

660 

73 

1,000 

Reno 

19,800 

95 

18,740 

88 

17,500 

Republic 

3,700 

66 

2,450 

73 

2,700 

Rice 

4,700 

81 

3,800 

83 

3,900 

Riley 

6,400 

68 

4,330 

80 

5,100 

Rooks 

3,000 

64 

1,930 

86 

2,600 

Rush 

1,900 

75 

1,430 

81 

1,500 

Russell 

3,500 

75 

2,620 

83 

2,900 

Saline 

12,900 

79 

10,250 

85 

1 1 ,000 

Scott 

1,200 

55 

660 

72 

900 

Sedgwick 

109,400 

94 

103  310 

91 

99,500 

3,700 

52 

1,920 

70 

2,600 

Shawnee 

44,500 

95 

42,170 

91 

40,600 

Sheridan 

1,100 

60 

660 

69 

800 

Sherman 

1,900 

49 

930 

75 

1,400 

Smith 

2,600 

64 

1,670 

80 

2,100 

Stafford 

2,200 

82 

1,800 

87 

1,900 

Stanton 

600 

43 

260 

76 

460 

Stevens 

1,200 

43 

520 

81 

1,000 

Sumner 

9,400 

77 

7,220 

85 

8,000 

Thomas 

2,100 

47 

990 

91 

1,900 

Trego 

1,600 

56 

900 

80 

1,300 

Wabaunsee 

2,300 

68 

1,560 

86 

2,000 

Wallace 

600 

49 

290 

63 

380 

Washington 

3,600 

66 

2,390 

80 

2,900 

Wichita 

700 

48 

330 

63 

440 

Wilson 

4,800 

75 

3,620 

77 

3,700 

Woodson 

2,000 

66 

65 

1,300 

Wyandotte 

60,500 

96 

57880 

91 

55,200 

State  Total 

J'£675,300 

83 

557,660 

84 

568,540 

KENTUCKY 

Adair 

4,300 

63 

2,690 

49 

2,100 

Allen 

3,700 

60 

2,230 

68 

2,500 

Anderson 

2,300 

74 

1,700 

78 

1,800 

Ballard 

2,800 

62 

1,730 

75 

2,100 

Barren 

8,900 

60 

5,370 

60 

5,400 
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Bath 

2,700 

54 

1,460 

52 

1,400 

Bell 

7,800 

65 

5,060 

60 

4,700 

Boone 

6,400 

90 

5,750 

76 

4,900 

Bourbon 

4,800 

68 

3,260 

67 

3,200 

Boyd 

15,300 

93 

14,230 

79 

12,100 

Boyle 

6,000 

65 

3,900 

79 

4,800 

Bracken 

2,200 

84 

1,840 

67 

1,500 

Breathitt 

3,900 

53 

2,050 

37 

1,400 

Breckenridge 

4,100 

79 

3,220 

63 

2,600 

Bullitt 

4,600 

91 

4,170 

75 

3,500 

Butler 

2,600 

58 

1,500 

73 

1,900 

Caldwell 

3,600 

52 

1,880 

72 

2,600 

Calloway 

6,100 

58 

3,540 

64 

3,900 

Campbell 

27,100 

94 

25,380 

69 

18,600 

Carlisle 

1,700 

62 

1,050 

67 

1,100 

Carroll 

2,300 

90 

2,070 

73 

1,700 

Carter 

5,300 

83 

4,400 

65 

3,500 

Casey 

4,100 

60 

2,440 

53 

2,200 

Christian 

10,000 

70 

7,010 

78 

7,800 

Clark 

5,300 

4,900 

55 

2,890 

71 

3,700 

Clay 

45 

2,200 

57 

2,800 

Clinton 

2,300 

45 

1,030 

56 

1,300 

Crittenden 

2,800 

52 

1,470 

42 

1,200 

Cumberland 

2,500 

58 

1,450 

53 

1,300 

Daviess 

19,500 

80 

15,500 

84 

1 6,400 

Edmonson 

2,000 

61 

1,210 

52 

1,000 

Elliott 

1,400 

83 

1,160 

64 

900 

Estill 

3,400 

46 

1,550 

45 

1,500 

Fayette 

36,000 

69 

24,690 

73 

26,300 

Fleming 

2,900 

64 

1,850 

61 

1,800 

Floyd 

9,900 

80 

7,940 

70 

6,900 

Franklin 

9,800 

75 

7,320 

83 

8,100 

Fulton 

3,000 

58 

1,740 

78 

2,300 

Gallatin 

1,300 

90 

1,170 

78 

1,000 

Garrard 

2,600 

65 

1,680 

54 

1,400 

Grant 

2,700 

90 

2,430 

83 

2,200 

Graves 

9,700 

59 

5,680 

68 

6,600 

Grayson 

5,100 

60 

3,080 

60 

3,100 

Green 

3,400 

63 

2,130 

56 

1,900 

Greenup 

7,000 

83 

5,810 

65 

4,500 

Hancock 

1,400 

78 

1,090 

59 

800 

Hardin 

14,500 

85 

12,310 

69 

10,000 

Harlan 

1 1 ,900 

68 

8,100 

63 

7,500 

Harrison 

4,300 

75 

3,240 

78 

3,400 

Hart 

3,900 

60 

2,350 

59 

2,300 

Henderson 

10,500 

77 

8,100 

78 

8.100 

Henry 

3,200 

77 

2,470 

68 

2,200 

Hickman 

2,100 

62 

1,300 

65 

1,400 

Hopkins 

12,000 

62 

7,420 

69 

8,300 

Jackson 

3,000 

44 

1,330 

24 

700 

Jefferson 

175,400 

93 

163,350 

86 

151,700 

Jessamine 

3,700 

65 

2,400 

58 

2,100 

Johnson 

5,100 

73 

3,740 

66 

3,400 

Kenton 

41,300 

95 

39,360 

27,900 

Knott 

3,400 

53 

1,790 

49 

1,700 

Knox 

6,600 

56 

3,680 

52 

3,400 

Larue 

2,900 

62 

1,810 

65 

1,900 

Laurel 

6,800 

44 

3,000 

60 

4,000 

Lawrence 

3.200 

73 

2,340 

54 

1,700 

Lee 

2,000 

50 

1,000 

44 

900 

Leslie 

3,600 

45 

1,620 

45 

1,600 

Letcher 

6,100 

58 

3,560 

51 

3,100 

Lewis 

3,200 

64 

2,050 

62 

2,000 

Lincoln 

4,300 

59 

2,560 

48 

2,100 

Livingston 

2,000 

57 

1,140 

56 

1,100 

Logan 

5,700 

71 

4,070 

73 

4,200 

Lyon 

1,500 

58 

860 

65 

1,000 

McCracken 

18,200 

66 

1 1 ,990 

75 

13,600 

McCreary 

2,700 

54 

1,470 

58 

1,600 

McLean 

2,700 

58 

1,560 

59 

1,600 

Madison 

9,600 

56 

5,340 

61 

5,800 

Magoffin 

2,600 

53 

1,370 

53 

1,400 

Marion 

3,600 

74 

2,660 

71 

2,600 

Marshall 

4,900 

62 

3,040 

74 

3,600 

Martin 

2,000 

74 

1,470 

62 

1,200 

Mason 

5,000 

84 

4,190 

75 

3,700 

Meade 

2,200 

79 

1,730 

58 

1,300 

Menifee 

700 

47 

330 

51 

360 

Mercer 

4,000 

65 

2,600 

73 

2 900 

Metcalfe 

2,500 

58 

1,450 

48 

1,200 

Monroe 

3,400 

58 

1,970 

61 

2,100 

Montgomery 

2,900 

55 

1,580 

68 

2,000 

Morgan 

2,700 

50 

1,350 

58 

1,600 

Muhlenberg 

7,600 

64 

4,850 

72 

5,500 

Nelson 

4,900 

91 

4,440 

74 

3,600 

Nicholas 

2,200 

68 

1,500 

65 

1,400 

Ohio 

4,800 

57 

2,750 

65 

3,100 

Oldham 

3,200 

77 

2,470 

82 

2,600 

Owen 

2,500 

75 

1,870 

64 

1,600 

Owsley 

1,700 

45 

760 

45 

800 

Pendleton 

3,300 

83 

2,750 

75 

2,500 

Perry 

7,800 

59 

4,620 

53 

4,100 

Pike 

15,500 

70 

10,790 

63 

9,800 

Powell 

1,500 

46 

690 

34 

500 

Pulaski 

9,200 

56 

5,190 

54 

5,000 

Robertson 

600 

83 

500 

58 

350 

Rockcastle 

2,900 

44 

1,280 

54 

1,600 

Rowan 

2,600 

64 

1,660 

67 

1 700 

Russell 

3,100 

60 

1,850 

54 

1,700 

Scott 

3,800 

75 

2,860 

60 

2,300 

Shelby 

5,000 

77 

3,840 

80 

4,000 

Simpson 

3,000 

72 

2,150 

73 

2,200 

Spencer 

1,500 

91 

1,360 

73 

1,100 

Taylor 

4,800 

63 

3,010 

64 

3,100 

Todd 

3,300 

72 

2,360 

72 

2,400 

Trigg 

2,200 

58 

1,280 

70 

1 ,500 

Trimble 

1,500 

77 

1,150 

1,000 

Union 

3,600 

56 

2,010 

77 

2*800 

Warren 

12,800 

69 

8,850 

77 

9,900 

Washington 

3,000 

74 

2,220 

70 

2,100 

Wayne 

3.900 

45 

1,760 

55 

2,100 

Webster 

4,400 

56 

2,450 

68 

3,000 

Whitley 

6,700 

55 

3,650 

73 

4^900 

Wolfe 

1,600 

50 

790 

37 

600 

Woodford 

3,200 

75 

2,410 

60 

1,900 

State  Total 

831,100 

75 

622,170 

71 

589,210 

LOUISIANA 

Acadia 

13,200 

66 

8,720 

77 

10,100 

Allen 

5,900 

65 

3,840 

76 

4,500 

Ascension 

6,600 

68 

4,510 

81 

5,300 

Assumption 

4,100 

63 

2,570 

72 

3,000 

77 


Total 

Nielsen  % 

Nielsen 

ARB  % 

ARB 

County 

Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Avoyelles 

10,400 

67 

6,990 

80 

8,300 

Beauregard 

6,300 

65 

4,100 

61 

3,900 

4,200 

63 

2,660 

78 

3,300 

Bossier 

12,200 

81 

9,890 

68 

8,300 

Caddo 

60,500 

87 

52,350 

87 

52,800 

Calcasieu 

39,400 

78 

30,630 

85 

33,500 

Caldwell 

2.500 

67 

1,690 

67 

1,700 

1,600 

66 

1,060 

80 

1,300 

Catahoula 

2,800 

63 

1,770 

64 

1,800 

5,700 

63 

3,620 

69 

4,000 

Concordia 

4,400 

63 

2,780 

65 

2,900 

De  Soto 

5,600 

75 

4,190 

66 

3,700 

E.  Baton  Rouge 

64,700 

85 

55,290 

85 

55,300 

East  Carroll 

3,500 

69 

2,410 

61 

2,100 

E.  Feliciana 

3,000 

62 

1,860 

66 

2,000 

Evangeline 

8,700 

65 

5,630 

68 

5,900 

Franklin 

7,200 

71 

5,100 

61 

4,400 

2,800 

70 

1,950 

73 

2,100 

Iberia 

13,700 

71 

9,760 

83 

11,400 

7,000 

64 

4,490 

77 

5,400 

Jackson 

3,500 

70 

2,450 

81 

2,800 

Jefferson 

56,700 

88 

49,860 

80 

45,200 

7,800 

66 

5,120 

81 

6,300 

20,700 

73 

15,180 

82 

17,000 

1 1 ,800 

82 

9,700 

79 

9,300 

La  Salle 

3,800 

68 

2,570 

69 

2,600 

Lincoln 

7,100 

66 

4,690 

81 

5,700 

Livingston 

6,100 

68 

4,170 

70 

4,300 

Madison 

4,200 

69 

2,890 

61 

2,600 

Morehouse 

8,900 

69 

6,120 

80 

7,100 

10,900 

68 

7,430 

65 

7,100 

Orleans 

180,100 

88 

158,920 

92 

165,200 

Ouachita 

25,700 

81 

20,770 

83 

21,300 

Plaquemines 

4,900 

83 

4,070 

81 

4,000 

5,200 

62 

3,220 

73 

3,800 

Rapides 

30,700 

79 

24,190 

80 

24,700 

Red  River 

2,800 

74 

2,090 

73 

2,100 

Richland 

6.100 

79 

4,820 

70 

4,300 

5,300 

60 

3,160 

56 

3,000 

St.  Bernard 

7,300 

87 

6,390 

78 

5,700 

St.  Charles 

3,700 

78 

2,870 

85 

3,100 

St.  Helena 

2,300 

62 

1,420 

67 

1,600 

St.  James 

3,400 

78 

2,640 

75 

2,600 

St.  John  Baptist 

3,500 

78 

2,720 

77 

2,700 

St.  Landry 

21,100 

66 

13,820 

74 

1 5,700 

St.  Martin 

6,200 

62 

3,870 

76 

4,700 

St.  Mary 

10,800 

71 

7,710 

76 

8,200 

St.  Tammany 

8,900 

78 

6,910 

81 

7,200 

Tangipahoa 

16,900 

86 

14,460 

76 

12,800 

3,000 

69 

2,060 

63 

1,900 

Terrebonne 

13,900 

85 

1 1 ,820 

83 

1 1 ,500 

Union 

4,600 

66 

3,040 

70 

3,200 

10,600 

65 

6,900 

78 

8,300 

Vernon 

6,700 

60 

4,000 

62 

4,200 

Washington 

11,400 

82 

9,400 

75 

8,500 

Webster 

10,400 

79 

8,170 

80 

8,400 

W.  Baton  Rouge 

3,100 

64 

1,990 

89 

2,800 

West  Carroll 

3,500 

79 

2,760 

2,400 

W.  Feliciana 

1,800 

62 

1,120 

77 

1,400 

Winn 

4,400 

70 

3,070 

73 

3,200 

State  Total 

855,800 

79 

676,420 

81 

695,500 

MAINE 

Androscoggin 

23,900 

93 

22,200 

94 

22,500 

Aroostook 

23,900 

81 

19,410 

83 

19,800 

Cumberland 

51,800 

92 

47,440 

95 

49,000 

Franklin 

4,900 

87 

4,260 

84 

4,100 

Hancock 

10,500 

88 

9,270 

81 

8,500 

Kennebec 

23,600 

92 

21,790 

88 

20,900 

Knox 

8,800 

89 

7,810 

82 

7,200 

Lincoln 

5,500 

91 

5,010 

85 

4,700 

Oxford 

11,500 

91 

10,420 

85 

9,800 

Penobscot 

31,000 

92 

28,470 

87 

27,000 

Piscataquis 

4,800 

88 

4,200 

88 

4,200 

Sagadahoc 

5,500 

91 

5,010 

86 

4,800 

Somerset 

11,100 

84 

9,320 

82 

9,100 

Waldo 

6,200 

89 

5,510 

83 

5,100 

Washington 

9,800 

88 

8,580 

81 

8,000 

York 

28,100 

92 

25,880 

88 

24,600 

State  Total 

260,900 

90 

234,580 

88 

229,300 

MARYLAND 

Allegany 

26,300 

77 

20,300 

82 

21,500 

Anne  Arundel 

51,600 

92 

47,260 

91 

47,100 

Baltimore 

415,700 

91 

378,450 

92 

384,200 

Calvert 

3,600 

86 

3,100 

90 

3,200 

Caroline 

5,300 

88 

4,680 

85 

4,500 

Carroll 

13,800 

92 

12,650 

91 

12,600 

Cecil 

12,400 

89 

10,970 

91 

1 1 ,300 

Charles 

8,300 

86 

7,150 

89 

7,400 

Dorchester 

8,200 

87 

7,130 

82 

6,800 

Frederick 

19,000 

89 

16,890 

84 

16,000 

Garrett 

4,900 

64 

3,120 

73 

3,600 

Harford 

19,300 

91 

17,520 

89 

17,300 

Howard 

8,500 

88 

7,460 

89 

7,600 

Kent 

4,300 

88 

3,790 

93 

4,000 

Montgomery 

86,600 

93 

80,250 

91 

78,700 

Prince  Georges 

103,500 

92 

95,570 

92 

94,800 

Queen  Annes 

4,800 

88 

4,230 

82 

3,900 

St.  Marys 

9,500 

86 

8,170 

80 

7,600 

Somerset 

5,500 

61 

3,350 

72 

3,900 

Talbot 

6,500 

87 

5,650 

86 

5,600 

Washington 

26,600 

84 

22,440 

80 

21,200 

Wicomico 

14,300 

87 

12,500 

88 

12,600 

Worcester 

7,100 

61 

4,310 

76 

5,400 

State  Total 

865,600 

90 

776,940 

90 

780,800 

MASSACHUSETTS 

Barnstable 

17,300 

92 

15,950 

96 

16,600 

Berkshire 

41,900 

93 

38,790 

95 

39,700 

Bristol 

120,700 

93 

112,370 

96 

1 1 6,000 

Dukes 

1,800 

90 

1,630 

86 

1,500 

Essex 

171,000 

93 

159,410 

87 

148,300 

Franklin 

17,300 

90 

15,590 

87 

15,000 

Hampden 

112,900 

93 

105,400 

97 

109,300 

Hampshire 

23,300 

91 

21,110 

93 

21,700 

Middlesex 

333,600 

93 

309,080 

97 

325,100 

Nantucket 

1,000 

91 

910 

79 

800 

Norfolk 

140,200 

93 

130,470 

100 

139,900 

Plymouth 

70,200 

93 

65,390 

99 

69,200 

Suffolk 

239,200 

93 

222,790 

95 

228,000 

Worcester 

171,300 

93 

159,270 

93 

158,900 

State  Total 

1,461,700 

93 

1,358,160 

95 

1,390,000 

MICHIGAN 

Alcona 

1,000 

84 

840 

66 

700 

Alger 

2,900 

75 

2,160 

85 

2,500 

Allegan 

18,700 

92 

17,260 

86 

16,000 

Alpena 

8,000 

72 

5,740 

78 

6,300 

Antrim 

3,200 

82 

2,610 

84 

2,700 

Arenac 

2,900 

87 

2,520 

85 

2,500 

Baraga 

1,800 

76 

1,360 

80 

1,400 

Barry 

10,300 

91 

9,380 

85 

8,800 

Bay 

30,700 

93 

28,460 

93 

28,600 

Benzie 

2,300 

83 

1,900 

86 

2,000 

Berrien 

49,100 

93 

45,610 

90 

44,400 

Branch 

11,600 

87 

10,150 

85 

9,900 

Calhoun 

42,100 

93 

39,060 

92 

38,900 

Cass 

10,200 

90 

9,190 

81 

8,300 

Charlevoix 

3,900 

76 

2,980 

90 

3,500 

Cheboygan 

4,000 

77 

3,060 

82 

3,300 

Chippewa 

9,400 

76 

7,190 

85 

8,000 

Clare 

3,900 

89 

3,460 

89 

3,500 

Clinton 

10,000 

93 

9,260 

91 

9,100 

Crawford 

1,300 

84 

1,090 

79 

1,000 

Delta 

9,900 

81 

8,070 

89 

8,800 

Dickinson 

7,100 

85 

6,010 

89 

6,300 

Eaton 

14,800 

91 

13,430 

93 

13,800 

Emmet 

4,600 

77 

3,520 

80 

3,700 

Genesee 

116,000 

91 

106,050 

94 

109,400 

Gladwin 

2,900 

89 

2,580 

86 

2,500 

Gogebic 

8,000 

78 

6,200 

92 

7,300 

Gr.  Traverse 

9,400 

82 

7,750 

90 

8,500 

Gratiot 

10,800 

92 

9,960 

84 

9,100 

Hillsdale 

10,500 

86 

8,990 

87 

9,200 

Houghton 

9,700 

73 

7,080 

90 

8,700 

Huron 

9,400 

92 

8,650 

81 

7,600 

Ingham 

64,600 

93 

60,050 

93 

59,900 

Ionia 

12,400 

92 

1 1 ,420 

89 

11,000 

Iosco 

5,200 

87 

4,520 

89 

4,600 

Iron 

5,800 

76 

4,380 

88 

5,100 

Isabella 

8,400 

89 

7,470 

81 

6,800 

Jackson 

38,300 

93 

35,520 

92 

35,200 

Kalamazoo 

48,700 

94 

45,550 

94 

46,000 

Kalkaska 

1,300 

82 

1,070 

78 

1,000 

Kent 

106,700 

93 

99,130 

94 

76 

100,000 

700 

76 

530 

530 

Lake 

1,500 

89 

1,330 

85 

1,300 

Lapeer 

11,600 

92 

10,680 

85 

74 

9,900 

Leelanau 

2,600 

82 

2,140 

1,900 

Lenawee 

24,900 

92 

23,030 

92 

79 

72 

97 

89 

90 
77 
82 

91 

21,900 

Livingston 

11,300 

92 

10,350 

10,400 

Luce 

1,600 

75 

1,200 

1,300 

Mackinac 

3,000 

77 

2,300 

. 2,200 

Macomb 

109,100 

94 

103,000 

105,400 

Manistee 

6,300 

83 

5,250 

5,600 

Marquette 

14,500 

77 

11,190 

13,100 

Mason 

6,600 

82 

5,430 

5,100 

Mecosta 

5,800 

91 

5,260 

4,800 

Menominee 

7,200 

85 

6,110 

6,500 

Midland 

14,000 

90 

12,570 

92 

12,900 

Missaukee 

1,900 

82 

1,550 

70 

1,300 

Monroe 

29,600 

93 

27,600 

90 

26,700 

Montcalm 

11,900 

93 

11,040 

84 

10,000 

Montmorency 

1,200 

72 

860 

70 

800 

Muskegon 

43,900 

94 

41,180 

91 

39,800 

Newaygo 

7,600 

89 

6,750 

79 

6,000 

Oakland 

197,600 

94 

184,850 

97 

1 92,000 

Oceana 

4,700 

82 

3,860 

80 

3,800 

Ogemaw 

2,500 

85 

2,120 

90 

2,300 

Ontonagon 

3,000 

77 

2,320 

71 

2,100 

Osceola 

3,800 

91 

3,440 

85 

3,200 

Oscoda 

900 

85 

770 

77 

690 

Otsego 

2,000 

84 

1,690 

79 

1,600 

Ottawa 

29,800 

92 

27,470 

94 

27,900 

Presque  Isle 

3,200 

72 

2,300 

64 

2,000 

Roscommon 

2,300 

84 

1,930 

80 

1,900 

Saginaw 

55,000 

93 

50,980 

93 

51,200 

St.  Clair 

31,200 

93 

28,920 

90 

28,200 

St.  Joseph 

15,000 

93 

13,880 

88 

13,300 

Sanilac 

11,000 

90 

9,850 

88 

9,700 

Schoolcraft 

2,400 

75 

1,790 

86 

2,100 

Shiawassee 

16,900 

93 

15,670 

86 

14,500 

Tuscola 

13,300 

91 

12,150 

84 

11,200 

Van  Buren 

16,500 

92 

15,220 

89 

14,700 

Washtenaw 

43,400 

93 

40,250 

93 

40,300 

Wayne 

828,000 

94 

777,430 

96 

793,800 

Wexford 

5,600 

83 

4,660 

90 

5,100 

State  Total 

2,336,700 

92 

2,151,580 

93 

2,174,920 

MINNESOTA 

Aitkin 

3,800 

77 

2,940 

76 

2,900 

Anoka 

18,700 

97 

18,180 

94 

17,500 

Becker 

6,600 

69 

4,560 

80 

5,300 

Beltrami 

7,000 

48 

3,350 

48 

3,400 

Benton 

4,900 

66 

3,250 

70 

3,400 

Big  Stone 

2,300 

64 

1,460 

88 

2,000 

Blue  Earth 

12,000 

93 

11,180 

10,600 

Brown 

8,100 

84 

6,840 

66 

5,400 

Carlton 

7,400 

77 

5,690 

89 

6,600 

Carver 

5,500 

94 

5,170 

90 

4,900 

Cass 

5,100 

52 

2,670 

48 

2,400 

Chippewa 

4,700 

61 

2,860 

85 

4,000 

Chisago 

4,500 

93 

4,190 

93 

4,200 

Clay 

10,000 

90 

9,040 

88 

8,800 

Clearwater 

2,600 

48 

1,240 

54 

1,400 

Cook 

1,300 

74 

960 

79 

1,000 

Cottonwood 

4,800 

77 

3,670 

70 

3,400 

Crow  Wing 

9,600 

66 

6,290 

70 

6,700 

Dakota 

19,300 

96 

18,590 

92 

17,700 

Dodge 

3,900 

84 

3,290 

90 

3,500 

Douglas 

6,600 

58 

3,810 

78 

5,100 

Faribault 

7,500 

77 

5,790 

83 

6,200 

Fillmore 

7,800 

77 

5,990 

84 

6,500 

Freeborn 

10,300 

91 

9,410 

90 

9,300 

Goodhue 

9,700 

95 

9,220 

87 

8,500 

Grant 

2,800 

60 

1,670 

74 

2,100 

Hennepin 

252,000 

97 

244,690 

95 

240,400 

Houston 

4,500 

77 

3,460 

84 

3,800 

78  (SPECIAL  REPORT) 
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Total  Nielsen  % Nielsen  ARB  % ARB 


County 

Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Hubbard 

2,700 

52 

1,410 

55 

1,500 

3,200 

93 

2,970 

87 

2,800 

Itasca 

11,100 

79 

8,750 

81 

9,000 

4,200 

85 

3,580 

74 

3,100 

Kanabec 

2,500 

78 

1,940 

75 

1,900 

Kandiyohi 

8,300 

81 

6,750 

83 

6,900 

2,600 

58 

1,520 

67 

1,700 

Koochiching 

5,000 

50 

2,500 

62 

3,100 

Lac  Qui  Parle 

3,600 

65 

2,330 

79 

2,800 

Lake 

4,000 

74 

2,950 

93 

3,700 

Lake  Of  The  Woods  1,300 

50 

650 

50 

700 

Le  Sueur 

6,000 

83 

4,960 

84 

5,100 

Lincoln 

2,900 

69 

2,000 

70 

2,000 

Lyon 

6,700 

65 

4,390 

78 

5,300 

McLeod 

7,700 

89 

6,850 

92 

7,100 

1,500 

69 

1,040 

72 

1,100 

Marshall 

4,100 

58 

2,390 

82 

3,400 

Martin 

8,600 

77 

6,640 

90 

7,700 

Meeker 

5,400 

81 

4,400 

86 

4,600 

Mille  Lacs 

4,900 

66 

3,250 

81 

4,000 

7,200 

60 

4,330 

80 

5,800 

Mower 

13,900 

92 

12,730 

96 

13,300 

Murray 

4,000 

80 

3,190 

90 

3,600 

Nicollet 

5,300 

84 

4,470 

84 

4,400 

Nobles 

6,300 

85 

5,370 

86 

5,400 

3,200 

69 

2,200 

85 

2,700 

Olmsted 

16,200 

96 

15,500 

90 

14,600 

Otter  Tail 

13,500 

68 

9,160 

65 

8,700 

Pennington 

3,400 

65 

2,210 

79 

2,700 

Pine 

5,100 

77 

3,920 

76 

3,900 

Pipestone 

3,900 

80 

3,110 

90 

3,500 

Polk 

10,700 

69 

7,350 

9,500 

Pope 

3,400 

58 

1,970 

84 

2,900 

122,600 

97 

118,350 

95 

116,100 

Red  Lake 

1,300 

65 

840 

73 

1,000 

Redwood 

6,400 

78 

4,990 

69 

4,400 

Renville 

7,100 

78 

5,540 

67 

4,800 

Rice 

9,700 

95 

9,220 

94 

9,100 

Rock 

3,300 

80 

2,630 

88 

2,900 

3,800 

58 

2,210 

54 

2,100 

71,400 

91 

65,190 

94 

67,000 

Scott 

5,300 

94 

4,980 

86 

4,500 

3,100 

88 

2,730 

84 

2,600 

Sibley 

4,300 

89 

3,830 

81 

3,500 

Stearns 

19,900 

90 

17,860 

88 

17,600 

Steele 

7,500 

84 

6,340 

87 

6,500 

Stevens 

2,900 

64 

1,850 

74 

2,100 

Swift 

4,100 

65 

2,650 

85 

3,500 

Todd 

6,700 

60 

4,030 

63 

4,200 

Traverse 

2,200 

63 

1,400 

79 

1,700 

5,300 

88 

4,690 

89 

4,700 

Wadena 

4,100 

52 

2,150 

55 

2,200 

Waseca 

4,800 

83 

3,960 

79 

3,800 

Washington 

11,900 

96 

11,430 

89 

10,500 

Watonwan 

4,200 

77 

3,210 

79 

3,300 

Wilkin 

2,500 

90 

2,260 

78 

2,000 

11,600 

73 

8,520 

84 

9,700 

Wright 

8,200 

88 

7,230 

86 

7,000 

Yellow  Medicine 

4,400 

69 

3,030 

82 

3,600 

State  Total 

974,300 

87 

847,360 

88 

855,900 

MISSISSIPPI 

Adams 

10,600 

60 

6,410 

76 

8,000 

Alcorn 

7,100 

60 

4,260 

74 

5,300 

Amite 

4,000 

50 

2,000 

83 

3,300 

Attala 

5,600 

58 

3,250 

80 

4,500 

Benton 

2,000 

60 

1,200 

73 

1,500 

Bolivar 

15,100 

57 

8,570 

62 

9,300 

Calhounr 

4,000 

50 

2,010 

73 

2,900 

Carroll 

2,800 

51 

1,430 

64 

1,800 

Chickasaw 

4,400 

51 

2,230 

70 

3,100 

Choctaw 

2,200 

46 

1,010 

64 

1,400 

Claiborne 

2,600 

59 

1,530 

74 

1,900 

Clarke 

4,300 

59 

2,560 

79 

3,400 

Clay 

4,100 

53 

2,180 

71 

2,900 

Coahoma 

13,400 

58 

7,820 

79 

10,500 

Copiah 

7,300 

62 

4,540 

84 

6,100 

Covington 

3,600 

62 

2,220 

80 

2,900 

De  Soto 

5,600 

71 

3,950 

80 

4,500 

Forrest 

14,500 

60 

8,730 

87 

12,700 

Franklin 

2,100 

59 

1,250 

75 

1,600 

George 

2,600 

56 

1,460 

81 

2,100 

Greene 

1,700 

56 

950 

71 

1,200 

Grenada 

4,700 

51 

2,420 

76 

3,600 

Hancock 

3,200 

79 

2,530 

80 

2,500 

Harrison 

29,300 

76 

22,270 

85 

24,800 

Hinds 

47,900 

83 

39,620 

90 

42,900 

Holmes 

6,200 

63 

3,890 

72 

4,500 

Humphreys 

4,100 

60 

2,470 

78 

3,200 

Issaquena 

700 

60 

420 

81 

570 

Itawamba 

3,900 

2,290 

74 

2,900 

Jackson 

13,100 

86 

11,290 

87 

1 1 ,500 

Jasper 

Jefferson 

4,400 

66 

2,900 

82 

3,600 

2,400 

59 

1,430 

71 

1,700 

Jeff  Davis 

3,500 

57 

2,010 

79 

2,800 

Jones 

16,500 

67 

11,090 

81 

13,400 

Kemper 

2,700 

57 

1,550 

77 

2,100 

Lafayette 

4,800 

51 

2,470 

78 

3,800 

Lamar 

3,200 

59 

1,880 

81 

2,600 

Lauderdale 

19,600 

78 

15,300 

85 

16,700 

Lawrence 

2,800 

57 

1,600 

74 

2,100 

Leake 

4,700 

58 

2,730 

74 

3,500 

Lee 

11,100 

69 

7,620 

81 

9,000 

Leflore 

12,300 

56 

6,860 

76 

9,400 

Lincoln 

7,100 

58 

4,140 

84 

6,000 

Lowndes 

10,900 

51 

5,520 

80 

8,700 

Madison 

6,900 

65 

4,480 

84 

5,800 

Mariorr 

6,100 

54 

3,310 

85 

5,200 

Marshall 

5,100 

56 

2,870 

82 

4,200 

Monroe 

8,900 

58 

5,150 

77 

6,800 

Montgomery 

3,300 

51 

1,690 

66 

2,200 

Neshoba 

5,000 

57 

2,860 

80 

4,000 

Newton 

5,200 

, 66 

3,430 

80 

4,200 

Noxubee 

3,900 

58 

2,270 

80 

3,100 

Oktibbeha 

5,900 

53 

3,130 

71 

4,200 

Panola 

7,100 

73 

5,160 

76 

5,400 

Pearl  River 

5,700 

79 

4,520 

83 

4,700 

Perry 

2,200 

56 

1 ,240 

82 

1,800 

Pike 

9,200 

61 

5,640 

79 

7,300 

Pontotoc 

4,900 

57 

2,790 

78 

3,800 

Prentiss 

4,800 

59 

2,820 

77 

3,700 

Quitman 

5,100 

60 

3,060 

73 

3,700 

Rankin 

6,300 

58 

3,640 

81 

5,100 

Scott 

5,000 

58 

2,880 

79 

4,000 

Sharkey 

2,500 

60 

1,510 

77 

1,900 

Simpson 

5,300 

58 

3,070 

83 

4,400 

Smith 

3,700 

58 

2,140 

83 

3,100 

Stone 

1,600 

57 

910 

68 

1,100 

Sunflower 

11,300 

51 

5,770 

76 

8,600 

Tallahatchie 

6,100 

59 

3,630 

75 

4,600 

Tate 

4,400 

71 

3,110 

87 

3,800 

Tippah 

4,100 

60 

2,480 

73 

3,000 

Tishomingo 

4,100 

60 

2,470 

66 

2,700 

Tunica 

5,200 

60 

3,120 

81 

4,200 

Union 

5,800 

57 

3,310 

79 

4,600 

Walthall 

3,600 

55 

1,960 

78 

2,800 

Warren 

12,400 

69 

8,520 

80 

10,000 

Washington 

21,100 

60 

12,690 

71 

15,000 

Wayne 

3,900 

59 

2,310 

80 

3,100 

Webster 

2,600 

56 

1,450 

69 

1,800 

Wilkinson 

2,700 

50 

1,350 

82 

2,200 

Winston 

4,600 

58 

2,670 

86 

4,000 

Yalobusha 

3,200 

51 

1,640 

62 

2,000 

Yazoo 

8,200 

66 

5,400 

80 

6,600 

State  Total 

555,700 

64 

354,310 

79 

441,470 

MISSOURI 

Adair 

6,500 

66 

4,320 

71 

4,600 

Andrew  - 

3,700 

82 

3,040 

84 

3,100 

Atchison 

2,900 

71 

2,050 

83 

2,400 

Audrain 

8,900 

77 

6,820 

88 

7,800 

Barry 

6,500 

68 

4,420 

63 

4,100 

Barton 

3,900 

67 

2,630 

69 

2,700 

Bates 

5,900 

74 

4,370 

83 

4,900 

Benton 

2,700 

79 

2,130 

79 

2,100 

Bollinger 

2,600 

75 

1,960 

67 

1,800 

Boone 

15,500 

83 

12,800 

80 

12,400 

Buchanan 

32,700 

92 

30,210 

86 

28,000 

Butler 

10,800 

70 

7,540 

69 

7,500 

Caldwell 

3,300 

82 

2,710 

83 

2,700 

Callaway 

6,200 

77 

4,760 

82 

5,100 

Camden 

2,100 

76 

1,590 

57 

1,200 

Cpe.  Girardeau 

11,800 

84 

9,890 

86 

10,100 

Carroll 

4,600 

77 

3,520 

79 

3,600 

Carter 

1,400 

57 

800 

61 

900 

Cass 

6,700 

80 

5,370 

82 

5,500 

Cedar 

3,400 

67 

2,290 

67 

2,300 

Chariton 

4,100 

63 

2,580 

73 

3,000 

Christian 

3,700 

73 

2,710 

77 

2,800 

Clark 

2,600 

80 

2,080 

76 

2,000 

Clay 

29,000 

96 

27,960 

92 

26,800 

Clinton 

3.500 

91 

3,170 

89 

3.100 

Cole 

11,500 

88 

10,140 

91 

10,500 

Cooper 

4,700 

75 

3,530 

81 

3,800 

Crawford 

3,100 

63 

1,960 

63 

2,000 

Dade 

2,600 

68 

1,760 

67 

1,700 

Dallas 

2,700 

76 

2,040 

68 

1,800 

Daviess 

3,200 

82 

2,630 

59 

1,900 

De  Kalb 

2,300 

82 

1,890 

84 

1,900 

Dent 

3,000 

70 

2,110 

51 

1,500 

Douglas 

2,800 

66 

1,840 

60 

1,700 

Dunklin 

11,000 

75 

8,300 

72 

7,900 

Franklin 

12,300 

83 

10,260 

70 

8,600 

Gasconade 

4,100 

75 

3,080 

79 

3,200 

Gentry 

3,100 

76 

2,340 

84 

2,600 

Greene 

42,300 

95 

40,230 

89 

37,700 

Grundy 

4,200 

80 

3,350 

82 

3,400 

Harrison 

4,200 

76 

3,170 

73 

3,100 

Henry 

6,500 

79 

5,120 

77 

5,000 

Hickory 

1,600 

79 

1,270 

57 

900 

Holt 

2,500 

71 

1,770 

87 

2,200 

Howard 

3,400 

74 

2,510 

78 

2,600 

Howell 

5,800 

54 

3,120 

50 

2,900 

Iron 

1,900 

63 

1,200 

62 

1,200 

Jackson 

211,600 

97 

205,040 

92 

195,000 

Jasper 

28,600 

89 

25,350 

83 

23,700 

Jefferson 

19,800 

95 

18,750 

87 

17,200 

Johnson 

8.000 

80 

6,420 

74 

5,900 

Knox 

2,700 

80 

2,160 

71 

1,900 

Laclede 

6,000 

76 

4,570 

79 

4,800 

Lafayette 

7,700 

84 

6,490 

84 

6,500 

Lawrence 

7,200 

68 

4,890 

76 

5,500 

Lewis 

3,400 

80 

2,720 

86 

2,900 

Lincoln 

5,600 

87 

4,880 

79 

4,400 

Linn 

6,100 

63 

3,840 

81 

4,900 

Livingston’ 

5,100 

80 

4,070 

76 

3,900 

McDonald 

4,200 

76 

3,170 

65 

2,700 

Macon 

7,200 

77 

5,550 

79 

5,700 

Madison 

2,900 

75 

2,180 

57 

1,700 

Maries 

2,100 

75 

1,580 

68 

1,400 

Marion 

9,900 

94 

9,290 

86 

8,600 

Mercer 

2,000 

76 

1,510 

60 

1,200 

Miller 

4,400 

75 

3,290 

72 

3,100 

Mississippi 

5,500 

66 

3,620 

76 

4,200 

Moniteau 

3,200 

75 

2,400 

88 

2,800 

Monroe 

3,100 

83 

2,560 

83 

2,600 

Montgomery 

3,500 

87 

3,050 

76 

2,600 

2,300 

Morgan 

2,900 

75 

2,170 

78 

New  Madrid 

8,800 

72 

6,330 

66 

5,800 

Newton 

9,400 

75 

7,090 

74 

7,000 

Nodaway 

7,400 

70 

5,210 

82 

6,000 

Oregon 

3,000 

49 

1,480 

41 

1,200 

Osage 

3,000 

75 

2,240 

78 

2,400 

Ozark 

2.500 

66 

1,650 

57 

1,400 

Pemiscot 

10,600 

80 

8,470 

66 

7,000 

Perry 

3,400 

82 

2,790 

78 

2,600 

Pettis 

12,600 

83 

10,460 

84 

10,600 

Phelps 

8,100 

70 

5,700 

84 

6,800 

Pike 

5,900 

83 

4,880 

77 

4,500 

Platte 

6,900 

91 

6,250 

88 

6,100 

Polk 

4,700 

76 

3,560 

73 

3,400 

Pulaski 

9,100 

78 

7,090 

71 

6,500 

Putnam 

2,800 

66 

1,850 

68 

1,900 

Ralls 

2,200 

83 

1,830 

68 

1,500 

Randolph 

8,000 

74 

5,930 

78 

6,200 

Ray 

5,400 

84 

4,550 

81 

4,300 

Reynolds 

1,500 

57 

850 

59 

900 

Ripley 

3,000 

57 

1,720 

55 

1,700 

St.  Charles 

11,700 

94 

11,020 

87 

10,200 

St.  Clair 

2,900 

79 

2,290 

64 

1,900 

St.  Francois 

11,600 

86 

10,010 

84 

9,800 
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Total 

Nielsen  % 

Nielsen 

ARB  % 

ARB 

County 

Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

St.  Louis 

465,600 

97 

451,450 

84 

390,200 

Ste.  Genevieve 

3,100 

82 

2,540 

84 

2,600 

Saline 

8,000 

76 

6,110 

79 

6,300 

Schuyler 

1,600 

66 

1,060 

76 

1,200 

Scotland 

2,400 

80 

1,920 

81 

1,900 

Scott 

8,800 

80 

7,000 

80 

7,100 

Shannon 

1,700 

49 

830 

28 

500 

Shelby 

3,100 

77 

2,390 

80 

2,500 

Stoddard 

8,400 

80 

6,710 

72 

6,000 

Stone 

2,700 

74 

1,990 

67 

1,800 

Sullivan 

3,300 

67 

2,200 

69 

2,300 

Taney 

3,100 

73 

2,280 

63 

1.900 

Texas 

5,700 

54 

3,070 

60 

3,400 

Vernon 

6,300 

74 

4,670 

73 

4,600 

Warren 

2,400 

87 

2,090 

75 

1,800 

Washington 

3,800 

63 

2,410 

68 

2,600 

Wayne 

2,400 

75 

1,810 

92 

2,200 

Webster 

4,200 

76 

3,180 

68 

2,800 

Worth 

1,600 

76 

1,210 

79 

1,300 

Wright 

pif  4,100 

66 

2,690 

58 

2,400 

State  Total 

1,373,300 

89 

1,215,750 

82 

1,129,200 

MONTANA 

Beaverhead 

2,700 

54 

1,450 

68 

1,800 

Big  Horn 

2,800 

50 

1,410 

61 

1,700 

Blaine 

2,600 

51 

1,310 

56 

1,500 

Broadwater 

700 

54 

380 

68 

480 

Carbon 

2,400 

59 

1,420 

70 

1,700 

Carter 

800 

44 

350 

27 

220 

Cascade 

23,100 

77 

17,690 

86 

19,800 

Chouteau 

2,400 

66 

1,580 

77 

1,900 

Custer 

4,000 

44 

1,780 

65 

2,600 

Daniels 

1,000 

45 

450 

71 

700 

Dawson 

3,300 

52 

1,730 

87 

2,900 

Deer  Lodge 

6,400 

53 

3,390 

90 

5,700 

Fallon 

1,100 

45 

500 

65 

700 

Fergus 

4,400 

53 

2,340 

66 

2,900 

Flathead 

10,400 

67 

6,980 

82 

8,500 

Gallatin 

7,800 

50 

3,890 

71 

5,600 

Garfield 

600 

45 

270 

63 

380 

Glacier 

3,000 

58 

1,750 

73 

2,200 

Golden  Valley 

400 

56 

230 

63 

250 

1,000 

53 

530 

69 

700 

Hill 

5,500 

51 

2,780 

75 

4,100 

Jefferson 

1,000 

50 

500 

71 

700 

Judith  Basin 

700 

54 

380 

73 

510 

Lake 

3,700 

62 

2,280 

58 

2,100 

Lewis  & Clark 

10,300 

54 

5,530 

79 

8,200 

Liberty 

500 

51 

260 

72 

360 

Lincoln 

3,400 

60 

2,030 

74 

2,500 

McCone 

1,000 

53 

530 

47 

500 

Madison 

1,800 

50 

890 

75 

1,400 

Meagher 

1,000 

54 

540 

53 

500 

Mineral 

900 

54 

480 

67 

600 

Missoula 

14,700 

69 

10,190 

73 

10,700 

Musselshell 

1,600 

54 

860 

83 

1,300 

Park 

3,600 

59 

2,130 

76 

2,700 

Petroleum 

300 

56 

170 

70 

210 

Phillips 

2,000 

45 

890 

62 

1,200 

Pondera 

2,000 

69 

1,370 

74 

1,500 

Powder  River 

800 

45 

360 

36 

290 

Powell 

2,200 

53 

1,160 

82 

1,800 

Prairie 

700 

52 

360 

24 

170 

Ravalli 

4,000 

54 

2,150 

78 

3,100 

Richland 

2,900 

53 

1,550 

78 

2,300 

Roosevelt 

3,000 

54 

1,610 

85 

2,600 

Rosebud 

2,000 

51 

1,010 

60 

1,200 

Sanders 

2,500 

53 

1,340 

66 

1,700 

Sheridan 

1,800 

53 

960 

73 

1,300 

Silver  Bow 

20,500 

85 

17,470 

83 

17,000 

Stillwater 

1,800 

59 

1,070 

68 

1,200 

Sweet  Grass 

900 

59 

530 

50 

450 

Teton 

2,300 

69 

1,580 

80 

1,800 

Toole 

2,500 

51 

1,280 

77 

1,900 

Treasure 

300 

54 

160 

67 

200 

Valley 

4,200 

45 

1,870 

70 

2,900 

Wheatland 

900 

54 

480 

69 

620 

Wibaux 

400 

54 

220 

61 

240 

Yellowstone 

25,300 

82 

20,640 

87 

22,100 

State  Total 

213,900 

64 

137,040 

77 

164,180 

NEBRASKA 

Adams 

9,300 

86 

8,040 

86 

8,000 

Antelope 

3,500 

69 

2,400 

70 

2,500 

Arthur 

200 

48 

100 

64 

130 

Banner 

500 

62 

310 

77 

390 

Blaine 

200 

57 

110 

82 

160 

Boone 

2,800 

64 

1,790 

81 

2,300 

Box  Butte 

3,700 

53 

1,940 

77 

2,900 

Boyd 

1,300 

48 

620 

71 

900 

Brown 

1,400 

48 

670 

66 

900 

Buffalo 

8,500 

82 

6,950 

80 

6,800 

Burt 

3,500 

87 

3,040 

91 

3,200 

Butler 

3,300 

82 

2,710 

84 

2,800 

Cass 

5,900 

94 

5,540 

88 

5,200 

Cedar 

3,700 

94 

3,470 

85 

3,100 

Chase 

1,300 

56 

730 

82 

1,100 

Cherry 

2,600 

52 

1,340 

70 

1,800 

Cheyenne 

5,500 

59 

3,270 

84 

4,600 

Cla/ 

3,200 

77 

2,450 

88 

2,800 

Colfax 

3,300 

82 

2,700 

91 

3,000 

Cuming 

3,800 

87 

3,300 

77 

2,900 

Custer 

5,500 

64 

3,500 

75 

4,100 

Dakota 

3,600 

94 

3,390 

90 

3,200 

Dawes 

2,800 

45 

1,260 

67 

1,900 

Dawson 

6,400 

82 

5,250 

87 

5,600 

Deuel 

900 

55 

500 

85 

770 

Dixon 

2,600 

94 

2,430 

84 

2,200 

Dodge 

10,000 

96 

9,570 

91 

9,100 

Douglas 

103,400 

97 

100,230 

96 

99,300 

Dundy 

1,000 

56 

560 

79 

800 

Fillmore 

3,500 

77 

2,690 

83 

2,900 

Franklin 

2,000 

84 

1,680 

77 

1,500 

Frontier 

1,400 

63 

890 

91 

1,300 

Furnas 

2,900 

84 

2,430 

72 

2,100 

Gage 

8,400 

87 

7,300 

82 

6,900 

Garden 

1,300 

59 

760 

81 

1,100 

Garfield 

800 

58 

460 

76 

610 

Gosper 

700 

85 

590 

84 

590 

Grant 

200 

54 

110 

69 

140 

Greeley 

1,600 

66 

1,060 

77 

1,200 

Hall 

12,000 

89 

10,650 

88 

10,500 

Hamilton 

3,100 

83 

2,590 

92 

2,800 

Harlan 

1,800 

84 

1,510 

80 

1,400 

Hayes 

500 

63 

320 

71  • 

360 

Hitchcock 

1,400 

56 

780 

79 

1,100 

Holt 

4,100 

48 

1,970 

69 

2,800 

Hooker 

300 

48 

140 

62 

190 

Howard 

2,300 

66 

1.520 

73 

1,700 

Jefferson 

4,100 

79 

3,240 

83 

3,400 

Johnson 

2,000 

87 

1,740 

74 

1,500 

Kearney 

1,900 

84 

1,590 

88 

1,700 

Keith 

2,500 

62 

1,560 

87 

2,200 

Keya  Paha 

400 

54 

220 

73 

290 

Kimball 

1,900 

63 

1,200 

83 

1,600 

Knox 

4,100 

69 

2,820 

75 

3,100 

Lancaster 

47,300 

94 

44,650 

91 

43,100 

Lincoln 

9,600 

63 

6,030 

77 

7,400 

Logan 

400 

46 

180 

70 

280 

Loup 

300 

59 

180 

47 

140 

McPherson 

100 

48 

50 

72 

70 

Madison 

8,100 

91 

7,350 

80 

6,500 

Merrick 

2,800 

64 

1,790 

82 

2,300 

Morrill 

2,200 

63 

1,380 

68 

1,500 

Nance 

1,800 

64 

1,150 

76 

1,400 

Nemaha 

3,100 

82 

2,530 

85 

2,600 

Nuckolls 

2,800 

77 

2,140 

84 

2,400 

Otoe 

5,900 

94 

5,530 

92 

5,400 

Pawnee 

1,900 

82 

1,550 

68 

1,300 

Perkins 

1,100 

62 

680 

75 

800 

Phelps 

3,300 

83 

2,740 

86 

2,800 

Pierce 

2,600 

1,790 

81 

2,100 

Platte 

7,100 

91 

6,450 

83 

5,900 

Polk 

2,600 

84 

2,190 

89 

2,300 

Redwillow 

4,000 

63 

2,530 

82 

3,300 

Richardson 

4,700 

80 

3,780 

76 

3,600 

Rock 

800 

49 

390 

62 

500 

Saline 

5,000 

79 

3,960 

90 

4,500 

Sarpy 

7,500 

96 

7,200 

88 

6,600 

Saunders 

5,700 

96 

5,490 

80 

4,500 

Scotts  Bluff 

10,600 

66 

6,970 

86 

9,100 

4,200 

79 

3,330 

73 

3,100 

Sheridan 

3,000 

53 

1,580 

82 

2,500 

Sherman 

1,600 

64 

1,020 

78 

1,200 

Sioux 

600 

54 

320 

57 

340 

Stanton 

1,600 

82 

1,310 

71 

1,100 

Thayer 

3,100 

77 

2,380 

72 

2,200 

Thomas 

500 

46 

230 

70 

350 

Thurston 

2,200 

87 

1,910 

82 

1,800 

Valley 

2,000 

64 

1,280 

79 

1,600 

Washington 

3,800 

96 

3,640 

89 

3,400 

Wayne 

3,000 

94 

2,830 

92 

2,800 

Webster 

2,300 

86 

1,990 

77 

1,800 

Wheeler 

300 

57 

170 

73 

220 

York 

4,600 

84 

3,860 

82 

3,800 

State  Total 

443,000 

84 

372,520 

86 

. 381,990 

NEVADA 

Churchill 

1,900 

44 

840 

90 

1,700 

Clark 

41,400 

83 

34,230 

85 

35,200 

Douglas 

500 

60 

300 

90 

450 

Elko 

4,200 

48 

2,010 

65 

2,700 

Esmeralda 

200 

48 

100 

Too  few  for  measurement 

Eureka 

200 

45 

90 

77 

150 

Humboldt 

1,400 

46 

640 

80 

1,100 

Lander 

400 

48 

190 

74 

300 

Lincoln 

900 

49 

440 

64 

580 

Lyon 

1,200 

61 

730 

93 

1,100 

Mineral 

1,900 

45 

850 

78 

1,500 

Nye 

900 

49 

440 

57 

510 

Ormsby 

1,800 

61 

1,100 

88 

1,600 

Pershing 

1,100 

45 

490 

74 

800 

Storey 

200 

57 

110 

54 

110 

Washoe 

28,000 

89 

24,860 

90 

25,200 

White  Pine 

3,400 

48 

1,620 

84 

2,800 

State  Total 

89,600 

77 

69,040 

85 

75,800 

NEW  HAMPSHIRE 
Belknap  8.100 

90 

7,250 

95 

7,700 

Carroll 

4,900 

91 

4,440 

88 

4,300 

Cheshire 

12,700 

91 

11,590 

79 

10,000 

Coos 

10,400 

90 

9,310 

94 

9,800 

Grafton 

12,900 

87 

11,270 

74 

9,500 

Hillsboro 

50,300 

92 

46,420 

94 

47,500 

Merrimack 

18,300 

91 

16,700 

88 

16,200 

Rockingham 

26,700 

92 

24,690 

85 

22,800 

Strafford 

15,200 

92 

13,960 

85 

12,900 

Sullivan' 

8,700 

88 

7,690 

81 

7,000 

State  Total 

168,200 

91 

153,320 

88 

147,700 

NEW  JERSEY 

Atlantic 

47,300 

94 

44,410 

92 

43,600 

Bergen 

247,200 

93 

228,780 

98 

241,300 

Burlington 

47,100 

93 

43,850 

97 

45,600 

Camden 

109,600 

93 

101,820 

98 

107,900 

Cape  May 

15,500 

93 

14,360 

83 

12,800 

Cumberland 

31,500 

92 

29,130 

90 

28,200 

Essex 

293,800 

92 

271,180 

98 

287,400 

Gloucester 

38,400 

93 

35,590 

98 

37,800 

Hudson 

190,400 

94 

178,710 

97 

185,000 

Hunterdon 

14,900 

93 

13,870 

90 

13,500 

Mercer 

73,500 

93 

68,660 

98 

72,300 

Middlesex 

105,900 

93 

98,050 

97 

103,200 

Monmouth 

93,000 

94 

87,690 

93 

86,200 

Morris 

63,300 

93 

58,810 

98 

62,100 

Ocean 

27,800 

93 

25,840 

98 

27,200 

Passaic 

117,700 

93 

109,470 

98 

115,500 

Salem 

17,300 

93 

16,140 

97 

16,800 

Somerset 

36,700 

92 

33,840 

97 

35,700 

Sussex 

12,000 

92 

11,020 

95 

1 1 ,400 

Union 

149,500 

93 

139,750 

98 

145,800 

Warren 

19,100 

92 

17,560 

95 

18,100 

State  Total 

1,751,500 

93 

1,628,530 

97 

1,697,400 

NEW  MEXICO 

Bernalillo 

70,900 

92 

65,020 

84 

59,800 

Catron 

700 

62 

430 

14 

100 

80  (SPECIAL  REPORT) 
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Total 

Nielsen  % 

Nielsen 

ARB  % 

ARB 

Chowan 

3,200 

65 

2,080 

74 

2,400 

County 

Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Clay 

2,300 

51 

1,180 

70 

1,600 

16,100 

81 

13,080 

83 

13,400 

Cleveland 

15,900 

80 

1 2,770 

85 

13,500 

3,500 

48 

1,690 

57 

2,000 

Columbus 

12,200 

60 

7,290 

71 

8,700 

9,300 

63 

5,840 

82 

7,700 

Craven 

14,800 

83 

12,230 

81 

1 1 ,900 

800 

60 

480 

73 

590 

Cumberland 

30,700 

63 

19,340 

82 

25,100 

12,300 

86 

10,640 

78 

9,500 

Currituck 

1,900 

77 

1,450 

72 

1,400 

13,700 

74 

10,190 

83 

11,300 

Dare 

1,400 

65 

910 

77 

1,100 

4,600 

62 

2,850 

61 

2,800 

Davidson 

18,700 

89 

16,550 

80 

14,900 

1,500 

67 

1,000 

69 

1,000 

Davie 

4,100 

80 

3,300 

77 

3,200 

300 

51 

150 

51 

150 

Duplin 

10,000 

64 

6,430 

73 

7,300 

1,300 

62 

800 

72 

900 

Durham 

29,900 

86 

25,730 

84 

25,200 

14,600 

65 

9,450 

83 

12,000 

Edgecombe 

12,100 

81 

9,760 

92 

11,100 

2,100 

65 

1,360 

80 

1,700 

Forsyth 

49,600 

89 

44,260 

43,800 

3,500 

78 

2,740 

72 

2,500 

Franklin 

7,000 

60 

4,210 

74 

5,200 

3,100 

65 

2,020 

74 

2,300 

Gaston 

33,200 

83 

27,700 

89 

29,500 

8,900 

52 

4,590 

66 

5,900 

Gates 

2,400 

75 

1,810 

80 

1,900 

1,400 

53 

750 

59 

800 

Graham 

1,700 

51 

870 

72 

1,200 

11,900 

8,120 

81 

9,700 

Granville 

7,000 

72 

5,050 

76 

5,300 

3,700 

63 

2,320 

70 

2,600 

Greene 

3,600 

72 

2,590 

71 

2,600 

6,100 

59 

3,600 

68 

4,200 

Guilford 

61,500 

90 

55,440 

92 

56,700 

4,000 

60 

2,390 

73 

2,900 

Halifax 

13,800 

71 

9,730 

76 

10,500 

2,100 

63 

1,330 

71 

1,500 

Harnett 

12,800 

62 

7,880 

80 

10,200 

14,700 

56 

8,240 

75 

1 1 ,000 

Haywood 

10,700 

68 

7,330 

81 

8,600 

San  Miguel 

5,200 

53 

2,740 

70 

3,600 

Henderson 

9,400 

69 

6,460 

75 

7,000 

10,700 

74 

7,960 

82 

8,800 

Hertford 

5,000 

75 

3,760 

75 

3,700 

Sierra 

2,000 

67 

1,340 

72 

1,400 

Hoke 

3,200 

61 

1,940 

76 

2,400 

2,700 

63 

1,710 

73 

2,000 

Hyde 

1,400 

64 

900 

71 

1,000 

Taos 

3,400 

59 

2,000 

51 

1,700 

Iredell 

15,100 

82 

12,430 

82 

12,400 

1,500 

67 

1,010 

67 

1,000 

Jackson 

4,400 

62 

2,740 

71 

3,100 

Union 

1,600 

48 

760 

58 

900 

Johnston 

16,100 

68 

10,960 

75 

12,000 

Valencia 

7,700 

72 

5,550 

77 

5,900 

Jones 

2,600 

64 

1,670 

75 

1,900 

State  Total 

245,900 

74 

182,150 

78 

191,640 

Lee 

Lenoir 

7,000 

13,900 

77 

4,860 

10,680 

78 

79 

5,500 
1 1 ,000 

NEW  YORK 

Lincoln 

6,600 

77 

5,050 

84 

5,500 

McDowell 

7,000 

73 

5,130 

76 

5,300 

87,700 

93 

81,240 

94 

82,500 

Macon 

4,300 

62 

2,670 

72 

3,100 

Allegany 

13,300 

82 

10,860 

90 

12,000 

Madison 

4,600 

59 

2,730 

73 

3,300 

Bronx 

431,800 

92 

395,790 

97 

421,300 

Martin 

6,300 

72 

4,550 

83 

5,200 

Broome 

62,100 

92 

56,890 

95 

58,900 

Mecklenberg 

73,900 

89 

65,820 

90 

66,600 

Cattaraugus 

25,100 

93 

23,240 

89 

22,300 

Mitchell 

3,500 

64 

2,220 

68 

2,400 

Cayuga 

21,900 

93 

20,270 

94 

20,600 

Montgomery 

3,900 

75 

2,930 

76 

3,000 

Chautauqua 

47,500 

92 

43,600 

88 

41,800 

Moore 

8,000 

70 

5,580 

77 

6,200 

Chemung 

30,400 

89 

27,080 

86 

26,300 

Nash 

16,000 

70 

11,210 

72 

11,500 

Chenango 

13,400 

90 

12,120 

82 

1 1 ,000 

New  Hanover 

21,400 

77 

16,530 

91 

19,500 

Clinton 

15,400 

93 

14,340 

89 

13,700 

Northampton 

5,800 

75 

4,370 

71 

4,100 

Columbia 

15,000 

93 

13,970 

95 

14,300 

Onslow 

6,800 

70 

4,770 

77 

5.200 

Cortland 

12,100 

92 

11,110 

94 

1 1 ,400 

Orange 

9,600 

84 

8,040 

69 

6,600 

Delaware 

13,900 

86 

11,890 

77 

10,700 

Pamlico 

2,800 

64 

1,790 

76 

2,100 

Dutchess 

45,600 

91 

41,720 

90 

41,000 

Pasquotank 

6,700 

76 

5,120 

88 

5,900 

Erie 

325,300 

93 

303,370 

96 

312,800 

Pender 

4,600 

61 

2,820 

75 

3,500 

Essex 

11,200 

83 

9,260 

87 

9,700 

Perquimans 

2,500 

76 

1,910 

76 

1,900 

Franklin 

12,300 

79 

9,690 

10,900 

Person 

5,800 

74 

4,290 

79 

4,600 

Fulton 

16,500 

90 

14,930 

92 

15,100 

Pitt 

15,100 

89 

13,470 

80 

12,100 

Genesee 

15,700 

94 

14,730 

93 

14,600 

Polk 

3,100 

85 

2,620 

68 

2,100 

Greene 

9,400 

90 

8,420 

89 

8,300 

Randolph 

14,700 

85 

12,500 

80 

11,700 

1,400 

91 

1,270 

72 

1,000 

Richmond 

9,500 

84 

7,960 

82 

7,800 

Herkimer 

20,000 

92 

18,480 

97 

19,300 

Robeson 

18,000 

70 

12,520 

75 

1 3,500 

Jefferson 

27,000 

83 

22,510 

91 

24,600 

Rockingham 

18.100 

87 

15,730 

87 

15,700 

Kings 

777,200 

94 

728,800 

94 

728,800 

Rowan 

22,500 

85 

19,090 

85 

19,100 

Lewis 

6,600 

85 

5,610 

81 

5,400 

Rutherford 

10,900 

83 

9,030 

78 

8,500 

Livingston 

12,300 

90 

11,050 

90 

11,000 

Sampson 

11,600 

65 

7,570 

74 

8,600 

Madison 

15,400 

92 

14,140 

95 

14,600 

Scotland 

5,600 

61 

3,410 

80 

4,500 

Monroe 

181,300 

93 

168,160 

96 

173,600 

Stanly 

10,600 

91 

9,600 

72 

7,700 

Montgomery 

19,200 

91 

17,450 

91 

17,500 

Stokes 

5,100 

79 

4,050 

75 

3,800 

Nassau 

405,400 

94 

383,020 

98 

399,400 

Surry 

12,400 

85 

10,490 

72 

8,900 

New  York 

581,400 

91 

526,610 

86 

499,800 

Swain 

2,300 

51 

1,170 

59 

1,400 

Niagara 

69,100 

94 

64,840 

98 

67,800 

Transylvania 

3,700 

62 

2,300 

80 

3,000 

Oneida 

72,300 

94 

67,860 

96 

69,500 

Tyrrell 

1,200 

66 

790 

77 

900 

Onondaga 

122,000 

93 

113,420 

95 

115,500 

Union 

10,100 

79 

7,960 

66 

6,700 

Ontario 

19,800 

91 

18,100 

93 

18,500 

Vance 

8,000 

76 

6,080 

83 

6,600 

Orange 

52,800 

92 

48,670 

89 

47,100 

Wake 

41,000 

83 

33,890 

85 

35,000 

Orleans 

1 0„400 

92 

9,550 

94 

9,800 

Warren 

4,400 

60 

2,650 

78 

3,400 

Oswego 

24,500 

93 

22,800 

97 

23,700 

Washington 

3,000 

65 

1,940 

78 

2,300 

17,100 

91 

15,540 

15,100 

Watauga 

4,400 

67 

2,940 

78 

3,400 

Putnam 

7,400 

87 

6,470 

100 

7,400 

Wayne 

16,900 

80 

13,500 

84 

14,100 

Queens 

575,000 

93 

534,210 

96 

551,100 

Wilkes 

1 1 ,200 

72 

8,010 

79 

8,800 

Rensselaer 

44,000 

93 

40,750 

93 

41,100 

Wilson 

14,900 

80 

11,850 

81 

12,000 

Richmond 

61,500 

93 

57,470 

93 

57,400 

Yadkin 

6,300 

80 

5,060 

68 

4,300 

Rockland 

33,000 

94 

30,870 

99 

32,500 

Yancey 

3,500 

59 

2,080 

71 

2,500 

St.  Lawrence 

34,000 

79 

26,990 

85 

28,800 

State  Total  1 

,115,400 

79 

877,480 

82 

909,700 

Saratoga 

25,500 

91 

23,260 

96 

24,500 

Schenectady 

Schoharie 

51,600 

7,700 

92 

88 

47,590 

6,790 

97 

86 

49,900 

6,600 

NORTH  DAKOTA 

87 

1,100 

Schuyler 

4,000 

90 

3,600 

81 

3,300 

Adams 

1,300 

57 

740 

Seneca 

8,100 

91 

7,340 

94 

7,600 

Barnes 

4,700 

89 

4,180 

85 

4,000 

Steuben 

29,500 

85 

24,970 

89 

26,100 

Benson 

2,300 

66 

1,530 

71 

1,600 

Suffolk 

1 63,800 

92 

150,140 

95 

155,100 

Billings 

400 

51 

210 

54 

220 

Sullivan 

14,100 

91 

12,880 

89 

12,500 

Bottineau 

2,800 

64 

1,800 

520 

74 

2,100 

Tioga 

10,600 

91 

9,670 

9,300 

Bowman 

1,000 

52 

85 

800 

Tompkins 

18,200 

87 

15,870 

83 

15,100 

Burke 

1,800 

68 

1,230 

72 

1,300 

Ulster 

35,400 

91 

32,300 

86 

30,600 

Burleigh 

9,200 

82 

7,500 

89 

8,200 

12,900 

91 

1 1 ,790 

87 

1 1,200 

Cass 

20,200 

92 

18,530 

89 

18,000 

Washington 

13,700 

91 

12,530 

88 

12,100 

Cavalier 

2,400 

57 

1,380 

66 

1,600 

Wayne 

20,500 

92 

18,860 

93 

19,200 

Dickey 

2,400 

51 

1,660 

78 

1,900 

Westchester 

237,600 

94 

224,480 

232,000 

Divide 

1,400 

710 

63 

900 

Wyoming 

9,600 

92 

8,780 

90 

8,700 

Dunn 

1,400 

64 

890 

60 

800 

Yates 

5,500 

90 

4,930 

86 

4,700 

Eddy 

1,300 

66 

860 

81 

1,100 

State  Total 

5,084,000 

92 

4,694,940 

94 

4,768,000 

Emmons 

Foster 

2,000 

1,500 

78 

66 

1,560 

990 

72 

80 

1,400 

1,200 

NORTH  CAROLINA 

Golden  Valley 
Grand  Forks 

800 

13,200 

52 

81 

410 

10,680 

86 

86 

690 
1 1 ,400 

Alamance 

21,600 

91 

19,580 

19,000 

Grant 

1,500 

85 

1,270 

64 

1,000 

Alexander 

3,900 

87 

3,390 

82 

3,200 

Griggs 

1,400 

89 

1,240 

80 

1,100 

Alleghany 

2,300 

71 

1,630 

79 

1,800 

Hettinger 

1,700 

58 

980 

79 

1,400 

Anson 

5,600 

74 

4,150 

79 

4,400 

Kidder 

1,400 

78 

1,090 

72 

1,000 

Ashe 

5,000 

71 

3,550 

78 

3,900 

La  Moure 

2,100 

69 

1,450 

80 

1,700 

Avery 

3,000 

67 

2,010 

72 

2,200 

Logan 

1,100 

69 

760 

73 

800 

Beaufort 

8,900 

87 

7,770 

80 

7,100 

McHenry 

2,600 

64 

1,670 

79 

2,100 

Bertie 

5,100 

72 

3,690 

76 

3,900 

McIntosh 

1,800 

69 

1,230 

72 

1,300 

Bladen 

6,800 

56 

3,820 

73 

4,900 

McKenzie 

2,000 

51 

1,030 

68 

1,400 

Brunswick 

5,100 

61 

3,120 

77 

3,900 

McLean 

4,800 

60 

2,880 

71 

3,400 

Buncombe 

36,800 

77 

28,450 

79 

29,200 

Mercer 

2,000 

63 

1,270 

70 

1,400 

Burke 

12,200 

82 

10,040 

83 

10,100 

Morton 

5,400 

85 

4,580 

88 

4,800 

Cabarrus 

17,700 

91 

1 6,030 

79 

13,900 

Mountrail 

2,800 

51 

1,440 

68 

1,900 

Caldwell 

11,200 

80 

8,950 

86 

9,700 

Nelson 

1,700 

82 

1,400 

80 

1,400 

1,200 

77 

920 

83 

1,000 

Oliver 

500 

60 

300 

75 

380 

Carteret 

7,400 

64 

4,730 

76 

5,700 

Pembina 

3,400 

62 

2,120 

78 

2,600 

Caswell 

4,900 

74 

3,630 

72 

3,500 

Pierce 

2,000 

65 

1,300 

77 

1,500 

Catawba 

19,000 

90 

17,140 

89 

17,000 

Ramsey 

3,300 

57 

1 880 

92 

3,000 

Chatham 

6,700 

69 

4,650 

81 

5,400 

Ransom 

2,100 

78 

1,650 

74 

1,600 

Cherokee 

4,200 

51 

2,150 

74 

3,100 

Renville 

1,200 

65 

780 

79 

900 
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Total 

Nielsen  % 

Nielsen 

ARB  % 

ARB 

County 

Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Richland 

5,200 

79 

4,090 

85 

4,400 

Rolette 

2,300 

57 

1,310 

68 

1,600 

Sargent 

1,700 

79 

1,340 

85 

1,400 

Sheridan 

1,100 

65 

710 

81 

900 

Sioux 

600 

85 

510 

70 

420 

Slope 

400 

51 

210 

63 

250 

Stark 

4,400 

57 

2,520 

80 

3,500 

Steele 

1,200 

89 

1,070 

82 

1,000 

Stutsman 

7,000 

76 

5,330 

76 

5,300 

Towner 

1,200 

58 

690 

75 

900 

Traill 

2,900 

89 

2,580 

87 

2,500 

Walsh 

4,600 

62 

2,850 

89 

4,100 

Ward 

12,400 

82 

10,120 

85 

10,600 

Wells 

2,700 

65 

1,760 

71 

1,900 

Williams 

8,000 

51 

4,100 

76 

6,100 

State  Total 

170.600 

73 

124,890 

81 

137,860 

OHIO 

Adams 

6,900 

90 

6,210 

64 

4,400 

Allen 

31,200 

92 

28,560 

91 

28,300 

Ashland 

11,700 

93 

10,850 

90 

10,600 

Ashtabula 

29,700 

93 

27,580 

83 

24,700 

Athens 

13,100 

89 

11,710 

81 

10,600 

Auglaize 

10,800 

92 

9,980 

84 

9,100 

Belmont 

27,300 

92 

25,230 

93 

25,400 

Brown 

7,800 

90 

7,030 

84 

6,500 

Butler 

53,800 

94 

50,350 

96 

51,900 

Carroll 

5,900 

91 

5,360 

80 

4,700 

Champaign 

9,200 

92 

8,500 

87 

8,000 

Clark 

39,600 

93 

36,900 

98 

38,800 

Clermont 

21,400 

93 

19,940 

98 

21,000 

Clinton 

8,800 

91 

8,010 

87 

7,700 

Columbiana 

33,300 

93 

30,840 

86 

28,800 

Coshocton 

10,300 

88 

9,060 

82 

8,400 

Crawford 

14,200 

92 

13,010 

87 

12,400 

Cuyahoga 

498,400 

94 

468,600 

96 

476,500 

Darke 

14,300 

92 

13,180 

81 

11,500 

Defiance 

9,300 

92 

8,520 

78 

7,300 

Delaware 

9,800 

94 

9,190 

89 

8,700 

Erie 

21,400 

92 

19,630 

89 

19,000 

Fairfield 

20,500 

94 

19,200 

88 

18,000 

Fayette 

8,300 

90 

7,430 

86 

7,100 

Franklin 

198,500 

94 

187,480 

97 

192,200 

Fulton 

9,300 

91 

8,420 

78 

7,300 

Gallia 

7,900 

89 

7,030 

85 

6,700 

Geauga 

10,600 

92 

9,750 

91 

9,700 

Greene 

24,400 

94 

22,890 

92 

22,500 

Guernsey 

11,700 

89 

10,370 

77 

9,000 

Hamilton 

270,300 

93 

252,270 

94 

255,200 

Hancock 

16,500 

92 

15,120 

89 

14,800 

Hardin 

9,300 

92 

8,540 

82 

7,700 

Harrison 

5,900 

91 

5,370 

83 

4,900 

Henry 

7,200 

92 

6,600 

88 

6,400 

Highland 

10,000 

89 

8,940 

80 

8,000 

Hocking 

5,800 

92 

5,320 

84 

4,900 

Holmes 

5,400 

90 

4,860 

76 

4,100 

Huron 

13,700 

93 

12,700 

94 

12,900 

Jackson 

9,100 

91 

8,240 

78 

7,100 

Jefferson 

29,900 

92 

27,640 

91 

27,100 

Knox 

12,300 

93 

11,400 

86 

10,500 

Lake 

38,800 

94 

36,440 

96 

37,300 

Lawrence 

15,700 

93 

14,580 

89 

13,900 

Licking 

27,200 

92 

24,960 

89 

24,300 

Logan 

11,200 

92 

10,330 

91 

10,200 

61,300 

94 

57,490 

95 

58,300 

Lucas 

144,700 

94 

135,700 

97 

140,200 

Madison 

7,700 

91 

7,020 

91 

7,000 

Mahoning 

82,800 

94 

77,440 

94 

77,800 

Marion 

18,100 

93 

16,810 

89 

16,100 

Medina 

15,600 

94 

14,700 

90 

14,000 

Meigs 

7,100 

90 

6,400 

80 

5,700 

Mercer 

9,600 

91 

8,720 

78 

7,400 

Miami 

22,800 

94 

21 ,470 

90 

20,600 

Monroe 

4,700 

90 

4,210 

80 

3,700 

Montgomery 

158,700 

95 

150,940 

96 

1 52,200 

Morgan 

4,400 

90 

3,940 

84 

3,700 

Morrow 

6,000 

92 

5,490 

78 

4,700 

Muskingum 

24,300 

89 

21,610 

86 

20,800 

Noble 

3,800 

90 

3,400 

86 

3,300 

Ottawa 

11,100 

92 

10,170 

94 

10,400 

Paulding 

5,700 

90 

5,120 

77 

4,400 

Perry 

8,100 

92 

7,470 

81 

6,600 

Pickaway 

9,000 

93 

8,330 

86 

7,800 

Pike 

7,900 

90 

7,150 

78 

6,200 

Portage 

24,200 

92 

22,380 

84 

20,400 

Preble 

9,800 

93 

9,110 

86 

8,400 

Putnam 

8,300 

90 

7,450 

87 

7,200 

Richland 

32,800 

93 

30,380 

86 

28,200 

Ross 

18,400 

93 

17,120 

85 

15,600 

Sandusky 

19,500 

93 

18,130 

90 

17,500 

30,400 

93 

28,150 

76 

23,200 

Seneca 

17,100 

91 

15,640 

94 

16,000 

Shelby 

10,100 

92 

9,260 

84 

8,500 

Stark 

97,500 

93 

90,800 

92 

90,000 

Summit 

154,500 

94 

145,490 

95 

146,800 

Trumbull 

59,100 

93 

54,840 

95 

56,100 

Tuscarawas 

24,100 

92 

22,100 

80 

19,400 

Union 

7,600 

91 

6,920 

82 

6,200 

Van  Wert 

10,200 

91 

9,260 

82 

8,400 

Vinton 

2,900 

91 

2,650 

72 

2,100 

Warren 

16,000 

93 

14,870 

88 

14,100 

Washington 

16,000 

90 

14,450 

82 

13,100 

Wayne 

20,200 

92 

18,540 

89 

18,000 

Williams 

10.000 

91 

9,110 

87 

8,700 

Wood 

21,600 

94 

20,200 

85 

18,400 

Wyandot 

6,800 

90 

6,110 

83 

5,700 

State  Total 

2,898,200 

93 

2,700,660 

92 

2,669,000 

OKLAHOMA 

Adair 

3,600 

65 

2,350 

74 

2,700 

Alfalfa 

2,400 

75 

1,800 

81 

1,900 

Atoka 

3,100 

74 

2,280 

69 

2,100 

Beaver 

1,800 

59 

1,060 

70 

1,300 

Beckham 

5,000 

61 

3,070 

77 

3,900 

Blaine 

3,500 

80 

2,810 

89 

3,100 

Bryan 

7,100 

72 

5,120 

74 

5,300 

Caddo 

7,400 

80 

5,940 

79 

5,900 

Canadian 

6,800 

85 

5,800 

82 

5,600 

Carter 

13,400 

74 

9,850 

77 

10,300 

Cherokee 

4,900 

73 

3,580 

70 

3,500 

Choctaw 

3,900 

53 

2,070 

58 

2,300 

Cimarron 

1,100 

54 

600 

65 

700 

Cleveland 

12,000 

88 

10,530 

82 

9,800 

Coal 

1,600 

73 

1,170 

78 

1,200 

Comanche 

19,100 

86 

16,380 

86 

1 6,500 

Cotton 

2,500 

76 

1,910 

79 

2,000 

Craig 

4,600 

77 

3,530 

77 

3,600 

Creek 

11,800 

87 

10,300 

83 

9,700 

Custer 

5,300 

69 

3,630 

85 

4,500 

Delaware 

4,100 

77 

3,150 

69 

2,800 

Dewey 

1,600 

69 

1,100 

81 

1,300 

Ellis 

2,200 

64 

1,400 

57 

1,300 

Garfield 

14,600 

83 

12,100 

88 

12,900 

8,200 

79 

6,500 

80 

6,500 

Grady 

9,300 

86 

7,970 

79 

7,400 

Grant 

2,400 

75 

1,800 

84 

2,000 

Greer 

2,600 

63 

1,640 

76 

2,000 

Harmon 

1,700 

63 

1,070 

74 

1,300 

Harper 

1,400 

67 

940 

77 

1*100 

Haskell 

2,900 

59 

1,720 

61 

1 800 

Hughes 

4,100 

69 

2,820 

80 

3,300 

Jackson 

8,200 

63 

5,180 

73 

6,000 

Jefferson 

2,400 

76 

1,830 

80 

1,900 

Johnston 

2,500 

74 

1,840 

72 

1,800 

Kay 

15,600 

84 

13,090 

85 

13,200 

Kingfisher 

2,800 

80 

2,250 

87 

2,400 

Kiowa 

4,100 

75 

3,080 

77 

3,100 

Latimer 

1,900 

59 

1,130 

58 

1*100 

Le  Flore 

7,800 

63 

4,950 

70 

5,400 

Lincoln 

5,600 

83 

4,640 

81 

4,500 

Logan 

5,500 

76 

4,160 

85 

4,700 

Love 

1,600 

72 

1,150 

78 

1,200 

McClain 

3,800 

78 

2,950 

82 

3*100 

McCurtin 

6,900 

65 

4,510 

71 

4*900 

McIntosh 

3,700 

69 

2,550 

73 

2,700 

Major 

2,200 

75 

1,650 

68 

1,500 

Marshall 

2,400 

72 

1,730 

78 

1,900 

Mayes 

6,000 

77 

4,600 

79 

4,800 

Murray 

3,500 

74 

2,580 

81 

2,800 

Muskogee 

17,900 

86 

15,380 

78 

14,000 

Noble 

3,100 

80 

2,470 

91 

2,800 

Nowata 

3,300 

83 

2,740 

83 

2,700 

Okfuskee 

3,400 

73 

2,490 

75 

2,500 

Oklahoma 

136,100 

89 

120,500 

91 

1 23,500 

Okmulgee 

10,600 

81 

8,560 

80 

8,500 

Osage 

9,200 

87 

8,040 

86 

7,900 

Ottawa 

8,500 

80 

6,800 

82 

7,000 

Pawnee 

3,800 

80 

3,020 

87 

3,300 

Payne 

1 1 ,300 

78 

8,760 

81 

9,100 

Pittsburg 

8,800 

73 

6,460 

71 

6,200 

Pontotoc 

8,400 

83 

6,940 

87 

7,300 

Pottawatomie 

13,000 

79 

10,230 

85 

1 1,000 

Pushmataha 

2,800 

53 

1,480 

59 

1,700 

Roger  Mills 

1,500 

68 

1,030 

63 

900 

Rogers 

5,900 

83 

4,900 

82 

4,800 

Seminole 

8,800 

80 

7,040 

83 

7,300 

Sequoyah 

4,900 

65 

3,200 

72 

3,500 

Stephens 

11,300 

81 

9,180 

83 

9,300 

Texas 

3,300 

54 

1,770 

63 

2,100 

Tillman 

4,200 

76 

3,210 

81 

3,400 

Tulsa 

108,700 

92 

100,380 

90 

97,900 

Wagoner 

4,600 

73 

3,370 

76 

3,500 

Washington 

13,000 

86 

11,190 

93 

12,100 

Washita 

3,900 

75 

2,920 

83 

3,200 

Woods 

3,300 

64 

2,100 

80 

2,600 

Woodward 

3,600 

64 

2,290 

72 

2,600 

State  Total 

679,700 

82 

556,310 

83 

567,300 

OREGON 

Baker 

6,300 

60 

3,800 

75 

4,800 

Benton 

11,800 

70 

8,310 

80 

9,400 

Clackamas 

36,500 

86 

31,530 

94 

34,200 

Clatsop 

9,100 

71 

6,510 

88 

8,000 

Columbia 

6,700 

68 

4,570 

85 

5,700 

Coos 

18,800 

63 

11,820 

70 

13,200 

Crook 

2,700 

56 

1,510 

87 

2,300 

Curry 

6,100 

62 

3,800 

73 

4,400 

Deschutes 

6,700 

56 

3,760 

85 

5,700 

Douglas 

20,700 

69 

14,270 

86 

17,800 

Gilliam 

1,200 

65 

780 

67 

800 

Grant 

2,400 

54 

1,290 

68 

1,600 

Harney 

1,900 

51 

970 

93 

1,800 

Hood  River 

4,200 

64 

2,680 

81 

3,400 

Jackson 

23,400 

80 

18,760 

89 

20,800 

Jefferson 

2,700 

64 

1,730 

75 

2,000 

Josephine 

10,200 

69 

7,070 

72 

7,400 

Klamath 

15,000 

68 

10,140 

89 

13,400 

Lake 

2,300 

58 

1,320 

81 

1,900 

Lane 

47,700 

85 

40,640 

89 

42,400 

Lincoln 

9,000 

63 

5,710 

85 

7,600 

Linn 

17,000 

71 

12,070 

87 

14,900 

Malheur 

6,600 

72 

4,730 

91 

6,000 

Marion 

37,000 

82 

30,390 

93 

34,400 

Morrow 

1,300 

66 

860 

82 

1,100 

Multnomah 

194,400 

89 

173,130 

92 

178,000 

Polk 

8,000 

72 

5,780 

87 

6,900 

Sherman 

700 

66 

460 

83 

580 

Tillamook 

6,200 

67 

4,140 

70 

4,400 

Umatilla 

14,600 

68 

9,980 

75 

11,000 

Union 

5,700 

60 

3,440 

68 

3,900 

Wallowa 

2,400 

61 

1,460 

68 

1,600 

Wasco 

7,200 

64 

4,590 

85 

6,100 

Washington 

31,200 

88 

27,470 

91 

28,500 

Wheeler 

800 

54 

430 

88 

700 

Yamhill 

10,000 

70 

7,020 

85 

8,500 

State  Total 

588,500 

79 

466,920 

88 

515,180 

PENNSYLVANIA 

Adams 

13,900 

87 

12,050 

79 

11,000 

Allegheny 

469,400 

94 

440,670 

97 

457,300 

Armstrong 

23,100 

93 

21,380 

84 

19,300 

Beaver 

58,100 

94 

54,520 

96 

55,700 

Bedford 

12,500 

93 

11,580 

76 

9,400 

Berks 

80,700 

92 

74,070 

92 

74,000 

Blair 

38,200 

92 

35,240 

93 

35,600 

Bradford 

15,500 

90 

13,950 

82 

12,700 

Bucks 

99,200 

94 

93,180 

94 

92,800 

Butler 

30,400 

94 

28,510 

86 

26,200 

82  (SPECIAL  REPORT) 
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Total 

Nielsen  % 

Nielsen 

ARB  % 

ARB 

County 

Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

55,000 

93 

50,940 

96 

52,700 

1,900 

74 

1,410 

95 

1,800 

15,500 

90 

14,010 

88 

13,600 

19,000 

90 

17,120 

82 

15,600 

Chester 

54,700 

93 

51,130 

98 

53,500 

10,400 

92 

' 9,520 

90 

9,300 

Clearfield 

22,300 

93 

20,740 

82 

1 8,400 

Clinton 

11,100 

80 

8,920 

86 

9,600 

17,100 

83 

14,140 

85 

14,600 

22,700 

89 

20,160 

80 

18,200 

Cumberland 

35,800 

88 

31,420 

92 

33,100 

66,600 

92 

61,130 

92 

61,300 

163,100 

93 

152,400 

97 

158,800 

Elk 

10,000 

77 

7,660 

89 

8,900 

Erie 

68,900 

93 

64,300 

95 

65,500 

Fayette 

45,600 

93 

42,610 

83 

37,600 

Forest 

1,400 

73 

1,020 

83 

1,200 

24,100 

89 

21,480 

72 

17,400 

2,800 

80 

2,240 

66 

1,800 

11,700 

86 

10,100 

84 

9,800 

Huntingdon 

10,900 

91 

9,900 

80 

8,700 

Indiana 

19,200 

92 

17,600 

82 

15,800 

13,700 

92 

12,580 

87 

11,900 

4,600 

72 

3,300 

74 

3,400 

Lackawanna 

71,100 

91 

64,940 

96 

68,300 

Lancaster 

76,700 

93 

71,060 

86 

65,900 

Lawrence 

31,200 

92 

28,800 

90 

27,900 

Lebanon 

25,000 

92 

23,000 

86 

21,400 

Lehigh 

64,600 

94 

60,650 

95 

61,500 

102,700 

91 

92,970 

95 

97,200 

Lycoming 

32,500 

78 

25,330 

84 

27,400 

15,100 

81 

12,300 

87 

13,200 

33,200 

92 

30,480 

97 

32,300 

Mifflin 

12,000 

91 

10,960 

87 

10,400 

Monroe 

12,100 

91 

10,980 

89 

10,800 

Montgomery 

141,000 

94 

132,680 

98 

138,600 

Montour 

3,800 

85 

3,240 

91 

3,500 

Northampton 

53,800 

94 

50,510 

97 

52,000 

Northumberland 

33,500 

78 

26,230 

84 

28,100 

Perry 

7,100 

72 

5,090 

80 

5,700 

Philadelphia 

621,000 

92 

568,840 

98 

606,700 

Pike 

3,300 

80 

2,650 

78 

2,600 

Potter 

4,700 

74 

3,470 

85 

4,000 

Schuylkill 

51,000 

90 

45,850 

83 

42,300 

Snyder 

7,700 

72 

5,570 

73 

5,700 

Somerset 

21,200 

86 

18,170 

91 

19,300 

1,700 

86 

1,460 

78 

1,300 

Susquehanna 

8,800 

90 

7,930 

85 

7,500 

Tioga 

10,700 

84 

9,040 

80 

8,600 

Union 

6,500 

72 

4,700 

77 

5,000 

Venango 

18,600 

81 

15,050 

87 

16,200 

Warren 

10,700 

83 

8,930 

81 

8,700 

Washington 

61,500 

94 

57,980 

97 

59,500 

Wayne 

7,700 

81 

6,220 

80 

6,200 

Westmoreland 

94,400 

95 

89,420 

95 

90,000 

Wyoming 

4,700 

86 

4,040 

82 

3,900 

York 

71,000 

93 

65,750 

92 

65,500 

State  Total 

3,269,700 

92 

2,995,270 

93 

3,053,700 

RHODE  ISLAND 

Bristol 

9,000 

93 

8,400 

98 

8,800 

Kent 

31,200 

93 

29,120 

99 

30,800 

Newport 

19,600 

93 

18,220 

100 

19,500 

Providence 

173,400 

93 

161,680 

97 

168,900 

Washington 

16,600 

93 

15,390 

98 

16,300 

State  Total 

249,800 

93 

232,810 

98 

244,300 

SOUTH  CAROLINA 

Abbeville  5.300 

75 

3,960 

75 

4,000 

Aiken 

24,000 

76 

18,160 

84 

20,100 

Allendale 

4,400 

60 

2,630 

59 

2,600 

Anderson 

24,900 

79 

19,560 

81 

20,100 

Bamberg 

3,900 

60 

2,330 

75 

2,900 

Barnwell 

6,500 

60 

3,890 

69 

4,500 

Beaufort 

8,600 

74 

6,330 

75 

6,400 

Berkeley 

7,600 

79 

5,980 

73 

5,600 

Calhoun 

3,100 

63 

1,960 

73 

2,200 

Charleston 

57,500 

87 

50,080 

86 

49,700 

Cherokee 

9,100 

81 

7,390 

77 

7,000 

Chester 

8,100 

78 

6,360 

81 

6,600 

Chesterfield 

7,800 

72 

5,590 

73 

5,700 

Clarendon 

7,300 

66 

4,840 

72 

5,200 

Colleton 

7,000 

75 

5,230 

71 

5,000 

Darlington 

1 1 ,900 

71 

8,500 

74 

8,800 

Dillon 

6,900 

74 

5,090 

68 

4,700 

Dorchester 

6,100 

79 

4,810 

77 

4,700 

Edgefield 

4,200 

66 

2,760 

79 

3,300 

Fairfield 

4,300 

74 

3,180 

69 

3,000 

Florence 

21,300 

81 

17,260 

76 

16,300 

Georgetown 

9,000 

78 

7,030 

75 

6,800 

Greenville 

56,800 

86 

48,800 

49,900 

Greenwood 

12,000 

80 

9,540 

87 

10,400 

Hampton 

4,900 

74 

3,610 

70 

3,400 

Horry 

17,400 

58 

10,120 

73 

12,800 

Jasper 

2,900 

73 

2,120 

75 

2,200 

Kershaw 

8,400 

79 

6,630 

74 

6,200 

Lancaster 

10,000 

78 

7,830 

73 

7,300 

Laurens 

10,800 

66 

7,080 

78 

8,400 

Lee 

5,100 

76 

3,890 

70 

3,600 

Lexington 

15,800 

77 

12,220 

68 

10,700 

McCormick 

2,000 

75 

1,490 

72 

1,400 

Marion 

7,400 

73 

5,430 

80 

5,900 

Marlboro 

6,200 

72 

4,460 

71 

4,400 

Newberry 

7,900 

71 

5,630 

78 

6,100 

Oconee 

9,200 

66 

6,100 

81 

7,500 

Orangeburg 

17,400 

69 

11,990 

71 

12,300 

Pickens 

11,600 

68 

7,890 

81 

9,400 

Richland 

42,300 

85 

36,130 

87 

36,800 

Saluda 

4,200 

66 

2,760 

72 

3,000 

Spartanburg 

42,700 

81 

34,530 

79 

33,900 

Sumter 

14,600 

72 

10,450 

73 

10,600 

Union 

7,600 

73 

5,570 

79 

6,000 

Williamsburg 

8,800 

79 

6,930 

65 

5,800 

York 

20,100 

78 

15,680 

82 

16,500 

State  Total 

594,900 

77 

459,800 

79 

469,700 

SOUTH  DAKOTA 

Aurora  1,200 

50 

600 

88 

1,100 

BROADCASTING,  June  20,  1960 

Beadle 

6,200 

57 

3,540 

84 

5,200 

Bennett 

800 

55 

440 

76 

610 

Bon  Homme 

2,200 

77 

1,700 

73 

1,600 

Brookings 

5,100 

72 

3,690 

75 

3,800 

Brown 

10,300 

67 

6,930 

80 

8,300 

Brule 

1,900 

57 

1,070 

80 

1,500 

Buffalo 

400 

60 

240 

76 

300 

Butte 

2,800 

48 

1,340 

84 

2,300 

Campbell 

1,000 

48 

480 

71 

700 

Charles  Mix 

4,100 

57 

2,320 

66 

2,700 

Clark 

2,200 

67 

1,470 

81 

1,800 

Clay 

3,300 

88 

2,910 

71 

2,300 

Codington 

5,800 

67 

3,860 

83 

4,800 

Corson 

1,400 

47 

660 

66 

900 

Custer 

1,500 

47 

710 

68 

1,000 

Davison 

5,000 

65 

3,240 

82 

4,100 

Day 

3,000 

68 

2,040 

77 

2,300 

Deuel 

2,100 

66 

1,390 

61 

1,300 

Dewey 

1,100 

48 

530 

58 

600 

Douglas 

1,600 

50 

800 

62 

1,000 

Edmunds 

1,800 

48 

860 

71 

1,300 

Fall  River 

3,400 

55 

1,850 

79 

2,700 

Faulk 

1,300 

56 

720 

79 

1,000 

Grant 

3,100 

68 

2,110 

78 

2,400 

Gregory 

2,400 

53 

1,270 

82 

2,000 

Haakon 

800 

44 

350 

85 

680 

Hamlin 

2,100 

66 

1,390 

76 

1,600 

Hand 

1,900 

56 

1,070 

77 

1,500 

Hanson 

1,000 

66 

660 

86 

900 

Harding  _ 

500 

48 

240 

64 

320 

Hughes 

3,200 

62 

1,990 

94 

3,000 

Hutchinson 

3,300 

77 

2,540 

72 

2,400 

Hyde 

600 

62 

370 

74 

440 

Jackson 

600 

43 

260 

75 

450 

Jerauld 

900 

56 

500 

80 

720 

Jone.s 

400 

54 

220 

67 

270 

Kingsbury 

2,900 

72 

2,100 

81 

2,300 

Lake 

3,200 

82 

2,630 

86 

2,700 

Lawrence 

6,000 

46 

2,770 

85 

5,100 

Lincoln 

3,200 

88 

2,820 

81 

2,600 

1,200 

59 

700 

81 

1,000 

McCook 

2,900 

82 

2,380 

76 

2,200 

McPherson 

1,800 

47 

850 

56 

1,000 

Marshall 

2,100 

68 

1,440 

79 

1,700 

Meade 

2,200 

46 

1,010 

77 

1,700 

Mellette 

600 

54 

330 

63 

380 

Miner 

1,600 

68 

1,090 

81 

1,300 

Minnehaha 

26,700 

95 

25,240 

92 

24,500 

Moody 

2,200 

82 

1,800 

82 

1,800 

Pennington 

18,200 

67 

12,120 

81 

14,800 

Perkins 

1,600 

48 

760 

88 

1,400 

Potter 

1,300 

47 

610 

75 

1,000 

Roberts 

3,400 

68 

2,320 

76 

2,600 

Sanborn 

1,500 

66 

980 

77 

1,200 

Shannon 

1,400 

54 

760 

74 

1,000 

Spink 

3,000 

57 

1,720 

83 

2,500 

Stanley 

1,200 

52 

630 

92 

1,100 

Sully 

800 

48 

380 

68 

540 

Todd 

1,600 

54 

870 

65 

1,000 

Tripp 

2,700 

59 

1,590 

81 

2,200 

3,100 

88 

2,720 

83 

2,600 

3,300 

88 

2,900 

93 

3,100 

Walworth 

2,500 

48 

1,190 

63 

1,600 

Washabaugh 

200 

48 

100 

76 

150 

Yankton 

4,800 

77 

3,710 

79 

3,800 

Ziebach 

600 

46 

280 

77 

460 

State  Total 

198,100 

68 

135,160 

80 

159,220 

TENNESSEE 

Anderson 

16,900 

80 

13,570 

77 

12,900 

Bedford 

6,100 

75 

4,550 

78 

4,800 

Benton 

3,800 

55 

2,110 

60 

2,300 

Bledsoe 

1,600 

72 

1,150 

47 

800 

Blount 

15,900 

87 

13,760 

76 

12,100 

Bradley 

10,200 

77 

7,900 

86 

8,800 

Campbell 

6,600 

67 

4,400 

63 

4,200 

Cannon 

2,300 

76 

1,740 

55 

1,300 

Carroll 

7,500 

59 

4,440 

64 

4,800 

Carter 

11,100 

2,400 

77 

8,540 

73 

8,100 

Cheatham 

79 

1,890 

70 

1,700 

Chester 

2,300 

60 

1,370 

62 

1,400 

Claiborne 

5,200 

54 

2,830 

68 

3,500 

Clay 

1,800 

59 

1,060 

53 

900 

Cocke 

5,800 

58 

3,360 

66 

3,800 

Coffee 

8,100 

75 

6,110 

75 

6,100 

Crockett 

3,800 

71 

2,700 

68 

2,600 

Cumberland 

5,200 

53 

2,770 

66 

3,400 

Davidson 

107,700 

90 

96,660 

84 

90,800 

Decatur 

1,800 

55 

1,000 

61 

1,100 

De  Kalb 

3,000 

71 

2,130 

75 

2,300 

Dickson 

5,500 

71 

3,900 

76 

4,200 

Dyer 

7,000 

80 

5,570 

78 

5,500 

Fayette 

5,000 

74 

3,700 

71 

3,600 

Fentress 

3,200 

55 

1,750 

42 

1,300 

Franklin 

6,100 

51 

3,120 

68 

4,200 

Gibson 

12,200 

67 

8,230 

76 

9,300 

Giles 

6,600 

55 

3,630 

65 

4,300 

Grainger 

3,000 

54 

1,630 

70 

2,100 

Greene 

12,400 

63 

7,570 

59 

7,300 

Grundy 

3,000 

61 

1,830 

61 

1,800 

Hamblen 

8,600 

58 

4,980 

73 

6,300 

Hamilton 

73,300 

86 

62,740 

83 

60,800 

Hancock 

1,900 

54 

1,030 

53 

1,000 

Hardeman 

5,400 

66 

3,580 

57 

3,100 

Hardin 

4,600 

59 

2,730 

57 

2,600 

Hawkins 

8,300 

58 

4,810 

68 

5,700 

Haywood 

4,800 

71 

3,410 

64 

3,100 

Henderson 

3,600 

55 

1,990 

67 

2,400 

Henry 

6,900 

57 

3,940 

76 

5,300 

Hickman 

2,900 

71 

2,060 

67 

1,900 

Houston 

1,400 

74 

1,040 

62 

900 

Humphreys 

3,300 

73 

2,420 

64 

2,100 

Jackson 

2,800 

59 

1,650 

59 

1,600 

Jefferson 

5,400 

59 

3,170 

75 

4,000 

Johnson 

3,900 

63 

2,470 

63 

2,500 

Knox 

68,100 

90 

61,390 

80 

54,500 

Lake 

2,900 

61 

1,760 

65 

1,900 

Lauderdale 

5,400 

74 

4,010 

74 

4,000 

Lawrence 

7,600 

59 

4,510 

68 

5,200 

Lewis 

1,200 

71 

850 

68 

800 

Lincoln 

7,000 

51 

3,570 

72 

5,100 

83 


Total 

Nielsen  % 

Nielsen 

ARB  % 

ARB 

Fannin 

7,700 

67 

5,180 

73 

5,600 

County 

Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Tv  Homes 

Fayette 

6,400 

66 

4,230 

68 

4,400 

6,700 

73 

4,880 

72 

4,800 

Fisher 

2,300 

73 

1,680 

84 

1,900 

McMinn 

8,900 

62 

5,500 

78 

6,900 

Floyd 

3,100 

78 

2,410 

89 

2,700 

McNairy 

5,000 

59 

2,970 

58 

2,900 

Foard 

900 

68 

610 

74 

670 

4,100 

71 

2,900 

65 

2,700 

Fort  Bend 

9,600 

84 

8,030 

8,400 

16,600 

73 

Franklin 

1,500 

63 

940 

73 

1,100 

5,100 

72 

3,660 

76 

3,900 

Freestone 

4,400 

63 

2,760 

67 

3,000 

4,700 

75 

3,400 

Frio 

3,000 

78 

2,350 

63 

1,900 

76 

9,000 

3,100 

69 

2,140 

80 

2,500 

1,500 

62 

930 

68 

1,000 

Galveston 

37,300 

86 

32,050 

88 

32,800 

6,600 

74 

Garza 

1,800 

76 

1,360 

83 

1,500 

13,100 

83 

10,850 

82 

10,700 

Gillespie 

3,300 

63 

2,060 

61 

2,000 

1,100 

51 

560 

59 

600 

Glasscock 

200 

70 

140 

81 

160 

2,700 

55 

1,470 

59 

1,600 

Goliad 

1,500 

69 

1,030 

64 

1,000 

8,200 

61 

4,980 

71 

5,800 

Gonzales 

5,500 

75 

4,100 

71 

3,900 

3,600 

59 

2,120 

63 

2,300 

Gray 

9,400 

76 

7,120 

8,300 

Grayson 

25,800 

80 

20,680 

86 

22,300 

1,100 

700 

Gregg 

22,800 

78 

17,730 

86 

19,600 

Polk 

2,600 

74 

1,900 

Grimes 

4,100 

74 

3,050 

76 

3,100 

8,500 

63 

5,360 

65 

5,500 

Guadalupe 

7,700 

81 

6,210 

80 

6,200 

Rhea 

4,400 

62 

2,730 

70 

3,100 

Hale 

9,900 

80 

7,890 

87 

8,600 

10,800 

80 

8,300 

Hall 

1,900 

62 

1,180 

61 

1,200 

7,600 

79 

5,970 

76 

5,800 

Hamilton 

3,100 

85 

2,140 

75 

2,300 

12,600 

83 

84 

10,600 

Hansford 

1,100 

930 

81 

900 

4,000 

55 

2,180 

45 

1,800 

Hardeman 

2,900 

68 

1,980 

75 

2,200 

1,400 

72 

1,010 

65 

900 

Hardin 

6,800 

65 

4,400 

77 

5,200 

6,400 

59 

3,770 

60 

3,800 

Harris 

362,400 

90 

325,690 

317,500 

Shelby 

168,100 

91 

152,480 

83 

140,200 

Harrison 

14,200 

73 

10,300 

80 

11,400 

2,900 

71 

2,050 

68 

2,000 

Hartley 

600 

83 

500 

81 

490 

2,100 

74 

1,300 

Haskell 

3,100 

74 

2,310 

76 

2,400 

30,200 

76 

23,030 

81 

24,400 

Hays 

5,300 

75 

3,970 

81 

4,300 

10,400 

89 

9,260 

76 

7,900 

Hemphill 

1,100 

61 

670 

65 

700 

7,000 

76 

5,330 

4,400 

Henderson 

7,300 

61 

4,480 

77 

5,600 

1,200 

71 

850 

67 

800 

Hidalgo 

48,500 

75 

36,260 

75 

36,100 

3,400 

59 

1,990 

76 

2,600 

Hill 

8,400 

89 

7,430 

83 

6,900 

Union 

2,300 

55 

1,260 

53 

r,2oo 

Hockley 

5,600 

81 

4,540 

77 

4,300 

700 

72 

500 

69 

480 

Hood 

1,200 

81 

970 

88 

1,100 

6,600 

61 

4,020 

68 

4,500 

Hopkins 

6,800 

63 

4,300 

62 

4,200 

16,100 

81 

13,030 

79 

12,700 

Houston 

5,600 

62 

3,440 

76 

4,200 

2,900 

52 

1,500 

54 

1,600 

Howard 

10,500 

76 

7,970 

83 

8,700 

Weakley 

7,600 

56 

4,260 

60 

4,500 

Hudsepth 

900 

65 

580 

69 

620 

White 

3,800 

54 

2,030 

70 

2,600 

Hunt 

12,700 

86 

10,930 

82 

10,400 

6,500 

85 

5,550 

77 

5,000 

Hutchinson 

10,300 

90 

9,290 

86 

8,900 

Wilson 

8,100 

73 

5,930 

72 

5,900 

Irion 

300 

68 

200 

68 

200 

State  Total 

962,900 

78 

751,290 

76 

734,980 

Jack 

Jackson 

2,000 

4,100 

80 

69 

1,610 

2,830 

89 

74 

1,800 

3,000 

TEXAS 

Jasper 

5,400 

63 

3,390 

75 

4,100 

Jeff  Davis 

300 

64 

190 

74 

220 

Anderson 

9,300 

66 

6,170 

71 

6,600 

Jefferson 

74,000 

85 

62,920 

92 

68,000 

Andrews 

4,300 

69 

2,970 

84 

3,600 

Jim  Hogg 

1,200 

56 

670 

55 

700 

Angelina 

12,300 

69 

8,530 

78 

9,600 

Jim  Wells 

7,500 

62 

4,620 

81 

6,100 

1,600 

61 

970 

83 

1,300 

Johnson 

11,600 

87 

10,110 

81 

9,400 

Archer 

1,800 

75 

1,350 

84 

1,500 

Jones 

5,900 

73 

4,310 

81 

4,800 

Armstrong 

400 

81 

330 

84 

340 

Karnes 

3,900 

68 

2,670 

71 

2,800 

5,000 

78 

3,910 

74 

3,700 

Kaufman 

7,600 

82 

6,240 

82 

6,200 

Austin 

4,600 

69 

3,190 

68 

3,100 

Kendall 

1,700 

79 

1,350 

72 

1,200 

2,600 

81 

2,110 

69 

1,800 

Kenedy 

100 

65 

70 

(Too  few 

to  measure) 

1,100 

79 

870 

77 

900 

Kent 

400 

61 

250 

84 

340 

Bastrop 

4,900 

66 

3,210 

74 

3,600 

Kerr 

4,400 

63 

2,750 

72 

3,200 

Baylor 

1,600 

75 

1,200 

80 

1,300 

Kimble 

1,300 

63 

810 

50 

700 

Bee 

5,900 

68 

4,040 

81 

4,800 

King 

200 

61 

120 

84 

170 

Bell 

27,500 

82 

22,420 

82 

22,600 

Kinney 

400 

59 

230 

30 

120 

Bexar 

180,000 

87 

157,000 

87 

156,100 

Kleberg 

7,300 

62 

4,550 

77 

5,600 

Blanco 

1,200 

75 

900 

66 

800 

Knox 

2,400 

68 

1,640 

75 

1,800 

Borden 

300 

75 

230 

47 

140 

Lamar 

12,500 

54 

6,790 

59 

7,300 

Bosque 

3,500 

69 

2,410 

82 

2,900 

Lamb 

7,100 

81 

5,750 

82 

5,800 

Bowie 

20,300 

78 

15,870 

80 

16,300 

Lampasas 

3,400 

75 

2,550 

81 

2,700 

Brazoria 

19,800 

88 

17,350 

84 

16,700 

La  Salle 

1,400 

65 

900 

63 

900 

Brazos 

13,200 

68 

9,010 

80 

10,500 

Lavaca 

5,500 

67 

3,710 

57 

3,100 

Brewster 

1,600 

51 

820 

63 

1,000 

Lee 

2,400 

66 

1,570 

63 

1,500 

Briscoe 

900 

62 

560 

77 

690 

Leon 

3,400 

66 

2,230 

70 

2,400 

Brooks 

2,000 

63 

1,260 

74 

1,500 

Liberty 

8,200 

85 

6,940 

80 

6,600 

Brown 

8,900 

66 

5,830 

73 

6,500 

Limestone 

6,100 

68 

4,130 

74 

4,500 

Burleson 

2,900 

68 

1,980 

75 

2,200 

Lipscomb 

1,300 

61 

790 

68 

900 

Burnet 

3,000 

75 

2,250 

80 

2,400 

Live  Oak 

2,000 

64 

1,280 

69 

1,400 

Caldwell 

4,900 

74 

3,640 

75 

3,700 

Llano 

1,800 

58 

1,040 

76 

1,400 

Calhoun 

5,000 

61 

3,060 

70 

3,500 

Loving 

100 

58 

60 

85 

90 

Callahan 

2,400 

67 

1,600 

70 

1,700 

Lubbock 

49,300 

83 

40,780 

85 

41,900 

Cameron 

41,300 

73 

30,060 

76 

31,400 

Lynn 

3,000 

76 

2,270 

83 

2,500 

Camp 

2,800 

66 

1,840 

81 

2,300 

McCulloch 

2,600 

62 

1,600 

58 

1,500 

Carson 

2,000 

81 

1,620 

81 

1,600 

McLennan 

43,600 

86 

37,520 

86 

37,500 

Cass 

6,200 

75 

4,630 

79 

4,900 

McMullen 

300 

63 

190 

76 

230 

Castro 

2,200 

71 

1,560 

84 

1,900 

Madison 

1,800 

65 

1,170 

64 

1,100 

Chambers 

2,400 

85 

2,040 

84 

2,000 

Marion 

2,300 

75 

1,720 

79 

1,800 

Cherokee 

9,800 

66 

6,510 

79 

7,700 

Martin 

1,500 

69 

1,040 

74 

1,100 

Childress 

2,900 

59 

1,710 

66 

1,900 

Mason 

1,300 

58 

760 

58 

700 

Clay 

3,000 

82 

2,460 

82 

2,500 

Matagorda 

7,200 

69 

4,960 

70 

5,000 

Cochran 

1,400 

81 

1,140 

74 

1,000 

Maverick 

3,100 

59 

1,830 

24 

800 

Coke 

1,000 

73 

730 

75 

800 

Medina 

4,800 

79 

3,800 

80 

3,800 

Coleman 

3,600 

70 

2,520 

71 

2,600 

Menard 

700 

62 

430 

44 

310 

Collin 

13,600 

85 

11,620 

81 

1 1 ,000 

Midland 

18,900 

84 

15,790 

91 

17,200 

Collingsworth 

1,700 

59 

1,000 

72 

1,200 

Milam 

6,900 

67 

4,600 

70 

4,800 

Colorado 

5,000 

66 

3,310 

74 

3,700 

Mills 

1,400 

75 

1,050 

68 

1,000 

Comal 

5,900 

75 

4,420 

80 

4,700 

Mitchell 

3,900 

74 

2,900 

83 

3,200 

Comanche 

3,700 

61 

2,240 

64 

2,400 

Montague 

5,200 

82 

4,250 

85 

4,400 

Concho 

1,200 

62 

740 

72 

900 

Montgomery 

7,900 

79 

6,250 

75 

6,000 

Cooke 

7,000 

82 

5,730 

79 

5,500 

Moore 

5,000 

83 

4,160 

80 

4,000 

Coryell 

5,800 

76 

4,400 

80 

4,700 

Morris 

3,200 

74 

2,380 

80 

2,600 

Cottle 

1.100 

58 

640 

60 

700 

Motley 

1,000 

60 

600 

46 

500 

1,600 

63 

1,010 

86 

1,400 

Nacogdoches 

9,200 

65 

5,950 

73 

6,700 

Crockett 

1,100 

55 

610 

64 

700 

Navarro 

11,100 

84 

9,320 

84 

9,300 

Crosby 

3,100 

78 

2,420 

83 

2,600 

Newton 

2,600 

63 

1,630 

71 

1,900 

Culberson 

600 

68 

410 

73 

440 

Nolan 

6,100 

73 

4,460 

85 

5,200 

Dallam 

2,100 

83 

1,740 

87 

1,800 

Nueces 

66,600 

82 

54,370 

87 

57,700 

Dallas 

282,900 

91 

256,960 

92 

260,000 

Ochiltree 

2,000 

62 

1,230 

80 

1,600 

Dawson 

4,700 

69 

3,230 

77 

3,600 

Oldham 

500 

71 

350 

93 

470 

Deaf  Smith 

4,000 

70 

2,800 

82 

3,300 

Orange 

17,400 

80 

13,880 

83 

14,400 

Delta 

1,800 

63 

1,140 

77 

1,400 

Palo  Pinto 

6,300 

81 

5,110 

5,500 

Denton 

15,200 

86 

13,070 

82 

12,400 

Panola 

4,500 

55 

2,470 

79 

3,500 

De  Witt 

6,200 

67 

4,180 

71 

4,400 

Parker 

7,200 

81 

5,830 

83 

6,000 

Dickens 

1,600 

64 

1,020 

81 

1,300 

2,600 

70 

1,810 

80 

2,100 

Dimmit 

1,900 

59 

1,120 

52 

1,000 

Pecos 

2,900 

55 

1,580 

77 

2,200 

Donley 

1,700 

76 

1,290 

78 

1,300 

Polk 

4,100 

70 

2,850 

64 

2,600 

Duval 

2,700 

64 

1,740 

71 

1,900 

Potter 

40,900 

89 

36,420 

93 

38,100 

Eastland 

6,400 

67 

4,280 

76 

4,800 

Presidio 

1,400 

51 

710 

51 

700 

Ector 

27,500 

80 

21,960 

24,200 

Rains 

700 

82 

570 

68 

480 

Edwards 

600 

53 

320 

67 

400 

Randall 

8,600 

83 

7,130 

77 

6,600 

Ellis 

12,800 

83 

10,650 

83 

10,600 

Reagan 

700 

67 

470 

91 

640 

El  Paso 

86,900 

86 

74,510 

85 

73,900 

Real 

600 

63 

380 

44 

260 

Erath 

5,400 

69 

3,720 

78 

4,200 

Red  River 

5,300 

60 

3,170 

65 

3,500 

Falls 

6,500 

68 

4,410 

71 

4,600 

Reeves 

5,000 

60 

3,000 

84 

4,200 

84  (SPECIAL  REPORT) 
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iv. 


Interview 


Clinton  E.  Frank  Agency  Radio  TV  Supervisor  tells  why  she  selects 
the  WLW  TV  Stations  and  WLW  RADIO  for  Wilson’s  Evaporated  Milk. 


“The  Crosley  Broadcasting 
Corporation  with  its  WLW 
TV  Stations  and  WLW 
Radio  has  been  a leader 
in  its  field  for  37  years.” 


“So  the  WLW  call  letters 
speak  for  themselves  to 
make  any  advertiser  or 
agency  sit  up  and  listen.’ 


"This  outstanding 
background  and  experience 
in  technical  skills,  in 
showmanship,  and  in  sales 
cannot  be  topped  in  the 
whole  broadcasting 
industry.” 
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County 

Total 

Homes 

Nielsen  c/o 
Tv  Homes 

Nielsen 
Tv  Homes 

ARB  % 
Tv  Homes 

ARB 

Tv  Homes 

Refugio 

2,900 

61 

1,780 

79 

2,300 

Roberts 

300 

63 

190 

78 

230 

5,000 

67 

3,330 

80 

4,000 

Rockwall 

1,700 

79 

1,350 

89 

1,500 

Runnels 

4,700 

70 

3,280 

81 

3,800 

12,100 

70 

8,490 

79 

9,600 

Sabine 

1,700 

62 

1,060 

65 

1,100 

San  Augustine 

1,800 

59 

1,070 

82 

1,500 

San  Jacinto 

1,700 

69 

1,180 

7,790 

71 

1,200 

San  Patricio 

10,400 

75 

84 

8,800 

San  Saba 

2,300 

58 

1,340 

60 

1,400 

Schleicher 

600 

55 

330 

82 

490 

Scurry 

9,500 

72 

6,800 

82 

7,800 

Shackelford 

1,200 

67 

810 

86 

1,000 

Shelby 

6,800 

55 

3,750 

67 

4,600 

Sherman 

600 

82 

490 

83 

500 

24,600 

78 

19,110 

86 

21,100 

Somervell 

800 

70 

560 

79 

630 

Starr 

3,200 

56 

1,810 

64 

2,000 

Stephens 

3,100 

67 

2,080 

83 

2,600 

Sterling 

200 

66 

130 

75 

150 

Stonewall 

1,000 

72 

720 

83 

800 

Sutton 

900 

56 

500 

71 

640 

2,600 

71 

1,850 

82 

2,100 

Tarrant 

175,100 

89 

155,700 

89 

155,100 

Taylor 

26,100 

81 

21,190 

88 

23,000 

Terrell 

90 

55 

490 

45 

410 

Terry 

5,000 

78 

3,880 

79 

4,000 

Throckmorton 

700 

74 

520 

76 

530 

Titus 

5,200 

60 

3,110 

77 

4,000 

Tom  Green 

21,500 

78 

16,850 

81 

17,500 

Travis 

59,300 

83 

49,200 

85 

50,300 

Trinity 

2,300 

69 

1,590 

62 

1,400 

Tyler 

2,800 

66 

1,840 

79 

2,200 

Upshur 

5,000 

66 

3,280 

68 

3,400 

Upton 

1,700 

67 

1,140 

81 

1,400 

Uvalde 

5,000 

62 

3,100 

73 

3,600 

Val  Verde 

5,100 

53 

2,680 

61 

3,100 

Van  Zandt 

5,600 

82 

4,590 

75 

4,200 

Victoria 

15,500 

65 

10,070 

78 

12,000 

Walker 

4,300 

75 

3,200 

78 

3,400 

Waller 

3,100 

79 

2,460 

77 

2,400 

Ward 

4,300 

64 

2,740 

80 

3,500 

Washington 

5,200 

72 

3,730 

68 

3,500 

Webb 

16,100 

63 

10,190 

76 

12,300 

Wharton 

10,900 

78 

8,480 

80 

8,700 

Wheeler 

2,200 

59 

1,290 

69 

1,500 

Wichita 

35,500 

84 

29,890 

88 

31,100 

Wilbarger 

5,400 

75 

4,060 

81 

4,400 

Willacy 

5,200 

63 

3,270 

72 

3,800 

Williamson 

10,900 

80 

8,710 

83 

9,100 

Wilson 

3,300 

80 

2,660 

78 

2,600 

Winkler 

4,400 

64 

2,810 

83 

3,700 

Wise 

4,700 

80 

3.760 

81 

3,800 

Wood 

5,100 

66 

3,340 

78 

4,000 

Yoakum 

1,800 

78 

1,400 

85 

1,500 

Young 

4,800 

74 

3,560 

89 

4,300 

Zapata 

800 

56 

450 

49 

390 

Zavala 

2,600 

62 

1,610 

55 

1,400 

State  Total 

2,790,800 

81 

2,265,210' 

84 

2,334,250 

UTAH 

Beaver 

1,000 

46 

460 

86 

900 

Box  Elder 

6,100 

92 

5,590 

89 

5,400 

Cache 

8,800 

90 

7,880 

80 

7,100 

Carbon 

7,200 

61 

4,400 

76 

5,500 

Daggett 

100 

48 

50 

(Too  few  to  measure) 

Davis 

15,800 

94 

14,830 

90 

14,300 

Duchesne 

1,700 

51 

870 

70 

1,200 

Emery 

1,600 

61 

980 

74 

1,200 

Garfield 

700 

45 

320 

74 

520 

Grand 

1,600 

65 

1,040 

40 

600 

Iron 

2,700 

45 

1,210 

70 

1,900 

Juab 

1,500 

67 

1,000 

88 

1,300 

Kane 

700 

45 

310 

69 

480 

Millard 

1,700 

67 

1,130 

68 

1,200 

Morgan 

700 

82 

580 

85 

600 

Piute 

200 

45 

90 

69 

140 

Rich 

300 

82 

250 

65 

200 

Salt  Lake 

110,400 

95 

105,220 

93 

102,700 

San  Juan 

1,800 

2,800 

53 

950 

68 

1,200 

Sanpete 

67 

1,870 

88 

2,500 

Sevier 

2,900 

67 

1,930 

90 

2,600 

Summit 

1,400 

82 

1,150 

89 

1,200 

Tooele 

5,200 

86 

4,470 

81 

4,200 

Uintah 

2,700  ■ 

51 

1,380 

83 

2,200 

Utah 

28,200 

93 

26,320 

87 

24,500 

Wasatch 

1,300 

82 

1,070 

1,350 

81 

1,100 

Washington 

3,000 

45 

61 

1,800 

Wayne 

200 

45 

90 

96 

190 

Weber 

31,200 

94 

29,270 

93 

29,000 

State  Total 

243,500 

89 

■216^060 

89 

. 215,730 

VERMONT 

Addison 

4,900 

87 

4,240 

79 

3,900 

Bennington 

7,400 

89 

6,620 

77 

5,700 

Caledonia 

6,300 

84 

5,320 

85 

5,300 

Chittenden 

18,700 

92 

17,280 

87 

16,400 

Essex 

1,500 

7,000 

89 

1,340 

87 

1,300 

Franklin 

88 

6,140 

89 

6,200 

Grand  Isle 

700 

89 

620 

94 

660 

Lamoille 

3,100 

88 

2,720 

92 

2,800 

Orange 

5,000 

85 

4,230 

78 

3,900 

Orleans 

5,600 

89 

5,000 

78 

4,400 

Rutland 

12,100 

89 

10,740 

82 

9,900 

Washington 

11,600 

90 

10,450 

90 

10,400 

Windham 

8,800 

79 

6,950 

78 

6,900 

Windsor 

10,800 

83 

8,990 

81 

8,700 

State  Total 

103,500 

88 

90,640 

84 

86,460 

VIRGINIA 

Accomack 

9,400 

68 

6,400 

80 

7,500 

Albemarle 

15,800 

68 

10,770 

68 

10,800 

Alleghany 

6,900 

79 

5,440 

79 

5,500 

Amelia 

1,600 

72 

1,150 

71 

1,100 

Amherst 

5,600 

75 

4,190 

67 

3,700 

Appomattox 

2,000 

75 

1,500 

70 

1,400 

Arlington 

79,600 

91 

72,510 

93 

74,100 

Augusta 

18,800 

68 

1 2,860 

67 

12,600 

Bath 

1,600 

62 

990 

64 

1,000 

Bedford 

8,200 

67 

5,530 

73 

6,000 

Bland 

1,500 

63 

950 

75 

1,100 

Botetourt 

4,600 

79 

3,630 

83 

3,800 

Brunswick 

4,200 

63 

2,650 

80 

3,300 

Buchanan 

8,000 

62 

4,930 

71 

5,700 

Buckingham 

2,500 

66 

1,650 

67 

1,700 

Campbell 

22,700 

82 

18,570 

79 

17,900 

Caroline 

3,000 

79 

2,380 

85 

2,500 

Carroll 

7,900 

61 

4,800 

74 

5,800 

Charles  City 

1,100 

80 

880 

71 

800 

Charlotte 

3,600 

72 

2,600 

75 

2,700 

Chesterfield 

18,500 

89 

16,470 

95 

17,600 

Clarke 

2,100 

79 

1,660 

72 

1,500 

800 

79 

630 

81 

650 

Culpeper 

3,300 

74 

2,450 

80 

2,600 

Cumberland 

1,800 

66 

1,180 

77 

1,400 

Dickenson 

5,000 

60 

3,010 

77 

3,900 

Dinwiddie 

13,900 

90 

12,520 

81 

11,300 

Essex 

1,800 

80 

1,430 

75 

1,300 

Fairfax 

63,000 

93 

58,710 

88 

55,700 

Fauquier 

5,800 

79 

4,590 

86 

5,000 

Floyd 

2,600 

60 

1,570 

70 

1,800 

Fluvanna 

1,800 

66 

1,190 

71 

1,300 

Franklin 

6,500 

67 

4,380 

72 

4,700 

Frederick 

10,300 

85 

8,720 

77 

7,900 

Giles 

4,400 

78 

3,430 

80 

3,500 

Gloucester 

3,100 

80 

2,490 

85 

2,600 

Goochland 

1,800 

78 

1,400 

86 

1,600 

Grayson 

4,200 

66 

2,760 

67 

2,800 

Greene 

1,100 

66 

730 

53 

600 

Greensville 

3,800 

72 

2,740 

81 

3,100 

Halifax 

9,500 

79 

7,520 

75 

7,100 

Hanover 

7,400 

78 

5,790 

80 

5,900 

Henrico 

95,300 

90 

85,790 

84 

80,000 

Henry 

14,000 

80 

11,230 

83 

11,700 

Highland 

800 

63 

510 

73 

580 

Isle  of  Wight 

4,100 

68 

2,770 

81 

3,300 

James  City 

3,200 

80 

2,560 

83 

2,700 

King  & Queen 

1,500 

80 

1,200 

67 

1,000 

King  George 

1,700 

76 

1,290 

77 

1,300 

King  William 

1,900 

79 

1,510 

84 

1,600 

Lancaster 

2,500 

77 

1,910 

84 

2,100 

Lee 

6,300 

64 

4,030 

75 

4,800 

4,800 

Loudoun 

6,100 

88 

5,400 

78 

Louisa 

3,200 

78 

2,500 

69 

2,200 

Lunenburg 

3,100 

63 

1,950 

74 

2,300 

Madison 

2,100 

66 

1,390 

56 

1,200 

Mathews 

2,000 

80 

1,610 

86 

1,700 

Mecklenburg 

7,400 

72 

5,300 

73 

5,400 

Middlesex 

1,800 

80 

1,440 

80 

1.400 

8.400 

Montgomery 

10,200 

88 

9,000 

83 

Nansemond 

10,500 

82 

8,600 

80 

8,400 

Nelson 

3,100 

75 

2,330 

80 

2,500 

New  Kent 

1,100 

79 

870 

74 

800 

Newport  News 

50,700 

91 

45,890 

86 

43,400 

Norfolk 

150,900 

91 

137,120 

83 

125,700 

Northampton 

4,800 

67 

3,230 

80 

3,800 

Northumberland 

2,400 

76 

1,830 

81 

1,900 

Nottoway 

3,400 

72 

2,450 

80 

2,700 

Orange 

3,400 

74 

2,530 

77 

2,600 

Page 

4,000 

72 

2,870 

84 

3,400 

Patrick 

3,800 

61 

2,310 

72 

2,700 

Pittsylvania 

28,700 

76 

21,920 

76 

21,700 

Powhatan 

1,100 

78 

860 

79 

900 

Prince  Edward 

3,900 

72 

2,820 

66 

2,600 

Prince  George 

14,200 

79 

11,250 

78 

11,100 

Princess  Anne 

17,100 

86 

14,650 

83 

14,300 

Prince  William 

9,200 

88 

8,130 

90 

8,200 

Pulaski 

7,500 

78 

5,840 

85 

6,300 

Rappahannock 

1,500 

66 

990 

82 

1,200 

Richmond 

1,900 

76 

1,450 

81 

1,500 

Roanoke 

43,800 

90 

39,360 

91 

39,900 

Rockbridge 

7,700 

62 

4,810 

79 

6,100 

Rockingham 

13,900 

79 

10,920 

72 

10,000 

Russell 

5,800 

60 

3,490 

68 

4,000 

Scott 

7,400 

65 

4,800 

70 

5,200 

Shenandoah 

6,000 

72 

4,310 

80 

4,800 

Smyth 

7,100 

66 

4,660 

77 

5,500 

Southampton 

6,400 

67 

4,320 

84 

5,400 

Spotsylvania 

7,500 

78 

5,820 

79 

5,900 

Stafford 

4,400 

78 

3,430 

71 

3,100 

Surry 

1,500 

80 

1,200 

72 

1,100 

Sussex 

2,700 

72 

1,950 

82 

2,200 

Tazewell 

11,100 

64 

7,160 

77 

8,500 

Warren 

4,000 

79 

3,170 

75 

3,000 

Washington 

12,800 

63 

8,070 

76 

9,800 

Westmoreland 

2,800 

77 

2,140 

78 

2,200 

Wise 

12,100 

65 

7,920 

85 

10,300 

Wythe 

5,300 

63 

3,360 

84 

4,500 

York 

5,700 

80 

4,580 

83 

4,700 

State  Total 

1,039,500 

82 

854,550 

82 

851,230 

WASHINGTON 

Adams 

3,700 

81 

3,010 

93 

3,400 

Asotin 

4,600 

72 

3,320 

82 

3,800 

Benton 

21,900 

70 

15,350 

81 

17,700 

Chelan 

14,600 

71 

10,350 

74 

10,900 

Clallam 

9,000 

84 

7,520 

83 

7,500 

Clark 

28,600 

25,080 

93 

26,500 

Columbia 

1,700 

72 

1,220 

82 

1,400 

Cowlitz 

18,800 

75 

14,020 

91 

17,100 

Douglas 

4,700 

64 

3,000 

80 

3,700 

1,100 

71 

780 

74 

800 

Franklin 

6,100 

74 

4,500 

81 

4,900 

Garfield 

900 

72 

650 

86 

770 

Grant 

16,000 

71 

11,340 

84 

13,500 

Grays  Harbor 

18,500 

74 

13,600 

82 

15,200 

Island 

5,800 

86 

5,010 

90 

5,200 

Jefferson 

2,300 

84 

1,940 

83 

1,900 

King 

314,300 

89 

280,140 

94 

294,500 

Kitsap 

27,100 

91 

24,610 

92 

25,000 

Kittitas 

6,200 

66 

4,100 

80 

5,000 

86  (SPECIAL  REPORT) 
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Interview:  (/Jw 

President  of  Dr  Pepper  tells  why  he  recommends 
time  on  WLW  Television  and  Radio  Stations. 


The  famous  Crosley  Group  reaches 
over  9 states  and  6.5  million 
homes— giving  advertisers  one  of 
the  best  buys  and  biggest 
markets  of  all  ‘time’.” 


“So  to  doctor  and  pep  up  your 
sales,  just  leave  it  to  Crosley 
Broadcasting  Cooperation— as  we 
call  it.  Because  the  WLW  Stations 
sure  give  complete  cooperation 
to  advertisers!” 


“The  5 WLW  Television  Stations 
and  WLW  Radio  offer  that  great 
big  number  one  desirability — 
AUDIENCE  COVERAGE!” 


Call  your  WLW  Stations’  Representative .. .you’ll  be  glad  you  did!  The  dynamic  WLW  Stations... 


Crosley  Broadcasting  Corporation,  a service  of  Avco 
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Total 


County 

Klickitat 

Lewis 

Lincoln 

Mason 

Okanogan 

Pacific 

Pend  Oreille 

Pierce 

San  Juan 

Skagit 

Skamania 

Snohomish 

Spokane 

Stevens 

Thurston 

Wahkiakum 

Walla  Walla 

Whatcom 

Whitman 

Yakima 

State  Total 

WEST  VIRGINIA 

Barbour 

Berkeley 

Boone 

Braxton 

Brooke 

Cabell 

Calhoun 

Clay 

Doddridge 

Fayette 

Gilmer 

Grant 

Greenbrier 

Hampshire 

Hancock 

Hardy 

Harrison 

Jackson 

Jefferson 

Kanawha 

Lewis 

Lincoln 

Logan 

McDowell 

Marion 

Marshall 

Mason 

Mercer 

Mineral 

Mingo 

Monongalia 

Monroe 

Morgan 

Nicholas 

Ohio 

Pendleton 
Pleasants 
Pocahontas 
Preston 
Putnam 
Raleigh 
Randolph 
Ritchie 
Roane 
Summers 
Taylor 
Tucker 
Tyler 
Upshur 
Wayne 
Webster 
Wetzel 
Wirt 
Wood 
Wyoming 
State  Total 
WISCONSIN 
Adams 
Ashland 
Barron 
Bayfield 
Brown 
Buffalo 
Burnett 
Calumet 
Chippewa 
Clark 
Columbia 
Crawford 
Dane 
Dodge 
Door 
Douglas 
Dunn 

Eau  Claire 

Florence 

Fond  du  Lac 

Forest 

Grant 

Green 

Green  Lake 

Iron 

Jackson 

Jefferson 

Juneau 

Kenosha 

Kewaunee 

La  Crosse 

Lafayette 

Langlade 


Homes 

4.100 

14.100 

3.000 
4,600 

9.100 

5.000 
2,300 

97.900 

1.000 

16,200 

1.500 

48.900 

95.100 

6.500 
17,200 

1,000 

12,800 

24.900 
8,900 

47.100 
927,100 


4,400 

8.500 

6,100 

4.400 

7.400 
35,200 

2,100 

3.300 
1,900 

18,100 

1.900 

2,200 

9.300 

3.300 
10,400 

2.300 

21.700 

3.800 

4.300 
69,500 

4.900 

5.000 

1 5.600 
17,900 

19.000 

11,100 

6,200 

19,800 

5.800 
10,100 
15,100 

3.000 

2.300 

6.900 

21.000 
2,200 
1,600 

2.900 

6.400 

5.900 

21.600 

7.100 

3.500 
3,700 

4.500 

4.400 

2.100 

2.800 

5.000 

8.900 

3.900 
4,800 

1.300 

26.700 

9.500 


2.400 

5.300 

9.700 

3.400 

33.400 
4,000 

2.300 

4.800 

13.100 

9.500 
11,700 

4.600 
61,200 

18.100 

6.800 

14.400 

7.700 

18.300 
800 

21,600 

1,800 

13.000 

7.600 

4.600 
5,900 
2,300 
4,200 

15.300 
5,100 

30.000 
4,600 

21,100 

4.500 
5,800 


Nielsen  % 
Tv  Homes 
65 
77 
81 
85 
64 
67 
71 


Nielsen 
Tv  Homes 
2,660 
10,910 
2,430 
3,900 
5,790 
3,330 
1,640 
88,610 
860 
12,820 
1,170 
44,030 
85,870 
4,630 
14,810 


40,600 

789,130 


2,700 

7.060 
4,840 
2,520 
6,930 

32,580 

1,370 

2,220 

1.130 
14,090 

1.040 
1,320 

7.130 
2,020 
9,600 

1.380 
14,220 

2,490 

3.740 
62,360 

2,990 

4,290 

12,840 

14,060 

15,640 

9,960 

5,310 

15,400 

3,550 

8,330 

12,820 

1,980 

1,410 

4,620 

19,490 

1,320 

1,180 

1.740 
4,430 

5.060 
15,350 

4,450 

1,920 

2,420 

2,970 

3.040 
1,260 

2.060 
3,070 

7.380 
2,340 
3,530 

860 

18,820 

6,860 

403,540 


1,760 

4.320 
8,230 
2,610 

30,990 

3,410 

1,790 

4,350 

11,240 

7,620 

9,910 

3.550 
54,730 
16,720 

6,180 

12,570 

6,590 

16,710 

620 

19,600 

1,390 

10,960 

6.320 
3,580 

4.550 
1,880 
3,470 

14,140 

3,740 

27,920 

4,180 

18,320 

3,740 

4,770 


ARB  % 
Tv  Homes 
73 


ARB 

Tv  Homes 

3.000 
1 1 ,300 

2,600 

4,300 

7.200 

4.000 
1,900 

92,700 

900 

14,000 

1.200 

42,100 


10,400 

21,300 

7,200 

J39,800 

834,370 


2,900 

7.300 

5.000 

3.100 
6,600 

31,900 

1.400 

2.400 

1.100 

14.100 

1,200 

1.300 

7.000 
2,600 

9.200 

1.400 

19.600 

3.200 
3,700 

62.100 

4.100 
3,800 

13,000 

13.600 
16,700 

9,500 

5.100 


7,900 
1 2,700 
2,000 
1,800 

5.200 
20,400 

1.300 

1.500 
1,800 

5.300 

4.600 
17,600 

4.700 

2.600 

2.700 

3.300 

3.500 
1,600 
2,000 

3.100 

7.200 

2.500 

4.100 
900 

24,000 

7,400 

425,400 


1,600 

4.600 

7.900 
2,800 

31.900 

2.700 

1.600 

4.200 

10.500 
7,300 

9.600 

3.400 

54.600 

14.300 

5.600 

13.500 

6.400 
15,200 

550 

19.600 

1.200 
11,100 

6,000 

3.900 

4.700 

2,000 

3.400 

13.300 
3,800 

28.500 
3,800 

18.900 
3,500 
5,000 


Here  are  ARB’s  figures  for  television  ownership  in 
Alaska  and  Hawaii,  America’s  newest  states.  Nielsen 
did  not  include  either  in  its  report  on  tv  ownership. 


1 st  Judicial  District 
3rd  Judicial  District 
4th  Judicial  District 
State  Total 

HAWAII 


Honolulu 

Hawaii 

Maui 

Kauai 


158,400 


NOTE:  The  Nielsen  television  ownership  figures 
included  several  provinces  in  Canada.  ARB  made 
no  measurements  in  Canada.  For  the  Nielsen  report 
on  Canadian  tv  ownership  see  Broadcasting,  June 
13. 


Lincoln 

6,500 

82 

5,340 

86 

5,600 

Manitowoc 

20,800 

93 

19,270 

90 

18,700 

Marathon 

25,200 

86 

21,660 

84 

21,300 

Marinette 

1 1 ,000 

87 

9,580 

85 

9,400 

Marquette 

2,500 

78 

1,960 

76 

1,900 

Milwaukee 

317,400 

94 

298,670 

96 

303,700 

Monroe 

8,800 

85 

7,460 

83 

7,300 

Oconto 

6,800 

91 

6,160 

82 

5,600 

Oneida 

7,000 

76 

5,330 

86 

6,100 

Outagamie 

27,200 

93 

25,200 

94 

25,400 

Ozaukee 

9,800 

93 

9,070 

91 

8,900 

Pepin 

2,100 

85 

1,790 

82 

1,700 

Pierce 

6,800 

85 

5,790 

90 

6,100 

Polk 

7,900 

91 

7,170 

8,270 

87 

6,900 

Portage 

9,700 

85 

89 

8,600 

Price 

3,600 

76 

2,750 

78 

2,800 

Racine 

40,400 

94 

37,780 

95 

38,400 

Richland 

5,200 

77 

4,000 

82 

4,200 

Rock 

34,100 

89 

30,240 

89 

30,300 

Rusk 

4,600 

76 

3,520 

73 

3,400 

St.  Croix 

7,800 

91 

7,120 

92 

7,200 

Sauk 

1 1 ,800 

87 

10,210 

77 

9,000 

Sawyer 

3,000 

77 

2,310 

77 

2,300 

Shawano 

9,400 

87 

8,200 

83 

7,800 

Sheboygan 

27,300 

92 

25,220 

90 

24,600 

Taylor 

4,700 

77 

3,600 

85 

4,000 

Trempealeau 

6,800 

83 

5,620 

83 

5,700 

Vernon 

7,300 

77 

5,640 

82 

6,000 

Vilas 

2,500 

76 

1,910 

66 

1,700 

Walworth 

16,200 

92 

14,950 

92 

14,900 

Washburn 

2,900 

78 

2,270 

73 

2,100 

Washington 

12,300 

94 

11,510 

86 

10,600 

Waukesha 

38,900 

93 

36,130 

95 

36,900 

Waupaca 

10,200 

92 

9,370 

84 

8,600 

Waushara 

4,000 

78 

3,120 

78 

3,100 

Winnebago 

32,800 

91 

29,690 

90 

29,700 

Wood 

17,200 

85 

- 14,610 

88 

15,100 

State  Total 

1,151,400 

90 

Hk034>50 

90 

1,032,550 

WYOMING 

Albany 

6,900 

58 

4,030 

78 

5,400 

Big  Horn 

3,200 

52 

1,660 

70 

2,300 

Campbell 

1,700 

46 

790 

58 

1,000 

Carbon 

5,300 

63 

3,310 

65 

3,400 

Converse 

1,700 

60 

1,020 

77 

1,300 

Crook 

1,300 

46 

600 

61 

800 

Fremont 

7,200 

53 

3,810 

74 

5,300 

Goshen 

3,600 

59 

2,140 

84 

3,000 

Hot  Springs 

1,800 

52 

940 

79 

1,400 

Johnson 

1,400 

50 

690 

73 

1,000 

Laramie 

17,200 

85 

14,670 

90 

1 5,500 

Lincoln 

2,400 

59 

1,410 

66 

1,600 

Natrona 

12,700 

61 

7,790 

83 

10,500 

Niobrara 

1,200 

53 

640 

81 

1,000 

Park 

5,200 

54 

2,800 

73 

3,800 

Platte 

2,400 

53 

1,270 

60 

1,400 

Sheridan 

6,500 

52 

3,400 

75 

4,900 

Sublette 

1,000 

45 

450 

58 

600 

Sweetwater 

5,300 

53 

2,780 

72 

3,800 

Teton 

1,400 

54 

760 

76 

1,100 

Uinta 

1,900 

59 

1,120 

92 

1,800 

Washakie 

2,500 

50 

1,240 

81 

2,000 

Weston 

Yellowstone 

2,400 

46 

1,100 

79 

1,900 

National  Park 

100 

56 

60 

(Too  few  ti 

D measure) 

State  Total 

96,300 

61 

58,480 

78 

74,800 

U.S.  Total 

(See  note) 

87 

45,200,000 

88 

46,019,980 

(NOTE:  Nielsen's  national  totals  do  not  include  Alaska  and  Hawaii;  ARB's  do 
include  both  those  states.  Total  U.S.  homes  were  52,000,000  in  the  Nielsen 
calculations,  52,207,800  in  ARB.) 
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. 


Account  Executive  of  Fletcher  Richards,  Calkins  & Holden  when 


asked  why  he  selects  WLW  Radio-TV  stations 
for  U.  S.  Rubber  Farm  Boots: 


"Our  WLW  advertising  enabled  U.  S.  Rubber  Farm  Boots  to  open 
25  new  dealerships  in  the  WLW  primary  coverage  area!” 


"And  this  WLW  campaign  sparked  dealers 
into  unprecedented  enthusiasm  and 

cooperation  in  promotional  tie-ins!” 


"This  first  Radio  attempt  to  sell  these  particular 

U.  S.  Rubber  Farm  Boots  was  so  successful  that  we’ll  be  back 

again  and  again  on  WLW  with  lots  more  advertising  to  boot!” 


Call  your  WLW  Stations’  Representative  . . . you’ll  be  glad  you  did!  The  dynamic  WLW  stations  . . . 
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Interview: 


Penick  &.  Ford  Advertising  Manager  tells  why  he  chooses 
WLW  TV  Stations  and  WLW  Radio  for  My-T-Fine  Puddings  and  Swel  Frosting  Mix 


“And  for  the  cherry  on  the 
cake,  we  welcome  the  Crosley 
Stations  practical  promotion 
and  merchandising  help.” 


I: 


Call  your  WLW  Stations’  Representative  . . . you’ll  be  glad  you  did!  The  Dynamic  WLW  Stations 


Crosley  Broadcasting  Corporation  a division  of  Avco 
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GOVERNMENT  

HOW  TO  TEST  DAYTIMERS  PLAN? 

Issues  rehashed  in  Hill  hearing  on  extended  time  proposals 


Proponents  and  opponents  of  five 
identical  House  bills  to  extend  the 
hours  of  daytime  am  stations  bent  the 
ears  of  House  Communications  & Pow- 
er Subcommittee  members  last  week.  By 
the  time  the  four-day  hearing  ended  it 
appeared  all  subcommittee  members  at- 
tending were  turning  over  in  their 
minds  some  kind  of  “area”  test  on  an 
undetermined  number  of  frequencies 
to  determine  whether: 

■ Daytimers,  as  the  130-member 
Daytime  Broadcasters  Assn,  claims,  can 

; operate  from  6 a.m.  to  6 p.m.  through- 
out the  year  without  causing  extensive 
interference  to  regional  and  clear  chan- 
nel outlets  and  without  themselves  suf- 
fering excessive  interference  from  re- 
: gional  and  clears  and  other  daytimers. 

■ The  reverse  would  be  true,  as  held 
i by  the  FCC,  Clear  Channel  Broadcast- 
ing Service,  Regional  Broadcasters  and 
others,  and  such  operation  would  tor- 
pedo skywave  service  to  25.5  people  in 
rural  areas,  make  a shambles  of  am  al- 
locations and  cutback  the  signals  of 
the  daytimers  themselves  in  many  cases 
before  they  reach  their  own  city  limits. 

The  proposal  for  a “test”  was  ad- 
vanced or  suggested  at  one  time  or  an- 
other by  all  committee  members  who 
attended  the  hearings:  Chairman  Oren 
Harris  (D-Ark.)  and  Reps.  William  H. 
Avery  (R-Kan.),  J.  Arthur  Younger 
(R-Calif.)  and  John  Flynt  (D-Ga.).  And 
they  elicited  from  practically  all  wit- 
nesses the  admission  that  an  actual  test 
might  prove  something,  but  nobody 
seemed  to  agree  on  whether  such  a test 
would  be  practicable,  what  areas  would 
be  covered  and  how  many  stations 
should  take  part  on  how  many  frequen- 
|i  cies. 


indicated  it  already  knew  what  the 
answer  would  be:  chaos.  The  FCC  prob- 
ably will  comment  on  proposals  for  a 
test  at  either  a hearing  or  conference 
sometime  this  week,  but  a spokesman 
hinted  last  week  what  at  least  part  of 
the  FCC’s  answer  might  be:  there  are  a 
maze  of  legal  questions  (modifications 
of  permits,  treaties,  etc.)  which  could  not 
possibly  be  resolved  by  anything  so 
limited  as  a committee  recommenda- 
tion. 

Opponents  of  the,  DBA  plan  conceded 
something  might  be  proved,  but  it 
wouldn’t  be  enough  to  warrant  the  de- 
struction of  service  and  the  trouble  in 
the  am  band  they  expected  would  take 
place.  And  some  suggested  that  a test 
could  create  a confusion  comparable  to 
the  open  spectrum  chaos  that  prompted 
Congress  to  pass  the  Federal  Radio  Act 
in  1927. 

Some  also  said  privately  that  any  size- 
able test  would  be  almost  out  of  the 
question  because  of  the  area  that  would 
have  to  be  sifted  and  the  prohibitive 
expenses  involved  in  engineering  tests 
and  polls  of  listeners. 

Last  week’s  testimony: 

For  Extended  Daytimer  Hours 

J.  R.  Livesay,  WLBH  Mattoon,  111., 
DBA  chairman  ■ What  really  counts  is 
whether  listeners  in  areas  to  be  served 
by  local  daytime  stations  prefer  pro- 
grams by  those  stations  or  those  from 
distant  clear  channel  outlets,  Mr.  Live- 
say  said.  He  charged  the  FCC  reported- 
ly purchased  a 1956  A.C.  Nielsen  Co. 
survey  which  showed  clear  channel  sta- 
tions lost  considerable  audience  at 
night,  but  failed  to  include  these  find- 
ings in  its  proceedings  on  the  daytimers’ 
request.  Skywave  signals  at  long  dis- 
tances are  “weak”  and  “unreliable,” 
he  said. 

Mr.  Livesay  played  tape  recordings 


IN  HILL  HOPPER 

Here  are  capsulated  versions  of 
new  legislation  of  interest  to 
broadcasters  and  advertisers: 

HR  12536.  Rep.  Wilbur  Mills  (D-Ark.)— 
would  allow  manufacturer  to  deduct  up  to 
5%  from  his  sales  price  of  product  sub- 
ject to  federal  manufacturers  excise  tax 
for  local  advertising  on  tv,  radio  and 
newspapers  when  manufacturer  pays  for 
such  advertising.  House  Ways  & Means. 
June  7. 

HR  12537.  Rep.  Noah  Mason  (R-III.) — 

same  as  12536. 


made  of  reception  in  his  area  from 
WSM  Nashville  which  he  termed 
“poor,”  then  played  a tape  of  reception 
of  daytimer  WCNT  Centralia,  111.,  75 
miles  away,  a few  minutes  before  its 
sunset  sign-off.  The  WCNT  signal  not 
only  was  much  better  than  WSM’s,  he 
said,  but  under  FCC  theory  was  “im- 
possible” because  of  skywave  interfer- 
ence from  WCAU  Philadelphia. 

He  said  DBA  has  only  130  station 
members;  that  other  daytimers  have 
donated  money  to  DBA’s  efforts,  but 
are  afraid  of  retribution  from  the  FCC 
if  they  openly  belong  to  DBA. 

He  thought  any  test  of  whether  cha- 
otic interference  would  be  caused  by 
extended  daytimer  operation,  as  claimed 
by  the  FCC,  should  be  conducted  on  a 
“wholesale  basis”  (i.e.,  all  daytimers), 
bringing  this  comment  from  Rep.  Har- 
ris: “You  want  to  blanket  the  coun- 
try— like  pay  tv.” 

Everett  L.  Dillard,  Commercial  Radio 
Equipment  Co.,  consulting  engineer 
representing  DBA  ■ Mr.  Dillard  said 
differentials  in  sunrise  and  sunset  and 
in  times  in  different  parts  of  the  coun- 
try can  lead  to  misinterpretation  where 
there  are  interference  questions  between 
a station  in  one  part  of  the  country  and 
one  in  another.  He  said  some  evidence 
presented  by  clear  channel  interests 
does  not  reflect  these  points  and  that 
other  evidence  alleges  maximum  sky- 
wave  conditions  at  hours  before  this 
phenomenon  reaches  its  maximum 
after  sunset. 

On  the  other  hand,  in  January  the 
sun  rises  at  7:45  in  the  midwest  when 
it’s  5 :45  on  the  west  coast.  Rural  people 
in  the  midwest  are  up  and  listening 
from  6 to  7:45,  he  said,  but  few  people 
on  the  west  coast  are  listening  from  4 
to  5:45  a.m. 

He  acknowledged  to  questioning  from 
committee  members  that  an  area  test 
of  interference  from  extended  hours  of 
daytimers  might  be  helpful. 

Richard  E.  Adams,  WKOX  Framing- 
ham, Mass.,  DBA  president  ■ Mr. 
Adams  said  daytimer  WKOX  has  tried 
since  1948  to  extend  its  hours  to  sun- 
set at  Fort  Wayne,  Ind.  (Westinghouse 
Broadcasting’s  WOWO,  clear  on  1190 
kc),  instead  of  sunset  at  Framingham 
(an  hour  earlier),  but  the  FCC  has 
denied  the  request  because  of  the  freeze 
of  limited  time  station  changes  on  clear 
channels.  Yet,  he  said,  KPOP  Los  An- 
geles, also  on  a frozen  frequency,  was 
granted  a power  increase  from  5 to  50 


DBA,  which  has  advocated  letting 
daytimers  operate  6 a.m.  to  6 p.m.  for 
one  or  two  winters,  thought  a test 
should  be  “wholesale”  (i.e.,  all  day- 
timers),  but  was  unable  to  explain  how 
this  could  be  done  without  conflicting 
with  the  North  American  Regional 
Broadcast  Agreement  (NARBA — now 
in  force)  and  the  U.S.-Mexican  agree- 
ment of  1957  (consented  to,  along  with 
NARBA,  by  the  Senate  last  March  and 
awaiting  ratification  by  Mexico).  Signa- 
tory countries  have  been  firm  in  de- 
manding no  trespassing  on  their  clear 
channels  after  sunset  and  protection  of 
other  fulltime  stations  on  U.S.  regional 
channels. 

The  FCC,  which  testified  earlier, 
didn’t  discuss  the  suggestions  fully,  but 
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kw  shortly  after  it  was  assigned  to 
Storer  Broadcasting  Co.  last  year. 

Others  in  Support  ■ George  C.  Big- 
gar.  WLBK  DeKalb,  111.;  Howard  O. 
Miller.  WLBH  Mattoon,  111.;  Alfred  F. 
Sorenson.  WKRS  Waukegan,  111.; 
George  J.  Volger,  KWPC  Muscatine, 
Iowa,  and  Chauncey  B.  Watson,  a 
farmer  from  DeKalb,  111.,  testified  that 
shortened  hours  substantially  harmed 
the  daytime  stations  and  greatly  incon- 
venienced the  audience.  Each  of  the 
five  cited  specific  examples  to  show 
that  the  changing  hours  confused  the 
viewer  and  confounded  the  advertiser. 

Rep.  Paul  Jones  (D-Mo.),  who  owns 
daytimer  KBOA  Kennett,  Mo.,  said  he 
didn’t  believe  predictions  that  daytimers 
would  be  subjected  to  interference 
which  would  restrict  their  own  service 
area  to  a few  miles  if  their  hours  were 
extended.  He  advised  going  ahead  with 
a test  with  reliance  on  the  public  for 
complaints.  “If  they  get  interference, 
you’ll  hear  from  them.”  Rep.  Jones 
said  he  advocates  an  FCC  fee  for 
licenses  and  he  didn’t  feel  it  would  be 
unreasonable  if  he  had  to  pay  a fee  of 
$500  to  $1,000. 

Reps.  George  Shipley  (D-Ill.)  and 
Merwin  Coad  (D-Iowa),  authors  of  two 
of  the  five  identical  bills  for  6 a.m.-6 
p.m.  daytimer  operation,  spoke  favor- 
ably of  their  bills.  Mr.  Shipley  said  his 
district  has  nine  daytime  stations. 

Against  Extended  Hours 

Frederick  W.  Ford,  FCC  chairman  ■ 

Since  skywave  propagation  begins  grow- 
ing two  hours  before  sunset,  the  FCC 
has  compromised  to  the  “utmost  limit” 
by  letting  daytime  stations  operate  to 
sunset  and  much  of  the  primary  service 
areas  of  clear  channel  stations  are  sub- 
jected to  serious  destructive  interfer- 
ence of  service  to  “many  millions  of 
people,”  Mr.  Ford  said. 

He  said  the  FCC  is  unanimous  in  de- 
ciding that  loss  of  service  through  ex- 
tended daytime  hours  would  vastly  ex- 
ceed the  gain.  He  said  the  FCC  believes 
listener  surveys  can  be  used  in  am 
broadcast  allocations  “very  cautiously 
and  to  a very  limited  extent.”  The  FCC’s 
use  of  1956  A.C.  Nielsen  Co.  figures 
showed  listening  to  clear  channel  serv- 
ices beyond  their  service  areas,  but  also 
showed  cases  where  not  all  the  service 
is  actually  listened  to,  he  said,  adding 
that  the  FCC  feels  listener  surveys  fail 
to  support  any  general  conclusions 
justifying  extended  hours. 

Most  daytimers  are  restricted  from 
extended  operation  by  the  North  Amer- 
ican Regional  Broadcasting  Agreement 
and  the  Mexican  treaties  ratified  this 
year  and  informal  inquiries  about  pos- 
sible modification  in  the  degree  of  pro- 
tection have  convinced  the  FCC  further 
discussion  would  be  useless,  Mr.  Ford 
said. 


Mr.  Ford  was  skeptical  of  a test  of 
possible  interference  by  letting  day- 
timers  operate  6 a.m.-6  p.m.  for  a given 
period.  The  FCC  is  already  certain  of 
the  chaos  that  would  result,  he  said,  and 
“we  don’t  want  to  take  service  away 
from  people  so  they’ll  know  what  hap- 
pened to  them.” 

John  H.  DeWitt  Jr.,  WSM  Nashville, 
chairman  of  Clear  Channel  Broadcast- 
ing Service  engineering  committee 

(statement  presented  by  Russell  Eagan, 
attorney)  ■ Mr.  DeWitt’s  statement  said 
more  than  half  the  land  area  of  the 
U.S.,  with  25.5  million  people,  do  not 
receive  adequate  nighttime  groundwave 
service  and  only  skywave  is  available 
to  them.  The  only  possible  way  to  im- 
prove service  to  them  is  through  pre- 
serving the  U.S.  I-A  channels  and  au- 
thorizing higher  power  for  these  sta- 
tions, he  said. 

The  DBA  proposal  should  not  be  en- 
acted, he  said,  because  the  present  op- 
eration of  daytime  and  limited  time  sta- 
tions causes  objectionable  interference 
and  any  change  should  restrict  rather 
than  extend  hours  of  daytimers.  Exist- 
ing treaties  prohibit  before-sunrise  or 
after-sunset  operation  of  461  or  28.74% 
of  such  stations,  he  said,  and  changes 
should  improve  rather  than  degrade 
service.  Extended  hours  for  present  day- 
timers  would  further  degrade  and  pro- 
hibit improvement  and  authorization 
for  future  daytimers  would  be  even 
more  devastating,  he  said. 

Hollis  M.  Seavey,  director.  Regional 
Broadcasters  ■ Mr.  Seavey  said  the  DBA 
argument  has  implied  their  struggle  is 
with  clear  channel  stations,  but  that 
only  3%  of  daytimers  are  on  clears, 
while  64%  are  on  regional  channels. 
And  regionals  would  be  most  in  jeop- 
ardy if  the  DBA  proposal  were  ap- 
proved, he  said. 

The  problem  is  basically  one  of  engi- 
neering, he  said,  and  until  natural  laws 
“can  be  changed  by  legislation,  FCC 
action  or  advances  in  the  technical  art, 
we  must  abide  by  them.”  DBA  claims 
that  a single  daytimer  station  on  after 
sunset  met  no  problems  might  be  true 
in  an  isolated  instance,  he  said,  but  if 
all  daytimers  on  most  regional  fre- 
quencies operated  beyond  sunset  the 
results  would  be  chaotic. 

Others  in  Opposition  ■ Arthur  Hull 
Hayes,  president,  CBS  Radio;  Frank  G. 
Kear,  Kear  & Kennedy  consulting  en- 
gineers, representing  Triangle  Publica- 
tions Radio  & Tv  Division  and  ABC; 
Andrew  G.  Haley,  Washington  attor- 
ney representing  Meredith  Broadcast- 
ing Co.;  Louis  N.  Seltzer,  WCOJ 
Coatesville,  Pa.,  and  F.C.  Sowell, 
WLAC  Nashville,  all  testified  that  im- 
plementation of  the  DBA  proposal 
would  result  in  destruction  of  the  ex- 


isting service  by  unlimited  stations  over 
wide  areas  and  that  daytimers  would 
receive  so  much  interference  that  they 
could  be  heard  by  only  a fraction  of 
their  usual  audiences. 

TO  SENATE  NEXT 
Way  is  cleared 
for  Lee  confirmation 

The  Senate  Commerce  Committee 
last  week  (Wednesday)  favorably  re- 
ported the  nomination  of  FCC  Com- 
missioner Robert  E.  Lee  for  a new 
seven-year  term  beginning  July  1.  The 
action  was  expected  and  no  known  op- 
position has  yet  developed  (Closed 
Circuit,  June  13),  though  not  all  com- 
mittee members  had  been  polled  by  the 
following  day. 

The  Lee  nomination  became  eligible 
for  Senate  action  the  next  day,  but  the 
Senate  debated  till  11:55  p.m.  Thurs- 
day without  calling  the  “executive  cal- 
endar” which  contains  all  nominations. 
Senate  action  could  come  at  any  time. 

The  Lee  nomination,  made  last  Feb- 
ruary (Broadcasting,  Feb.  22),  had 
been  held  up  since  then  by  the  com- 
mittee, partly  because  the  expiration  of 
his  first  term  was  months  away  (this 
June  30)  and  partly  because  the  nom- 
ination became  inadvertently  involved 
in  politics  involving  a member  of  the 
Federal  Power  Commission  (Broad- 
casting, May  30,  et  seq.). 

‘Full  agency’  bill 
committee  approved 

A bill  to  continue  FCC  and  Federal 
Power  Commission  members  in  office 
after  their  terms  expire  until  successors 
are  appointed  and  qualified  was  ap- 
proved by  the  House  Commerce  Com- 
mittee last  week.  The  bill  (S  1965)  has 
been  approved  by  the  Senate,  but  was 
amended  by  the  House  group  and  if 
passed  by  the  House  would  be  returned 
to  the  Senate  with  a request  for  agree- 
ment to  the  amendment. 

The  bill  originally  specified  that  an 
FPC  or  FCC  member  whose  term  ex- 
pires would  serve  until  his  successor 
had  been  appointed  and  qualified.  The 
House  amendment  would  allow  him  to 
serve  only  through  the  next  session  of 
Congress  following  the  expiration  of 
his  term.  The  amendment  also  provides 
that  any  person  chosen  to  fill  a vacancy 
may  be  appointed  only  for  the  un- 
expired term  for  which  he  is  appointed, 
which  means  a nominee  to  the  John 
C.  Doerfer  vacancy  on  the  FCC  could 
serve  no  longer  than  next  June  30, 
when  that  seven-year  expires,  even  if 
the  first  session  of  the  87th  Congress 
were  still  in  session. 
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A leading  TV  film  producer  uses  Greyhound  Package  Express  to 
circulate  a weekly  TV  film  to  local  stations.  Making  enough  prints 
to  go  around  would  he  too  costly.  Greyhound  "gets  the  show  on  the 
road"  right  on  schedule  and  at  the  least  costj 


IT’S  THERE  IN  HOURS 


When  getting  it  there  in  a hurry  means  business,  you  can 
count  on  Greyhound  Package  Express!  Your  packages  go 
anywhere  Greyhound  goes,  by  dependable  Greyhound  buses 
on  their  regular  runs.  That  means  you  get  service  seven  days 
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a week...  24  hours  a day ...  weekends  and  holidays!  And 

you  can  send  C.O.D.,  Collect,  Prepaid  — or  open  a charge 
account.  For  information,  call  any  Greyhound  bus  station, 
or  write  Dept.  8F,  140  South  Dearborn  St.,  Chicago  3,  III. 


HOW  TO  GET  THE  SHOW  OH  THE  ROAD 


PHILADELPHIA  RERUNS  MIAMI  STORY 

Judge  Stern  starts  rehearing  on  controverted  ch.  7 case 


Special  FCC  Hearing  Examiner  Hor- 
ace Stern’s  ex  parte  roadshow  opened  a 
new  stand  in  Philadelphia  last  week 
with  the  January  1956  grant  of  ch.  7 
Miami  to  Biscayne  Tv  Corp.  the  vehicle 
being  investigated. 

Much  of  the  testimony  during  Mon- 
day-through-Friday  hearings  centered 
around  charges  of  off-the-record  con- 
tacts in  the  case  placed  in  the  record  of 
the  House  Legislative  Oversight  Sub- 
committee two  years  ago  (Broadcast- 
ing, June  9,  1958).  Most  of  it  involved 
“special  emissaries”  commissioned  by 
three  of  the  four  applicants  for  ch.  7, 
none  of  whom  appeared  in  the  of- 
ficial record  as  participants. 

Two  Florida  lawyers  were  paid 
$5,000  each,  it  was  brought  out,  while  a 
third  Florida  man  contacted  then  Com- 
missioner Richard  A.  Mack  without 
receiving  a fee.  All  three  were  close 
personal  friends  of  Floridan  Mack,  who 
was  confirmed  as  a member  of  the  FCC 
shortly  before  the  first  ch.  7 vote  was 
taken. 

The  ch.  7 grant  to  Biscayne  (WCKT 
[TV])  is  the  fourth  tv  case  which  Judge 
Stern  has  reheard  following  disclosures 
by  the  House  subcommittee — and  the 
second  in  Miami.  The  late  Stephen  J. 
Angland  compiled  most  of  the  ch.  7 in- 
formation while  an  attorney  for  the 
Oversight  Subcommittee. 

Mr.  Angland  testified  in  public  on  the 
case  but  no  other  witnesses  were  called 
by  the  House  group. 

The  Principals  ■ In  addition  to  Bis- 
cayne, represented  by  Paul  Connolly 
and  Stanley  Harris,  other  ch.  7 appli- 
cants and  their  counsel  are  South  Flori- 
da Tv  Corp.  (Benito  Gaguine),  East 
Coast  Tv  Corp.  (Arthur  Scharfeld  and 
Theodore  Baron)  and  Sunbeam  Tv 
Corp.  (Bernard  Koteen).  Commission 
counsel  are  Ed  Holtz,  associate  general 
counsel,  Jim  Brennan  and  Joel  Rosen- 
bloom. 

Principals  of  all  the  applicants  except 
Sunbeam  were  called  to  testify  last  week 
by  Mr.  Holtz.  Interruptions  were  fre- 
quent with  objections  by  counsel  as  to 
what  is  and  is  not  relevant  to  the  case, 
leading  Judge  Stern  to  proclaim  at  one 
point: 

“I  must  profess  if  I were  acting  on 
the  whole  question  of  relevancy,  a large 
portion  of  all  the  testimony  could  be 
stricken  out.  . . .”  He  reminded  the 
“Philadelphia”  lawyers  that  the  only 
purpose  of  the  hearing  is  to  determine 
if  there  were  undue  influences  exerted 
on  any  commissioners  or  any  improprie- 
ties by  any  of  the  applicants. 

Following  Friday’s  (June  17)  session, 


the  hearing  was  adjourned  until  next 
Thursday  (June  23).  Scheduled  to  testi- 
fy at  that  time  are  James  Cox,  former 
Miami  attorney  Perrine  Palmer,  and 
Roy  Cohn,  New  York  lawyer  and 
former  Senate  investigator.  Mr.  Cox, 
publisher  of  the  Miami  Daily  News, 
owns  Biscayne  in  partnership  with  Jack 
Knight,  publisher  of  the  Miami  Herald 
and  Niles  Trammell,  former  NBC  presi-. 
dent. 

Ben  Fuqua,  Mack’s  Friend  ■ Mr. 

Fuqua,  vice  president  of  the  Florida 
Power  & Light  Co.,  testified  concern- 
ing two  trips  he  made  to  Washington  to 
see  Mr.  Mack  on  behalf  of  Biscayne. 
Before  the  first  trip,  late  in  1955,  he 
told  of  a meeting  with  Messrs.  Knight, 
Trammell  and  McGregor  Smith,  presi- 
dent of  the  power  company. 

He  said  that  Mr.  Knight  asked  him 
to  speak  to  the  then  commissioner  and 
“try  to  get  a reading  on  him.”  The  wit- 
ness said  he  knew  nothing  and  was  told 
nothing  about  the  merits  of  the  case. 
Subsequently,  Mr.  Fuqua  said,  he  talked 
to  Mr.  Mack  in  Washington,  told  him 
good  things  about  the  Biscayne  group 
and  reported  back  to  Mr.  Trammell 
that  the  commissioner  seemed  favorable 
to  the  applicant. 

After  the  grant  had  been  returned  to 


On  the  aisle 

An  interested  spectator  during 
most  of  last  week’s  rehearing  of 
the  Miami  ch.  7 grant  to  Biscayne 
Tv  Corp.  was  George  Perry,  at- 
torney for  the  House  Legislative 
Oversight  Subcommittee.  It  was 
this  subcommittee  which  over  two 
years  ago  first  made  charges  of 
ex  parte  representations  in  the  tv 
contest. 

Mr.  Perry  “did  not  fraternize” 
with  the  participants  in  the  hear- 
ing and  did  not  give  any  clue  as 
to  why  he  was  there,  observers 
reported.  The  chief  clerk  of  the 
subcommittee  refused  to  identify 
the  man  sent  to  sit  in  on  the 
Philadelphia  hearings. 

Jack  Knight  is  one  of  the  prin- 
cipal Biscayne  stockholders  and 
his  chain  of  newspapers  has  been 
running  in  recent  weeks  a series 
of  expose  articles  on  congres- 
sional expense  accounts,  includ- 
ing a Hawaiian  trip  of  Rep.  Oren 
Harris  (D-Ark.),  chairman  of 
the  oversight  subcommittee,  and 
others. 


the  commission  to  consider  the  Tram- 
mell-NBC  relationship,  Mr.  Fuqua 
said,  Mr.  Trammell  asked  him  to  talk 
to  his  college  friend  on  the  FCC  again. 
“He  [Mack]  told  me  that  they  [Bis- 
cayne] didn’t  have  anything  to  worry 
about.” 

He  said  that  the  Biscayne  principals 
did  not  ask  him  to  try  to  sell  them  to 
the  commissioner,  but  that  he  was 
“highly  complimentary”  on  his  own. 
The  witness  denied,  however,  ever  ask- 
ing Mr.  Mack  to  vote  for  the  eventual 
winning  applicant  or  exerting  any  pres- 
sures. 

Niles  Trammell,  Biscayne  President  ■ 

The  former  NBC  president  said  that  he 
okayed  Mr.  Fuqua’s  contacts  with  Mr. 
Mack  because  (1)  of  concern  about  de- 
lay of  five  months  since  it  had  become 
known  Biscayne  was  favored  in  staff 
instructions  and  (2)  he  had  heard  that 
Miami  attorney  Thurman  Whiteside 
was  busy  contacting  commissioners  on 
behalf  of  another  applicant. 

He  said  Mr.  Knight  told  him  at  a 
party  one  night  that  “McGregor  feels 
that  he  has  a man  working  for  him 
that  might  be  helpful  to  us.”  A meeting 
was  held  and  soon  afterward  the  emis- 
sary was  dispatched  to  Washington  with 
the  knowledge  of  Messrs.  Trammell 
and  Knight,  Mr.  Trammell  said.  “I 
think  he  went  up  there  to  say  that  we 
were  nice  people  and  to  say  something 
complimentary  about  us,”  he  stated. 

After  the  case  had  been  remanded, 
Mr.  Trammell  said  that  he  casually 
told  Mr.  Fuqua:  “The  next  time  you 
see  your  friend,  ask  him  if  I am  in 
serious  trouble.” 

Mr.  Trammell  said  that  he  resigned 
as  NBC  president  in  December  1952  to 
become  “wing-man”  of  the  Biscayne 
group  (he  owns  15%,  the  Knight  and 
Cox  newspaper  interests  42VS  % each). 
At  that  time,  there  were  no  competing 
applicants  and  Mr.  Trammell  said  none 
were  expected — therefore,  a quick  grant 
was  contemplated. 

John  S.  Knight,  Biscayne  Vice  Presi- 
dent ■ A third  version  of  the  Miami 
meeting  which  sent  Mr.  Fuqua  to 
Washington  was  given  by  the  Miami 
Herald  publisher.  “The  sole  purpose 
. . . was  to  ascertain  whether  Mr. 
Mack,  who  had  voted  for  us  in  July, 
had  undergone  any  change  in  mind.  . 
Mr.  Knight  said.  He  recounted  rumors 
of  Mr.  Whiteside’s  activities  and  said 
Biscayne  was  seeking  reassurance. 

All  attention  was  centered  on  Mr. 
Mack,  Mr.  Knight  testified,  because  he 
was  the  only  commissioner  about  whom 
reports  were  being  circulated. 
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Debate  now  durable  ■ One  of  the 

most  famous  debates  since  Lincoln- 
Douglas  became  a permanent  part 
of  U.S.  history  last  week  when  Vice 
President  Richard  M.  Nixon  ac- 
cepted on  behalf  of  the  Library  of 
Congress,  the  original  Videotape  re- 
cording of  his  encounter  with  Soviet 
Premier  Khrushchev.  The  recording 
of  the  impromptu  verbal  exchange 
during  Mr.  Nixon’s  Russian  trip 
will  become  part  of  the  library’s 
audio-visual  collection. 

Mr.  Nixon  is  shown  accepting  the 
tape  from  Phillip  L.  Gundy,  vice 
president  of  Ampex.  The  two  po- 
litical leaders  stopped  off  during  the 
American  National  Exhibition  in 
Moscow  to  see  the  Ampex  Videotape 
television  recorder  in  action.  The  re- 
sult was  a 16  minute  color  recording 
of  the  verbal  exchange  which  was 


shown  by  U.S.  networks  some  36 
hours  later  and  viewed  by  an  esti- 
mated 75  million  viewers. 


Mr.  Knight  also  told  of  two  meet- 
ings with  then  FCC  Chairman  McCon- 
naughey  after  the  staff  instructions  had 
been  issued.  Both,  he  said,  were  for 
the  purpose  of  finding  out  when  a 
decision  could  be  expected.  The  com- 
missioner was  inconclusive,  Mr.  Knight 
recounted,  and  he  then  asked  Sen.  War- 
ren Bricker  (R-Ohio)  to  query  Mr. 
McConnaughey.  The  senator  reported 
back  that  he  received  the  same  incon- 
clusive answer,  the  witness  said. 

John  D.  Pennekamp,  Miami  Herald 
Associate  Editor  ■ The  Herald  editor 
was  called  to  testify  on  ( 1 ) a luncheon 
meeting  he  arranged  between  Messrs. 
Mack  and  Trammell  and  (2)  a call 
from  Commissioner  Mack  just  before 
the  ch.  7 vote  in  January  1956.  He 
denied  the  summer  1955  luncheon  was 
arranged  expressly  for  Mr.  Mack,  then 
an  FCC  nominee,  to  meet  Mr.  Tram- 
mell. 

Separate  meetings  with  both  men 
had  been  arranged,  Mr.  Pennekamp 
said  and  the  combined  lunch  probably 
came  about  when  he  told  Mr.  Mack 
“we  are  getting  into  a conflict  of  dates 
— you  have  a community  of  interests, 
let's  all  get  together.”  Mr.  Pennekamp 
said  he  left  immediately  after  introduc- 
ing the  two  men  and  that  the  Biscayne 
application  or  Mr.  Trammell’s  interests 
were  not  mentioned  in  his  presence. 

In  January  1956,  Mr.  Pennekamp 
said  that  Mr.  Mack  called  him  from 
Washington  and  said  he  was  “going 
down  to  vote  on  ch.  7 in  a few  minutes 
...  I want  you  to  tell  me  are  these 
people  in  Biscayne  Tv  Corp.  good  peo- 
ple?” The  newspaper  man  said  that 
he  was  very  surprised  by  the  call  be- 
cause Messrs.  Knight  and  Trammell 
were  well  known  by  Mr.  Mack,  a 
Florida  native. 

Jack  C.  Stein,  South  Florida  ■ Mr. 

Stein,  president  of  South  Florida,  ran 
afoul  of  Judge  Stern  when  he  expressed 
suspicions  that  Vice  President  Richard 
Nixon  was  in  on  a “fix”  to  award  the 
channel  to  Biscayne.  He  also  claimed 
that  Chief  Hearing  Examiner  James  D. 
Cunningham  was  not  giving  his  applica- 
tion a fair  shake. 

Paul  Connolly,  Biscayne  attorney, 
asked  Mr.  Stein:  “Do  you  think  John 
Knight  could  get  the  vice  president  to 
fix  a tv  case?” 

“I  was  suspicious  of  that,”  the  wit- 
ness replied,  and  as  grounds  for  his 
suspicion  cited  a newspaper  photograph 
showing  the  vice  president,  Mr.  Knight 
and  their  wives.  “I  was  suspicious  a 
fix  was  in  for  the  newspapers.  I thought 
the  hearing  would  be  just  a formality,” 
he  said. 

At  this  point.  Judge  Stern  interrupted. 
“I  order  that  innuendo  stricken  from  the 
record  that  either  Vice  President  Nixon 
or  Col.  Cunningham  was  guilty  of  any 
fixing  in  this  case,”  the  examiner  said. 


“I  do  not  propose  to  have  such  an  in- 
sulting charge  made  without  the  slight- 
est basis  therefor.” 

Mr.  Stein  said  that  he  employed 
Miami  attorney  Thurman  A.  Whiteside 
after  Sen.  George  Smathers  (D-Fla.) 
had  “cautioned  me  to  watch  out  for 
pressures  from  the  White  House.”  Mr. 
Whiteside  was  chosen,  and  paid  a $5,000 
fee,  to  investigate  rumors  that  other 
parties  were  making  improper  pressures 
and  visiting  commissioners,  Mr.  Stein 
claimed.  “The  whole  purpose  . . . was 
to  get  information  on  where  the  pres- 
sures were  coming  from,”  he  insisted. 

“We  didn’t  want  any  irregular  pro- 
cedures and  I was  not  looking  for 
Mack’s  vote.”  The  witness  said  he 
had  been  advised  by  counsel  that  Com- 
missioner Mack  could  not  participate  be- 
cause he  joined  the  FCC  in  July  1955, 
after  the  ch.  7 oral  argument. 

Mr.  Stein  also  said  he  tried  to  hire 
New  York  attorney,  Roy  M.  Cohn, 
“who  had  contacts  in  Washington.” 
This  move  came  “when  I was  con- 


vinced the  whole  case  was  rigged,  he 
said. 

His  Reasons  ■ South  Florida’s  presi- 
dent said  he  believed  there  were  irreg- 
ularities in  the  ch.  7 contest  because  (1) 
of  the  delay  between  staff  instructions 
(July  1955)  and  the  grant  to  Biscayne 
(January  1957);  (2)  former  Commis- 
sioner Freda  Hennock  (who  was  re- 
placed by  Mr.  Mack)  allegedly  stated 
that  the  other  commissioners  were  not 
going  to  let  her  vote  in  the  case;  (3) 
Messrs.  Trammell,  Knight  and  others 
were  frequent  visitors,  Mr.  Stein  had 
heard,  of  commissioners;  (4)  Biscayne’s 
application  actually  was  prepared  in  the 
NBC  offices  in  New  York,  and  (5)  three 
commissioners  attended  the  WCKT 
dedication  while  the  case  still  was  in 
the  courts. 

Judge  Stern  pointed  out  that  Mr. 
Stein  had  mentioned  many  persons  who 
he  had  heard  exerted  pressures  on  the 
commissioners  and  drew  an  admission 
from  the  witness  that  the  South  Florida 
president  did  not  know  from  his  own 
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knowledge  of  any  individual  who  actual- 
ly had  contacted  an  FCC  member. 

Leo  J.  Adeeb,  5%  owner  of  South 
Florida,  testified  that  stockholders  had 
been  asked  to  supply  names  of  indi- 
viduals who  might  get  information  from 
Washington  on  the  case.  Mr.  Adeeb 
said  he  arranged  a meeting  between  Mr. 
Palmer  and  Mr.  Stein,  which  resulted 
in  the  employment  of  Mr.  Whiteside. 

Miles  H.  Draper,  Tampa  Attorney 
■ Counsel  for  East  Coast  employed  him, 
Mr.  Draper  said,  to  help  sway  public 
opinion  against  a rumored  ch.  7 grant 
to  the  Knight-Cox  newspaper  interests. 
Arthur  Scharfeld  approached  him 
through  a mutual  friend,  Washington 
attorney  Ralph  Becker,  to  perform 
“missionary  work”  and  help  create 
“brush  fires”  against  Biscayne. 

“This  is  solely  what  he  employed  me 
to  do,  nothing  else,”  Mr.  Draper 
stressed.  He  said  he  did  not  know  the 
East  Coast  principals  or  any  commis- 
sioners except  Mr.  Mack.  The  Tampa 
lawyer  in  Philadelphia  drew  a fine  dis- 
tinction between  personal  conversa- 
tions and  written  communications  with 
Mr.  Mack  on  the  ch.  7 case. 

James  Brennan,  commission  counsel, 
asked:  “It’s  your  statement  that  you 
never  discussed  this  case  with  Mr. 
Mack.” 

“Yes  sir,  I never  talked  to  him  at 
all,”  Mr.  Draper  replied.  When  Mr. 
Brennan  later  introduced  a series  of 
“Dear  Richie”  letters  from  the  witness 
to  Mr.  Mack,  Mr.  Draper  explained  to 
Judge  Stern  he  did  not  consider  the 
correspondence  as  talks  with  the  for- 
mer commissioner. 

The  letters,  entered  into  the  Legis- 
lative Oversight  record  over  two  years 
ago  (Broadcasting,  June  9,  1958), 
urged  Mr.  Mack  to  give  “serious  con- 
sideration” to  East  Coast,  to  study  past 
commission  decisions  denying  grants  to 
newspapers  and  petitions  to  make  Mi- 
ami all  uhf. 

A prominent  Florida  Republican, 
Mr.  Draper  pointed  out  in  an  Aug.  29, 
1955  letter  to  Mr.  Mack:  “I  hope  that 
you  will  not  be  unmindful  of  the  fact 
that  you  received  this  appointment 
through  the  cooperation  of  the  Re- 
publican organization  in  Florida  and 
Washington  and  that  you  would  not 
knowingly  take  part  adversely  to  the 
friends  who  were  helpful  to  you.  . .” 
Mr.  Brennan  evoked  violent  objections 
from  Mr.  Connolly  when  he  asked  Mr. 
Draper  what  was  meant  by  this  state- 
ment. This  prompted  Judge  Stern  to 
observe: 

“I  think  the  letter  speaks  for  itself. 
I don’t  think  it  is  very  ambiguous.” 

Mr.  Draper  said  that  when  the  let- 
ters were  written  he  considered  the  FCC 
an  administrative  body  and  did  not 
think  he  was  doing  anything  improper 
in  writing  Mr.  Mack.  He  denied  con- 


Visitor  Fuqua 
Sought  a reading  on  Mack 


tacting  any  other  commissioner  or 
member  of  Congress  about  the  case. 
When  first  approached  by  Mr.  Schar- 
feld, “I  didn’t  have  any  idea  what  I 
could  do  before  I started  out,”  he  said. 
Most  of  his  work  was  by  word-of- 
mouth,  he  stated,  in  an  effort  to  in- 
form people  of  “what  was  about  to 
happen.” 

Mr.  Scharfeld  paid  him  $5,000,  Mr. 
Draper  said,  some  of  which  he  then 
passed  on  to  Mr.  Becker  as  a “forward- 
ing fee.” 

1 1 fm  stations  get 
‘doctorcasting’  grants 

The  march  toward  “doctorcasting” 
hit  its  stride  last  week.  The  FCC  grant- 
ed Subsidiary  Communications  Author- 
izations to  1 1 more  fm  stations  to  fur- 
nish background  music  for  doctors’  of- 
fices, hospitals  and  clinics. 

Previous  “doctorcasting”  grants 
were  to  WRCA-FM  New  York;  KMLA 
(FM)  Los  Angeles,  and  KCBM  (FM) 
Kansas  City.  Last  week’s  grants  were 
to  WMAQ-FM  Chicago,  KNBC-FM 
San  Francisco;  WFMP  (FM)  Pitts- 
burgh, WRC-FM  Washington,  D.C. 
(all  NBC  stations);  WLOL-FM  Min- 
neapolis, WCRB-FM  Waltham,  Mass.; 
WBAP-FM  Fort  Worth;  WSB-FM  At- 
lanta; WBAL-FM  Baltimore;  KBIQ 
(FM)  Los  Angeles,  and  KETO-FM 
Seattle. 

The  grants  to  the  NBC  stations  were 
made  without  prejudice  to  such  further 
action  as  the  commission  may  deem 
warranted  with  respect  to,  among  other 
factors,  pending  antitrust  proceedings 
involving  NBC  and  RCA  and  the  re- 


port of  the  Network  Study  Staff.  NBC 
has  indicated  that  it  proposes  to  serve 
more  than  16  metropolitan  markets 
with  its  “doctorcasting”  plan. 

Sports  blackout  bill 
heads  for  Senate 

The  Senate  Judiciary  Committee  an- 
nounced last  week  that  it  had  voted  to 
report  without  recommendation  to  the 
Senate,  a bill  which  would  blackout 
telecasts  of  games  in  a 75-mile  radius 
area  if  other  games  in  the  area  were 
being  played  in  the  same  league. 

The  bill  (S  3483)  was  introduced 
last  April  by  Sen.  Estes  Kefauver  (D- 
Tenn.),  chairman  of  the  Senate  Anti- 
trust & Monopoly  Subcommittee. 

Under  the  bill’s  provisions,  black- 
outs of  professional  basketball,  hockey 
and  football — including  collegiate  foot- 
ball— would  be  mandatory  in  the  75 
mile  radius  where  games  in  other 
leagues  were  scheduled  unless  permis- 
sion granted  in  writing  could  be  ob- 
tained from  the  team  in  the  other 
league.  Teams  in  the  same  or  different 
leagues  could,  as  an  alternative  to  tv 
blackouts,  agree  to  mutual  distribution 
of  tv  proceeds. 

Networks’  record 
ownership  questioned 

The  FCC  and  the  Federal  Trade 
Commission  were  urged  to  act  in  con- 
cert to  break  up  concentrations  in  the 
music  industry,  such  as  a network’s 
ownership  of  recording  companies,  by 
a House  Legislative  Oversight  Subcom- 
mittee staff  study. 

In  the  report,  titled  “Songplugging 
and  the  Airwaves;  a Functional  Outline 
of  the  Popular  Music  Business,”  the 
staff  document  said;  “persons  in  a posi- 
tion to  select  broadcast  material  should 
not  be  permitted  to  have  outside  finan- 
cial interests  in  such  material  where 
such  possession  hampers  the  public  use 
of  the  airwaves  or  leads  to  an  unfair 
trade  advantage.” 

The  study  said  the  FCC  should  find 
a fertile  field  for  study  and  action  in 
kickbacks  and  other  questionable  prac- 
tices in  the  popular  record  industry. 
FTC  in  the  payola  field  has  been  bene- 
ficial, the  study  said,  but  the  agency 
should  now  consider  whether  it  shouldn’t 
take  a “more  thoroughgoing  regulatory 
approach.” 

The  report  listed  RCA-NBC,  CBS, 
AB-PT  and  RKO  Teleradio  Pictures  as 
holding  extensive  recording  or  music 
publishing  interests. 

The  extent  to  which  broadcasters  use 
program  matter  furnished  by  ASCAP 
and  BMI  raises  serious  questions  about 
their  public  interest  responsibilities. 
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NOTICE  TO  EDITORS— For  more  than  30years,  Metropolitan  Life 
has  sponsored  advertising  messages  on  national  health  and  safety. 
Because  of  public  interest  in  the  subject  matter  of  these  advertise- 
ments, Metropolitan  offers  all  news  editors  (including  radio  news 
editors)  free  use  of  the  text  of  each  advertisement  in  this  series. 


The  text  may  be  used  in  regular  health  features,  health  columns 
or  health  reports  with  or  without  credit  to  Metropolitan.  The 
Company  gladly  makes  this  material  available  to  editors  as  one 
phase  of  its  public-service  advertising  in  behalf  of  the  nation’s 
health  and  safety. 


Traffic  signs 
you 


...but  should  always 
remember 


The  “traffic  signs”  shown  here  are  as 
vitally  important  to  your  safety  as  the 
familiar  ones  you  see  posted  along  our 
streets  and  highways.  Let’s  consider 
these  “signs”  and  just  how  they  could 
help  you  avoid  accidents. 

Drive  extra  cautiously  when 
you’re  upset.  When  you’re  worried  or 
upset  you  may  not  give  the  alert  atten- 
tion to  driving  that  today’s  highway 
conditions  require.  This  is  the  cause  of 
many  needless  accidents.  Emotional 
stability  is  as  important  as  any  single 
factor  in  maintaining  traffic  safety. 

Be  sure  your  eyes  are  all  right. 
Have  your  eyes  examined  regularly.  If 
you  notice  changes  in  vision  between 
examinations,  see  your  doctor  for 
another  eye  test.  To  reduce  eye  strain, 
wear  properly  fitted  sunglasses,  but 
take  them  off  after  dark. 

Never  drive  after  drinking.  No 
driver  can  take  much  alcohol  without 
becoming  a menace  to  himself  and  to 
others.  Always  remember  that  alcohol 
and  gasoline  are  a dangerous  combi- 
nation and  inexcusable! 

Stop  when  you  feel  tired.  Driver 


fatigue  plays  a part  in  many  accidents, 
especially  those  that  occur  at  night. 
With  increasing  fatigue,  driver  efficiency 
falls,  until  finally,  nodding  at  the  wheel 
results.  Accidents  that  occur  when  the 
driver  is  dozing  are  generally  very  seri- 
ous ones. 

Don’t  drive  after  taking  certain 
medicines.  Sedatives  may  dull  your 
reflexes;  tranquilizers  can  cloud  your 
judgment.  Ask  your  doctor  about  the 
side  effects  of  drugs,  including  antihis- 
tamines and  cold  tablets. 

On  long  drives,  take  turns  at  the 
wheel.  Share  the  driving  with  others — 


WHEN  YOU  FEEL 
^ TIRED 


or  stop  now  and  then  for  a rest  or  re- 
freshment. Prolonged  driving — and  its 
attendant  eye,  muscular  and  nervous 
strain — can  impair  your  efficiency  with- 
out your  being  aware  of  it.  It’s  wise  for 
drivers  to  rest  at  least  every  two  hours 
on  long  trips. 

Drive  only  when  you’re  physically 
and  mentally  fit,  and  keep  both  hands 
on  the  wheel — for  your  own  safety  and 
that  of  your  fellow  motorists. 
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WATCHDOGS  READY  TO  ROAM 

Funds  approved  for  unit  to  oversee  balance 
of  political  time;  some  are  still  wary  of  it 


The  Senate  last  week  put  its  “watch- 
dog” subcommittee  in  business  to  keep 
tabs  on  broadcasters  and  see  that  they 
don’t  favor  one  candidate  over  the 
other  in  presenting  political  aspirants 
in  the  campaigns  this  year. 

The  Senate  agreed  to  $35,000  of  the 
$45,000  proposed  in  a Senate  Com- 
merce Committee  resolution  (S  Res 
305)  setting  up  the  three-man  group 
headed  by  Sen.  Ralph  Yarborough 
(D-Tex.)  and  including  Sens.  Gale 
McGee  (D-Wyo.)  and  Hugh  Scott 
(R-Pa.).  Senate  Minority  Leader  Ev- 
erett Dirksen  (R-Ill.)  argued  against 
the  watchdog  group  proposal,  express- 
ing his  opinion  the  unit  has  “a  very 
definite  political  purpose”  and  sug- 
gesting that  the  FCC,  which  has  asked 
for  $300,000  for  a monitoring  unit, 
do  the  job  tiself. 

The  amendment  to  cut  the  $45,000 
to  $35,000  was  agreed  upon  between 
Sen.  Allen  Ellender  (D-La.)  and  Sen. 
Yarborough  after  the  former  first  pro- 
posed a cut  to  $30,000.  Sen.  Ellender 
said  if  watchdog  subcommittees  were 
appointed  to  see  that  all  laws  were 
obeyed,  “we  would  have  myriads  of  sub- 
committees. In  fact,  we  have  too  many 
now.” 

Sen.  John  O.  Pastore  (D-R.I.),  who 
heads  the  Senate  Commerce  Com- 
mittee’s Communications  Subcommittee 
of  which  the  watchdog  (Freedom  of 
Information)  subcommittee  is  a unit, 
said  the  group  was  formed  to  report 
on  any  abuses  broadcasters  may  make 
of  the  discretion  granted  them  last 
year  to  present  candidates  on  panel 
and  news  shows  without  being  subject 
to  equal  time  demands  under  Sec.  315. 

No  Mention  ■ S J Res.  207,  now  on 
the  Senate  calendar  and  which  would 
suspend  equal  time  provisions  applying 
to  presidential  and  vice  presidential  can- 
didates for  this  year,  was  not  mentioned 
during  the  debate  on  the  Senate  floor. 

Sen.  Yarborough  said  “all  of  us 
know”  certain  broadcasters  have  their 
preferences  among  candidates  and  are 
not  necessarily  trying  to  elect  a par- 
ticular candidate  but  may  prefer  pre- 
senting him  on  the  air  because  he  is 
“more  colorful.”  He  cited  instances  in 
which  he  felt  some  broadcasters  had 
favored  particular  candidates. 

Sen.  Pastore  said  the  watchdog  reso- 
lution was  the  result  of  the  Senate’s 
insistence,  in  passing  the  news-panel 
shows  bill  last  year,  that  Congress  be 
informed  later  whether  any  abuses  took 
place  under  the  new  law.  He  noted 
broadcasters  favor  repeal  of  Sec.  315 
altogether  and  added: 


“Very  frankly,  I am  inclined  to  lean 
that  way.  I think  the  broadcasting  sys- 
tems today  have  reached  a position  of 
integrity  and  good  judgment  so  they 
can  very  well  parcel  out  time  without 
the  assistance  of  any  law.” 

Sen.  Dirksen  said  he  is  worried  that 
the  subcommittee  will  begin  “dipping 
right  in  the  middle  of  the  campaign” 
to  determine  whether  broadcasters  are 
favoring  Republicans  or  Democrats. 
He  said  he  doesn’t  want  to  see  an  in- 
strumentality created  “which  is  going 
to  frighten  the  radio  and  tv  people, 
and  is  going  to  make  them  pull  in 
their  horns,  and  put  a micrometer 
upon  the  calendar  and  upon  the  clock 
to  see  whether  we  get  a little  more  or 
a little  less  time.” 

Overlap  with  FCC?  ■ Sen.  Pastore 
agreed  with  Sen.  Gordon  Allott  (R- 
Colo.)  that  the  FCC’s  proposed  mon- 
itoring unit  would  watch  for  violations 
of  Sec.  315  and  other  political  broad- 
casting abuses  as  well  as  other  offenses. 

Sen.  Yarborough  said  he  wasn’t  sure 
the  subcommittee  could  process  all  its 
information  and  make  a report  by  the 
deadline  of  Jan.  31  set  in  the  resolu- 
tion, but  Sen.  Pastore  said  if  it  wasn’t 
through  by  that  time  his  Communica- 
tions Subcommittee  could  take  over  the 
rest  of  the  work. 

Initial  decision 
in  Baton  Rouge  ch.  9 

Modern  Broadcasting  Co.,  sole  re- 
maining applicant  for  tv  ch.  9 in  Baton 
Rouge,  La.,  was  favored  in  an  initial 
decision  last  week  by  FCC  Hearing 
Examiner  Walther  W.  Guenther  de- 
spite some  overlap  between  the  Baton 
Rouge  channel  and  commonly-owned 
WDSU-TV  New  Orleans. 

Mr.  Guenther  said  that  while  Mod- 
ern will  overlap  with  WDSU-TV 
(whose  president,  Edgar  B.  Stern  owns 
67%  of  Modern)  in  a 37.5  mile-deep 
area  at  the  point  of  greatest  penetra- 
tion, the  overlap  must  be  considered 
against  “the  background  of  . . . the 
public  interest  to  be  served  by  provid- 
ing a second  television  service  to  Baton 
Rouge.”  The  examiner  said  that  Mod- 
ern will  operate  independently  of 
WDSU-TV  and  its  programming  will 
be  unaffected  by  interrelated  ownership. 
He  pointed  out  that  WBRZ  (TV)  (ch. 
2)  Baton  Rouge,  will  provide  competi- 
tive coverage  to  the  entire  overlap  area. 

Community  Broadcasting  Co.  (WIBR 
Baton  Rouge)  co-applicant  for  the  ch. 
9 facility  agreed  to  drop  out  of  the 
proceeding  last  March.  Under  terms  of 


the  agreement,  Modern  will  reimburse 
Community  $23,000  for  out-of-pocket 
expenses  plus  granting  an  option  al- 
lowing Community  to  purchase  20% 
of  Modern. 

The  highlight  of  the  comparative 
proceeding  was  a reversal  by  the  U.S. 
Court  of  Appeals  of  an  FCC  grant  to 
Modern’s  ch.  28  WAFB-TV  Baton 
Rouge,  to  operate  temporarily  on  ch.  9 
pending  the  outcome  of  the  compara- 
tive case  (Broadcasting,  Feb.  15). 

FCC  questions  log 
procedures  of  KHMO 

Alleged  discrepancies  in  the  prepara- 
tion, keeping  and  reporting  of  trans- 
mitter logs  have  caused  raised  eyebrows 
at  the  FCC.  Involved  is  KHMO  Han- 
nibal, Mo. 

The  station  was  routinely  queried  in 
May,  1959  concerning  its  application 
for  license  renewal.  Insufficient  answers 
to  the  commission’s  questions  at  that 
time  caused  further  inquiry  in  Decem- 
ber. A commission  spokesman  noted 
that  the  station  again  answered  the 
questions,  but  “discrepancies”  between 
the  two  sets  of  answers  (involving 
transmitter  logs)  raised  further  FCC 
doubts. 

KHMO,  operated  by  Mark  Twain 
Broadcasting  Co.  (Jerrell  Shepherd, 
president),  claims  full  innocence  re- 
garding the  matter,  but  the  commission 
states  that  the  station  has  failed  to  ex- 
plain the  so-called  discrepancies.  The 
application  for  license  renewal  has  con- 
sequently been  designated  for  hearing  at 
which  time  the  FCC  will  determine  if 
any  rules  involving  the  keeping  of  logs 
have  been  violated. 

NBC,  four  affiliates 
appeal  FCC  rep  order 

NBC  and  four  of  the  stations  its  spot 
sales  division  represents  are  scheduled 
to  appeal  to  the  courts  the  FCC  order 
prohibiting  network  representation  of 
affiliated  stations  (Broadcasting,  Oct. 
12,  1959). 

Two  months  ago,  the  commission  re- 
fused to  reconsider  its  order,  covering 
CBS  Spot  Sales  as  well  as  NBC 
(Broadcasting,  April  18).  CBS  did  not 
appeal  the  order  to  the  commission  and 
has  announced  that  it  will  abide  by  the 
decision.  Appealing  to  the  U.S.  Court 
of  Appeals  in  Washington,  along  with 
NBC,  were  KOA-TV  Denver,  KSD-TV 
St.  Louis,  WAVE-TV  Louisville  and 
WRGB  (TV)  Schenectady,  N.Y.  All 
four  stations  are  affiliated  with  the  net- 
work and  also  had  petitioned  the  com- 
mission for  reconsideration. 

The  ruling  prohibits  a tv  network 
from  representing  affiliated  stations, 
other  than  network-owned  outlets. 
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For  reliable,  low-cost,  unattended  TV  relaying... 
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TV  MICROWAVE 
SYSTEMS 


...  for  industrial  and  educational  use, 
for  community  TV  and  S-T-L  relay 


PHILCO  TURNKEY  SERVICES 
Site  Surveys  • System  Planning 
Installation  • Field  Service 
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4700  Wissahickon  Ave.,  Philadelphia  44,  Pa. 
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Philco  microwave  provides  stable, 
broad  band  transmission — equally 
applicable  to  closed  circuit  TV  for 
educational  and  industrial  use,  and 
for  community  TV  and  S-T-L 
relay  of  NTSC  compatible  color 
or  monochrome  signals,  plus  full 
audio  channel.  With  1 full  watt 
output,  built-in  metering  and  test 
circuits,  fully  automatic  standby 
. . . Philco  systems  assure  de- 
pendable, unattended,  continuous 
operation.  And,  of  course,  Philco 
microwave  TV  relay  systems  are 
"tailor-made” — designed,  engi- 
neered and  installed  to  meet  each 
specific  requirement  with  maximum 
efficiency  and  maximum  economy. 

Why  not  discuss  your  specific 
requirements  with  Philco  engi- 
neers? Inquire,  too,  about: 


PHILCO 

l^n  ^jffumouA  far  Quaff  tv  tffe  7/ffrrffff  Over 


HOUSE  SET  TO  DEBATE  PAYOLA 

Harris  bill  also  covers  plugs,  quiz  rigging 


House  debate  on  the  payola  bill  is 
expected  to  take  place  this  week  after 
prompt  action  by  the  House  Rules 
Committee  last  week  in  clearing  the 
measure  for  action,  it  was  reported  by 
the  House  Commerce  Committee.  The 
bill  (S  1898)  was  approved  by  the 
Rep.  Oren  Harris’  Commerce  Commit- 
tee the  week  before  (Broadcasting, 
June  13). 

The  bill  is  scheduled  for  three  hours’ 
debate  today  and  is  open  to  amend- 
ments from  the  floor.  At  least  one 
amendment — to  provide  for  FCC  regu- 
lation of  the  networks — is  expected 
from  Rep.  John  B.  Bennett  (R-Mich.), 
who  criticized  the  Commerce  Commit- 
tee for  failing  to  approve  his  bill  (HR 
5042)  to  regulate  networks  when  that 
group  passed  on  the  payola  measure. 

Rep.  Bennett  probably  will  be  sup- 
ported by  Commerce  Committee  Re- 
publicans Steven  B.  Derounian  (N.Y.) 
and  Ancher  Nelsen  (Minn.),  who  filed 
separate  views  along  with  Rep.  Bennett 
in  the  committee  report  made  last  Mon- 
day saying  they  believe  it’s  “anomoly” 
to  increase  regulation  of  station  li- 
censees while  exempting  the  networks. 

The  bill,  titled  “Communications  Act 
Amendments,  1960,”  covers  payola 
and  free  plugs,  quiz  rigging,  payoff 
agreements  among  applicants  for  broad- 
cast facilities,  suspension  of  station  li- 
censes for  periods  up  to  10  days  and 
fines  for  broadcasters  violating  law  and 
FCC  rules.  It  also  includes  a pre-grant 
procedure  approved  by  the  Senate  last 
year.  The  House  committee,  besides 
adding  its  group  of  amendments  to  the 
Senate-passed  bill  as  a rider,  has  “re- 
arranged and  revised  in  a manner 
which  achieves  greater  clarity.” 

McFarland  Substitute  ■ The  pre- 
grant procedure  would  substitute  for 
the  controversial  McFarland  Letter  and 
the  protest  provisions  in  non-hearing 
grants  a procedure  which  would  au- 
thorize those  who  object  to  a grant 
being  made  without  a hearing  to  file 
petitions  to  deny  the  grant,  such  peti- 
tions to  contain  allegations  of  fa,ct  sup- 
ported by  affidavits  of  those  with  per- 
sonal ^knowledge  of  the  alleged  facts. 
FCC  denial  of  such  petitions  would 
contain  statements  of  reasons  which 
would  furnish  a basis  for  immediate 
judicial  review  or  the  opportunity  to 
seek  judicial  stay  of  FCC  action. 

If  passed  by  the  House  the  bill  would 
go  back  to  the  Senate  for  agreement  or 
disagreement  with  the  House  amend- 
ments. 

The  amendments  give  the  FCC  dis- 
cretion to  determine  the  locale  of  hear- 


ings on  applications  for  new  facilities, 
major  facility  changes  or  renewals,  but 
requires  that  the  agency  consider 
whether  hearings  in  the  area  to  be 
served  are  warranted  in  the  public  in- 
terest. The  applicant  would  be  required 
to  publish  notice  of  application  in  the 
area  to  be  served. 

The  FCC  would  have  to  approve 
agreements  by  which  one  pending  ap- 
plicant pays  another  applicant  to  with- 
draw and  the  amount — except  where 
a merger  is  contemplated — would  be 
restricted  to  what  the  FCC  thinks  was 
“legitimately  and  prudently”  expended 
by  the  withdrawing  applicant  in  prose- 
cuting his  application.  Applications 
would  be  pending  until  the  FCC’s  grant 
or  denial  is  no  longer  subject  to  review 
by  a court.  The  FCC  would  be  required 
to  refuse  a permit  or  license  to  any 
person  whose  license  has  been  revoked 
by  a court  under  this  “payoff”  provi- 
sion. 

No  Mandatory  Hearings  ■ The  com- 
mittee explained  it  withdrew  its  pro- 
posal that  mandatory  local  hearings  be 
required  after  the  FCC  testified  that 
there  is  no  opposition  to  many  grants 
and  that  local  hearings  in  every  case 
would  greatly  increase  the  FCC  work- 
load. 

On  payoffs,  the  report  said  the  House 
Legislative  Oversight  Subcommittee 
heard  testimony  in  1958  that  payoff 
agreements  were  reached  in  many  com- 
parative tv  cases  and  that  one  applicant 
received  $200,000  over  his  expenses  to 
withdraw.  The  FCC’s  concern  with 


Rose  by  any  name 

Confusion  compounded  seems 
to  reign  in  two  Atlanta,  Ga.,  sub- 
urbs. In  November  1959  WEAS 
Decatur  changed  its  call  letters  to 
WGUN.  In  March  1960  WCPK 
College  Park  changed  its  call  to 
WEAS.  WGUN  still  maintains, 
as  its  corporate  name,  WEAS 
Inc.  Both  stations  serve  approx- 
imately the  same  suburban  At- 
lanta communities.  WGUN  pro- 
tested to  the  FCC  that  WEAS 
was  trading  on  the  name  formerly 
established  by  the  Decatur  station. 
WEAS  claims  it  is  establishing  its 
own  reputation.  The  commission, 
to  end  the  confusion,  has  desig- 
nated the  argument  for  eviden- 
tiary hearing.  Until  the  results  of 
that  hearing  are  known,  the  post- 
man will  still  wonder  who  is  to 
get  which  mail. 


marginal  or  strike  applications  caused 
the  agency  to  issue  rulemaking,  still 
pending,  to  halt  such  agreements,  the 
report  noted.  The  FCC  under  the  pro- 
posed provisions  would  have  to  deter- 
mine in  each  case  if  a proposed  merger 
is  bona  fide  or  a device  to  evade  the 
law,  it  said. 

The  House  amendments  provide  for 
suspension  of  licenses  up  to  10  days. 
They  also  amend  the  law  to  authorize 
the  FCC  to  issue  licenses  of  less  than 
the  regular  three  year  period  without 
inaugurating  new  rulemaking. 

The  report  noted  that  revocation  of 
license  amounts  to  a “death  sentence” 
and  said  both  the  attorney  general  and 
the  FCC  have  recommended  less  severe 
sanctions  such  as  temporary  suspen- 
sions for  offenses  identical  to  those  for 
which  licenses  are  revoked,  but  suspen- 
sion could  be  invoked  in  the  absence 
of  “knowing,  willful  or  repeated”  vio- 
lations. The  report  said  that  the  FCC 
is  given  discretion  by  evidence  adduced 
at  a hearing  to  impose  revocation,  sus- 
pension or  cease  and  desist  as  it  sees  fit. 

Fines  Too  ■ The  House  amendments 
also  provide  for  monetary  forfeitures  by 
licensees  for  violations  or  failure  to 
operate  as  set  forth  in  licenses  in  the 
amount  of  $1,000  for  each  day  of  of- 
fense. The  committee  noted  the  for- 
feiture may  be  imposed  in  addition  to 
other  sanctions  taken  by  the  FCC. 

The  amendment  adds  a proviso  to 
Sec.  317  relieving  a station  of  having  to 
make  an  announcement  for  services  or 
property  furnished  without  charge  or 
at  normal  cost  unless  it  is  furnished 
“in  consideration  for  an  identification 
in  a broadcast  of  any  person,  product, 
service,  trademark  or  brand  name  be- 
yond (that)  reasonably  related  to  the 
use  of  such  service  or  property  on  the 
broadcast.” 

Sec.  317  also  would  be  amended  to 
authorize  the  FCC  to  require  an  “ap- 
propriate announcement”  in  any  case 
where  program  material  “or  other  ma- 
terial or  service  of  any  kind”  is  fur- 
nished for  use  on  political  programs  or 
those  treating  controversial  issues.  The 
licensee  would  be  required  to  exercise 
“reasonable  diligence”  to  obtain  in- 
formation from  employes  or  others  to 
enable  the  station  to  make  the  an- 
nouncement required.  The  FCC  could 
waive  the  requirement  for  announce- 
ments where  it  sees  fit. 

The  committee  said  broadcasters  had 
strongly  opposed  the  FCC’s  interpreta- 
tion March  16  of  Sec.  317  to  include 
records  given  to  stations  and  said  its 
present  provision  is  aimed  at  prevent- 
ing such  “extreme  types  of  payola  situ- 
ations uncovered  by”  the  Oversight  sub- 
committee and  at  avoiding  some  of  the 
hardships  imposed  on  licensees  by  the 
FCC  interpretation. 

The  amendment  adds  a “disclosure 
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provision”  (new  Sec.  508)  to  require 
non-licensees  such  as  station  employes, 
networks  or  others  who  prepare  or  pro- 
duce programs,  to  inform  the  licensee 
of  payments  made  to  persons  other  than 
the  licensee  and  provides  a criminal 
penalty  of  $10,000  fine  and  a year’s  im- 
prisonment for  violators. 

Rationalization  ■ The  committee  said 
testimony  before  the  Oversight  group 
at  hearings  from  January  to  May  this 
year  “appears  to  indicate”  that  selec- 
tion of  much  of  the  music  heard  on  the 
air  may  have  been  influenced  by  pay- 
ments to  programming  personnel  and 
added  that  some  of  these  payments  were 
“rationalized”  as  licensing  and  con- 
sultation fees. 

The  report  emphasized  that  the  pro- 
posed amendments  do  not  cover  indi- 
rect payments  to  stations,  their  em- 
ployes or  others  selecting  programs  for 
broadcasting  through  ownership  of  in- 
terests in  companies  which  prepare  or 
produce  programs  or  program  matter, 
but  members  feel  the  FCC  may  require 
disclosure  of  such  benefits  under  its 
general  rulemaking  powers. 

The  committee  report  cited  a list  of 
instances  where  an  announcement 
would  be  required  under  the  proposed 
amendment  to  Sec.  317  in  payola  or 
free  plug  situations  and  others  where 
no  announcement  would  be  required 
under  the  proposed  changes.  This  list 
was  furnished  to  the  subcommittee  by  a 
broadcast  industry  group  helping  to  re- 
draft the  bill  and  the  FCC  suggested 
such  material  be  included  in  the  com- 
mittee report  to  help  the  agency  inter- 
pret congressional  intent  in  applying  the 
amendment,  if  enacted  (Broadcasting, 
May  30). 

The  committee  amendment  would 
make  unlawful  the  rigging  of  broadcast 
contests  of  knowledge  or  intellectual 
skill  by  anyone  within  intent  to  deceive 
the  listening  or  viewing  public  where 
money  or  valuables  are  offered  as  prizes. 
Violators  would  be  fined  up  to  $10,000 
and  given  up  to  a year’s  imprisonment. 

Calculated  Deception  ■ The  report 
said  the  Oversight  group’s  tv  quiz  hear- 
ings last  fall  disclosed  a “complex  pat- 
tern of  calculated  deception”  in  con- 
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tests  whose  audience  appeal  rested  on 
the  illusion  they  were  honestly  conduct- 
ed. It  said  sponsors,  agencies  and  net- 
works testified  they  were  kept  in  ignor- 
ance of  frauds  by  independent  producers 
of  the  shows  and  that  present  law  is 
inadequate  in  placing  responsibility 
solely  on  the  licensee,  who  had  no  prac- 
tical control  over  the  shows.  The  pro- 
posal excepts  contests  of  physical  skill, 
such  as  wrestling. 

Reps.  Bennett,  Derounian  and  Nel- 
son said  they  reserve  the  right  to  offer 
improving  amendments  to  the  bill  on 
the  House  floor.  They  thought  the  bill 
is  “woefully  deficient”  in  omitting  net- 
work regulation.  The  Oversight  hear- 
ings, they  said,  “clearly  demonstrate 
how,  through  negligence  and  indiffer- 
ence, the  networks  have  abused  their 
exempt  status  under  the  law.”  Network 
diligence  and  awareness  of  responsibility 
to  the  public  would  have  “severely 
localized”  or  prevented  the  quiz  and 
payola  scandals,  they  felt. 

They  said  they’re  convinced  effective 
administration  of  the  amendment  will 
be  impossible  until  networks  are  re- 
quired to  operate  in  the  public  in- 
terest on  the  same  general  basis  as 
individual  stations. 

FTC  issues  87th 
payola  complaint 

The  Federal  Trade  Commission 
swelled  the  number  of  its  payola  com- 
plaints to  87  since  the  payola  scandal 
by  issuing  two  more  citations  last  week 
against  record  distributors. 

Complaints  were  filed  against  Apollo 
Records,  New  York;  and  Joseph  M. 
Zamoiski  Co.,  Baltimore,  Md. 

Meanwhile,  the  FTC  announced  that 
seven  more  firms  had  agreed  to  sign 
consent  judgments,  bringing  the  total 
number  signed  to  46.  Those  signing 
desist  agreements  were:  James  H.  Mar- 
tin Inc.  and  its  affiliated  Music  Dis- 
tributors Inc.,  both  Chicago;  M.S.  Dis- 
tributing Co.,  Chicago;  Gone  Record- 
ing Corp.  and  its  affiliated  End  Music 
Inc.  and  Co-op  Distributing  Co.,  all 
New  York;  Herald  Music  Corp.,  and  its 
affiliated  Ember  Records  Inc.  and 
Ember  Distributors  Inc.,  all  New  York 
A-l  Record  Distributors  Inc.,  New  Or- 
leans, La.;  United  Artists  Records  Inc., 
New  York;  and  All-State  New  Jersey 
Inc.,  Newark. 

Court  upholds  FCC 

The  U.S.  Court  of  Appeals  has  up- 
held an  FCC  decision  to  allocate  tv  ch. 
10  on  a share-time  basis  to  Parma  and 
Onondaga,  Mich.  Permission  to  share 
time  on  ch.  10  was  granted  to  Michi- 
gan State  U.  (WMSB  (TV])  and  Tele- 
vision Corp.  of  Michigan  (WILX-TV), 
by  the  FCC  and  appealed  by  Jackson 
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Broadcasting  & Television  Corp.,  losing 
applicant  for  the  channel. 

The  Court  ruled  against  Jackson’s 
contention  that  the  1954  FCC  alloca- 
tion of  ch.  10  was  primarily  intended 
as  an  award  to  Jackson,  Mich.  The 
court  said  last  week  that  the  commis- 
sion was  concerned  with  an  award  “in 
a relatively  small  triangular  area  . . . 
in  . . . South  Central  Michigan.” 

Triangle  objects 
to  WHNB-TV  sale 

Triangle  Publications  Inc.  asked  the 
FCC  last  week  to  stay  action  on  the  sale 
of  331/3%  of  WHNB-TV  New  Britain, 
Conn.,  to  WWLP  (TV)  Springfield, 
Mass.,  pending  final  determination  of  a 
three-year  old  hearing  involving  WWLP 
and  Triangle’s  WNHC-TV  New  Haven. 

Triangle  said  that  in  December  1957 
WWLP  filed  an  objection  against  the 
FCC  grant  of  WNHC-TV  to  change  its 
transmitter  location,  alleging  overlap 
with  its  own  facility.  However,  Tri- 
angle declared,  “more  than  two  full 
years  have  elapsed  since  the  hearing 
record  was  closed  . . . yet  the  commis- 
sion’s opinion  and  final  order  has  not 
been  issued  to  date.” 

During  the  period  of  delay,  Triangle 
alleged,  Springfield  Television  Corp., 
licensee  of  WWLP  and  WRLP  (TV) 
Greenfield,  Mass.,  “has  been  steadily 
expanding  its  operations  through  the 
acquisitions  of  WWOR-TV  Worcester, 
Mass.,  and  . . . translator  stations 
throughout  New  England.”  Since  there 
is  an  “obvious”  overlap  between  WWLP 
and  WHNB-TV,  the  Springfield  pur- 
chase of  one-third  interest,  “raises  a 
serious  issue  and  requires  a public  hear- 
ing,” Triangle  said. 


| Government  briefs 

Grand  Rapids,  too  ■ The  FCC  has 

extended  the  deadline  from  June  20 
to  Sept.  1 for  comments  on  rule- 
making  to  add  a second  vhf  channel  to 
Grand  Rapids,  Mich.  A similar  ex- 
tension was  granted  on  comments  to 
drop-in  vhf  channels  in  selected  mar- 
kets at  reduced  mileage  separations, 
subject  of  a separate  rulemaking.  Three 
Grand  Rapids  proposals  being  consid- 
ered would  add  either  ch.  11  or  ch.  13 
and  also  would  affect  Cadillac,  Trav- 
erse City  and  Alpena,  all  Michigan. 

Grant  for  V.l.  ■ The  FCC  last  week 
issued  a final  decision  granting  ch.  10 
to  Island  Teleradio  Service  for  Char- 
lotte Amalie,  St.  Thomas,  V.L  Prin- 
cipals in  Island  Teleradio  are  Robert 
Moss  and  Robert  Noble  Jr.,  equal 
partners.  Mr.  Moss  is  producer  for 
veteran  air  personality  Martin  Block 
on  WABC  New  York.  Mr.  Noble 
formerly  sales  manager  of  WABC,  is 
now  living  in  St.  Thomas,  and  is  pre- 
paring for  station  construction. 

Alpena  decision  ■ FCC  Hearing  Exam- 
iner Basil  P.  Cooper  awarded  an  initial 
decision  to  sole  remaining  applicant, 
Lake  Huron  Broadcasting  Corp.,  for 
ch.  9 at  Alpena,  Mich.  Co-applicant 
Gerity  Broadcasting  Co.  had  requested 
the  dismissal  of  its  application  with- 
out prejudice.  Principals  in  Lake  Huron 
are  William  J.  Edwards,  Alvin  M.  Bent- 
ley and  Howard  H.  Wolfe,  each  one- 
third,  who  have  similar  interests  in 
WKNX-AM-TV  Saginaw,  Mich.  Mr. 
Bentley  is  a U.S.  Representative. 

For  hearing  ■ The  FCC  continues  its 
“get  tough”  policy  for  delinquent  hold- 
ers of  uhf  tv  construction  permits.  Last 
week  it  designed  for  hearing  an  ap- 

___  PROGRAMMING  _ 


plication  from  KBFL  (TV)  Bakers- 
field, Calif.  The  ch.  29  facility  is  seek- 
ing an  extension  of  time  to  complete 
construction.  The  commission  claims 
that  the  station  was  granted  its  cp  in 
December  1958  with  a completion  date 
of  March  1960  but  has  not  yet  started 
construction.  The  hearing  will  seek  to 
ascertain  if  the  lack  of  construction  is 
the  fault  of  the  cp  holders  or  some- 
thing beyond  their  control. 

Protests  catv  ■ WTVI  (TV)  (ch.  19) 
Ft.  Pierce,  Fla.,  asked  the  FCC  for  a 
hearing  on  the  proposed  microwave 
system  of  Southern  Transmission  Corp. 
which  intends  to  provide  service  to 
catv  systems  in  Ft.  Pierce  and  Vero 
Beach.  WTVI  said  that  these  catv  serv- 
ices will  duplicate  the  proposed  CBS 
and  ABC  programming  that  WTVI 
plans  to  render  in  the  area.  The  catv 
system,  WTVI  alleged,  will  impair  the 
ability  of  WTVI  to  operate,  “if,  in- 
deed it  does  not  destroy  the  ability  of 
WTVI  to  operate  at  all.” 

Booster  bill  pushed 

A Senate-passed  bill  (S  1886)  to 
legalize  vhf  tv  boosters  was  reported 
favorably  last  week  by  the  House  Com- 
merce Committee.  A minor  amend- 
ment in  language  will  require  Senate 
agreement.  The  bill  apparently  has  no 
organized  opposition  and  probably  will 
encounter  no  trouble  on  the  House 
floor.  But  it  will  be  competing  with 
dozens  of  other  bills  for  attention  dur- 
ing the  waning  days  of  the  86th  Con- 
gress’ second  session. 

The  FCC  already  has  outlined,  in 
testimony  on  the  bill  the  previous  week, 
the  rules  it  plans  to  regulate  boosters 
(Broadcasting,  June  13). 


PAY  TV  BY  WIRE  OR  ON  THE  AIR? 

Backers  of  opposing  systems  will  make  their  big  moves  this  week 


A showdown  between  advocates  of 
on-the-air  subscription  television  and 
those  who  favor  wired  pay  tv  will  begin 
shaping  up  this  week. 

■ An  application  for  FCC  approval 
of  an  on-the-air  test  of  subscription  tv 
will  be  filed  with  the  commission  by 
RKO  General.  RKO  General  plans  to 
run  a $10  million,  three-year  test  over 
its  recently  acquired  uhf  WHCT  (TV) 
Hartford,  Conn.  (Broadcasting,  April 
4). 

■ Subscription  tv  will  be,  without 
doubt,  the  one  topic  of  major  consid- 
eration at  the  National  Community  Tv 
Assn,  meeting  in  Miami — where  the 
advocates  of  wired  tollcasting  will  con- 


centrate. 

Not  only  has  NCTA  scheduled  for 
two  of  its  main  speeches  pay  tv  pro- 
moters, but  it’s  known  that  one  of 
them  will  unveil  a meter  device  for 
operating  a per-program  fee  channel  on 
wire  systems. 

The  two  speakers  are  Paul  McNamara 
of  International  Telemeter  Corp.  and 
Irving  Kahn,  president  and  guiding 
chief  of  TelePrompTer.  Mr.  Kahn  has 
arranged  to  present  the  meter  device 
for  catv  systems  wishing  to  engage  in 
subscription  tv. 

Caught  on  the  sidelines  in  the  dispute 
are  broadcasters  who  for  10  years  have 
been  in  agreement,  more  or  less,  that 


subscription  tv  must  be  barred  from 
broadcast  frequencies.  Now,  some  of 
them  are  not  so  sure. 

The  pay  tv  topic  was  discussed  by 
the  NAB’s  Television  Board  at  its  semi- 
annual meeting  last  Wednesday  in 
Washington.  No  action  was  taken,  but 
it  was  agreed  that  the  matter  bore 
watching. 

RKO  General  Filing  ■ The  one  and 
only  over-the-air  system  which  is  poised 
to  go  is  the  Zenith  Phonevision  system 
which  will  be  operated  in  Hartford, 
Conn.,  by  RKO  General  Inc.  if  the 
FCC  okays  a test. 

Application  for  FCC  approval  is  due 
to  be  filed  this  week.  It  will  relate  the 
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circumstances  of  RKO  General’s  pur- 
chase of  ch.  18  WHCT  in  Hartford 
and  its  plan  to  conduct  a three-year- 
long pay  tv  test  in  that  area — beginning 
with  2,000  subscribers  and  with  a 
potential  of  50,000  customers. 

RKO  General  will  operate  WHCT  as 
a regular  broadcast  station,  but  at  cer- 
tain times  during  the  day  will  provide 
over-the-air  special  programs  for  pay. 

Subscribers  will  be  leased  a Phone- 
vision  decoder  device  which  will  reg- 
ister usage  on  a sealed  tape.  The  cus- 
tomer will  pay  his  monthly  bill  based 
on  this  record. 

A $10  leasing  charge  has  been  men- 
tioned as  possible.  Program  charges 
will  be  anywhere  from  25  <f  to  several 
dollars. 

RKO  General  is  geared  to  spend  al- 
most $3  million  the  first  year  in  put- 
ting this  service  into  operation. 

When  the  application  is  filed,  it  is 
expected  that  RKO  General  will  de- 
scribe in  broad  terms  the  programs  it 
intends  to  offer.  Pay  tv  program  infor- 
mation may  not  be  as  specific  as  ex- 
pected. Most  motion  picture  dis- 
tributors, legitimate  theatre  entrepre- 
neurs and  sports  promoters  are  loath 
to  commit  themselves  on  the  record 
pending  FCC  approval  of  the  Hartford 
test. 

The  arrangement  between  Zenith 
and  RKO  General  and  RKO  General’s 
plan  to  use  Hartford  as  the  first  test 
site  was  announced  last  April  by 
Joseph  S.  Wright,  Zenith  president,  and 
Thomas  F.  O’Neil,  RKO  General  pres- 
ident. 

In  this  announcement  it  was  stated 
that  the  Hartford  station  would  operate 
“for  just  a few  hours  a day”  on  a 
subscription  basis  without  commercials. 
These  programs  would  comprise  Grade 
A movies,  sports,  theatre  and  special 
events,  it  was  said. 

The  cost  of  seeing  such  programs  in 
the  house,  Mr.  O’Neil  said  then,  would 
be  substantially  below  the  cost  of  see- 
ing the  same  events  outside  the  home. 

Teco  is  Middleman  ■ The  arrange- 
ments between  RKO  General  and 
Zenith  are  with  the  Zenith-sponsored 
Teco  Inc.  This  firm  will  supply  the 
equipment  and  provide  other  services 
for  RKO  General  in  the  initial  full- 
fledged  pay  tv  test.  Teco  was  estab- 
lished by  the  late  Zenith  President  E.F. 
McDonald  in  the  1950s  to  handle 
Zenith’s  Phonevision  project.  Among 
its  stockholders  are  many  Zenith  offi- 
cials and  stockholders. 

Pay  tv  on  the  air  has  had  a rocky 
road  beginning  more  than  10  years 
ago  when  the  late  Comdr.  McDonald 
first  broached  the  idea.  For  a long  while 
Zenith  was  alone  in  promoting  sub- 
scription tv,  but  by  the  middle  1950s  it 
was  joined  by  a number  of  other  groups 
— including  International  Telemeter 


$2,000,000,000  IN  RETAIL  SALES 


WOC-TV  serves  the  largest  market  between  Chicago 
and  Omaha  . . . Minneapolis  and  St.  Louis.  438,480 
TV  homes;  almost  $3  billion  in  effective  buying  in- 
come; over  $1  billion  gross  farm  income. 

And  to  help  you  get  the  maximum  number  of  these 
dollars  WOC-TV  specializes  in  effectively  co-ordin- 
ating and  merchandising  your  buy  at  every  level  — 
the  broker,  wholesaler,  direct  salesman,  key  buyer 
as  well  as  the  retail  outlet. 


Further  proof  of  aggressiveness  — WOC-TV  offers 
the  greatest  amount  of  local  programming  — over 
33  hours  each  week. 
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How  RKO  hopes  to  get  going  in  Hartford 


The  RKO  General  high  command 
figures  the  only  way  it  can  get  into 
operation  reasonably  fast  with  its 
subscription  tv  test  in  Hartford  is  to 
get  FCC  approval  after  a prompt 
hearing  before  the  commission  itself. 

If  the  FCC  were  to  issue  a grant 
without  a hearing,  the  reasoning  goes, 
opponents  would  have  a good  chance 
of  bogging  down  the  case  for  years 
in  protests  and  court  appeals.  And 
chances  are  that  if  strong  appeals 
were  taken  to  the  U.S.  Court  of  Ap- 
peals they  would  lead  to  an  FCC 
hearing  anyway.  It’s  common  prac- 
tice for  the  court  to  remand  cases 
for  FCC  hearing  if  it  feels  the  com- 
mission made  a decision  without  giv- 
ing protestants  every  chance  to  be 
heard. 

If  the  FCC  were  to  set  the  sub- 
scription application  for  hearing  be- 


fore an  examiner,  the  process  of 
submitting  evidence,  offering  pro- 
posed findings,  waiting  for  the  ex- 
aminer’s report,  making  arguments 
before  the  commission  and  waiting 
for  the  commission’s  final  judgment 
could  also  take  years. 

There’s  no  doubt  there  will  be  op- 
position to  the  RKO  General  appli- 
cation. A group  of  Connecticut 
theatre  owners  has  already  vowed 
to  fight  it. 

The  RKO  General  executives  and 
advisors  feel  that  if  the  FCC  itself 
hears  the  case,  soon,  gives  all  parties 
a chance  to  participate  (but  only  on 
the  direct  issues),  there’s  a chance 
for  an  FCC  decision  next  fall.  If 
that  happens,  RKO  General  thinks  it 
can  begin  operations  in  Hartford  by 
mid- 1961  or  maybe  earlier. 


Corp.  (wholly  owned  by  Paramount 
Pictures  Inc.)  and  Skiatron  Television 
& Electronic  Corp. 

In  more  recent  years  several  other 
pay  tv  proposals  have  been  submitted 
— among  them  being  the  TeleGlobe 
system,  where  the  video  would  be  trans- 
mitted in  the  clear  and  the  audio  over 
telephone  lines;  the  BiTran  system, 
whereby  a multiplexed  signal  would  be 
transmitted  permitting  the  viewer  to  see 
the  regular  broadcast  program,  but 
which  would  be  displaced  by  the  sub- 
scription program  via  a telephone  line 
key;  and  Angel  Toll  Vision,  which 
would  broadcast  in  the  clear  special 
showing  of  major  programs  or  events 
if  enough  advance  payments  were  made 
after  solicitation. 

The  FCC’s  so-called  “Third  Notice” 
was  issued  a year  ago  last  March.  This 
document  laid  down  certain  specifica- 
tions for  the  pay  tv  demonstrations,  and 
was  the  end  result  of  more  than  two 
years  of  consideration  and  public  hear- 
ings. 

Rep.  Oren  Harris  (D-Ark.)  chairman 
of  the  House  Commerce  Committee, 
injected  himself  into  the  pay  tv  picture 
in  1958  when  his  House  Commerce 
Committee  held  hearings  on  the  sub- 
ject. For  almost  two  years  pay  tv  activi- 
ties virtually  ceased  because  of  congres- 
sional attitudes. 

The  congressional  committee,  how- 
ever, in  considering  the  FCC’s  Third 
Notice  last  year,  voted  11-10  in  favor 
of  the  commission’s  position.  This 
spelled  out  a number  of  limitations  to 
be  met  in  order  that  FCC  approval  be 
gained.  Among  these  were: 

■ Only  one  on-the-air  system  may  be 
tested  in  a city — and  only  one  city  may 
be  used  by  each  system. 

■ Tests  may  be  undertaken  only  in 


cities  now  receiving  four  or  more  tv 
services.  There  are  about  20  such  cities 
meeting  such  a criteria.  Hartford  is  one 
of  these. 

■ Sale  of  decoding  equipment  to  the 
public  is  prohibited. 

■ Tests  may  run  no  longer  than  three 
years. 

■ Pay  tv  must  not  interfere  with  or 
degrade  regular  broadcast  signals. 

Over  the  years  opposition  has  been 
expressed  to  the  whole  concept  of  pay 
tv.  Bills  prohibiting  toll  tv — and  even 
closed  circuit  pay  tv — have  been  intro- 
duced by  such  Capitol  Hill  leaders  as 
Mr.  Harris,  Rep.  Emanuel  Celler  (D- 
N.Y.),  chairman  of  the  House  Judiciary 
Committee;  Sen.  Strom  Thurmond  (D- 
S.C.),  a member  of  the  Senate  Com- 
merce Committee,  and  the  late  Sen. 
William  Langer  (R-N.D.). 

Although  the  RKO  General  applica- 
tion may  be  considered  the  first  com- 
plete request  for  FCC  permission  to 
conduct  a pay  broadcast  operation,  the 
first  application  was  submitted  last  year 
by  the  unbuilt  ch.  20  WSES  (TV)  Phila- 
delphia. This  was  never  acted  on  be- 
cause the  commission  felt  all  the  ques- 
tions posed  in  the  Third  Report  were 
not  answered. 

Prior  to  the  Third  Report,  two  sta- 
tions, both  uhf,  offered  themselves  as 
guinea  pig  operations  to  test  out  sub- 
scription tv.  These  were  ch.  24  WCAN- 
TV  Milwaukee  and  ch.  67  WFMZ-TV 
Allentown,  Pa. 

Interest  in  Wire  ■ Aside  from  the 
major  interest  community  antenna  sys- 
tems will  have  in  a wired  version  of 
pay  tv — and  12  of  them  are  partici- 
pating in  bringing  the  Johansson-Pat- 
terson  fight  tonight  (June  20)  to  their 
customers  for  a $2  fee  on  an  honor 
system  basis  (see  page  105) — the  NCTA 


convention  will  hear  latest  reports  on 
the  outcome  of  the  ITC  operation  in 
Etobicoke  (Toronto),  Canada.  This 
began  late  in  February  and  has  been 
operating  on  a coin-box  collection  prin- 
ciple since  then.  Paul  McNamara  of 
ITC  headquarters  in  Los  Angeles  will 
talk  about  this  operation. 

A significant  statement  is  expected 
to  be  made  by  Irving  Kahn,  president 
of  TelePrompTer  (which  is  sponsor- 
ing the  closed  circuit  showings  of  the 
Johansson-Patterson  fights).  This  will 
be  in  the  nature  of  an  announcement 
of  a new  collection  device  which  per- 
mits catv  subscribers  to  register  their 
use  of  a special  pay-tv  channel  carry- 
ing special  events. 

Catv  operators  at  attendance  at  the 
Miami  convention  will  also,  it  is  pre- 
sumed, keep  a sharp  ear  cocked  for 
any  remarks  on  subscription  tv  made 
by  Milton  J.  Shapp,  president  of  Jer- 
rold  Electronics  Inc.  Mr.  Shapp  plumped 
for  wired  pay  tv  when  he  appeared 
in  opposition  to  on-the-air  tollcasting 
before  the  FCC  in  1958.  Jerrold  has 
worked  with  ITC  in  developing  special 
amplifiers  for  the  Toronto  operation. 
Since  then,  Jerrold  control  has  been 
acquired  by  Jack  D.  Wrather — broad- 
caster, owner  of  program  properties, 
with  extensive  oil  and  gas  interests — 
and  John  L.  Loeb  of  the  Carl  M.  Loeb, 
Rhoades  & Co.  investment  house. 

Also  on  the  pay  tv  horizon  is 
Matthew  Fox’s  Tollvision  Co.  of  Amer- 
ica (formerly  Skiatron  of  America). 
This  company  holds  the  Subscriber- 
Vision  franchise  from  Skiatron  Tele- 
vision & Electronics  Corp.  and  has 
tentative  working  arrangements  with 
the  San  Francisco  Giants  and  the  Los 
Angeles  Dodgers  baseball  teams.  Mr. 
Fox  attempted  a year  ago  to  secure 
permission  to  wire  up  both  of  these 
cities,  but  municipal  governments  re- 
fused to  approve.  Mr.  Fox’s  enterprise, 
which  is  officially  $3.5  million  in  the 
red  according  to  testimony  before  the 
Securities  & Exchange  Commission, 
also  has  an  agreement  with  impre- 
sario Sol  Hurok.  In  fact  it  has  already 
taped  the  Bolshoi  Ballet  during  its  visit 
to  this  country. 

The  Securities  and  Exchange  Com- 
mission announced  last  week  the  further 
suspension  of  trading  in  common  stock 
of  Skiatron  Electronics  and  Television 
Corp.  from  June  15  to  24.  The  order 
said  that  the  suspension  is  necessary  to 
prevent  fraudulent,  deceptive  or  manip- 
ulative acts  or  practices  in  Skiatron 
stock  and  the  inability  of  investors  to 
make  an  informed  analysis  and  evalua- 
tion of  the  worth  of  the  stock  on  the 
basis  of  public  information.  The  SEC 
first  suspended  trading  in  Skiatron  last 
December. 
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UA  not  ready  to  show 
its  movies  on  pay  tv 

United  Artists  will  not  release  motion 
pictures  to  pay  television  for  first-time 
showing  until  it’s  known  that  toll  tv 
can  provide  more  revenues  to  UA  than 
motion  picture  theatres. 

When  that  time  comes — and  UA 
looks  upon  pay  tv  as  “another  outlet” 
for  exhibition — the  company  will  re- 
lease first-run  motion  pictures  to  the 
medium  as  a “new  source  of  revenues.” 

Aside  from  this  reference  to  pay  tv 
in  answer  to  a stockholder’s  question, 
United  Artists’  annual  meeting  in  New 
York  last  week  was  uneventful.  Robert 
S.  Benjamin,  UA’s  board  chairman,  and 
Arthur  B.  Krim,  president,  presided. 

They  announced  that  UA’s  gross  in- 
come (world-wide)  for  the  first  quarter 
totaled  $23,199,999  as  against  $19.- 
297,000  for  the  same  period  in  1959, 
representing  a 10.5%  gain  in  net  earn- 
ings. The  March  earnings  only  of  Ziv- 
United  Artists  Inc.  were  included,  as 
the  consolidation  of  the  former  Ziv 
Television  Programs  with  UA  was  not 
effective  until  March  1 of  this  year.  UA 
previously  had  reported  a record  net  of 
$4.1  million  for  1959  based  on  an  all- 
time  high  gross  of  $95  million-plus. 

Bout  on  catv 

TelePrompTer  Corp.,  New  York,  an- 
nounced last  week  that  12  community 
antenna  tv  systems  will  carry  the  com- 
pany’s closed-circuit  telecast  of  the 
Johansson-Patterson  world  heavyweight 
championship  bout  to  be  held  tonight 
(June  20)  in  New  York’s  Polo 
Grounds. 

Irving  B.  Kahn,  TelePrompTer  pres- 
ident, said  the  decision  to  feed  the 
bout  to  the  community  systems  was 
based  on  a survey  of  subscribers,  who 
were  asked  to  authorize  voluntarily  an 
additional  charge  of  $2  on  their  month- 
ly bill.  Systems  which  will  carry  the 
telecast  are  located  in  Liberal,  Kans.; 
Farmington  and  Silver  City,  N.M.; 
Rawlins,  Wyo.;  Aberdeen,  Wash.,  and 
Snowflake,  Page,  Holbrook,  Morenci, 
Safford,  Winslow  and  Miami,  all  in 
Arizona. 

The  bout  will  be  telecast  to  a total 
of  230  theatres  and  other  locations  in 
160  cities.  United  Artists  has  sold  the 
film  of  the  event  for  showing  on  Tues- 
day (June  21)  over  the  International 
Television  Corp.’s  pay  tv  system  in 
Etobicoke,  Ont.,  near  Toronto. 

■ Film  sales 

Pre-1948  Features  (MCA-TV) 

Sold  to  WTAR-TV  Norfolk,  Va.; 
KFRE-TV  Fresno,  Calif.;  WBIR-TV 
Knoxville,  Tenn.;  WTVW  (TV)  Evans- 


ville, Ind.,  and  KTSM-TV  El  Paso, 
Tex. 

The  Adventures  of  Wyatt  Earp;  The 
Rebel;  The  People’s  Choice,  and  The 
Real  McCoys.  (ABC  Films) 

Sold  to  Procter  & Gamble  Co.  Ltd.  of 
Toronto,  Ont.,  for  markets  in  Canada. 

No  market  list  will  be  available  until 
the  fall. 

Jeff’s  Collie  (Independent  Television 
Corp.) 

Renewed  in  New  York;  Albany;  Balti- 
more; Indianapolis;  South  Bend;  Evans- 
ville; Fort  Wayne;  Cincinnati;  Dayton; 


Youngstown;  Omaha;  Kansas  City; 
Springfield;  Miami;  New  Orleans;  Sa- 
vannah; Knoxville;  Phoenix;  Tucson; 
Seattle-Tacoma;  San  Francisco-Oak- 
land;  Bakersfield;  Salt  Lake  City;  Den- 
ver; Honolulu,  and  Portland. 

Three  Stooges  (Screen  Gems) 

New  group  of  72  comedies  sold  to 
WFIL-TV  Philadelphia;  WTTG  (TV) 
Washington,  D.C.;  WSM-TV  Nashville; 
WCCO-TV  Minneapolis;  WJZ-TV  Balti- 
more; WDSU-TV  New  Orleans;  KVAR- 
TV  Phoenix. 

Now  in  168  markets. 


J.  R.  MALLOY 


W.  COOKE 


Advertisement 

CBC  APPOINTMENTS 


R.  S.  JOYNT  W.  WESTON 

John  R.  Malloy,  34,  of  Toronto  has  been  named  sales  director  (English)  of 
the  Canadian  Broadcasting  Corporation,  it  was  announced  by  Keith  Morrow, 
director  of  the  English  networks  and  the  Toronto  area. 

Mr.  Malloy  has  been  supervisor  of  television  sales  since  October,  1956. 

In  his  new  position  he  will  be  responsible  for  the  CBC’s  three  English  sales 
departments — radio,  television  and  export. 

Managers  of  the  three  departments  reporting  to  Mr.  Malloy  were  also 
named:  William  Cooke,  TV  sales  (English);  Ronald  S.  Joynt,  radio  sales 
(English);  and  William  Weston,  export  sales. 

These  appointments  have  been  made  in  line  with  CBC’s  continuing  plan  of 
streamlining  its  policies  and  operations. 
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L.A.,  CHICAGO:  NETWORKS  ARE  SET 

Trucks  tote  tons  of  gear  to  facilitate  major  convention  coverages 


With  the  Democratic  National  Con- 
vention in  Los  Angeles  just  three  weeks 
away,  radio  and  tv  last  week  were 
putting  the  finishing  touches  on  plans 
for  that  big  political  show  as  well  as 
the  Republican  session  two  weeks  later 
in  Chicago. 

From  the  major  networks  came  these 
outlines  of  planned  coverage: 

ABC’s  tv  and  radio  convention  cov- 
erage, simulcast  for  the  most  part,  will 
be  the  result  of  a mobilized,  force  of 
more  than  350  newsmen,  commentators, 
technicians  and  production  specialists 
at  both  cities.  Their  combined  efforts, 
utilizing  some  20  tons  of  extra  equip- 
ment trucked  from  New  York,  will 
filter  through  an  executive  team  for  the 
final  broadcast  result.  ABC-TV  and 
ABC  Radio  will  carry  over  40  hours 
of  convention  proceedings. 

Heading  a corps  of  30  correspond- 
ents and  commentators  will  be  John 
Daly,  ABC  vice  president  in  charge 
of  news.  Thomas  A.  Velotta,  vice 
president  for  special  projects,  ABC 
News,  and  executive  producer  of  the 
convention  coverage,  is  in  charge  of 
overall  planning  and  production.  They 
will  be  assisted  by  Francis  N.  Little- 
john, director  of  news  and  public  af- 
fairs; Donald  G.  Coe,  director  of  spe- 
cial events  and  operations;  John  T. 
Madigan,  manager  of  ABC’s  New  York 
newsrooms;  William  Whitehouse,  who 
will  coordinate  the  ABC  Radio  net- 
work coverage,  and  Marshal  (Sonny) 
Diskin,  director  of  ABC’s  convention 
coverage  for  the  fourth  time. 

Support  in  Depth  ■ ABC  reporters 
who  regularly  are  based  in  the  nation’s 
major  political  centers  will  be  on  hand 
to  support  network  commentators  and 
analysts  with  their  individual  under- 
standing of  regional  politics.  Like  the 
other  networks  behind  the  scenes  will 
be  a small  army  of  audio  men,  camera- 
men, clerks,  designers,  directors,  edi- 
tors, engineers,  executives,  floor  man- 
agers, librarians,  lighting  experts,  scenic 
designers,  make-up  men,  producers,  sec- 
retaries, stagehands,  supervisors,  statis- 
ticians, switchboard  operators,  tabula- 
tors, newswriters,  messengers,  guards 
and  pages.  The  networks  list  more  than 
80  job  categories. 

ABC,  handling  the  video  “pool”  for 
all  networks  at  the  Democratic  con- 
vention, will  install  six  tv  cameras  to 
feed  the  pool  control  room.  ABC-TV 
also  will  have  about  25  more  cameras 
for  its  own  use  in  each  city. 

NBC  will  provide  the  video  pool  in 
Chicago  and  CBS  will  handle  the  audio 
pool  in  both  places. 


While  covering  the  floor  activities 
and  delegates,  ABC  newsmen  will  keep 
in  constant  touch  with  master  control 
and  with  Mr.  Daly’s  central  booth 
through  portable  tv  equipment  and  two- 
way  audio  sets.  ABC  also  will  use 
mobile  units  and  a “crash”  unit  devel- 
oped for  the  1956  conventions.  Housed 
in  a station  wagon,  the  crash  unit  is  a 
self-contained  tv  broadcasting  unit  that 
generates  its  own  power  and  transmits 
by  microwave  relay. 

‘School’  for  Politicos  ■ The  political 
candidates  for  posts  at  the  local,  state 
and  national  level  need  not  be  un- 
prepared for  tv  appearances  in  the  1960 
campaigns.  ABC-TV  this  month  or- 


Tv ‘sideshow’ 

Closed-circuit  tv  will  offer 
“front  row  seats”  for  all  delegates 
to  the  GOP  convention  in  Chi- 
cago. The  Republican  National 
Committee  has  selected  Theatre 
Network  Television  Inc.,  New 
York,  to  provide  two  closed-cir- 
cuit tv  screens,  measuring  more 
than  750  square  feet  each,  which 
will  be  mounted  above  and  to 
either  side  of  the  rostrum  in  the 
International  Amphitheatre.  The 
screens  will  exhibit  speakers  from 
the  rostrum,  remote  locations 
from  other  cities  and  entertain- 
ment from  inside  the  amphi- 
theatre. 


ganized  free  tv  coaching  “schools”  at 
its  stations  from  coast  to  coast.  Here 
the  office  seekers  can  learn  about  tech- 
nological advances,  program  production 
and  standard  studio  and  remote  pro- 
cedures. In  practice  sessions  a “student” 
can  watch  himself  on  a tv  monitor  as 
he  reads,  ad-libs  or  talks,  with  another 
person. 

The  hub  of  operations  for  CBS  News 
at  both  conventions  will -be  the  CBS 
Central  News  Desk  where  John  F.  Day, 
CBS  News  vice  president,  will  be  in 
charge  of  tactics  while  overall  network 
strategy  will  be  handled  by  Sig  Mickel- 
son,  CBS  News  president,  situated  in  a 
separate  office  nearby.  CBS’  staff  will 
total  278. 

The  technical  story  for  CBS  already 
has  started  at  both  convention  halls. 
Crews  headed  by  Robert  Hammer,  net- 
work manager  of  technical  planning, 
are  doing  all  wiring  in  advance — a 
major  shortcut  compared  to  1956  when 
the  entire  broadcast  complex  in  Chi- 
cago had  to  be  reassembled  in  San 


Francisco  in  two  days.  On  the  comple- 
tion of  laying  25  miles  of  power  lines, 
video  lines,  audio  lines,  telephone  and 
teletype  lines  and  intercom  lines  at  both 
locations,  it  will  be  necessary  to  fly 
only  one  plane  load  of  30,000  pounds 
of  cameras,  microphones  and  other 
“end  of  the  wire”  equipment  between 
the  two  cities.  With  a 10-day  lag  be- 
tween conventions,  CBS  plans  to  truck 
the  balance  of  its  HV2  tons  of  equip- 
ment from  Los  Angeles  to  Chicago. 

At  each  city,  CBS-TV  directors  will 
have  their  pick  of  feeds  from  22  ex- 
clusive cameras  and  the  six  pool 
cameras.  A tiny  new  self-powered 
“Eyewitness”  camera  developed  by 
CBS-TV  also  will  be  used.  The  four- 
pound,  hand-held  “Eyewitness”  is  pow- 
ered by  a 15-pound  battery-transmitter 
pack  slung  over  the  cameraman’s 
shoulders.  The  unit  eliminates  hazard- 
ous trailing  wires. 

The  network  also  will  send  to  each 
convention  two  mobile  units,  each  with 
three  cameras  and  a control  room,  and 
a one-camera  crash  unit  housed  in  a 
station  wagon. 

Innovations  ■ CBS-TV’s  sound  will 
feed  through  82  microphones  including 
the  network’s  newly  developed  “Transi- 
talkie”  portable,  the  audio  companion 
to  the  “Eyewitness”  camera.  This 
transistorized  unit  features  a four-fold 
increase  in  signal  power  over  the 
bulkier  walkie-talkie.  Another  CBS- 
developed  technique,  “VideoScene,” 
will  combine  two  separate  tv  images 
into  a solid,  synchronized  picture.  For 
example,  a director  can  “matte”  the 
talking  image  of  a newsman  directly 
into  the  picture  from  the  floor,  without 
having  to  blank  out  part  of  it  first. 

Six  CBS  News  executives  responsible 
for  the  network’s  convention  coverage 
left  New  York  June  15  to  survey  broad- 
cast facilities  at  both  sites.  In  the  group 
were:  Messrs.  Day  and  Hammer;  Paul 
Levitan,  director  of  special  events;  Sam 
Zelman,  special  assistant  to  the  direc- 
tor; Don  Hewitt,  senior  convention  di- 
rector, and  Robert  E.  Wilson,  manager, 
technical  maintenance  and  remotes. 

Among  the  33  CBS  News  executives, 
correspondents  and  reporters  who  have 
been  assigned  specific  reportorial  beats 
are:  Walter  Cronkite,  anchor  man  for 
the  third  time;  Howard  K.  Smith, 
analyst  and  pivot  anchor  man,  and  Ed- 
ward R.  Murrow,  convention  analyst 
in  terms  of  foreign  affairs.  CBS  Radio’s 
anchor  man  will  be  Robert  Trout. 

‘Convention  Central’  ■ The  electronic 
heart  of  NBC’s  350-man  convention 
organization  is  called  NBC  Convention 
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Central,  now  under  construction  in  the 
Los  Angeles  Sports  Arena  and  the  Chi- 
cago International  Amphitheatre.  To 
supplement  NBC’s  extensive  West  Coast 
facilities,  the  network  trucked  15  tons 
of  equipment  from  New  York  to  Los 
Angeles.  Another  30  tons  will  go  from 
New  York  to  Chicago,  in  addition  to 
seven  tons  to  be  flown  from  Los  An- 
geles to  Chicago. 

NBC  News  will  introduce  an  elec- 


tronic editing  system  that  will  put  news- 
men rather  than  technicians  in  full  edi- 
torial control  of  the  tv  coverage.  Wil- 
liam R.  McAndrew,  NBC  News  vice 
president,  said  the  system  “streamlines 
the  coverage  to  a point  where  a single 
news  editor  can  select  and  schedule  the 
elements  of  the  convention  story  swiftly 
and  easily  to  give  a balanced,  unified 
account  of  what  is  happening  in  the 
convention  hall  and  around  the  city.” 


Work  on  the  project  began  after  the 
1956  conventions.  The  output  of  NBC’s 
32  cameras  will  be  channeled  via  the 
electronic  editing  system  to  one  news 
editor  who  will  need  to  watch  only  four 
tv  monitors  to  see  the  entire  output. 

The  man  in  this  key  post,  working  di- 
rectly under  Mr.  McAndrew’s  super- 
vision also  will  be  able  to  hear  the  ac- 
companying sound  for  any  picture  by 
dialing  the  correct  position  on  an  audio 


How  Lafferty  makes  $6  million  worth  it 


Every  four  years  Perry  Lafferty 
turns  commercial  producer  for  six 
weeks. 

Mr.  Lafferty  is  hired  for  the  pro- 
duction and  direction  of  the  West- 
inghouse  commercials  that  are  origi- 
nated at  the  conventions  for  the 
coverage  sponsored  by  that  firm  on 
CBS-TV. 

Westinghouse’s  convention  pack- 
age represents  a $6  million  invest- 
ment. Mr.  Lafferty  sees  that  it  pays 
off. 

The  CBS  program  producer  ex- 
plained that  it’s  the  sheer  challenge 
of  production  and  logistics  which  has 
him  coming  back  to  the  brief  stint 
of  commercial  production  every  four 
years  (his  first  Westinghouse  con- 
vention assignment  was  1952).  “Like 
doing  a spectacular,”  he  said. 

Corporate  Cosmetics  ■ This  year 
there  will  be  new  interest  added  to 
the  task.  Westinghouse  is  introducing 
its  new  corporate  look.  The  familiar 
underlined  W signature  is  being  re- 
placed by  a redesigned  W whose  top 
ends  will  be  shaped  round  with  a 
neon  effect.  A new  wall  setting  for 
the  corporate  commercials  (the  mess- 
ages split  75%  for  consumer  prod- 
ucts and  25%  corporate)  will  em- 
ploy the  new  W design. 

Sparked  by  design  consultant  El- 
liot Noyes,  the  new  corporate  look 
to  be  translated  in  Mr.  Lafferty’s  tv 
commercial  production  will  be  ef- 
fected by  a white  plastic  wall  35  ft. 
long  and  12  ft.  high  that  will  be  filled 
with  these  signatures.  The  studio 
floor  also  will  be  white.  Lighting  ef- 
fects can  be  used  to  wash  or  whiten 
the  entire  studio  while  background 
or  cross-lighting  can  be  used  to  pre- 
sent variations  in  the  perspective. 
The  signatures  themselves  can  be  lit 
to  make  the  trademark  stand  out. 

Set  designer  Gary  Smith,  who 
worked  with  Mr.  Lafferty  on  the 
Andy  Williams  Show  and  Your  Hit 
Parade,  collaborated  on  the  new 
“clean  look. 

Barbara’s  Debut  ■ Twenty-one- 
year-old  Barbara  Green,  daughter  of 


Betty  Furness  and  her  former  hus- 
band, composer-musician  Johnny 
Green,  will  make  her  tv  debut  in 
several  of  the  commecials.  Some 
consumer  product  commercials  are 
planned  that  will  feature  dialogue 
between  mother  and  daughter.  Miss 
Green’s  background  includes  drama 
study  at  Smith  College  and  employ- 
ment at  Warwick  & Legler  last  sum- 
mer. 

Nearly  all  of  the  60  different  com- 
mercials now  prepared  for  possible 
use  at  the  July  11  Democratic  con- 
vention in  Los  Angeles  and  the  July 
25  Republican  convention  at  Chi- 
cago will  be  live.  Only  a few  short 
segments  will  be  on  tape  or  film. 

Some  30-35  different  products  will 
be  advertised,  from  atomic  power 


Floor  plans  ■ Producer-director 
Perry  Lafferty  (1)  pinpoints  conven- 
tion space  for  the  commercial  stu- 
dio at  the  Chicago  convention  on 
one  of  several  blueprints  which  cov- 
er the  floor  of  Betty  Furness’  New 


engines  in  submarines  to  tiny  trans- 
istor radios.  Three  agencies  will  be 
represented:  McCann-Erickson,  Grey 
Adv.  and  Ketchum,  McLeod  & 
Grove. 

Some  110  people  will  be  involved 
directly  in  the  commercials,  count- 
ing some  20  from  client  Westing- 
house, the  same  number  from  each 
of  the  three  agencies  and  another 
30  who  make  up  the  Lafferty  team. 

And  Mr.  Lafferty’s  team  has  a 
lot  at  stake  too.  Their  on-the-air 
product  must  come  through  on  the 
home  screen  with  enough  interest, 
impact  and  conviction  to  really  give 
Westinghouse  its  $6  million  worth. 
But  Mr.  Lafferty  isn’t  too  worried. 
They’ve  done  it  before  . . . and 
there’s  still  ’64. 


York  apartment.  In  the  midst  of 
packing,  Miss  Furness  and  daughter 
Barbara  Green  had  set  out  a rack 
of  dresses  (in  the  background),  a 
sample  of  the  wardrobe  to  be  worn 
at  the  conventions. 
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Heady  Haven 

ABC  thinks  it  can  recharge  poli- 
ticians who  run  out  of  steam  at  the 
political  conventions.  The  network’s 
convention  headquarters  in  Los  An- 
geles and  Chicago  will  include  a 
VIP  Room  where  candidates  and 
other  dignitaries  can  restore  their 
energy  in  several  ways. 

A demonstration  of  some  of  the 
equipment  was  held  last  week  in 
New  York.  In  the  picture  at  left 
Averell  W.  Harriman,  former  gov- 
ernor of  New  York,  whiffs  revivify- 
ing oxygen  while  reclining  in  a vi- 
brator chair  that  massages  body  and 
feet.  The  oxygen  bottle  is  being  held 
by  John  Secondari,  ABC  news  execu- 
tive. 

ABC’s  VIP  Rooms  will  also  be 
supplied  with  negatively-charged 
ionized  air  fed  through  the  air  con- 
ditioning system.  According  to  Frank 
Marx,  ABC  engineering  vice  presi- 
dent who  designed  the  set-up,  nega- 
tive ionization  has  been  proved  to 
be  exhilarating.  Anyone  who  breathes 
negatively-charged  ionized  air  thinks 
more  clearly  and  becomes  alert,  Mr. 
Marx  says. 

The  network  intends  to  use  the 
room  as  a private  retreat  for  poli- 
ticians waiting  to  go  on  the  air  or 
just  wanting  to  recover  from  the 
fatigue  of  caucusing. 


preview  system,  another  new  NBC  de- 
velopment. Pictures  on  the  four  moni- 
tors can  be  changed  by  pressing  a but- 
ton making  it  possible  to  preview  all 
cameras  in  less  than  45  seconds.  When 
the  editor  has  made  his  choice  for  the 
next  programming  sequence,  he  presses 
a button  that  transfers  it  to  the  air  con- 
trol room  monitors  where  the  direc- 
tor’s only  concern  there  is  on-the-air 
switching.  Director  Jack  Sughrue  cre- 
ated the  system. 

Mobile  Plans  ■ The  NBC  facilities 
will  include  a mobile  video  tape  unit 
with  two  cameras,  another  mobile  truck 
with  three  cameras  and  the  NBC  Cadil- 
lac which  will  function  as  a complete 
one-camera  transmitting  tv  station. 

Like  the  other  tv  networks,  NBC’s 
video  tape  facilities  also  will  be  on  a 
standby  basis.  The  headquarters  hotel 
in  each  city  as  well  as  the  convention 
halls  will  have  taping  facilities. 

NBC’s  convention  producer  is  Reuven 
Frank.  With  Mr.  McAndrew,  he  will 
control  the  hundreds  of  correspondents, 
cameramen  and  engineers  through  the 
new  editing  system.  Chet  Huntley  and 
David  Brinkley  will  serve  as  Mr. 
Frank’s  anchor  men.  Technical  super- 
visor is  Robert  C.  Smith  of  NBC-TV 
network  operations.  Dave  Garroway’s 


Today  show  will  originate  live  from 
both  convention  cities  in  July.  NBC 
Radio’s  anchor  men  will  be  Morgan 
Beatty  and  Robert  McCormick. 

In  Los  Angeles,  where  convention 
activities  will  be  scattered  over  a large 
area,  Mutual  has  solved  a transmission 
problem  by  making  arrangements  with 
the  Goodyear  Tire  & Rubber  Co.  to  use 
its  blimp  to  relay  signals  from  walkie- 
talkies  to  Mutual’s  headquarters  in  the 
Biltmore  and  the  Sports  Arena  or  its  ad- 
jacent Memorial  Coliseum. 

Mutual  will  relocate  its  new  head- 
quarters for  the  respective  convention 
weeks  to  Los  Angeles  and  Chicago.  A 
complete  news  headquarters  operation 
— constructed  to  permit  immediate 
round-the-world  information  feeds  into 
and  from  the  network — is  being  set  up 
jointly  at  the  Hotel  Biltmore  and  the 
arena  in  Los  Angeles  and  at  both  the 
Conrad  Hilton  Hotel  and  amphitheatre 
in  Chicago. 

‘Sound’  Principle  ■ The  MBS  blue- 
print calls  for  live  broadcasting  when- 
ever possible,  but  additional  tape-re- 
cording consoles  plus  varied  types  of 
pocket  and  shoulder-pack  recorders  and 
walkie-talkie  units  will  be  used.  Mutual 
will  work  on  the  principle  that  the 
microphone  can  be  at  places  visual 


broadcasting  devices  can’t  enter  or  get 
near.  All  scheduled  convention  meetings 
will  be  aired  in  their  entirety. 

Two  MBS  vice  presidents  will  be  in 
charge:  Joseph  F.  Keating,  for  pro- 
gramming and  operations,  and  Stephen 
J.  McCormick  for  news  and  special 
events.  Norman  Baer,  MBS  news  and 
special  events  director,  will  supervise 
personnel  and  be  responsible  for  cov- 
erage assignments.  News  staffs  will  be 
augmented  by  members  of  the  Mutual 
affiliates  correspondents’  corps.  Extra 
engineers  will  come  from  affiliates 
KPOL  Los  Angeles  and  WAIT  Chi- 
cago. 

Demo  convention  pace 
geared  for  tv  interest 

Never  bore  a voter. 

That,  in  essence,  is  the  philosophy 
the  Democratic  National  Committee 
has  adopted  for  the  programming  of  the 
party’s  national  convention,  July  11-15 
in  Los  Angeles. 

Time  permitted  for  speeches  and  dem- 
onstrations has  been  sharply  limited  to 
prevent  overenthusiastic  advocates  of 
this  candidate  or  that  one  from  carrying 
on  until  the  viewers  at  home  get  bored 
and  tune  out.  Nominating  speeches  will 
be  held  to  a maximum  of  10  minutes, 
seconding  speeches  to  six  minutes,  J. 
Leonard  Reinsch,  executive  director  of 
the  convention  has  stated. 

Demonstrations  for  the  presidential 
nominees  will  be  confined  to  10  minutes 
and  those  for  vice  presidential  nominees 
eliminated  entirely,  he  said.  The  idea  of 
applying  limits  to  the  speeches  and 
demonstrations  was  first  tried  in  1956. 
It  worked  so  well  then  that  it  is  being 
used  again  this  year. 

The  tv  audience,  watching  at  home, 
was  also  the  prime  consideration  of  the 
convention  planners  when  they  set  the 
format  for  the  convention  sessions. 
First,  there  will  be  a single  session  each 
day,  eliminating  the  dinner  breaks  that 
were  customary  in  the  past. 

The  opening  session  on  July  11  will 
begin  at  5 p.m.  Pacific  Daylight  Time 
(8  p.m.  EDT)  and  will  conclude  before 
midnight  in  the  East.  Each  succeeding 
day,  the  session’s  starting  time  will  be 
set  so  as  to  insure  completion  of  that 
day’s  business  before  midnight  EDT. 

On  Friday,  expected  to  be  the  final 
day  of  the  convention,  the  acceptance 
speeches  of  the  Democratic  nominees 
for  President  and  vice  president  will 
start  at  7:15  p.m.  PDT  and  will  con- 
clude, both  of  them,  by  8 p.m.  PDT 
(11  p.m.  EDT),  Mr.  Reinsch  said.  That 
is,  providing  the  convention  has  not 
run  into  a deadlock  which  would  delay 
selection  of  the  candidates  beyond  the 
preplanned  time  schedule,  which  is  al- 
ways a possibility,  he  commented. 


108  (PROGRAMMING) 


BROADCASTING,  June  20,  I960 


AFM  convention  hears 
plea  for  live  music 

Delegates  to  the  American  Federa- 
tion of  Musicians  convention  in  Las 
Vegas  were  promised  that  the  federa- 
tion would  “never  relax  its  demands 
that  broadcasting  licensees  be  compelled 
to  fulfill  their  basic  obligations  by  de- 
veloping, sponsoring  and  employing 
live  talent.” 

Herman  D.  Kenin,  AFM  president, 
told  the  assemblage  that  the  accomplish- 
ment of  the  union’s  objective  probably 
would  entail  “a  rewriting  of  the  Fed- 
eral Communications  Act,  with  built-in 
policing  and  enforcing  powers  that 
stop  short  of  programming  censorship.” 
He  voiced  the  hope  that  musicians 
would  have  the  cooperation  of  other  en- 
tertainment unions  that  have  “a  stake 
in  reforming  broadcasting  practices.” 

He  cited  the  following  as  major  ac- 
complishments by  the  union  during  the 
past  year:  The  nationwide  protest 

against  “cut-rate”  foreign  music  dubbed 
into  otherwise  wholly  American-made 
tv  film  programs:  the  introduction  of 
congressional  legislation  to  investigate 
unregulated  use  of  foreign  taped  music; 
the  negotiation  of  a record  wage  scale 
and  live  music  safeguards  in  the  pay  tv 
field;  the  federation’s  efforts  to  win  a 
return  of  its  bargaining  rights  for 
musicians  in  the  major  Hollywoood 
studios. 

Mr.  Kenin  was  re-elected  president 
of  the  federation  for  another  year. 
Other  incumbent  officers  who  were  re- 
elected were  Stanley  Ballard,  interna- 
tional secretary  and  George  V.  Clancy, 
international  treasurer. 

Screen  writers  are 
back  on  film  jobs 

Screen  writers  returned  to  work  at 
the  major  movie  companies  last  week 
after  a special  membership  meeting  on 
June  12  had  voted  to  accept  terms  of 
a new  agreement  (At  Deadline,  June 
13)  and  bring  an  end  to  the  21 -week- 
old  strike  against  theatrical  films.  Of- 
ficials of  Writers  Guild  of  America 
West  said  that  approval  of  the  new 
pact  was  by  better  than  99%  majority 
of  screen  writers  at  the  meeting. 

Principal  provisions  of  the  agree- 
ment negotiated  between  WGA  and  the 
Assn,  of  Motion  Picture  Producers  are : 
a 3Vz  -year  contract  dating  from  June 
13;  minimum  salary  scales  increased 
10%  for  the  first  two  years  of  the  con- 
tract and  an  additional  5%  for  the 
remainder;  establishment  of  separate 
pension  and  health  and  welfare  plans 
to  be  started  with  past  service  credits 
of  $600,000  paid  by  producers,  who 
will  also  support  the  funds  by  contrib- 
uting sums  equal  to  5%  of  writers’ 


salaries  up  to  $100,000  per  picture; 
payment  of  2%  of  producer’s  proceeds 
from  release  of  theatrical  films  to  free 
television  for  a six-year  period  starting 
June  13. 

For  use  of  theatrical  pictures  on 
pay-tv,  the  guild  agreed  not  to  ask  for 
any  additional  compensation  for  films 
made  during  the  term  of  the  contract. 
However,  WGA  did  not  concede  to  the 
AMPP  position  that  pay-tv  is  merely 
an  extension  of  the  theatrical  box  office 
and  as  such  not  calling  for  extra  pay- 
ment to  writers,  but  maintained  that  it 
is  a new  use  for  which  payment  should 
be  made.  Presumably  by  the  time  this 
contract  expires  in  December,  1964, 


pay  tv  will  either  be  established  or  will 
have  disappeared  from  the  scene,  so 
that  it  can  be  bargained  for  in  a more 
realistic  manner  than  at  present,  when 
its  revenue-producing  ability  is  a mat- 
ter of  conjecture. 

Desilu  gross  up  14% 

Desilu  Productions  grossed  $23,406,- 
000  for  the  fiscal  year  ended  April  30, 
a 14%  increase  over  the  preceding  fiscal 
year.  Earned  net  profits  of  $811,559, 
were  up  225%  from  the  year  before, 
Desi  Arnaz,  president,  said  Friday 
(June  17)  in  his  annual  report  to  stock- 
holders. 


ATTENTION  ! ! ! SMALLER  COMMUNITIES— U.  S.  A. 


NOW 

COMMERCIAL 


or 


EDUCATIONAL 

TELEVISION 


UHF  or  VHF  LOW  POWER 
LOW  COST 

"Ruggedized 

Simplicity" 

Someday  your  community  MUST 
and  WILL  have  a LOCAL  televi- 
sion station  for  LOCAL  EXPRES- 
SION and/or  Education. 

Electron  Corporation  is  proving 
daily  that  be  it  UHF  or  VHF— 
Here  is  a sensible  investment — 
LOW  COST  HIGH  QUALITY  ex- 
tremely reliable  TV  equipment. 


— Scoreboard — 

In  Process  Before  the  FCC 

KRNM-TV  Flagstaff,  Ariz. 
Roswell,  New  Alamosa,  Colo. 
Mex.  Missoula,  Mont. 

KCDA-TV  Lamar,  Colo. 
Key  West,  Fla.  Douglas,  Ariz.  Gallup,  N.M. 
(Video-cable  Grand  Island,  Salina,  Kansas 
only)  Neb.;  Santa  Springdale,  Ark. 

Fe,  New  Mex.  Key  West,  Fla. 

Ft.  Smith,  Ark. 


In  Operation 

KRET-TV 

Richardson, 

Texas 


IMAGINE!!! 

FOR  MUCH  LESS  than  the  cost  of  any  competitive 
TV  Station  ALONE  Electron  will  supply  . . . 

• A Complete  FCC  Approved  TV  Station  with  guaranteed 
coverage 

• FCC  Application  processing 

• All  necessary  converters  to  convert  your  community  (if 
UHF) 

• Engineering  and  installation 

• Year  to  Year  technical  service 

• Aid  in  obtaining  special  filmed  programming  packages 

INVESTIGATE  NOWI  ! I— DO  NOT  DELAY— THIS  IS  1960!  1 ! 

ELECTRON  COR  Pa  A Subsidiary  of  Ling-Altec  Electronics,  Inc. 

P.O.  Box  5570 — Dallas,  Texas 
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NBC’S  ‘DOERFER  PLAN’  PLANS 

‘America’s  Future'  replaces  ‘World  Wide  '60' 


NBC-TV  announced  two  new  public 
affairs  ventures  last  week:  six  as-yet- 
unidentified  special  on  “issues  which 
affect  or  threaten  the  survival  of  the 
United  States  in  the  free  world”  and  a 
series  of  Saturday  night  America’s 
Future  programs  which  will  replace  the 
tottering  World  Wide  ’60. 

Both  programs  will  be  shepherded  by 
Irving  Gitlin,  ex-CBS  public  affairs 
head  who  recently  switched  to  NBC  as 
executive  producer,  creative  projects, 
NBC  News  and  Public  Affairs. 

The  America’s  Future  series  (9: 30- 
JO:  30  p.m.  Saturday)  is  of  special  inter- 
est to  NBC-TV  affiliates.  Every  third 
week  the  network  will  program  only 
the  first  half  hour,  throwing  the  last 
half  back  to  affiliates  to  be  filled  with  a 
local  public  service  show  in  the  same 
vein.  This  represents  NBC-TV’s  com- 
mitment under  the  so-called  “Doerfer 
Plan,”  where  the  tv  networks  each 
agreed  to  program  a minimum  one 
hour  each  week  with  public  service 
shows  in  prime  time,  with  a half-hour 
turned  back  to  affiliates  for  local  shows 
every  third  week. 

The  America’s  Future  shows  will  be 
in  the  words  of  NBC-TV  President 
Robert  Kintner,  “an  application  of  the 
traditional  American  town  hall  system 
to  180  million  people.”  The  programs 
will  feature  a debate  between  prominent 
spokesmen  for  opposing  points  of  view, 
followed  by  questioning  by  selected 
studio  audiences.  NBC-TV  is  also  en- 
couraging affiliates  to  sponsor  simul- 
taneous meetings  in  their  towns  to 
listen  to  the  national  show  and  then 
discuss  the  issues  locally. 

The  six  hour-long  “actuality  reports” 
are  described  as  dissecting  “issues  which 
because  of  their  deep-rooted  contro- 
versy have  not  yet  been  subjected  to 
television  analysis  in  depth.”  Suggested 
subjects:  public  relations,  changing 


concepts  of  the  Presidency,  crisis  in 
medicine  and  hospitals,  television  and 
education,  responsibilities  of  the  press 
and  “growing  numbers  of  Americans 
who  know  nothing  and  care  little  about 
problems  and  issues  affecting  their 
freedom.” 

Women’s  clubs  decry 
broadcasting  faults 

The  General  Federation  of  Women’s 
Clubs  last  week  passed  resolutions 
calling  for  a cleanup  in  broadcasting 
ethics  (payola)  and  improvements  in 
certain  (children’s)  areas  of  program- 
ming. 

Meeting  at  its  69th  annual  conven- 
tion in  Washington,  the  group  attacked 
payola,  urging  both  the  NAB  and  the 
FCC  to  take  vigorous  steps  to  curtail 
any  future  violations.  Citing  that  it 
(payola)  . . . “denies  the  American 
public  the  privilege  of  choice,”  the 
GFWC  proposed  that  future  license  re- 
newal hearings  be  conducted  at  the 
site  where  the  local  license  is  held  to 
assure  proper  disciplinary  actions  if 
necessary. 

Resolved  also  was  a measure  calling 
for  networks  and  local  stations,  both 
radio  and  tv,  to  encourage  more  crea- 
tive efforts  in  the  production  and  pres- 
entation of  children’s  programs,  prefer- 
ably in  prime  time. 

Baptist  Convention 
presents  its  awards 

The  American  Baptist  Convention 
has  announced  its  awards  for  excel- 
lence in  the  field  of  radio  and  televi- 
sion. 

The  convention  honored  Dr.  Ivan 
Bell  for  his  weekly  program,  Morning 
Reflections,  on  KTAR  Phoenix,  Ariz., 


as  an  “effective  radio  program  present- 
ing the  Church’s  message  . . .” 

Miss  Florence  Reif,  supervisor  for 
religious  programs  and  educational 
features  for  NBC  Radio,  was  cited  for 
her  ability  “to  present  faithfully  the 
Christian  message  to  a national  audi- 
ence.” Miss  Reif  is  responsible  for  the 
National  Radio  Pulpit,  Faith  in  Action 
and  other  NBC  Radio  programs. 

In  tv,  the  Old  Testament  Tv  Course 
on  WMAL-TV  Washington,  D.C.,  was 
recognized  as  an  “unusual  religious 
program  . . . which  . . . provides  a re- 
ligious impetus  to  many  thousands  of 
viewers.” 

Tennessee  Ernie  Ford  was  honored 
“as  a tv  personality  who  has  done  ef- 
fective work  to  present  a Christian  wit- 
ness.” The  award  was  acknowledged  by 
the  Ford  Motor  Co.,  sponsors  of  the 
Tennessee  Ernie  Ford  Show. 

CBS  was  awarded  an  American  Bap- 
tist Convention  plaque  for  “their  public 
affairs  and  religious  programs  reflecting 
a genuine  concern  for  public  enlighten- 
ment.” 

■ Program  notes 

More  bowlers  ■ Peter  DeMet  Produc- 
tions, Chicago,  has  started  filming  a 
new  series  of  26  Championship  Bowling 
programs  slated  for  fall  syndication  by 
Walter  Schwimmer  Inc.,  that  city.  The 
Schwimmer  firm  will  syndicate  the  one- 
hour  series  for  the  seventh  straight 
year,  with  expected  exposure  in  over 
175  cities. 

Local  special  ■ United  Artists  Assoc., 
N.Y.  is  offering  local  stations  a sports 
film,  Olympic  Cavalcade,  as  a pre- 
1960  Olympics  special.  The  film,  a pic- 
torial dramatization  of  the  11th  Olym- 
piad held  in  Berlin  in  1936,  will  be  re- 
leased in  time  to  be  programmed  prior 
to  this  summer’s  games  in  Rome. 

Assistance  ■ Programs  for  Television 
Inc.,  N.Y.,  new  tv  film  production-dis- 
tribution company  ( Broadcasting, 

June  6),  announces  the  appointments 
of  Fladell/ Harris  Adv.,  and  the  Pat 
McDermott  Co.,  both  New  York,  for 
public  relations. 

Convention  category  ■ The  1961  Ohio 
State  Awards  for  excellence  in  cultural, 
public  service  and  educational  broad- 
casting will  include  a special  tv  category 
for  election-year  programs  aired  dur- 
ing 1960.  I.  Keith  Tyler,  director  of 
the  Institute  for  Education  by  Radio- 
Television,  Ohio  State  U,  which  spon- 
sors the  awards,  said  that  the  special 
award  was  intended  “to  stimulate  ef- 
forts by  television,  particularly  in  the 
United  States,  to  inform  citizens  on 
vital  issues  in  an  election  year  and  to 
highlight  the  unique  uses  of  tv  for  that 


When  Ike  cancelled  his  trip  to  Japan, 
UPI  was  25  minutes  ahead  with  the  news. 
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New  television  critic:  ‘Tass’ 


An  hour-long  documentary  on 
U.S.  air  defense,  produced  and 
filmed  by  KKTV  (TV)  Colorado 
Springs,  has  had  international  reper- 
cussions. Called  “an  impudent  anti- 
Soviet  provocation”  by  Tass,  the 
Soviet  news  agency,  the  program 
was  intended,  according  to  the  sta- 
tion, merely  to  acquaint  the  public 
with  the  North  American  Air  De- 
fense Command  (NORAD),  which 
makes  its  headquarters  in  Colorado 
Springs. 

First  shown  in  December  1959, 
NORAD  Briefing  presented  an  un- 
classified session  in  which  NORAD 
Commander-in-Chief  Gen.  Lau- 
rence S.  Kuter  told  military  and 
political  leaders  the  mission  and 
problems  of  the  command.  KKTV’s 
director  of  news  and  public  rela- 
tions, Hal  Kennedy,  who  originated 
the  show,  said  he  hoped  “to  com- 
bat the  apathy  shown  by  the  average 


American  to  the  threats  to  our  way 
of  life  and  to  place  before  KKTV’s 
viewers  a concise  report  on  the 
threat  and  the  status  of  forces  under 
NORAD  to  meet  [it].” 

Gen.  Kuter  commended  the  sta- 
tion for  the  program  and  the 
NORAD  information  office  ordered 
eight  prints  for  showing  on  tv  sta- 
tions. Since  Canadian  forces  are  in- 
corporated in  the  command,  Canad- 
ian stations  also  requested  the  film. 
Both  commercial  and  etv  channels 
were  used,  in  addition  to  showings 
at  NORAD  installations. 

After  the  film  was  shown  over 
CKVR-TV  Barrie,  Ont.,  the  fire- 
works began.  The  film  includes  a 
fictional  episode  at  the  beginning 
showing  Russians  plotting  an  attack 
on  the  U.S.  and  a quote  from  a 
Soviet  militarist  of  some  25  years 
ago  that  Russia  will  wait  until 
America  has  been  “lulled  to  sleep” 


and  then  “crush  it  with  the  clenched 
fist.”  These  parts  were  attacked  by  a 
Toronto  newspaper  and  Lester  Pear- 
son, opposition  leader,  declared  in 
Parliament  that  the  film  should  be 
studied  by  the  Minister  of  External 
Affairs  as  a possible  deterrent  to  the 
disarmament  talks  taking  place  at 
the  time.  Canada’s  Defense  Minister 
ordered  the  film  withdrawn  by  the 
RCAF,  which  had  distributed  it,  un- 
til certain  portions  could  be  deleted. 

Tass  claimed  the  film  was  being 
used  by  American  authorities  to  fo- 
ment hostility  to  Russia  in  Canada. 
It  stated  that  the  film  “called  for 
an  attack  on  the  USSR”  and  its 
satellites.  It  further  said,  “As  is  evi- 
dent, the  relaxation  of  international 
tension  ...  is  not  to  the  liking  of 
the  bosses  of  the  Pentagon.” 

The  Pentagon  has  stated  it  is 
“aware  of  the  existence”  of  the  pro- 
gram but  has  no  further  comment. 


purpose.”  Canadian  broadcasters  are 
invited  to  compete  through  their  treat- 
ment of  U.S.  political  affairs.  Broad- 
casters from  the  two  countries  sub- 
mitted 321  tv  entries  and  281  radio 
entries  for  the  1960  competition;  major 
honors  went  to  CBC  and  CBS. 

New  rep  ■ UPA  Pictures  has  signed 
an  agreement  with  All-Canada  Radio 
& Television  which  gives  UPA  direct 
sales  representation  in  Montreal, 
Toronto,  Winnipeg,  Calgary  and  Van- 
couver. 

New  Argonne  series  ■ A new  13-week 
series  of  public  service  programs  ex- 
ploring peacetime  atomic  energy  re- 
search and  development  has  been 
launched  by  Westinghouse’s  WIND 
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In  the  Radio-TV  Publishing  Field 
only  BROADCASTING  is  a 
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Chicago  for  the  summer  season.  Titled 
Atomic  Year  Seventeen,  the  series  will 
feature  a tour  of  key  locations  at  Argon- 
ne National  Lab,  Lemont,  111. 

Banner  on  wheels  ■ Banner  Films, 
N.Y.  has  acquired  distribution  rights  to 
a new  roller  derby  series.  Available  im- 
mediately are  52  first  run  half-hours 
with  39  more  to  be  released  next  year. 


Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EDT). 

NBC-TV 

June  20-24,  27-29  (11-11:30  a.m.) 
Price  Is  Right,  participating  sponsors. 

June  20-24,  27-29  (12:30-1  p.m.)  It 
Could  Be  You,  participating  sponsors. 

June  20  (10-11:30  p.m.)  The  Emmy 
Awards,  Procter  & Gamble  and  Greyhound, 
both  through  Grey  Adv. 

June  21,  28  (9:30-10  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Lennen 
& Newell  and  Sterling  Drug  through  Nor- 
man, Craig  & Kummel. 

June  22,  29  (8:30-9  p.m.)  Price  Is 
Right,  Lever  through  Ogilvy,  Benson  & 
Mather  and  Speidel  through  Norman, 
Craig  & Kummel. 

June  23  (9:30-10  p.m.)  The  Ford  Show, 
Ford  through  J.  Walter  Thompson. 

June  24  (9:30-10  p.m.)  Masquerade 
Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Grey  Adv. 

June  25  (10-10:30  a.m.)  Howdy  Doody 
Show,  Continental  Baking,  Nabisco  through 
Ted  Bates. 

June  25  (10:30-11  a.m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

June  25  (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

June  26  (8-9  p.m.)  Music  On  Ice,  sus- 
taining. 

June  26  (9-10  p.m.)  The  Chevy  Mystery 
Show,  Chevrolet  through  J.  Walter  Thomp- 
son. 


Three  in  works  ■ Wilbur  Stark  Produc- 
tions has  added  three  programs  to  its 
production  schedule  for  the  coming 
season:  Counterpoint,  hour  series  on 
criminology,  another  hour  series  of 
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First  money  ■ Gifts  of  $2  each  were 
donated  by  Brig.  Gen.  David  Sar- 
noff,  RCA  and  American  Heritage 
Foundation  chairman,  to  two  major 
political  parties  in  kickoff  of  1960 
nonpartisan  election  campaign.  L to 
r:  Paul  M.  Butler,  chairman.  Demo- 


cratic National  Committee;  Gen. 
Sarnoff;  John  C.  Cornelius,  founda- 
tion president.  Sen.  Thruston  B. 
Morton  (R-Ky.),  chairman,  Repub- 
lican National  Committee.  At  top 
is  key  poster  which  is  being  used  for 
small-donation  drive. 


adaptations  of  Mark  Twain’s  Connecti- 
cut Yankee  and  King’s  Kingdom,  half- 
hour  action  adventure  series.  John 
Woodcock,  film  editor,  has  a participat- 
ing interest  in  WSP.  A1  C.  Ward,  writer 
of  Counterpoint,  has  a partnership  ar- 
rangement with  the  company  for  this 
series. 

One-shot  offer  ■ “The  Adventures  of 
Mark  Twain,”  a Warner  Bros,  feature, 
will  be  offered  by  United  Artists  Assoc., 
N.Y.,  as  a local  tv  special.  The  film, 
which  stars  Frederic  March  and  Alexis 
Smith,  won  four  Academy  Award 
nominations. 


MGA  vs.  ABC  ■ Musicians  Guild  of 
America  has  filed  unfair  labor  charges 
with  the  National  Labor  Relations 
Board  against  ABC,  charging  the  net- 
work with  failure  to  bargain  collectively 
on  a contract  for  musicians  employed 
for  television.  MGA  won  a representa- 
tion election  at  ABC  on  March  7 and 
was  certified  as  bargaining  agent  by 
NLRB  on  March  23.  MGA  stated  that 
since  then  ABC  has  “arbitrarily”  re- 
fused to  recognize  the  guild  as  bargain- 
ing agent.  ABC  last  week  declined  to 
comment  on  the  union’s  charges. 

Grand  opera  ■ WJR  Detroit  has 
received  congratulatory  responses,  in- 


cluding a note  of  thanks  in  an  editorial 
in  the  Detroit  Free  Press,  for  broad- 
casting live  without  commercial  inter- 
ruptions the  opening  production  in  the 
Metropolitan  Opera’s  season  in  that 
city.  CBE  Windsor,  Ont.,  broadcast  a 
series  of  announcements  advising  lis- 
teners of  the  program  on  WJR  on  its 
own  initiative.  The  program  marked 
the  50  kw  outlet’s  first  anniversary  as 
an  independent.  Karl  Haas,  WJR's  di- 
rector of  fine  arts,  supplied  commen- 
tary on  the  opera,  which  was  one  of  a 
number  of  classical  music  presenta- 
tions he  has  arranged. 

Packaged  longhair  ■ The  Philadelphia 
Orchestra  has  announced  the  comple- 
tion of  an  initial  set  of  13  full-length 
concerts  especially  taped  for  commer- 
cial use  by  radio  stations.  The  two-hour 
tapes,  in  stereo  or  monaural  sound,  will 
be  sold  on  an  exclusive  basis  in  each 
city.  Cost  is  based  on  a station’s  one- 
time national  rate  for  one  hour.  Each 
program  is  a complete  package  with 
program  introduction  by  WFLN  Phila- 
delphia announcer  Frank  Carter.  A 
number  of  well  known  musicians  are 
heard  as  guest  soloists.  Tapes  will  be 
available  from  Allen  Sommers,  c/o 
Philadelphia  Orchestra,  1405  Locust 
St.,  Philadelphia,  Pa. 

$615,000  melon  ■ Screen  Actors 
Guild  split  a melon  worth  $615,000 
June  9,  when  checks  totaling  that 
amount  were  mailed  to  some  1,800 
SAG  members  as  their  fees  for  the  tv 
showing  of  82  post-’48  RKO  theatri- 
cal features.  They  were  distributed  to 
tv  by  Matty  Fox  through  C&C  Tele- 
vision Corp.  and  C&C  Super  Corp. 
Under  the  agreement  signed  between 
Mr.  Fox  and  the  guild  in  1957,  pay- 
ments have  been  made  at  the  rate  of 
$17,083  per  month.  The  distribution 
formula  sets  a minimum  of  half  a day’s 
pay  at  the  minimum  scale  then  in  effect 
for  each  actor  appearing  in  each  pic- 
ture, plus  6%  of  his  original  earnings 
in  the  pictures. 

The  'Lip'  to  emcee  ■ Leo  Durocher  has 
been  signed  to  act  as  host  of  a new  sports 
series,  Magic  Moments  in  Sports,  365 
5-minute  segments  to  be  produced  by 
Heritage  Productions,  N.Y.,  in  associa- 
tion with  Pathe  News,  that  city.  The 
show  will  feature  some  of  the  greatest 
moments  in  sports  history,  through  the 
years  since  1900. 

New  radio  hour  ■ A five-weekly  series 
of  hour-long  radio  programs,  entitled 
Nitecap,  is  being  syndicated  by  Pa- 
trician Productions  Inc.,  14  E.  60th  St., 
New  York  22.  Program  features  Pa- 
tricia Kurland  and  Tom  O’Malley  in 
talk-celebrity  interviews-music  format 
originating  in  New  York’s  “The  Living 
Room”  nightclub.  Miss  Kurland  form- 
erly was  women’s  director  of  WKNB- 
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WNBC  (TV)  New  Britain,  Conn.  Mr. 
O’Malley  is  ex-talent  coordinator  for 
Jack  Paar  Show  turned  nightclub  comic. 
First  sale  was  to  WNTA  Newark. 

Novel  Series  ■ CBS  Radio  has  set  June 
27  for  the  premiere  of  Best  Seller,  a 
five-day-a-week  program  presenting 
full-scale  dramatizations  of  top  selling 
foreign  and  U.S.  novels  (2:05-2:30 
p.m.  EDT).  Depending  upon  the  sub- 
stance of  the  original,  each  book  will 
be  serialized  over  a period  of  15-25 
broadcasting  days.  Frank  Yerby’s  The 
Serpent  and  the  Staff,  adapted  by  Greer 
Johnson,  will  lead  off  the  new  series, 
which  will  be  produced  by  Nathan 
Kroll  and  directed  by  Paul  Roberts. 
Each  story  is  to  be  told  in  its  entirety, 
unabridged,  the  network  said.  When 
possible,  the  author  will  introduce  his 
book  and  offer  a daily  synopsis  of  the 
radio  dramatization. 

In  business  ■ Trim  Telefilm  Service 
Corp.,  N.Y.,  has  opened  offices  at  619 
W.  54th  St.,  to  service  advertising 
agencies’  tv  film  and  tape  requirements, 
making  arrangements  for  prints  and 
for  delivery  to  stations.  Telephone  is 
Columbus  5-4011.  Arthur  Cofod  is 
president. 


EQUIPMENT  & ENGINEERING 

BRITISH  EXPORT  RADIO  GEAR  TO  U.S. 


Don’t  forget  the  farm  audience 


Television  is  growing  in  popularity 
among  farmers  interested  in  market 
news.  But  broadcasters  may  be  over- 
looking a prime  time  to  schedule 
agricultural  market  reports. 

A Virginia  Dept,  of  Agriculture 
survey  polled  3,400  Virginia  farmers 
to  arrive  at  these  conclusions.  The 
survey  discovered  that  the  number 
of  farmers  relying  on  tv  for  such  re- 
ports had  jumped  4%  to  20%,  since 
1955.  The  jump  cut  heavily  into  the 
number  who  had  previously  de- 
pended on  newspapers. 

The  survey  further  revealed  that 
24%  of  the  farmers  indicated  they 
would  prefer  market  reports  aired  in 
the  6 p.m.  to  9 p.m.  time  period  but 
that  virtually  no  programs  were 
scheduled  by  Virginia  stations  dur- 
ing this  time.  A 1955  survey  reported 
that  33%  asked  for  reports  during 
evening  hours. 

Actually,  the  survey  showed  that 
44%  of  those  polled  depend  on 
newspapers  for  their  first  choice  in 


market  reports.  Radio  earned  36% 
of  the  first  choice  positions  while  tv 
was  depended  upon  by  20%. 

The  survey  also  noted  that  78% 
of  the  farmers  contacted  thought 
that  their  actual  selling  prices  com- 
pared favorably  with  the  market  re- 
ports. Livestock  markets  were  the 
most  popular,  followed  by  poultry 
and  eggs,  grain,  fruits  and  vegetables 
in  that  order.  Tobacco  prices  ranked 
high  on  a seasonable  basis. 

Virginia  radio  stations  are  devot- 
ing 2,800  hours  of  air  time  annually 
to  market  reporting.  The  survey 
shows  that  the  five  minute  program 
seems  to  be  the  most  popular  length. 
Seventy-four  of  the  103  radio  sta- 
tions in  the  state  are  making  such 
broadcasts  with  54%  of  the  pro- 
grams scheduled  from  noon  to  1 p.m. 
Only  six  tv  stations  reported  that 
they  were  programming  market  news 
and  most  of  them  noted  that  they 
devoted  the  6 a.m.  to  7 a.m.  time 
slot  to  the  reports. 


$22  million  sales  to  U.S.  account  for  14%  of  British  exports 


British  radio  manufacturers  have 
found  a $22  million  market  in  the  U.S. 
Some  of  the  goods  that  went  to  make 
up  that  export  figure  in  1959  are  on 
view  currently  in  the  British  Exhibition 
at  the  New  York  City  Coliseum,  and 
some  of  the  displays  may  prophesy  a 
yet  more  favorable  exchange  in  1960. 
Customers  here  last  year  accounted  for 
14.2%  of  total  British  exports  of  this 
equipment. 

The  $22  million  figure  covers  audio, 
communications,  navigational  and  ra- 
dar, components  and  other  apparatus 
but  excludes  industrial  electronic  equip- 
ment, which  runs  up  the  sum  several 
times  again  in  a trade  where  the  United 
States  is  Britain’s  best  customer.  Radio 
exports  here  in  1958  came  to  $14  mil- 
lion. 

Independent  broadcasters  are  not 
represented  in  the  New  York  show,  but 
the  BBC  has  a booth  featuring  a model 
of  its  new  $45  million  studios.  The 
BBC  will  sign  on  fulltime  in  the  new 
plant  next  week,  June  29. 

Beacon  ■ Among  electronic  achieve- 
ments on  display,  one  lighthouse  lan- 
tern may  beam  its  way  into  studios  of 
this  country.  Associated  Electrical  In- 


dustries Ltd.  is  lighting  the  scene  with 
a 600,000-candle  lighthouse  version  of 
the  Xenon  lantern.  Another  version 
has  only  recently  been  incorporated  in 
motion  picture  projectors,  replacing  the 
carbon  arc.  Although  AEI  has  not  sold 
any  Xenon-powered  projectors  yet  in 
this  country,  it  hopes  to  find  a market 
(at  least  one  U.S.  manufacturer  has  im- 
ported the  Xenon  lamp  from  Germany 


this  year  for  its  projectors.)  With  a 
guaranteed  life  of  1,000  hours,  the 
AEI  Xenon  lantern  lasts  perhaps  five 
times  as  long  as  the  carbon  arc,  re- 
quires little  care  and  overcomes  fire 
prevention  problems,  the  manufacturer 
says.  Cost  and  power  requirements  are 
comparable  to  carbon  arc  projectors. 

A spectacular  feature  of  AEI’s  space 
at  the  exhibition  is  an  electron  micro- 
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scope  shown  for  the  first  time  back 
home  by  the  BBC.  At  the  Coliseum 
AEI  is  putting  live  microscopic  experi- 
ments on  a closed  tv  circuit. 

Pye  Ltd.  is  showing  a 3-D  industrial 
television  system  which  produces  stereo 
pictures  from  a single  camera,  along 
with  other  industrial  electronic  equip- 
ment and  diversified  products  including 
a transistorized  pushbutton  car  radio 
and  an  underwater  tv  camera.  Standard 
Telephone  & Cables  Ltd.  has  on  display 
a wide  range  of  microwave  links  and 
communications  systems.  STC  brought 
along  part  of  its  portable  microwave 
link  for  outside  tv  pickups,  using  the 
5900-7750  me  band.  The  equipment 
transmits  and  receives  signals  on  Brit- 
ish, Continental  and  American  line 
standards  and  will  accommodate  a 
music  channel  above  the  video  band. 

A U.S.  firm,  British  Industries  Corp., 


Foreign  television 
continues  expansion 

Overseas  tv  continued  to  expand 
normally  during  the  first  five  months  of 
1960,  a new  United  States  Information 
Agency  bulletin  reports.  Two  new 
countries,  Costa  Rica  and  Okinawa, 
inaugurated  tv;  transmitting  stations 
increased  by  149,  and  there  was  an 
expansion  of  2.5  million  tv  sets  in  use. 

The  USIA  report  states  that  a Eur- 
ope-wide tv  network  came  a step 
closer  to  realization  with  the  establish- 
ment of  a network  called  Intervision. 
The  new  network  was  established 
among  the  Soviet  Bloc  countries. 

Discussions  between  Intervision  and 
the  West  European  Eurovision  organi- 
zation have  taken  place.  Aim  of  the 
discussions  is  an  East-West  link-up  and 
exchange  of  tv  programs.  Eurovision 
comprises  14  countries  including  Aus- 
tria, France,  West  Germany,  Italy,  the 
United  Kingdom  and  Sweden.  Inter- 
vision comprises  Czechoslovakia,  East 
Germany,  Poland  and  Hungary.  This 
system  will  be  joined  in  1960-1961  by 
the  USSR’s  network  and  later  by  other 
Iron  Curtain  facilities. 

November  target  date 
for  Rhodesian  tv 

Commercial  tv  will  soon  be  a reality 
in  Rhodesia.  A station  is  expected  to 
start  transmitting  from  Salisbury  on 
Nov.  15.  It  will  be  owned  by  Rhodesia 
Television  Ltd.,  a public  company 
formed  expressly  to  operate  the  federal 
program  contract. 

RTV  expects  to  start  its  Salisbury 
operation  on  a limited  time  basis  of  ap- 


Port Washington,  N.  Y.,  is  exhibiting  a 
group  of  imports  it  markets,  including 
such  audio  components  as  the  Garrard 
record  changer,  Leak  amplifier  and 
Wharfedale  speaker.  A new  series  of 
hand-crafted  gold  lion  tubes  by  Gen- 
eral Electric  of  England  also  appears  in 
the  space. 

Many  other  Bristish  audio  and  elec- 
tronic manufacturers  are  in  the  show. 

Dollar  equivalents  of  the  1959  ex- 
port figures  released  in  connection  with 
the  show: 


April  set  production, 
sales  drop  slightly 

Television  and  radio  set  production 
and  retail  sales  for  the  first  four  months 
of  1960  remained  above  the  similar 
period  of  last  year,  but  manufacture 
and  sales  of  sets  in  both  categories 
dropped  slightly  in  April  compared 
with  March  this  year. 

Figures  for  first  third  of  1960,  as 
reported  by  Electronic  Industries  Assn, 
last  week: 


Audio  equipment 

514,448,000 

Television 

Capital  equipment  (communications. 

broadcasting,  navigation  aids,  radar, 

Period 

Production 

Sales 

but  industrial  electronic  equipment 

Jan.-April,  1960 

2,001,998 

1,951,583 

not  included) 
Valves  and  parts 

2,632,000 

2,480,800 

Jan. -April,  1959 

1,779,801 

Radio 

1,639,626 

Components  and  test  gear 

1,526,000 

Jan.-April,  1960 

5,696,029* 

2,627,147** 

Domestic  radio  (radio  and  television 
receivers,  radiograms) 

532,000 

Jan.-April,  1959 

4,637,859* 

2,079,804** 

Other  radio  apparatus 

352,800 

* Includes  2,263,057  and  1,786,168 
respectively. 

auto  radios 

Total 

$21,971,600 

*■*  Excludes  auto  radios. 

INTERNATIONAL 


proximately  four  hours  daily  to  be  in- 
creased with  the  station’s  growth.  The 
station  will  choose  programming  from 
overseas  but  expects  to  keep  a proper 
balance  between  imported  and  local 
shows. 

Commercials  of  15,  30  and  60  sec- 
onds duration  will  be  rotated  within 
each  time  segment.  The  only  fixed  time 
spots  will  be  hourly  time  checks,  avail- 
able to  advertisers  of  watches  and 
clocks  only,  and  the  7-second  spot  ad- 
jacent to  the  time  check. 


The  station  also  plans  to  use  the  mag- 
azine concept  of  advertising  which,  it 
claims,  has  been  very  successful  in 
Britain.  A rate  card  is  now  being  dis- 
tributed to  Salisbury  advertisers. 

It  is  estimated  that  the  Salisbury 
facility  will  eventually  reach  an  audience 
of  over  200,000.  Plans  are  already 
underway  for  further  developments  at 
Bulawayo  and  Kitwe  (Copperbelt).  The 
new  station  will  have  Gerry  Wilmot  as 
its  general  manager  and  Alec.  B.  Bu- 
chanan as  administrative  executive. 


Japanese  agreement  ■ NBC  an- 
nounced last  week  details  of  an  as- 
sociation with  the  Fuji  Telecasting 
Co.  Ltd.  of  Tokyo.  Fuji  Telecasting 
Co.  will  receive  NBC  programs  and 
may  receive  technical  assistance  and 
advice.  It  also  envisages  cooperation 
in  news  gathering,  programming  and 
production.  Fuji  operates  one  of 
Tokyo’s  three  commercial  tv  chan- 
nels. Shown  at  the  contract  signing, 
which  supplements  recent  NBC 


agreements  with  Argentine  and  Pa- 
risian tv  companies,  are:  (1  to  r) : 
J.V.  Shute,  NBC  assistant  general 
attorney;  R.L.  Berman,  manager, 
facilities,  NBC  International  enter- 
prises; K.K.  Yoshimura,  manager, 
administrative  affairs,  Fuji  Telecast- 
ing Co.;  A.R.  Stern,  NBC  vice  pres- 
ident; N.  Shikanai,  managing  direc- 
tor, chief  executive  officer,  Fuji 
Telecasting  Co.;  and  C.W.  Slay- 
baugh,  director,  NBC  International. 
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FATES  & FORTUNES 


Broadcast  Advertising 

Lloyd  Berg  joins  Pleskach  & Smith 
Adv.,  Omaha,  Neb.,  as  vp  and  account 
executive. 

Max  Enelow,  director  of  advertising 
and  sales  promotion  for  Philco  Corp., 
Philadelphia,  retires.  He  had  been  with 
Philco  for  32  years. 

Max  Kocour,  for- 
merly account  super- 
visor at  Needham, 
Louis  & Brorby  Inc., 
Chicago,  to  Young  & 
Rubicam,  that  city,  in 
similar  capacity.  Be- 
fore joining  NL&B, 
Mr.  Kocour  was  with 
N.W.  Ayer  & Son. 

Mrs.  Lois  I.  McLaughlin,  John  L. 
Heffron  and  F.  Bradley  Lynch  named 
vps  of  The  Rumill  Co.,  Rochester  ad- 
vertising, marketing  and  pr  firm.  Mrs. 
McLaughlin  is  director  of  merchandis- 
ing, Mr.  Heffron,  account  executive  on 
Eastern  Kodak,  and  Mr.  Lynch,  pr 
director. 

Myron  Moses,  formerly  with  W.B. 
Doner,  N.Y.,  appointed  vp  at  Daniel  & 
Charles,  that  city. 

Samuel  D.  Mallin,  formerly  gen- 
eral manager  of  Frank  Kiernan  & Co.. 
N.Y.,  joins  Albert  Frank-Guenther 
Law,  that  city,  as  vp. 

Arthur  Boyd,  head  of  own  consult- 
ing firm  in  Detroit,  joins  Campbell- 
Ewald,  that  city,  as  vp  in  charge  of 
marketing  and  research. 

Benson  Inge,  vp  and  director  of  pr 
at  Ted  Bates,  N.Y.,  resigns  after  19- 
year  association. 

Earl  Timmons,  director  of  research 
in  Los  Angeles  office  of  Fuller  & Smith 
& Ross,  assumes  research  responsibili- 
ties for  F&S&R  offices  in  San  Francisco 
and  Fort  Worth-Dallas. 

Lester  Harmon,  director  of  radio  and 
tv  at  Werman  & Schorr,  Philadelphia, 
promoted  to  senior  account  executive 
and  member  of  agency’s  executive  op- 
erating committee.  Jerome  B.  Samuel- 
sohn,  tv  production  manager,  succeeds 
Mr.  Harmon. 

Olive  P.  Gately,  advertising  con- 
sultant, joins  Grant  Adv.,  N.Y.,  as 
copy  group  head. 

Herbert  H.  Strauss,  writer  and  as- 
sociate producer  for  NBC-TV,  joins 
Ben  Sackheim  Adv.,  N.Y.,  as  commer- 
cial producer  and  director  of  program 
development. 

Patrick  Nolan,  formerly  manager  of 
marketing  and  planning  for  Kelsey- 
Hayes  Co.,  Utica,  N.Y.,  joins  Kudner 


Mr.  Kocour 


Agency,  N.Y.,  as  account  executive  on 
Goodyear  Tire  & Rubber  Co.,  Industrial 
Products  and  Chemical  Divs. 

Pat  Kater,  production  manager  for 
BBDO’s  Los  Angeles  office,  promoted 
to  account  executive.  Bob  Wilcox  be- 
comes new  production  manager.  Tom 
Browman  joins  production  department. 

James  F.  Blair  joins  Chicago  office 
of  Wade  Adv.  on  Miles  Laboratory 
account. 

Michael  P.  Frawley,  executive  vp  of 
B.T.  Babbitt  Co.,  N.Y.,  elected  presi- 
dent, succeeding  Marshall  S.  Lachrter 
who  resigned.  Before  joining  Babbitt 
in  1958,  Mr.  Frawley  had  been  gen- 
eral sales  manager,  household  products 
division,  Colgate-Palmolive.  Alfred  I. 
Schimpf,  elected  board  chairman  and 
chief  executive  officer,  retains  post  as 
chairman  of  executive  committee. 
John  W.  Sugden,  vp  in  charge  of 
marketing,  becomes  executive  vp — 
marketing. 

William  Kaup,  formerly  copy  direc- 
tor of  Darwin  H.  Clark,  Los  Angeles, 
joins  Boylhart,  Lovett  & Dean,  that  city. 

Herman  Raucher,  copy  department, 
Reach,  McClinton,  N.Y.,  named  copy 
director. 


Gerald  Light,  for- 
merly vp  of  McCann- 
Erickson,  N.Y.,  ap- 
pointed vp  in  charge 
of  marketing,  Schick 
Inc.,  that  city.  Mr. 
Light,  who  was  at  one 
time  director,  adver- 
tising and  sales  pro- 
Mr.  Light  motion  for  CBS-Co- 
lumbia  Div.,  CBS,  has  also  held  ad- 
vertising management  positions  with 
Emerson  Radio  and  General  Electric. 


William  Dey,  formerly  of  Drake, 
Rigas,  Fitzmaurice  & Dey,  N.Y.,  joins 
Foote,  Cone  & Belding,  that  city,  as 
account  executive  on  Walter  Baker 
chocolate,  D-Zerta  Gelatin  products  for 
General  Foods. 

Douglas  G.  Kennedy  joins  Charles 
Bowes  Adv.,  Los  Angeles,  as  member 
of  art  staff.  He  formerly  was  with 
McCann-Erickson  and  Foote,  Cone  & 
Belding,  both  San  Francisco. 

Peter  Hilton,  president  of  Kastor, 
Hilton,  Chesley,  Clifford  & Atherton, 
N.Y.,  has  contracted  with  Prentice-Hall 
Inc.  to  publish  his  book,  “New  Prod- 
uct Development.” 

Wendy  Ewer,  formerly  with  Papert 
& Free,  N.Y.,  joins  Doyle  Dane  Bern- 
bach,  that  city,  on  copy  staff. 

John  E.D.  Coffey  Jr.,  formerly  of 
Doherty,  Clifford,  Steers  & Shenfield, 
N.Y.,  joins  Norman,  Craig  & Kummel. 


The  Media 

Hale  Bondurant,  president  of  KWG 
Broadcasting  Co.  (KWG  Stockton, 
Calif.)  purchases  50%  interest  in 
KUDY  (formerly  KQDE)  Seattle, 
Wash.  He  will  become  general  man- 
ager on  July  1,  and  executive  vp  upon 
approval  of  sale  by  FCC. 

Edward  A.  Byron, 
president  and  owner 
of  Byron  Productions, 

N.Y.,  joins  NBC-TV 
sales  department.  Mr. 

Byron,  30  year  vet- 
eran in  radio  and  tv, 
will  concentrate  his 
selling  efforts  on  news 
and  public  affairs  pro- 
grams. Byron  Productions  had  created 
and  produced  Mr.  District  Attorney 
and  What’s  My  Name? 

J.  Louie  Solomon,  station  manager 
of  WAUG-AM-FM  Augusta,  Ga.,  pro- 
moted to  executive  vp  and  general 
manager. 

Edward  M.  Scala  named  general 
manager  of  WINR-AM-TV  Binghamp- 
ton,  N.Y.,  succeeding  David  F.  Milli- 
gan who  resigned.  Mr.  Scala  formerly 
was  sales  manager  of  WNBF  Bing- 
hampton. 
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AFA  re-elects  top  echelon,  names  new  officers 


James  S.  Fish,  vp  and  director  of 
advertising  of  General  Mills,  Min- 
neapolis, re-elected  chairman  of 
board.  Advertising  Federation  of 
America.  Also  re-elected:  C.  James 
Proud,  AFA  president;  John  P. 
Cunningham,  chairman,  Cunning- 
ham & Walsh,  N.Y.,  vice  chairman, 
and  Perry  L.  Shupert,  vp,  sales  and 
advertising.  Miles  Labs,  Elkhart, 
Ind.,  treasurer.  Other  new  officers: 
George  W.  Head,  advertising-sales 
promotion  manager  of  National  Cash 
Register  Co.,  Dayton,  Ohio,  vp 
representing  company  , members; 
Robert  E.  Kenyon  Jr.,  president  of 
Magazine  Publishers  Assn.,  N.Y., 
vp  representing  affiliated  associa- 
tions, and  William  Donovan,  adver- 
tising director  of  International  Cor- 
respondence Schools,  Scranton,  Pa., 
secretary.  New  directors:  Benton 


W.  S.  Dodge,  advertising-sales  pro- 
motion director,  Gulf  Oil  Co.,  Pitts- 
burgh; Arthur  Rippey,  managing 
director,  Rippey,  Henderson,  Buck- 
nam  & Co.,  Denver,  and  J.  Kenneth 
Laird,  president  of  Tatham-Laird, 
Chicago.  Directors  re-elected:  Leo 
Burnett,  chairman  of  Leo  Burnett 
Co.,  Chicago;  Worth  Kramer,  presi- 
dent of  WJR  Detroit;  Robert  E. 
Lusk,  president,  Benton  & Bowles, 
N.Y.;  Edwin  W.  Ebel,  vp.  General 
Foods  Corp.,  White  Plains,  N.Y.;- 
Robert  T.  Lund,  publisher,  Printers’ 
Ink,  N.Y.;  Arthur  H.  Motley,  presi- 
dent, Parade  Publications,  N.Y. 

Burton  E.  Hotvedt,  vp  of  Brady 
Co.,  Milwaukee,  elected  chairman  of 
Council  on  Advertising  Clubs,  con- 
stituent group  of  AFA.  Lee  Fondren, 
station  manager  and  sales  director  of 
KLZ  Denver,  re-elected  vice  chair- 


man, and  Clayton  Cosse  of  Dora- 
Clayton  Agency,  Atlanta,  elected 
vice  chairman.  Council  on  Women’s 
Advertising  Clubs  elected  Ruth 
Volckmann,  office  director  of 
Sawyer,  Ferguson,  Walker  Co., 
N.Y.,  chairman. 

Following  officers  were  named  in 
AFA  new  district  6,  covering  In- 
diana, Michigan  and  Illinois:  gover- 
nor W.  H.  Over,  Indianapolis  Times; 
lieutenant  governors  W.D.  Moore, 
director  of  advertising  and  sales  pro- 
motion, Chrysler  Corp.,  Detroit; 
Reid  G.  Chapman,  WANE-AM-TV 
Fort  Wayne,  Ind.;  Frank  Baker. 
Grant,  Schwenk  & Baker,  Chicago; 
secretary  Arthur  V.  Crary,  Advocate 
Publishing  Co.,  Terre  Haute,  Ind.; 
treasurer,  Katie  Fitzsimmons  Mc- 
Cann-Erickson,  Chicago.  AFA  dis- 
tricts now  number  10  altogether. 


Eugene  V.  Klein,  director  of  Na- 
tional Theatres  & Television  Inc.,  Bever- 
ly Hills,  Calif.,  elected  vp. 

Carl  M.  Watson,  manager  of  con- 
tunity  acceptance  at  NBC  since  1955, 
appointed  director  of  continuity  ac- 
ceptance. He  has  been  with  NBC  since 
1938  when  he  started  as  page. 

Robert  M.  Stough,  sales  manager  of 
WSBA-TV  York,  Pa.,  promoted  to  sta- 
tion manager  and  national  sales  man- 
ager. H.  David  Berlin,  account  execu- 
tive, appointed  local  and  regional  sales 

Joseph  R.  Cox, 

formerly  sales  account 
executive  for  WCBS 
New  York,  joins  ABC- 
TV  as  regional  man- 
ager. Previously,  he 
was  area  supervisor 
in  station  relations  de- 
partment of  Dumont 
TV. 

William  A.  Merrick,  manager  of 
KBMN  Bozeman,  appointed  assistant 
general  manager  of  KCAP  Helena  and 
KGVO  Missoula,  all  Montana. 

Jack  Arnold,  motion  picture  and  tv 
producer-director,  joins  CBS-TV  in 
similar  capacity  to  develop  new  net- 
work properties  and  handle  production 
assignments  on  network  film  series. 

William  M.  Humphreys,  formerly 
radio  account  executive  at  The  Katz 
Agency,  Detroit,  appointed  national 
sales  manager  of  WTCN  Minneapolis- 
St.  Paul. 

Howard  McAnulty,  formerly  with 
KGW  Portland,  to  KISN,  that  city,  as 


manager. 


Mr.  Cox 


regional  sales  manager.  Previously,  he 
was  with  KVAN  Vancouver,  Wash. 

Herbert  R.  Griffin,  news  director  of 
WWBZ  Vineland,  N.J..  promoted  to 
general  manager. 

W.  Robert  Trevitt,  formerly  sales 
manager  of  WINR-TV  Binghamton, 
N.Y.,  joins  WNBF-TV,  that  city,  as 
sales  manager.  Mr.  Trevitt  previously 
has  been  in  sales  at  WRUN  Utica,  N.Y., 
and  WKOK  Sunbury,  Pa.,  and  at  one 
time  was  co-publisher  of  Vestal  (N.Y.) 
News. 

William  J.  Fennessy,  CBS  budget 
manager,  elected  assistant  controller. 
Walter  P.  Rozett,  director  of  financial 
and  administrative  operations  for  CBS 
Radio,  named  assistant  treasurer  of 
CBS. 

Hal  Phillips,  formerly  general  man- 
ager of  WTVH  (TV)  Peoria,  111., 
appointed  program  director  of  KHJ-TV 
Los  Angeles. 

John  Hardy,  air  personality  with 
KSAN  San  Francisco,  named  program 
director. 


Robert  W.  Sarnoff,  chairman  of 
board  of  NBC,  elected  to  board  of 
trustees  of  Franklin  and  Marshall  Col- 
lege, Lancaster,  Pa. 

Jack  Mann,  ABC  Radio  account 
executive,  promoted  to  director  of  sales 
development  and  program  coordination. 
Prior  to  joining  ABC  in  1958,  he  was 
with  WRCA-TV  New  York  and  NBC 
and  CBS. 

Dick  Schofield,  formerly  sales  exec- 
utive at  KRKD  Los  Angeles,  joins 
KFOX  Long  Beach,  Calif.,  as  sales 
manager. 


Terry  Hughes,  H-R 

Representatives,  Chi- 
cago, named  manager 
of  new  Minneapolis 
office,  opening  July  1 . 

Mr.  Hughes,  10-year 
veteran  in  tv  and 
radio,  previously  did 
sales  work  for  Chi- 
cago Herald-American  Mr.  Hughes 

and  Capper  Publications. 


Donald  H.  McGannon,  president  of 
Westinghouse  Broadcasting  Co.,  named 
to  board  of  trustees  of  Ithaca  College. 


Dorothy  Abbott 

appointed  station 
manager  of  KNDI 
Waikiki,  Hawaii,  new 
all-girl  station.  She 
formerly  was  promo- 
tion director  for 
KANS  Kansas  City. 

Previously,  she  was 
assistant  manager  of  Miss  Abbott 
KONI  Phoenix,  Ariz.,  and  program 
director  of  WJXN  Jacksonville,  Fla. 


Virgil  Halligan,  formerly  account 
executive  at  KGLO-AM-TV  Mason 
City,  Iowa,  appointed  sales  manager  at 
KEYC-TV  Mankato,  Minn.  Other  ap- 
pointments-transfers  at  KEYC-TV:  Bob 
Cavanaugh,  announcer-m.c.  at  KGLO- 
TV,  named  program  director;  Donald 
C.  Borchert,  engineer  at  KGLO-AM- 
TV,  chief  engineer,  and  Robert  Ruen, 
staff  announcer  at  KGLO-TV,  produc- 
tion manager. 

John  Upham,  national  sales  manager 
for  KTNT  Tacoma,  Wash.,  promoted  to 
assistant  manager.  He  also  continues 
current  responsibilities. 
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Richard  B.  Stark  joins  sales  depart- 
ment of  NBC-TV.  He  formerly  was 
network  account  executive  with  Ziv 
TV  Programs  Inc.,  N.Y. 

John  J.  Howley,  formerly  account 
executive  with  Ziv-United  Artists,  joins 
KWTV  (TV)  Oklahoma  City  on  sales 
staff. 

Jeffrey  Carey,  research  analyst  in 
research  and  sales  development  depart- 
ment of  WPIX  New  York,  named  ac- 
count executive. 

Richard  H.  Favret  joins  sales  staff 
of  WKYT  (TV)  Lexington,  Ky. 

A.  Donovan  Faust, 

station  manager  of 
WJRT  (TV)  Flint, 
Mich.,  promoted  to 
general  manager  with 
responsibilities  of  all 
tv  operations.  He  will 
report  to  Worth  Kra- 
mer, station  president. 

Mr.  Faust  Prior  to  joining  WJRT 
(TV),  Mr.  Faust  was  an  executive 
at  WBKB  Chicago. 

Joseph  S.  Sinclair,  director  on  tv 
board  of  NAB  and  president  of  Outlet 
Co.,  Providence,  R.I.,  elected  president 
of  Rhode  Island  Broadcasters  Assn. 
Other  officers:  James  E.  McEneney, 
WHIM  Providence,  vp;  John  F.  Cro- 
han,  WICE  Providence,  secretary,  and 
Joseph  P.  Dougherty,  WPRO-TV 
Providence,  treasurer. 

Frank  Knorr  Jr.,  general  manager 
of  WALT  Tampa,  Fla.,  and  owner- 
manager  of  WPKM  (FM),  that  city, 
appointed  director  of  operations  of 
WSAI-AM-FM  Cincinnati.  He  will  be 
responsible  for  setting  up  WSAI-FM  as 
separate  18  hour  per  day  operation. 

Robert  E.  Metclafe  joins  WRDW- 
TV  Augusta,  Ga.,  as  managing  direc- 
tor. He  formerly  held  similar  position 
with  WPAR  Parkersburg,  W.Va. 

John  H.  Rawitser,  formerly  account 
executive  of  WOOD  Grand  Rapids, 
Mich.,  appointed  assistant  sales  man- 
ager of  KRAK  Stockton-Sacramento, 
Calif. 

David  Grimm  and  Herb  Granath 

join  ABC  Radio  as  account  executives. 
Mr.  Grimm  had  been  with  Edward 
Petry  Co.  and  Mr.  Granath  with  The 
Meeker  Co.,  both  station  reps. 

Robert  Aissa,  account  executive  at 
Venard,  Rintoul  & McConnell,  N.Y., 
joins  Weed  Radio,  that  city,  in  similar 
capacity. 

Harry  D.  Jacobs  Jr.,  NBC  Spot 
Sales,  Chicago,  joins  AM  Radio  Sales, 
that  city,  as  account  executive. 

Henry  J.  Coleman,  promoted  from 
master  control  room  supervisor  to  engi- 
neer in  charge  of  operations  at  WBKB 
(TV)  Chicago. 


Charles  (Chuck)  Bill,  formerly  farm 
director  and  air  personality  at  WBKB 
(TV)  Chicago,  appointed  farm  director 
at  WLS,  that  city,  succeeding  Bill  Ma- 
son, named  to  similar  capacity  at 
WBBM  Chicago. 

Doug  Davenport,  WISN-TV  Mil- 
waukee, elected  president  of  United 
Press  International  Broadcasters  of  Wis- 
consin, succeeding  Gene  Berhnardt, 
WEMP  Milwaukee. 

Tys  Terwey,  news  director  of  WMPS 
Memphis,  Tenn.,  elected  president  of 
United  Press  International  Broadcas- 
ters Assn,  of  Tennessee. 

Duane  Bock,  on  news  staff  of  KHQ 
Spokane,  Wash.,  promoted  to  news  di- 
rector, succeeding  Pat  Cullen  who  re- 
signed to  accept  position  out  of  in- 
dustry. 

Ellen  Wadley,  producer,  CBS  News, 
elected  president  of  Washington  chap- 
ter of  American  Women  in  Radio  and 
Television. 

Vince  Williams  joins  KTTV  (TV) 
Los  Angeles  as  newscaster. 

John  Nelson  and  John  lannarella 

joins  WHYY-TV  Philadelphia  as 
maintenance  engineer  and  tv  projec- 
tionist, respectively. 

Conrad  W.  Mikorenda,  commercial 
writer,  joins  WBIC  Bayshore,  Long 
Island,  N.Y.,  as  continuity  director. 

William  Mavrides,  formerly  direc- 
tor of  tv  at  Fisk  U.,  Nashville,  Tenn., 
to  U.  of  Akron,  Ohio,  as  tv  coordinator. 

Bill  Larson  joins  KETV  (TV) 
Omaha,  Neb.,  as  announcer.  He  for- 
merly held  similar  position  at  KRDO- 
AM-TV  Colorado  Springs. 

Ken  Ga  ugh  ran  joins  WACE  Chico- 
pee, Mass.,  as  air  personality. 

Stan  Brown  and  Hap  Smith,  air 

personalities  at  KECK  Odessa,  Tex., 
resign. 

Lou  Swanson,  formerly  of  KNOE 
Monroe,  La.,  to  WING  Dayton,  Ohio, 
as  air  personality. 


Ned  Clarke,  formerly  air  personality 
with  WANN  Annapolis,  Md.,  to 
WCBM  Baltimore  in  similar  capacity. 

Jack  Pyle  joins  WAPZ  Pottstown. 
Pa.,  as  air  personality. 

John  Callahan  joins  WPTR  Albany, 
N.Y.,  as  news  editor. 

Harv  Morgan  appointed  program- 
production  manager  of  WQTE  Detroit- 
Monroe,  Mich.  Tom  Clay  joins  WQTE 
as  air  personality. 

Programming 

Sherlee  Barish,  in 

sales  department  of 
Official  Films,  N.Y., 
appointed  vp.  Miss 
Barish,  who  assisted 
in  development  of 
company’s  5-minute 
formats,  will  take  on 
responsibilities  in  se- 
lecting, obtaining  new 
properties,  as  well  as  sales  development 
and  special  sales  projects. 

William  H.  Fineschriber  Jr.,  execu- 
tive on  tv  activities  of  Motion  Picture 
Export  Assn,  of  America,  elected  vp. 
He  will  work  with  tv  export  committee. 

James  Packer,  Ziv-UA  spot  sales 
manager,  eastern  division  becomes  sales 
manager,  northeastern  division.  Jerry 
Kirby,  formerly  northeast  manager, 
named  to  regional  sales  division  of 
national  sales  department. 

Norman  Felton,  director  of  pro- 
grams for  CBS-TV,  West  Coast,  ap- 
pointed director  of  programs  for  MGM- 
TV.  He  formerly  was  producer  of 
Robert  Montgomery  Presents  on  NBC- 
TV. 

Fred  Raphael  and  Robert  C. 
Winkler  elected  vps  of  client  services 
and  post-production  and  related  serv- 
ices respectively,  at  Filmways  Inc.,  N.Y. 
Mr.  Raphael  had  been  on  sales  staff  and 
Mr.  Winkler  in  charge  of  editing. 

Frederick  De  Cordova  signs  to  pro- 
duce and  direct  CBS-TV’s  The  Jack 
Benny  Program  for  1960-61  season. 


United  Press  International  news  produces! 


Miss  Barish 
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Mr.  Cordova  produced  The  George 
Gobel  Show  last  season. 

Hy  Averback  joins  Four  Star  TV 
as  producer-director  of  new  Tom  Ewell 
Show,  slated  for  release  this  fall.  He 
previously  directed  The  Real  McCoys 
and  Hennessy. 

Lewis  Rackmil,  Ziv-UA  producer, 
appointed  administrator  of  west  coast 
operations.  Robert  Knoechel,  west 
coast  comptroller,  Joseph  Wonder, 
formerly  production  manager,  pro- 
moted to  executive  production  super- 
visor. 

Equipment  & Eng’ring 

Samuel  E.  Ewing,  general  attorney, 
manufacturing  and  service  divisions  of 
RCA,  appointed  staff  vp. 

Dr.  Walter  R.  G.  Baker,  president 
of  Syracuse  U.  Research  Corp.  and 
formerly  electronics  vp  at  General 
Electric  Co.,  Syracuse,  N.Y.,  awarded 
honorary  Doctor  of  Engineering  de- 
gree at  Carnegie  Institute  of  Tech- 
nology. 

Daniel  J.  Horan  appointed  regional 
sales  manager  of  Kelvin  Sales  Co., 
N.Y.  Firm  handles  precision  wire- 
wound  resistors,  resistive  networks  and 
related  components. 

Dr.  Pei  Wang  appointed  engineering 
manager  in  charge  of  device  services 


for  Semiconductor  Div.  of  Sylvania 
Electric  Products  Inc.,  Woburn,  Mass. 

Albert  M.  Uremovich  joins  Traid 
Corp.  (photograph  instrumentation 
system),  Encino,  Calif.,  as  eastern  field 
staff  representative. 

James  T.  Turnbill  joins  Zenith  Sales 
Corp.,  Chicago,  111.,  as  district  sales 
representative  for  Buffalo,  Cleveland, 
Columbus,  Pittsburgh,  and  Philadel- 
phia. 

Carl  Dorwaldt,  formerly  sales  pro- 
duct manager  for  RF  Components  at 
Amphenol-Borg  Electronics,  appointed 
head  of  newly-established  sales  engi- 
neering department  at  Rauland-Borg 
Corp.,  designed  to  simplify  and  stimu- 
late sale  of  custom  engineered  sound 
systems. 

Government 

Julian  H.  Singman,  assistant  coun- 
sel of  House  Antitrust  Subcommittee, 
appointed  co-counsel,  succeeding  Ken- 
neth R.  Harkins,  who  has  joined  Strom- 
berg-Carlson  Div.  of  General  Dynamics 
as  chief  legislative  aide  to  vp-general 
counsel. 

T.  Harold  Scott,  one  time  (1956-58) 
chief  of  Tv-Radio  Monitoring  Unit  at 
Federal  Trade  Commission  and  pres- 
ently attorney  in  FTC’s  Bureau  of 
Consultation,  reported  favorably  by 
Senate  Committee  on  Interior  and  Insu- 


lar Affairs  to  be  associate  commission- 
er, Indian  Claims  Commission. 

International 

R.E.  Misener  named  manager  of 
CFCF-TV  Montreal,  Que.,  new  ch.  12 
station.  Vin  Dittmer  appointed  busi- 
ness manager.  Bud  Hayward,  program 
manager,  Jim  Boyd,  operations  man- 
ager, C.  Creighton  Douglas,  chief 
engineer,  and  P.A.  Tweedie,  promo- 
tion manager. 

George  Davies,  assistant  manager 
of  CKGM  Montreal,  promoted  to  man- 
ager. 

Leo  Remillard  named  director  of 
CBWFT  (TV)  Winnipeg,  Man.,  ch.  6 
French-language  station. 

Jerry  Johnson,  commercial  man- 
ager of  CKBI-TV  Prince  Albert,  Sask., 
named  general  sales  manager  of  CJ AY- 
TV  Winnipeg,  Man. 

Norman  Botterill,  CJLH-TV  Leth- 
bridge, Alta.,  elected  president  of 
Western  Assn,  of  Broadcasters,  suc- 
ceeding Blair  Nelson,  CFQC-TV  Saska- 
toon, Sask. 

Deaths 

James  Leonard,  50,  vp  of  Crosby 
Broadcasting  Corp.  and  general  man- 
ager of  WLWC  Columbus,  Ohio,  died 
of  leukemia  June  11.  He  was  instru- 
mental in  founding  of  WLWC  in  1949. 
He  was  named  vp  in  1952.  Previously, 
he  was  program  director  of  WSAI 
Cincinnati. 

John  F.  Reeder, 

57,  senior  vp  at  Ben- 
ton & Bowles,  N.Y., 
died  June  15  follow- 
ing short  illness.  Mr. 

Reeder,  who  had  been 
with  B&B  since  1952, 
started  his  advertising 
career  in  1925  with 
Campbell-Ewald,  De- 
troit. Later  he  became  advertising  di- 
rector of  Cadillac  Motor  Car  Co.,  vp 
of  Young  & Rubicam,  both  in  Detroit 
and  N.Y.,  vp,  C.J.  LaRoche,  Los 
Angeles,  as  well  as  vp  and  chairman  of 
plans  board,  William  H.  Weintraub, 
Adv.,  N.Y. 

William  F.  Conhurst,  67,  formerly 
news  director  of  WCAO  Baltimore  un- 
til retirement  in  1957,  died  June  8. 

Angus  D.  Pfaff,  52,  owner-president  of 
WNMP  Evanston,  111.,  died  of  cancer 
June  11.  He  also  owned  WGEZ  Beloit, 
Wis.,  which  has  been  sold  to  Howard 
Miller  Enterprises  & Consultants  Inc., 
subject  to  FCC  approval,  and  held 
50%  stock  in  Northwestern  Tv  Broad- 
casting Corp. 


HAMILTON-LMDIS  & ASSOCIATES,  Inc. 

BROKERS  • RADIO  AND  TELEVISION  STATIONS  • NEWSPAPERS 


SOUTHERN  NEGRO  STATION 


This  station  is  grossing  $6,000  per  month,  half  of 
it  national  and  is  now  in  the  black.  The  down  pay- 
ment would  be  $38,000  with  liberal  terms  on  the 
balance.  Or  75%  can  be  purchased  and  the  present 
manager  would  stay  in  with  25%. 


FLORIDA  FULLTIMER 


Excellent  property — absentee  ownership.  Gross  po- 
tential $170,000.00  easily.  29%  down  five  years  on 
balance. 


CALIFORNIA  METRO  MARKET 


Full  time,  high  power.  Owner  very  realistic  concern- 
ing terms — a real  opportunity. 


EASTERN  COASTAL  STATE 


Highly  profitable  Muzak  Distribution  covering  den- 
sely populated  near  New  York  City  business  area. 
Low  overhead — with  steady  staff.  Potential  fasci- 
nating. Netting  56%  of  gross.  Ask  for  interesting  de- 
tails. Price  negotiable. 


WASHINGTON,  D.C. 

Roy  V.  Hamilton 
John  D.  Stebbins 
1737  DeSales  St.  N.W. 
Executive  3-3456 

NATIONWIDE 


CHICAGO 
Richard  A.  Shaheen 
1714  Tribune  Tower 
DEIaware  7-2754 

• NEGOTIATIONS 


DALLAS 

DeWitt  'Judge'  Landis 
1511  Bryan  Street 


$110,000.00 


$230,000.00 


SAN  FRANCISCO 

John  F.  Hardesty 
1 1 1 Sutter  Street 
EXbrook  2-5671 


Riverside  8-1175 
• FINANCING  • APPRAISALS 


Mr.  Reeder 
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FANFARE 


Step-by-step  report 

Dr.  Barbara  Moore,  famed  British 
transcontinental  hiker,  walked  into  Kan- 
sas City,  Mo.,  created  a traffic  jam 
and  triggered  KMBC,  there,  into  a 
highly  successful  promotion  that  drew 
area-wide  plaudits. 

Here’s  what  happened:  On  May  24, 
officials  at  KMBC  learned  that  Dr. 
Moore  was  headed  eastward  across 
Kansas  toward  Kansas  City  (located  on 
the  Kansas-Missouri  border)  and  con- 
cocted a contest  to  forecast  the  time  of 
Dr.  Moore’s  arrival  at  the  state  line 
with  a “week  for  two  in  London”  as 
the  bait. 

With  the  cooperation  of  KRSL  Rus- 
sell and  KSAL  Salina,  both  Kansas,  and 
the  UPI  news  service,  all  of  whom  kept 
KMBC  informed  of  Dr.  Moore’s  where- 
abouts via  telephone  contacts  and  news 
bulletins,  the  station  was  able  to  greet 
her  in  Lawrence,  Kans.,  and  escort  her 
to  Kansas  City  with  disc  jockey  Torey 
Southwick  conducting  a step-by-step 
interview. 

Dr.  Moore,  reportedly  the  only 
pedestrian  ever  granted  the  privilege  of 
walking  on  the  Kansas  turnpike,  was 
cheered  by  throngs  of  people  as  car  ra- 
dios heralded  her  arrival.  She  reached 
the  state  line  at  3:41  p.m.  to  the  glee 
of  Nadine  Williams,  a Kansas  City 


school  teacher,  who  won  the  trip  to 
London. 

The  387-mile  safari  from  Oakley, 
Kans.,  to  Kansas  City  was  covered  in- 
termittently by  KFRM  Concordia,  twin 
transmitter  of  KMBC. 

Dr.  Moore,  a vegetarian,  said  her 
Kansas  City  (“where  the  steak  is  born”) 
welcome  was  the  biggest  since  she  left 
San  Francisco.  To  enable  Dr.  Moore 
to  have  the  latest  weather  information 
on  the  balance  of  her  trip  across  the 
U.S.,  KMBC  presented  her  with  a 
compact  transistor  radio. 

Frogs  jump  for  'Mark  Twain' 

Take  a medium-sized  frog  from  a 
cool,  dark,  damp  box,  and  by  follow- 
ing other  special  instructions,  you  may 
have  a winner  in  the  local  frog  jump- 
ing contest. 

United  Artists  Associated  Inc.,  New 
York,  is  offering  the  frog  jumping  con- 
test rules  to  stations  planning  promo- 
tional efforts  in  behalf  of  the  Warner 
Bros,  movie,  “The  Adventures  of  Mark 
Twain,”  currently  distributed  by  UAA 
as  a local  tv  special  to  salute  this  year’s 
50th  anniversary  of  Mark  Twain’s 
death.  All  stations  have  been  advised 
to  capitalize  on  the  film’s  amusing  frog 
jumping  contest  scene. 

Reminding  that  “the  official  world’s 


WDIA  pitches  in  for  Little  League 


“Better  a broken  bat  than  a broken 
boy.” 

This  is  the  motto  maintained  by 
WDIA  Memphis,  Tenn.,  as,  for  the 
sixth  straight  year,  the  station  sponsors 
some  2,000  boys  in  Little  League  base- 
ball. 

Providing  uniforms,  bats  and  balls 
for  the  2,000  youngsters  has  proved 
“more  than  worth  it”  according  to 
WDIA  manager  Bert  Ferguson.  Ap- 
proached in  1955  to  support  a single 
team,  the  station  started  a league  of  a 
dozen  teams  at  a time  when  baseball 
for  Negro  youth  in  Memphis  was  main- 
ly stickball  in  the  streets.  Each  year 
since  then,  the  league  has  expanded 
until  it  now  embraces  more  than  100 
teams  in  Memphis  and  nearby  towns. 

WDIA,  a pioneer  in  Negro  broad- 
casting, reports  that  the  league  is  still 
too  young  to  have  produced  a new 
Willie  Mays  or  Jackie  Robinson,  but  a 
number  of  young  players  have  moved 
into  sharp  high  school  competition  and 
a few  teenage  comers  are  being  scouted 
by  major  league  observers. 

‘Nicest  Suit’  ■ The  “motto”  for  the 
WDIA  league  stems  from  the  fact  that 
some  800  bats  are  broken  by  the  Little 


Leaguers  each  year.  But  the  bats  pro- 
vide an  outlet  which  keeps  the  boys 
from  delinquency  and,  as  stated  by 
broadcaster  Frank  Armstrong,  “.  . . 
their  WDAI  uniform  is  the  nicest  suit 
of  clothes  a lot  of  these  boys  own.” 

Station  personnel  itself  cannot  handle 
all  2,000  ball  players.  Managers  for 
WDIA  teams  are  recruited  from  the 
ranks  of  church  deacons,  government 
workers,  truck  drivers,  teachers,  and 
others.  Some  managers  pilot  more  than 
one  team. 

At  the  end  of  each  season,  the  sta- 
tion makes  team  awards  and  sponsors 
an  “all-star”  game  in  September.  This 
year,  WDIA  will  give  thought  to  bring- 
ing a “little  world  series”  to  Memphis 
players  and  fans. 

In  addition  to  Little  League  activities, 
the  station  is  involved  in  a number  of 
other  goodwill  projects.  It  makes  awards 
to  outstanding  prep  football  players.  Its 
$40,000  contribution  made  it  possible 
for  Memphis  to  have  a new  Negro 
orphanage.  WDIA  buses  transport  crip- 
pled children  to  school.  Two  charity 
shows  a year  supply  scholarships  to 
deserving  youngsters,  make  loans  to 
young  farmers  and  aid  countless  others. 


JUST  AROUND 
THE  CORNER 


(could  be  YOUR  corner!) 


EMPLOYERS 

REINSURANCE 

CORPORATION 

21  WEST  TENTH  STREET 
KANSAS  CITY,  MOT 

Ne«  York  Chicago  . San  Fre-pcisco, 

l!07  Wl’ftiara  !75  W.  100  Su»h.  . 

St  Jackson  St. 


At  Political 
Conventions... 


The  Man  On  The 
usi  f Spot  To  Get  News 


A HAZARD  THAT 

NEVER  SLEEPS— 

the  accusation  of 

LIBEL-SLANDER  “ 

PIRACY-PLAGIARISM 
INVASION  OF  PRIVACY 
COPYRIGHT  VIOLATION 

Directed  at  Station,  Staff, 
Speaker,  Talent,  Sponsor 

You  can't  recapture  the  WORDS 
but  you  CAN  INSURE 
and  hold  possible  Dollar  Loss 
within  non-embarrassing  limits. 
Learn  about  our  UNIQUE 
EXCESS  POLICY 
which  does  the  job 
at  surprisingly  low  cost. 

FOR  DETAILS  AND  RATES 
WRITE 


M-9 

battery 

operated, 

portable 

magnetic 

tape 

recorder. 


Cables  Address: 


921  N.  Highland  Ave. 


you  go,  Minitape 
its  own  power 
and  precision  recording  unit 
in  one  compact  aluminum 
case.  Top  network  quality 
comparable  to  finest  AC 
units  even  under  “impossi- 
ble” field  conditions.  Used 
by  over  1,000  radio  sta- 
tions- Write  for  information. 


STANH0FF 

HI 

Hollywood  38,  Calif. 
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frog  jumping  record  is  15  feet  10  inch- 
es,” UAA  may  be  responsible  for  bet- 
tering that  with  such  tips  on  the  care 
and  feeding  of  frog  contestants  as: 
train  them  to  make  consecutive  jumps 
in  a straight  line;  let  them  jump  away 
from  the  sun  and  towards  water;  give 
them  only  live  food;  medium  sized 
frogs  are  better  jumpers  than  big,  heavy 
frogs,  and  no  artificial  devices  are  per- 
mitted in  urging  frogs  to  jump  but 
vocal  encouragement  is  permitted. 

Parking  lot  for  babies 

Maine  baby-sitters  have  some  well- 
organized  competition  beginning  to- 
day (June  20).  WGAN-AM-TV  Port- 
land is  starting  a free  day-nursery  at 
at  its  downtown  sidewalk  studio  fa- 
cility. 

During  the  summer  months,  moth- 
ers can  park  their  youngsters  while 
they  go  shopping,  in  a nursery  com- 
plete with  toys  and  one  attendant  for 
every  10  children.  The  service  will  be 
free  for  the  first  hour,  but  there  will 
be  a slight  fee  for  longer  periods  of 
time,  “to  discourage  all-day  parking 
that  might  crowd  the  facilities.” 

The  baby  sitting  service  is  part  of  a 
campaign  to  promote  shopping  in  the 
downtown  business  area. 


Those  RAB  speakers 

Always  ready  to  get  up  and  talk 
about  radio,  executives  at  Radio  Adver- 
tising Bureau,  New  York,  plan  to  in- 
crease their  free  service  of  supplying 
speakers  to  any  interested  organization. 
In  a special  bulletin  to  the  nation’s  lead- 
ing corporations  and  trade  groups,  RAB 
said:  “Tell  us  when  and  where  you  are 
going  to  have  the  meeting,  what  its  pur- 
pose is,  what  subjects  you  would  like 
RAB  to  talk  about  and  nine  out  of  10 
times  we’ll  be  able  to  provide  exactly 
what  you  request.”  Last  year,  RAB 
speakers  appeared  before  more  than  60 
organizations. 

Educational  tv  bargains 

KQED  (TV)  San  Francisco  has  just 
completed  a $47,000  five-day  auction. 
The  proceeds  will  be  used  to  defray 
12%  of  the  non-commercial  station’s 
operating  costs. 

Merchandise,  donated  by  Bay  area 
merchants,  ranged  from  bikes  to  sports 
cars,  barbecues  to  exotic  trips.  The 
station  reported  that  “1,000  volunteers” 
worked  “day  and  night  at  KQED  from 
amateur  auctioneers  to  bid  takers,  tele- 
phone operators  and  merchandise 
processors.” 

Bidding  by  phone,  some  viewers 
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'Forced'  tour  ■ Curb-side  dentistry 
is  being  practiced  on  Russ  White, 
KIMA  Yakima,  Wash.,  air  per- 
sonality (r)  who  broke  a molar  on 
his  40-day  tour  in  a sealed-in  car. 
Russ  voluntarily  entered  his  mobile 


prison  to  tour  the  Northwest  publi- 
cizing the  Yakima  Diamond  Jubilee. 
At  last  report  deejay  White  is  doing 
fine  while  driving,  eating,  sleeping. 
He  won’t  leave  the  car  until  he  ap- 
pears in  the  jubilee  parade. 


EQUIPPING  A RADIO  STATION 


A favorite  is  back ! 
-in  the  improved  BK-11A 

VELOCITY 

MICROPHONE 


only 


$12500 


All  the  advantages  of  the 
famous  44BX  and  Junior 
Velocity  Microphones  are 
here  combined  with  the  lat- 
est developments  in  ribbon 
microphone  design  for  full 
fidelity  performance.  Wide- 
range  frequency  response 
makes  it  ideal  for  music 
pickup.  Bidirectional  figure- 
eight  pattern  permits  plac- 
ing of  performers  on  both 
sides  of  the  microphone. 

Order  your  BK-11A  now! 
Write  to  RCA,  Dept.  HC-22, 
Building  15-1  Camden,  N.  J. 
Whatever  your  broadcast 
equipment  needs,  see  RCA 
FIRST! 

RADIO  CORPORATION 
of  AMERICA 
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was  sold  for  $1,600,  an  Atlas  furnace 
for  $570,  and  a diamond  ring  for  $600. 
A lady  who  won  the  Triumph,  fared 
slightly  worse  in  bidding  for  and  win- 
ning a color  tv  set  for  $700. 

The  remaining  funds  KQED  needs 
to  operate  are  raised  through  member- 
ships of  $10  or  more  per  year,  founda- 
tion grants  and  corporate  gifts. 

Radio’s  football  fans 

Football  sponsorship  rates  as  a prime 
method  for  reaching  the  male  audience, 
Radio  Advertising  Bureau  stated  in  a 
study  just  released.  The  survey,  con- 
ducted during  the  1959  football  season, 
showed  that  73%  of  the  adult  males 
questioned  listened  to  the  sport  on  ra- 
dio. There  was  a high  incidence  of  ra- 
dio football  listneing  among  males  be- 
tween 18  and  34.  More  than  eight  out 
of  10  men  in  this  age  group  reported 
listening  to  the  play-by-play. 

■ Drumbeats 

Tree  lease  ■ A Florida  orange  tree  now 
belongs  to  a resident  of  Upper  Darby, 
Pa.  Mrs.  Helen  A.  Hoolahan  received 


a lease  to  the  tree  from  WPEN  Phila- 
delphia. It  entitles  her  to  the  juice  of 
the  fruit  of  the  tree  for  one  full  year. 
Mrs.  Hoolahan  received  her  ownership 
rights  in  the  tree  when  she  won  the 
“WPEN  Snowcrop  Orange  Tree”  con- 
test. 

Teacher  awards  ■ KIMN  Denver  has 
initiated  a public  service  award — 
“Teacher  of  the  Year.”  The  recogni- 
tion includes  $1,000  in  cash  to  the  pub- 
lic school  teacher  selected  by  a PTA 
board.  Writer  of  the  nominating  letter 
which  is  selected  as  the  annual  winner 
will  get  a $500  savings  bond.  A simi- 
lar project  was  undertaken  at  WMCT 
(TV)  Memphis,  Tenn.,  where  the  re- 
gional Pepsi-Cola  bottlers  ‘sponsored  a 
“Best  Teacher”  contest.  The  student 
submitting  the  winning  entry  received 
a registered  German  Shepherd  puppy. 

Long  haul  ■ An  18-hour  telethon  by 
WFGA-TV  Jacksonville,  Fla.,  produced 
over  $76,000  for  the  Cerebral  Palsy 
United  Fund  last  month.  Originating 
in  a downtown  Jacksonville  hotel,  the 
station  was  able  to  round  up  a number 
of  prominent  stars  to  aid  in  the  fund 
drive:  Darin  (Riverboat)  McGavin,  the 


Press  critique 

CBS’  WBBM-TV  launched  an 
alternate-week  review  of  the  press 
June  1 1 , with  Carter  Davidson, 
newly-appointed  foreign  news 
editor  as  moderator.  The  critique, 
WBBM-TV  Views  the  Press, 
touched  initially  on  Chicago’s 
four  dailies,  lauding  them  for 
some  examples  of  commendable 
newspaper  journalism  and  criticiz- 
ing them  on  others — viz.,  head- 
line treatment  of  the  Bomarc 
missile  that  caught  fire  in  New 
Jersey  (radiation  hazards)  and 
handling  of  the  Carole  Tregoff- 
Bernard  Finch  and  Caryl  Chess- 
man crime  cases.  Charged  Mr. 
Davidson:  “frivolous  use  of  valu- 
able front-page  space.”  The  con- 
clusion: the  press  should  use  the 
mutual  freedom  of  all  media 
“well.”  The  program  is  televised 
every  other  Sunday. 


Ink  Spots,  singers  Ken  Carson  and 
Jeanne  Thomas,  and  Peter  Breck  of 
Black  Saddle. 


FOR  THE  RECORD 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

June  9 through  June  15.  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  & standards  changes  and 
routine  roundup. 


Abbreviations: 

DA — directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
— very  high  frequency,  uhf — ultra  high  fre- 
quency. ant. — antenna,  aur. — aural,  vis. — 
visual,  kw — kilowatts,  w — watts,  me — mega- 
cycles. D — day.  N — night.  LS — local  sunset, 
mod. — modification,  trans. — transmitter,  uni. 
—unlimited  hours,  kc— kilocycles.  SCA— 
subsidiary  communications  authorisation. 
SSA— special  service  authorization. — STA— 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann.  Announced. 

New  Tv  Station 

APPLICATION 

Popular  Bluff,  Mo. — Turner-Farrar  Assn., 
uhf  ch.  15  (476-482  me);  ERP  11  kw  vis.,  11 
kw  aur.;  ant.  height  above  average  terrain 
620  ft.,  above  ground  555.4  ft.  Estimated 
construction  cost  $42,000.  first  year  operating 
cost  $25,000  revenue  $12,000.  P.O.  address 
21  \'2  West  Poplar  St.,  Harrisburg,  111.  Stu- 
dio location  Poplar  Bluff,  Mo.  Trans,  loca- 
tion Poplar  Bluff,  Mo.  Geographic  coordi- 
nates 36°  46'  38"  N.  Lat.,  90°  27'  42"  W.  Long. 
Trans.  RCA  TTU-12A.  ant.  TFU-24DL. 
Legal  counsel  McKenna  & Wilkinson,  Wash- 
ington, D.C.  Consulting  engineer  Silliman, 
Moffat  & Rohrer,  Washington,  D.C.  Prin- 
cipals include  O.L.  Turner,  Charles  O.  Far- 
rar, 25%  each,  Ethel  M.  Turner,  45%,  and 
Harry  R.  Horning,  5%.  Turner-Farrar  Assn, 
is  licensee  of  WSIL-TV  Harrisburg,  111.  Ann. 
June  10. 

Existing  Tv  Stations 

ACTIONS  BY  FCC 

KBFL  (TV)  Bakersfield,  Calif.— Designated 
for  hearing  application  for  extension  of 
time  to  complete  construction;  denied  re- 
quest by  Bakersfield  Bcstg.  Co.  (KBAK-TV, 


ch.  29)  Bakersfield,  to  be  made  party  to 
proceeding.  Ann.  June  15. 

WSVA-TV  Harrisonburg,  Va. — Denied  re- 
quest for  waiver  of  sec.  3.652(a)  of  rules  to 
identify  itself  as  Harrisonburg-Staunton- 
Waynesboro  station.  Ann.  June  15. 

WJPB-TV  Weston,  W.Va. — Waived  sec. 
3.613(a)  of  rules  and  granted  application  for 
mod.  of  cp  to  install  new  trans.,  move 
studio  to  3 miles  northeast  of  Weston,  and 
make  other  minor  changes.  Ann.  June  15. 

New  Am  Station 

ACTION  BY  FCC 

Portsmouth,  N.H. — Seacoast  Bcstg.  Corp., 


granted  1380  kc,  1 kw  uni.  P.O.  address  70 
Court  St.,  Portsmouth.  Estimated  construc- 
tion cost  $32,944,  first  year  operating  cost 
$60,000  revenue  $65,000.  Applicant  has  12 
stockholders  none  of  whom  owns  over 
9%.  Ann.  June  15. 


Existing  Am  Stations 

ACTIONS  BY  FCC 

KHMO  Hannibal,  Mo. — Designated  for 
hearing  application  for  renewal  of  license; 
involves  preparation,  keeping  and  reporting 
of  tran.  logs.  Ann.  June  15. 

WKBK  Keene,  N.H.— By  letter,  denied  re- 
quest for  reconsideration  of  oral  argument 
on  commission  action  of  Feb.  3 dismissing 
application  to  change  frequency  from  1220 
to  1010  kc.  Ann.  June  15. 

APPLICATIONS 

WQDY  Calais,  Me. — Cp  to  increase  day- 
time power  from  250  w to  1 kw  and  install 
new  trans.  (1230  kc).  Ann.  June  10. 


; ----- - •- 
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PROMINENT 

BROADCASTERS 

Choose 


John  C.  Cohan 
General  Manager 


K S B W -o,o 


SALINAS,  CALIF. 


Bill  Hargan,  Director 
of  Technical  Operations 


And  here  are  their  reasons: 

* Stainless  EXPERIENCE  in  design 
and  fabrication  of  towers 

* RELIABILITY  of  Stainless  installa- 
tions 

* LOW  MAINTENANCE  COSTS  of 
Stainless  towers 


Ask  today  for  free 
literature  and  in- 
formation. 


C*.  • l 

1 • 

ota  ml 

less,  inc. 

NORTH  WALES 

• PENNSYLVANIA 

KANA  Anaconda,  Mont. — Mod.  of  license 
to  change  hours  of  operation  from  uni.  to 
specified  hours:  7:00  a.m. — 6:05  p.m. — Mon. 
thru  Sun.  (1230  kc).  Ann.  June  8. 

KCOW  Alliance,  Neb. — Cp  to  increase 
daytime  power  from  250  w to  1 kw  and  in- 
stall new  trans.  (1400  kc).  Ann.  June  8. 

HASH  Eugene,  Ore. — Cp  to  increase  day- 
time power  from  1 kw  to  5 kw  and  install 
new  trans.  (1600  kc).  Ann.  June  14. 

WDXE  Lawrenceburg,  Tenn. — Cp  to  in- 
crease power  from  1 kw  to  5 kw,  install 
DA-D  and  new  trans.,  make  changes  in 
ground  system  and  delete  remote  control 
operation  of  trans.  (1370  kc).  Ann.  June  10. 

WCEF  Parkersburg,  W.Va— Cp  to  in- 
crease daytime  power  from  1 kw  to  5 kw 
and  install  new  trans.  (1050  kc)  Ann.  June  9. 

CALL  LETTERS  ASSIGNED 

WYAM  Bessemer,  Ala. — Trans-America 
Bcstg.  Corp.  Changed  from  WEZB. 

W.EBZ  Birmingham,  Ala.— WEDR  Inc. 
Changed  from  WEDR. 

KMBO  Tucson,  Ariz. — Grabet  Inc.  Radio 
Enterprises. 

KFAX  San  Francisco,  Calif. — Argonaut 
Bcstg.  Co.  Changed  from  KJBS. 

KLIV  San  Jose,  Calif. — Cal-Radio  Inc. 
Changed  from  KSJO. 

WORT  New  Smyrna  Beach,  Fla. — Radio 
New  Smyrna  Inc. 

WSAF  Sarasota,  Fla. — Radio  Sarasota  Co. 

WGHC  Clayton,  Ga. — Blue  Ridge  Bcstg. 
Co. 


WRIX  Griffin,  Ga.— Mrs.  Gladys  McCom- 
mon  Johnson. 

WCTW  New  Castle,  Ind. — Courier-Times 
Inc. 

WIRV  Irvine,  Ky. — Irvenna  Bcstg.  Co. 

WCCW  Traverse  City,  Mich.— D.  C.  Sum- 
merford. 

WNBC  New  York,  N.Y.— National  Bcstg. 
Co.  Changed  from  WRCA. 

WBMT  Black  Mountain,  N.C. — Mountain 
View  Bcstg.  Co. 

WBAG  Burlington,  N.C. — Burlington- 
Graham  Bcstg.  Co.  Changed  from  WFNS. 

WONT  Delaware,  Ohio — Somerset  Bcstg. 
Co.  Changed  from  WDLE. 

KRDP  Reedsport,  Ore.— Oregon  Coast 
Bcstrs. 

WLKW  Providence,  R.I.— Radio  Rhode 
Island  Inc. 

WJCW  Johnson  City,  Tenn.— Tri-Cities 
Bcstg.  Inc.  Changed  from  WJHL. 

KIZZ  El  Paso,  Tex. — Coronado  Bcstrs. 
Changed  from  KOYE. 

KZZN  Littlefield,  Tex.— Maples-McAlister 
Bcstg.  Co.  Changed  from  KUCO. 

KBRA  Navasota,  Tex.— Whitten  Bcstg.  Co. 

KONI  Spanish  Fork,  Utah — Pioneer  Bcstg. 

WODY  Bassett,  Va. — S.L.  Goodman. 

KVAN  Camas,  Wash.— Wm.  B.  & Cathryn 
C.  Murphy.  Changed  from  KPVA. 

KFHA  Lakewood  Center,  Wash. — KFHA 
Inc.  Changed  from  KAYG. 


New  Fm  Stations 

ACTIONS  BY  FCC 

Fort  Pierce,  Fla.— Indian  River  Bcstg.  Co., 
granted  95.5  me,  2.48  kw  P.O.  address  Box 
1401  Fort  Pierce,  Fla.  Estimated  construction 
cost  $12,193,  first  year  operating  cost  $4,000. 
revenue  $4,000.  Principals  include  James  L. 
Howe,  98.83%,  owner  of  WIRA  Fort  Pierce. 
Ann.  June  15.  ^ „ _ 

Dayton,  Ohio— W A VI  Bcstg.  Corp.  Grant- 
ed 107  7 me,  30.7  kw.  P.O.  address  1428  Cin- 
cinnati St.,  Dayton,  Ohio.  Estimated  con- 
struction cost  $80,165,  first  year  operating 
cost  $17,000,  revenue  $20,000.  Principals  in- 
clude Harry  K.  Crowl,  George  L.  Flanagan 
Jr.,  Thomas  Sutton,  all  17.24%,  and  others. 
Mr  Crowl  is  in  air  freight.  Mr.  Flanagan  is 
in  trucking.  Mr.  Sutton  is  employe  of 
WPFB  Middletown,  Ohio.  Ann.  June  15. 

Hamilton,  Ohio— Walter  L.  FoUmer,  grant- 
ed 94.9  me;  ERP  3.4  kw.  Address:  Box  173, 
Hamilton,  Ohio.  Applicant  is  Hamilton 
contractor,  sole  owner.  Ann.  June  15. 

Albuquerque,  N.M.— KARA  Inc.  Granted 
99.5  me,  3.382  kw.  P.O.  address  4011  Menaul 
Blvd.,  Albuquerque,  N.M.  Estimated  con- 
struction cost  $500,  first  year  operating  cost 
$10,000,  revenue  $12,000  Principals  include 
John  P.  Gallagher,  45.5%,  Nickolas  W.  White, 
25.5%,  and  others,  owners  of  KARA  Albu- 
querque. Mr.  Gallagher  has  interests  in 
KPAT  Idaho  Falls,  Idaho:  WOOW  Green- 
ville, N.C.:  KDUB-AM-TV  Lubbock:  KPAR- 
TV  Sweetwater;  KEDY-TV  Big  Spring,  all 
Texas.  Ann.  June  15.  „ . _ 

Lumberton,  N.C.— Robeson  Bcstg.  Corp., 
granted  95.7  me,  6.5  kw  uni.  P.O.  address 
Maxton  Road,  Box  393,  Lumberton,  N.C. 
Estimated  construction  cost  $4,937,  first  year 
operating  cost,  $5,000,  revenue  $6,000.  Prin- 
cipals include  Jack  Pait,  71.88Z,  and  others 
licensees  of  WTSB  Lumberton.  Ann.  June 
15. 

APPLICATIONS 

Grand  Rapids,  Mich.— WMAX  Inc.,  100  5 
me,  7.124  kw.  P.O.  address  113  Lyon  N.W., 


Grand  Rapids,  Mich.  Estimated  construc- 
tion cost  $11,200,  first  year  operating  cost 
$6,500,  revenue  $2,500.  Applicant  fm  will 
duplicate  some  of  programming  of  WMAX 
Grand  Rapids.  Ann.  June  6. 

Las  Vegas,  Nev. — Southern  Nevada  Radio- 
Tv  Co.,  97.1  me,  9.56  kw.  P.O.  address  Box 
550,  Las  Vegas,  Nev.  Estimated  construction 
cost  $10,000,  first  year  operating  cost  $15,000, 
revenue  $15,000.  Applicant  is  Donald  W. 
Reynolds,  100%  owner.  Mr.  Reynolds  also 
owns,  through  various  companies,  KFSA, 
KNAC-TV  Fort  Smith,  KBRS  Springdale, 
both  Arkansas;  KHBG  Okmulgee,  Okla.; 
KGNS-TV  Laredo,  Tex:  KOLO-AM-TV 

Reno  and  KORK  Las  Vegas,  both  Nevada. 
Ann.  June  14. 


Ownership  Changes 


ACTIONS  BY  FCC 


KUFM  (FM)  El  Cajon,  Calif. — Granted 
transfer  of  control  to  Thelma  H.  Weeks 
who  will  pay  Kenneth  C.  Forror  $501  for 
50.1%  interest  to  increase  her  holdings  to 
99.9%.  Ann.  June  15. 

KSYC  Yreka,  Calif.— Granted  (1)  renewal 
of  license  and  (2)  assignment  of  license  to 
Northern  Bcstg.  Co.;  consideration  $40,908. 
Ralph  W.  Lake,  assignee  president,  has  in- 
terest in  KSYL  Alexandria,  La.  Ann.  June 

WGRC  Green  Cove  Springs,  Fla.— Granted 
assignment  of  license  to  Palm  Bcstg.  Corp 
(Robert  A.  Oliver  and  David  R.  Millan)- 
consideration  $42,000.  Ann.  June  15. 

WSRA  Milton,  Fla. — Granted  transfer  of 
control  to  Frederick  A.  W.  Davis  who  will 
purchase  83.84%  interest  from  James  C. 
Smith  HI,  for  $29,400  and  other  considera- 
tions. Ann.  June  15. 

WBBN  Perry,  Ga.— Granted  assignment 
of  license  to  Howard  C.  Gilreath,  tr/as  Radio 
Perry  (90%  owner  of  WCLA  Claxton);  con- 
sideration $57,000.  Ann.  June  15. 

WIRE  Indianapolis,  Ind. — Granted  trans- 
fer of  control  from  Central  Newspapers  Inc., 
to  WIRE  Bcstg.  Co.;  consideration  $600,000. 
Joseph  C.  Amaturo,  transferee  president,  has 
interests  in  WFTL  Fort  Lauderdale.  Fla., 
and  WESO  Southbridge,  Mass.  Other  of- 
ficers have  individual  interest  in  WFTL 
and  WBFM  (FM)  New  York  City.  Comr. 
Cross  dissented.  Ann.  June  15. 

WMBD  - AM-FM-TV  Peoria,  111.— Granted 
assignment  of  licenses  to  Midwest  Televi- 
sion Inc.  (licensee  of  WCIA-TV  Champaign); 
consideration  $1,850,000  plus  agreement  to 
pay  Charles  C.  Caley,  51%  stockholder  of 
assignor,  $225,000  over  period1  of  8 years  not 
to  compete  within  stations’  service  area. 
Comr.  Cross  dissented.  Ann.  June  15. 

WNEB  Worcester,  Mass. — Granted  (1) 
transfer  of  control  and  (2)  assignment  of 
license  to  WNEB  Inc.;  consideration  $280,- 
000;  conditioned  to  George  W.  Steffy,  pres- 
ident of  new  ownership,  severing  his 
connection  with  RKO  General  Inc.  He  is 
executive  vice  president  of,  without  finan- 
cial interest  in  RKO’s  Boston  stations 
WNAC-AM-TV  and  WRKO-FM.  Ann.  June 
15. 

KLUU  Toledo,  Ore. — Granted  assignment 
of  cp  to  Edward  C.  McElroy  Jr.;  considera- 
tion $1,000  to  reimburse  assignor  for  engi- 
neering costs.  Ann.  June  15. 

WADK  Newport,  R.I. — Granted  assign- 
ment of  license  to  Arnold  S.  Lerner  and 
Myer  Feldman,  d/b  as  Key  Stations  (Feld- 
man is  35%  owner  of  KLAD  Klamath  Falls, 
Ore.);  consideration  $100,000,  assignor  to 
discharge  certain  indebtedness  and  pay  as- 
signor $36,000  over  5-year  period  not  to 
compete  in  WDAK  service  area.  Ann.  June 
15. 

WAPL  Appleton,  Wis.— Granted  assign- 
ment of  license  to  John  -J.  Dixon  (has  in- 
terest in  WLBK  DeKalb,  111.);  consideration 
$163,000.  June  15. 

WTOJ  Tomah,  Wis.— Granted  assignment 
of  cp  to  Tomah-Mauston  Bcstg.  Co.,  con- 
sideration $8,233  less  any  refund  on  equip- 
ment purchased,  conditioned  that  assignee 
surrender  cp  for  WTMB  Tomah. — Ann. 
June  15. 

APPLICATIONS 


KTVE  (TV)  El  Dorado,  Ark.— Seeks  as- 
signment of  license  from  Arkansas  Louisi- 
ana Tv  Co.  to  Home  Bcstg.  Co.  for  $1,100,- 
000.  Purchaser  is  William  H.  Simons,  real 
estate  operator,  formerly  % owner  of 
WUST  Bethesda,  Md.— Ann.  June  14. 

KOFY  San  Mateo,  Calif.— Seeks  assign- 
ment of  license  from  Intercontinental 
Bcstg.  Corp.  to  Intercontinental  Radio  Inc., 
newly-formed  corporation.  No  financial 
consideration  or  change  in  ownership  in- 
volved. Ann.  June  9.  , . 

WFPM  Ft.  Valley,  Ga. — Seeks  assignment 
of  license  from  Peach  Belt  Bcstg.  Co.  to 
Rocket  Radio  Inc.  for  $65,000.  Purchasers 
are  Elizabeth  S.  Williams,  W . C.  Woodall 
Jr  and  R.  G.  Dozier  Jr.,  331'3%  each.  Mr. 
Woodall  has  interest  in  WDWD  Dawson, 
WGRA  Cairo,  WBBK  Blakely,  all  Georgia, 

BROADCASTING,  June  20,  1960 


122  (FOR  THE  RECORD) 


PROFESSIONAL  CARDS 


JANSKY  & BAILEY  INC. 

Offices  and  laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  FEderal  3-4800 

Member  AFCCE 

JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 

—Established  1926- 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-300® 

laboratories.  Great  Notch,  N.  J. 

Member  AFCCE 

GEORGE  C DAVIS 

CONSULTING  ENGINEERS 
RADIO  & TELEVISION 
527  Munsey  Bldg. 
STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
Everett  L Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.  Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 

Member  AFCCE 

A.  D.  Ring  & Associates 

30  Years'  Experience  in  Radio 
Engineering 

1710  H St.,  N.W.  Republic  7-2347 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

GAUTNEY  & JONES 

CONSULTING  RADIO  ENGINEERS 
930  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE 

Lohnes  & Culver 

Munsey  Building  District  7-8215 

Washington  4,  D.  C. 

Member  AFCCE  ' 

RUSSELL  P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  D C.  REpublic  7-3984 

Member  AFCCE 

L.  H.  Carr  & Associates 

Consulting 
Radio  & Television 
Engineers 

Washington  6,  D.  C.  Fort  Evans 

1000  Conn.  Ave.  Leesburg,  Vs. 

Member  AFCCE 

KEAR  & KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
Fleetwood  7-8447 

Member  AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 
ARLINGTON,  TEXAS 

SILLIMAN,  MOFFET  & 
ROHRER 

1405  G St.,  N.  W, 
Republic  7-6646 
Washington  5,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
©Liver  2-8520 

GEO.  P.  ADAIR  ENG.  CO. 

CONSULTING  ENGINEERS 
Radio-Television 
Cemmunications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 
Member  AFCCE 

WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 
Associates 

George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.  Hickory  7-2401 
Riverside,  III. 

(A  Chicago  suburb) 

HAMMETT  & EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San  Francisco  28,  California 
Diamond  2-5208 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

JULES  COHEN 

Consulting  Electronic  Engineer 
617  Albee  Bldg.  Executive  3-4616 
1426  G St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 
Brecksville,  Ohio 
(a  Cleveland  Suburb) 

Tel:  JAckson  6-4386  P,  O.  Box  82 
Member  AFCCE 

J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
P.O.  Box  9044 
Austin  17,  Texas 
GLendale  2-3073 

VIR  N.  JAMES 

SPECIALTY 

DIRECTIONAL  ANTENNAS 
232  S.  Jasmine  St.  DExter  3-5562 

Denver  22,  Colorado 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
20*0  P St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 

Member  AFCCE 

A.  E.  Towne  Assocs.,  Inc. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 

420  Taylor  St. 

San  Francisco  2,  Calif. 

PR.  5-3100 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 
Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 

Charleston,  W.  Va.  Dickens  2-6281 

MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 

NEptune  4-4242  NEptune  4-9558 

NUGENT  SHARP 

Consulting  Radio  Engineer 
809-11  Warner  Building 
Washington  4,  D.C. 
District  7-4443 

Associate  Member 
Institute  of  Radio  Engineers 

M.  R.  KARIG  & ASSOCS. 

JOHN  H.  BATTISON 
AND  ASSOCIATES 

Consulting  Engineers  AM-FM 
SPECIALTY  TV 
209A  LaSalle  Building 
1028  Connecticut  Ave.,  N.W. 
Washington  6,  D.  C. 

RE  7-0458 

Service  Directory 

BROADCAST  CONSULTANTS 

Engineering  Applications 

Management  Programming 

Sales 

P.  O.  Box  248 
Saratogo  Springs,  N.  Y. 
Saratoga  Springs  4300 

PRECISION  FREQUENCY 
MEASUREMENTS 

AM-FM-TV 

COMMERCIAL  RADIO 
MONITORING  CO. 

103  S.  Market  St., 

Lee's  Summit,  Mo. 

Phone  Knncos  Citv.  BR  1-2338 

CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 

Phone  TRowbridge  6-2810 

PAUL  DEAN  FORD 

Broadcast  Engineering  Consultant 
4341  South  8th  Street 
Terre  Haute,  Indiana 

Crawford  4496 

JOHN  A.  MOSELEY 
ASSOCIATES 

RADIO  REMOTE 
CONTROL  SYSTEMS 
Box  3192, 

Santa  Barbara,  Calif. 
Woodland  7-1469 
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and  WGSW  Greenwood,  S.C.  Mr.  Dozier 
has  interest  in  WGRA  Cairo,  Ga.  Mrs.  Wil- 
liams is  in  manufacture  of  agricultural 
products.  Ann.  June  14. 

KEOK  Payette,  Idaho — Seeks  assignment 
of  license  from  Treasure  Valley  Bcstrs.  to 
firm  of  same  name  for  $12,500  plus  one-half 
of  accounts  payable  and  accounts  receivable 
for  50%  interest  in  KEOK.  Purchasers  of 
50%  interest  are  Bill  Walker,  owner  of  fur- 
nace cleaning  company,  and  David  L.  Lester, 
employe  of  KEOK.  Ann.  Jan.  13. 

WDTM  (FM)  Detroit,  Mich.— Seeks  as- 
signment of  cp  from  Taliesin  Bcstg.  Co.  to 
WDTM  Inc.  by  reason  of  merger  of  Taliesin 
and  Nemco  Bcstg.  Co.  and  Munco  Bcstg. 
Co.  Nemco  has  applied  for  fm  station  in 
Pittsburgh,  Pa.  Munco  has  applied  for  fm 
station  in  Milwaukee,  Wis.  Principals  of 
the  new  firm  are  Mary  W.  Carpenter,  50%, 
Mr.  & Mrs.  Merle  Hiller,  25%  each.  Ann. 
June  9. 

WDAF-AM-FM-TV  Kansas  City,  Mo  — 
Seeks  assignment  of  license  from  National 
Missouri  Tv  Inc.  to  Transcontinent  Tv 
Corp.  for  $9,750,000.  Purchasers  are  Edward 
Petry,  91%,  and  others.  Applicant  is  licensee 
of  WROC-TV  Rochester,  WGR-AM-FM-TV 
Buffalo,  both  New  York;  holds  60%  of 
voting  stock  of  Northeastern  Pennsylvania 
Bcstg.  Inc.,  licensee  of  WNEP-TV  Scran- 
ton-Wilkes  Barre,  Pa.;  and  100%  of  voting 
stock  , of  Marietta  Bcstg.  Inc.,  licensee  of 
KFMB-AM-FM-TV  San  Diego  and  KERO- 
TV  Bakersfield,  both  California.  Ann.  June 
2. 

WVMI  Biloxi,  Miss. — Seeks  assignment  of 
license  from  Radio  Assoc.  Inc.  to  New  South 
Communications  Inc.  for  $100,000.  Purchas- 
ers are  M.  F.  Kahlmus  and  H.  E.  Sanders, 
24.5%  each,  and  F.  E.  Holladay  and  J.  W. 
Carson,  25.5%  each.  Mr.  Kahlmus  is  ac- 
countant. Mr.  Sanders  is  in  lumber.  Messrs. 
Holladay  and  Carson  have  interest  in 
WLSM  Louisville;  WNSL  Laurel  and 
WOKK  Meridian,  all  Mississippi,  and 
WACT  Tuscaloosa,  Ala.  Ann.  June  13. 

WJJL  Niagara  Falls,  N.Y.— Seeks  transfer 
of  control  of  Niagara  Frontier  Bcstg.  Corp. 
from  James  T.  Sandonato,  75%,  and  Thomas 
W.  Talbot,  25%,  to  Thomas  W.  Talbot, 
50.2%,  Edmund  R.  Morden,  16.6%,  and 
others,  for  $120,000.  Mr.  Talbot  has  interest 
in  WOHP  Bellefontaine,  Ohio.  Mr.  Morden 
is  owner  of  scenic  bus  line.  Ann.  June  9. 

WIST  Charlotte,  N.C. — Seeks  assignment 
of  license  from  Bcstg.  Co.  of  South  to 
Carolina  Bcstg.  Co.  for  $507,500.  Applicant 
purchaser  is  licensee  of  WSOC-AM-FM-TV 
Charlotte,  and  is  wholly-owned  subsidiary 
of  Miami  Valley  Bcstg.  Corp.,  licensee  of 
WHIO-AM-FM-TV  Dayton,  Ohio.  Applica- 
tion requires  assignment,  transfer  or  other 
appropriate  disposition  of  WSOC-AM  Char- 
lotte in  compliance  with  rules.  Miami  Val- 
ley Bcstg.  is  owned  by  James  M.  Cox  Jr., 
31.07%,  Springfield  Newspapers  Inc.,  37%, 
and  Evening  News  Publishing  Co.,  31.8%. 
Mr.  Cox  also  operates  WSB-AM-TV  Atlanta 
and  has  30%  interest  in  WCKT  Miami.  Ann. 
June  14. 

WBRX  Berwick,  Pa. — Seeks  transfer  of 
control  of  Columbia  County  Bcstrs.  Inc. 
from  Thompson  K.  Cassel  and  John  S. 
Booth,  331/3%  each,  to  John  S.  Booth,  66%%, 
for  $5,000  plus  hiring  Mr.  Cassel  as  consult- 
ant on  matters  pertaining  to  WMLP  Milton, 
Pa.,  for  two-year  period  at  $2,000  per  year. 
Ann.  June  14. 

KQRO  Dallas,  Tex. — Seeks  assignment  of 
cp  from  E.F.  Weerts  to  Multi-Casting  Inc. 
for  $4,900.  Principals  are  Mr.  Weerts.  51%, 
and  A.L.  Herzog,  49%.  Sale  includes  KARO 
(FM)  Houston,  Tex.  Ann.  June  8. 

KARO  (FM)  Houston,  Tex. — Seeks  assign- 
ment of  cp  from  E.F.  Weerts  to  Multi- 
casting Inc.  for  $4,900.  Principals  are  Mr. 


Weerts,  51%,  and  A.L.  Herzog,  49%.  Sales  in- 
clude KQRO  Dallas,  Tex.  Ann.  June  8. 

KBYP  Shamrock,  Tex. — Seeks  assignment 
of  license  from  Shamrock  Texas  Bcstg.  Co. 
to  Merita  Bumpers  for  $13,883.  Applicant 
has  been  49%  owner  of  station  since  Aug.  1, 
1959.  Ann.  June  7. 

WEER  Warrenton,  Va. — Seeks  transfer  of 
control  from  Thomas  H.  and  Georgette  E. 
Strothman,  66.66%,  and  Francis  I.  and  Bea- 
trice J.  Lambert,  33.33%,  to  Mr.  & Mrs. 
Strothman,  28.66%,  Mr.  & Mrs.  Lambert, 
33.33%,  and  Laurens  M.  Hamilton,  38.01%, 
for  $5,7000  and  option  to  buy  remainng  stock 
held  by  M.  & Mrs.  Strothman.  Mr.  Hamil- 
ton is  retired.  Ann.  May  21. 

WTOJ  Tomah,  Wis. — Seeks  assignment  of 
cp  from  Jack  L.  Goodsitt  to  Tomah-Maut- 
son  Bcstg.  Co.  for  $8,233.  Purchasers  are 
Hugh  W.  Dickie  and  Thomas  W.  Price,  equal 
partners,  owners  of  WTMB  Tomah,  Wis., 
with  which  assigned  facilities  will  be  used. 
Ann.  May  18. 

Hearing  Cases 

FINAL  DECISIONS 

■ By  order,  commission  granted  motion 
by  Island  Teleradio  Service  Inc.,  to  with- 
draw its  petition  to  enlarge  issues,  made 
effective  immediately  April  28  initial  de- 
cision, and  granted  its  application  for  new 
tv  station  to  operate  on  ch.  10  in  Charlotte 
Amalie,  St.  Thomas,  Virgin  Islands.  Ann. 
June  15. 

■ By  order,  commission  made  effective 
immediately  May  3 initial  decision  and 
granted  application  of  Radio  Hanover  Inc., 
for  new  class  B fm  station  to  operate  on 
98.5  me;  ERP  7.2  kw;  ant.  height  730  ft.,  in 
York-Hanover,  Pa.  Ann.  June  15. 

■ By  order,  commission  made  effective 
immediately  May  2 initial  decision  and 
denied  for  default  appheation  of  Dawkins 
Espy  for  new  class  B fm  station  to  operate 
on  92.7  me  in  Glendale,  Calif.  Ann.  June  15. 

INITIAL  DECISIONS 

■ Hearing  Examiner  Walther  W.  Guenther 
issued  initial  decision  looking  toward  grant- 
ing application  of  Modern  Bcstg.  Co.  of  Ba- 
ton Rouge  Inc.,  for  new  tv  station  to  operate 
on  ch.  9 in  Baton  Rouge,  La.,  and  dismissing 
without  prejudice  competing  application  of 
Community  Bcstg.  Co.  Ann.  June  13. 

■ Hearing  Examiner  H.  Gifford  Irion  is- 
sued initial  decision  looking  toward  grant- 
ing applications  of  Charles  J.  Lanphier  for 
new  am  station  to  operate  on  1570  kc,  500 
w,  D,  in  Golden  Valley,  Minn.,  and  Eider 
C.  Stangland  for  new  station  on  1550  kc, 
500  w,  D,  in  Shelton,  Iowa,  and  denying 
application  of  Minnesota  Radio  Co.  for  new 
station  on  1550  kc,  10  kw,  D,  in  Hopkins- 
Eddna,  Minn.  Ann.  June  9. 

■ Hearing  Examiner  Herbert  Sharfman 
issued  initial  decision  looking  toward  grant- 
ing application  of  International  Good  Music 
Inc.,  for  new  class  B fm  station  to  operate 
on  103.7  me  in  San  Diego,  Calif.  Ann.  June  9. 

■ Hearing  Examiner  David  I.  Kraushaar 
issued  initial  decision  looking  toward  grant- 
ing application  of  Jacob  Wilson  Henock  for 
new  class  B fm  station  to  operate  on  98.7 
me  in  Detroit,  Mich.  Ann.  June  9. 

■ Hearing  Examiners  James  D.  Cunning- 
ham and  Herbert  Sharfman  issued  initial 
decision  looking  toward  granting  applica- 
tion of  Concord  Kannapolis  Bcstg.  Co.  for 
new  class  B fm  station  to  operate  on  97.9 
me  in  Concord,  N.C.;  engineering  condition. 
Ann.  June  9. 

OTHER  ACTIONS 

■ By  memorandum  opinion  and  order,  com- 
mission denied  petition  by  Wilton  E.  Hall 
(WAIM-TV  ch.  40)  Anderson,  S.C.,  and 
Greenville  Tv  Co.  (WGVL  ch.  23)  Green- 


ville, for  review  of  examiner’s  denial  of 
their  request  for  issuance  of  certain  sub- 
poenas duces  tecum  in  proceeding  on  appli- 
cation of  Spartan  Radiocasting  Co.  for  mod. 
of  cp  of  station  WSPA-TV  (ch.  7)  Spartan- 
burgh,  S.C.  Comr.  Cross  not  participating. 
Ann.  June  15. 

■ By  memorandum  opinion  and  order, 
commission  denied  petitions  by  Manchester 
Bcstg.  Co.,  WINF  Manchester,  Conn.,  and 
Rhode  Island-Connecticut  Radio  Corp., 
WERI  Westerly,  R.  I.,  for  reconsideration 
of  commission’s  Feb.  10  denial  of  requests 
by  six  stations  to  consolidate  their  applica- 
tions for  increased  power  in  hearing  in- 
volving 59  other  applications  for  power  in- 
creases. Ann.  June  15. 

■ By  memorandum  opinion  and  order, 
designated  for  evidentiary  hearing  matter 
of  assignment  of  call  letters  WEAS  to  Col- 
lege Park  Bcstg.  Co.,  College  Park,  Ga.,  on 
March  3,  and  made  protestant  WEAS  Inc.,  li- 
censee of  WGUN  Decatur,  party  to  proceed- 
ing. Ann.  June  15. 

■ Commission  on  June  15  directed  prepar- 
ation of  document  looking  toward  denying 
petition  by  Historyland  Radio,  Fredericks- 
burg, Va.,  for  reconsideration  of  Jan.  27 
decision  which  granted  application  of  Star 
Bcstg.  Corp.  for  new  am  station  to  operate 
on  1350  kc,  500  w,  D,  in  Fredericksburg  and 
denied  similar  application  of  Historyland. 
Ann.  June  15. 

■ By  notice  of  inquiry,  commission  invites 
comments  by  Sept.  30  to  questions  raised 
by  petition  of  Kahn  Research  Laboratories 
Inc.,  Freeport,  N.Y.  for  rulemaking  looking 
toward  permitting  am  broadcast  stations  to 
operate  with  single  sideband  modulation  of 
their  main  carriers.  Kahn  “compatible  sin- 
gle sideband  system”  (known  as  “CSSB”) 
claims  it  would  better  reception,  with  less 
interference,  by  existing  receivers  without 
modification.  Commission  has  in  past  au- 
thorized broadcast  stations  to  test  this  tech- 
nique. 

Commission  seeks  answers  to  specific 
questions  concerning  need  and  desirability 
for  proposed  rulemaking,  and  limitations 
and  parameters  which  might  be  necessary 
if  proposal  were  to  be  adopted.  Besides 
technical  considerations,  commission  wants 
to  know  what  burdens  would  be  placed  on 
existing  receivers  relative  to  tuning  (set 
owners  would  have  to  tune  in  on  sideband 
rather  than  main  carrier),  bandwidth,  qual- 
ity, etc.  Ann.  June  15. 

■ By  memorandum  opinion  and  order, 
commission  granted  petition  for  reconsider- 
ation by  B.  J.  Hart  to  extent  of  accepting 
nunc  -pro  tunc  and  giving  file  number  as 
of  March  25  to  his  original  appheation 
for  new  am  station  to  operate  on  940  kc, 
500  w,  D.  in  Aurora,  Mo.  Ann.  June  15. 

■ By  order,  commission  amended  Sec. 
4.402  of  rules  to  reflect  frequency  band 
160.86-161.40  me  assignable  to  remote  pickup 
broadcast  stations  Puerto  Rico  and  Vir- 
gin Islands,  in  conformity  with  Sec.  2.104 
of  table  of  frequency  allocations.  Ann.  June 
16. 

■ By  memorandum  opinion  and  order, 
commission  dismissed  motion  by  Telegraph 
Herald  IKDTH)  Dubuque,  Iowa,  to  dismiss 
its  protest  and  petition  for  reconsideration  of 
April  22,  1959  grant  of  application  of  Laird 
Bcstg.  Co.,  for  new  am  station  (KHAK) 
to  operate  on  1360  kc,  1 kw,  D,  in  Cedar 
Rapids,  Iowa,  without  prejudice  to  filing  of 
new  petition  setting  forth  factual  detail 
concerning  arrangements  under  which  their 
differences  were  resolved.  (Effective  date 
of  Laird  grant  was  postponed  on  June  17, 
1959  pending  hearing  based  on  KDTH  pro- 
test.) Ann.  June  15. 

■ By  memorandum  opinion  and  order, 
commission,  on  petition  by  Booth  Bcstg. 
Co.,  severed  from  consolidated  hearing  and 
retained  in  separate  hearing  its  application 
to  increase  power  of  station  WTOD  Toledo, 
Ohio,  from  1 kw  to  5 kw,  with  DA,  con- 
tinuing operation  on  1560  kc,  D to  resolve 
issues  pertaining  to  it;  also  servered  respon- 
dent WTNS  Coshocton,  Ohio,  and  made  it 
party  to  WTOD  proceeding.  Ann.  June  15. 

■ By  memorandum  opinion  and  order, 
commission  accepted  late  filing  by  Mount 
Wilson  FM  Bcstrs.  Inc.  (fm  station  KBCA) 
Los  Angeles,  Calif.,  granted  joint  petition 
by  it  and  Freddot  Ltd.  (fm  station  KITT) 
San  Diego,  vacated  hearing  order  and 
granted  applications  of  KBCA  to  increase 
power  from  6 kw  to  18  kw  and  decrease 
ant.  height  from  2900  ft.  to  2898.9  ft.,  on 
105.1  me  and  KITT  to  increase  power  from 
56  kw  to  59.5  kw,  ant.  height  from  180  ft. 
to  2,065  ft.,  and  change  trans.  site,  on  105.3 
me.  Ann.  June  15. 

■ By  memorandum  opinion  and  order, 
commission  denied  motion  by  Zephyr 
Bcstg.  Corp.,  Zephyrhills,  Fla.,  for  deletion 
of  hearing  issues  and  leave  to  file  affidavits, 
in  lieu  of  hearing  before  examiner,  to  prove 
arrangements  between  Zephyr  and  Frank  A. 
Taylor  relating  to  dismissal  of  Mr.  Taylor's 
application  for  new  am  station  in  Haines 
City,  Fla.  Zephyr  application  for  new  station 
is  in  consolidated  proceeding  with  applica- 
tion of  Myron  A.  Reck  (WTRR)  Sanford  Fla. 
Ann.  June  15. 


America’s  Leading  Business  Brokers 


Interested  in  buying  or  selling  Radio  and  TV  Properties? 

When  your  business  is  transacted  through 
the  David  Jaret  Corp.,  you  are  assured  of 
reliability  and  expert  service  backed  by  our 
37  years  of  reputable  brokerage. 
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BROOKLYN  1,  N.Y. 
ULster  2-5600 
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■ Contract  for  furnishing  stenographic  re- 
ports of  commission  hearings,  both  in  Wash- 
ington, D.C.,  and  in  field,  for  fiscal  year 
1961  has  again  been  awarded  to  Ward  & 
Paul  Inc.,  1760  Pennsylvania  Avenue,  N.W., 
Washington,  D.C. 

Firms  and  individuals  desiring  transcripts 
should  place  their  orders  with  that  firm 
direct.  Rate  to  public  for  ordinary  copy  of 
transcript  for  hearings  held  in  Washington, 
D.C.,  is  24 if  per  page;  ordinary  copy  for 
hearings  held  elsewhere  in  the  U.S.  is  1.8 
times  that  rate.  Charges  for  daily  and  im- 
mediate copy  are  higher.  Ann.  June  13. 

Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Commissioner  Rosel  H.  Hyde 

■ Granted  petition  by  Tv  Corp.  of  Mich- 
igan Inc.  (WILX-TV)  Onondaga,  Mich.,  to 
extent  that  time  for  filing  exceptions  to 
initial  decision  is  extended  to  June  20  in 
proceeding  on  application  of  WOOD  Bcstg. 
Inc.  (WOOD-TV),  Grand  Rapids,  Mich.  Ac- 
tion June  8. 

■ Granted  joint  petition  by  Walter  L. 
Follmer,  Hamilton,  Ohio,  and  Interstate 
Bcstg.  Co.  (WQXR)  New  York,  N.Y.,  and 
extended  to  June  20  time  to  respond  to 
Broadcast  Bureau’s  opposition  to  joint  peti- 
tion for  reconsideration  and  grant  and  mo- 
tion to  dismiss  and/or  opposition  to  con- 
ditional petition  for  leave  to  amend  in  pro- 
ceeding on  their  am  applications,  et  al. 
Action  June  8. 

■ Granted  joint  petition  by  applicants 
Catskills  Bcstg.  Co.,  Ellenville  Bcstg.  Co., 
and  Ulster  County  Bcstg.  Co.,  Ellenville, 
N.Y.  and  extended  to  June  23  time  to  re- 
spond to  Broadcast  Bureau’s  petition  to  set 
aside  initial  decision  and  to  consolidate 
applications  in  hearing  in  proceeding  on 
their  am  applications.  Action  June  8. 

■ Granted  petition  by  Suburban  Bcstg. 
Co.  ( WVIP ) Mount  Kisco,  N.Y.,  and  ex- 
tended to  June  21  time  to  file  exceptions 
to  initial  decision  in  proceeding  on  its  am 
application.  Action  June  13. 

■ Granted  petition  by  KLIX  Corp.  (KLIX- 
TV)  Twin  Falls,  Idaho,  and  extended  to 
June  7 time  to  reply  to  petition  for  recon- 
sideration by  Idaho  Microwave  Inc.  in  pro- 
ceeding on  Idaho’s  applications  for  cps  for 
new  fixed  radio  stations  at  Kimport  Peak, 
Rock  Creek  and  Jerome,  all  Idaho.  Action 
June  13. 

■ Granted  petition  by  M-L  Radio  Inc. 
(KMLW)  Marlin,  Tex.,  and  extended  to 
June  30  time  to  respond  to  petition  for 
reconsideration  and  grant  without  hearing, 
or  modification  of  issues  by  Taft  Bcstg.  Co., 
Houston,  Tex.,  in  proceeding  on  their  am 
applications.  Action  June  10. 

By  Hearing  Examiner  J.D.  Bond 

■ Granted  requests  by  E.  Anthony  & Sons 
Inc.,  New  Bedford,  Mass,  and  scheduled 
further  prehearing  conference  for  2:00  p.m., 
June  23  in  New  Bedford,  Mass.,  tv  ch.  6 
proceeding.  Action  June  9. 

■ Granted  motion  by  Edwin  R.  Fischer  and 
extended  certain  procedural  dates  in  pro- 
ceeding on  applications  of  Fischer  and  Shen- 
andoah Life  Stations  Inc.  (WSLS)  for  am 
facilities  in  Winchester  and  Roanoke,  both 
Virginia,  respectively;  hearing  continued 
from  July  12  to  Sept.  8.  Action  June  13. 

■ Pursuant  to  agreements  of  all  partici- 
pants, scheduled  certain  procedural  dates 
in  proceeding  on  am  application  of  North- 
east Radio  Inc.  (WCAP)  Lowell,  Mass.; 
hearing  scheduled  for  July  25.  Action  June 
13. 

By  Hearing  Examiner  Basil  P.  Cooper 

■ Pursuant  to  agreements  reached  at 
May  26  prehearing  conference,  continued 
hearing  from  June  13  to  July  20  in  pro- 
ceeding on  am  applications  of  Brandywine 
Bcstg.  Corp.,  Media',  Pa.,  et  al.  Action  June 
8. 

■ Pursuant  to  agreements  reached  at 
June  3 prehearing  conference  continued 
hearing  from  July  7 to  date  to  be  an- 
nounced after  the  July  19  hearing  con- 
ference in  proceeding  on  am  applications 
of  Alexandria  Bcstg.  Corp.  (KXRA)  Alex- 
andria, Minn.,  et  al.  Action  June  8. 

■ Granted  motion  by  Kansas  Bcstrs.  Inc. 
and  continued  further  hearing  from  June  15 
to  June  27  in  proceeding  on  its  application 
and  that  of  Salina  Radio  Inc.,  for  new  am 
stations  in  Salina,  Kans.  Action  June  10. 
By  Hearing  Examiner  James  D.  Cunningham 

■ Upon  consent  of  all  parties,  advanced 
hearing  from  July  13  to  July  6 in  proceed- 
ing on  fm  application  of  Kenneth  F.  War- 
ren, Monterey,  Calif.  Action  June  10. 

By  Hearing  Examiner  Thomas  H.  Donahue 

■ Granted  petition  by  Independent  Bcstg. 
Co.  (KTTS)  Springfield,  Mo.,  for  leave  to 
amend  and  remove  from  hearing  its  am  ap- 
plication. Action  June  13. 

By  Hearing  Examiner  Charles  J.  Frederick 

■ On  own  motion,  scheduled  further  hear- 
ing for  June  15  in  group  7 in  consolidated 


proceeding  on  am  applications  of  Fred- 
ericksburg Bcstg.  Corp.  ( WFVA)  Freder- 
icksburg, Va.,  et  al.  Action  June  10. 

■ Granted  motion  by  LaSalle  County 
Bcstg.  Corp.,  La  Salle,  111.  and  scheduled 
further  hearing  in  group  2 for  June  16; 
hearing  shall  not  be  restricted  to  offering 
into  evidence  engineering  testimony,  but 
shall  be  concerned  with  any  matter  which 
may  pertain  to  parties  in  or  linked  to 
group  2;  application  in  consolidated  pro- 
ceeding on  am  application  of  Fredericks- 
burg Bcstg.  Corn.  (WFVA)  Fredericks- 
burg, Va.  Action  June  9, 

■ Granted  petition  by  Rodney  F.  John- 
son (KWJJ)  Portland,  Ore.,  for  leave  to  file 
amendment  to  his  am  application;  engineer- 
ing amendment  accepted  hearing  cancelled 
and  application  as  amended  returned  to 
processing  line.  Action  June  13. 

By  Hearing  Examiner  Walter  W.  Guenther 

■ By  order  formalized  certain  agreements 
reached  at  June  7 prehearing  conference  in 
proceeding  on  am  applications  of  Voice  of 
New  South  Inc.  (WNSL)  Laurel,  and  Mid- 
America  Bcstg.  Co.,  (WGVM)  Greenville, 
both  Mississippi;  hearing  scheduled  for  July 
8 continued  to  Sept.  13.  Action  June  14. 

By  Hearing  Examiner  Isadore  A.  Honig 

■ Pursuant  to  agreements  by  counsel  for 
all  parties  at  June  2 further  prehearing 
conference  scheduled  certain  procedural 
steps  in  proceeding  on  am  application  of 
Sunbury  Bcstg.  Corp.  (WKOK)  Sunbury, 
Pa.;  scheduled  hearing  for  July  20.  Action 
June  9. 

■ Granted  motion  by  Brockway  Co. 
(WMSA)  Massena,  N.Y.,  for  continuance  of 
certain  procedural  dates  heretofore  sched- 
uled, including  hearing  scheduled  for  July 
14,  pending  commission  action  on  appli- 
cants’ joint  request  for  reconsideration  and 
grants  in  proceeding  on  am  applications  of 
WSMA  et  al.  Action  June  13. 

By  Hearing  Examiner  Annie  Neal  Huntting 

■ Scheduled  prehearing  conference  for 
July  13  in  proceeding  on  am  applications  of 
Macon  Bcstg.  Co.  (WNEX)  Macon,  Ga.,  et 
al.  Action  June  8. 

■ Pursuant  to  agreements  of  parties  of 
June  9 prehearing  conference,  advanced 
hearing  scheduled  for  July  8 to  9:00  a.m. 
same  day  (July  8)  in  proceeding  on  am  ap- 
plications of  Radio  Station  WESB  and 


Canandaigua  Bcstg.  Co.  both  Canandaigua, 
N.Y.  Action  June  9. 

■ Upon  agreement  of  parties,  scheduled 
hearing  for  9:15  a.m.,  June  28,  in  proceed- 
ing on  am  application  of  United  Bcstg.  Co., 
Beverly,  Mass.  Action  June  10. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ Granted  petition  by  Medford  Telecast- 
ing Corp.,  Medford,  Ore.  for  leave  to  amend 
its  application  to  change  certain  figures  re- 
garding percentages  and  number  of  hours 
in  program  material  in  Medford,  Ore.,  tv 
ch.  10  proceeding.  Action  June  9. 

■ Granted  petition  by  Frank  James  and 
reopened  record  in  proceeding  on  his  ap- 
plication for  new  fm  station  in  Redwood 
City,  Calif.;  further  hearing  scheduled  for 
June  20  at  4:00  p.m.  Action  June  9. 

By  Hearing  Examiner  David  I.  Kraushaar 

■ Scheduled  further  prehearing  confer- 
ence on  Oct.  11  after  exchange  of  exhibits 
in  final  form  and  continued  hearing  to  Oct. 
18  in  proceeding  on  am  applications  of 
Booth  Bcstg.  Co.  (WIOU)  Kokomo,  Inch,  et 
al.  Action  June  9. 

By  Hearing  Examiner  Jay  A.  Kyle 

■ Pursuant  to  June  13  hearing,  scheduled 
further  hearing  for  3:00  p.m.,  June  15,  on 
order  to  Douglas  H.  McDonald,  trustee,  per- 
mittee of  WTVW  (ch.  7)  Evansville,  Ind., 
to  show  cause  why  authorization  for  station 
WTVW  Evansville,  Ind.,  should  not  be  modi- 
fied to  specify  operation  on  ch.  31  in  lieu 
of  ch.  7.  Action  June  13. 

■ Pursuant  to  June  9 prehearing  con- 
ference, rescheduled  hearing  from  July  7 
to  9:00  a.m.,  July  26  in  proceeding  on  am 
application  of  Ionia  Bcstg.  Co.  (WION), 
Ionia,  Mich.  Action  June  9. 

By  Hearing  Examiner  Forest  L.  McClenning 

■ Granted  petition  by  Broadcast  Bureau 
and  scheduled  further  prehearing  confer- 
ence for  1:00  p.m.,  June  21,  in  proceeding  on 
fm  applications  of  Independent  Bcstg.  Co., 
Darien,  Conn.,  and  High  Fidelity  Music  Co., 
Port  Jefferson,  N.Y.;  on  own  motion,  con- 
tinued June  20  hearing  to  date  to  be  sub- 
sequently determined  at  further  prehear- 
ing conference.  Action  June  13. 

Continued  on  page  131 


AUTOMATIC  CONTINUOUS  PROGRAMMING 
COLLINS  AUTOMATIC  TAPE  CONTROL 


A press  of  a button  is  all  it  takes  for 
complete  and  continuous  programming 
with  the  Collins  Automatic  Tape  Control. 
Tape  recorded  spots,  announcements  or 
programs  are  on  the  air,  on  cue,  every 
time.  No  more  threading,  cueing  or  re- 


winding. Each  modular  rack  holds  120 
tape  cartridges  individually  labeled,  com- 
pletely accessible.  Cartridges  for  program- 
ming in  segments  from  40  seconds  to  31 
minutes.  Contact  your  Collins  represent- 
ative for  complete  information. 
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CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance . Checks  and  money  orders  only.)  (FINAL  DEADLINE — - Monday  preceding  publication  date.) 

• SITUATIONS  WANTED  2(W  per  word — $2.00  minimum  • HELP  WANTED  25 4 per  word — $2.00  minimum. 

• DISPLAY  ads  #20.00  per  inch — STATIONS  FOR  SALE  advertising  require  display  space. 

• All  other  classifications  30 <t  per  word — $4.00  minimum. 

« No  charge  for  blind  bos  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 
etc.,  sent  to  box  numbers  are  sent  at  owner’s  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 

Help  Wanted — (Cont’d) 

Help  Wanted — (Cont’d) 

Help  Wanted — Management 

Announcers 

Announcers 

Station  manager  for  Texas  kilowatt,  im- 
mediate opening.  Sales,  announcing  experi- 
ence required.  Must  assume  responsibility. 
Salary  $5,400.00  plus  bonus  based  on  gross. 
Interview  required.  Box  903A,  BROAD- 
CASTING. 


Suburban-Chicago  fm.  Needs  aggressive 
sales-minded  manager.  Take  full  charge. 
Salary  plus  percentage.  No  competition. 
Tremendously  growing  market.  Write: 
George  W.  Sullivan,  111  West  Washington, 
Chicago  2,  Illinois. 


Sales 


Opportunity  for  sales  manager  with  $30,000 
to  invest  in  ownership.  Medium  market — 
Colorado.  Box  547 A,  BROADCASTING. 

Experienced,  mature  salesman  needed  by 
leading  east  Texas  metropolitan  station. 
Should  know  all  phases  of  station  operation, 
including  how  to  tape  spots,  and  must  have 
ambition  to  make  nine  to  twelve  thousand 
a year.  We  have  a bountiful  market  and 
excellent  working  conditions.  Box  786A, 
BROADCASTING. 


Permanent  career  in  radio  sales  at  prestige 
adult  appeal  station  for  solid,  creative  sales- 
man with  experience,  initiative  and  desire 
to  make  money.  Southern  coastal  medium 
market;  well  rounded  economy.  Account 
list  with  excellent  potential.  Write  Box 
812A,  BROADCASTING. 


Salesman  for  S.C.  station  in  good  market 
must  be  hustler  interested  in  eventual 
management  opportunity.  $100.00  weekly 
plus  incentive  bonus.  Furnish  detailed  in- 
formation as  to  experience,  age,  education 
and  photo.  Box  909A,  BROADCASTING. 


Experienced  time  salesman.  $100  per  week 
draw  against  15  percent  and  car  allowance. 
Send  full  details  to  Jim  Hairgrove,  KBRZ, 
Freeport,  Texas. 


California— $450.00  monthly  guarantee  plus 
commission  and  automobile  allowance.  Live 
on  world-famous  Monterey  Peninsula  and 
earn  top  income.  Only  experienced  sales- 
men reply.  Send  resume  and  photo  to 
KMBY  “Big  Show  Radio”,  Cannery  Row, 
Monterey,  California. 


Top  radio  time  sales  position  available  now. 
Address  photo  and  full  details  to:  KAP’N 
KWIZ,  Radio  KWIZ  . . . where  the  action 
is!  Santa  Ana,  California. 


Salesman — unusual  opportunity.  Expanding, 
young,  aggressive  organization.  Bill  Warren, 
WHLT,  Huntington,  Indiana. 


Salesman.  Biggest  sales  opportunity  in 
Washington,  D.C.  Become  a gelt  machine. 
Join  our  other  two  live-wire  happy  sales- 
men on  10,000  watt,  WPGC,  Washington  19, 
D.C. 


Two  experienced  negro  deejays  for  large 
eastern  metro  station.  One  must  be  top  per- 
sonality, the  other  a summer  replacement 
staffer.  Excellent  pay.  Rush  tape,  resume 
and  photo.  Box  723A,  BROADCASTING. 


Top  station  in  a smaller  northeast  metro 
market  needs  a good  combo  man  for  eve- 
ning shift.  Fine  community  and  excellent 
living  and  working  conditions.  Want  stable 
man  good  on  dj  and  news.  Salary  open. 
Send  resume  to  Box  799A,  BROADCAST- 
ING. 


Experienced  mature  announcer  for  sales 
and  all  other  duties,  single  station  market. 
First  class  ticket  not  required.  $400.00.  Give 
full  details  experience.  Box  802A,  BROAD- 
CASTING. 


Live  wire  dj  ready  for  program  director. 
Interested  in  bright,  fast  radio  and  tv 
combination.  Box  807A,  BROADCASTING. 


One  of  Montana’s  leading  stations  needs 
an  experienced  announcer  with  first  phone. 
Solid  adult  operation.  High  caliber  man 
will  be  paid  accordingly.  Box  823A,  BROAD- 
CASTING. 


Immediate  opening  for  experienced  morn- 
ing man  in  small  community  station  in 
northeast  North  Carolina.  Excellent-  future 
with  multi-station  family  group  including 
possible  managerial  advancement.  Must 
have  good  references.  Rush  tape  and  com- 
plete details.  Box  866A,  BROADCASTING. 


Progressive,  production-minded  station, 
central  Ohio,  desires  announcer  with  first 
phone.  Salary  commensurate  with  ability; 
fringe  benefits.  State  qualifications,  salary 
requirements.  Box  881A,  BROADCASTING. 


Announcer — with  1st  class  ticket.  Top  job, 
start  at  once.  Box  883A,  BROADCASTING. 


Announcer-salesman  for  established  west- 
ern Pennsylvania  station.  Must  have  prov- 
en ability.  Format  operation.  $100  per  week, 
up.  Box  902 A,  BROADCASTING. 


Announcer-chief  engineer  for  1 kw  small 
town  day  timer  . . . Good  engineering  job 
and  fair  announcing  required.  $100.00  week- 
ly plus  free  hospital  insurance  for  man 
and  family.  Send  complete  details  in  reply. 
Box  908A,  BROADCASTING. 


Need  capable  experienced  announcer  with 
first  ticket,  sufficient  technical  knowledge 
for  emergency  repairs.  No  maintenance  re- 
quired, only  emergency  repairs.  Excellent 
salary  in  top  rated  station  in  large  western 
Pennsylvania  market.  This  is  permanent  po- 
sition in  growing  organization  with  good 
opportunities  for  promotion,  unexcelled  op- 
portunity for  good  experienced  announcer 
with  first  class  ticket.  Send  tape  and  res- 
ume. Box  913A,  BROADCASTING. 


Immediate  opening  for  mature  combo-man 
for  conservative  1 kw  daytimer.  No  top 
forty,  r&r,  or  gimmicks  must  have  right 
attitude  and  ability.  $75  for  48  hour  week  to 
start.  With  automatic  raises.  Call  or  write 
Marcie  Fitch,  KGLN.  Box  C.  Glenwood 
Springs,  Colorado,  Whitney  5-6501. 


Announcer,  play-by-play,  salesmanager  . . . 
what  can  you  do?  Need  experienced,  ma- 
ture “number  two”  man.  Excellent  oppor- 
tunity for  dependable  family  man  wanting 
small-town  life.  Send  complete  application 
— tape,  photo,  work  references  — KRLN, 
Canon  City,  Colo. 


Central  Florida  daytimer  will  have  Septem- 
ber openings  for  two  competent  staff  an- 
nouncers. Send  tape  and  other  data  to 
Station  Manager,  WCPA,  Clearfield,  Penn- 
sylvania. 


Dj-production  man  wth  ideas  and  experi- 
ence. Send  tape  with  letter  including  back- 
ground, experience,  picture,  complete  de- 
tails. TV  ability  desirable.  CBS.  Number 
one  radio  and  tv.  Carl  Hallberg,  WDBO 
Radio,  Orlando,  Florida. 


I kw  daytimer  with  Schafer  automation 
needs  experienced  announcer.  Send  tape, 
resume,  salary  to  Harold  Graves,  WDOS, 
Oneonta,  N.Y. 


5,000  watt  station  in  N.E.  New  York  state 
needs  good  announcer.  Tape,  resume  and 
minimum  salary  to  WEAV,  Plattsburgh, 
N.Y. 


Immediate  opening  for  an  announcer  with 
sales  or  news  experience.  Salary  open. 
Please  call  or  write  Bill  Poole,  WFLS,  Essex 
3-5000,  Fredericksburg,  Virginia-. 


Central  Pennsylvania  daytimer  will  have 
an  August  7 opening  for  a competent  staff 
announcer.  Send  tape  and  other  data  to 
Station  Manager,  WCPA,  Clearfield,  Penn- 
sylvania. 


Announcer-salesman.  Inexperienced  with 
potential  considered.  Mail  tape,  resume. 
WIFI,  Box  3022,  Philadelphia  50. 


Announcer,  with  1st  phone,  maintenance 
with  some  engineering,  board  shift.  Send 
resume,  photo,  audition  tape,  salary  re- 
quirements to  WJUD,  St.  Johns,  Michigan. 


Women — Opportunity  to  earn  extra  money 
by  recording  for  good  local  accounts.  Send 
audition.  Box  10513,  Tampa  9,  Florida. 


Announcers.  Many  immediate  job  openings 
for  good  announcers  throughout  the  S.E. 
Free  registration.  Confidential,  Professional 
Placement,  458  Peachtree  Arcade,  Atlanta, 


WOW — There’s  money  to  be  made  in  the 
WOWland  area  for  the  right  salesman.  If 
you  want  in  and  can  sell  . . . contact  the 
fastest  growing  station  in  the  nation. 
WWOW,  Conneaut,  Ohio. 


Announcers 


Solid  air  salesman  with  first  phone  for  ag- 
gressive, smooth  sounding  station  in  beauti- 
ful California  medium  size  city.  Ideal  cli- 
mate. Our  business:  To  serve,  to  service, 
to  sell.  Complete  market  and  employment 
information  in  response  to  your  resume, 
reference  and  7M>  rpm  tape.  Box  409A, 
BROADCASTING. 


Young  aggressive  announcer-program  di- 
rector. needed  at  fast  growing  adult  pro- 
grammed fulltime  am  and  fm  station  lo- 
cated in  major  Michigan  market.  Send 
photo,  tape,  and  complete  resume  to  Box 
755A,  BROADCASTING. 


Announcer-engineer,  competent  engineer, 
first  class  ticket,  strong  on  news  delivery. 
Send  tape,  news  delivery,  credit  reference, 
and  salary  requirements.  This  is  Minnesota 
twin  city  suburban  radio.  Write  to  Box 
915A,  BROADCASTING. 


KBUD,  Athens,  Texas  seeking  experienced 
staff  announcer. 


Announcer  with  experience  wanted  for  sta- 
tion operating  for  adults.  Our  staff  inter- 
ested in  station  development.  Man  we  want 
must  be  of  same  philosophy.  Ability  to 
handle  sports  would  be  beneficial.  Send 
data,  snapshot,  salary  required  and  tape,  to 
Mason  Dixon,  General  Manager,  KFTM, 
Fort  Morgan,  Colorado. 


Announcer-salesman.  New  station  on  air, 
Phillipsburg,  Kansas.  Send  tape,  picture, 
resume.  Guy  Christian,  General  Manager, 
KKAN. 


Ga. 


Announcers  losing  jobs?  Lack  that  profes- 
sional sound?  Audition  tape  not  a polished 
. . . showcase?  New  York  School  of  An- 
nouncing, 160  West  73rd  Street,  NYC,  SU 
7-6938. 


California  calling.  If  you  are  a versatile  an- 
nouncer with  first  phone  who  wants  to 
work  in  stable  operation  in  a lovely  town 
of  45,000  that  features  network  and  local 
news  plus  good  listenable  music,  then  let’s 
exchange  information.  You  tell  us  all  about 
yourself  with  complete  resume  of  experi- 
ence, references  and  send  tape  cut  at  7 ',2 
rpm  with  commercials,  short  news,  music 
intro  and  ad  lib.  We  will  answer  promptly 
with  information  on  the  most  beautiful 
area  of  California,  plus  our  salary,  fringe 
benefits  and  major  medical  plan,  send  to 
Foy  Willing,  P.O.  Box  1651,  Salinas,  Cali- 
fornia. 
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Help  Wanted — (Cont’d) 

RADIO 

Situations  Wanted — (Cont’d) 

Technical 

Situations  Wanted — Management 

Announcers 

1 kw  daytimer  NYS  needs  chief.  Schafer 
automation,  Gates  transmitter  and  remote. 
Box  718A,  BROADCASTING. 


Wanted,  engineer,  first  license  western 
Pennsylvania.  Experience  not  required.  Ad- 
dress Box  833A.  BROADCASTING. 


Engineer  for  Washington,  D.C.  area  station. 
Some  experience  required.  Box  854A, 
BROADCASTING. 


Southern  California.  Engineer  - announcer 
wanted.  First  class  ticket  essential.  Near 
Los  Angeles.  Box  871A.  BROADCASTING. 


Engineer  with  1st  class  ticket  and  an- 
nouncing experience  or  potential.  Imme- 
diate opening.  Box  884A,  BROADCASTING. 


S.E.  Virginia  1.000  watt  station  needs  reli- 
able engineer-announcer.  Engineering  abil- 
ity first  consideration.  Detailed  resume  and 
tape  requested  in  first  letter.  Reply  Box 
918A,  BROADCASTING. 


Successful  5 kw  daytimer,  remote  control, 
needs  reliable  experienced  chief  engineer- 
announcer.  Must  be  good  on  maintenance, 
announcing,  and  have  good  references  and 
credit.  Prefer  family  man,  looking  for 
permanency  and  willing  to  live  in  small 
town  in  great  plains  region.  Good  equip- 
ment, plant,  and  easy  schedule.  Top  wages 
in  area.  Send  tape,  resume,  references  and 
picture  to  Box  921A,  BROADCASTING. 


Wanted,  chief  engineer  with  experience 
NYS.  Good  pay.  Box  922A,  BROADCAST- 
ING. 


California  daytimer  needs  top  chief  engi- 
neer, who  is  also  good  announcer.  Immedi- 
ate opening.  No.  1 station  in  five-station 
city.  Send  full  details  and  tape.  Box  925A, 
BROADCASTING. 


Immediate  opening  first  phone  5 kw  direc- 
tional transmitter  and  control  board  op- 
eration, no  announcing.  Good  salary,  5 day 
week,  fringe  benefits.  Permanent  position 
for  right  man.  Contact  Warren  C.  Chase, 
WDEV,  Waterbury,  Vt.,  Cherry  4-7378. 


We  are  expanding  at  WHLF,  South  Boston, 
Virginia.  Want  chief  engineer  to  do  small 
amount  of  announcing  with  good  salary. 
Present  chief  buying  in  and  managing  an- 
other station  I control.  Also  need  good  man 
to  manage  and  sell  for  new  fm  station  go- 
ing in  here  during  daytime,  will  be  in  com- 
petition with  am  station.  Good  opportunity 
for  progressive  man.  Telephone  2-9988  or 
write  John  L.  Coe,  Jr.,  Owner  and  Manager. 


Wanted:  Chief  radio  engineer.  Brand  new 
equipment.  1 kw,  am.  50  kw  fm.  Excellent 
working  conditions  and  benefits.  Write  ex- 
perience and  background  to  Claude  Schoch, 
Vice  President,  WMIX,  Mt.  Vernon,  Illinois. 


Number  one  station  in  Wheeling-Steuben- 
ville  seeking  chief  engineer,  must  be  tech- 
nically capable  for  transmitter  and  studio 
maintenance.  Salary  open.  Phone  collect 
Cedar  2-2250  . . . Mr.  Dougherty  or  Mr. 
Dickey.  Wheeling,  W.Va. 


Production-Programming,  Others 


Where  can  we  find  continuity  writer  with 
first  phone.  Outstanding  opportunity  with 
solid  northwest  station.  Join  an  established 
operation  at  good  pay  with  unlimited  op- 
portunity. Box  824A,  BROADCASTING. 


Wanted — Experienced,  creative  program 

manager  to  administer  tight  program  poli- 
cies he  will  help  formulate.  Must  also  as- 
sume responsibility  for  program  quality  con- 
trol, operations  and  promotion,  and  work 
two  hours  daily  on  the  air.  Tape,  photo,  full 
resume  and  salary  requirements  in  first 
letter  to  Manager,  WCSH  Radio,  Portland, 
Maine. 


Top  sales  and  production  personnel.  KASE, 
Austin,  Texas. 


Do  you  want  to  live  in  northern  California 
or  southern  Oregon  and  work  in  radio  or 
tv?  Write  Don  Telford,  Box  1021,  Eureka, 
California. 


Qualified  pd,  ce,  dj  wants  advancement  to 
management.  Minimum  $150.  Box  716A, 
BROADCASTING. 


Manager/sales  manager:  Can  offer  success- 
ful sales  and  management  record  from 
present  position.  Background  of  industry 
experience  and  highly  regarded  reputation. 
Trying  to  uncover  greater  earning  and  op- 
portunity potential.  Confidential.  Box  862A, 
BROADCASTING. 


Responsible  broadcaster  interested  in  leas- 
ing or  managing  on  percentage  basis  west 
coast  small  market  station.  Box  874A, 
BROADCASTING. 


Director — Sales,  program,  operations  man- 
ager. Successfully  serving  this  capacity 
number  one  station  large  west  coast  mar- 
ket. Instrumental  in  success  present  op- 
eration. Inspection  confirms.  Desire  direc- 
torship top  market  station.  My  sales,  pro- 
gram formula  makes  number  one  sales 
audience.  34,  family.  Want  permanency, 
solid  ownership.  Associating  top  people. 
Best  industry  references.  Success  best. 
Proof  performance.  Have  this.  Box  878A, 
BROADCASTING. 


Outstanding  twenty  year  record  in  sales, 
general  operations  and  management.  Avail- 
able immediately.  Box  879A,  BROAD- 
CASTING. 


Management  team  available.  36  years  com- 
bined management  and  all  departments. 
Versatile.  Operate  small  staff.  Outstanding 
sales  and  programming.  College  back- 
ground. First  phone.  Presently  employed. 
Interested  position  with  profit  potential — 
preferably  mid-Atlantic  states.  Box  889A, 
BROADCASTING. 


Manager/sales  manager  for  small  or  me- 
dium market.  15  years  solid  radio  experi- 
ence. Thoroughly  grounded  all  phases. 
Heavy  on  local  and  regional  direct  selling. 
Highest  industry  references.  Box  896A, 
BROADCASTING. 


Management-sales  manager  twelve  years 
experience  in  all  phases  of  radio.  Two 
years  network  staff  experience,  three  years 
country  dj  experience.  Worked  independent 
stations  from  sports  announcer  to  chief 
announcer,  sales  manager,  and  station  man- 
ager. Proven  record  in  sales  and  manage- 
ment. Guarantee  to  make  your  station  go. 
Prefer  south  east,  or  south  west.  College 
degree.  Highly  adaptable.  Hard  worker. 
Thirty  four  years  old.  Family  man.  Prefer 
part  ownership  of  station.  Available  for 
interview  after  July  first.  On  vacation  in 
west  until  that  date.  Send  inquiries  to: 
Thurston  Springer,  761  Virginia  Ave.,  Gal- 
latin, Tenn. 


Sales 


Manager-salesmanager  experienced  in  na- 
tional, regional,  local  sales.  Excellent 
record.  Box  575A,  BROADCASTING. 


Salesman,  two  years  radio  experience,  29, 
single,  journalism  graduate,  midwest.  Box 
869 A,  BROADCASTING. 


Top-notch  sales  executive!  Presently  top 
salesman,  four  station  midwest  market. 
Seven  years  radio!  Announcing-production- 
sales.  Will  move  for  greater  opportunity 
and  advancement.  Love  radio!  Want  to 
work  with  those  who  feel  likewise  . . . not 
“clock  punchers.”  Married,  26,  college. 
Finest  industry  references.  Box  877A. 
BROADCASTING. 


Announcers 


Multi-talented  combination  man  seeks 
multi-faceted  position  in  multi-station 
eastern  market.  Box  737A,  BROADCAST- 
ING. 


Top  news  and  sports  man,  deejay  too.  Col- 
lege degree  in  radio  and  television.  Six 
years  experience.  First  phone.  Prefer  west. 
Box  848A,  BROADCASTING. 

Morning  man-pd,  presently  programming 
“middle  of  road”  (variety)  format,  success- 
fully in  40,000  to  50,000  competitive  market. 
Would  like  opportunity  to  use  talents  to 
make  more  money  in  a larger  market.  Ag- 
gressive, married,  age  29,  want  a home. 
References.  Present  management  aware 
of  this  ad.  Box  864A.  BROADCASTING. 
Announcer,  experienced,  fast  paced  music 
and  news,  lite  copy,  write  news.  Box  865A, 
BROADCASTING. 


28,  married,  dependable,  2 years  experience, 
can  operate  own  board.  Graduate  of  radio 
school,  and  have  college  BA  degree.  Would 
like  to  work  into  management.  Would  de- 
sire adult  music  station.  Have  low  reso- 
nant voice.  Strong  on  news  and  commer- 
cials. Box  868 A,  BROADCASTING. 


Draft  free  twins,  age  25.  9 months  experi- 
ence. Position  on  same  station  essential. 

No  d top  40’ s.  No  affiliated  stations. 

Prefer  deep  south.  Prefer  manager  with 
some  radio  experience.  Box  870A,  BROAD- 
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Topnotch  newscaster.  Presently  news  direc- 
tor leading  southern  CBS  station  desires 
change.  Winner  three  news  awards  past 
year,  plus  special  citation  from  defense 
department.  Can  also  double  as  personality 
dj.  36,  married.  Box  880A,  BROADCAST- 


Attention  California:  Top  announcer,  ex- 
perienced all  phases  plus  sports  I will 
audition  in  person  for  you  July  5-12.  Box 
887A,  BROADCASTING. 


Young  man,  broadcasting  school  grad,  de- 
sires staff  position.  No  experience  but  eag- 
erly anticipating  same.  Tape,  resume  and 
photo  on  request.  Box  890A,  BROADCAST- 


Storz  experience  fast  paced,  happy  sound- 
ing deejay  wants  to  hook  on  with  good  top 
forty  operation  that  knows  what  it’s  doing 
Box  891A,  BROADCASTING. 

Happy  swinging  — not  screaming  — adult 
morning  show.  Start  your  broadcast  day  on 
top.  Present  employer  does  for  only  $125. 
Box  894A,  BROADCASTING. 

Announcer  wants  job.  Will  travel  any- 
where. Some  experience.  Available  now 
Box  895A,  BROADCASTING. 


Young,  experienced  announcer  with  qual- 
ity voice  desires  position  as  dj.  Newport 
News,  Virginia.  LY  6-5909.  Box  897A, 
BROADCASTING. 


Want  a guy  who  is  quite  dandy?  With  a 
mike  he’s  very  handy.  If  you  would  like  to 
hear  his  voice,  make  this  box  your  only 
choice.  Box  898A,  BROADCASTING. 


Combo  man,  strong  all  phases,  looking  for 
bigger  market.  Florida.  Box  899A,  BROAD- 
CASTING. 


Top-flight  announcer  with  quality  voice — 
very  light  experience— but  professional 
sound.  Box  900A,  BROADCASTING. 


Announcer:  Help,  I’m  hungry!  News,  music 
sales,  staff.  Broadcasting  school,  college, 
private  training.  Will  travel,  single,  vet- 
eran. Box  901A,  BROADCASTING. 


One  of  the  best.  . . . $125  per  week  delivers 
services  of  good  announcer  and  program 
director.  Eminently  qualified.  References. 
Presently  employed.  Let’s  communicate.  I 
prefer  Ohio,  Penna.,  Indiana  area.  Box 
906A,  BROADCASTING. 


Announcer,  salesman,  seeks  east  coast  posi- 
tion, 3>/2  years  experience.  Box  911  A, 
BROADCASTING. 


Versatile  negro  deejay,  newsman,  copy- 
writer, consider  reasonable  offer,  fifty  miles 
radius  metropolitan  area,  have  program  on 
top  station,  operate  board.  Box  914A, 
BROADCASTING. 


Midwesterner,  thirty-one,  married.  Six  years 
experience,  versatile,  excellent  voice.  Seek- 
ing midwest  or  eastern  radio  or  radio-tv. 
No  “top-forty” — I’m  formula  weary.  Box 
916A,  BROADCASTING. 


Newsman:  Top  flight,  major  market,  best 
references.  Stylish  or  straight  writer.  Ob- 
jectively interpretive  announcer.  Excel- 
lent reporter.  Intelligent  interviewer.  Good 
researcher  Box  917A,  BROADCASTING. 


“Mad  dad  from  Baghdad”,  dj.  Extra-ordi- 
nary needs  position.  Unique,  original.  Wears 
cloak,  turban,  eat  up  record  hops.  Pics, 
tapes  available.  Box  924A,  BROADCAST- 
ING. 


Good,  versatile  announcer.  Production-wise. 
Available  immediately.  $125.00.  Telephone 
Tweed  1-3837,  Cincinnati,  Ohio. 
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Situations  Wanted — (Cont’d' 


Help  Wanted — (Cont’d) 


Announcers 


Announcer,  first  phone,  2y2  years  commer- 
cial experience,  including  part-time  sales, 
all  with  good  music-NBC-affiliate.  Vet, 
family  man,  reliable,  steady.  Top  refer- 
ences. Resume,  tape  on  request.  Write  Bill 
Halbert,  Box  462,  Havre,  Montana. 


Young  Negro  announcer,  professionally 
trained.  Seeking  chance  to  show  what  I 
can  do.  Have  car,  will  travel  anywhere. 
Bob  Lee,  6028  S.  Drexel,  Chicago  37. 


Negro  announcer,  dj.  Producer,  network  ex- 
perience, 20  years.  References,  age  36.  All 
music.  Mannie  Mauldin,  360  East  55th  St„ 
Oakland  4-8300,  Chicago  15,  Illinois. 


Available  immediately,  experienced  an- 
nouncer. Tape  available,  references.  Ron 
Mendler,  WMIK,  Middlesboro,  Ky.,  phone 
980. 


Experienced  sales  and  announcing,  strong 
on  news,  commercials,  dj.  John  Merki,  1008 
Minnesota,  Gladstone,  Michigan. 


Announcer:  Experienced.  Good  voice. 

Available  now.  Will  go  anywhere.  Don 
Neer,  Brookfield,  Mo.  Ph.  6020-M-4. 


Young  broadcasting  school  graduate  look- 
ing for  start  in  radio.  Some  college,  3rd 
phone.  Can  do  play-by-play  of  baseball, 
football,  basketball,  hockey.  Will  go  any- 
where in  country  for  promising  oppor- 
tunity. Paul  Osit,  50  Fleetwood  Ave„  Mt. 
Vernon,  N.Y.,  OW  9-3554. 


Job  on  radio  and/or  television  news  staff. 
Am  31,  1960  graduate,  journalism,  Nebraska 
University.  Experience,  2y2  years  reporting, 
broadcasting  on  campus  station.  Will  go 
east,  west,  south.  George  Raymer,  Butte, 
Nebraska. 


No.  1 c&w  disc  jockey  and  salesman.  East 
coast  preferred.  Send  mail  to  Henry  Tuck, 
% N.B.  Williams,  Route  4,  Rudsville,  N.C. 


Technical 


Competent  chief  available.  Experienced  to 
10  kw  directional.  Southwest  metropolitan 
market.  $120.  Salary  minimum.  Box  815A, 
BROADCASTING. 


First  class  engineer  and  salesman,  11  years 
experience.  Prefer  Arkansas,  Louisiana, 
Texas.  Available  immediately.  Write  Box 
834A,  BROADCASTING. 


Situations  Wanted — (Cont’d) 


Production — Programming,  Others 


Technical 


Girl  Friday  desires  position  in  Arizona.  Ex- 
perienced radio-tv  copywriter,  radio  traffic. 
Northwest  School  graduate.  References. 
Box  867A,  BROADCASTING. 


Studio  and  transmitter  engineers.  Send 
complete  resume,  references  and  recent 
snapshot  first  letter.  Lad  F.  Hlavaty,  Chief 
Engineer,  KCRG  AM-TV,  Cedar  Rapids 
Iowa. 


Program  director  . . . for  the  past  two 
years  in  one  of  the  top  thirty  markets  in 
the  country,  seeking  advancement.  Have 
reached  limit  in  present  station,  am  look- 
ing for  an  operation  with  more  potential 
and  brighter  horizons  . . . presently  doing 
air  shift  and  public  relations  in  conjunction 
with  programming.  Box  886A,  BROAD- 
CASTING. 


Full  power  vhf.  Station  needs  transmitter 
men,  videomen,  audiomen.  Latest  RCA 
equipment.  Send  complete  details  in  first 
letter  to  Personnel  Director  at  KSOO-TV, 
Inc.,  Sioux  Falls,  South  Dakota. 


Production-Programming,  Others 


Managers — owners!  Want  billing— ratings — 
prestige — adult  audience?  I have  ideas!  Also 
have  12  years  experience.  PD,  dj,  sports- 
caster,  newsman.  Married,  family,  anxious 
to  work.  Box  904A,  BROADCASTING 


PD-announcer,  4 years  experience.  Vet, 
married.  Bright,  happy  sound.  Ability  in 
pd,  news,  copy,  sales,  production.  Desire 
medium  market.  Good  working  conditions. 
Box  910A,  BROADCASTING. 


Need  tv  newsman  for  6 P.M.  & 10  P.M. 
news.  Real  news  experience  required,  with 
smooth,  authoritative  delivery.  Top  station, 
medium  market,  although  small  town.  Send 
full  details,  picture  and  tape  to  Jack  Gil- 
bert, KHOL-TV,  Kearney,  Nebraska. 

Full  power  vhf.  Station  needs  director, 
cameramen,  audiomen.  Send  complete  de- 
tails in  first  letter  to  Personnel  Director  at 
KSOO-TV,  Inc.,  Sioux  Falls,  South  Dakota. 


Program  director  . . . Old  enough  to  know, 
young  enough  to  go.  Eight  years  experience. 
Currently  employed  with  top  station  in 
major  market.  Know  top  40  forwards  and 
backwards.  Strong  production  spots  a spe- 
cialty. Available  August  1.  Box  919A, 
BROADCASTING. 


Pd,  nine  years  all  phases  radio.  Would  like 
new  station  challenge.  Married,  family.  Box 
923A,  BROADCASTING. 


PD  nine  years  radio,  wishes  to  relocate. 
Would  like  pd-sales.  Married,  family.  Gene 
Books,  Hortonville,  Wisconsin.  SPruce 
9-6656. 


TELEVISION 

Situations  Wanted — Management 


Sales  management  — Will  relocate  — want 
permanent  opportunity  with  prestige  sta- 
tion. 5 years  successful  tv  sales — two  years 
sales  management  with  No.  1 network  sta- 
tion in  major  market.  Will  handle  national 
or  local  sales.  Also  newspaper,  radio  sales 
background.  Married,  31,  family,  presently 
employed.  Top  references.  Box  875A, 
BROADCASTING. 


Sales 


Production — announcer — college  grad.,  B.S. 
radio-tv,  southwest  preferred,  married, 
young  and  willing  to  prove  ability  if  given 
chance,  resume  and  photo  on  request.  C.D., 
5842  Kenilwood,  Houston  33,  Texas. 


Qualified  and  experienced  radio-tv  man  (12 
years)  wishes  to  return  to  field  as  program 
director,  music  librarian,  sports  director,  or 
administrative  assistant.  Family,  36.  Good 
education.  Willing  to  learn.  Write  Paul,  313 
East  Cypress,  Anaheim,  California. 


Young  man  desires  position  in  sales  or  pro- 
duction. 41, 2 years  tv  production,  B.A.  de- 
gree. Top  references,  now  working.  Box 
905 A,  BROADCASTING. 


TV  program  manager  wants  sales  work. 
Ten  years  experience  in  major  southwestern 
market  as  tv  program  manager  and  an- 
nouncer. Currently  in  New  York.  Box  920A, 
BROADCASTING. 


Announcers 


1st  class  F.C.C.  phone  license.  Married,  one 
year  experience.  Florida  area  preferred. 
Will  work  anywhere.  Box  861A,  BROAD- 
CASTING. 


Engineer,  1st  phone,  8 months  experience. 
Box  885A,  BROADCASTING. 


Chief  or  engineer,  first  class  license,  twelve 
years  experience,  some  announcing.  With- 
out car.  Room  217,  Marian  Hotel,  Palatka, 
Florida. 


First  phone,  BS  in  mathematics,  limited 
experience  in  announcing.  Bill  Aronson, 
Route  #1,  Chillicothe,  Missouri. 


Engineer,  first  phone,  eight  years  broad- 
casting experience.  Directionals,  proof  of 
performance.  Reliable  operator.  Christian 
Frederick  Klett,  123  East  Lincoln  Highway, 
Coatesville,  Pennsylvania. 


Far-east  broadcast,  radiotelegraph,  2-way, 
operation  or  maintenance  position.  Age  29. 
First  phone,  second  radiotelegraph.  Stroh- 
meyer.  Box  2131,  Kansas  City,  Kansas. 


Engineer-First  phone.  Recent  graduate  of 
30  week  radio-tv  technician  school.  Need 
opportunity  to  learn  and  advance  at  a per- 
manent position.  Age  31,  single,  sober  and 
reliable.  James  E.  Werk,  225  E.  Coler  St., 
Jackson,  Michigan.  State  2-9897. 


Production-Programming,  Others 


Wanted  . . . relief  from  big  city  rush. 
Presently  program  director  of  metropolitan 
power  station  desire  smaller  market  posi- 
tion of  responsibility.  16  years  experience. 
Box  797A,  BROADCASTING. 


One  of  the  best  young  news  directors  in 
the  medium  market  will  be  available  Au- 
gust 1.  Top-notch  play-by-play  and  sports. 
Prefers  south  or  midwest,  but  will  consider 
anyplace.  $500  a month.  Box  853A,  BROAD- 
CASTING. 


TELEVISION 


Help  Wanted — Sales 


Aggressive  salesman  for  local  sales.  The  fu- 
ture is  here  if  you  have  the  ability.  Experi- 
ence in  radio  or  tv  necessary.  Must  have 
car.  Good  earnings  at  the  start  with  un- 
limited potential.  Family  man  preferred. 
Station  is  tops  in  the  area.  Full  CBS,  ABC 
schedule.  All  the  advantages  of  raising  a 
family  in  a small,  friendly  community.  Send 
complete  resume,  references  and  photo.  Jack 
Gilbert,  KHOL-TV,  Kearney,  Nebraska. 


Wanted,  account  executive  mid-Florida. 
Require  experienced  television  sales  or 
media  experience.  Prefer  married  man 
looking  for  good  future.  Please  supply  photo 
and  complete  data  with  first  letter.  Ad- 
dress inquiries  to  Sales  Manager,  WLOF- 
TV,  639  West  Central  Avenue,  Orlando. 


Technical 


Full  power  Florida  vhf  seeks  first  phone 
transmitter  engineer  immediately.  Good 
pay,  pension,  insurance  benefits.  Box  705A, 
BROADCASTING. 


Wanted:  Chief  engineer  for  am-fm-tv  sta- 
tion. Rocky  Mountain,  west.  Full  power  net- 
work tv.  Must  be  top  man.  Send  complete 
resume,  references,  salary  required.  Our 
employes  know  of  this  ad.  Box  753A, 
BROADCASTING. 


Florida  vhf  has  opening  for  first  class  li- 
censed man.  Prefer  recent  graduate  of  tech 
school,  will  consider  man  with  radio  ex- 
perience. Box  873A,  BROADCASTING. 


Do  you  have  TT25BL  experience?  Do  you 
have  supervisory  capabilities?  If  so,  write 
Box  892A,  BROADCASTING. 


Veteran  sportscaster  radio-television.  Au- 
thoritative, colorful  play-by-play  football, 
basketball,  baseball,  boxing.  12  years  all 
phases  plus  news-interviews-special  events. 
Solidly  commercial  High  ratings.  Excellent 
references.  Box  747A,  BROADCASTING. 


Experienced  television  announcer,  college 
degree  in  radio  and  television.  First  phone. 
Prefer  west.  Box  849A,  BROADCASTING. 


Technical 


Chief  or  supervisor — 12  years  experience, 
4 years  chief,  4 years  supervisory  am-fm- 
tv,  planning,  construction  and  maintenance. 
Box  907A,  BROADCASTING. 


Chief,  tv-am.  Available  for  south  or  south- 
west. Handled  large  and  small  operations. 
Box  912A,  BROADCASTING. 


Production-Programming,  Others 


Production  manager-director  in  top  mar- 
ket. Seeks  producer-director  position  in 
larger  market.  Family,  33  years,  college 
graduate.  Box  552 A,  BROADCASTING. 


Looking  for  a man  with  versatility?  Willing 
to  offer  this  man  good  pay  and  a secure 
future?  Presently  employed  television  di- 
rector has  outgrown  present  position.  Radio 
and  television  production,  announcing  and 
technical  experience.  BA  communication 
arts,  first  phone,  married,  veteran.  Will 
appear  for  interview.  Prefer  Rockies  or 
Pacific  northwest,  but  will  open  any  door 
when  real  opportunity  knocks.  Box  888A, 
BROADCASTING. 


Graduating  production  trainees  available. 
Recommendable  personnel  who  handle 
equipment  like  veterans.  Contact  Intern 
Supervisor,  WTHS-TV,  Miami. 
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FOR  SALE 


Equipment 


1-General  Radio  noise  and  distortion  meter. 
Model  1932A.  1-General  Radio  low  distor- 
tion oscillator  model  1301  A.  (Good  condi- 
tion) $550.00.  Box  790A,  BROADCASTING. 

FM  frequency  monitor  (General  Electric- 
BM-l-A),  excellent  condition.  $750.00.  Write 
to  Box  852A,  BROADCASTING. 


New,  unused  Schafer  400-R  remote  control 
system,  list  $1,695  for  $1,200.  Never  removed 
from  cartons.  Box  860A,  BROADCASTING. 


3- (three)  DuMont  model  TA-124-E  image 
orthicon  camera  chains  in  good  condition. 
Electronic  orbitors  included.  Make  reason- 
able offer  on  one  or  all.  Box  872A,  BROAD- 
CASTING. 


Tape  recorders,  several  Ampex  350  console, 
half  track,  7 (,'2  and  15  ips.  Excellent.  $1000 
each,  $1050  crated.  Radio  station  KCHJ, 
P.O.  Box  966,  Delano,  California. 


One  Schaeffer  remote  control  unit,  com- 
plete— $500.00.  WCOA  Radio,  Inc.,  Pensaco- 
la, Florida. 


Two  transmitting  tubes:  1 — 891-R.  1 — 892-R. 
Both  excellent— will  guarantee.  Best  offer. 
WCWC,  Ripon,  Wisconsin. 


For  sale  on  ground — 1 Truscon  400  foot 
guyed  tower,  complete  with  base  insulator 
and  lighting.  Will  support  small  tv  or  fm 
antenna.  1 RCA  AGC  amplifier  BA-21A.  1 
Tapak  portable  battery  operated  tape  re- 
corder. 1 Taco  heavy  duty  72  ohm  Channel 
3 antenna.  1 RCA  TK1C  monoscope  camera 
in  use  two  years.  Contact  Chief  Engineer, 
WINR-TV,  Binghamton,  New  York.  Tele- 
phone—RA  3-8251. 


Western  Electric  limiter,  model  1126C.  RCA 
noise  and  distortion,  model  69-A.  On  as  is 
basis.  Will  take  best  offer.  WNAR,  Norris- 
town, Penna. 


Gates  RDC10  remote  control  unit  com- 
plete. Has  rf  amplifier,  perfect  condition, 
must  sell,  make  offer.  WPAP,  Femandina 
Beach,  Florida. 


Two  270-foot  heavy-duty  Fisher  guyed 
towers  available  by  October  1st.  W.  D’Orr 
Cozzens,  Intermountain  Network,  146  South 
Main  Street,  Salt  Lake  City,  Utah. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto  Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100. 


Sell:  Magnacord  PT-6J  amp.  w/93X4  pre- 
amp and  pwr  sppy,  dual  equal,  excel, 
condx.,  $150.00.  J.P.  Kuziemko,  OR  9-3810, 
ext.  837,  to  4:30,  RE  7-7910  after  6:00.  New 
York  City. 


Tv  Video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  different  models  8" 
thru  24"  Miratel,  Inc.,  1080  Dionne  St.,  St. 
Paul,  Minn. 


Andrews  260  foot  self-supporting  micro- 
wave  tower.  May  be  used  for  am-fm  tv. 
Our  price  is  $10,000,  ready  for  loading.  Save 
almost  half.  Call  or  write:  Mr.  R.E.  Snider, 
Box  9697,  Tulsa,  Oklahoma.  Phone:  HI  6- 
6184. 


200  foot  guyed  triangular  tower.  Good  con- 
dition, readv  to  move  midsummer  from 
Monterey,  California.  B.P.  Timothy,  1590 
Sheridan  Road,  Lake  Forest,  Illinois. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenbumie,  Md.  Day  phone  SO  6-0766 — ■ 
Night  and  emergency  phone  SO  1-1361. 
Write  or  call  collect. 


General  Precision  Laboratory  16mm  kine- 
scope recorder,  model  PA-303  with  Maurer 
sound  of  film  system  and  utilizing  elec- 
tronic shutter.  For  further  information 
contact  the  Director  of  Purchasing,  Uni- 
versity  of  Missouri^  Columbia,  Missouri. 

WANTED  TO  BUY 


Stations 


Radio  executive  making  three-week  tour  of 
southeast,  starting  in  July — object,  pur- 
chase of  radio  station  in  small,  medium  or 
large  market,  south  of  Mason-Dixon  line. 
If  you  are  interested  in  selling  or  leasing 
your  station,  write  at  once  so  that  your 
station  may  be  included  in  tour.  Box  882A, 
BROADCASTING. 


WANTED  TO  BUY 


Equipment 


One  or  two  Dumont  camera  chains.  State 
price  and  condition  first  letter.  Box  837A, 
BROADCASTING. 


Used  Gray  Telop  model  2-R.  Must  be  in 
good  condition.  KBTX-TV,  Bryan,  Texas. 


Wanted:  200  foot  self-supporting  tower. 

Henry  Fones,  Chief  Engineer,  WDIA,  Mem- 
phis, Tennessee. 


Wanted,  am  frequency  monitor  also  fm 
frequency-modulation  monitor.  State  fre- 
quency, age,  condition.  WINF,  Manchester, 
Conn. 


$100.00  reward  for  information  leading  to 
the  purchase  of  a used  50  kw  -short-wave 
transmitter.  Lee  Braxton,  Box  2187,  Tulsa, 
Oklahoma. 


Convert  your  excess  equipment  to  cash. 
Anything  bought  and  sold  from  a tube  to  a 
tower.  Electrofind,  550  Fifth  Avenue,  N.Y.C. 


Set  of  two  high  frequency  loops  for  Federal 
101-C  field  measuring  set.  Turn  those  un- 
used loops  into  cash.  Charles  B.  Persons, 
3702  East  Lake  Street,  Minneapolis  6, 
Minnesota. 


2 kw  high  band  tv  transmitter,  500w  hi  band 
trans.  chan  9 and  10.  Antennas  10-25  kw. 
STL,  studio  equipment.  Technical  Systems 
Corp.,  12-01  43rd  Avenue,  LIC  1,  N.  Y. 


Wanted— Used  transmitting  and  antenna 
equipment  for  maximum  power  on  Channel 
3 installation.  Write  or  call  Harold  Thoms, 
75  Scenic  Highway,  Asheville,  N.C.,  phone 
ALpine  4-4448. 


INSTRUCTIONS 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood. 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas, 
Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
June  29,  August  31,  October  26,  1960.  Jan- 
uary 4,  1961.  For  information,  references 
and  reservations  write  William  B.  Ogden, 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank,  California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta,  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


FCC  license  in  six  weeks.  Classes  9 a.m.  to 
6 p.m.  five  days  a week.  Tuition  $300.  We 
have  no  failures.  The  Pathfinder  Method, 
510  16th  St.,  Oakland,  California. 


Help  Wanted — (Cont’d) 
Management 


wanted . . . 
general  manager 

for  wbny 

BUFFALO  * 

Excellent  opportunity  for 
ambitious  broadcaster  willing 
to  apply  some  good  ideas  and  lots 
of  hard  labor  to  task  of  managing 
a newly-acquired  station  for 
progressive  radio  organization. 
Major-market  experience 
desirable,  but  will  consider  sales 
or  program  executive  with  suitable 
background.  Compensation  plan 
and  other  terms  dependent  on 
individual.  Considerable  future 
for  right  person. 

Write  complete  resume  t<K 

Stephen  B.  .Labunski 
Straus  Broadcasting  Company 
415  Madison  Avenue 
New  York  17,  New  York 


Technical 


ENGINEERS 

Outstanding  50  kw  Eastern  clear 
channel  station  in  large  market, 
needs  men  for  both  studio  and  trans- 
mitter. Good  pay  and  company  bene- 
fits. All  replies  confidential. 

Box  828A,  BROADCASTING. 


TELEVISION 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


MISCELLANEOUS 


Funniest  one-liners  ever  created.  Produced 
on  tape  especially  for  your  show  or  sta- 
tion. Rush  letterhead  request  for  sample 
tapes!  Box  732A,  BROADCASTING. 


TELEVISION 


Help  Wanted — Sales 


[Topening  on  sales  staff 

Of  the  outstanding  growth  station 
in  the  nation's  eleventh  market. 
Top  accounts  available.  Contact 
Pat  Tuschman,  WABQ  Rad 
jjij  Cleveland,  Ohio 


K=Ji 


Help  Wanted 


Production-Programming,  Others 


WANTED 


CREATIVE  TV  PROGRAM  EXECUTIVE 

As  assistant  program  manager  of 
large  northeastern  market  television 
station.  Experience  as  assistant  and/or 
program  manager;  thorough  knowl- 
edge of  production  and  feature  film 
libraries.  Needs  live  studio  technique 
knowledge;  must  be  able  to  work  well 
with  people.  Fine  opportunity  for  crea- 
tive and  imaginative  worker.  Send  pic- 
ture and  qualifications.  Salary  open. 

Box  893A,  BROADCASTING 
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Help  Wanted — (Cont’d) 


Employment  Service 


FOR  SALE 


LOOKING  FOR  AN  OPPORTUNITY 
TO  PROGRESS? 

If  you  can  answer  YES  to  the  following 
questions,  you  may  he  on  your  way 
to  an  exciting  and  profitable  future. 

• Do  you  have  a thorough  knowledge 
of  television  transmitters  and  video 
equipment? 

• Would  you  enjoy  working  for  a top 
manufacturing  company  in  the  mid- 
west? 

• Would  you  like  to  have  the  position 
of  Television  Equipment  Sales  Man- 
ager located  in  the  Company  head- 
quarters? 


Would  you  enjoy 
present  salary? 


increase 


• Does  a complete  company  benefit 
program  including  profit  sharing,  ap- 
peal to  you? 

• Are  you  looking  for  a permanent  po- 
sition with  unlimited  opportunites? 

If  so,  send  complete  resume  and  photo 
with  first  letter  to: 

Box  817A,  BROADCASTING 


§ KWTX-TV.  WACO.  TEXAS  | 

§ Has  immediate  opening  for  top  quality  & 
£ TV  announcer.  H you  think  you  can  c 
*!  qualify  please  send  tape  and  picture  y 
§ to  Ralph  Webb,  P.O.  Box  7128,  Waco,  & 
£ Texas.  ? 


WANTED  TO  BUY 


Stations 


WANTED  TO  BUY 

Radio  Stations  ...  by  two  experi- 
enced investor-operators.  Market 
size  price  range  open.  Strictest 
confidence  observed.  Prefer  to  cor- 
respond direct  with  owners  but  will 
protect  broker.  Ample  references. 
Write: 


Box  863A,  BROADCASTING. 


BETTER  SITUATION? 

Dozens  of  announcers,  salesmen,  engineers, 
writers,  directors  and  executives  are  find- 
ing our  PLACEMENT  SERVICE  in  eight  up- 
per midwest  states  is  the  way  to  find  a 
better  radio  or  tv  job.  For  PROFESSIONAL 
placement,  write  NOW  for  application. 
WALKER  EMPLOYMENT  SERVICE 
Broadcast  Division  E 

83  So.  7th  St.  Minneapolis  2,  Minn. 

Federal  9-0961 


MISCELLANEOUS 


BROADCAST 

Continuity 
Paper 

Minimum  order  5000 
16# — white  paper — black  ink.  Send 
copy  of  paper  you  are  now  using  with 
check.  Colored  paper — add  $1.00  per 
1000.  Punching  for  binder  $2.50  per 
5000. 

FREEBERN  PRESS,  INC. 
Hudson  Falls,  N.Y. 


in 

Radio  Remote  Control  and 
Multiplex  Systems 
For 

Studio  Transmitter  Links 

Joku  A.  Moseley  Associates 
Sex  3192  Woodland  7-1469 

Sants  Barbara,  California 


PRINTING 

40 

per 

1000 


FOR  SALE 


Fla. 

Small 

Local 

$50  M 

29% 

N.C. 

Small 

Local 

120M 

29% 

N.C. 

Small 

lkw-D 

75M 

15  dn. 

Ida 

Small 

250w 

50M 

terms 

Va. 

Single 

lkw-D 

80M 

25  dn. 

Miss. 

Single 

250w 

140M 

10  yrs. 

Tex. 

Single 

250w 

25M 

8 dn. 

III. 

Single 

Daytimer 

■ 95  M 

terms 

Cal. 

Single 

Fulltime 

65M 

low  dn. 

N.Y. 

Single 

Daytimer  105  M 

cash 

Fla. 

Medium 

Regional  175M 

53  dn. 

Ala. 

Metro 

lkw-D 

175M 

58  dn. 

Ga. 

Metro 

Daytimer  200M 

terms 

Cal. 

Metro 

Local 

175M 

29% 

Fla. 

Large 

Regional 

165M 

cash 

SE 

Maj-Sub  lkw-D 

150M 

35  dn. 

Mid  Atl 

Major 

Fulltime  330M 

25% 

Central 

Major 

Daytimer  415M 

cash 

And  Others 

PAUL  H. 

CHAPMAN  COMPANY 

INCORPORATED 
MEDIA  BROKERS 

Atlanta  Indianapolis  Los  Angeles 

Nashville  New  York  San  Antonio 

San  Francisco  Seattle  Troy,  O. 
Please  Address: 

1182  W.  Peachtree,  Atlanta  9,  Ga. 


THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 


HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


Stations 


Southern  single.  $40,000  terms — 
Southwest  medium  regional.  Big 
profits.  $97,500  29% — Southwest 

medium  fulltime.  Making  money. 
$115,000  29% — Southern  major 

daytime  regional.  $75,000  with 
$23,750  down. — Southern  major 
power  fulltimer.  In  black.  $350,000 
terms. — West  Coast  regional.  Good 
earnings,  $350,000  29%  Southwest 
major  daytime.  $225,000  29%  — 
Southwest  fulltime  regional.  Top 
profits.  $200,000  29%  Midwest  full- 
timer,  medium  market.  Very  profita- 
ble. $150,000  29% — Record  com- 
pany for  sale.  PATT  McDONALD, 
Box  9266,  Austin  Texas.  GL.  3-8080, 
or  Jack  KOSTE,  40  E.  42nd.,  NY 
17,  N.Y.  MU  2-4813 


NORMAN  & NORMAN 

INCORPORATIO 

BfCkt't  C oniultonft  At  t • \'t\ 

RADIO-TELEVISION  STATIONS 

Ncticft-W.df 

£.»  C • r rtrd  Bfuodco»tf  >y 

ur  nftol  N*<J?tiC*.C 

Security  Bldg.  Davenport  Iowa 


STATIONS  FOR  SALE 

SOUTHEAST.  Profitable  daytimer.  Did 
$84,000  last  year.  Ahead  this  year. 
Asking  $125,000  with  29%. 

ROCKY  MOUNTAIN.  Exclusive.  Full  time. 
$80,000  annual  gross  average  for  past 
five  years.  Asking  $90,000  with  29% 
down. 

CALIFORNIA.  Powerful  daytimer  facil- 
ity. Excellent  earnings.  $300,000  with 
29%  down. 

EAST.  Near  large  market.  Daytimer. 
Asking  $90,000  with  $20,000  down. 

CALIFORNIA.  Full  time.  Growing  but 
competitive  market.  Asking  $135,000 
with  29%  down. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 

HO.  4-7279 


UNITED  ADVERTISERS 
INC. 

Owner?  or  prospective  owner? 
Selling?  Buying? 

Save  this  ad — it  may  save  you  money 
Thirty  years  in  Broadcasting 
Confidential  Service 
116  Catoma  Street,  Montgomery  3, 
Alabama 
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(Continued  from  page  125) 

■ Scheduled  prehearing  conference  for 
June  27  in  proceeding  on  am  applications  of 
Simon  Geller,  Gloucester  and  Associated 
Enterprises,  Brockton,  both  Massachusetts. 
Action  June  10. 

By  Hearing  Examiner  Herbert  Sharfman 

■ Granted  petition  and  supplemental  peti- 
tion by  Lawrence  W.  Felt,  Carlsbad,  Calif., 
for  leave  to  amend  his  fm  application  to 
the  class  A frequency  (95.9  me),  and  sub- 
stituting revised  reimbursement  agreement 
between  Mr.  Felt  and  International  Good 
Music  Inc.,  San  Diego,  Calif.,  in  proceeding 
on  their  applications;  Mr.  Felt’s  application 
removed  from  hearing  docket  and  returned 
to  processing  line.  Action  June  7. 

■ Scheduled  further  prehearing  confer- 
ence for  July  7 to  discuss,  among  other 
things,  measurements  recently  taken  to  es- 
tablish the  2 and  25  mv/m  contours  of 
Mid- America  proposal  and  station  KFBK, 
preliminary  to  ruling  on  Mid-America's 
pending  petition  for  leave  to  amend  its 
application  in  proceeding  on  am  applica- 
tions of  Robert  L.  Liphert.  Fresno,  and 
Mid-America  Bcstrs.  Inc.  (KOBY)  San 
Francisco,  both  California.  Action  June  13. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  to  June  14  time  to  file  replies 
to  petition  by  WPET  Inc.,  Greensboro,  N.C. 
for  severance  and  grant  without  hearing 
its  am  application;  application  in  consoli- 
dated hearing.  Action  June  9. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  June  10 

WGPA-AM-FM  Bethlehem,  Pa.— Granted 
transfer  of  control  from  Rolland  L.  and 
Pauline  H.  Adams,  individually  and  as 
trustees,  to  Pauline  H.  Adams  and  Girard 
Trust  Corn  Exchange  Bank  as  trustees 
through  corporate  reorganization. 

K76AF,  K73AN  Eureka,  Nev. — Granted 
assignment  of  license  and  cp  to  Eureka  Tv 
District. 

WONT  Delaware,  Ohio — Granted  assign- 
ment of  cp  to  Delaware  Bcstg.  Inc. 

KHQ-TV  Spokane,  Wash. — Granted  cp  to 
install  new  auxiliary  trans.  and  auxiliary 
ant.  (same  location  as  main  trans.  and  ant.). 

WTVB-FM  Coldwater,  Mich.  — Granted 
mod.  of  cp  to  increase  ERP  to  7.9  kw;  de- 
crease ant.  height  to  185  ft.;  change  type 
trans.  and  new  type  ant.  and  make  changes 
in  ant.  system;  conditions. 

KCMC-TV  Texarkana,  Tex. — Granted  mod. 
of  cp  to  change  type  trans.  and  make  minor 
equipment  changes. 

WLOM(FM)  Chattanooga,  Tenn. — Granted 
mod.  of  cp  to  decrease  ERP  to  33  kw  and 
change  type  trans.  and  new  ant. 

WCCW  Traverse  City,  Mich. — Granted 
mod.  of  cp  to  change  type  trans.  and  spe- 
cify main  studio  location  and  remote  con- 
trol point,  and  make  changes  in  trans. 
equipment:  condition. 

WBAY-FM  Green  Bay,  Wis. — Granted  ex- 
tension of  completion  date  to  November  1. 

WCBM-FM  Baltimore,  Md. — Granted  ex- 
tension of  completion  date  to  July  15. 
Actions  of  June  9 

WTVM(TV)  Columbus,  Ga.— Granted  cp 
to  change  ERP  to  284  kw,  vis.,  142  kw.  aur., 
install  new  trans.  and  new  ant.  system, 
make  changes  in  equipment;  ant.  height 
1,160  ft. 

WRBL-TV  Columbus,  Ga. — Granted  cp  to 
make  changes  in  trans.,  ant.  system  and 
equioment:  ant.  height  1,290  ft. 

WBAY-FM  Green  Bay,  Wis.— Granted 
mod.  of  cp  to  increase  ERP  to  44  kw;  de- 
crease ant.  height  to  680  ft.;  change  type 
ant.,  make  changes  in  ant.  system  and 
chanee  t>me  tmns. 

WIP-FM  PhiladelDhia.  Pa. — Granted  re- 
quest for  cancellation  of  SCA  on  multiplex 
basis. 

WKRZ  Oil  City,  Pa. — Granted  authority 
to  remain  on  air  Tuesdays,  Thursdays  and 
Sundays  while  WSAJ  is  off  the  air  for 
period  beginning  June  12  through  the  sum- 
mer. 

WSAJ  Grove  City,  Pa. — Granted  authority 
to  remain  silent  for  period  beginning  June 
11  and  ending  Sept.  24. 

KBPS  Portland,  Ore. — Granted  authority 
to  remain  silent  for  period  beginning  June 
4 through  Sept.  18. 

KDWC  (FM)  West  Covina,  Calif. — Grant- 
ed extension  of  authority  to  remain  silent 
for  oeriod  ending  Aug.  7. 

WDCR  Hanover,  N.H. — Granted  authority 
to  remain  silent  1:00  a.m.  June  3 to  6:30 
a.m.,  June  8 and  from  11:30  p.m.,  June  12  to 
9 a.m.  Sept.  18. 

WATN  Watertown,  N.Y.— Granted  exten- 
sion of  authority  to  Aug.  1.  to  remain  silent. 

KRAK-FM  Stockton,  Calif. — Granted  ex- 
tension of  authority  to  Aug.  1 to  remain 

silent. 
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SUMMARY  OF  COMMERCIAL 

BROADCASTING 

Compiled  by  BROADCASTING  June  15 

ON  AIR 

CP  TOTAL  APPLICATIONS 

Lie  Cps. 

Not  on  air 

For  new  stations 

AM  ; 3,426  58 

84 

836 

FM  665  69 

165 

126 

TV  473  58 

77 

109 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  June  15 

VHF 

UHF 

TV 

Commercial  452 

78 

530 

Non-commercial  35 

11 

46 

COMMERCIAL  STATION 

BOXSCORE 

As  reported  by  FCC  through  May  31,  1960 

AM 

FM 

TV 

Licensed  (all  on  air) 

3,423 

661 

47  21 

CPs  on  air  (new  stations) 

56 

66 

582 

CPs  not  on  air  (new  stations) 

86 

163 

74 

Total  authorized  stations 

3,565 

890 

652 

Applications  for  new  stations  (not  In  hearing) 

634 

80 

43 

Applications  for  new  stations  (in  hearing) 

197 

44 

64 

Total  applications  for  new  stations 

831 

124 

107 

Applications  for  major  changes  (not  In  hearing) 

661 

44 

37 

Applications  for  major  changes  (in  hearing) 

219 

11 

17 

Total  applications  for  major  changes 

880 

55 

54 

Licenses  deleted 

0 

0 

0 

CPs  deleted 

0 

0 

0 

1 There  are,  in  addition,  ten  tv  stations  which  are  i 

no  longer  on  the 

air,  but  retain  their 

licenses. 

2 There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air  at 

one  time  but 

are  no 

longer  in  operation  and  one  which  has  not  started  operation. 

University  Advertising  Co.,  Dallas,  Tex. — 
Granted  extension  of  completion  date  to 
Nov.  9 to  construct  fm  station. 

WBRK  Brookings,  S.D.— Remote  control 
permitted. 

Actions  of  June  8 


WPAP  Fernandina  Beach,  Fla.— Granted 
acquisition  of  positive  control  by  Marshall 
W.  and  Carol  C.  Rowland  (a  family  group) 
through  purchase  of  stock  from  Robert  T. 
and  Gwendolyn  H.  Rowland. 

■ Granted  license  for  following  tv  trans- 
lator stations:  W74AD,  W81AC  Panhandle  Tv 
Corp.  of  West  Va„  Paw  Paw,  Largent, 
Levels,  and  Okonoko  Points,  W.Va.;  K72BC 
People’s  Tv  Inc.,  Leadville,  Colo.;  K76BB, 
K80AL,  K83AE  Redwood  Tv  Improvement 
Corp.,  Redwood  Falls,  Minn.;  K83AH  Tele- 
service Co.,  Roseburg,  Ore.;  K76AX  San 
Luis  Valley  Tv,  Inc.,  Romeo,  La  Jara  and 
Manassa,  Colo.;  K80AG  Show  Low  Tv,  Inc., 
Show  Low,  Ariz.;  K72BB,  K76AW , K80AS 
Texhoma  Tv  Translators  Inc.,  Texhoma, 
Tex.;  K81AF  Wallowa  Valley  Tv  Assn.  Inc., 
Wallowa  Valley,  Ore.;  K72AX,  K76AS  UHF 
Tv  Assn.,  Tucumcari,  N.M.;  K72BA,  K75AP, 
K78AM,  K81AE  Watonwan  Tv  Improve- 
ment Assn.,  St.  James,  Minn.;  K70BL 
K76AU  Wheeler  County  Translator  System 
Inc.,  Wheeler  County,  Tex.;  W70AD  Zanes- 
ville Publishing  Co.,  Marietta,  Ohio;  K77AK 
Mid-Columbia  Community  Tv  Corp.,  The 
Dallas,  Ore.;  KE73AN  Eureka  Volunteer  Fire 
Deoartment,  Eureka,  Nev. 

K79AJ  Redmond  and  Prineville,  Ore.- 
Granted  license  covering  changes  in  tv 
translator  station. 

K77AN  Columbia  Falls,  Mont.— Granted 
license  to  replace  expired  permit  for  tv 
translator  station. 

WEAW-FM  Evanston,  111.— Granted  mod. 
of  license  to  change  remote  control  point 
(studio  location). 

KUZN  West  Monroe,  La— Granted  change 
of  remote  control  authority. 


to  change  main  studio  location  and  operate 
by  remote  control  while  using  non-DA. 

WISE  Asheville,  N.C. — Granted  cp  to 
change  daytime  ant. -trans.  location,  install 
new  trans.  for  daytime  use  (2  main  trans.) 
and  change  studio  location  and  remote  con- 
trol point. 

KREY-TV  Montrose,  Colo. — Granted  cp 
to  change  ERP  to  vis.  3.09  kw,  aur.  to  1.55 
kw;  change  type  trans.  and  make  equip- 
ment changes;  ant.  80  ft. 

KLTZ  Glasgow,  Mont. — Granted  cp  to  in- 
stall new  type  trans. 

KTRY  Bastrop,  La. — Granted  cp  to  change 
ant.-trans.  location  and  make  changes  in 
the  ground  system. 

WIBC-FM  Indianapolis,  Ind. — Granted 

mod.  of  cp  to  increase  ERP  to  24  kw  ant. 
height  to  360  ft.;  change  ant.-trans.  location, 
change  type  ant.  and  make  changes  in  ant. 
system;  remote  control  permitted. 

WODY  Bassett,  Va. — Granted  mod.  of  cp 
to  change  ant.-trans.  location  and  change 
type  trans. 

KSFV  (FM)  San  Fernando,  Calif.— Grant- 
ed mod.  of  cp  to  change  ant.-trans.  and 
main  studio  location;  ant.  minus  115  ft. 

KWBG  Boone,  Iowa — Remote  control  per- 
mitted while  using  non-DA. 

KZOL  Farwell,  Tex. — Remote  control  per- 
mitted. 

KMRC  Morgan  City,  La.— Granted  change 
of  remote  control  authority. 

WEEB  Southern  Pines,  N.C. — Granted  au- 
thority to  sign-off  at  6:30  p.m.  for  period 
ending  Aug.  31,  except  for  special  events 
when  station  may  operate  to  licensed  sign- 
off  time. 

■ Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  KARO 
(FM)  Houston,  Tex.  to  Sept.  1,  and  WCIN 
Cincinnati,  Ohio  to  Sept.  14. 

Action  of  June  7 


Actions  of  June  6 

WTTT  Arlington,  Fla. — Granted  involun- 
tary assignment  of  license  to  Lawrence  E. 
Bobkin,  receiver. 

WOOW  Greenville,  N.C. — Granted  license 
covering  change  of  ant.-trans.  and  studio 
location;  make  changes  in  ant.  and  ground 
system;  change  station  location,  type  trans. 
and  operate  by  remote  control. 

WJBL  Holland,  Mich. — Granted  license 
covering  increase  in  power,  make  changes 
in  DA  system,  installation  of  new  trans.  and 
make  changes  in  ground  system. 

WJBO  Baton  Rouge,  La. — Granted  license 
covering  change  in  ant.-trans.  location  and 
change  type  trans. 

KRAM  Las  Vegas,  Nev. — Waived  sect. 
3.30(a)  of  rules  and  granted  mod.  of  license 


KXL  Portland,  Ore. — Granted  mod.  of  cp 
to  change  MEOV. 

License  Renewals 

■ Following  stations  were  granted  renew- 
al of  license;  *WSOU  (FM)  South  Orange, 
N.J.;  *WFUV  (FM)  New  York,  N.Y.;  *WSHS 
(FM)  Floral  Park,  N.Y.;  WCRV  Washington, 
N.J.;  WJJL  Niagara  Falls,  N.Y.;  WWON 
Woonsocket,  R.I.;  WENY  Elmira,  N.Y.; 
WINR-TV  Binghamton,  N.Y.;  WFYI  Mineola, 
N.Y.;  WMTR  Morristown,  N.J.:  WKNY 

Kingston,  N.Y.;  KVAL-TV  Eugene,  Ore.; 
WEBC  Duluth,  Minn.;  WCRB  Waltham, 
Mass.;  WHEC-AM-FM  Rochester.  N.Y.; 
WGHQ  Saugerties,  N.Y.;  WROC-FM-TV 
Rochester,  N.Y. 
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SALES-MAKING  FACTS?  WESTERN  UNION 
SURVEY  SERVICE  LINES  ’EM  UP  FOR  YOU! 


Trained  Western  Union  personnel  in  over  1,625  cities  are 
ready  to  spot-check  TV  or  radio  audience  reaction,  make  traffic 
counts,  or  conduct  detailed  surveys.  Western  Union  Survey 
Service  gets  the  selling  and  marketing  facts  you  need  . . . when 
you  need  them.  Whether  it’s  counting  noses  or  “nuts  and 
bolts,”  if  you’ve  got  the  questions,  we'll  get  the  answers! 

Wire  us  collect  for  the  complete  story.  Address:  Western  Union 
Special  Service  Division,  Dept.  6-B,  New  York,  N.  Y. 

WESTERN  UNION 

SPECIAL  SERVICES 


s 

i 
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OUR  RESPECTS  TO 


Clifford  Long  Gill 


On  Christmas  morning,  1933,  a 13- 
year-old  boy  charged  confidently  into 
the  living  room  of  his  home  in  Bakers- 
field, Calif.,  sure  that  he’d  find  the 
yearned-for  bicycle  under  the  tree.  In- 
stead, on  that  depression-year  Christ- 
mas, he  found  a typewriter,  with  this 
message:  “You’re  growing  up,  son, 
and  if  you're  going  to  be  a newspaper- 
man, it’s  time  you  learned  to  type.” 

Some  years  later,  the  now  young  man 
had  become  wire  editor  of  the  Glen- 
dale (Calif.)  Star  and  each  morning  he 
and  the  rest  of  the  paper’s  editorial 
staff  came  in  at  7 to  sweep  out  the  of- 
fices and  get  things  clean  before  the 
advertising  solicitors  came  in. 

“Those  two  experiences  were  hard  to 
take  at  the  time,  but  they  were  prob- 
ably the  best  things  that  could  have 
happened  to  me,”  Cliff  Gill,  president 
and  general  manager  of  KEZY  Ana- 
heim, Calif.,  says  today.  “Two  months 
after  I got  the  typewriter — an  old  Un- 
derwood which  I still  have  and  still  use 
— I was  a working  reporter,  covering 
Bakersfield  high  school  and  college 
sports  for  the  Fresno  Bee.  Later,  when 
I watched  the  salesmen  mess  up  the 
premises  I’d  just  gotten  through  clean- 
ing, I decided  the  business  side  was 
the  place  to  be.” 

A Start  in  Fm  ■ Cliff’s  career  as  a 
broadcast  businessman  began  right  aft- 
er World  War  II,  when  he  started 
looking  for  a transmitter  site  for  KFMV 
(FM)  Hollywood,  which  went  on  the 
air  early  in  1948  with  him  as  general 
manager.  “That’s  when  I learned  there 
are  harder  jobs  than  sweeping  out,”  he 
comments.  “In  those  days  television 
was  brand  new  and  so  bewitching  that 
it  was  practically  impossible  to  sell  am 
radio,  let  alone  fm.” 

KFMV  started  out  with  what  was 
then  the  conventional  fm  pattern — 
classical  music  and  erudite  talks  on 
public  affairs.  It  subsequently  switched 
to  popular  music  and  news  and  even 
tried  providing  program  service  to  the 
Pacific  Radio  Network,  a group  of  am 
stations  which  picked  the  shows  up  on 
fm  receivers  (the  fm  link  being  a lot 
less  costly  than  telephone  lines.)  But 
even  that  didn't  pan  out  and  in  Septem- 
ber 1951  KFMV  was  sold. 

The  following  month,  Cliff  became 
the  first  employe  of  KBIG  Avalon,  on 
Catalina  Island.  Again  his  first  job 
was  to  supervise  construction  and  staff- 
ing and  when  KBIG  went  on  the  air 
in  June  1952  he  became  operations 
manager.  Three  years  later  he  was 
elevated  to  vice  president  in  charge  of 
operations.  Another  three  years  later. 


in  November  1958,  Cliff  got  his  own 
construction  permit  and  left  KBIG  to 
get  KEZY  built  and  on  the  air. 

Am,  Tv  and  More  Fm  ■ During  his 
seven  years  with  John  Poole  Broadcast- 
ing Co.,  licensee  of  KBIG,  Cliff  helped 
the  company  start  another  am  station, 
KBIF  Fresno,  an  fm  station,  KBIQ 
(FM)  Los  Angeles,  and  two  tv  stations, 
KBIC  (TV)  Los  Angeles  and  KBID 
(TV)  Fresno.  “Both  the  tv  stations  were 
uhf,”  Cliff  says  soberly.  “That’s  how  I 
found  out  there  was  something  even 
harder  to  make  pay  than  early  fm.  To- 
day, fm  is  establishing  itself.  That’s 
why  I’m  building  KEZE  (FM)  as  a 
sister  station  to  KEZY.” 

Cliff’s  radio  debut  was  well  before 
his  first  brush  with  fm,  however.  It  was 
back  during  highschool  days  in  Bakers- 
field, where  he  was  born  May  28,  1920, 
and  christened  Clifford  Long  Gill.  At 
16,  emboldened  by  his  sports  reporting 
experience,  he  walked  into  the  office  of 
KPMC,  told  the  manager  the  station’s 
news  broadcasts  could  stand  improve- 
ment and  that  he’d  write  them  right  for 
$15  a week.  Cliff,  standing  six  foot  four 
today,  was  over  six  feet  tall  even  then. 
The  manager  figured  him  as  being  at 
least  21  and  gave  him  the  job,  which  he 
handled  outside  of  school  hours.  (His 
father,  an  all-around  newspaper  man 
who  could  cover  a news  event,  write  the 
story  and  set  the  type,  if  necessary, 


KEZY’s  Gill 


Something  tougher  than  sweeping 


helped  Cliff  by  passing  on  to  him  news 
stories  he’d  handled  earlier  that  day.) 

Graduated  from  Bakersfield  Junior 
College  in  1939,  Cliff  worked  on  the 
Glendale  Star  (where  he  used  a broom 
as  well  as  a typewriter)  and  the  Kern 
Herald,  losing  each  job  when  the  papers 
stopped  publication.  To  prevent  it  hap- 
pening a third  time,  Cliff  opened  his 
own  shop  as  a public  relations  agent, 
with  “a  half  dozen  small  accounts  that 
fed,  clothed  and  housed  me  and  left 
me  enough  time  to  take  an  assortment 
of  courses  at  the  U.  of  Southern  Cali- 
fornia that  included  a smattering  of 
law  and  accounting  as  well  as  dra- 
matics, public  speaking  and  literature. 
They’ve  all  turned  out  to  be  very  use- 
ful in  broadcasting,  although  the  mix- 
ture never  added  up  to  a degree.” 

Of  more  immediate  value  to  Cliff 
were  his  courses  in  navigation  and 
meteorology,  which  landed  him  a berth 
as  an  instructor  for  the  Army  Air 
Corps.  He  spent  World  War  II  train- 
ing cadets  at  Thunderbird  Field  near 
Phoenix  and  teaching  veteran  combat 
pilots  how  to  handle  transport  planes 
at  the  Air  Transport  Command  base  at 
Long  Beach. 

Personal  Public  Service  ■ No  matter 
how  busy,  Cliff  can  always  find  time 
for  personal  public  service.  In  1958,  for 
example,  he  was  president  of  the  Holly- 
wood Charitable  Foundation,  joint 
charitable  activity  of  all  the  service 
clubs  in  Hollywood,  while  also  serving 
as  treasurer  of  the  Hollywood  Ad  Club, 
treasurer  of  the  Southern  California 
Broadcasters  Assn,  and  a board  mem- 
ber of  the  Hollywood  YMCA  and  Lions 
Club. 

The  activity  Cliff  is  proudest  of  is 
his  work  with  the  NAB  Committee  on 
Radio  Standards  of  Good  Practice. 
He’s  been  on  the  committee  for  six 
years,  the  last  two  as  chairman,  and  he 
firmly  believes  that  industry  self-regula- 
tion will  work  better  than  government 
regulation  if  given  the  chance.  “The 
misdeeds  of  the  few  have  caused  criti- 
cism of  the  many,”  he  states.  He  is 
optimistic  about  the  new  NAB  pro- 
gram, designed  to  encourage  more  sta- 
tions, both  within  and  without  NAB, 
to  subscribe  and  adhere  to  NAB’s 
standards. 

Cliff  lives  in  an  apartment  in  Ana- 
heim. His  major  hobbies  are  making 
allocation  studies,  a pastime  he  likens 
to  playing  chess  with  a map  of  the 
country  as  the  board,  and  fishing  with 
his  6V2  -year-old  son,  Jeffrey  Cliff  Gill, 
who  divides  his  time  between  his 
divorced  parents. 


BROADCASTING,  June  20,  1960 


133 


1 


EDITORIALS. 


Rate  infamy 

RATE-CUTTING  in  its  many  forms  has  troubled  radio 
ever  since  television  began  taking  big  bites  out  of  broad- 
cast advertising  budgets.  To  a lesser  extent  it  has  troubled 
television  too. 

One  form  of  rate-cutting  has  been  discussed  with  fervor 
recently  by  N.W.  Ayer.  That  is  the  indiscriminate  applica- 
tion of  a lower  “local”  rate  to  national  advertising  under 
pressure  from  advertisers  or  their  local  distributors. 

Several  prominent  station  representative  firms  are  at 
work  on  various  formulas  that  would  standardize  the 
applications  of  local  and  national  rates,  and  among  a good 
many  stations  and  representatives  there  is  a strong  trend 
toward  a single  rate  applicable  to  all  advertising.  All  these 
developments  have  been  reported  extensively  in  recent  is- 
sues of  this  magazine. 

The  local  vs.  national  rate  issue  is  indeed  important, 
but  it  is  no  more  than  one  element  in  a much  bigger  prob- 
lem confronting  broadcasting.  The  big  problem  will  not 
be  cured  by  any  revision  of  rate  cards.  It  is  the  problem  of 
off-the-card  dealing,  of  bartering  instead  of  selling,  of 
haggling  instead  of  adhering  to  a published  price. 

Some  broadcasters  have  acquired  the  habit  of  selling 
advertising  for  whatever  price  can  be  negotiated.  In  a 
competitive  market,  this  is  a habit  that  can  easily  spread. 
One  station  solicits  another’s  business  by  offering  a lower 
price  or  throwing  in  extra  spots  or  resorting  to  other  de- 
vices of  under-cutting.  It  is  a strong-minded  station  opera- 
tor who  will  resist  the  temptation  to  match  his  rival’s  offer. 

Fortunately  there  are  many  strong-minded  operators  in 
broadcasting.  Without  them,  neither  radio  nor  television 
would  have  risen  to  their  present  eminence.  Without  them, 
both  radio  and  television  would  be  scorned  as  the  bargain 
basement  of  advertising  media  where  shoddy  merchandise 
would  be  bought  only  because  it  was  cheap. 

Those  Harris  amendments 

NEAR  hysteria  over  payola  and  quiz-rigging  has  led  the 
House  Commerce  Committee  into  legislative  indiscre- 
tions that  would  transform  the  FCC  into  a police  court,  with 
the  authority  to  suspend  and  fine. 

The  Harris  amendments,  tacked  onto  the  bland  Senate 
bill  (S  1898)  dealing  with  purely  procedural  aspects,  make 
the  measure  highly  controversial.  In  the  waning  days  of  this 
election-year  session,  the  whole  bill — the  good  along  with 
the  bad — could  well  go  to  pot.  And  it  should  unless  there  is 
agreement  in  conference  to  eliminate  the  punitive  provisions 
allowing  the  FCC  to  suspend  stations  for  10  days  (as  a 
measure  short  of  revocation)  and  impose  fines  of  up  to  $1,000 
per  day. 

There  is  much  that  is  good  in  the  Harris  amendments  and 
in  the  original  Senate  bill  passed  last  session.  There  can  be 
no  valid  objection  to  the  amendments  which  would  make 
payola  and  quiz-rigging  crimes  and  would  otherwise  outlaw 
practices  construed  as  commercial  bribery. 

The  FCC,  in  line  with  the  bureaucratic  proclivity  for 
arrogating  greater  power,  recommended  the  new  punitive 
provisions.  It  wants  the  in-between  authority — short  of  revo- 
cation— to  punish  stations.  Coupled  with  the  new  Complaint 
and  Compliance  Division  (we  call  it  the  Gestapo)  for  which 
it  seeks  a $300,000  appropriation,  it  would  arm  the  FCC 
with  a complete  set  of  regulatory  controls  by  which  it  could 
coerce  stations  into  capitulation  in  every  conceivable  area, 
including  programming  evaluation  and  taste. 

A politically-minded  commission  could,  for  example,  use 
a simple  technical  violation  of  its  endless  regulations  as  the 
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device  for  getting  at  a station  which  otherwise  displeased  it. 
There  probably  isn’t  a single  station  that  at  some  time  has 
not  inadvertently  transgressed  a minor  technical  rule.  It’s 
like  spitting  on  the  sidewalk. 

Suspension  does  infinitely  more  than  injure  the  licensee. 
The  public  is  deprived  of  the  station’s  programs. 

The  FCC  has  always  had  the  power  to  revoke  a license  j 
where  there  are  willful  or  repeated  violations.  Under  the 
proposed  suspension  powers  the  violations  need  not  even  be  ’ 
“willful  or  repeated.” 

We  agree  with  the  NAB.  Let  the  FCC  use  its  revocation  j 
powers  or  issue  cease  and  desist  orders  where  it  feels  such  j 
action  is  warranted.  To  give  it  the  authority  to  suspend  and  | 
to  fine  would  equate  the  broadcaster  with  the  hoodlum. 

Broadcasters  were  urged  last  week  by  the  NAB  to  protest  j 
to  both  House  and  Senate.  We  second  the  motion.  It  would  I 
be  far  better  to  have  no  legislation  at  all  than  to  have  the  j 
Harris  amendments  with  the  suspension  and  fine  provisions,  j 

Ad  censorship  relief 

INSTITUTIONAL  and  public  relations  advertisers,  as  well  J 
as  all  media,  received  encouragement  last  week  from  the  j 
House  Ways  & Means  Committee  that  relief  is  in  the  offing  1 
from  the  Internal  Revenue  Service  ruling  disallowing  such  j 
expenditures  as  ordinary  business  expense.  Involved  are  mil-  | 
lions  spent  in  so-called  “lobbying”  advertising. 

Large  business  organizations  and  trade  associations  have  i| 
opposed  the  IRS  ruling  as  “ad  censorship  by  taxation”  ever  if 
since  it  was  handed  down  last  December.  It  has  caused  ) 
many  business  concerns  to  move  warily  since. 

A favorable  committee  report,  of  course,  isn’t  tanta-  it 
mount  to  congressional  approval.  But  the  prestige  of  the  || 
Ways  & Means  Committee  is  such  that,  once  it  moves,  the  j 
House  usually  concurs.  Revenue  legislation,  under  the  ] 
Constitution,  originates  in  the  House.  Moreover,  both  busi-  J 
ness  and  labor  are  in  favor  of  the  legislation — the  latter  be-  ;| 
cause  dues  paid  to  unions  and  trade  associations  cannot  be  I 
deducted  by  the  individual  from  his  taxable  income  in  i! 
most  cases  under  the  IRS  ruling. 

We  hope  the  legislation  passes  at  this  session.  It  would 
restore  the  fundamental  right  of  business  and  labor  to  !' 
express  themselves. 


“Ah  sure  wish  they’d  start  advertising  bourbon  on  tv  . . . 
Ah’m  gettin’  mighty  tired  of  eatin’  chicken  pot  pies!" 
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MERCHANDISING  IS  LIKE  THE 
LITTLE  GIRL  WITH  THE  CURL 


/\ 


"...WHEN  SHE  WAS  GOOD 
SHE  WAS  VERY,  VERY  GOOD, 


\/ 

/\ 


AND  WHEN  SHE  WAS  BAD 
SHE  WAS  HORRID ! ' 


KSTP  Radio  and  Television  believe  that  advertisers  should 
receive  strong,  consistent  and  professional  merchandising 
support  for  their  advertising  campaigns  in  the  vitally 
important  Northwest  market. 

To  this  end  KSTP  maintains  a full-time  merchandising 
and  promotion  staff  working  closely  with  each  advertiser 
to  create,  develop  and  implement  the  selling  aids  which 
most  effectively  add  to  the  success  of  his  campaign. 

Among  the  activities  which  have  made  KSTP 
the  Northwest’s  leader  in  merchandising  are  the 
. exclusive  KSTP  ' FEATURE  FOODS  MER- 
* CHANDISING  PLAN”  and  "FEATURE  DRUGS 
MERCHANDISING  PLAN”  which  provide  spe- 
cial in-store  displays  and  product-checks  in  200 
top-volume  super-markets  and  65  key  drug  out- 
lets in  the  Twin  City  area.  Bargain  Bar  displays 
in  key  chain  and  independent  food  outlets  every 
week  include  coupons,  samples,  registration  for 
prizes,  distribution  of  product  literature  and 
demonstrations  by  the  KSTP  hostess  in  attend- 
ance. Each  activity  is  designed  to  move  your 
product  from  shelf  to  shopping  basket — the  final 
link  in  the  chain  started  by  your  advertising  on 
KSTP  Radio  and  Television! 


mailing  pieces,  survey  facts  and  figures  relating  to  your 
sales  problem  and  special  promotions  by  the  score.  There 
is  no  charge  to  the  advertiser  for  these  services  which  are 
offered  at  the  discretion  of  the  station. 

Our  files  are  full  of  letters  from  advertisers  who  appre- 
ciate dependable, quality  merchandising  assistance.  If  you’d 
like  to  know  more  about  it,  contact  a KSTP  representative 
or  your  nearest  Petry  office. 


TELEVISION  • RADIO 


CHANNEL 


• 1500  ON  YOUR  DIAL 

# 50,000  watts 


MINNEAPOLIS  • ST. PAUL 


In  addition,  KSTP’s  expert  merchandisers  turn  out  shelf- 
talkers,  banners,  window  streamers,  bus  cards,  posters, 
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SMASH  MTM6S 

IN  CITY  AFTER  CITY! 


AUGUSTA,  GA.  • WJBF 

39.2 


MEMPHIS*  KSD-TV 


32.5 


Nielsen,  April  '60 


ALBANY  • WRGB  TV 

33.9 


Nielsen,  March  '60 


SPRINGFIELD,  MO.  • KTTS-TV 

37.1 

Nielsen,  April  ’60 


LOUISVILLE -WHAS-TV 

34.4 


Nielsen,  Jan. -April  ’60 


PROVIDENCE  *WJAR-TV 

29.2 


Nielsen,  April  '60 


SYRACUSE  • WSYR-TV 


31.3 


Nielsen,  April  '60 


KNOXVILLE -WATE-TV 

33.7 


Nielsen,  April  '60 


BOISE  • KTVB 

41.0 

Nielsen,  March  ’60 


ROCHESTER 

WHEC/WVET-TV 

37.0 

Nielsen,  April  '60 


STARRING  RICK  JASON  AS 


'Negotiator”  Extraordinary 


INSURANCE 
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Page  78 


JUNE  27,  1960 


THIRTY-FIVE  CENTS 

BROADCASTING 
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Where  networks  will  put  $6.8  million  weekly  in  fall  tv 


New  market  ammunition:  189  most-populated  city  areas 
Harris  punches  at  payola,  influence  and  some  of  the  press 
Rival  toll  tv  camps  near  showdown;  catv  operators  courted 


WITH  JEAN  BLAKE  AS  PHYLLIS 

Robin’s  Girl  ...  and  WHAT  A GIRL! 


Every  week  . . . 

COLORFUL  PLACES!  FASCINATING  PEOPLE! 


ROBIN  SCOTT 


HE  KNOWS  MORE 
ABOUT  THE 
UNDERWORLD  THAN 
ANY  MAN  ALIVE! 


Ziv-United  Artists,  Inc. 
488  Madison  Avenue 
New  York  22,  N.Y. 


NOW! 

NEW! 


Five  and  one  half  million  people  in  metro  New  York  have  cul- 
tural affinities  to  the  Spanish-speaking,  Italian,  and  Negro 
communities. 

WADO  has  oriented  its  programing  to  reach  this  mass 
audience  in  depth,  with  the  dignity  due  each  group  and  a rec- 
ognition of  their  potential  in  our  economy. 

Only  WADO  reaches  the  seventeen  county  area  which 
embraces  this  constantly  expanding  audience. 

WADO  New  York 
WOKY  Milwaukee 
WAKE  Atlanta 
WYDE  Birmingham 
KYA  San  Francisco 
KCBQ  San  Diego 
TeleHaiti 
TeleCuracao 
TelAruba 


BARTELL  BROADCASTING  CORPORATION 

4 4 4 MADISON  AVENUE,  NEW  YORK  22,  NEW  YORK 
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KRLD-TV  sends  your  message  to  a potential  676,500  TV  Homes  in  the  South’s  richest  market. 

The  Net  weekly  circulation  of  KRLD-TV  is  586,100  homes.  . . . 37,500  more  than  station  B. 
. . . 77,800  more  than  station  C.  . . . 222,700  more  than  station  D.* 

You  SELL  more  with  Channel  4 . . . because  you  REACH  more. 


mum® 
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represented  nationally  by  the  Branham  Company 


THE  DALLAS  TIMES  HERALD  STATIONS 


Cka*t*vet4,  D<MtA^-FtzlVMttL  Clyde  W.  Rembert,  President 

MAXIMUM  POWER  TV-Twin  to  KRLD  radio  1080,  CBS  outlet  with  50,000  watts 
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Payola  bill  ■ Networks  and  syndica- 
tors are  eyeing  congressional  action  on 
Harris  amendments  on  sponsor  identi- 
fication (Sec.  317),  in  connection  with 
film  production  of  shows  scheduled  for 
fall.  If  Sec.  317  is  amended  as  pro- 
posed, producers  can  forget  about 
credits  involving  hotels,  airlines  and 
other  commercial  entities  receiving 
casual  identity  (without  paying  for 
them  directly  or  indirectly).  If,  on 
other  hand,  amendments  contained  in 
S 1898  founder  in  adjournment  rush, 
network  lawyers  are  insisting  upon 
credits  to  comply  with  FCC’s  rigid 
interpretation  of  Sec.  317.  In  some 
instances  this  might  mean  three  or 
four  minutes  of  “crawl”  credits  in  half- 
hour  show. 

While  broadcasters  generally  favor 
number  of  provisions  in  Harris  amend- 
ments, they  are  going  all-out  in  opposi- 
tion to  suspension  and  fine  proposals 
(Broadcasting,  June  13).  Catching  hold 
is  notion  that  they’d  rather  have  no 
legislation  at  all  and  rely  upon  FCC  to 
modify  onerous  Sec.  317  interpretation 
than  accept  suspension  provision.  Last 
stand  would  be  made  in  Senate-House 
conferences  on  bill. 

Heavy  guns  ■ To  launch  new  fall  sea- 
son, NBC-TV,  with  cooperation  of  af- 
filiates, is  considering  $3.3  million  cam- 
paign in  number  of  consumer  maga- 
zines on  52-week  basis.  Reciprocal 
transactions  (exchange  of  space  for 
spots)  was  proposed  to  NBC-TV  af- 
filiates’ Board  of  Delegates  at  New 
York  meetings  last  week,  as  part  of 
overall  audience  promotion  plan.  Board 
favored  plan  and  is  recommending  it 
for  affiliate  approval. 

Consumer  publications  understood  to 
be  included  in  unprecedented  promo- 
tional project  are  Life,  Time,  Look, 
Reader’s  Digest  and  TV  Guide.  Color 
inserts  will  be  used  in  several  instances. 
Transactions  would  be  mutually  can- 
celable after  each  13 -week  cycle. 

Government  security  ■ With  con- 
firmation last  week  of  Robert  E.  Lee 
for  new  seven-year  term  on  FCC,  all 
six  of  incumbent  commissioners  will 
be  eligible  for  retirement  upon  comple- 
tion of  their  existing  terms.  Require- 
ments are  minimum  of  20  years  of 
government  service  (not  necessarily 
FCC)  and  minimum  age  of  50.  To 
procure  maximum  retirement,  30 
years’  service  is  required  with  minimum 
age  of  60. 
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Here’s  how  commissioners  stack  up 
on  retirement  under  existing  tenures: 
Chairman  Fred  W.  Ford,  now  51,  whose 
term  expires  in  1964,  will  have  had  24 
years’  service;  Commissioner  Rosel  H. 
Hyde,  60,  whose  term  expires  in  1966, 
will  have  had  42  years;  Commissioner 
Robert  T.  Bartley,  51,  whose  term  ex- 
pires in  1965,  will  have  had  25  years; 
Commissioner  T.  A.  M.  Craven,  67, 
whose  term  expires  1963,  will  have  had 
40  years  ( including  Navy);  Commis- 
sioner John  S.  Cross,  55,  whose  term 
expires  in  1962,  will  have  had  31  years, 
and  Commissioner  Lee,  48,  with  new 
term  expiring  1967,  will  have  had  29 
years. 

Dove  on  the  wires  ■ Community  an- 
tenna operators  say  they’re  serious  about 
making  peace  with  broadcasters.  In  fact, 
Milton  Shapp,  Jerrold  president  (Jerrold 
operates  nine  systems  and  is  major 
manufacturer  of  catv  gear),  is  urging 
idea  that  when  catv  group  seeks  fran- 
chise in  community  having  local  tv 
station,  it  should  pledge  bond  to  insure 
that  local  station  won’t  go  out  of 
business.  In  this  way,  he  reasons,  catv 
can  counter  argument  that  catv  will 
drive  local  tv  off  air  and  thus  deprive 
area  of  local  service. 

Out  and  in  ■ No  sooner  had  multiple 
owner  Robert  W.  Rounsaville  sold  his 
WQXI  Atlanta  to  Esquire  magazine 
for  $1,850,000  (see  Changing  Hands, 
page  61),  than  it  became  known  he 
was  seeking  replacement.  At  week’s 
end,  reports  were  current,  apparently 
with  some  foundation,  that  Mr.  Rounsa- 
ville has  completed  negotiations  for 
purchase  of  KKSN  Grand  Prairie, 
Tex.  (Dallas  area)  for  about  $300,000. 

Deep-seated  plugs  ■ CBS-TV’s  “purity 
campaign”  that  was  begun  after  tv 
quiz  revelations  last  fall  is  said  to  be 
making  good  headway  toward  all  its 
objectives  but  one.  That’s  elimination 
of  free  plugs  for  performers.  Problem 
occurs  principally  among  guest  stars  or 
participants  on  panel  shows,  where  in- 
troductions traditionally  mention  per- 
former’s latest  movie,  record,  book  or 
whatever  else  needs  promotion.  Plugs 
of  this  kind  are  so  ingrained  in  show 
business  that  so  far  they  have  defied 
all  CBS-TV  efforts  to  stamp  them  out. 

Night  breaks  ■ NBC-TV  affiliates  are 
pitching,  through  their  Board  of  Dele- 
gates, for  expansion  of  some  nighttime 
station  breaks  to  40  seconds.  Delegates 
put  it  up  to  network  officials  at  meet- 
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ing  last  week  at  NBC  Board  Chairman 
Robert  W.  Sarnoff’s  home  in  Armonk, 
N.Y.,  and  reportedly  won  network 
agreement  to  think  it  over.  Sources  close 
to  NBC  decision-makers  were  guessing 
last  week  that  network  would  be  will- 
ing to  clip  10  seconds  off  enough  shows 
to  give  affiliates  three  or  four  40-second 
breaks  per  week.  ABC-TV  meanwhile 
plans  to  introduce  seven  40-second 
breaks  per  week,  one  each  night  (see 
page  58).  Expanded  breaks  accommo- 
date for  local  sale  two  20-second  spots 
or  combination  of  one  10  and  one  30. 

Worldwide  audience  ■ Plans  to  let 
western  Europe  look  in  on  next  month’s 
national  political  conventions  were  in 
works  last  week.  Details  were  sparse, 
but  essentially  idea  is  for  one  tv  net- 
work, probably  ABC-TV  as  originator 
of  video  pool  coverage,  to  send  tapes  of 
convention  proceedings  by  jet  to  Eng- 
land where  they  would  be  transmitted 
throughout  Europe  via  Eurovision  net- 
work day  after  occurring  in  Los  Angeles 
or  Chicago. 

Landau's  NIA  deal  ■ Attorney  for 
Ely  A.  Landau,  board  chairman  of 
National  Telefilm  Assoc.,  New  York, 
was  reported  in  Hollywood  over  week- 
end seeking  to  wind  up  negotiations 
in  which  Mr.  Landau  would  purchase 
from  National  Theatres  & Television, 
NTA’s  parent  company,  following 
eastern-based  NT&T  properties — 
WNTA-AM-FM-TV  Newark,  NTA 
Telestudios  (tape  production  unit), 
Play  of  the  Week  Corp.  (producer  of 
The  Play  of  the  Week  dramatic  series) 
and  all  taped  programs  made  by  NTA. 
Though  insiders  believe  deal  is  all  but 
done,  negotiations  are  not  expected  to 
end  until  sometime  this  week. 

Spreading  empire  ■ TelePrompTer 
President  Irving  B.  Kahn,  who  sees 
eventual  marriage  of  subscription  tele- 
vision and  community  antenna  systems, 
is  putting  his  money  behind  his  pre- 
dictions. Already  owner  of  catv  sys- 
tems in  Silver  City  and  Farmington, 
N.M.,  and  in  Liberal,  Kan.,  and  Raw- 
lins, Wyo. — with  total  of  7,700  sub- 
scribers— he’s  about  to  close  deal  for 
11  more  that  have  10,000  connections. 
He’s  buying  out  AntennaVision  Inc.’s 
string  in  Christmas,  Clifton-Morenci, 
Globe-Miami,  Holbrook,  McNary,  Ray- 
Sonora,  Safford,  San  Manuel,  Snow- 
flake and  Winslow,  all  in  Arizona,  and 
Big  Bear,  Calif.  Mr.  Kahn  urged  pay 
tv-catv  union  at  catv  convention  last 
week  (see  page  78). 
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WEEK  IN  BRIEF- 


Mr.  Diamant 


How  well  does  humor  sell  on  tv  ■ It  sells  very  well 
and  there  are  sales  figures  to  prove  it,  says  Lincoln 
Diamant,  vice  president  in  charge  of  tv-radio  for  Daniel 
& Charles  Inc.,  New  York.  Wit  done  in  good  taste  even 
can  heighten  the  impact  of  commercials  for  products 
that  normally  are  considered  subjects  for  rather  dry, 
serious  treatment,  he  believes.  In  this  week’s  Monday 
Memo,  Mr.  Diamant  says  it’s  time  for  agency  and  ad- 
vertiser folk  to  learn  to  appreciate  America’s  love  for 
humor  and  to  cast  off  tv  “pretentiousness.”  Page  22. 

The  fall  schedules  ■ Tv  networks  are  just  shy  of  locked  in  for  their 
nighttime  programming  in  1960-61,  but  still  have  the  doors  open  to 
advertisers.  Weekly  production  costs  will  hit  record  $6.8  million, 
according  to  Broadcasting’s  rundown  which  shows  the  programs,  their 
costs,  the  advertisers  and  agencies  now  aboard,  what’s  still  up  for  sale 
and  when  the  fall  cycles  start.  Page  33. 

April  network  billing  ■ Procter  and  Gamble  leads  the  lists,  as  usual. 
Page  36. 

The  big  189  city  areas  ■ Census  figures  pinpoint  the  dense  population 
centers.  Page  46. 

ABC  Radio  blueprint  ■ New  hour-long  daytime  program  planned,  five- 
minute  newscast  schedule  to  be  extended  to  every  hour,  sports  coverage 
to  be  stepped  up,  officials  report  at  meeting  with  key  affiliates.  Page  58. 

Radio  code  ready  ■ Newly  appointed  board  of  nine  to  direct  adminis- 
tration of  NAB’s  ethical  standards,  now  open  to  non-member  as  well  as 
member  stations  and  provided  with  a set  of  enforcement  teeth.  Page  64. 

Harris'  one-two  punch  ■ Payola  and  influence.  Page  70. 

Senate  confirms  Lee  ■ FCC  member  gets  new  seven-year  term  in  64-19 
vote.  Page  7 1 . 

Proxmire's  dander  is  up  ■ He’s  upset  over  congressional  interests  in 
Albany  ch.  10  case.  Page  74. 

Pay  tv  subject  hots  up  ■ Rivalry  between  over-the-air  tollcasting  and 
wired  pay  tv  gathers  head  of  steam  as  RKO  General  files  for  FCC 
approval  of  Hartford  test;  TelePrompTer  introduces  Key  Tv  device  for 
wire  line  fee  tv,  and  both  TPT’s  Irving  Kahn  and  Telemeter’s  Paul 
MacNamara  address  National  Community  Television  Assn.  Page  78. 

No  legislation  thank  you  ■ Community  television  operators  asked  to 
endorse  resolution  against  any  legislation  at  this  time.  Miami  Beach 
convention  also  studies  arrangement  possibilities  with  local  tv  broad- 
casters and  reorganization  of  its  national  association.  Page  82. 

Tv  writers  back  at  work  ■ WGA,  producers  finally  reach  agreement. 
Page  83. 

The  eye  and  Emmy  ■ Tv  academy  stakes  dominated  by  CBS  stable. 
Special  citation  for  President  Frank  Stanton.  Page  85. 
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C’mon  downtown,  in  Kansas  Ci 


BS  TELEVISION 
NETWORK 
CHANNEL  5 


Exciting  things  are  happening  there. 

Stores  open  at  night.  Free  bus  rides.  Free 
parking  when  you  shop.  Two  for  the  price 
of  one  at  the  movies. 

It's  all  the  work  of  the  Kansas  City  Down- 
town Commission.  They're  creating  a com- 
mercial renaissance  for  themselves  along 
Main,  Grand  and  Walnut.  Everyone,  to  bor- 
row the  slogan,  is  coming  on  downtown. 


And  when  they  do,  KCMO-TV  can  help  make 
sure  they're  in  a buying  frame  of  mind,  so 
far  as  you're  concerned.  For  more  people 
watch  KCMO-TV  (according  to  ARB  and 
Nielsen)  than  any  other  station. 


It's  not  so  hard  to  understand  why.  KCMO- 
TV  means  Kansas  City,  Missouri.  And  KCMO- 
TV  broadcasts  at  maximum  power  from 
America's  tallest  self-supported  tower. 


Citv  MO-TV 


E.  K.  Hartenbower,  Vice  President  and  General 
Sid  Tremble,  Station  Manager 


KANSAS  CITY 
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KCMO-TV 

The  Katz  Agency 

SYRACUSE 

WHEN 

WHEN-TV 

The  Katz  Agency 

PHOENIX 

KPHO 
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John  Blair  & Co. 

Represented  Nationally  by  Katz  Agency. 


Meredith  Stations  Are  Affiliated  with; 
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MBS  editorializing 
to  begin  August  1 

MBS  plans  to  start  editorializing  Aug. 
1 with  Robert  Hurleigh,  president,  voic- 
ing copy.  Announcement  of  editorial 
service  was  made  Friday  after  meeting 
of  network  management  and  Mutual 
Affiliates  Advisory  Committee  at  Chi- 
cago’s Edgewater  Beach  Hotel. 

At  same  time  network  announced  it 
would  start  circulating  trade  newsletter 
to  affiliates  to  report  “projections  on 
trends  and  actions  in  the  broadcast 
field.” 

Mr.  Hurleigh  said  newsletter  was  in- 
tended to  bridge  gap  left  by  existing 
trade  publications  which  must  confine 
themselves  to  factual  reports. 

“Station  owners  know  that  trends  and 
unprintable  tidbits  provide  necessary 
insight  into  the  broadcast  horizon 
ahead,”  he  said.  Newsletter  will  spe- 
cialize in  that  type  of  information. 

Hearing  is  closed 
in  Florida  tv  case 

After  2 Vi -hour  hearing  in  Philadel- 
phia Friday  (June  24),  record  was  closed 
in  FCC  rehearing  of  Miami  ch.  7 grant 
to  determine  if  improper  pressures  were 
exerted  on  members  of  FCC.  Hearing 
Examiner  Horace  Stern  ordered  briefs 
to  be  filed  by  July  18  and  said  his  initial 
decision  would  be  forthcoming  by  Sept. 
15.  | 

Testifying  Friday  were  James  M. 
Cox  Jr.,  one  of  principal  stockholders 
in  winning  ch.  7 applicant  Biscayne  Tv 
Corp.,  and  former  Miami  attorney  Per- 
rine  Palmer  Jr.  A.  Roy  Cohn,  New 
York  attorney  and  former  Senate  in- 
vestigator, also  was  scheduled  to  testify 
but  was  excused  because  of  difficulties 
in  getting  to  Philadelphia. 

Grant  was  made  in  January  1956  to 
Biscayne  (WCKT  [TV])  over  competing 
applicants  South  Florida  Tv  Corp.,  East 
Coast  Tv  Corp.  and  Sunbeam  Tv  Corp. 
Biscayne  principals  include  Cox  news- 
paper interests  (Miami  Daily  News), 
John  Knight  newspapers  (Miami  Herald ) 
and  former  NBC  President  Niles  Tram- 
mell. 

Mr.  Cox  said  he  visited  former  FCC 
Commissioner  Richard  A.  Mack  in 
December  1955  to  dispel  rumors  that 
two  Miami  newspapers  had  “sub  rosa' 
merger  agreement.  Visit  was  made,  he 
stressed,  to  protect  “veracity”  of  owner- 
ship reports  filed  with  FCC  on  behalf 
of  other  Cox  broadcast  stations  in 


AAAA  copy  code 

Agencies  throughout  U.S.  have 
been  asked  to  subscribe  to  Ameri- 
can Assn,  of  Advertising  Agen- 
cies’ “copy  code”  and  that  code's 
“interpretation  with  respect  to 
television  commercials,”  AAAA 
said  Friday  (June  24).  Documents 
are  designed  to  “promote  high 
standards  in  advertising  copy.” 
Tv-oriented  “interpretation”  was 
issued  by  AAAA  earlier  this  year, 
has  been  endorsed  by  NAB  Tv 
Code  Review  Board,  all  three  na- 
tional tv  networks  and  Advertis- 
ing Federation  of  America. 


Dayton  (WHIO-AM-FM-TV),  Atlanta 
(VVSB-AM-FM-TV)  and  Miami  (WIOD- 
AM-FM).  Mr.  Cox  testified  he  had  no 
knowledge  that  J.  Leonard  Reinsch, 
managing  director  of  Cox  broadcast 
properties  and  prominent  Democrat, 
had  attempted  in  any  way  to  make  ex 
parte  representations  to  members  of 
FCC  on  behalf  of  Biscayne. 

Mr.  Palmer  stated  he  had  introduced 
Jack  Stein,  South  Florida  president,  to 
Miami  attorney  Thurman  Whiteside 
[Broadcasting,  June  20].  Mr.  White- 
side,  in  turn,  contacted  Commissioner 
Mack  and  received  $5,000  fee  from 
South  Florida.  Mr.  Palmer  reported 
that  Mr.  Whiteside,  in  turn,  paid  him 
$1,250  “for  introduction.”  Witness  dis- 
closed he  also  saw  Mr.  Mack  and 
asked  him  not  to  vote  for  Biscayne  for 
monopoly  reasons  and  to  give  favorable 
consideration  to  South  Florida. 

Roach  fined  $500 
in  propaganda  case 

Hal  Roach  Jr.,  son  of  famed  movie 
producer  and  at  one  time  chairman  of 
Mutual  Broadcasting  System,  was  fined 
$500  Friday  for  failing  to  register  MBS 
as  foreign  agent.  Fine  was  imposed  in 
U.S.  District  Court  in  Washington,  in 
connection  with  $750,000  payment  in 
1959  to  MBS  by  Dominican  Republic 
to  broadcast  propaganda  over  network. 
Roach  had  pleaded  no  contest  to 
charges.  Involvement  occurred  when 
financial  manipulator  Alexander  L. 
Guterma  was  president  of  network.  Mr. 
Guterma  is  now  serving  prison  sentence 
for  failing  to  file  required  financial  re- 
ports on  his  various  companies  with 
Securities  & Exchange  Commission.  He 
also  pleaded  nolo  contendre  in  Domini- 
can deal  after  his  trial  started. 

In  imposing  fine  Federal  Judge  Jo- 


seph R.  Jackson  told  Roach  that  he 
was  “more  sinned  against  than  sinning.” 
Roach  told  newsmen  he  hoped  to  re- 
sume producing  motion  pictures  for  tv 
and  theatres. 

Ampex  realigns 

Robert  Sacklan,  vice  president  and 
general  manager  of  Ampex  Corp., 
has  been  elected  executive  vice  pres- 
ident and  chief  operating  officer, 
George  I.  Long  Jr.,  Ampex  president 
and  chief  executive  officer  announced 
June  27.  At  same  time  vice  presidents 
Phillip  L.  Gundy  and  Thomas  L.  Tag- 
gart were  named  senior  vice  presidents, 
each  responsible  for  group  of  Ampex 
integrated  product  companies:  Mr. 

Gundy,  for  Ampex  International,  Am- 
pex Professional  Products  Co.  and 
Ampex  Audio  Co.;  Mr.  Taggart  for 
Ampex  Data  Products  Co.,  Ampex  Mili- 
tary Products  Co.  and  Orr  Industries 
Co. 

Catv  group  seeking 
better  tv  relations 

All  proposals  submitted  to  members 
of  National  Community  Television 
Assn,  by  board  of  directors  (see  page 
78)  were  accepted  unanimously  Fri- 
day at  full  membership  meeting  at  con- 
vention in  Miami  Beach,  Fla. 

Chosen  to  lead  500-member  organiza- 
tion for  1960-61  was  Sandford  Ran- 
dolph, Clarksburg,  W.Va. 

Policy  positions,  adopted  Friday,  in- 
clude (1)  opposition  to  legislation  at 
this  time,  (2)  amelioration  of  relations 
with  telecasters  in  about  dozen  “crit- 
ical” areas,  (3)  reorganization  of  na- 
tional association  to  add  paid  chief 
executive  and  attorney  to  handle  legal 
details,  (4)  boost  in  budget  to  over 
$200,000  (compared  to  $175,000  an- 
nual budget  now). 

In  addition  to  Mr.  Randolph,  who 
is  vice  president-manager  of  8,000- 
subscriber  Charleston  catv  system,  also 
elected  were:  Larry  Boggs,  Vumore  Co. 
(this  is  subsidiary  of  Video  Independent 
Theatres  Inc.,  Oklahoma  City,  and  runs 
13  catv  system  in  Oklahoma,  Texas 
and  Mississippi),  vice  president; 
Charles  Clements,  Waterville,  Wash., 
secretary,  and  Glenn  Flinn,  Tyler,  Tex., 
treasurer. 

Chosen  to  fill  unexpired  terms  on 
board  of  directors  were  Ray  Schneider, 
Williamsport,  Pa.  (1  year);  Norman 
Hendry,  Prescott,  Ariz.  (2  years)  and 
Curtis  Faris,  Guymon,  Okla.  (JZ  years) . 

Seven  new  directors,  filling  full  three- 
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year  terms,  were  elected:  A1  Ricci, 
Keene,  N.H.;  Lee  Stoner,  La  Grande, 
Ore.;  Gene  Schneider,  Casper,  Wyo.; 
Fred  Goddard,  Aberdeen,  Wash.; 
Dean  DeVoe,  Barstow,  Calif.;  Jack 
Crosby,  Del  Rio,  Tex.,  and  Jack  Pryor, 
Hornell,  N.Y. 

Dismissals  denied 

Motions  to  dismiss  indictment  against 
former  FCC  Commissioner  Richard  A. 
Mack  and  Miami  attorney  Thurman  A. 
Whiteside  were  denied  Friday  by  Fed- 
eral Judge  Alexander  Holtzoff  in  Wash- 
ington District  Court.  The  motions 
were  based  on  failure  of  speedy  trial 
and  on  technicality  involving  one  of 
counts  in  indictment.  Action  Friday 
clears  slate  for  retrial  of  former  com- 
missioner and  friend  charged  with 
conspiring  to  throw  grant  of  Miami  ch. 
10  to  National  Airlines.  First  trial  last 
year  resulted  in  hung  jury. 

Mrs.  Bolling  dies 

Maxine  Bolling,  wife  of  George  W. 
Bolling,  president  of  The  Bolling  Co., 
representative  firm,  died  June  23  after 
heart  attack  in  Traverse  City,  Mich. 
Services  are  to  be  held  there  today 
(June  27). 


Congressmen  argue 
payola  bill  sanctions 

Objections  to  monetary  forfeiture 
provisions  of  payola  bill  (S  1898)  were 
raised  in  45  minute  of  debate  late  Fri- 
day on  House  floor  by  Rep.  Charles 
Jonas  (R-N.C.)  who  said  he  planned  to 
offer  amendment  to  require  five-day 
notice  be  given  station  before  proposed 
$1,003  fines  are  imposed.  Bill’s  author, 
Rep.  Oren  Harris  (D-Ark.),  replied  he 
would  explained  to  Rep.  Jonas’  satis- 
faction how  forfeiture  provision  put  sta- 
tion “on  notice”  when  debate  resumes 
today  (Monday). 

Rep.  William  Avery  (R-Kan.)  noted 
small  stations’  objection  to  suspensions 
and  forfeitures  and  said  committee 
viewpoint  is  that  FCC  should  impose 
sanctions  in  this  order:  (1)  cease  and 
desist,  (2)  forfeiture,  (3)  suspension  and 
(4)  revocation;  more  stringent  sanctions 
to  be  imposed  for  willful  and  repeated 
violations.  He  said  he  thought  head- 
lines probably  had  distorted  prevalence 
of  payola  practices  among  3,500  am 
stations. 

Rep.  John  Bennett  (R-Mich.)  is 
scheduled  to  offer  amendments  today  to 
provide  network  regulation  provisions 


in  bill.  He  was  unavailable  for  comment 
on  rumor  he  planned  to  move  to  recom- 
mit bill  to  committee. 

Equal  time  to  floor 

Senate  Democratic  Policy  Commit- 
tee late  Friday  cleared  S.J.  Res.  207,  , 

which  would  suspend  equal  time  provi- 
sions of  Communications  Act  this  cam- 
paign year  to  give  broadcasters  free 
hand  in  presenting  major  party  presi- 
dential and  vice-presidential  nominees 
without  being  subjected  to  equal  time  | 
demands  from  splinter-party  candidates.  j 
This  paves  way  for  Senate  action  this 
week.  Measure  requires  Senate  and  j 
House  approval  and  presidential  signa-  j 
ture. 

Funds  for  advisor 

Funds  for  $75-per-day  telecommuni-  ! 
cations  expert  to  serve  in  Office  of  De-  ; 
fense  Mobilization  are  provided  in  legis-  j 
lation  (HR  11,776)  now  before  Senate  j 
and  House  conferees.  Post  understood  j 
to  provide  telecommunications  advisor  || 
to  President,  specializing  in  frequency  j 
usage.  OCDM  currently  has  no  such  ] 
advisor. 


WEEK’S  HEADLINERS 


James  H.  Hulbert  named  manager  of 
NAB  Dept,  of  Broadcast  Personnel  & 
Economics,  succeeding  Charles  H.  Tower, 
promoted  to  NAB  tv  vp.  Mr.  Hulbert  has 
been  assistant  manager  of  department 
since  September  1954.  He  formerly  had 
been  editorial  assistant  at  the  White 
House  and  was  with  WRCA-AM-TV 
New  York  as  assistant  to  station  manager. 
He  is  a graduate  of  Harvard  Graduate 
School  of  Business  Administration.  Mr.  Hulbert’s  depart- 
ment aids  NAB  member  stations  in  business  economics 
and  personnel  practices.  It  prepares  annual  financial  sur- 
veys and  employment  studies  for  stations  and  sponsors 
annual  broadcast  seminar  in  business  management  at 
Harvard  business  school  (this  year,  July  10-22).  Mr. 
Hulbert’s  promotion  was  effective  June  20. 


Mr.  Hulbert 


Norman  H.  Strouse, 

president  of  J.  Walter 
Thompson  Co.,  elected 
chief  executive  officer, 
succeeding  Stanley  Re- 
sor,  who  continues  with 
agency  as  chairman.  Mr. 
Strouse  started  with 
JWT  as  space  buyer  in 
Mr.  Strouse  Mr.  Resor  San  Francisco,  became 
assistant  Pacific  Coast  manager  in  1942  and  after  World 
War  II  was  account  representative  on  Ford  car  in  Detroit, 
became  Detroit  manager  in  1948,  elected  vp  in  1947  and 


director  two  years  later.  He  was  elected  president  in  June  | 
1955.  Mr.  Resor,  81 -year-old  veteran,  is  considered  one  j 
of  deans  of  advertising  business,  started  with  JWT  in  1908 
as  head  of  Cincinnati  office  and  took  over  agency  when 
founder  James  Walter  Thompson  sold  out.  Under  new 
organization.  Hertry  C.  Flower  Jr.  and  Samuel  W.  Meek 
continue  as  vice  chairmen  of  JWT  with  Resor  stock  now 
acquired  by  agency’s  profit-sharing  trust  (for  members  of 
company  staff).  Trustees  are  all  members  of  executive  j 
committee  as  well  as  board  (includes  also  in  addition  to  | 
three  already  mentioned:  Kennett  W.  Hinks,  vp;  Howard  j 
Kohl,  vp  and  secretary;  George  C.  Reeves,  vp  and  man-  ii 
ager  of  Chicago  office  and  Edward  G.  Wilson,  vp  and  j 
treasurer) . 


Robert  E.  Lee  confirmed  for  new  FCC  term  in  64-19 
Senate  vote  last  Thursday  (see  story  page  71 ). 


Eliot  Hyman  resigned  unexpectedly  as 
president  of  United  Artists  Assoc.,  tv  and 
feature  film  distributing  affiliate  of  United 
Artists  Corp.  In  1947,  Mr.  Hyman 
founded  Associated  Artists  Productions 
Corp.,  predecessor  of  UAA  that  has  li- 
brary of  some  800  pre-1950  Warner  Bros, 
features,  200  silent  films,  and  hundreds  of 
cartoons,  both  Warner  and  Popeyes.  Mr. 
Hyman,  it  was  indicated  by  Arthur  B. 
Krim,  president  of  UAA,  will  continue  association  with 
UA  via  his  independent  ventures  and  Seven  Arts  Produc- 
tions (motion  picture  production  organization). 


Mr.  Hyman 
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4-19- 


THE 
AWARD - 


WINNING 


VOICE 


OF  AUTHORITY 


IN  THE 
PIEDMONT 
CARO  LI  NAS 


Collectively,  these  awards  mean  that 
WBTs  38  years  of  broadcasting  have 
made  it  the  trusted  and  authoritative 
radio  voice  of  the  multi  billion-dollar 
market  in  the  Piedmont  Carolinas. 


WB6T 


AWARD-WINNING 

2,216,600 

VOICE  of 

AUTHORITY 

2,216,600  consumers  populate 
the  75-mile  radius  around 

in  the 

Charlotte  ...  a population 

PIEDMONT 

larger  than  the  comparable 

CAROLINAS 

area  served  by  Atlanta. 

Jefferson  Standard  Broadcasting  Company 


Represented  Nationally  by  CBS  Radio  Spot  Sales 
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The 

Are 


TRANS-LUX  TELEVISION  CORP. 

.id 


The  West’s  at  its  wildest  when  Willy  heads  out 
With  Buffalo  Bill,,  thd  famed  Indian  Scout. 


Ilium, 


IS  THE  BRAND-NEW  AND 


VERY  ORIGINAL  TV  CARTOON! 


Willy  McBean  lives  in  a special  children’s  world,  full  of  fact,  fiction, 
fantasy  and  fun!  He  roams  the  past,  the  present,  the  future,  with  all 
the  great  adventurers  of  all  time!  Yes— Willy  is  as  wonderful  as  the 
imagination  of  a child.  That’s  why  this  fresh  new  television  pro- 
gram will  capture  the  heart  and  mind  of  every  boy  and  girl . . . and 
grown-ups  who  are  young  in  heart. 

260  episodes  available  January  1961 


The  bold  adventures  of  a Viking,  Back  to  the  Stone  Age  our  brave  Willy  went- 

Are  very  much  to  Willy’s  liking.  The  creation  of  fire  was  quite  an  event! 


WiHy  is  wide-eyed,  just  look  at  him  gawk,  What  Willy  finds  in  outer  space, 

When  the  Wright  Brothers  fly  at  Kitty  Hawk.  Makes  Halloween  seem  commonplace. 


N.  Y.,  PLaza  1-3 1 10-1-2-3-4 


For  information,  contact  RICHARD  CARLTON,  Vice  President  In  Charge  of  Sales 


ADVANCED 

RCA 

1000-WATT  AM 
TRANSMITTER 
paces  the 
latest  trends ! 


The  design  philosophy  behind  this 
broadcast  transmitter  is  based  on  years 
experience  in  developing  the  most  reliable 
broadcast  transmitters,  but  the  features 
radically  new.  Simplified  tuning,  reduced 
lation  time,  and  built-in  provision  for 
control  are  some  of  the  improvements, 
included  in  the  design  are  provisions  for  remot 
Conelrad  switching. 


OF  ACCESS 

All  tubes  can  be  reached  from  the  front 
by  merely  opening  the  door.  Access  to 
the  rear  is  provided  through  two  inter- 
locked panels  behind  the  transmitter. 

These  panels  are  easily  removed  with 
thumbscrew  fasteners.  Typical  RCA 
vertical  construction  permits  easy  ac- 
cess and  maintenance.  Removable  base 
makes  the  transmitter  easy  to  move. 

NEW  OSCILLATOR 
Three  switchable  temperature  controlled  crystal  units,  a spare  on  thi 
main  frequency,  plus  one  for  automatic  Conelrad  switching  are  incor 
porated  in  the  new  crystal  oscillator  of  both  transmitters.  Six  thumb 
screws  hold  the  etched  oscillator-buffer  circuit  board  to  the  excite: 
subassembly.  All  oscillator  and  buffer  connections  are  made  through 
plug  type  terminal  strip.  Frequency  stability  is  ± 5 cycles  for  the 
RCA  crystal  units. 

SIMPLIFIED  POWER  INCREASE 

The  exciter  unit  is  the  nucleus  of  the  basic  transmitter;  all  low-level 
rf  and  audio  stages  are  built  into  a single  unit.  Thus,  power  increase 
is  made  easier. 


For  further  information  about  the  BTA-lR  and  other  transmitters,  call  the  nearest 
RCA  Representative.  Or  write  to  RCA,  Dept.  HD-22,  Building  15-1,  Camden,  N.J. 

RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT 
CAMDEN,  N.J. 


a choice  of  color:  red  or  umber  gray. 


BI-LEVEL  MODULATION 

The  very  low  order  of  distortion  results  in  improved  soundability. 

FEWER  TUBES 

Smaller  tube  inventory  means  reduced  cost  of  operation, 

ACCESSIBILITY 

Vertical  construction  permits  easy  access  for  maintenance., 

SIMPLIFIED  TUNING 

Only  one  tuning  control— on  the  front  panel.  All  operating  controls  are 
conveniently  located  on  front,  at  both  sides  of  door. 


FUNCTIONAL  COLOR  STYLING 

Fits  into  any  surroundings  through  choice  of  color  for  doors:  red  or  gray. 


NO  NEUTRALIZATION  REQUIRED 

Tetrodes  throughout  simplify  the  tuning. 


BUILT-IN  PROVISION  FOR  REMOTE  CONTROL 

Terminal  strips  are  provided  in  the  transmitter  for  connection  of  a 
remote-control  unit. 


A CALENDAR  OF  MEETINGS  AND  EVENTS 
IN  BROADCASTING  AND  RELATED  FIELDS 
(* Indicates  first  or  revised  listing) 


JUNE 

June  20-Aug.  13 — 18th  annual  Stanford  Radio 
Tv-Institute,  offering  12  classes  in  broadcasting 
and  film  in  cooperation  with  KNBC  (TV),  KPIX 
(TV)  and  KQED  (TV),  all  San  Francisco.  Stanford 
U.,  Stanford,  Calif. 

June  21-July  7 — Third  annual  workshop  on  the 
Art  of  Preaching  and  Mass  Communications,  spon- 
sored by  the  E.  Stanley  Jones  Institute  of  Com- 
municative Arts  and  Emory  U.,  Atlanta.  Ministers 
will  learn  to  plan  and  produce  radio  and  tv  pro- 
grams, write  and  deliver  more  effective  sermons 
and  generally  to  use  mass  communications.  Held 
at  the  university. 

* June  26-30 — Advertising  Assn,  of  the  West,  57th 
annual  convention.  Hotel  Dei  Prado,  Mexico  City. 
Theme:  “Advertising  in  the  Challenging  Sixties." 
Keynote  speaker  will  be  Robert  C.  Hill,  U.S. 
Ambassador  to  Mexico.  Other  speakers  include 
Charles  Brower,  president,  BBDO;  James  Fish, 
vp  for  advertising,  General  Mills;  Romulito  O'Far- 
rill,  prominent  Mexican  broadcaster;  James  Farley, 
president.  Coca  Cola  Export  Co.,  and  Claude  M. 
Robinson,  chairman.  Opinion  Research  Corp.  A 
rodeo,  bull  fight,  and  golf  tournament  are  among 
the  entertainment  features. 

June  27-29 — Institute  of  Radio  Engineers  fourth 
national  convention  on  military  electronics,  spon- 
sored by  professional  group  on  military  elec- 
tronics of  IRE,  Sheraton-Park  Hotel,  Washington, 
D.C. 

June  27-July  1 — First  Advertising  Agency  Group, 
1960  conference.  Tropicana  Inn,  Dallas,  Tex. 
Bayard  E.  Sawyer,  associate  publisher  of  “Busi- 
ness Week",  main  speaker  at  June  27  opening 
dinner.  Agenda  includes  plans  for  expansion  of 
group  into  New  York,  New  Orleans,  Baltimore, 
Denver,  Portland,  San  Diego,  Tulsa,  Phoenix  and 
San  Antonio. 

June  29-July  1 — Virginia  Assn,  of  Broadcasters 
annual  meeting.  Cavalier  Hotel,  Virginia  Beach. 


JULY 

“July  10-22 — NAB  Executive  Development  Semi- 
nar, Harvard  Graduate  School  of  Business,  Boston. 

July  11-15 — Institute  in  Industrial  and  Tech- 
nical Communications,  Colorado  State  U.,  Fort. 
Collins,  Colo.  Elwood  Whitney,  senior  vice-presi- 
dent and  director,  Foote,  Cone  & Belding,  will 
give  opening  address. 

July  17-21 — National  Assn,  of  Educational  Broad- 
casters seminar,  U.  of  Wisconsin,  Madison. 

July  19-20 — Idaho  Broadcasters  Assn,  conven- 
tion. John  Meagher,  NAB  vice-president,  and  Ben 
Sanders,  KICD  Spencer,  Iowa,  will  be  featured 
speakers.  Sandpoint,  Idaho. 

July  20-24 — American  Federation  of  Television 
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and  Radio  Artists  annual  convention.  Shoreham 
Hotel,  Washington,  D.C. 

July  24-Aug.  5 — Advertising  Federation  of  Amer- 
ica's second  annual  management  seminar  in  ad- 
vertising and  marketing.  Harvard  Business  School, 
Boston.  A limit  of  50  applicants  has  been  set  to 
be  selected  from  agency  and  advertiser  marketing 
executives,  plus  one  representative  from  each  ma- 
jor media  association.  Applications  available  from 
AFA,  250  W.  57th  St.,  New  York  19. 

July  29 — Deadline  for  comments  to  FCC  on 
technical  standards  for  fm  stereo. 


AUGUST 

“Aug.  1-12 — International  Television-Radio  Work- 
shop, Interchurch  Center,  475  Riverside  Dr.,  New 
York.  Sponsored  by  Broadcasting  and  Film:  Com- 
mission and  United  Church  Women  of  the  Na- 
tional Council  of  Churches;  the  Protestant  Coun- 
cil of  N.Y.;  New  York  State  Council  of  Churches; 
New  Jersey  Council  of  Churches,  and  World  Com- 
mission for  Christian  Broadcasting. 

“Aug.  7-9 — Georgia  Assn,  of  Broadcasters  annual 
meeting  and  election  of  officers.  Jekyll  Island,  Ga. 
Those  attending  should  make  reservations  at  the 
Wanderer  Motel. 

Aug.  12-13 — Arkansas  Broadcasters  Assn.,  fall 
meeting.  Hotel  Marion,  Little  Rock. 

Aug.  19-20 — Texas  AP  Broadcasters  Assn.  Baker 
Hotel,  Mineral  Wells. 

Aug.  21-23 — South  Carolina  Broadcasters  Assn, 
summer  meeting.  Holiday  Inn  Motel,  Myrtle  Beach. 

“Aug.  22-26 — National  Catholic  Communications 
Seminar,  Manhattan  College,  New  York.  Held 
under  the  auspices  of  the  National  Catholic  Wel- 
fare Conference. 

Aug.  23-26 — Western  Electronic  Show  & Con- 
vention, Memorial  Sports  Arena,  Los  Angeles. 

Aug.  26-27 — Oklahoma  Broadcasters'  Assn.  West- 
ern Hills  Lodge,  Wagoner. 

Aug.  29-Sept.  2 — American  Bar  Assn,  annual 
convention,  Statler-Hilton  Hotel,  Washington,  D.C. 


SEPTEMBER 

Sept.  1 — Comments  due  on  FCC  proposal  to  add 
additional  vhf  channels  to  several  principal  mar- 
kets through  reduced  mileage  separations.  Also 
under  consideration  are  new  engineering  curves 
for  use  in  plotting  assignments.  This  is  continu- 
ance of  June  20  deadline.  Reply  comments  now 
due  Sept.  16.  (Dockets  13340  and  13374.) 

Sept.  2-4 — West  Virginia  Broadcasters'  Assn, 
annual  fall  meeting.  The  Greenbrier,  White  Sulpher 
Springs. 

“Sept.  12-15 — Premium  Advertising  Assn,  of 
America.  Hotel  Astor,  New  York 

Sept.  12-13 — Radio  Advertising  Bureau  course 
(in  eight  cities)  on  better  radio  station  manage- 
ment. Starved  Rock  Lodge,  Utica,  N.Y. 

“Sept.  15-16 — Public  Utilities  Advertising  Assn. 
Region  5 meeting.  Tampa  Terrace  Hotel,  Tampa, 
Fla. 

Sept.  15-16 — Radio  Advertising  Bureau  course 
(in  eight  cities)  on  better  radio  station  manage- 
ment. Lincoln  Lodge,  Columbus,  Ohio. 

Sept.  19-20 — Radio  Advertising  Bureau  course 
(in  eight  cities)  on  better  radio  station  manage- 
ment. Pocono  Manor  Inn,  Pocono  Manor,  Pa. 

Sept.  19-21 — Institute  of  Radio  Engineers  na- 
tional symposium  on  space  electronics  and  tele- 
metry, Shoreham  Hotel,  Washington. 

Sept.  22-24 — Advertising  Federation  of  America 
Tenth  District  convention.  Little  Rock,  Ark. 

Sept.  23-24 — Institute  of  Radio  Engineers,  Pro- 
fessional Group  on  Broadcasting  sponsors  10th 
annual  broadcasting  symposium.  Willard  Hotel, 
Washington,  D.C. 

Sept.  26-27 — Radio  Advertising  Bureau  course 
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Con-ven- 

(kon-ven 
shun),  n.  1.  a body 
of  delegates 
periodically  con- 
vened for  a 
common  purpose. 

2.  e.g.  Los  Angeles 
and  Chicago  brought 
to  New  Yorkers 
on  wmca. 
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"The/  went  thataway,  pardner." 

"Who?" 

"A  posse  of  program  directors,  pardner." 

"Chasing  someone?" 

"Yup.  The  “DRUMMERS”*  — the  greatest  little  bands  of 
sales  boosters  and  themes  in  the  country." 

"Are  they  wanted?" 

"Yup,  recorded  or  live  in  50  states." 

"Looks  like  a necktie  party's  in  store  fur  'em." 

"Yup.  They'll  be  swingin'  from  the  highest  turntable." 

"Big  reward  out?" 

"Millions.  Lots  of  sponsors  are  itchin'  to  get  their  hands  on 
them  “DRUMMERS”*  — they'll  be  pretty  popular, 'round 
hy'ar,  if  they  do  . . . Say,  how  come  you're  drawin'  on  me, 
pardner." 

"Name's  not  pardner,  pardner.  I'm  one  of  the  “DRUMMERS”* 
boys  . . . Promo  by  name.  Make  tracks. 

+for  “DRUMMERS”*  of  course 
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(in  eight  cities)  on  better  radio  station  manage- 
ment. Williamsburg  Inn,  Williamsburg,  Va. 

Sept.  28 — Assn,  of  National  Advertisers  workshop 
on  advertising  management.  Ambassador  Hotel, 
Chicago. 

Sept.  29-30 — Radio  Advertising  Bureau  course 
(in  eight  cities)  on  better  radio  station  man- 
agement. Diplomat  Hotel,  Hollywood,  Fla.  - 

OCTOBER 

Oct.  2-4 — Advertising  Federation  of  America 
Seventh  District  convention,  Chattanooga,  Tenn. 
Oct.  3-4 — Radio  Advertising  Bureau  course  (in 
eight  cities)  on  better  radio  station  management. 
Terrace  Motor  Hotel,  Austin,  Tex. 

Oct.  3-5 — Institute  of  Radio  Engineers  sixth  na- 
tional communications  symposium,  Hotel  Utica  and 
Utica  Memorial  Auditorium,  Utica,  N.Y. 

Oct.  4 — Retrial  of  former  FCC  Commissioner 
Richard  A.  Mack  and  Miami  attorney  Thurman 
A.  Whiteside,  charged  with  conspiring  to  rig  the 
Miami  ch.  10  tv  grant  (first  trial  ended  in 
a hung  jury). 

Oct.  4-5 — Advertising  Research  Foundation  an- 
nual conference.  Hotel  Commodore,  N.Y. 

*0ct.  5-8 — Radio  Television  News  Directors  Assn, 
annual  International  Convention,  The  Queen  Eliza- 
beth, Montreal,  Quebec,  Canada. 

Oct.  6-7 — Radio  Advertising  Bureau  course  (in 
eight  cities)  on  better  radio  station  management. 
Rickey's  Studio  Inn,  Palo  Alto,  Calif. 

Oct.  10-11 — Radio  Advertising  Bureau  course 
(in  eight  cities)  on  better  radio  station  manage- 
ment. Town  House,  Omaha,  Neb. 

Oct.  10-12 — Institute  of  Radio  Engineers  na- 
tional electronics  conference,  Sherman  Hotel, 
Chicago. 

Oct.  11-14 — Audio  Engineering  Society  12th  an- 
nual convention,  Hotel  New  Yorker,  N.Y.  Tech- 
nical papers  have  been  requested — titles  and 
abstracts  should  be  submitted  to  Dr.  Harry  F. 
Olsen,  RCA  Labs,  Princeton,  N.J.,  by  June  22. 

Oct.  16-17 — Texas  Assn,  of  Broadcasters  fall 
convention.  Sheraton  Dallas  Hotel,  Dallas. 

Oct.  18-21 — National  Assn,  of  Educational  Broad- 
casters annual  convention.  Jack  Tar  Hotel,  San 
Francisco. 

Oct.  25-26 — Engineering  section,  Central  Can- 
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Here  are  the  next  10  days  of  network 
color  shows  (all  times  are  EDT). 

NBC-TV 

June  27-July  1,  July  4-6  (11-11:30 
a.m.)  Price  Is  Right,  participating  sponsors. 

June  27-July  1,  July  4-6  (12:30-1  p.m.) 
It  Could  Be  You,  participating  sponsors. 

June  27  (10-11  p.m.)  After  Hours,  Purex 
through  Edward  H.  Weiss. 

June  28,  July  5 (9:30-10  p.m.)  Arthur 
Murray  Party,  P.  Lorillard  through  Lennen 
& Newell  and  Sterling  Drug  through  Nor- 
man, Craig  & Kummel. 

June  29,  July  6 (8:30-9  p.m.)  Price  Is 
Right,  Lever  through  Ogilvy,  Benson  & 
Mather  and  Speidel  through  Norman, 
Craig  & Kummel. 

June  30  (9:30-10  p.m.)  The  Ford  Show, 
Ford  through  J.  Walter  Thompson. 

July  l (9:30-10  p.m.)  Masquerade 

Party,  Hazel  Bishop  through  Donahue  & 
Coe,  Block  Drugs  through  Grey  Adv. 

July  1 (10-11  p.m.)  Moment  of  Fear, 
Lever  through  Sullivan,  Stauffer,  Colwell 
& Bayles. 

July  2 (10:30-11  a.m.)  Ruff  and  Reddy 
Show,  Borden  through  Benton  & Bowles. 

July  2 (7:30-8:30  p.m.)  Bonanza,  RCA 
through  Kenyon  & Eckhardt. 

July  3 (8-9  p.m.)  Music  On  Ice,  sus- 
taining. 

July  3 (9-10  p.m.)  The  Chevy  Mystery 
Show,  Chevrolet  through  J.  Walter  Thomp- 
son. 

July  4 (10-11  p.m.)  One  Loud,  Clear 
Voice,  Purex  through  Edward  H.  Weiss. 
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Yes!  That’s  right!  Baton  Rouge  is  the  4th  largest  market  in  the 
states  of  Louisiana,  Texas  and  Mississippi  . . .the  area  known  as 
the  Gulf  South.  Ranking  just  below  Dallas-Ft.  Worth,  Houston 
and  New  Orleans,  the  Baton  Rouge  market  served  by  television 
station  WBRZ  has  a population  of  1,561,000,  with  retail  sales  of 
$1 ,285,000,000  — too  big  a market  to  be  overlooked  on  any  list. 
Call  your  Hollingbery  man. 


NBC 


ABC 


WBRZ 
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1960  SUMMER  OLYMPICS  IN 
ROME. ..EXCLUSIVE  ON  THE 
CBS  TELEVISION  NETWORK 


You  will  be  more  than  a good  sport  if  you  take 
your  customers  to  the  Summer  Olympic  Games 
in  Rome,  via  the  exclusive  broadcasts  of  the 
CBS  Television  Network.  You  will  be  the  far- 
sighted sponsor  of  an  exceptional  advertising 
vehicle.  All  signs  point  to  the  gathering  of  an 
unprecedented  television  audience -vast,  ex- 
cited, and  attentive,  coming  back  day  after  day. 

People  are  still  talking  about  this  network’s 
coverage  of  the  Winter  Olympics  at  Squaw 
Valley:  viewers  still  marveling  at  the  thrills  of 
Olympic  competition;  advertisers  still  marveling 
at  the  size  and  quality  of  the  television  audience. 
Five  out  of  every  six  upper  and  middle  income 
families,  and  three  out  of  every  four  lower  in- 
come families,  watched  the  Winter  Games.  If 
you  make  cars  or  stoves  or  other  “high-ticket” 
items  you  will  be  interested  to  note  that  upper 
income  families  watched  most,  as  Nielsen 
average-minute  ratings  show: 


UPPER  INCOME  25.5 

MIDDLE  INCOME  22.0 

LOWER  INCOME  - 16.7 


The  broadcasts  from  Squaw  Valley  also  attracted 
more  adult  viewers  per  family  than  any  other 
Winter  program-with  the  result  that  a leading 
cigarette  maker  was  the  first  advertiser  to  spon- 
sor a part  of  the  Summer  series.  (Because  of 
the  number  of  viewers  of  all  ages,  a famous 
cereal  maker  soon  followed.)  Altogether,  more 
than  100  million  Americans  tuned  in. 

Yet  theWinter  Gameswere  scarcely  more  than 
a warm-up  exercise  for  the  Summer  Olympics 
-the  world’s  greatest  sports  spectacle-to  be 
held  this  year  in  the  ancient  thoroughfares  and 
modern  arenas  of  the  Eternal  City.  Television 
tourists  will  follow  the  Marathon  from  the 
Capitoline  Hill  along  the  Appian  Way,  past  the 
Coliseum  to  the  Arch  of  Constantine.  Sports 
enthusiasts  will  see  Herb  Elliott  of  the  3:54  mile, 
the  seven-foot  high-jumping  John  Thomas,  the 
fabulous  Konrads  swimmers-the  foremost  men 
and  women  athletes  of  our  time  drawn  from 
every  quarter  of  the  globe. 

To  bring  the  Summer  Olympics  to  the  Ameri- 
can people  within  a few  hours  of  each  event. 


jet  planes  will  shuttle  tapes  daily  from  Rome 
and  Paris  to  New  York.  From  August  26  to 
September  12,  the  CBS  Television  Network  will 
present  a total  of  32  broadcasts,  averaging  more 
than  one  hour  of  coverage  a day.  Advertisers 
who  want  to  get  a running  start  on  the  new  Fall 
selling  season  will  be  interested  to  know  that 
two-thirds  of  these  broadcasts  will  occur  on  or 
after  Labor  Day  Weekend.  Thus  far  E Lorillard 
Co.  has  purchased  one-quarter  of  the  series  and 
General  Mills,  Inc.,  one-eighth. 

In  a truly  unique  combination  of  advertising 
values,  sponsors  of  the  Summer  Olympics  will 
gain  the  continuity  and  frequency  of  impact  found 
in  a regular  series,  together  with  all  the  excite- 
ment and  prestige  generated  by  a newsworthy 
“special”  of  major  dimensions.  Not  to  mention 
a huge  circle  of  new  friends  brought  to  you  ex- 
clusively on  the  CBS  TELEVISION  NETWORK. 


CALIFORNIA 

has  a famous  zoo,  an  important  port, 
hundreds  of  thousands  of  prosperous  people, 
and  two  pre-eminent  newspapers: 

Hie  jsaii  JUcgtr  Inion 

Evening  Tribune 

"The  Ring  of  Truth” 

15  DAILY  NEWSPAPERS  COVERING  SAN  DIEGO,  CALIFORNIA  • 

GREATER  LOS  ANGELES  - NORTHERN  ILLINOIS  ■ AND 
SPRINGFIELD,  ILLINOIS.  SERVED  BY  THE  COPLEY  WASHINGTON 
BUREAU  AND  THE  COPLEY  NEWS  SERVICE. 

REPRESENTED  NATIONALLY  BY  WEST-HOLL1  DAY  CO.,  INC. 
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1735  DeSales  St.,  N.  W.  Washington  6,  D.  C. 


NEW  SUBSCRIPTION  ORDER 

Please  start  my  subscription  immediately  for— 

□ 52  weekly  issues  of  BROADCASTING  $ 7.00 

□ 52  weekly  issues  and  Yearbook  Number  11.00 

□ Payment  attached  □ Please  Bill 
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ada  Broadcasters  Assn..  King  Edward  Hotel,  To-  ! 
ronto. 

Oct.  31-Nov.  2 — Institute  of  Radio  Engineers  radio 

fall  meet,  Syracuse,  N.Y. 

NOVEMBER 

Nov.  13-15 — Assn,  of  National  Advertisers  an-  I 
nual  meeting.  The  Homestead,  Hot  Springs,  Va. 

Nov.  14-16 — Broadcasters'  Promotion  Assn,  an- 
nual meeting.  Sheraton  Charles  Hotel,  New  Or- 
leans. 

Nov.  16-18 — Television  Bureau  of  Advertising 
annual  meeting.  Waldorf-Astoria,  New  York. 

Nov.  26 — Utah-Idaho  Associated  Press  Broad- 
casters Assn,  convention.  Twin  Falls,  Idaho. 

JANUARY  1961 

Jan.  13-14 — Oklahoma  Broadcasters'  Assn.  Bilt- 
more  Hotel,  Oklahoma  City. 

PLAYBACK® 

QUOTES  WORTH  REPEATING 
Trust,  judgment  & guts 

Arkady  Leokum,  consultant  in  crea- 
tive advertising  for  Grey  Adv.,  New 
York,  spoke  over  WMMM  Westport, 
Conn.,  in  a discussion  of  problems  of 
advertising: 

Agency  services  have  changed  from 
purely  creative  advertising  to  emphasis  | 
on  marketing  and  research.  This  is  an 
inhibiting  factor  which  prevents  purely 
creative  effort.  Research,  of  necessity, 
works  from  a body  of  prior  knowledge 
and  is  the  dead  hand  of  the  past.  What 
we  need  now  are  more  men  who  trust 
creativity,  have  the  judgment  to  rely 
on  its  value  and  the  guts  to  support  it. 

Leadership  not  "followship" 

The  job  of  converting  a radio  or  tv 
audience  into  customers  must  be  shared 
equally  by  agencies  and  broadcasters, 
Marvin  S.  Cantz,  Tilds  & Cantz,  Los 
Angeles  agency,  told  the  June  meeting 
of  the  Southern  California  Broadcasters 
Assn.  Occasionally,  a program  can  do 
the  job  on  its\own,  he  stated,  citing  Open 
End,  which  in  Los  Angeles  carries  com- 
mercials for  a T & C account,  Vernor’s 
ginger  ale,  as  one  example.  He  added 
this  admonition: 

But  penetrating  the  barrier  to  con- 
sumer sales  seldom  begins  or  ends  with 
the  sponsor’s  message  or  his  program. 

In  radio,  it  begins  the  moment  the  lis- 
tener dials  his  favorite  station  . . . and 
it  ends  the  moment  he  turns  it  off.  The 
total  impression  of  what  is  heard  dur- 
ing that  time  will  influence  the  public, 
and  product  sales,  as  well  as  the  value 
of  advertising  and  broadcasting. 

If  every  radio  station  would  at  least 
experiment  with  some  really  fresh,  con- 
structive ideas;  if  we  could  stimulate  a 
little  more  leadership  and  less  follow- 
ship: if  we  could  break  the  chains  that 
make  us  conform  to  so-called  established 
patterns  of  mass  communication;  we 
might  then  begin  to  de-congest  a lot  of 
ears,  and  make  almost  every  radio  sta- 
tion an  indispensable  force  in  the  com- 
munity, and  considerably  more  effec- 
tive as  an  advertising  medium. 
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DON’T  BE  A DROOPERT  is  now  the  safety  slogan  in  the 
Cleveland  market.  Introduced  as  an  animated  TV  symbol  of 
channel  8’s  on-the-air  public  service  campaign,  the  cartoon 
character  of  Droopert  immediately  became  synonymous 
with  traffic  hazard.  Cleveland  city  officials  quickly  adopted 
Droopert.  Now,  he  has  been  stenciled  on  sidewalks  of  Cleve- 
land’s busy  intersections.  That’s  impact— action  and  influence. 
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YOU  KNOW  WHERE  YOU  RE  GOING  WITH 
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CBS  CLEVELAND 

A STORER  STATION  • REPRESENTED  BY  THE  KATZ  AGENCY 


BROADCASTING,  June  27,  1960 


21 


MONDAY  MEMO 

from  LINCOLN  DIAMANT,  vice  president  in  charge  of  tv-radio , Daniel  & Charles  Inc.,  New  York. 

How  well  does  humor  sell  on  tv? 


Let’s  be  brave  for  once  and  answer 
the  question  cynics  often  ask:  Do  witty 
commercials  really  sell?  The  answer: 
Yes;  sales  figures  prove  it. 

Product  areas  traditionally  consid- 
ered too  dry  or  solemn  for  a witty  tv 
selling  approach  more  and  more  have 
yielded  to  the  injection  of  a little  good 
humor  in  their  commercials  with  sur- 
prisingly happy  results. 

In  men’s  shirts  and  ladies’  deodo- 
rants, for  example,  two  products  nor- 
mally sold  on  tv  with  a very  straight 
face,  experience  proves  that  a little 
wit  in  good  taste  can  go  a long  way 
to  heighten  memorability  and  sales. 

Big  Question  ■ But  whom  does  tv  wit 
sell?  Or  more  provocatively,  is  wit  re- 
quired to  sell  on  tv? 

The  answer  comes  out  of  a good, 
hard  look  at  the  market.  More  than 
87%  of  America  is  now  staring  at  pic- 
ture tubes,  exposing  itself  to  two  dif- 
ferent kinds  of  commercials  that  com- 
pete for  spendable  income. 

The  first  group  of  commercials, 
which  are  few  in  number,  consists  of 
the  selling  appeals  for  new  and  unique 
goods  or  services.  To  the  degree  that 
these  appeals  must  devote  the  60-sec- 
ond  contemporary  art  form  known  as 
the  “tv  spot”  to  an  exposition  of  new 
product  and  benefits,  there’s  not  much 
time  left  for  comedy.  Such  commer- 
cials are  creatively  limited  in  that  they 
must  ignite  in  the  viewer  both  a need 
and  a desire  to  buy. 

But  today’s  great  majority  of  spots 
are  being  produced  for  established, 
highly  competitive  product  areas  where 
the  need  to  purchase  long  exists.  In- 
stead, brand-switching  becomes  the  sig- 
nificant aim. 

In  such  a situation,  natural  dynamics 
of  economic  growth  or  market  penetra- 
tion by  means  other  than  tv  may  have 
created  an  expanding  sales  picture  in 
which  the  simplest  type  of  “creatively 


D & C's  Fresh  deodorant  spot 


Lincoln  Diamant  previously  worked  for 
CBS  and  McCann-Erickson  in  several 
creative  capacities.  His  off  hours  are 
filled  with  sailing,  rock  climbing  and 
writing  and  editing  humorous  books. 

straight”  tv  brand-and-benefit  exposure 
seems  to  be  all  that’s  needed  to  keep 
the  sales  curve  rolling  upwards. 

Don’t  Rock  Boat  ■ In  such  cases, 
only  the  most  imaginative  advertising 
director  or  agency  will  then  suggest 
placing  good  humor  or  whimsy  into 
service  as  an  effective  selling  tool.  And 
often  this  “Let’s  not  argue  with  suc- 
cess” philosophy  is  responsible  for  a 
smaller,  rather  than  a larger  success. 

Perhaps  due  to  this  reluctance,  wit, 
in  the  past,  has  been  sold  short  on  tv. 
Not  only  has  comedy  or  good  humor 
been  associated  almost  exclusively  with 
animated  cartoons,  but  slapstick  has 
been  equated  with  offensiveness,  the 
same  kind  of  offensiveness  where  only 


Young  & Rubicam's  GE  couple 


harshly  repeated  catch  phrases  are 
trusted  to  establish  any  kind  of  brand 
memorability. 

How  untrue  this  really  is.  Our  own 
agency  experience  has  shown  how  brand 
memorability  can  be  established  or  en- 
hanced without  resorting  to  bad  taste. 
Good-humored  live-action  commercials 
equally  arrest  and  capture  the  public 
imagination.  And  even  with  limited  ex- 
posure, they  can  successfully  create  in 
a sizeable  part  of  the  audience  a strong 
desire  to  buy. 

Making  It  Work  ■ The  next  question 
is  the  simplest  (and  creatively  the  most 
complex)  of  all:  what’s  the  best  way  to 
utilize  good  humor  to  capture  the  view- 
er’s interest  and  imagination? 

The  answer  is  legion.  A sampling  of 
some  leading  current  tv  spots  reveals 
such  compelling  selling  situations  as  a 
baby  soaking  his  father’s  watch,  an  up- 
side-down girl,  a grocery  bag  spilling 
all  over  the  street,  an  errand  boy  bump- 
ing into  a lampost,  a pursuit  of  a drop 
of  grease,  a pair  of  hoboes  discussing  a 
bath,  a very  proper  couple  making  love 
on  a refrigerator  sales  floor,  a string 
quartet  busy  puffing  on  cigars,  two  pipe 
wrenches  talking,  a shaggy  dog — and 
lots  more. 

Creatively,  where  do  we  go  from 
here?  Everywhere! 

But  first  let  us  learn  to  admire  the 
fact  that  America  loves  wit  in  every 
form;  then  we  may  cast  loose  from  a 
little  of  our  tv  pretentiousness.  Then  we 
may  observe  how  our  civilization  rapid- 
ly has  become  so  full  of  the  same  kinds 
of  good  things  that  brand  loyalty  is 
more  susceptible  than  ever  to  good- 
humored,  emotional  change. 

Then  we  may  begin  to  draw  fully  on 
all  of  our  second-to-none  comic  tradi- 
tion— using  top  creative  imagination  to 
put  wit  into  the  “driest”  of  our  selling 
requirements. 

Or  paraphrasing  the  Joy  commercial 
— “make  tv  selling  almost  fun.” 


Y & R's  'talking  wrenches'  for  Drano 


Good  humor  or  whimsy  can  be  effective  selling  tools  on  tv,  as  these  examples  have  proved 


22 


BROADCASTING,  June  27,  1960 


■F2 

/ ' Ji 


/you/  DOES  A BOTTLE  CAP  SOUND?  Like  the  laughter  of  young  people  at  a Junior  Prom. 

Like  gallons  of  beer  at  traditional  Maryland  oyster  and  bull  roasts.  Or,  like  millions  of  bottles  squirming  hurriedly  through 
an  assembly  line.  This  is  the  sound  of  the  booming  beverage  industry  in  Baltimore.  A rich  sound.  A refreshing  sound. 
A sound  of  a big  business  that  adds  millions  in  spendable  income  to  the  millions  more  earned  by  Marylanders  in  other 
industries.  You  can  cap  it  for  your  clients  with  WBAL-RADIO,  the  station  that  suits  the  myriad  tastes  of  this 
massive  market.  It’s  the  progressive  Maryland  station  with  the  sound  of  elegance,  the  Sound  of  the  Sixties.  It’s  the 

station  that  pours  out  rich  results  in  Baltimore  and  Beyond!  WBAL-RADIO? ‘BALTIMORE 

Broadcasting  in  the  Maryland  Tradition/Associated  with  WBAL-FM-TV/Nationally  represented  by  Daren  F.  McGavren  Co.,  Inc.  /Tpjw 
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YOU’RE  ONLY 

HALF-COVERED 

IN  NEBRASKA 


YOU  DON’T  USE  KOLN-TV! 


This  is  Lincoln-Land  — KOLN-TV’s  NCS 
No.  3.  Figures  show  percentages  of  TV 
homes  reached  weekly,  day  or  night. 


KOLN-TV  DELIVERS  THE 
MAXIMUM  AUDIENCE  IN  NEBRASKA* 

Gunsmoke 98,000  homes 

Father  Knows  Best.  .86,500  homes 
6:00  p.m.  News. . .84,400  homes 
10:00  p.m.  News.  . 74,400  homes 

’November  Lincoln  NSI 


J/h>  3’etjje’i  Station. i 


You  can  talk  about  TV  markets  in 
Nebraska  until  you’re  blue  in  the  face ; 
but  when  all’s  said  and  done,  you’ll  come 
up  with  just  two  big  ones — the  extreme 
East  and  Lincoln-Land. 

In  the  East,  you  must  choose  from 
the  three  top  TV  stations  covering  the 
area.  In  Lincoln-Land  it’s  no  contest; 
KOLN-TV  is  the  station,  hands  down. 
Latest  Nielsen  credits  KOLN-TV  with 
65J500  TV  HOMES  during  prime  6 to 
9 p.m.  viewing  time.  Compare  this  figure 
with  that  of  ANY  Omaha  station! 

Ask  Avery-Knodel  for  all  the  facts  on 
KOLN-TV— the  Official  Basic  CBS  Outlet 
for  South  Central  Nebraska  and  Northern 
Kansas. 


KOLN-TV 


Newest  among  the 
leaders  serving 
America’s  greatest 
radio  market! 


DIAL  mo  / 50, 000  WA  TTS 


KRLA 


RADIO  LOS  ANGELES 


Represented  by 
DONALD  COOKE  INC. 


More  audience  per  dollar 
than  any  other  leading  radio 
station  in  greater  tos  Angeles! 


OPEN  MIKEfL 

Patterson-Johansson  'debacle' 

editor:  Just  heard  the  Patterson- 

Johansson  debacle.  It  could  have  been 
a shining  night  for  network  radio— 
biggest  fight  of  several  years  and  ABC 
Radio  has  it.  So  what  happens?  Multi- 
plicity of  commercials,  injudiciously 
spaced,  and  a shabby  presentation  over- 
all. 

During  the  dramatic  moment  of  the 
knockout  the  audience  was  given  a 
cacophony  of  screams,  roars,  two  an- 
nouncers yelling  at  one  and  the  same 
time,  the  blaring  of  the  ring  announcer 
— everything,  in  fact,  but  the  true 
drama  of  the  moment  and,  thank 
heavens,  another  commercial  for  Fiat. 

What  has  happened  to  those  truly 
great  sports  announcers  of  radio’s 
golden  era?  And  what  has  happened 
to  those  geniuses  who  used  to  hold  the 
reins  directorially  over  radio’s  on-side 
sporting  events?  It  was  obvious  to  any 
who  listened  that  the  boys  working  this 
fight  weren’t  sure  from  one  moment  to 
the  next  just  what  was  happening  and, 
furthermore,  what  they  were  supposed 
to  say  about  it. 

I began  to  count  commercials  but 
soon  lost  all  count.  The  mixed  up  and 
missed  cues  threw  my  tally  completely 
off  course.  Best  part  of  the  broadcast, 
from  where  I sat,  was  Jonathan  Win- 
ters’ commercial  for  Fiat.  A gem. 

It  would  have  been  better  had  ABC 
“paused  briefly”  before  the  broadcast 
to  figure  out  just  how  they  were  going 
to  handle  this  great  sporting  event.  Per- 
haps the  interminable  “we  now  pause 
briefly”  interruptions  would  have  been 
less  objectionable — and  more  commer- 
cially effective  for  the  sponsors  who 
footed  the  bill.  Don’t  know  exactly 
what  they  paid  for  the  broadcast  rights, 
but  if  they  bought  on  the  basis  of  com- 
mercials delivered  they  got  their 
money’s  worth  on  minute  mileage  alone. 
— Jack  Parker,  President,  Parker  Ad- 
vertising Inc.,  Saginaw,  Mich. 

Tv  spurs  toy  sales 

editor:  You  will  be  interested  to  know 
how  Broadcasting’s  story  on  tv  and 
toys  (May  16,  page  50:  “Tv  can  create 


BROADCASTING 


SUBSCRIPTION  PRICES:  Annual  subscription 
for  52  weekly  issues  $7.00.  Annual  subscription 
including  Yearbook  Number  $11.00.  Add  $1.00 
per  year  for  Canadian  and  foreign  postage. 
Subscriber's  occupation  required.  Regular  is- 
sues 35*  per  copy;  Yearbook  Number  $4.00 
per  copy. 


SUBSCRIPTION  ORDERS  AND  ADDRESS 
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RADIO  STATION 


Time  buyers  are  making  1960  a Pace- 
setter year  for  WSAI  sales.  National  spot 
billing  has  shown  sizeable  increases 
every  month  this  year.  And  May  is  up 
26%  over  the  same  period  last  year. 
Continued  sales  results  for  our  sponsors 

I is  the  only  reason  for  continued  sales 

increases  for  WSAI.  In  Programming  . . 
in  Popularity  . . in  Productivity  . . WSAI 
is  Cincinnati's  Pacesetter  Radio  Station. 


Represented  Nationally  by  GILL-PERNA  New  York,  Chicago,  Los  Angeles,  San  Francisco,  Boston,  Detroit,  Atlanta 
THE  CONSOLIDATED  SUN  RAY  STATIONS  WSAI  - Cincinnati;  WPEN  - Philadelphia;  WALT  - Tampa 
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Advertisement 


YOU 

KCAN’T 

KCOVER 

TEXAS 

without 


KCEN-TV 


5 & 10! 


our  plans  for  top  rated 
spots  in  class  B,  C and  D 
time  deliver  viewers  at 
lowest  cost  per  thousand. 


f 8 LAI  R TELEVISION  ASSOCIATES 

■l  J National  Representatives 


a demand  for  toys”)  helped  me  in  my 
part  of  the  recent  Toy,  Juvenile  and 
Wheel  Goods  Market  in  San  Francisco. 
An  industry  luncheon  was  held  featur- 
ing local  tv  personalities.  They  told 
buyers,  jobbers,  representatives  and 
manufacturers  how  to  increase  sales 
through  tv. 

Art  Finley,  who  is  Mayor  Art  and 
host  of  the  Popeye  series  on  KRON- 
TV,  and  Bob  March,  who  is  KTVU 
(TV)  San  Francisco’s  “Captain  Satel- 
lite,” demonstrated  actual  commercials 
utilizing  new  toys  and  wheel  goods  being 
shown.  I was  coordinator  of  the  lunch- 
eon program  and  discussed  the  grow- 
ing impact  of  television  on  toy  sales 
in  the  past  year,  emphasizing  the  need 
of  effective  point-of-sale  promotion  on 
the  dealer  level  to  follow  up  the  pre- 
selling job  done  on  tv.  Needless  to  say, 
I gave  Broadcasting  complete  credit. 
Thanks  for  this  type  of  usable  informa- 
tion.— A.  Richard  Robertson,  Promo- 
tion and  Merchandising  Manager, 
KRON-TV  San  Francisco. 

Inquiries  about  'Yearbook' 

editor:  Kindly  send  the  current 

Broadcasting  Yearbook.— Eugene  O. 
Bremer,  Milwaukee  Stockyards,  Mil- 
waukee. 

editor:  Would  you  kindly  send  to 
this  office  the  1960  Broadcasting 
Yearbook,  billing  me  for  same. — Mor- 
ton J.  Pollack,  Parents’  Magazine, 
New  York  City. 

editor:  Will  you  let  us  know  if  your 
Broadcasting  Yearbook  carries  the 
founding  date  of  each  station.  Also  if 
it  includes  stations  owned  by  cities  and 
colleges. — F.  V.  Barmon,  Castle  Island 
Press,  Chicago. 

editor:  I am  interested  in  securing  a 
copy  of  the  Broadcasting  Yearbook. 
Please  send  me  the  price  and  availabil- 
ity.— Bill  Wedemeyer,  Texas  Farm 
Bureau,  Waco,  Texas. 

[The  1960  Broadcasting  Yearbook/Mar- 
ketbook  will  be  published  in  September.  In 
addition  to  its  46  directories  spanning  the 
business  side  of  radio  and  television,  the 
book  will  give  the  starting  date  of  each 
broadcasting  station,  plus  ownership,  tech- 
nical facilities  and  other  data.  Copies  of 
this  600-page  source  work  will  be  available 
at  $4  each. — The  Editors.] 

Advertising's  defense 

Editor:  In  the  June  13  issue  (page  34) 
you  have  an  account  of  the  AFA  meet- 
ing and  state  that  Jim  Farley  set  the 
theme  “Advertising  works  for  freedom.” 

This  got  me  all  excited  until  I read 
his  follow-up  “pledging  the  group  to 
truth,  good  taste,  integrity,  creativity 
and  good  old-fashioned  American 
know-how.” 

I think  this  is  just  fine,  but  it  “ain’t” 
the  point  of  the  theme. 

I am  amazed  from  this  sideline  posi- 


Pulse  Beat 

19.1%  Los  Angeles  homes  lack 
phones;  of  those  with  phones,  more 
than  15%  have  private,  unlisted  num- 
bers. 

In  Los  Angeles,  as  in  New  York, 
there  has  been  a steady  trend  to  more 
and  more  unlisted  phones.  In  1958 
there  were  13.2%  unlisted  phones. 

When  individual  markets  show  many 
hundreds  of  thousands  of  families  not 
reachable  by  telephone,  how  can  you 
possibly  sample  by  any  other  method 
except  the  personal  interview,  face  to 
face? 

In  L.A.  there  are  two  phone  com- 
panies, combined  in  one  book.  But  if 
you  have  to  deal  with  the  3,749  inde- 
pendent phone  companies  in  the  U.S. 
in  trying  to  pre-check  a diary  place- 
ment, or  reminder  to  maintain  it — 
pretty  complicated!  Certainly  not  “sci- 
entific”. And  even  the  so-called  ma- 
chine sample  is  mainly  diary. 

72%  of  parents  encourage  specific 
TV  viewing  as  against  52%  for  read- 
ing, Pulse  finds  from  a special  sampling 
of  households  with  children  1 1 and 
younger.  80.3%  said  the  children  had 
never  been  adversely  affected;  19.7% 
told  of  upsetting  programs,  such  as 
Frankenstein,  Dracula,  King  Kong,  etc. 
Shirley  Temple’s  Story  Book  was  the 
sole  children’s  program  recommended 
— educational  and  informational  pro- 
grams taking  precedence  in  a list  of 
adult  favorites.  Parents  were  more 
voluble  and  informed  about  TV  than 
specific  books  and  magazines. 

"Class"  and  "Mass"  TV  vary  appre- 
ciably in  appeal  to  both  categories. 
36%  of  TV  families  with  $6,000  and 
over  income  is  the  norm.  Programs  of 
above-average  appeal  included  Dough- 
Re -Mi,  Huntley -Brinkley,  American 
Bandstand,  Friday  Night  Fights,  Cap- 
tain Kangaroo,  etc.  Programs  favored 
by  families  of  $4,000  income  and  un- 
der, 28%  norm  for  all  TV  families,  in- 
cluded: December  Bride,  M-Squad, 

Music  Bingo,  Price  is  Right,  (Day- 
time), Troubleshooters,  Zane  Grey 
Theatre.  An  analysis  of  complete  Pulse 
data  reveals  tremendous  variations  be- 
tween programs  on  characteristics  of 
utmost  significance  in  buying  either 
network  or  spot. 
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WPEN  RADIO  MAKES  THINGS  HAPPEN  IN  PHILADELPHI/ 


As  Part  of  Our 
Continuing  Efforts  in 
Community  Service 


wpen 
awarPs 
Pour 
college 

scholarships 


Richardson  Dilworth,  Mayor  of  Philadelphia  (center)  and  a group  of  di$i 
tinguished  citizens  comprised  the  Board  of  Judges. 


A general  view  of  the  audience  at  the  WPEN  "Teenage  Salute  Award  Dinner" 


WPEN  awards  four  college  scholar- 
ships each  year  to  students  through- 
out the  Philadelphia  area,  selected 
in  cooperation  with  WPEN,  by  the 
Mayor  and  Superintendents  of  the 
Public  and  Parochial  School  Sys- 
tems. Education  is  our  responsibility 
— and  it  is  also  good  business.  In 
Public  Service  ...  In  Sales  . . . And 
In  Exciting  Listening,  WPEN  Makes 
Things  Happen  In  Philadelphia. 


WPEN 


Represented  Nationally  by  gill-pern  A New  York,  Chicago,  Los  Angeles,  San  Francisco,  Boston,  Detroit,  Atlanta 

THE  CONSOLIDATED  SUN  RAY  STATIONS  WPEN— Philadelphia;  WSAI —Cincinnati;  WALT —Tampa 


AND. 

IN  TV  AND  RADIO  - 
EVERYBODY 
COUNTS  ON 
BROADCASTING 
YEARBOOK! 


It’s  a logical  dependence.  Just  as  those  other  ven- 
erable volumes  are  respected  as  fountainheads  of 
information  in  their  respective  fields,  so  too  is  the 
broadcasting  yearbook  recognized  as  an  author- 
ity without  peer  in  the  business  of  television  and 
radio ! 

Why?  First  of  all,  there’s  nothing  else  like  it. 
Here  is  the  most  complete  compendium  of  ac- 
curate facts  available.  It’s  handy  as  well  as  help- 
ful. . . . Furthermore,  you  can’t  beat  its  established 
reputation  for  reliability.  For  25  years  now,  these 
information-crammed  source  books  have  held  a 
place  of  importance  on  the  desks  and  bookshelves 
of  every  key  person  in  TV-and-radio  advertising. 
Few  reference  volumes  get  dog-eared  and  thumb- 
printed  so  fast  by  so  many  makers  of  decisions  as 
a BROADCASTING  YEARBOOK. 

Now  . . . right  around  the  corner . . .is  the  publica- 
tion date  of  the  bigger-than-ever  broadcasting 


yearbook  for  1960 — bigger  because  (1)  it  con- 
tains more,  and  (2)  it  covers  both  electronic 
media  in  a single  edition. 

The  1960  edition  scheduled  for  September  publica- 
tion will  be  snapped  up  by  18,000  busy  people 
with  the  stakes  of  their  livelihood  in  television 
or  radio  ...  or  in  both.  And  because  they  make 
broadcasting  yearbook  a working  partner,  day 
after  day,  this  remarkable  volume  becomes  a 
powerful,  long-lasting  medium  for  your  adver- 
tising. This  year,  the  combined  format  represents 
a greater  value  than  ever. 

Mark  these  dates,  large  and  loud,  on  your  calen- 
dar. Deadline  for  advertising  if  proofs  are  de- 
sired: July  11.  If  no  proofs,  July  25.  Regular  rates 
and  mechanical  specifications  apply.  Write,  wire 
or  phone  your  reservation  before  another  day’s 
sun  has  set.  The  New  1960  broadcasting  year- 
book is  too  good  a bet  to  miss ! 


READ  WHAT  IMPORTANT  AGENCY  EXECUTIVES  SAY  ABOUT  THE 

BROADCASTING  YEARBOOK 


In  an  agency  as  deeply  involved  in 
the  broadcast  media  as  we  are,  the 
compilation  of  facts  such  as  those  con- 
tained in  your  new  Yearbook  is  in- 
valuable. Congratulations! 

Ted  Bergmann,  President 
Parkson  Agency 
New  York,  N.  Y. 


I always  look  forward  to  the  Broad- 
casting Yearbook.  It  is  a contribution 
to  the  industry  and  contains  so  many 
valuable  facts. 

Arthur  Pardoll,  Media  Group 
Director 

Foote,  Cone  & Belding 

New  York 


...  on  my  recent  lengthy  Station  trip, 
the  Broadcasting  Yearbook  was  a tre- 
mendous help.  Its  vast  collection  of  very 
useful  data,  not  to  mention  names,  ad- 
dresses and  phone  numbers,  etc.,  was 
my  constant  companion.  . . . 

Raymond  E.  Jones 
Young  & Rubicam 
New  York 


Your  Broadcasting  Yearbook  is 
one  of  the  most  important  reference 
books  I own.  I find  it  very  helpful  in 
the  preparation  of  television-radio  client 
presentations,  and  as  a solid  informa- 
tional guide  for  countless  industry  facts 
and  figures. 

Tom  DeHuff 
TV  Account  Executive 
Cunningham  & Walsh,  Inc. 
New  York  16,  N.  Y. 


...  I will  put  it  to  good  use  through- 
out the  forthcoming  year. 

T.  J.  McDermott,  V.P. 

N.  W.  Ayer  & Son 
New  York 


...  You  are  to  be  congratulated  on 
this  major  contribution  to  the  television 
and  radio  mediums.  The  market  data, 
coverage  and  penetration  statistics,  the 
station  personnel  listings — all  this  is 
excellent  and  will  have  frequent  use  in 
our  media  activities. 

Charles  Pumpian,  Vice 
President-Media 
Henri,  Hurst  & McDonald 
Chicago 


...  I find  the  Yearbook  very  help- 
ful ..  . 

Frank  Moriarity 
Senior  Buyer 
Dancer-Fitzgerald-Sample 
New  York 


As  an  important  agency  tool,  the  an- 
nual Broadcasting  Yearbook  offers 
the  kind  of  information  we  need  and 
use  on  a week  to  week  basis. 

A.  E.  Staley  III 
Vice  President 
Dancer-F  itzgerald-Sample 
Chicago 


The  annual  Broadcasting  Yearbook 
is  the  most  valued  addition  to  our 
working  library. 

Edward  R.  Fitzgerald 
Broadcast  Media  Manager 
J.  Walter  Thompson 
Chicago 


. . . Yearbook  will  be  very  useful 
during  the  coming  year  just  as  I have 
always  found  Broadcasting  informa- 
tive and  helpful  to  my  business. 

Nicholas  E.  Keesely,  Senior 
V.P.,  Radio-Tv 
Lennen  & Newell 
New  York 


I think  the  publication  fills  a very 
important  need  in  the  industry. 

Hendrik  Booraem  Jr.,  V.P.  & 
Director,  Broadcast  Dept. 
Ogilvy,  Benson  & Mather 
New  York 


. . . It’s  supposed  to  be  easy  to  criti- 
cize anything,  but  frankly  I find  it  diffi- 
cult in  this  case  (Yearbook).  You  have 
done  a monumental  job  and  I certainly 
congratulate  you  and  your  associates. . . 
Peter  M.  Bardach 
Media  Supervisor 
Foote,  Cone  & Belding 
New  York,  N.  Y. 


THE  NEW,  TWO-IN-ONE  BROADCASTING 
YEARBOOK  OFFERS  FEATURES  LIKE  THESE: 

**Latest  working  information 
about  both  television  and  radio. 

**Directories  restyled  for  faster 
reference — giving  facilities  and 
key  personnel,  of  advertising 
agencies,  networks,  stations, 
station  representatives,  pro- 
gram suppliers,  equipment 
sources,  and  many  other  or- 
ganizations related  to  TV-radio 
business. 

**Definitive  round-up  introduc- 
tions, reporting  on  progress  in 
each  major  area  of  activity 
covered  by  a directory. 

** Special  articles  and  reports  on 
such  important  developments 
as — 

. . . radio  and  TV  audiences, 
their  size  and  composi- 
tion. 

. . . radio  and  television  time 
sales  — by  network,  spot 
and  local — nationally  and 
by  individual  markets. 

. . . market  information  for 
every  U.S.  county. 

. . . trends  in  the  use  of  fea- 
ture and  syndicated  film. 

. . . analyses  of  specialized 
radio  programming — for- 
eign language,  Negro 
market,  multiplexing, 
stereophonic  broadcast- 
ing. 

...  a review  of  how  adver- 
tising  agencies  have 
grown  with  radio  and 
television. 

**PLUS  — all  the  many  other 
standard  features  which  have 
made  broadcasting  yearbook 
the  most  authoritative,  most 
closely-read  reference  work  in 
radio  and  television  for  the  past 
quarter-century ! 
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R-E-M-A-R-K-A-B-L-E 

ROCKFORD 

TOPS  IN  . . . POPULATION 
RETAIL  SALES  . . . NEW 

HOMES 

AND  ...  IN  THIS  RICH 
AGRICULTURAL  AND  IN- 
DUSTRIAL HEARTLAND  OF 
MID-AMERICA  . . . 

ARB?9A6R0And  NIELSEN^ 

— AG  R EE  — 
WREX-TV  DOMINATES 
ROCKFORD  AREA  VIEWING 

• AT  NIGHT 

49  of  the  Top  50  Shows 

• IN  THE  DAYTIME 

All  20  of  the  Top  20  Shows 

• TOP  WESTERNS 

7 of  the  Top  8 

• TOP  FAMILY  SHOWS 

All  5 of  the  Top  5 Shows 


WREX-TV 


channel  13 
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tion  to  continue  to  see  the  boys  miss 
the  ball,  skip  the  one  fundamental  the 
American  people  will  buy  where  they 
may  question  or  quibble  over  every 
other  point.  Advertising  makes  its  own 
defense — namely,  that  advertising  not 
only  works  for  freedom  of  the  press, 
but  without  it  there  would  be  no  free- 
dom of  the  press  or  broadcasting;  with- 
out it  mass  media  would  have  to  be  sub- 
sidized. 

For  the  life  of  me,  I cannot  under- 
stand why  this  theme  has  not  been  de- 
veloped— in  depth  as  the  boys  say — to 
show  its  sociological,  political,  historical 
as  well  as  economic  significance. 

This  is  the  one  point  where  adver- 
tising is  invincible — invulnerable.  Why 
must  the  boys  continue  to  set  up  sitting 
ducks  for  the  critics  to  knock  down, 
time  after  time? — Edward  M.  Kirby, 
Director  of  Public  Relations,  United 
Service  Organizations  Inc.,  New  York. 

Crime  and  violence 

editor:  While  parents,  religious  groups 
and  parent-teacher  associations  continue 
to  chastise  television  for  its  westerns 
and  mystery  programs  that  contain  gun- 
play— following  the  lead  of  newspapers 
in  claiming  that  television  should  clean 
up  its  programming  or  be  government 
regulated — parents  allow  and  even  abet 
their  children’s  viewing  of  crime  mov- 
ies. This  has  been  observed  at  Saturday 
movie  matinees  here. 

We  have  photographed  children  by 
the  dozens  exiting  from  a Missoula 
theatre  after  seeing  two  features  that 
make  gunplay  on  tv  seem  like  a kids’ 
game  of  cops  and  robbers.  The  children 
in  many  cases  were  darting  in  and  out 
around  traffic  to  reach  their  parents’ 
automobiles,  double  parked  . . . The 
features  were  “The  Purple  Gang”  and 
“Bluebeard’s  Ten  Honeymoons.”  Upon 
asking  the  cashier  what  the  movies 
were,  she  informed  me  that  the  first 
was  billed  as  America’s  worst  gang  of 
criminals  and  that  the  co-feature  was 
about  a man  who  married  ten  women 
and  killed  many  of  them. 

The  question  is,  do  many  parents 
criticize  their  children  for  watching 
westerns  and  mysteries  on  tv  and  then 
send  them  to  the  Saturday  matinee, 
giving  them  money  and  driving  them 
to  the  theatre,  without  questioning  what 
movie  is  on  or  what  it’s  about.  . . . 

Approximately  12  hours  after  these 
hundreds  of  children  sat  through  two 
horror  movies  their  city  experienced  a 
vicious  murder  and  violent  suicide. 
These  same  children,  along  with  thou- 
sands of  others  for  miles  around,  were 
reading  about  it  in  the  daily  paper  and 
were  faced  with  a grisly  picture  of  the 
victim  of  the  murder.  . . . — Don  Hayes, 
National  Sales  and  Promotion  Man- 
ager, KMSO-TV  Missoula,  Mont. 
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Invited  to  participate  in  the  real  excitement  that  springs  from  the  interplay  of  vibrant 
people . . . people  who  spark  to  the  vivid  presence  of  a “Metropolitan”  personality— a 
personality  like  each  of  our  widely  recognized  Television,  Radio  and  Outdoor  properties. 

METROPOLITAN  BROADCASTING  CORPORATION 


205  East  67th  Street,  New  York  21,  New  York 


TV  STATIONS:  WNEW-TV,  New  York;  WTTG-TV,  Washington,  D.C.;  WTVH,  Peoria/111.;  KOYR-TV,  Stockton-Sacramento/Calif. 
RADIO  STATIONS:  WNEW,  New  York;  WIP,  Philadelphia;  WHK,  Cleveland 

OUTDOOR:  Eostnr-aml  Klaisgj:  


...in  Cleveland  WHK  is  No.  1 The  monthly  game  of 

musical  chairs — to  see  who’s  first — has  taken  a dramatic 
new  turn.  Thanks  to  Metropolitan  Broadcasting  Corpora- 
tion’s new  orchestration  of  service,  news  and  showman- 
ship, WHK  now  accompanies  your  selling  message  with 
Cleveland’s  largest  audience.*  The  score  is  available  from 
Blair,  or  General  Manager  Jack  Thayer  (EXpress  1-5000). 

WHK 

A station  of  the  Metropolitan  Broadcasting  Corporation  W V H ■ ■ m 


*H00PER.  25.4 7o— Total  measured  time  periods,  January-March,  1960 

m •’■■■ 1 — 0(  in  3nd  March' 1960 
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FALL  TV  SCHEDULES  BUTTONED  UP 

■ Now  committed:  weekly  budget  of  nearly  $7  million  for  night  shows 

■ But  among  the  three  networks  there  are  still  soft  spots  in  sales 


The  fall  tv  nighttime  schedule,  which 
all  three  networks  have  been  hammer- 
ing together  since  the  first  of  the  year, 
is  about  where  it’s  going  to  be.  With 
minor  exceptions  the  times  have  found 
their  programs.  And  with  some  more- 
than-minor  exceptions,  the  salesmen 
have  found  advertisers  to  pay  the 
freight. 

From  the  standpoint  of  weekly  pro- 
duction costs  alone,  the  freight  will 
set  a new  record:  $6.8  million  worth  for 
regularly-scheduled  shows,  according 
to  Broadcasting’s  calculations.  This  is 
up  a sizable  $1.3  million  from  the  1959- 
60  season’s  $5.5  million  weekly  pro- 
gram nut. 

From  the  standpoint  of  new  entries, 
too,  the  changeover  is  greater  than  last 
season.  Forty-six  new  shows  will  be  on 
the  air  this  fall,  against  35  last  year. 

On  pages  34  and  35  Broadcasting 
lists  all  the  nighttime  shows  now  in  the 
network  schedules.  These  are  some  of 
the  facts  which  emerge  from  an  analysis 
of  those  schedules: 

■ There  will  be  46  new  shows — 14  on 
ABC-TV,  14  on  CBS-TV  and  18  on 
NBC-TV. 

■ There  will  be  65  shows  returning 
from  last  season — 23  on  ABC-TV,  25 
on  CBS-TV  and  17  on  NBC-TV.  (NBC- 
TV  will  have  more  new  shows  than  old 
ones  next  fall.) 

■ Only  22  shows  will  be  licensed  to 
advertisers,  10  fewer  than  advertisers 
owned  in  the  past  season;  the  89  others 
will  be  licensed  to  the  networks  that 
program  them. 

■ There  are  still  13-plus  hours  of 
program  time  available  for  sponsorship. 

Sales  Report  ■ Networks  are  having 
divergent  luck  in  pinning  down  sponsors 
for  the  fall  schedule.  Despite  an  un- 
commonly fast  and  early  sales  start, 
approximately  17.5%  of  all  evening 
time  still  lacks  a sponsor  identification. 

Privately  the  networks  say  they’re 
doing  better  than  that — that  they’ve 
made  some  sales  they  aren’t  yet  free 
to  disclose.  But  a compilation  of  their 


public  announcements — the  sales  they 
are  free  to  disclose — shows  13  and  a 
fraction  hours  still  uncommitted. 

These  are  distributed  as  follows: 
ABC-TV  2%  hours  to  go,  CBS-TV  IV2 
hours  to  go  and  NBC-TV  8 % hours  to 
go.  This  would  make  ABC’s  score 
89.5%  sold  out  of  a weekly  schedule  of 
26  nighttime  hours,  CBS’s  93.9%  of  24 
hours,  and  NBC’s  65%  of  24Vi  hours. 

Of  the  three  networks,  only  CBS-TV 
will  say  that  “we  have  announced 
everything  we’ve  sold.” 

ABC-TV  officials  say  that,  in  addition 
to  sales  shown  on  the  accompanying 
charts,  one-half  of  Disneyland  has  been 
sold  to  a sponsor  that  cannot  yet  be 
identified,  another  quarter-hour  of 
Roaring  20’ s has  been  signed  for,  Naked 
City  is  fully  committed  and  other  un- 
announced sales  have  been  made  to 
bring  the  network  sell-out  level  to  94 
or  95%. 

NBC-TV  authorities  say  that  as  a 
matter  of  policy  they  can  neither  con- 
firm nor  deny  the  65%  estimate  on 
sales.  But  a network  spokesman  said: 
“Taking  into  account  the  contracts  that 
are  in  transit,  those  that  are  at  the  point 
of  signature,  and  the  inquiries  that  are 
moving  toward  the  contract  stage,  we 
will  be  completely  sold  out  by  fall.” 

The  Unsold  Periods  ■ Here,  by  net- 
work, is  a rundown  of  programming 
to  which  no  sponsorship  has  yet  been 
publicity  attached: 

ABC-TV  ■ Most  of  ABC-TV’s  un- 
sold time — except  for  Walt  Disney  on 
Sundays  starting  at  6:30 — is  in  small 
pieces  of  programs.  One  quarter  hour 
of  its  2%  uncommitted  hours,  for  ex- 
ample, includes  the  alternate  sixths  of 
three  different  shows  (Monday:  Cheyen- 
ne at  7:30,  and  Adventures  in  Paradise 
at  9:30;  Wednesday:  Naked  City  at 
10).  Other  open  time  on  ABC-TV: 
Bugs  Bunny  on  Tuesday,  7:30-8;  quar- 
ter hour  in  Law  & Mr.  Jones  (Fri- 
day, 10:30)  and  three-quarters  of  hour- 
long  Roaring  20’ s at  7:30  on  Saturday. 


CBS-TV  ■ At  CBS-TV  the  rundown 
of  time  still  to  be  sold:  All  of  Face  the 
Nation  (Monday,  10:30-11);  half  of 
hour-long  Witness  at  7:30  on  Thursday, 
and  all  of  a half-hour  yet  to  be  pro- 
grammed that  same  night  at  10. 

NBC-TV  ■ NBC-TV’s  open  time: 
All  of  Shirley  Temple  (Sunday,  7-8); 
halves  of  these  half-hour  shows:  This 
Is  Your  Life  (Sunday  at  10:30),  Wells 
Fargo  (Monday  at  8:30),  Klondike 
(Monday  at  9),  Tall  Man  and  Deputy 
both  back-to-back  starting  at  8:30  on 
Saturday;  two-thirds  of  hour-long  River- 
boat  on  Monday  at  7:30;  half  of  Lara- 
mie (Tuesday,  8:30-9:30);  quarter  of 
hour-long  Thriller  (Tuesday  at  9);  a 
full  hour  not  yet  programmed  on  Tues- 
day, 10-11;  two-thirds  of  Outlaws 
(Thursday,  7:30-8:30);  all  of  Groucho 
Marx  (Thursday,  10-10:30);  half  of 
Dan  Raven  (Friday,  7:30-8:30);  an 
unprogrammed  half-hour  on  Wednes- 
day at  10:30;  a 10-minute  segment 
available  each  in  Michael  Shayne  and 
Lone  Westerner  (10-11  and  8:30-9  re- 
spectively on  Friday),  and  two-thirds 
of  hour-long  Bonanza  on  Saturday  at 
7:30.  Also  unsold:  the  hour  period  set 
aside  for  an  information  show  (tenta- 
tive title:  America’s  Future ) set  in  the 
9:30-10:30  Saturday  period. 

Independents’  Role  ■ The  schedules 
show  the  large  independent  producer 
becoming  (along  with  the  networks) 
even  a more  essential  source  of  pro- 
gramming than  before.  In  the  past  sea- 
son five  independents  accounted  for 
more  than  30  programs;  next  fall  six 
independents  will  produce  more  than 
50  shows. 

The  leader  among  the  pack  is  Four 
Star  Productions,  which  has  12  pro- 
grams scheduled  on  the  networks.  It’s 
followed  by  Screen  Gems  with  nine, 
Warner  Bros,  with  eight  (all  on  ABC- 
TV),  Revue-MCA  with  six  and  Desilu 
and  Goodson-Todman  with  four  apiece. 
Other  top  producers:  Ziv-United  Ar- 
tists and  20th  Century-Fox  with  three 
apiece. 


■ For  full  details  on  shows,  costs,  producers,  sponsorships,  turn  page 


BROADCASTING,  June  27,  1960 


33 


A DETAILED  LOOK 
AT  FALL  TV  SCHEDULES 

This  table  shows  next  fall's  nighttime  pro- 
grams, how  much  they  cost,  who  packages 
them,  whether  network  or  advertiser  licensed, 
the  time  of  night  they  are  scheduled  and  at 
what  date  they  are  to  begin,  and  the  adver- 
tisers (with  their  agencies)  which  sponsor 
them.  "Available''  denotes  an  unsold  period. 

Production  costs  are  estimated  by  BROAD- 
CASTING on  the  basis  of  data  from  various 
sources.  Costs  in  most  cases  represent  the 
price  of  a single  original  in  a series  and  in- 
cludes neither  agency  commission  nor  av- 
eraging of  first-runs  against  reruns. 

Agencies  are  in  parentheses  ( );  production 
firms  in  brackets  [ ];  starting  dates  indicate 
the  beginning  of  the  fall  cycle;  new  shows  are 
in  boldface;  advertiser-controlled  shows  are 
designated  by  an  asterisk. 

Not  shown  in  tables:  ABC-TV — Sun.  6:30- 
7:30,  "Walt  Disney,"  $105,000,  available, 
starts  10/2;  Tues.  7-7:30,  "Expedition"  (new), 
$20,000,  Ralston  (GB&B),  [ABC-TV  Films], 
starts  9/20;  Sat.  7-7:30,  "Dick  Clark,"  Beech- 
nut (Y&R),  [Drexall  Prod.].  CBS-TV— Sun. 
7-7:30,  "Lassie"  (advertiser-controlled),  $34,- 
000,  Campbell  Soup  (BBDO). 


WEDNESDAY 


SUNDAY 

ABC-TV  CBS-TV 


NBC-TV 


7:30 


8:00 


8:30 


9:oo 


9:30 


10:00 


10:30 


Maverick, 

Dennis  the  Menace 

Shirley  Temple 

$110,000 

$45,000 

(7-8)  $110,000 

Armour  (FC&B) 

Kellogg  (Burnett) 

Available 

R.J.  Reynolds 

Best  Foods  (GB&B) 

[NBC] 

(Esty) 

Noxema  (SSC&B) 
Kaiser  (Y&R) 
[Warner] 

9/18 

[Screen  Gems] 

9/18 

10/2 

National  Velvet 

Ed  Sullivan 
$100,000 

$45,000 

General  Mills 

Colgate-Palmolive 

(BBDO) 

(Bates) 

Rexall  (BBDO) 

Eastman  Kodak 

[MGM-TV] 

( JWT) 

9/18 

Lawman 

[CBS] 

Tab  Hunter 

$52,000 

$50,000 

Whitehall  (Bates) 

P.  Lorillard  (L&N) 

R.J.  Reynolds 

Westclox  (BBDO) 

(Esty) 

[Famous  Artists] 

' [Warner] 

9/18 

10/2 

Rebel 

GE  Theatre 

Dinah  Shore 

$47,000 

$50,000 

$140,000 

L&M  (D-F-S) 

General  Electric 

Chevrolet  (C-E) 

P&G  (Y&R) 

(BBDO) 

[Sewanee  Prod.- 

Union  Carbide 

[Revue] 

NBC] 

(Esty) 
[Goodson- 
Todman] 
9/25 

9/18 

10/2 

*Jack  Benny 
$60,000 

Islanders 

$100,000 

Warner-Lambert 
(Bates) 
L&M  (M-E) 
United  Motor 
Service  (C-E) 
J.B.  Williams 
(Parkson) 
duPont  (BBDO) 
[MGM-TV] 
10/2 

State  Farm  Mutual 
(NL&B) 
Lever  (SSC&B) 
[Gomalco] 

10/2 

Candid  Camera 
$40,000 

Loretta  Young 
$50,000 

Warner-Lambert 
(Lambert  & 
Feasley) 
Gillette  (North) 
[Toreto] 

9/18 

Bristol-Myers 

(Y&R) 

Lever  (JWT) 
[Banner-Funt] 
10/2 

Churchill  Memoirs 
$50,000 

Bell  & Howell 
(M-E) 

[Screen  Gems- 
ABC] 

11/27 

What’s  My  Line 

This  Is  Your  Life 

$33,000 

Sunbeam 

$45,000 

Warner-Lambert 

(Perrin-Paus) 
Kellogg  (Burnett) 
[CBS.Goodson- 

(Lambert  & 
Feasley 

!i  available 

Todman] 

[Ralph  Edwards] 

9/25 

THURSDAY 


ABC-TV 

CBS-TV 

NBC-TV 

ABC-TV 

CBS-TV 

NBC-TV 

7:30 

8:00 

Hong  Kong 
$110,000 

Armour  (FC&B) 
Kaiser  (Y&R) 
[20th  Century] 
9/28 

Aquanauts 

$100,000 

Carter  (SSC&B) 
Lorillard  (L&N) 
Vicks  (Morse  Int.) 
Kellogg  (Burnett) 
[Z’iv-UA] 

Wagon  Train 
$95,000 

R.J.  Reynolds 
(Esty) 

Ford  (JWT) 
National  Biscuit 
(M-E) 

7:30 

Guestward  Ho 
$50,000 

Ralston  (GB&B) 
Seven-Up  (JWT) 
[Desilu] 

9/29 

Witness 

$85,000 

R.J.  Reynolds 
(Esty) 

Helene  Curtis 
(Weiss) 
Half  available 

Outlaws 

$85,000 

duPont  (BBDO) 
Warner  Lambert 
(Lambert  & 
Feasley) 
Two-thirds 

9/14 

[Howard  Christie 
Prod.] 

9/28 

8:oo 

Donna  Reed 
$49,000 
Jonhson  & 
Johnson  (Y&R) 

[Talent  Assoc.] 
9/29 

available 

[NBC-TV] 

9/22 

8:30 

Adventures  of  the 
Nelson  Family 
$56,000 

Eastman  Kodak 
(JWT) 

Wanted — Dead  or 
Alive 
$48,000 
Brown  & 

Williamson  (Bates) 

Price  Is  Right 
$45,000 

Lever  (BBDO) 
[Goodson-Todman] 
9/21 

Campbell  Soup 
(BBDO) 
[Screen  Gems] 
9/29 

Coca-Cola  (M-E) 
[Stage  5 Prod.] 
9/28 

Kimberly  Clark 
(FC&B) 
[Four  Star] 

8:30 

Real  McCoys 
$45,000 

P&G  (Compton) 
[Irving  Pincus] 

*Zane  Grey 
$50,000 
S.C.  Johnson 
(FC&B) 

Bat  Masterson 
$45,000 

Sealtest  (Ayer) 
[Ziv-UA] 

9:oo 

Hawaiian  Eye 
$90,000 

Whitehall  (Bates) 
American  Chicle 

*My  Sister  Eileen 
$45,000 

Colgate-Palmolive 

(Bates) 

*Perry  Como 
$125,000 
Kraft  (JWT) 
[Roncom] 

9:00 

9/29 

Gen  Foods  (B&B) 
[Four  Star] 
10/6 

9/22 

(Bates) 

Ritchie  (K&E) 
Carter  (Bates) 

[Screen  Gems] 
10/5 

10/5 

My  Three  Sons 
$60,000 

Chevrolet  (C-E) 

Angel 

$50,000 

S.C.  Johnson 

Bachelor  Father 
$45,000 

Whitehall  (Bates) 

9:30 

Oldsmobile 

(Brother) 

[Warner] 

10/5 

I’ve  Got  a Secret 
$41,000 

R.J.  Reynolds 
( Estv) 

Bristol-Myers 

(DCS&S) 

9:30 

[Fedderson] 

9/29 

(FC&B) 

Gen.  Foods  (B&B) 
[CBS  Films] 
10/6 

American  Tobacco 
(Gumbinner) 
[Harry  Ackerman 
Prod.] 

9/15 

[ Goodson-Todman  ] 

Untouchables 

$120,000 

*Ann  Sothern 
$49,000 

Tennessee  Ford 
Show 

io:oo 

Naked  City 
$105,000 

duPont  (BBDO) 
A.C.  Spark  Plug 

*U.S.  Steel* Arm- 
strong Theatre 
U.S.  Steel  (BBDO) 
$75,000 

♦Peter  Loves  Mary 
$45,000 
P&G  (B&B) 
[Four  Star] 

9/28 

L&M  (M-E) 
Armour  (FC&B) 
Whitehall  (Bates) 
Ritchie  (K&E) 

Gen.  Foods  (B&B) 
[Desilu] 

10/6 

$55,000 
Ford  (JWT) 
[Bob  Finkel  Prod.] 
9/22 

(Brother) 
Brown  & 

Williamson  (Bates) 
Bristol-Myers 
( OB&M) 

Armstrong  (BBDO) 
$60,000 

[Theatre  Guild] 
[Robt.  Costello] 
9/28 

io:oo 

Union  Carbide 
(Esty) 

Sunbeam  (FC&B) 
[Desilu] 

10/13 

Open 

Groucho  Marx 
$46,000 
Available 
[Filmcraft  Prod.] 
9/22 

io:30 

Shwayder  (Grey) 
Sunbeam  (FC&B) 
alternate 
sixth  available 
[Screen  Gems] 
10/12 

Open 

10:30 

Take  a Good  Look 
$22,000 

Dutch  Master 
(EWR&R) 
[Mansfield- Arnell] 

* June  Ally  son 
$50,000 

duPont  (BBDO) 
[Four  Star] 
9/29 

Lawless  Years 
$40,000 

Alberto-Culver 

(Wade) 

[CNP] 

10/6 
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7:30 

8:00 

8:30 

9:oo 

9:30 

io:oo 

io:30 

7:30 

b:oo 

8:30 

9:oo 

9:30 

io:oo 

io:30 


MONDAY 


TUESDAY 


ABC-TV  CBS-TV  NBC-TV 


Cheyenne 

$95,000 

Union  Carbide 
(Esty) 

P&G  (B&B) 
Ralston  (Gardner) 
Bristol-Myers 
(OB&M) 

R.J.  Reynolds 
(Esty) 

A.C.  Spark  Plug 
( Brother) 

Peter  Paul  (D-F-S) 
Alternate  sixth 
available 
[Warnerl  9/26 
Surfside  Six 
$105,000 
Brown  & 

Williamson  (Bates) 
Whitehall  (Bates) 
Johnson  & Johnson 
(Y&R) 

Pontiac  (MJ&A) 
Cluett-Peabody 
(L&N) 
[Warner] 

10/3 

To  Tell  the  Truth 
$30,000 

R.J.  Reynolds 
(Esty) 

Helene  Curtis  ^ 
(Weiss) 

[CBS] 

10/10 

Pete  & Gladys 
$47,500 

Goodyear  (Y&R) 
Carnation 
(EWR&R) 
[CBS] 

9/18 

Bringing  Up  Buddy 
$50,000 

Scott  Paper  (JWT) 

[Connelly-Mosher] 

10/3 

Riverboat 

$85,000 

duPont  (BBDO) 
Gold  Seal  Wax 
(Campbell-Mithun) 
Two-thirds 
available 
[Revue] 

9/19 

Wells  Fargo 
$44,000 

American  Tobacco 
(SSC&B) 

Half  available 
[Overland]  9/5 

* Danny  Thomas 
$52,000 

General  Foods 
(B&B) 
[Marterto] 
10/3 

Klondike 

$45,000 

R.J.  Reynolds 
(Esty) 

Half  available 
[Ziv-XJA  with 
NBC]  10/3 

Adventures  in 
Paradise 
$110,000 

Cluett-Peabody 

(L&N) 

Whitehall  (Bates) 
J.B.Williams 
(Parkson) 
duPont  (BBDO) 
L&M  (M-E) 
Noxzema  (SSC&B) 
Alternate  sixth 
available 

[20th  Century  Fox] 
10/3 

*Peter  Gunn 
$40,000 

Bristol-Myers 

(DCSS) 

R . J .Reynolds  ( Esty ) 
[Spartan  Prod.] 
10/3 

*Andy  Griffith 
Show 
$50,000 

General  Foods 
(B&B) 

[Griffin  Corp.] 
10/3 

Dante 

$50,000 

Alberto-Culver 

(Wade) 

Singer  Sewing 
Machines  (Y&R) 
[Four  Star]  9/26 

*Hennesey 

$50,000 

General  Foods 
(Y&R) 

P.  Lorillard  (L&N) 
TMcGuire-Cooper] 
9/26 

Barbara  Stanwyck 
Theatre 
$47,000 

Alberto-Culver 

(Wade) 

American  Gas 
Assn.  (L&N) 
[Edelman-NBC] 
9/19 

Face  the  Nation 
$6,000 
Available 
[CBS- Ayers] 
9/19 

*Jackpot  Bowling 
$40,000 

Bayuk  Cigars 
(Werman  & 
Schorr) 

9/19 

FRIDAY 

ABC-TV  CBS-TV  NBC-TV 


Mattey’s  Funday 
Funnies 
(tentative) 
$23,000 
Mattel 

(Carson  Roberts) 
[ABC] 

Rawhide 
$100,000 
Nabisco  (M-E) 
Colgate-Palmolive 
(Bates) 
Wrigley  Gum 
(EW.R&R) 
Parliament  (B&B) 

Dan  Raven 
$85,000 

Prestone  (Mathes) 
Dow  Chemical 
(MJ&A) 
Mentholatum 
(JWT) 

Half  available 

Harrigan  & Son 
$45,000 

Reynolds  Metals 
(Clinton  E.  Frank) 
[Desilu] 

9/30 

Drackett  (Y&R) 
Bristol-Myers 
(Y&R) 
[Four  Star] 
9/30 

[Screen  Gems] 
9/9 

Flintstones 

Route  66 

Lone  Westerner 

$65,000 

$100,000 

$47,000 

Miles  (Wade) 

Marlboro  (Burnett) 

Warner-Lambert 

R.J.  Reynolds 

Sterling  Drug 

(L&F) 

(Esty) 

(D-F-S) 

Block  Drug  (Grey) 

[Screen  Gems] 

Chevrolet  (C-E) 

Third  available 

9/30 

[Screen  Gems] 

[Four  Star] 

9/30 

9/30 

— 77  Sunset  Strip 

$100,000 

* AT&T  Specials 

American  Chicle 

(Bates) 

$135,000 

Whitehall  (Bates) 

Mr.  Garland 

AT&T  (Ayer) 

Ritchie  (K&E) 

$46,000 

R.J.  Reynolds 

L&M  (D-F-S) 

(Esty) 

Plymouth  (Ayer) 

9/30 

[Warner] 

[Paramount] 

10/14 

9/30 

Detectives 

Twilight  Zone 

Michael  Shayne, 

$45,000 

$50,000 

' Detective 

Procter  & Gamble 

Gen.  Foods  (Y&R) 

$90,000 

(B&B) 

Colgate-Palmolive 

Pittsburgh  Plate 

[Four  Star] 

(M-E) 

Glass  (BBDO) 

9/16 

[Rod  Serling-Wm. 

Oldsmobile 

Self  Prods.] 

(Brother) 

9/30 

duPont  (BBDO) 
Sixth  available 

•Law  & Mr.  Jones 

Eyewitness  to 

[Four  Star] 

$48,000 

History 

9/23 

P&G  (Compton) 

$34,000 

Half  available 

Firestone  Tire  & 

10/7 

Rubber  (C-E) 
[CBS] 
9/30 

7:30 

8:00 

8:30 

9:00 

9:30 

10:00 

10:30 

7:30 

8:00 

8:30 

9:oo 

9:30 

io:oo 

10:30 


ABC-TV 

CBS-TV 

NBC-TV 

Bugs  Bunny 
$37,500 
Available 
[Warner] 

Station  time 

Laramie 

$90,000 

Pittsburgh  Plate 
Glass  (BBDO) 
Prestone 

*Rifleman 
$49,000 
P&G  (B&B) 
[Four  Star] 
9/27 

Father  Knows  Best 
$50,000 

Kellogg  (Burnett) 
Scott  Paper  (JWT) 
Bristol-Myers 
(Y&R) 

[Screen  Gems] 
10/4 

(J.M.  Mathes) 
Dow  (MJ&A) 
Half  available 
[Revue-NBC] 
9/13 

Wyatt  Earp 
$42,500 

P&G  (Compton) 
Gen.  Mills  (D-F-S) 
[Edelman] 

9/13 

*Dobie  Gillis 
$47,500 

Pillsbury  (Burnett) 
Philip  Morris 
(Burnett) 

[20th  Century  Fox] 
9/27 

Alfred  Hitchcock 
$55,000 

Mercury  (K&E) 
[MCA] 

9/13 

Stagecoach  West 
$100,000 
Brown  & 

Wiliamson  (Bates) 
United  Motor 
Service  (C-E) 
Miles  (Wade) 
Ralston  (Gardner) 
Gen.  Foods 
(OB&M) 
[Four  Star] 
10/4 

Tom  Ewell  Show 
$50,000 

Quaker  Oats  (JWT) 
P&G  (Burnett) 
[Four  Star] 

9/13 

Thriller 

$90,000 

All  State  (Burnett) 
Sterling  Drug 
(D-F-S) 

American  Tobacco 
(SSC&B) 

Red  Skelton 
$55,000 
Pet  Milk 
(Gardner) 
S.C.  Johnson 
(FC&B) 
[Cecil  Barker 
Prod.] 

9/27 

Quarter  available 

[Hubbell  Robinson 
Prod.] 

9/13 

Alcoa  Presents 
$40,000 

Alcoa  (FS&R) 
[One  Step  Beyond 
Prod.] 

10/4 

Garry  Moore 
$100,000 

Polaroid  ( DDB ) 
S.C.  Johnson 
(FC&B) 

Plymouth  (Ayer) 

Specials 

Station  time 

[Red  Wing  Prod.] 
9/27 

TBA 

SATURDAY 

ABC-TV 

CBS-TV 

NBC-TV 

Roaring  Twenties 
$105,000 

Warner-Lambert 

(Bates) 

duPont  (BBDO) 
Three  quarters 
available 
[Warner] 
10/15 

Perry  Mason 
$95,000 

Parliament  (B&B) 
Colgate-Palmolive 
(Bates) 
Sterling  Drug 
(D-F-S) 

Drackett  (Y&R) 
[Paisano  Prod.- 
CBS] 

9/17 

Bonanza 

$90,000 

American  Tobacco 
(BBDO) 
Two-thirds 
available 

[NBC] 

9/10 

Leave  It  to  Beaver 
$48,000 

Ralston  (GBB) 
General  Electric 
(Grey) 

[Gomalco  Prod.] 
10/1 

Checkmate 
$90,000 
Brown  & 

Williamson  (Bates) 
Lever  (OB&M) 
Kimberly  Clark 
(FC&B) 
[Revue-Jack 

Tall  Man 

$46,000 

R.J.  Reynolds 
(Esty) 

Half  available 
[Overland  Prod.] 
9/10 

Lawrence  Welk 
$52,000 

Dodge  (BBDO) 
J.  B.  Williams 
(Parkson) 
[Teleklew] 

Benny] 

9/10 

Deputy 

$52,000 

General  Cigar 
(Y&R) 

Half  available 
[Revue] 
9/24 

Have  Gun,  Will 
Travel! 
$47,000 

Lever  (JWT) 
Whitehall  (Bates) 
[CBS] 

9/10 

America’s  Future 

*Saturday  Night 
Boxing 
$40,000 

Gillette  (Maxon) 
Miles  (Wade) 
10/8 

Gunsmoke 

$51,000 

L&M  (D-F-S) 
Remington  Rand 
(Y&R) 
[Norman 

MacDonnell  Prod.] 
9/3 

Available 

[NBC] 

Station  time 

Station  time 
or  Open 
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P&G  STILL  LEADS  NETWORK  PARADE 


Bills  $3.8  million  in  April,  network  total  hits  $55.9  million 


Procter  & Gamble’s  $3.8  million 
gross  time  billing  in  April  led  network 
advertising  in  a compilation  of  adver- 
tisers and  product  classifications  re- 
leased by  the  Television  Bureau  of  Ad- 
vertising today  (June  27). 

Gross  time  costs  for  April  totaled 
$55.9  million,  and  for  January-April 
the  figures  came  to  $227.8  million. 

Anacin  and  Dristan  were  the  twin 
brand  leaders,  both  billing  in  the  same 
category  followed  by  Phillies  cigars, 
Bayer  aspirin  and  Winston  cigarettes. 


ESTIMATED  EXPENDITURES  OF  TOP  15 
BRAND  ADVERTISERS— APRIL  1960 


1. 

Anacin  tablets 

$746,461 

2. 

Dristan 

738,554 

3. 

Phillies  cigars 

681,129 

4. 

Bayer  aspirin 

. 572,197 

5. 

Winston  cigarettes 

571,244 

6. 

Texaco  Inc.  (general  promotion) 

553,418 

7. 

L&M  filter  cigarettes 

516,747 

8. 

Pall  Mall  cigarettes 

503,724 

9. 

Colgate  dental  cream 

483,679 

10. 

Phillips  milk  of  magnesia 

463,577 

11. 

Marlboro  cigarettes 

434,354 

12. 

Allstate  insurance 

426,489 

13. 

Tide 

419,737 

14. 

Camel  cigarettes 

418,969 

15. 

One-a-Day  vitamins 

392,968 

ESTIMATED  EXPENDITURES  OF  TOP  15 
NETWORK  COMPANY  ADVERTISERS 
APRIL  1960 


1. 

Procter  & Gamble 

$3,837,036 

2. 

American  Home  Products 

2,752,096 

3. 

Lever  Bros. 

2,214,332 

4. 

Colgate-Palmolive 

2,016,510 

5. 

General  Motors 

1,890,777 

6. 

General  Foods 

1,785,583 

7. 

Sterling  Drug 

1,455,981 

8. 

R.  J.  Reynolds 

1,380,019 

9. 

Ford  Motor 

1,036,366 

10. 

Gillette 

1,028,406 

11. 

General  Mills 

976,112 

12. 

Texaco 

970,910 

13. 

Liggett  & Myers 

970,272 

14. 

Philip  Morris 

967,307 

15. 

Chrysler 

936,090 

ESTIMATED  EXPENDITURES  OF  NETWORK  TELEVISION 
ADVERTISERS  BY  PRODUCT  CLASSIFICATION 


ESTIMATED  EXPENDITURES  OF  NETWORK  TELEVISION 
ADVERTISERS  BY  PRODUCT  CLASSIFICATION 


April  1960 

Jan.-Apr.  1960 

Jan.-Apr.  1959 

April  1960 

Jan.-Apr.  1960  Jan.-Apr.  1959 

Agriculture  & farming 

$227,871 

$794,498 

$670,180 

Household  furnishings 

720,880 

2,331,536 

1,303,464 

Apparel,  footwear  & accesories 

_ 1,080,973 

2,387,403 

1,644,000 

Industrial  materials 

1,745,114 

7,568,040 

7,281,814 

Automotive,  auto,  acces.  & eqpt. 

4,526,846 

18,201,996 

15,679,299 

Insurance 

1,216,915 

3,972,566 

3,688,566 

Beer  & wine 

494,969 

2,722,113 

1,509,070 

Jewelry,  optical  gds.  & cameras  1,096,987 

3,556,729 

3,526,614 

Bldg,  matls.,  eqpt.  & fixtures 
Confectionery  & soft  drinks 
Consumer  services 

232,586 

1,439,118 

426,591 

742,129 

6,167,419 

1,678,157 

1.070.009 
4,381,345 

1.368.009 

Office  eqpt.,  staty.  & writ. 
Publishing  & media 
Radio,  tv  sets,  phonographs. 

suppl.  347,847 

1,054,854 

7,314 

1,539,270 

musical 

Drugs  & remedies 

6,174,134 

29,622,806 

24,729,415 

instruments,  accessories 

418,883 

1,467,783 

2,166,062 

Entertainment  & amusement 

143,517 

143,517 

226,920 

Smoking  materials 

6,485,788 

26,341,057 

25,959,996 

Food  & food  oroducts 

9,342,785 

39,391,514 

40,171,975 

Soaps,  cleansers  & polishes  6,090,006 

24,026,568 

23,016,170 

Freight,  indust.  & agric.  develop.  42,520 

235,760 

155,103 

Sporting  goods  & toys 

324,907 

935,182 

832,311 

Gasoline,  lubric.  & oth.  fuels 

1,205,292 

5,339,990 

1,288,210 

Toiletries  & toilet  goods 

8,723,507 

36,782,777 

33,845,577 

Horticulture 

221,641 

319,538 

143,843 

Travel,  hotels  & resorts 

67,545 

563,566 

549,310 

Household  eqpt.  & suppl. 

2,495,225 

2,331,536 

1,303,464 

Miscellaneous 

630,380 

3,069,794 

2,638,745 

Total 

$55,922,827 

$227,822,508 

$208,645,792 

What  people  think  of  commercials 


Cartoons  make  the  best  commer- 
cials. 

So  say  Los  Angeles  viewers,  who 
chose  the  animated  ads  by  a better 
than  two-to-one  margin  over  mu- 
sical commercials,  the  second-rated 
variety  of  tv  spots. 

Those  commercial  preferences 
were  revealed  by  a survey  prepared 
and  conducted  by  Dr.  Aly  Baylor, 
chairman  of  the  department  of  eco- 
nomics and  marketing  at  Woodbury 
College,  Los  Angeles.  Woodbury 
students  made  3,018  interviews  to 
collect  the  information.  Complete 
data  on  tv  commercials  showed  car- 
toons preferred  by  48.4%  of  re- 
spondents, musical  spots  by  21.1%, 
silent  commercials  by  12.1%,  dem- 
onstrative by  8.3%,  serious  by  6.6% 
and  dramatic  by  3.5%. 

Asked  to  list  the  sponsors  of  their 
four  favorite  programs,  60.4%  were 
able  to  name  the  first  choice  pro- 
gram sponsor,  52.5%  the  second, 
40.5%  the  third  and  39.0%  the 
fourth.  As  to  use  of  the  products 
advertised  on  their  favorite  pro- 
grams, 11.7%  said  they  always  use 
them;  65.7%  said  they  sometimes  do 


and  22.5%  said  they  never  do. 

Most  viewers  do  not  have  a very 
high  opinion  of  the  commercials 
they  see  on  tv,  the  survey  indicated. 
Nearly  three-quarters  of  those  inter- 
viewed reported  negative  attitudes 
toward  the  tv  spots,  19.8%  term- 
ing them  boring,  18.9%  repetitious, 
13.2%  phony,  12.3%  lengthy  and 
9.1%  charged  them  with  wrong 
timing.  On  the  other  side,  11.1% 
said  they  found  commercials  enter- 
taining, 6.0%  called  them  informa- 
tive and  3.7%  said  they  were  helpful. 
The  other  5.9%  of  the  interviewers 
were  indifferent  to  tv  commercials. 

Ads  Axed  ■ Commercials  were 
also  revealed  as  the  chief  grievance 
of  the  tv  audience,  garnering  43.7% 
of  the  votes.  Also  objected  to  were 
time  conflict  (20.4%),  repetition 
of  programs  (18.6%)  and  lack  of- 
variety  (17.3%). 

Yet,  only  17.4%  of  the  respond- 
ents reported  that  they  made  no 
purchases  as  a result  of  tv  adver- 
tising. Foods  were  the  most  pur- 
chased (16.3%  ),  followed  by  toilet- 
ries (13.3%),  soft  drinks  (10.3%), 
drugs  (9.6%),  cigarettes  (9.3%), 


alcoholic  beverages  (6.2%),  gas  and 
oil  (4.7%),  recreation  (3.8%), 
automobiles  (3.4%),  home  furnish- 
ings (2.8%)  and  loans  and  invest- 
ments (1.5%). 

As  to  programs,  the  survey  found 
westerns  most  popular  with  Los 
Angelenos  (15.6%),  mysteries  sec- 
ond (13.4%),  dramas  third 
(12.2%)  and  comedies  fourth 
(10.7%).  Cartoons,  top-rated  as 
commercials,  ranked  11th  as  pro- 
gram material,  with  only  4.1%  of 
the  votes,  trailing  musical  programs 
(7.9%),  family  shows  (7.6%), 
sports  (6.9%),  news  (5%),  docu- 
mentary (4.6%)  and  variety 
(4.5%).  Only  educational  programs 
(1.8%)  and  quiz  shows  (1.4%) 
were  lower  than  cartoons  in  the 
preferential  scale. 

Viewers  gave  amusement  as  their 
chief  reason  for  watching  tv 
(12.4%),  closely  followed  by  per- 
sonalities (12%),  pleasure  (11.9%) 
and  action  (11.8%).  Despite  the 
popularity  of  westerns,  only  3.1% 
gave  gun  fights  as  the  reason  for 
their  program  preference,  although 
excitement  got  a 9.9%  response  and 
plot  one  of  9.1%. 
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Transistor  made  by  TEXAS  INSTRUMENTS  INC.,  Dallas 


Serving  the  greater  DALLAS-FORT  WORTH  market 

TELEVISION  SERVICE  OF  THE  DALLAS  MORNING  NEWS 


The  amazing  transistor ...  no  larger  than  a match 
head,  yet  opening  up  electronic  miracles 
never  before  dreamed  possible.  So  minute, 
so  exacting,  it  truly  takes  a quality  touch  to 
devise  such  an  engineering  masterpiece. 

The  quality  measure  of  today’s  better  radio 
and  television  stations  requires  no 
microscopic  examination  ...  it  can  be  felt,  not 
only  through  audience  reaction,  but  in 
advertiser  product  association. 


Represented  by 


The  Original  Station  Representative 
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TV’S  BIG  PUSH  FOR  RETAILERS 

TvB  says  increased  retailer  ads  inevitable 


The  Television  Bureau  of  Advertis- 
ing last  week  emphasized  that  a de- 
cided increase  in  local  retailer  use  of 
television  is  inevitable. 

To  explore  tv’s  status  with  retailers, 
TvB  President  Norman  E.  Cash  and 
Howard  P.  Abrahams,  vice  president 
in  charge  of  retail  sales,  met  with  news- 
men in  New  York  and  talked  retailing 
and  tv. 

Mr.  Cash  predicted  the  area  he  was 
concerned  with — a $280  million  local 
retail  business  in  1959 — will  grow  to 
$1.5  billion  in  1970.  Media  in  1970, 
he  noted,  should  be  billing  about  $22 
billion  a year  of  which  “better  than” 
$12  billion  will  be  in  national  adver- 
tising and  nearly  $10  billion  in  local 
retail. 

For  some  time,  tv’s  growth  in  local 
retailing  has  been  a touchy  matter.  The 
large  retail  chains,  for  example,  didn’t 
feel  the  need  for  tv  nor  did  they  con- 
sider it  as  they  have  newspaper  ads. 
But  the  migration  to  the  suburbs  is 
starting  some  changes.  Stores  now  com- 
pete more  strongly  for  customers  in  the 
city  areas  and  branch  outlets  in  the 
suburbs  cannot  rely  on  newspaper  cir- 
culation to  any  great  extent  (tv,  covers 
both  general  areas,  TvB  notes). 

Mr.  Cash  noted  that  local  advertisers 
historically  don’t  react  as  quickly  to 
tv  as  do  national  advertisers.  Local  ad- 
vertising in  all  media  increased  by  only 
83%  in  10  years  (1950-59)  but  its  share 
of  the  whole  advertising  pie  declined 
(from  42.9%  of  the  total  in  1950  to 
38.5%  of  the  total  in  1959). 

Tempo  Up  ■ At  work  now,  according 
to  Mr.  Abrahams,  are  such  factors  as 
an  increased  tempo  of  retail  advertising 
on  tv  and  ground  work  underway  to 
orientate  retailers  to  tv.  He  noted  that 
with  the  National  Retail  Merchants 
Assn.,  TvB  is  preparing  a manual  for 
retailers  to  show  them  how  to  use  the 
medium.  An  NRMA  survey  reveals 
that  2 out  of  3 retailers  using  tv 
started  with  the  medium  since  1955, 
that  the  average  retailer’s  tv  budget 
comes  to  about  10%  of  his  total  ad 


expenditures  and  43%  of  retailers  sur- 
veyed are  using  tv. 

On  the  how-to  in  tv,  NRMA  already 
has  found  that  one  out  of  five  retailers 
thinks  he  is  not  able  to  use  the  medium 
because  of  a lack  of  existing  tv  facilities 
or  a limited  marketing  pattern.  As  a 
main  technique,  most  retailers  tend  to 
slides  and  live  commercials.  A few  re- 
tailers are  using  tv  tape. 

TvB  and  stations  are  now  tackling  the 
problem  of  orienting  the  retailers  to 
the  use  of  tv.  Talks  and  demonstrations 
are  made  before  retailer  groups,  store 
tests  and  clinics  are  held,  while  stations 
are  presented  details  on  how  they 
should  contact  and  sell  retailers  on  tv. 

Mr.  Abrahams  said  TvB  at  present 
recommends  that  retailers  allocate  15% 
of  their  total  ad  budgets  to  tv  (includ- 
ing saturation  schedules  for  key  events 
and  year-round  promotion).  This  per- 
centage, however,  is  very  flexible  since 
various  factors  including  store  volume 
and  type  or  size  of  market  could  effect 
wide  variances  in  suggested  percent- 
ages. 

Shell  Oil  dropping 
Thompson  for  Ogilvy 

Some  $16  million  in  advertising  for 
Shell  Oil  Co.  will  be  scheduled  by  a 
new  agency  next  year.  Effective  Dec.  1 , 
the  account,  which  spends  perhaps 
nearly  half  its  budget  in  broadcasting, 
moves  to  Ogilvy,  Benson  & Mather, 
New  York,  terminating  a 30-year  asso- 
ciation with  J.  Walter  Thompson. 

H.S.M.  Burns,  president  of  Shell  Oil, 
said  the  change  was  not  easy  to  make 
after  a “long,  pleasant  and  productive 
relationship”  with  JWT,  but  that  Shell 
was  undergoing  a general  marketing 
reorientation. 

After  the  announcement  last  week, 
Standard  Oil  of  New  Jersey,  which  had 
placed  corporate  advertising  through 
Ogilvy,  ( Play  of  the  Week  in  Washing- 
ton and  New  York  and  magazine  cam- 
paigns), announced  it  would  withdraw 


from  OBM.  At  week’s  end  no  successor 
had  been  appointed. 

Shell  sponsored  professional  football 
on  CBS-TV  last  fall  but  puts  most  of 
its  money  into  spot,  mainly  for  strip 
news-public  service  show  sponsorship 
in  about  75  markets,  supplemented  by 
seasonal  announcement  schedules  in  20 
or  so  additional  markets.  The  sponsor 
follows  the  same  pattern  in  radio,  using 
more  than  100  markets. 

Toni  switches  two 
from  T-L  to  Frank 

The  Toni  Co.,  a division  of  the  Gil- 
lette Co.  and  a top  network  television 
advertiser,  pulled  out  an  estimated  $1.5 
million  worth  of  billings  from  Tatham- 
Laird  in  reassigning  two  products  to 
Clinton  E.  Frank,  another  Chicago- 
based  agency. 

Beyond  the  switch  of  Prom  home 
permanent  and  White  Rain  sham- 
poo, which  T-L  had  serviced  for  10 
years,  there  were  rumblings  of  further 
account  switches  involving  Toni’s  agen- 
cy group,  though  none  of  the  agency 
and  client  principals  involved  would 
comment  Thursday. 

Toni,  one  element  in  the  sprawling 
Gillette  empire,  spends  an  estimated 
$7-10  million  in  broadcast  media  an- 
nually, leaning  heavily  on  network  tv. 

Its  products  are  cross-plugged  in 
participations  on  Gillette’s  network 
properties.  Gillette  itself  is  a $20  million 
broadcast  client,  spending  about  $13.6 
million  in  network  and  $2.75  million 
in  spot  tv  in  1959,  plus  an  additional 
$1.07  million  in  spot  radio. 

Termination  of  the  Toni  and  Tatham- 
Laird  association  was  officially  an- 
nounced by  the  agency  Thursday  noting 
the  separation  is  “by  mutual  agreement 
and  with  complete  good  will  on  both 
sides.”  Toni  followed  up  Friday  with 
virtually  the  same  announcement,  add- 
ing that  Frank  had  been  reassigned  the 
two  products  accounts.  The  switch  was 
announced  by  Stuart  K.  Hensley,  Toni 
president. 

North  Adv.  Inc.  and  Clinton  Frank 
handle  the  bulk  of  Toni’s  business, 
which  is  primarily  in  network  tv  and 
lesser  in  spot  tv  and  print  media.  The 
lineup:  North — Toni,  Tonette,  Silver 
Curl,  Deep  Magic,  Hush,  Adorn,  Color- 
cade  and  experimental  products;  Frank 
— Pamper,  Tame  and  Bobbi.  It  also  has 
agencies  in  Honolulu  and  Toronto, 
Canada.  Thus,  the  bulk  of  broadcast 
billings  remain  with  North,  despite  the 
defection  of  Prom  and  White  Rain  to 
Frank. 

Initial  inkling  of  rumbling  in  the 
Toni  camp  came  earlier  in  the  week 
with  North’s  announcement  it  had  hired 
away  executives  from  Lanolin  Plus  and 
Foote,  Cone  & Belding  as  account  di- 
rectors on  Toni  products. 


ARBSTRON'S  DAILY  CHOICES 

Listed  below  are  , the  highest-ranking  television 

shows  for 

each 

day  of  the  week  June  16-22  as  rated  by  the  multi-city  Arbitron 

Instant 

mm  • 1 

| ratings  of  America  Research  Bureau. 

Date 

Program  and  Time 

Network 

Rating 

Thur.,  June  16 

Untouchables  (9:30  p.m.) 

ABC-TV 

21.0 

Fri.,  June  17 

77  Sunset  Strip  (9  p.m.) 

ABC-TV 

24.1 

Sat.,  June  18 

Gunsmoke  (10  p.m.) 

CBS-TV 

25.0 

Sun.,  June  19 

Alfred  Hitchcock  (9:30  p.m.) 

CBS-TV 

21.8 

Mon.,  June  20 

Emmy  Awards  (10  p.m.) 

NBC-TV 

25.8 

Tue.,  June  21 

Red  Skelton  (9:30  p.m.) 

CBS-TV 

20.4 

Wed.,  June  22 

Wagon  Train  (7:30  p.m.) 

NBC-TV 

22.5 

Copyright  1960  American  Research  Bureau 
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Recent  Guests  on  the 
Dayton  Council  of  World  Affairs 
Weekly  Forum 

CLAUDE  BOURDET— Editor,  France 
Observateur,  Member  Paris  Municipal 
Council 

ROBERT  CRAWFORD— Public  Affairs 
Officer,  U.S.  Information  Service,  Tan- 
giers,  Morocco 

LILY  QUY  — Director  of  Literacy 
Work,  Orissa  Province,  India 

SAMUEL  KRAKOW  — International 
Relations  Assistant,  American  Red 
Cross 

KJELL  BERG  — Press  Attache,  Em- 
bassy of  Sweden 

DR.  HERRICK  YOUNG  — President, 
Western  College  for  Women 

ROBERT  MACALISTER— Executive 
Director,  International  Rescue  Com- 
mission 

GEORGE  V.  MELAS  — Greek  Ambas- 
sador to  the  U.S. 

DR.  FAYEZ  SAYEGH— Director,  Arab 
Information  Bureau 

DR.  GUNTHER  R.  GRUBER— Austrian 
Trade  Delegate,  Chicago 

LEONARD  TENNYSON— U.S.  Repre- 
sentative for  the  European  Common 
Market 

DR.  LEWIS  GALANTIERE  — Policy 
Advisor  to  Radio  Free  Europe 

WERNER  MIDDELMANN  — Assistant 
Secretary  of  Refugees  for  the  West 
German  Government 


Dayton's  favorite  window  on  the  world 


Famed  public  service  feature  “Dayton 
Council  of  World  Affairs”  in  10th  year  on 

WHIO-TV  Programs  don’t  endure  like  this  with- 
out tremendous  audience  loyalty.  Throughout  the 
years,  Dayton  and  the  great  Dayton  area  has 
learned  to  keep  WHIO  -TV  tuned  in  for  the  utmost 


in  forward-looking  programming  — just  as  our 
area’s  civic  leaders  have  learned  to  come  to  us  first 
for  airtime  support  for  community  projects. 

Such  close  identification  with  civic  causes  has 
won  us  a unique  place  in  the  hearts  of  a great 
community.  You’ll  find  it  rewarding  to  consult 
National  Representative  George  P.  Hollingbery’s 
facts  and  figures.  He  is  at  your  service. 


One  of  America’s  Great  Area  Stations  Covering  41  Counties  of  3 States 

Associated  with 
WSB,  WSB-TV,  Atlanta,  Georgia  and 
WSOC,  WSOC-TV,  Charlotte,  North  Carolina 


Dayton 

Ohio 
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& A once-in-a-lifetime  special  event 
or  a regularly-scheduled  adventure 
show— as  different  as  can  be,  yet  the 
same:  they  spell  overwhelming  leader- 
ship for  Channel  2. 

Example:  WCBS-TV's  coverage  of  the 
wedding  of  Princess  Margaret  scored 
a royal  25.9  rating  and  a 60.9%  share 
of  audience.  Despite  an  11:15  pm  start 
(well  after  the  other  New  York  stations), 
the  WCBS-TV  coverage  averaged  72% 
more  homes  than  the  second  station  s 
prime-time  showing,  more  than  the 
next  three  stations  combined!  (Nielsen) 

Another  example:  " Sea  Hunt ','  one 
of  New  York's  top-rated  shows  during 
a seventeen-month  run  on  Channel  2 
(31.2  average  rating).  When  the  show 
moved  to  another  network  station  — 
same  night,  same  time  — ratings  took 
an  immediate  plunge.  Overnight , "Sea 
Hunt"  lost  three-quarters  of  its  audi- 
ence! The  inevitable  result:  "Sea  Hunt" 
is  once  more  back  on  Channel  2,  once 
more  riding  the  popularity  crest  with 
a current  27.8  rating.  (Nielsen) 

Worlds  apart?  Of  course.  Yet  both 
cases  are  part  of  the  same  familiar 
story.  Year-after-year  (as  reported  in 
63  consecutive  Nielsens),  New  York's 
largest  audiences  by  Jay  are  tuned  to... 

WCBSQTV 

CBS  Owned  ■ Channel  2,  New  York  • Represented  by  CBS  Television  Spot  Sales 


MILWAUKEE 

inti 


CBS  NETWORK 


^ yea  ntlt 

tv 


TV  Capital  of  Wisconsin 


the  STORER  station 
backed  by  33  years  of 
responsible  broadcasting 


■ Business  briefly 

Product  premieres  ■ The  Mennen  Co., 
Morristown,  N.J.,  has  entered  Roches- 
ter, N.Y.,  in  tv-testing  of  two  new  prod- 
ucts: Brake,  men’s  deodorant  with  roll- 
on top  that  “knocks  out  a man’s  ten- 
sion odor,”  and  Orbit,  woman’s  de- 
odorant with  contour  roller  to  give 
“complete,  contour  protection.”  Agen- 
cies: Grey  Adv.,  N.Y.,  for  Brake,  and 
Warwick  & Legler,  N.Y.,  for  Orbit. 

Thrilled  ■ Allstate  Insurance  Co., 
Skokie,  111.,  via  Leo  Burnett  Co.,  Chi- 
cago, signed  as  co-sponsor  of  Thriller, 
new  NBC-TV  hour-long  mystery  and 
suspense  series  starting  in  the  fall 
(Tue.,  9-10  p.m.  NYT).  Other  spon- 
sors of  the  Hubbell  Robinson  produced 
series  are  Glenbrook  Labs  and  Ameri- 
can Tobacco,  both  previously  an- 
nounced. 

Pro  Bowl  date  ■ Carter  Products  Inc. 
and  Liggett  & Myers  Tobacco  Co. 
signed  as  co-sponsors  of  NBC-TV’s 
colorcast  of  the  11th  annual  Pro  Bowl 
game  at  Los  Angeles  Jan.  15,  1961. 
Game  features  top  stars  of  National 
Football  League.  Agencies:  Dancer- 
Fitzgerald-Sample,  Inc.,  N.Y.,  for  Lig- 
gett & Myers;  Sullivan,  Stauffer,  Col- 
well & Bayles,  N.Y.,  for  Carter. 

Gas  Assn,  drama  ■ American  Gas 
Assn.,  N.Y.,  through  Lennen  & Newell, 
N.Y.,  will  co-sponsor  Barbara  Stanwyck 
Theater  over  NBC-TV  in  the  fall  (Mon., 
10-10:30  p.m.).  The  other  sponsor, 
previously  announced,  is  Alberto-Cul- 
ver  Co.,  Chicago. 

Jam  session  ■ Mary  Ellens  Inc.,  Berke- 
ley, Calif,  (jams  and  jellies)  has  launch- 
ed a 10-month  radio  spot  campaign  on 
19  western  stations,  through  Guild, 
Bascom  & Bonfigli,  San  Francisco. 

Undaunted  ■ Lever  Bros’.  Lifebuoy 
soap  signed  sponsorship  of  NBC-TV’s 
new  live,  colorcast  series,  Moment  of 
Fear,  which  starts  July  1 (Fri.  10-11 
p.m.  EDT).  Produced  by  Robert  Ste- 
vens, program  features  suspense  stories 
dealing  with  both  reality  and  fantasy. 
Agency:  Sullivan,  Stauffer,  Colwell  & 
Bayles,  N.Y. 

Early  morning  news  ■ Tidewater  Oil 
Co.,  through  Foote,  Cone  & Belding, 
L.A.,  on  July  4 starts  full  sponsorship 
of  Frank  Goss  morning  newscasts  on  a 
21 -station  hookup  of  CBS  Radio  Pacific 
Network,  (Mon.-Sat.,  7:30-7:45  PDT) 
for  52  weeks. 

Summer  series  ■ S.C.  Johnson  & Son, 
Racine,  Wis.,  through  Foote,  Cone  & 
Belding,  N.Y.,  and  the  Pet  Milk  Co., 
St.  Louis,  via  Gardner  Adv.,  that  city, 
have  bought  alternate  sponsorship  of 
The  Comedy  Spot,  a CBS-TV  summer 
series  of  13  filmed  comedy  half-hours 
starting  Tuesday  June  28  as  replace- 
ment for  The  Red  Skelton  Show. 


Political  sponsors  ■ KHOU-TV  Hous- 
ton last  Corinthian  station  to  lock  up 
local  sponsorship  of  group’s  coverage 
of  political  conventions  and  election 
night  has  sold  the  package  to  the  Hous- 
ton National  Bank.  Other  four  Corin- 
thian markets  sold,  all  within  10  days 
of  package  being  offered,  are:  WISH- 
AM-TV  Indianapolis,  Fall  City  Brew- 
ery; WANE-AM-TV  Fort  Wayne, 
Peter  Eckrich  & Sons  (meat  packer); 
WOTV  (TV)  Tulsa,  Conoco  and  Na- 
tional Bank  of  Tulsa  and  KXTV  (TV) 
Sacramento,  Shell  Oil.  Corinthian’s  in- 
dividual, local-angle  coverage  supple- 
ments that  of  CBS  (Broadcasting, 
May  23). 

Marlboro  football  ■ Philip  Morris  Inc. 
(Marlboro  cigarettes),  N.Y.,  will  spon- 
sor complete  schedule  of  70  games  of 
National  Football  League  on  CBS-TV, 
starting  Sept.  23  and  ending  Dec.  18, 
and  has  set  up  regional  tv  networks. 
Company  also  will  present  world  cham- 
pionship game  over  NBC-TV  on  date  to 
be  announced.  Agency:  Leo  Burnett 
Co.,  Chicago. 

Two  for  'Witness'  ■ R.J.  Reynolds 
Tobacco  Co.,  Winston-Salem,  N.C., 
through  Wm.  Esty  Co.,  N.Y.,  and 
Helene  Curtis  Industries,  Chicago, 
through  Edward  H.  Weiss  Co.,  Chi- 
cago, have  signed  for  alternate-week, 
half-hour  sponsorship  of  Witness 
(Thur.,  7:30-8:30  p.m.  on  CBS-TV), 
starting  in  fall.  Half-hour  sponsorship 
of  series  is  still  available. 

Makeup  spots  ■ Max  Factor  & Co., 
L.A.,  will  use  nationwide  spot  tele- 
vision starting  Oct.  3 in  an  introductory 
campaign  for  a new  make-up,  Sheer 
Genius.  The  company  describes  the 
product  as  a “new  concept  in  make-up 
. . . that  will  give  complexions  ...  an 
exciting  new  look  which  is  in  between 
the  shine  of  an  unpowdered  make-up 
base  and  the  non-reflective  matte  finish 
of  powder.”  Kenyon  & Eckhardt,  L.A., 
is  the  agency. 

Renews  news  ■ The  AFL-CIO  has  re- 
newed Edward  P.  Morgan  & The  News 
on  ABC  Radio  for  the  sixth  consecu- 
tive year.  The  52-week  contract  was 
placed  last  week  by  Furman,  Feiner  & 
Co.,  N.Y.,  which  at  the  same  time 
ordered  the  AFL-CIO’s  annual  summer 
weekend  newscasts  beginning  in  July. 
George  Ansbro  handles  these  12:25- 
12:30  p.m.  Saturdays  and  7:30-7:35 
p.m.  Sundays.  The  Morgan  newscasts 
are  heard  Monday-Friday  7-7:15  p.m. 

Nighttime  too  ■ Procter  & Gamble 
will  sponsor  a nighttime  version  of 
Video  Village  quiz  show  on  CBS-TV 
Fridays  (9-9:30  p.m.),  beginning  July 
1.  The  series  was  planned  initially  as 
Monday-through-Friday  daytimer.  The 
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INCREASE  YOUR  CLIENTS’  SHARE  OF  THE  $5-BILLION 

WASHINGTON  RETAIL  MARKET 


Use  the  promotion  plan  with  the 
largest  share  of  the 
GOVERNMENT  EMPLOYEE  MARKET 


Featuring  WQMR 


Washington's  Quality  Music  and  Government  News  Radio  Station... 

and  Acme 

Washington’s  Fastest  Growing  Supermarket  Chain. 


First,  your  radio  spot  commercials  are  carefully 
fitted  in  WQMR’s  popular  “Musical  Clusters”  and 
“Voice  of  Government”  program  format  which  offers 
a pleasing  balance  between  uninterrupted  “semi-clas- 
sical  and  semi-popular”  music,  and  exclusive  spot 
reports  of  government  activities  along  with  other  im- 
portant news,  weather  and  sport  features  . . .just  the 
balance  that  attracts  and  holds  the  attention  of  a half 
million  government  employees  and  their  families.  You 
need  this  important  audience  if  you  are  to  really  move 
goods  in  Washington.  Your  selling  message  . . . and 
it  must  meet  WQMR  standards  ...  is  presented  in- 
dividually in  and  around  the  news  portions  as  integral 
parts  of  each  day’s  program.  Your  selling  message  is 
considered  an  important  aspect  of  WQMR’s  service 
to  the  people  of  the  nation’s  capital.  Such  controlled 
and  integrated  programming  makes  the  big  difference 
. . . for  you  as  well  as  for  your  listeners. 

Second,  you  may  now  join  WQMR  in  a Point-of- 
Purchase  Promotion  just  set  up  with  American  Stores, 


Inc.  . . . whose  ACME  markets  form  one  of  the  largest 
supermarket  chains  in  the  country,  as  well  as  in  the 
capital  area.  For  no  additional  charge,  your  advertised 
product  will  benefit  from  choice  POP  space  (your  own 
selection,  by  the  way)  in  all  stores  of  the  ACME  chain 
which  does  business  with  more  than  200,000  Washing- 
ton shoppers  weekly.  Just  think  of  the  impact  on  the 
sales  of  your  product  created  by  cnd-of-aisle  or  check- 
out counter  displays  viewed  by  these  200,000  shoppers 
. . . and  the  number  is  increased  if  you  choose  a dif- 
ferent package  plan.  There  are  two  established  plans 
to  choose  from. 

This  integrated  promotion  program  would  be 
strongly  tempting  even  if  offered  by  any  other  radio 
station  providing  the  usual  assortment  of  music,  news, 
variety  and  commercial  fare.  Coming  from  WQMR, 
however,  you  will  have  still  another  bonus  feature 
working  for  you  . . . proven  audience  acceptance. 
WQMR’s  new  creative  approach  has  already  won  over 
a large,  regular  audience,  both  in  and  out  of  the  gov- 
ernment, plus  the  plaudits  of  advertising  and  business 
leaders,  the  sponsors,  government  officials  and  mem- 
bers of  Congress.  With  the  implementing  of  the 
WQMR-ACME  merchandising  plan,  even  more 
plaudits  will  come  in  from  satisfied  sponsors. 

Prime  radio  time  and  store  display  space  is  limited. 
To  get  in  on  the  “outdoor  living”  market,  request 
program  details  as  soon  as  possible. 


Contact:  Ed  Winton,  V.P.  and  G.M.,  WQMR 

Wisconsin  Building,  Washington  16,  D.  C.,  WHitehall  6-1050 

DIAL  1050 

...  a Connie  B.  Gay  Station 
Serving  the  Largest  Specialized  Group  of  Listeners  in  Any  City  in  the  World 


WQMR 
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WJW 

the  STORER  station 
backed  by  33  years 
of  responsible  broadcasting 

CALL  KATZ  or 

National  Sales  Offices: 

625  Madison  Ave.,  New  York  22 
230  N.  Michigan  Ave.,  Chicago  1 


The  bouncing  ball  technique  of 
the  movie  theatres’  audience  partici- 
pation community  sings  has  been 
adapted  by  Fuller  & Smith  & Ross, 
Los  Angeles,  and  Playhouse  Pictures 
to  a new  20-second  commercial  for 
Kal  Kan  Rounds,  new  pet  fod  which 
basically  is  meatballs  canned  in 
gravy. 

For  Kal  Kan,  the  bouncing  ball 
is  a bouncing  meatball  which  moves 
from  frame  to  frame  with  a hungry 
dog  in  eager  pursuit  over  the  words 
that  make  up  the  rhymed  message: 

“Finally,  a pet  food  that  pours. 

Shaped  like  a meatball  to  end  all 
your  chores. 

The  complete  pet  diet  for  cats  and 
hounds, 

Brand  new  Kal  Kan  All-year 
ROUNDS.” 

Bounching  into  the  lettering,  the 
meatball  becomes  the  “O”  of  the 
word  “ROUNDS”  until  it  is  pounced 
upon  and  gobbled  up  greedily  by  the 
happy  pooch.  The  commercial  ends 
with  a picture  of  the  Rounds  can. 

The  spots  will  be  broadcast  on  tv 


A HAPPY  POUCH 

Follow  the  bouncing  meatball 


stations  in  Los  Angeles  and  San 
Diego  starting  Aug.  8 in  a six-week 
introductory  campaign  in  Southern 
California.  Harmon  O.  Nelson, 
broadcast  vice  president  of  F&S&R, 
L.A.,  supervised  the  spot,  which  was 
animated  by  Playhouse  Pictures. 
Tom  Shea  is  account  executive  and 
Norv  LaVene  is  account  supervisor 
on  the  Kal  Kan  account.  1,800-line 
newspaper  ads  will  back  up  the  tv 
spot  saturation  campaign. 


day  version  won’t  begin  until  July  11. 
Agency:  Benton  & Bowles,  N.Y. 

In  for  Ann  ■ General  Foods  through 
Benton  & Bowles  has  slotted  a new 
taped  revue.  The  Spike  Jones  Show,  in 
the  Ann  Sothern  Show  time  on  CBS- 
TV  (Mon.,  9:30-10  p.m.  EDT)  for 
nine  weeks,  beginning  Aug.  1,  until 
The  Andy  Griffith  Show  debuts  in  that 
time.  Ann  Sothern  moves  in  the  fall 
to  Thursdays  at  9:30,  replacing  this 
season’s  Markham,  sponsored  by 
Schlitz  (through  J.  Walter  Thompson) 
and  Renault  (Kudner).  Bill  Dana,  who 
created  “Jose  Jimenez”  on  the  “Steve 
Allen  Show”  on  NBC-TV,  will  produce 
the  Jones  series,  with  Bob  Scheerer, 
former  associate  producer  of  the  Allen 
show,  as  a director  and  an  Allen  writer, 
Don  Hinkley,  with  similar  duties. 

Lady  Esther  buys  tv  ■ Chemway 
Corp.,  for  Lady  Esther  Products,  has 
bought  participations  in  ABC-TV’s  day- 
time shows,  Day  in  Court,  Beat  the 
Clock,  and  Who  Do  Your  Trust,  begin- 
ning June  28.  The  contract  calls  for  a 
quarter-hour  a week  for  25  weeks. 
Agency:  Cohen  & Aleshire,  N.Y. 

Two  go  golf  ■ Williamson-Dickie  Mfg. 
Co.,  Fort  Worth,  through  Fuller  & 
Smith  & Ross,  has  bought  half  of  CBS- 
TV’s  PGA  Golf  Championship  July  23 
(5-6  p.m.  EDT)  and  July  24  (4:30-6 
p.m.  EDT). 

Olympic  buy  ■ P.  Lorillard,  through 
Lennen  & Newell,  N.Y.,  and  Pabst 


Brewing  Co.,  through  Kenyon  & Eck- 
hardt,  that  city,  have  signed  for  CBS- 
TV’s  coverage  of  the  final  Olympic 
track  and  field  trials,  scheduled  for  July 
2 (5-7  p.m.  EDT). 

Agency  appointments 

■ Oasis  Corp.  Stanton,  Calif.,  names 
Boylhart,  Lovett  & Dean  Inc.,  L.A., 
to  handle  sales  development  for  intro- 
duction of  Rola-Dri  tub  enclosures  to 
add  a shower  to  bath  tubs.  Media  plans 
are  now  under  consideration. 

■ Bar  Harbor  Inc.,  L.A.,  appoints 
Boylhart,  Lovett  & Dean  Inc.,  L.A.,  to 
handle  the  Imperial  Chef  refreshment 
bar,  a product  designed  to  accommo- 
date individual  servings  of  coffee, 
soup  and  other  beverages  and  foods 
without  need  for  bottled  water.  Media 
plans  are  being  formulated. 

■ Cone  Mills  Inc.  (fabrics,  Cone 
towels),  N.Y.,  to  Grant  Adv.,  N.Y., 
from  Cohen,  Dowd  & Aleshire.  The 
account  is  valued  at  the  “middle  to 
high  six  figures.” 

■ WRVA-AM-TV  Richmond,  Va.,  ap- 
points Zimmer-McClaskey-Frank,  that 
city.  The  agency  is  handling  all  adver- 
tising and  publicity  for  the  tv  station’s 
changeover  to  ABC-TV  which  went 
into  effect  May  30. 

■ Mutual  Broadcasting  System:  Erwin 
Wasey,  Ruthrauff  & Ryan,  N.Y. 
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CHARLOTTE'S  Number  ONE  Audience  Station* 

Proudly  announces  the  appointment  of 


NEW  YORK  • CHICAGO  • ATLANTA  • LOS  ANGELES  • SAN  FRANCISCO 

as  its  National  Representative  effective 
July  1st  1960 


Pulse  of  Charlotte — Spring  1960 
Hooper  of  Charlotte — April-May  1960 


A FOCUS  ON  THE  PRIME  U.S.  MARKETS 

Census  findings  pinpoint  the  189  most-populated  city  areas 


Twenty-three  metropolitan  areas  have  a 

population  of 

Standard  Metropolitan 

1960 

1950 

Increase  or  decrease 

more  than  1 million,  according  to  preliminary  figures 

an- 

Statistical  Area 

Number 

% 

nounced  June  22  by  the  U.  S.  Census  Bureau. 

Bridgeport,  Conn. 
Bridgeport 

333,773 

156,162 

273,723 

158,709 

60,050 

-2,547 

21.9 

-1.6 

Another  29  metropolitan  areas  have  a 

population 

be- 

Outside  central  city 

177,611 

115,014 

62,597 

54.4 

tween  500,000  and  1 

million,  it 

was  found. 

Brockton,  Mass. 
Brockton 

148,728 

72,472 

119,728 

62,860 

29,000 

9,612 

24.2 

15.3 

Highest  percentage 

increases 

occurred 

in  Anaheim, 

Outside  central  city 

76,256 

56,868 

19,388 

34.1 

Calif.,  610.4%;  Tucson,  Ariz.,  36 

2%  and  Torrance,  Calif., 

Buffalo,  N.Y. 
Buffalo 

1,304,581 

528,387 

1,089,230 

580,132 

215,351 

-51,745 

19.8 

-8.9 

352.3%,  the  bureau  found.  Some  large  population  gams 

Outside  central  city 

776,194 

509,098 

267,096 

52.5 

were  due  to  annexations  of  territory. 

Canton,  Ohio 

337,956 

283,194 

54,762 

19.3 

Following  are  population  figures  for  1960  and  1950  as 

Canton 

Outside  central  city 

112,750 

225,206 

116,912 

166,282 

-4,162 

58,924 

-3.6 

35.4 

released  by  the  bureau 

Cedar  Rapids,  Iowa 

133,359 

104,272 

29,085 

27.9 

Cedar  Rapids 

90,623 

72,296 

18,327 

25.3 

Standard  Metropolitan 

Increase  or  decrease 

Outside  central  city 

42,736 

31,978 

10,758 

33.6 

Statistical  Area 

1960 

1950 

Number 

% 

Champaign-Urbana,  III. 

132,152 

106,100 

26,052 

24.6 

Total,  189  areas  108,872,660 

87,579,138 

21,293,522 

24.3 

Champaign 

Urbana 

48,176 

27,042 

39,563 

22,834 

8,613 

4,208 

21.8 

18.4 

In  central  cities 

55,617,613 

51,396,698 

4,220,915 

8.2 

Outside  central  cities 

56,934 

43,703 

13,231 

30.3 

Outside  central  cities 

53,255,047 

36,182,440 

17,072,607 

47.2 

Charleston,  S.C. 

206,891 

164,856 

42,035 

25.5 

Akron,  Ohio 

509,403 

410,032 

99,371 

24.2 

Charleston 

60,182 

70,174 

-9,992 

-14.2 

Akron 

287,592 

274,605 

12,987 

4.7 

Outside  central  city 

146,709 

94,682 

52,027 

54.9 

Outside  central  city 

221,811 

135,427 

86,384 

63.8 

Charleston,  W.  Va. 

250,752 

239,629 

11,123 

4.6 

Albany-Schenectady-Troy,  N.Y.  648,865 

589,359 

59,506 

10.1 

Charleston 

85,132 

73,501 

11,631 

15.8 

Albany 

125,641 

134,995 

-9,354 

-6.9 

Outside  central  city 

165,620 

166,128 

-508 

-0.3 

Schenectady 

81,284 

91,785 

-10,501  • 

-11.4 

Charlotte,  N.C. 

270,951 

197,052 

73,899 

37.5 

Troy 

69,938 

72,311 

-2,373 

-3.3 

Charlotte 

200,878 

134,042 

66,836 

49.9 

Outside  central  cities 

372,002 

290,268 

81,734 

28.2 

Outside  central  city 

70,073 

63,010 

7,063 

11.2 

Albuquerque,  N.M. 

260,318 

145,673 

114,645 

78.7 

Chattanooga-T  enn.-Ga. 

279,244 

246,453 

32,791 

13.3 

Albuquerque 

198,856 

96,815 

102,041 

105.4 

Chattanooga 

127,709 

131,041 

-3,332 

-2.5 

Outside  central  city 

61,462 

48,858 

12,604 

25.8 

Outside  central  city 

151,535 

115,412 

36,123 

31.3 

Allentown-Bethlehem-Easton- 

Chicago,  III. 

6,150,532 

5,177,868 

972,664 

18.8 

Pa.-N.J. 

490,723 

437,824 

52,899 

12.1 

Chicago 

3,492,945 

3,620,962 

-128,017 

-3.5 

Allentown 

108,551 

106,756 

1,795 

1.7 

Outside  central  city 

2,657,587 

1,556,906 

1,100,681 

70.7 

Bethlehem 

75,055 

66,340 

8,715 

13.1 

Cincinnati,  Ohio-Ky. 

1,059,026 

904,402 

154,624 

17.1 

Easton 

31,872 

35,632 

-3,760  ■ 

-10.6 

Cincinnati 

487,462 

503,998 

-16,536 

-3.3 

Outside  central  cities 

275,245 

229,096 

46,149 

20.1 

Outside  central  city 

571,564 

400,404 

171,160 

42.7 

Altoona,  Pa. 

136,026 

139,514 

-3,488 

-2.5 

Cleveland,  Ohio 

1,780,263 

1,465,511 

314,752 

21.5 

Altoona 

69,083 

77,177 

-8,094  ■ 

-10.5 

Cleveland 

869,867 

914,808 

-44,941 

-4.9 

Outside  central  city 

66,943 

62,337 

4,606 

7.4 

Outside  central  city 

910,396 

550,703 

359,693 

65.3 

Amarillo,  Tex. 

148,505 

87,140 

61,365 

70.4 

Columbia,  S.C. 

257,961 

186,844 

71,117 

38.1 

Amarillo 

137,083 

74,246 

62,837 

84.6 

Columbia 

98,690 

86,914 

11,776 

13.5 

Outside  central  city 

11,422 

12,894 

-1,472  • 

-11.4 

Outside  central  city 

159,271 

99,930 

59,341 

59.4 

Anderson,  Ind. 

125,326 

103,911 

21,415 

20.6 

Columbus,  Ga.-Ala. 

216,155 

170,541 

45,614 

26.7 

Anderson 

48,857 

46,820 

2,037 

4.4 

Columbus 

115,741 

79,611 

36,130 

45.4 

Outside  central  city 

76,469 

57,091 

19,378 

33.9 

Outside  central  city 

100,414 

90,930 

9,484 

10.4 

Ann  Arbor,  Mich. 

171,278 

134,606 

36,672 

27.2 

Columbus,  Ohio 

676,642 

503,410 

173,232 

34.4 

Ann  Arbor 

66,779 

48,251 

18,528 

38.4 

Columbus 

465,151 

375,901 

89,250 

23.7 

Outside  central  city 

104,499 

86,355 

18,144 

21.0 

Outside  central  city 

211,491 

127,509 

83,982 

65.9 

Asheville,  N.C. 

127,357 

124,403 

2,954 

2.4 

Corpus  Christi,  Tex. 

219,002 

165,471 

53,531 

32.4 

Asheville 

58,737 

53,000 

5,737 

10.8 

Corpus  Christi 

165,698 

108,287 

57,411 

53.0 

Outside  central  city 

68,620 

71,403 

-2,783 

-3.9 

Outside  central  city 

53,304 

57,184 

-3,880 

-6.8 

Atlanta,  Ga. 

1,014,349 

726,989 

287,360 

39.5 

Dallas,  Tex. 

1,073,661 

743,501 

230,160 

44.4 

Atlanta 

485,425 

331,314 

154,111 

46.5 

Dallas 

672,117 

434,462 

237,655 

54.7 

Outside  central  city 

528,924 

395,675 

133,249 

33.7 

Outside  central  city 

401,544 

309,039 

92,505 

29.9 

Atlantic  City,  N.J. 

157,139 

132,399 

24,740 

18.7 

Davenport-Rock  Island-Moline, 

Atlantic  City 

58,006 

61,657 

-3,651 

-5.9 

Iowa-Ill. 

267,641 

234,256 

33,385 

14.3 

Outside  central  city 

99,133 

70,742 

28,391 

40.1 

Davenport 

88,738 

74,549 

14,189 

19.0 

Augusta,  Ga.-S.C. 

214,107 

162,013 

52,094 

32.2 

Rock  Island 

50,906 

48,710 

2,196 

4.5 

Augusta 

69,368 

71,508 

-2,140 

-3.0 

Moline 

42,860 

37,397 

5,463 

14.6 

Outside  central  city 

144,739 

90,505 

54,234 

59.9 

Outside  central  cities 

85,137 

73,600 

11,537 

15.7 

Austin,  Tex. 

211,292 

160,980 

50,312 

31.3 

Dayton,  Ohio 

689,676 

518,642 

171,034 

33.0 

Austin 

185,967 

132,459 

53,508 

40.4 

Dayton 

258,196 

243,872 

14,324 

5.9 

Outside  central  city 

25,325 

28,521 

-3,196 

-11.2 

Outside  central  city 

431,480 

274,770 

156,710 

57.0 

Bakersfield,  Calif. 

293,473 

228,309 

65,164 

28.5 

Decatur,  III. 

117,302 

98,853 

18,449 

18.7 

Bakersfield 

56,145 

34,784 

21,361 

61.4 

Decatur ■ 

77,302 

66,269 

11,033 

16.6 

Outside  central  city 

237,328 

193,525 

43,803 

22.6 

Outside  central  city 

40,000 

32,584 

7,416 

22.8 

Baltimore,  Md. 

1,706,076 

1,405,399 

300,677 

21.4 

Denver,  Colo. 

923,161 

612,128 

311,033 

50.8 

Baltimore 

921,363 

949,708 

-28,345 

-3.0 

Denver 

489,217 

415,786 

73,431 

17.7 

Outside  central  city 

784,713 

455,691 

329,022 

72.2 

Outside  central  city 

433,944 

196,342 

237,602 

121.0 

Baton  Rouge,  La 

228,095 

158,236 

69,859 

44.1 

Des  Moines,  Iowa 

262,698 

226,010 

36,688 

16.2 

Baton  Rouge 

151,130 

125,629 

25,501 

20.3 

Des  Moines 

207,054 

177,965 

29,089 

16.3 

Outside  central  city 

76,965 

32,607 

44,358 

136.0 

Outside  central  city 

55,644 

48,045 

7,599 

15.8 

Bay  City,  Mich. 

105,594 

88,461 

17,133 

19.4 

Detroit,  Mich. 

3,761,220 

3,016,197 

745,023 

24.7 

Bay  City 

53,247 

52,523 

724 

1.4 

Detroit 

1,672,574 

1,849,568 

-176,994 

-9.6 

Outside  central  city 

52,347 

35,938 

16,409 

45.7 

Outside  central  city 

2,088,646 

1,166,629 

922,017 

79.0 

Beaumont-Port  Arthur,  Tex. 

304,194 

235,650 

68,544 

29.1 

Dubuque,  Iowa 

79,761 

71,337 

8,424 

11.8 

Beaumont 

118,471 

94,014 

24,457 

26.0 

Dubuque 

56,359 

49,671 

6,688 

13.5 

Port  Arthur 

60,943 

57,530 

3,413 

5.9 

Outside  central  city 

23,402 

21,666 

1,736 

8.0 

Outside  central  city 

124,780 

84,106 

40,674 

48.4 

Duluth-Superior,  Minn.-Wis. 

272,992 

252,777 

20,215 

8.0 

Binghamton,  N.Y. 

211,374 

184,698 

26,676 

14.4 

Duluth 

104,528 

104,511 

17 

_ 

Binghamton 

75,135 

80,674 

-5,539 

-6.9 

Superior 

33,019 

35,325 

-2,306 

-6.5 

Outside  central  city 

136,239 

104,024 

32,215 

31.0 

Outside  central  cities 

135,445 

112,941 

22,504 

19.9 

Birmingham,  Ala. 

628.682 

558,928 

69,754 

12.5 

Durham,  N.C. 

112,447 

101,639 

10,808 

10.6 

Birmingham 

338,569 

326,037 

12,532 

3.8 

Durham 

77,772 

71,311 

6,461 

9.1 

Outside  central  city 

290,113 

232,891 

57,222 

24.6 

Outside  central  city 

34,675 

30,328 

4,347 

14.3 

Boston,  Mass. 

2,561,450 

2,410,372 

150,878 

6.3 

El  Paso,  Tex. 

310,690 

194,968 

115,722 

59.4 

Boston 

677,626 

801,444 

-123,818  ■ 

-15.4 

El  Paso 

272,239 

130,485 

141,754 

108.6 

Outside  central  city 

1,883,824 

1,609,128 

274,696 

17.1 

Outside  central  city 

38,451 

64,483 

-26,032 

-40.4 
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Standard  Metropolitan 
Statistical  Area 

1960 

1950 

Increase  or  decrease 
Number  % 

Evansville,  Ind.-Ky. 

196,615 

191,137 

5,478 

2.9 

Evansville 

140,474 

128,636 

11,138 

9.2 

Outside  central  city 

56,141 

62,501 

-6,360 

-10.2 

Fall  River,  Mass.-R.I. 

137,403 

137,298 

105 

0.1 

Fall  River 

99,420 

111,963 

-12,543 

-11.2 

Outside  central  city 

37,983 

25,335 

12,648 

49.9 

Fitchburg-Leominster,  Mass. 

80,668 

74,943 

5,725 

7.6 

Fitchburg 

42,910 

42,691 

219 

0.5 

Leominster 

27,663 

24,075 

3,588 

14.9 

Outside  central  cities 

10,095 

8,177 

1,918 

23.5 

Flint,  Mich. 

370,200 

270,963 

99,237 

36.6 

Flint 

194,940 

163,143 

31,797 

19.5 

Outside  central  city 

175,260 

107,820 

67,440 

62.5 

Fort  Smith,  Ark. 

66,003 

64,202 

1,801 

2.8 

Fort  Smith 

52,393 

47,942 

4,451 

9.3 

Outside  central  city 

13,610 

16,260 

-2,650 

-16.3 

Fort  Wayne,  Ind. 

230,533 

183,722 

46,811 

25.5 

Fort  Wayne 

160,883 

133,607 

27,276 

20.4 

Outside  central  city 

69,650 

50,115 

19,535 

39.0 

Fort  Worth,  Tex. 

568,484 

392,643 

175,841 

44.8 

Fort  Worth 

353,388 

278,778 

74,610 

26.8 

Outside  central  city 

215,096 

113,865 

101,231 

88.9 

Fresno,  Calif. 

365,840 

276,515 

89,325 

32.3 

Fresno 

133,062 

91,669 

41,393 

45.2 

Outside  central  city 

232,778 

184,846 

47,932 

25.9 

Gadsden,  Ala. 

96,106 

93,892 

2,214 

2.4 

Gadsden 

57,409 

55,725 

1,684 

3.0 

Outside  central  city 

38,697 

38,167 

530 

1.4 

Galveston,  Tex. 

138,196 

113,066 

25,130 

22.2 

Galveston 

65,662 

66,568 

-906 

-1.4 

Outside  central  city 

72,534 

46,498 

26,036 

56.0 

Gary-Hammond-East 
Chicago,  Ind. 

575,010 

408,228 

166,782 

40.9 

Gary 

177,913 

133,911 

44,002 

32.9 

Hammond 

111,528 

87,594 

23,934 

27.3 

East  Chicago 

57,177 

54,263 

2,914 

5.4 

Outside  central  cities 

228,392 

132,460 

95,932 

72.4 

Grand  Rapids,  Mich. 

361,145 

288,292 

72,853 

25.3 

Grand  Rapids 

175,741 

176,515 

-774 

-0.4 

Outside  central  city 

185,404 

111,777 

73,627 

66.0 

Green  Bay  Wis. 

123,922 

98,314 

25,608 

26.0 

Green  Bay 

62,653 

52,735 

9,918 

18.8 

Outside  central  city 

61,269 

45,579 

15,690 

34.4 

Greensboro-High  Point,  N.C. 

243,790 

191,057 

52,733 

27.6 

Greensboro 

119,283 

74,389 

44,894 

60.4 

High  Point 

61,456 

39,973 

21,483 

53.7 

Outside  central  cities 

63,051 

76,695 

-13,644 

-17.8 

Greenville,  S.C. 

208,860 

168,152 

40,708 

24.2 

Greenville 

65,635 

58,161 

7,474 

12.9 

Outside  central  city 

143,225 

109,991 

33,234 

30.2 

Hamilton-Middletown,  Ohio 

199,248 

147,203 

52,045 

35.4 

Hamilton 

73,743 

57,951 

15,792 

27.3 

Middletown 

41,953 

33,695 

8,258 

24.5 

Outside  central  cities 

83,552 

55,557 

27,995 

50.4 

Harrisburg,  Pa. 

342,039 

292,241 

49,798 

10.7 

Harrisburg 

78,869 

89,544 

-10,675 

-11.9 

Outside  central  city 

263,170 

202,697 

41,897 

20.7 

Hartford,  Conn. 

521,810 

406,534 

115,276 

28.4 

Hartford 

160,467 

177,397 

-16,930 

-9.5 

Outside  central  city 

361,343 

229,137 

132,206 

57.7 

Honolulu,  Hawaii 

488,625 

353,020 

135,605 

38.4 

Honolulu 

289,864 

248,034 

41,830 

16.9 

Outside  central  city 

198,761 

104,986 

93,775 

89.3 

Houston,  Tex. 

1,232,179 

806,701 

425,478 

52.7 

Houston 

929,991 

596,163 

333,828 

56.0 

Outside  central  city 

302,188 

210,538 

91,650 

43.5 

Standard  Metropolitan  Increase  or  decrease 


Statistical  Area 

1960 

1950 

Number 

% 

Huntington-Ashland,  W.  Va.- 

Ky-Ohio 

245,071 

245,795 

-724 

-0.3 

Huntington 

76,242 

86,353 

-10,111 

-11.7 

Ashland 

31,150 

31,131 

19 

0.1 

Outside  central  city 

137,179 

128,311 

8,868 

6.9 

Indianapolis,  Ind. 

690,212 

551,777 

138,435 

25.1 

Indianapolis 

470,464 

427,173 

43,291 

10.1 

Outside  central  city 

219,748 

124,604 

95,144 

76.4 

Jackson,  Mich. 

130,925 

107,925 

23,000 

21.3 

Jackson 

50,244 

51,088 

-844 

-1.7 

Outside  central  city 

80,681 

56,837 

23,844 

42.0 

Jackson,  Miss. 

186,572 

142,164 

44,408 

31.2 

Jackson 

143,960 

98,271 

45,689 

46.5 

Outside  central  city 

42,612 

43,893 

-1,281 

-2.9 

Jacksonville,  Fla. 

450,616 

304,029 

146,587 

48.2 

Jacksonville 

197,948 

204,517 

-6,569 

-3.2 

Outside  central  city 

252,668 

99,512 

153,156 

15.4 

Jersey  City,  N.J. 

602,340 

647,437 

-45,097 

-7.0 

Jersey  City 

269,621 

299,017 

-29,396 

-9.8 

Outside  central  city 

332,719 

348,420 

-15,701 

-4.5 

Johnstown,  Pa. 

279,603 

291,354 

-11,751 

-4.0 

Johnstown 

53,636 

63,232 

-9,596 

-15.2 

Outside  central  city 

225,967 

228,122 

-2,155 

-0.9 

Kalamazoo,  Mich. 

168,575 

126,707 

41,868 

33.0 

Kalamazoo 

81,333 

57,704 

23,629 

40.9 

Outside  central  city 

87,242 

69,003 

18,239 

26.4 

Kansas  City,  Mo.-Kan. 

1,061,794 

814,357 

247,437 

30.4 

Kansas  City 

502,557 

456,622 

45,935 

10.1 

Outside  central  city 

559,237 

357,735 

201,502 

56.3 

Kenosha,  Wis. 

98,327 

75,238 

23,089 

30.7 

Kenosha 

66,381 

54,368 

12,013 

22.1 

Outside  central  city 

31,946 

20,870 

11,076 

53.1 

Knoxville,  Tenn. 

364,665 

337,105 

27,560 

8.2 

Knoxville 

110,089 

124,769 

-14,680 

-11.8 

Outside  central  city 

254,576 

212,336 

42,240 

19.9 

Lancaster,  Pa. 

272,899 

234,717 

38,182 

16.3 

Lancaster 

59,420 

63,774 

-4,354 

-6.8 

Outside  central  city 

213,479 

170,943 

42,536 

24.9 

Lansing,  Mich 

299,306 

244,159 

55,147 

22.6 

Lansing 

108,128 

92,129 

15,999 

17.4 

Outside  central  city 

191,178 

152,030 

39,148 

25.8 

Laredo,  Tex. 

64,847 

56,141 

8,706 

15.5 

Laredo 

60,912 

51,910 

9,002 

17.3 

Outside  central  city 

3,935 

4,231 

-296 

-7.0 

Lawrence-Haverhiil, 

Mass.-N.H. 

187,678 

182,442 

5,236 

2.9 

Lawrence 

70,550 

80,536 

-9,986 

-12.4 

Haverhill 

45,836 

47,280 

-1,444 

-3.1 

Outside  central  cities 

71,292 

54,626 

16,666 

30.5 

Lewiston-Auburn,  Me. 

68,479 

68,426 

53 

0.1 

Lewiston 

39,730 

40,974 

-1,244 

-3.0 

Auburn 

24,325 

23,134 

1,191 

5.1 

Outside  central  cities 

4,424 

4,318 

106 

2.5 

Lexington,  Ky. 

129,757 

100,746 

29,011 

28.8 

Lexington 

62,294 

55,534 

6,760 

12.2 

Outside  central  cities 

67,463 

45,212 

22,251 

49.2 

Lima,  Ohio 

102,785 

88,183 

14,602 

16.6 

Lima 

49,203 

50,246 

-1,043 

-2.1 

Outside  central  city 

53,582 

37,937 

15,645 

41.2 

Lincoln,  Neb. 

154,027 

119,742 

34,285 

28.6 

Lincoln 

127,433 

98,884 

28,549 

28.9 

Outside  central  city 

26,594 

20,858 

5,736 

27.5 

Little  Rock-North  Little  Rock, 

Ark. 

239,480 

196,685 

42,795 

21.8 

Little  Rock 

105,747 

102,213 

3,534 

3.5 

North  Little  Rock 

57,211 

44,097 

13,114 

29.7 

Outside  central  cities 

76,522 

50,375 

26,147 

51.9 

Nielsen  blueprints  ’61  coverage  studies;  out-of-home  radio  included 


Detailed  plans  for  A.  C.  Nielsen  Co.’s 
new  national  radio  and  television  cov- 
erage studies,  to  be  known  as  NCS  ’61, 
are  being  announced  today  (June  27), 
by  the  rating  firm. 

Field  work  for  the  radio  portion  will 
start  in  the  fall  of  this  year  and  for  the 
tv  portion  next  spring,  with  both  re- 
ports to  be  tied  to  current  U.  S.  census 
counts  and  expected  to  be  ready  for 
delivery  in  mid-summer  1961  (Closed 
Circuit,  June  13). 

Each  report  will  include  total  homes 
and  tv  (or  radio)  homes  by  state  and 
county;  number  and  percentage  of 


homes  reached  weekly,  day  and  night 
separately,  weekly  and  daily  daytime 
and  nighttime  circulation  of  station  and 
totals  by  state  and  station. 

Radio  data  will  also  include  out-of- 
home listening. 

The  separate  surveys  will  measure, 
2,930  counties  individually,  out  of 
3,076  in  the  U.  S.,  and  the  146  others 
will  be  measured  in  combinations  total- 
ing 70  clusters.  Questionnaires  will  go 
to  some  375,000  families  and  the  re- 
ports will  be  based  on  returns  from  no 
less  than  40%  in  any  county  and  an 
average  of  at  least  50%  for  all  coun- 


ties. Thirteen  Alaskan  and  Hawaiian 
cities  will  be  measured  in  addition  to 
the  continental  counties. 

Costs  per  station  range  from  $500  to 
$5,000  gross  in  the  case  of  radio  re- 
ports and  $600  to  $6,000  gross  for  tv, 
with  discounts  eamable  up  to  50%. 
Costs  for  advertiser  and  agency  sub- 
scribers cover  a wider  range,  depending 
on  the  amount  of  information  needed: 
a small  agency  might  buy  data  on  a 
single  state  for  $40  or  $50,  while  top 
price  for  the  complete  radio  and  tv  serv- 
ice is  $10,000  before  discounts,  which 
can  reduce  this  to  less  than  $7,500. 
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Standard  Metropolitan  Increase  or  decrease 


Statistical  Area 

1960 

1950 

Number 

% 

Lorain-Elyria,  Ohio 

215,822 

148,162 

67,660 

45.7 

Lorain 

68,080 

51,202 

16,878 

33.0 

Elyria 

43,445 

30,307 

13,138 

43.3 

Outside  central  cities 

104,297 

66,653 

37,644 

56.5 

Los  Angeles-Long  Beach, 

Calif. 

6,690,069 

4,367,911 

2,322,158 

53.2 

Los  Angeles 

2,448,018 

1,970,358 

477,660 

24.2 

Long  Beach 

323,996 

250,767 

73,229 

29.2 

Outside  central  cities 

3,918,055 

2,146,786 

1,771,269 

82.5 

Louisville,  Ky.-Ind. 

718,028 

576,900 

141,128 

24.5 

Louisville 

385,688 

369,129 

16,559 

4.5 

Outside  central  city 

332,340 

207,771 

124,569 

60.0 

Lowell,  Mass. 

157,285 

135,987 

21,298 

15.7 

Lowell 

91,609 

97,249 

-5,640 

-5.8 

Outside  central  city 

65,676 

38,738 

26,938 

69.5 

Lubbock,  Tex. 

155,485 

101,048 

54,437 

53.9 

Lubbock 

128,068 

71,747 

56,321 

78.5 

Outside  central  city 

27,417 

29,301 

-1,884 

-6.4 

Lynchburg,  Va. 

110,085 

96,936 

13,149 

13.6 

Lynchburg 

54,415 

47,727 

6,688 

14.0 

Outside  central  city 

55,670 

49,209 

6,461 

13.1 

Macon,  Ga. 

178,952 

135,043 

43,909 

32.5 

Macon 

68,860 

70,252 

-1,392 

-2.0 

Outside  central  city 

110,092 

64,791 

45,301 

69.9 

Madison,  Wis. 

221,994 

169,357 

52,637 

31.1 

Madison 

126,301 

96,056 

30,245 

31.5 

Outside  central  city 

95,693 

73,301 

22,392 

30.5 

Manchester,  N.H. 

92,897 

88,370 

4,527 

5.1 

Manchester 

87,152 

82,732 

4,420 

5.3 

Outside  central  city 

5,745 

5,638 

107 

1.9 

Memphis,  Tenn. 

617,773 

482,393 

135,380 

28.1 

Memphis 

491,691 

396,000 

95,691 

24.2 

Outside  central  city 

126,082 

86,393 

39,689 

45.9 

Miami,  Fla. 

917,851 

495,084 

422,767 

85.4 

Miami 

282,600 

249,276 

33,324 

13.4 

Outside  central  city 

635,251 

245,808 

389,443 

158.4 

Milwaukee,  Wis. 

1,186,875 

956,948 

229,927 

24.0 

Milwaukee 

734,788 

637,392 

97,396 

15.3 

Outside  central  city 

452,087 

319,556 

132,531 

41.5 

Minneapolis-St.  Paul,  Minn. 

1,477,080 

1,151,053 

326,027 

28.3 

Minneapolis 

481,026 

521,718 

-40,692 

-7.8 

St.  Paul 

313,209 

311,349 

1,860 

0.6 

Outside  central  cities  - 

682,845 

317,986 

364,859 

114.7 

Mobile,  Ala. 

312,986 

231,105 

81,881 

35.4 

Mobile 

191,640 

129,009 

62,631 

48.5 

Outside  central  city 

121,346 

102,096 

19,250 

18.9 

Montgomery,  Ala. 

168,525 

138,-965 

29,560 

21.3 

Montgomery 

133,874 

106,525 

27,349 

25.7 

Outside  central  city 

34,651 

32,440 

2,211 

6.8 

Muncie,  Ind. 

110,230 

90,252 

19,978 

22.1 

Muncie 

67,966 

58,479 

9,487 

16.2 

Outside  central  city 

42,264 

31,773 

10,491 

33.0 

Muskegon-Muskegon  Heights 

Mich. 

148,821 

121,545 

27,276 

22.4 

Muskegon 

45,819 

48,429 

-2,610 

-5.4 

Muskegon  Heights 

19,552 

18,828 

724 

3.8 

Outside  central  cities 

83,450 

54,288 

29,162 

53.7 

Nashville,  Tenn. 

391,968 

321,758 

70,210 

21.8 

Nashville 

165,406 

174,307 

-8,901 

-5.1 

Outside  central  city 

226,562 

147,451 

79,111 

53.7 

New  Bedford,  Mass 

141,256 

141,984 

-728 

-0.5 

New  Bedford 

100,749 

109,189 

-8,440 

-7.7 

Outside  central  city 

40,507 

32,795 

7,712 

23.5 

New  Britain,  Conn. 

128,467 

104,251 

24,216 

23.2 

New  Britain 

81,569 

73,726 

7,843 

10.6 

Outside  central  city 

46,898 

30,525 

16,373 

53.6 

New  Haven,  Conn. 

308,654 

269,714 

38,940 

14.4 

New  Haven 

148,923 

164,443 

-15,520 

-9.4 

Outside  central  city 

159,731 

105,271 

54,460 

51.7 

New  Orleans,  La. 

860,205 

685,405 

174,600 

25.5 

New  Orleans 

620,979 

570,445 

50,534 

8.9 

Outside  central  city 

239,226 

114,960 

124,066 

107.9 

New  York,  N.Y. 

10,545,300 

9,555,943 

989,357 

10.4 

New  York 

7,660,000 

7,891,957 

-231,957 

-2.9 

Outside  central  city 

2,885,300 

1,663,986 

1,221,314 

73.4 

Newark,  N.J. 

1,726,862 

1,468,458 

258,404 

17.6 

Newark 

396,252 

438,776 

-42,524 

-9.7 

J Outside  central  city 

1,330,610 

1,029,682 

300,928 

29.2 

Newport  News-Hampton,  Va. 

222,984 

154,977 

68,007 

43.9 

Newport  News 

112,639 

42,358 

70,281 

165.9 

Hampton 

88,890 

5,966 

82,924  1389.9 

Outside  central  cities 

21,455 

106,653 

-85,198 

-79.9 

Norfolk-Portsmouth,Va. 

537,618 

446,200 

91,418 

20.5 

Norfolk 

272,908 

213,513 

59,395 

27.8 

Portsmouth 

106,884 

80,039 

26,845 

33.5 

Outside  central  cities 

157,826 

152,648 

5,178 

3.4 

Ogden,  Utah 

110,762 

83,319 

27,443 

32.9 

Ogden 

70,394 

57,112 

13,282 

23.3 

Outside  central  city 

40,368 

26,207 

14,161 

54.0 

Oklahoma  City,  Okla. 

502,707 

392,439 

110,268 

28.1 

Oklahoma  City 

317,542 

243,504 

74,038 

30.4 

Outside  central  city 

185,165 

148,935 

36,230 

24.3 

Omaha,  Nebraska-Iowa 

456,458 

366,395 

90,063 

24.6 

Omaha 

300,674 

251,117 

49,557 

19.7 

Outside  central  city 

155,784 

115,278 

40,506 

35.1 

Standard  Metropolitan 
Statistical  Area 
Orlando,  Fla., 

Orlando 

Outside  central  city 
Paterson-Clifton-Passaic, 
N.J. 

Paterson 

Clifton 

Passaic 

Outside  central  cities 
Pensacola,  Fla. 

Pensacola 

Outside  central  city 
^Peoria,  III. 

Peoria 

Outside  central  city 
Philadelphia,  Pa.-N.J. 
Philadelphia 
Outside  central  city 
Phoenix,  Ariz. 

Phoenix 

Outside  centra]  city 
Pittsburgh,  Pa. 

Pittsburgh 

Outside  central  city 
Pittsfield,  Mass.  . 
Pittsfield 

Outside  central  city 
Portland,  Me. 

Portland 

Outside  central  city 
Portland,  Ore.-Wash. 
Portland 

Outside  central  city 
Providence-Pawtucket,  R.I.- 
Mass. 

Providence 
Pawtucket  - 
. Outside  central  cities 
Pueblo,  Colo. 

Pueblo 

Outside  central  city 
Racine,  Wis. 

Racine 

Outside  central  city 
Raleigh,  N.C. 

Raleigh 

Outside  central  city 
Reading,  Pa. 

Reading 

Outside  central  city 
Richmond,  Va. 

Richmond 

Outside  central  city 
Roanoke,  Va. 

Roanoke 

Outside  central  city 
Rochester,  N.Y. 

Rochester 

Outside  central  city 
Rockford,  III. 

Rockford 

Outside  central  city 
Sacramento,  Calif. 
Sacramento 
Outside  central  city 
Saginaw,  Mich. 

Saginaw 

Outside  central  city 
St.  Joseph,  Mo. 

St.  Joseph 
Outside  central  city 
St.  Louis,  Mo. -III. 

St.  Louis.  1 
Outside  central  city 
Salt  Lake  City,  Utah 
Salt  Lake  City 
Outside  central  city 
San  Angelo,  Tex. 

San  Angelo 
Outside  central  city 
San  Antonio,  Tex. 

San  Antonio 
Outside  central  city 
San  Bernardino-Riverside- 
Ontario,  Calif. 

San  Bernardino 

Riverside 

Ontario 

Outside  central  cities 
San  Diego,  Calif. 

San  Diego 
Outside  central  city 
San  Francisco-Oakland,  Calif. 
San  Francisco 
Oakland 

Outside  central  cities 


1960 

1950 

317,412 

141,833 

86,880 

52,367 

230,532 

89,466 

1,180,186 

876,232 

141,385 

139,336 

81,696 

64,511 

53,770 

57,702 

903,335 

614,683 

202,446 

131,260 

56,548 

43,479 

145,898 

88,781 

287,188 

250,512 

102,751 

111,856 

184,437 

138,656 

4,081,827 

3,671,048 

1,959,966 

2,071,605 

2,121,861 

1,599,443 

652,032 

331,770 

430,459 

106,818 

221,573 

224,952 

2,394,623 

2,213,236 

600,684 

676,806 

1,793,939 

1,536,430 

71,568 

66,567 

57,223 

53,348 

14,345 

13,219 

122,128 

119,942 

74,136 

77,634 

47,992 

42,308 

815,745 

704,829 

370,339 

373,628 

445,406 

331,201 

814,028 

760,202 

206,728 

248,674 

80,492 

81,436 

526,808 

430,092 

117,547 

90,188 

90,440 

63,685 

27,107 

26,503 

140,745 

109,585 

88,656 

71,193 

52,089 

38,392 

168,815 

136,450 

93,097 

65,679 

75,718 

70,771 

271,828 

255,740 

96,462 

109,320 

175,366 

146,420 

406,053 

328,050 

218,028 

230,310 

188,025 

97,740 

157,560 

133,407 

96,098 

91,921 

61,462 

41,486 

582,777 

487,632 

316,074 

332,488 

266,703 

155,144 

208,678 

152,385 

125,955 

92,927 

82,723 

59,458 

500,719 

277,140 

190,699 

137,572 

310,020 

139,568 

189,229 

153,515 

97,031 

92,918 

92,198 

60,597 

89,176 

96,826 

78,370 

78,588 

10,806 

18,238 

2,040,188 

1,719,288 

740,424 

856,796 

1,299,764 

862,492 

380,787 

274,895 

188,197 

182,121 

192,590 

92,774 

63,415 

58,929 

57,811 

52,093 

5,604 

6,836 

683,262 

500,460 

584,471 

408,442 

98,791 

92,018 

801,084 

451,688 

91,728 

63,058 

83,714 

46,764 

46,407 

22,872 

579,235 

318,994 

1,003,522 

556,808 

547,294 

334,387 

456,228 

222,421 

2,721,045 

2,240,767 

715,609 

775,357 

361,082 

384,575 

1,644,354 

1,080,835 

Increase  or  decrease 
Number  % 
175,579  123.8 
34,513  65.9 

141,066  157.7 


303,954 

34.7 

2,049 

1.5 

17,185 

26.6 

-3,932 

-6.8 

288,652 

47.0 

71,186 

54.2 

13,069 

30.1 

57,117 

64.3 

36,676 

14.6 

-9,105 

-8.1 

45,781 

33.0 

410,779 

11.2 

-111,639 

-5.4 

522,418 

32.7 

320,262 

96.5 

323,641 

303.0 

-3,379 

-1.5 

181,387 

8.2 

-76,122 

-11.2 

257,509 

16.8 

5,001 

7.5 

3,875 

7.3 

1,126 

8.5 

2,186 

1.8 

-3,498 

-4.5 

5,684 

13.4 

110,916 

15.7 

-3,289 

-0.9 

114,205 

34.5 

53,826 

7.1 

-41,946 

-16.9 

-944 

-1.2 

96,716 

22.5 

27,359 

30.3 

26,755 

42.0 

604 

2.3 

31,160 

28.4 

17,463 

24.5 

13,697 

35.7 

32,365 

23.7 

27,418 

41.7 

4,947 

7.0 

16,088 

6.3 

-12,858 

-11.8 

28,946 

19.8 

78,003 

23.8 

-12,282 

-5.3 

90,285 

92.4 

24,153 

18.1 

4,177 

4.5 

19,976 

48.2 

95,145 

19.5 

-16,414 

-4.9 

111,559 

71.9 

56,293 

36.9 

33,028 

35.5 

23,265 

39.1 

233,579 

80.7 

53,127 

38.6 

170,452 

122.1 

35,714 

23.3 

4,113 

4.4 

31,601 

52.1 

-7,650 

-7.9 

-218 

-0.3 

-7,432 

-40.8 

320,900 

18.7 

-116,372 

-13.6 

437,272 

50.7 

105,892 

38.5 

6,076 

3.3 

99,816 

107.6 

4,486 

7.6 

5,718 

11.0 

-1,232 

-18.0 

182,802 

36.5 

176,029 

43.1 

6,773 

7.4 

349,396 

77.4 

28,670 

45.5 

36,950 

79.0 

23,535 

102.9 

260,241 

81.6 

446,714 

80.2 

212,907 

63.7 

233,807 

105.1 

480,278 

21.4 

-59,748 

-7.7 

-23,493 

-6.1 

563,519 

52.1 

48  (BROADCAST  ADVERTISING) 


BROADCASTING,  June  27,  1960 


1100 

RADIO 
STATIONS 
NOW  IN  THE 
KEYSTONE 
NETWORK 


WELCOME  STATION  KSEO, 

DURANT,  OKLAHOMA! 

OUR  1 100TH  AFFILIATE.  We  are  proud  to  add  to  our  ever 
growing  family  of  radio  station  affiliates  the  only  station 
in  Bryan  county,  Oklahoma.  This  fine  station  was  established  in 
1947  and  is  owned  by  the  Durant  Publishing-Broadcasting  Corp. 
The  manager  of  the  station  is  Lewis  W.  Coleman. 

Congratulations  KSEO,  we’re  proud  and  happy  to  have  you  with  us. 


CHICAGO 

111  W.  Washington  St. 
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□ The  capital  ladies  in  the  capital  city  make  up  their  minds— and  theii  jj 
shopping  lists— before  the  stroke  of  noon.  In  the  pre-shopping  hours 

□ It’s  this  distaff  quirk  that  makes  the  following  fact  so  significant 


uuvn  uvu 

make  up  their  minds 
in  the  morning . . . 

and  the  greatest  share  are  influenced  by 

WRC-TV 


Between  7 am  and  12  noon,  Monday  through  Friday,  WRC-TV  attract; 
more  women  viewers  than  any  other  station  in  the  Washington  area 
S Owned  • Channel  4 in  Washington  • Sold  byNBCSpot  Sales  -WRC-TV 

Source:  Washington  ARB  Jan. -April  196') 


Standard  Metropolitan  Increase  or  decrease 


Statistical  Area 

1960 

1950 

Number 

% 

San  Jose,  Calif. 

639,612 

290,547 

349,068 

120.1 

San  Jose 

202,571 

95,280 

107,291 

112.6 

Outside  central  city 

437,044 

195,267 

241,777 

123.8 

Santa  Barbara,  Calif. 

167,883 

98,220 

69,663 

70.9 

Santa  Barbara 

58,259 

44,854 

13,405 

29.9 

Outside  central  city 

109,624 

53,366 

56,258 

105.4 

Savannah,  Ga. 

186,161 

151,481 

34,680 

22.9 

Savannah 

147,378 

119,638 

27,740 

23.2 

Outside  central  city 

38,783 

31,843 

6,940 

21.8 

Scranton,  Pa. 

232,702 

257,396 

-24,694 

-9.6 

Scranton 

109,891 

125,536 

-15,645 

-12.5 

Outside  central  city 

122,811 

131,860 

-9,049 

-6.9 

Seattle,  Wash. 

1,096,778 

844,572 

252,206 

29.9 

Seattle 

550,525 

467,591 

82,934 

17.7 

Outside  central  city 

546,253 

376,981 

169,272 

44.9 

Shreveport,  La. 

280,232 

216,686 

63,546 

29.3 

Shreveport 

163,777 

127,206 

36,571 

28.7 

Outside  central  city 

116,455 

89,480 

26,975 

30.1 

Sioux  City,  Iowa 

107,777 

103,917 

3,860 

3.7 

Sioux  City 

89,168 

83,991 

5,177 

6.2 

Outside  central  city 

18,609 

19,926 

-1,317 

-6.6 

Sioux  Falls,  S.D. 

85,310 

70,910 

14,400 

20.3 

Sioux  Falls 

65,013  ■ 

52,696 

12,317 

23.4 

Outside  central  city 

20,297 

18,214 

2,083 

11.4 

South  Bend,  Ind. 

237,874 

205,058 

32,816 

16.0 

South  Bend 

132,100 

115,911 

16,189 

14.0 

Outside  central  city 

105,774 

89,147 

16,627 

18.7 

Spokane,  Wash. 

277,745 

221,561 

56,184 

25.4 

Spokane 

179,729 

161,721 

18,008 

11.1 

Outside  central  city 

98,016 

59,840 

38,176 

63.8 

Springfield,  III. 

146,096 

131,484 

14,612 

11.1 

Springfield 

83,001 

81,628 

1,373 

1.7 

Outside  central  city 

63,095 

49,856 

13,239 

26.6 

Springfield,  Mo. 

125,376 

104,823 

20,553 

19.6 

Springfield 

95,764 

66,731 

29,033 

43.5 

Outside  central  city 

29,612 

38,092 

-8,480 

-22.3 

Springfield,  Ohio 

130,701 

111,661 

19,040 

17.1 

Springfield 

82,075 

78,508 

3,567 

4.5 

Outside  central  city 

48,626 

33,153 

15,473 

46.7 

Springfield-Holyoke,  Mass. 

475,211 

413,494 

61,717 

14.9 

Springfield 

173,736 

162,399 

11,337 

7.0 

Holyoke 

52,225 

54,661 

-2,436 

-4.5 

Outside  central  cities 

249,250 

196,434 

52,816 

26.9 

Stamford,  Conn. 

174,146 

134,896 

39,250 

29.1 

Stamford 

89,956 

74,293 

15,663 

21.1 

Outside  central  city 
Steubenville-Weirton, 

84,190 

60,603 

23,587 

38.9 

Ohio-W.Va. 

168,203 

157,787 

10,416 

6.6 

Steubenville 

33,019 

35,872 

-2,853 

-8.0 

Weirton 

28,006 

24,005 

4,001 

16.7 

Outside  central  cities 

107,178 

97,910 

9,268 

9.5 

Stockton,  Calif. 

248,622 

200,750 

47,872 

23.8 

Stockton 

85,452 

70,853 

14,599 

20.6 

Outside  central  city 

163,170 

129,897 

33,273 

25.6 

Syracuse,  N.Y. 

562,499 

465,114 

97,385 

20.9 

Syracuse 

215,291 

220,583 

-5,292 

-2.4 

Outside  central  city 

347,208 

244,531 

102,677 

42.0 

Tacoma,  Wash. 

318,258 

275,876 

42,382 

15.4 

Tacoma 

146,734 

143,673 

3,061 

2.1 

Outside  central  city 

171,524 

132,203 

39,321 

29.7 

Tampa-St.  Petersburg,  Fla. 

760,660 

409,143 

351,517 

85.9 

Tampa 

270,610 

124,681 

145,929 

117.0 

St.  Petersburg 

178,088 

96,738 

81,350 

84.1 

Outside  central  cities 

311,962 

187,724 

124,238 

66.2 

Standard  Metropolitan 

Increase  or  decrease 

Statistical  Area 

1960 

1950 

Number 

% 

Terre  Haute,  Ind. 

107,654 

105,160 

2,494 

2.4 

Terre  Haute 

71,851 

64,214 

7,637 

11.9 

Outside  central  city 

35,803 

40,946 

-5,143 

-12,6 

Toledo,  Ohio 

453,365 

395,551 

57,814 

14.6 

Toledo 

315,643 

303,616 

12,027 

4.0 

Outside  central  city 

137,722 

91,935 

45,787 

49.8 

Topeka,  Kan. 

140,486 

105,418 

35,068 

33.3 

Topeka 

118,681 

78,791 

39,890 

50.6 

Outside  central  city 

21,805 

26,627 

-4,822 

-18.1 

Trenton,  N.J. 

265,766 

229,781 

35,985 

15.7 

Trenton 

114,015 

128,009 

-13,994 

-10.9 

Outside  central  city 

151,751 

101,772 

49,979 

49.1 

Tucson,  Ariz. 

262,139 

146,216 

120,923 

85.6 

Tucson 

210,016 

45,454 

164,562 

362.0 

Outside  central  city 

52,123 

45,762 

-43,639 

-45.6 

Tulsa,  Okla. 

414,117 

327,900 

86,217 

26.3 

Tuisa 

258,563 

182,740 

75,823 

41.5 

Outside  central  city 

155,554 

145,160 

10,394 

7.2 

Utica-Rome,  N.Y. 

328,255 

284,262 

43,993 

15.5 

Utica 

99,262 

101,531 

-2,269 

2.2 

Rome 

51,131 

41,682 

9,449 

22.7 

Outside  central  cities 

177,862 

141,049 

36,813 

26.1 

Waco,  Tex. 

148,336 

130,194 

18,142 

13.9 

Waco 

96,776 

84,706 

12,070 

14.2 

Outside  central  city 

51,560 

45,488 

6,072 

13.3 

Washington,  D.C.-Md.-Va. 

1,968,562  . 

1,464,089 

504,473 

34.5 

Washington 

746,958 

802,178 

-55,220 

-6.9 

Outside . central  city 

1,221,604 

661,911 

559,693 

84.6 

Waterbury,  Conn. 

180,538 

154,656 

25,882 

16.7 

Waterbury 

106,803 

104,477 

2,326 

2.2 

Outside  central  city 

73,735 

50,179 

23,556 

46.9 

Waterloo,  Iowa 

121,575 

100,448 

21,127 

21.0 

Waterloo 

71,042 

65,198 

5,844 

9.0 

Outside  central  city 

50,533 

35,250 

15,283 

43.4 

West  Palm  Beach,  Fla 

224,537 

114,688 

109,849 

95.8 

West  Palm  Beach 

55,539 

43,162 

12,377 

28.7 

Outside  central  city 

168,998 

71,526 

97,472 

136.3 

Wheeling,  W.Va.-Ohio 

188,166 

196,305 

-8,139 

-4.1 

Wheeling 

52,885 

58,891 

-6,006 

-10.2 

Outside  central  city 

135,281 

137,414 

-2,133 

-1.6 

Wichita,  Kan. 

342,019  „ 

222,290 

119,729 

53.9 

Wichita 

254,262 

168,279 

85,983 

51.1 

Outside  central  city 

87,757 

54,011 

33,746 

62.2 

Wichita  Falls,  Tex. 

124,783 

98,493 

26,290 

26.7 

Wichita  Falls 

103,204 

68,042 

35,162 

51.7 

Outside  central  city 

21,579 

30,451 

-8,872 

-29.1 

Wilkes-Barre-Hazleton,  Pa. 

346,506 

392,241 

-45,735 

-11.7 

Wilkes-Barre 

61,971 

76,826 

-14,855 

-19.3 

Hazleton 

31,854 

35,491 

-3,637 

-10.2 

Outside  central  cities 

252,681 

279,924 

-27,243 

-9.7 

Wilmington,  Del.-N.J. 

363,527 

268,387 

95,140 

35.4 

Wilmington 

94,262 

110,356 

-16,094 

-14.6 

Outside  central  city 

269,265 

158,031 

111,234 

70.4 

Winston-Salem,  N.C. 

188,229 

146,135 

42,094 

28.8 

Winston-Salem 

110,446 

87,811 

22,635 

25.8 

Outside  central  city 

77,783 

58,324 

19,459 

33.4 

Worcester,  Mass. 

322,748 

303,037 

19,711 

6.5 

Worcester 

186,247 

203,486 

-17,239 

-8.5 

Outside  central  city 

136,501 

99,551 

36,950 

37.1 

York,  Pa. 

236,723 

202,737 

33,986 

16.8 

York 

53,927 

59,953 

-6,026 

-10.1 

Outside  central  city 

182,796 

142,784 

40,012 

28.0 

Youngstown-Warren,  Ohio 

507,062 

416,544 

90,518 

21.7 

Youngstown 

165,709 

168,330 

-2,621 

-1.6 

Warren 

59,269 

49,856 

9,413 

18.9 

Outside  central  cities 

282,084 

198,358 

83,726 

42.2 

Ayer  presses  reps 
for  rate  card  action 

Station  representatives  are  going  to 
hear  from  N.W.  Ayer  & Son,  Philadel- 
phia, next  week.  L.D.  Farnath,  media 
vice  president  wants  to  know  what  their 
stations  plan  to  do  about  the  ratecard 
muddle. 

Ayer,  at  a New  York  luncheon  last 
month  asked  representatives  to  mediate 
with  station  to  eliminate  rate  confusion 
and  abuses  among  different  classes  of 
advertiser  defined  variously  as  national, 
local,  regional,  retail  and  otherwise 
(Broadcasting,  June  6 et  seq.).  Reps 
interpreted  Ayer’s  notice  to  mean  that 
the  agency,  if  necessary,  would  go  indi- 
vidually to  stations  and  negotiate  con- 
tracts direct  if  it  felt  clients  would  not 


get  fair  treatment  otherwise. 

Now  Mr.  Farnath  wants  to  see  re- 
sults. He  has  no  illusions,  however, 
about  the  single-rate  system.  This  would 
end  the  confusion  but  isn’t  likely  to  be 
adopted  by  all  stations  anytime  soon. 
What  Mr.  Farnath  does  seriously  hope 
for:  Agreement  in  the  business  on  rate- 
card  definitions,  who  is  local  or  retail 
and  who  is  national.  Getting  equal  treat- 
ment for  comparable  advertisers  would 
thus  be  considerably  simplified.  Busi- 
ness-wide definition  of  who  qualifies  for 
what  rates  is  the  realistic  approach,  he 
believes. 

Mr.  Farnath  already  has  heard  direct 
from  some  stations,  but  these  are  the 
ones  that  already  have  clearcut  cards — 
stations  that  cause  an  agency  no  trouble 
on  rate  definitions. 


Chicago  firm  blends 
production,  copy  units 

Tatham  Laird,  Chicago  based  agency 
with  estimated  broadcast  billings  of 
over  $20  million,  has  completed  the 
blending  of  its  radio-tv  commercial 
production  and  copy  units  into  a “fully 
integrated”  creative  department. 

Jerry  Birn,  copy  chief,  will  head  up 
the  combined  department,  with  Tom 
Cadden  serving  as  commercial  produc- 
tion supervisor.  Dan  Ryan,  commercial 
production  manager  and  founder  of  the 
department  is  expected  to  announce  his 
retirement  shortly. 

The  realignment  is  designed  to  pro- 
duce greater  efficiency  in  the  creative 
processes  of  developing  coordinated 
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Portrait  of  a Pioneer 

We  told  you  before  that  we  were  born  and  raised 
here  in  Central  Ohio.  Today  we  want  to  introduce 
you  to  a lady  whose  roots  in  our  home  town  turn  us 
green  with  envy. 

She  was  born  on  Abbott  Avenue  in  1885  and 
remembers  so  much  about  our  city  and  its  people.  j 
People  like  Eddie  Rickenbacker  who  as  a small  boy 
was  constantly  fooling  with  machines.  James  Thur- 
ber  was  a quiet  thoughtful  lad  from  Parsons  Avenue. 
She  remembers  how  everybody  had  a pet  theory 
about  the  blight  that  eventually  took  down  every 
elm  tree  on  Broad  Street  and  Bryden  Road.  She’s 
an  authority  on  the  1913  flood  as  well  as  the  one 
that  forced  our  own  crew  to  enter  and  leave  our 
studios  by  boat  in  January,  1959. 

But  her  days  are  filled  with  far  more  than  mem- 
ories. It  is  our  happy  lot  to  keep  her  company  in  the 
daytime  and  early  evening,  and  the  glow  from  the 
screen  is  quite  often  matched  by  the  light  in  her  eyes. 
She  discovers  with  WBNS-TV  that  life  is  as  fresh 
and  exciting  now  as  it  ever  was. 

Though  we  are  constant  companions,  once  in  a 
while  she  takes  us  to  task.  There  was  the  time  we 
announced  a programming  change  which  would 
leave  her  favorite  afternoon  continued  story  tem- 
porarily without  a home.  Literally  thousands  of 
phone  calls  and  letters  from  this  lady  and  her  sis- 
ters got  us  and  her  program  back  on  schedule. 

With  programming  counsel  such  as  this  available 
to  WBNS-TV,  is  it  any  wonder  Central  Ohio  keeps 
tuning  us  in.  The  Madison  Avenue  grapevine  has 
it  like  this:  “If  you  want  to  be  seen  in  Central  Ohio 
— WBNS-TV  r 

WBNS-TV 

CBS  Television  in  Columbus,  Ohio 

Affiliated  with  The  Columbus  Dispatch  and 
WBNS  Radio.  Represented  by  Blair  TV.  316  kio 
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print  and  television  campaigns,  the 
agency  explained.  It  also  culminates  a 
gradual  evolvement  of  policy  from  sev- 
eral years  ago  when  TL  abandoned  the 
division  of  its  copy  department  into 
separate  groups  of  writers  for  tv  and 
print.  It  was  felt  the  previous  policy 
led  to  creative  inefficiency,  overlapping 
assignments  and  duplicate  creative  man- 
agement. So  writers  were  given  both 
tv  and  print. 

New  Portland  agency 

Foland  Adv.  Inc.,  a new  agency  in 
Portland,  Ore.,  has  established  offices 
in  a suite  at  310  S.W.  Sixth  Ave.  Mil- 
ton  A.  Foland,  vice  president,  director 
and  manager  of  Pacific  National  Adv. 
for  14  years,  is  president.  Ruth  S. 
Foland,  formerly  creative  director  and 
secretary-treasurer  of  Pacific  National, 
is  an  incorporator  of  the  new  firm. 
During  his  tenure  with  Pacific  National, 
Mr.  Foland  directed  advertising  for 
many  large  national  and  regional  food, 
industrial  and  financial  advertisers  in 
the  Northwest.  He  reports  that  some 
of  the  food  clients  were  among  the 
largest  buyers  of  spot  radio  across  the 
country  out  of  the  Portland  market. 

M Also  in  advertising 

Greenwich  agency  ■ Allston,  Smith  & 
Somple  Inc.,  a new  advertising  agency, 
will  open  permanent  offices  July  5 at 
36  Mason  St.,  Greenwich,  Conn.  The 
firm  has  acquired  the  following  ac- 
counts: Arnold  Bakers  Inc.,  Cox  Kitch- 
ens Inc.,  and  Ward-Griffith  Co.,  news- 
paper reps.  AS&S  also  is  affiliated  with 
Trans-Ocean  Public  Relations,  which 
will  handle  publicity  and  public  rela- 
tions for  the  agency  in  this  country  and 
advertising  as  well  as  publicity  in  Eu- 
rope in  return  for  which  AS&S  will 
place  advertising  in  U.S.  and  Canada 
for  Trans-Ocean’s  European  clients. 
AS&S  executive  personnel  include: 
Eldredge  K.  Allston,  president;  Wil- 
liam Philip  Smith,  vice  president  and 
director  of  radio-tv;  Joseph  Somple, 
vice  president  and  director  of  art  and 
production,  and  Mildren  C.  Allston, 
secretary-treasurer. 

Standards  set  ■ WAVE  - AM  - TV 
Louisville,  Ky.,  has  distributed  booklets 
of  standards  and  requirements  to  ad- 
vertising agencies  in  Louisville  and  oth- 
er cities  and  has  reported  a favorable 
reaction.  The  booklets  deal  with  radio- 
tv commercial  material  and  all  phases 
of  the  stations’  standards  are  discussed. 
Nathan  Lord,  WAVE  vice  president, 
stated  that  the  publications  were  issued 
to  help  both  the  agencies  and  the  sta- 
tions perform  the  best  possible  service 
to  advertisers.  He  also  said  that  WAVE 
plans  to  institute  a charge  for  any  agen- 
cy responsibilities  it  has  to  perform  in 


the  future.  The  booklets  include  sam- 
ple commercials,  film  and  art  specifica- 
tions, deadline  requirements,  and  a 
number  of  other  standards  for  both 
radio  and  tv. 

Council  relocates  ■ The  new  west  coast 
headquarters  of  the  Advertising  Coun- 
cil Inc.  will  be  at  the  First  Federal 
Bldg.,  Suite  608,  1717  Highland  Ave., 
Los  Angeles  28.  Its  new  telephone 
number  will  be  Hollywood  2-0988. 

WSAAA  move  ■ New  headquarters  for 
Western  States  Advertising  Agencies 
Assn,  is  3175  W.  Sixth  St.,  Suite  302, 
Los  Angeles  5.  Telephone  number  re- 
mains Dunkirk  8-3371. 

New  move  ■ Swafford  & Co.  Adver- 
tising has  moved  into  its  own  building 
at  10517  Santa  Monica  Blvd.,  L.A. 
Agency’s  new  telephone  number  is 
Bradshaw  2-9421.  Swafford,  a 25-year- 
old  agency,  has  been  located  in  Bever- 
ly Hills  for  10  years. 

Ad  kits  ■ Advertising  Federation  of 
America,  Bureau  of  Education  and  Re- 
search, has  released  its  third  kit  of  edu- 
cational materials  designed  to  clarify 
the  social  and  economic  roles  of  adver- 
tising in  U.S.  The  kit  contains  an  essay 
on  social  responsibilities  of  advertising, 
as  well  as  a radio-tv  script,  a high 
school-college  talk,  and  news  releases 
prepared  for  college  publications  and 
local  newspapers. 

Moves  ■ Space  & Time  Adv.,  L.A.,  has 
moved  to  new  offices  at  9060  Santa 
Monica  Blvd.  Telephone:  Bradshaw  2- 
9101. 

Cigarette  survey  ■ U.S.  Tele-Service 
Corp.,  tv  monitoring  firm,  is  offering 
advertising  agencies  a complete  quar- 
terly photo  survey  of  network  cigarette 
commercials.  The  full  report  on  the 
first  survey,  which  started  April  1,  is 
priced  at  $600.  It  includes  photo- 
scripts of  some  350  different  commer- 
cials; a complete  log  of  all  network 
commercials  including  the  program, 
specific  time  of  each  commercial,  theme 
identification  and  analysis  of  each  com- 
mercial; and  complete  collation,  tab- 
ulation and  analysis  quantitatively.  The 
company  is  located  at  369  Lexington 
Ave.,  New  York  17. 

Barter,  anyone?  ■ Tv  stations  are  of- 
fered 1 19  mystery  episodes,  titled  Un- 
covered, on  a barter  basis  by  the 
Thompson-Koch  Co.,  New  York  adver- 
tising agency.  The  series  consists  of  91 
half-hour  segments  of  Saber  of  London 
and  28  segments  of  The  Vise.  The 
series  is  owned  by  Sterling  Drug  Co. 
The  transaction  is  subject  to  the  usual 
agency  commission  by  Thompson- 
Koch,  one  of  Sterling’s  agencies. 


56  (BROADCAST  ADVERTISING) 


BROADCASTING,  June  27,  1960 


Summertime 
or  any  season  . . . 

rTVu  continues  to 
deliver  lower  cost-per- 
thousand  campaigns  to 
Advertisers  in  the  San 
Francisco  Bay  Area. 


Right  now  you  can  buy  prime 
time  availabilities  (Minutes, 
twenties  and  ID’s)  in  aM  time 
segments  . . . and  only  KTVU 
offers  PLAN  RATES  on  spots  in 
all  time  classifications. 

ADD  IT  ALL  UP  . . . 

AND  YOU  WILL  BUY 


AN  NAB  CODE  STATION 


n Francisco  • Oakland 
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In  the  Albany-Thomasville,  Ga. 
And  Tallahassee,  Fla.  Area  Is 

WALB-TY 


The  Only  Primary  NBC 
Outlet  Between 
Atlanta  And  The  Gulf 


• Latest  Nielsen  figures  cov- 
ering the  Albany-Thomas- 
ville-Tallahassee  area  show 
more  people  watch  WALB- 
TV  than  any  other  station! 

• In  addition  to  Albany, 
Thomasville,  and  Tallahas- 
see, Grade  "B"  coverage 
also  includes  Valdosta  and 
Moultrie. 

• Make  WALB-TV  your  first 
choice  in  this  rich  market 
with  over  750,000  people, 
over  $739  million  spendable 
income. 


WALB-TV 


ALBANY,  GA. 
CHANNEL  10 


m 


Represented  nationally  by 
Venard  Rintoul  & McConnell,  Inc. 


In  the  South  by  James  S.  Ayers  Co. 


THE  MEDIA 

ABC  RADIO  UNVEILS  PLANS 

Include  new  show  ‘Flair’  for  housewives 


Blueprints  for  “The  New  ABC  Ra- 
dio” were  submitted  to  key  affiliates 
last  Friday  by  Robert  R.  Pauley,  vice 
president  in  charge  of  the  network,  and 
his  associates  at  a meeting  in  New 
York. 

Key  proposals,  in  line  with  ABC  Ra- 
dio’s new  policy  of  aiming  primarily  at 
the  young-adult  and  particularly  the 
young-housewife  audience  (Broadcast- 
ing, June  6),  included  the  following: 

■ A new  55-minute  across-the-board 
program  mixing  popular-music  record- 
ings with  short  features.  It  would  be 
called  Flair  and  start  Oct.  3 in  the  1- 
1 : 55  p.m.  spot  Monday  through  Friday. 
The  program  would  be  designed  “for 
women  with  a flair  for  living  and  a flair 
for  fun”  and  its  features,  not  more  than 
90  seconds  in  length,  would  be  sched- 
uled every  five  minutes  and  deal  with 
such  diverse  subjects  as  makeup,  baby 
care,  Flollywood  interviews,  recipes, 
comedy,  overseas  pickups  and  the  like. 

■ Five-minute  newscasts  at  55  min- 
utes past  the  hour  would  be  extended 
to  an  every-hour  basis  starting  at  7:55 
a.m.  and  continuing  through  the  11:55 
p.m.  report.  News  coverage  would  be 
intensified  and  greater  emphasis  placed 
on  “name  newscasters.” 

■ Sports  coverage  would  be  expanded 
through  both  increased  emphasis  on 
sports  personalities  and  additions  to  the 
list  of  sports  events  covered. 

■ The  network  expects  not  only  to 
renew  Breakfast  Club  when  its  contract 
expires  this  year  but  also  to  use  it  as  a 
showcase  for  new  talent. 

■ Two  spots  in  Flair  would  be  made 
available  for  local  sales  at  no  cost  to 
the  stations,  and  two  in  Breakfast  Club, 
which  now  are  pre-emptible,  would  be 
made  “permanent.” 

The  proposals  were  outlined  at  a 
meeting  of  the  network’s  Select  Affili- 
ates Committee.  Mr.  Pauley  and  other 
network  officials  emphasized  that  the 
plans  were  designed  for  maximum  bene- 
fit for  affiliates  as  well  as  the  network, 
its  advertisers  and  its  audiences.  For 
instance,  he  said,  short  schedules  and 
short  cancellation  notices  will  be  elimi- 
nated and  new  programs  henceforth 
must  have  “a  clear  reason  for  being.” 

Officials  said  they  had  not  yet  offered 
Flair  for  sale  but  that  they  had  found 
keen  interest  among  agency  executives 
with  whom  they  had  discussed  the  pro- 
gram concept.  It  will  be  offered  for 
sale  in  units  based  on  its  featurettes,  and 
combination  purchases  composed  of  seg- 
ments of  both  Flair  and  Breakfast  Club 


will  be  available. 

Leonard  Goldenson,  president  of 
ABC’s  parent  AB-PT;  Simon  B.  Siegel, 
AB-PT  financial  vice  president,  and 
Mr.  Pauley  headed  the  ABC  delegation 
at  the  meeting.  Other  ABC  Radio  offi- 
cials included  Jack  Mann,  director  of 
sales  development  and  program  coordi- 
nation; Earl  Mullin,  manager  of  radio 
station  relations;  William  Rafael,  na- 
tional program  director;  William  Mac- 
Callum,  assistant  to  the  national  pro- 
gram director,  and  James  Duffy,  na- 
tional sales  director. 

Affiliates  were  Jim  Butler.  WISN 
Milwaukee;  Roger  Clipp,  WFIL  Phila- 
delphia; Jack  Collins,  WGST  Atlanta; 
Don  Davis,  KMBC  Kansas  City;  Si 
Goldman,  WJTN  Jamestown,  N.Y.; 
Bill  Grove,  KFBC  Cheyenne,  Wyo.; 
Marion  Harris,  KGB  San  Diego;  Phil 
Hoffman,  WTCN  Minneapolis;  Fred 
Houwink,  WMAL  Washington;  Alex 
Keese.  WFAA  Dallas;  T.  B.  Lanford, 
KRMD  Shreveport;  Roy  Morgan, 
WILK  Wilkes-Barre;  Larry  Reilly, 
WIXL  Springfield,  Mass.,  and  Bill 
Warren,  KOMO  Seattle. 

EXTRA  SPOTS 
ABC-TV  affiliates  get 
them  under  new  plan 

ABC-TV  affiliates  will  have  an  extra 
10  seconds  to  sell  locally  each  night, 
beginning  this  fall.  They’ll  get  it  from 
one  network  advertiser  per  night. 

The  affiliates  also  will  be  allowed  to 
sell  locally  all  parts  of  ABC-TV’s  poli- 
tical convention  coverage  that  the  net- 
work has  not  sold  by  July  1.  It  cur- 
rently has  sold  approximately  one- 
twelfth,  to  20th  Century-Fox. 

Network  officials  outlined  these  plans 
to  the  ABC-TV  Affiliates  Assn,  board 
of  governors  at  a meeting  in  New  York 
Wednesday  (June  22). 

The  extra-time  plan  calls  for  the 
next-to-last  program  in  the  ABC-TV 
schedule  each  evening  to  be  shortened 
by  10  seconds,  so  that  affiliates  will 
have  a 40-second  station  break  before 
the  start  of  the  last  network  program. 

Extra  Spot  ■ Thus  the  affiliates  can 
sell  two  20-second  spots  or  one  30- 
second  and  one  10-second  announce- 
ment in  this  break.  Network  officials 
hope  the  move  will  improve  station 
clearances. 

The  network  programs  to  be  short- 
ened are  the  following,  respectively 
scheduled  Sunday  through  Saturday: 
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the  station 
that  carried 
the  primaries 


Selling  challenges  are  where 
you  find  them.  We  found  one 
recently  when  a station  we  rep- 
resent scheduled  a late  evening 
coverage  of  primary  election  returns  in  its  state. 


Knowing  the  appeal  was  largely  local  — and  figur- 
ing the  interest  of  national  advertisers  would  be 
hard  to  arouse  — the  station  waited  until  there 
were  only  three  days  to  go  before  it  offered  this 
programming  for  national  spot  sponsorship. 
Which,  you’ll  agree,  isn’t  much  time. 


Turned  out,  though,  HR&P 
salesmen  didn’t  need  three 
days.  By  conveying  the  inten- 
sity of  local  interest  to  appro- 
priate accounts  — and  applying 
imagination  combined  with  fast  footwork  — they 
had  the  job  done  less  than  48  hours  later. 


f Result:  Eight  national  adver- 
tisers took  over  complete  spon- 
sorship of  the  program.  The 
station,  needless  to  add,  was 
delighted  to  carry  such  a plurality  of  business 
along  with  the  primaries! 


We  admit  things  like  this  don’t  happen  every  day, 
but  neither  are  they  unusual  in  our  shop.  That’s 
one  reason  why  we  put  such  a premium  on  crea- 
tive flair  and  resourcefulness  in  selecting  and 
developing  our  sales  staff.  Another  is  because  — 
representing  one  medium  only  — we  need  put  no 
artificial  limitations  on  the  creation  of  new  busi- 
ness for  spot  TV.  We  can,  uniquely,  afford  to  be 
creative  BOTH  ways. 


T~  Bob  Gilbertson, 

JMHH  Chicago  otfici’ 


HARRINGTON, 


RIGHTER  & PARSONS,  Inc. 


NEW  YORK  • CHICAGO  • DETROIT  • ATLANTA  • BOSTON  • SAN  FRANCISCO  • LOS  ANGELES 


WTHI-TV 

the 

Number  One 
single  station 
market 
in 

America! 


WTHI-TV 


CHANNEL  lO 
TERRE  HAUTE, 
INDIANA 

Represented  by  THE  BOLLING  CO. 


Islanders,  Adventures  in  Paradise, 
Stagecoach  West,  Hawaiian  Eye,  Un- 
touchables, Detectives  and  Saturday 
Night  Fights. 

The  affiliates’  board  meanwhile  elect- 
ed Howard  W.  Maschmeier,  general 
manager  of  WNHC-TV  New  Haven, 
to  the  board  championship.  He  suc- 
ceeds Brent  Kirk,  KUTV  (TV)  Salt 
Lake  City.  Donald  D.  Davis,  KMBC- 
TV  Kansas  City,  was  named  vice  chair- 
man; John  F.  Dille  Jr.,  WSJV  (TV) 
Elkhart,  Ind.,  secretary,  and  John  T. 
Gelder  Jr.,  WCHS-TV  Charleston, 
W.Va.,  treasurer.  The  board  also  elect- 
ed W.  E.  Walbridge,  KTRK-TV  Hous- 
ton, as  a new  member. 

Oliver  Treyz,  ABC-TV  president, 
headed  the  network  delegation  at  the 
meeting. 

In  Chicago  promotion  managers  of 
some  25  midwest  ABC-TV  affiliated 
stations  also  Heard  the  network’s  1960- 
61  programming,  exploitation,  adver- 
tising and  sales  promotion  plans,  with 
emphasis  on  new  shows  for  the  coming 
season. 

They  were  urged  to  throw  their  sup- 
port behind  such  ambitious  new  series 
as  Hong  Kong,  Guestward  Ho,  Stage- 
coach West,  Expedition  and  the  Win- 
ston Churchill  memoirs  (two  new  pub- 
lic service  properties),  Harrigan  & Son, 
the  Gillette  fights,  NCAA  football  and 
other  programs  among  some  15  new 
properties. 

NT&T  reports  loss 

National  Theatres  & Television  re- 
ported a consolidated  net  loss  of  $835,- 
981,  or  30  cents  per  share,  for  the  26 
weeks  ended  March  29,  1960.  This  com- 
pared with  a net  income  of  $903,838,  or 
34  cents  per  share,  for  the  first  26  weeks 
of  the  preceding  fiscal  year.  The  report 
did  not  include  an  anticipated  net  profit 
of  about  $3  million  from  the  sale  of 
WDAF-AM-TV  Kansas  City  to  Trans- 
continent Television  Corp.  for  $9,750,- 
000,  now  awaiting  FCC  approval.  B. 
Gerald  Cantor,  NT&T  president,  at- 
tributed a loss  of  $2,669,000  to  Na- 
tional Telefilm  Assoc..  For  the  half- 
year,  NTA  had  an  income  of  $7,238,000 
from  film  rentals,  but  operating  ex- 
penses plus  a provision  of  $5,527,000 
for  amortizing  its  tv  program  inventory 
produced  the  net  loss. 

RAB  sets  record 

Radio  Advertising  Bureau  announced 
last  week  that  more  radio  stations  joined 
the  bureau  in  the  first  quarter  of  1960 
than  during  any  previous  first  quarter 
in  the  organization’s  history.  Warren  J. 
Boorom,  RAB  vice  president  and  direc- 
tor of  member  service,  said  a total  of 
102  radio  stations  signed  as  members 
during  the  period.  He  placed  RAB’s 
current  membership  at  “in  excess  of 
1,200  stations.” 


NEW  FM  REP  FIRM 
Keystone  subsidiary 
to  handle  NAFMB 

Formation  of  Fm  Broadcasting  Sys- 
tem Inc.  as  a wholly-owned  subsidiary 
of  Keystone  Broadcasting  System  and 
the  negotiation  of  a contract  with  the  < 
National  Assn,  of  Fm  Broadcasters 
have  been  announced  by  Sidney  J. 
Wolf,  KBS  president,  and  NAFMB. 

FMBS  will  headquarter  in  Chicago  ( 
and  serve  in  a representative  capacity 
for  nearly  50  stations,  with  Mr.  Wolf 
as  president.  Other  officers:  Edwin  R. 
Peterson  Jr.,  general  manager  of  KBS’ 
Detroit  office,  vice  president;  John  j 
Hartigan,  Keystone  Chicago  account 
executive,  secretary,  and  Paul  Kolar, 

KBS  controller,  treasurer.  Virtually  all  J 
major  markets  are  covered  in  the  pact.  J 

NAFMB’s  contract  calls  for  the  sale  1 
of  contributed  spots  on  member  sta- 
tions, with  resultant  funds  to  be  utilized  j 
for  national  research  and  promotion  of 
fm.  FMBS  will  sell  live  and  transcribed 
announcements  and  programs,  with  sta- 
tions donating  three  spots  per  day  for  ; 
a year  toward  the  NAFMB  war  chest. 

The  plan  was  conceived  last  year  at  an 
association  meeting  in  Chicago,  with  ' 
stations  asked  to  donate  money  from  i Se 
the  spots  on  a voluntary  basis.  NAFMB 
reported  47  stations  have  signed  “con-  l Hi 
tribution  pledges”  thus  far.  Preliminary 
details,  including  KBS’  participation,  i 
were  revealed  in  the  May  16  issue  of  | s 
Broadcasting. 

Time  will  be  sold  on  a single  billing  | 
basis  and  contracts  call  for  a “must  1 
buy”  on  all  contributing  stations,  f 

NAFMB  explained.  New  NAFMB 
members  who  agree  to  the  time  assess-  i 
ment  will  be  added  to  the  package  as  J : 
they  sign  up,  implementing  the  organi-  j 
zation’s  research  and  promotional  fund.  j r 

Keystone  will  act  in  a normal  rep-  I fo 
resentative  capacity  beyond  the  spot  j 
plan  for  those  stations  not  otherwise  ii 
employing  station  representatives.  | 1 

Those  with  present  agreements  will  be  j tI: 
sold  by  FMBS  only  for  the  three-spot  I 1 
plan. 

FMBS  will  operate  at  111  W.  Wash-  j J 
ington  St.,  KBS  headquarters,  and 
maintain  other  offices  in  New  York,  LL 

Los  Angeles  and  San  Francisco.  List  of  l 

the  markets  in  which  NAFMB-member  j 
stations  have  signed  pledges: 

New  York;  Chicago;  San  Francisco;  | 1 
Los  Angeles;  San  Diego;  Boston;  Phila-  j I; 
delphia;  Detroit;  Tampa;  Louisville;  L 

Kansas  City;  Minneapolis;  Omaha;  I 

Buffalo;  Tulsa;  Houston;  Nashville;  I 

Memphis;  Seattle;  Albuquerque;  Hart-  1 

ford,  Conn.;  Wilmington,  Del.;  Fort 
Lauderdale,  Fla.;  Hammond,  Ind.;  I1 

Portland,  Me.;  Baton  Rouge,  La.;  J 

Toledo;  Providence,  R.I.;  Austin,  Tex.;  I 
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Madison,  Wis.;  Santa  Barbara;  El 
Cajon,  Calif.;  Meriden  and  Brookfield, 
both  Connecticut;  Decatur,  111.:  East 
Lansing,  Mich.;  Roswell,  N.M.;  Greens- 
boro, N.C.;  Diboll,  Tex.,  and  Staunton, 
Va. 

The  NAFMB  and  FMBS  an- 
nouncements follow  that  of  the  for- 
mation of  Adam  Young  Fm  Sales. 
Some  FMBS  stations  are  also  on  the 
Young  list. 

Changing  hands 

ANNOUNCED  ■ The  following  sales  of 
station  interests  were  announced  last 
week,  subject  to  FCC  approval: 

■ WQXI  Atlanta,  Ga.:  Sold  by  Robert 
W.  Rounsaville  to  Esquire  Inc.  (Es- 
quire, Coronet  and  Gentlemen' s Quar- 
terly magazines)  for  $1.85  million  (see 
story  and  picture,  page  62). 

■ WARL-AM-FM  Arlington,  Va. 
(Washington,  D.C.,  area).  Sold  by  Cy 
Blumenthal  to  Arthur  W.  Arundel  for 
$475,000  plus  $75,000  to  Mr.  Blumen- 
thal for  five  year  consulting  contract. 
Mr.  Arundel,  a native  of  Warrenton, 
Va.,  worked  for  CBS  News  and  UPI 
in  Washington  and  until  several  weeks 
ago  was  special  assistant  in  office  of 
Secretary  of  Commerce.  He  is  on  cam- 
paign staff  of  Vice  President  Nixon. 
He  also  is  applicant  for  am  radio  sta- 
tion in  Charlestown,  W.Va.,  and  is 
minority  stockholder  in  applicant  for 
standard  radio  in  Hagerstown,  Md. 
WARL  is  1 kw  daytimer  on  780  kc. 
WARL-FM  is  on  105.1  me  with  2 kw 
power. 

■ WPEO  Peoria,  111.:  Sold  by  Wil- 
liam Dolph  and  Herbert  Pettey  to 
I.  W.  O’Conner  and  Frank  Babcock  for 
$350,000.  Messrs.  O’Conner  and  Bab- 
cock are  associated  in  ownership  of 
WBOW  Terre  Haute,  Ind.  WPEO  is  1 
kw  day  on  1020  kc.  Broker:  Blackburn 
& Co. 

■ KAGO  Klamath  Falls,  Ore.:  Sold  by 
Reilly  Gibson  and  associates  to  a group 
of  California  broadcasters  for  $202,000. 
Buying  group  includes  A.  I.  Krisik,  Ted 
Wolf,  Judd  Sturtevant,  and  John  Ferm. 
Mr.  Krisik  has  interests  in  KNGS  Han- 
ford, KFIV  Modesto  and  KFAX  San 
Francisco;  Mr.  Wolf  in  KFIV  and 
KFAX;  Mr.  Sturtevant  formerly  was 
part  owner  of  KACY  Port  Hueneme, 
Calif.,  and  Mr.  Ferm  is  sales  manager  of 
KSTN  Stockton,  all  California.  Mr. 
Ferm  will  take  over  as  general  manager 
upon  FCC  approval.  KAGO  is  on  1150 
kc  and  operates  with  5 kw  daytime  and 
1 kw  at  night.  Broker  was  Edwin  Torn- 
berg  & Co. 

■ WZIP  Cincinnati,  Ohio:  Sold  by  Ed- 
ward D.  Skotch  and  associates  to  Carl 
H.,  Richard  E.  and  Robert  D.  Lindner 


CALIFORNIA 

Number  one  rated  fulltimer  in  one  of 
best  markets.  Good  volume  and  prof- 
itable. Half  cash  required. 

MIR-ATLANTIC 

Fulltimer  in  a top  fifty  market  with 
real  potential.  Needs  aggressive  own- 
ership. Can  be  had  for  only  $75,000 
down  and  balance  over  nine  years. 

GEORGIA 

Profitable  fulltimer  in  good  market 
with  diversified  industry.  29%  down 
and  balance  on  good  terms. 


$4S59000 


m.'uuum 


M2Z.OOO 


NEGOTIATIONS— FINANCING— APPRAISALS 

</3lackbumi  & Cmnpamj  inc 


RADIO-TV -NEW SP APER  BROKERS 

WASHINGTON,  D.  C.:  James  W.  Blackburn — Jack  V.  Harvey — Joseph  M. 
Sitrick— Washington  Building,  Washington,  D.C.— ST  3-4341. 

MIDWEST:  H.  W.  Cassill — William  B.  Ryan — 333  North  Michigan  Avenue — 
Chicago,  Illinois — Financial  6-6460. 

SOUTHERN:  Clifford  B.  Marshall — Stanley  Whitaker — Robert  M.  Baird — 
Healey  Building,  Atlanta,  Georgia— JAckson  5-1576. 

WEST  COAST:  Colin  M.  Selph — California  Bank  Building — 9441  Wilshire  Boule- 
vard—Beverly  Hills,  California — CRestview  4-2770. 


In  Roanoke  in  '60 
the  Selling  Signal 
is  S EVEN  . . • 

Roanoke  is  an  ideal  test  market. 
Isolated  from  competing  markets. 
Diversified  industry.  Self-contained 
economy.  Large  population.  Many 
distribution  outlets. 

Put  Roanoke  on  your  schedule, 
and  don’t  fumble  the  ball  when 
buying  television.  Specify  WDBJ-TV 
. . . serving  over  400,000  TV  homes 
of  Virginia,  N.  Carolina  and  W.  Va. 
in  counties  having  a population  of 
nearly  2,000,000. 

Sell  like  sixty  on  seven.  We’ll  help 
you  to  cross  those  sales  goal  lines. 


ASK  YOUR  PGW  COLONEL 
FOR  CURRENT  AVAILABILITIES 
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First  acquisition  ■ Esquire  Inc.,  pub- 
lisher of  Esquire,  Coronet  and  Gen- 
tlemen’s Quarterly  magazines,  has 
bought  WQXI  Atlanta,  Ga.,  for  $1.85 
million,  it  was  announced  last  week. 

The  Atlanta  station  was  bought 
from  group  owner  Robert  W.  Roun- 
saville.  It  is  the  first  move  in  the  an- 
nounced policy  of  Esquire’s  Radio  & 
Television  Division  to  acquire  a full 
complement  of  radio  and  tv  stations. 
The  magazine’s  radio-tv  unit  was 
established  last  February. 

In  addition  to  its  magazines,  Es- 
quire also  owns  Coronet  Instruc- 
tional Films  and  real  estate  in  Chi- 
cago and  Boulder,  Colo.  It  recently 
acquired  Scott  Publications  Inc. 
(stamp  catalogues  and  albums). 

Mr.  Rounsaville  continues  to  own 


WLOU  Louisville,  Ky.;  WCIN  Cin- 
cinnati, Ohio;  WMBM  Miami  Beach 
and  WTMP  Tampa,  both  Florida; 
WVOL  Nashville,  Tenn.  and  WYLD 
New  Orleans,  La. 

The  payment  comprised  $400,000 
in  cash  and  the  balance  to  be  paid 
over  seven  years. 

WQXI  operates  on  790  kc  with  5 
kw  day  and  1 kw  night.  It  was 
founded  in  1948  by  Mr.  Rounsaville. 
Broker  was  Blackburn  & Co. 

Signing  the  purchase  agreement, 
above,  is  A.L.  Blinder,  Esquire 
executive  vice  president.  Others  are 
(1  to  r)  Mr.  Rounsaville;  John  Smart, 
Esquire  president,  and  Barry  Sher- 
man, managing  director  of  Esquire’s 
Radio-Tv  Division. 


for  $183,000  plus  consulting  agreement 
and  assumption  of  liabilities.  The 
Messrs.  Lindner  own  a number  of  retail 
food  and  dairy  outlets  in  the  greater 
Cincinnati  area.  WZIP  is  1 kw  day  on 
1050  kc.  Broker  was  R.  C.  Crisler  & Co. 

■ WILA  Danville,  Va.:  Sold  by  Roger 
A.  Neuhoff  and  associates  to  Ralph 
Baron  of  Baltimore,  Md.,  for  $85,000. 
Mr.  Baron  is  syndicated  film  salesman 
and  formerly  was  associated  with 
WAMS  Wilmington,  Del.  Mr.  Neuhoff 
owns  WCHV  Charlottesville  and 
WHAP  Hopewell,  both  Virginia.  WILA 
is  1 kw  day  on  1580  kc.  Transaction 
was  handled  by  Blackburn  & Co. 

■ WNSM  Valparaiso-Niceville,  Fla.: 
Sold  by  Edward  C.  Allmon  to  Bay 
County  Broadcasting  Co.  Inc.  for  $55,- 
725.  Bay  County  is  licensee  of  WPCF 
Panama  City  and  is  principally  owned 
by  Elbert  L.  DuKate.  WNSM  operates 
on  1340  kc  with  250  w.  Broker  was 


Paul  H.  Chapman  & Co. 

■ WSEL  (FM)  Chicago:  Sold  by  Mau- 
rice and  H.  Kamm  to  WJJD  Chicago 
for  estimated  $50,000.  Station,  one  time 
in  receivership,  operates  with  40  kw  on 
104.3  me.  WJJD  is  owned  by  multiple 
broadcaster  Plough  Broadcasting  Co. 
APPROVED  s The  following  transfers 
of  station  interests  were  among  those 
approved  by  the  FCC  last  week  (for 
other  commission  activities  see  For 
The  Record,  page  96). 

a KOOO  Omaha,  Neb.:  Sold  by  KOOO 
Corp.  (James  Fenlon,  president)  to 
group  headed  by  Mack  Sanders  for 
$275,000.  Buyers  also  have  interests  in 
KSIR  Wichita,  Kan.,  WJAT  Swains- 
boro  and  WBRO  Waynesboro,  both 
Georgia. 

■ WAXX  Chippewa  Falls,  Wis.:  Sold 
by  Steve  Bellinger,  Keith  Coleman,  Jo- 
seph Townsend  and  Morris  Kemper  to 
Jack  Holden  and  son,  Don  Holden,  for 
$106,000.  Jack  Holden  was  for  25 


years  an  announcer  on  WLS  Chicago. 
Don  Holden  worked  as  announcer  in 
Rockford-Rock  Island,  111.,  area  stations 
and  presently  is  in  advertising  depart- 
ment of  Sloan  Valve  Co.  Sellers  con- 
tinue to  own  WRAM  Monmouth, 
WIZZ  Streator  and  WVMC  Mt.  Carmel, 
all  Illinois. 

CBS  Foundation  gives 
$36,000  to  8 colleges 

CBS  Foundation  Inc.  announced  last 
week  that  eight  colleges  and  universi- 
ties are  included  in  the  1960  list  of 
grants  to  privately-supported  education- 
al institutions  in  recognition  of  the  serv- 
ices of  their  graduates  to  CBS.  Each 
institution  will  receive  an  unrestricted 
grant  of  $3,000  each.  The  total  amount, 
based  on  12  graduates  of  these  schools, 
is  $36,000. 

The  schools  and  the  CBS  executives 
in  whose  names  the  grants  are  made 
are:  the  College  of  Charleston  (South 
Carolina) — Edmund  C.  Bunker,  vice 
president,  CBS  Inc.;  Thomas  L.  Means, 
director  of  advertising  and  sales  pro- 
motion, CBS-TV  Stations  Div.;  Cornell 
U. — Charles  Collingwood,  CBS  News; 
Duke  U. — Alfred  J.  Hardin,  sales  man- 
ager, public  affairs  programs,  CBS-TV; 
Knox  College — Theodore  W.  O’Con- 
nell Jr.,  midwestern  sales  manager, 
CBS-TV  Stations  Division. 

New  York  U.- — Salvatore  Ianucci, 
director  of  business  affairs,  CBS-TV; 
Larry  LeSueur,  CBS  News;  Charles 
Steinberg,  vice  president,  public  infor- 
mation, CBS-TV;  Geraldine  Zorbaugh, 
vice  president  and  general  attorney, 
CBS  Radio;  U.  of  Pennsylvania — 
Michael  Burke,  managing  director, 
CBS  Europe;  Tulane  U. — Howard  K. 
Smith,  CBS  News;  Bryn  Mawr  College 
— Millicent  C.  McIntosh,  board  mem- 
ber of  CBS  Inc. 

WJPB-TV  signs  on 

WJPB-TV  Weston-Fairmont-Clarks- 
burg,  W.  Va.,  signed  on  the  air  Thurs- 
day (June  23).  Stations  engineers  have 
estimated  that  the  ch.  5 outlet  will  serve 
800,000  viewers  in  five  states  and  55 
counties.  Studios  and  transmitter  are 
located  atop  Mt.  Fisher  near  Jane  Lew, 
W.  Va.,  2,500  feet  above  sea  level. 
According  to  President  J.  Patrick 
Beacom,  the  station  will  allot  20%  of 
its  broadcast  time  free  of  charge  to  edu- 
cational institutions  for  special  pro- 
gramming. The  U.  of  West  Virginia, 
one  of  the  participating  schools,  starts 
its  schedule  this  week.  Mr.  Beacom 
stated  his  hope  that  WJPB-TV  will  help 
correct  some  inaccurate  impressions  of 
West  Virginia  as  “a  dead  state.”  He 
said  out-of-state  viewers  should  get  a 
more  realistic  and  favorable  image  of 
the  state  from  the  ABC-TV  affiliate. 
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KVOL 

CELEBRATING  25  YEARS  OF  PUBLIC  SERVICE 

2 5 years  of  entertaining  and  informing  the 
listener  with  top  quality  programming 
of  this  pioneer  radio  voice  of  southwest 
Louisiana.  2 5 years  of  pleasing  the  adver- 
tiser with  outstanding  results. 

KVOL -THE  HAPPY  VOICE 

Rated  number  one  by  Hooper.  Get  top  value.  Join  with  KVOL  top  programs, 
personalities  and  news. 

Owned  and  operated  by  the  Evangeline  Broadcasting  Company,  Inc. 

George  H.  Thomas  Evan  H.  Hughes  Thomas  G.  Pears 

General  Manager  Station  Manager  Commercial  Director 

KVOL  P.O.  Box  3030  Lafayette,  Louisiana  Phone  CE  4-5151 

REPRESENTED  BY  THE  MEEKER  COMPANY-New  York-Chicago-Los 
Angeles— Philadelphia— San  Francisco. 

NBC  RADIO 


GILL  HEADS  NEW  RADIO  CODE  BOARD  FOR  NAB 


Cliff  Gill,  KEZY  Anaheim,  Calif., 
was  named  chairman  of  the  new  NAB 
Radio  Code  Board,  a policy  group 
that  will  direct  operation  of  the  new 
self-regulation  unit  set  up  by  the  as- 
sociation effective  July  1. 

The  nine-man  board  will  parallel 
NAB’s  Tv  Code  Review  Board,  which 
has  directed  enforcement  of  that  self- 
regulatory  project  since  its  creation 
in  1952.  A set  of  enforcement  and 
disciplinary  rules,  approved  June  16 
by  the  NAB  Radio  Board  of  Directors, 
closely  follows  the  television  code  pro- 
cedure. 

Mr.  Gill  had  been  chairman  of 
NAB’s  Standards  of  Good  Practice 
Committee  prior  to  the  change  that 
added  enforcement  teeth  to  the  project. 
He  participated  in  planning  for  the 
new  code  structure. 

John  F.  Meagher,  NAB  radio  vice 
president,  will  direct  administration  of 
the  radio  code,  under  policy  guidance 
of  the  nine-man  board. 

A set  of  dues  calls  for  payment  of 
10  times  the  highest  one-minute  spot 


Cliff  Gill 

Radio  code  policy  chief 


rate  per  year  up  to  a maximum  of  $360 
a year.  NAB  member  stations  will  get 
a 40%  discount. 

The  code  structure  will  be  open  to 
non-member  stations  for  the  first  time, 
again  following  the  pattern  of  the  tv 
code  and  conforming  to  frequent  sug- 
gestions in  official  Washington.  A 
monitoring  system  to  check  on  station 
performance  in  a manner  similar  to  tv 
code  checks  will  be  set  up  at  a later 
date. 

Serving  on  the  radio  code  board 
with  Mr.  Gill  are  Richard  O.  Dunning, 
KHQ  Spokane,  Wash.;  Elmo  Ellis, 
WSB  Atlanta;  James  L.  Howe,  WIRA 
Ft.  Pierce,  Fla.;  Robert  B.  Jones  Jr., 
WFBR  Baltimore;  Herbert  L.  Krue- 
ger, WTAG  Worcester,  Mass.;  Robert 
L.  Pratt,  KGGF  Coffeyville,  Kan.; 
George  J.  Volger,  KWPC  Muscatine, 
Iowa,  and  Cecil  Wodland,  WEJL 
Scranton,  Pa. 

The  code  group  will  hold  its  first 
meeting  in  Washington  during  July. 
Staff,  monitoring  and  station  subscrip- 
tion problems  will  be  considered. 


‘Heed  programming’ 
Floridians  told 

Two  radio  executives — one  a pro- 
gram designer  for  a network,  the  other 
a salesman  for  the  whole  medium — had 
words  for  the  Florida  Assn,  of  Broad- 
casters June  17.  Howard  Barnes,  CBS 
Radio  vice  president  in  charge  of  net- 
work programs,  told  them  to  heed  what 
they  put  on  the  air.  Kevin  Sweeney, 
president  of  the  Radio  Advertising  Bu- 
reau, told  them  to  heed  their  audience 
count,  their  image  and  their  profit  and 
loss  statements. 

Mr.  Barnes  recounted  in  general 
what  had  happened  to  broadcasting 
because  of  the  various  scandals,  and 
then  concluded  “when  you  scrape  away 
the  many  complex  functions  of  the  in- 
dustry, one  final  thing  remains  that  is 
our  reason  for  being  . . . our  pro- 
grams.” He  said  programs  are  the  “final 
truth”  by  which  broadcasters  are  meas- 
ured, and  that  “Our  ingenuity  and 
ability  to  be  different,  one  from  the 
other,  makes  us  great  as  a group.” 

Mr.  Barnes  urged  creativity,  and 
said  it  could  be  accomplished  regard- 
less of  station  size.  “If  your  creative 
people  aren’t  creative  enough,”  he 
said,  “get  those  who  are.”  He  said  the 
woods  are  full  of  young  people  eager 
for  a chance,  and  many  are  being 
denied  it  because  they  don’t  have  a 
track  record.  He  termed  the  line  “come 
back  when  you  have  more  experience” 
the  most  suicidal  cliche  in  the  business. 

Mr.  Sweeney  said  that  radio  holds 


the  average  adult  for  two  hours  a day. 
It  should  be  four  or  six  hours,  he  said, 
adding  that  it  wasn’t  because  of  “too 
much  sameness”  in  program  fare.  He 
also  said  that  radio  had  “no  stature 
consonant  with  our  true  importance” 
— and  deserved  not  to  have  any  be- 
cause it  didn’t  sell  itself  to  the  people 
who  count  in  Washington  and  else- 
where. 

As  to  radio’s  selling  problem,  Mr. 
Sweeney  said  it  could  be  solved  if 
every  broadcaster  made  an  effort  to 
sell  the  top  20  businessmen  in  his  town, 
not  because  “I’m  cheaper”  or  “I’m 
better  than  Station  X”  but  on  the  basis 
of  radio’s  real  media  advantages. 

[For  election  of  new  FAB  offices,  see 
Fates  & Fortunes,  page  92], 

Newhouse  buys  papers 

Multiple  station  owner  Samuel  I. 
Newhouse  adding  still  further  to  his  ex- 
tensive holdings  in  mass  media,  pur- 
chased 85%  of  the  Republican  Publish- 
ing Co.  of  Springfield,  Mass.,  last  week 
for  a reported  $4  million.  The  company 
publishes  a morning  and  evening  news- 
paper, the  Union  and  the  Republican. 
Earlier  this  month,  Mr.  Newhouse  pur- 
chased minority  interest  in  the  Denver 
Post.  Mr.  Newhouse,  whose  net  worth 
is  reported  to  be  more  than  $150  mil- 
lion, also  controls  newspapers  in  Port- 
land, Ore.,  St.  Louis,  Newark,  Syracuse, 
Harrisburg  and  owns  Conde  Nast  Pub- 
lications Inc.,  a magazine  house. 

Newhouse-owned  stations  are  WSYR- 


AM-FM-TV  Syracuse;  WAPI-AM-FM- 
TV  Birmingham,  Ala.;  WPTA  (TV) 
Harrisburg,  Pa.;  50%  of  KOIN-AM- 
FM-TV  Portland,  Ore.;  22.71%  of 
KTVI  (TV)  St.  Louis. 

CBA  hears  Comr.  Lee 
warn  of  ‘tout’  frauds 

The  Catholic  Broadcasters  Assn., 
meeting  in  Pittsburgh  last  week,  heard 
FCC  Commissioner  Robert  E.  Lee  talk 
about  “FCC  touts”  and  the  influence 
they  don’t  have. 

Commissioner  Lee  said  that  these  in- 
dividuals go  to  applicants  involved  in  a 
dispute  before  the  commission  telling 
them  that  they  wield  influence  with  the 
FCC.  They  collect  fees,  he  said,  for 
doing  nothing  to  help  either  party  in 
the  dispute.  In  addition,  he  remarked, 
the  practice  reflects  on  the  FCC. 

The  CBA  convention  also  heard 
Bishop  John  King  Mussio  of  Steuben- 
ville, Ohio,  who  said  that  the  scandals 
in  the  broadcasting  industry  are  a re- 
flection of  moral  weakness  in  American 
society.  “If  we  don’t  like  what  we  see 
and  hear  on  tv  and  radio,”  he  said, 
“the  solution  lies  with  us.”  Bishop  Mus- 
sio declared  that  before  attempting  to 
give  new  goals  to  radio  and  tv,  U.S. 
society  must  first  decide  what  its  own 
goals  are. 

The  convention  awarded  its  top 
honors  for  Catholic  programming  to 
KTVI  (TV)  and  KMOX,  both  St.  Louis, 
and  WQED  (TV)  Pittsburgh  (in  educa- 
tional category). 
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Devney,  O’Connell 
rep  firms  merge 

Devney  Inc.  and  Richard  O’Connell 
Inc.,  both  station  representation  firms, 
will  merge  July  1 into  Devney-O’Con- 
nell  Inc.  Announced  aim  of  the  new 
company  is  to  represent  radio  and  tv 
stations  outside  the  top  30  markets,  plus 
several  regional  networks.  Regionals  al- 
ready in  their  shops  are  the  Lobster, 
Sombrero,  Northeast  Radio  and  Cara- 
net  (Carolina  Radio)  networks. 

Edward  J.  Devney  will  be  president 
of  the  merged  firm,  and  Richard 
O’Connell  will  be  executive  vice  presi- 
dent. They’ve  operated  their  own  com- 
panies for  11  and  8 years,  respectively. 
Devney-O’Connell  will  headquarter  at 
535  Fifth  Ave.  in  New  York,  with 
other  offices  in  Chicago,  Hollywood 
and  San  Francisco. 

Additions!  ABC  plans 
for  GOP  convention 

ABC  Chicago  has  announced  addi- 
tional coverage  plans — involving  new 
facilities — for  the  Republican  National 
Convention  to  be  held  there  July  25 
(Broadcasting,  June  20). 

Completion  date  for  the  new  8,300 
sq.  foot  International  Amphitheatre 
structure  that  will  house  the  16-room 
tv  station  setup  has  been  optimistically 
set  at  July  18.  The  dismantling  process, 
however,  can  be  accomplished  in  only 
48  hours,  the  network  claims. 

Features  of  the  new  facilities  include: 
two  studios,  one  an  actual  telecast 
center,  the  other  to  be  utilized  for  live 
commercials;  an  ionized  VIP  room,  a 
maintenance  section,  dressing  quarters, 
a master  control  center  for  all  ABC 
coverage;  and  a communications  center. 

In  addition,  ABC  Chicago  will  pro- 
vide 10  video  tape  recording  machines, 


and  special  crash  units  at  the  Conrad 
Hilton  hotel  for  remote  coverage. 

Cost  to  the  networks  for  the  eight- 
week  convention  project  in  Los  Angeles 
and  Chicago  has  not  been  announced, 
but  elsewhere  in  Chicago,  CBS  officials 
have  estimated  nearly  $1  million  as  the 
tab  that  network  will  pay  for  coverage 
of  both  conventions.  Cited  as  the  major 
financial  element  is  the  New  York-to- 
Los  Angeles-to  Chicago  transportation 
of  equipment  and  personnel. 

Under  the  terms  of  its  contract  with 
Westinghouse,  CBS  is  guaranteeing  a 
minimum  of  30  hours  coverage  of  each 
parley — but  figures  to  average  around 
50  in  actuality. 

NBC  on  annual 
economy  binge 

An  NBC  economy  program  described 
unofficially  as  “an  annual  belt-tighten- 
ing that  goes  a little  farther  than  usual 
this  year”  was  reported  last  week  to 
have  been  essentially  completed.  “So 
far  as  we  know,”  one  spokesman  said, 
“everybody  who  is  due  to  be  let  go  has 
already  been  notified.” 

Officials  scoffed  at  reports  that  the 
cutbacks  were  designed  to  effect  a sav- 
ings of  as  much  as  20%.  They  said  they 
could  not  estimate  the  figure  but  that 
“it’s  nowhere  near  that  high.” 

The  move  was  described  as  similar 
to  those  usually  made  at  about  this  time 
of  year,  when  the  summer  schedule 
lightens  the  demands  for  manpower. 
It  was  also  tied  into  a general  “cost 
reduction  program”  initiated  by  the 
parent  RCA.  This  program,  authorities 
said,  was  prompted  largely  by  RCA’s 
major  move  into  the  data-processing 
equipment  field,  which  requires  heavy 
investments  but  whose  returns,  al- 
though highly  promising  for  the  long 
run,  are  not  expected  to  become  really 
substantial  until  1963. 


Self-regulation: 
the  long-term  solution 

Self-regulation  by  broadcasters  pro- 
vides a long-range  way  of  combating 
growing  government  intrusion  into  sta- 
tion operations,  the  Maryland-District 
of  Columbia  Broadcasters  Assn,  was 
told  June  24  at  its  spring  meeting. 

In  a review  of  “post-payola  broad- 
casting problems,”  Thomas  W.  Wilson, 
partner  in  the  law  firm  of  Dow,  Lohnes 
& Albertson,  urged  broadcasters  to  be- 
come interested  in  pending  legislation 
and  resist  it  vigorously  “where  it  is 
faulty  or  unwise.”  The  association  met 
at  Ocean  City,  Md. 

Mr.  Wilson  said  that  stations  can’t 
avoid  political  broadcast  problems  by 
refusing  to  provide  time  to  candidates. 
He  added  that  identification  of  politi- 
cal sponsors,  even  in  the  case  of  large 
announcement  campaigns,  must  dis- 
close specific  identity  of  the  sponsors. 

Citing  examples  of  FCC  “fly-speck- 
ing” in  review  of  renewal  applications, 
he  suggested  stations  notify  the  com- 
mission in  writing  when  programming 
representations  are  no  longer  being 
carried  out.  He  said  they  should  make 
at  least  an  annual  check  of  perform- 
ance to  match  programming  with  prom- 
ises. “The  time  to  avoid  renewal  prob- 
lems is  during  the  license  period  when 
your  station’s  record  of  performance 
is  compiled,”  he  said,  adding  that  the 
staggered  sample  week  in  renewal  forms 
reflects  only  .6  percent  of  total  pro- 
gramming. Thus,  he  said,  it  is  impor- 
tant to  attach  a detailed  narrative 
statement  to  renewal  applications. 

As  to  Sec.  317  and  the  credits  given 
free  phonograph  records,  Mr.  Wilson 
recommended  stations  separate  free 
records  received  prior  to  March  16, 
1960  to  permit  identification.  He  was 
critical  of  a narrow  interpretation  of 
the  section. 


Gold  Seal’s  charity  questionnaire 


Charitable  organizations  desiring 
to  use  facilities  of  the  Gold  Seal  Sta- 
tions (KSTP  Inc.)  for  solicitation  of 
funds  will  be  required  to  fill  out 
comprehensive  questionnaires  attest- 
ing to  their  eligibility  for  free  public 
service  time. 

This  move  was  announced  by 
Stanley  E.  Hubbard,  president  of 
KSTP  Inc.  (KSTP-AM-TV  St.  Paul- 
Minneapolis,  KOB-AM-TV  Albu- 
querque, N.M.,  and  WGTO  Cypress 
Gardens,  Fla.) 

KSTP  Inc.  management  expressed 
concern  over  “charity  rackets”  using 
radio-tv  for  fund  solicitation  and  re- 
vealed it  has  been  probing  “one  na- 


tional charitable  organization  in  par- 
ticular, the  operation  of  which,  when 
all  the  facts  are  disclosed,  will  cre- 
ate a national  scandal.” 

Typical  of  questions  posed  to  fund 
solicitors  by  Gold  Seal:  “Are  you 
affiliated  with  any  other  non-profit, 
or  profit  organization?”  “Has  your 
organization  received  a tax  exemp- 
tion from  the  Internal  Revenue  Serv- 
ice?” “Are  your  books  and  financial 
records  audited  each  year  by  a firm 
of  independent  certified  public  ac- 
countants?” “How  much  did  you 
pay  out  last  year  to  each  of  the 
three  highest  paid  individuals  on 
your  staff?” 


o Radio-tv  media  are  especially 
vulnerable,  it  was  pointed  out,  be- 
cause of  their  “effectiveness”  and 
the  desire  of  broadcasters  to  meet 
public  service  obligations.  Here- 
after, KSTP  Inc.  will  make  more 
than  a “cursory  examination”  of 
each  organization  before  granting 
use  of  its  facilities  for  publicity,  pro- 
motion or  solicitation  of  funds. 

KSTP  Inc.  feels  the  action  will 
not  only  protect  audiences  of  its 
group  properties  from  “charity  rack- 
ets” but  also  aid  the  cause  of  “many 
legitimate  and  worthwhile  charity 
organizations  who  suffer  because  of 
the  other  type.” 
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Business  and  professional  groups,  schools  and  the  general  public,  watched  some  three 
dozen  U.  S.  Steel  educational  films  in  over  47,000  separate  showings.  Perhaps  you  have 
seen  some  of  these  films: 

“RhapsodyofSteel”  has  been  praised  as  one  of  the  finest  theatrical  shorts  ever  produced. 
It  shows  the  history  of  steel  from  its  Stone  Age  discovery  to  the  important  role  this  re- 
markable metal  now  plays  in  conquering  space.  This  outstanding  animated  color  film  is 
now  being  shown  in  a number  of  motion  picture  theaters  throughout  the  country. 

“Plan  for  Learning”  won  an  NEA  School  Bell  Award  last  year  for  “distinguished  public 
service  advertising  in  behalf  of  education.”  This  color  film  tells  the  story  of  how  one  com- 
munity worked  together  to  build  a much-needed  new  school.  In  addition  to  group  showings, 
the  film  was  also  featured  on  TV. 

“The  Five  Mile  Dream,”  a theatrical  short,  is  the  story  of  bridging  Michigan’s  Straits 
of  Mackinac.  Almost  3x/2  million  people  saw  this  film  last  year  .“Practical  Dreamer which 
offers  kitchen  planning  tips;  “Mackinac  Bridge  Diary;’’  “Jonah  and  the  Highway and 
“Steel— Man’s  Servant”  are  some  of  the  films  most  requested  during  1959. 

If  you  would  like  complete  booking  information  about  U.  S.  Steel  movies,  write  United 
States  Steel,  525  William  Penn  Place,  Pittsburgh  30,  Pa.  uss  is  a registered,  trademark 


United  States  Steel 


ONLY  the  only  home  owned  pri- 
mary network  affiliate  can  be  so 
at  HOME  in  the  heart  of  Cen- 
tral California  ...  to  program 
best  to  get  you  results  where 
they  count.* 

*Networkwise,  of  3 TV  stations  here, 
KJEO  delivers  to  this  billion  dollar 
market  3 of  the  top  10  network  shows. 
Add  to  this  locally  6 of  the  top  10 
syndicated  programs  and  you  know 
why  this  market  looks  first  to  KJEO. 

(Source:  Current  Nielsen) 

Check  for  yourself,  KJEO-TV  rates 
are  still  right  with  the  lowest.  See 
your  H-R  Representative  now  for 
your  prime  time  buys. 


Fresno,  California 

J.  E.  O’Neill  — President 
Joe  Drilling  — Vice  President 

and  General  Manager 


W.O.  Edholm — Commercial  Manager 
See  your  H-R  representative 


GOVERNMENT 

ALL-UHF  BAKERSFIELD  LOOMS 

KERO-TV  faced  with  loss  of  vhf  ch.  1 0 


The  FCC  last  week  asked  for  com- 
ments on  its  proposed  rulemaking 
which  would  make  Bakersfield,  Calif., 
all  uhf.  The  proposal  is  a companion 
piece  to  comments  invited  last  March 
which  looked  toward  the  deintermixture 
of  the  adjoining  Fresno  tv  market  in 
the  San  Joaquin  Valley. 

The  commission’s  proposal  last  week 
sought  alternative  assignments  for  Bak- 
ersfield’s three  operating  tv  facilities, 
KERO-TV  (ch.  10),  KLYD-TV  (ch. 
17),  and  KBAK-TV  (ch.  29).  KBFL 
(TV)  (ch.  39)  is  not  operating. 

The  alternatives  for  ch.  10  presented 
by  the  commission  would  ( 1 ) delete  it, 
reserving  decision  on  possible  uses  at 
a future  time;  (2)  reserve  ch.  10  for 
noncommercial  educational  use  at  Bak- 
ersfield; or  (3)  reassign  ch.  10  to  either 
Santa  Barbara,  Santa  Maria,  Lompoc- 
Santa  Maria  or  San  Luis  Obispo. 

The  commission  also  presented  alter- 
native possibilities  for  the  addition  of 
two  uhf  channels  at  Bakersfield.  It 
would  assign  ch.  23  and  either  ch.  50 
or  51  to  Bakersfield  or  assign  chs.  45 
and  5 1 to  Bakersfield. 

KERO-TV  simultaneously  was  issued 
a show  cause  order  to  tell  why  its 
license  should  not  be  modified  to  specify 
operation  on  chs.  23  or  45  instead  of 
10. 

ABC,  among  others  commenting  on 
the  Fresno  deintermixture,  told  the 


commission  that  KERO-TV’s  signal  is 
invading  the  Fresno  area.  It  asked 
that  Fresno  be  made  a “stronghold” 
for  uhf  operations  and  recommended 
that  Bakersfield  also  be  deintermixed 
to  all  uhf  (Broadcasting,  May  9). 

FCC  Commissioner  John  S.  Cross 
issued  a dissenting  statement  in  which 
he  stated  his  preference  for  all  vhf 
operations  in  the  San  Joaquin  Valley 
instead  of  uhf.  The  commissioner  also 
dissented  in  the  Fresno  proposal. 

The  commission  said  that  reassign- 
ment of  the  Bakersfield  channels  would 
require  consent  of  the  Mexican  gov- 
ernment under  the  North  American  Re- 
gional Broadcasting  Agreement  and 
that  the  FCC  will  institute  procedures 
to  obtain  the  necessary  consent  “at  the 
appropriate  time.” 

Deadline  for  filing  comments  is 
July  27. 

Bicks  approval  nearer 

A three-man  subcommittee  of  the 
Senate  Judiciary  Committee  heard  testi- 
mony from  Robert  Bicks,  acting  as- 
sistant attorney  general  in  charge  of 
the  antitrust  division  and  nominee  for 
that  post,  and  promptly  approved  his 
nomination.  The  nomination  now  goes 
to  the  parent  Judiciary  Committee.  No 
opposing  testimony  was  offered  at  the 
hearing  Tuesday. 


Official  turndown  of  spectrum  swap  delayed 


Although  government  officials 
agree  privately  that  commercial  tv 
has  no  chance  to  secure  additional 
vhf  space  from  the  military,  it  will 
be  another  4-6  weeks  before  an  offi- 
cial no  is  given. 

In  a letter  to  the  Senate  Commu- 
nications Subcommittee  last  week, 
the  FCC  said  that  the  executive 
branch  of  the  government  will  not 
be  able  to  give  a final  answer  until 
the  end  of  July  or  early  August.  The 
latest  communication  is  a follow-up 
to  an  April  1 FCC  letter  to  the  sub- 
committee setting  May  15  as  the  ex- 
pected decision  date  (Broadcasting, 
April  4). 

“We  now  have  been  informed  that 
it  has  not  as  yet  been  possible  for 
the  executive  branch  to  prepare  a 
properly  staffed  and  coordinated  re- 
ply to  the  commission’s  two  pro- 
posals . . .”  seeking  50  or  30  vhf 


channels,  the  FCC  wrote  the  sub- 
committee. It  was  explained  that 
when  the  May  15  date  was  advanced 
the  complexities  of  considering  the 
full  impact  upon  existing  spectrum 
users  had  not  been  fully  appreciated. 

Fred  Alexander,  telecommunica- 
tions expert  for  the  Office  of  Civil 
& Defense  Mobilization,  has  been 
the  executive  contact  with  the  com- 
mission in  the  negotiations.  The 
talks  have  been  in  progress  looking 
toward  a swap  of  uhf  space  for  vhf 
portions  of  the  spectrum  currently 
occupied  by  the  military  for  over  a 
year.  In  March,  FCC  Chairman 
Frederick  W.  Ford  told  the  Senate 
subcommittee  that  the  prospects 
were  dim  and  just  last  month  Ad- 
miral Arleigh  Burke,  chief  of  naval 
operations,  said  such  an  exchange 
would  be  harmful  to  national  defense 
(Broadcasting,  May  30). 
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New  census  confirms  population  trend  to 
bedroom  towns.  1960  figures  show  gain 
in  Worcester  County  of  31,581.  Only 
WTAG  reaches  aH  of  New  England’s 
third  largest  market. 

Now,  more  than  ever  before  use  WTAG 
to  cover  central  New  England 

WTAG  • WORCESTER, MASSACHUSETTS 

REPRESENTED  BY 

HENRY  I.  CHRISTAL  CO. 
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HARRIS  PUNCHES  AT  ‘INFLUENCE’ 

Harris’  bill  to  stop  ‘ex  parte’  contacts  reaches  House  floor 


The  2V2  year  life  of  Rep.  Oren  Har- 
ris’ (D-Ark.)  Legislative  Oversight  Sub- 
committee bore  “fruit”  last  week  in 
the  form  of  a bill  designed  to  curb 
ex  parte  contracts  and  back  door  in- 
fluences in  regulatory  agencies. 

Rep.  Harris  introduced  his  legisla- 
tion (HR  12731)  last  Monday  (June  20) 
and  saw  it  reported  “unanimously”  to 
the  House  floor  two  days  later  by  the 
Commerce  Committee,  which  he  also 
chairs.  In  addition  to  the  FCC,  the 
bill  applies  to  the  Civil  Aeronautics 
Board,  Federal  Power  Commission, 
Federal  Trade  Commission,  Interstate 
Commerce  Committee  and  Securities 
& Exchange  Commission. 

HR  12731  represents  a compromise 
of  earlier  ethics  legislation  (HR  4800) 
introduced  by  Rep.  Harris.  It  was 
drafted  with  the  cooperation  of  the 
Federal  Bar  Assn.,  Federal  Communi- 
cations Bar  Assn,  and  the  agencies 
themselves.  Violators  of  its  provisions 
would  be  subject  to  fines  of  $10,000 
and  imprisonment  for  one  year. 

Purposes  of  the  proposed  reforms,  as 
spelled  out  in  the  bill,  are  (1)  to  guard 
against  the  exertion  of  improper  influ- 
ences, (2)  to  insure  the  observance  of 
proper  ethical  standards  by  members 
and  employes  of  the  agencies,  (3)  to 


prohibit,  except  in  exempted  circum- 
stances, ex  parte  communications  and 
(4)  give  the  President  the  power  to  re- 
move commissioners  for  just  cause. 

“The  Congress  hereby  recognizes,” 
the  bill  states,  “that  it  is  improper  for 
any  person,  for  himself  or  on  behalf  of 
any  other  person,  to  influence  or  at- 
tempt to  influence  any  vote,  decision, 
or  other  action  by  any  agency  or  by  any 
member  or  employe  of  such  agency,  in 
any  proceeding  or  matter  before  the 
agency  by  the  use  of  secret  and  devious 
methods  calculated  to  achieve  results 
by  the  exertion  of  pressures,  by  the 
spreading  of  false  information,  by  the 
offering  of  pecuniary  or  other  induce- 
ments, or  by  other  unfair  or  unethical 
means,  rather  than  by  reliance  upon  a 
fair  and  open  presentation  of  facts  and 
arguments  in  accordance  with  estab- 
lished procedures.” 

What’s  Improper  ■ Under  the  bill,  it 
would  be  improper  for  any  member  or 
staffer  of  the  FCC  to  (1)  engage  in  any 
business  transaction  with  any  person 
having  a pecuniary  interest  in  any  pro- 
ceeding before  the  commission,  (2)  ac- 
cept or  solicit  any  money,  loan,  service, 
employment  or  other  thing  of  value 
from  any  party  in  an  FCC  proceeding, 
(3)  use  confidential  information  for  per- 


sonal profit,  (4)  have  a conflict  of  inter-  | 
est,  and  (5)  “act  in  any  official  matter  ij 
with  respect  to  which  there  exists  a per-  ij 
sonal  interest  incompatible  with  un-  ij 
biased  exercise  of  official  judgment.” 

Every  notice  of  hearing  issued  by  the  | 
FCC  would  include  a statement  as  to  j 
whether  the  hearing  is  an  “on-the-  1 
record”  proceeding  or,  if  not,  that  j 
off-the-record  communications  will  be  j 
acceptable.  When  the  preceeding  is  “on-  jl 
the-record,”  the  bill  states,  no  ex  parte 
communications  of  any  nature  would  be  j 
permitted  and  any  such  communication  jl 
received  would  be  forwarded  to  the  FCC 
secretary  for  inclusion  in  the  official 
record. 

Violation  of  this  section  of  the  bill  j 
“shall  be  in  good  cause  ...  for  disquali-  i 
fication  of  the  party  who  made  the  ex-  j 
parte  communication,  or  on  whose  be-  I 
half  the  ex  parte  communication  was  il 
made.  . . .”  Rep.  Harris’  bill  states. 

The  bill  also  abolishes  the  FCC’s  re-  | 
view  staff.  In  addition,  it  makes  uniform  J 
to  all  six  agencies  the  power  of  the 
President  to  remove  a member  for  “neg-  J 
lect  of  duty  or  malfeasance  in  office,  but  I 
for  no  other  cause.”  This  power  now  | 
varies  by  agency  and  does  not  now  in-  J 
elude  the  right  to  remove  a member  of  | 
the  FCC. 


HE  ALSO  HAS  A SWING  AT  THE  PRESS 

Attacks  Knight  newspapers,  ‘Life’  in  House  speech  on  payola  bill 


House  debate  on  the  payola  bill  was 
held  up  last  Thursday  while  its  author 
—Rep.  Harris — unburdened  himself 
of  a 70-minute  indictment  against  the 
Knight  Newspapers  and  Life  magazine 
for  carrying  stories  about  congressional 
travel  expense  accounts  involving  Rep. 
Harris  and  other  congressmen  (Broad- 
casting, June  6). 

Cheering  congressmen,  who  gave 
Rep.  Harris  a standing  ovation  from 
both  the  Democratic  and  Republican 
sides  of  the  aisle  when  he  got  through, 
found  it  impossible  to  ignore — even  if 
they  had  so  chosen — the  angry  Arkan- 
san’s charge  that  two  of  the  payola 
bill’s  opponents  are  none  other  than 
Knight  Newspapers  and  Time;  and  that 
their  stories  about  congressional  spend- 
ing of  public  money  were  attempts  to 
intimidate  his  Legislative  Oversight 
Subcommittee  into  laying  off  the  two 
companies’  tv  and  radio  properties. 

He  told  his  colleagues  that  immedi- 
ately after  the  oversight  group  made  its 
report  last  Feb.  9,  on  which  the  payola 


and  other  provisions  were  based,  the 
Knight  Newspapers  and  Time  “turned 
reporters  loose”  to  snoop  on  the  over- 
sighters.  Time  assigned  six  reporters  to 
the  subcommittee,  he  charged. 

He  indicated  the  stories  were  part 
of  a conspiracy  between  Knight  and 
Time  to  defeat  the  payola  bill  (S 
1898).  He  recalled  that  his  subcommit- 
tee had  questioned  Publisher  John  S. 
Knight  about  the  FCC’s  award  of  ch. 
7 in  Miami  to  a group  including  Knight 
(40%)  Cox  Newspapers  (40%)  and 
former  NBC  President  Niles  Trammell 
(20%),  but  that  questioning  was  brief 
because  of  the  recent  death  of  Mr. 
Knight’s  son.  Mr.  Knight,  he  said,  is  a 
multimillionaire  who  seeks,  not  money, 
but  power.  FCC  Special  Hearing  Ex- 
aminer Horace  Stern  has  been  conduct- 
ing re-hearings  in  Philadelphia  in  the 
Miami  ch.  7 case  in  which  the  FCC 
awarded  the  facility  to  the  Knight-Cox- 
Trammell  group. 

As  for  Time,  which  owns  a string  of 
tv  and  radio  properties,  none  of  its 


stations  have  ever  been  granted  by 
application,  but  were  purchased,  he 
said,  intimating  that  Time  might  not 
have  been  able  to  qualify  as  an  appli- 
cant for  a new  facility.  He  said  the 
bill  being  considered  would  control 
transfers  of  tv-radio  properties.  (The 
payola  bill  does  not  affect  transfers  and 
Mr.  Harris’  bill  on  transfers,  HR  1 1 340, 
has  not  been  reported  from  his  House 
Commerce  Committee.) 

Rep.  Harris,  talking  of  the  payola 
bill,  said  the  broadcasting  industry  and 
large  publications  which  own  broad- 
casting facilities  “do  not  want  legisla- 
tion of  this  kind.”  He  said  “pressures 
began  moving  in”  shortly  after  the 
House  Commerce  Committee  approved 
the  bill,  but  did  not  explain  what  form 
such  pressures  took. 

If  members  of  Congress  are  subject 
to  pressures,  he  said,  members  of  the 
FCC  are  even  more  vulnerable  to  them. 
He  charged  Knight’s  Detroit  Free 
Press,  cropped  a picture  which  made  it 
appear  that  he  was  accepting  a drink 
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Senate  confirms  Commissioner  Lee  by  64-19  vote 


The  Senate  last  week  confirmed 
Robert  E.  Lee  for  a new  seven-year 
term  to  the  FCC  by  a vote  of  64  to 
19  after  a 20-minute  debate. 

Lined  up  against  the  District  of 
Columbia  Republican  nominee  in 
the  Senate  action  Thursday  was  a 
bloc  of  Democrats  led  by  Sens.  Wil- 
liam Proxmire  (D-Wis.)  and  Ernest 
Gruening  (D-Alaska). 

Sen.  Proxmire  charged  that  while 
Mr.  Lee  had  voted  “in  the  public 
interest”  a few  times  during  his  first 
seven-year  tenure,  he  had  gone  along 
with  the  majority  about  90%  of 
the  time.  And  the  very  fact  Mr.  Lee 
did  vote  with  the  majority,  Sen. 
Proxmire  said,  is  why  he  opposes 
the  nomination.  It  is  a “gross  under- 
statement,” he  said,  that  there  has 
been  concern  over  the  quality  of 
the  FCC’s  performance  the  past  sev- 
eral years. 

The  Wisconsin  Democrat  hinted 
there  was  something  fishy  about  the 
way  the  Senate  Commerce  Com- 
mittee, in  questioning  Mr.  Lee  April 
27  (Broadcasting,  May  2)  brought 
up  several  “controversial”  subjects, 
yet  did  not  print  extra  copies  of  its 
hearing.  Sen.  Proxmire  said  he  had 
had  trouble  getting  hold  of  a tran- 
script of  the  hearing.  (The  commit- 
tee approved  the  Lee  nomination 
June  15  in  what  was  reported  as  a 
unanimous  vote.) 

Inadequate  Information  ■ He  enu- 
merated several  questions  put  by 
committee  members  at  the  Lee  hear- 
ing and  hinted  the  failure  to  have 
reprints  made  of  the  hearing  re- 
sulted in  Senate  membership  not 
being  adequately  informed  on  these 
points.  He  stressed  that  25  senators 
voted  against  Mr.  Lee  in  the  Senate’s 
58-25  confirmation  of  him  in  1954 
(Broadcasting,  Feb.  1,  1954).  He 
concluded  by  saying  he  supposed  it 
would  be  impossible  for  many  sena- 
tors to  vote  against  a man  bearing 
the  “great  name  of  Robert  E.  Lee.” 


Another  seven-year  term 


Ironically,  seven  of  those  who 
voted  against  Mr.  Lee  last  week  also 
were  against  him  in  1954,  the  other 
12  having  entered  the  Senate  since 
then.  On  the  other  hand,  about  a 
dozen  senators  who  voted  against 
Mr.  Lee  in  1954  voted  for  him  last 
week. 

After  the  Senate  vote  early  Wed- 
nesday afternoon,  Sen.  Proxmire  re- 
leased a statement  charging  the  FCC 
has  a policy  of  favoring  an  applicant 
for  a tv  station  which  has  congress- 
men as  stockholders  (see  story  page 
74). 

Sen.  Gruening  said  he  had  nothing 
against  Mr.  Lee,  but  felt  his  seven- 
year  term  would  extend  through  the 
term  of  the  next  President,  who,  he 
predicted,  would  be  a Democrat, 
and  through  the  terms  of  all  senators. 

Sen.  Joseph  Clark  (D-Pa.)  asso- 
ciated himself  with  Sen.  Proxmire’s 
comments. 

The  Ayes  ■ Sen.  Gale  McGee 


(D-Wyo.),  who  voted  for  Mr.  Lee 
last  week,  said  the  nominee’s  record 
“has  many  spots  on  it,”  but  “I  think 
he’s  learned.”  What  he  had  in  mind, 
the  Wyoming  Democrat  said,  was 
Mr.  Lee’s  western  inspection  tour  of 
vhf  boosters.  Sen.  McGee  said  Mr. 
Lee  changed  his  position  in  favor  of 
boosters  and  that  he  thus  should  be 
given  credit  for  his  “disposition  to 
improve.” 

Others  speaking  in  behalf  of  Mr. 
Lee  were  Sens.  John  M.  Butler 
(R-Md.),  Lyndon  B.  Johnson  (D- 
Tex.),  Norris  Cotton  (R-N.H.),  Styles 
Bridges  (R-N.H.),  Francis  Case 
(R-S.D.),  Hugh  Scott  (R-Pa.)  and 
Everett  Dirksen  (R-Ill.). 

Sen.  Cotton  said  Sen.  Proxmire’s 
complaints  about  the  questions 
raised  during  testimony  by  Mr.  Lee 
before  the  Senate  Commerce  Com- 
mittee were  justified,  but  said  these 
questions  were  directed  at  the  en- 
tire FCC  membership  and  the  sena- 
tors just  took  advantage  of  the 
nominee’s  appearance  before  them 
to  ask  the  questions. 

Sen.  Bridges  praised  Mr.  Lee’s 
previous  service  in  the  FBI  and  as  a 
congressional  staff  member.  Sen. 
Dirksen  said  he  made  his  own  in- 
vestigation of  Mr.  Lee  after  he  was 
renominated,  then  called  Mr.  Lee 
in  and  asked  him  “about  40”  ques- 
tions. “When  I was  through,”  he 
said,  “I  was  perfectly  satisfied  I could 
come  on  the  floor  and  defend  him  as 
a good  and  able  public  servant.” 

The  Lee  nomination  had  not  been 
expected  by  most  observers  to  be 
brought  to  a Senate  roll  call  vote 
until  floor  discussion  the  day  before, 
indicated  opposition  was  developing 
from  Sen.  Proxmire. 

Mr.  Lee  began  serving  on  the  FCC 
Oct.  6,  1953,  as  a recess  appointee 
succeeding  Paul  A.  Walker,  who 
had  left  the  previous  June  30.  He 
was  renominated  last  February 
(Broadcasting,  Feb.  22). 


when  this  was  not  the  case  and  that 
the  picture  was  made  at  a ceremony 
celebrating  the  25th  anniversary  of  the 
Securities  & Exchange  but  as  used  in 
the  newspaper  left  the  implication  it 
was  made  in  Hawaii. 

He  acknowledged  he  used  a Senate- 
passed  bill  on  FCC  pre-grant  proce- 
dures as  a “vehicle”  to  which  he  at- 
tached his  payola  bill.  The  bill  covers 
payola  and  free  plugs,  quiz  rigging  and 
payoff  agreements  among  applicants 
for  broadcast  facilities.  It  provides  for 
suspension  of  broadcast  licenses  for  up 
to  10  days  and  for  fines  of  up  to  $1,000 
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a day  for  broadcasters  who  violate  laws 
and  FCC  rules.  The  pre-grant  proce- 
dure, also  virtually  completely  rewritten 
from  the  Senate-passed  version  which 
formerly  made  up  the  bill,  would  sub- 
stitute for  the  controversial  McFarland 
letter  and  protest  provisions  on  grants 
made  without  hearing,  a system  by 
which  a person  who  objects  to  the 
grant  could  file  a petition  to  deny  the 
grant  with  affidavits  describing  the 
facts  alleged. 

Most  broadcasters  have  objected  to 
the  license  suspension  and  fines  pro- 
visions. 


Asks  federal  inquiry 

New  York  grand  jury  has  asked  three 
federal  agencies  and  New  York  health 
commission  to  check  “alleged  clinical 
tests”  that  based  advertising  claims  for 
Regimen.  Letters  were  sent  to  FTC, 
FCC,  Food  & Drug  Administration  and 
New  York  health  unit.  Grand  jury  in- 
dicted Drug  Research  Corp.  and  agency, 
Kastor,  Hilton,  Chesley,  Clifford  & 
Atherton,  plus  New  Drug  Institute 
Labs,  all  New  York,  as  result  of  New 
York  district  attorney’s  probe  of  Regi- 
men reducing  pills  advertising  on  tv  and 
in  print  (Broadcasting,  June  20). 
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HOW  TO  RAKE  IN 
FATTER  POTS 


Amazing  how  Joe  Floyd's  KELO- 
LAND  booster  hookup  rounds  up 
more  consumers  for  you.  The  ARB 
March  survey  (6-10  p.m.  7 days  a 
week)  shows  you  this.  Your  sales 
message  on  KELO-TV,  SIOUX 
FALLS,  gives  you  61  % more  view- 
ers than  the  same  message  would 
get  you  on  the  highest  rated 
Omaha  station.  72%  more  than 
on  the  highest  rated  Des  Moines 
station.  70%  more  than  Duluth's. 
158%  more  than  Fargo's.  Sounds 
fantastic!  But  true!  The  KELO- 
LAND  hookup  is  a fantastic  force 
in  delivering  big  audiences.  You 
get  this  enormous 
coverage  of  103 
counties  in  5 differ- 
ent states  with  just 
one  rate  card. 


KIMN  CLEARED 
But  management  gets 
sharp  FCC  warning 

KIMN  Denver  will  not  have  to  face 
a license  revocation  hearing  because  of 
“admittedly  poor  taste  and  off-color  re- 
marks” made  by  one  of  its  announcers 
(At  Deadline,  Sept.  28,  1959). 

However,  in  vacating  the  ordered 
hearing,  the  FCC  last  week  soundly 
criticized  the  “serious  laxity”  and  “ab- 
dication of  control”  on  the  part  of  the 
station  management.  The  hearing  order, 
issued  late  last  year  (Broadcasting, 
Dec.  14,  1959),  was  vacated  by  a 4-to-l 
commission  vote,  with  Chairman  Fred- 
erick W.  Ford  voting  to  go  a step  be- 
yond the  verbal  lashing  issued  KIMN’s 
management. 

“As  further  assurance  that  such  inci- 
dents will  not  reoccur,”  the  FCC  issued 
a cease  and  desist  order  against  KIMN, 
which  the  station  has  signified  it  is  will- 
ing to  accept. 

Don  Burden,  owner  of  KICN  Den- 
ver, first  lodged  a complaint  with  the 
commission  against  KIMN  last  Sep- 
tember because  of  remarks  made  on  the 
air,  plus  sound  effects,  by  then  KIMN 
disc  jockey  Royce  Johnson.  Cecil  F. 
Heftel,  president  and  co-owner  (with  his 
wife)  of  KIMN,  said  he  was  “shocked” 
to  learn  of  the  Johnson  statements  and 
immediately  discharged  the  disc  jockey. 

Mr.  Heftel  said  that  the  offensive  re- 
marks were  made  at  a time  when  KIMN 
did  not  have  a program  director  and 
that  he  personally  had  been  out  of 
Denver. 

Great  Concern  ■ “The  incidents  which 
occurred  at  KIMN  have  been  a subject 
of  utmost  concern  to  the  Commission,” 
last  week’s  FCC  order  stated.  “The  re- 
marks . . . appear  to  have  been  made 
for  the  purpose  of  attracting  a larger 
listening  audience,  with  no  discernible 
regard  as  to  the  propriety  of  the  means 
employed.  That  the  remarks  in  ques- 
tion, which  would  have  been  offensive 
in  any  context,  occurred  on  programs 
in  which  young  people  participated,  is 
especially  deplorable.” 

Mr.  Heftel’s  explanation  of  the  sur- 
rounding circumstances  only  intensified 
the  commission’s  concern,  the  opinion 
continued.  “That  material  of  which  the 
licensee  disapproves  could  be  broadcast 
for  several  weeks  over  its  facilities  indi- 
cates a serious  laxity  in  licensee  super- 
vision,” the  FCC  said.  “.  . . That  Mr. 
Heftel  became  informed  as  to  what  had 
transpired  only  after  commission  in- 
quiry reveals  a disturbing  lack  of  inter- 
est in  the  programming  aspects  of 
KIMN’s  operation.  ...  In  our  opinion 
such  conduct  falls  substantially  short  of 
that  required  of  a licensee  operating  in 
the  public  interest.” 


In  a note  of  final  warning,  the  com- 
mission said  that  the  information  relat- 
ing to  KIMN  would  be  associated  in 
the  station’s  license  file  and  “.  . . would 
be  relevant  to  a determination,  on  an 
application  for  license  renewal,  as  to 
whether  the  overall  operation  of  the 
station  has  served  the  public  interest, 
convenience  and  necessity.” 

In  pushing  for  a revocation  hearing, 
Chairman  Ford  hit  the  “lack  of  re- 
sponsibility displayed  by  the  ownership 
of  KIMN.  . . .”  He  said  the  hearing 
should  proceed  to  determine  if  this  lack 
of  responsibility  “.  . . was  of  such  a 
nature  as  to  warrant  revocation  of  the 
station’s  license  rather  than  simply  the 
cease  and  desist  order  adopted  by  the 
commission.” 

Quotes  ■ In  releasing  its  decision,  the 
FCC  also  reproduced  several  of  the 
remarks  and  sound  effects  over  KIMN 
attributed  to  Mr.  Johnson.  They  in- 
cluded the  flushing  of  a commode 
(labeled  “Johnson’s  John”)  accompa- 
nied by  such  remarks  as:  “Oh  good 
grief,  I think  I got  my  feet  wet  on  that 
one.”  “Well  those  girls  had  a slumber 
party  and  they  wanted  us  to  pull  the 
chain  on  Johnson’s  John.” 

This  was  the  way  a record  was  in- 
troduced: “Here’s  Dee  Clark  with  ‘Hey 
Little  Girl’  in  the  high  school  cheaters.” 
The  song  “I  Ain’t  Never”  was  followed 
by:  “Gee,  I ain’t  never  either,  sure 
would  like  to  sometime,  wouldn’t  you?” 

In  another  instance,  the  announcer 
was  said  to  remark:  “Say  did  you  hear 
about  the  guy  who  goosed  the  ghost  and 
got  a handful  of  sheet?” 

Shift  in  FCC’s 
defense  office 

The  FCC  Office  of  Defense  Coordi- 
nation will  be  transferred  July  1 from 
Defense  Commissioner  Robert  E.  Lee 
to  the  Office  of  Administration.  On 
Aug.  1,  the  office  will  be  headed  by 
Albert  A.  Evangelista  as  defense  co- 
ordinator succeeding  the  retiring  Har- 
land  W.  Morris. 

Commissioner  Lee  will  continue  to 
represent  the  FCC  in  over-all  super- 
vision of  its  defense  activities,  but  the 
day-by-day  routine  of  the  job  will  be 
handled  by  Executive  Officer  Robert  W. 
Cox,  head  of  the  administration  office. 

Mr.  Evangelista,  who  will  make  his 
reports  to  Mr.  Cox,  has  been  with  the 
FCC  since  1940  when  he  joined  its 
field  engineering  staff.  From  1942  to 
1944,  he  was  with  the  commission’s 
war-time  Radio  Intelligence  Division,  j 
During  World  War  II,  he  served  with 
the  Coast  Guard  and  stayed  on  with  that 
organization  in  an  engineering  capacity 
until  he  rejoined  the  FCC  in  1952.  His 
latest  assignment  with  the  commission 
was  as  engineering  assistant  to  former 
Chairman  John  C.  Doerfer. 
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Just  how  far  should  government  go 
in  competing  with  its  own  citizens? 


Today  the  government  runs  some  19,000 
commercial  and  industrial  enterprises 
in  its  civilian  branches  alone! 

Many  thoughtful  people  are  surprised  to  learn 
that  the  U.  S.  government  actively  competes  with 
thousands  of  independent  businesses,  large  and  small. 

“Why?”  they  ask.  And  it  is  a good  question. 

A legacy  of  war 

The  idea  of  government-in-business  got  its  big 
boost  back  in  World  War  I.  However,  it  has  been 
kept  rolling,  and  even  accelerated,  in  times  of  peace. 

Today  no  one  can  estimate  the  total  cost,  in 
terms  of  tax  dollars,  of  government-in-business.  But 
figures  are  available  for  one  of  government’s  largest 
enterprises— the  federal  electric  power  “business.” 

To  date,  this  federal  “public  power”  has  cost 
the  taxpayers  more  than  $5,000,000,000.  And  its 
promoters  propose  $10,000,000,000  more— much 
of  which  would  likely  come  from  the  taxpayers. 

Is  more  federal  power  spending  necessary  ? 

To  maintain  an  abundant  supply  of  low-price 
power,  it  is  unnecessary  for  the  government  to  ex- 
pand farther  into  the  electric  power  business.  Amer- 
ica’s rapidly  growing  need  for  electricity  can  be 
amply  met  by  the  more  than  300  independent  elec- 
tric companies. 

The  question  of  government  power  expansion 
lies  with  you  and  other  citizens  (8  out  of  10  don’t 
yet  realize  they  are  being  taxed  for  this  purpose). 

If  the  trend  toward  more  “public  power”  con- 
tinues, the  people  of  your  community  will  have  to 
ante  up  more  money— money  that  you  might  pre- 
fer to  see  spent  locally  on  schools,  libraries,  hospi- 
tals, parks  and  other  essentials.  If  you’d  like  to 
know  more  of  the  facts  and  implications  of  “public 
power”  spending,  mail  the  coupon  for  the  new  free 
booklet,  “What  Do  Federal  Power  Ventures  Cost 
Your  Community?” 

AMERICA’S  INDEPENDENT 

ELECTRIC  LIGHT  AND  POWER  COMPANIES 


POWER  COMPANIES 

Room  1115-U,  1271  Ave.  of  the  Americas,  New  York  20,  N.  Y. 

Please  send  'promptly  the  material  checked  below, 
without  charge: 

□ “What  Do  Federal  Power  Ventures  Cost  Your 

Community?” 

□ Names  of  companies  that  sponsor  this  message. 


NAME  — 

(Please  print) 

ADDRESS 

CITY ZONE STATE . 


“In  all  that  the  people  can  individually  do 
as  well  for  themselves,  government  ought  not 
to  interfere.”  —abraham  Lincoln 
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CH.  10  ACTION  IRKS  PROXMIRE 

He  assails  grant  to  Albany  group  that 
includes  five  members  of  Congress 


Sen.  William  Proxmire  (D-Wis.) 
took  the  floor  of  the  Senate  twice  last 
week  to  denounce  as  “political  payola 
at  its  worst”  the  awarding  of  a prefer- 
ence in  “civic  participation”  to  a tv 
applicant  in  the  Albany  ch.  10  contest 
because  five  stockholders  are  members 
of  Congress. 

Capital  Cities  Tv  Co.,  which  now 
operates  WTEN  (TV)  there  on  ch.  10 
under  temporary  authorization,  re- 
ceived the  nod  over  Veterans  Broad- 
casting Co.  in  an  August  1959  initial 
decision.  In  his  decision,  Hearing  Ex- 
aminer J.D.  Bond  took  note  that  some 
of  the  Capital  stockholders  are  mem- 
bers of  the  House  in  discussing  “civic 
participation.”  Capital  was  found  to  be 
“manifestly  superior”  in  this  area. 

In  a tentative  vote,  taken  May  27 
immediately  after  oral  argument,  the 
Commission  favored  Capital  Cities  in 
staff  instructions  (At  Deadline,  May 
30).  However,  one  commissioner  said 
last  week  that  “we  thought  ownership 
of  the  five  congressmen  was  a factor  of 
no  particular  significance.” 

Counterattacks  ■ Two  commissioners 
attacked  the  Proxmire  statements  as 
“improper  pressures  of  the  worst  sort 
. . .”,  exactly  the  type  of  thing  Con- 
gress is  trying  to  legislate  against.  One 
of  the  members  of  the  FCC  had  this 
to  say  about  Sen.  Proxmire:  “What  he 
is  really  doing  is  wrapping  himself  in  a 
mantle  of  virtue  and  committing  the 
cardinal  sin  of  an  attempted  direction 
to  the  FCC  of  what  weight  it  should 
give  evidence  in  an  adjudicatory  case 
pending.” 

It  was  suggested  that  if  the  senator 
does  not  think  a member  of  Congress 
should  be  permitted  to  own  stock  in  a 
broadcast  property  that  he  should  intro- 
duce legislation  prohibiting  such  inter- 
ests. (Sen.  Proxmire  had  placed  in  the 
Congressional  Record  a news  story  on 
the  case  printed  in  the  June  19  New 
York  Herald  Tribune.  However,  he 
emphasized,  “I  have  now  discovered 
that  beyond  a doubt  the  commission 
does  accept  the  idea  that  if  members  of 
congress  are  stockholders  in  a tv  com- 
pany, that  should  be  a plus  factor  in 
considering  that  company’s  applica- 
tion.” 

The  Congressmen  Involved  ■ The  five 
congressional  stockholders  of  Capital 
Cities,  and  their  interests,  include:  Rep. 
James  J.  Delaney  (D-N.Y.),  13,000  of 
1,149,798  common  voting  shares;  Rep. 
Eugene  J.  Keogh  (D-N.Y.),  18,513 
shares;  Rep.  Leo  W.  O’Brien  (R-N.Y.), 
24,561  shares;  Rep.  Dean  P.  Taylor 


Sen.  Proxmire 


A Badger  badgers 

(R-N.Y.),  24,990  shares,  and  Rep.  Peter 
W.  Rodino  (D-N.J.),  less  than  Vi  of 

All  told,  there  are  1,180  Capital 
Cities  stockholders,  with  the  five  con- 
gressmen combined  owning  less  than 
5%.  Largest  individual  owners,  per- 
centagewise, are  commentator  Lowell 
Thomas  with  16.23%  and  President 
Frank  M.  Smith,  12.11%.  Capital  Cities 
also  owns  WROW-AM-FM  Albany, 
WPRO  - AM  - FM  - TV  Providence, 
WCDB  (TV)  Hagaman,  N.Y.,  WCDC 
(TV)  Adams,  Mass.,  and  WTVD  (TV) 
Durham,  N.C. 

Veterans  owns  WVET-AM-TV  Ro- 
chester, N.Y.  The  Rochester  tv  outlet 
also  is  on  ch.  10  and  shares  that  facility 
with  WHEC-TV.  Albany  ch.  10  actually 
is  assigned  to  Vail  Mills,  N.Y.,  having 
been  allocated  there  as  a “drop-in”  in 
1957. 

Last  Monday  (June  20),  Sen.  Prox- 
mire charged  that  giving  congressmen 
an  “advantageous,  privileged  position 
in  the  award  of  television  licenses 
...  is  as  morally  wrong  as  it  can  be. 
It  sets  up  a firm  pattern  for  predictable 
corruption.  ...  If  this  ridiculous  spe- 
cial advantage  in  tv  license  allocation 
is  allowed  to  stand,  the  next  logical 
step  would  be  for  the  FCC  commis- 
sioners to  take  the  gravy  themselves.” 

The  Wisconsin  Democrat,  often  an 
outspoken  critic  of  the  FCC  as  well  as 
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FTC  cites  Rise,  SSC&B 


Carter  Products  Inc.,  New  York, 
manufacturer  of  Rise  shaving  cream, 
has  been  charged  by  the  Federal 
Trade  Commission  with  using  de- 
ceptive tv  commercials  “which  dis- 
parage competing  shaving  lathers.” 
Also  named  in  the  FTC’s  complaint 
are  Sullivan,  Stauffer,  Colwell  & 
Bayles  Inc.,  Carter’s  advertising 
agency,  and  S.  Heagan  Bayles, 
SSC&B  executive  in  charge  of  the 
Rise  account. 

The  complaint  alleges  that  the 
Rise  tv  commercial  portrays  an  actor 
shaving  with  what  purports  to  be 
competing  shaving  lather  that  has 
dried  on  his  face  “causing  him  to 


wince  in  discomfort.”  Next  the  actor 
is  shown  shaving  with  “moist  and 
creamy  Rise,”  resulting  in  an  easier 
and  more  comfortable  shave.  In  re- 
ality, the  complaint  continues,  the 
“supposed”  lather  of  the  competi- 
tor is  “a  formulation  specially  pre- 
pared for  the  demonstration  and  is 
not  a product  used  for  shaving  pur- 
poses.” Consequently,  the  FTC  said, 
the  demonstration  “is  not  a valid 
comparison”  between  Rise  and  com- 
peting products,  while  tending  to 
“disparage”  the  latter. 

The  respondents  were  given  30 
days  to  answer. 


individual  members,  told  the  Senate 
that  he  was  referring  to  the  “precedent 
shattering  FCC  award  of  ch.  10  . . . 
to  the  Capital  Cities  Tv  Corp.,  which 
in  1959  enjoyed  gross  income  of  more 
than  $6  million.” 

Second  Stand  ■ Last  Friday,  Sen. 
Proxmire  revealed  that  since  Monday 
he  had  been  visited  by  “a  high  official 
of  the  FCC.  He  told  me  ...  it  is  in- 
deed the  settled  policy  of  the  FCC  to 
give  weight  to  ownership  by  members 
of  Congress  as  an  indication  of  civic 
participation  and  a favorable  factor  in 
making  tv  license  awards,”  the  senator 
said. 

“What  the  FCC  is  admitting  when 
it  embraces  this  policy  is  that  it  will 
give  special  consideration  to  a company 
whose  ownership  is  partially  vested  in 
members  of  Congress  who  must  act  on 
nominations  to  the  commission  in  the 
Senate,  adopt  the  laws  under  which  the 
commission  operates  and  give  to  the 
commission  its  operating  budget,”  he 
continued.  “Far  worse  than  making  a 
phone  call  or  writing  a letter,  a mem- 
ber of  Congress  can  influence  decisions 
of  the  FCC  by  purchasing  or  accepting 
as  a gift  stock  in  a company  which  in- 
tends to  apply  for  a tv  or  radio  license.” 

Recanting  slightly  from  his  Monday 
statement,  Sen.  Proxmire  admitted  that 
“it  is  true  that  the  award  made  in  the 
Capital  Cities  case  was  a preliminary 
one  and  that  the  words  quoted  in  the 
press  accounts  were  those  of  the  FCC 
examiner  rather  than  of  the  commis- 
sioners.” 

FCC,  FPC  approve 
‘full  agency’  bill 

The  FCC  and  Federal  Power  Com- 
mission have  told  the  House  Commu- 
nications & Power  Subcommittee  they 
approve  of  a Senate-passed  bill  which 
would  authorize  members  of  the  two 


commissions  whose  terms  are  expiring 
to  continue  to  serve  until  successors  are 
appointed  and  are  qualified. 

FCC  Chairman  Frederick  W.  Ford 
said  his  commission  feels  the  bill  (S 
1965)  would  assure  a full  agency  mem- 
bership, preserve  continuity  of  com- 
mission responsibility  and  avoid  delay 
in  proceedings  involving  decisional 
matters. 

The  Budget  Bureau  recommended  by 
letter  that  FCC  and  FPC  members  with 
terms  expiring  be  authorized  to  serve 
for  only  60  days  after  their  terms  ex- 
pire. An  FPC  spokesman  said  experi- 
ence with  vacancies  on  that  agency  in- 
dicated 90  days  would  be  better. 

Radio-tv  exemptions 
in  minimum  wage  bill 

A Democratic-sponsored  bill  (S 
1046)  increasing  the  federal  minimum 
wage  gradually  from  $1  to  $1.25  an 
hour  was  approved  and  sent  to  the 
Senate  June  22  by  the  Labor  Commit- 
tee. The  bill  includes  an  amendment 
granting  exemption  from  overtime  re- 
quirements to  certain  broadcast  stations 
in  marketing  areas  of  fewer  than  50,000 
persons.  Chief  engineers,  news  editors 
announcers  with  multiple  duties  who  are 
employed  at  independently  owned 
broadcast  stations  are  covered.  Current- 
ly there  are  no  overtime  exemptions 
in  the  broadcasting  industry. 

A similar  bill  in  the  House  (HR 
12677)  would  exempt  radio-tv  stations 
from  overtime  provisions  in  cities  of 
less  than  100,000.  The  bill  has  been 
approved  by  the  House  Committee  on 
Education  & Labor. 

The  House  exemption  is  designed  to 
provide  relief  to  small  market  stations, 
except  where  the  market  is  located 
within  the  boundaries  of  a standard 
metropolitan  area  of  more  than  100,- 
000  population. 


THE  REMARKABLE 
SONY  RADIO 
WIRELESS 
MICROPHONE 

The  convenience  and  variety  of  uses  for 
this  remarkable  instrument  are  almost 
beyond  the  imagination.  The  Sony  CR-4 
mike  and  radio  transmitter  can  be 
slipped  into  a coat  pocket  for  completely 
wireless  on-the-street  interviewing, 
studio  audience  interviewing  or  on-the- 
spot  broadcasting  from  awkward  places. 
It  gives  complete  freedom  to  active 
singers,  dancers,  comedians,  performers 
with  electric  instruments  and  actors, 
eliminating  the  need  for  cumbersome 
mike  booms  and  entangling  wires. 

Microphone,  transmitter,  receiver  and 
carrying  case,  $250.  For  information  or 
literature,  write:  Superscope,  Inc.,  Dept. 
3,  Sun  Valley,  California. 


SONY 


SUPERSCOPE 


The  Tape  way  to  Stereo 
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Gita  chain  licenses 
are  set  for  hearing 

A chain  of  six  Arizona  stations  had 
their  renewal  applications  designated 
for  hearing  by  the  FCC  last  week  on 
issues  ranging  from  alleged  technical 
violation  to  personal  qualifications. 

KCKY  Coolidge,  KCLF  Clifton, 
KGLU  Safford,  KVNC  Winslow, 
KZOW  and  KWJB-FM  Globe,  all 
owned  by  the  Gila  Broadcasting  Co., 
had  their  license  renewals  set  for  hear- 
ing after  receiving  a Sec.  309(b)  letter 
last  March  requesting  information  on 
various  charges  (Broadcasting,  March 
14.)  Gila  replied  on  April  7. 

The  commission  said  last  week  that 
the  hearing  would  determine  the  extent 
of  the  original  charges  made  last 
March: 

■ Whether  a management  contract 
between  Gila  and  Radio  Assoc.  Inc. 
was  inconsistent  with  FCC  rules  since, 
as  the  FCC  indicated,  Radio  Assoc,  had 
asserted  complete  control  of  the  station 
chain. 

■ Whether  the  licensee  actually  had 
relinquished  control  of  the  chain  and 
had  not  reported  it  to  the  commission. 
Records  filed  with  the  FCC  indicate 
that  President  Louis  F.  Long  from  1938 
through  1959  had  held  50%  interest 
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in  Gila.  However,  the  commission  said, 
during  this  period  his  holdings  ranged 
from  40%  to  75%  and  this  was  never 
reported.  In  addition,  the  FCC  noted, 
Mr.  Long  was  convicted  of  violating 
income  tax  laws  and  fined  $5,000  in 
December,  1959.  This  may  disqualify 
him  as  a licensee,  the  FCC  said. 

■ Whether  Gila  had  filed  applications 
containing  misrepresentations  and  omis- 
sions. The  FCC  said  last  March  that 
certain  Gila  stations  have  been  operat- 
ing with  transmitters  unattended  and 
station  logs  were  falsified  for  the  un- 
attended hours.  Also,  the  FCC  stated, 
an  unlicensed  transmitter  has  been  in 
operation  for  a year  and  a half  at 
KCKY. 

Another  31 5 opponent 

Political  broadcasting  will  be  severely 
limited  during  the  presidential  cam- 
paign year  unless  Congress  provides  re- 
lief from  the  Sec.  315  equal-time  clause, 
according  to  the  U.S.  Chamber  of  Com- 
merce. 

In  a letter  to  all  members  of  Con- 
gress, the  chamber  said  the  American 
people  “may  well  be  deprived  of  his- 
toric opportunities  to  see  and  hear  de- 
bates between  the  presidential  nominees 
of  the  two  major  parties  unless  a reso- 
lution (SI  Res  207)  is  passed.  The  res- 
olution sets  aside  the  equal-time  provi- 
sion for  the  upcoming  campaign,  with 
a report  to  be  submitted  on  its  effect 
by  March  1,  1961. 

NBC  investigation 

Charges  that  NBC  “staged  and  di- 
rected” racial  demonstrations  involving 
Negro  students  in  Montgomery,  Ala., 
(Broadcasting,  May  2)  are  going  to  be 
investigated  by  the  federal  government. 
Public  Service  Commissioner  Ralph 
Smith,  who  called  for  the  investigation, 
said  Harold  Ranstad,  an  investigator  for 
the  House  Interstate  & Foreign  Com- 
merce Committee  would  be  leaving  for 
Montgomery  in  “several  weeks”  to  look 
into  the  matter.  Sandor  Van  Ocre,  a 
member  of  the  NBC  news  staff,  spent 
about  10  days  in  Montgomery  during 
the  alleged  incident. 

Football  suit  filed 

Infant  American  Football  League 
had  to  sell  tv  rights  for  1960-65  at  far 
less  than  reasonable  value  because  of 
conspiracy  by  National  Football  League 
at  keeping  new  league  out  of  business. 
This  was  one  of  charges  made  by  Amer- 
ican Football  League  in  $10  million, 
treble-damage  antitrust  suit  against 
T$1FL  filed  in  U.S.  District  Court  in 
Washington.  AFL  charged  40-year-old 
National  League  conspired  to  maintain 
professional  football  monopoly  by  using 
various  illegal  means.  It  asked  court  to 


stop  NFL  and  its  members  from  con- 
tinuing alleged  practices  and  to  enjoin 
NFL  from  granting  or  transferring  any 
franchises  into  cities  where  AFL  al- 
ready has  team.  Suit  asked  court  to 
force  NFL  to  withdraw  new  franchises 
in  Dallas  and  Houston,  where  AFL  also 
has  signed  up  teams. 

FCC  employe  charged 

Clara  Amelia  Fairall,  chief  of  the 
FCC  Mail  & Files  Div.,  has  been  placed 
on  leave  without  pay  pending  outcome 
of  gambling  charges  against  her  lodged 
by  the  Prince  Georges  County  (Md.) 
police.  Mrs.  Fairall,  her  son  and  a 
second  man  were  charged  with  operat- 
ing a lottery,  possessing  lottery  slips 
and  bookmaking  following  a police  raid 
June  6 at  the  Fairall  home. 

All  three  were  released  on  $1,500 
bond  each  pending  a hearing  June  30. 
It  was  reported  that  Mrs.  Fairall  was 
not  at  home  at  the  time  of  the  raid  and 
voluntarily  went  to  the  police  station 
after  returning  from  work.  The  com- 
mission immediately  placed  her  on 
leave  without  pay,  which  is  in  effect  a 
suspension,  a commission  spokesman 
said.  No  further  action  by  the  FCC  is 
contemplated  pending  outcome  of  the 
police  hearing. 

Uhf  operator  scores 
proposed  v drop-ins 

A proposed  interim  policy  of  vhf 
drop-ins  in  selected  markets  “.  . . mere- 
ly becomes  action  without  results  and 
only  bypasses  the  true  problems  for 
another  number  of  years,”  Springfield 
Tv  Broadcasting  Corp.  told  the  FCC 
last  week. 

Several  months  ago  the  commission 
asked  for  comments  on  the  proposed 
rulemaking  to  add  a second  or  third 
vhf  channel  to  as  yet  unnamed  cities 
at  reduced  mileage  separations.  Dead- 
line for  comments  has  been  extended 
twice  and  they  now  are  due  Sept.  1. 

Springfield,  which  owns  three  uhf 
stations  in  New  England,  said  it  is 
“implied”  by  the  FCC  that  some  other 
long  range  action  is  planned  to  solve 
the  allocations  dilemma  and  asks  why 
the  ultimate  action  “should  not  now  be 
proposed."  Any  action  which  increases 
number  of  vhf  signals  would  have  an 
adverse  effect  on  uhf,  Springfield  stated, 
and  would  substantially  injure  the  com- 
petitive position  of  the  upper-channel 
stations. 

In  a related  development,  a group 
of  Rhode  Island  citizens,  headed  by 
Robert  A.  Riesman,  commented  last 
week  that  Providence  can  afford  a third 
vhf  channel.  This  was  in  relation  to  the 
commission’s  proposed  rulemaking  to 
add  ch.  6 to  that  city  from  New  Bed- 
ford, Mass.,  to  make  Providence  an  all 
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It’s  like  a tenement  house 


Formation  of  the  new  Complaints 
& Compliance  Div.  within  the  FCC’s 
Broadcast  Bureau  has  compounded 
an  already  serious  problem:  lack  of 
office  space  for  the  bureau’s  profes- 
sional staffers. 

Take,  for  example,  the  situation 
faced  by  John  Harrington,  chief  of 
the  new  division.  He  currently  is 
located  in  a small  office  containing 
two  desks  in  the  middle  of  the  bu- 
reau's quarters  on  the  seventh  floor 
of  the  Post  Office  Building.  When 
asked  where  the  planned  25-man 
staff  for  the  intelligence-surveillance 
arms  would  be  centralized,  Mr.  Har- 
rington threw  up  his  arms  in  despair. 

His  boss,  Broadcast  Bureau  Chair- 
man Harold  Cowgill,  points  out  that 
finding  space  for  people  to  work  al- 
ready was  a serious  problem  before 
Mr.  Harrington’s  unit  was  formed. 
In  several  offices,  there  are  six  and 
seven  desks  in  rooms  designed  to  ac- 
commodate two  or  four.  And,  it  is 
not  uncommon  to  find  a lawyer 
working  from  each  side  of  a single 
desk. 


v market  and  New  Bedford  all  u. 

The  Riesman  group,  which  will  ap- 
ply for  the  channel  if  rulemaking  is 
adopted,  noted  that  the  assignment  of 
ch.  6 to  Providence  rather  than  New 
Bedford  “will  result  in  an  appreciable 
improvement  in  coverage.’’  Deadline 
for  comments  in  this  instance  has  also 
been  extended  to  Sept.  1. 

Senate  approves  funds 
for  FCC  police  unit 

The  Senate  last  week  passed  by  a 
75-8  vote  a bill  providing  $200,000  for 
the  FCC  to  set  up  its  planned  25-man 
police  unit  to  watch  tv  and  radio  sta- 
tions for  violations  of  law  and  FCC 
rules  (Broadcasting,  May  23).  The  In- 
dependent Offices  Appropriations  bill 
(HR  11776),  now  goes  to  a joint 
Senate-House  conference  to  reconcile 
Senate  amendments  to  the  House-passed 
measure  providing  fiscal  1961  appropri- 
ations for  the  FCC  and  other  govern- 
ment agencies. 

The  bill,  as  amended  by  the  Senate, 
calls  for  total  FCC  appropriations  of 
$13,135,000,  which  is  $365,000  less 
than  the  Budget  Bureau  request  and 
$200,000  more  than  that  approved  by 
the  House.  The  Senate  approved  the 
$200,000  figure  in  partial  endorsement 
of  the  FCC’s  request  for  $300,000  for 
the  new  unit  and  specified  the  money 
must  not  be  used  for  any  purpose  “re- 
motely concerning”  censorship  of  pro- 
gram content. 


In  the  Renewal  & Transfers  Div. 
there  are  14  professional  staffers 
who  do  not  have  a work  place  to 
call  their  own,  it  was  pointed  out. 
“It’s  a problem  we  are  going  to  have 
to  solve,”  Mr.  Cowgill  said,  “but  I 
just  don’t  know  what  the  solution 
is  going  to  be.” 

Spotlighting  the  seriousness  of  the 
situation,  the  Broadcast  Bureau  has 
223  employes  today,  compared  with 
167  two  years  ago,  but  still  is  con- 
tained within  the  same  floor  space. 
By  mid-summer,  Mr.  Cowgill  said, 
the  bureau  will  have  250  employes. 

One  possible  solution  already  has 
gone  down  the  drain.  Last  Novem- 
ber, it  was  announced  that  the  ex- 
aminers and  staff  would  move  out  of 
the  Post  Office  Building  and  Mr. 
Cowgill  immediately  put  in  a claim 
for  the  vacated  office  space.  How- 
ever, that  branch  of  the  commission 
is  returning  to  the  home  office  from 
an  uptown  Washington  office  build- 
ing so  the  Broadcast  Bureau  has  lost 
out. 


The  FCC  appropriation  also  includes 
$2  million  for  a commission  study  of 
uhf  propagation  in  New  York  City  over 
a two-year  period.  The  House  approved 
this  figure  after  the  FCC  had  asked  for 
$2.25  million  for  that  purpose. 

The  Senate  also  voted  to  restore  a 
$185,000  cut  by  the  House  from  the 
Federal  Trade  Commission’s  fiscal  1961 
Budget  Bureau  request  for  $7.6  mil- 
lion, which  also  will  require  ironing  out 
in  the  joint  conference.  Sen.  Warren  G. 
Magnuson  (D-Wash.),  chairman  of  the 
Senate  Commerce  Committee,  was 
chairman  of  the  Senate  Appropriations 
subcommittee  which  acted  on  the  FCC 
and  FTC  requests. 

Harrisburg  uhf 

The  FCC  last  week  agreed  to  con- 
sider petitions  seeking  lower  uhf  chan- 
nels filed  by  ch.  55  WHP-TV  and  ch. 
71  WDTV  (TV),  both  Harrisburg,  Pa. 
Rulemaking  was  instituted  and  com- 
ments invited  by  the  commission  on 
proposals  to  assign  chs.  21  and/or  33 
to  that  city. 

In  asking  for  comments,  however, 
the  FCC  said  there  “appears  less  basis 
now  than  formerly  for  regarding  lower 
uhf  channels  as  preferable  . . .”  but 
thought  the  instant  proposals  might  be 
a convenience  to  the  public  because  of 
operating  low-channel  uhf  stations  in 
nearby  cities.  WHP-TV,  which  is  on 
the  air,  asked  for  the  shift  of  ch.  21 
and  deletion  of  ch.  55  while  dark 
WDTV  seeks  the  assignment  of  ch.  33 
to  Harrisburg. 


Sell  Six 
Rich  Negro 
Markets  Thru 


The  1,433,000  Negroes  in  six  metro- 
politan areas  covered  by  Rounsaville  Radio 
earn  a spendable  income  of  824  million 
dollars  annually.  They  spend  80%  of  their 
gigantic  income  for  consumer  goods — 
quality,  name  brand  products!  And 
Rounsaville  Radio  is  the  only  medium 
that  reaches  and  sells  this  vast  consumer 
group!  Rounsaville  Radio  is  patterned  to 
Negro  tastes,  programs  100%  to  Negroes 
with  Negro  talent.  All  six  Rounsaville 
Stations  are  rated  Number-One  by  both 
Pulse  and  Hooper!  Get  the  facts!  Call 
Rounsaville  Radio  in  Atlanta,  John  E. 
Pearson  or  Dora-Clayton  in  the  Southeast 
today ! 


Personal  Letter 

V Negroes  listen,  believe— 

and  respond  to  Rounsaville 
> Radio  We  feature  Negro 

disc  jockeys  and  personal- 
ities,  schedule  programs  the 
Negro  likes.  No  matter  what 
your  budget,  a proper  part  of  your  advertising 
dollar  MUST  go  to  Rounsaville  Radio  or  you 
completely  miss  the  Negro  consumer  in  these 
six  important  markets!  Try  Rounsaville  Radio! 
We  are  one  of  the  oldest  and  the  largest  broad- 
casters in  our  chosen  field. 

ROBERT  W.  ROUNSAVILLE 

Owner-President 


FIRST  U.  S.  NEGRO-PROGRAMMED  CHAIN 
FIRST  IN  RATING  IN  SIX  BIG  MARKETS 

WCIN  1,000  Watts  (5,000  Watts  soon)— Cin- 
cinnati’s only  all  Negro-Programmed  Station! 
WLOU  5,000  Watts  — Louisville's  only  all 
Negro-Programmed  Station! 

WMBM  5,000  Watts — Miami-Miami  Beach's 
only  full  time  Negro-Programmed  Station! 
WVOL  5,000  Watts  — Nashville’s  only  all 
Negro-Programmed  Station! 

WYLD  1,000  Watts— New  Orleans’  only  full 
time  Negro-Programmed  Station! 

WTMP  5,000  Watts — Tampa-St.  Petersburg's 
only  all  Negro-Programmed  Station! 

Buy  One  or  All — Discounts  With  Two  or  More! 

j^fp 

ROUNSAVILLE 

RADIO  STATIONS 

PEACHTREE  AT  MATHIESON,  ATLANTA  5,  GEORGIA 

ROBERT  W.  ROUNSAVILLE  HAROLD  F.  WALKER 

Owner-President  V.P.  A Nat'l  Sales  Mgr. 

JOHN  E.  PEARSON  CO.  DORA-CLAYTON 

Nat’l  Rep.  Southeastern  Rep. 
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PAY  TV  MOVES  CLOSE  TO  SHOWDOWN 

From  Hartford  to  Miami  Beach,  advocates  pushing  rival  systems 


Advocates  of  rival  pay  tv  systems — 
on-the-air  vs.  wire — made  their  first 
big  move  last  week. 

The  resulting  battle  is  expected  to  be- 
come a major  struggle  for  acceptence. 

In  Washingon,  RKO  General  sub- 
mitted an  inch-thick  printed  application 
asking  the  FCC  to  approve  a $10  mil- 
lion, three-year  Phonevision  program  of 
on-the-air  tollcasting  in  Hartford,  Conn. 

In  Hartford,  there  was  a small  an- 
nouncement: the  formation  of  the  “Con- 
necticut Committee  Against  Pay  Tv.” 

In  Miami  Beach,  two  advocates  of 
wired  pay  tv  explained  their  positions 
to  500  members  of  the  National  Com- 
munity Tv  Assn.,  meeting  in  convention 
there. 

Irving  B.  Kahn,  TelePrompTer  presi- 
dent, and  Paul  A.  MacNamara,  Inter- 
national Telemeter  vice  president,  were 
the  featured  speakers.  Both  urged  catv 
operators  to  get  into  the  pay  tv  busi- 
ness. 

Mr.  Kahn’s  company  demonstrated 
a key  device  which  records  the  use  of 
the  fee-tv  channel  for  billing  purposes. 
TPT  also  fed  the  Johansson-Patterson 
fight  to  13  cable  companies  (see  sepa- 
rate story,  page  xx). 

The  Kahn  and  MacNamara  speeches 
left  the  antenna  operators  troubled. 
Some  saw  pay  tv  as  a new  field,  foreign 
to  the  antenna  service  most  of  them  are 
engaged  in.  Others  were  interested,  ex- 
tremely so. 

Last  week’s  pay  tv  actually  took  this 
shape: 

RKO-General’s  Bid  ■ Box-office  tele- 
vision faces  a three-year  test  in  Hart- 
ford, Conn.,  if  the  FCC  approves  an 
operating  plan  filed  June  23  by  RKO 
General  interests. 

Hartford  Phonevision  Co.,  wholly 


owned  by  RKO  General  Inc.,  is  the  ap- 
plicant. The  Hartford  firm  holds  the 
Zenith  Phonevision  franchise  in  the 
market.  Hartford  last  June  1 was 
granted  FCC  approval  of  a proposed 
assignment  of  the  WCHT  (TV)  ch.  18 
license  in  that  city  (Broadcasting,  June 
6). 

The  June  filing  culminated  more  than 
a decade  of  intense  subscription  tv  de- 
velopment by  Zenith,  major  radio-tv 
set  manufacturer.  If  the  Hartford  appli- 
cation is  approved,  Zenith  at  last  will 
have  the  opportunity  it  has  sought  to 
try  out  public  acceptance  of  pay  tv. 

In  the  FCC  filing,  RKO’s  Hartford 
Phonevision  Co.  is  joined  by  Zenith  and 
Teco  Inc.  The  last-named  is  a Zenith- 
sponsored  company  cooperating  with 
Zenith  in  developing,  promoting  and 
operating  Phonevision  services  (Broad- 
casting, June  20). 

RKO  General  owns  a group  of  tv 
and  radio  stations  in  major  markets,  in- 
cluding WOR-AM-FM-TV  New  York; 
KHJ-AM-FM-TV  Los  Angeles;  WNAC- 
AM-TV  and  WRKO  (FM)  Boston; 
KFRC-AM-FM  San  Francisco;  WGMS- 
AM-FM  Washington;  WHBQ-AM-TV 
Memphis;  one-third  of  CKLW  Windsor- 
Detroit,  and  Yankee  Network.  It  is  in- 
volved in  a proposed  deal  by  which  it 
would  buy  NBC’s  WRC-AM-FM-TV 
Washington  and  exchange  its  Boston 
stations  for  WRCV-AM-TV  Philadel- 
phia, now  owned  by  NBC.  In  the  deal, 
which  has  been  involved  in  FCC,  Dept, 
of  Justice  and  Capitol  Hill  controversy, 
NBC  would  buy  KTVU  (TV)  San  Fran- 
cisco and  RKO  would  sell  its  present 
Washington  radio  outlets  to  Crowell- 
Collier  Publishing  Co.  RKO  is  a sub- 
sidiary of  General  Tire  & Rubber  Co. 

The  Plans  ■ Commenting  on  the 


Hartford  pay  tv  project,  Joseph  S. 
Wright,  Zenith  president,  said,  “Sub- 
scription tv  will  deliver  to  the  family  a 
monthly  panorama  of  premium  box  of- 
fice entertainment  for  little  or  no  more 
than  the  cost  of  a single  orchestra  seat 
at  a top  Broadway  play.” 

And  Thomas  F.  O’Neil,  RKO  presi- 
dent, said  “free  reception  of  all  Phone- 
vision programs  will  be  provided  for  the 
federal  and  state  veterans  hospitals 
within  the  WHCT  reception  area.” 

The  Hartford  Phonevision  application 
specifies,  “No  commercial  announce- 
ments will  be  transmitted  during  sub- 
scription television  programs.” 

WHCT  will  operate  as  a conventional 
commercial  station  through  most  of  its 
broadcast  day,  according  to  the  appli- 
cation, “with  at  least  one  and  probably 
two  premium  subscription  programs 
aired  each  day  in  popular  viewing  hours, 
without  commercials,  for  the  use  of 
subscribers  only.” 

Program  sources  ■ In  essence  the  fee 
programs  “will  be  limited  to  box-office 
attractions — those  programs  which  are 
not  regularly  available  to  the  public 
without  the  payment  of  a fee,”  the  ap- 
plication stated.  Motion  picture  releases 
are  conceived  as  a principal  part  of  the 
program  fare,  with  multiple  showings 
of  each  picture  contemplated.  At  least 
one,  maybe  two  such  films  will  be 
shown  on  “most  days  in  prime  listening 
hours.” 

'While  movie  producers  and  distrib- 
utors  have  shown  “great  enthusiasm” 
in  general,  no  firm  commitments  could 
be  obtained  because  of  their  “wait  and 
see  attitude.” 

“We  are  aware  of  strong  opposition 
from  some  motion  picture  exhibitors  to 
the  test,”  the  application  said.  “We  have  I ,J 


Was  the  big  fight  a little  start  for  wired  toll  tv? 


Thirteen  community  antenna  systems  with  a combined 
subscription  list  of  25,000  homes  were  linked  in  an 
“honor  system”  version  of  pay  tv  for  the  Patterson- 
Johansson  fight  June  20. 

All  but  one  of  the  catv  proprietors  asked  subscribers 
to  send  in  a special  fee  of  $2  if  they  watched  the  fight. 
The  exception  was  Virgil  R.  Evans,  general  manager  of 
the  catv  system  in  Alexandria,  La.  A dispute  between 
him  and  Southwestern  Bell  Telephone  lawyers  over  his 
right  to  carry  the  fight  was  settled  too  late  for  him  to 
make  the  preliminary  solicitations  for  $2  pledges. 

Most  of  the  catv  operators  published  coupon  ads  in 
newspapers  or  distributed  postcards  asking  subscribers, 
in  advance  of  the  fight,  to  mail  in  a certification  of  inten- 
tion to  view  it.  They  were  counting  on  subscribers  to  be 
honest  enough  to  send  in  the  $2  if  they  watched  the  fight. 

Whatever  money  is  turned  in  will  go  to  TelePrompTer. 


The  local  systems  will  keep  none  of  it.  After  the  sub- 
scription showing,  most  of  the  catv  operators  estimated 
that  from  50%  to  70%  of  their  regular  customers  tuned 
in  to  the  fight. 

The  13  catv  systems  that  distributed  the  fight  included 
four  owned  by  TelePrompTer  in  Liberal,  Kan.;  Farming- 
ton  and  Silver  City,  N.M.;  and  Rawlins,  Wyo.  The  others 
were  in  Aberdeen,  Wash.;  Alexandria-Pineville,  La.;  and 
Snowflake,  Page,  Holbrook,  Morenci,  Safford,  Winslow 
and  Miami,  all  Arizona. 

A Heavy  Tune-In  ■ Bruce  Merrill,  president  of  the 
Arizona  group,  reported  that  70%  of  his  8,000  homes 
took  the  fight.  It  was  SRO  in  bars,  restaurants  and  vet- 
erans organization  halls,  he  said. 

In  Farmington,  N.M.,  some  subscribers  told  I.E. 
Shaheen,  manager,  that  if  he  didn’t  get  enough  certificates 
in  advance  they  would  be  willing  to  double  their  contri- 
butions to  assure  the  delivery  of  the  fight.  Mr.  Shaheen 
estimated  a 70%  tune-in. 

Despite  the  lack  of  advance  planning  in  Alexandria, 
La.,  where  the  dispute  with  the  telephone  company  oc- 
curred, the  catv  manager  said  some  60%  of  this  catv 
subscribers  watched  the  fight. 

At  week’s  end  there  was  no  definite  word  on  collections. 

The  special  catv-subscription  tv  hookup  was  an  off- 
shoot of  TelePrompTer’s  major  project — the  closed  cir- 
cuit telecast  of  the  fight  to  229  theatres  and  other  special 
gathering  places  in  161  cities.  All  told  some  500,000 
persons  were  said  to  have  watched  the  closed  circuit 
showing.  TelePrompTer  expects  the  total  box-office  take 
to  be  around  $2  million. 


no  reason  to  believe,  however  that  the 
distributors  and  owners  of  motion  pic- 
ture product  would  conspire  or  agree 
with  such  exhibitors  to  deny  product 
to  a competitive  method  of  motion 
picture  exhibition  such  as  Phonevision, 
or,  in  any  event,  that  the  number  of 
such  distributors  and  producers  who 
would  do  so  would  be  sufficient  to  deny 
us  the  volume  of  product  we  need.” 

A survey  of  film  availability  showed 
that  if  pay  tv  is  established  on  a na- 
tional basis,  it  would  “tend  to  be  a new 
category  that  would  differ  from  either 
advertising  television  or  motion  picture 
theatre  shows.” 

Enthusiasm  was  found  among  legiti- 
mate theatre  interests,  leading  to  the 
belief  that  plays  in  current  exhibition 
can  be  carried  on  pay  tv  in  prime 
evening  hours.  Regular  stock-company 
presentations  are  being  considered. 

The  Johannson-Patterson  fight  was 
cited  in  a discussion  of  sports  program- 
ming, the  June  20  event  bringing  $4 
to  $5  admission  of  movie  theatres  where 
it  was  shown  on  closed  circuit  television 
and  $10  to  $100  at  the  stadium. 

Subscriber  Payments  ■ The  first  out- 
of-pocket  expense  of  a subscriber  will 
be  an  installation  fee  running  between 
$7.50  and  $10,  the  application  said, 
with  the  company  maintaining  the  de- 
coder. Later  a monthly  rent  may  be 
charged,  depending  on  experience  dur- 


ing the  test  period.  If  program  fees 
don’t  absorb  maintenance  charges,  a 
rental  fee  may  be  the  next  step.  At 
any  rate,  it’s  too  soon  to  make  a flat 
decision,  according  to  the  petitioners. 
Rental  shouldn’t  top  75  cents  a week, 
it’s  stated,  covering  cost  of  repairs, 
servicing  and  five-year  depreciation. 

A fee  will  be  charged  for  each  pro- 
gram tuned,  probably  ranging  from  75 
cents  to  $1.50  for  movies,  legitimate 
theatre  productions,  musical  events, 
sports  programs  and  others.  Then  there 
may  be  programs  that  cost  only  25 
cents,  including  educational  and  other 
low-cost  productions. 

On  the  other  hand  specials  might 
cost  up  to  $1.50  and  a heavyweight 
championship  fight  might  run  as  high 
as  $3.50,  it  was  stated,  with  public 
acceptance  a criterion. 

Subscriber  agreements  will  be  on  a 
monthly  basis;  the  subscriber  must 
maintain  his  own  tv  set  though  Phone- 
vision  will  keep  the  decoder  operating 
and  own  the  device. 

At  first  Phonevision  plans  to  use  a 
credit-type  decoder  though  it  can  in- 
stall a more  expensive  coin-box  system 
or  decoding  cards.  Advance  informa- 
tion giving  program  code  numbers  will 
be  supplied.  For  instance,  343-D  might 
be  a feature  film  to  be  shown  at  a 
specified  time  for  $1  and  564-E  might 
be  another  program  costing  $1.25. 


A paper  billing  tape  is  to  be  used  in 
Hartford,  concealed  behind  the  de- 
coder door.  Phonevision  indicated  it 
can  find  out  in  a hurry  if  the  subscriber 
has  tried  to  cheat  when  he  mails  in  the 
sum  shown  on  the  tape. 

System  Elements  ■ The  Phonevision 
system  consists  of  tv  transmitter,  en- 
coder, tv  receiver  and  decoder.  Zenith 
will  provide  the  encoder  at  the  trans- 
mitter and  the  decoder  at  the  receiver. 
A tv  station’s  video  and  audio  signals 
are  scrambled  by  the  encoder  via  code 
material  that  restricts  usable  reception 
to  sets  equipped  with  a decoder. 

In  scrambling,  the  encoder  cuts  the 
picture  horizontally  into  segments  of 
seven  lines  each  and  displaces  alternate 
segments  in  a horizontal  direction  as 
well  as  randomly  shifting  the  divisions 
between  segments  from  field  to  field. 
This  is  done  by  shifting  the  phase  of 
such  lines  with  respect  to  the  horizontal 
synchronizing  pulses,  which  remain 
regularly  spaced.  A video  delay  line, 
of  1.7  micro-seconds,  in  combination 
with  a switch,  adjusts  phase.  In  addi- 
tion, the  black-and-white  may  be  in- 
verted. 

Sound  is  scrambled  by  shifting  the 
audio  frequency  upwards  2600  cycles. 
Both  monochrome  and  color  are 
handled  without  difficulty  on  either 
vhf  or  uhf,  it  is  stated. 

Should  the  problem  of  unauthorized 
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Programs  on  credit  ■ This  Zenith 
Phonevision  decoder  installed  atop  a 
television  set  will  be  used  for  the  pro- 
posed RKO  General  subscription  tv 
service  in  Hartford,  Conn.  At  right  a 
billing  tape  provides  what  is  described  as 
a foolproof  record  of  pay  programs 
tuned  by  a viewer. 

The  credit  box,  according  to  Zenith, 
is  a less  costly  way  to  collect  fees  from 
subscribers  than  the  coin-box  type  of 
decoder.  The  decoder  door  conceals  a 
dial  which  is  rotated  to  produce  the 
proper  serial  number  of  the  program 
in  the  adjoining  window. 

At  the  left  is  a three-position  switch. 


TelePrompTer's  Key  Tv  ■ This  is  the 
control  box  which  will  be  used  by  TPT 
in  its  wired  “participation  tv”  system 
of  pay  tv.  The  unit  must  first  be  un- 
locked, and  the  customer  must  press  an 
“accept”  bar  in  order  to  receive  the  toll 
tv  program  on  his  receiver.  The  device, 
slightly  larger  than  an  old  fashioned 
box  of  kitchen  matches,  also  contains 
two  buttons  to  permit  “yes”  and  “no” 
answers  to  such  uses  as  program  ratings, 
quiz  examinations  in  educational  tv,  and 
for  ordering  merchandise  pictured  on 
the  tv  screen.  A record  of  usage  is  au- 
tomatically registered  on  tape. 


At  top  the  “TV”  position  permits  nor- 
mal tuning  of  the  tv  receiver.  “PVA” 
and  “PVB”  are  the  other  two  positions 
and  are  used  to  unscramble  the  distorted 
picture  and  sound  as  transmitted  by  the 
station  through  an  encoder.  “PVB”  is 
used  when  transmitted  pictures  are  in- 
verted as  in  a photographic  negative. 

Some  2,000  decoding  combinations 
accommodate  up  to  2,000  different  pro- 
grams contained  on  the  tape,  which  is 
designed  for  at  least  one  year’s  use  be- 
fore replacement.  A correlating  device 
determines  if  the  decoder  is  in  operat- 
ing condition.  It  prevents  operation  if 
a wrong  serial  number  has  been  dialed. 


Telemeter's  Coinbox  ■ In  the  Interna- 
tional Telemeter  wire  system,  a coin- 
box is  installed  at  every  pay  tv  receiver. 
This  instrument  includes  the  necessary 
mechanism  to  permit  upon  the  insertion 
of  coins,  the  toll  tv  program  to  pass 
through  and  be  seen.  When  a viewer 
wants  the  pay  tv  channel,  he  turns  a 
knob  to  “telemeter,”  and  then  selects 
program  “A”,  “B”  or  “C”.  The  win- 
dows on  the  left  show  him  the  price  of 
program.  They  also  indicate  any  over- 
payments in  the  form  of  credits.  The 
coin  boxes  must  be  serviced  on  a week- 
ly or  monthly  basis. 


viewing  become  serious,  Phonevision 
said,  it  could  shift  to  individualized  de- 
coders and  decoding  cards. 

How  it  Works  ■ The  subscriber  oper- 


ates the  decoder  by  opening  a door 
switch  is  marked  “TV”  for  normal  tv 
concealing  a dial.  A three-position 
viewing,  ‘PVA”  for  normal  subscription 


programs  and  "PVB”  for  subscription 
programs  that  include  an  inverted  video 
signal  in  the  scrambling  process.  Then 
the  dial  is  turned  to  show  the  desired 
three  digits  and  letter  in  an  adjacent 
window.  This  turns  a decoding  tape 
so  the  proper  electrical  contacts  can 
be  made  through  perforations.  With 
2,000  perforation  combinations,  a tape 
is  designed  to  last  at  least  a year. 

A correlator  circuit  serves  as  trouble 
shooter,  preventing  the  decoder  from 
operating  unless  the  dial  is  properly 
set.  Program  identification  is  printed  on 
the  billing  tape. 

Zenith  stated  it  can  produce  1,000 
decoder  units  a week,  or  52,000  the 
first  year  of  operation.  A minimum 
goal  of  10,000  installations  has  been 
set  up  for  the  first  year.  Operation  will 
begin  when  2,000  have  been  installed. 

Since  there’s  a three-year  limit  on 
the  FCC’s  grant,  the  company  may 
find  it  unwise  to  make  costly  new  in- 
stallations for  less  than  a two-year 
period  pending  permanent  acceptance 
of  its  system,  according  to  the  applica- 
tion. 

Zenith-RKO  Pact  ■ During  the  period 
in  which  pay  tv  is  being  offered  to 
subscribers,  Zenith  must  notify  RKO 
of  any  sale  or  grant  of  franchise  for 
Phonevision  in  cities  outside  the  test 
market.  RKO  will  have  60  days  to 
decide  if  it  wishes  to  select  such  city 
or  cities  as  one  or  more  of  the  four 
additional  franchises  it  is  entitled  to 
under  its  contract.  RKO  is  entitled  to 
only  one  of  the  three  largest  tv  markets, 
one  of  fourth  to  sixth,  one  of  seventh 
to  ninth  markets,  and  not  over  20% 
of  the  national  tv  market  as  deter- 
mined by  the  number  of  tv  homes. 
Franchise  fees  are  not  to  exceed  5% 
of  all  revenues  of  any  operation. 

During  the  first  year  of  operation, 
RKO  may  end  the  agreement  if  it 
can’t  obtain  50,000  subscribers  or  if 
its  expenses  to  date  exceed  $10  million. 
RKO  can  end  the  deal  during  the 
period  of  expansion  to  other  cities  if  it 
spends  or  is  obligated  for  $10  million 
net  after  deducting  income  received 
after  taxes. 

Teco  Inc.,  Zenith’s  licensee  of  Phone- 
vision patents,  entered  into  the  fran- 
chise contract  with  RKO  General, 
agreeing  to  furnish  equipment  and  serv- 
ices. Teco  will  pay  a third  of  its  net 
profits,  before  taxes,  to  Zenith.  Net 
Teco  capital  consists  of  100,000  au- 
thorized $10  par  shares.  A substantial 
part  of  TECO’s  stock  is  owned  by 
Zenith  stockholders  and  officials. 

Cost  of  construction,  including  in- 
stallation of  10,000  decoders,  is  esti- 
mated at  $1,676,700,  with  first-year 
operation  expected  to  run  $1,291,860. 
RKO  General  will  finance  construction 
and  operating  costs. 

The  test  market — Hartford — includes 
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New  Britain,  New  Haven,  Springfield 
and  Waterbury  and  has  at  least  four 
free  television  services  available. 

The  applicant  stated  that  in  all  con- 
tracts with  program  sources  it  would 
retain  the  right  to  reject  programs  it 
considered  unsuitable. 

Opposed  to  Pay  Tv  ■ Opposition  to 
RKO  General’s  application  for  FCC 
permission  to  begin  pay  tv  operation 
in  Hartford  went  into  high  gear  last 
week  when  the  “Connecticut  Committee 
Against  Pay  Tv”  was  organized. 

The  committee,  . mainly  theatre  ex- 
hibitors but  open  to  all  who  oppose  the 
principle  of  pay  tv,  is  headed  by  a 
steering  committee  that  comprises  Her- 
man Levy,  secretary,  Theatre  Owners 
of  America;  B.  E.  Hoffman,  Bernard 
Menschell  and  Maurice  Bailey,  Con- 
necticut theatre  chain  owners  all  of 
whom  have  movie  houses  in  Hartford. 

Appointment  of  Marcus  Cohn,  sen- 
ior member  of  the  Washington  law 
firm  of  Cohn  & Marks,  as  special  coun- 
sel to  fight  the  RKO  General  applica- 
tion was  also  announced  last  week. 

The  Connecticut  group  has  kicked 
off  fund  raising  activities  for  the  Wash- 
ington battle  and  also  is  preparing  to 
promote  a public  relations  campaign 
to  the  public. 

Albert  M.  Pickus,  president  of  TOA, 
said  that  pay  tv  in  Hartford,  “would 
quickly  put  many  of  us  out  of  business. 
If  it  ever  spread  nationally,”  he  said, 
“it  could  wipe  out  the  entire  motion 
picture  theatre  business.” 

Mr.  Pickus  urged  that  the  anti-pay 
tv  adherents  rally  to  their  side  unions, 
civic  organizations,  educators,  clergy- 
men and  other  “opinion-makers.” 

He  added:  “We  must  get  them  excited 
about  this  threat  to  their  pocketbook.  . . . 
We  must  work  this  way  because  if  we 
attempt  to  do  it  alone,  our  motives 
will  be  suspect  as  purely  selfish.” 

Five  Million  in  Five  Years  ■ There  is 
a potential  of  5 million  homes  for  wired 
pay  tv  in  the  next  five  years. 

And  the  community  antenna  group 
is  the  cadre  for  this  nationwide  inter- 
connection. 

Thus,  Irving  B.  Kahn,  president  of 
TelePrompTer,  spoke  to  more  than  500 
engrossed  NCTA  members  at  last 
Wednesday’s  luncheon  meeting  at 
Miami. 

Mr.  Kahn’s  major  premise  was  that 
catv  operators  cannot  stand  still  and 
continue  to  prosper.  Progress  is  in- 
evitable and  desirable,  the  TelePromp- 
Ter chief  said.  And  the  next  step  in 
cable  operation  is  what  Mr.  Kahn 
termed  “participation  tv.” 

This  is  TelePrompTer’s  term  for  its 
wired  system  of  subscription  tv  (see 
page  82  for  details). 

Mr.  Kahn,  whose  company  bought 
its  first  catv  system  two  years  ago  (it 
now  owns  four — Liberal,  Kan.,  Farm- 


ington and  Silver  City,  N.M.,  and  Raw- 
lins, Wyo.),  issued  a strongly-worded 
warning  to  tv  networks: 

“Quit  trying  to  play  both  sides 
against  the  middle.  Stop  giving  devious 
support  to  those  would  destroy  us  while 
at  the  same  time  pursuing  plans  of 
your  own  to  tap  the  subscription  tv 
market  we  have  developed.” 

The  pay  tv  protagonist  urged  the 
catv  operators  to  move  into  pay  tv 
immediately.  Otherwise  he  said,  some- 
one else  is  going  to  take  over  “what  is 
rightfully  ours.” 

Mr.  Kahn  had  an  ingenious  answer 
to  a question  whether  community  an- 
tenna systems  might  not  antagonize  the 
television  stations  it  picks  up  by  black- 
ing out-  a channel  for  pay  tv — or  offer- 
ing such  a specially  attractive  program 
as  to  woo  viewers  away  from  the  off-the- 
air  programs. 

He  said  that  in  his  view  the  use  of 
the  Key  Tv  device  would  be  of  benefit 
to  telecasters  and  their  advertisers.  This 
was  through  the  use  of  the  pay  tv  chan- 
nel to  permit  viewers  to  actually  order 
products  and  services  following  a regu- 
lar advertising  message  over  the  air. 

Opposition  by  AT&T  to  a subscrip- 
tion service  may  be  cancelled,  Mr. 
Kahn  stated,  through  “major”  compe- 
tition in  the  microwave  field.  Pre- 
sumably Mr.  Kahn  was  referring  to 
Western  Union’s  national  interconnec- 
tion plans.  Western  Union  is  a 16% 
owner  of  TPT. 

Most  catv  systems  use  telephone  poles 
to  carry  their  cables.  Many  contracts 
between  catv  systems  and  Bell  com- 
panies prohibit  in  specific  or  implied 
language  the  carrying  of  non-broadcast 
programs. 

He  discussed  the  philosophy  of  TPT 
in  providing  a continuity  of  pay  tv  pro- 
grams which  would  develop  into  some- 
thing like  special  features  one  or  two 
nights  a week,  plus  the  merchandising 
element  of  his  Key  Tv  feature.  This 
would  be  sufficient,  he  said,  to  under- 
write the  cost  of  telephone  loops,  if 
not  better. 

At  another  point,  Mr.  Kahn  ex- 
plained that  TPT  had  gone  into  fight 
promotion  in  order  to  stage  “clean” 
bouts.  This  was  in  answer  to  a question 
raised  from  the  floor  about  allegations 
of  gangsters  controlling  prize  fights. 

Better  Than  Expected  ■ Mr.  MacNa- 
mara  told  the  catv  operators  that  the 
Toronto  Telemeter  experience  has  ex- 
ceeded all  expectations.  He  said  that 
the  Etobicoke  operation  has  3,800  con- 
nections, with  1,600  orders  on  the 
books.  By  the  end  of  the  summer,  he 
said,  there  should  be  6,000  customers 
on  the  lines. 

In  discussing  the  experiences  Tele- 
meter has  had  with  the  operation,  Mr. 
MacNamara  disclosed  that  50%  of  the 
customers  had  watched  the  “Ten  Com- 
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Traditionally,  they  have  expected 
— and  received  — from  WOC  the 
area’s  most  complete  coverage  of 
local,  farm,  sports  and  weather 
news  . . as  well  as  NBC’s  ex- 

cellent coverage  and  analysis  of 
national  and  international  head- 
lines. 

Traditionally,  WOC  has  pro- 
grammed for  the  family,  provid- 
ing entertainment  and  changing 
when  change  is  desired.  1960 
programming  will  feature  music 
to  all  tastes. 

Traditionally,  WOC  personalities 
have  been  the  friendliest  of  peo- 
ple— known  on  the  streets  . . . 
welcome  in  the  homes. 
Traditionally,  advertisers  have 
used  WOC  to  move  merchandise 
from  display  to  the  home. 
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gram  of  data  processing  might  even  ob- 
viate the  need  for  tape. 

The  key  tv  device  also  has  one  other 
feature  which  was  made  much  of  at  the 
demonstration  last  week. 

It  contains  two  buttons,  marked  “A” 
and  “B”.  After  the  pay  tv  circuit  has 
become  live,  and  the  program  has  been 
accepted  by  the  customer,  it  is  possible 
to  register  yes  and  no  answers  on  the 
tape — or  to  a central  office  when  elec- 
tronic reporting  is  accomplished.  Use 
of  this  “answering”  service,  Mr.  Schal- 
fly  pointed  out,  showed  the  possibilities 
for  rating  a program,  for  educational 
programs  with  quizzes,  and  ultimately, 
possibly,  for  ordering  products  from  a 
super-market. 

The  TelePrompTer  “participation  tv” 
is  to  be  tested  this  summer  in  two  cities 
— Liberal,  Kan.,  and  Farmington,  N.M. 
Both  of  these  systems  are  owned  by 
TPT. 

CATV  PROBLEMS 
Legislation  worries 
on  convention  agenda 

The  decade-old  community  antenna 
business  faced  its  moment  of  truth  last 
week  in  Miami  Beach — and  came 
through  its  most  serious  and  significant 
crisis  wiser  and  more  mature. 

The  main  problem  at  the  convention 
of  the  National  Community  Television 
Assn,  was  the  position  to  be  taken  on 
legislation. 

By  a margin  of  one  vote,  the  U.S. 
Senate  last  month  voted  to  recommit  to 
committee  a bill  (S-2653)  which  would 
put  catv  operations  under  FCC  licens- 
ing jurisdiction  (Broadcasting,  May 
23). 

The  second  most  important  problem 
at  the  Miami  Beach  meeting  was  catv’s 
relations  to  telecasters — particularly 
the  “10  or  12”  situations  where  there  are 
fighting  opposition  to  antenna  operation. 

In  a series  of  round-the-clock  meet- 
ings, the  NCTA  board  submitted  for 
membership  vote — to  be  taken  Friday — 
the  following  policy  positions: 

* Oppose  all  legislation  at  this  time 
which  would  regulate  communiy  cable 
companies. 

■ Work  to  ameliorate  any  legislation 
introduced  in  order  that  it  results  in 
the  most  favorable  terms  of  catv. 

■ Come  to  terms  with  those  telecast- 
ers who  have  waged  the  fight  against 
cable  operation — specifically  such 
broadcasters  as  Ed  Craney,  Bill  Grove 
and  Rex  Howell.  Work  toward  better 
all  around  relations  with  broadcasters. 

■ Reorganize  the  association  to  pro- 
vide for  a (1)  paid  chief  executive  (2) 
revise  representation  or  board  of  direc- 
tors by  giving  greater  weight  to  regional 
catv  organizations,  (3)  employe  an  at- 
torney in  the  headquarters  office  but 


der  development  to  relay  billing  infor- 
mation to  a central  office. 

The  system  was  demonstrated  to 
members  of  the  NCTA  last  week  in 
Miami.  The  explanation  and  demonstra- 
tion was  made  by  H.J.  Schafly  Jr.,  TPT 
research  and  engineering  vice  president. 

The  key  tv  apparatus  has  two  ele- 
ments. One  is  an  actual  lock  and  key 
which  protects  the  pay  tv  system  from 
being  used  accidentally  or  without  au- 
thority. 

When  the  key  is  turned  to  activate 
the  device,  a second  step  is  necessary 
to  receive  the  toll  program.  An  “ac- 
ceptance” bar  must  be  depressed.  This 
lifts  the  filter  which  has  been  inserted 
in  the  wire  circuit  to  prevent  reception 
of  a pay  tv  program.  At  the  same  time  it 
registers  the  use  of  the  toll  channel  for 
the  individual  program. 

This  registration  is  done  at  a Tele- 
Record  box,  attached  outside  the  house 
on  the  pole  carrying  the  tap-off  line. 
It  contains  at  present  a roll  of  tape, 
which  must  be  picked  up  weekly  or 
monthly  to  determine  charges.  Mr. 
Schalfly  said,  last  week,  that  TelePromp- 
Ter's  laboratory  is  working  on  a method 
of  interrogating  the  tapes  electronically 
so  that  physical  collections  might  not 
be  necessary. 

Mr.  Schlafly  also  said  that  a pro- 


mandments,”  30%  “Gigi,”  25%  “FBI 
Story”  and  23%  Anatomy  of  a Mur- 
der.” 

He  warned  that  the  Toronto  system 
was  still  in  the  novelty  stage,  but  said 
that  perhaps  the  company  might  release 
some  grosses  this  fall. 

Opposition  to  pay  tv  is  beginning  to 
break  up,  he  said.  The  networks  are 
taking  a “second  look”  at  subscription 
television,  he  went  on,  and  movie  ex- 
hibitors are  “getting  on  the  band- 
wagon.” He  urged  catv  operators  to 
bring  into  their  ownership  movie  house 
owners. 

Mr.  MacNamara  emphasized  that  his 
company  maintained  its  belief  in  a cash 
system  of  payment,  not  a credit  one. 

Most  of  Mr.  MacNamara’s  remarks 
were  a repeat  of  what  he  has  said  be- 
fore and  what  Barney  Balaban,  president 
of  Paramount  Pictures,  said  several 
weeks  ago  to  his  stockholders  (Broad- 
casting, June  13).  ITC  is  owned  by 
Paramount. 

TelePrompTer’s  System  ■ “Key  tv”  is 
the  term  used  by  TelePrompTer  Corp. 
to  describe  its  method  of  subscription  tv 
over  wire. 

The  heart  of  the  system  is  a box 
which  will  be  placed  in  the  home.  This 
is  the  device  which  energizes  a roll  of 
tape  to  record  the  program — or  an  elec- 
tronic data  processing  circuit  still  un- 


82  (PROGRAMMING) 


BROADCASTING,  June  27,  1960 


j retain  present  cause  for  special  assign- 
ments, (4)  increase  dues  to  bring  associ- 
ation budget  to  over  $200,000  (as  com- 
pared to  $175,000  budget  today). 

■ Throw  weight  of  association  be- 
hind push  to  force  FCC  to  clear  up  mi- 
crowave situation  (the  commission  has 
held  up  a number  of  microwave  appli- 
cations because  of  protests  and  policy 
considerations).  Fight  for  full  freedom 
to  use  microwave  relays  to  bring  in 
“outside”  signals. 

Regulation,  Pro  and  Con  ■ The  major 
rift  at  the  convention,  which  attracted 
more  than  500  registrations,  concerned 
legislation.  A strong  group  of  north- 
western region  cable  operators  took  the 
position  that  the  association  needed  the 
umbrella  of  federal  regulations  in  order 
to  escape  the  threat  of  state  rate  and 
service  regulation. 

This  attitude  was  opposed  by  power- 
ful voices  summed  up  by  Milton  Shapp, 
president  of  Jerrold,  in  an  “open  let- 
ter” to  the  catv  industry. 

Mr.  Shapp  took  the  position  that 
there  was  no  need  to  accept  the  inevit- 
ability of  regulation,  that  regulation  of 
reception  was  precedent-making  and 
bad  and  that  a detente  with  the  “hand- 
ful” of  broadcasters  who  were  most 
affected  by  catv  operator  could  result 
in  the  withdrawal  of  pressures  for  Con- 
gressional aid  FCC  regulation. 

The  battle  over  this,  as  well  as  propo- 
sals to  reorganize  the  association,  see- 
sawed yp  and  down  hotel  corridors,  in 
hotel  suites  as  well  as  in  board  meetings 
which  began  Sunday  and  continued  at 
at  two-a-day  pace  through  Wednesday. 

In  discussions  involving  the  conten- 
tions of  a number  of  western  broad- 
, casters  that  catv  competition  weakens 
local  telecasters  which  results  in  depre- 
ciated programming  and  service  for  the 
local  public,  the  catv  officials  empha- 
sized and  reiterated  that  this  problem 
existed  only  in  a limited  number  of 
areas  and  could  and  should  be  met — 
even,  as  one  earnest  multiple  cable 
operator  declared,  “if  we  have  to  buy 
’em  out.”  Another  NCTA  official  ex- 
pressed the  thought  that  if  a local  sta- 
tion actually  was  forced  off  the  air  be- 
cause of  cable  competition,  the  local 
catv  owner  would  apply  for  an  reestab- 
lishment of  the  local  station. 

Actually,  catv  adherents  say,  there  are 
i only  43  “situations  where  there  is  a 
catv  operation  and  a local  tv  station. 
And,  they  repeatedly  asserted,  only 
about  1 1 of  these  are  critical. 

These  include  such  communities  as 
Helena,  Mont.;  Tyler,  Tex.;  Huntsville, 
Ala.;  Grand  Junction,  Colo.;  Yuma, 
Ariz.;  Charleston,  W.Va. 

The  convention — the  eighth  annual 
meeting  of  the  NCTA — covered  such 
topics  as  income  opportunities,  cost 
reduction,  operation  and  maintenance, 
accounting  and  promotion. 


TV  WRITERS  BACK  ON  JOBS 

WGA  negotiates  contract,  pay  raise, 
with  ATFP  and  major  picture  firms 


Writers  of  tv  film  programs  went 
back  to  work  last  week  for  companies 
who  are  members  of  the  Alliance  of 
Television  Film  Producers  and  for  the 
tv  branches  of  the  major  motion  picture 
organizations.  Terms  of  the  contract 
drafted  by  the  negotiation  committees 
of  Writers’  Guild  of  America  and  ATFP 
(At  Deadline,  June  20)  were  also  ac- 
cepted by  the  Assn,  of  Motion  Picture 
Producers  in  weekend  negotiating  ses- 
sions and  ratified  by  WGA’s  tv  branch 
members  on  June  19. 

On  Thursday  (June  23)  negotiations 
were  resumed  between  WGA  and  the 
tv  networks  covering  writers  of  filmed 
programs  produced  by  the  networks.  A 
new  WGA  network  contract  for  writers 
of  live  radio  and  tv  program  material 
was  achieved  earlier  in  the  year.  Thurs- 
day’s meeting  began  in  the  afternoon, 
at  which  time  there  was  confidence  that 
agreement  based  on  the  pattern  of  the 
ATFP  and  AMPP  settlements  would  be 
reached  without  undue  delay.  However, 
after  it  had  recessed  for  dinner  and 


resumed  again  in  the  evening,  early 
optimism  about  an  immediate  agree- 
ment had  all  but  disappeared. 

Principal  terms  of  the  contract  are: 

(1)  The  contract  is  to  be  for  six 
years  from  the  date  on  which  the  strike 
was  terminated  (June  20,  1960,  for 
ATFP  and  AMPP). 

(2)  Minimum  salary  scales  are  to  be 
increased  10%  for  the  first  two  years 
of  the  contract,  plus  an  additional  5% 
compounded  increase  the  second  two 
years. 

(3)  A joint  fact-finding  commission 
including  members  of  WGA  and  of  the 
producers’  associations  and  an  inde- 
pendent accounting-engineering  firm 
will  be  established  to  determine  a royal- 
ty formula  where  writers  will  receive 
their  original  salary  for  first  runs  only 
and  will  receive  a minimum  of  4%  of 
the  absolute  gross  on  all  reruns,  do- 
mestic and  foreign,  in  perpetuity.  The 
commission  will  use  writers’  tv  residual 
payments  over  the  past  five  years  as  a 
basis  to  determine  the  royalty  percent- 
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age,  with  4%  of  the  world  gross  as  the 
floor. 

Rights  Reserved  ■ The  producers  re- 
serve the  right  to  reject  the  commis- 
sion’s recommendations  at  the  end  of 
the  first  two  years  of  the  contract.  In 
this  event,  the  third  and  fourth  years 
of  the  contract  will  maintain  the  exist- 
ing 140%  of  minimum  residuals  formu- 
la. During  the  final  two  years  of  the 
agreement,  both  WGA  and  the  em- 
ployers must  accept  the  commission’s 
findings.  All  tv  films  produced  and  re- 
leased after  the  royalty  plan  goes  into 
effect  will  be  eligible  for  the  percentage 
of  world  gross. 

(4)  A non-contributory  health  and 
welfare  plan  is  to  be  financed  by  pro- 
ducers’ payment  equal  to  5%  of  the 
initial  agreed  compensation  for  each 
writer,  with  a ceiling  of  double  the 
minimum  scale.  The  plan  is  to  be  jointly 
administered  by  the  guild  and  the  pro- 
ducers and  is  to  be  continued  during 
royalty  formula  payments. 

(5)  Provisions  for  pay  tv  are:  Pro- 
ducers agree  that  before  releasing  films 
made  for  free  television  to  pay  tv,  they 
will  negotiate  an  agreement  for  this  use. 
If  no  agreement  is  reached,  WGA  may 
cancel  its  free  tv  agreement.  Before  en- 
gaging any  writer  to  write  films  intended 
primarily  for  pay  tv,  the  employer  must 
notify  the  guild  of  its  intentions.  If  no 
agreement  or  fees  is  reached,  WGA  will 
be  free  to  instruct  its  members  not  to 
write  scripts  for  pay  tv. 

(6)  Improvements  in  installment  pay- 
ments to  writers  were  agreed  on. 

(7)  Also  improvements  in  relation  to 
credits  and  in  the  provisions  for  specu- 
lative writing. 

Directors’  merger  off 

The  Directors  Guild  of  America  has 
announced  that  it  has  decided  to  stop 
merger  negotiations  with  the  Screen  Di- 
rectors International  Guild.  A memo- 
randum to  SDIG  by  DGA  cited  what 
it  called  various  ‘hostile  acts”  by  SDIG. 
The  latter  represents  directors  em- 
ployed at  many  film  production  com- 


panies in  the  East.  The  DGA  repre- 
sents members  employed  by  radio  and 
tv  networks  throughout  the  country 
and  film  production  organizations  on 
the  West  Coast  and  in  other  parts  of 
the  U.S. 

DAYTIME  AT  CBS-TV 
Two  new  serials  and 
a game  show  added 

Serials  will  continue  to  dominate  the 
daytime  programming  on  CBS-TV. 
Larry  White,  director  of  daytime  pro- 
gramming for  the  network,  revealed 
daytime  plans  last  week  in  Hollywood, 
where  two  new  half-hour  dramatic 
series  will  originate.  The  new  season’s 
schedule  will  also  include  a game  show, 
first  to  be  added  since  the  quiz  scandal 
broke  last  fall. 

“Entertainment,  with  no  advice,  no 
agony,  is  the  basis  of  our  program 
formula,”  Mr.  White  stated.  The  house- 
wives who  comprise  the  majority  of  the 
daytime  tv  viewers  “get  tired  of  hear- 
ing nothing  but  childish  voices  from 
morning  to  night,  so  we  try  to  give  her 
adult  voices,  to  listen  to  if  not  to  con- 
verse with.  And  because  women  are  in- 
terested in  the  drama  of  emotional 
rather  than  physical  conflict,  we  try  to 
mold  our  daytime  dramas  to  that  frame. 

“We  don’t  try  to  talk  down  to  our 
audience.  We  consider  them  as  adults 
and  we  treat  them  that  way.  We’ve 
come  a long  way  from  the  old  radio 
daytime  programs.  Today,  the  most 
successful  serials  are  those  with  the 
most  fully  developed  three-dimensional 
characters. 

“We're  going  to  originate  our  new 
programs  in  Hollywood,  rather  than  in 
New  York  where  the  others  are  pro- 
duced. We  feel  we  can  get  top  notch 
acting  and  directing  in  Hollywood, 
where  actors  and  directors  are  used  to 
the  two-day  and  2 Vi -day  shooting 
schedules  of  tv  filmed  shows  and  so  can 
fit  easily  into  the  tempo  of  the  live  day- 
time drama,  where  lines  and  business 
must  be  learned  fresh  each  day.  The  ac- 


tors we  want  are  here,  and  directors  are 
here  and  the  writers  are  here  too.” 

Two  Soap  Operas  ■ The  two  new  se- 
rials, each  a half  hour  program,  five 
days  a week,  are  Far  Horizon  and  Full 
Circle.  The  first  is  the  story  of  a family 
whose  head  is  an  Army  man  stationed 
at  Cape  Canaveral,  a drama  of  family 
life  under  special  circumstances  set 
against  the  larger  background  drama  of 
the  development  and  testing  of  new 
military  weapons.  Written  by  Manya 
Starr  and  produced  by  Charles  Pala- 
check,  with  Joe  Behar  and  Hal  Cooper 
as  directors,  Far  Horizon  will  co-star 
Phyllis  Avery  and  Ed  Kemmer. 

A different  kind  of  a story,  that  of  a 
successful  Don  Quixote,  a man  who 
feels  a responsibility  toward  others  and 
an  obligation  to  help  them,  is  depicted 
in  Full  Circle.  The  leading  characters 
are  played  by  Robert  Fortier,  Jean 
Byron  and  Dianna  Cannon.  Bill  Barrett 
is  the  writer,  Norman  Morgan  the 
producer,  Bill  Howell  and  Livia  Granito 
the  directors. 

Addition  of  Far  Horizon  and  Full 
Circle  will  give  CBS-TV  a total  of  nine 
dramatic  serials  in  its  daytime  schedule 
five  half-hour  dramas  and  four  quarter- 
hour  ones. 

The  new  game,  Video  Village,  is  de- 
signed purely  for  fun,  Mr.  White  said. 
Basically  it  is  the  traditional  children’s 
game  of  a spaced  trail  along  which  the 
players  move  from  “start”  to  “home,” 
with  rewards  or  penalties  that  speed  up 
or  retared  their  progress.  The  trial  is 
laid  out  on  the  stage  of  the  studio.  The 
players  move  themselves  rather  than 
pieces  of  metal  or  wood.  “You  might 
call  it  Parchesi  with  people.”  Prizes 
are  small;  the  game’s  the  thing.  The 
goal  is  to  provide  an  entertaining  half- 
hour  for  both  the  participants  in  the 
studio  and  the  viewers  watching  in  the 
home  audience. 

The  addition  of  a game  show  is  be- 
ing made  to  give  CBS-TV  a more  bal- 
anced daytime  schedule  and  if  Video 
Village  succeeds  in  attracting  a satis- 
factory number  of  viewers  it  could  pos- 
sibly be  the  forerunner  of  more  pro- 
grams of  this  type. 

Full  CBS-TV  daytime  schedule  for 
the  fall  season  is  (all  times  are  New 
York  time): 

10- 10:30  a.m. — December  Bride  (reruns) 
10:30-11  a.m. — Video  Village 

11- 11:30  a.m. — I Love  Lucy  (reruns) 

11:30-12  noon — Far  Horizon 

12- 12:30  p.m. — Love  of  Life 
12:30-12:45  p.m. — Search  for  Tomorrow 
12:45-1  p.m. — Guiding  Light 

1- 1:05  p.m. — News 
1:05-1:30  p.m. — Station  time 
1:30-2  p.m. — As  the  World  Turns 

2- 2:30  p.m. — Full  Circle 

2:30-3  p.m. — Linkletter  Houseparty 

3- 3:30  p.m. — The  Millionaire  (reruns) 

3:30-4  p.m. — The  Verdict  Is  Yours 

4- 4:15  p.m. — Brighter  Day 
4:15-4:30  p.m. — Secret  Storm 
4:30-5  p.m. — Edge  of  Night 
5 p.m. — Station  time 
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CBS-TV  wins  Emmy  sweepstakes 


There  were  roughly  half  as  many 
Emmy  awards  to  go  around  this 
year,  and  CBS-TV  accounted  for 
most  of  these,  thus  winning  back  a 
race  lost  to  NBC-TV  last  year. 

The  score  after  the  Academy  of 
Television  Arts  & Sciences  telecast 
last  Monday  (June  20,  NBC-TV, 
10-11:30  p.m.):  CBS  14  Emmies, 
including  the  special  Trustees  Award 
made  to  President  Frank  Stanton: 
NBC  5 and  ABC  2.  One  syndicated 
show,  Hana-Barbera  Productions’ 
Huckleberry  Hound,  broke  into  the 
winners’  circle,  taking  the  statue  for 
outstanding  children’s  programming. 
General  Electric  took  technical 
honors  for  its  low-light  color  camera 
tube. 

A 24th  award  was  announced  two 
days  after  the  telecast,  a special  cita- 
tion to  two  companies  and  two 
producers-directors  for  the  Nixon- 
Khrushchev  debate  taped  for  color 
tv  last  summer.  Cited  were  the 
Ampex  Corp.,  RCA,  Michael  R. 
Gargiulo  and  Richard  Gillaspy  (both 
were  loaned  by  NBC  to  RCA  for 
the  American  color  television  exhibit 
in  Moscow;  Mr.  Gargiulo  now  is 
with  Goodson-Todman  Produc- 
tions). The  Academy  recognized 
their  cooperative  effort  in  taping  the 
debate  July  25  and  getting  it  on 
American  networks.  This  citation 
was  not  presented  on  the  awards 
telecast  because  of  time  shortage. 

Twenty-seven  academy  leaders 
picked  Dr.  Stanton  for  the  Trustees 
Award,  stating  that  the  president  of 
CBS  Inc.  “by  forthright  and  courage- 
ous action  has  advanced  immeasura- 
bly the  freedom  of  television  as  an 
arm  of  the  free  press  and  in  so 
doing  has  strengthened  the  total 
freedom  of  television.”  The  citation 
continued,  “In  honoring  Dr.  Stan- 
ton, the  trustees  seek  to  express  their 


deep  concern  for  television’s  free- 
dom to  carry  out  its  vital  responsi- 
bilities as  a medium  of  information 
and  discussion.” 

These  were  the  other  1960  Emmy 
awards,  as  between  the  networks. 

ABC  ■ Film  editing,  Ben  H.  Ray 
and  Robert  L.  Swanson  for  The  Un- 


DR.  Stanton 

Forthright  and  courageous 


touchables;  performance  by  an  ac- 
tor in  a series,  Robert  Stack  of  The 
Untouchables. 

CBS  ■ Public  affairs  and  education 
program,  Twentieth  Century  series; 
drama  writing,  Rod  Serling,  Twi- 
light Zone,  various  episodes;  com- 
edy writing,  Sam  Perrin,  George 
Balzer,  A1  Gordon  and  Hal  Gold- 
man, Jack  Benny  Show,  music, 
Leonard  Bernstein  & The  New 
York  Philharmonic',  variety  or  mus- 
ical program  or  series,  Harry  Bela- 
fonte — “Tonight  With  Belafonte,” 


Dec.  10,  1959,  Revlon  Revue;  art 
director  and  scenic  design,  Ralph 
Berger  and  Frank  Smith,  “The 
Untouchables,”  April  20  and  27, 

1 952,  on  Westinghouse-Desilu  Play- 
house; cinematography,  Charles 
Straumer,  the  same  episodes  of 
Westinghouse  - Desilu  Playhouse; 
camera  work,  Winter  Olympics;  doc- 
umentary writing,  Howard  K.  Smith 
and  Av  Westin,  “The  Population 
Explosion,”  Nov.  11,  1959,  on  CBS 
Reports;  variety  program,  Fabulous 
Fifties,  Jan.  31;  comedy  direction, 
Ralph  Levy  and  Bud  Yorkin,  Jack 
Benny  Hour  Specials;  drama  pro- 
gram, Playhouse  90  series;  series 
performance  by  an  actress,  Jane 
Wyatt,  Father  Knows  Best. 

NBC  a Humor  program.  Art  Car- 
ney special,  VIP,  Dec.  4,  1959; 
single  performance  by  an  actor, 
Laurence  Olivier,  The  Moon  and 
Sixpence,  Oct.  30,  1959;  single  per- 
formance by  an  actress , Ingrid 
Bergman,  “The  Turn  of  the  Screw,” 
on  Ford  Startime,  Oct.  20,  1959; 
news  program,  Huntley -Brinkley 
Report,  drama  direction,  Robert 
Mulligan,  The  Moon  and  Sixpence. 

The  awards  show  was  sponsored 
by  Procter  & Gamble’s  Lilt  home 
permanent  and  Greyhound,  both 
through  Grey  Advertising.  Bob  Fin- 
kel  was  executive  producer  of  the 
two-city  origination,  starring  Fred 
Astaire  as  m.c.  in  Hollywood  and 
Arthur  Godfrey  in  New  York. 
Awards  were  based  on  ballotting 
among  6,000  ATAS  members.  Ad- 
ditional area  awards  were  made  by 
chapters  around  the  country.  Wal- 
ter Cronkite  of  CBS-TV,  national 
academy  president,  was  on  assign- 
ment in  Tokyo  at  the  time  of  the 
awards  show  last  week,  but  appeared 
on  film  to  review  ATAS  activity 
and  pledge  the  organization  to  serve 
the  industry  and  public. 


New  video  tape  firm 

Formation  of  a new  mobile  video 
tape  production  company  in  Chicago 
has  been  announced. 

The  new  firm,  Tele-Tape  Productions, 
is  headed  by  Phil  Bodwell,  president; 
John  Natale,  vice  president;  and  Ray 
Fruetel  and  Richard  Riedel,  board 
members.  All  formerly  were  with  NBC 
Central  Div.  Headquarters  for  Tele- 
Tape  Productions  is  434  W.  Chicago 
Ave.,  Chicago. 

Mr.  Bodwell  claimed  that  video  tape 
as  a technique  is  “here  to  stay”  and 
cited  “tremendous  interest”  among 
agency  personnel  for  commercials  and 
programs. 


NEW! . . . MACKENZIE  Instant  RECORDER 


New  1CPR  Recorder 


PERFECT  COMPANIONS!  For  the  ul- 
timate in  flexibility  and  fool- 
proof operation  use  the  1CPR 
with  the  5CPB  Five-Channel 
Selective  Program  Repeater. 
Countless  combinations  of  your 
very  own  sounds  . . . instantly 
cued  . . . instantly  available  at 
your  fingertips.  New  sound 
horizons  . . . limited  only  by 
your  imagination! 


5CPB  Program  Repeater 


< Be  sure  to  ask  us  for  your  copy  of  the  MACKENZIE  Story! 
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IE'S  THROW  ? 
TIONS  ROW! 


WITHIN  A STONE’ 

J OF  COMMUNICATIONS 

One  of  New  York’s 
most  desirable  locations 


MADISON  AVENUE 
AT  52nd  STREET 


A Bigger  and  Better 


Just  steps  from  anywhere  . . . 
now  with  500  individually  deco- 
rated rooms  and  suites  — and 
completely  air  conditioned. 


The  magnificent  new 

Barberry 

17  E.  52  St. 

Your  rendezvous  for  dining 
deliberately  and  well  . . . 
open  every  day  of  the  week 
for  luncheon,  cocktails, 
dinner,  supper. 


Trend  is  to  sponsored  5-minute  news 


A marked  increase  in  the  number 
of  sponsored  five-minute  newscasts 
on  radio  networks  occurred  during 
the  1950s,  according  to  a survey  of 
news  directors  conducted  by  the 
NAB  research  department. 

In  a second  analysis  of  question- 
naire returns  showing  newscast  pat- 
terns since  1953,  announced  last 
week  by  Richard  M.  Allerton,  re- 
search manager,  the  network  trend 
was  traced  to  increased  emphasis  on 
weekend  newscasts  as  well  as  week- 
day growth.  (First  analysis  in  Broad- 
casting, June  6). 

Taking  newscasts  as  a whole,  it 
was  found  that  radio  stations  are  de- 
voting twice  as  much  time  to  world 
and  domestic  news  roundups  as  was 
true  seven  years  ago.  A significant 
increase  was  shown  in  one-minute 
local  news  programs  and  declining 
interest  in  quarter-hour  newscasts 
since  NAB’s  last  news  study  in  1953. 

“Large  and  small  stations  have 
shown  a tendency  away  from  interest 
in  five-minute  and  15-minute  local 
news  programs  toward  the  shorter 
one-minute  and  10-minute  format,” 
Mr.  Allerton  found.  Medium  sta- 
tions also  show  a liking  for  the 
shorter  format  in  1960,  with  a tend- 
ency toward  the  one  and  five-min- 
ute local  news  programs. 

Little  Rip  V Read  ■ Most  stations 
do  at  least  some  editing  or  rewriting 
of  wire  service  copy,  according  to 
the  NAB  study.  “A  few  edit  or  re- 
write all  wire  copy  and  only  a very 
few  stations  read  the  copy  as  it 
comes  across  the  wire,”  Mr.  Allerton 
reported. 

A “strong  tendency”  was  found 
away  from  the  highlight  summary 
technique  followed  by  details  toward 
a “treat  each  item  separately”  for- 
mat. Many  news  directors  contended 
headlines  were  superfluous  and  time- 
consuming.  Considerable  opposition 
was  found  to  rapid-fire  newscasts. 
Some  of  the  respondents  commented 
that  headlines  are  necessary  to  news- 
papers to  catch  attention  but  radio 
doesn’t  need  gimmicks.  “If  a person 
is  listening,  you  already  have  his 
attention,”  respondent  observed. 


fgf  Film  sales 

The  Robert  Herridge  Theater  (CBS 
Films)  (first  listing) 

Sold  to  KCOP  (TV)  Los  Angeles, 
WCBS-TV  New  York,  KOMO-TV  Se- 
attle, as  well  as  to  the  Australian  Broad- 
casting Commission  and  the  Canadian 
Broadcasting  Corp. 

Background:  A 26-episode  package, 


Reviewing  the  sponsorship  side  of 
news,  the  NAB  study  found  five- 
minute  news  programs  “are  easily 
sold.”  The  number  of  such  programs 
has  shown  a marked  gain  since  1953. 
Sponsorship  of  15-minute  newscasts 
has  dropped  along  with  the  number 
on  the  air. 

A question  dealing  with  location 
of  commercials  in  10  and  15-minute 
newscasts  showed  fewer  stations 
place  them  at  open-and-close  or 
middle-break.  Instead  there  is  a 
trend  to  air  commercials  at  all  three 
positions — open,  close  and  middle, 
or  occasionally  at  two  middle  breaks, 
before  weather  or  open  and  before- 
closing story. 

Starting  Times  ■ More  stations 
are  starting  newscasts  on  the  hour 
and  half-hour  than  was  the  case  in 
1953  though  some  still  start  at  five 
minutes  before  the  hour  and  25  min- 
utes after  the  hour. 

“The  style  most  popular  in  radio 
news  delivery  is  that  of  brief,  simply 
grasped  phrases  and  sentences  con- 
taining easily  understood  words,  all 
of  which  can  be  readily  understood 
by  the  listening  public,”  Mr.  Aller- 
ton said. 

“Fewer  news  directors  are  con- 
cerned with  the  order  in  which  they 
receive  news  items,  preferring  to  as- 
semble, group  and  plan  their  own 
arrangement  of  items  and  details. 
Radio  news  departments  have 
achieved  a greater  degree  of  pro- 
fessionalism during  the  past  seven 
years,  partly  by  the  very  passage  of 
time  and  partly  by  the  greater  degree 
of  emphasis  in  radio  on  the  news 
service.” 

A heavy  majority  of  news  direc- 
tors feel  the  big  news  of  the  day 
demands  repetition,  it  was  found. 

Among  large  stations  (10-50,000 
kw),  the  average  time  devoted  to 
world  and  domestic  roundups  per 
week  is  more  than  12  hours,  while 
the  average  for  the  smallest  stations 
(100-250  w)  is  nearly  11  hours  a 
week.  Among  the  medium  stations 
(500  w-5  kw),  the  weekly  average 
is  slightly  more  than  nine  hours. 


produced  by  Mr.  Herridge,  which  offers 
special  treatments  of  classic  American 
short  stories,  original  dramas,  adapta- 
tions of  well-known  one-act  plays,  jazz 
shows,  ballet  and  pantomime. 

Diver  Dan  (Young  Productions  Inc.) 

(first  listing) 

Sold  to  WWL-TV  New  Orleans; 
WGN-TV  Chicago;  KXTV  (TV)  Sacra- 
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Imento;  WGR-TV  Buffalo  and  KOMO- 
TV  Seattle. 

Background:  New  series  now  in  pro- 
duction features  “live  mermaids  and  a 
i collection  of  talking  fish  who  tell  the 
story  of  underwater  life.” 

Deputy  Dawg  (CBS  Films) 

Sold  to  H.W.  Lay  & Co.,  Chamblee, 
Ga.,  through  Liller,  Neal,  Battle  & 
Lindsey,  Atlanta,  for  45  markets,  still 
to  be  cleared  in  Alabama,  Georgia, 
Florida,  Indiana,  Kentucky,  Louisiana, 
Mississippi,  Missouri,  North  Carolina, 
South  Carolina,  Tennessee,  Virginia, 
West  Virginia  and  Washington,  D.C. 
Also  sold  to  WNDU-TV  South  Bend, 
Ind.;  KONO-TV  San  Antonio;  WCAU- 
TV  Philadelphia;  WGAN-TV  Portland, 
Me.,  and  WKBW-TV  Buffalo,  N.Y. 
Now  in  20  markets. 

Campy’s  Corner  (Heritage) 

Sold  to  WXYZ-TV  Detroit;  WTMJ- 
TV  Milwaukee;  KPHO-TV  Phoenix; 
KOLD-TV  Tucson,  and  WHEN-TV 
Syracuse,  N.Y. 

Now  in  35  markets. 

■ Program  notes 

Sports  special  ■ Emerson  Yorke,  pro- 
ducer of  all  five  of  the  official  Little 
League  baseball  motion  pictures,  has 
completed  a filmed  half-hour  sports  spe- 
cial, This  is  Baseball,  which  includes 
action  close-ups  of  many  major  league 
players,  an  interview  with  Baseball  Com- 
missioner Ford  C.  Frick,  a visit  to  base- 
ball’s Hall  of  Fame  at  Cooperstown, 
N.Y.,  and  a sequence  on  the  origin  and 
growth  of  the  Little  League.  Tom  Har- 
mon, veteran  sportscaster,  serves  as 
commentator  of  the  program,  written 
by  Joseph  Johnson. 

Shades  of  Fiorello  ■ Television  Per- 
sonalities Inc.  going  to  put  famed  de- 
tective Dick  Tracy  on  tv  as  a cartoon 
character.  A series  of  208  five-minute 
shows  are  being  produced  for  national 
distribution  to  stations  across  country. 
TP  hopes  to  capitalize  on  the  reader- 
ship  of  some  80  million,  in  580  news- 
papers for  Chester  Gould’s  daily  comic 
strip. 
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ADVERTISING  IN 
BUSINESSPAPERS 
MEANS  BUSINESS 


In  the  Radio-TV  Publishing  Field 
only  BROADCASTING  is  a 
member  of  Audit  Bureau  of 
Circulations  and  Associated 
Business  Publications 


Summer  radio  ■ WGMS  Washington, 
D.C.,  has  initiated  what  it  terms  “a 
new  concept  for  summer  radio  in  the 
Nation’s  Capital.”  Summer  Music 
Festival,  the  station’s  new  feature,  will 
highlight  concert  broadcasts  from  some 
of  the  world’s  great  music  festivals  and 
outdoor  concert  halls.  Among  those 
scheduled  are  the  “Festival  Casals 
1960”  from  Puerto  Rico,  Boston 
“Pops”  concerts  from  the  Esplanade 
on  Boston’s  Charles  River,  the  “Haydn 
Festival”  in  Budapest,  Hungary,  and 
the  stereophonic  concerts  by  the  Army, 
Navy,  Marine  and  Air  Force  bands 
from  Washington’s  Watergate  Amphi- 
theatre. The  summer  programming 
schedule  will  continue  through  Au- 
gust 31. 

Open  conference  ■ News  Assoc.  Inc., 
Washington,  has  announced  it  will 
offer  its  weekly  half-hour  panel  pro- 
gram Radio  News  Conference  for  gen- 
eral distribution.  Heretofore  its  dis- 
tribution has  been  limited  chiefly  to 
NAI  news  service  clients.  Leading 
national  and  international  political  fig- 
ures have  appeared  on  the  program 
since  its  inception  in  December  1959. 

Fight  for  ‘Queen’ 

ABC-TV  said  last  week  it  would  add 
Queen  For  A Day  to  its  daytime  sched- 
ule next  season,  but  NBC-TV  said  it 
would  sue  to  keep  the  show  now  run- 
ning weekdays,  2-2:30  p.m.  EDT. 

Announcement  of  the  Queen  acquisi- 
tion by  Giraud  Chester,  daytime  pro- 
gramming vice  president  of  ABC-TV, 
said  that  network  could  negotiate  for 
the  show  because  the  present  contract, 
ending  this  December,  contained  no 
renewal  or  extension  rights.  NBC,  on 
the  other  hand,  says  it  has  an  oral 
agreement  and  wants  a five-year  ex- 
tension. ABC  and  the  packager  have 
been  so  notified.  The  program  will 
complete  five  years  on  NBC-TV  at  the 
end  of  this  year. 

Feature  payments 

Financial  footnote  to  post  ’48  fea- 
tures: Screen  Actors  Guild  reports  it 
has  distributed  $615,000  to  approxi- 
mately 1,800  guild  members  in  pay- 
ment for  tv  exhibition  of  82  post  ’48 
RKO  theatrical  features,  sold  to  tv 
through  C&C  Television  Corp.  and 
C&C  Super  Corp.  Under  agreement 
signed  in  1957  with  Matthew  H.  Fox, 
C&C  president,  payments  have  been 
made  at  rate  of  $17,083  per  month. 
Formula  for  payment  to  each  actor  in- 
cluded one-half  of  one  day’s  pay  of 
then-existing  minimum  per  picture,  plus 
approximately  6%  of  actor’s  original 
earnings  in  picture. 
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The  Recognized  Leader 
in  1 KTV  AM  Transmitters 


★ A NEW  SOUND— true  high  fidelity  * COM- 
PLETE  WITH  DUMMY  ANTENNA— an  engineer’s 
dream  it  LONG  TUBE  LIFE — proven  833A’s  add 
thousands  of  hours  it  ACCEPTANCE — largest  sell- 
ing 1 KW  manufactured  today  it  SPECIAL  MODEL 
FOR  CLASS  IV  STATIONS— flip  the  switch  for 
change  in  power  * IN  STOCK  FOR  PROMPT  DE- 
LIVERY — factory  tested  to  your  frequency 


■mi  if  GATES  RADIO 

Emma  company 


QUINCY,  ILLINOIS 


RADIO  EIREANN 

(The  statutory  authority  for  television 
and  sound  broadcasting  in  Ireland.) 


invites  applications 
for  the  position  of 

DIRECTOR 

GENERAL 

of  television  and  sound  broadcasting. 
The  Director  General  will  be  directly 
responsible  to  the  Authority  for  all 
aspects  of  operation  of  the  services.  Es- 
sential qualifications  include  experience 
of  administration  and  organization  in 
television,  preferably  with  knowledge  of 
programming  and  production.  Sound 
broadcasting  and  commercial  experi- 
ence desirable.  Salary  commensurate 
with  qualifications  and  experience.  The 
appointment  will  be  on  a contract  basis. 

Applications  to: 

Administration  Officer 
Radio  Eireann 
General  Post  Office 
DUBLIN,  IRELAND 
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FANFARE 


Crown’s  modern  day ‘Treasure  Hunt’ 


The  Crown  Station’s  1958  “Treas- 
ure Hunt”  series  was  such  a success 
that  an  encore  series  was  scheduled 
this  year. 

In  1958,  the  treasure  hunts  be- 
gan in  New  York  and  worked  their 
way  westward.  This  year  the  pro- 
cedure was  reversed.  San  Francisco 
agency  people  got  first  crack  at  the 
fun  and  prizes  on  June  2;  Los  An- 
geles timebuyers  got  in  on  the  excite- 
ment June  9;  New  York  got  into  the 
picture  June  20,  and  Chicago's  agen- 
cy people  get  their  turn  tomorrow 
(June  28). 

Broken  into  teams  of  five  persons, 
the  treasure  hunters  were  given  a list 
of  clues. 

Among  those  the  San  Franciscans 


had  were  a visit  to  the  city  jail, 
where  each  team  was  given  a bag  of 
100  Chinese  fortune  cookies,  one  of 
which  contained  a clue  to  the  next 
point  in  the  hunt.  An  airline  terminal 
locker  turned  up  a piece  of  audio 
tape,  but  no  machine  to  play  it  on. 
Another  point  along  the  trail  was  a 
beatnik  joint  where  the  call  of  “cool 
man,  cool”  was  the  final  clue,  lead- 
ing to  the  crowns,  each  frozen  in  a 
300-pound  cake  of  ice. 

New  York  clues  led  participants 
to  such  places  as  a department  store 
window,  where  one  team  member 
had  to  make  another  up  as  a pirate; 
a bowling  alley,  where  at  least  one 
member  had  to  make  a strike  or 
spare  and  to  such  points  as  a flea 


circus,  Grand  Central  Station,  Madi- 
son Park,  the  RCA  Bldg.,  a taxi- 
dance  establishment  and  an  indoor 
miniature  golf  range. 

If  the  treasure  hunting  was  hard 
work,  the  rewards  made  it  all  worth- 
while for  the  five  winning  teams. 
First  team  awards  were  one  Volks- 
wagen auto  and  four  color  tv  sets. 
The  second  team  got  five  mink  stoles; 
third  team,  five  Frigidaire  air  con- 
ditioner’s; fourth  team,  five  Bell  & 
Howell  8mm  movie  projectors,  and 
fifth  team,  five  Polaroid  Land  Cam- 
eras. 

Stations  hosting  the  hunts  were 
KING-AM-TV  Seattle,  KGW-AM- 
TV  Portland,  Ore.,  and  KREM-AM- 
TV  Spokane. 


In  San  Francisco  ■ With  the  winner’s  wreath  aloft,  Pat 
Ashby,  BBDO,  prepared  to  crown  the  cab  driver  who 
drove  the  team  to  victory.  Pat  is  flanked  by  her  co-winners, 
Gael  Douglass,  Long  Adv.  (1),  and  William  B.  Franklin 
of  Guild,  Bascom  and  Bonfigli.  Other  winners  were  Stan 
Colberson,  Lennen  & Newell,  and  Charles  Bier,  C&W. 


In  New  York  ■ Ohrbach’s  34th  St.  window  never  looked 
like  this  before!  In  a first  step  of  the  treasure  hunt, 
participants  were  “made  up”  as  pirates.  Jack  Kelly  (1) 
applies  the  proper  touches  to  Merril  Grant  of  Benton  & 
Bowles.  Dan  Kane  of  Ellington  does  the  same  for  Ed 
Fonte,  SSC&B. 


Lenny  will  return 

If  music  is  the  language  of  the  emo- 
tions, CBS  Radio  listeners  are  respond- 
ing in  kind.  Some  15,000  wrote  at  net- 
work President  Arthur  Hull  Hayes’ 
broadcast  invitation,  sending  love,  warm 
regards  and  threats  to  stop  listening  to 
CBS  if  the  network  ever  quit  broad- 
casting New  York  Philharmonic  con- 
certs. In  fact,  CBS  used  a quotation  as 
the  title  of  a picture  presentation:  “If 


the  Philharmonic  Goes,  I Go.”  The 
book  goes  on  to  profile  the  national 
Philharmonic  audience  with  letter  quo- 
tations under  these  sections:  “remem- 
bering audience,”  “involved  audience,” 
“new  audience,”  and  “audience  in 
search  of  a sponsor.”  Appended  are 
52  major  companies  represented  in  the 
mail  and  74  educational  institutions.  A 
postscript  on  the  back  cover  announces 
the  annual  return  of  the  Philharmonic 
to  CBS  Radio  Oct.  1. 


Art  on  tv 

Washington  viewers  are  painlessly  ex- 
posed to  culture  through  a series  of 
one-minute  Moments  in  Art  spread 
through  the  broadcast  day  of  WTTG 
(TV)  there.  For  sports  fans  George 
Bellow’s  fight  canvasses  and  Thomas 
Eakin’s  boatrace  oil  paintings  are  shown 
between  wrestling  shows.  Art  of  in- 
terest to  children  is  scheduled  at  the 
peak  hours  of  juvenile  viewing.  The  re- 
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Let  there  be  music 


What  do  a city’s  musicians  do 
when  the  winter  music  season  is 
completed?  In  many  major  cities 
(New  York,  Boston,  Chicago,  Phila- 
dephia  and  others)  there  is  no  prob- 
lem because  of  summer  music  festi- 
vals. But  in  Pittsburgh  musicians, 
were  faced  (until  this  year)  with  a 
summer  of  unemployment  or,  as 
usually  proved  the  case,  a mass  an- 
nual exodus  where  musicians  were 
forced  to  look  elsewhere  for  employ- 
ment. Many  never  returned  to  the 
city’s  Opera  Society,  symphony 
orchestra  and  other  groups. 

Now,  because  of  the  efforts  of  10 


civic  minded  citizens  (headed  by  in- 
dustrialist Paul  Benedum)  and 
KDKA-TV  Pittsburgh,  local  citizens 
can  enjoy  the  music  of  the  40-piece 
Pittsburgh  Pops  Orchestra  and  the 
emigration  of  musicians  has  de- 
creased. 

The  group’s  premiere  engagement 
was  a one-hour  telecast  on  KDKA- 
TV.  The  new  orchestra  can  be  hired 
as  a complete  or  divided  unit,  in- 
cluding a Dixieland  band. 

Following  the  telecast,  KDKA-TV 
was  flooded  with  congratulatory 
phone  calls,  including  two  which 
confirmed  immediate  bookings. 


productions  are  gathered  with  the  co- 
operation of  Washington’s  National, 
Phillips  and  Freer  Galleries. 

Each  painting  is  accompanied  by  ex- 
planatory text  read  by  the  announcer, 
facts  about  the  picture  and  the  artist 
and  apropriate  music. 

WJPS'  Air  Force  'Flight' 

The  Air  Force  got  100  recruits  and 
WJPS  Evansville,  Ind.,  got  a “well 
done”  from  the  Air  Force  as  the  result 
of  a two-week  recruiting  campaign  the 
station  conducted  as  a public  service.  At 
its  completion  a record  hop  was  held 
by  WJPS  for  the  new  airmen  and  their 
girls.  A flight  queen  was  crowned  and 
showered  with  gifts  from  local  spon- 
sors. 

A parade  through  Evansville  featured 
three  AF  recruiting  busses  with  the 
station’s  call  letters.  The  Boeing  flight 
taking  the  new  men  to  Texas  was 
dubbed  “The  New  WJPS-United  States 
Air  Force  Flight”  by  the  service.  Pro- 
gram Director  Jim  Hearon,  who  organ- 
ized and  executed  the  promotion,  is 
preparing  a brochure  describing  the 
steps  he  took.  WJPS  says  it  will  be 
happy  to  send  a copy  to  any  station 
interested  in  launching  a similar  ven- 
ture. 

Anniversary  Celebration 

Big  plans  have  been  drafted  to  cele- 
brate the  35th  anniversary  of  WCSH 
Portland,  Me.,  which  claims  to  have 
been  the  state’s  first  commercial  outlet. 
Special  programs  will  be  aired  on 
WCSH  and  WCSH-TV  on  July  13,  the 
date  in  1925  the  former  signed  on. 
Some  of  the  original  air  personnel  of 
that  era  will  be  featured,  including  Lin- 
wood  T.  Pitman,  the  announcer  who 
opened  the  station  and  who  is  present- 
ly executive  and  publicity  director  of 
both  operations. 


A contest  with  prizes  totaling  $3,000 
including  an  automobile,  will  be  held. 
Over  200,000  plastic  capsules  will  be 
distributed  throughout  Portland  contain- 
ing numbers  from  1 to  35.  Prizes  go  to 
those  collecting  a complete  series  and 
combinations  adding  up  to  35.  Bill- 
board, taxi  posters,  extensive  use  of  the 
station’s  survey,  10-foot  balloons,  give- 
away souvenirs  and  birthday  cakes  for 
advertising  clients  are  all  part  of  the 
landmark  celebration. 


■ Drumbeats 

Olympic  effort  ■ KYW  Cleveland  has 
started  a two-week  campaign  to  raise 
money  to  help  support  the  U.  S.  Olym- 
pic teams  in  Rome  this  summer.  More 
than  200  one-minute  spots  are  being 
aired,  each  recorded  by  Olympic  stars 
of  past  and  present  from  Cleveland — 
Jesse  Owens,  Harrison  Dillard,  David 
Hayes  and  Carol  Heiss  Jenkins  and 
others.  The  sports  stars  explain  the  sig- 
nificance of  the  international  games. 
News  Editor  Neil  Flanagan  originated 
the  idea  and  spots  were  supervised  by 
producer-director  John  Wellman. 

Chug,  chug  ■ Close  to  15,000  people 
watched  the  Antique  Auto  Tour  spon- 
sored by  WOOD-AM-TV  Grand  Rap- 
ids, Mich.,  on  June  4-5.  It  was  the  sixth 
year  the  stations  had  promoted  the 
parade  of  ancient  (from  1905)  autos 
throughout  the  Grand  Rapids  area.  The 
colorful  array  of  vintage  vehicles  in- 
cluded Appersons,  Packards,  Rolls- 
Royce  and  Pierce  Arrows.  The  stations 
carried  on-the-spot  reports  of  the  tour. 

Tennis  trophy  ■ WOWO  Fort  Wayne, 
Ind.,  in  cooperation  with  the  mayor’s 
campaign  to  promote  interest  in  high 
school  tennis,  has  presented  the  new 
City  Tennis  Commission  a trophy  to  be 
presented  to  the  high  school  team  win- 
ning the  annual  tournament.  The 
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WILL  THE  SONY  C-37A 
CONDENSER 
MICROPHONE 
EVER 

BE  EQUALLED? 


Probably.  Within  the  next  5 to  6 
years  other  manufacturers  may 
learn  the  Sony  technique  of 
producing  the  remarkable  gold 
membrane  used  in  the  C-37A 
diaphragm  capsule. 


Until  then,  the  Sony  must  be 
considered  the  only  perfect 
microphone  in  the  industry.  $295 

(Complete  with  power  supply.) 


For  information  or  literature  write: 
Superscope,  Inc.,  Dept.  3, 

Sun  Valley,  California. 
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winning  team’s  school  will  be  inscribed 
on  the  trophy  and  it  will  hold  it  for 
the  year  of  its  supremacy. 

Student  composers  ■ WNBQ  (TV) 
Chicago  has  launched  a search  for  the 
orchestral  composition  which  best  re- 
flects the  life  and  spirit  of  that  city. 
The  station  is  offering  a $1,000  prize 
for  the  top  original  work  and  will  fea- 
ture the  winning  selection  in  an  NBC 
Chicago  concert  by  orchestra  leader 
Joseph  Gallicchio  on  a special  telecast 
some  time  this  fall.  The  contest  is  open 
to  any  U.S.  citizen  between  the  ages 
of  17  and  26  who  is  registered  during 
1959-60  at  an  accredited  university, 
college  or  music  conservatory  in 


WNBQ's  coverage  area.  Manuscripts 
of  compositions,  required  to  run  8 to 
20  minutes  in  length,  must  be  submit- 
ted by  Aug.  1 to  “Music  Composition 
Contest,”  P.  O.  Box  3465,  Chicago 
54,  111. 

Nolo  contendere  ■ Listeners  of  KRAK 
Stockton-Sacramento,  Calif.,  were  al- 
lowed 114  words  or  less  to  tell  why  they 
hated  contests  in  an  anti-contest  con- 
ducted for  the  grand  prize  of  $1  mil- 
lion in  “authentic  reproductions”  of 
Confederate  money.  Why  114  words? 
Station’s  frequency  is  1140  kc.  What 
to  do  with  the  prize?  If  the  South 
should  rise  again  open  a bank — or  per- 
haps go  to  jail  for  counterfeiting. 


Star  bright  ■ KGO-TV  San  Francisco 
will  showcase  the  stars  in  its  summer 
festival  of  feature  films.  Each  week  will 
be  devoted  to  showing  outstanding  pic- 
tures of  a single  movie  star,  starting 
July  3.  The  schedule  will  be  led  off  by 
Clark  Gable  with  six  of  his  movies  to 
be  shown  on  consecutive  nights.  Spen- 
cer Tracy,  Wallace  Beery,  June  Ally- 
son,  Judy  Garland  and  Lana  Turner 
are  among  the  others  who  will  be  sim- 
ilarly honored.  George  Rice,  KGO-TV 
program  director,  says,  “We  feel  this 
will  give  viewers  an  opportunity  to  see 
for  themselves  the  true  greatness  of  a 
star  and  his  talent  when  he  is  seen  in 
a variety  of  contrasting  roles  in  some 
of  his  most  famous  movie  hits.” 


FATES  & FORTUNES 


Broadcast  Advertising 

Paul  Biklen  joins 
Ogilvy,  Benson  & 
Mather,  N.Y.,  as  ac- 
count supervisor.  He 
had  previously  been 
with  N.W.  Ayer, 
N.Y.,  as  vp  and  ac- 
count supervisor.  Pri- 
or to  his  8-year  as- 
sociation with  Ayer, 
Mr.  Biklen  was  supervisor  for  Fuller  & 
Smith  & Ross,  N.Y. 

Henry  C.L.  Johnson,  formerly  vp 
and  senior  account  supervisor  at  J.W. 
Thompson  Co.,  N.Y.,  joins  Lippincott 
& Margulies,  industrial  designers,  that 
city,  as  assistant  to  president.  Responsi- 
bilities will  entail  marketing  expan- 
sion. 

Thomas  W.  Hanlon,  Albert  W. 
Reibling,  both  account  executives  at 
Ted  Bates,  elected  assistant  vps.  Mr. 
Hanlon  is  account  executive  on  Fleisch- 
mann  Distilling  Corp.,  Div.  of  Stand- 
ard Brands,  and  Mr.  Reibling  is  on 
Brown  & Williamson  account- 

Ranson  R.  Dunnell  and  Clarence 


Mr.  Biklen 


H.  Russell  elected  vps  of  Potts-Wood- 
bury  Inc.,  Kansas  City  advertising 
agency. 

Wilber  B.  Downes,  account  execu- 
tive at  Donahue  & Coe,  N.Y.,  elected 
vp. 

Clarence  L.  Strock,  copy  supervisor 
with  Klau-Van  Pietersom-Dunlap,  Mil- 
waukee, promoted  to  vp  and  chairman 
of  plans  board. 

Sam  Fink  and  H.  Kenneth  Hayes 

appointed  creative  director  and  copy 
director,  respectively,  in  Chicago  of- 
fice of  Young  & Rubicam.  Mr.  Fink, 
vp  and  art  director,  assumes  newly 
created  position  of  creative  director. 
Mr.  Hayes  formerly  was  associate 
copy  director  and  has  been  with  agency 
for  1 2 years. 


| , C ™ . co„  » 


Business  Brokers  Specializing  in  Television  and  Radio  Stations 


4 Offices  To  Better  Serve  You  . . . 

CINCINNATI,  0.  Paul  E.  Wagner,  Fifth  Third  Bank  Bldg., 
DUnbar  1-7775 

WEST  COAST  Lincoln  Dellar  & Co.,  Santa  Barbara,  Calif., 
WOodland  9-0770 

OMAHA,  NEB.  Paul  R.  Fry,  P.O.  Box  1733  (Benson),  TErrace  9455 
NEW  YORK  41  E.  42nd  St.,  MUiray  Hill  7-8437 


Ben  R.  Migdow,  secretary  at  M.M. 
Fisher  Assoc.,  Chicago,  elected  execu- 
tive vp. 


Jerome  J.  Cowen, 

formerly  of  Cunning- 
ham & Walsh,  N.Y., 
joins  Kenyon  & Eck- 
hardt,  that  city,  as  vp 
and  account  super- 
visor. Mr.  Cowen, 
who  joined  C&W  19 
years  ago  as  research 
assistant,  was  later 
made  copywriter,  assistant  account 
executive,  as  well  as  account  executive 
and  account  supervisor.  He  was  named 
vp  and  director  of  account  manage- 
ment in  1954,  general  manager  of  San 
Francisco  office  in  1957,  and  elected 
executive  vp  in  charge  of  west  coast 
operations  in  1958. 


Mr.  Cowen 


Jack  S.  Pettersen,  previously  head 
of  own  agency,  and  formerly  vp  of 
Kenyon  & Eckhardt,  returns  to  Norge 
Div.,  of  Borg  Warner  Corp.,  as  mar- 
keting director,  succeeding  Walter  C. 
Fisher,  appointed  vp,  sales  last  March. 
Mr.  Pettersen  will  direct  all  home  ap- 
pliance merchandising  operations,  in- 
cluding advertising  (with  an  estimated 
$10  million  annual  budget)  and  sales 
training.  He  previously  was  with  Norge 
from  August  1954  to  July  1956  as  mer- 
chandising and  dealer  development  di- 
rector. 


Francis  E.  Sammons,  formerly  with 
publicity  department,  J.  Walter  Thomp- 
son, N.Y.,  joins  Ted  Bates,  that  city,  as 
vp,  director  of  publicity  and  pr. 

Albert  F.  Remington  named  as- 
sistant to  president  of  D.P.  Brother 
Co.,  Detroit. 

Herbert  Klauber,  formerly  adver- 
tising director  of  Lanolin  Plus,  ap- 
pointed account  director  of  Gillette 
Labs  Div.  of  Gillette  Co.  account  and 
on  Deep  Magic  brand  of  Toni  Co. 
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(Gillette  Div.)  at  North  Adv.  Chi- 
*cago.  James  R.  Sanders,  formerly 
account  supervisor  at  Foote,  Cone  & 
Belding,  named  account  director  on 
Toni,  Tonette  and  Silver  Curl. 

John  D.  Held,  formerly  of  Fuller 
& Smith  & Ross,  N.Y.,  joins  Dancer- 
Fitzgerald-Sample,  that  city,  as  tv 
commercial  producer.  Sandy  Semel, 
fomerly  of  Mogul,  Williams  & Saylor, 
N.Y.,  joins  D-F-S  as  tv  commercial 
producer. 

Mrs.  Leona  Murphy,  media  direc- 
tor of  Stoetzel  & Assoc.,  Chicago, 
elected  president  of  Women’s  Adver- 
tising Club,  that  city. 

E.  Anthony  Ernst,  formerly  Minne- 
apolis advertising  manager  of  Fortune 
magazine,  to  Foote,  Cone  & Belding, 
Chicago,  as  account  supervisor  on 
Minneapolis-Honeywell  account. 


Orrin  E.  Dunlap 

Jr.,  vp  of  institutional 
advertising  and  publi- 
cations at  RCA  re- 
signs. Mr.  Dunlap, 

who  will  continue  to 
serve  RCA  as  con- 

sultant, joined  com- 
pany’s executive  staff 
Mr.  Dunlap  jn  2940  as  manager 

of  information  department,  post  he 

held  until  1947,  when  he  became  vp 
of  advertising  and  publicity  (title  was 
later  changed  to  vp,  institutional  ad- 
vertising and  press  relations). 


AAA  elections 

Billy  I.  Ross,  head  of  advertising 
sequence  in  U.  of  Houston  dept,  of 
journalism  & graphic  arts,  elected 
national  dean  of  American  Academy 
of  Advertising,  national  organiza- 
tion for  educators  and  practitioners. 
Other  new  officers:  Daniel  S.  War- 
ner, U.  of  Washington,  national  as- 
sociate dean;  Edward  J.  McGee, 
Babson  Institute,  national  registrar, 
and  George  T.  Clarke,  New  York 

U. ,  national  bursar.  Regional  deans: 
Lawrence  E.  Bretsch,  U.  of  Rhode 
Island.  Roland  Hicks,  Pennsylvania 
State  College;  Algin  B.  King,  Col- 
lege of  William  & Mary;  Dr.  Royal 
H.  Ray,  Florida  State  U.;  C.H.  San- 
dage,  U.  of  Illinois;  J.S.  Schiff, 
Pace  College;  F.B.  Thornburg,  U. 
of  Tennessee;  H.  Dean  Wolfe,  U. 
of  Wisconsin;  John  E.  Mertes,  U. 
of  Oklahoma;  James  E.  Dykes,  U. 
of  Kansas;  Robert  A.  Sprague, 
Whitworth  College;  Dr.  Clinton  L. 
Oaks,  Brigham  Young  U.;  Robert 

V.  Zacher,  Arizona  State  U.;  Max 
Wales,  U.  of  Oregon;  Charles  Dirk- 
sen,  Santa  Clara  U.;  and  Charles 
E.  Wolff,  Long  Beach  State  College. 


New  research  vps  at  Benton  & Bowles 


Dr.  Benjamin  Lip- 
stein,  Frank  Stanton, 

associate  research  di- 
rectors, and  Dr.  Arthur 
H.  Wilkins,  director  of 
advertising  and  devel- 
opmental research  at 
Benton  & Bowles,  N.Y., 
named  vps  in  research 
department.  Dr.  Lip- 
stein,  who  joined  com- 
pany in  1958  as  project  director, 
was  previously  technical  director  of 
Market  Planning  Corp.;  vp  and  tech- 
nical director,  Audits  & Surveys,  as 
well  as  serving  for  five  years  as  statis- 
tical consultant,  U.S.  Bureau  of 
Labor  Statistics.  Mr.  Stanton  was 


Dr.  Lipstein 


Mr.  Stanton 


Dr.  Wilkins 


research  executive  with  National  An- 
alysts Inc.  before  joining  B&B  in 
1958.  Dr.  Wilkins,  former  sociology 
instructor,  Brown  U.,  did  copy  and 
motivation  research  for  Dancer- 
Fitzgerald-Sample,  N.Y.,  and  Young 
& Rubicam,  that  city. 


Alfred  R.  Ries, 

account  executive  at 
Needham,  Louis  & 

Brorby,  New  York, 
and  previously  mem- 
ber of  advertising- 
sales  promotion  de- 
partment of  General 
Electric  Co.’s  Appa- 
ratus Div.,  elected  vp. 

Francis  C.  Gillon  joins  Hume,  Smith, 
Mickleberry  Adv.,  Miami,  as  radio-tv 
director.  He  formerly  was  with  Ambro 
Adv.,  Cedar  Rapids,  Iowa,  as  vp  and 
account  executive. 

John  E.  Sullivan,  formerly  on  Corn 
Products  account  at  Donahue  & Coe, 
N.Y.,  joins  Lambert  & Feasley,  that 
city,  as  account  executive  in  Listerine 
group. 

Diana  Beeton,  formerly  estimator 
at  Ted  Bates,  N.Y.,  joins  BBDO,  that 
city,  as  assistant  casting  director. 

Stan  Spero,  sales  vp  of  KMPC  Los 
Angeles,  elected  president  of  Holly- 
wood Advertising  Club,  succeeding 
Felix  Adams,  vp  of  Radio  Recorders. 
Other  new  officers:  George  Allen, 

Guild,  Bascom  & Bonfigli,  first  vp; 
Bob  Light,  Southern  California  Broad- 
casters Assn.,  second  vp;  Lem  Bailey, 
Lem  Bailey  Co.,  treasurer;  Jan  Victor, 
product  publicist,  secretary;  Len  Mc- 
Lean, Southern  California  Gas  Co.,  vp 
for  pr. 

The  Media 

Melvin  B.  Wright  appointed  execu- 
tive vp  and  general  manager  of  Sky- 
line TV  Network  (KID-TV  Idaho  Falls 
and  KLIX-TV  Twin  Falls,  both  Idaho, 
KXLF-TV  Butte,  KXLJ-TV  Helena, 
KFBB-TV  Great  Falls  and  KOOK-TV 
Billings,  all  Montana).  Prior  to  joining 


Mr.  Ries 


Skyline  Network,  Mr.  Wright  was 
manager  of  station  operations  for 
Hawaiian  Broadcasting  System  in 
Honolulu. 

Al  Lavel,  commercial  manager  at 
KXEL  Waterloo,  Iowa,  appointed  gen- 
eral manager,  succeeding  Frank  Tirico, 
vp  and  general  manager  of  KXEL,  who 
was  promoted  to  executive  vp  of  Cy 
Bahakel  Stations  of  which  KXEL  is 
one.  Robert  Proctor,  general  manager 


Rr  the 

wW  STARS  SHOW 
W THE  WAY  . . . 
f To  KMSO-TV,  A 
"Preferred"  Buy. 
CBS*  * *NBC*  **ABC 
58,475  TV  HOMES 

MISSOULA  scores  highest 
again.  Bank  Debits  have 
soared  to  +20%  for  the  1st 
Quarter  of  1960  as  market 
prospers.  (Highest  of  all 
Montana  Cities). 

In  "HIGH-SPOT  PREFERRED 
CITIES"  Missoula  leads  all 
other  Montana  cities  with  an 
index  of  109.6. 

ADVERTISE  where  business 
is  good.  Missoula  has  been 
a "Preferred"  city  for  12 
out  of  past  17  months. 
(Sales  Management  Business 
Activity) 

KMSO-TV  covers  all  of  West- 
ern Montana  . . . Missoula, 
Butte,  Anaconda,  Deer 
Lodge  . . . Hamilton,  Kali- 
spell,  Helena  ...  18  Com- 
munity Boosters. 


NATIONAL  REPRESENTATIVES 

FOR  JOE-TV,  Inc. 
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of  WLBJ  Bowling  Green,  Ohio,  named 
to  succeed  Mr.  Lavel  at  KXEL. 

Hamilton  Hodges 

named  station  man- 
ager of  WIBW  To- 
peka, Kan.  He  has 
been  national  sales  co- 
ordinator with  station 
for  past  three  years. 
He  joined  WIBW  in 
1936  as  air  personal- 
ity. 

Sam  S.  Smith  named  president  and 
general  manager  of  KRML  Carmel, 
Calif.  Betty  A.  Wells  appointed  sec- 
retary-treasurer of  Carmel  Broadcast- 
ing Co. 

Lou  Garris,  formerly  sales  manager- 
program  director  at  WFMD  Frederick, 
Md.,  appointed  station  manager  at 
WJEJ-AM-FM,  Hagerstown,  Md. 

Selvin  Donneson,  sales  manager  for 
WWRL  New  York,  named  vp  in  charge 
of  sales. 

David  O.  Ives,  assistant  general 
manager  for  community  relations  and 
finance  for  WGBH-FM-TV  Cambridge, 
Mass.,  educational  stations.  He  succeeds 

Phillip  Allen  who  resigned. 

Patrick  J.  Callihan,  previously  sta- 
tion relations  associate  at  National  Edu- 
cational Tv  & Radio  Center,  N.Y.  and 
formerly  production  and  facilities  man- 
ager at  WMBS  (TV)  East  Lansing, 
Michigan  State  U.  educational  outlet, 
returns  to  station  as  manager. 

Robert  A.  McClanathan  joins 
KPAM  and  KPFM  (FM)  Portland, 
Ore.,  as  chief  engineer.  He  formerly 
had  similar  position  at  KEX,  that  city. 

William  Fallon  appointed  regional 
sales  manager  of  WICE  Providence  and 
will  head  station’s  Boston  office.  He 
formerly  was  market  research  analyst 
with  Sullivan,  Stauffer,  Colwell  & 
Bayles,  N.Y. 


Robert  E.  French  appointed  sales 
manager  of  WTVN-FM  Columbus, 
Ohio. 

Charles  Vais,  formerly  sales  man- 
ager of  KICN  Denver,  joins  Inter- 
mountain Network  in  similar  capacity. 

Richard  Stahlberger,  formerly  sales 
promotion  manager  of  WCBS  New 
York,  named  WCBS  radio  sales  spe- 
cialist, N.Y.  office,  CBS  Radio  Spot 
Sales.  James  X.  Mullin,  assistant  to 
Mr.  Stahlberger,  becomes  sales  promo- 
tion manager.  Louis  Frankel,  publicity 
director,  named  director  of  public  in- 
formation. 

Richard  W.  Epp,  account  executive 
at  Gardner  Adv.,  St.  Louis,  joins  The 
Katz  Agency  that  city,  in  tv  sales  de- 
partment. 

Donald  Macfarlane,  formerly  sta- 
tion manager  of  WBZY  Torrington, 
Conn.,  joins  sales  staff  of  WVIP  Mt. 
Kisco,  N.Y. 


Mr.  Dennis  Mr.  Paul 

Ed  Paul  and  Harry  Dennis,  national 
sales  manager  and  chief  engineer  of 
WERE  Cleveland,  respectively,  ap- 
pointed vps  of  Cleveland  Broadcasting 
Inc.  (WERE  Cleveland,  WLEC  San- 
dusky, Ohio,  and  WERC  Erie,  Pa.). 
Mr.  Paul  becomes  vp  in  charge  of  op- 
erations of  WERC  and  WLEC  and  Mr. 
Dennis  becomes  engineering  vp  of  all 
three  stations. 

Arthur  Simon,  advertising  manager 
of  Radio-Television  Daily,  elected 
president  of  New  York  Chapter  of 
Broadcast  Pioneers.  Other  officers: 


Charles  Godwin,  Mutual  Broadcast- 
ing System,  Vincent  Lopez,  conduc- 
tor, and  Peggy  Stone,  Radio-TV  Rep- 
resentatives, all  elected  vps.  Samuel 
Kaufman,  NBC,  named  secretary  and 
Robert  J.  Higgins,  BMI,  treasurer. 

Harry  Wheeler, 

sales  manager  at 
WCOP  Boston,  joins 
WHDH-AM-FM-T  V , 
that  city,  as  local  sales 
manager.  Mr.  Wheel- 
er, 20-year  veteran 
in  broadcasting,  was 
formerly  New  Eng- 
land representative  ^R-  Wheeler 
for  Ziv  Television  Programs,  and  for 
six  years  headed  his  own  station  repre- 
sentative firm. 

Raymond  L.  Quinn,  assistant  pro- 
gram director  of  WWDC  Washington, 
promoted  to  supervisor  of  program  op- 
erations for  WWDC-FM. 

Thomas  G.  Flynn  transferred  from 
supervisor  of  video  tape  department  at 
ABC  Chicago  to  management  engi- 
neering staff  of  WBKB  (TV),  that 
city,  as  engineer  in  charge  of  video  tape 
operations. 

Scott  Young,  director  of  video  tape 
operations  at  WBBM-TV  Chicago,  re- 
signs and  will  announce  future  plans 
shortly.  He  joined  station  as  tv  direc- 
tor in  1950  and  subsequently  was 
named  assistant  program  director  be- 
fore assuming  present  post. 

Ross  Donaldson,  director  of  script 
services  at  NBC-TV,  named  director 
of  creative  services.  W.  Preston  Wood, 
program  development  executive,  be- 
comes manager  of  script  services. 

Sherman  Headley,  assistant  man- 
ager of  WCCO-TV  Minneapolis,  elect- 
ed president  of  Minnesota  Broadcasters 
Assn.,  succeeding  Robert  E.  DeHaven. 

C.  Merritt  Trott,  formerly  account 
executive  at  WTIC-TV  Hartford,  to 
WNHC-TV  New  Haven,  both  Con- 
necticut, in  similar  capacity. 

Lee  Ruwitch, 

WTVJ  (TV)  Miami, 
elected  president  of 
Florida  Assn.  of 
Broadcasters,  succeed- 
ing Lawrence  A.  Rol- 
lins of  WSIR  Winter 
Haven.  Joseph  S. 

Field  Jr.,  WIRK  West 
Palm  Beach,  elected 
radio  vice  president:  Fred  Shawn, 
WSUN-TV  St.  Petersburg,  tv  vice  presi- 
dent; Norman  O.  Protsman,  WNER 
Live  Oak,  secretary-treasurer. 


Patterson  knocked  out  Johansson  at  11:04. 
UPI  transmitted  the  picture  at  11:14. 


UNITED  PRESS  INTERNATIONAL 


Mr.  Ruwitch 
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Richard  Kimball,  formerly  of  George 
P.  Hollingbery  Co.,  Chicago,  joins 
Blair  Tv  Assoc.,  that  city,  as  account 
executive. 

Robert  M.  Hetherington,  previously 
vp  and  general  manager  of  KXLW 
Clayton,  Mo.  and  formerly  sales  ntan- 
ager  of  WIL  St.  Louis,  to  sales  staff 
of  KWK,  that  city. 

Robert  J.  Smith,  formerly  produc- 
tion manager  for  WTVO  (TV)  Rock- 
ford, 111.,  promoted  to  program  direc- 
tor. 

Gil  Faggen  named  assistant  pro- 
gram director  of  KYW  Cleveland.  He 
formerly  was  in  charge  of  spot  sales 
programming.  Other  changes:  Sanford 
Markey,  news  director,  to  director  of 
public  affairs;  Lawson  Deming,  exec- 
utive producer,  retains  position  but 
concentrates  in  new  field  of  creating 
spot  commercials;  and  John  Wellman, 
sports  program  production,  appointed 
production  supervisor. 

Charles  Breece  appointed  program 
director  of  WFBM  Indianapolis,  suc- 
ceeding Robert  Yeager  who  resigned. 
Mr.  Breece  formerly  was  air  personality 
with  station. 

Bob  Dean  joins  KEX  Portland,  Ore., 
as  assistant  program  director.  He  for- 
merly was  program  director  of  KLMS 
Lincoln,  Neb. 

Sidney  J.  Palmer,  formerly  with 
K ARK-TV  Little  Rock,  Ark.,  to  WIS- 
TV  Columbia,  S.C.,  as  producer-direc- 
tor. 

Donald  D.  Sullivan,  KVTV  (TV) 
Sioux  City,  Iowa:  T.  B.  Baker  Jr., 
WIAC-TV  Nashville,  Tenn.,  and  Au- 
gust C.  Meyer,  WCIA  (TV)  Cham- 
paign, 111.,  elected  to  three-year  terms 
on  board  of  CBS-TV  Affiliates  Assn. 
They  succeed,  respectively,  William 
B.  Quarton  of  WMT-TV  Cedar  Rap- 
ids, Iowa,  who  has  been  chairman  of 
affiliates’  group:  T.B.  Lanford,  WJTV 
(TV)  Jackson,  Miss,  and  Leslie  John- 
son, WHBF-TV  Rock  Island,  111. 

Irvin  E.  (Elly)  DierdorfF  joins  Eckels 
& Co.,  station  rep,  Boston.  He  formerly 
was  with  WCOP,  that  city,  as  creative 
sales  director. 

James  J.  Cusack,  formerly  buyer 
at  Benton  & Bowles,  to  New  York  tv 
sales  staff  of  WGN-TV  Chicago. 

Charles  J.  MacGuire,  formerly  ac- 
count executive  at  BBDO,  N.Y.,  joins 
CBS-TV  production  sales  in  similar 
capacity. 

Bernard  Kvale,  formerly  of  Na- 
tional Adv.  Co.,  Div.  of  Minnesota 
Mining  & Mfg.,  joins  Avery-Knodel, 
Chicago,  radio  sales  staff. 


Honorary  degree  ■ Mrs.  A.  Scott 
Bullitt,  head  of  King  Broadcasting 
Co.  (KING  Seattle  and  KREM  Spo- 
kane, both  Washington,  and  KGW 
Portland,  Ore.)  and  member  of 
NAB  TV  Code  Board  was  congratu- 
lated by  A.  F.  Ritchie,  president  of 


Pacific  U.,  after  she  had  received 
honorary  Doctor  of  Humane  Let- 
ters degree  from  the  university.  Ad- 
justing the  doctoral  hood  are  (1.) 
Dr.  Leving  Reynolds  Jr.  dean  of 
the  university,  and  Dr.  James  Wahl, 
dean  of  College  of  Optometry. 


Joseph  Wallach,  controller  for 
Puritan  Sportswear  Corp.,  Altoona, 
Pa.,  appointed  chief  controller  for 
KFSD  Inc.  His  duties  will  include  ac- 
counting for  KSFD-AM-FM-TV  San 
Diego,  Calif. 

Verne  Hester  appointed  operations 
supervisor  of  Greenville,  S.C.,  office 
of  WLOS-TV  Asheville,  N.C. 

Herb  Charles,  formerly  of  WRCV- 
AM-TV  Philadelphia,  to  WKBZ  Mus- 
kegon, Mich.,  as  director  of  news  and 
special  events. 

Thomas  A.  Taylor,  account  execu- 
tive in  Chicago  office  of  Peters,  Griffin, 
Woodward,  elected  president  of  Chi- 
cago chapter  of  Station  Representatives 
Assn.  Inc.  Also  elected  were  Charles 
Compton,  The  Meeker  Co.,  vp;  Jerry 
Glynn,  AM  Radio  Sales,  treasurer; 
Sy  Thomas,  Radio-TV  Representatives, 
secretary. 

Gene  Karaganies,  traffic  manager 
of  KTLA  (TV)  Los  Angeles,  elected 
president  of  The  Pirates,  city’s  public 
information  radio  & tv  educational  so- 
ciety whose  members  are  public  service 
personnel  from  stations,  networks  and 
charitable  agencies. 

Florence  Cyhel,  Potts-Woodbury 
Inc.,  elected  president  of  Kansas  City 
Chapter  of  American  Women  in  Radio 
and  Television,  succeeding  Barbara 
Draper  of  KCMO,  that  city. 

Robert  McGonagle,  formerly  news- 
man at  WBIC  Bayshore,  Long  Island, 
N.Y.,  joins  WHLI  Hempstead,  L.I.,  as 
news  reporter. 

William  Mason,  formerly  farm  di- 
rector at  WLS  Chicago,  to  WBBM, 


that  city,  as  farm  service  director, 
succeeding  George  Menard,  trans- 
ferred to  WBBM-TV  as  farm  per- 
sonality. 

Robert  B.  Hance  111,  chief  copywriter 
for  WBAL-TV  Baltimore,  named  as- 


1 Kw  TRANSMITTER 


The“Bauer  Kit”M odel  7 07  is  the  only 
1000/250  watt  AM  transmitter  with 
Silicon  Rectifiers  in  all  power  sup- 
plies, a Variable  Vacuum  Capacitor 
and  a Constant  Voltage  Transformer. 
Your  assurance  of  maximum  reli- 
ability and  optimum  performance. 
All  components  are  standard  items 
available  at  local  sources. 

Assembly  of  the  “Bauer  Kit’  is 
actually  easier  than  many  consumer 
audio  kits  — the  wiring  harness 
is  furnished  completely  pre- fabri- 
cated and  coded.  And  when  you 
complete  the  transmitter  it  will  be 
fully  inspected,  tested  and  guaran- 
teed by  the  Bauer  Electronics  Cor- 
poration. 

Bauer  1 Kw  Transmitter 

(In  Kit  Form)  $3495.00* 
Bauer  1 Kw  Transmitter  $4495.00* 

*FOB  Burlingame,  California 


ELECTRONICS 

CORPORATION 

1011  Industrial  Way  • Burlingame,  Calif. 
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sistant  promotion  manager. 

Brice  Howard,  joins  National  Edu- 
cational Television  & Radio  Center, 
N.Y.,  as  program  associate  in  social 
sciences. 

Carleton  Miller,  formerly  of  WBNX 
New  York,  joins  WFYI  Garden  City, 
Long  Island,  N.Y.,  to  produce  and  host 
new  weekend  show,  For  Your  Informa- 
tion. 

Michael  Botula,  formerly  of  WRIV 
Riverhead,  Long  Island,  joins  an- 
nouncing staff  of  WVIP  Mt.  Kisco, 
both  New  York. 

Bryce  Bond  joins  WVOX  New  Ro- 
chelle, N.Y.,  as  air  personality.  He 
formerly  had  similar  position  at  WNOR 
Norfolk,  Va. 

Sid  Davis,  formerly  air  personality 
at  KFOR  Lincoln,  to  KOIL-AM-FM 
Omaha,  both  Nebraska,  in  similar  ca- 
pacity. 

Bruce  Lawrence,  on-the-air  promo- 
tion executive  with  WFGA-TV  Jack- 
sonville, Fla.,  named  promotion  as- 
sistant. 

Ted  Krec,  formerly  radio-tv  editor 
of  Long  Beach  (Calif.)  Press  Telegram 
and  Independent,  joins  KTTV  (TV) 
Los  Angeles  in  publicity  department. 


Horace  R.  Vann  and  Ashby  Ward 

join  WBTW  Florence,  S.C.,  as  an- 
nouncers. Mr.  Vann  formerly  was  with 
WIST  Charlotte,  N.C.,  and  Mr.  Ward 
with  WDKD  Kingstree,  S.C. 

Dave  Nellis,  formerly  news  editor 
at  WCKR  and  WCKT  (TV)  Miami,  to 
WVCG  Coral  Gables,  Fla.,  as  an- 
nouncer. 

Bob  Cook  and  Hank  de  Vega  join 
KNOB  (FM)  Long  Beach,  Calif.,  as 
disc  jockeys.  Chuck  Carey  rejoins 
KNOB  as  air  personality  following  mili- 
tary service. 

Bill  Vance,  formerly  program  direc- 
tor at  KILE  Galveston,  to  KILT  Hous- 
ton, both  Texas,  as  air  personality. 

Bob  Kirby  named  air  personality 
with  WTCN  Minneapolis.  He  former- 
ly was  with  WGHN  Grand  Haven, 
Mich. 

Jack  Pyle  rejoins  WRCV  Philadel- 
phia as  air  personality.  He  had  been 
with  station  four  years  ago  when  he 
left. 

Bob  Brady  and  James  Blair  join 
WTTM  Trenton,  N.J.,  as  air  per- 
sonalities. 

Alan  Smith,  formerly  with  WTTM 
Trenton,  N.J.,  to  KVTV  (TV)  Sioux 
City,  Iowa,  as  staff  announcer. 


MMILTON-LMDIS  & ASSOCIATES,  Inc. 

BROKERS  • RADIO  AND  TELEVISION  STATIONS  • NEWSPAPERS 


SOUTHERN  NEGRO  STATION 


This  station  is  grossing  $6,000  per  month,  half  of 
it  national  and  is  now  in  the  black.  The  down  pay- 
ment would  be  $38,000  with  liberal  terms  on  the 
balance.  Or  75%  can  be  purchased  and  the  present 
manager  would  stay  in  with  25%. 


$110,000.00 


FLORIDA  FULLTIMER 


Excellent  property — absentee  ownership.  Gross  po- 
tential $170,000.00  easily.  29%  down  five  years  on 
balance. 


$230,000.00 


CALIFORNIA  METRO  MARKET 


Full  time,  high  power.  Owner  very  realistic  concern- 
ing terms— a real  opportunity. 


EASTERN  COASTAL  STATE 


Highly  profitable  Muzak  Distribution  covering  den- 
sely populated  near  New  York  City  business  area. 
Low  overhead — with  steady  staff.  Potential  fasci- 
nating. Netting  56%  of  gross.  Ask  for  interesting  de- 
tails. Price  negotiable. 


WASHINGTON,  D.C.  CHICAGO 


DALLAS  SAN  FRANCISCO 


Ray  V.  Hamilton 
John  D.  Stebbins 
1737  DeSales  St.  N.W. 
Executive  3-3456 


Richard  A.  Shaheen 
1714  Tribune  Tower 
DEIaware  7-2754 


DeWitt  'Judge'  Landis 
1511  Bryan  Street 
Riverside  8-1175 


John  F.  Hardesty 
1 1 1 Sutter  Street 
EXbrook  2-5671 


NATIONWIDE  • NEGOTIATIONS  • FINANCING  • APPRAISALS 


Dave  Manning,  formerly  with 
WLWD  Dayton,  Ohio,  to  WLWT 
(TV)  Cincinnati  as  staff  announcer. 

Bill  Furlong,  sports  columnist  for 
Chicago  Daily  News,  signed  to  handle 
nightly  15-minute  sports  commentary 
on  WFMQ  (FM),  that  city. 

Programming 

Al  de  Caprio,  director  of  Phil  Sil- 
vers Show  on  CBS-TV,  joins  Theatre 
Network  Television,  N.Y.,  as  director 
of  programs. 

Selmer  (Sonny)  Chalif,  in  charge  of 
liaison  with  advertisers  and  agencies 
for  Screen  Gems,  Hollywood,  named 
general  assistant  to  William  Dozier,  vp 
in  charge  of  west  coast  activities. 

Lloyd  Krause,  United  Artists  Assoc., 
N.Y.,  promoted  from  account  executive 
to  eastern  division  sales  manager. 

Arthur  L.  Manheimer,  formerly  of 
National  Screen  Service  Corp.,  Chicago, 
joins  Trans-Lux  Tv  Corp.,  that  city,  as 
midwest  division  manager. 

Richard  J.  Rising,  national  merchan- 
dising manager  of  Capitol  Records  Dis- 
tributing Corp.,  N.Y.,  becomes  assist- 
ant director  of  international  department, 
effective  August  1. 

Leonard  (Buzz)  Blair  named  to  pro- 
duce The  Brighter  Day,  daytime  serial 
on  CBS-TV. 

Lewis  R.  Foster  signs  with  Walt  Dis- 
ney to  direct  new  tv  series,  Daniel 
Boone,  scheduled  for  release  this  fall 
with  Dewey  Martin  in  the  title  role. 

Elliott  Lewis  will  produce  Flight  of 
the  Robin,  new  tv  series  which  Ziv- 
United  Artists  is  preparing  for  fall  re- 
lease. William  Conrad  signs  to  pro- 
duce Klondike. 

Joseph  Ryan,  formerly  of  Gotham 
Records,  joins  Music  Makers,  N.Y.,  en- 
gineering staff. 

Jaques  Rupp,  formerly  with  Walt 
Disney  and  UPA  Pictures,  joins  Anima- 
tion Inc.  as  designer. 

Equipment  & Eng’ring 

Clyde  W.  Kaericher,  formerly  ex- 
ecutive with  Minneapolis-Honeywell 
Regulator  Co.,  joins  Telex  Inc.,  St. 
Paul,  Minn.,  as  vp  in  charge  of  cor- 
porate affairs. 

Joseph  Roberts,  formerly  transmit- 
ter project  engineer  for  RCA  Camden, 
N.J.,  to  Industrial  Transmitters  & An- 
tennas Inc.,  Lansdowne,  Pa.,  producer 
of  fm  broadcast  and  communications 
equipment. 

Bertram  Green,  Wallace  Hickman, 
AJbert  H.  Katz  and  Kevin  Redmond 
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FCC  praises  late  Frieda  Hennock 


Funeral  services  for  former  FCC 
Commissioner  Freida  Hennock  Sim- 
ons, 55,  were  held  last  Wednesday 
(June  22)  in  Temple  Sinai,  Wash- 
ington. Miss  Hennock  died  Monday 
following  an  operation  four  days 
earlier  to  remove  a brain  tumor  (At 
Deadline,  June  21). 

Last  week,  the  commission 
adopted  a resolution  praising  Miss 
Hennock  for  her  “.  . . distinguished 
contribution  to  its  [FCC]  work  dur- 
ing the  challenging  period  of  tele- 
vision’s growth.”  The  FCC  resolu- 


tion continued: 

“Perhaps  foremost  among  the 
endeavors  for  which  Miss  Hennock 
will  be  long  remembered  was  her 
devotion  and  impressive  champion- 
ship of  policies  which  have  made 
possible  the  establishment  and  con- 
tinuing growth  of  educational  tele- 
vision . . . Gifted  with  a keen  in- 
tellect and  endowed  with  tireless 
energy,  Miss  Hennock  ceaselessly 
and  unflaggingly  dedicated  her  ex- 
traordinary capacities  to  the  highest 
goals  of  the  nation’s  communica- 
tions services. 

“The.  commission  is  deeply  sad- 
dened by  her  passing,  which  in  a 
tragic  and  untimely  way  has  re- 
moved from  the  scene  a truly  valiant 
spirit.” 

Miss  Hennock,  the  only  woman 
ever  to  be  a member  of  the  FCC, 
served  as  commissioner  under  an 
appointment  by  President  Truman 
from  1948-55.  She  married  Wil- 
liam H.  Simons,  Washington  real 
estate  man,  in  1956  and  had  prac- 
ticed law  since  leaving  the  FCC. 

In  1951,  President  Truman  nomi- 
nated Miss  Hennock  to  a New 
York  federal  district  judgeship.  The 
appointment  was  opposed,  however, 
by  the  state  bar  association  and  she 
asked  that  it  be  withdrawn. 


all  promoted  to  department  heads  at 
Amperex  Corp.,  Hicksville,  Long  Is- 
land, N.Y.  Mr.  Green  heads  industrial 
tube  applications,  Mr.  Hickman  micro- 
wave  applications,  Mr.  Katz  transmit- 
ting and  communication  tube  applica- 
tions, and  Mr.  Redmond  semiconductor 
applications. 

Kurt  R.  Machein,  marketing  man- 
ager of  Ampex  Corp.,  Redwood  City, 
Calif.,  international  liaison  group,  ap- 
pointed head  of  new  video  engineering 
department. 

W.  Allen  Moorhead,  personnel 
manager  for  Raytheon  Co.’s  semi-con- 
ductor plant  at  Newton,  Mass.,  pro- 
moted to  division  personnel  manager. 

William  G.  Frick,  formerly  field  sales 
manager  of  RCA’s  Radio  and  Victrola 
Div.,  Camden,  N.J.,  to  Zenith  Sales 
Corp.  as  merchandising  assistant  to 
president. 

Government 

Jay  D.  Bond,  hearing  examiner  for 
FCC,  transfers  to  Atomic  Energy  Com- 
mission July  1 in  similar  capacity. 
Mr.  Bond  entered  Government  service 
after  World  War  II,  as  assistant  coun- 


sel in  office  of  general  counsel,  Navy 
Dept.  He  later  became  enforcement 
attorney  in  office  of  Price  Administra- 
tion. Mr.  Bond  transferred  to  FCC  in 
1946  as  attorney  in  am  facilities  sec- 
tion and  as  commission  counsel  at  am 
hearings.  He  was  appointed  hearing 
examiner  in  June,  1947. 

Allied  Fields 


Mr.  Druck  Mr.  Rotman 


Kalman  B.  Druck  named  president 
and  Morris  B.  Rotman  board  chairman 
of  newly-formed  pr  firm,  Harshe-Rot- 
man  & Druck,  which  combines  eastern 
operations  of  Harshe-Rotman  and  Kal- 
man B.  Druck  Inc.  Former  will  con- 
tinue national  operations  from  Chicago 
headquarters  and  Los  Angeles  office, 
with  Mr.  Rotman  as  president;  Mr. 
Druck  as  member  of  executive  commit- 
tee. 


STATION  MANAGERS 

SAVE 

MONEY  with 

MAGNE-TRONICS' 
TAPED  programs  for 
AUTOMATIC  BROADCASTING 


MAKE 

MONEY  with 

MAGNE-TRONICS' 
BACKGROUND  MUSIC 

for  FM  multiplex  stations 


for  complete  details  write  to 


MAGNE-TRONICS,  INC. 

Dept.  K.  49  W.  45th  St.,  N.Y. 
36,  N.Y. 


reel,  reel 
reliable! 


answers  to  your  tape  problems,  see 
your  3M  representative  or  write:  3M 
Company,  St.  Paul  6,  Minnesota. 

]^£innesota  Joining  and  ^Manufacturing  company^ 

"SCOTCH”  is  a registered  trademark  of  the  3M  Co.,  St.P^ul  6,  Minn. 
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International 

Dr.  John  A.  Dawson,  economist 
with  Dept,  of  Agriculture,  Ottawa, 
Qnt.,  to  economics  research  director  of 
the  Board  of  Broadcast  Governors. 

J.  Ray  Peters,  commercial  manager 
for  past  six  years  of  CHCH-TV  Ham- 
ilton, Ont.,  named  manager  of  CHAN- 
TV  Vancouver,  B.C. 

Gerry  Gaetz,  manager  of  CJCA 
Edmonton,  Alta.,  named  managing 
director  of  Selkirk  Holdings  Ltd.,  Ed- 
monton, holding  company  for  number 
of  Alberta  radio  and  tv  stations. 

Richard  G.  Seaborn,  concert  mas- 
ter of  Winnipeg  Symphony  Orchestra, 
named  musical  director  of  CJAY-TV 
Winnipeg,  Man. 


Robert  W.  Willan,  commercial  man- 
ager of  CKLY  Lindsay,  Ont.,  to  retail 
sales  department  of  CJSP  Leamington, 
Ont.  Ron  Maynard,  farm  editor  of 
CJSP  named  farm  director. 

William  Stoeckel,  national  sales 
representative  of  CLRB  Toronto,  Ont., 
promoted  to  manager  retail  sales. 

Deaths 

J.  Ellsworth  Rogers,  61,  president 
and  general  manager  of  CLRB  Toronto, 
Ont.,  and  co-founder  of  station  in 
1927,  died  of  heart  attack  June  14.  He 
became  president  of  CLRB  last  year, 
following  death  of  Harry  Sedgwick. 
With  his  late  brother  E.S.  Rogers,  who 
died  in  1939,  he  founded  CLRB  after 

_ FOR  THE  RECORD  _ 


his  brother  had  invented  the  first  bat- 
teryless radio  tube. 


Ralph  K.  Strassman,  85,  retired 
vp  of  old  Ward  Wheelock  Co.,  Phila- 
delphia advertising  agency,  died  June 
15.  He  previously  was  owner  of  Red- 
book  magazine  and  advertising  director 
of  Chicago  Tribune. 


Herbert  F.  Zimmerman,  47,  office 
manager  of  Needham,  Louis  & Brorby, 
Chicago,  died  June  19.  He  joined 
agency’s  art  department  in  October 
1941  and  following  year  organized 
and  head  traffic  department. 


John  W.  Alicoate,  70,  publisher  of 
The  Film  Daily  and  Radio  & Television 
Daily,  died  June  21  of  coronary  throm- 
bosis. 


Existing  Am  Stations 

APPLICATIONS 

WAOV  Vincennes,  Ind. — Cp  to  increase 
daytime  power  from  250  w to  1 kw  and  in- 
staU  new  trans.  (1450  kc).  Ann.  June  17. 

WGLI  Babylon,  N.Y. — Cp  to  increase  day- 
time power  from  1 kw  to  5 kw,  changes  in 
DA-D  pattern  (DA-1  to  DA-2)  and  install 
new  trans.  (1290  kc).  Ann.  June  17. 

KGOS  Torrington,  Wyo. — Cp  to  increase 
daytime  power  from  250  w to  1 kw  and  in- 
stall new  trans.  (1490  kc).  Ann.  June  15. 

New  Fm  Stations 

APPLICATIONS 

Phoenix,  Ariz. — E.  Edward  Jacobson,  103.5 
me,  25  kw.  P.O.  address  6907  Melrose  Ave., 
Los  Angeles,  Calif.  Estimated  construction 
cost  $30,000,  first  year  operating  cost  $8,400, 
revenue  $9,600.  Applicant  is  licensee  of 
KJLM-FM  San  Diego  and  KGLA-FM  Los 
Angeles.  Ann.  June  13. 

Buffalo,  N.Y. — Percy  B.  Crawford,  99.5  me, 
117.2  kw.  P.O.  address  Box  1,  Philadelphia 
5,  Pa.  Estimated  construction  cost  $61,755, 
first  year  operating  cost  $31,000,  revenue 
$36,000.  Applicant  has  interests  in  WPCA- 
TV  Philadelphia;  WDAC-FM  Lancaster,  both 
Pennsylvania;  WYCA-FM  Hammond,  Ind.; 
WMUZ-FM  Detroit,  Mich.;  WMFP-FM  Ft. 
Lauderdale,  Fla.,  and  KDMI-FM  Des  Moines, 
Iowa.  Ann.  June  15. 

Laurens-Clinton,  S.C. — Laurens- Clinton 

Bcstg.  Co.,  100.5  me,  10.4  kw.  P.O.  address 
Box  642,  Laurens,  S.C.  Estimated  construc- 
tion cost  $7,500,  first  year  operating  cost 
$5,000,  revenue  $5,000.  Applicant  fm  will 
duplicate  some  programming  of  WLBG 
Laurens,  S.C.  Ann.  June  20. 

Houston,  Tex. — Walter  D.  Caldwell,  98.9 
me,  1.94  kw.  P.O.  address  408  Amarillo  Bldg., 
Amarillo,  Tex.  Estimated  construction  cost 
$16,372,  first  year  operating  cost  $36,000, 
revenue  $45,000.  Applicant  is  independent 
gas  and  oil  operator.  Ann.  June  15. 

Houston,  Tex. — Joel  S.  Kaufmann,  93.7 
me,  18.46  kw.  P.O.  address  1328  New  York 
Ave.,  N.W.,  Washington,  D.C.  Estimated 
construction  cost  $31,925,  first  year  operating 
cost  $65,000,  revenue  $75,000.  Applicant  holds 
cp  for  WDJK  Atlanta,  Ga.  Ann.  June  15. 

Bellingham,  Wash. — Market- Casters  Inc., 
104.1  me,  17.75  kw.  P.O.  address  708  Fifth 
Ave.  S.,  Seattle,  Wash.  Estimated  construc- 
tion cost  $17,771,  first  year  operating  cost 
$72,000,  revenue  $80,000.  Principals  include 
James  G.  Talbot,  85.1%,  James  D.  Rolfe, 
12.65%,  and  others.  Market- Casters  is  owner 
of  KMCS-FM  Seattle.  Ann.  June  14. 

Yakima,  Wash. — David  Z.  Pugsley,  106.3 
me,  .888  kw.  P.O.  address  Rt.  1,  Box  268, 
Tieton,  Wash.  Estimated  construction  cost 
$6,700,  first  year  operating  cost  $2,000,  reve- 
nue $7,500.  Applicant  is  employe  of  KNDO- 
TV  Yakima,  Wash.  Ann.  June  16. 

Existing  Fm  Stations 

APPLICATIONS 

KATT  (FM)  Woodland,  Calif.— Mod.  of  cp 
(which  authorized  new  fm  broadcast  sta- 


Station  Authorizations,  Applications 

As  Compiled  by  Broadcasting 

June  16  through  June  22.  Includes  data  on  new  stations,  changes  in  existing 
stations,  ownership  changes,  hearing  cases,  rules  & standards  changes  and 
routine  roundup. 


Abbreviations: 

DA— directional  antenna,  cp — construction 
permit.  ERP — effective  radiated  power,  vhf 
—very  high  frequency,  uhf— ultra  high  fre- 
quency. ant. — antenna,  aur. — aural,  vis. — 
visual,  kw— kilowatts,  w— watts,  me — mega- 
cycles. D— day.  N— night.  LS — local  sunset, 
mod.— modification,  trans.— transmitter,  uni. 
—unlimited  hours,  kc— kilocycles.  SCA— 
subsidiary  communications  authorization. 
SSA — special  service  authorization. — STA — 
special  temporary  authorization.  SH — speci- 
fied hours.  * — educational.  Ann.  Announced. 

Existing  Tv  Stations 

CALL  LETTERS  ASSIGNED 

KAIT-TV  Jonesboro,  Ark. — George  T. 
Hernreich. 

WHNB-TV  New  Britain,  Conn. — Connecti- 
cut Tv  Inc.  Changed  from  WNBC  (TV). 

WFTV  (TV)  Clearwater,  Fla.— West  Coast 


Corp. 

KFUR-TV  Santa  Fe,  N.M.— Santa  Fe  Tele- 
casting Co. 

WNBC-TV  New  York,  N.Y. — National 
Bcstg.  Co.  Changed  from  WRCA-TV. 


New  Am  Stations 

APPLICATIONS 
Tucson,  Ariz. — L.G.  Gilmore, 


D.  P.O.  address  2641  E.  10th  St.,  Tucson, 
Ariz.  Estimated  construction  cost  $29,080, 
first  year  operating  cost  $45,000,  revenue 
$55,000.  Applicant  owns  trailer  court.  Ann. 
June  20. 

Colorado  Springs,  Colo. — William  S.  Cook, 
1530  kc,  1 kw  D.  P.O.  address  4402  Marble 
Hall  Rd.,  Baltimore  18,  Md.  Estimated  con- 
struction cost  $23,325,  first  year  operating 
cost  $12,000,  revenue  $15,000.  Applicant  is 
electronic  engineer,  former  50%  owner  of 
WFDS-FM  Baltimore,  Md.  Ann.  June  20. 

Utica,  N.Y. — Fusco  Bcstg.  Corp.,  1550  kc, 
1 kw  LS  P.O.  address  % Michael  C.  Fusco, 
Hotel  Hamilton  Bldg.,  Utica,  N.Y.  Estimated 
construction  cost  $26,015,  first  year  operating 
cost  $60,000,  revenue  $80,000.  Principals  in- 
clude Michael  and  Daniel  Fusco,  equal  part- 
ners. Michael  Fusco,  in  advertising,  is 
former  employe  of  WKTV  (TV)  Utica,  N.Y. 
Daniel  Fusco  is  employe  of  WRUN  Utica, 
N.Y.  Ann.  June  16. 

Lovell,  Wyo.— BGH  Corp.,  1050  kc,  .250 
kw  D.  P.O.  address  % A.D.  Gaddis,  231  E. 
Main,  Lovell,  Wyo.  Estimated  construction 
cost  $14,500,  first  year  operating  cost  $18,000, 
revenue  $24,000.  Principals  include  A.D. 
Gaddis,  50%,  Conrad  E.  Bales  and  Joe  C. 
Henry,  25%  each.  Mr.  Gaddis  in  hardware, 
is  former  stockholder  in  KIML  Gillette,  Wyo. 
Mr.  Bales  is  stockholder  in  KIML  Gillette, 
Wyo.,  and  in  KIMB  Kimball,  Neb.  Mr. 


EDWIN  TORN  BERG 


60  East  42nd  Street 
MUrray  Hill  7-4242 


860  Jewell  Avenue 
Pacific  Grove.  Californic 


WASHINGTON 

1625  Eye  Street,  N.W. 
District  7-8531 
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PROFESSIONAL  CARDS 


JANSKY  & BAILEY  INC. 

Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  FEderal  3-4300 

Member  AFCCE 

JAMES  C.  McNARY 

Consulting  Engineer 
National  Press  Bldg., 
Wash.  4,  D.  C. 
Telephone  District  7-1205 

Member  AFCCE 

—Established  1926- 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
Pilgrim  6-3000 

Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GEORGE  C DAVIS 

CONSULTING  ENGINEERS 
RADIO  & TELEVISION 
527  Munsey  Bldg. 
STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.  Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 

Member  AFCCE 

A.  D.  Ring  & Associates 

30  Years'  Experience  in  Radio 
Engineering 

1710  H St.,  N.W.  Republic  7-2347 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

GAUTNEY  & JONES 

CONSULTING  RADIO  ENGINEERS 
930  Warner  Bldg.  National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE 

Lohnes  & Culver 

Munsey  Building  District  7-8215 

Washington  4,  D.  C. 

Member  AFCCE 

RUSSELL  P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 
Washington  5,  D C.  REpublic  7-3984 

Member  AFCCE 

L.  H.  Carr  & Associates 

Consulting 
Radio  & Television 
Engineers 

Washington  6,  D.  C.  Fort  Evans 

1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

KEAR  & KENNEDY 

1302  18th  St.,  N.  W.  Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 
FLeetwood  7-8447 

Member  AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 
ARLINGTON,  TEXAS 

SILLIMAN,  MOFFET  & 
ROHRER 

1405  G St.,  N.  W. 
Republic  7-6646 
Washington  5,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER 
AM-FM-TV 
7615  LYNN  DRIVE 
WASHINGTON  15,  D.  C. 
OLiver  2-8520 

GEO.  P.  ADAIR  ENG,  CO. 

CONSULTING  ENGINEERS 
Radio-Television 
Communications-Electronics 
1610  Eye  St.,  N.  W. 
Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 
Member  AFCCE 

WALTER  F.  KEAN 

CONSULTING  RADIO  ENGINEERS 
Associates 

George  M.  Sklom,  Robert  A.  Jones 
19  E.  Quincy  St.  Hickory  7-2401 
Riverside,  III. 

(A  Chicago  suburb) 

HAMMETT  & EDISON 

CONSULTING  RADIO  ENGINEERS 
Box  68,  International  Airport 
San  Francisco  28,  California 
Diamond  2-5208 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

JULES  COHEN 

Consulting  Electronic  Engineer 
617  Albee  Bldg.  Executive  3-4616 
1426  G St.,  N.  W. 
Washington  5,  D.  C. 

Member  AFCCE 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 
Brecksville,  Ohio 
(a  Cleveland  Suburb) 

Tel:  JAckson  6-4386  P.  O.  Box  82 
Member  AFCCE 

J.  G.  ROUNTREE 

CONSULTING  ENGINEER 
P.O.  Box  9044 
Austin  17,  Texas 
GLendale  2-3073 

VIR  N.  JAMES 

SPECIALTY 

DIRECTIONAL  ANTENNAS 
232  S.  Jasmine  St.  DExter  3-5562 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
20*0  P St.,  N.  W. 
Washington  6,  D.  C. 
Columbia  5-4666 

Member  AFCCE 

A.  E.  Towne  Assoes.,  Inc. 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 
Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 

Charleston,  W.  Va.  Dickens  2-6281 

Service  Directory 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 

420  Taylor  St. 

San  Francisco  2,  Calif. 

PR.  5-3100 

PRECISION  FREQUENCY 
MEASUREMENTS 

AM-FM-TV 

COMMERCIAL  RADIO 
MONITORING  CO. 

103  S.  Market  St., 

Lee's  Summit,  Me. 

Phone  Kansas  City,  BR.  1-2338 

CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave., 
Cambridge  38,  Mass. 

Phone  TRowbridge  6-2810 

MERL  SAXON 

CONSULTING  RADIO  ENGINEER 
622  Hoskins  Street 
Lufkin,  Texas 

NEptune  4-4242  NEptune  4-9558 

NUGENT  SHARP 

Consulting  Radio  Engineer 
809-11  Warner  Building 
Washington  4,  D.C. 
District  7-4443 

Associate  Member 
Institute  of  Radio  Engineers 

CAPITOL  RADIO 
ENGINEERING  INSTITUTE 

Accredited  Technical  Institute  Curricula 

3224  1 6th  St.,  N.  W 
Washington  10,  D.  C. 

Practical  Broadcast,  TV  Electronics 
engineering  home  study  and  residence 
course.  Write  For  Free  Catalog,  Spec- 
ify course. 

FREQUENCY 

MEASUREMENT 

AM-FM-TV 

WLAK  Electronics  Service,  Inc. 
P.O.  Box  1211,  Lakeland,  Florida 
Mutual  2-3145  3-3819 

M.  R.  KARIG  & ASSOCS. 

BROADCAST  CONSULTANTS 

Engineering  Applications 

Management  Programming 

Sales 

P.  O.  Box  248 
Saratogo  Springs,  N.  Y. 
Saratoga  Springs  4300 

JOHN  H.  BATTISON 
AND  ASSOCIATES 

Consulting  Engineers  AM-FM 
SPECIALTY  TV 
209A  LaSalle  Building 
1028  Connecticut  Ave.,  N.W. 
Washington  6,  D.  C. 

RE  7-0458 
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EQUIPPING  A RADIO  STATION  ? 


Get  More  Coverage 
With  The  RCA 
BTA-1R  1000-WATT 
AM  Transmitter 

The  ability  of  the  BTA-1R  1000- 
watt  AM  transmitter  to  achieve 
and  maintain  a higher  average 
level  of  modulation  assures  more 
program  coverage.  Simplified  tun- 
ing, ease  of  installation,  built-in 
provisions  for  remote  control,  and 
low  operating  cost  make  the  RCA 
Type  BTA-1R  your  best  trans- 
mitter buy. 

Color  styling  adds  harmony  to 
station  decor— a choice  of  red  or 
umber  gray.  Whatever  your  equip- 
ment needs— SEE  RCA  FIRST! 

Write  for  complete  informa- 
tion and  descriptive  literature  to 
RCA,  Dept.  HD-22,  Building  15-7, 
Camden,  New  Jersey. 


RADIO  CORPORATION 
of  AMERICA 


tion)  to  change  frequency  from  95.3  me,  ch. 
237  to  102.5  me  ch.,  273,  increase  ERP  from 
750  w to  32.9875  kw,  change  type  trans.  and 
ant.  Ann.  June  15. 

CALL  LETTERS  ASSIGNED 

KMMK  (FM)  Little  Rock,  Ark.— Hi-Fi  FM 
Besig.  co. 

(FM)  Anaheim,  Calif. — Hi-Fi  Bcstrs. 
Inc.  Changed  from  K.DOG. 

kRki  (FM)  Denver,  Colo. — Plains  Radio 
Bcstg.  Co. 

HjuVF-F'M  Manchester,  Conn. — Manchester 
Bcstg.  Co. 

vvnsMl  (FM)  Meriden,  Conn. — Silver  City 
Crystal  Co.  Changed  from  WMMW-FM. 

: vv^XiR-FM  WaterDury,  Conn. — WATR  Inc. 

*VvGiB-FM  Washington,  D.  C. — George- 
town U. 

xjoGin-FM  Caldwell,  Idaho  — Christian 
Bcstg.  Co.  of  Idaho. 

vvjvLG  (FM)  Elgin,  111.— Elizabeth  G. 
Cougluan. 

WCTW-FM  New  Castle,  Ind. — Courier- 
Times,  Inc.  Changed  from  WCTW  (FM). 

WGLM  Richmond,  lno. — House  of  Sound, 
Inc. 

-KTCF  (FM)  Cedar  Falls,  Iowa — Iowa 
State  Teachers  College. 

WKOa-Fm  Hopkinsville,  Ky. — Pennyrile 
Bcstg.  Co. 

WrAU-FM  Augusta,  Me. — Twin  City 
Bcstg.  Co. 

WTBO-FM  Cumberland,  Md. — Cumber- 
land Valley  Bcstg.  Corp. 

WPLM-FM  Plymouth,  Mass. — Plymouth 
Rock  Bcstg.  Co. 

WFUR-FM  Grand  Rapids,  Mich. — Furni- 
ture City  Bcstg.  Corp. 

WQIX  (FM)  Jackson,  Mich.— Booth  Bcstg. 
Co.  Changed  from  WBBC  (FM). 

KFivlV  (FM)  Minneapolis,  Minn. — Plains 
Radio  Bcstg.  Co. 

WBAG-Flvf  Burlington,  N.C. — Burlington- 
Graham  Bcstg.  Co.  Changed  from  WFNS- 
FM. 

KDEF-FM  Albuquerque,  N.M.  — KDEF 
Bcstg.  Co. 

WOSC-FM  Fulton,  N.Y.— Cassill  Radio 
Corp. 

WNBC-FM  New  York,  N.Y. — National 
Bcstg.  Co.  Changed  from  WRCA-FM. 

WFFM  (FM)  Cincinnati,  Ohio — Plains 
Radio  Bcstg.  Co. 

*WCMO  (FM)  Marietta,  Ohio— Marietta 
College. 

KFMC  (FM)  Portland,  Ore. — Plains  Radio 
Bcstg.  Co. 

WJCW-FM  Johnson  City,  Tenn. — Tri-Cities 
Bcstg.  Inc.  Changed  from  WJHL-FM. 

WMC-FM  Memphis,  Tenn. — WMC  Bcstg. 
Co.  Changed  from  WMCF  (FM). 

KMFM  (FM)  Corpus  Christi,  Tex. — Master 
Music  Inc.  Changed  from  KDMC  (FM). 

KDDD-FM  Dumas,  Tex. — Dumas  Bcstrs. 
Inc. 

*KBUY  (FM)  Provo,  Utah — Brigham 
Young  U.  Changed  from  KBRG  (FM). 

WAVY-FM  Portsmouth,  Va.— Tidewater 
Teleradio,  Inc. 

WBVA  (FM)  Woodbridge,  Va-.— S&W  En- 
terprises, Inc.  Changed  from  WWCN  (FM). 

KPRN  (FM)  Seattle,  Wash.— Plains  Radio 
Bcstg,  Co. 

Ownership  Changes 

APPLICATIONS 

KGEE  Bakersfield,  Calif. — Seeks  transfer 
of  control  of  KGEE  Inc.  from  Marterto  Pro- 
ductions Inc.  and  Seer  Inc.  to  KMO  Inc. 
for  $110,000.  Principals  are  Carl  E.  Hay- 
mond,  93%,  and  Carl  D.  Haymond,  7%,  own- 
ers of  KMO-AM-TV  Tacoma,  and  KIT  Ya- 
kima, both  Washington.  Ann.  June  10. 

KTVU  (TV)  Oakland,  Calif.— Seeks  assign- 
ment of  license  from  San  Francisco-Oakland 
Tv  Inc.  to  National  Bcstg.  Co.  by  stock 
transfer  of  110,843  shares  of  RCA  common 
(voting),  to  be  distributed  to  stockholders 
in  San  Francisco-Oakland,  in  exchange  for 
all  assets,  property,  contractual  rights  and 
obligations,  business,  good  will  and  liabili- 
ties of  KTVU  (TV).  Total  transaction 
amounts  to  over  $7.5  million.  Ann.  June  7. 

KIUP  Durango,  Colo. — Seeks  transfer  of 
control  of  San  Juan  Bcstg.  Co.  from  Price 
Wayt,  M.  L.  Cummins,  T.  F.  Keeling,  approx. 
11%  each,  and  others,  to  KIUP  Inc.  for 
$330,000.  Purchaser  is  Ralph  Louis  Atlass, 
director  of  AM  Radio  Sales.  Also  seeks  as- 
signment of  license  from  San  Jose  to  KIUP 
Inc.  Ann.  June  21. 

WROD  Daytona  Beach,  Fla. — Seeks  trans- 
fer of  control  of  Daytona  Beach  Bcstg. 
Corp.  from  Mining  Journal  Co.  and  Iron 
Mountain  Publishing  Co.,  40%  each,  and 
James  F.  McDonough,  20%,  to  Mining  Jour- 
nal and  Iron  Mountain,  50%  each,  for  $10 
and  other  considerations.  Ann.  June  9. 

KWIK  Pocatello,  Idaho — Seeks  transfer  of 
control  of  Pocatello  Radio  Inc.  from.  William 
T.  Woods,  Harlan  E.  Miles,  John  W.  Lewis 
and  Marvin  Mollring  to  Bannock  Bcstg.  Inc. 
for  $21,230.  Bannock  Bcstg.  is  wholly- 
owned  subsidiary  of  Jerrold  Electronics 
Corp.  (Milton  J.  Shapp,  board  chairman). 


Jerrold  is  applicant  for  tv  station  in  Flag- 
staff, Ariz.  Ann.  June  13. 

WCBC-AM-FM  Anderson,  Ind.  — Seeks 
transfer  of  control  of  Civic  Bcstg.  Corp. 
from  Paul  E.  Billheimer  and  Jenny  Bill- 
heimer  to  Alfred  B.  Smith,  Wendell  Hansen 
and  Loren  F.  Bridges.  Civic  Bcstg.  is  owned 
by  Great  Commission  Schools  Inc.,  a non- 
profit organization.  Retirement  of  board 
members  causes  need  for  transfer  of  control 
with  no  financial  consideration  involved. 
Alfred  B.  Smith  is  licensee  of  WGGO  Sala- 
manca, N.Y.  Wendell  Hansen  has  interest  in 
WMNE  Menomonie,  Wis.  Mr.  Bridges  is 
radio  consultant  in  station  planning,  general 
manager  of  Civic  Bcstg.  Ann.  June  14. 

WFTG  London,  Ky.— Seeks  transfer  of 
control  of  London  Bcstg.  Co.  from  Elmo 
Mills,  66%%,  to  Herman  G.  Dotson  and 
John  B.  Dotson,  16%%.  each,  for  $2,250.  Mr. 
Mills  will  retain  % interest  in  station.  Her- 
man Dotson  is  50%  owner  of  WNRG  Grun- 
dy, Va.,  34%  owner  of  WCPM  Cumberland, 
Ky.,  and,  with  John  B.  Dotson,  formerly 
had  interest  in  WMNF  Richwood,  W.Va. 
Ann.  June  17. 

WDAY-AM-TV  Fargo,  N.D.— Seeks  trans- 
fer of  control  of  WDAY  Inc.  from  Mr.  & 
Mrs.  E.C.  Reineke,  55%  owners,  to  Forum 
Publishing  Co.  for  $900,000.  Holders  of  vot- 
ing stock  in  Forum  are  stockholders  in 
WDAY  Inc.  Ann.  June  15. 

WEMJ  Laconia,  N.H. — Seeks  assignment  of 
cp  from  Lawrence  Bcstg.  Co.  to  New  Hamp- 
shire Bcstg.  Corp.  Lawrence  will  retain  50% 
interest  in  corporation  with  same  stock- 
holders: George  H.  Jaspert  30%,  Eileen  M. 
Jaspert  and  George  H.  Jaspert  III,  10% 
each.  No  financial  consideration  involved. 
Ann.  June  16. 

KJMK  North  Syracuse,  N.Y. — Seeks  as- 
signment of  license  from  James  A.  Mc- 
Kechnie  to  Sol  Panitz  and  Barry  Winton 
equal  partners,  for  $75,000.  Principals  also 
own  WQSN  Charleston,  S.C.  Ann.  June  13. 

WHLO  Akron,  Ohio — Seeks  assignment  of 
license  from  WHKK  Bcstg.  Co.  to  Radio 
Akron  Inc.,  merger  into  parent  corporation. 
No  financial  consideration  involved.  Ann. 
June  20. 

WKGN  Knoxville,  Tenn. — Seeks  transfer 
of  control  of  WKGN  Inc.  from  Abe  D. 
Waldauer,  50%,  George  P.  Mooney,  and 
Donel  Lynch,  14.3%  each,  and  others  to 
Mr.  Waldauer,  41.18%,  Messrs.  Mooney  and 
Lynch,  17.65%  and  others,  by  means  of 
stock  retirement,  issuance  of  common  stock, 
no  financial  transaction  involved.  Ann. 
June  15. 

KFJZ-TV  Fort  Worth,  Tex.— Seeks  assign- 
ment of  license  from  Texas  State  Network 
Inc.  to  NAFI  Telecasting  Inc.  NAFI  will 
lease  property  for  $400,000  for  first  five 
years,  $825,000  for  second  five  years  and 
$875,000  for  third  five  years.  NAFI  will  also 
purchase  certain  assets  for  $650,000  and 
will  pay  $250,000  for  agreement  not  to  com- 
pete. Option  to  purchase  for  $1  million  after 
expiration  of  15-year  lease.  NAFI  is  group 
headed  by  Harry  L.  (Bing)  Crosby  Jr., 
board  chairman.  The  firm  is  owner  of 
KPTV  (TV)  Portland,  Ore.,  KCOP  (TV) 
Los  Angeles,  Calif.,  and  KXYZ  Houston, 
Tex.  Ann.  June  21. 

KUDY  Renton,  Wash. — Seeks  transfer  of 
negative  control  of  Cutie  Radio  Inc.  from 
Music  Concessions  Inc.  (Robert  Reisdorff, 
president).  50%,  to  KWG  Bcstg.  Co.  for 
$56,000.  Purchaser  is  Hale  Bondurant,  own- 
er of  KWG  Stockton,  Calif.  Ann.  June  15. 


Hearing  Cases 

INITIAL  DECISIONS 

■ Hearing  Examiner  Basil  P.  Cooper 
issued  initial  decision  looking  toward  grant- 
ing application  of  Lake  Huron  Bcstg.  Corp. 
for  new  tv  station  to  operate  on  ch.  9 in 
Alpena,  Mich.  Ann.  June  16. 

OTHER  ACTIONS 

■ Commission  on  June  17  granted  peti- 
tion by  E.  Anthony  & Sons  for  extension  of 
time  for  filing  comments  and  replies  to 
Sept.  1 and  Sept.  16,  respectively,  in  tv 
rulemaking  proceeding  affecting  New  Bed- 
ford, Mass. -Providence,  R.I.  Ann.  June  17. 


Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Commissioner  Rosel  H.  Hyde 

■ Granted  petition  by  Booth  Bcstg.  Co. 
(WSGW)  Saginaw,  Mich.,  and  extended  to 
August  17  time  to  file  exceptions  to  initial 
decision  in  proceeding  on  its  am  application. 
Action  June  20. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

■ Scheduled  hearings  in  following  pro- 
ceedings on  dates  shown : Sept.  7 : Applica- 

Continued  on  page  104 

BROADCASTING,  June  27,  1960 


98  (FOR  THE  RECORD) 


CLASSIFIED  ADVERTISEMENTS 

(Payable  in  advance.  Checks  and  money  orders  only.)  (FINAL  DEADLINE — Monday  preceding  publication  date.) 

• SITUATIONS  WANTED  204  per  word — $2.00  minimum  • HELP  WANTED  254  per  word — $2.00  minimum. 

• DISPLAY  ads  #20.00  per  inch — STATIONS  FOR  SALE  advertising  require  display  space. 

• All  other  classifications  30 4 per  word — $4.00  minimum. 

• No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos, 

etc.,  sent  to  box  numbers  are  sent  at  owner’s  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 


RADIO 


Help  Wanted — Management 


Station  manager  for  Texas  kilowatt,  im- 
mediate opening.  Sales,  announcing  experi- 
ence required.  Must  assume  responsibility. 
Salary  $5,400.00  plus  bonus  based  on  gross. 
Interview  required.  Box  903A,  BROAD- 
CASTING. 


We  have  number  one  property  in  a three 
station  metro  market  of  125,000.  Excellent 
opportunity  for  man  with  sales  experience 
who  is  capable  of  managing  this  station. 
$10,000  plus  incentive.  Box  947A,  BROAD- 
CASTING. 


California  Here  You  Come!  Join  the  Cali- 
fornia Gold  Rush  of  the  Golden  Sixties ! 
Here’s  your  big  chance  to  make  the  move 
to  sunny  California.  We're  building  a brand 
new  station  (the  second)  in  a California 
market  that  is  really  booming  with  a gigan- 
tic military  installation.  We  need  a manager, 
a sales  manager,  and  sales  staff.  We’ll  pay 
top  salaries  . . . you’ll  have  excellent  op- 
portunities for  advancement  with  our  ex- 
panding station  group.  You  can  name  your 
own  deal  as  manager  or  sales  manager  if 
you  are  worth  $750.00  per  month  guarantee 
plus  some  form  of  profit-sharing.  Apply  in 
detail  (including  photograph)  to  Box  986A, 
BROADCASTING.  All  replies  treated  with 
strictest  confidence. 


Sales 


Permanent  career  in  radio  sales  at  prestige 
adult  appeal  station  for  solid,  creative  sales- 
man with  experience,  initiative  and  desire 
to  make  money.  Southern  coastal  medium 
market;  well  rounded  economy.  Account 
list  with  excellent  potential.  Write  Box 
812A,  BROADCASTING. 


Salesman  for  S.C.  station  in  good  market 
must  be  hustler  interested  in  eventual 
management  opportunity.  $100.00  weekly 
plus  incentive  bonus.  Furnish  detailed  in- 
formation as  to  experience,  age,  education 
and  photo.  Box  909A,  BROADCASTING. 


Experienced  salesman  for  radio-television 
stations  under  same  ownership.  Middle  At- 
lantic states.  Excellent  opportunity  for  man 
seeking  permanent  location.  Give  full  de- 
tails, Box  939 A,  BROADCASTING. 


Is  there  an  outstanding  radio  time  sales- 
man in  New  Mexico,  Arizona,  Colorado, 
Utah,  Idaho  who  is  looking  for  an  oppor- 
tunity? Quality  programming,  ABC  Net- 
work. Will  be  in  Utah,  Idaho  early  July 
for  interviews.  Phone  or  write  Radio  Sta- 
tion KRSN,  Los  Alamos,  New  Mexico. 


Experience  required.  Topnotch  salesman. 
$7,500.00  plus  opportunity.  Must  be  a self 
starting  hustler.  A1  M.  Farber,  Manager, 
KXGI,  Fort  Madison,  Iowa. 


Openings  on  sales  staff  of  the  outstanding 
growth  station  in  the  nation’s  eleventh 
market.  Tod  accounts  available.  Contact 
Pat  Tuschman,  WABQ  Radio,  Cleveland, 
Ohio. 


WOW — There’s  money  to  be  made  in  the 
WOWland  area  for  the  right  salesman.  If 
you  want  in  and  can  sell  . . . contact  the 
fastest  growing  _station  in  the  nation. 
WWOW,  Conneaut,  Ohio. 


Midwest  placement!  Write  Walker,  Broad- 
cast Division,  83  So.  7th  St.,  Minneapolis 
2,  Minnesota  for  application. 


Announcer* 


Two  experienced  negro  deejays  for  large 
eastern  metro  station.  One  must  be  top  per- 
sonality, the  other  a summer  replacement 
staffer.  Excellent  nay.  Rush  tape,  resume 
and  photo.  Box  723A,  BROADCASTING. 


Help  Wanted — (Cont’d) 


Announcers 


Announcer — with  1st  class  ticket.  Top  job, 
start  at  once.  Box  883A,  BROADCASTING. 


Announcer-salesman  for  established  west- 
ern Pennsylvania  station.  Must  have  prov- 
en ability.  Format  operation.  $100  per  week, 
up.  Box  902A,  BROADCASTING. 


Announcer-chief  engineer  for  1 kw  small 
town  daytimer  . . . Good  engineering  job 
and  fair  announcing  required.  $100.00  week- 
ly plus  free  hospital  insurance  for  man 
and  family.  Send  complete  details  in  reply. 
Box  908A,  BROADCASTING. 


Need  capable  experienced  announcer  with 
first  ticket,  sufficient  technical  knowledge 
for  emergency  repairs.  No  maintenance  re- 
quired, only  emergency  repairs.  Excellent 
salary  in  top  rated  station  in  large  western 
Pennsylvania  market.  This  is  permanent  po- 
sition in  growing  organization  with  good 
opportunities  for  promotion,  unexcelled  op- 
portunity for  good  experienced  announcer 
with  first  class  ticket.  Send  tape  and  res- 
ume. Box  913A,  BROADCASTING. 


Wanted  to  hire:  A combo  man  with  first 
class  ticket.  Emphasis  on  announcing.  Send 
particulars  to  Box  940A,  BROADCASTING. 


Good  adult  dj  with  sales  interest  for  top 
midwest  regional.  Format  tight,  but  not 
frantic.  Immediate  opening.  Box  955A, 
BROADCASTING. 


Production-minded,  fast-paced  announcer 
with  air  news  ability.  Progressive  central 
Ohio  station.  Send  tape,  photo,  resume.  Box 
970A,  BROADCASTING. 


We  need  a good  announcer.  Prefer  small 
market  man  heading  up.  Middle  of  road 
music  policy,  semi-format.  5000  watts,  net- 
work, music,  news.  Top  market  in  south 
Missouri.  Box  975A,  BROADCASTING. 


Mature  dj  with  housewife  appeal  for  day- 
time show  in  Ohio.  Send  tape  and  refer- 
ences. Box  988 A,  BROADCASTING. 


Staff  announcer  for  NY  metropolitan  area 
station.  Must  be  experienced  music,  news, 
sports.  Operate  own  board  and  studio  equip- 
ment. Middle  of  road  music  policy,  no  top 
40  or  formula  men  wanted.  Good  opening 
for  sober,  reliable,  experienced  announcer. 
Send  resume  and  audition  tape  to : Box 
103B,  BROADCASTING. 


Early  morning  d.j.  with  first  class  ticket. 
Opportunity  for  sales  also.  Box  106B, 
BROADCASTING . 


Want  3 mature,  experienced  staff  announc- 
ers. No  deejays.  Personal  integrity  required. 
Can  be  lifetime  for  best  men.  Top  listening, 
top  prestige,  sophisticated  good-music  sta- 
tion. Tape  and  resume.  KASE,  Austin, 
Texas. 


KBUD,  Athens,  Texas  seeking  experienced 
staff  announcer. 


Wanted,  Sept.  15.  An  aggressive  broadcast- 
journalist  for  leading  news  station  in  a 
competitive  market.  Men  must  be  college 
trained  and  able  to  gather,  write  and  air 
newscasts.  Pay  $450.00  month  up,  commen- 
surate with  ability.  Send  tape,  picture  and 
resume  to  KVOS,  Bellingham,  Washington. 


Central  Pennsylvania  daytimer  will  have 
an  August  7 opening  for  a competent  staff 
announcer.  Send  tape  and  other  data  to 
Station  Manager,  WCPA,  Clearfield,  Penn- 
sylvania. 


Dj-production  man  with  ideas  and  experi- 
ence. Send  tape  with  letter  including  back- 
ground, experience,  picture,  complete  de- 
tails. TV  ability  desirable.  CBS.  Number 
one  radio  and  tv.  Carl  Hallberg,  WDBO 
Radio,  Orlando,  Florida. 


Help  Wanted — (Cont’d) 


Announcers 


5,000  watt  station  in  N.E.  New  York  state 
needs  good  announcer.  Tape,  resume  and 
minimum  salary  to  WEAV,  Plattsburgh, 


Immediate  opening  for  an  announcer  with 
sales  or  news  experience.  Salary  open. 
Please  call  or  write  Bill  Poole,  WFLS,  Essex 
3-5000,  Fredericksburg,  Virginia. 


Wanted  two  experienced  announcers  . . . 
send  tapes  and  all  information  to  WHNC, 
Henderson,  N.C.  Phone  Geneva  87136. 


Central  Florida  daytimer  will  have  Septem- 
ber openings  for  two  competent  staff  an- 
nouncers. Send  tape  and  other  data  to 
Station  Manager,  WCPA,  Clearfield,  Penn- 
sylvania. 


Experienced  morning  man  needed  imme- 
diately between  the  mountains  and  the  sea. 
Send  tape,  picture  and  details  to  WMPM, 
Smithfield,  N.C. 


Experienced  staff  announcer — immediate 
opening — established  1000  watt  daytimer, 
WPDX,  Clarksburg,  W.Va. 


Morning  announcer.  Adult  music,  award 
winning  news  station.  Latest  equipment. 
Good  working  conditions.  Top  pay  for  top 
personality.  Advancement  opportunities. 
Commercial  experience  necessary.  Tape  and 
resume  first  letter.  Manager.  WRTA,  Al- 
toona, Pennsylvania. 


Excellent  opportunity  for  experienced  news- 
man-announcer in  leading  integrated  radio- 
tv operation.  Must  be  good  air  salesman 
both  radio  and  on-camera.  WSAV  Radio- 
Television,  Savannah,  Georgia. 


Immediate  opening  for  versatile  announcer, 
willing  to  grow  with  small  station,  paid 
vacations  and  fringe  benefits.  Write  or 
call  Hugh  Williams,  WTNS,  Coshocton, 
Ohio. 


Announcer — replacing  drafted  afternoon 

man.  Know  music,  farm  market  reports, 
good  commercial  and  news  delivery.  Res- 
tricted or  higher  license.  References,  back- 
ground, tape  to  WTVB,  Box  32,  Coldwater, 
Michigan. 


Country  dj-salesmen,  do  you  have  a nest 
egg?  Little  or  no  salary,  highest  commissions 
imaginable.  Pioneering  -full  time  country 
fm.  Larry  Dexter,  Box  1977  or  ALpine  3- 
5295,  Phoenix,  Arizona. 


Women — Opportunity  to  earn  extra  money 
by  recording  for  good  local  accounts.  Send 
audition.  Box  10513,  Tampa  9,  Florida. 


Needed  — young  aggressive  announcer — 
salesman  for  Georgia  station — strong  on 
sales — send  tape  and  resume  to  Box  181, 
Cleveland,  Georgia,  or  phone  Union  5-3161. 


Give  your  ratings  a shot  in  the  arm  with 
Professional  Services’  exclusive  D-J  comedy 
material — written  for  radio — send  for  cur- 
rent selection.  . . . just  $2.98 — Professional 
Services,  Box  5815,  Baltimore  8,  Maryland. 


Midwest  placement!  Write  Walker,  Broad- 
cast Division,  83  So.  7th  St.,  Minneapolis  2, 
Minnesota  for  application. 


Announcers  losing  jobs?  Lack  that  profes- 
sional sound?  Audition  tape  not  a polished 
. . . showcase?  New  York  School  of  An- 
nouncing, 160  West  73rd  Street,  NYC,  SU 
7-6938. 
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Help  Wanted — (Cont’d) 


Technical 


Engineer  for  Washington,  D.C.  area  station. 
Some  experience  required.  Box  854A, 
BROADCASTING. 


Engineer  with  1st  class  ticket  and  an- 
nouncing experience  or  potential.  Imme- 
diate opening.  Box  884A,  BROADCASTING. 


S.E.  Virginia  1,000  watt  station  needs  reli- 
able engineer-announcer.  Engineering  abil- 
ity first  consideration.  Detailed  resume  and 
ta'pe  requested  in  first  letter.  Reply  Box 
918A,  BROADCASTING. 


Successful  5 kw  daytimer,  remote  control, 
needs  reliable  experienced  chief  engineer- 
announcer.  Must  be  good  on  maintenance, 
announcing,  and  have  good  references  and 
credit.  Prefer  family  man,  looking  for 
permanency  and  willing  to  live  in  small 
town  in  great  plains  region.  Good  equip- 
ment, plant,  and  easy  schedule.  Top  wages 
in  area.  Send  tape,  resume,  references  and 
picture  to  Box  921A,  BROADCASTING. 


California  daytimer  needs  top  chief  engi- 
neer, who  is  also  good  announcer.  Immedi- 
ate opening.  No.  1 station  in  five-station 
city.  Send  full  details  and  tape.  Box  925A, 
BROADCASTING. 


First  phone  announcer — Experienced  on 
board,  fm,  directional  am,  remote  control, 
network,  news,  farm  director,  country  and 
pop  dj,  metropolitan  market.  Presently 
chief  engineer  am-fm  operation.  Family 
roan,  41.  sober,  reliable.  Box  945A,  BROAD- 
CASTING. 


Man  or  woman  with  first  class  ticket  who 
can  also-  do  some  announcing  and  selling. 
Box  107B,  BROADCASTING. 


Help  Wanted — (Cont’d) 


Production — Programming,  Others 


This  is  ridiculous — top  promotion  man,  good 
air  work,  excellent  production,  but  unem- 
ployed. Married,  veteran,  college,  26.  Ex- 
cellent references.  Absolute  minimum  $150. 
Qualified  for  either  program  director  or 
assistant  manager.  Prefer  no  air  work.  Box 
968A,  BROADCASTING. 


Wanted — Experienced,  creative  program 

manager  to  administer  tight  program  poli- 
cies he  will  help  formulate.  Must  also  as- 
sume responsibility  for  program  quality  con- 
trol, operations  and  promotion,  and  work 
two  hours  daily  on  the  air.  Tape,  photo,  full 
resume  and  salary  requirements  in  first 
letter  to  Manager,  WCSH  Radio,  Portland, 
Maine. 


Do  you  want  to  live  in  northern  California 
or  southern  Oregon  and  work  in  radio  or 
tv?  Write  Don  Telford,  Box  1021,  Eureka, 
California. 


Promotion  advance  man.  Do  you  write  ef- 
fectively, speak  convincingly,  have  interest 
in  religious  radio?  Non-profit  corporation 
needs  help  establishing  non-commercial  re- 
ligious station  in  southwest.  Box  969A, 
BROADCASTING. 


Newsman-announcer,  experienced,  at  rapid- 
ly expanding  adult  program  station  in  New 
Jersey.  Salary  commensurate  with  ability. 
Box  973A,  BROADCASTING. 


Opportunities — Performer,  children’s  pro- 
gram; account  executive;  broadcast  engi- 
neer; program  manager;  announcer-director: 
tv  photo  tech.  Locations  Indianapolis,  Fort 
Wayne,  and  Bloomington.  Contact  E.  M. 
Sears,  Box  62,  Bloomington,  Indiana. 


Situations  Wanted — Management 


Situations  Wanted — (Cont’d) 

Management 

Sales  manager/manager.  Small  or  medium 
market  station.  Heavy  on  local,  regional, 
time  sales.  Solid  experience  in  independent 
programming  news  and  music.  15  years  in 
radio.  Highest  industry  references.  Box 
994 A,  BROADCASTING. 


Management-sales  manager  twelve  years 
experience  in  all  phases  of  radio.  Two 
years  network  staff  experience,  three  years 
country  dj  experience.  Worked  independent 
stations  from  sports  announcer  to  chief 
announcer,  sales  manager,  and  station  man- 
ager. Proven  record  in  sales  and  manage- 
ment. Guarantee  to  make  your  station  go. 
Prefer  south  east,  or  south  west.  College 
degree.  Highly  adaptable.  Hard  worker. 
Thirty  four  years  old.  Family  man.  Prefer 
part  ownership  of  station.  Available  for 
interview  after  July  first.  On  vacation  in 
west  until  that  date.  Send  inquiries  to: 
Thurston  Springer,  761  Virginia  Ave.,  Gal- 
latin, Tenn. 


Sales 


Manager-salesmanager  experienced  in  na- 
tional, regional,  local  sales.  Excellent 
record.  Box  575A,  BROADCASTING. 


Experienced  announcer,  23,  married.  Desire 
learn  sales  your  way.  Employed.  Box  967A, 
BROADCASTING. 


Experienced  announcer  D.J.  4 years,  mar- 
ried. Would  like  to  settle.  Box  991A, 
BROADCASTING. 


Announcers 


Multi-talented  combination  man  seeks 
multi-faceted  position  in  multi-station 
eastern  market.  Box  737A,  BROADCAST- 
ING. 


Chief  engineer,  WDUN,  Gainesville,  Ga. 
Must  be  thoroughly  qualified  and  experi- 
enced. 


Immediate  opening  for  chief  engineer  with 
sales  or  announcing  experience.  Salary 
commensurate  with  ability.  5kw  daytimer 
in  small,  mountain  resort  town.  Contact, 
Jimmy  Childress,  WMSJ,  Sylva,  N.C. 


Chief  engineer-announcer,  250w.  References, 
salary,  tape  to  Frank  Hash,  WTWA,  Thom- 
son, Ga. 


Midwest  placement!  Write  Walker,  Broad- 
cast Division,  83  So.  7th  St.,  Minneapolis 
2,  Minnesota  for  application. 


Number  one  station  in  Wheeling-Steuben- 
ville  seeking  chief  engineer,  must  be  tech- 
nically capable  for  transmitter  and  studio 
maintenance.  Salary  open.  Phone  collect 
Cedar  2-2250  . . . Mr.  Dougherty  or  Mr. 
Dickey.  Wheeling,  W.Va. 


Production-Programming,  Others 


News  director  NBC  affiliate.  Direct  com- 
pletely equipped  radio  and  tv  department, 
supervise  department  of  sister  station.  De- 
partment personnel  experienced,  intelligent, 
conscientious.  If  not  satisfied  with  present 
position,  send  photo  and  resume  Box  946A, 
BROADCASTING. 


I’m  ready  for  management.  Top-flight  dj, 
ce,  pd.  Minimum  $150.  Box  781A,  BROAD- 
CASTING. 


Outstanding  twenty  year  record  in  sales, 
general  operations  and  management.  Avail- 
able immediately.  Box  879A,  BROAD- 
CASTING. 


Management  team  available.  36  years  com- 
bined management  and  all  departments. 
Versatile.  Operate  small  staff.  Outstanding 
sales  and  programming.  College  back- 
ground. First  phone.  Presently  employed. 
Interested  position  with  profit  potential — 
preferably  mid-Atlantic  states.  Box  963A, 
BROADCASTING. 


12  years  experience  all  phases  radio.  Com- 
munity leader.  Record  can  stand  close  in- 
spection. Need  $15,000.  Currently  manager 
small  market.  Box  977A,  BROADCASTING. 


Manager  or  sales  manager.  Would  like  to 
join  station  in  major  market  which  needs 
sales  improvement  and  can  offer  remunera- 
tion commensurate  with  results.  18  years 
creative  thinking,  dynamic  action  and  out- 
standing results  all  phases  major  market 
radio,  television  and  agency.  Have  handled 
and  sold  all  versions  of  format  and  smooth 
sound.  A stable,  enthusiastic,  hard-working 
producer  and  pace-setting  leader.  With  pres- 
ent employer  11  years.  Age,  38.  Married, 
2 children.  Devoted  family  man.  No  drink- 
ing. Box  978A,  BROADCASTING. 


FRANKLIN  McCORMICK 

type  announcers 

WANTED 

Requirements:  Heavy,  mature  voice  with  ability  to  read  with  feeling 
and  dramatic  emphasis.  Top  ten  market,  top  pay.  Send  tapes  and 
resume  to: 

Box  941A,  BROADCASTING 


Happy  swinging  — not  screaming  — adult 
morning  show.  Start  your  broadcast  day  on 
top.  Present  employer  does  for  only  $125. 
Box  894 A,  BROADCASTING. 


Announcer  wants  job.  Will  travel  any- 
where. Some  experience.  Available  now. 
Box  895 A,  BROADCASTING. 


Newsman:  Top  flight,  major  market,  best 
references.  Stylish  or  straight  writer.  Ob- 
jectively interpretive  announcer.  Excel- 
lent reporter.  Intelligent  interviewer.  Good 
researcher  Box  917A,  BROADCASTING. 


Announcer.  News,  commercials,  dj  shows, 
speciality  sports  play-by-play.  Light  on  ex- 
perience, but  ambitious,  conscientious, 
sober.  Available  now.  Write  Box  930A, 
BROADCASTING. 


Money  won’t  buy  everything,  but  it  sufe 
buys  ability  and  experience.  Mine  is  for 
sale.  Box  932A,  BROADCASTING. 


Announcer/program  director,  versatile,  ex- 
perienced. Also  sports.  Offers  top  quality. 
Box  942A,  BROADCASTING. 


Announcer,  young,  realistic,  ambitious. 
Cheerful  style.  Tape  available.  Excellent 
training.  Box  943A,  BROADCASTING. 

Announcer-salesman  looking  for  position  in 
the  south  or  southeast  or  California.  Good 
tight  production,  experienced.  Box  949A, 
BROADCASTING. 


Attention!  "Good  music-news-sports  sta- 
tion”— 5 years  announcing  experience,  col- 
lege graduate.  Available  immediately.  Box 
954A,  BROADCASTING. 


Sportscaster-dj-newsman,  experienced,  22, 
Columbia  College  graduate.  Available,  im- 
mediately. Box  960A,  BROADCASTING. 


New  Yorker  returning  home.  Willing  take 
summer  replacement.  Seeks  Fall  perman- 
ency New  York  City/fringe  area.  Excellent 
adult  dj,  personality,  news,  sports.  Major/ 
small  market  experience.  All  show,  staff 
phases  radio/tv.  Finest  references,  back- 
ground; family  man.  Box  961A,  BROAD- 
CASTING. 


1st  phone  announcer  with  some  sales  expe- 
rience. No  military  obligation.  Single,  pre- 
fer southeast,  all  offers  considered.  Now 
employed  at  5 kw  regional.  Box  966A, 
BROADCASTING. 
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Situations  Wanted — (Cont’d) 
Announcers 

Radio-tv  announcer.  Radio-tv  or  combina- 
tion. Seven  years.  Dj,  hops,  play-by-play, 
special  events.  Skilled  air  salesman.  Good 
sense  of  showmanship.  Tight  production 
Married.  Currently  employed.  Top  man  at 
number  one  station  in  regional  market. 
Prefer  stable  organization  metropolitan 
area.  Excellent  character  references.  Avail- 
able now.  Box  972A,'  BROADCASTING. 

Mature,  experienced  announcer-newsman. 
Some  play-by-play.  Relocate  east.  Box 
981A,  BROADCASTING 

Announcer-newsman.  Young,  married,  fam- 
ily, Masters  minus  thesis  in  radio-tv,  3 years 
commercial  experience,  mature,  resonant 
voice,  permanent,  minimum  $100.  Prefer 
Pennsylvania,  New  York,  Box  982A,  BROAD- 
CASTING.   

Country  music  personality  dj  wants  perm- 
anent position.  Have  experience  in  all  phases 
of  radio.  Dependable;  sober.  Write  Box 
984 A,  BROADCASTING. 

West.  10  years  radio.  Announcer,  dj,  -writer, 
program  director,  news  director,  assistant 
manager,  chief  engineer.  Now  employed. 
State  salary.  Box  985A,  BROADCASTING. 

Announcer  — dj — News:  Commercials.  Op- 
erate own  board.  3 years  college.  Box  989A, 
BROADCASTING. 

Announcer,  experienced.  Tight  format,  mar- 
ried, no  floater.  Will  travel.  Box  990A, 
BROADCASTING. 

First  phone.  Announcer,  tight  production, 
4 years  experience.  Married,  want  to  settle. 
Not  a floater.  Box  993A,  BROADCASTING. 

Announcer,  experienced,  vet,  married,  tight 
format,  willing  to  work,  not  a floater.  Box 
995A,  BROADCASTING. 

Looking  for  first  license  announcer,  experi- 
enced, no  maintenance?  Prefer  personal  in- 
terview, station  few  hours  bus,  train  travel 
from  Washington.  Language  major.  Path- 
finder trained.  Currently  engaged  radio  con- 
sultant engineering.  Box  998A,  BROAD- 
CASTING. 

Announcer,  experienced,  married,  veteran, 
good  tight  format,  not  a floater,  not  a 
prima  donna.  Box  102B,  BROADCASTING. 


Situations  Wanted — ( Cont’d' 
Announcers 


Announcer — Name  is  Charles  Egan.  Eager 
to  work  and  advance.  Attended  two  broad- 
casting schools.  Call  Tennyson  4-6427  or 
write  1825  Palmer  Ave.,  Larchmont,  N.  Y. 


D.J.  Five  years  experience  small/medium 
markets.  Spectacular  ^potential.  East.  Bob 
Feriss,  630  Dumont  Avenue,  Brooklyn  7, 
N.Y.  Hyacinth  8-1075. 


Negro  dj,  looking  for  work.  AD  4-4180,  101 
W.  143rd  St.,  N.Y.,  N.Y.,  Dick  Wilson. 


Technical 


Competent  chief  available.  Experienced  to 
10  kw  directional.  Southwest  metropolitan 
market.  $120.  Salary  minimum.  Box  815A, 
BROADCASTING. 


First  class  engineer,  6 months  board  ex- 
perience, available  July  15.  Box  938A, 
BROADCASTING. 


3 years  first  phone-dependable-family-likes 
people-have  worked  at  present  station  2 
years.  Still  employed,  but  want  another 
location.  Best  references  past  employers. 
Box  964A,  BROADCASTING. 


First  phone  engineer,  24  years  old,  desires 
change.  Presently  employed  at  4 tower  di- 
rectional 5 kw  station.  Prefer  Kentucky, 
W.  Va.,  or  surrounding  area,  but  will  con- 
sider other  locations.  Box  965A,  BROAD- 
CASTING. 


Experienced  cine-photographer  with  on- 
the-spot  news  reporting,  full  editing  and 
lab  experience.  Available  immediately.  Box 
999 A,  BROADCASTING. 


Engineer,  2 years  experience,  5 kw,  am, 
1st  phone,  prefer  midwest,  available  imme- 
diately. Box  105B,  BROADCASTING. 


Chief  or  engineer,  first  class  license,  twelve 
years  experience,  some  announcing.  With- 
out car.  Room  217,  Marian  Hotel,  Palatka, 
Florida. 


Chief,  7 years  experience,  good  announcer. 
Sales,  directional  and  construction  experi- 
ence. Box  94,  Jasper,  Indiana.  Phone  1335. 


Have  talent  will  travel.  Married,  college 
grad.  Sheldon  Frome,  UN  5-4000  or  SU 
7-8436.  New  York.  Box  104B,  BROADCAST- 
ING. 


College  educated-announcer,  dj,  continuity 
writer,  and  news  man.  Available  immediate- 
ly' Four  years  experience,  write  or  phone 
Owen  Sherman,  KMAN,  Manhattan,  Kansas. 


Available  immediately,  experienced  an- 
nouncer. Tape  available,  references.  Ron 
Mendler,  WMIK,  Middlesboro,  Ky.,  phone 
980. 


Announcer,  dj  experienced.  Tight  format. 
Want  to  settle.  Married.  Not  a prima  donna. 
Box  992A,  BROADCASTING. 


Announcer,  evening,  write  and  read  poetry. 
1st  ticket,  good  slow  commercial  delivery, 
no  rock.  Box  94,  Jasper,  Indiana.  Phone  1335. 


Young  Negro  announcer,  professionally 
trained.  Seeking  chance  to  show  what  I 
can  do.  Have  car,  will  travel  anywhere. 
Bob  Lee,  6028  S.  Drexel,  Chicago  37. 


Announcer.  First  phone,  no  maintenance, 
$85.00.  no  car.  BE  7-6721  after  5:00.  Walter 
Piasecki,  2219  N.  Parkside  Ave.,  Chicago, 
Illinois. 


Recent  broadcast  school  graduate.  College 
major  in  journalism.  Good  commercial  pres- 
entation. Will  locate  anywhere  that  op- 
portunity exists.  29  years  old.  Single.  Re- 
liable. Kirby  Johnston,  5756  N.  Fairfield, 
Chicago  45,  Illinois.  Tele:  Ardmore  1-1202. 


Received  1000  adult  letters  last  promotion. 
Announcer,  1st  ticket  no  rock.  Box  94,  Jas- 
per. Indiana.  Phone  1335. 


Experienced  announcer,  pd.  presently  em- 
ployed as  co-manager.  Veteran.  810  West 
5th  St.,  Hastings,  Minnesota. 


First  phone  engineer  desires  position  with 
radio  or  tv  station  in  middle  or  south 
Atlantic  states.  Graduate  Philadelphia  Wire- 
less Technical  Institute.  Enjoys  mobile  unit 
maintenance.  Kermit  W.  Hamby,  Murphy, 
N.C.,  VE  7-3101. 


Engineer,  first  phone.  2 years  experience 
transmitter,  seeking  steady  employment. 
Write  L.  Pacifico,  Main  Street,  Roseto, 
Pennsylvania. 


Production-Programming,  Others 


Program  director  . . . for  the  past  two 
years  in  one  of  the  top  thirty  markets  in 
the  country,  seeking  advancement.  Have 
reached  limit  in  present  station,  am  look- 
ing for  an  operation  with  more  potential 
and  brighter  horizons  . . . presently  doing 
air  shift  and  public  relations  in  conjunction 
with  programming.  Box  886A,  BROAD- 
CASTING. 


New  England,  New  York  station  managers: 
12  yr.  veteran,  announcing,  production, 
sales,  desires  to  relocate  your  area.  Now 
program,  production  manager  of  prosperous 
N.  Carolina  kilowatt.  Best  references.  If 
you’re  looking  for  a competent  man  who  can 
take  orders  and  turn  out  the  job  you  want, 
contact:  Box  101B,  BROADCASTING. 


Qualified  and  experienced  radio-tv  man  (12 
years)  wishes  to  return  to  field  as  program 
director,  music  librarian,  sports  director,  or 
administrative  assistant.  Family,  36.  Good 
education.  Willing  to  learn.  Write  Paul,  313 
East  Cypress,  Anaheim,  California. 


TELEVISION 


Help  Wanted — Management 


Administrative  assistant  to  the  president 
radio  and  television  multiple  ownership. 
Experience  in  corporate  and  administrative 
affairs,  knowledge  of  bookkeeping  and  a 
desire  to  accept  responsibility  essential. 
Box  948 A,  BROADCASTING. 


TELEVISION 


Help  Wanted — Management 


Promotion  manager  wanted  with  flair  for 
unusual  and  different  television  sales  and 
program  promotions.  Expanding  tv  station 
in  pleasant,  southwestern  climate.  All  re- 
plies confidential.  Box  980A,  BROADCAST- 
ING. 


Announcers 


Wanted:  Television  weather  forecaster.  To 
do  three  10  minute  weathercasts  daily — 
that’s  all — but  you  must  be  tops  in  your 
profession.  You  must  be  able  to  hold  an 
audience  you  will  inherit  from  the  news, 
and  perhaps  build  on  it.  You  must  know 
your  business  and  be  a strong  personality. 
You  will  face  competition  but  this  period  is 
presently  number  one  in  its  time  with  more 
audience  than  our  two  competitors  com- 
bined. We  have  had  a great  weathercaster 
for  four  years  and  he  is  leaving  for  a 
better  job.  We  will  need  a top  man  to  fill 
his  shoes,  but  we  will  pay  you  handsomely 
if  you  are  the  right  man  and  leave  you 
alone  to  do  your  job — weathercasting  only 
— no  commercials.  If  you  think  you  qualify, 
and  like  the  southwest,  please  write  or 
wire  immediately  to  Box  936A,  BROAD- 
CASTING. Position  open  immediately  but 
we  expect  you  to  give  adequate  notice  if 
you  are  presently  employed.  Please  under- 
stand you  will  be  thoroughly  investigated. 


Technical 


Assistant  chief  engineer  Gulf  Coast  vhf. 
Thorough  studio  maintenance  background. 
Send  resume,  picture  and  salary.  Jerry  E. 
Smith,  C.E.,  Box  840,  Corpus  Christi,  Texas. 


Do  you  have  TT25BL  experience?  Do  you 
have  supervisory  capabilities?  If  so,  write 
Box  892A,  BROADCASTING. 


Engineer  wanted  with  qualifications  for 
supervisory  duties.  Pioneer  basic  major 
network  station  in  upper  south.  Opening 
requires  first  class  radio-telephone  license 
with  studio,  vtr  and  transmitter  experience. 
Excellent  working  conditions  with  insur- 
ance, vacations  and  holidays.  Send  full 
resume  with  picture  to  Box  962A,  BROAD- 
CASTING. 


Full  power  vhf.  Station  needs  transmitter 
men,  videomen,  audiomen.  Latest  RCA 
equipment.  Send  complete  details  in  first 
letter  to  Personnel  Director  at  KSOO-TV, 
Inc.,  Sioux  Falls,  South  Dakota. 


Need  two  first  class  technicians.  Experience 
preferred.  Send  resume  to  Chief  Engineer, 
WYES-TV,  New  Orleans  24,  Louisiana. 


Production-Programming,  Others 


Public  affairs  project  manager.  Experienced 
in  writing  and  producing  tv  documentaries, 
investigationatory  and  be  able  to  meet  the 
challenge  of  effecting  highest  caliber  pub- 
lic affairs  program  standards.  Unique  op- 
portunity at  multiple  owner  station.  Top 
market.  Submit  resume,  photo  and  any 
substantiating  material  in  first  letter.  Box 
933 A,  BROADCASTING. 


Need  to  add  male  or  female  copy  writer  to 
staff.  Send  pic,  resume,  requirements.  Sta- 
tion located  in  midwest.  Ideal  working 
conditions  plus  company  benefits.  Box 
976A,  BROADCASTING. 


Southwest  tv  station  needs  topnotch  crea- 
tive copywriter  for  wide  range  of  planning 
and  writing  assignments.  Tv  or  agency  ex- 
perience preferred.  Send  resume.  Immediate 
opening.  Box  979A,  BROADCASTING. 


Full  power  vhf.  Station  needs  director, 
cameramen,  audiomen.  Send  complete  de- 
tails in  first  letter  to  Personnel  Director  at 
KSOO-TV,  Inc.,  Sioux  Falls,  South  Dakota. 

TELEVISION 


Situations  Wanted — Announcers 


Reliable,  versatile,  experienced  announcer 
demands  opportunity  to  manifest  enthusi- 
asm, personality.  Will  go  anywhere,  prefer 
up.  Box  931A,  BROADCASTING. 

Announcer-director  team.  Successful  com- 
bination since  1953.  College  grads.  Veteran 
air  force  officers.  Single,  but  stable.  Present 
employment  since  1957.  Prefer  better 
chances  of  advancement.  Experienced  in  all 
phases  of  production  and  sales  service  as 
well.  Will  bear  own  moving  expense.  Box 
937 A,  BROADCASTING.  
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TELEVISION 


Situations  Wanted — (Cont’d) 


Situations  Wanted — (Cont’d) 


Technical 


Chief  or  supervisor — 12  years  experience, 
4 years  chief,  4 years  supervisory  am-fm- 
tv,  planning,  construction  and  maintenance. 
Box  907A,  BROADCASTING. 


Chief,  tv-am.  Available  for  south  or  south- 
west. Handled  large  and  small  operations. 
Box  912A,  BROADCASTING. 


Competent  studio  operations  interns  com- 
pleting comprehensive  technical  and  pro- 
duction training  seeking  employment.  Con- 
tact Intern  Supervisor,  WTHS-TV,  Miami. 


Production-Programming,  Others 


Producer  - director  - writer.  Experienced. 
Alert.  Creative.  Practical.  Box  944A, 
BROADCASTING. 


Production — Programming,  Others 


America’s  outstanding  personality,  trick, 
dog — Cholly  II.  Her  charming  talent?  She’s 
a1  kiddie’s  tv  Pied  Piper.  Cholly  jets  juvenile 
biz  upwards,  positively.  Twenty-million 
children  can  be  right.  They  love  her.  My 
Hungarian  sheepdog  is  your  ready-made 
key  for  live  talent  that  is  different.  So  . . . 
We’re  waiting  for  you — enterprising  station 
manager — to  call!  Write!  Now!  John  Cecil 
1619  Grandin  Rd.,  Roanoke,  Va.  Tel.:  Dia- 
mond 3-5089. 


FOR  SALE 


Equipment 


New,  unused  Schafer  400-R  remote  control 
system,  list  $1,695  for  $1,200.  Never  removed 
from  cartons.  Box  860A,  BROADCASTING. 


FOR  SALE 


Equipment — ( Cont’d ) 


Available  immediately.  Westinghouse  HV-5, 
5 kw  transmitter,  $4,900.  Box  950A,  BROAD- 
CASTING. 


12  slimline  base  light  fixtures  #TV664G.  Ex- 
cellent condition.  Transformer  box  #TV- 
664BG5  included.  $100  each.  KHOU-TV,  Box 
11,  Houston,  Texas. 


RCA  disc  cutter— type  73B.  Ferris  field  in- 
tensity meter.  100  foot  Wincharger  tower, 
type  101.  Write  K.S.E.N.,  Shelby,  Montana. 


For  sale  on  ground — 1 Truscon  400  foot 
guyed  tower,  complete  with  base  insulator 
and  lighting.  Will  support  small  tv  or  fm 
antenna.  1 RCA  AGC  amplifier  BA-21A.  1 
Tapak  portable  battery  operated  tape  re- 
corder. 1 Taco  heavy  duty  72  ohm  Channel 
3 antenna.  1 RCA  TK1C  monoscope  camera 
in  use  two  years.  Contact  Chief  Engineer, 
WINR-TV,  Binghamton,  New  York.  Tele- 
phone— RA  3-8251. 


Tapak  battery  operated  recorder  in  excel- 
lent condition  with  mike  and  fresh  bat- 
teries. First  offer  over  eighty-five  dollars 
takes.  WIRL,  Peoria,  Illinois. 


Collins  21A  5 kw  transmitter  maintained  in 
original  condition.  Now  available.  Examine 
under  operating  conditions.  Excellent  qual- 
ity. Ten  years  old.  Price  $4,500.  Terms.  Ad- 
dress Radio  Station  WISE,  75  Scenic  High- 
way, Asheville,  N.C. 


Tape  recorders,  several  Ampex  350  console, 
half  track,  7V2  and  15  ips.  Excellent.  $1000 
each  $1050  crated.  Radio  Station  KCHJ, 
P.O.  Box  966,  Delano,  California. 


A 1000  watt  Collins  transmitter  in  operating 
condition.  Will  sell  reasonable.  Radio  Sta- 
tion WMOZ,  Post  Office  Box  228,  Mobile, 
Alabama. 


Gates  RDC10  remote  control  unit  com- 
plete. Has  rf  amplifier,  perfect  condition, 
must  sell,  make  offer.  WPAP,  Femandina 
Beach,  Florida. 


Television  Mobile  Unit — RCA  type  TJ-50A, 
interior  fitted  to  mount  5 camera  controls 
and  switcher.  Has  6 cantilever  mounted 
cable  reels,  power  control  rack  and  watt 
hour  meter.  No  camera  equipment.  IV2  ton 
chassis  with  many  extras.  Only  18,700  miles. 
Write  to  WTMJ-TV,  Milwaukee,  Wisconsin. 


Dehydrators,  automatic  and  complete,  rigid 
coaxial  transmission  line,  with  fittings  and 
hardware.  Write  for  listing.  Sierra  Western 
Electric  Cable  Company,  1401  Middle  Harbor 
Road,  Oakland  20,  California. 


RCA  BTA  500  R transmitter  like  new  with 
spare  tubes,  $3,500.00  cash.  Write  Box  181, 
Cleveland,  Georgia,  or  call  B.  L.  William- 
son, Union  5-3161. 


Tower  erection,  tower  painting,  coaxial  line 
repairs,  mechanical  inspections,  grounding 
systems,  lightning  rods,  lightning  protec- 
tion systems.  Financing  if  desired.  Tower 
Maintenance  Co.,  Inc.,  410-7th  Ave.,  N.E., 
Glenburnie,  Md.  Day  phone  SO  6-0766 — ■ 
Night  and  emergency  phone  SO  1-1361. 
Write  or  call  collect. 


Tv  Video  monitors.  8 Me.,  metal  cabinets 
starting  at  $199.00.  30  different  models  8" 
thru  24"  Mira  tel,  Inc.,  1080  Dionne  St.,  St. 
Paul,  Minn. 


Tower  Utility — heavy  duty — type  260  with 
A-2  lighting  kit.  150'  standing — 40'  on  the 
ground — total  190'.  Available  immediately. 
Make  offer  fob  Jackson,  Miss.  John  Mc- 
Lendon, P.  O.  Box  197,  Jackson,  Miss.  Tele- 
phone FL  4-1617. 


General  Precision  Laboratory  16mm  kine- 
scope recorder,  model  PA-303  with  Maurer 
sound  of  film  system  and  utilizing  elec- 
tronic shutter.  For  further  information 
contact  the  Director  of  Purchasing,  Uni- 
versity of  Missouri,  Columbia,  Missouri. 


Video  monitors.  Closed  circuit  and  broad- 
cast, Foto  Video  Laboratories  Inc.,  Cedar 
Grove,  New  Jersey,  CE  9-6100. 


Anything  in  broadcasting  field  from  a tube 
to  a tower  sold  or  brought.  Electrofind,  550 
Fifth  Avenue,  N.Y.C. 
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FOR  SALE 


Equipment — (Cont’d) 


Schafer  automatic  program  equipment.  Used 
less  than  one  year.  Manufacturer’s  guarantee 
4 years.  $8,000.00.  Call  Olean,  N.  Y.  20161. 


Two  270-foot  heavy-duty  Fisher  guyed 
towers  available  by  October  1st.  W.  D’Orr 
Cozzens,  Intermountain  Network,  146  South 
Main  Street,  Salt  Lake  City,  Utah. 


WANTED  TO  BUY 


Stations 


Want  station  in  northeast  city  over  100,000 
population.  To  150M  up  to  40M  down.  Prin- 
cipal. Box  100B,  BROADCASTING. 


WANTED  TO  BUY 


Equipment 


Used  250  watt  am  transmitter  and  150  foot 
guyed  tower.  Box  952A,  BROADCASTING. 


Wanted:  1 kw  fm  transmitter  complete  with 
frequency  and  modulation  monitor,  pre- 
ferably equipped  to  multiplex.  State  model, 
condition,  price.  Also  need  8 bay  Andrew 
fm  antenna.  Box  956A,  BROADCASTING. 


Used  Gray  Telop  model  2-R.  Must  be  in 
good  condition.  KBTX-TV,  Bryan,  Texas. 


Want  used  PT-6  Magnecord.  Send  condition, 
price  to  George  Williams,  KGHM,  Brook- 
field, Missouri. 


Wanted,  am  frequency  monitor  also  fm 
frequency-modulation  monitor.  State  fre- 
quency, age,  condition.  WINF,  Manchester, 
Conn. 


Wanted:  200  foot  self-supporting  tower. 

Henry  Fones,  Chief  Engineer,  WDIA,  Mem- 
phis, Tennessee. 


Wanted — Used  transmitting  and  antenna 
equipment  for  maximum  power  on  Channel 
3 installation.  Write  or  call  Harold  Thoms, 
75  Scenic  Highway,  Asheville,  N.C.,  phone 
ALpine  4-4448. 


INSTRUCTIONS 


FCC  first  phone  license  preparation  by 
correspondence  or  in  resident  classes. 
Grantham  Schools  are  located  in  Hollywood. 
Seattle,  Kansas  City  and  Washington.  Write 
for  our  free  40-page  brochure.  Grantham 
School  of  Electronics,  3123  Gillham  Road, 
Kansas  City  9,  Missouri. 


FCC  first  phone  license  in  six  weeks.  Guar- 
anteed instruction  by  master  teacher.  G.I. 
approved.  Request  brochure.  Elkins  Radio 
License  School,  2603  Inwood  Road,  Dallas, 
Texas. 


Since  1946.  The  original  course  for  FCC  1st 
phone  license,  5 to  6 weeks.  Reservations 
required.  Enrolling  now  for  classes  starting 
June  29,  August  31,  October  26,  1960.  Jan- 
uary 4.  1961.  For  information,  references 
and  reservations  write  William  B.  Ogden, 
Radio  Operational  Engineering  School,  1150 
West  Olive  Avenue,  Burbank.  California. 


Be  prepared.  First  phone  in  6 weeks.  Guar- 
anteed instruction.  Elkins  Radio  License 
School  of  Atlanta,  1139  Spring  St.,  N.W., 
Atlanta,  Georgia. 


FCC  license  in  six  weeks.  Classes  9 a.m.  to 
6 p.m.  five  days  a week.  Tuition  $300.  We 
have  no  failures.  The  Pathfinder  Method, 
510  16th  St.,  Oakland,  California. 


Announcing,  programming,  etc.  Twelve 
week  intensive,  practical  training.  Brand 
new  console,  turntables,  and  the  works. 
Elkins  School  of  Broadcasting,  2603  Inwood 
Road,  Dallas  35,  Texas. 


MISCELLANEOUS 


Funniest  one-liners  ever  created.  Produced 
on  tape  especially  for  your  show  or  sta- 
tion. Rush  letterhead  request  for  sample 
tapes!  Box  732A,  BROADCASTING. 


If  anyone  knows  the  whereabouts  or  ad- 
dress of  Cyril  J.  Chuckovich,  please  write 
KBMN  Radio,  Box  749,  Bozeman,  Montana. 


Help  Wanted — Announcers 


NEWS  EDITOR 

Must  be  good  air  man.  Authoritative 
voice.  Know  how  to  get  news  stories,  do 
basketball  and  football.  We  furnish  car. 
All  maintenance  and  gasoline  furnished. 
No  floaters  or  drinkers.  This  position  is 
permanent.  Open  July,  4.  Contact  J.  C. 
Jeffrey,  WIOU,  Kokomo,  Indiana.  1000 
watt  CBS  affiliate;  population  57,000. 
Only  station  in  city.  Telephone  Gladstone 
7-1194. 


Technical 


ENGINEERS 

Outstanding  5 0 kw  Eastern  clear 
channel  station  in  large  market, 
needs  men  for  both  studio  and  trans- 
mitter. Good  pay  and  company  bene- 
fits. All  replies  confidential. 

Box  828A.  BROADCASTING. 


GROWING  OPERATION 
needs  young  field  engineer  with  car 
for  travel  in  east.  FM  experience 
preferred.  Salary  plus  expenses. 
Give  full  experience  record  and 
salary  required. 

Box  971  A.  BROADCASTING 


Production — Programming,  Others 


Record  Librarian  Wanted 

Leading  Midwestern  station  in  major 
market  looking  for  librarian  able  to 
administer  and  program  adult  rec- 
ord format.  Excellent  salary  and 
working  conditions.  Bright  future  for 
creative  “self  starter.”  If  you  are 
young  program  man  and  manage- 
ment type  send  resume  and  photo- 
graph to: 

Box  108B,  BROADCASTING. 


SALES  PROMOTION  MAN 

Large  service  organization  has  open- 
ing for  well-rounded  creative  promo- 
tion man  at  its  Chicago  headquarters. 
Experience  with  media  sales  and 
promotion  in  radio,  TV,  or  related 
fields  is  essential.  Responsible  for 
direct  mail  campaigns,  trade  adver- 
tising, brochures,  etc.,  in  co-opera- 
tion with  established  operations. 

Salary  open.  Immediate  start.  Please 
submit  resume  including  age,  educa- 
tion, past  experience  and  salary 
earned. 

Box  958A,  BROADCASTING 


Situations  Wanted — Announcers 


“COUNTRY  MUSIC” 

Country  Music  dj  with  executive 
ability.  10  years  all  phases  including 
management  and  ownership.  Desires 
to  join  metropolitan  competitive  op- 
eration as  dj,  account  executive  and/ 
or  promotion  manager.  Personal  in- 
terview, my  expense.  Very  capable, 
sober,  family  man. 

Box  996A,  BROADCASTING. 


Situations  Wanted — (Cont’d) 


Production — Programming,  Others 


Young,  experienced,  creative  copywriter, 
looking  to  climb  with  moving  modem 
outfit.  Desire  to  put  promotion,  publicity 
ideas  into  effect,  plus  continuing  writing 
production  copy  that  sells.  Somewhere 
there  must  be  a station  who  wants  to 
add  a man  to  their  power  team  who  is 
willing  to  put  in  the  extra  hours  so  nec- 
essary to  building  product  images  satis- 
factory to  local  clients,  and  with  ideas 
that  will  keep  the  call  letters  favorably 
in  the  eyes  of  John  Q.  If  you’re  more 
interested  in  the  above,  rather  than 
someone  who’s  been  around  so  long  that 
they’re  ready  for  the  rest  farm,  then 
contact  me  now  with  facts  and  figures. 

Box  951  A,  BROADCASTING 


TELEVISION 


Help  Wanted 

Production-Programming,  Others 


Secretary  for  TV-AM  station  man- 
ager in  midwestern  city.  Must  be 
experienced. 

Give  complete  information  and  in- 
clude photo.  All  replies  confidential. 

Box  935A  BROADCASTING 


FOR  SALE 


Equipment 


Cartridge  Tape  Equipment 

NOW  IN  150  STATIONS 

For  descriptive  material,  write 

BROADCAST  ELECTRONICS,  Inc. 

8800  Brookville  Rd.,  Silver  Spring,  Md. 
or 

contact  your  VISUAL  ELECTRONICS  man 


Employment  Service 


STEP  UP  TO  A BETTER 
JOB  THE  EASY  WAY! ! 

Many  announcer!  and  others  have  found 
that  it  pays  to  get  your  job  through  pro- 
fessional placement. 

TOP  JOB  PLACEMENTS 
IN  THE  SOUTHEAST 

Free  registration  — Conf.  Service 
Professional  Placement 
458  Peachtree  Arcade 
JA  5-4841  Atlanta,  Ga. 


MISCELLANEOUS 


SrfiecitUiyinrp  in 

Radio  Remote  Control  and 
Multiplex  Systems 


For 


Studio  Transmitter  Links 

John  A.  Moseley  Associates 
Bex  3192  Woodland  7-1469 

Santa  Barbara,  California 


Continued  from  page  98 

tion  of  Mark  Twain  Bcstg.  Co.,  for  renewal 
of  license  of  am  station  KHMO  Hannibal, 
Mo.;  Sept.  12:  Matter  of  assignment  of  call 
letters  WEAS  to  College  Park  Bcstg.  Co.,  for 
its  am  station  in  College  Park,  Ga.;  Sept.  14: 
Pacific  Bcstg.  Corp.  for  extension  of  time  to 
complete  construction  of  tv  station  KBFL. 
(TV)  Bakersfield,  Calif.  Actions  June  17. 

■ Granted  request  by  Transcript  Press 
Inc.,  and  extended  from  June  16  to  June 
20  time  for  all  parties  to  exchange  written 
exhibits  in  proceeding  on  its  application 
for  new  am  station  in  Dedham,  Mass.,  et 
al.  Action  June  20. 

By  Hearing  Examiner  J.D.  Bond 

H Granted  petition  by  Belton  Bcstrs.  Inc., 
Belton,  Tex.,  and  extended  from  June  13 
to  June  22  date  for  exchange  of  exhibits  on 
non-engineering  issues  in  proceeding  on  its 
am  application,  et  al.  Action  June  16. 

■ Granted  petition  by  John  K.  Rogers, 
Bristol,  Tenn.,  and  extended  from  June  13 
to  June  16  time  for  filing  replies  in  proceed- 
ing on  its  am  application  and  that  of  Kings- 
port Bcstg.  Co.,  (WKPT)  Kingsport,  Tenn. 
Action  June  16. 

a Pursuant  to  procedures  agreed  upon  at 
June  20  prehearing  conference,  continued 


commencement  of  hearing  to  a date  to  be 
fixed  by  subsequent  order  upon  petition  of 
Pioneer  Bcstg.  Co.  (KNOW)  Austin,  Tex., 
applicant.  Action  June  20. 

By  Hearing  Examiner  Thomas  H.  Donahue 

■ Granted  petition  by  Rollins  Bcstg. 
of  Delaware  Inc.  (WJWL)  Georgetown,  Del., 
and  extended  from  June  30  to  Aug.  1 time 
to  file  proposed  findings  and  conclusions 
and  from  July  14  to  Aug.  15  to  file  reply 
findings  in  proceeding  on  its  am  applica- 
tio,  et  al.  Action  June  20. 

By  Hearing  Examiner  Charles  J.  Frederick 

■ Granted  petition  by  Broadcast  Bureau 
and  extended  to  June  22  time  to  file  pro- 
posed findings  of  fact  and  conclusions  in 
proceeding  on  applications  of  Alkima  Bcstg. 
Co.  for  new  am  station  in  West  Chester,  Pa., 
et  al.  Action  June  16. 

By  Hearing  Examiner  Millard  F.  French 

■ On  own  motion,  scheduled  prehearing 
conference  for  2:00  p.m.  June  22,  in  pro- 
ceeding on  am  applications  of  Clarke  Bcstg. 
Corp.  ( WGAU)  Athens,  Ga.,  Wake  Bcstrs, 
Inc.  (WAKE)  Atlanta,  Ga.,  and  Savannah 
Valley  Bcstg.  Co.  (WBBQ)  Augusta',  Ga. 
Action  June  15. 

By  Hearing  Examiner  Walther  W.  Guenther 
h On  own  motion,  corrected  transcript  of 


STATIONS  - FOR  SALE 


Ga. 

Single 

250w 

$45M 

terms 

Va. 

Single 

lkw-D 

80M 

terms 

Cal. 

Single 

250w 

68M 

15  dn 

Miss. 

Single 

250w 

39M 

15  dn 

III. 

Single 

Daytimer 

95M 

29% 

La. 

Single 

Regional 

53M 

terms 

Va. 

Single 

250w 

60M 

29% 

Fla. 

Small 

Fulltime 

55M 

terms 

W.Va. 

Small 

Local 

40M 

10  dn 

Fla. 

Medium 

Regional 

175M 

terms 

Cal. 

Medium 

lkw-D 

70M 

29% 

N.Y. 

Medium 

lkw-D 

150M 

terms 

Fla. 

Medium 

Regional  230M 

29% 

Cal. 

Metro 

Daytimer  175M 

terms 

Fla. 

Large 

Regional 

185M 

29% 

Mass. 

Major 

5kw 

350M 

terms 

And  Others 

PAUL.  H. 

CHAPMAN  COMPANY 

MEDIA  BROKERS 

Atlanta  Indianapolis  Los  Angeles 

Nashville  New  York  San  Antonio 

San  Francisco  Seattle  Troy,  O. 
Please  Address: 

1182  W.  Peachtree,  Atlanta  9,  Ga. 


THE  PIONEER  FIRM  OF  TELE- 
VISION AND  RADIO  MANAGEMENT 
CONSULTANTS 
ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 

APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 

1736  Wisconsin  Ave.,  N.W. 
Washington  7,  D.  C. 


Extremely  unusual  circumstances 
forced  Radio  Station  W T T T,  Ar- 
lington, Fla.,  (Jacksonville)  into 
receivership.  Public  sale  to  be  held 
Tuesday,  June  28th.  Contact  Lawr- 
ence Bodkin,  receiver  for  additional 
information.  1833  Ryar  Road,  Jack- 
sonville 11,  Fla.  Call.  RA  4-6836. 


NORMAN  & NORMAN 

INCORPORATED 
Broken  — Consultants  — Appraisers 

RADIO-TELEVISION  STATIONS 

Nation-Wide  Service 
Experienced  Broadcasters  .. 
Confidential  Negotiations 

Security  Bldg.  Davenport,  Iowa 


STATIONS  FOR  SALE- 


NORTHWEST.  Daytimer,  Near  large  mar- 
ket. Asking  $70,000  with  29%  down. 

ROCKY  MOUNTAIN.  Daytimer.  50%  and 
management  for  sale  at  this  time.  Ask- 
ing $42,000  with  $5,000  down  for  qual- 
ified buyer. 

ATLANTIC  COAST  STATE.  Full  time. 
Asking  $75,000  with  29%  down. 

THREE  SOUTHWEST  PROPERTIES  . . . 1) 
Full  time.  Top  market.  Asking  $270,000 
with  29%  down;  2)  Full  time.  Competi- 
tive but  growing.  Asking  $69,000  with 
29%  down;  3)  Daytime.  Good  size  mar- 
ket. Asking  $135,000  with  29%. 

JACK  L.  STOLL  & ASSOCS. 

Suite  600-601 
6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 

HO.  4-7279 


CALIFORNIA  FULLTIME  MAJOR 

Most  attractive  market.  Should  gross 
over  $300,000  this  year.  Priced  at 
$475,000  with  some  terms  available. 

BOX  959A,  BROADCASTING 


f SOUTH  ALABAMA  f 

§ § 

£ Daytime  AM  Radio  Station  in  fast  c 

? growing  industrious  town.  ? 

? Box  983 A,  BROADCASTING  f 


record  (unless  objected  to  within  5 days) 
in  proceeding  on  application  of  Coast  Ven- 
tura Co.  for  mod.  of  cp  of  KVEN-FM,  Ven- 
tura, Calif.  Action  June  14. 

■ Granted  motion  by  Paul  J.  Molnar, 
Cleveland,  Ohio,  and  extended  from  June 
13  to  June  20  time  for  exchange  of  prelim- 
inary drafts  of  engineering  exhibits  in  pro- 
ceeding on  his  fm  application  and  that  of 
Ohio  Music  Corp.,  Cleveland,  Ohio.  Action 
June  15. 

■ Scheduled  oral  argument  for  11:30  a.m., 
June  22,  on  petition  by  Medford  Bcstrs.  Inc. 
(KDOV)  Medford,  Ore.,  for  leave  to  amend 
its  am  application  (Action  June  20)  on  own 
motion  continued  indefinitely  oral  argument 
scheduled  for  June  22.  Action  June  21. 

By  Hearing  Examiner  H.  Gifford  Irion 

■ Granted  petition  by  Des  Plaines-Arling- 
ton  Bcstg.  Co.,  Des  Plaines,  111.,  to  amend 
its  application  so  as  to  correct  the  RMS 
value  listed  in  figure  1 of  engineering  ex- 
hibit, in  consolidated  proceeding.  Action 
June  15. 

B Granted  petition  by  Broadcast  Bureau 
and  extended  the  date  for  filing  proposed 
findings  from  June  14  to  June  24  in  proceed- 
ing on  am  applications  of  Old  Belt  Bcstg. 
Corp.  (WJWS)  South  Hill,  and  Patrick 
Henry  Bcstg.  Corp.  (WHEE)  Martinsville, 
Va.  Action  June  16. 

By  Hearing  Examiner  David  I.  Kraushaar 

■ Formalized  prehearing  conference  pro- 
cedural agreements  and  ordered  hearing  on 
July  27  in  proceeding  on  am  applications 
of  Hub  City  Bcstg.  Co.,  Inc.  (WHSY)  Hat- 
tiesburg, Miss.,  et  al.  Action  June  14. 

■ Scheduled  further  prehearing  confer- 
ence on  June  29  in  proceeding  on  applica- 
tions of  Chronicle  Publishing  Co.  (KRON- 
TV)  and  American  Bcstg. -Paramount  Thea- 
tres Inc.  (KGO-TV)  San  Franciscp,  Calif. 
Action  June  15. 

■ Pursuant  to  June  15  hearing,  scheduled 
further  hearing  for  June  21  on  order  to 
Douglas  H.  McDonald,  trustee,  permittee  of 
WTVW  (TV)  (ch.  7)  Evansville,  Ind.,  to  show 
cause  why  authorization  for  station  WTVW 
Evansville,  Ind.,  should  not  be  modified  to 
specify  operation  on  ch.  31  in  lieu  of  ch. 
7.  Action  June  15. 

■ Pursuant  to  understanding  on  tran- 
script of  record,  received  in  evidence  ap- 
plicant's exhibit  2A,  closed  record,  and 
scheduled  July  18  for  filing  proposed  find- 
ings and  July  29  for  replies  in  proceeding 
on  application  of  WPGC  Inc.,  for  mod.  of 
license  of  am  station  WPGC  Morningside, 
Md.  Action  June  16. 

■ Scheduled  hearing  for  July  19  in  pro- 
ceeding on  am  applications  of  Zephyr 
Bcstg.  Corp.,  Zephyrhills,  and  Myron  A. 
Reck  (WTRR)  Sanford,  Fla.  Action  June  20. 
By  Hearing  Examiner  Forest  L.  McClenning 

■ Ordered  reply  findings  of  fact  to  be 
filed  by  June  30  in  Perrine-South  Miami, 
Fla.,  tv  ch.  6 proceeding.  Action  June  14. 

By  Hearing  Examiner  Herbert  Sharfman 

■ Continued  further  prehearing  confer- 
ence from  June  21  to  July  20  in  proceeding 
involving  WSAZ  Inc.  (WSAZ-TV)  Hunting- 
ton,  W.Va.,  complainant  v.  American  Tele- 
phone and  Telegraph  Co.,  defendant.  Action 
June  14. 

■ On  request  of  protestant  WSTV  Inc., 
licensee  of  WBOY-TV  (ch.  12)  Clarksburg, 
W.Va.,  continued  hearing  from  June  20  to 
July  5 on  application  for  relinquishment  of 
positive  control  of  WJPB-TV  Inc.,  permittee 
of  WJPB-TV  (ch.  5)  Weston,  W.Va.,  by 
J.  P.  Beacom  through  sale  of  stock  to 
Thomas  P.  Johnson  and  George  W.  Eby. 
Action  June  17. 

■ Scheduled  prehearing  conference  for 
July  14  in  proceeding  on  application  of 
Mark  Twain  Bcstg.  Co.,  for  renewal  of 
license  of  am  station  KHMO  Hannibal,  Mo. 
Action  June  20. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

■ Pursuant  to  agreement  of  parties  at 
June  14  prehearing  conference  scheduled 
certain  procedural  dates  for  group  3 in 
proceeding  on  am  applications  of  Michigan 
Bcstg.  Co.  (WBCK)  Battle  Creek,  Mich., 
et  al.  hearing  scheduled  for  July  25  can- 
celled, and  further  hearing  set  for  July  18. 
Action  June  15. 

a Granted  joint  petition  by  applicants  in 
Greensboro -High  Point.  N.C.,  tv  ch.  8 
proceeding,  and  extended  from  July  6 to 
July  25  time  to  file  proposed  findings  of 
fact  and  conclusions  and  from  Aug.  15  to 
Aug.  29  to  file  reply  findings.  Action  June  20. 

BROADCAST  ACTIONS 
by  Broadcast  Bureau 
Actions  of  June  17 

KBEC-FM  Waxahachie,  Tex. — Granted 

license  for  fm  station. 

KLAY-FM  Tacoma,  Wash. — Granted  li- 
cense for  fm  station. 

WPLM  Plymouth,  Mass. — Granted  license 
covering  increase  in  power;  installation  of 
DA-D  and  new  trans.;  make  changes  in 
ground  system  and  change  ant. -trans.  and 
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BROADCASTING,  June  27,  1960 


SUMMARY  OF  COMMERCIAL  BROADCASTING 


Compiled  by 

BROADCASTING 

June  22 

ON  AIR 

CP 

TOTAL  APPLICATIONS 

Lie. 

Cos. 

Not  on  air 

For  new  stations 

AM 

3,426 

59 

83 

840 

FM 

667 

70 

162 

133 

TV 

473 

58 

77 

109 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  June  22 

VHF  UHF 

Commercial  452  78 

Non-commercial  35  11 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  May  31,  1960 


TV 

530 

46 


Licensed  (all  on  air) 

CPs  on  air  (new  stations) 

CPs  not  on  air  (new  stations) 

Total  authorized  stations 

Applications  for  new  stations  (not  In  hearing) 

Applications  for  new  stations  (in  hearing) 

Total  applications  for  new  stations 
Applications  for  major  changes  (not  In  hearing) 
Applications  for  major  changes  (in  hearing) 
Total  applications  for  major  changes 
Licenses  deleted 
CPs  deleted 


AM 

FM 

TV 

3,423 

661 

47  2l 

56 

66 

582 

86 

163 

74 

3,565 

890 

652 

634 

80 

43 

197 

44 

64 

831 

124 

107 

661 

44 

37 

219 

11 

17 

880 

55 

54 

0 

0 

0 

0 

0 

0 

1 There  are,  in  addition,  ten  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 
licenses. 

2 There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 


studio  location;  pursuant  to  commission 
order  released  May  31,  1960,  this  authoriza- 
tion is  without  prejudice  to  possible  future 
grant  of  pending  application  of  Simon  Gel- 
ler  for  permit  to  construct  new  standard 
broadcast  station  at  Gloucester,  Mass.,  and 
that  licensee  hereunder  accept  any  inter- 
ference that  may  be  caused  by  Gloucester 
operation. 

KDON  Salinas,  Calif. — Granted  license 
covering  installation  of  new  trans.  (main). 

WKAZ  Charleston,  W.Va. — Granted  mod. 
of  license  to  operate  trans.  by  remote  con- 
trol, using  DA;  conditions. 

KBMS  (FM)  Los  Angeles,  Calif. — Granted 
cp  to  increase  ERP  to  71  kw;  install  new 
type  ant.  and  make  changes  in  trans.  equip- 
ment; remote  control  permitted;  waivecT 
sec.  3.205  of  rules  to  permit  station  location 
to  be  specified  as  Los  Angeles,  Calif.,  but 
with  main  studio  located  at  135  S.  Kenwood 
Ave.,  Glendale,  Calif. 

KTAR-FM  Phoenix,  Ariz. — Granted  mod. 
of  cp  to  increase  ERP  to  115  kw. 

WILY  (FM)  Pittsburgh,  Pa.— Granted  mod. 
of  cp  to  increase  ERP  to  4.5  kw,  decrease 
ant.  height  to  440  ft.,  and  specify  studio 
location;  waived  sec.  3.205  of  rules  to  per- 
mit studio  to  be  located  at  site  outside  city 
limits  of  Pittsburgh  and  not  at  trans.  site. 

KHQ-FM  Spokane,  Wash. — Granted  mod. 
of  cp  to  increase  ant.  height  to  2,030  ft., 
and  change  ant.  trans.  location. 

a Following  stations  were  granted  exten- 
sions of  completion  dates  as  shown:  WRAK- 
FM  Williamsport,  Pa.  to  Dec.  1;  WINE 
(FM)  Pittsburgh,  Pa.  to  Nov.  4:  KROW 
(FM)  Houston,  Tex.,  to  Dec.  29;  KAKI  (FM) 
San  Antonio,  Tex.  to  Dec.  9,  and  WFGM- 
FM  Fitchburgh,  Mass,  to  July  31. 

Actions  of  June  16 

WSIL-TV,  Harrisburg,  111.— Granted  in- 
voluntary assignment  of  cp  to  Turner-Far- 
rar  Assn.,  partnership  of  Ethel  M.  Turner, 
individually  and  as  executrix  of  estate  of 
Oscar  L.  Turner,  deceased,  O.  L.  Turner, 
Charles  O.  Farrar  and  Harry  R.  Horning. 

WIMS  Michigan  City,  Ind. — Granted  cp 
to  replace  expired  permit  which  authorized 
increase  in  daytime  power  to  5 kw,  change 
to  DA  n and  d,  change  studio  location  and 
install  new  trans. 

W’AVI  Dayton,  Ohio — Granted  cp  to  make 
changes  in  ant.  system  (increase  height); 
condition. 

WYFI  (FM)  Norfolk,  Va.— Granted  cp  to 
replace  expired  permit  which  authorized 
changes  in  ant.  system  and  ground  system. 

KOGT  Orange,  Tex. — Granted  cp  to  in- 
stall new  type  trans. 

KGEM  Boise,  Idaho — Granted  cp  in  install 
new  type  trans. 

WTMB  Tomah,  Wis. — Granted  mod.  of  cp 
to  change  ant. -trans.  and  studio  locations; 
make  changes  in  ant.,  and  ground  systems 


and  operate  trans.  by  remote  control. 

WLOC  Munfordville,  Ky.— Granted  au- 
thority to  sign-off  at  6 p.m.,  CST,  for  period 
ending  Aug.  31. 

WWCH  Clarion,  Pa. — Granted  change  of 
remote  control  authority. 

Actions  of  June  15 

WWCO  Waterbury,  Conn.— Granted  ac- 
quisition of  positive  control  by  Herbert 
Bloomberg  through  corporate  reorganiza- 
tion and  sale  of  stock  by  Murray  Grossman 
and  Herbert  Saxe  to  Ruth  R.  Goddard. 

WOR  New  York,  N.Y.— Granted  cp  to  in- 
stall new  trans.  for  auxiliary  purposes  and 
increase  power. 

KOCY  Oklahoma  City,  Okla— Granted  cp 
to  change  ant. -trans.  location  and  studio  lo- 
cation and  make  changes  in  ant.  system; 
condition. 

WJBR  (FM)  Wilmington,  Del.— Granted  cp 
to  install  new  ant.  system  and  increase  ant. 
height  to  499  ft. 

WGH-FM  Newport  News,  Va. — Granted  cp 
to  increase  ERP  to  85  kw  and  ant.  height 
to  400  ft.;  change  ant. -trans.  location,  install 
new  type  trans.  and  new  type  ant.  and 
make  changes  in  ant.  system;  remote  control 
permitted;  waived  sec.  3.205  of  rules  to 
permit  main  studio  to  be  located  outside 
city  where  station  is  located  and  not  at 
trans.  site;  conditions. 

KTFS  Texarkana,  Tex.— Granted  cp  to 
change  ant. -trans.  location  and  establish 
remote  control  point  (main  studio  location). 

WLOB-FM  Portland,  Me. — Granted  mod. 
of  cp  to  change  studio  location  and  re- 
mote control  point. 

WNPS  New  Orleans,  La. — Granted  au- 
thority to  remain  silent  between  9 a.m. 
and  3 p.m.  each  day  for  period  beginning 
June  13  and  ending  Sept.  9. 

KVRS  Rock  Springs,  Wyo.— Granted  au- 
thority to  sign-off  at  8 p.m.  for  period  June 
15  through  Sept.  15. 

a Following  stations  were  granted  ex- 
tensions of  completion  dates  as  shown  ■ 
KHQ-TV  Spokane,  Wash,  (main  trans.  & 
ant.)  to  Jan.  18,  1961;  KOST  (FM)  Dallas, 
Tex.  to  Dec.  21;  KUTE  (FM)  Glendale, 
Calif,  to  Aug.  1. 

Actions  of  June  14 

KOB  Albuquerque,  N.M.— Granted  assign- 
ment of  cp,  license  and  SSA  to  KSTP  Inc. 

KMMK  (FM)  Little  Rock,  Ark.— Granted 
assignment  of  cp  to  Hi-Fi  FM  Bcstg.  Corp. 

K70AL,  K73AD  Palm  Springs,  Calif. — 
Granted  mod.  of  cps  to  change  ERP  to  151 
w,  type  trans.,  and  make  changes  in  ant 
system:  ERP  to  155  w.  type  trans.,  and  make 
changes  in  ant.  system. 

WRIK-TV  Ponce,  P.R. — Granted  mod.  of 
cp  to  change  trans.  location  and  make 
changes  in  trans.  and  ant.  system  and 
equipment. 


COMBINATIONS 

TRANSMITTER 
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THE  U.S.  OLYMPIC  TEAM 
NEEDS  YOUR  SUPPORT  NOW! 


AN  URGENT  APPEAL  TO  THE  RADIO 
AND  TELEVISION  BROADCASTERS 
OF  THE  UNITED  STATES: 

BROADCASTING  is  publishing  this 
announcement  to  place  squarely  before 
you  the  present  financial  situation  of 
the  United  States  Olympic  Committee. 

Right  now  when  it  should  be  concen- 
trating on  preparation  for  the  big 
Games  at  Rome  this  summer,  the 
Olympic  Committee  is  faced  by  a seri- 
ous situation.  It  must  finance  training 
programs,  transport  more  than  450 
athletes  and  officials  to  and  from  the 
Games  and  feed  and  house  them  there, 
yet  it  has  received  only  one-third  of 
the  million  and  one-half  it  needs  to 
do  the  job. 


Without  adequate  funds,  the  U.S.O.C. 
can’t  take  all  our  athletes  to  Rome. 
And  we  can’t  afford  to  lose  to  Russia. 
We  can’t  afford  to  lose  too  badly.  It 
would  be  a damaging  blow  to  our  na- 
tional pride. 

We’re  asking  you  to  rectify  this  situa- 
tion. 

Radio  and  television  fund-raising  ap- 
peal kits  have  been  prepared  in  behalf 
of  the  U.S.O.C.  by  Erwin  Wasey, 
Ruthrauff  & Ryan,  Inc.  (Chicago). 

They’re  on  their  way  to  you. 

We  urge  you  to  utilize  the  material 
and  to  contribute  time  to  this  worthy 
and  worthwhile  cause  in  the  interests 
of  public  service. 


Support  Your  Olympic  Team 


This  space  contributed  to  the  U.  S.  Olympic  Association  by: 
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THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 


OUR  RESPECTS  TO  . . . 

William  Colin 


Bill  Payette,  who  was  then  reporting 
news  instead  of  selling  it,  once  scored 
a news  beat  on  the  plans  for  Jean  Har- 
low’s funeral  because  friends  of  the  late 
actress  mistook  him  for  an  undertaker. 

It  is  an  understandable  mistake,  espe- 
cially in  time  of  grief.  Mr.  Payette 
stands  a well-kept  6 foot  5 and  along 
with  tact  and  courtesy  possesses  a dig- 
nity which,  for  solemn  occasions,  no 
doubt  can  be  as  commanding  as  a mor- 
tician’s. But  outside  of  funeral  parlors 
— no  favorite  haunt  anyway — he  bears 
no  resemblance  to  a mortician.  Far 
from  it;  he's  a newsman  first  and  last. 

Now  47  and  general  sales  manager 
of  United  Press  International,  he  has 
been  a newsman  for  some  25  years. 
Throughout  that  span  his  work  has 
been  closely  identified  with  radio  and 
television.  He  started  on  the  UPI  radio 
desk  in  Los  Angeles  when  the  western 
radio  wire  was  first  opened;  for  a time 
he  also  wrote  a Hollywood  column  for 
radio;  he  has  worked  for  UPI  on  the 
venerable  Richfield  Reporter  on  the 
West  Coast  and  for  the  Esso  Reporter 
in  South  America;  and  when  UPI 
wanted  to  organize  a television  service, 
he  was  the  man  who  did  it. 

William  Colin  Payette  was  born  May 
13,  1913,  in  Aberdeen,  Wash.,  the  son 
of  Edward  and  Eva  Payette.  The  elder 
Payette  was  sheriff  of  Chehalis  County, 
and  the  son  got  his  middle  name  from 
that  of  a deputy  killed  in  the  pursuit  of 
a fugitive. 

Grounded  ■ Long  before  young  Bill 
was  old  enough  to  pack  a gun  his  fam- 
ily packed  its  belongings  and  moved 
to  Los  Angeles.  Then  back  to  Washing- 
ton state  and,  when  he  was  8,  back  to 
the  L.  A.  area  again.  There  he  went 
through  public  school  and  the  U. 
of  Southern  California,  where  he  gradu- 
ated in  journalism  in  1935.  In  high 
school  he  played  football  until  he  broke 
an  arm,  an  accident  that  not  only  took 
him  out  of  football  but  kept  him  out 
of  basketball,  where  his  height  would 
have  been  even  more  valuable. 

He  was  editor  of  several  school  pap- 
ers during  his  high  school  days  and,  in 
Victorville,  wrote  a high-school  col- 
umn for  the  town’s  weekly.  He  had  dis- 
played a sales  talent  even  before  that; 
while  still  in  elementary  school  he 
started  as  second  newsboy  on  his  corner 
and  soon  had  so  much  business  his 
competitor  quit  and  left  it  to  him. 

After  USC  he  worked  for  a year  as 
editor  of  the  Santa  Monica  Topics,  a 
twice-a-week  throwaway  which  was  in 
the  red  when  he  joined  and  in  the 
black  when  he  left,  but  subsequently 


Payette 

went  out  of  business.  In  1937  he  moved 
from  the  Topics  to  United  Press  in  Los 
Angeles,  on  the  new  radio  desk. 

Six  months  later  he  was  transferred 
to  the  general  news  desk,  but  continued 
writing  the  UP  Hollywood  radio  col- 
umn. In  the  fall  of  the  same  year  he 
was  named  bureau  manager  at  Billings, 
Mont,  (offices  in  the  KGHL  building), 
where  part  of  his  job  was  to  prepare 
a daily  radio  report. 

During  the  next  two  years  he  moved 
from  Billings  to  Butte,  again  as  bureau 
manager  (he  also  was  the  staff  in  this 
one-man  operation);  from  Butte  to 
Helena  as  state  manager,  then  back  to 
Butte  for  a quick  stint  before  trans- 
ferring to  Seattle  in  1939  and  Portland 
in  1940  as  northwest  news  editor. 

Front  & Back  Offices  ■ In  1941  he 
was  back  in  Los  Angeles,  where  he  be- 
came bureau  manager  in  1943  and  re- 
mained in  charge  of  Southern  Califor- 
nia and  Arizona  until  the  end  of  1948. 
Then  he  was  transferred  to  South 
America  as  manager  of  the  northern 
division,  in  charge  of  all  UP  opera- 
tions— both  news  and  business — north 
of  Brazil  and  Peru.  During  this  two- 
year  stint  he  established  the  first  radio 
teletype  delivery  of  news  to  South 
America  and  the  first  daily  overseas 
Telephoto  transmission  of  newspic- 
tures  anywhere  in  the  world.  He  once 
covered  an  earthquake  disaster  and 
signed  up  a new  subscriber  the  same 


UPI's  Payette 


He  tailors  news  to  radio-tv  needs 


day.  Newspapers  in  South  America 
were  so  impressed  by  same-day  delivery 
of  pictures  that  when  a group  of 
Puerto  Ricans  tried  to  assassinate 
President  Truman  in  Washington,  one 
paper  put  out  five  extras  in  one  day. 

In  1951,  when  UP  decided  to  estab- 
lish a television  news  service,  Mr. 
Payette  was  called  to  New  York  to 
develop  the  plans  and  set  it  up.  The 
problem  then  was  how  news  should 
be  handled  on  television  in  the  first 
place.  Mr.  Payette  helped  work  out 
with  20th  Century-Fox  the  joint  project 
which  now  is  UPI  Movietone  Television 
News.  They  evolved  the  system  of  sup- 
plying newsclips  to  stations  for  inser- 
tion locally,  a script  wire  to  keep  the 
film  current,  an  advance  service  which 
supplies  stations  with  appropriate  back- 
ground film  and  copy  on  major  news 
stories  that  are  apt  to  develop,  and, 
along  with  other  pioneering  services, 
the  use  of  Facsimile  to  get  news  pic- 
tures to  stations  in  a hurry. 

He  has  been  intimately  involved  in 
UPI’s  television  and  radio  operations 
since  that  time.  Even  after  his  promo- 
tion to  assistant  general  news  manager 
in  1955,  he  continued  to  follow  the 
broadcast  activities  closely  and  was 
frequently  called  upon  for  counsel.  His 
accomplishments  in  all  news  media 
contributed  to  his  elevation  to  the  UPI 
board  in  1958  and  his  selection  as  gen- 
eral sales  manager  last  Dec.  30. 

Client  Comes  First  ■ Whether  he’s 
arranging  news  coverage  or  selling  it, 
his  philosophy  is  rooted  in  client  serv- 
ice: “Figure  out  what  the  subscriber 
needs,  then  do  it.  We  can  do  anything 
that  people  can  pay  for.”  It  was  this 
line  of  reasoning  that  led  the  UPI- 
Movietone  division  to  launch  its  newest 
service,  voiced  news  reports,  a few 
weeks  ago.  Known  as  “UPI  Audio,” 
the  new  service  feeds  to  UPI  radio 
wire  clients  daily  audio  reports  on  top 
news  stories  breaking  around  the  world 
(Broadcasting,  May  30). 

Mr.  Payette  is  a man  who  can  take 
his  work  home  and  discuss  it  with  a 
knowing  audience.  His  wife,  whom  he 
married  in  1952,  is  the  former  Virginia 
MacPherson,  for  many  years  UPI’s 
widely  read  Hollywood  columnist.  They 
live  with  their  children,  Susan  and 
Bruce,  in  Bronxville,  N.Y. 

The  Payettes  share  a common  hobby, 
skiing,  which  first  attracted  him  in 
1947.  It  looked  like  fun,  so  he  took  off 
for  a month,  went  to  Banff  in  the 
Canadian  Rockies  and  practiced  until 
he  had  mastered  the  ups  and  downs  of 
it.  Now  he  and  the  family  shoulder 
their  skis  and  are  away  for  the  week- 
end whenever  work  and  weather  permit. 
Their  other  common  hobby  is  Nan- 
tucket; they  spend  his  summer  vaca- 
tions there. 
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EDITORIALS 


Evolution  of  Emmy 

IF,  perish  the  thought,  an  award  were  to  be  given  for  the 
best  program  devoted  to  the  presentation  of  awards, 
last  week’s  Emmy  telecast  would  have  to  win.  In  writing, 
production,  direction  and  performance  it  ranked  far  above 
its  predecessors,  which  almost  uniformly  have  flouted  the 
basic  rules  of  the  art  that  the  Emmies  represent. 

In  short,  the  90-minute  ceremonies  were  conducted  as 
entertainment  first  and  ceremonies  second.  If  they  did  not 
sparkle  uniformly,  at  least  they  encouraged  the  hope  that 
the  professionals  have  finally  learned  how  to  handle  their 
own  affairs  professionally. 

We  regret,  therefore,  that  the  producers  did  not  capitalize 
as  fully  as  they  might  have  on  their  chance  to  advance  the 
cause  of  the  business  they  serve.  They  made  a start,  but  fell 
short.  We  refer  to  the  clips  of  outstanding  variety,  comedy 
and  dramatic  shows  that  television  has  offered  during  the  past 
year.  Here  was  a chance  to  remind  the  public  forcefully — 
and  yet  without  using  a sledge-hammer  to  make  the  point — 
that  television  presents  a great  deal  that  is  good  despite  its 
snobbish  detractors  and  paid  critics. 

The  inclusion  of  a long  lineup  of  westerns  among  the 
“drama”  clips,  for  instance,  did  nothing  to  counter  the 
canard  that  television  is  all  blood  and  violence.  The  Earps 
and  Dillons  have  a place,  but  they  cannot  be  equated  with 
Olivier  and  Bergman  under  “drama”.  Coupling  them  would 
be  misleading  if  the  difference  weren’t  so  obvious:  As  it  is, 
it  merely  perpetuates  the  critics’  myth. 

Without  detracting  from  what  they  accomplished  this 
year,  we  would  suggest  that  the  producers  keep  this  point 
in  mind  next  time.  They  need  only  to  emphasize  it  a little 
more.  So  long  as  they  earn  their  paychecks  in  television 
they  should  want  to  miss  no  opportunity  to  defend  its 
name  against  unwarranted  abuse. 

Proxmire’s  quagmire 

WISCONSIN’S  eager  young  Senator  Proxmire,  who  has 
made  a fetish  of  sniping  at  the  FCC,  has  fired  again 
without  checking  his  target. 

He  attacked  what  he  called  “political  payola”  because 
the  FCC  has  announced  its  intention  of  granting  ch.  10  in 
Albany,  N.  Y.  on  a regular  basis  to  Capital  Cities  Broad- 
casting Corp.,  a company  in  which  five  Congressmen  happen 
to  own  small  interests.  The  examiner  had  given  weight  to 
this  congressional  participation  in  his  initial  decision. 

But  the  FCC  hasn’t  yet  issued  its  final  opinion.  And  we 
doubt  whether  the  commission  will  decide  that  preference 
should  be  given  Capital  Cities  because  of  the  examiner’s 
finding  on  this  single  point. 

Mr.  Proxmire’s  comments  on  the  Senate  floor,  conse- 
quently, are  premature.  Moreover,  we  believe  them  ill- 
founded  on  other  grounds.  If  the  Proxmire  philosophy  pre- 
vailed, an  individual,  promptly  upon  his  election  to  Congress, 
automatically  would  be  disqualified  from  stock  ownership 
in  any  broadcast  licensee.  The  annual  Broadcasting  survey 
of  members  of  Congress  identified  with  station  ownership 
made  last  February  shows  there  are  30  legislators  having 
interests  either  in  their  own  names  or  through  their  families, 
in  radio  and  television  properties.  Under  Mr.  Proxmire’s 
theory,  they  could  not  properly  hold  such  interests. 

The  five  congressmen  in  Capital  Cities  own  about  5% 
of  the  some  1,150,000  shares.  The  largest  single  stockholder, 
with  16%  is  Lowell  Thomas,  the  noted  commentator.  Frank 
M.  Smith,  president-general  manager,  is  the  second  largest 
with  13%.  There  are,  all  told,  1,180  stockholders. 

It  isn’t  our  purpose  to  argue  the  merits  of  Capital  Cities 
versus  Veterans  Broadcasting  Co.,  which  lost  out  in  the 


tentative  decision.  That’s  the  FCC’s  job  alone.  And  there's 
always  recourse  to  the  courts. 

It  is  our  contention,  however,  that  there  are  no-ylaws 
proscribing  members  of  Congress  for  engaging  in  or  invest- 
ing in  private  business.  Many  able  legislators  have  other 
business  interests  or  professions.  Unlike  federal  officials 
serving  on  administrative  agencies,  senators  and  representa- 
tives are  elected.  They  must  make  an  accounting  of  their 
stewardship  to  their  electorates  at  prescribed  intervals.  Their 
opponents  overlook  no  bets.  If  stock  ownership  in  radio  or 
television,  or  any  other  enterprises,  results  in  unfairness  or 
abuse,  the  voters  soon  are  apprised  of  it.  It  all  comes  out  in 
the  voting  booth. 


More  than  mere  words 

THE  elegant  phrases  and  solemn  admonitions  of  the  re- 
vised NAB  Radio  Code  will  take  on  new  meaning  July 
1.  On  that  day  the  code  will  get  its  first  set  of  enforcement 
teeth,  with  monitoring,  self-policing  and  the  other  devices 
lending  significance  to  the  plaque  that  has  decorated  the 
reception  rooms  of  subscribing  stations. 

On  reflection,  July  1 poses  a serious  industry  challenge. 
The  abuses  of  payola  are  still  fresh  in  the  minds  of  Con- 
gress and  future  performance  will  be  appraised  to  an  im- 
portant extent  by  the  way  stations  join  the  new  code  struc- 
ture and  then  live  up  to  its  ethical  and  commercial  pro- 
visions. 

Heretofore  the  code  has  meant  whatever  management 
wanted  it  to  mean.  At  best  it  was  a set  of  high  standards  to 
be  followed  faithfully.  If  not  followed,  it  was  at  least  a 
statement  of  noble  ideals. 

Now  the  radio  code  becomes  a living  set  of  rules.  Its 
enforcement  structure  closely  resembles  that  of  the  tele- 
vision code,  which  has  a policy-making  board,  a staff 
of  professional  administrators  and  the  power  to  throw  out 
stations  and  networks  that  fail  to  live  up  to  commercial 
and  program  requirements.  Non-member  stations  are  now 
eligible  to  become  subscribers  to  the  NAB  radio  document, 
an  innovation  that  grew  out  of  NAB  sources  and  drew  sup- 
port in  official  Washington. 

Self-regulation  is  at  stake.  All  Washington,  all  advertising 
and  the  public  will  be  watching  the  3,500  am  and  750  fm 
stations.  If  a substantial  majority  live  up  to  the  code  pro- 
visions, radio  will  have  an  effective  answer  to  its  critics. 

If  the  code  flops,  the  alternative  is  unpleasant  to  con- 
template. 
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presidential  candidates,  a Demo:  - * 
is  what  the  people  should  have. 


Good  for  W D A F 


Ha v tag  neither  the  time  nor  the  patience  to  sit  and  watch  T,  ¥ 
(and  we  never  did  get  our  antenna  put  up  after  we  moved.  * we  '• . . 
become  quite  a radio  fan—  jmx  can  listen  to  radio  while  you  work  - 
we  want  to  hand  a bouquet  to  some  of  our  radio  stations  and  network 
for  their  good  programs.  We  like  WOAFs  new  features  — Point  c *:  jj 
Iiaw  and  Reporter's  Scrapbook,  and  Conversation.  They  are  interesting  j 
and  informative.  (Wonder  if  WIMPS  Walt  Bo  dine  is  any  relation 
the  BocUnes  of  Paris,  Mod  Anyway,  it  looks  as  tho  the  folks  who  plan-  , 
ned  these  programs  realise -that  radio  should  gr«--w  up  even  if  TV  has-  . 
n't— and  even  if  a few  radio  stations  have  decided  to  stay  on  a very  ! 
low -Teen-Age  level. 

And  we  heard  a good  interview  with  Dr.  Frank! m D Murphy  on 
another  W Di\P  program  Sunday.  In  the*  days  of  rock  and  roll  at • 
disc  jockeys  turned  pundits,  we're  glad  that  par:  f th  racii  $ industr 
Is  giving  us  some  adult  fare. 


We  are  most  grateful  to  Publisher  Malcolm  Higgins  for  this  recogni- 
tion because  he  has  praised  the  qualities  WDAF  Radio  has  worked  the 
hardest  to  achieve  . . . interesting,  informative  adult  programming. 


WDAF  610  RADIO  • SIGNAL  HILL  • KANSAS  CITY,  MISSOURI 


The  above  editorial  is  from  the  Humboldt  (Kans.)  Union  of  Thursday, 
April  7,  1960. 

Humboldt  is  about  105  miles  down  highway  169,  southeast  of  Kansas 
City  . . . where  the  sound  from  Signal  Hill  comes  in  loud  and  clear, 
just  as  it  does  in  hundreds  of  towns  all  over  the  golden  circle  WDAF 
has  served  since  1922. 


. . . ANOTHER  OUTSTANDING  KIMN 
PUBLIC  SERVICE  TO  THE  COMMUNITY 


The  role  of  the  teacher  is  becoming 
increasingly  important  in  the  complex 
world  of  today  and  tomorrow.  Because 
KIMN  recognizes  the  fine  influence  a 
dedicated  teacher  has  on  our  future  citi- 
zens, it  sponsored  a “Teacher  of  the 
Year”  contest,  announcing  the  results 
on  June  3,  graduation  day  in  Denver 
area  schools.  $1000  in  cash  was  awarded 
to  Miss  Mildred  Snow,  teacher-coun- 
selor at  Eiber  Elementary  School,  Jeffer- 
son County,  and  a $500  U.S.  Savings 
Bond  went  to  6th-grader  Marty  Haines, 
who  submitted  the  winning  nomination. 
KIMN  sponsored  this  contest  in  order  to 
bring  to  public  attention  the  need  for 
understanding  and  encouragement  of 
the  teaching  profession. 


KIMN.  ..DENVER’S  INTEGRITY  STATION! 

950  ON  YOUR  DIAL  CECIL  HEFTEL,  PRESIDENT 
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